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ABSTRACT 
 
Aim:  This study is based upon the premise that creating value is the basis for all 
businesses (Grant, 2002; Day, 1990; Porter, 1996; Woodruff, 1997). The research 
problem and ultimate purpose of the study is to determine how customer perceived 
value can be improved at the Liberty Program, Naples Italy. The objective is thus to 
identify specific value and non-value contributing factors, identify commonalities 
within the target audience and thereby make suggestions for short, medium and long-
term improvements. The long term goals of this study are to find and implement ways 
to boost program participation as well as satisfaction levels.  
 
Method: The literature review examines the concepts of customer perceived value 
and satisfaction, communication, relationship marketing and segmentation, thus 
laying the grounds for a basic understanding of the subject matter. The empirical 
study is based on an extensive data collection process with data collected from over 
200 customers in both qualitative and quantitative form, achieved by a survey and 
customer interviews. The goals and objectives of the study are accomplished by 
analyzing collected data and thereby identifying key customer characteristics and key 
drivers of value perception. A service improvement plan is thereby constructed 
consisting of suggestions for implementing a continuous improvement plan with 
short, medium and long term goals.  
 
Result & Conclusions: The literature review concludes that customer value 
perceptions are based upon a variety of factors and takes place both pre, during and 
post the transaction. Including the customer in the integrated value-creating process is 
found to be a critical element to success and in maintaining customer satisfaction and 
should thus be the basis for marketing communication. Empirical research establishes 
that product related issues have the highest impact on customer satisfaction at the 
Liberty Program, Naples Italy, arguably because they are the core and thus expected 
service. A number of short term (quick) fixes are suggested to quickly respond to 
customer comments and thus increase trust and establish a sense of co-creation of 
value with the customers. Having established the main demographics of the target 
audience, steps to develop more effective communications are also presented.  
 
Suggestions for future research: Future research should focus on exploring new 
channels of communication to reach a young and increasingly technologically 
savvy target audience. Cross-examination of other Liberty Programs could also 
present some useful programming as well as marketing communications ideas.  

 
Contribution of the thesis: Other military installations could benefit from this 
study as various locations share the same (constantly rotating) customer base.  
 
Key words: Customer satisfaction, perceived value, communication, customer 
relationships, segmentation.  
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1. INTRODUCTION                    
 
This section provides a brief introduction to the organization and presents the research 
questions. It also explains the motivation for undertaking this study. 
 
1.1 Background and Motivation of the Study                
  
There are over 100 US Naval bases worldwide (LookSmart, 2005). MWR (Morale, 
Welfare and Recreation) includes numerous activities designed to improve the quality 
of life for service members and their dependants and thereby aid in the retention of 
fleet and family readiness. Activities include fitness centers, movie theatres, bowling 
centers, child care facilities, libraries and much more. MWR is available at each US 
naval installation as well as on board each navy ship. This study focuses on one of 
these divisions; the Liberty Program at NSA (Naval Support Activity) Naples, Italy.  
 
The Liberty Program is designed for (but not limited to) junior enlisted service 
members. By providing various recreational activities the Liberty Program helps 
promote a healthy and positive use of service member’s leisure time. The Liberty 
Center offers service members an on-base facility where they can use the Internet, 
watch movies, play video games, do homework, and play pool and various other 
games. The Liberty Program additionally offers programs such as financial education 
and language classes, activities such as tournaments and barbeques and trips and tours 
to St. Patrick’s Day in Ireland and Oktoberfest in Germany, just to name a few.   
 
Over 10,000 US service members are stationed at NSA Naples, Italy and as there is 
no specific “chief’s or officer’s club” on foreign bases, the customer base is more 
diverse than in the continental US. During foreign deployments the Liberty Program 
is particularly valuable to customers as they are far away from friends and family and 
may not have the resources and abilities to venture out outside the base too often. Due 
to language barriers it is also difficult for service members to make their own travel 
and transportation arrangements. 
 
Although the Liberty Program offers many services and programs, awareness and 
participation is relatively low in certain programs and activities; the basic premise of 
this study is thus to find the reasons and solutions to this problem and also to identify 
specific value contributing factors.  
 
1.2. Defining the Research Problem        
 
Successfully communicating with your customers is crucial and has a direct impact on 
customer satisfaction, loyalty, and overall revenue (Grönroos, 2000; Heinonen & 
Strandvik, 2005). When your customer market is diverse this can be an immense task. 
The Liberty Program in Naples, Italy wishes to boost overall customer satisfaction 
and perceived value by learning more about their customers and by increasing 
customer awareness and interest in the various programs, as well as boosting overall 
utilization of the facilities. By evaluating current methods of communication and by 
conducting a comprehensive customer survey and interviews, this study hopes to 
identify major customer segments, value and non-value contributing factors and 
preferred means of communication. This study will thus aim to identify the specific 
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needs and dynamics of the target market, and thereby suggest how programming and 
communications can be aligned in order to improve overall perceived value.  
 
The core research problem is how to improve customer perceived value with the long 
term goal of boosting program awareness and improving communications at the 
Liberty Program in Naples, Italy. The study thus aims to answer the following 
questions:  
 

• Who are our customers?  
• What is customer perceived value; value and non-value contributing factors? 
• How can customer value be improved upon?  
• How can communication be improved upon and what are the preferred 

channels of communication?  
• How can the Liberty Program increase awareness and enrollments in programs 

offered? 
 
1.3. Research Objectives         
 
The core purpose of this study is to identify how customer perceived value can be 
improved at the Liberty Program in Naples, Italy. The long term goal is to achieve not 
only increased customer satisfaction but also increased awareness and customer 
participation in programs and activities. This objective is achieved by analyzing and 
evaluating the customer market, from a customer perspective, and thereby 
establishing how marketing communication, program offerings and overall facilities 
can be improved upon.  
 
The main objectives are:  
 

� To improve the overall knowledge of the customer market (demographics)  
� Identify the preferred means of communication (based upon demographic 

make-up)  
� Identify specific customer needs; perceived value (and non-value) contributing 

factors  
� Develop a Service Improvement Plan (SIP) 

 
The desired post-study outcomes (long-term goals) are:  
 

� Increased customer satisfaction 
� Increased number of visitors and program participation 
� Implement continuous improvement 
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1.4. Research Process         
 
This project is divided into the following steps, based on Kotler & Keller’s (2006) 
marketing research process: 
 

1. Defining the Research Problem and Research 
Objectives: This is done by identifying stakeholders and 
their interests to ensure that the research questions are 
valid. 

2. Developing the Research Plan: The research plan is 
developed by following existing theoretical frameworks in 
order to achieve reliable and valid results. This step also 
includes theoretical research in order to establish an 
understanding of the subject areas chosen. 

3. Collect the information: Quantitative data is collected 
through a survey while qualitative data is obtained through 
interviews. 

4. Analyze the Information: By analyzing the information 
main drivers of customer perceived value and non-value 
contributing factors is determined as well as defining the 
demographics of the main customer segment. 

5. Present the findings: By making suggestions for possible 
improvements through developing a Service Improvement 
Plan (SIP). 

6. Make the Decision: Implement action plan. 
 
 

Define the problem 
and research objectives 

Develop the  
research plan 

Collect the 
information 

Analyze the 
information 

Present the  
findings 

Make the 
decision 

Figure 1: The Marketing 
Research Process. 
Source: Kotler and 

Keller (2006, p. 97). 
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2. METHODOLOGY         
 
This section outlines the research strategy and overall approach to the study and 
explains how the data is obtained. The validity and reliability of the research is also 
addressed.  
 
2.1 Research Strategy and Approach       
 
Lee (1989) suggests that field research may involve three levels of understanding: 
subjective, interpretive, and positivist. Striving for a comprehensive level of 
understanding, a mix of research strategies will be incorporated in this study.  
 
Theoretical frameworks and theories in the areas of communication, customer value 
and segmentation will be presented and discussed in the theoretical part in order to 
build a basic understanding of the subject areas. Empirical research will thereafter be 
conducted in order to gain an in-depth understanding and to gather primary data for 
evaluation in terms of established frameworks.  
 
2.1.1 Research Paradigms          
 
“A paradigm is a very general conception of the nature of scientific endeavor within 
which a given enquiry is undertaken” (Mangan & Lalwani 2004, p. 2). Or in more 
simplistic terms, the word paradigm refers to “a thought pattern in any scientific 
discipline” (Wikipedia 2006). The paradigm concept was applied to the social 
sciences by Burrell and Morgan (1979), who developed a framework in which they 
illustrate four distinct paradigms; radical humanism, radical structuralism, interpretive 
sociology and functionalist sociology.  
 
“R. Bogdan and S. J. Taylor (1975) identified the two major perspectives on 
methodology within the social sciences as positivism and phenomenology” (Brink, 
1995, p. 462). “Quantitative and qualitative methodologies are generally associated, 
respectively, with [these] two principal research paradigms” (Mangan & Lalwani, 
2004, p. 1). These two schools of philosophy are typically associated with the 
interpretivist and functionalist paradigms on the Burrell and Morgan framework. 
 
2.1.2 Qualitative vs. Quantitative Research      
 
There are two main approaches to research methodologies; qualitative and 
quantitative. Qualitative research utilizes small but focused sample sizes and aims to 
determine the “why and how”  of decision making, while quantitative research requires 
a large sample size and addresses the “what, where, and when” (Wikipedia, 2006). 
“Qualitative research addresses a plurality of research paradigms (positivist, 
interpretative and critical); within which there are many research methods, research 
processes and techniques” (Cepeda & Martin, 2005, p. 856). Quantitative research can 
be separated into two different forms: the experiment and the correlational study 
(Brink, 1995, p. 467).  
 
Quantitative research investigates measurable properties and is thus widely perceived 
as reliable and accurate. “It remains the case that quantitative methodology is the core 
of the evidence-based paradigm and the essential ingredient for meta-analysis and 
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overviews” (McPherson & Leydon, 2002, p. 228). However, Cepeda and Martin 
(2005) suggest that there is a general dissatisfaction with the type of research 
information provided by quantitative techniques and that there is a growing 
“acknowledgement of qualitative research as a valuable and valid research approach” 
Cepeda & Martin, 2005, p. 2). Table 1 below, lists some of the common conceptions 
of the two approaches; quantitative data is known to provide hard, fixed and 
measurable data through the use of surveys while qualitative data provides soft, 
flexible (an often hard measure) data often collected through case studies.  
 
 
 
 
 
 
 
 
 
As both qualitative and quantitative research have their advantages and disadvantages, 
the benefit of combining the two approaches is acknowledged by several authors; 
Mangan, Lalwani and Gardner (2004) and Naslund (2002). “Qualitative research 
methods are essential to provide richness, but they are vulnerable to distortion of data 
by theory. The quantitative approach is necessary for the precision of hypothesis 
testing, but, by itself, this method is too critical to be creative” (Brink, 1995, p. 461). 
 
As the quantitative approach can offer measurable results it will be an important part 
of this study. However, the qualitative approach will also be an integral part as it can 
provide a deeper insight into non quantifiable data such as perception, beliefs and 
attitudes. In order to achieve a comprehensive research with precision and richness it 
will be assumed that both methods are essential and contribute equally to this study. 
 
2.2 Data Collection          
 
Yin (2003) suggests that the sources of evidence in data collection are documentation, 
archival records, interviews, direct observations, participation observations and 
physical artifacts. For the purpose of this study, the majority of data will be derived 
from conducting personal interviews as well as a customer survey. 
 
The empirical study will collect both qualitative and quantitative data in order to gain 
the most comprehensive results. A survey (see appendix 2) will be conducted in order 
to collect quantitative data, hence responses to structured questions which thereby can 
be statistically analyzed. Qualitative data will thereafter be collected through 
customer discussions and interviews containing open-ended questions in order to gain 
more in-depth answers to particularly interesting areas (see section 4.2 for complete 
description of the interview process). The goal of the qualitative data is to provide 
actionable data that will be the basis for the Service Improvement Plan. 
 

Table 1: Common Conceptions of 
Qualitative and Quantitative Research. 
Source: Silverman (2001) in McPherson 
and Leydon (2002, p. 229). 
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2.3 Validity and Reliability of the Research      
 
Validity and reliability are naturally crucial aspects in any study; therefore researchers 
need to take measures to ensure that their results are credible. Reliability can simply 
be defined as “the consistency of a set of measurements” (Wikipedia, 2006). 
Researchers can take certain measures to improve reliability of their quantitative 
research by applying the test-retest method. This method is based on the premise that 
it should be possible to re-produce results when conducting the survey at different 
points of time, hence proving stability and reliability. In order to ensure the highest 
possible level of reliability, this survey is carried out based on this method, i.e. 
collecting data at various times, days and locations to ensure inclusion of all 
demographics. Data is thereafter compared statistically in order to compare results 
and thus ensure reliability. 
 
While Katz (1982) suggested the four R’s of qualitative methodology as being: 
representativeness, reactivity, reliability, and replicability, it is typically suggested 
that replicability is not a viable measure of reliability for qualitative data. In fact in 
qualitative research reliability and validity are not treated as separate measures, but 
rather as “terminology that encompasses both, such as credibility, transferability, and 
trustworthiness is used” (Golafshani, 2003, p. 600). “Precision (Winter, 2000), 
credibility, and transferability (Hoepf, 1997) provide the lenses of evaluating the 
findings of a qualitative research” (Golafshani, 2003, p. 600). Stenbacka (2001, p. 
551-2) suggests that the term reliability is in fact irrelevant when evaluating the 
quality of qualitative research. 
 
Seale (1999) argues that trustworthiness is the primary measurement of reliability in 
qualitative research. As data are not directly measurable in qualitative research, but 
rather based upon in-depth interviews and open-end questions it is important that 
interviewers are non-bias. “It is necessary for qualitative researchers to have what has 
been called reflectiveness (Glaser and Strauss 1965), disciplined intuition (Bruyn 
1966), objectiveness (Bittner 1973), and disciplined subjectivity” (Brink, 1995, p. 
466), hence the ability to remain non-bias. Bias is however not solely a problem 
related to qualitative research, Brink (1995, p. 467) states that “the use of a 
quantifiable measure may lessen the observer’s bias, but it also disguises such bias 
and definitely does not eliminate it”. A valid measure is one which is measuring what 
it is supposed to measure (Wikipedia, 2006). In order to secure validity it is therefore 
important to ensure that questions are composed with the specific research objectives 
in mind. In order to accomplish reliability and validity it is suggested to take a 
triangulation approach, hence combining qualitative and quantitative research 
methods. Patton (2001, p. 247) argues that the use of “triangulation strengthens a 
study by combining methods. This can mean using several kinds of methods or data, 
including using both quantitative and qualitative approaches”. For the purpose of this 
study equal weight is placed upon qualitative as quantitative data. 
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3. THEORY AND LITERATURE REVIEW       
 
This section presents theoretical frameworks and theories available in the areas of 
customer value, segmentation and communication. The chapter aims to build a 
fundamental understanding of these subject areas and thus lays the foundation for the 
empirical research.  
 
3.1 Value            
 
In 1969 Barbon described value as “the price of things; that is, what anything is worth 
to be sold…” (p. 2). The concept of value has since been redefined and is today 
generally viewed from the customer’s perspective and not solely measured in 
monetary terms. The value of a product or service (in the context of marketing) 
typically refers to a combination of real and perceived value;  

 
“Total value = real value + perceived value” (Torok, 2006, p. 1) 

 
Creating value is today recognized to be the basis for all businesses and crucial to 
organizational success (Grant, 2002; Day, 1990; Porter, 1996; Woodruff, 1997). 
Understanding and identifying customer perceived value therefore becomes crucial to 
businesses in order to maintain competitiveness. Until recent years value creation has 
been viewed as an efficiency-driven process. Organizations have typically aimed to 
increase value by simply producing goods and services in a cost-effective manner. 
But in today’s hypercompetitive global business environment customers have access 
to more information and a wider variety of choices than ever before and are thus 
informed, networked and global and have therefore gained an increasing amount of 
power in the value creating process (Prahalad & Ramaswamy, 2004).  
 

“Price is what you pay - value is what you get” 
Warren Buffett, Chairman of Berkshire Securities (in Torok, 2008)  

 
The traditional company-centric view believed that the customer was outside the 
value chain and that value was created solely by the organization and then delivered 
to the customer. Prahalad & Ramaswamy (2004) suggest that we are moving away 
from a company and product-centric view of value creation towards an experience-
centric view. The contemporary customer-centric view instead views the customer as 
“an integral part of the system for value creation [which]… can influence where, 
when, and how value is generated” (Prahalad & Ramaswamy, 2004, p. 5). Hence 
organizations should seek to “co-create” value with the customer. 
 
Value includes both qualitative and quantitative measures as the total value is 
comprised of both monetary gains as well as emotional experiences. “Value reflects 
the perceived tangible and intangible benefits and costs to customers” (Kotler & 
Keller, 2006, p. 25). Value is therefore a combination of quality, service and price, 
often referred to as the customer value triad. In order to maximize value organizations 
should therefore examine their total market offering, including; “the reputation of the 
organization, staff representation, product benefits, and technological characteristics 
as compared to competitors’ market offerings and prices” (Wikipedia, 2006). “Value 
can thus be defined as the relationship of a firm’s market offerings to those of its 
competitors” (Wikipedia, 2006). 
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3.1.1 The Value Chain          
 
Porter’s Value Chain is a commonly utilized tool in terms of analyzing organizational 
value creation. Figure 2 illustrates how the value chain divides activities into core 
activities (activities that transform inputs and interface with the customer) and support 
activities and examines them separately. By examining the value created in each 
activity and by benchmarking how that compares to the competition, organizations 
can improve individual processes and thus boost efficiency and reduce costs. “The 
purpose of analyzing the value chain is to identify areas that might provide 
competitive advantage” (Kippenberger, 1997, p. 8). By examining activities in an 
integrated way strategists can “diagnose and enhance competitive advantage” 
(Kippenberger, 1997, p. 7). By disaggregating activities to strategically relevant 
groups one can understand “the behavior of costs as well as identify existing or 
potential sources of differentiation” (Kippenberger, 1997, p.7). 
 

 
 
Figure 2: Porter’s Generic Value Chain and Five Forces on Competition. 
Source: EPOCH Partners (2008).  
 
3.1.2 Customer Perceived Value        
 
“The value concept is closely linked to the exchange theory of marketing” (Egert & 
Ulaga, 2002, p. 107) and perceived value is thus the core of marketing because 
“market exchange only takes place when all parties involved expect to be better off 
after the exchange” (Egert & Ulaga, 2002, p. 107). Zeithaml (1988) defines perceived 
value as “the consumer’s overall assessment of the utility of a product based on 
perceptions on what is received and what is given” (p. 14). Kotler & Keller (2006) 
similarly defines customer perceived value as “the difference between the prospective 
customer’s evaluation of all the benefits and all the costs of an offering and the 
perceived alternatives” (p. 133). 
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Customer perceived value is typically defined as the trade-off between benefits and 
sacrifices (Zeithaml, 1988; Monroe, 1990). Zeithaml (1988) identifies that perceived 
value is subjective and individual, and consequently varies among customers. 
Additionally, “a person might evaluate the same product differently on different 
occasions” (Ravald & Grönroos, 1996, p. 22). Value is thus difficult to determine as it 
varies, as do expectations. “Different customer segments perceive different values 
within the same product” (Eggert &Ulaga, p. 110). Perception of service delivery 
varies for the same reasons. In the case of this study the cultural aspect is particularly 
critical as we have Italian employees serving American customers in a dynamic 
military environment.  
 
Porter (1985) suggests that the buyer’s value chain is the basis for understanding 
customer value. The buyer’s value chain is described by Christopher et al (1991) as “a 
series of actions a buyer [i.e. customer] takes in specific contexts with the aim of 
producing value for that customer…” (Ravald & Grönroos, 1996, p. 22). Kotler and 
Keller’s Service Quality Model (see below) looks similarly at this process; 
recognizing that the customer is indeed influenced by numerous factors such as past 
experience, personal needs, word-of-mouth as well as expected and perceived service, 
before deriving to the actual perceived value of the product or service. Marketing 
plays a vital part in managing (and shaping) these perceptions. Customer value 
perceptions needs to flow through the organization and influence the way the 
organization communicates and deliver value to its customers. Value perceptions also 
play a vital part in the R&D (research and development) of new products.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Word-of-mouth 
communications 

Personal needs Past experience 

Expected service 

Perceived service 

Service delivery 
(including pre- and 

post- contacts) 

Translation of 
perceptions into 
service-quality 
specifications 

Management 
perceptions of 

customer 
expectations 

External 
communications to 

customers 

CUSTOMER 
 

MARKETER 

Figure 3: The Service-Quality Model. 
Source: Kotler & Keller (2006, p. 383). 
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In situations where a long-term relationship exists between the business and customer, 
value is derived not only from the product and supporting services, but also from the 
overall relationship. It is therefore necessary to consider the existing relationship 
when examining the perceived value of a specific incident (episode) and to understand 
the correlation and effect that single episodes have on the overall relationship. Ravald 
and Grönroos (1996, p. 24) suggest the following relationship between value and 
relationship:  
 

Total Episode Value = Episode Benefits + Relationship Benefits 

Episode Sacrifice + Relationship Sacrifice  
 
This indicates that if a valued relationship exists customer satisfaction can still be 
achieved even though the specific episode was unsatisfactory, hence pointing out the 
importance of establishing and maintaining a good relationship with customers. 
Product quality, brand/image, supporting services, etc, certainly improve the 
customer’s value perception at the particular transaction (episode), but the deeper the 
relationship with the firm develops these components are valued less than the actual 
benefits from the relationship; safety, credibility, security, continuity are then more 
important.  
 
A reduction in sacrifices is typically valued higher than an increase in benefits by the 
customer (Monroe, 1990). As sacrifices greatly impact the customers overall value 
perception, identifying and analyzing perceived sacrifices is therefore important to all 
businesses aiming to increase customer value. Figure 4 illustrate how safety, 
credibility and security contribute to a reduction of the sacrifice for the customer and 
thus leads to increased trust and loyalty which in turn results in a mutually profitable 
relationship for both supplier and customer.  
 
Ravald & Grönroos (1996) stress the importance of stability in the customer 
relationship as customer perceived value is not based solely on product features but 
also on the overall perception of the relationship. When evaluating customer 
perceived value, organizations should thus look deeper than just individual episodes 
and consider customer expectations and how these expectations are being met by the 
organization. “Then the customer-perceived value can be increased on an episode 
level as well as on a relationship level” (Ravald & Grönroos, 1996, p. 25). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 4: The Effect of Value Adding 
Strategies in a Long-Term Relationship. 
Source: Ravald & Grönroos (1996, p. 25). 
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Figure 5: The Five Product Levels.  
Source: Kotler & Keller (2006, p. 344). 

3.1.2 How to Increase Customer Perceived Value      
 
Value can be increased by providing more benefits or by reducing customer-perceived 
sacrifices (Monroe, 1990). By providing superior product features or additional 
supporting services (financing, warranties, customer support, delivery etc) customer 
perceived value is likely increased. There are two main problems with this approach; 
the added value must be seen as valuable by the customer and the added value can not 
be off-set by a higher cost (by adding features the price might have to be increased). 
Ravald & Grönroos (1996) therefore stress the importance of taking a customer 
perspective when attempting to reduce sacrifices or efforts may be placed in areas that 
are not perceived valuable to the actual customer. “In order to be able to reduce the 
customer-perceived sacrifice, the company needs a thorough understanding of the 
customer’s value chain” (Ravald & Grönroos, 1996, p. 26).  
 
Grönroos (1992) suggest that extra, unexpected costs may arise, termed “indirect and 
psychological supplier relationship costs”. These costs include delayed deliveries, 
faulty goods, billing problems etc. resulting in psychological costs. By reducing these 
costs customer perceived value can be increased while at the same time improving 
operational efficiency, hence profitability. The organization should therefore aim to 
achieve “accuracy, flexibility, efficiency and [adopt] a zero-defection strategy in 
production, delivery and after-delivery routines” (Ravald & Grönroos, 1996, p. 26). 
Improving quality in all episodes will thereby “add value on an episode basis as well 
as on a total relationship basis” (Ravald & Grönroos, 1996, p. 26). 
 
Similarly, Wikström and Normann (1994) suggest that organizations can add value in 
terms of cost efficiency (increasing efficiency by exploiting available resources) and 
market efficiency (develop offerings that add high value to the customers value 
chain). Levitt (1983) view the offer as core or generic product (physical product), 
expected product (core product and minimal purchase conditions), augmented product 
(differentiated by company in order to add value) and potential product (evolved 
product).  
 
Kotler and Keller (2006) similarly suggest 
there are five product levels (see figure 5), 
but distinguish between the core benefit 
(what the buyer wants, e.g. the ability to 
access the Internet) and the basic product 
(the physical product, e.g. a computer).  
 
Grönroos (1990) suggest that an 
augmented service offering further 
includes “accessibility of the service, 
customers’ interaction with the 
organization and customer participation in 
the production process” (Ravald & 
Grönroos, 1996, p. 29), thus leading back 
to the importance of a maintaining a 
working customer relationship. 
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“Value of a product within the context of marketing means the relationship between 
the customer’s expectations of product quality to the actual amount paid for it” 
(Wikipedia.com, 2008).  
 
Value = Benefits / Price or  
Value = Quality received / Expectations 
(Wikipedia, 2006) 
 
Torok (2006, p. 1) suggests a similar equation:  
Total value = real value + perceived value  
 
Day (1990, p. 142) suggest customer perceived value is the difference between 
customer’s perceived benefits and customer’s perceived costs. Customer perceived 
value can thus be defined as “the difference between the prospective customer’s 
evaluation of all the benefits and all the costs of an offering and the perceived 
alternatives” (Kotler & Keller, 2006, p. 133).  
 
Eggert and Ulaga (2002, p. 109) suggest that customer perceived value has three basic 
elements; multiple components of value (perceived sacrifices are weighed against 
perceived benefits), subjective value perceptions (value components and value 
perception varies) and the importance of competition (value is relative to 
competition).  
 
Perceived value is thus derived from a customer’s overall assessment and evaluation 
of all value-contributing factors. Figure 6 illustrates how various factors impact the 
customer’s total value and total cost, the customer will then make the purchase 
decision based upon these evaluations, i.e. the highest perceived value. As the figure 
demonstrates; value can be added from the product itself, from support services such 
as warranties, from the personnel providing extraordinary service and by the image. 
Perceived costs are based upon the psychic cost, energy, the time spent and of course 
the monetary cost.  

 
 
 
 
Figure 6: Determinants of 
Customer-Delivered Value. 
Source: Kotler & Keller  
(2006, p. 133). 
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3.2 Customer Satisfaction         
 
The previous section discussed value, particularly in terms of customer perceived 
value. This section will explore the concept of customer satisfaction. As it is often 
suggested that satisfaction is a predictor of customer loyalty and repurchasing (Egert 
& Ulaga, 2002; Ravald & Grönroos, 1996) it is important to understand the basis of 
customer satisfaction in order to successfully deliver value to the customer. It is also 
suggested that customer satisfaction leads to higher customer loyalty (Yi, 1991; 
Anderson and Sullivan, 1993; Boulding et al., 1993) which is a crucial aspect in 
maintaining profitability. We will now discuss theories and frameworks utilized to 
understand the components and process of customer satisfaction, mainly focusing on 
the disconfirmation theory, equity theory and the attribution theory.  
 
3.2.1 The Disconfirmation Theory        
 
Customer satisfaction research is mainly influenced by the discomfirmation paradigm, 
satisfaction should therefore be considered as “a post-purchase construct” (Eggert & 
Ulaga, 2002, p. 110). This paradigm defines satisfaction as the customers’ feelings 
resulting from a (subjective) comparison between expectations and actual perception 
(Eggert & Ulaga, 2002; Kotler & Keller, 2006; Walker, 1995). This means that our 
past experiences shape our expectations and thereby impact our ultimate level of 
satisfaction. The disconfirmation model (see figure 7) illustrates how customer 
satisfaction ensue when the product or service meet (confirmation) or exceed (positive 
disconfirmation) expectations. When the product or service does not meet 
expectations the customer is instead dissatisfied (negative disconfirmation).  
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 7: The Disconfirmation Model of Customer Satisfaction 
Source: Walker, J.L. (1995, p. 7). 
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The disconfirmation paradigm is generally recognized, but what makes up satisfaction 
is however unclear. Comparing perceived performance against pre-established 
comparison standards is clearly a cognitive process, while “the feeling of satisfaction 
essentially represents an affective state of mind” (Eggert & Ulaga, 2002, p. 109). We 
will therefore assume that satisfaction is based upon both cognitive and affective 
factors.   
 
3.2.2 The Attribution Theory        
 
The attribution theory is a social psychology theory concerned with how people 
attribute behaviour of themselves or others (Wikipedia.com). The attribution theory is 
classified into two categories; intrapersonal and interpersonal (Martinko, 1995 in 
Schaffer, 2002, p. 103). Applying this theory to customer satisfaction means that the 
customer will provide either an internal attribution or an external attribution to the 
outcome of his/her purchase. “Attribution theory has become widely used by business 
researchers to enhance understanding of individual and organizational behavior” 
(Cort, Griffith and White, 2006, p. 10). In marketing research the attribution theory is 
mainly utilized to measure customer satisfaction (Tsiros et al., 2004) and sales force 
performance (Dixon et al., 2003).  
 
3.2.3 Equity Theory          
 
The equity theory focuses on the consequences of reward allocation within the social 
exchange process (Adams, 1963). It suggests that for the customer to be satisfied, he 
or she must feel that the outcome is relative to the input and proportionate to the 
input/output of others. The equity theory is important here as in culturally diverse 
markets, the sense of equality, equity and value are likely to differ. 
 

 
 
wikipedia.com (2008) 
 
3.2.4 Service Encounter Model        
 
Advanced technology has made it difficult for organizations to establish competitive 
advantage based upon product differentiation. “Competitive pressures and the scale of 
product choices have elevated the importance of the service element, which has now 
become the value denominator of virtually all business transactions” (La & 
Kandampully, 2004, p. 390). Service quality is therefore becoming a critical element 
in customer satisfaction and value perception. Perceived service quality is the 
difference between expectations and actual performance (Parasuraman et al. (1988). 
Although it is generally believed that the evaluation process takes place prior to the 
purchase, some suggest that in terms of service evaluations multiple stages of 
evaluation take place. Fisk (1981) suggests the following three stages: pre-
consumption, consumption and post-consumption. The service encounter satisfaction 
model utilizes three separate, but integrated, stages of disconfirmation. Just as Kotler 
and Keller’s Service Quality Model, it illustrates how overall value perception is 
based upon a variety of influences. 
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3.3 Customer Satisfaction versus Perceived Value     
 
The literature review does not clearly distinguish between customer perceived value 
and customer satisfaction, nor does it describe how the two concepts interrelate. Even 
though literature on the subject(s) suggests that customer perceived value is 
synonymous to satisfaction, some differences exist (Woodruff & Gardial, 1996). 
“Customer perceived value is measured as a cognitive variable. Customer satisfaction, 
in turn, is measured as an affective variable” (Eggert & Ulaga, 2002, p. 116). A study 
conducted by Eggert and Ulaga (2002) suggest that “customer perceived value and 
customer satisfaction do not substitute but complement each other” (p. 115). 
“Customer satisfaction should be conceptualized and measured as an affective 
construct, while customer perceived value is best being conceptualized as a cognitive 
variable” (Eggert & Ulaga, 2002, p. 114). The differences, as suggested by Eggert and 
Ulaga (2002) can be seen in table 2.  
 
Satisfaction Customer Perceived Value 
Affective construct Cognitive construct 
Post-purchase perspective Pre/post purchase perspective 
Tactial orientation Strategic orientation 
Present customers Present and potential customers  
Supplier’s offerings Supplier’s and competitor’s offerings 
 
Table 2: Conceptual Difference Between Satisfaction and Value 
Source: Eggert & Ulaga (2002, p. 110).   
 
Most satisfaction frameworks are based on the disconfirmation paradigm (Eggert & 
Ulaga, 2002, p. 110), we will therefore consider satisfaction as built upon a post-
purchase evaluation (as also suggested in table 2). Customer perceived value will be 
considered pre or post purchase based as the evaluation process is found to be 
independent of the time of purchase (Woodruff and Gardial, 1996). “Satisfaction 
depends on value. Perceived value is defined as the ratio of perceived benefits relative 
to perceived sacrifice” (Ravald and Grönroos, 1996, p. 20). Customer perceived value 
is therefore influenced by both supplier’s and competitor’s offerings (see table 2).  
 
3.4 Customer Value Management        
 
There is an increasing interest in managing customer satisfaction as customer 
acquisition costs are typically higher than retention costs. As customer satisfaction 
can (even though not proportionally) be linked with customer retention, organizations 
today spend more on customer service training than before. However, the level of 
customer satisfaction has not increased, mainly due to rising expectations amongst 
customers as well as mismatched training; hence organizations often focus on 
improving non-value increasing activities (Daniels, 2000). 
 
Customer Value Management (CVM) is a concept that addresses this mismatch 
between customer perceived value and value provided. “CVM measures not just a 
customers’ satisfaction with every aspect of a product or service, i.e. the measure of 
“quality”, but measures this satisfaction relative to price paid. This is a measure of 
perceived value” (Daniels, 2000, p. 68).  CVM also takes into account how this 
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perceived value measures up to competitors’ offerings and overall needs in the 
marketplace.  
 
Value is more than providing a quality product or service and needs continuous 
improvement. Managing value needs commitment from the entire organization, as all 
aspects of the business ultimately affect value. Communication within the 
organization needs to flow with ease and efficiency, employees should be motivated 
and desire to create and enhance value and additionally the customers should be 
involved in this integrated value-creating process. Employees need to understand that 
they all have an impact upon customer satisfaction, even though they don’t interact 
face-to-face with the customers. Providing internal customer service and value impact 
the external value and service provided to our customers.  
 
3.5 Communication          
 
Traditionally, marketing communication literature was mainly concerned with media 
and advertising effectiveness (Harvey, 1997; Heinonen & Strandvik, 2005). These 
studies viewed customers as “passive targets for communication efforts where the aim 
is to sell products” (Heinonen & Strandvik, 2005, p. 188) and effectiveness measured 
in terms of sales generated from the communication. “Communication effectiveness is 
evaluated in terms of conversion of customer attention to purchase action” (Heinonen 
& Strandvik, 2005, p. 187). 
 
Ducoffe (1995) viewed the customer as active in the communication process and 
studied the value of advertising to the customer. He grouped customer reactions to 
advertising into four factors: informativeness, deceptiveness, irritation, and 
entertainment (Heinonen & Strandvik, 2005, p. 188). Ducoffe’s (1995) studies 
suggest that “customers perceived informativeness and entertainment as two 
important value-increasing elements of communication” (Heinonen & Strandvik, 
2005, p. 188) hence indicating that content and form of communication impacts 
communication effectiveness. 
 
Building on the same concept, Heinonen & Strandvik (2005) suggest that 
“communication value may be created through four factors, content (what), 
presentation (how), place (where) and time (when)” (p. 188). This corresponds to 
Heinonen’s (2004) perceived service value model that consists of technical, 
functional, spatial and temporal value dimensions. Heinonen & Strandvik (2005, p. 
187) combine the concept of communication value with service literature and further 
suggest that communication should be considered as part of a service and view 
communication value as an integrated part of service value. This therefore suggests 
that personal interactions as well as interaction facilitated by media communications 
all contribute to customer perceived value.  
 
By viewing marketing communication as part of the overall service or product 
offering communication becomes an integral part in value creation as it can generate 
or demolish customer perceived value, marketing thus becomes everybody’s 
responsibility in the organization. Heinonen & Strandvik (2005, p. 187) argue that 
“marketing communication can be seen as an element of the service, rather than an 
instrument to sell a product or service”. This means that marketing communication is 
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not measured in terms of sales, but rather in terms of overall customer perceived 
value. 
  
It is crucial that marketing communication is embedded in the organization’s culture, 
as marketing is not an isolated function only relevant to the marketing department. In 
today’s global business environment it is imperative that employees recognize cultural 
as well as social differences as they can all hinder the communications effectiveness. 
Figure 8 (below) illustrates the various elements in the communications process. A 
message is sent out by utilizing the chosen form of media, the message then gets 
decoded by the receiver who has a response (positive or negative). A level of noise is 
always present during this process affecting the receiver’s perception and reaction to 
the message (this can be advertising from competitors, traffic, phones ringing and 
anything else that might distract the receiver from properly decoding the message). 
The feedback can be sent to the sender in various ways; number of sales, number of 
coupons returned etc. The model emphasizes the importance of establishing whom 
you are communicating to, and thereafter choosing to form a message and format that 
would be most effective. Messages are thereby encoded in a way that the desired 
target audience will be able to decode them with the desired outcome. As discussed, a 
certain level of noise will always be present in all communication, which can detract 
from or even distort the message. Noise should thus be attempted to be eliminated as 
much as possible.  
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 8: Elements in the Communications Process. Source: Kotler & Keller (2006, p. 499). 
 
 
3.6 Relationship Marketing         
 
The significance and role of the relationship aspect and its impact upon customer 
perceived value has been explored by several scholars (Ravald & Grönroos, 1996; 
Lapierre, 1997; Collins, 1999; Wilson & Jantrania, 1994; Grönroos, 2004). Berry 
(1983) introduced the term relationship marketing, however studies on the subject 
already existed; Arndt, 1979; Levitt, 1983; Grönroos, 1980. Grönroos (2004) 
describes the relationship marketing perspective as “based on the notion that on top of 
the value of products and/or services that are exchanged, the existence of a 
relationship between two parties creates additional value for the customer and also for 
the supplier or service provider” (p. 99). Ravald and Grönroos (1996) suggest that 
“any value-adding strategy should take the objectives of relationship marketing” (p. 
19). Even though customer relations have always been an aspect of business and 

 
 
 

Media 

 

Sender 
 

Encoding 
 

Message 
 

Decoding 
 

Receiver 

 

Noise 

 

Feedback 
 

Response 



Johnson, Elinor 2008. Improving Customer Perceived Value at the Liberty Program, Naples Italy. 
University of Gävle, Department of Business Administration and Economics. 

23 

trade, “the importance of relationships with customers was given less attention 
following the industrial revolution, when the middleman was introduced in the 
distribution chain” (Grönroos, 2004, p. 99). As products are becoming increasingly 
homogenous, price competition and product differentiation is progressively more 
unlikely to lead to competitive advantage. Customer service then, becomes an 
increasingly important source of competitive advantage (Christopher et al., 1991).  
 
As goods and services become increasingly homogenous, differentiation through 
value created through customer-company interactions become more important. The 
increased level of choice has shifted the focus from the product to the process as a 
whole (the product merely becomes part of the process). Services thus become 
increasingly important and are likely to improve customer retention and hence lead to 
increased profitability (Reichheld & Sasser, 1990; Reichheld, 1993; Storbacka, 1994).  
 
The core product is thus seldom the cause for dissatisfaction (Grönroos, 2004; 
Webster, 1994; Levitt, 1983). With increasing competition customers have more 
choices, hence making service increasingly important. When the product is merely 
one element in the process, product uniqueness becomes less important while it 
becomes important for the organization to “manage the additional elements of the 
offering better than the competitors to create value for customers in their internal 
value-creating processes” (Grönroos, 2004, p. 102). Organizations should aim to 
understand the needs and the value perception of its customers but also understand 
how to successfully fulfill these needs, hence create value. Grönroos (2004) describes 
this process as the “customer’s value generating process” or customer value chain (p. 
103). 
 
As discussed, services are more and more important, as they are what truly separate 
organizations when products are becoming increasingly homogenous. “A service firm 
has no products, only interactive processes” (Grönroos, 2001, p. 150), thus making 
the communications process critical. In a relationship marketing context, marketing 
communication aims to create a two-way or even a multi-way communication 
process.  
 

 
 
Table 3:  Sources of Communication Messages in a Relationship. Source: Grönroos (2000). 
 
3.7 Segmentation          
 
“All marketing strategy is built on STP – Segmentation, Targeting and Positioning” 
(Kotler & Keller, 2006, p. 288).  Knowing who our customers are thus becomes the 
foundation for creating our marketing strategies, thus making segmentation 
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imperative. “Customer Segmentation is the subdivision of a market into discrete 
customer groups that share similar characteristics” (www.bain.com). Segmentation is 
typically used in order to identify target markets, i.e. the customer segments with the 
highest profitability potential or the segment with needs that best match product 
and/or service offerings. Based upon the selected target market(s) the organization can 
thereby create a product offering that aim to satisfy the needs of the selected target 
market. The product/service is then positioned to appeal to those customers. 
Segmentation may also benefit the organization by grouping the customers and 
creating customized mailings and offers that gets sent out to specific segments. 
Segmentation is also a good way of learning more about your customers and what 
your main segments are, this can help guide managerial decisions such as the 
allocation of resources to product development, marketing, and value adding 
programs. Profiling and segmenting customers help reveal similarities or differences 
that the organization can exploit which can aid in developing appropriate product and 
service offerings and effective messaging in order to meet the needs of the customers.  
 
Kotler (2003) suggest that the essence of marketing strategy is segmentation, targeting 
and positioning. Lumsdon (1997) suggest that segmentation aims to identify groups of 
people with similar characteristics within a population. This will thus aid in matching 
these groups with matching products or services (Kotler, 2003).  

Segmentation can be useful in many ways; prioritizing new product development, 
develop customized marketing programs, choosing specific product features or 
service offers or determining appropriate product pricing. Even in markets where 
organizations attempt to serve all customer groups (full market coverage), 
segmentation can be beneficial. Kotler and Keller (2006, p. 247) suggest that 
organizations can cover a whole market in the following two ways; undifferentiated 
marketing or differentiated marketing.  

3.8 Conclusions from Theory and Literature Review     
 
The theoretical research concluded that creating value is the basis for all businesses 
and thus crucial to organizational success (Grant, 2002; Day, 1990; Porter, 1996; 
Woodruff, 1997). Consequently, it is crucial to understand what our customer’s 
perceived value is; which is believed to be subjective and is defined as the trade-off 
between benefits and sacrifices (Zeithaml, 1988; Monroe, 1990). Although numerous 
theories on the subject exist, it can be ascertained that customer perceived value is 
based upon the following factors; the value of the product, services, personnel and 
image compared to the physical and monetary cost combined with energy and time 
spent (Kotler and Keller, 2006).  Hence, value reflects the overall monetary as well as 
emotional gains.  
 
As suggested by Ravald & Grönroos (1996) customer value perceptions needs to be 
studied on an episode level as well as on a relationship level. Each episode as well as 
the overall value contributing aspects plays an important role in the overall value 
perception. In a long-term relationship where trust is established, each episode might 
influence overall value perception less. It is further argued that the overall customer-
organization relationship will contribute to the customer’s value perception of the 
product or service, suggesting that if a relationship is established, perceived value can 
persist although one “episode” is substandard. This indicates that in a long-term 
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relationship the service or product itself become less important than benefits derived 
from the relationship such as safety, credibility, security and continuity.  
 
The research conducted suggest that we have moved away from a company and 
product-centric view of value creation towards an experience-centric view, thus 
making our customers part of the value creating process. In order to create value an 
organization must thus look from a customer’s point of view, as additional features or 
services do not increase customer perceived value unless those features are actually 
perceived as valuable by the customer. Similarly, marketing communication literature 
was traditionally viewing customers as “passive targets for communication efforts 
where the aim is to sell products” (Heinonen & Strandvik, 2005, p. 188).  
 
Satisfaction is also discussed and research suggests that even though the cause of 
satisfaction is unclear, customer satisfaction tends to lead to higher customer loyalty 
(Yi, 1991; Anderson and Sullivan, 1993; Boulding et al., 1993). As satisfaction is 
mainly influenced by the discomfirmation paradigm, we emphasize the importance of 
post-purchase evaluations, where the customer compares expectations and actual 
perception, indicating that past experiences greatly impact our expectations as well as 
overall satisfaction. The literature review does not distinguish between customer 
perceived value and customer satisfaction, nor does it describe how the two concepts 
interrelate even though some differences are recognized. We therefore draw the 
conclusion that customer satisfaction is formed pre-consumption, during consumption 
as well as post-consumption (Fisk, 1981). It can also be summarized that perceived 
value is impacted by factors such as past experiences, comparisons, overall 
relationship with the organization and assessment of the transaction.  
 
When it comes to marketing communication, it is suggested that several factors 
impact the effectiveness of the communication. Ducoffe (1995) suggest that 
customers react to the overall informativeness, deceptiveness, irritation, and 
entertainment, thus indicating that both content and form of communication impacts 
communication effectiveness. In order to create an effective message it is thus 
beneficial to carefully follow the specific steps to developing effective 
communications as suggested by Kotler and Keller (2006). Evaluating the various 
theories on the subject; it is proposed that personal interactions as well as interaction 
facilitated by media communications both contribute to customer perceived value, 
thus making perceived value the core of marketing. Viewing marketing 
communication as part of the overall service or product offering makes 
communication an integral part in value creation as it can generate or demolish 
customer perceived value. This suggests that marketing communication should not be 
measured in terms of sales, but rather in terms of overall customer perceived value.  
 
The importance of relationship marketing has been advocated by several scholars 
(Berry, 1983; Arndt, 1979; Levitt, 1983; Grönroos, 1980; Ravald and Grönroos, 
1996). Customer relations are suggested to play an increasingly important role as 
products are becoming more and more homogenous. Superior services are also likely 
to improve customer retention and hence lead to increased profitability (Reichheld & 
Sasser, 1990; Reichheld, 1993; Storbacka, 1994). Maintaining close customer 
relations and co-creating value with the customers might therefore be one of the most 
crucial factors in creating sustainable competitive advantage in the future.  
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4. EMPIRICAL RESEARCH        
 
This section presents and discusses findings from two empirical studies conducted; a 
survey and a series of customer interviews. Research was focused on obtaining both 
quantitative as well as qualitative data to provide insight and answers to determine 
who our customers are, what they perceive as valuable and not, how perceived value 
can be increased and how we can better and more effectively communicate with our 
customers.  
 
4.1 Quantitative Data          
 
As quantitative data is widely recognized as providing measurable and accurate data, 
a survey consisting of a variety of questions was conducted (see appendix 2). One of 
the many benefits utilizing a survey is that it can be utilized to collect and measure 
customer satisfaction at a specific point in time and thereafter re-used after changes 
has been implemented to measure effectiveness of overall implementation. The 
survey was conducted over a two week period at various days and times in order to 
reach all segments of current as well as potential customers. A total number of 189 
surveys were completed, which is a rather high percentage as it represents 
approximately 75% of our entire target audience. The questionnaire was designed 
with accuracy, ease of analysis and usefulness in mind. The survey was divided into 
six sections: 
 
1. Overall satisfaction – Qualitative questions measured satisfaction level in terms 

of facilities, equipment, activities, staff, hours and location as well as what 
customers utilize the most, the frequency of their visits and how this particular 
Liberty Program compare to other programs. Open ended questions were then 
asked in order to determine what customers were the most/least satisfied with and 
why in order to get actionable data.  

2. Activities – Questions in this section aimed to collect data measuring program 
awareness, participation and satisfaction as well as finding areas of interest not yet 
identified. The overall goal of this data was to provide indications of how/if 
programming needs to be realigned.  

3. Single Service Member Card – The goal of the questions in this section was to 
learn how many of our frequent visitors that are current SS ID card holders as well 
as measure the overall awareness of the discount card program. Questions also 
probed to find what the most effective means of communication is for us to better 
align communications efforts.  

4. Day Trips - This section measured awareness of Liberty’s free day trips, 
participation, satisfaction as well as interests in trip destinations in order to update 
the current day trip “menu” to better suit customer needs and interests.  

5.  Extended Trips – Just like the previous section, questions were designed to 
measure overall awareness, satisfaction and participation.  

6. About You – This section collected quantitative data to be utilized for 
segmentation analysis; respondents’ gender, rank, age, martial status and ethnicity 
was thus recorded.  
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4.1.1 Survey Results          
 
The survey provided a range of valuable data, and provided great insight in the areas 
listed above. Overall customer satisfaction proved to be high; 89.3% were very 
satisfied, 9.09% satisfied while only 1.6% was somewhat satisfied and no one 
dissatisfied. Additionally 86% of respondents stated that they thought this Liberty 
Program was indeed better in comparison to other Liberty Programs. However results 
identified various areas with potential for improvement; hours of operation, 
equipment and overall facility were the areas that could possibly be improved upon 
and thus have an impact on overall customer perceived value.  
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Figure 9: Overall Customer Satisfaction. Source: Johnson (2008). 
 
When it came to measuring the popularity of equipment provided, Internet/Email 
ranked highest on the list of priorities, closely followed by videogames, ping pong, 
pool and movies. This indicates that we should focus on improving in these specific 
areas as they are utilized by a large percentage of our customers; i.e. ensuring 
sufficient number of computers are available, having the latest and most popular 
videogames and movies available etc.    
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Figure 10: Equipment Utilization. Source: Johnson (2008). 
 

S
a

tis
fa

ct
io

n 
R

a
tin

g
 



Johnson, Elinor 2008. Improving Customer Perceived Value at the Liberty Program, Naples Italy. 
University of Gävle, Department of Business Administration and Economics. 

28 

Although 83% of respondents stated that they visit the Liberty Center at least weekly, 
awareness of the various programs and activities amongst these customers were 
astonishingly low; 64% of the respondents stated that they were not aware of the 
various activities offered. Quality perception amongst those who did in fact know 
about the programs and had at some point partaken was however excellent; given the 
options of good/fair/poor, 97% stated the quality was good. Although program 
awareness was low, interest was comparatively high, see table below. This indicates 
that program offerings are in fact appealing to the target audience as there is a 
prevailing interest; however it is rather the marketing communication that is 
ineffective. Data collected also indicates that the customer base could be widened, as 
the majority of current customers are repeat customers, which frequent the Liberty 
Center daily or weekly.   
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Figure 11: Event/Program Interest. Source: Johnson (2008). 
 
Equally, awareness of day trips offered was also low; only 29% of respondents stated 
that they were aware of the trips. Considering that 83% of respondents stated that they 
visit the Liberty Center at least weekly, this is astonishingly low, once again 
indicating that there is a problem with marketing communication. Again, satisfaction 
amongst those whom had participated was 100%, reintegrating that it is not program 
quality that is the problem, but rather the communication. Awareness of extended 
trips was higher; 79% stated that they were aware of the extended trips offered and 
once again satisfaction amongst participants was 100%.   
 
Awareness in regards to the Single Sailor ID Card (SSID) was relatively satisfactory; 
68% stated that they were aware of the program and 79% of that awareness came 
from advertisements inside the facility, denoting the importance and effectiveness of 
in-house advertising. However only 11% of respondents had a SSID and 54% of 
respondents stated that they were unaware of the benefits of having a card, once again 
indicating a communication problem.  Christopher et al. (1991) suggest that 
organizations should seek to identify how and what the customer is looking to use the 
offering for/to at that point in time. Thus, the approach when trying to promote the 
Single Service Member Card should be to look at adding more relevant benefits that 
apply and appeal to the target audience and thereby tailoring offerings to meet those 
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needs. Looking at the process like that can enable the organization to create value that 
matches the customer’s value chain.  
 
The survey also told us about who our customers are; the table below gives an 
overview of the demographic makeup. Obviously the majority of respondents were 
US active duty (95%), predominantly male (85%), mainly between 18-25 years of age 
and single/unaccompanied. Having established the basic make-up of our customer 
base, we can better target our customers by customizing marketing communication 
that better suit the needs of this particular segment.  
 

Active Duty Reserves Retiree Spouse Status 
95% 4% 1% 1% 
Under 20 20-25 26-30 31 and over 

Age 
11% 55% 25% 9% 
Male Female Gender 
85% 15% 
E1-E3 E4-E5 E6 and Above 

Rank 
47% 41% 11% 
US European Other 

Nationality 
89% 6% 5% 
Single Married GEO Bachelor(ette) Marital Status 
80% 9% 11% 

 
Table 4: Demographic Makeup. Source: Johnson (2008).  
 
Few comments and suggestions were made on the survey; the majority of comments 
were simply acknowledging the friendliness and helpfulness of the staff and the 
appreciation of the program as a whole. Suggestions for improvements included; 
selling alcoholic beverages, offering free phone calls and extending the opening 
hours.   
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4.2 Qualitative Data           
 
In order to obtain actionable data, qualitative data naturally represent a large portion 
of the research. Although quantitative data is indeed useful, particularly in terms of 
reporting, it can often result in “our customers rank us as a 7 in customer service”. 
This may be great for statistical purposes as we can compare and track numbers over 
time, but it does not give us actionable data and suggestions of how to actually 
improve and thus exceed our customers’ expectations rather than just meeting them. 
Combining quantitative and qualitative data would also help increase reliability and 
validity of findings. 
 
Fifty customer interviews were therefore conducted in order to find out what our 
customers really perceive as valuable. The following opening question was used: 
 

� Would you say that the Liberty Program meet, exceed or fall below your 
expectations?  

 
This provided an insight to the overall customer satisfaction in-line with the 
disconfirmation model, where meeting customer’s expectations results in 
confirmation, exceeding expectations results in positive disconfirmation and instances 
where the customer is dissatisfied leads to negative disconfirmation.  
 
Several follow-up questions were thereafter asked in order to “drill down” to identify 
specific issues;  
 

� What in particular was it that was positive/negative? 
� What exactly was it that did/did not meet your expectations? 
� Is there anything in particular that you feel is good/bad/could be improved 

upon? 
� If you could change something, what would it be? 
� How could we exceed your expectations?  

 
The main challenge here was to take a customer perspective, which can be difficult to 
do when being familiar with the program. Stepping out of the box and entertaining all 
ideas and comments made by the customers was therefore crucial in order to avoid 
saying “oh, we already tried that – and it didn’t work”. Maintaining an unbiased and 
open mind was thus crucial during the data collection (as discussed in section 2.3) in 
order to ensure that data collected was indeed reliable and accurate.  
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Data from interviews conducted were entered into a spreadsheet and thereafter 
grouped into three categories; enhancers, detractors and positive comments.  
Thereafter all comments were compiled and grouped into the following categories: 
 

� Product 
� Marketing/Communication 
� Facilities 
� Value/Price  
� Staff/Service 

 
Grouping comments into these various categories provided us with percentages of the 
most frequent comments/suggestions, thus giving us an idea of what our customers’ 
perceived value is. A total of 208 suggestions for enhancements were made, the 
majority were product related (71%), followed by facilities (19%), 
marketing/communication (5%), value/price (3%) and staff/service (1%).  
 
Fewer detractors were identified; a total of 94 comments of detracting issues were 
made, again mainly in regards to product related issues (90%), followed by a rather 
equal distribution between the remaining categories; marketing/communication (4%), 
facilities (3%), value/price (2%) and staff/service (2%). These results are displayed in 
figure 12. 
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Figure 12: Comment Categories. Source: Johnson (2008). 
 
Combining the two categories (enhancers and detractors) gives us a general idea of 
the most vital areas of improvements; product related issues has a large impact upon 
the overall value perception, which is reflected in the large percentage of comments 
made in that particular category  (47%). Facility related comments also holds a large 
percentage of comments (32%), followed by staff/service (13%) and the last two 
categories marketing/communication and value/price, with 6 and 2 percent 
respectively which thus has a minor impact upon the general value perception.  
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Figure 13: Comment Categories – Enhancers and Detractor Categories Combined. 
Source: Johnson (2008). 
 
 
A total of 56 positive (general) comments were also made, mainly about staff, overall 
facility and the free hotdogs, see table 5. While those comments don’t provide us with 
any actionable data, they are useful to let us know what we are doing right and by 
communicating them to the staff they can increase staff motivation.   
 
 

Positive (general) Comments Times Mentioned 
Staff is helpful 17 
Staff is friendly 22 
Great facility 6 
I like the free hotdogs  11 
Total Positive Comments 56 

 
Table 5: Positive (General) Comments. Source: Johnson (2008). 

 
From all the comments collected, areas of improvements can be identified, which are 
now categorized as either “quick fixes”, medium or long term goals of improvements. 
Additionally some suggestions cannot be acted upon due to infeasibility of the 
suggestion itself or due to general Navy policies that can not be changed, such as 
selling alcohol on in the facility, which would clearly violate the guidelines and 
standards of the Liberty Program. As comments are compiled we attain a percentage 
of the importance of each particular area of potential improvement identified. Table 6 
displays the various comments and suggestions identified by the customers in a 
structured format. 
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Customer Comments - Actionable Data 
Comment Categories                   Total % of comments   
Value/Price                                                 3% Total number of comments: 304 
Product                                                      76% Total number of enhancers: 208 
Staff/Service                                              2% Total number of detractors: 96 
Facilities                                                    14% 
Marketing/Communication                       5% 

  

Enhancer/ 
Detractor  Comment Times 

Mentioned 
Comment 
Category Timeline % of 

Comments 

E Give more discounts on trips 7 Value/Price N/A 2.3% 

D Extended trips are too expensive 2 Value/Price N/A 0.7% 

E More movies 12 Product MED 3.9% 

E More videogames 22 Product QF 7.2% 

E Free phone 7 Product MED 2.3% 

E Sell snacks/food 17 Product LT 5.6% 

E Extend hours of operations 29 Product MED 9.5% 

E Sell beer 7 Product N/A 2.3% 

E Offer more trips 11 Product MED 3.6% 

E Get more wireless videogame controllers 8 Product QF 2.6% 

E Get better WiFi reach 6 Product LT 2.0% 

E Have more BBQ's/food events 11 Product QF 3.6% 

E Refelt/Realign pool tables 6 Product QF 2.0% 

E Get beef hotdogs 5 Product QF 1.6% 

E Get more magazine subscriptions 4 Product QF 1.3% 

E Get more/better instrument 2 Product MED 0.7% 

D The printer does not work 61 Product QF 20.1% 

D Some of the computers do not work 11 Product MED 3.6% 

D The air hockey table is not intended for adults 7 Product MED 2.3% 

D Broken remotes for the video games 6 Product QF 2.0% 

E Improve staff language skills 3 Staff/Service LT 1.0% 

D Staff does not speak good English 2 Staff/Service MED 0.7% 

E Larger theatre 5 Facilities LT 1.6% 

E Add more color to the facility 3 Facilities MED 1.0% 

E Get new seats for the theatre 32 Facilities LT 10.5% 

D Sometimes it's messy, especially the floor 3 Facilities QF 1.0% 

E Send info through chain of command (PAO) 6 Mktg/Comm MED 2.0% 

E Have more info about activities and programs 5 Mktg/Comm MED 1.6% 

D The calendar is boring 4 Mktg/Comm QF 1.3% 
Table 6: Customer Comments – Actionable Data. Source: Johnson (2008).  
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4.2.1 Qualitative Data Findings and Analysis      
 
The next step in the data analysis is to go through each comment category and 
determine how these comments can be made into actionable items. The outcome from 
this analysis is a service improvement plan that will summarize the comments and the 
action suggested for each one of them.   
 
4.2.1.1 Value and Price         
 
All comments made in this category were related to the price of trips, as costs have 
gone up significantly due to the weakening dollar (see historical data in table 7). 
However, comments received only amounted to 3% of total comments collected, thus 
indicating that prices offered are still reasonable. As no profit is made from any of the 
trips and all transportation (except for airfare) is in fact subsidized, prices can not be 
lowered. In order to improve customer perceived value in this category it is however 
suggested that additional trips to more affordable destinations be added. Extended 
weekend trips to domestic destinations allows for all transportation to be subsidized, 
hence lowering the cost significantly. Traveling off-season would also allow for hotel 
discounts, further lowering costs.   
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Table 7: American Dollars to 1 EUR History, Source: X-Rates.com (2008) 
 
4.2.1.2 Product           
 
This is the largest category and thus has the largest impact upon customer perceived 
value, accounting for 76% of the total number of comments received. It is therefore 
recommended that initial focus should be on this category, in particular upon the 
issues identified as “quick fixes” as that would allow for immediate impact on 
customer value. Focusing on some “quick fixes” would also establish trust amongst 
the customers as they would see the organization take immediate action on their 
comments.   
 

� Purchase more videogames (over 7% of the total amount of comments) and 
additional videogame controllers (4.6%) are quick fixes and would have a 
great initial impact upon customer perceived value, especially since playing 
videogames was ranked as the second most popular activity amongst 
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customers in the quantitative research conducted. In order to include the 
customers and make them feel part of the process a “wish list” system could 
be implemented, where the customers can choose which games that should be 
purchased. 

 
� Offer more free food events and BBQ’s (3.6%) is also achievable within a 

short timeframe. These types of events are already budgeted for and can be 
carried out relatively effortless by the regular staff. In order to create 
additional value and increase awareness, working relationships should be 
established with the bachelor housing (BH) staff which has a kitchen as well 
as chefs on staff. Collaborative events can thus be planned for and in the 
medium/long term cooking classes can be added to the regular event schedule 
to add an educational element to these events. Some comments in regards to 
the “food-for-a-donation” stand at the Liberty Center were also made (1.6%), 
asking for beef rather than pork hotdogs. This is an obvious quick fix that 
should be implemented immediately.  

 
� 2% of comments were made in regards to refelting and realigning the pool 

tables. As a vendor already exists, a cost estimate could be obtained quickly. 
Anticipating a relatively reasonable cost, a purchase request could be 
submitted and approved within a few weeks. As 112 out of the 189 customers 
surveyed stated that they utilize the pool tables, this should be a priority.    

 
� Although only 1.3% of comments asked for more magazine subscriptions, this 

is such a quick and low cost fix that it should be done as soon as possible. Just 
as suggested for the videogames, a “wish list” system should be implemented 
in order to include the customers in the process and make them feel as if their 
opinion really does count. Magazine subscriptions should thereafter be 
reviewed and revised in collaboration with the Library.  

 
� Over 20% of comments were made about the printer, making this a top 

priority. As Internet/Email is the number one activity at the Liberty Center it is 
crucial to get this issue resolved as soon as possible.  

 
� The medium term fixes comes next, with wishes to extend the hours of 

operations as the largest category (9.5%). Classified as a “medium size 
installation” a total amount of 70 hours per week is required by the Navy 
Standards (paragraph 3.3.1), which is currently exceeded with 80 hours of 
operations per week. However, being an overseas installation, where no 
designated Chief’s or Officer’s Club exist it would be possible to justify 
additional hours of operation as long as the staffing requirements would not 
need to be changed. It is therefore suggested to temporarily extend hours and 
conduct customer counts to see if the demand is enough to justify a permanent 
extension of hours. A revision of the work schedule should thereafter be 
conducted, to see if it would be viable to extend hours of operations without 
increasing manpower hours.  

 
� More movies (3.9%) are not as simple as it may seem, as the amount of 

movies received each month is based upon documented customer counts. 
However, with the base theatre due to decrease amount of movies shown it is 
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possible to increase the utilization of Liberty’s theatre and thus receive 
additional movies. As some improvement suggestions were made for the 
Liberty theatre, making these improvements may also help boost utilization 
and thus number of movies received.   

 
� Due to advanced technology it would be possible to offer a free phone, 

amounting to 2.3% of the overall comments. Being an overseas location, it is 
important that service members have a means to stay in touch with their 
families. Several options of Internet based calling should be researched, as it 
would allow for an affordable option. 

 
� Expanding the trip schedule and thus offering more trips (3.6%) is also 

achievable. The day trip schedule can be expanded with a one month’s 
turnaround, while the extended trip schedule must be budgeted for and 
planned for a year in advance. However, it is also possible that increasing 
marketing efforts would impact customer satisfaction in this category as trips 
are indeed offered frequently, but awareness and thus participation is low.  

 
� 0.7% of comments asked for more and better instruments. Current instruments 

should be evaluated and a meeting could be set up with the bands that 
currently practice at the facility to understand their specific needs and requests 
better.  

 
� 3.6% of comments stated dissatisfaction with computers that were not working 

in the computer lab. As the computers are utilized more than any of the other 
equipment in the facility, this is a clear priority. As this is a large project, 
several laptop computers have been purchased to compensate for the 
stationary computers that are down.  

 
� 2.3% complained about the size of the air hockey table, pointing out that the 

table is too small for adults. As it is barely utilized, an interest survey could be 
conducted to establish if there is enough interest in a new full-size table to 
justify buying one.  

 
� There were also some long term suggestions; selling food and snacks (5.6%) 

and to get better WiFi reach (2%). Selling food and snacks is difficult as a 
proposal with proper justifications must be submitted and approved by the 
chain of command. All staff members must thereafter go through a food-
handler class and the facility must be added to the electronic ordering system. 
However, this is an important request, especially as the base galley has 
recently shut down, leaving very limited options of food/restaurants on the 
base. It should therefore be made a long-term project to sell food and snacks at 
the facility. In regards to the WiFi, the IT department is actively working with 
the local Internet provider to get increased bandwidth which will in time be 
resolved.  
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4.2.1.3 Staff and Service          
 
Although no negative comments were made in regards to staff friendliness or service,  
1.7% suggested that some staff members should improve their language skills. As 
DOD (Department of Defense) does reimburse employees for college study expenses, 
staff should be encouraged to attend classes. Staff should also be encouraged to role-
play various common situations to immediate improve skills. Additionally, staff 
should purposely be scheduled mixing Italian and US staff members, as that would 
“force” the Italians to speak English and thus practice their language skills.  
 
4.2.1.4 Facilities          
 
This was the second largest category, with a total of 14% of the comments. 10.5% 
asked for new seating for the mini-theatre, which has been budgeted for and will thus 
be made for action within the next fiscal year. 1.6% asked for a larger theatre which is 
infeasible, as it would require a new facility. Adding more color to the facility and 
improving the cleanliness received 1% respectively, and are certainly achievable 
projects. Cleanliness can be rectified immediately by increasing the staff’s cleaning 
duties and monitoring cleanliness more closely. If results are still unsatisfactory the 
cleaning contract should be reviewed and if needed, a request for additional services 
should be submitted. Adding more color to the facility calls for a formal request to go 
through the chain of command, as all changes to a military facility must be approved. 
Acquiring various suggestions in terms for coloring schemes and possible costs 
should be taken for immediate action as a first step in this process.  
 
4.2.1.5 Marketing/Communication        
 
Some comments were made asking for more information about activities and events 
(1.6%); this was also reflected in the quantitative studies which revealed that only 
29% of respondents were aware of day trips offered, versus 79% awareness in regards 
to extended trips. 2% asked to have information about activities and events sent 
through the chain of command by utilizing PA (Public Affair’s) and POD (Plan of the 
Day) notes. 2% stated that they did not like the format of the current monthly activity 
calendar. Having learnt more about our customers, it is clear that marketing materials 
(in particular the monthly calendar) is in a format that does not appeal to our target 
audience. As the target audience is young and technologically literate, new options 
should be explored and a new marketing plan should be created, specifically tailored 
to the target audience. The following steps are suggested by Kotler and Keller (2006, 
p. 501) in order to develop effective communications. 
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Steps to Develop Effective Communications 
Identify target audience This is a crucial step as not knowing your target audience can result in a 
misaligning all marketing communications. In this case the empirical research identified that our 
target audience is 18-25, single, US active duty, male, frequent users of technology. 
Determine objectives Objectives can vary; to establish category need, brand awareness, attitude 
or purchase intention. In this case, the goal is to increase awareness of potential benefits (free or 
discounted programs and activities) as awareness of the program itself does exist.  
Design communications This entail establishing “what to say, how to say it and who should say 
it” (Kotler and Keller, 2006, p. 504). Considering the target audience it is important to keep the 
message youthful and choose a message source (who to say it) that they can relate to.  
Select channels Communication channels can be personal or non-personal. In this case, an 
integration of the two is suggested. Outreach and networking is crucial for recruiting and retaining 
customers and getting them involved in various activities and as this method has been successful 
in the past it should be increasingly utilized. It is therefore suggested that a Liberty program 
representative should be present at all AO (Area Orientation) for newcomers, as well as attend ST 
(Sponsorship Training) at various base locations, allowing an opportunity to establish customer 
relationships while distributing program information. Collaborating with other departments and 
organizations for special events would also help increase internal as well as external awareness 
and spreading word-of-mouth.  
By tailoring marketing materials that is suitable to the target audience non-personal 
communication can also be effective. Having identified that our main audience are frequent users 
of various technology, new options can be explored in order to improve communication. Wiki 
pages for trips and activities could make customers more involved and also increase networking 
and socialization throughout the community. Force protection is of course a concern when 
utilizing an unsecured network, so monitoring of page content would be necessary.  
Each military department typically has an MWR military representative, which is intended to work 
as a liaison between the military and MWR by meeting regularly and distributing information 
about ongoing MWR activities throughout the chain of command. As NSA Naples does not 
currently have this program established it should be implemented and information should be 
compiled and distributed/publicized by utilizing PA (Public Affair’s) and POD (Plan of the Day) 
notes as well as advertisements in the base newspaper. In regards to the SS ID Card, more relevant 
and valuable incentives should be negotiated with the various MWR facilities. These efforts 
should be coordinated with the marketing department to get brochures, posters and flyers printed.  
Establish budget As much marketing can be done by the MWR marketing department; costs can 
be kept relatively low.  
Decide on media mix Being overseas advertising “noise” is somewhat limited, which in theory 
should make it easier to get the message across. As AFN (Armed Forces Network) is the only TV 
Network available, TV commercials should be consistently utilized. An in-house screen could also 
be utilized, to be used exclusively to run promotional messages of ongoing trips and events. 
Marketing materials should be utilized both in the facility, as mailings and during outreach. 
Promotional items could also be developed, such as T-shirts, duffel bags or key chains.  
Measure results Results can be measured by tracking and comparing trip, event and program 
participation and also by the number of SS ID Cards issued.  
Manage integrated marketing communications Marketing communication efforts needs to be 
coordinated in order to be as effective as possible. Trip and event promotion should be planned 
well in advance and in a coordinated fashion consisting of various campaign events with a well 
diversified media mix.   

 
Table 8: Steps to Develop Effective Communications. Source: Johnson (2008). 
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4.2.3 Service Improvement Plan        
 
As Kotler & Keller’s Determinants of Customer-Delivered Value model suggests; the 
total customer value is based upon the combined value of the product, services, 
personnel and image value. In this case, data was collected to not only learn more 
about our customers but also in order for us to understand the main value contributing 
factors. The value of the product or service influences the customer’s value 
perception, in this case the product or service provided can for example be the use of 
computers or going on a trip. The customer will thus evaluate the entire process; was 
the computer accessible, did I have to wait long, was the Internet working, could I 
print, was staff friendly and helpful, was the facility clean etc. All these perceptions 
are taken into account and compared to expectations of service/product, past 
experiences, word-of-mouth communication and together form the ultimate value 
perception.    
 
The empirical section thoroughly described the data collection process step by step; 
how customer comments were collected, compiled, analyzed and categorized. The 
qualitative and quantitative data provided insight into our customer’s needs and 
overall value perception and identified numerous factors that impact customer value 
perception. Qualitative data collected provided actionable data that are now turned 
into a Service Improvement Plan (SIP) which aim to provide an overview of the 
suggested improvement process and thus function as a tool to facilitate continuous 
progression.  
 
Comments are listed in the order of timeline, prioritizing quick fixes as that will 
provide immediate response to customer comments and thus improve customer 
perceived value as well as trust; showing our customers that their opinions do matter 
and are in fact taken for action. Conclusions and recommendations will be presented 
in the next section.  
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Service Improvement Plan 
Comment Categories                         Weight 
Value/Price                                            3% 
Product                                                76% 
Staff/Service                                          2% 
Facilities                                              14% 
Marketing/Communication                   5% 

Enhancer/ 
Detractor Comment Timeline Action 

E More videogames QF Implement wish list; place purchase request. 

E/D Get wireless game controllers QF Place purchase request. 

E Have more BBQ's/food events QF Revise event/activity schedule. 

E Refelt/Realign pool tables QF Contact vendor for cost estimate, place purchase request. 

E Get beef hotdogs QF Purchase beef rather than pork hotdogs. 

E Get more magazine subscriptions QF 
Implement wish list; coordinate with Library to add/change 
subscriptions. 

D The printer does not work QF Place purchase request and follow up ASAP. 

D Sometimes it's messy, especially the floor QF Increase staff cleaning duties and monitor cleaning.  

D The calendar is boring QF Discuss options with marketing department.  

E More movies MED Boost utilization; discuss options with marketing department.  

E Free phone MED Contact VOIP to set up service.  

E Extend hours of operations MED 
Extend hours temporarily and track customer count. Calculate 
additional staff cost and submit proposal to management.  

E Offer more trips MED 
Work with trip coordinator to identify and visit potential new trip 
destinations. Conduct interest survey. 

E Get more/better instrument MED 
Evaluate current instruments, conduct interviews with bands, 
research costs and place purchase request. 

D Some of the computers does not work MED Place IT request to have computers repaired/replaced. 

D 
The air hockey table is not intended for 
adults 

MED 
Evaluate if it is being used, if there is an interest incorporate 
the cost of purchasing a new table in next year's budget. 

D/E 
Staff does not speak good English / 
Improve staff language skills 

MED/LT 
Encourage staff to take language classes, create incentives 
and conduct role play to practice language skills. 

E Add more color to the facility MED Prepare proposals and submit work request.  

E Send info through chain of command (PAO) MED 
Establish contacts with each department to create a mailing 
list. Submit PAO notes on a regular basis.  

E 
Have more info about activities and 
programs 

MED 
Coordinate with marketing to revise marketing plan; 
incorporate additional costs into next year's budget. 

E Sell snacks/food LT Prepare proposal and ask for management approval.  

E Get better WiFi reach LT Speak to IT to evaluate options. 

E Larger theatre LT As the facility is new, we cannot build a larger theatre. 

E Get new seats for the theatre LT 
Research options (min 3) obtain cost estimates and submit 
purchase request with next year's budget. 

E/D 
Give more discounts on trips / Extended 
trips are too expensive 

N/A 
Due to the dollar exchange rate, costs have gone up, thus 
impacting prices. Look in to adding "cheaper" destinations.  

E Sell beer N/A Not possible due to Navy Regulations.  

Table 9: Service Improvement Plan. Source: Johnson (2008). 
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5. CONCLUSIONS AND RECOMMENDATIONS     
 
This section discusses empirical findings and theoretical concepts analyzed in the 
literature review. The research questions will thereafter be discussed and answered 
along with future recommendations.  
 
The research aimed to answer how customer perceived value could be improved at the 
Liberty Program in Naples, Italy with the long term goal of achieving increased 
awareness and customer participation in various programs. As suggested by the 
empirical research; “all marketing strategy is built on STP – Segmentation, Targeting 
and Positioning” (Kotler & Keller, 2006, p. 288). Extensive qualitative and 
quantitative research helped us understand and learn more about our main segment, 
which enabled recommendations and suggestions for improving communications 
based upon the target audience (STP). Overcoming cultural barriers in today’s global 
business environment is one of the most challenging tasks for organizations today 
(Fadil et al, 2005).  
 
In a military community on an overseas base this is a great challenge as there is not 
only vast cultural diversity amongst service members but also in terms of local 
nationals serving the US active duty troops on base. The more we know about our 
customers, the better we can serve them, thus making segmentation useful. We 
identified our main target audience and their demographics; US active duty military 
personnel, predominantly male, 18-25 years old, single and technologically savvy. 
Due to their vast knowledge and utilization of technology we learned that there might 
be new ways of reaching out to them such as wiki pages, email sign-ups etc. We also 
established a need for marketing materials to have a more youthful look to better 
appeal to the customers.  
 
Liberty Programs in the US may share a lot of similarities in terms of customer needs 
and expectations. However, Liberty Programs overseas are facing a greater diversity 
and a wider variety of needs and expectations due to the demographically diverse 
market and the increased needs customers have when being overseas. As this base in 
particular does not have a separate chief’s or officer’s club, there is increased 
diversity. Although the focus is on the junior enlisted service members, higher ranked 
officials are also served at the facility. The more staff learns about these different 
segments and their specific needs, the better they can be served and consistent service 
quality can be ensured, which is an increasingly integral component of overall 
perceived value. 
 
Research also helped provide an insight into our customers’ value perception and 
thereby laid the foundation for the development of the SIP. The importance of 
understanding and creating customer perceived value was emphasized in the 
theoretical section and our data helped identify main value contributing and detracting 
factors, many of which are short term fixes that will help us increase customer 
perceived value relatively quickly. It is important to show our customers immediate 
changes in order to demonstrate that we really do listen to their comments and 
suggestions. Heskett et al (1994) suggest that customer satisfaction is one of the most 
important criteria for customer loyalty and Liljander and Strandvik (1995) further 
suggest that customer satisfaction may predict intentions of repeat purchases better 
than overall service quality perception. 
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As customers are typically more sensitive to a loss than a gain (Monroe, 1991) 
perceived value can be increased by reducing customer perceived sacrifice. This is 
reflected in the SIP, where customer sacrifices (detractors) were identified and 
prioritized. Replacing broken computers, printer and videogame controllers were 
some of the detractors identified as high priority as they result in high customer 
perceived sacrifice and thus impact overall value perception.  
 
As we are moving towards a service-industry, value perception is crucially important. 
“Service quality and customer satisfaction are commonly recognized as pivotal 
determinants of long-term business success” (Busacca & Padula, 2005, p. 543). 
Customer-perceived value is derived from a combination of the core product, 
supporting services, and the effects of maintaining a relationship (Ravald and 
Grönroos, 1996, p. 23). In this case, the impact of both past and current relationships 
must be considered, as the majority of the customers have a long standing relationship 
with not only this Liberty Program, but also with Liberty Programs at various other 
bases and locations that all impact overall value perception. ”In a close relationship 
the customer probably shifts the focus from evaluating separate offerings to 
evaluating the relationship as a whole” (Ravald and Grönroos, 1996, p. 23). It is 
therefore the relationship and not the product or service that takes presidency. This 
emphasizes the importance of staff friendliness and willingness to provide 
extraordinary service and thus build long lasting and trusting relationships with the 
customers. It is crucial to understand that providing only the core service, such as 
working equipment in the facility, will not “wow” our customers, as it is expected. To 
make an impact on our customers value perception we must go that extra step; 
providing extraordinary service, establishing and maintaining great relationships with 
the customers and co-creating value with the customers by involving them in the 
value creating process. The next section will provide future recommendations and 
answer the research questions.  
  
5.1 Recommendations  
 
The core research problem that was the basis for this study was to establish how 
customer perceived value could be improved at the Liberty Program, Naples Italy. 
Research questions were established to help answer this problem; these are now 
discussed in detail, including future recommendations.  
    

• Who are our customers?  
 

The empirical study provided insight into the demographics of our customers, it is 
thus suggested that the main segment are active duty US military, predominantly 
male, 18-25 years old, single, technologically savvy. However, it was recognized that 
other segments are also present and thus result in some diversity. Focus should 
however remain on the target audience, as they are the purpose of the program. 
Communication and programming should therefore focus on them. One aspect that 
also needs to be considered is the fact that all of our customers are away from home, 
go on frequent deployments to high-risk war-zones and may therefore have additional 
needs. It is crucial to recognize these emotional needs in order to provide the best 
possible service.  
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• What is customer perceived value; value and non-value contributing factors? 
 

As established in the literature review, customer perceived value is based upon a 
number of factors and is defined as the trade-off between benefits and sacrifices 
(Zeithaml, 1988; Monroe, 1990) where sacrifices are believed to impact customer 
perceived value the most. Focus should thus be on minimizing or eliminating 
perceived sacrifices. Based upon the discomfirmation paradigm, which suggest that 
customers form their opinions before, during and after their purchase, overall 
customer satisfaction was measured by asking if the customer’s expectations were 
met, fell below or exceeded. Results showed a high level of satisfaction in both 
qualitative and quantitative research.  
 
Numerous contributing factors to customer perceived value were identified in the 
empirical research and were compiled into an SIP which revealed that product related 
issues (referred to as core products by Levitt, 1983) had the largest impact upon 
customer value perception, followed by facility related issues (expected product). In 
particularly customers valued computers, including; Internet, email and printing, as 
well as videogames, movies and pool/ping pong tables. As suggested by Levitt (1983) 
the perceived sacrifice is high if core or expected products are absent or not working. 
Minor detracting issues were identified in the areas of value/price, staff/service and 
marketing/communication. Following Kotler and Keller’s Service Quality Model 
(page 14) these aspects may impact the customer’s perceived value as greatly as the 
core product and in particular damage an established customer relationship. As 
suggested by Ravald & Grönroos (1996) the importance of stability in a customer 
relationship is crucial. The SIP outlined the identified areas for improvement, offering 
an overview of category importance and weight in terms of customer perceived value. 
Although survey and interview results indicated that customer satisfaction was mainly 
impacted by the above named categories, marketing appeared to cause some indirect 
dissatisfaction. This was revealed by looking at awareness levels, comparing current 
marketing materials to the needs and preferences of the target audience as well as by 
measuring interest levels in programs offered.  
 
It was established in both theoretical and empirical research that establishing and 
maintaining customer relationships has a crucial impact upon customer perceived 
value, arguably more so than the actual core service or product.  
 

• How can customer value be improved upon?  
 

We understand from the literature review that value is co-created with our customers 
and based upon establishing lasting customer relationships. Prahalad & Ramaswamy 
(2004) suggest that value is created based upon the entire customer experience, and 
not on an isolated product or service. This again leads us back to Kotler and Keller’s 
Service Quality Model (see figure 3); word of mouth impact value perception as the 
beliefs of our family, peers and other groups greatly influence us and our ultimate 
value perception. In situations where the target audience is young, such as the case in 
this study (18-25), peers are typically very influential. Our personal needs also affect 
our value perception, as they are the basis for a purchase decision. Past experience is 
also of importance, in this case customers may not only be influenced by past 
experiences with this particular Liberty Program, but with the program overall, 
including facilities and programs at various bases. The expected service may therefore 
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vary, depending on overall service perception at this location and others. Perceived 
service, as suggested by Zeithaml (1988), is subjective and individual and may even 
vary on different occasions. Prior to or immediately after a deployment stress levels 
go up and may affect a service members attitude, tolerance and overall perception of 
value, even if the service provided is consistent. According to the Service Quality 
Model, the organization must consider the service delivery (including pre and post 
contacts), thus emphasizing the value of an ongoing relationship and communication 
to customers. In this case, empirical findings revealed a communications problem 
which has a negative effect on value perception and also leads to a lowered awareness 
and program participation. Management must therefore be aware of customer’s value 
perception and manage these expectations by tailoring services and offerings to meet 
these needs. As suggested by Ravald & Grönroos (1996) organizations must ensure 
that added value is relevant to the target audience, or no perceived value will be 
added. 
 
In order to improve our customer’s value perception we must know who our 
customers are (STP). It all comes back to learning about our customers; their 
demographics, needs and value perceptions, co-creating value with the customers and 
thereby creating a product or service that provides real value, thus not only increasing 
value perception but also profitability (or in this case participation). The SIP 
identified, categorized and prioritized customer comments and suggestions for 
improvements in the identified areas were thereafter outlined. Major changes 
suggested include; change ways of communication, take immediate action to resolve 
all short term issues, implement continuous improvement with increased customer 
involvement.  
 

• How can communication be improved upon and what are the preferred 
channels of communication?  

 
As empirical findings revealed there is some dissatisfaction with the current format of 
the monthly calendar (which is the primary means of communication) combined with 
the established low awareness and participation in ongoing activities and events, 
implies that there is a prevailing problem with marketing communications. As 
suggested by Kotler & Keller (2006), all marketing strategy should be based upon 
STP; identifying your customers and their specific needs should always be the basis to 
any marketing plan. To communicate effectively you must know what you want to 
say, to whom, when and how. The steps to develop effective communications 
suggested by Kotler & Keller (see page 38) should therefore be followed. 
 

• How can the Liberty Program increase awareness and enrollments in 
programs offered? 

 
Awareness can only be boosted by “getting the word out there”. By re-vamping the 
marketing communication efforts and by increasing presence at various local events 
such as AO (Area Orientation), ST (Sponsorship Training), family fun days, sporting 
events and community and command events, awareness can be increased. 
Establishing contacts with the various commands is crucial and an effective way of 
spreading awareness. Programs and events should also be tailored to the specific 
needs of the target audience as value will not increase if you offer services/programs 
that are not seen as valuable to the customers. Performing continuous interest surveys 
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and establishing a single sailor interest board would help co-create relevant value with 
the customer as well as increase customer involvement and ownership of the process 
(co-creating value with the customer). Ongoing programs such as pool and ping pong 
tournaments should be approached as ongoing challenges; pictures of the top players 
could be posted in the facility to motivate customers to challenge them. Incentives 
should be revised for all activities and programs, keeping the target audience’s 
specific needs in mind.   
 
To conclude; the basis for creating and maintaining customer perceived value is to 
create a continuous improvement process where the customer is part of the process 
and thus helps to co-create value. An important part of that process is to communicate 
with the customers, making them aware of their potential impact on this process. Very 
few organizations communicate back to the customers after conducting a survey to let 
them know how their input/comments are actually being implemented. Ensuring that 
customers see results is crucial in establishing trust and in building long-lasting 
relationships, which potentially has larger overall impact upon the perceived value 
that the actual product or service purchased (the core service). If a sense of ownership 
and trust can be instilled in the customer, not only satisfaction levels will increase but 
also involvement, interest and thus participation will grow.   
 
5.2 Critical Reflection and Suggestions for Future Studies 
 
Qualitative as well as quantitative data was incorporated in this study as it was crucial 
to obtain not only statistical numbers, but also actionable data that could be the basis 
for tangible improvements suggested by actual customers, thus incorporating the 
customers in the value-creating process as suggested by (Prahalad & Ramaswamy, 
2004). As in any study, the sample size will impact not only the reliability and 
validity of the results but a larger sample size will also provide greater insight to the 
subject matter. The sample size is thus one of the limitations of the study as merely 
fifty customer interviews were conducted to collect qualitative data.  
 
Empirical research revealed that the behavior pattern is changing amongst the target 
audience as the extent of their utilization of technology is higher than perhaps 
expected. As customers increasingly utilize various methods of technology as their 
primary means of communication, it appears to be a mismatch between the methods 
suggested by the Navy instructions that merely cover “traditional” marketing 
communication. One of the main challenges in this market is to effectively 
communicate with the customers, and by researching “new” methods such as SMS 
(Short Message Service), Wiki-pages etc. communication effectiveness could perhaps 
be improved upon. Future studies should thus focus on the various channels of 
communication that are available due to advancing technology and how they could be 
implemented in this dynamic market while avoiding compromising force protection. 
 
This study could be useful to other Liberty Programs, as it identifies potential areas 
for improvements. As suggested by Wikström and Normann (1994) organizations can 
add value by increasing efficiency by exploiting available resources. By comparing 
Liberty Programs at various locations, common elements could be identified and 
programming and marketing communication ideas could be exchanged and perhaps 
standardized, thus resulting in potential savings. 
 



Johnson, Elinor 2008. Improving Customer Perceived Value at the Liberty Program, Naples Italy. 
University of Gävle, Department of Business Administration and Economics. 

46 

REFERENCES          
 
LITERATURE 
 
Berry, L.T., Shostack, G.L. and Upah, G.D. (1983) Emerging Perspectives on 
Services Marketing, American Marketing Association, Chicago, IL. 
 
Bogdan, R. and Taylor S. J. (1975) Introduction to Qualitative Research Methods, 
Wiley, New York. 
 
Burrell, G. and Morgan, G. (1979) Sociological Paradigms and Organisational 
Analysis, Ashgate Publishing, Aldershot.  
 
Christopher, M., Payne, A. and Ballantyne, D. (1991) Relationship Marketing: 
Bringing Quality, Customer Service and Marketing Together, Butterworth-
Heinemann, Oxford. 
 
Day, G.S. (1990) Market Driven Strategy, Free Press, New York. 
 
Kotler, P. (1996) Marketing Management: analysis, planning, implementation and 
Control, 9th ed., Prentice Hall, Englewood Cliffs, N.J. 
 
Kotler, P. and Keller, K. L. (2006) Marketing Management, 12th ed., Pearson 
Education, Singapore. 
 
Levitt, T. (1983) The Marketing Imagination, Free Press, New York, NY. 
 
Monroe, K.B. (1990) Pricing – Making Profitable Decisions, McGraw-Hill, New 
York. 
 
Patton, M. Q. (2002) Qualitative evaluation and research methods, 3rd ed., Sage 
Publications, Inc., California.  
 
Rust, R.T and Oliver, R.L. (1994) Service Quality: New Directions in Theory and 
Practice, Sage Publications, Thousand Oaks, CA.  
 
Storbacka, K. (1994) The Nature of Customer Relationship Profitability: Analyses of 
Relationships and Customer Bases in Retail Banking, Swedish School of Economics 
and Business Administration, Helsingfors. 
 
Woodruff, R.B. and Gardial, S. (1996) Know Your Customer: New Approaches to 
Understanding Customer Value and Satisfaction, Blackwell, Cambridge, MA. 
 
Yin, R.K (2003) Case study research: Design and Methods, 3rd ed., Sage 
Publications Inc., California. 
 



Johnson, Elinor 2008. Improving Customer Perceived Value at the Liberty Program, Naples Italy. 
University of Gävle, Department of Business Administration and Economics. 

47 

ARTICLES 
 
Arndt, J. (1979) Towards a concept of domesticated markets, Journal of Marketing, 
43 (fall ed.), pp. 69-75. 
 
Brink, T. L. (1995) Quantitative and/or Qualitative Methods in the Scientific Study of 
Religion, Zygon Journal of Religion and Science, 30 (3), pp. 461-475. 
 
Busacca, B. and Padula, G. (2005) Understanding the relationship between attribute 
performance and overall satisfaction - Theory, measurement and implications, 
Marketing Intelligence & Planning, 23 (6), pp. 543-561. 
 
Cepeda, G. and Martin, D. (2005) A review of case studies publishing in Management 
Decision: Guides and criteria for achieving quality in qualitative research, 
Management Decision, 43 (6), pp. 851 – 876. 
 
Cort, K.T., Griffith, D.A. and White, D.S. (2006) An attribution theory approach for 
understanding the internationalization of professional service firm, International 
Marketing Review, 24 (1), pp. 9-25. 
 
Daniels, S. (2000) Customer Value Management, Work Study, 49 (2), pp. 67-70. 
 
Eggert, A. and Ulaga, W. (2002) Customer Perceived Value: A Substitute for 
Satisfaction in Business Markets? Journal of Business and Industrial Marketing, 17 
(2/3), pp. 107-118. 
 
Fadil, P.A., Williams, R.J., Limpaphayom, W. and Smatt, C. (2005) Equity or 
Equality? A Conceptual Examination of the Influence of Individualism/Collectivism 
on the Cross-Cultural Application of Equity Theory, Cross Cultural Management, 12 
(4), pp. 17-35. 
 
Grönroos, C. (1980) Designing a long range marketing strategy for services, Long 
Range Planning, 13 (April), pp. 36-42. 
 
Grönroos, C. (1992) Facing the challenge of service competition: the economies of 
service, in Kunst, P. and Lemmink, J. (Eds), Quality Management in Services, Van 
Gorcum, Assen/Maastricht, pp. 129-40. 
 
Grönroos, C. and Gummesson, E. (1985) The Nordic School of service marketing 
(Eds), Service Marketing, pp. 6-11. 
 
Grönroos (2001) The perceived service quality concept – a mistake? Managing 
Service Quality, 11 (3), pp. 150-152. 
 
Grönroos, C. (2004) The relationship marketing process: communication, interaction, 
dialogue, value, Journal of Business & Industrial Marketing, 19 (2), pp. 99-113. 
 
Harvey, B. (1997) The expanded ARF model: bridge to the accountable advertising 
future, Journal of Advertising Research, March-April Issue, pp. 11-20. 
 



Johnson, Elinor 2008. Improving Customer Perceived Value at the Liberty Program, Naples Italy. 
University of Gävle, Department of Business Administration and Economics. 

48 

Heinonen, K. and Strandvik, T. (2005) Communication as an element of service 
value, International Journal of Service Industry Management, 16 (2), pp. 186-198. 
 
Heskett, J.L., Jones, T.O., Loveman, G.W., Sasser, W.E. and Schlesinger, L.A. (1994) 
Putting the service-profit chain to work, Harvard Business Review, March-April 
Issue, pp. 164-74. 
 
Higgins, K.T. (1998) The value of customer value analysis, Marketing Research, 10, 
pp. 39-44. 
 
Katz, J. (1982) A Theory of Qualitative Methodology: The Social System of Analytic 
Framework, In Poor People’s Lawyers in Transition, pp. 197-218.  
Kippenberger, T. (1997) The value chain: the original breakthrough, The Antidote, 2 
(5), pp. 7-10.  
 
La, K.V. and Kandampully, J. (2004) Market oriented learning and customer value 
enhancement through service recovery management, Managing Service Quality, 
14 (5), pp. 390-401. 
 
Lee, A.S. (1989) A scientific methodology for MIS case studies, MIS Quarterly, 13 
(1), pp. 33-50. 
 
Levitt, T. (1983) After the sale is over, Harvard Business Review, 61 (September-
October Issue), pp. 87-93. 
 
Liljander, V. and Strandvik, T. (1995) The relation between service quality, 
satisfaction and intentions, in Kunst, D. and Lemmink, J. (Eds), Managing Service 
Quality, Paul Chapman, Vught, pp. 45-63. 
 
Mangan, J. Gardner, B. and Lalwani, C. (1997) Modelling port ferry choice in RoRo 
freight transportation, International Journal of Transport Management, 1 (1), pp. 15-
28. 
 
McPherson, K. and Leydon, G. (2002) Quantitative and qualitative methods in UK 
health research: then, now and . . . ? European Journal of Cancer Care, 11, pp. 225–
231.  
 
Naslund, D. (2002) Logistics needs qualitative research: especially action research, 
International Journal of Physical Distribution & Logistics Management, 32 (5), 
pp. 321-38. 
 
Parasuraman, A., Zeithaml, V.A. and Berry, L. (1998) SERVQUAL: A Multiple-item 
Scale for Measuring Customer Perceptions of Service Quality, Journal of Retailing, 
64, pp. 12-40. 
 
Perry, C. (1998) Processes of a case study methodology for postgraduate research in 
marketing, European Journal of Marketing, 32 (9/10), pp. 785-802.  
 
Porter, M.E. (1996) What is strategy? Harvard Business Review, 44, pp. 61-78. 
 



Johnson, Elinor 2008. Improving Customer Perceived Value at the Liberty Program, Naples Italy. 
University of Gävle, Department of Business Administration and Economics. 

49 

Ravald, A. and Grönroos, C. (1996), The Value Concept and Relationship Marketing, 
European Journal of Marketing, 30 (2), pp. 19-30. 
 
Reichheld, F.E. (1993) Loyalty-based management, Harvard Business Review, 2 
(March-April Issue), pp. 64-73. 
 
Reichheld, F.E. and Sasser, W.E. Jr. (1990) Zero defections: quality comes to 
services, Harvard Business Review, 68 (September-October Issue), pp. 105-11. 
 
Schaffer B.S. (2002) Board Assessments of Managerial Performance – An analysis of 
Attribution Processes, Journal of Managerial Psychology, 17 (2), pp. 95-115. 
 
Seale, C. (1999) Quality in qualitative research, Qualitative Inquiry, 5(4), pp. 465-
478.  
 
Stenbacka, C. (2001) Qualitative research requires quality concepts of its own, 
Management Decision, 39 (7), pp. 551-555. 
 
Walker, J.L. (1995) Service Encounter Satisfaction: Conceptualized, Journal of 
Services Marketing, 9 (1), pp. 5-14. 
 
Webster, F.E. Jr (1994) Executing the new marketing concept, Marketing 
Management, 3 (1), pp. 9-18. 
 
Woodruff, R.B. (1997) Customer value: the next source for competitive advantage, 
Journal of the Academy of Marketing Science, 25 (2), pp. 139-53. 
 
WEB SOURCES 
 
Electronic Journals 
 
Golafshani, N. (2003) Understanding Reliability and Validity in Qualitative Research. 
The Qualitative Report [online], 8 (4), December 2003, pp. 597-607. Available from: 
<www.nova.edu/ssss/QR/QR8-4/golafshani.pdf> [Accessed 5 December 2006]. 
 
Kjedal, S. E. (2002) Back to Basics: The Sequencing of Inductive and Deductive 
Research Methodologies in Fresh Fruit and Vegetable Research. Forum: Qualitative 
Social Research [online], 3 (3), September 2002. Available from: <www.qualitative-
research.net/fqs-texte/3-02/3-02kjeldal-e.pdf> [Accessed 15 December 2006]. 
 
Mangan, J. and Lalwani, C. (2004) Combining quantitative and qualitative 
methodologies in logistics research. International Journal of Physical 
Distribution & Logistics Management [online], 34 (7), p. 565-578. Available from: 
<www.emeraldinsight.com/0960-0035.htm> [Accessed 15 December 2006]. 
 
Torok, G. (2008) Creating Value. The Sideroad. Available from: 
<www.sideroad.com/Marketing/creating-value.html> [Accessed 20 November 2008]. 
 



Johnson, Elinor 2008. Improving Customer Perceived Value at the Liberty Program, Naples Italy. 
University of Gävle, Department of Business Administration and Economics. 

50 

Websites 
 
Bain.com (2007) [online], available from: 
<www.bain.com/management_tools/tools_customer_segmentation.asp?groupCode=2
> [Accessed 12 September 2007].  
 
EPOCH Partners (2008) [online], available from: 
<www.timporter.com/epoch/htdocs/images/report_images/crm/crm_f05large.pdf> 
[Accessed 10 February 2008]. 
 
Global Security (2008) [online], available from: 
<www.globalsecurity.org/military/facility/sites.htm> [Accessed 19 January 2008].   
 
LookSmart (2005) FindArticles - Bases worldwide [online], available from: 
<http://findarticles.com/p/articles/mi_m0IBQ/is_1053/ai_n14695812> [Accessed 19    
January 2005].  
 
MWR – Navy Morale, Welfare and Recreation (2008) [online], available from: 
<www.mwr.navy.mil/> [Accessed 10 April 2008]. 
 
Rising, D. (2007) Dollar Continues to Plumb Depths, ABCnews.com [online], 
available from: 
<http://abcnews.go.com/Business/MarketTalk/story?id=3905215&page=1> 
[Accessed 5 June 2008].   
 
SearchCRS.com (2008) [online], available from: 
<http://searchcrm.techtarget.com/sDefinition/0,,sid11_gci938794,00.html> [Accessed 
5 January 2008]. 
 
U.S. Naval Support Activity, Naples Italy (2008) [online], available from: 
<www.naples.navy.mil/benvenuti/recreation.htm> [Accessed 1 March 2008]. 
 
Wikipedia, the Free Encyclopedia (2006) Qualitative Research [online], available 
from: <http://en.wikipedia.org/wiki/Qualitative_research> [Accessed 5 December 
2006].   
 
Wikipedia, the Free Encyclopedia (2006) Qualitative Research [online], available 
from: <http://en.wikipedia.org/wiki/Validity_%28statistics%29> [Accessed 19 
December 2006].   
 
Wikipedia, the Free Encyclopedia (2007) Paradigm [online], available from: 
<http://en.wikipedia.org/wiki/Paradigm> [Accessed 5 December 2007].   
 
 
 
 



Johnson, Elinor 2008. Improving Customer Perceived Value at the Liberty Program, Naples Italy. 
University of Gävle, Department of Business Administration and Economics. 

51 

APPENDICES          
 
Appendix 1: Preliminary Thesis Timetable  
 

PRELIMINARY THESIS  TIMETABLE  

Phase Number Assignment/ Task Target Date(s) 
Actual Date 
Completed 

1 INTRODUCTION  
1.1 Background and Motivation of the Study 12/15-06 12/15-06 
1.2 Defining the Research Problem 12/15-06 12/15-06 
1.3 Research Process 12/15-06 12/15-06 
1.4 Research Objectives 12/15-06 12/15-06 

Formulate 
Research 
Question 

Present research subject and preliminary research questions 12/15-06 12/16-06 
2 METHODOLOGY  
2.1 Research Strategy and Approach 12/30-06 12/21-06 
2.2 Data Collection 12/30-06 12/21-06 
2.3 Validity and Reliability of the Research 12/30-06 12/21-06 

Planning the 
Project  

Present research plan & approach (including timetable) 01/01-07 12/21-06 
3 THEORY AND LITERATURE REVIEW  
3.1 Customer Value 04/01-07 04/01-07 
3.2 Customer Segmentation 04/01-07 04/01-07 
3.3 Communication 04/01-07 04/01-07 

Conduct 
Theoretical 
Research 

Present theoretical concept and frameworks  04/01-07 05/12-08 
4 EMPIRICAL RESEARCH  
4.1 Data Collection Process 08/01-07 05/12/08 
4.2 Analysis 08/01-07 05/12/08 
4.3 Recommendations 08/01-07 05/12/08 
Present draft of survey 03/01-07 N/A 
Conduct  survey 04/15-20-07 06/20-07 

Conduct 
Empirical 
Research 

Process and analyze data  05/20-06/20-07 05/12-08 
5 CONCLUSIONS AND RECOMMENDATIONS  
5.1 Analysis 05/25-08 06/06-08 

5.2 Recommendations (SIP) 05/25-08 06/06-08 

5.3 Conclusions 05/25-08 06/06-08 

Reflect and 
Finalize 

Present 1st edition of report for assessment on Blackboard 05/30-08 06/11-08 
PRESENT FINALIZED REPORT 06/01-07 11/30-08 
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Appendix 2: Customer Satisfaction Survey 
 

CUSTOMER SATISFACTION Survey 

LIBERTY CENTER, NAPLES ITALY 
 

Please take a moment to help us improve your 
experience at the Liberty Center, Naples Italy. 
 

Overall Satisfaction with the LIBETY CENTER, Naples 

 
P

o
o

r 

Good 

E

x
c

e
ll

e
n

t 

Comments 

1. Facili ties   1 2 3 4 5  

2. Items/Equipment 

Available 
1 2 3 4 5  

3. Activities/Events 1 2 3 4 5  

4. Staff Knowledge 1 2 3 4 5  

5. Staff Friendliness 1 2 3 4 5  

6. Hours of Operation 1 2 3 4 5  

7. Location 1 2 3 4 5  

How often do you visit the Liberty Center, 
Naples? 
 

  Daily 

  Weekly (1-5 times per week) 

  Monthly (1-3 times per month) 
  Annually (1-10 times per year) 

  Other: 

How would you rate your overall satisfaction with 
the Liberty Center, Naples? 
 

  Very satisfied 

  Satisfied 

  Somewhat Satisfied 
  Not Satisfied 

 

How does the Liberty Center, Naples compare to 

other Liberty Centers you have visited?  

 

 

  Better 

  The Same 

  Worse 

  Don’t Know 

Please check all equipment/activities that you 
utilize at the Liberty Center 

 

 

 

  Check Emails 
  Play Videogames 

  Watch Movies 

  Eat Lunch/Socialize  

  Play Pool 

  Play Ping-Pong  

  Play Musical Instrument(s) 

  Other (please specify): 

What are you most dissatisfied with and why? 
 

 

What are you most satisfied with and why? 

 

 

How could we improve your next visit to the Liberty Center? 

 
 

Comments: 
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Activities at Liberty  

 

Did you know that the Liberty Center offer weekly FREE Italian language 

classes, pool, ping-pong and videogame tournaments? 

  Yes 

  No 

Please rate events that 

you have participated in 
Good Fair Poor N/A Comments 

Liberty U: Italian Class         

Pool Tournament      

Ping-Pong Tournament      

Chess Tournament      

Trivia Night      

BBQ      

Casino Night      

Other:      

What events are you/would you be interested in? 

  Liberty U: Italian Class 
  Pool Tournament 

  Ping-Pong Tournament 
  Chess Tournament 

  Trivia Night 
  BBQ 

  Casino Night 
  Other (please specify): 

If you have NOT participated in any Liberty 

Center events, please indicate why 

 

  I was not aware of any events 

  I had no interest in the events arranged 

  Time did not suit my schedule 

  Don’t Know 

  Other (please specify): 

Comments: 

 

Single Service Member Card 

 

Have you ever heard of the Single Service Member Card?   Yes   No 

If YES, how did you hear about it (please check 

all that apply)? 

 

 

 

  Through newspaper advertisement 

  Through advertisement in facili ty 

  Through a friend/family member 

  Don’t know 

  Other (please specify): 

Do you currently have or have you ever had a Single Service Member Card?   Yes   No 

If YES, what prompted you to get a Single 

Service Member Card? 

 

 

  Incentive(s) and discounts 

  Recommendation from friend/family 

  Recommendation by the Liberty staff 

  Don’t know 

  Other (please specify): 

If NOT, why did you decide not to get a Single 

Service Member Card? 

 

 

  I do not qualify 

  I don’t have use for it 

  I don’t know how I could benefit from it 

  Don’t Know 

  Other (please specify): 

Comments: 
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Liberty Day Trips  

 

Did you know that Liberty offer several FREE day trips each week?    Yes 

  No 

Have you ever participated in any of Liberty’s Day Trips?    Yes 

  No 

If YES, please rate your experience  
Great Good Fair Poor N/A 

If NOT, please indicate why you have never taken 

advantage of Liberty’s day trips 

 

 

  Not aware of the events 

  Destinations did not interest me 

  Dates did not suit my schedule 

  Don’t know 

  Other (please specify): 

Comments: 

 

Liberty Extended Trips  

 

Did you know that Liberty offer several Extended trips each year at discounted 

prices?  

  Yes 

  No 

Have you ever participated in any of Liberty’s Extended Trips?    Yes 

  No 

If YES, please rate your experience  
Great Good Fair Poor N/A 

If NOT, please indicate why you have never taken 

advantage of Liberty’s extended trips 

 

 

  Not aware of the events 

  Destinations did not interest me 

  Dates did not suit my schedule 

  Could not afford it 

  Don’t know 

  Other (please specify): 

Comments: 

 

About You 

 

Gender:           Male  

                      Female 
Status:      Active Duty 

                Reserves 

                Retiree 

                Spouse 

                DOD Employee 

 Rank:       E1-E3 

                E4-E5 

                E6 or above    

  

Nationality:      American 
  European 

  Other 

Age:          Under 20 
      20-25 

      25-30 
      30-40 

                Over 40 

Marital       Single 
Status:      Married 

                GEO Bachelor(ette)                     
 

Additional Comments: 

 

 

 
Thank you for your participation! 
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