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ABSTRACT

This study was carried out on all the private architect firms and relevant government
department within the Kota Kinabalu area. The main aim of this study is to
investigate on the existence of the relationship between service delivery
differentiation and architect’s specifications. It is also the aim of this study to
investigate whether price and quality variable may moderate the relationship
between service delivery differentiation and architect’s specifications. However, after
conducting a questionnaire survey at both the sector, with a sample of 87
respondents, it was discovered that out of three dimensions that represents service
delivery differentiation, only one were found to be significant in the relationship
between service delivery differentiation and architect’s specifications. In addition to
that, it was discovered that the suggested moderating variable, one had moderating
effect which is price and the other that is quality had no moderating effect towards
the relationship. Apart from that, the study was able to gather some information
pertaining to the specifier of the building industry in Sabah and also provide some
insight knowledge regarding the service delivery of metal roofing manufacturer in
relation to architect’s specifications.




ABSTRAK

HUBUNGAN DIANTARA PEMBEZAAN PENYAMPAIAN SERVIS DAN
SPESIFIKASI ARKITEK : KAJIAN KEATAS INDUSTRI PEMBEKAL ATAP
KELULI DI SABAH

Kajian ini telah dijalankan di kesemua firma arkitek swasta dan juga jabatan kerajaan
yang berkaitan di kawasan Kota Kinabalu. Tujuan Kkajian ini adalah untuk
mengenalpasti kewujudan hubungan antara pembezaan penyampaian servis dan
spesifikasi arkitek bangunan. la juga menjadi sasaran kajian ini untuk menyiasat
adakah perubah harga dan kualiti boleh menyerdehanakan hubungan tersebut.
Walaubagaimanapun, selepas menjalankan tinjauan melalui senarai soalan di kedua-
dua sektor tersebut dengan 87 sampel responden, didapati hanya 1 daripada 3
dimensi yang mempunyai makna dalam hubungan antara pembezaan penyampaian
servis dan spesifikasi arkitek. Sehubungan dengan itu, didapati salah satu perubah
yang dicadangkan iaitu harga mempunyai kesan mengubah manakala kualiti tidak
mempunyai kesan terhadap hubungan tersebut. Selain dari itu, kajian ini dapat
mengumpul informasi berkenaan dengan arkitek industri bangunan di Sabah dan
Juga dapat memberi pengetahuan berkenaan dengan hubungan antara penyampaian
servis pengeluar atap keluli dengan hubungan antara pembezaan penyampaian
servis dan spesifikasi arkitek.
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CHAPTER 1

INTRODUCTION

1.1 Overview

The metal roofing manufacturing is nothing new to the industry in Sabah. It has
been in existence way back since the 1970’s. There are few strategies adopted by
- the metal roofing manufacturer in capturing their market and selling their products.
One of the marketing strategies is through recommendation of the influencer of the
industry, who the architects are holding the title as the prime consultant in any
building planned to be built. As it is a legal requirement to engaged a prime
consultant to propose specific roofing material to be used in any construction, a vital
strategy would be to concentrate on relationship building and promoting products to
the érchitects, wﬁo ultimately influence the final decision maker (e.g. developer,

building owner, end user) to use a particular company’s roofing brand.

Basically, the Malaysian roofing industry system is made up of four groups;
the specifier who is the architect, manufacturers who produce the connectors, roof
structure system, the fabricator for the pre-fabricated trusses, and the contractor to
install the roof on the building. As shown in figure 1.1., both stage at Submission of
Development Plan and Submission of Building Plan to the local authority for approval
should be submitted and signed by the architect or any other qualified person as
stated in the Uniform Building By-Laws 1984, This gives us an understanding of the

authoritative power given to architects in projects development process.




Table 1.1: List of Metal Roofing Manufacturer in Sabah

No. | Metal Roofing Manufacturer | Location

1 BlueScope Lysaght (S) Sdn Bhd | Inanam, Kota Kinabalu, Sabah

2 City Top Enterprise Sdn Bhd Inanam, Kota Kinabalu, Sabah

3 Steelon (M) Sdn Bhd Inanam, Kota Kinabalu, Sabah

4 Munibase Corporation Sdn Bhd Inanam, Kota Kinabalu, Sabah

5 K-Steel Industries Sdn Bhd Telipok, Sabah

6 Cooldec Industries Sdn Bhd Tawau, Sabah

(Source : Main Manufacturing Directory)

As it is important to maintain a good relationship with the architects, the
roofing manufacturer must not oversee the importance to deliver quality services to
the consultants as premier or quality roofing products alone cannot guarantee
architects specification to certain metal roofing manufacturer. More than 25 years
ago, Levitt (1972) assumes that everybody is in the business of service. More
recently, Berry and Parasuraman (1991) suggests that manufacturing companies are,
in fact, also service companies, and similarly, Bitner (1997) asserts that all
businesses are service businesses in some form. Additionally, the introductions too
many service marketing textbooks emphasize the importance of service in the
manufacturing sector (Lovelock, 1996; Rust et al., 1996; Zeithaml and Bitner, 1996).
Considerable research in the fields of marketing and management has revealed the
need for service-offering strategies in manufacturing firms (Cespedes, 1994; Johnson

et al.,, 1998; Samli et al., 1992)



Figure 1.1: Development Process
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1.2 Research Problem

According to Berry et al. (1995), the gap between manufacturing and marketing is
legendary. Traditional differences separate these key functional areas. Some argue
that reason include difference cultures, value systems and traditions differences.
Others view it as a more fundamental division based, at least in part, on status and
level of corporate influence. Whatever the origins, companies can no longer line with
such preferences or functional whims. With increased competition it is imperative to
eliminate this problem if a company is to succeed.

Therefore, in order to maintain sustainability, the metal roofing
manufacturers must deliver differentiated services to the industry opinion leader or
influencer that in this case, are the architects. One of the viable strategies is to focus
on product differentiation by offering quality service (Weinrauch and Natarajan,
1992). Service includes all interactions between a business and its customers,
beginning with the initial contact and extending through the actual sale and delivery
of a product, to include all services provided afterward (Lamb, Hair et al., 1992)
Using this definition, service is delivered in all market transactions, whether or not
any tangible goods are involved. This research is an attempt to go at least some way
in addressing the relationship between service delivery differentiation and architect’s

specification.

In general the research problems addressed by the researcher are:

1. To what extent is the service delivery differentiation relate te the architect’s
specification?
2. To what extent is the relation between service delivery differentiation and

architect’s specification moderated by the product quality and price?




1.3 Purpose of the Study

The purpose of the study is to find the relationship between service delivery
differentiations on architect’s specification decision on Sabah metal roofing industry.
To measure service delivery differentiation, three level of differentiation will be
measured (Kotler, 2003), which include reliability, resilience and innovativeness. This
research} will study the relationship of service delivered between architects
specification in a manufacturing industry in which tangible products are offered and
to investigate how far sérvice delivery effect the architect’s specification and the
moderating effect of price and quality on the relationship of service delivery and
architects specification. Architect in this context is the opinion leader of the building
industry. Hence, for the purpose of this study, architects specification will be

measured according to its complexity of its making decision.

1.4 Significance of Study
There has been a limited research done on service delivery differentiation and
architect’s specification. Therefore, this research would significantly contribute and

benefit both in practicality and academic.

1.5 Scope of Study

The respondent of this study focus on architects registered under PAM (Pertubuhan
Akitek Malaysia — Sabah Chapter) as the study is concentrated on architect’s
specification. The study covered Kota Kinabalu area in the state of Sabah, Malaysia.
The building architect would include those working under the government

departments and private architect firms.
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1.6 Definition of Terms

For the purpose of this study, the following terms may need to be further clarified to

avoid confusion on what is means in the context of this study.

1.6.1 Service Delivery Differentiation

A contemporary definition provided by Kotler et al. (1996) states that:
“service is any activity or benefit that one party can offer to another which is
essentially intangible and does not result in the ownership of anything. Its
production may or may not be tied to a physical product”.

Service or Product Company can differentiate itself by designing a
better and faster delivery system. According to Kotler (2003), there are three
levels of differentiation. The first is reliability. Some suppliers are more
reliable in their on-time delivery, order completeness, and order-cycle time.
The second is resilience. Some suppliers are better at handling emergencies,
product recalls, and answering inquiries. The third is innovativeness. Some
suppliers create better information systems, introduce bar coding and mixed

pallets, and in other ways help the customer.

1.6.2 Architect

An architect is a person who involves in the planning., designing and oversight
of a building’s construction. In other words, architect is a professional who is
qualified to design and provide advice - functional, aesthetic and technical -
on built objects in our public and private landscapes. More generally, an

architect is the designer of a scheme or plan (Oostra, 2001)




1.6.3 Specifications

The Malaysian Uniform Building By-Laws states that all plans for building
submitted to the local authority for approval shall be accompanied by a
specification of all materials proposed to be used. This includes general
specification for metal roofing and it is important for architect to identify the
quality of metal roofing in order to serve a specific purpose of a development.
There are many competing materials to choose from and there are a variety
of forces driving the decision-making process. Advertising and sales
programs, installation and technical issues, and cost/benefit expectations
influence homeowners, architects, and builders. The choice is complicated
and many people including professionals in the supply chain are involved in
the buying decision process. Eventually, the interaction between architects,

builders, and homeowners leads to a final specification (Damery et al., 2001).

1.7 Organization of Study

Chapter 1 presents an overview of the research and its significance. This chapter
also presents objective of the research and scope of the study. Chapter 2 presents
previous studies on the relationship between the dependent variable of architect
specification and the independent variables of service delivery differentiation.
Chapter 3 includes the theoretical framéwork, research hypotheses, and type of
study, nature of study, unit of analysis, instrument, and population of sample, data
collection and data analysis methods. Chapter 4 discussed on the respondents profile
and the research findings. Chapter 5 present discussions, limitations of research and

suggestion for future research.




CHAPTER 2

LITERATURE REVIEW

2.1 Introduction

Literature review plays a crucial role in the formulation of research projects. It is a
process of identifying and bonding with previously published research topics and as a
source of ideas, both substantive and methodological. This chapter look into and

discuss more thoroughly on the various research conducted relating to the subject

matter.
Since very little research has been done into service delivery in the building
material industry, consumer decision-making model by Asseal (1995) and theory by

Kotler (2003) is chosen in order to support the framework.

2.2 Service Delivery Differentiation

A service or product company can differentiate itself by designing a better and faster
delivery system. According to Kotler (2003), there are three levels of differentiation.
The first is reliability. Some suppliers are more reliable in their on-time delivery,
order completeness, and order-cycle time. The second is resilience. Some suppliers
are better at handling emergencies, pioduét recalls, and answering inquiries. The
third is innovativeness. Some suppliers create better information systems, introduce
bar coding and mixed pallets, and in other ways help the customer.

Many distribution experts say that company’s -money would be better spent
on improving delivery performance than on advertising. They say that superior

service performance is a more effective differentiator than image expenditures.




Furthermore, it is harder for competitors to duplicate a superior distribution system
than to copy a competitor’s advertising campaign (Kotler, 2003). Sherden (1988)
proposes that companies, which achieve a high level of service quality, gain an edge
over their competition, in three ways. The first is through value-added
differentiation; because service quality is valuable to customer, it can be a basis for
differentiating a product or service.

Several authors suggest competitive equality has been reached with many
manufactured goods. Technological superiority is increasingly more difficult to
maintain as a lasting strategy (Gronroos, 1990; Lele, 1986), and maintaining low
prices is equally challenging as a differentiating strategy (Zeithaml and Bitner, 1996).
Therefore, one potential competitive strategy is the development of a service
strategy (Bowen et al., 1989; Roscitt and Parquet, 1990; Vandermerwe and Rada,
1988). Service is becoming a smart strategy, because it provides a strong
competitive advantage (Davidow and Uttal, 1989; Frambach et al., 1997) through
differentiation opportunities (Anderson and Narus, 1995; Kyi and Kyi, 1989; Mathur,
1998), even within the commodities market (Robinson et al, 1998). Furthermore, a
service strategy can help in building industry barrier to entry (Donaldson, 1986;
Mathe and Shapiro, 1993; Vandermerwe and Rada, 1988). At this point, Mathur’s
(1988) recommendation to be wary of general prescriptions urging all firms to
change generic strategy in the same direction is insightful. The author reminds us
that competitive advantage can be gained not only by more differentiation, either in
the product or in its support, but also by less. Consequently, service as a competitive
advantage needs to be approached with less simplemindedness. For instance, Simon
(1992) considers that services that directly enhance the value of the tangible product
and support its application are more effective as competitive weapons than services

of a more general nature.




10

According to Samli et al. (1992), as markets mature only more proactive
service strategies may maintain a competitive position. Consequently, it is no longer
enough for manufacturing firms just to offer some generic kind of service in order to
ensure a competitive advantage. Some services, considered as basic by the clients,
must be offered by all manufacturing companies entering a business (Levitt, 1981;
Wagner, 1989). Such services are simply entry barriers and cannot provide a
competitive edge. Moreover, the differentiating power of more value-added services
may be altered over time. Clients are used to getting such services, the competition
copies them and these services end up by losing their differentiating power. When
the physical product cannot easily be differentiated, the key to competitive success
may lie in adding valued services and improving their quality. (Kotler, 2003) A
strategy built on service differentiation includes products and services that have been
embellished with a unique service feature, which competitors do not provide. Service
delivery differentiation can also exist when every aspect of the product/service
provisioning process focuses entirely on delighting the customer, from the first
interaction with the customer who is enquiring about a product, to the ongoing
maintenance of the product or delivery of services. This service differentiation
strafegy can be a powerful competitive advantage for the many products and
~ services that are quickly duplicated by competitors, relegating the prbduct or service
to “commodity” status (Sanes, 1996). Identifying those opportunities where
providing differentiated services will result in achieving a competitive advantage
requires not only skill but also some element of trial and error. All attempts to
differentiate have to revolve around customer requirements. Although proponents of
quality management understand this theory, the precise formula for “differentiation”
continues to elude the business world. Research indicates that the more a service is

differentiated, the more loyal customers are to that brand and less willing they are to
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switch to a competitor. This customer loyalty prevails even when a competitor offers
a similar product for a lower price, or when the preferred company raises its price
(Fisher, 1990).

There was little literature available in regards of service delivery
differentiation that discuss on the three levels of differentiation (reliability, resilience
and innovativeness) which is used in measurement of the independent variable in
this study. Thus the theory adapted from the text book by Kotler (2003) was used in

exploring the dimensions.

2.3  Architect

“Architect” means any person who is registered as an architect under any law
relating to the registration of architect and who under that law is allowed to practice
or carry on business as an architect. (Uniform Building By-Laws, 1984)

For present purposes an architect is defined as someone operating alone or
on behalf of a group of individuals, usually a firm of architects, who designs a plan
for a building and looks after its realization (Oostra, 2001). Architects usually play an
active role as designers in the building process. Although not responsible fo'r all
design tasks, architects make the final decisions concerning the appearance of new
building. They can therefore take up a position as client or as co-désigner (and
occasionally as co-developer); depending on how much they rely on the aesthetic
abilities of the manufacturer (Oostra, 2001)

In Maloney (2002), research on Construction product or service and customer
Satisfactory, It explained the contractor’s bid is based upon the pricing of items
identified during a detailed quantity takeoff conducted after an analysis of the plans
and specifications prepared by the designer. In this context the designer is referred

to an architect.
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