Arab Journal of
Administrative Sciences

Raed A. AL-Husain
Wadie A. AL-Sayegh

Kuwait University
Kuwait

Key Words

Total Quality
Management; Courier
Service; Hypothesis
Testing; Mann-
Whitney and Kruskal-
Wallis non-parametric
tests

Introduction

I n a race against time and each
other with billions at stake, cour-
ier service companies around the

globe strive to manage their businesses

. _________________________________________________|
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ANALYSIS OF THE EXPECTA-
TION OF TQM PRACTICES IN
COURIER SERVICE PROVI-
DERS IN KUWAIT: AN EMPIRI-
CAL STUDY

Abstract

This is a preliminary study that aims to investigate the
attitude of courier service companies in Kuwait toward
the application of total quality management (TQM )
approach and its effect on business performance and
customer satisfaction. A questionnaire was designed and
implemented using the Mail Preparation Total Quality
Management (MPTQM ) model. The questionnaire was
particularly customized to match the courier service
companies’ standards and was distributed to a total of 23
courier service companies in Kuwait, which represent the
population size and diversity under investigation. Results
were then analyzed using the Mann-Whitney and Krus-
kal-Wallis non-parametric tests. It was found that the
attitude of courier service companies in Kuwait toward
the TQM practices neither affect business performance
nor customer satisfaction. This unexpected finding led to

Sfurther investigation with companies that have partici-

pated in the study. Results may shed light on a new
research area that could help provide further insights
regarding TQM implementation to different types of
industries in Kuwait.

more effectively and efficiently in or-
der to operate faster, cheaper, smar-
ter, and keep up with the competition.

Courier service giants such as Federal
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Express (FedEx) and United Parcel
Service (UPS) have found that one
way of winning such a race is through
the adaptation of TQM (Li et al.,
2006). Therefore, in this preliminary
research, the attitude of courier ser-
vice companies in Kuwait toward the
adaptation of total quality manage-
ment (TQM) approach and its effect
on business performance and custo-
mer satisfaction is investigated.

According to Accenture Research
(2013), in order to improve their busi-
ness performance, courier service
companies need to employ more pro-
duct innovation and offer a higher
variety of services, adopt flexible pri-
cing strategies, take advantage of cur-
rent e-commerce trends, and be
customer-focused. Also, customer sa-
tisfaction plays an important role in
the courier service industry’s business
performance. It affects customer be-
havior, purchase intentions, referrals,
and customer retention and loyalty
(The Cicero Group, 2006). This was
evident in a recent study conducted by
Litifi (2012), where higher customer
satisfaction of the Tunisian postal
service lead to customer loyalty and
better business performance than
competitors, even in the presence of
international giants such as FedEx,
UPS, and TNT. One way to achieve
better business performance and high-
er customer satisfaction in the courier
service industry is through the use of

TQM approach. Moreover, in a study
conducted by Abbas and Yaacob
(2011), it was found that companies
with higher intensity in quality man-
agement achieve higher customer sa-
tisfaction than companies with lower
intensity on quality management.
Therefore, the TQM approach could
be a key factor in the courier service
industry, for quality of service is a
crucial part in achieving higher custo-
mer satisfaction, and therefore better
business performance.

In order to better help courier ser-
vice companies successfully adopt
TQM practices, in 1995 the United
States Postal Services (USPS) devel-
oped a certificate program referred to
as the Mail Preparation Total Quality
Management (MPTQM) certificate.
The program contains a set of guide-
lines and standards that are specifically
designed for courier service companies
mailing operations. The MPTQM cer-
tificate program’s idea was borrowed
from the well-known standards such as
1S0O9000, the Malcolm Baldridge Per-
formance Excellence criteria, and the
Total Quality Management proce-
dures. This means that in order for
courier service companies to be
MPTQM certified, they have to demon-
strate to an independent expert panel
and outstanding mailing operation in
terms of efficiency and effectiveness.
The MPTQM model creates a new
and challenging management process
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for the courier service industry. It ap-
plies to all phases of the mail prepara-
tion process, from the generation and
barcoding of the mail piece to the final
sorting and delivery (United States
Postal Service, 2007).

This research aims to investigate the
attitude of courier service companies in
Kuwait toward adopting TQM prac-
tices into their business operations. In
other words, the investigation focuses
on whether or not courier service com-
panies in Kuwait believe that the adap-
tation of TQM would enhance their
business performance and customer
satisfaction. The MPTQM model is
used as a guideline for constructing a
questionnaire that is distributed among
major courier companies in Kuwait
and results are then analyzed using
non-parametric statistical methods,
which fit the small sample size under
investigation, such as Mann-Whitney
and Kruskal-Wallis tests. This is a
unique study that has not been con-
ducted in Kuwait before and raises
further research questions that are ad-
dressed later in the discussion section of
the paper, which could be further in-
vestigated and applied to different in-
dustries as well.

Literature Review

The use of TQM has long been the
focus of much research in both the
manufacturing and service industries.

Nevertheless, with the increasing com-
petition in providing customers with a
better value added services, the applica-
tion of TQM has become a critical
success factor in service companies and
non-profit organizations such as finan-
cial, educational, healthcare, and courier
service institutions (Shahdadnejad and
Alroaia, 2013; Lee et al., 2012; Yaya et
al., 2011; Brah and Lim, 2006).

Researchers have been trying to de-
fine customer satisfaction in many dif-
ferent ways. The common denominator
to all these definitions is that customer
satisfaction simply is a function of the
difference between perceived perfor-
mance and expectation (Stahl, 1999).
According to Munusamy, Chelliah and
Mun (2010), the definition of customer
satisfaction is much more complex than
just expressing "happy customer”. It is a
business term, specifically used in the
business and commerce industry, which
explains the measurement of the differ-
ent types of products and services that
are provided by the company to meet its
customers’ expectations. Therefore, cus-
tomer satisfaction has become a central
differentiator and a key element of busi-
ness strategy (Naik et al., 2010).

Furthermore, it has been con-
firmed that companies with a more
satisfied customer have higher eco-
nomic returns (Zeithaml, 2000). Ac-
cordingly, companies in the same
market sector have to reevaluate the
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quality of the different services that
are offered to customers in order to
gain better future financial benefits on
the long-run (Munusamy, Chelliah &
Mun, 2010). Furthermore, a study
conducted by Dimitriades (2006) de-
monstrated that “‘satisfied customers
tend to be less influenced by competi-
tors, less price sensitive, and stay loyal
longer.”

It has become well known among
researchers in academia that TQM
practices and business performance
are positively correlated (Brah &
Lim, 2006). Firms that use TQM
approach usually performed well in
areas such as strategic and operational
performance, supplier and customer
relationship, process management,
and policy deployment (Brah & Lim,
2006). Nevertheless, Powell (1995)
pointed out that although TQM can
add economic value to organizations,
the true success of any organization
relies heavily on top management
support, open organization and em-
ployee empowerment. This empha-
sizes the need for efforts to focus on
building a culture where TQM can
thrive. In a study of service industries
in Singapore conducted by Brah ez al.,
(2002), it was shown that a significant
positive correlation between TQM
constructs and financial and operating
performance exist. Also, another
study conducted on various Iranian
manufacturing firms showed a posi-

tive correlation between TQM prac-
tices and organizational performance
(Valmohammadi, 2011).

While the result of TQM practices
on business performance and custo-
mer satisfaction has been widely in-
vestigated in both manufacturing and
service industries, there are very few
research papers that specifically dis-
cuss the impact of TQM on the courier
service sector. Among the few re-
searches that could be found is a study
conducted by Varey and Hamblett
(1997) on Royal Malil in the United
Kingdom. A survey study was devel-
oped using the European Foundation
for Quality Management (EFQM)
model that was established in 1989
based on the Baldrige and Deming
criteria. It was found that the adapta-
tion of such a model by Royal Mail
has greatly improved its business per-
formance.

Another recent study regarding
postal service quality was conducted
in Iran by Azizzadeh, Khalili, and
Soltani (2013). In this study, customer
attitude toward postal service quality
and a comparison of present and
desirable quality conditions were in-
vestigated. They found that a signifi-
cant difference exists between present
and desirable conditions of service
quality in postal services. Customers’
expectations were not met in terms of
six effective factors that include phy-
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sical evidence, credibility, security,
responsiveness, empathy, and costs.
They suggested that service quality
must be continually evaluated, an for
organization’s own survival could de-
pend on it.

Although the MPTQM model,
which was developed by USPS and
introduced earlier, represents an effec-
tive tool for improving quality standards
in courier service organizations, there is
alackin literature of studies that demon-
strate its potentials. Accordingly, similar
to the study conducted by Varey and
Hamblett (1997), the European Founda-
tion for Quality Management (EFQM)
model was used in this for the develop-
ment of a questionnaire. This paper
intends to investigate the attitude of
courier service companies in Kuwait
toward the adaptation of TQM practices
by using the MPTQM model as a guide-
line. In particular, it aims to answer the
question of whether or not courier ser-
vice companies in Kuwait believe that
adapting TQM practices can enhance
their business performance and custo-
mer satisfaction.

Methodology

The MPTQM model is a systema-
tic approach to quality control mea-
sures and standardized audit
procedures. It can improve business
performance and lead to customer
satisfaction. It is designed to help

companies prepare mailings that meet
or exceed United State Postal Service
(USPS) processing quality standards.

There are many internationally
recognized quality methodologies
such as ISO 9001:2000, the Malcolm
Baldridge Performance Excellence
criteria, and TQM principles, and they
are all effective in improving business
performance in courier services sector.
However, the choice of specifically
implementing the MPTQM model in
this study is because it merges the
principles of all of the three interna-
tionally recognized methodologies of
TQM standards and is tailored for the
courier service industry.

A questionnaire was used as a re-
search instrument to collect data. We
conducted a survey that measures the
attitudes of 23 different courier compa-
nies in Kuwait about 11 different stan-
dards. Also, few general questions
focused on the organizational openness
to change and innovation. Out of the 23
companies investigated, only 14 com-
panies responded to the survey, repre-
senting about 60% response rate.

The questionnaire is divided into 12
sections. The first section contains gen-
eral questions. The 11 following sections
are designed to measure the respondents’
expectations and attitude toward the
MPTQM model. The questionnaire used
a five-point Likert scale questions ran-
ging from one to five, where the choice of
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a higher score indicates a more positive
attitude and vice versa. A total of 62
attributes were categorized under 12
dimensions as follows:

General questions (6 attributes)

Covers the belief the person taking
the questionnaire holds regarding the
effect of applying quality management
on the company’s performance, cost,
customer satisfaction, and the courier
service industry in general.

Quality management standards (10
attributes)

Covers the importance of con-
struction quality management manual
in the organization. Also, the effect of
applying quality assurance checks on
business performance and customer
satisfaction, and the effect of taking
corrective and preventive action of
customer satisfaction.

Organizational management stan-
dards (8 attributes)

Covers the importance of communi-
cation with customers on a personal level
and getting their feedback regarding the
service received, and covering the impact
of setting goals and mission statement on
business performance.

Human resources training standards
(4 attributes)

Covers the importance of provid-
ing employees with updates regarding
quality issues and improvements, and

the need to provide employees with a
well written job description and its
effect on business performance.

Program management standards (5
attributes)

Measuring the level to which pre-
ventive procedure is affecting business
performance, and acknowledging the
customer of the problems being faced
during the process of providing the
service.

Customer satisfaction standards (3 at-
tributes)

Covers the effect of customer feed-
back and the way customer com-
plaints are addressed on improving
customer satisfaction.

Maintenance and calibration stan-
dards (3 attributes)

Covers the effect of proper postage
payments and installing proper soft-
ware on business performance, and
the effect of preventive maintenance
on customer satisfaction.

Mail piece elements standards (5 attri-
butes)

Covering the effect of providing on-
site assistance on customer satisfaction,
and the importance of describing print-
ing procedure and preventive procedure
to avoid rework and therefore improve
business performance.
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Data preparation standards (5 attri-
butes)

Covers the importance of proper
mail preparation (regarding client
data) and standardized communica-
tion process with clients and its effect
on the quality of the service provided.

Collecting and receiving standards (3
attributes)

Covers the importance of mail or
mailpiece components collected from
other companies and mail/mailpiece
components received. This ensures
that nonconforming products are iso-
lated and corrective action is taken.

Mail production standards (7 attri-
butes)

Covers the effect of proper sorting of
mail, ensuring a proper functioning of
equipment being used, quality checks,
and tracking mail items on business
performance and customer satisfaction.

Presentation standards (3 attributes)

Covers the effect of handling mail
items professionally on business per-
formance and customer satisfaction.

The main focus of the survey is to
assess the attitude of courier service
companies in Kuwait toward imple-
menting the MPTQM standards in
their mail preparation processes, and
whether or not it would enhance their
business performance and customer
satisfaction. The survey was distribu-

ted to all major courier service provi-
ders in Kuwait, which represents only
23 companies in total. A total of only
14 companies responded to the sur-
vey. This small sample size resulted in
a type of data that is ranked and
ordinal, which is non-parametric in
nature and does not follow any type of
distribution. Therefore, the Mann-
Whitney test is used to analyze the
results of the (yes/no) type questions,
and Kruskall-Wallis analysis method
is used to analyze the results of the
five-ranking type of questions.

Results and Analysis

This section of the paper repre-
sents the interpretations of the results
obtained after applying the MPTQM
model’s questionnaires on the courier
service companies under investigation
in Kuwait. The key purpose of the
questionnaires is to uncover compa-
nies’ attitude toward TQM practices
and its effect on their business perfor-
mance and customer satisfaction.

Validity and Reliability

To ensure the validity of the ques-
tionnaire in measuring the purpose of
the study, three experts (2 from the
industry and one from academia) re-
viewed the questionnaires’ items for
readability, clarity, and comprehen-
siveness. Moreover, the question-
naires results show a high reliability
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score of 89%. Thisis a good indication
of the consistency of the measures
within the questionnaire to ensure
that if the same process were to be
repeated, relatively similar results
would be found.

Descriptive Statistical Analysis

General Questions Category

Results show that 13 out of the 14
companies responded to the study do
apply quality management standards.
Only one company declared that no
quality management standards are
used in their organization. Results
also show that only international
courier service companies in Kuwait
use well-known international quality
management standards, where local
courier service companies used an in-
house quality management standards

developed from experience. Further-
more, the entire sample agreed that
applying quality management stan-
dards would benefit the companies’
performance and the courier industry
as a whole. However, there was some
disagreement between the companies
about the impact of quality manage-
ment practices on operational costs
and customer satisfaction. Figure 1
shows a bar chart of the answers of the
general questions.

In the general questions category,
companies were also asked to choose
from the given Likert scale an answer
that reflects their approximate annual
revenue, type of customers, and num-
bers of regular customers. Their an-
swers to these three measures would
be used later in the study to investigate
the effect of applying TQM standards
on their business performance and

16

General Quality Management Questions

8
6
4
2
0
Apply Quality  Quality Quality Quality Quality Quality
Standards Managemet  Standard Standard Management Standard
improve Benefit  Benefit Owen Increase Cost  Increase
performance  Courier Compnay Customer

14

12

10
B Yes
O No

Figurel: Answers to the General Questions Category
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customer satisfaction. However, the
results of this part of the questionnaire
indicated that there was no significant
correlation between the number of
customers and approximate annual
revenue at 95% significance. This is
mainly because some companies that
have government contracts also have
a relatively low number of regular
customers, but still have a high reven-
ue. On the other hand, companies that
have relatively a higher number of
regular customers, yet relatively a
lower revenue, is due to the fact that
their customers are mainly individual
customers. Hence, there was no sig-
nificant correlation found between the
number of regular customers and rev-
enue.

Furthermore, no significant im-
pact on quality management stan-
dards was found between different

types of customers (government, cor-
porate, individual). This basically
means that there were no significant
differences on how the companies
answered questions regarding attri-
butes of the MPTQM model’s ques-
tionnaire, even when they had
different types of customers.

MPTQM Model’s Categories Ques-
tions

According to the responses of the
questionnaire, companies believe that
the human resources and training
standards are the most important
attributes of the MPTQM model in
order to improve business perfor-
mance and increase customer satisfac-
tion. The mean score of the questions
answered in this category found to be
4.75, the highest amongst all other
categories. Furthermore, collecting
and receiving standards, as well as

Table 1
Means of Categories of the MPTQM Models Questionnaire
Category N Mean Std. Deviation Rank
Quality Management Standards 14 4.1 0.29612887 8
Organizational Management Standards 14 3.875 0.268543078 10
Human Resources and training Standards 14 4.75 0.353553391 1
Program Management Standards 14 4.485714 0.468807231 5
Customer Satisfaction Standards 14 4.285714 0.486697274 7
Maintenance and Calibration Standards 14 3.97619 0.561808522 9
Mail Piece Elements Standards 14 4.442857 0.47832124 6
Data Preparation Standards 14 4.542857 0.387723704 4
Collecting and Receiving Standards 14 4.714286 0.288145941 2
Mail Production Standards 14 4.581633 0.227361397 3
Presentation Standards 14 3.5 0.484812062 11
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Table 2

Correlation between Categories of the MPTQM Models Questionnaire

Correlations
Quality Man- Organiza- Human Re- Program Customer Sa- Maintenance Mail piece  Data Pre-  Collecting Mail Produc- Presentation
agement  tional Man- sources and Management tisfaction and Calibra- Elements paration and Receiving tion Stan-  Standards
Standards  agement Training  Standards  Standards tion Stan-  Standards Standards  Standards dards
Standards  Standards dards

Quality Pears on 1 .556%* .698** .909** 125 416 587* 469 JIS1EE 441 -.750-**
Maname-Correlation
gent Stan-  Sjg, .039 .006 .000 671 139 .027 .091 .002 115 .002
dards (2tailed)
Organiza- Pearson .556% 1 7109%* 194%* .687** 531 913%** 923** .663%* 157 -419
tional Man-Correlation
agement  Sijg .039 .005 .001 .007 .051 .000 .000 .010 591 136
Standards (2tailed)
Human Re- Pears on .698** 709%** 1 .835%* 298 .678** .569* .842%* .440 239 -.636-*
sources andCorrelation
Training  Sig .006 .005 .000 .301 .008 .034 .000 115 410 .015
Standards (2tailed)
Program Pears on .909** 194+ .835%* 1 311 573%* .806%** J723%% .803** 259 -.699%*
ManagementCorrelation
Standards Sig. .000 .001 .000 278 .032 .001 .003 .001 371 .005

(2tailed)
Customer Pearson 125 .687** 298 311 1 -.129 450 L691** 322 468 -.254
SatisfactionCorrelation
Standards Sig. .671 .007 .301 278 .659 .106 .006 261 .091 382

(2tailed)
Mainte- Pearson 416 531 .678%** S573* -.129 1 .615% .558%* 324 -.371 -.298
nance andCorrelation
Calibration  Sig. 139 .051 .008 032 .659 019 .038 258 192 301

Standards (2tailed)
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Cont. Table 2

Correlations

Quality Man- Organiza-

Human Re-

Program Customer Sa- Maintenance Mail piece

Data Pre-

Collecting  Mail Produc- Presentation

agement  tional Man- sources and Management tisfaction and Calibra- Elements paration and Receiving tion Stan-  Standards
Standards  agement Training  Standards Standards tion Stan-  Standards Standards  Standards dards
Standards  Standards dards
Mail piece Pearson 587* 913** .569* .806** 450 .615% 1 144%* 765%* -.085 -.409
ElementsCorrelation
Standards Sig. .027 .000 .034 .001 .106 .019 .002 .001 172 .146
(2tailed)
Data Pre- Pearson 469 923** .842%* 123%* .691** .558%* 144%* 1 .439 207 -.491
parationCorrelation
Standards Sig. .091 .000 .000 .003 .006 .038 .002 116 479 .075
(2tailed)
Collecting Pears on 151 .663** 440 .803%* 322 324 165%* 439 1 .104 -.367
and Receiv-Correlation
ing Stan- Sig. .002 .010 115 .001 261 258 .001 116 124 197
dards (2tailed)
Mail Pro- Pearson 441 157 239 259 468 -.371 -.085 .207 .104 1 -.548-*
duction Correlation
Standards Sig. 115 591 410 371 .091 192 72 479 124 .042
(2tailed)
Presenta- Pearson  -.750%* -.419 -.636* -.699%* -.254 -.298 -.409 -.491 -.367 -.548%* 1
tion Stan-Correlation
dards Sig. .002 136 .015 .005 382 .301 .146 .075 197 .042
(2tailed)

*. Correlation is s ignificant at the 0.05 level (2-tailed).

**_ Correlation is s ignificant at the 0.01 level (2-tailed).
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mail production standards are also
considered to be of major importance
to companies with means of 4.71 and
4.58 respectively. On the other hand,
presentation standards are considered
to be the least important attribute of
quality management with a mean
score of 3.50. Other attributes that
are also not considered to be of major
importance to companies include or-
ganization management standards
and maintenance and calibration
standards. See Table 1 in the Appen-
dix, which shows the mean score for
each category of the MPTQM model’s
questionnaire.

Subsequently, the correlation be-
tween the different categories of the
MPTQM model was also assessed, as
shown in Table 2 in the Appendix. For
the sake of brevity, an explanation of
the first row of the table that shows the
correlation between quality manage-
ment standards category and the other
categories of the MPTQM model is
discussed only, and the same explana-
tion applies to the rest of the table.

Results of Table 2 show a positive
correlation at 95% significance be-
tween quality management standards,
organization management standards,
and the mail piece element standards.
Moreover, a positive correlation at
99%  significance is shown between
quality management standards, hu-
man resource and training standards,

and collecting and receiving stan-
dards. This indicates that companies
that strongly agree with the quality
management standards felt the same
toward the previously mentioned
standards. However, a negative corre-
lation at 99% significance is shown
between quality management stan-
dards and presentation standards, in-
dicating that companies that strongly
agree with quality management stan-
dards strongly disagree with the pro-
posed presentation standards of the
MPTQM model.

Furthermore, the mail production
standards category is the only cate-
gory that has no significant positive
correlation with the other categories
in the MPTQM model. Instead, it is
the only category that is negatively
correlated to all other categories of the
model. However, the other categories
of the model show a correlation at
either 95% or 99% significance indi-
cating the level of agreement of re-
spondents between the different
categories of the MPTQM model.

Hypothesis Testing

The main focus of the study is to
investigate whether or not the adapta-
tion of TQM practices, based on the
MPTQM model’s standards, in cour-
ier service companies in Kuwait would
affect business performance and cus-
tomer satisfaction. Accordingly, com-
pany responses to the MPTQM

(5]
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model’s categories in the question-
naire are tested against their responses
to the general questions category,
which reflects their overall perfor-
mance. The general question category
of the questionnaire contains ques-
tions that reflect the following:

1. Companies’ attitude toward the
adaptation of TQM practices.

2. Annual revenue.
3. Number of regular customers.
4. Type of customers.

Therefore, in order to evaluate the
effect of implementing TQM practices
on business performance and custo-
mer satisfaction, the differences in
companies responses to the rest of
the 11 categories of the questionnaire
(i.e., quality management standards,
organizational management stan-
dards, human resources and training
standards...etc.), which reflect the
MPTQM model’s standards, are
tested to compare whether or not
companies’ attitude toward the adap-
tation of TQM practices is signifi-
cantly different from the attributes of
the general questions category. Our
null and alternative hypotheses are the
following:

Hy: The use of TOQM practices does
not have significant effect on business
performance and customer satisfac-
tion.

Ha: The use of TOM practices has
significant effect on business perfor-
mance and customer satisfaction.

In order to judge whether or not
the null-hypothesis can be rejected,
two types of tests are performed on
our non-parametric sample data col-
lected: The Wilcoxon Mann-Whitney
and Kruskal-Wallis tests.

Wilcoxon Mann-Whitney Test

In the first 6 questions of the
general questions category of the
questionnaire, companies were asked
to answer a (yes/no) type of questions
on how they feel toward TQM prac-
tices. Therefore, the Wilcoxon Mann-
Whitney test is performed to compare
whether or not the differences in the
companies’ answers toward the
MPTQM model’s standard are signif-
icant between those companies that
replied with a “‘yes” versus those that
replied with a “no” answers. How-
ever, the test was not performed on the
first four questions of the general
questions category, as most of the
companies answers are a ’yes,” as
previously shown in Figure 1. Accord-
ingly, the Wilcoxon Mann-Whitney
Test was performed on questions 5
and 6 of the general questions cate-
gory as companies’ answers varied
between a “yes” and a “no’” answers.
Table 3 in the Appendix shows the
results of the test.

(5]
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Table 3
Wilcoxon Mann-Whitney Test on the Cost of Applying TQM Standards

5. Do you believe applying quality management N Mean Rank  Sumof  Mann-Whit- Asymp. Sig.
will increase costs? Ranks ney U (2tailed)
Quality Management Standards yes 10 6.15 61.50
6.500 048
no 4 10.88 43.50
Organizational Management yes 10 6.35 63.50
Standards 8.500 .096
no 4 10.38 41.50
Human Resources and training yes 10 6.50 65.00 10.000 .094
Standards
no 4 10.00 40.00
Program Management Standards yes 10 6.00 60.00
5.000 027
no 4 11.25 45.00
Customer Satisfaction Standards yes 10 7.85 78.50
16.500 .604
no 4 6.63 26.50
Maintenance and Calibration g 10 6.50 65.00
Standards 10.000 142
no 4 10.00 40.00
Mail Piece Elements Standards yes 10 6.05 60.50
5.500 024
no 4 11.13 44.50
Data Preparation Standards yes 10 6.75 67.50
12.500 270
no 4 9.38 37.50
Collecting and Receiving Stan- g 10 5.90 59.00
dards 4.000 016
no 4 11.50 46.00
Mail Production Standards yes 10 8.30 83.00
12.000 248
no 4 5.50 22.00
Presentation Standards yes 10 7.80 78.00
17.000 .647
no 4 6.75 27.00

Question 5 in the general questions
category regards how companies feel
toward the effect of applying quality
management standards on the cost of
performing their services. Some com-
panies feel that applying quality man-
agement standards increases their
costs and others feel that it does not.
The analysis of the results shows
whether or not there is a significant
difference between companies that

(5]

answered with a ““yes” and those that
answered with a ““no” to question 5,
and how they feel towards the rest of
the 11 categories of the MPTQM
model’s standards. It was found that
significant difference exist at a 95%
confidence level in how companies feel
towards quality management stan-
dards, program management stan-

dards, mail piece element standards,
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Table 4
Wilcoxon Mann-Whitney Test on the Effect of TQM on Customer Satisfaction

6. Will applying a standard quality management N Mean Rank  Sum of  Mann-Whit- Asymp. Sig.
system increase customer satisfaction? Ranks ney U (2tailed)
Quality Management Standards yes 12 6.75 81.00
3.000 .088
no 2 12.00 24.00
Organizational Management g 12 7.17 86.00
Standards 8.000 455
no 2 9.50 19.00
Human Resources and training yes 12 7.08 85.00
Standards 7.000 .280
no 2 10.00 20.00
Program Management Standards yes 12 6.75 81.00
3.000 .088
no 2 12.00 24.00
Customer Satisfaction Standards yes 12 8.50 102.00
.000 .022
no 2 1.50 3.00
Maintenance and Calibration g 12 6.50 78.00
Standards .000 .023
no 2 13.50 27.00
Mail Piece Elements Standards yes 12 6.75 81.00
3.000 071
no 2 12.00 24.00
Data Preparation Standards yes 12 7.58 91.00
11.000 .849
no 2 7.00 14.00
Collecting and Receiving Stan- g 12 6.83 82.00
dards 4.000 119
no 2 11.50 23.00
Mail Production Standards yes 12 8.33 100.00
2.000 .062
no 2 2.50 5.00
Presentation Standards yes 12 7.58 91.00 11.000 844
no 2 7.00 14.00 21

and collecting and receiving stan-
dards.

Similarly, question 6 in the general
questions category concerns how
companies feel toward the effect of
applying quality management stan-
dards on customers’ satisfaction.
Some companies feel that applying
quality management increases custo-
mers satisfaction and others feel that it
does not. Table 4 in the Appendix

shows that a significant difference
exists at a 95% confidence level in
how companies feel toward customer
satisfaction standards and mainte-
nance and calibration standards.

Kruskal-Wallis Test

In questions 7 through 9, in the
general questions category of the
questionnaire, companies were asked
to respond with a Likert scale answers
to questions that reflects their annual

Gl
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Table 5
Kruskal-Wallis Test on the Effect of TQM Standards on Companies Revenue
7. Average yearly Revenue in Kuwaiti Dinar N Mean Rank Chi-Square df Asym p. Sig.
Quality Management Standards  »()0-400kd 4 713
400-600kd 3 5.67
600-800kd 2 4.25 4.235 4 .375
800-1m illion 2 9.75
over 1 million 3 10.50
Organizational Managem ent  7()0.400kd 4 6.88
Standards
400-600kd 3 6.00
600-800kd 2 7.75 1.107 4 .893
800-1m illion 2 9.50
over 1 million 3 8.33
Hum an Resources and training  »()0.400kd 4 6.25
Standards
400-600kd 3 5.00
600-800kd 2 7.50 4.500 4 .343
800-1m illion 2 10.00
over 1 million 3 10.00
Program Managem ent Stan-  5(0.400kd 4 7.00
dards
400-600kd 3 6.33
600-800kd 2 4.00 3.808 4 433
800-1m illion 2 9.50
over 1 million 3 10.33
Customer Satisfaction Stan-  70.400kd 4 8.63
dards
400-600kd 3 8.00
600-800kd 2 8.00 6.038 4 196
800-1m illion 2 11.00
over 1 million 3 2.83
Maintenance and Calibration  500.400kd 4 4.50
Standards
400-600kd 3 4.33
600-800kd 2 9.75 8.508 4 .075
800-1m illion 2 9.75
over 1 million 3 11.67
Mail Piece Elem ents Standards  »(0-400kd 4 713
400-600kd 3 6.67
600-800kd 2 6.25 1.125 4 .890
800-1m illion 2 8.00
over 1 million 3 9.33

(5]
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Cont. Table 5
7. Average yearly Revenue in Kuwaiti Dinar N Mean Rank Chi-Square df Asym p. Sig.
Data Preparation Standards 200-400kd 4 713
400-600kd 3 6.00
600-800kd 2 8.75 1.466 4 .833
800-1m illion 2 10.00
over 1 million 3 7.00
Collecting and Receiving Stan-  >00.400kd 4 9.00
dards 400-600kd 3 6.83
600-800kd 2 2.50 4.409 4 .353
800-1m illion 2 9.00
over 1 million 3 8.50
Mail Production Standards 200-400kd 4 7.50
400-600kd 3 8.67
600-800kd 2 5.50 3.747 4 441
800-1m illion 2 11.50
over 1 million 3 5.00
Presentation Standards 200-400kd 4 825
400-600kd 3 7.33
600-800kd 2 10.00 2.233 4 .693
800-1m illion 2 4.50
over 1 million 3 7.00
Table 6
Kruskal-Wallis Test on the Effect of TQM Standards on Type of Customers
8. Most of you revenue com es from N Mean Chi-Square df Asymp.
Rank Sig.
Quality Managem ent Stan-  1dividual customers 5 6.00
dards Corporate Customers 5 720 1964 2000 375
Governm ent Enterprises 4 9.75
Organizational Managem [nqdividual customers 5 8.10
ent Standards
Corporate Customers 5 6.00 1.083 2.000 .582
Governm ent Enterprises 4 8.63
Human Res ources and train- 11 dividual customers 5 6.00
ing Standards
Corporate Customers 5 7.00 3.000 2.000 223
Governm ent Enterprises 4 10.00
Program Managem ent Stan-  1dividual customers 5 6.40
dards Corporate Customers 5 660 2168  2.000 338
Governm ent Enterprises 4 10.00
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Cont. Table 6
8. Most of you revenue com es from N Mean Chi-Square  df Asymp.
Rank Sig.
Customer Satis faction Stan- 1 djvidual custom ers 5 9.50
dards Corporate Custom ers 5 7.70 3.168 2.000 .205
Governm ent Enterprises 4 4.75
Maintenance and Calibration 1, 4ividual custom ers 5 6.50
Standards
Corporate Custom ers 5 6.50 2.151 2.000 341
Governm ent Enterpris es 4 10.00
Mail Piece Elem ents Stan- 1pdividual custom ers 5 8.10
dards Corporate Custom ers 5 5.60 2.092 2.000 351
Governm ent Enterprises 4 9.13
Data Preparation Standards 1 dividual custom ers 5 8.30
Corporate Custom ers 5 6.40 .607 2.000 738
Governm ent Enterprises 4 7.88
Collecting and Receiving [ndividual custom ers 5 6.90
Standards
Corporate Custom ers 5 6.70 1.121 2.000 571
Governm ent Enterprises 4 9.25
Mail Production Standards  1dividual custom ers 5 8.00
Corporate Custom ers 5 9.20 2.740 2.000 254
Governm ent Enterprises 4 4.75
Pres entation Standards Individual cus tom ers 5 7.40
Corporate Cus tom ers 5 7.20 .100 2.000 951
Governm ent Enterprises 4 8.00
Table 7
Kruskal-Wallis Test on the Effect of TQM Standards on Customer Satisfaction
9. Num ber of Regular cus tom ers N Mean Chi-Square  df As ym p.
Rank Sig.
Quality Managem ent Les s than 30 3 10.50
Standards
30-60 3 5.50
60-90 2 7.25 2.482 4 .648
90-120 1 7.50
over 120 5 7.00
Organizational Managem Less than 30 3 8.33
ent Standards
30-60 3 4.83
60-90 2 8.25 1.963 4 743
90-120 1 6.00
over 120 5 8.60
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Cont. Table 7

9. Num ber of Regular cus tom ers N Mean Chi-Square  df As ym p.
Rank Sig.
Hum an Res ources and
training Standards Les s than 30 3 10.00
30-60 3 5.00
60-90 P 6.25 3.750 4 441
90-120 1 10.00
over 120 5 7.50
Program Managem ent Stan- Les s than 30 3 10.33
dards
30-60 3 5.33
60-90 2 7.75 2.430 4 .657
90-120 1 7.00
over 120 5 7.10
Customer Satis faction Stan- Less than 30 3 2.83
dards
30-60 3 7.17
60-90 2 9.25 5.906 4 .206
90-120 1 9.00
over 120 5 9.50
Maintenance and Calibration Les s than 30 3 11.67
Standards
30-60 3 3.33
60-90 2 5.25 8.012 4 .091
90-120 1 11.50
over 120 5 7.60
Mail Piece Elem ents Stan- Less than 30 3 9.33
dards
30-60 3 5.50
60-90 2 8.00 2.520 4 .641
90-120 1 4.00
over 120 5 8.10
Data Preparation Standards Less than 30 3 7.00
30-60 3 5.17
60-90 2 7.75 1.975 4 740
90-120 1 7.00
over 120 5 9.20
Collecting and Receiving Less than 30 3 8.50
Standards
30-60 3 8.17
60-90 2 9.00 1.276 4 .865
90-120 1 6.50
over 120 5 6.10
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Cont. Table 7

9. Num ber of Regular cus tom ers N Mean  Chi-Square df As ym p.
Rank Sig.
Mail Production Standards Less than 30 3 5.00
30-60 3 5.67
60-90 2 9.75 3.125 4 537
90-120 1 10.00
over 120 5 8.70
Presentation Standards Less than 30 3 7.00
30-60 3 10.33
60-90 2 7.50 2.230 4 .694
90-120 1 7.00
over 120 5 6.20

revenue, types of customers, and the
number of regular customers. Then,
company responses to those questions
are tested against their responses to
the MPTQM model’s questionnaire
using the Kruskal-Wallis test in order
to assess for any significant effect at
95% confidence level of applying
TQM practices to their business per-
formance and customer satisfaction.
According to Tables 5, 6 and 7, results
show no significant effect exists be-
tween companies’ attitude towards
applying TQM practices and the dif-
ferences in their answers to questions 7
through 9 in the general questions
category.

In other words, company attitudes
toward applying TQM practices do not
affect their annual revenue, types of
customers, and customer satisfaction.
For example, In Table 5, where com-
panies’ revenue is assessed against their

attitude toward the different categories
of the MPTQM model’s standards
(quality management standards, orga-
nizational management standards, hu-
man resource and training standards,
etc.), no significant effect is found at the
95% level. This means that no matter
how companies feel toward the TQM
practices, their attitude does not affect
their revenue. Similarly, in Table 6,
where companies’ type of customers is
assessed against their attitude toward
the different categories of the MPTQM
model’s standards, no significant effect
is found either. This means that com-
panies’ attitude toward the TQM prac-
tices does not affect their type of
customers. The same argument and
results are also found in Table 7, where
companies’ attitude toward the TQM
practices does not affect their regular
number of customers, hence their cus-
tomer satisfaction. Accordingly, the
null-hypothesis, which states that the

(]
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adaptation of TQM practices does not
have an effect on business performance
and customer satisfaction, cannot be
rejected.

Discussion

As a result, from the different types
of analysis and tests performed on the
respondents’ data, it was found that, in
their opinion, none of the standards of
MPTQM model has an impact on
business performance or customer sa-
tisfaction (assessed through the num-
ber of regular customers). The answers
of companies with a higher number of
regular customers was not significantly
different from those with a low number
of regular customers. Consequently,
the number of regular customers was
not found to have an impact on busi-
ness performance as some companies
with a few customers were found to
have a higher income than others with a
large number of regular customers, as
the size of contract and volume of mail
from the low number of customers is
high. Thus, the attitude of the compa-
nies investigated is such that to be
MPTQM certified in courier service
industry in Kuwait has no significant
impact on business performance and
customer satisfaction, resulting in an
inability to reject the null-hypothesis.

Due to the contradicting results
found regarding the effect of TQM
practices on business performance

and customer satisfaction, further in-
vestigation was conducted with per-
sonnel who responded to the
questionnaires. According to their
testimony, companies that enjoy the
benefits of governmental connections,
and hence have a better chance of
winning varied contracts, are guaran-
teed regular corporate-type customers
with a steady governmental income
regardless of whether or not these
companies are MPTQM certified or
adapt TQM practices. This unex-
pected finding could open a new door
for further research and investigation,
namely, the effect of governmental
intervention on business perfor-
mance.

Conclusion

The purpose of this study is to
investigate the attitude of courier ser-
vice companies in Kuwait toward the
adaptation of TQM practices and its
effect of on their business performance
and customer satisfaction. The well-
known MPTQM model is used to
construct a questionnaire that covers
all attributes related to the courier
service industry operations. Out of
the 23 courier service companies in-
vestigated in Kuwait, only 14 compa-
nies replied. The relatively small
sample size and the type of data
collected resulted in a non-parametric
sample data that does not follow any

(53]
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particular distribution. Accordingly,
the Mann-Whitney and Kruskal-
Wallis tests were used for the purpose
of results analysis.

In our questionnaire, we used cor-
porate revenue as an indication of
business performance and the number
of regular customers to indicate cus-
tomer satisfaction. Results show that
there is no correlation between im-
proving quality management and the
companies’ revenue and number of
regular customers, as opposed to what
was expected. The reason behind such
results is the fact that some companies
with a small number of customers, yet
a high revenue, are involved in gov-
ernmental contracts. On the other
hand, companies with a large number
of customers, yet a low revenue, de-
pend mainly on individuals. The find-
ings of the study suggest that the
courier service industry in Kuwait is
mainly dependent on government in-
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