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Appendices:

1. Addresses of the companies
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2. Tables List of W.S.T Company:

2014 | 2013 | 2012 | 2011 | 2010 Element
404.22 | 402 238 216 138 Total Score
43 62 26 35 99 Score achie\_/ed on Process
Criteria
54 61 39 8 19 Score achieved on Customer
Results
61 62 37 48 19 Score achieved on Business
Result
95.20% | 92% | 95% | 91% | 89% | Increase on Customer Satisfaction
52% 38% | 34% | 24% | 21% Increase on Sales Percentage
15% 8% 7% 3% 4% Increase on Profit Percentage
2014 | 2013 | 2012 | 2011 | 2010 Element
Table 4.1.1
Managing & Producing, Promoting & Developing
Enhancing Customer | delivering & Marketing Approaches
Relationship Managing Approaches
Approaches Approaches =<
Opportuniti v | Opportu v | Opportu v | Opportu |v =
es for @ | nities for @ | nities for @ | nities for |@
improveme Q | improve QS | improve Q | improve £
nt @ | ment @ | ment ? ment |?
2 6 6 1 7 0 6 2 | 2010
1 4 2 3 1 5 5 1|2012
2 3 2 2 3 3 1 312014
Table 4.1.2
Performance Indicators Perceptions
Opportunities Opportunities Year
for Strengths for Strengths
improvement improvement
5 2 5 3 2010
5 2 3 4 2012
3 5 4 4 2014

Table 4.1.3




Feedback report of the concept adding value for customers (W.S.T Company)

2010

2012

2014
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Table 4.1.4

Y=a+bX
l;' Variables Equation R square | Correlation | Comment | MSE
Process
criteria
1 | versus Y=18.89+0.538*X | 0.441880 | 0.868165 | Strong | 83.6
Customer
result
_ 7164
2 | Total score | Y=5.23+0.116*X | 0.663076 | 0.864469 | Strong 2
BUSINeSs |y _» 7840767*x | 0.671615 | 0.868165 | Strong | 16.25
results score
% Customer Y=- - No 1737
satisfaction 67.03+113.24*X 0.287255 0.185899 relation 6
5 | % Sales Y=-14.08+69.58*X | 0.056069 | 0.540418 | Moderate 0
% B « -
6 Profitability Y=27.25+139.91*X 0.102644 0.41595 | Weak | 0.067

Table 4.1.5




3. Tables List of Giad Cables Company:

2014 2013 2012 2011 2010 Element 2
382.22 313 335.88 | 350.13 | 222 | Total Score 1
53.11 45 39 38 39 Score achieved on| 2
Process Criteria
53.28 48 39 43.13 22.5 | Score achieved on| 3
Customer Results
44.38 45 53.63 | 48.75 30 Score achieved on| 4
Business Result
85% 85% 83% Increase on Customer | 5
Satisfaction
19.3% | 18.9% | 13.5% Increase on Sales | 6
Percentage
21% 20% 21% Increase on Profit | 7
Percentage
Giad Cables Company - Table 4.2.1
Managing & :
Enhancing Pr_oduqng, Promoting & i
delivering & : Developing <
Customer : Marketing D
Relationshi Managing Approaches Approaches -
p pp
A hes Approaches
pproac
Opportuniti | «» | Opportuniti | «; | Opportuniti | ¢; | Opportuniti | v
es for r§ es for § es for § es for cg
improveme % improveme L% improveme L% improveme %
nt Z nt Z nt v nt Z
4 3 5 2 4 2 5 312010
3 4 3 3 2 6 5 4 | 2012
1 5 1 3 1 4 1 4 | 2014
Table 4.2.2
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Performance Indicators Perceptions
Opportunities Opportunities Year
for Strengths for Strengths
improvement improvement
5 2 5 1 2010
4 0 5 3 2012
4 6 4 6 2014
Table 4.2.3

Feedback report of the concept adding value for customers (Giad Steel Factory)
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Table 4.2.4
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Y=a+ bX

No | Variables Equation R Correlation | Comment | MSE
square
Process
criteria _
1 |versus Y=26.769 + 0.325 0.7029 Strong 15.8
0.389*X
Customer
result
Y= 25.63 +
2 | Total score 0.053 *X 0.015 0.511 Moderate | 0.09128
Business Y= 43.71+ No
3 | results score | -0.02%x | 0332 -0.029 relation | 520
% Customer | Y=-376 +
4 satisfaction Exy 0.351 0.821 Strong | 1751475
5 | % Sales Y= ,%>1<+2 0.351 0.821 Strong 0
% _ x|
6 Profitability Y=25+1*X | -0.986 0.821 Strong 0

Regression equations, correlations and mean square error — Table 4.2.5
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4. Tables List of Giad Steel Company:

2014 | 2013 | 2012 | 2011 | 2010 Element 2
248 | 314 | 138 | 195 | 119 Total Score 1
45 | 37 15 24 14 Score achieved on Process Criteria | 2
39 | 40 15 23 19 | Score achieved on Customer Results | 3
30 | 44 21 26 15 Score achieved on Business Result | 4

%86 | %84 | 83% Increase on Customer Satisfaction 5

53% | 38% | 67% Increase on Sales Percentage 6
18% | 1% | 32% Increase on Profit Percentage 7

Giad Steel - Table 4.3.1
Managing & :
Enhagyr\ci?lg dPrpduqng, Promoting & i
Customer ellverlqg & Marketing Develop;]ng
Relationship Managing Approaches Approaches
Approaches Approaches
Year
Opportuniti | «» | Opportuniti | ¢y | Opportuniti | ¢; | Opportuniti | v
es for @ es for o) es for D) es for @
improveme “% Improveme L% Improveme t% improveme t%
nt » nt n nt n nt »
4 1 5 2 5 0 5 1| 2010
2 3 3 4 2 4 4 2 | 2012
2 4 2 3 4 2 3 312014
Table 4.3.2
Performance Indicators Perceptions Year
Opportunities Opportunities
for Strengths for Strengths
improvement improvement
6 0 4 3 2010
9 2 5 3 2012
5 3 5 3 2014

Table 4.3.3




Feedback report of the concept adding value for customers (Giad Cables

Company)

2010 2012 2014
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Y =a+bX

N Variables Equation R Correlation | Comment | MSE
0 square
Process
Versus =- Very
L Customer 3.71+1.13*X 0.889 0.96 strong 52
result
Y=-
2 | Total score 312340 149%X 0.68 0.87 Strong 40.4
Business _ -
3 results Y_1'15>§+0'95 0.44 0.76 Strong | 0.063
score
v Y=-887.71- Ver
4 | Customer A 0.99 | 0.997 Y| 365.6
: . 10.14*X strong
satisfaction
Y=18.9+ No 0.050
0 -
° % Sales 0.26*X 0.89 0.24 correlation | 6
%
. Y= 28.88+ No
6 Profl)t/ablllt 0.2%X -0.92 0.2 correlation 4.624

Table 4.3.5
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5. Tables List of comparisons between the three companies:

Process versus Customer result:

No Element WST Giad Cables Steel Factory
Company
1 Correlation 0.87 0.7029 0.96
2 R square 0.44 0.325 0.889
3 MSE 83.6 15.8 5.2
4 Comment Strong Strong Very strong
Table 4.4.1
Total score:
No Element WST Giad Cables Steel Factory
Company
1 Correlation 0.86 0.511 0.87
2 R square 0.66 0.015 0.68
3 MSE 71642 0.09128 40.4
4 Comment Strong Moderate Strong
Table 4.4.2
Business results score:
No Element WST Giad Cables Steel Factory
Company
1 | Correlation 0.87 0.029 0.76
2 | Rsquare 0.67 0.332 0.44
3 | MSE 16.25 3.29 0.064
4 | Comment Strong No relation Strong

Table 4.4.3

xii



% Customer satisfaction:

NoO Element WST Giad Cables Steel
Company Factory
1 | Correlation 0.19 0.821 0.997
2 | Rsquare 0.29 0.351 0.99
3 | MSE 17376 1751475 365.62
4 | Comment No relation Strong Very
strong
Table 4.4.4
% Sales:
No Element WST G(':ad Cables Steel Factory
ompany
1 | Correlation 0.54 0.82 0.24
2 | Rsquare 0.06 0.35 0.89
3 | MSE 0 0 0.05
4 | Comment Moderate Strong No relation
Table 4.4.5
% Profit
No Element WST Giad Cables Steel Factory
Company
1 Correlation 0.54 0.82 0.2
2 R square 0.06 0.99 0.92
3 MSE 0 0 4.62
4 Comment Moderate Strong No relation

Table 4.4.6
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