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CHAPTER I

INTRODUCTION

In a study of employment trends for dietitians in business and industry, most

current employers (72%) indicated that the tendency to hire dietitians is increasing. More

than 40 percent of employers stated that their organizations were creating new positions

for dietitians (Finn, 1998). The demand for services and expertise of dietetic

professionals is growing throughout the American business and industry from food

companies to advertising agencies to professional sports teams. One in five registered

dietitians (RDs) and dietetic technicians, registered is employed by for-profit businesses

other than contract food management or managed care organizations (ADA Annual

Report 1998-1999). Major reasons cited for adding RDs to the staff were to increase the

company's credibility, promote the health and nutrition of customers, and to increase the

understanding of customer needs. RDs are not necessarily being hired for positions in

dietetics but also for positions in sales, marketing and communications (Finn, 1998).

Unlike the "old days" when more than 80% of the dietitians worked in hospitals, the

current trend is away from hospital work and into other practice areas or endeavors such

as consulting, public health/community nutrition, business/industry/communication,

entrepreneurship and nutrition education/wellness/fitness, just to name a few (Caesar,

2000).



Boudreaux and associates (1988) identified marketing skills as one of the two

most important skills needed to succeed in business and industry. Over the years,

dietitians have become more aware of the need for marketing skills. Having good

credentials and licensure will not necessarily attract the customers. "Clients must need or

want what we have to sell" (Helm, 1991, pg. 67). We have to make them believe that our

product or service is better than the competitor's. You need to be aggressive and willing

to not only market your product, service, company, but also yourself. Customers will

identify the product or service with you and if they like you, they like the product

(Caesar,2000). While some dietitians are selling a tangible product, the majority of

dietitians are delivering an intangible service. This creates a need for dietitians to possess

service marketing skills (Helm, 1991).

Service marketing differs from physical goods marketing. Physical goods

marketing is thought to be the simplest fonn of marketing whereas services marketing is

more complex and requires managing more variables (Fisk, Grove, & John, 2000).

Services are perfonnances rather than objects (Zeithaml & Bitner, 1996). Services

possess four key distinguishing characteristics: intangibility, inseparability, variability

and perishability. The service provider is trying to sell something that the potential

customer cannot see, feel, taste or evaluate before purchasing. Unlike goods that are

produced first, then stored and sold, a service is first sold, then produced and consumed

simultaneously. The quality of a service may vary depending on who provides the

service as well as how and when it is provided. Also, services cannot be stored for later

use (Mudie & Cottam 1999).

2



The single most important difference between goods and services is intangibility.

Intangibility presents several marketing challenges. Services cannot be inventoried,

which makes fluctuations in demand more difficult to manage. Services cannot be

patented legally therefore, new service concepts can be easily copied by competitors.

Services are not readily displayed or easily communicated to customers making it

difficult for consumers to assess quality (Zeithaml & Bitner, 1996). Consumers

expectations differ between products and services. Consumers evaluate services in

regards to those elements that they actually experience in the course of their service

delivery and on the perceived service outcome (Lovelock, 1991). Service characteristics

(intangibility, inseparability, variability and perishability) create problems of definition

and measurement of service quality for marketers. Marketers have not been able to

define the exact nature of the problem of purchasing and producing services and therefore

are unable to develop a standard set of guidelines on the delivery of service quality.

(Garvin, 1982; Tse & Wilton, 1988). The key to delivering service quality is

understanding consumers' service quality expectations (Gronroos, 1982; Oliver, 1980).

Expectations are formed before the use of the service while perceptions are the

customer's evaluation of the service after it has been provided. After consuming the

service, the customer compares the perceived service with the expected service. If the

perceived service meets or exceeds the expected service, the customer is satisfied (Mudie

& Cottam, 1999). Because expectations play such a major role in determining consumers'

post-consumption service quality evaluations, the service marketer must understand

consumer's service expectations. When marketers know the consumer's quality

expectations, they will be able to develop marketing strategies for service delivery

3



(Bebko,2000). "Success will come to those and only those who are obsessed with

looking after customers and creating products and services that meet or exceed their

customers' needs" (Szablowski, 2000, pg. 12).

Purpose and Objectives

The purpose oftrus study is to evaluate non-traditional dietitians' perceptions of

their knowledge about services marketing skills, attitudes toward service quality, and

professional development needs and preferred continuing education methods. Specific

objectives are:

1. To identify the perceptions of service marketing skills of dietitians working in

the non-traditional setting.

2. To discover the non-traditional dietitians' attitude towards service quality.

3. To determine what areas of professional development are needed by the non­

traditional dietitians and how they would prefer to obtain this knowledge.

Hypotheses

Specific hypotheses are:

HI: There will be no significant association between the perceptions of marketing

skills of non-traditional dietitians and selected personal/institutional demographic

variables: gender, age, degree, output of organization, salary, and practice group.

fu: There will be no significant association between the attitude of service

quality scores and selected personal/institutional demographic variables: gender,

age, degree, output of organization, salary, and practice group.
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fu: There will be no significant association between the professional

development needs and selected personal/institutional demographic variables:

gender, age, degree, output of organization, salary, and practice group.

H4: There will be no significant association between the continuing education

methods and selected personaVinstitutional demographic variables: gender, age,

degree, output of organization, salary, and practice group.

Assumptions

1. The non-traditional dietitian will provide reliable and valid assessment oftheir

knowledge about services marketing skillslknowledge level.

2. The non-traditional dietitians' job description includes marketing and service

quality.

3. The non-traditional dietitian has a customer/client and is able to identify the

customer/cl ien1.

4. The non-traditional dietitian will objectively evaluate the service quality needs

of their customers.

5. The questions taken from the SERVQUAL instrument are valid for use in this

study.

Limitations

A major limitation of this study is that the survey will only be administered to

dietitians who are members of two Dietetic Practice Groups: 1. Dietitians in Business

and Communications (DBC) and 2. Nutrition Entrepreneurs (NE). A random sample of

5



members from both practice groups will be surveyed. Due to financial constraints, only

two mailings, the survey and a reminder/thank. you postcard, will be sent.

Definitions

The following definitions will be accepted in this study:

Assurance: knowledge and courtesy of employees and their ability to

inspire trust and confidence (Parasuraman, Zeithaml, & Berry, 1988).

Customer: any influencer, decision maker, or actual buyer of a product or service

(Bennington & Curnrnane, 1998).

Customer satisfaction: person's feelings of pleasure or disappointment

resulting from comparing a product's perceived performance (or outcome) in relation to

his or her expectations (Kotler, 1997).

Empathy: caring, individualized attention the firm provides its

customers (Parasuraman el al., 1988 ).

Marketing: process of perceiving, understanding, stimulating and satisfying

the needs of specially selected target markets by channeling an organization's resources

to meet these needs (Payne, 1993).

Non-traditional dietitian: a member of one ofthe following two

American Dietetic Association's Practice Groups: 1. Dietitians in Business and

Communications, or 2. Nutrition Entrepreneurs.

Service: a deed, a performance, an effort (Fisk, Grove, and John, 2000).

Service quality: from the provider's perspective, the degree to which the

6



service's features conform to the organization's specifications and requirements; from the

customer's perspective, how well the service meets or exceeds expectations and how

much satisfaction it provides (Fisk, Grove, and John, 2000). The difference between

customer's expectations for service perfonnance prior to the service encounter and their

perceptions of the service received (Asubonteng, McClearly, and Swan, 1996).

Reliabilitv: ability to perform the promised service dependably and

accurately (Parasuraman et al., 1988 ).

Responsiveness: willingness to help customers and provide prompt

service (Parasuraman et al., 1988 ).

Tangibles: the appearance of physical facilities, equipment, personnel and

communications material (Parasuraman et al., 1988).
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CHAPTER II

REVIEW OF LITERATURE

A review of the literature will focus on the core concepts of marketing, marketing

mix, service marketing, service quality, historical review of service marketing

(SERVQUAL), customer satisfaction/customer loyalty, the two American Dietetic

Association practice groups targeted for the study: Dietitians in Business &

Communications and Nutrition Entrepreneurs, career opportunities and the environment

for non-traditional dietitians. This study was undertaken to determine the services

marketing skills, service quality attitudes and professional development needs of

dietitians working in non-traditional settings.

Core Concepts of Marketing

Marketing is a social and managerial process by which individuals and groups

obtain what they need and want through creating, offering, and exchanging products of

value with others. There are 10 types of entities which are marketed: goods, services,

experiences, events, persons, places, properties, organizations, information, and ideas

(Kotler, 2000). The definition of marketing is based on six core concepts (Kotler, 1997,

Figure 1-2 pg. 9):

8



Needs, wants,
and demands

+
Products

(goods, services.
and ideas)

Value, cost,
and

satisfaction

+Exchange and
transactions

Relationships and
networks
Markets

Marketers and
prospects

Needs, Wants and Demands. Marketing begins with human needs and wants.

People need food, water, air, clothing and shelter for survival. Beyond this, people have

a strong desire for recreation. education, and other services. They have strong

preferences for certain versions and brands of basic goods and services.

It is important to distinguish among needs, wants and demands. A human need is

a state of deprivation of some basic satisfaction. For instance, people require food,

clothing, shelter, safety, belonging, and esteem. These needs are not created by society

or by marketers. They exist in the very texture of human biology and the human

condition.

9



Wants are desires for specific satisfiers of needs. For example, a hungry

American teenager will purchase hamburger, french fries and a coke. In another society,

a hungry person may want mangos, rice and beans. Although people's needs are few,

their wants are many. Human wants are shaped and reshaped by social forces and

institutions, including churches, schools, families and business corporations.

Demands are wants for specific products that are backed by an ability and

willingness to buy them. Wants become demands when supported by purchasing power.

For instance, many people want a Mercedes but only a few are willing and able to

purchase one. Companies must measure not only how many people want their product

but, more importantly, how many people would be willing and able to buy it.

The distinctions among needs, wants and demands may explain the frequent

criticism that "marketers create needs" or "marketers get people to purchase things they

don't want." Marketers do not create needs; needs preexist marketers. Marketers

influence demand by making the product appropriate, attractive, affordable, and easily

available to target consumers (Kotler, 1997).

Products (Goods, Services, and Ideas). People satisfy their needs and wants

with products. A product is anything that can be offered to satisfy a need or want. A

product can consist of as many as three components: physical good(s), service(s), and

idea(s). The importance of physical products is not owning them but rather in receiving

the service they provide. Physical goods are reaJly vehicles that deliver services to us.

Services are also supplied by other vehicles such as people, places, organizations and

ideas. The explosion of services and service organizations is a major trend in the United

States. Over 70% of the nation's gross national product and emplOYment occurs in the
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service sector. A physical object is a means of packaging a service. The marketer's job

is to sell the benefits or services that are built into the physical product rather than just

describe their physical features.

Value, Costs and Satisfaction. Many products are available for consumers to

choose from in order to satisfy a given need. All of the possible alternatives compose a

product choice set and each product has a different capacity to satisfy the need set. Value

is the consumer's estimate of the product's overall capacity to satisfy his or her needs.

According to DeRose, value is "the satisfaction of customer requirements at the lowest

possible cost of acquisition, ownership, and use" (DeRose, 1994, pg. 12).

Exchange and Transactions. People can obtain products in one of four ways:

(l) self-production, (2) coercion, (3) begging, and (4) exchange. Marketing emerges

when people decide to satisfy needs and wants through exchange.

Exchange is the act of obtaining a desired product from someone by offering

something in return. For exchange potential to exist, tive conditions must be satisfied

(Kotler, 1997):

1. There are at least two parties
2. Each party has something that might be of value to the other party.
3. Each party is capable of communication and delivery
4. Each party is free to accept or reject the exchange offer.
5. Each party believes it is appropriate or desirable to deal with the other party.

Exchange is a process rather than an event. Two parties are engaged in exchange if they

are moving toward an agreement. When an agreement is reached, a transaction takes

place. A transaction is a trade of values between two or more parties.

11



To effect successful exchanges, marketers analyze what each party expects to give

and get from the transaction. Marketing consists of the actions undertaken to derive

desired responses from a target audience.

Relationships and Networks. Relationship marketing is the practice of building

long-term satisfying relations with key parties (customers, suppliers, distributors) in order

to retain their long-term preference and business. Smart marketers try to establish "win­

win" relationships with valued customers. They do this by promising and delivering high

quality, good service and fair prices to the other party. Relationship marketing results in

strong economic, technical and social ties among parties. The ultimate outcome of

relationship marketing is the building of a unique company asset called a marketing

network. A marketing network consists of the company and all its supporting

stakeholders: customers, employees, suppliers, distributors, retailers, ad agencies and

others with whom it has built mutually profitable business relationships. The operating

principle is: build a good network of relationships with key stakeholders, and profits will

follow (Anderson, Hakansson, and Johanson, 1994).

Markets. The concept of exchange leads to the concept of a market. A market

consists of all the potential customers sharing a particular need or want who might be

willing and able to engage in exchange to satisfy that need or want. The size of the

market depends on the number of people who express the need or want, have resources

that interest others, and are willing and able to offer these resources in exchange for what

they want. Sellers and buyers are connected by four flows: the sellers send goods and

services and communications(ads, direct mail) to the direct market, in return, they receive

money and information (attitudes, sales data) from the buyers.

12



Marketers and Prospects. When one party is more actively seeking an

exchange than the other party, the first party is referred to as a marketer and the second

party a prospect. A marketer is someone seeking one or more prospects who might

engage in an exchange of values. A prospect is someone whom the marketer identifies as

potentially willing and able to engage in an exchange of values. The marketer can be a

seller or a buyer. In most cases, the marketer is a company serving a market in the face

of competitors. The company and the competitors send their particular products and

messages directly through marketing intermediaries to end users. Their relative

effectiveness is influenced by their respective suppliers as well as major environmental

forces (demographic, economic, physical, technological, political/legal, social/cultural)

(Kotler, 1997).

The Marketing Mix

Marketing mix is one of the key concepts in modern marketing theory. The

marketing mix is the set of marketing tools that the firm uses to pursue its marketing

objectives in the target market. The most common version of the marketing mix, known

as the four Ps of marketing, emphasizes the key role of product, price, promotion, and

place in the development of a marketing strategy (Kotler, 1997 & Fisk, Grove, & John,

2000).

• Product is the most basic marketing mix tool. Product refers to the firm's tangible
offer to the market: physical good features, quality level, accessories, packaging,
warranties, product lines and branding.

• Price is the amount of money that customers pay for the product. For the av-erage
business, pricing skills are the single most crucial skill driving bottom line
performance (Alexander, Dull, & Pegg, 1999). Pricl: refers to flexibility, price level,
terms, differentiation, discounts and allowances.
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• Promotion includes all of the activities and people the company undertakes to
communicate and promote its products to the target market. These activities and
people consist of: sales promotion, salespeople, advertising, public relations and
direct marketing.

• Place includes the various activities the company undertakes to make the product
accessible and available to target customers. Place refers to channels, coverage,
assortments, locations, inventory and transport.

In addition to the traditional four Ps, the services marketing mix includes three

additional Ps: people, physical evidence and process (Zeithaml & Bitner, 1996 &

Fisk, Grove & John. 2000).

• People refer to all human actors, whether customers or workers. who are involved in
the service production. This includes the recruiting, training, motivation rewards and
teamwork of employees; the training and education of customers; employee research,
and communicating of culture and values.

• Physical Evidence consists of the environment in which the service is delivered and
other tangible aspects of the service that facilitate or communicate the nature of the
service. Factors composing physical evidence include: facility design, equipment,
signage, employee dress and other tangibles such as reports, business cards,
statements and guarantees.

• Process of service assembly refers to the procedures and flow of activities that
contribute to the delivery of the service. The process is composed of the number of
steps in the process and the level of customer involvement.

Alexander et at (1999) identifies a marketing mix consisting of 8 marketing Ps.

Additional Ps in this mix include: partnering, position, and packaging.

• Partnering refers to the companies ability to work with the customers and suppliers
to discover ways to effect customer savings.

• Positioning is the act of designing the company's offering and image so that they
occupy a meaningful and distinct competitive position in the target customers' minds
(Kotler, 1997). The end result of positioning is a clear statement of why the target
market should buy the product.

• Packaging includes the activities of designing and producing the containcr or
wrapper for a product. Packaging has become a potent marketing tool. Thc
importance of packaging cannot be overemphasized, considering the functions it
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performs in attracting and satisfying customers. The package is the buyer's first
encounter with the product and is capable of turning the buyer on or off (Kotler,
2000).

Alexander el af (1999) also identifies the following components for each of the

eight marketing Ps as well as the components for marketing strategy:

Product
• Dcn:lop new products and services
• Manage product mix
• Ensure competitive, consistent products

Price
• Understand strategic price management
• Price products to maximize return
• Maximize realized net price for each transaction

Place
• Develop and execute an effective channel strategy

Partnering
• Develop and execute an effective partnering strategy
• Develop effective partnerships with customers and suppliers

People
• Develop and execute an effective sales force strategy
• Provide sales force with effective support
• Ensure an effective and well-trained sales force

Promotion
• Develop and execute an effective promotion strategy
• Use electronic multimedia in promotions

Position
• Develop and execute an effective brand strategy

Packaging
• Develop and execute an effective packaging strategy

Strategy
• Possess basic knowledge of customers
• Understand how customers make purchase decisions
• Develop a strategic segmentation
• Define a "value proposition" or promise to the customer
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Services Marketing

"Services permeate every aspect of our lives. In fact rno t of us enter life via one

service encounter and spend the rest of our lives experiencing a multitude of other service

encounters" (Hoffman & Bateson, 1997, pg. 4). Services are everywhere. Since 1900,

the United States has had more jobs in the service sector than in manufacturing. Between

1980 and 1990, 80% of all new jobs were developed in service industries. Estimates

suggest that 90% of all new jobs between 1990 and 2000 will be service related. Over

the years, practitioners in the services field have learned that traditional marketing

strategies and managerial models do not always apply to their unique service industries.

The recent demand for services marketing knowledge has been fueled by (1) the

enormous growth in service-sector employment, (2) increasing service-sector

contributions to the world economy, (3) the deregulation of many service industries, and

(4) a revolutionary change of perspective in how service firms should organize their

companies (Hoffman & Bateson, 1997).

The distinction between goods and services is often unclear. The following scale

of marketing entities distinguishes between physical goods and services along a

continuum from intangible dominant services to tangible dominant physical goods (see

Figure 1.1) (Shostack, 1977 in Fisk, Grove & John 2000). According to this scale, goods

are tangible dominant. Goods possess physical properties that can be felt, tasted, and

seen prior to the consumer's purchase decision. The same cannot be said for the purchase

of services. Services are intangible dominant. Some services may however have tangible

aspects, while some physical goods may have intangible ones. (Hoffman & Bateson,

J 997, Fisk, Grove, & John, 2000).
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Because services lack the physical properties that can be sensed by consumers

prior to purchase, a number of marketing challenges arise. For instance, how would you

(1) advertise a service that no one could see; (2) price a service that has no cost of goods

sold; (3) inventory a service that could not be stored; and (4) mass-merchandise a service

that needs to be performed by an individual (Hoffman & Bateson, 1997)? These

challenges are primarily attrihuted to the four unique characteristics of services:

intangi bility, inseparability, heterogeneity, and perishability.

Of the four uniq ue characteristics that distinguish goods from services,

intangibility is the primary source from which the other three characteristics emerge.

Services are said to be intangible because they are performances rather than objects.
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Services are experienced and consumers' judgements about them tend to be more

subjective than objective. The marketing challenges that arise duet to the intangibility of

services include: lack of service inventories, lack of patent protection, difficulties

involved in displaying and communicating the attributes of the service to its intended

target market, and the special challenges involved in the pricing of services.

Lack of Ability to Be Stored. Because services are intangible, they cannot be

inventoried. As a result, supplies of services cannot be stored as buffers against periods

of high demand. Customers therefore are commonly forced to wait for desired services,

and service providers are limited in how much they can sell by how much they can

produce. The inability to maintain an inventory creates constant supply and demand

problems.

Lack of Protection by Patents. Due to the property of intangibility, services are

not patentable. Human labor and effort cannot be patented. One challenge faced by the

lack of patent protection is that new or existing services may easily be copied.

Difficulty of Displaying or Communicating Services. The promotion of

services presents a very big problem for marketers. How do you get customers to take

notice to your product when they carmot see it?

Difficulty of Pricing Services. Products' prices are often based on cost-plus

pricing. The firm figures the cost of producing the product and adds a markup to that

figure. With services, there is no cost of goods sold. The primary cost of producing a

service is labor.

One of the most fascinating characteristics of the service experience involves the

concept of inseparability. Inseparability refers to (1) the service provider's physical
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connection to the service being provided; (2) the customer s involvement in the service

production process; and (3) the involvement of other customers in the service production

process (Hoffman & Bateson, 1997). Service providers are often in constant contact with

their customers and must construct their service operations with the customer's physical

presence in mind. This interaction between the customer and the service provider is very

critical due to the fact that it represents the greatest opportunity for both gains and losses

in regard to customer satisfaction and retention. Like the characteristic intangibility,

inseparability also creates marketing problems.

Physical Connection of the Service Provider to the Service. For many services

to occur, the service provider must be physically present to deliver the service. Due to

the intangibility of the services, the service provider becomes a tangible clue upon which

at least part of the customer's evaluation of the service experience becomes based. As

tangible clues, service providers are often evaluated based on their used of language,

clothing, personal hygiene, and personal interaction skills. Face-to face interactions with

customers makes employee satisfaction crucial. Dissatisfied employees are often visible

to customers, and their unhappiness often translates into lower consumer perceptions of

the firm's performance. For this reason, employee satisfaction within service firms is

extremely important.

Involvement of the Customer in the Production Process. Another

characteristic of inseparability is that the customer is involved in the production process.

The customer's involvement in the process may vary from (1) a requirement that the

customer be physically present to receive the service; (2) a need for the customer to be

present only to start and stop the service; and (3) a need for the customer to be only
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mentally present. Unlike goods, which are produced, sold, and then consumed, services

are first sold and then produced and consumed simultaneously because of inseparability.

For this reason, service finns must design their operations to accommodate the

customer's presence. This makes the service factory become another tangible clue that

consumers consider when making service quality evaluations (Hoffman & Bateson,

1997).

Involvement of Other Customers in the Production Process. A third

characteristic of inseparability is the presence of other customers during the service

encounter. Since production and consumption occur at the same time, several customers

often share a common service experience. This shared experience can be negative or

positive.

Special Challenges in Mass Production of Services. The final problem

presented by inseparability is how to successfully mass produce services. The problems

pertaining to mass production are twofold. First, since the service provider is directly

linked to the service being produced, an individual service provider can produce only a

limited supply. The second problem relates to the consumer's involvement in the

production process. Due to the inseparability characteristic inherent in the production of

services, the problem for service finn becomes how to sell to a geographically

widespread target market.

Heterogeneity is one of the most frequent! y stressed differences between goods

and services. This is the lack of ability to control service quality before it reaches the

consumer. Service encounters occur in realtime, and consumers are already involved in

the factory, so if something goes wrong during the service process, it is too late to
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institute quality-control measures before the service reaches the customer. Heterogeneity

makes it impossible for a service operation to achieve 100% perfect quality on an

ongoing basis. Another challenge presented by heterogeneity is that not only does the

consistency of service vary from finn to firm and among personnel within a single finn,

but it also varies when interacting with the same service provider on a daily basis

(Hoffman & Bateson, 1997).

Heterogeneity also causes problems for marketers due to the fact that service

standardization and quality control are difficult to achieve. As previously mentioned, the

service provider must be present to provide the service. As an individual, each employee

has a different personality and interacts with customers differently. Employees also may

act differently from one day to the next due to mood changes and other factors. The

marketing problems created by heterogeneity are especially frustrating. A firm may

possess the best product in the world but if an employee is having a "bad day", a

customer's perceptions may be adversely affected, and the finn may never have another

chance to serve that customer.

The final characteristic distinguishing goods from services is perishability.

Perishability refers to the trait that services cannot be inventoried. Services cannot be

stored and sold at a later date. Services that are not sold when they become available

cease to exist. This inability to inventory creates the following profound difficulties for

marketing services (Hoffman & Bateson, 1997).

Higher Demand than Maximum Available Supply. Due to the inability of

carrying an inventory, matching demand and supply within most services firms is a major

challenge. When consumer demand outspaces what the firm can supply, the result is long

21



waiting periods and in many cases, unhappy customers. Business may be lost tl)

competitors as waiting times become too excessive for consumers to bear.

Higher Demand than Optimal Supply Level. In many cases, the consequences

associated with demand exceeding optimal supply may be worse than when demand

exceeds maximum available capacity. By accepting the customer's business, the firm

inherently promises to provide the same level of service that it always provides,

regardless of the quantity demanded. When the demand exceeds optimal levels, the

service provided is generally at inferior levels. Because of this, customer expectations

are not met therefore, customer dissatisfaction and negative work-of-mouth publicity

results. This creates the temptation to accept the additional business (Hoffman &

Bateson, 1997).

Lower Demand than Optimal Supply Level. During times when demand is

below optimal capacity, resources are underutilized. When this occurs, operating costs

are needlessly increased.

Demand and Supply at Optimal Levels. The optimal scenario is to have

demand match supply. Since services cannot be stored, a buffer to ease excess demand

cannot be developed and service providers cannot produce a limitless supply. Service

demand and supply rarely balance. At times, customers do have to experience lengthy

waits, and service providers are sometimes faced with no one to serve (Hoffman &

Bateson, 1997).

Service Quality

As competition becomes more intense, the concern for service quality grows

(Asubonteng, McCleary & Swan, 1996). Service quality is crucial to a service because it
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is linked to customer satisfaction and customer loyalty. Service quality theory predicts

that customers will judge quality as low if performance does not meet their expectations.

For that reason, customers' expectations serve as the foundation on which service quality

will be evaluated by the customers. As service quality increases, satisfaction with the

service and intentions to reuse the service increases (Oliver, 1980).

Parasuraman, Zeithaml and Berry (1985) suggested three underlying themes for

service quality:

1. service quality is more difficult for the consumer to evaluate than goods
quality,

2. service quality perceptions result from a comparison of consumer expectations
with actual service performance, and

3. quality evaluations are not make solely on the outcome of the service; they
also involve evaluations of the process of service delivery.

Efforts to define and measure the quality of products have proved more successful than

the definition and measurement of service quality. The characteristics of services have

made the determination of what constitutes quality more difficult and therefore its

measurement less than comprehensive (Mudie & Cottam, 1999).

Today, quality has become a major research interest (Bebko, 1993). Quality has

been linked to factors such as customer satisfaction (Peyrot, Cooper & Schnapf, 1993),

return behavior (John, 1992), recommendations to others (Headley & Miller, 1993),

choice behavior (Richard & Allaway, 1993) and interaction with employees (John, 1991).

Service quality is important to marketers because a customer's evaluation of

service quality and resulting level of satisfaction is thought to determine the likelihood of

repurchase and ultimately affect bottom-line measures of business success (Iacobucci,

Grayson, & Ostrom, 1994). If service quality is to become the foundation of marketing

strategy, the marketer must have the means to measure it (Asubonteng et al., 1996).
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SERVQUAL

The most widely used and tested measure of service quality is SERVQUAL. The

development of SERVQUAL began in 1985 when A. Parasuraman, Leonard Berry and

Valerie Zeithaml jointly published, "A Conceptual Model of Service Quality and Its

Implications for Future Research." In this paper, five service quality gaps were identified

(Parasuraman et aI., 1985):

Gap 1: Difference between consumer expectations and management perceptions
of consumer expectations.

Gap 2: Difference between management perceptions of consumer expertations
and service quality specifications.

Gap 3: Difference between service quality specifications and the service actually
delivered.

Gap 4: Difference between service delivery and what is communicated about the
service to consumers.

Gap 5: Difference between consumer expectations and perceptions.

This article sparked the group's interest in Gap 5 and in 1988, they published their

approach for defining and measuring service quality, SERVQUAL (Parasurarnan et aI.,

1988). This article produced the famous equation: Quality = Performance - Expectations

(Q=P-E). SERVQUAL was designed to measure both perceived performance (P) and

customer expectations (E). Using information from focus group interviews, Parasuramen

et al (1988) identified basic dimensions that reflect service attributes that consumers use

when evaluating the quality of a service. The five dimensions consumers use to evaluate

service quality in order of importance are: (l) reliability, (2) responsiveness, (3)

assurance (4) empathy and (5) tangibles (Bebko, 2000). The scale currently contains 21

perception items that are distributed throughout the flve dimensions (Zeithaml & Bitner,

1996, pg. 152-153, Hoffman & Bateson, 1997).
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Reliability reflects the consistency and dependability of a firm's performance.

Reliability is the ability to perform the promised service dependably and accurately.

Does the finn provide the same level of service time after time or does quality vary with

each encounter? Does the firm keep its promises and perform the service correctly the

first time? Of the five SERVQUAL dimensions, consumers perceive the reliability

dimension to be the most important dimension of service quality. Reliability means that

the company delivers on its promises about delivery, service provision, problem

resolution and pricing. Failure to provide reliable service generally translates into an

unsuccessful firm. Questions used to assess reliability gap are as follows:

RELIABILITY EXPECTATIONS:

E I. When excellent companies promise to do something by a certain time,
they will do so.

E2. When customers have a problem, excellent companies will show a sincere
interest in solving it.

E3. Excellent companies will perform the service right the first time.
E4. Excellent companies will provide their services at the time they promise to

do so.
ES. Employees of excellent companies will tell customers exactly when

services will be performed.

RELIABILITY PERCEPTIONS:

Pl. When XYZ Company promises to do something by a certain time, it does
so.

P2. When you have a problem, XYZ Company shows a sincere interest in
solving it.

P3. XYZ Company performs the service right the first time.
P4. XYZ Company provides its services at the time it promises to do so.
PS. XYZ Company keeps customers informed about when services will be

performed.

Responsiveness reflects a service firm's commitment to provide its services in a

timely manner. Responsiveness concerns the willingness of employees to help customers

and provide prompt service. This dimension emphasized attentiveness and promptness in
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dealing with customer requests, questions, complaints and problems. The SERVQUAL

expectation and perception items that address the responsiveness gap are as follows:

RESPONSIVENESS EXPECTATIONS:

E6. Employees of excellent companies will give prompt service to customers.
E7. Employees of excellent companies will always be willing to help

customers.
E8. Employees of excellent companies will never be too busy to respond to

customer requests.

RESPONSIVENESS PERCEPTIONS:

P6. Employees in XYZ Company give you prompt service.
P7. Employees in XYZ Company are always willing to help you.
PS. Employees in XYZ Company are never too busy to respond to your

request.

SERVQUAL's assurance dimension addresses the competence of the firm, the

courtesy it extends its customers, and the security of its operations. Competence pertains

to the firm's knowledge and skill in performing its service. Courtesy refers to how the

firm's personnel interact with the customer and the customer's possessions. Security

reflects a customer's feeling that he or she is free from danger, risk, and doubt.

Assurance is defined as employees' knowledge and courtesy and the ability of the firm

and its employees to inspire trust and confidence. Assurance is important for services

that the customer perceives as involving high risk and/or about which they feel uncertain

about their ability to evaluate outcomes. The SERVQUAL items used to address the

assurance gap are as follows:

ASSURANCE EXPECTATIONS:

E9. The behavior of employees of excellent companies will instill confidence
in customers.

EIO. Customers of excellent companies will feel safe in their transactions.
Ell. Employees of excellent companies will be consistently courteous with

customers.
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E12. Employees of excellent companies will have the knowledge to answer
customer questions.

ASSURANCE PERCEPTIONS:

P9. The behavior of employees in XYZ Company instills confidence in you.
P10. You feel sall; in your transactions with XYZ Company.
P1l. Employees in XYZ Company are consistently courteous with you.
P12. Employees in XYZ Company have the knowledge to answer your

questions.

Empathy is the ability to experience another's feelings as one's own. Empathy is

treating the customers as individuals. It is the caring, individualized attention the

company provides its customers. Empathetic firms have not lost touch of what it is like

to be a customer of their own firm. They understand their customer's needs and make

their services accessible to their customers. The SERVQUAL empathy dimension

addresses the empathy gap as follows:

EMPATHY EXPECTATIONS:

E13. Excellent companies will give customers individual attention.
E14. Excellent companies will have employees who give customers personal

attention.
E15. Excellent companies will have the customer's best interest at heart.
E16. The employees of excellent companies will understand the specific needs

of their customers.

EMPATHY PERCEPTIONS:

E13. XYZ Company gives you individual attention.
E14. XYZ Company has employees who give you individual attention.
E15. XYZ Company has your best interests at heart.
E16. Employees of XYZ Company understand your specific needs.

Due to the absence of physical product, consumers often rely on the tangible

evidence that surrounds the service in forming evaluations. The tangibles dimension

compares consumer expectations and the finn's performance regarding the firm's abil ity

to manage its tangibles. Tangibles is defined as the appearance of physical facilities,
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equipment, personnel, and communication materials. These provide physical

representations or images of the service that customers use to evaluate quality.

Questions that pertain to the tangibles dimension are as follows:

TA GlBLES EXPECTATIONS:

E 17. Excellent companies will have modern-looking equipment.
E 18. The physical facilities at excellent companies will be visually appealing.
E 19. Employees of excellent companies will be neat in appearance.
E20. Materials associated with the service(such as pamphlets or statement) will

be visually appealing in an excellent company.
E21 . Excellent companies will have operating hours convenient to all their

customers.

TANGIBLES PERCEPTIONS:

P 17. XYZ Company has modem-looking equipment.
P 18. XYZ Company's physical facilities are visually appealing.
P19. XYZ Company's employees appear neat.
P20. Materials associated with the service (such as pamphlets or statements) are

visually appealing at XYZ Company.
P2I. XYZ Company has convenient business hours.

SERVQUAL was developed based on information from focus group interviews.

Consumers in the focus groups discussed service quality in terms of the extent to which

service performance on the dimensions matched the level of performance that consumer

thought a service should provide. A service was considered as a high quality service if it

performed at a level that matched tbe level that consumer felt should be provided. The

level of performance that a high quality service should provide was termed consumer

expectations. If performance was below expectations, consumers judged quality to be

low (Asubonteng et ai, 1996).

Over the years, SERVQUAL has undergone numerous improvements and

revisions. Some sources list 22 service quality expectations and expectation E21 is

sometimes considered to be an empathy dimension. SERVQUAL bas been adapted to
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measure service quality in a variety of settings such as: dental school patient clinics,

business school placement center, tire store, acute care hospital, large retail chains, pest

control, dry cleaning and fast food restaurants (Asubonteng et ai, 1996).

Customer Satisfaction/Customer Loyalty

Customer satisfaction is one of the most studied areas in marketing. Without the

customer, the service firm would cease to exist. Every service business needs to define

and measure customer satisfaction. The foHowing figures were gathered from the

Technical Assistance Research Program (Glanz, 1994, pg. 6):

• The average business does not hear from 96% of its unhappy customers.
• For every complaint received, 26 customers actually have the same problem.
• The average person with a problem tells 9 or 10 people. Thirteen percent will

tell more than 20.
• Customers who have their complaints satisfactorily resolved tell three to five

people about the treatment they received. Therefore, it takes three to four
happy customer experiences to make up for one negative one.

• Complainers are more likely to do business with you again than
noncomplainers: 54-70% if resolved at all, and 95% if handled quickly.

Over the years, customers have become more difficult to please. They are more

informed, their expectations have increased, and they are more particular about where

they spend their dollar (Hoffman & Bateson, 1997). Simply satisfying customers is no

longer enough. A satisfied customer is really a neutral customer. They are just as apt to

leave your organization as they are to stay. Winning their loyalty is the key to becoming

a service success (Glanz & International, 1994).

Customer satisfaction is doing what your customer expects or being adequate.

Most organizations provide adequate service. They do exactly what they say they are

going to do, no less and no more. Unfortunately, people don't talk about adequate
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servIce. Instead, they tell anyone who will listen about really bad service or really

delightful service. "Achieving customer satisfaction is just the price of admission.

Building loyalty and committing to customer value' are the keys to sustainable growth"

(Szablowski, 2000). These days, even if your clients are completely satisfied with your

product or service, 40 percent of them will leave you and do business with your

competition. Attracting new clients can cost nearly double the amount it takes to attract

repeat business from your existing client base. In order to retain your clients and increase

your sales, you must go beyond client satisfaction and develop a rapport with your

customers. Only then will you achieve true client loyalty (Michaud, 2000, pg. 42-43).

The following are 5 rapport-building tips to go beyond customer satisfaction:

1. Establish a Common Ground.
Clients relate to those people most like themselves. They want to feel a
connection with you beyond being a client. Placing family photos,
awards, diplomas/degrees and anything else of personal importance in
your office will allow your client to find something that relates to their
own life. When visiting with your client on the phone, establish rapport by
finding out where they are from and special events in their lives.

2. Listen and Show Concern.
Clients always want to talk about themselves, their situations and wants or
needs. Give your client your full attention and make them feel important.

3. Use Humor
Humor is one of the quickest ways to build rapport. A good joke or funny
story eases tension and breaks down mental barriers. When you get
people to laugh with you, you've formed an instant bond.

4. Keep a Positive Attitude
When you are positive and upbeat, people naturally want to be around you
and do business with you. When you look at any situation in a positive
light, everything around you becomes positive as well.

5. Treat Clients Like Family
Your clients want to know that you have thei r best interests at heart.
When speaking with your clients, add emotion to your voice and give
them your undivided attention.

30

~ I

I:
I
I



When you go beyond client satisfaction and create true client loyalty, you develop

long-term relationships that lead to increased profits. Customer delight goes beyond

satisfaction. It ensures that each contact with your customers reinforces their beliefthat

your organization is truly special, one of a kind, and the best at what you do. Customer

delight means knowing who your customers are, what they value, and how you can offer

it before they even think to ask. Focusing daily attention on customer delight will ensure

that you stand out in the crowd and become the organization of choice for your key

audiences (Paul, 2000).

In this decade, successful organizations must also concentrate on customer value

and on understanding the three distinct categories of value (MacStravic, 1999):

I. Search value: what can be determined before the service.
2. Experience value: what occurs during the actual service encounter.
3. Credence value: the long-term reliability of the experience.

Being able to truly understand customer values requires a new business order in which

customers drive the business decisions. This new business order requires a relationship

with customers based on trust, loyalty, shared expectation, and collaboration. Unlike the

traditional model ( Figure 1, Szablowski, 2000, pg. 13), this new order begins with the

customer instead of ending with the customer (Figure 2, Szablowski, 2000, pg. 14). The

new order focuses on tailoring business decisions to meet customer expectations. This

process involves:

• Identifying what customers and prospects value the most
• Grouping customers by their similar or overlapping needs and expectations
• Developing services or service nuances tailored to each group
• Communicating by expectation groups
• Seeking feedback and making refinements continuously (Figure 2, The new

order)
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Every unhappy customer tells his story to 10 or II people, while a customer who

has experienced good service tells only three people. Customers rarely complain directly

to the source of the product or service. Instead, they take their business elsewhere.

Managers will hear only one complaint for every 20 to 50 occurrences of a similar

problem in the marketplace. Only 4 percent to 10 percent of dissatisfied customers even

give you the chance to make things right; most would rather switch than fight. Findings

suggcst that compassionate care is the most important factor influencing patient

intentions to recommend or return, regardless of care setting. Companies can boost

profits by almost 100% by retaining just 5% more of their customers (Reicheld & Sasser,

1990). Companies that excel in creating loyal customc.:rs can command prices 4 percent

to 7 percent higher than competitors and generate up the three times more profit

(Szablowski, 2000).

Practice Groups

A dietetic practice group (DPG) is a professional interest group of the American

Dietetic Association (ADA) members who wish to "network" within their area of interest

and lor practice. Any ADA member may join a DPG. Membership in a DPG is

voluntary. Currently, there are 29 DPGs available for members. No limit is set on the

number ofDPGs a member can join. DPGs offer the foHowing benefits to its members:

provide opportunities for members to increase knowledge in specific areas of dietetic

practice; develop and sponsor workshops and seminars for members to obtain continuing

professional education credit; provide awards, stipends, scholarships, and grants to

members; develop legislative and public policy materials for the Association; and
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contribute technical expertise to the Association. Other benefits are: support the alliance

program by collaborative projects with other associations; establish activities that market

the profession in general and practice areas; provide guidelines for practice and quality

management materials; and are active in ADA's initiatives, projects, and activities (ADA:

DPG General Information 1996-1999). Two DPGs will be the focus of this study.

Dietetic Practice Group #32, Dietitians in Business and Communications (DBC),

is composed of members who are employed by, seeking employment in, or self-employed

in profit making organizations in the food and nutrition industry. DBCs members are

dietetics professionals on the frontlines of nutrition and public health in nontraditional

settings such as media, industry, sales, marketing, and entrepreneurs. DBCs membership

total for 1999 was 1,316 members. With ADA's continued focus on non-traditional

settings for RDs and the expanding opportunity for employment in the business arena, the

DBC practice group is considered to be a worthwhile investment. Having members in a

variety of areas such as media, sales and new product development, DBC has a strong

networking backbone. Benefits of DBC membership include: "DBC Dimensions" a

quarterly newsletter that contains the current trends in the food, nutrition,

communications, sales, technology, and marketing industries while offering helpful

member business advice and information on current events; national directory of DBC

members, a networking tool; Mentor Network, a program to link veteran DBC experts

with those just getting started; national, regional, and local meetings available to earn

continuing education units (CEUs) and gain knowledge in specific areas; committee

participation to provide leadership opportunities and; member recognition through

awards and honors (ADA: Dietitians in Business and Communications, 1999).
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Dietetic Practice Group #30, Nutrition Entrepreneurs (NE), is made up of

members who own counseling practices, write books, design nutrition products, or work

in the media. NE's membership total in 1999 was 2,300 members. NE provides. its

members who are employed in or seeking non-traditional careers in nutrition a source for

ideas to help with the development of their businesses. NE's members provide a creative

network of colleagues with expertise in business practice. NE's mission is to help

members achieve their professional and financial potential by providing the tools to build

and maintain a successful nutrition-related business. Benefits received by NE members

include: Mentor Program; membership directory for networking; marketing

opportunities; scholarships, awards, and stipends; and publications (ADA: Nutrition

Entrepreneurs, 1999).

Career Opportunities and Environment for Non-Traditional Dietitians

Interest in nontraditional dietetics jobs is increasing. Practitioners and students

are drawn to the excitement and challenge of new jobs with less routine and structure. In

a survey of dietetics students by Helm (1991), 58% of the dietetic students said "yes" and

23% said "maybe" they would eventually like to pursue nontraditional dietetics careers.

One career opportunity for the non-traditional dietitian is the consultant in private

practice. In the 1995 member survey by The Amerlcan Dietetic Association, 12% of the

RDs surveyed were employed in consultation and business practice. Opportunities for

dietitians in private practice are growing rapidly as businesses and the health care

industry undergo changes. The practice setting for the consultant in private practice is

usually located outside an organization but may be as diverse as the practitioner's
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interests and expertise as well as the market demands. Examples of settings include:

private office, physician office, home health care, schools, fitness centers, nursing homes,

media and communications, grocery stores, business and industry, food companies,

resorts, private specialty clinics and rehabilitation centers. Roles of consultants in private

practice include: assessment of nutritional status, menu evaluation and planning, one-on­

one counseling, group education, consulting to corporations, assisting in marketing

nutrition in restaurants, supermarket tours, rehabilitation and nutrition care planning

(Alexander-Israel & Roman-Shriver, 1998).

Another career choice for the non-traditional dietitian is as a consultant in

business practice. "Onl y the imagination and desire of the dietitian limit the

opportunities for experienced dietitians to be employed in business practice" (Norton,

1998, pg. 234). Employment areas include: long-term care facilities, retirement centers,

health agencies, programs for the mentally disabled, rehabilitation centers, psychiatric

facilities, alcohol and substance abuse centers, food and equipment vendors, and h alth

professional education programs. Personal characteristics of dietitians entering a career

in business consulting practice are risk takers, energetic. and versatile. They like to take

on new challenges and they have a wide range of interests. Activitil:s performed by a

business consultant include: evaluating staffing patterns, establishing an inventory and

cost control system, planning a new production or service system, and recommending

equipment purchases (Norton, 1998).

A career in business and industry has long been considered a nontraditional

choice for dietitians. Dietitians in Business and Communications practice group identifies

its members as presidents, vice presidents, CEOs, food service directors, food stylists,
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researchers, consultants, sales managers, marketing managers, restaurateurs, test kitchen

managers and software specialists (ADA: Dietitians in Business and Communications,

1999).This career choice has many advantages as well as disadvantages. A few of the

advantages include: fast pace, variety of projects and individuals, challenging work,

team work, opportunities for creativity and visibility. Disadvantages of this career choice

are: fast pace, stressful, long hours, red tape and paperwork, managing rather than doing,

battles for project funding and company politics (Finn, 1998).
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CHAPTER III

METHODOLOGY

The purpose ofthis study is to detennine if non-traditional dietitians have

appropriate marketing skills and to discover their attitudes towards service quality,

professional development needs and preferred methods for continuing education. This

chapter includes the research design; description of the population to be studied; data

collection including instrumentation and procedure; and data analysis.

Research Desi gn

A descriptive status survey in the fonn of a mailed questionnaire was used in this

study. Descriptive research is designed to document conditions, attitudes, or

characteristics of individuals or groups of individuals (Portney & Watkins, 2000). The

study will focus on the relationships between existing variables and will not attempt to

manipulate variables.

The dependent variables in this study are the service marketing scores, service

quality scores, professional development needs, and methods for continuing education.

The independent variables include the personal demographic variables (gender, age,

race/ethnicityand highest degree earned).
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Population and Sample

The population in this study is all current members of the American Dietetic

Association (ADA). The sample is composed of dietitians who are members of the ADA

Dietetic Practice Group (DPG): Dietitians in Business and Communications and

Nutrition Entrepreneurs and work in the following employment setting: food

manufacture/distributor/retailer; private practice, primarily individual client counseling;

consultation, primarily to health care facilities; consultation, primarily to other

organizations/industrics/media; other for profit organization (includes food

manufactures/distributors/retailers/agencies); and other nonprofit organizations. A

random selection of members was perfonned by Aggressive List Management (ALM), a

company contracted by ADA for label requests. The initial plan was to select 300

members from each of the two practice groups to participate in the study. The labels with

the names and addresses of the randomly selected dietitians (N=600) were obtained from

the ALM. ALM did not provide, however, the requested order of 300 labels from each

group. Instead, ALM sent 248 labels from NE and 352 labels from DBC.

Data Collection

Development of Instrument

Part I, Service Marketing Skills, was fonned based on the eight marketing P's

found in the December 1999 issue of Pulp and Paper International (Alexander, Dull &

Pegg, 1999), and other research references. This part of the questionnaire includes 20

questions pertaining to the eight marketing P's: product, price, place, partnering, people,
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promotion, position and packaging and marketing strategy. Respondents were be asked

to rate their knowledge of each question based on a 3 point Likert scale (1 =limited,

2=adequate, or 3=more than adequate). Responses were totaled to derive a knowledge

score.

Part II, Attitudes Toward Service Quality, was developed from the SERVQUAL

instrument (Zeithaml & Bitner, 1996). Part II consists of 21 perception items that are

distributed throughout the five dimensions of service quality: tangibles, reliability,

responsive, assurance, and empathy. Respondents ranked each item using a 5 point

Likert scale (1 "-'not sure, 2-=not important, 3=somewhat important, 4=important or 5=very

important). Responses were totaled to derive an attitude score.

Part III, Professional Development Needs, was adapted from Munion' s study in

1992. Part III questions the dietitian on what skills they need and what method they

would use to obtain these skills. The professional development needs score is based on a

4 point Likert scale (I =no need, 2=limited need, 3=moderate need, or 4=urgent need.

The continuing education method is based on a 3 point Likert scale (1 =would not use,

2=would use, or 3=strongly prefer).

Part IV, Demographic Information, includes the independent variables relevant to

the study. Four of the question pertained to personal demographic information while 10

of the questions concerned institutional characteristics.

A cover letter accompanied the questionnaire to explain the study and how the

participants were chosen. A copy of the cover letter and research instrument can be

found in Appendix C.
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Procedures

Pennissionwas obtained from the Oklahoma State University Institutional

Review Board prior to circulation of the survey (Appendix A). The letters and

instrument were sent via OSU Central Mail Services. To validate the instrument, a

survey draft was sent to an expert panel of 12 dietitians working in business and industry

on July 12, 2000 to obtain their critique relevant to content validity, clarity of format and

time spent completing the survey (Appendix B). Seven of the 12 surveys were returned.

The suggestions and comments made are available in Appendix A. These suggestions

were used to revise the survey. Surveys were color coded to differentiate between the

two practice groups. The DBC group received purple surveys while ivory was used for

NE. The cover letters and 600 surveys were mailed on August 9, 2000 (Appendix C). A

reminder/thank you postcard was sent on August 23, 2000 (Appendix C). Twenty days

were allowed for the cut-off return of the surveys.

Data Analysis

Chi Square analysis were used to determine if there were associations between

gender, age, degree, salary, output of organization, and practice group membership with

the 20 marketing skills. 21 customer expectations, 11 professional development needs

and 10 continuing education methods. Analysis of variance (ANOYA) and Duncan's

Multiple Range Tests were used to determine if there were associations between the

personal variables age, salary, output of organization and practice group with the 8 Ps of

marketing and marketing strategy and the 5 dimensions of service quality. A t-test was
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used to detennine if there were associations between the personal variables gender and

highest degree with the 8 Ps of marketing and marketing strategy and the 5 dimensions of

service quality.
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CHAPTER IV

RESULTS AND DISCUSSION

This study assessed non-traditional dietitian's knowledge of services marketing

skills, attitudes toward service quality, professional development needs and preferred

methods of continuing education. Data were obtained using the research instrument

described in Chapter III. The questionnaires were mailed to two groups. The fiTst group

consisted of 248 randomly selected members from the Nutrition Entrepreneurs (NE)

practice group of the American Dietetic Association. The response rate for NE was 42%

(N= 103). Of the 103 questionnaires returned, 6 were from dietitians no longer working

in the field, retired or dietetic technicians registered, J was returned due to wrong address

and 2 were late resulting in a usable response rate of38% (N=94). The second group

consisted of352 randomly selected members from the Dietitians in Business and

Communications (DBC) practice group. The response rate for DBC was 45% (N= 159).

Of the 159 returned questionnaires, 1 was from a non-practitioner and 4 were late

resulting in a usable response rate of 44% (N=154). A total of 600 mailed surveys were

sent to the combined groups with a total return rate of 44% (N=262) and a usable return

rate of 41 % (N=248). The questionnaires were not coded to determine which dietitians

had responded. The researcher sent out a reminderlthank you postcard to all survey

recipients to produce a better response rate.
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Characteri tics of the urvey Participants

Participants were chosen for this study based on their membership in DBC and

E. Of the 248 respondents, 124 belong to DBC, 90 are members of E, while 34 are

members of both DBC and NE (Figure I). When comparing practice groups, 3 group are

compared: DBC, NE and both.

Personal Demographic Characteristics

Figures II-V show personal demographic characteristics for the 248 respondents.

Personal variables include: gender, age range, race/ethnicity and highest degree.

Gender

According to the 1997 Membership Database of the American Dietetic

Association (ADA), RDs are predominantly women (97.6%) (Bryk & Solo, 1999). Of

the 248 respondenls, 225 (97%) are females and 8 (3.4%) are males. Among the 8 males,

5 belong to DBC while 3 are members ofNE (Figure II). Fifteen respondents did not

provide gender information.

Seventy one percent (N=166) of the respondents are between the ages of36-55.

The distribution of respondents .::::35 years is similar between the DBC and E groups

(N=2! and = 18 respectively), whereas only 4 respondent .::::35 years are members of

both groups (Figure Ill). Only one respondent is .::::25 years while 24 (10.3%) are :::.56
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years. The 1997 ADA membership database reports that 76% of registered dietitian are

between the ages of 26 and 50 years (Bryk & Soto, 1999).

Race/Ethnicity

The majority (90.8%) ofregistered dietitians are white (Bryk & Soto, 1999).

Among the respondents of this survey, 229 (98.7%) are white and only 3 (1.3%) are non­

white. Of the 3 non-whites, two are Hispanics while one is an Asian/Pacific Islander.

The two Hispanics are members of both DPGs and the AsianJPacific Islander is a

member ofNE (Figure IV). The ADA minority RD membership data for 1999 indicates

that only 2% of members are Hispanic while 5.4% are AsianJPacific Islander (Mitchell,

2000). Sixteen respondents chose not to reveal their race.

Highest Degree Received

Although the minimum educational requirement for registration as a dietitian is a

baccalaureate degree, slightly more than half of RDs report that they have or are working

towards a graduate degree (Bryk & Soto, 1999). In this survey, 35.8% (N=83) have

obtained a baccalaureate degree while 64.2% (N=149) have a graduate degree

(M.S./MPH/M.B.A./Ph.D) (Figure V). Of the graduate degree recipients, only 4 have

obtained a Ph.D.
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Institutional Demographic Characteristics

Figures VI-XV show institutional demographic characteri tics for the 248

respondents. Institutional variables include: years of experience as a Registered

Dietitian, years of experience in current specialty area, employment status, type of

organization, status of business/industry/agency, major output/end-product, job title,

salary range, percent of job considered as marketing/service quality, and how marketing

skills were obtained.

Years As Registered Dietitian

The predominant number (N=95) of dietitians in this study have between 11-20

years of experience as a registered dietitian followed by ~ I0 years (N=74). Of the more

experienced dietitians, 58 have 21-30 years of experience while 21 have practiced as a

registered dietitian for :::31 years (Figure VI).

Years [n Current Specialty Area

A little over 60% of the dietitians in all three groups have been working in their

current specialty area for less than 10 years. Approximately 27-30% of the remaining

dietitians in each of the three groups have been in their specialty area between 11-20

years. Only 7 dietitians in DBC and E and 4 in both have worked in their current

specialty area for more than 21 years (Figure VII).
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Employment Status

inety percent of the dietitians belonging to DBC and 81 % belonging to both

groups have full-time employment status compared to only 43% of the NE group. Fifty

seven percent (N=50) of the NE respondents report that they are currently working part­

time which is 20 hours or less per week (Figure VIII).

Type of Organization

The current trend of employment for dietitians is in practice areas such as

consulting, public health/community nutrition, business/industry/communication,

entrepreneurship, web-based work, private practice and nutrition

education/wellness/fitness (Caesar, 2000). In this tudy, the three most predominant

types of organizations where non-traditional dietitians are employed are food companies

(N=61), consulting companies (N=57), and self employed/private practice (N=37).

Others work in food service contracting (N= 12), nutrition counselor (N= 11), health care

corporation ( =9), association management (N=8) and marketing (N=8). Nine percent

(N=21) of the respondents work for other organizations such as: non-profit, fortune 500,

software sales, GPO, medical billing, public relations and contract research and

development (Figure IX).
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Status of Business/lndustrylAgency

The majority of dietitians belonging to DBC and both groups (76% and 85%

respectively) are employed by or run organizations that operate at nation-and world-wide

levels. In contrast, approximately 50%(N=44) of the NE group work at state-wide levels

with only 32% working for businesses at the state-and nation-wide levels (Figure X).

Eight of the respondents reported their organization's status as regional, while another 8

also indicated local status.

Major Output/End-Product of Organization

Some RDs are selling a product while the majority are delivering an intangible

service (Helm, 1991). Of all ofthe respondents, 37 are selling a product, 112 are

delivering a service while 90 are distrihuting a service-product bundle. The majority of

the dietitians in the E group (71 %) are delivering a service whereas 21 % have a service­

product bundle. In contrast, the DBC group, 52% (N=60) of the dietitians are working

for organizations whose major output is a service-product bundle and 31 % (N=36) are

delivering a service. The output distribution for dietitians belonging to both groups is

similar with 30% delivering a tangible, 33% a service-product bundle and 36% a service

(Figure XI).
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Job Title

Two hundred and thirty one of the respondents indicated a job title. ineteen

percent were in upper administration: 9 owners, 21 presidents and 13 vice president of

corporations. Thirty eight (16%) of the 231 dietitians are consultants in a wide variety of

settings such as nutrition, technical support, marketing communications and food

safety/regulatory affairs. Fifteen percent (N=35) of the respondents are managers in

health care, group marketing, nutrition, sales/national accounts, client relations, and food

safety. Thirty one (13%) of the survey respondents direct program development, special

projects, product information, sales and marketing, human resources and food and

nutrition programs. Other commonly held job titles by non-traditional dietitians include:

RD/nutritionist (N=31), and a few (N=19) are specialists in marketing, equlpment,

foodservice and culinary systems (Figure XII). Thirty-three (14.2%) of the respondents

have job titles such as national accounts trainee, sales representative, account supervisor,

executive market leader, research scientist, school and health care marketing, personal

trainer, chef, and educator.

Salary Range

The estimated median for dietitians working in consultation and business in 1997

was $46,040, the highest median among the 6 practice areas (Byrk and Soto, 1997). In

this study, 51 % of dietitians earn ':::::$55,000. Of the 41 % (N= 101) averaging between

$55,00 I and $100,000. only 18 are making over $85,000. For those dietitians (N=20)

with a salary range over $100,001,8 reported a salary range :::$130.001 (Figure Xlfl).
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According to Bryk and Soto, the increase in the income levels of dietetics profes ionals

demonstrate the value of food and nutrition services in the marketplace.

Percent of Job as Marketing/Service Quality

One hundred and three dietitians (41 %) report that 25-75% of their jobs pertain to

marketing/service quality. Thirty percent (N=75) of the respondents report that they

spend .:=::25% of their job performing marketing/service quality functions. Of these 75

dietitians, 46 belong to the NE group. Of the 70 dietitians indicating that they spend

~76% performing marketing/service quality functions, 39 belong to the DBC group

(Figure XIV).

How Marketing Skills Were Obtained

Of the 7 methods listed in the questionnaire for obtaining marketing skills, career

experience and on-the-job training were the most popular. One hundred eight six (75%)

of dietitians reported that their marketing skills were obtained by career experience, while

53 (63%) also indicated that marketing skills were developed from on-the-job training.

Internet and ADA Skills Workshops were used the least in obtaining marketing skills.

Only four dietitians (1.6%) reported receiving marketing skills from the Internet while

11 % (N=20) indicated ADA Skills Workshop. Other methods used by dietitians to

obtain marketing skills are workshops (52%),selfstudy (47%) and college courses (37%)

(Figure XV). Respondents were given the opportunity to list additional methods for

obtaining marketing skills and they are listed in Appendix D.
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FIGURE XIV
DEMOGRAPHIC CHARACTERISTICS OF SURVEY RESPONDENTS: PERCENT OF JOB AS MARKETING/SERVICE QUALITY
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FIGURE XV
HOW MARKETING SKILLS WERE OBTAINED
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Statistical Analysis

Services Marketing Skills

Testing of HI

HI: There will be no significant association between the perceptions of marketing

skills of non-traditional dietitians and selected personallinstitutional demographic

variables: gender, age, degree, output, salary, and practice group.

A. 20 Services Marketing Skills

Chi Square analyses (Appendix E, pg. 186) were determined if associations

existed between the 20 services marketing skills (Questionnaire, Appendix C) and

selected personallinstitutional variables including: gender, age, highest degree of

education, salary range, output of organization, and dietetic practice group.

Services Marketing Skill: Basic knowledge of customers/clients/consumers

While all three groups have a linear increase in knowledge based on alary range,

dietitians making $55,000-$100,000 have significantly (p=O.OOOl) higher mean score

for adequate knowledge concerning customers/clients/consumers than those earning in

the lower or higher ranges (Table I). A linear increase in knowledge based on output also

occurs for all groups, however, dietitians delivering a service-product bundle have

significantly (p=0.0004) more than adequate knowledge for this skill than those
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TABLE I

CHI SQUARE VALUES ON ASSOCIATION BETWEEN
SERVICES MARKETING SKILLS AND DEMOGRAPHICS

Demographics I Knowledge of Purchasing Developing Defining a Developing Managing Consistent
Customer Decisions of Strategic "Value New Products Product Mix Products &

I Customers Segmentation Proposition" & Services Services
Gender
X2 - 10.906
df - 2

P - 0.0043
£ig~.;.

X2 - - - - - 10.615
df - - - - - 4

P - - - 0.0313

~
Degree:

VI X2

df
p
Salary:
X2 26.970 38.842 50.412 30.148 27.R99 30.594 30.951

df 4 4 4 4 4 4 4

P 0.0001 0.0001 0.0001 0.0001 0.0001 0.0001 0.0001

Output:
X2 20.715 18.319 14.365 17.601 15.807 15.998 12.083

df 4 4 4- 4 4 4 4

P 0.0004 0.0011 0.0062 0.0015 0.0033 0.0030 0.0167

Group:

IX2 18.640 18.896 26.070 17.746 18.991 23.413

df 4 4 4 4 4 4

0.0009 0.0008 0.0001 0.0014 0.0008 0.0001



TABLE I

CHI SQUARE VALUES ON ASSOCIATION BETWEEN
SERVICES MARKETING SKILLS AND DEMOGRAPHICS CONTINUED

0\
0\

Demographics

Gender
X2

df
P
Age:
X2

df
p
Degree:
X2

df
p
Salary:
X2

df
p
Output:
X2

df
P
Group:
Xc
df

Strategic Price
Management

25.309
4

0.0001

Pricing to
Maximize Return

10.432
2

0.0054

23.487
4

0.0001

Maximizing Net
Price

22.877
4

0.0001

Developing
Channel Strate

18.520
44

0.0010

19.977
4

0.0005

Develop
Partnershios

28.933 29.475
4 4

0.0001 0.0001

19.658 19.327
4 4

0.0006 0.0007

25.934 34.123
4 4

0.0001 0.0001



TABLE I

CHI SQUARE VALUES ON ASSOCIATION BETWEEN
SERVICES MARKETING SKILLS AND DEMOGRAPHICS CONTINUED

Demographics I Develop Provide Sales Ensuring Well- Developing Using Developing Developing
Effective Sales Force Trained Sales Promotion Electronic Effective Brand Effective Brand
Force Stratel!V Force Stratel!V Multimedia Stratel!V Strate

I

Gender
X2 - - 7.575 7.013
df - - - 2 2

P - - - 0.0227 0.0300
Age:
X2 - 10.539
df - 4

P 0.0323
0' Degree:
---l

X2

df
p
Salary:
X2 38.029 24.562 29.925 22.475 14.R05 18.792 16.270

df 4 4 4 4 4 4 4

P 0.0001 0.0001 0.0001 0.0002 0.0051 0.0009 0.0027

Output:
X2 15.206 '28.577 30.160 18.382 13.086 19.442 14.788

df 4 4 4 4 4 4 4

P 0.0043 0.0001 0.0001 0.0010 0.0109 0.0006 0.0052

Group:

I
X2

37.~58 41.867 32.051 29.170 9.850 24.347 9.757

df 4 4 4 4 4 4 4

a.OOOl 0.0001 0.0001 0.0001 0.0430 0.0001 0.0447



dietitians selling a product or delivering a service only. Members of both practice groups

and DBC have a significantly (p=0.0009) higher mean scores for knowledge than

members of NE (Table I). Approximately 75% of dietitians belonging to both DBC and

NE and members of only DBC feel that they have more than adequate knowledge about

customers whereas only 50% ofNE dietitians considered their knowledge level to be

more than adequate. While the majority of females have adequate and more than

adequate knowledge, men have significantly (p=0.0043) limited knowledge of customers.

Fifty percent ofmen perceive themselves as having limited basic knowledge of

customers.

Services Marketing Skill: Purchasing decisions of customers/clients/consumers.

Dietitians making $55,000-100,000 and ~$100,001 have a linear increase in

purchasing knowledge while dietitians making :::$55,000 have significantly (p=O.OOOl)

lower scores concerning purchasing (Table I). While 50% of these dietitians have

adequate purchasing knowledge, only 26% perceive their knowledge as more than

adequate.

Dietitians delivering a service have significantly (p=0.0011) lower scores for

purchasing compared with those dietitians selling a service or delivering a service­

product bundle (Table I). Only 32% of dietitians delivering a service consider their

purchasing knowledge to be more than adequate compared with 51 % of dietitians selling

a product and 57% of dietitians delivering a service-product bundle.

The majority of dietitians belonging to both practice groups and to DBC have

adequate or more than adequate purchasing knowledge whereas, NE dietitians have
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significantly (p=0.0008) lower scores for purchasing (Table I). This result is possibly

because the majority of dietitians in NE are delivering a service therefore, less purchasing

is performed .

Services Marketing Skill: Developing a strategic segmentation.

Dietitians earning 2:$55,000 have significantly (p=0.000l) less knowledge

concerning strategic segmentation than those earning $55,001-$100,000 or ~$1 00,000

(Table I). The majority of the dietitians in the lower salary range have limited or

adequate knowledge compared to those in the middle and upper salary ranges who have a

greater tendency to possess adequate or more than adequate knowledge.

Dietitians delivering a service have significantly (p=0.0062) lower strategic

segmentation knowledge compared with those selling a product or delivering a service-

product bundle (Table I). Dietitians involved with a product or bundle have fairly even

distribution across the knowledge range. Fifty-one percent of dietitians delivering a

service perceive themselves as having limited knowledge, followed by 29% with

adequate knowledge and only 19% with more than adequate knowledge.

Dietitians belonging to NE have significantly (p=O.OOOl) lower knowledge scores

than dietitians in DBC and in both practice groups (Table I). Fifty-eight percent ofNE

members perceive themselves as having limited knowledge on strategic segmentation

compared with 33% ofDBC members and only 16% of those belonging to both groups.
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Services Marketing Skill: Defining a "value proposition" or promise to the customer.

Dietitians in two of the salary groups, $55,000-$100,000 and 2:$100,000, have

increasing scores in knowledge based on salary range while dietitians earning <$55,000

have less knowledge of value proposition. With 42% having limited knowledge and 32%

with adequate knowledge, dietitians in the lower salary range have significantly

(p=0.0001) lower knowledge scores concerning value proposition (Table I).

Those dietitians delivering a service-product bundle have significantly (p=O.OO 15)

higher knowledge scores than those dietitians delivering either a product or a service

(Table I). This is possibly because dietitians with a service + product have a larger array

of customers than those selling just a product or a service. Forty-nine percent of

dietitians delivering a product have adequate knowledge while only 31 % have more than

adequate knowledge. Dietitians delivering a service have descending scores for value

proposition.

While memhers of both practice groups and DBC experience a linear increase in

knowledge, members ofNE have a linear decrease in knowledge regarding strategic

segmentation. Dietitians belonging to NE have significantly (p=0.0014) lower

knowledge scores since 43% have limited knowledge compared with only 21 % of

dietitians belonging to DBC and 16% belonging to both groups in the area of strategic

segmentation (Table I).

Services Marketing Skill: Developing new products and services.

Concerning the development of new products and services, dietitians earning

~$55,000 have significantly (p=0.0001) lower knowledge scores than dietitians in the
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middle and upper salary ranges (Table I). Of the dietitians in the lower salary range, 34%

have limited knowledge, 44% adequate knowledge, and only 21 % with more than

adequate knowledge. The majority of the dietitians in the middle and upper salary ranges

perceive themselves as having adequate or more than adequate knowledge on the

development of new products and services. This higher knowledge perception of those

dietitians in the higher salary ranges is probably due to the fact that older dietitians have

more experiences than those earning S$55,000.

Dietitians delivering a service-product bundle have significantly (p=0.0033)

higher knowledge product and service development scores than dietitians selling a

product or delivering a service (Table I). Dietitians with a service + product are the only

group having a linear increase in knowledge as salary increased. Dietitians responsible

for a product or service only, have a more percentage of respondents with adequate

knowledge than more than adequate knowledge.

Members of both practice groups have significantly (p=0.0008) higher product

and service development scores than members ofDBC or NE only (Table I). The

majority of dietitians belonging to only DBC or NE perceive their knowledge of

developing new products or services to be adequate.

Services Marketing Skill: Managing product mix.

Dietitians in the upper age range, > 56 years, have significantly (p=O.0313) higher

knowledge of product mix than dietitians in the middle and younger age range (Table I).

This result is probably due to an increase in knowledge with an increase in experience.

Knowledge for the younger and middle aged dietitians decreases from adequate to more
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than adequate. These dietitians have knowledge concerning the product mix but do not

yet have the experience to perceive their knowledge to be more than adequate.

Dietitians in the lower salary range, :::$55,000, have significantly (p=0.0001)

lower product mix knowledge scores than those in the mid and upper salary ranges (Table

T). The majority of dietitians earning :::$55,000 have limited (43%) or adequate (43%)

knowledge of the product mix, whereas the majority of dietitians in the mid and upper

salary ranges have adequate or more than adequate knowledge of the product mix.

Dietitians making :::$55,000 are more than likely young and possess less marketing

experience than those dietitians earning $55,001-$100,000 and >$100,001.

Dietitians delivering a service have significantly (p=0.0030) lower product mix

scores than those dietitians delivering a product or a service + product (Table I). Services

are intangible, no products are involved except for materials associated with the service.

Where the majority of dietitians selling a product or delivering a service + product

considered themselves as having adequate or more than adequate knowledge for product

mix, the majority of dietitians delivering a service (81 %) felt that their product mix

knowledge was limited or just adequate.

Approximately 40% of respondents belonging to both practice groups and DBC

only, felt that their product mix knowledge was adequate. This percentage is slightly

higher than the percentage of respondents in these 2 groups (both and DBC) who

perceived their knowledge to be more than adequate for product mix. Members ofNE,

however, have significantly (p=O.OOO1) lower product mix scores, with 45% of

respondents having limited knowledge and only II % with more than adequate

knowledge (Table I). Due to the fact that the majority of dietitians belonging to NE are
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delivering a service, they more than likely have less knowledge concerning products

compared with members of DBC or both groups.

Services Marketing Skill: Ensuring competitive, consistent products and services.

Dietitians earning $55,000-$100,000 and ':::$100,001 have a greater tendency to

perceive their knowledge on competitive, consistent products and services as adequate or

more than adequate than those dietitians in the lower salary range. Dietitians earning

::::$55,000 have significantly (p=O.OOOI ) lower knowledge scores (Table I). While 54% of

these dietitians do perceive their knowledge of ensuring competitive, consistent products

and services as adequate, only 23% claim to have more than adequate knowledge with

the remaining 23% having limited knowledge. Because the dietitians making ::::$55,000

are more than likely younger than those in the high salary range and do not yet have the

experience to master this skill.

The majority of respondents selling a product or delivering a service + product,

have adequate or more than adequate knowledge of consistent products and services.

Those respondents delivering a service, however, have significantly (p=0.0167) lower

knowledge scores (Table I). Compared with 46% of dietitians selling a product and 50%

of dietitians delivering a bundle, only 28% dietitians delivering a service perceive their

knowledge to be more than adequate. One distinguishing characteristic of services is the

fact that they vary. Unlike products which are uniform, no two services are the same.

Different personalities of the person delivering the service as well as the type of

consumers create variation in services.
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Services Marketing Skill: Strategic Price Management.

Salary was the only variable having a significant association with strategic price

management. Dietitians earning in the mid salary range have significantly (p=0.000 1)

higher knowledge scores for strategic price management than those dietitians in the lower

and upper salary range (TabIe I). The majority of dietitians earning $55,000-$100,000

perceive their knowledge to be adequate (38%) or more than adequate (38%). Dietitians

in the lower salary range have a greater tendency to have limited knowledge (50%) or

adequate knowledge (37%), whereas 42% ofthose earning 2:$100,001 have limited

knowledge with only 32% having more than adequate knowledge. Perhaps those earning

more money are no longer involved in operational management, hence their limited

knowledge of strategic price management.

Services Marketing Skill: Pricing products and services to maximize return.

Dietitians having a graduate degree have significantly (p=0.0054) lower scores in

pricing products and services to maximize return than dietitians with a bachelors degree

only (Table I). A linear decrease occurs in the knowledge range for respondents with a

graduate degree with 46% having limited knowledge, 39% with adequate knowledge and

only 15% with more than adequate knowledge. While dietitians with a bachelors degree

have a greater tendency to perceive their knowledge as adequate (41 %),28% have

limited knowledge and 31 % possess more than adequate pricing knowledge.

Dietitians earning <$55,000 have significantly (p=0.000 I) lower pricing scores

than dietitians in the mid and upper salary ranges (Table I). The majority of dietitians in

the lower salary range (89%) have limited or adequate pricing knowledge compared with
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the majority of dietitians in the mid and upper salary range who have adequate or more

than adequate pricing knowledge. Due to the lack of experience that dietitians in the

lower salary range have, they tend to be more conservative when pricing products and

services. Those dietitians in the mid and upper salary ranges probably have more

experience and are more comfortable with the demand in prices.

Services Marketing Skill: Maximizing realized net price for each transaction.

Salary was the only variable having a significant association with the knowledge

of maximizing realized net price for each transaction. Dietitians earning :::$55,000 have

significantly (p=0.0001) lower knowledge scores than those earning $55,001-$100,000 or

:::$100,001 (Table I). Of the majority of dietitians in the lower salary range, 57%

perceive their knowledge of maximizing realized net price to be limited while 31 % have

adequate knowledge. This result is more than likely due to their younger age and lack of

experience. While the majority of dietitians in the mid salary range have adequate or

more than adequate knowledge, a larger percent have just adequate knowledge. For those

dietitians earning >$100,001, the relationship is linear decreasing but fairly evenly

distributed with 39% limited, 33% adequate and 28% more than adequate.

Services Marketing Skill: Developing and executing an effective channel strategy.

While all three salary range groups had the largest percent of respondents with

limited knowledge, dietitians earning <$55,000 have significantly (p=0.0010) lower

knowledge scores than those dietitians in the mid and upper salary ranges (Table I).

Ninety-one percent of the respondents in the lower salary range consider their knowledge

to be limited or adequate compared with 74% of those in the mid salary range and 67% of
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the upper salary range respondents. Again, dietitians earning :::;$55,000 are probably

younger, less experienced and therefore possess less knowledge on an effective channel

strategy than dietitians with a larger salary.

Respondents belonging to both practice groups have significantly (p=0.0005)

higher channel strategy scores than members of only DBC or NE (Table I). Members of

both groups are divided with 39% having limited knowledge, 22% with adequate

knowledge and 39% having more than adequate knowledge. These dietitians probably

have a higher knowledge level on channel strategy since they have a wider variety of

customers. While the relationship between practice group and knowledge is linear

decreasing for DBC and NE, the decrease is more drastic for NE. Only 48% of DBC

members consider their channel strategy knowledge to be limited whereas 69% ofNE

members have limited knowledge. NE members tend to have a more confined set of

customers which explains a high percentage with limited knowledge about developing

and executing an effective channel strategy.

Services Marketing Skill: Developing and executing an effective partnering strategy.

Dietitians in the lower salary range have significantly (p=0.000 I) lower

knowledge scores concerning an effective partnering strategy (Table I). While the

relationship between salary and knowledge for the mid and upper salary ranges was

increasing linearly, the reverse is true for those in the lower salary range. The majority of

the respondents earning <$55,000 had limited or adequate partnering knowledge whereas

the majority of the respondents earning $55,001-$100,000 or 2:$100,001 perceive their

knowledge to be adequate or more than adequate. Dietitians with salaries of $55,001-
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$100,000 or :::::$100,000 are more than likely older with more experience therefore, having

more knowledge about partnering.

The relationship between output and partnering knowledge was linear decreasing

for those dietitians delivering a product or service only, compared with a linear increasing

relationship for dietitians delivering a service + product. Dietitians delivering a service-

product bundle have significantly (p=0.0006) higher knowledge scores for partnering

than dietitians who sell a product or deliver a service (Table 1).

Dietitians belonging to both practice groups or to DBC have a greater tendency to

possess adequate or more than adequate partnering knowledge compared with NE

members who have a greater tendency to have limited or adequate knowledge. Members

ofNE have significantly (p=O.OOOl) lower partnering scores than members of both

groups or DBC (Table 1). NE members work more on a 1: 1 basis with their clients and

are less likely to develop a partnering strategy which is with groups or communities

Services Marketing Skill: Developing effective partnerships with customers and
suppliers.

For dietitians earning in the mid and upper salary ranges, the relationship between

salary knowledge for effective partnerships with customers and suppliers is linearly

increasing but, the relationship for dietitians earning in the lower salary range is reversed.

Respondents earning '::::$55,000 have significantly (p=0.0001) lower knowledge scores for

partnerships with customers and suppliers than those earning in the mid and upper salary

ranges (Table I).

Dietitians delivering a service have significantly (p=0.0007) lower knowledge

scores for effective partnerships with customers and suppliers than dietitians selling a
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product or delivering a service + product (Table I). Dietitians delivering a service have a

greater tendency to have limited or adequate knowledge compared with dietitians selling

a product or a bundle who have a greater tendency to have adequate or more than

adequate knowledge. Dietitians delivering a service should possess adequate knowledge

on effective partnerships with customers due to the fact they have direct interaction with

customers.

Members ofNE have significantly (p=O.OOOl) lower knowledge scores for

effective partnerships with customers and suppliers than members of DBC and both

practice groups (Table I). While the largest percent of members belonging to DBC and

both practice groups have more than adequate knowledge, the largest percent of NE

members have limited knowledge. Since the majority ofNE members arc delivering a

service, they have direct interaction with the customer & therefore, need adequate

knowledge of effective partnerships with individual customers.

Services Marketing Skills: Developing and executing an effective sales force strategy.

Dietitians earning $55,001-$100,000 and ::::$55,001 have a greater tendency to

possess adequate knowledge for sales force strategy compared with dietitians earning

::::$55,000 who have a greater tendency to have limited knowledge. Due to their lack of

experience, dietitians in the lower salary range have significantly (p=O.OOOI) lower

knowledge scores than those dietitians in the mid and upper salary range (Table I).

For all of the output groups, the greatest percentile of respondents in each group

perceive themselves as having limited knowledge of effective sales force strategy.

Dietitians delivering a service however, have significantly (p=0.0043) lower knowledge
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scores than dietitians selling a product or delivering a bundle (Table n. Compared with

the product and bundle groups who both have approximately 40% of respondents with

limited knowledge, 65% of service respondents perceive their knowledge to be limited.

While most members of both practice groups have adequate knowledge, there are

more members belonging to DBC and NE who have limited knowledge concerning sales

force strategy. Members ofNE have significantly (p=0.000l) lower knowledge scores

than member of DBC and both groups however, the majority of respondents in all three

groups have either limited or adequate knowledge (Table I). RDs may not be involved in

this area of marketing instead, their accountants may be responsible for developing and

executing an effective sales force strategy. This may be an area of need for RDs iIi. DBC,

NE and both.

Services Marketing Skill: Provide sales force with effective support.

Even though the greatest percentage of dietitians ~35 years (55%) and 36-55

years (41 %) perceive their knowledge for this expectation to be limited, dietitians ::;35

years have a significantly (p=O.0323) greater tendency to indicate limited knowledge.

The majority of dietitians >50 years (50%) perceive their knowledge to be adequate.

Dietitians earning <$55,UOO have significantly (p=0.0001) lower sales force

knowledge scores than dietitians earning $55,001-$100,000 and >$100,001 (Table I).

The majority of dietitians (58%) in the Lower salary range have limited knowledge

whereas the majority of dietitians earning a greater salary have either adequate or more

than adequate knowledge for providing sales force with effective support.
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Significantly (p=O.OOOI) lower scores for providing sales force knowledge are

held by dietitians delivering a service (Table I). The majority of dietitians (57%)

delivering a service perceive their knowledge for providing a sales force to be limited

whereas the majority of dietitians selling a product or delivering a service-product bundle

have adequate or more than adequate knowledge concerning providing a sales force.

The relationship between practice group and sales force knowledge is linear

increasing for the DBC group and both practice groups, however, the reverse is true for

the NE group. Members ofNE have significantly (p=O.OOOI) lower knowledge scores

than members of both groups and DBC (Table I). Seventy percent ofNE respondents

consider their knowledge for providing a sales force with effective support to be limited.

Services Marketing Skill: Ensuring an effective and well-trained sales force.

Significantly (p=O.OOOl) lower sales force scores are perceived by dietitians

earning ::::$55,000 (Table I). Sixty-five percent of dietitians in the lower salary range

perceived their knowledge to be limited. The distribution for scores in the middle salary

range is fairly even, whereas scores for dietitians in the upper salary range are more likely

to be adequate knowledge.

Dietitians delivering a service have significantly (p=O.OOOl) lower sales force

scores than dietitians selling a product or a service-product bundle (Table 1). The

majority of dietitians delivering a service (67%) consider their knowledge to be limited.

Knowledge scores for dietitians delivering a product are evenly distributed. Thirty-eight

percent of respondents delivering a bundle have adequate knowledge while 31 % have

limited and more than adequate knowledge.
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NE respondents have significantly (p=0.0001) lower knowledge scores (Table I).

While 34% ofDBC respondents and 37% of respondents belonging to both groups have

limited sales force knowledge, more than double the number (74%) ofNE respondents

consider their knowledge of sales force to be limited.

Services Marketing Skill: Developing and executing an effective promotion strategy.

Dietitians earning :::$55,000 had significantly (p=0.0002) lower promotion

strategy scores than dietitians in the larger salary ranges (Table I). The majority (86%) of

dietitians in the lower salary range have limited or adequate (43% for each) knowledge

concerning promotion strategy. Dietitians earning $55,000-$100,000 and ~$100,000

have a greater tendency to perceive their promotion strategy knowledge as adequate or

more than adequate.

Significantly (p=0.001O) lower knowledge scores for promotion are perceived by

dietitians delivering a service (Table I). The majority of dietitians selling a product have

adequate or more than adequate promotion strategy knowledge. For dietitians delivering

a service-product bundle, 57% perceive their knowledge to be adequate while the rest of

the respondents arc divided evenly between limited and more than adequate knowledge.

Members ofNE have significantly (p=.0001) lower promotion scores than

members ofDBC or both groups (Table I). The relationship between practice group and

knowledge is linear decreasing for NE while the relationship for both groups is reversed.

The majority ofDBC respondents (46%) have adequate knowledge followed by 30%

with more than adequate knowledge and only 24% with limited knowledge.
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Services Marketing Skill: Using electronic multimedia in promotions.

Males have significantly (p=0.0227) higher multimedia scores in promotions than

females (Table I). Males have a greater tendency to have adequate or more than adequate

knowledge concerning multimedia scores compared with female's limited (49%) and

adequate (33%) multimedia knowledge.

Significantly (p=.0051) lower multimedia scores are perceived by dietitians

earning :S$55,OOO (Table I). The majority of dietitians earning :S$55,OOO and $55,001-

$100,000 indicated limited or adequate knowledge, however, a larger percent of dietitians

in the lower salary range perceived their knowledge to be limited. Of the respondents

earning 2:$100,001, the majority considered their knowledge to be limited or more than

adequate. Those in the upper level management may no longer be involved with use of

electronic multimedia in promotions or have never used them. Upper level management

also generally deal more with conceptual strategies than technical.

Dietitians delivering a service have significantly (p=0.01 09) lower multimedia

scores (Table 1). Fifty-seven % of dietitians delivering a service perceive their

knowledge to be limited. The largest percent of dietitians selling a product (49%) or

delivering a service product bundle (44%), however, consider their knowledge of

multimedia to be adequate.

While the relationship between practice group and multimedia knowledge is

decreasing linearly for DBC and NE, the scores are more evenly distributed for the group

containing both DBC and NE. Even though both DBC and NE have a decreasing linear

relationship, due to 58% ofNE respondents having limited knowledge, NE has

significantly (p=0.0430) lower multimedia knowledge scores (Table I).
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Services Marketing Skill: Developing and executing an effective brand strategy.

Significantly (p=O.0300) higher scores for brand strategy are perceived by males

(Table I). Seventy-five percent of males consider their brand strategy knowledge to be

adequate. In contrast, 48% of females perceive their knowledge to be limited while only

31 % have adequate brand strategy knowledge.

Dietitians earning S$55,000 have significantly (p=0.0009) lower knowledge

scores (Table I) than those earning in the 2 higher salary ranges. Even though the

majority of dietitians earning S$55,OOO as well as those earning $55,001-$100,000 have a

greater tendency to perceive their brand strategy knowledge as limited or adequate, 58%

of those earning <$55.000 indicate limited knowledge. Dietitians earning ~$100,OOO

have knowledge scores that are evenly distributed.

The relationship hetwecn output and brand strategy is decreasing linearly for

those dietitians delivering a service or selling a product. Dietitians delivering a service

however, have a significantly (p=0.0006) more tendency to indicate their knowledge as

limited. Forty percent of dietitians delivering a service + product perceive their

knowledge to be adequate while 30% have limited as well as more than adequate

knowledge.

Members ofNE have significantly (p=O.OOOl) lower effective brand strategy

knowledge scores than members ofDBe or both groups. Sixty-six percent ofNE

members perceive their knowledge to be limited compared with 38% of DBC members

and 27% of respondents belonging to both groups. Because the majority of dietitians
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belonging to NE are mostly delivering a service, they do not have as much experience

with brand strategy than the other respondents.

Services Marketing Skill: Developing and executing an effective package strategy.

Dietitians earning >$100,001 have significantly (p=0.0027) higher knowledge

scores for package strategy than dietitians in the lower 2 salary ranges. The majority of

dietitians earning <$55,000 and $55,001-$100,000 perceive their knowledge on

packaging strategy to be limited followed by adequate with the least percent considering

their knowledge to be more than adequate. The largest percent of dietitians earning

>$100,001 (47%) consider their knowledge to be adequate while 26% have both limited

and more than adequate knowledge.

Respondents delivering a service have a significantly (p=0.0052) greater tendency

to indicate their packaging knowledge as limited compared with respondents selling a

product or delivering a service-product bundle (Table I). A greater percent of dietitians

selling a product (20%), perceive their knowledge as more than adequate compared with

17% delivering a service-product bundle and 10% delivering a service. Dietitians who

sell a product or a product + service perhaps have more experience with packaging and

therefore, have higher knowledge scores than dietitians delivering a service.

While the majority of respondents belonging to DBC, NE and both groups

perceive their knowledge of packaging to be limited or adequate, NE members have

significantly (p=0.0447) lower knowledge scores (Table I). Sixty-three percent of NE

members indicate having limited knowledge compared with 49% ofDBC members and

only 33% of respondents belonging to both groups. The low knowledge score ofNE is
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perhaps due to the fact that the majority of dietitians belonging to NE are delivering a

service. These dietitians are performing consultations and working one-on-one with

patients and therefore do 110t have much experience with packaging.

B. 8 Marketing P's

The 20 services marketing skills were grouped into the 8 P's of marketing and

marketing strategy (Chapter II, pg.15). Analysis of variance (ANOVA) and Duncan's

multiple range tests were used to determine associations in the 8 marketing P's: product,

price, place, partnering, people, promotion, position, and packaging as well as marketing

strategy, and personal/institutional variables of age, salary, output and practice group.

Significant associations were established at the p::::0.05. Significant relationships were

found for the personal/institutional variables age, salary, output, and practice group and

several of the marketing P's and strategy.

Age. Analysis of variance and Duncan's multiple range tests indicated a significant

relationship between age (::::35 years, 36-55 years, or :::56 years) and 2 of the marketing

p's, price and promotion. Younger dietitians had a significantly lower (p=0.0253) price

score (4.64) than the older group (5.96) and the middle-aged group (5.60) (Tables II &

III). This result is perhaps due to younger dietitians having less experience and therefore

being conservative in their pricing perception. Because of their years of experience,

older dietitians are more aware of price demand and have more confidence when pricing

products and services. Dietitians ~56 years had significantly higher promotion
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TABLE II

ANALYSIS OF VARIANCE FOR DIETITIAN'S AGE AND THEIR KNOWLEDGE
OF SERVICES MARKETING SKILLS: PRICE

Source DF Mean Square F Value Pr>F

Price 2 17.43 3.74 0.0253

Error 214 4.66

Corrected Total 216

DUNCAN'S MULTIPLE RANGE TEST FOR THE DIETITIAN'S AGE AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PRICE

A

B

A

G
. 1

roupmgs

5.96

5.60

Mean (%)

TABLE III

N

23

155

1Means with the same letter are not significantly different.
<35 years 39 4.64

~56 years

Price

36-55 years
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higher promotion scores than dietitians ::::35 years (Tables IV & Y). Because

older dietitians have more experience, they know more about promotion than the less

experienced dietitians.

Salary. ANaYA and Duncan's multiple range test indicates a significant

relationship between salary range (::::$55,000, $55,001-$100,000, or ~$100,001) and the

services marketing skills scores for marketing strategy (p=0.0001) and 7 of the marketing

P's: product (p=0.0001), price (0.0001), place (0.0001), partner (p=0.0001), people

(p=0.000l), promotion (p=O.OOOl) and package (p=0.0003) (Tables VI to XXI).

Dietitians earning a salary ::::$55,000 perceive themselves to be less knowledgeable

concerning marketing strategy and 7 of the marketing P's than those dietitians earning

$55,001-$100,000 and ~$100,001. Dietitians making ::::$55,000 are more than likely

younger and therefore, have not had the amount of experience with marketing as the

older dietitians. This limited experience explains their perceptions of services marketing

knowledge.
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TABLEN

ANALYSIS OF VARIANCE FOR DIETITIAN'S AGE AND THEIR KNOWLEDGE
OF SERVICES MARKETING SKILLS: PARTNER

Source DF Mean Square F Value Pr>F

Partner

Error

Corrected Total

2 4.35 2.05 0.1318

218 2.13

220

'I:
" .
0'
I:

TABLE V
!;

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S AGE AND THETR
KNOWLEDGE OF SERV1CES MARKETING SKILLS: PARTNER

Partner

:::56 years

36-55 years

N

23

157

Mean (%)

4.6

4.0

Groupings I

A

AS

B
'Means with the same letter are not significantly different.
<35 years 41 3.9

.....
88



TABLE VI

ANALYSIS OF VARlANCE FOR DIETITIAN'S SALARY AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: STRATEGY

Source

Salary

Strategy

Error

DF

2

230

Mean Square

145.82

4.37

F Value

33.38

Pr>F

0.0001

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S SALARY AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: STRAGEGY

Corrected Total 232

Strategy

Salary

~$100,001

555,001-$100,000

N

19

96

TABLE VII

Mean (%)

10.63

9.89

Groupings l

A

A

.r:
'.
".
'I

I'

!;~..'.

<$55,000 118 7.81
lMeans with the same letter are not significantly different.
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TABLE VIII

ANALYSIS OF VARIANCE FOR DIETITIAN'S SALARY AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PRODUCT

Source

Salary

Product

Error

DF

2

233

Mean Square

65.44

3.01

FValue

21.74

Pr>F

0.0001

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S SALARY AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PRODUCT

<$55,000 121 5.61

Corrected Total 235

Product

Salary

~$1 00,001

$55,001-$100,000

N

19

96

TABLE IX

Mean (%)

7.42

7.02

Groupings I

A

A

B

, '·.·., .
·.

, ,

, ",.
"·.: :1

·", 'I

i "
f ::
· .:
I').
If:

1Means with the same letter are not significantly different.
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TABLE X

ANALYSIS OF VARIANCE FOR DIETITIAN'S SALARY AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PRICE

Source

Salary

Price

Error

DF

2

227

Mean Square

55.19

4.28

F Value

12.90

Pr>F

0.0001

Corrected Total 229

TABLE XI

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S SALARY AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PRICE

I',
..

<$55,000 117 4.81

Price

Salary

$55.001-$100,000

2:$100,001

N

95

18

Mean (%)

6.24

5.88

Groupings!

A

A

B

"

'"'.

· ,

'. ,

"

· ,
" .
• I

" .· .,..
.. :
:' ).
, :

1Means with the same letter are not significantly different.
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TABLE XII

ANALYSIS OF VARlANCE FOR DIETITIAN'S SALARY AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PLACE

Source

Salary

Place

Error

DF

2

228

Mean Square

5.08

0.54

F Value

9.37

Pr>F

0.0001

Corrected Total 230

TABLE XIII

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S SALARY AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PLACE

I -

: .

Place N Mean (%) Groupings!

Salary .5
.; ::
:is
:ii

~$100,001 18 1.94 A ;?i
.'-

$55,001-$1 00,000 96 1.82 A ':~

. ;1
<$55,000 117 1.43 B ...
'Means with the same letter are not significantly different.
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TABLEXrv

ANALYSIS OF VARIANCE FOR DIETITIAN'S SALARY AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PARTNER

Source

Salary

Partner

Error

DF

2

233

Mean Square

33.86

1.89

F Value

17.94

Pr>F

0.0001

Corrected Total 235

TABLE XV

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S SALARY AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PARTNER

Partner

Salary

::::$100,001

$55,001-$100,000

N

19

96

Mean (%)

4.84

4.64

Groupings I

A

A

;:
1:-,

.;::­..,....
~ij

.'.1
:"1
.lJ
:6

....

':Ii
=~

<$55,000 121 3.60
iMeans with the same letter are not significantly different.
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TABLE XVI

ANALYSIS OF VARIANCE FOR DIETITIAN'S SALARY AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PEOPLE

Source

Salary

People

Error

DF

2

218

Mean Square

78.08

4.26

F Value

18.33

Pr>F

0.0001

Corrected Total 220

..
TABLE XVII

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S SALARY AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PEOPLE

<$55,000 110 4.44

People

Salary

$55,001-$100,000

:::$100,001

N

93

18

Mean (%)

6.13

6.06

Groupings'

A

A

B

..
·4

~)
- ....

(Means with the same letter are not significantly different.
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TABLE XVIII

ANALYSIS OF VARIANCE FOR DIETITIAN'S SALARY AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PROMOTION

Source

Salary

Promotion

Error

DF

2

233

Mean Square

15.52

1.66

F Value

9.34

Pr>F

0.0001

Corrected Total 235

TABLEXlX
' ..
• :¥

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S SALARY AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PROMOTION i,

<$55,000 122 3.3]

Promotion

Salary

:::$100,001

$55,001-$100,000

N

19

95

Mean (%)

4.37

3.93

Groupings]

A

A

B

• .)1-,

~.

~

· ...:

i~· ~,

~;

'.

tMeans with the same letter are not significantly different.
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TABLE XX

ANALYSIS OF VARIANCE FOR DIETITIAN'S SALARY AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKlLLS: PACKAGE

Source

Salary

Package

Error

OF

2

229

Mean Square

4.07

0.49

F Value

8.30

Pr>F

0.0003

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S SALARY AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKlLLS: PACKAGE

<$55,000 116 1.45

Corrected Total 231

Package

Salary

:::$100,001

$55,001-$100,000

N

19

97

TABLE XXI

Mean (%)

2.0

1.76

Groupings l

A

A

B

.~....

.....

'Means with the same letter are not significantly different.
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Output of Organization. ANOYA and Duncan's multiple range test indicated a

significant relationship between output of the organization (product, service, or service +

product) and the service marketing skill scores for strategy (p=O.OOOl), product

(p=O.0003), partner (p=O.OOOl), people (p=O.OOOl), position (p=O.OOOl) and package

(p=O.0033) (Tables XXII to XXXIII). Dietitians involved in delivering a service only,

perceive themselves to have less knowledge pertaining to strategy, product, people,

position, and package than those dietitians delivering a product or a service-product

bundle. Due to the four distinguishing characteristics of services: intangibility,

inseparability, variability and perishability, the marketing mix for services differs from

the product marketing mix. Low product and package scores can be attributed to the fact

that services are intangible and no product or package is involved. Dietitians delivering a

service also had a significantly lower partner score (3.70) than those delivering a service

+ product (4.63). The partner score for the product group was not significantly different

than the scores of the service + product or service groups (Tables XXVI & XXVU).

Partnering refers to developing effective relationships with customers and suppliers.

Dietitians delivering a service should not have lower partnering scores because they have

direct interaction with the customer however, the supplier is often themselves.

Dietetic Practice Group. ANOVA and Duncan's multiple range test indicated a

significant relationship between DPG (DBe, NE or members of both) and the marketing

scores for strategy (p=O.OOOl), product (p=O.OOOl), price (p=.0823), place (p=O.0002),
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TABLE XXII

ANALYSIS OF VARIANCE FOR DIETITIAN'S OUTPUT AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: STRATEGY

Source

Output

Strategy

Error

DF

2

221

Mean Square

G2.23

5.04

F Value

12.34

Pr>F

0.0001

Corrected Total 223

TABLE XXIII
...
:I

j

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S OUTPUT AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: STRATEGY

Service 103 8.11

Strategy

Output

Service + Product

Product

N

87

34

Mean (%)

9.68

9.35

Groupings l

A

A

B

.)1

~.

~.

::
i~
~,

~;
.,
"-.

!Means with the same letter are not significantly different.
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TABLEXXrv

ANALYSIS OF VARlANCE FOR DIETITIAN'S OUTPUT AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PRODUCT

Source

Output

Product

Error

DF

2

224

Mean Square

27.98

3.32

F Value

8.43

Pr>F

0.0003

Corrected Total 226

TABLE XXV
.\

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S OUTPUT AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PRODUCT

Product

Output

Service + Product

Product

N

89

35

Mean (%)

6.85

6.77

Groupings'

A

!

'.

I

~

Service 103 5.84
lMeans with the same letter are not significantly different.
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TABLE XXVI

ANALYSIS OF VARJANCE FOR DIETITIAN'S OUTPUT AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PARTNER

Source

Output

Partner

Error

DF

2

224

Mean Square

20.31

1.99

F Value

10.23

Pr>F

0.0001

Corrected Total 226

TABLE XXVII

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S OUTPUT AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PARTNER

~

.

Partner

Output

Service + Product

Product

N

88

35

Mean (%)

4.63

4.14

Groupings I

A

AB

J

':

I
~.

Service 1.04 3.70
IMeans with the same letter are not significantly different.
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TABLE XXVIII

ANALYSIS OF VARIANCE FOR DIETITIAN'S OUTPUT AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PEOPLE

Source

Output

People

Error

DF

2

209

Mean Square

62.10

4.41

F Value

14.08

Pr>F

0.0001

Corrected Total 211

TABLE XXIX

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S OUTPUT AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PEOPLE

!

People N Mean (%) G . Iroupmgs

Output
..
I.

:
Product 35 ().23 A .

Service + Product 83 5.86 A

Service 94 4.45 B
IMeans with the same letter are not significantly different.
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TABLE XXX

ANALYSIS OF VARIANCE FOR DIETITIAN'S OUTPUT AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: POSITION

Source

Output

Position

Error

DF

2

219

Mean Square

5.58

0.57

F Value

9.80

Pr>F

0.0001

Corrected Total 221

TABLE XXXI

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S OUTPUT AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: POSITION

Position

Output

Service + Product

Product

N

88

35

Mean (%)

1.99

1.83

Groupings l

A

A

Service 99 1.51
(Means with the same letter are not significantly different.
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TABLE XXXII

ANALYSIS OF VARlANCE FOR DIETITIAN'S OUTPUT AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PACKAGE

Source

Output

Package

Error

DF

2

221

Mean Square

2.93

0.50

F Value

5.87

Pr>F

0.0033

Corrected Total 223

TABLE XXXIII

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S OUTPUT AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PACAKAGE

l'•.]
.:J
~1
':J

Service 100 1.45

Package

Output

Service + Product

Product

N

89

35

Mean (%)

1.79

1.74

Groupings I

A

A

B

"",
]

~1

...)

J.,
\,

-

IMeans with the same letter are not significantly different.
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partner (p=0.0001), people (p=0.0001), promotion (p=0.0001), position (p=0.0001) and

package (p=0.0078) (Tables XXXIV to LUI). Dietitians belonging to NE perceive

themselves as being less knowledgeable concerning marketing strategy, product, partner,

people, promotion, and position than dietitians who belong to DBC or to both groups.

The price score for dietitians belonging to NE (5.10) was significantly lower than the

score for those belonging to both groups (6.04). The price score for the DBC group was

not significantly different from the NE group or the group containing members of both

DBC and NE (Tables XL & XLI). Place refers to the ability to develop and execute an

effective channel strategy. Respondents belonging to both practice groups scored

significantly higher (2.0) than those belonging to only DBC (1.70) or NE (1.39).

Dietitians belonging to both practice groups are perhaps more knowledgeable on where to

sell their service or product because they have access to different types of customers.

Place scores for DBC (1.7) were significantly higher than NE scores (1.39) possibly

because NE members have a limited number of customers to channel to (Tables XLII &

XLIII). Because the majority of dietitians belonging to NE (71 %) are delivering a

service only, their knowledge score for package (l.45) was significantly lower than the

scores for those belonging to both groups (1.90). DBCs package score was not

significantly different from NEs or the score for those belonging to both groups.

T-tests (Appendix F) were used to determine associations in the 8 marketing P's:

product, price, place, partnering, people, promotion, position, packaging and marketing

strategy, and personaVinstitutional variables of gender and highest degree. The only
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TABLE XXXIV

ANALYSIS OF VARIANCE FOR DIETITIAN'S DPG AND THEIR KNOWLEDGE
OF SERVICES MARKETING SKILLS: STRATEGY

Source

DPGGroup

Strategy

Error

DF

2

230

Mean Square

87.25

4.88

F Value

17.89

Pr>F

0.0001

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S DPG AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: STRATEGY

Corrected Total 232

Strategy

DPG Group

Both

DBC

N

31

122

TABLE XXXV

Mean (%)

9.97

9.39

Groupings]

A

A

••}I
. ~,

.)0

j;:

"11,.
,

NE 80 7.73
IMeans with the same letter are not significantly different.
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TABLE XXXVI

ANALYSIS OF VARIANCE FOR DIETITIAN'S DPG AND THEIR KNOWLEDGE
OF SERVICES MARKETING SKILLS: PRODUCT

Source

DPG Group

Product

Error

DF

2

233

Mean Square

36.68

3.26

F Value

11.26

Pr>F

0.0001

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S DPG AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PRODUCT

NE 84 5.61

Corrected Total 235

Product

DPG Group

Both

DBC

N

30

122

TABLE XXXVII

Mean (%)

7.10

6.64

Groupings J

A

,.
•i
)1
~,

),

"J

li

"11

"
JMeans with the same letter are not significantly different.
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TABLE XL

ANALYSIS OF VARIANCE FOR DIETITIAN'S DPG AND THEIR KNOWLEDGE
OF SERVICES MARKETING SKILLS: PRICE

Source

DPGGroup

Price

Error

DF

2

227

Mean Square

11.77

4.66

F Value

2.53

Pr>F

0.0823

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S DPG AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PRICE

Corrected Total 229

Price

DPG Group

Both

DBC

N

28

119

TABLE XLI

Mean (%)

6.04

5.63

Groupings'

A

AB

",

"-.' ..•.'
: .

.,.
,'.',..
"I

NE 83 5.10
lMeans with the same Letter are not significantly different.
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TABLE XLII

ANALYSIS OF VARlANCE FOR DIETITIAN'S DPG AND THEIR KNOWLEDGE
OF SERVICES MARKETING SKILLS: PLACE

Source

DPG Group

Place

Error

DF

2

228

Mean Square

4.77

0.55

F Value

8.75

Pr>F

0.0002

Corrected Total 230

TABLE XLIII

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S DPG AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PLACE

Place

DPGGroup

Both

DBC

N

31

120

Mean (%)

2.0

1.70

G
. I

Jroupmgs

A

B

-)·.I
I •
)

·.
~ .
:: ..
J
t
)

P
·.· .I·

NE 80 1.39
IMeans with the same letter are not significantly different.
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TABLE XLIV

ANALYSIS OF VARIANCE FOR DIETITIAN'S DPG AND THEIR KNOWLEDGE
OF SERVICES MARKETING SKILLS: PARTNER

Source

DPG Group

Partner

Error

DF

2

233

Mean Square

36.36

1.87

F Value

19.49

Pr>F

0.0001

Corrected Total 235

TABLE XLV "::

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S DPG AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PARTNER

NE 86 3.41

Partner

DPG Group

Both

DBC

N

30

120

Mean (%)

4.83

4.46

Groupings J

A

A

B

,;
JII,
10

",

JI
1,
II
;~

..
0'I..
i:
\.

IMeans with the same letter are not significantly different.
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TABLE XLVI

ANALYSIS OF VARIANCE FOR DlETITlAN'S DPG AND THEIR KNOWLEDGE
OF SERVICES MARKETING SKILLS: PEOPLE

Source

DPGGroup

People

Error

DF

2

218

Mean Square

97.20

4.08

F Value

23.80

Pr>F

0.0001

Corrected Total 220

TABLE XLVII

DUNCAN'S MULTIPLE RANGE TEST FOR THE DIETITIAN'S DPG AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PEOPLE

'"

NE 73 3.95

People

DPGGroup

Both

DBC

N

29

119

Mean(%)

5.97

5.93

Groupings'

A

A

B

'"
~. t

J,

L
: ~ I

" .
' ...:.
i;,.

JMeans with the same letter are not significantly different.
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TABLE XLVIII

ANALYSIS OF VARIANCE FOR DIETITIAN'S DPG AND THEIR KNOWLEDGE
OF SERVICES MARKETING SKILLS: PROMOTION

Source

DPG Group

Promotion

Error

DF

2

233

Mean Square

20.07

1.622

F Value

12.37

Pr>F

0.0001

Corrected Total 235

TABLE XLIX

.,
.'.',

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S DPG AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PROMOTION

NE 83 3.12

Promotion

DPG Group

Both

DBC

N

32

121

Mean (%)

4.2X

4.84

Groupings]

A

A

B

.;
I,
"
I,.
:.

'.
'.

I

i;
'.

JMeans with the same letter are not significantly different.
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TABLEL

ANALYSIS OF VARIANCE FOR DIETITIAN'S DPG AND THEIR KNOWLEDGE
OF SERVICES MARKETING SKILLS: POSITION

Source

DPG Group

Position

Error

DF

2

227

Mean Square

7.33

0.55

F Value

13.28

Pr>F

0.0001

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S DPG AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: POSITION

Corrected Total 229

Position

DPG Group

N

TABLE LI

Mean (%) Groupings'

....

.,
II
"

'.

NE 80 1.41

Both

DBC

30

120

2.10

1.88

J,
I
I,

A ~ ,

A I;:
1;
I

B
IMeans with the san1e letter are not significantly different.
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TABLELU

ANALYSIS OF VARIANCE FOR DIETITIAN'S DPG AND THEIR KNOWLEDGE
OF SERVICES MARKETfNG SKILLS: PACKAGE

Source

DPG Group

Package

Error

DF

2

229

Mean Square

2.50

0.50

F Value

4.95

Pr>F

0.0078

Corrected Total 231

TABLE LUI

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S DPG AND THEIR
KNOWLEDGE OF SERVICES MARKETING SKILLS: PACKAGE

::.
1

·J
·1

:1
,I

Package

DPG Group

Both

DBC

N

30

122

Mean (%)

1.90

1.67

Gr
. I

oupmgs

A

AB

:,

.,
, '· ,

·,
'j:

NE 80 1.45
[Means with the same letter are not significantly different.
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significant associations found were between highest degree and 2 of the marketing Ps:

price and people.

Highest Degree. Respondents with a bachelors degree had significantly higher

mean scores for both price (p=O.Olll) and people (0.0315) than respondents with a

graduate degree. Respondents with a bachelors degree are perhaps performing more

technical skills such as price and people where as those with a graduate degree are

performing more conceptual skills.

Hypothesis one stated: There will be no significant association between the

perceptions ofmarketing skills of non-traditional dietitians and selected

personal/institutional demographic variables: gender, age, degree, output, salary, and

practice group. As seen in Table I, significant differences were observed between

services marketing skills and gender, age, degree, output, salary, and practice group.

Therefore, the researcher rejected this null hypothesis.

Attitudes Toward Service Quality Expectations

Testing of H2

H2: There will be no significant association between the attitude of service

quality scores and selected personal/institutional demographic variables: gender, age,

degree, output, salary, and practice group.
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A. 21 Service Quality Expectations

Chi Square analyses (Appendix E, pg. 200) were detennined for the 21

expectations of service quality (Questionnaire, Appendix C). These analyses were

examined for relationship with personal/institutional variables gender, age, highe t

degree of education, salary range, output of organization, and dietetic practice group.

Expectation: Physical facilities will be visually appealing.

A significant association was found between practice group membership and the

expectation of visually appealing physical facilities. Significantly (p=O.O 107) more

dietitians belonging to both practice groups perceive this expectation to be less important

to customers than those dietitians belonging to only DBC or NE (Table LIV).

Expectation: Employees will be neat.

The majority of dietitians in all age groups consider employees' neatness to be

important to the customer/consumer. Significantly (p=0.0357) more dietitians ~56 years

however, perceive the neatness of employees to be more important to customers than

dietitians 35-55 years and ~35 years (Table LIV).

Expectation: Promise to do something at a certain time & does so.

The majority of both male and female dietitians perceive the expectation of

promise to be very important to consumers. A significantly (p=O.OOIO) greater

percentage of females (85%), however. indicated this expectation to be very important
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TABLE LIV

CHI SQUARE VALUES ON ASSOCLATION BETWEEN ATTITUDES
TOWARD SERVICE QUALITY AND DEMOGRAPHICS

0\

Demographics

Gender
X2

df
p
Age:
X2

df
p
Degree:
X2

df
p
Salary:
X2

df
P
Output:
X2

df
p
Group:
X2

df

Modern­
Looking

Equipment

Physical
Facilities

Appealing

19.906
8

0.0107

Employees Will
Be Neat

16.509
8

0.0357

Associated
Materials
Appealing

Convenient
Business Hours

Promise
Something At

Certain
Time

13.733
2

0.0010

Sincere Interest
in Solving
Problem

55.010
3

0.0001

... -.. . .. . .- .. -~••. v ... _ , ••
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TABLE LIV

CHI SQUARE VALUES ON ASSOCIATION BETWEEN ATTITUDES
TOWARD SERVICE QUALITY AND DEMOGRAPHICS CONTINUED

-....I

Demographics

Gender
X2

df
p
Age:
X2

df

P
Degree:
X2

df
p
Salary:
X2

df
p
Output:
X2

df
p
Group:
X2

df

Will Perfonn
Service Right
the First Time

Will Provide
Service at the

Promised Time

7.251
2

0.0266

Customer Told
Exactly Service

Perfonned

24.641
6

0.0004

Prompt Service
Will Be Given

8.374
2

0.0152

Always Be
Willing To

Hel

Never Too
Busy to
ResDond

Will Instill
Confidence in

Customers

.,. .. • •• . .- . , ......



TABLE LIV

CHI SQUARE VALUES ON ASSOCIATION BETWEEN ATTITUDES
TOWARD SERVICE QUALITY AND DEMOGRAPHICS CONTINUED

Demographics I Customers Will Consistent Knowledge to Give Customer Give Customers Customer's Understand
Feel Safe in Courtesy with Answer Individual Personal Best Interest at Specific Needs
Their Care Customers Ouestions Attention Attention Heart of Customers

I

Gender
X2 - 30.064 27.468 8.049
df - 4 3 3
p - 0.0001 0.0001 0.0450

Age:
X2

df

00 P
Degree:
X2

df
p
SalaD':
X2

df
p
Output:
X2 16.860
df 8

P 0.0316
Group:

I
16.880X2 - - - 17.866 25.286

df - 6 8 6
0.0066 0.0014 0.0097
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compared with 63% ofmales (Table LIV). The significance of this association may be

due to the low number of male respondents.

Expectation: Show sincere interest in solving probkm.

A significantly (p=O.OOOI) larger percentage of females (99%) perceive that

showing sincere interest in solving problem is important or very important to customers

compared with 76% of male respondents (Table LIV). This significant association is

likely due to the low number ofmale respondents.

Expectation: Will provide service at the promised time.

A significantly (p=O.0266) larger percent of females (78%) perceive that

providing service at the promised time is very important to their customers compared

with only 38% of male respondents (Table LlV). This association is perhaps due to the

unequal distribution of male and female respondents.

Expectation: Customers told exactly when services will be performed.

Dietitians ~56 years have a significantly (p=O.0004) greater tendency to perceive

that telling customers exactly when the service will be performed is very important to

customers compared with dietitians in the younger age ranges (Table LTV). The

dietitians ::::35 years do not consider this expectation to be as important as those dietitians

36-55 years and ~56 years.
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Expectation: Prompt service will be given.

Females perceive prompt service to be significantly (p=O.0152) more important to

customers than males (Table LIV). Seventy percent of females compared with 25% of

males indicated that the expectation of prompt service as very important. This significant

association could be due to the unequal distribution of gender between the respondents.

Expectation: Customers will feel safe in their care.

The majority of respondents in all 3 output groups consider this expectation to be

important or very important. Significantly (p=O.0316) more dietitians delivering a

service (78%) perceive that customers will feel safe in their care to be very important

compared with 44% of dietitians selling a product and 59% delivering a service + product

(Table LN). This is likely because dietitians delivering a service have direct interaction

with the customer whereas those selling a product may not even see with the customer.

Expectation: Consistent courtesy with customers.

While the majority of both males and females consider consistent courtesy to be

important or very important, significantly (p=O.OOOI) more females perceive this

expectation to be very important (Table LIV). This significant association between the

expectation of consistent courtesy and gender is likely due to the unequal distribution of

males and females.

Expectation: Knowledge to answer questions.

Eighty-eight percent of males and 99% of females perceive knowledge to be

important or very important to the customer. Females, however, have a significantly
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(p=0.0001) greater tendency to consider this expectation to be very important than males

(Table LTV). This significant association may be the result of an unequal distribution of

males and females.

Expectation: Company will give customer individual attention.

While 75% of males and 95% of females consider giving customer individual

attention to be important or very important, males have a significantly (p=O.0450) greater

tendency to perceive this expectation as only somewhat important to customers (Table

LTV). The unequal distribution of males and females is likely the cause for this

significant association.

Members ofDBC perceive giving customer individual attention to be

significantly (p=O.0066) less important to customers than members ofNE or both groups.

One hundred percent of members belonging to NE and both groups consider this

expectation to be important or extremely important to customers compared with 87% of

DBC members (Table LTV). Eleven percent ofDBC members consider individual

attention to be somewhat important while 2% feel this expectation is not so important.

Expectation: Employees will give customers personal attention.

Members ofNE consider the expectation of employees giving customers personal

attention to be significantly (p=O.OOI4) more important to customers than members of

DBC or both groups (Table LTV). All members ofNE, 91 % of DBC and 94% of

respondents belonging to both groups indicated that this expectation is important or very

important to customers.
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Expectation: Have the customer's best interest at heart.

Members ofDBC perceive having the customer's best interest at heart

significantly (p=O.0097) less important than members ofNE or both groups (Table LIV).

One hundred percent of respondents belonging to both groups and 99% ofNE members

consider this expectation to be important or very important compared with 90% of DBC

members. Ten percent ofDBC members indicated this expectation to be somewhat

important to customers.

No significant relationship exists at PS05 between the personal/institutional variables

and the following expectations: modem-looking equipment, associated materials will be

visually appealing, convenient business hours, will perform the service right the first

time, employees will always be willing to help, employees will never be too busy to

respond, will instill confidence in customers, and understand the specific needs of their

customers (Table LIY).

B. 5 Dimensions of Service Quality

The 21 expectations of service quality were grouped into the 5 dimensions of

service quality (Chapter II, pg. 24). ANaYA and Duncan's multiple range test were used

to detennine associations between the 5 dimensions of service quality: tangibility,

reliability, responsiveness, assurance, and empathy and the personal/institutional

variables age, salary, output, and practice group. Significant associations were

established at the p:::;0.05. Significant relationships were found for all of the variables and

4 of the 5 service quality dimensions.
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Age. ANOVA and Duncan's multiple range test indicated a significant

relationship between age (::::35 years, 36-55 years or ;:::56 years) and the service quality

dimension of tangibility (p=0.0439) and reliability (p=0.0754) (Tables LV to LVIII). For

both tangibility and reliability, the younger dietitians had significantly lower scores than

the older dietitians. Younger dietitians perceive that tangibility and reliability are not as

important to their customers as how older dietitians perceive them to be. The score for the

middle-aged group was not significantly different from those of the older or younger

dietitians. Having more experience and wisdom, older dietitians are aware of the great

importance of tangibility to those customers receiving a product and reliability for those

customers receiving a service.

Salary. Analysis of variance and Duncan's multiple range test indicate a

significant relationship between salary range (::::$55,000, $55,001-$100,000, or

;:::$100.001) and the service quality dimensions reliability (p=0.0188) (Tables LIX & LX).

Dietitians making ;:::$100,001 feel that reliability is more important to their

customers than the dietitians who are in the middle and lower salary ranges. Dietitians

making ;:::$100,001 are perhaps older with more experience and therefore, know the

importance of reliability which is providing the service at the promised time and

performing the service right the first time.
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TABLE LV

ANALYSIS OF VARIANCE FOR DIETITIAN'S AGE AND THEIR ATTITUDES
TOWARD SERVICE QUALITY: TANGIBILITY

Source DF Mean Square F Value Pr>F

Tangibility 2 26.23 3.17 0.0439

Error 204 8.26

Corrected Total 206

TABLE LVI

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S AGE AND THEIR
ATTITUDES TOWARD SERVICE QUALITY: TANGIBILITY

Tangibility N Mean(%) Groupings'

:::56 years 22 21.1 A

36-55 years 152 20.19 AB

B
JMeans with the same letter are not significantly different.
<35 years 33 19.15
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TABLE LVII

ANALYSIS OF VARIANCE FOR DIETITIAN'S AGE AND THEIR ATTITUDES
TOWARD SERVICE QUALITY: RELIABILITY

Source DF Mean Square F Value Pr>F

Reliability 2 8.82 2.62 0.0754

Error 222 3.37

Corrected Total 224

TABLE LVIII
• I

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S AGE AND THEIR
ATTITUDES TOWARD SERVICE QUALITY: RELIABILITY

Reliability N Mean (%) Groupings I

.::::56 years 23 23.78 A

36-55 years 161 23.62 AB

B
'Means with the same letter are not significantly different.
<35 years 41 22.92
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TABLE LlX

ANALYSIS OF VARIANCE FOR DIETITIAN'S SALARY AND THEIR ATTITUDES
TOWARD SERVICE QUALITY: RELIABILITY

Source

Salary

Reliability

Error

OF

2

237

Mean Square

13.05

3.23

F Value

4.04

Pr>F

0.0188

Corrected Total 239

TABLE LX

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S SALARY AND THEIR
ATTITUDES TOWARD SERVICE QUALITY: RELIABILITY

Reliability

Salary

2:$100,001

$55,001-$100,000

N

19

97

Mean (%)

24.5R

23.62

Groupings)

A

B

<$55,000 124 23.34
lMeans with the same letter are not significantly different.
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Output. Contrary to the researcher's expectations, ANOVA and Duncan.'s

multiple range test did not indicate any significant relationship between output (product,

service, service + product) and the service quality dimensions at p::;'05. At p=O.0543

however, a significant association was found between output and the service quality

dimension of assurance (Tables LXI & LXII). Dietitians delivering a service feel that

assurance is more important (18.64) to their customers than those dietitians selling a

product (17.82). These results do not reflect results of prior studies which may be due to

the use of the SERVQUAL instrument. SERVQUAL was developed to determine

service quality expectations of customers by customers. In this study, SERVQUAL was

used to determine dietitian's perceptions of customer's service quality expectations. The

researcher expected to find significant relationships between output and the dimensions

of tangibility and reliability. In previous studies, reliability is considered to be the most

important dimension for customers receiving a service whereas tangibility is valued most

by those customers receiving a product.

Dietetic Practice Group. Analysis of variance and Duncan's multiple range test

indicated a significant relationship between DPG (DBC, NE, or both) and the service

quality dimensions tangibility (p=0.0443) and empathy (p=O.0026). Dietitians belonging

to both DBC and NE believe that tangibility is less important to their customers (18.93)

than dietitians belonging to NE (20.45) or DBC (20.29). Dietitians belonging to DBC

ranked empathy less important (l7.87) than those dietitians belonging to both
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TABLE LXI

ANALYSIS OF VARIANCE FOR DIETITIAN'S OUTPUT AND THEIR ATTITUDES
TOWARD SERVICE QUALITY: ASSURANCE

Source

Output

Assurance

Error

DF

227

Mean Square

12.04

4.08

F Value

2.95

Pr>F

0.0543

Corrected Total 229

TABLE LXII

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S OUTPUT AND THEIR
ATTITUDES TOWARD SERVICE QUALITY: ASSURANCE

Assurance

Output

Service

Service + Product

N

106

90

Mean (%)

18.64

18.09

Groupings I

A

AB

Product 34 17.82
lMeans with the same letter are not significantly different
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groups (18.81) and NE (18.76) (Tables LXIII to LXVI). DBC members have the public

at large as customers whereas NE see their clients on a I: 1 basis therefore, NE perceive

empathy as more important.

T-tests (Appendix F) were used to determine associations between the 5

dimensions of service quality: tangibility, reliability, responsiveness, assurance, and

empathy and the personal/institutional variables: gender and highest degree. The only

significant associations found were between gender and the 2 dimensions: reliability and

assurance.

Gender. Females perceive reliability to be significantly (p=O.0105) more

important to customers than males do. Males on the other hand perceive assurance to be

significantly (p=O.0467) more important to customers than females do. These significant

associations could be due to the unequal distribution of male and female respondents.

Hypothesis two stated: There will be no significant association between the

attitude of service quality scores and sclccted personal/institutional demographic

variables: gender, age, degree, output, salary, and practice group. As revealed in Table

LN, significant differences were observed between service quality attitudes and gender,

age, output, and practice group. Therefore, the researcher rejected the null hypothesis for

gender, age, output, and practice group and failed to reject the second null hypothesis for

degree and salary.
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TABLE LXIII

ANALYSIS OF VARIANCE FOR DIETITIAN'S DPG AND THEIR ATTITUDES
TOWARD SERVICE QUALITY: TANGIBILITY

Source

DPG Group

Tangibility

Error

DF

2

217

Mean Square

26.66

8.43

F Value

3.16

Pr>F

0.0443

Corrected Total 219

TABLE LXIV

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S DPG AND THEIR
ATTITUDES TOWARD SERVICE QUALITY: TANGIBILITY

Tangibility

DPG Group

NE

DBC

N

76

114

Mean (%)

20.45

20.29

Groupings'

A

A

Both 30 18.93
1Means with the same letter are not significantly different.
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TABLE LXV

ANALYSIS OF VARIANCE FOR DIETITIAN'S DPG AND THEIR ATTITUDES
TOWARD SERVICE QUALITY: EMPATHY

Source

DPG Group

Empathy

Error

DF

2

231

Mean Square

24.15

3.95

F Value

6.12

Pr>F

0.0026

Corrected Total 233

TABLE LXVI

DUNCAN'S MULTIPLE RANGE TEST FOR DIETITIAN'S DPG AND THEIR
ATTITUDES TOWARD SERVICE QUALITY: EMPATHY

Empathy

DPG Group

Both

NE

N

31

84

Mean (%)

18.R 1

18.76

G
. l

roupmgs

A

A

DBC 119 17.87
tMeans with the same letter are not significantly different.
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Professional Development Needs

Testing of H3

Hr There will be no significant association between the profes ional

development needs and selected personal/institutional demographic variables: gender,

age, degree, output, salary, and practice group.

Chi Square analyses (Appendix E, pg. 204) were determined for the 11

professional development needs of DBC and NE dietitians (Questionnaire, Appendix C).

Additional needs listed by respondents are also included in Appendix G. These analyses

were examined for relationship with personal/institutional variables gender, age, highest

degree of education, salary range, output of organization, and dietetic practice group.

Professional Development Need: Management Skills.

Dietitians :::56 years had a significantly (p=0.0107) lower need for management

skills than dietitians in the middle and lower age range (Table LXVII). The majority of

respondents :::56 years indicate a limited need or no need for management skills whereas

the majority of respondents 36-55 years and ::::35 years have a moderate or limited need

Respondents with a bachelors degree have a signi licantly (p=0.0098) higher need

for management skills than those respondents with a graduate degree (Table LXVII).

Fifty-seven percent of the bachelor degree respondents indicate an urgent or moderate

need for management compared with 41 % of graduate degree respondents.
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TABLE LXVII

CHI SQUARE VALUES ON ASSOCIAITON BETWEEN PROFESSIONAL
DEVELOPMENT NEEDS AND DEMOGRAPHICS

Demographics I Communication Skills Management Skills Marketing Skills Sales Skills Networking Skills

w
w

Gender
X 2

df
p

Age:
X2

df
p

Degree:
X2

df
p
Salary:
X2

df
p
Output:
X2

df
p
Group:
X2

df

16.648
6

0.0107

11.381
3

0.0098

14.393
6

0.0255

14.482
6

0.0247

14.528
6

0.024]



TABLE LXVII

CHI SQUARE VALUES ON ASSOCIAITON BETWEEN PROFESSIONAL
DEVELOPMENT NEEDS AND DEMOGRAPHICS CONTINUED

Demographics Financial
Management Skills

Personnel Negotiation Skills Computer Skills Public Relations Organizational
Management Skills Skills Politics

o....J
~

Gender
Xl
df

P
Age:
Xl

df
p
Degree:
Xl
df
p
Salary:
X2

df

P
Output:
Xl
df

P
Group:
X2

df

19.705
6

0.0031

22.887
6

0.0008

15.288
6

0.0181

15.844
6

0.0146



The majority of all respondents indicate a moderate or limited need for

management skills. Significantly (p=O.0255) more members ofNE indicate having no

need for management skills than members ofDBC or both groups (Table LXVII).

Professional Development Need: Marketing Skills.

/\. larger percent of dietitians .:::35 years and 36-55 years have a moderate need for

marketing skills rather than an urgent need whereas the largest percentage of dietitians

~56 years indicate an urgent need for marketing skills. Older dietitians may have been

trained as clinical dietitians and did not have courses in marketing. Significantly

(p=O.0247) fewer dietitians 2:56 years (29%) indicate their marketing skills need to be

moderate compared with 46% of respondents 36-55 years and 48% .:::35 years (Table

LXVII).

Professional Development Need: Networking Skills.

Significantly (p=O.0243) more dietitians 2:56 years have a limited or no need for

networking skills Table LXVII). These dietitians are older, have worked longer

therefore, have more experience with networking than the younger dietitians. The

majority (76%) of dietitians ..:::35 years indicate an urgent or moderate need for

networking skills whereas the majority (74%) of respondents 35-55 years indicate a

moderate or limited need.
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Professional Development Need: Financial Management Skills.

Younger dietitians (::::35 years) have a significantly (p=O.0031) more urgent need

for financial management skills than dietitians 2:36 years (Table LXVII). A greater

percentage of dietitians 2:56 years (33%) indicate no need for financial management skills

compared with 10% of dietitians 36-55 years and 10% ::::35 years.

Professional Development Need: Personnel Management Skills.

Members ofNE have a significantly (p=0.0008) lower need for personnel

management skills than members ofDBC or both practice groups (Table LXVII). Few

respondents «10%) in NE, DBC and both groups indicate an urgent need for this skill.

A larger percent ofDBC members are in moderate need of personnel management skills

than members ofNE and both practice groups.

Professional Development Need: Negotiation Skills.

Significantly (p=O.O 181) more dietitians selling a product indicate a greater need

for negotiation skills than dietitians delivering a service or a service-product bundle

(Table LXVII). The majority of dietitians selling a product (85°IrJ) have an urgent or

moderate need whereas 63% of respondents delivering a service and 68% with a service

+ product consider their need to be urgent or moderate.

Professional Development Need: Public Relations Skills.

Significantly (p=0.0146) more dietitians 2:56 years indicate no need for public

relations (PR) skills than dietitians in the younger age ranges (Table LXVII). Dietitians
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s:35 and 36-55 years have a greater tendency to indicate a moderate or limited need for

PR skills.

No significant association was found at p<.05 between personal/institutional

variables and the need for the following skills: communication skills, sales skills,

computer skills or organizational politics skills.

Hypothesis three stated: There will be no significant association between the

professional development needs and selected personal/institutional demographic

variables: gender, age, degree, output, salary, and practice group. A Table LXVII

indicates, significant differences exist between professional development needs and

gender, age, degree, and practice group. The researcher rejected the third null hypothesis

for gender, age. degree, and practice group but failed to reject the hypothesis for salary

and output.

Continuing Education Methods

Testing of H4

H1: There will be no significant association between the continuing education

methods and selected personallinstitutional demographic variables: gender, age, degree,

output, salary, and practice group.

Chi Square analyses (Appendix E, pg. 206) were determined for the 10 continuing

education methods of DBC and NE dietitians (Questionnaire, Appendix C). These

analyses examined the relationship of education methods with personal/institutional

variables gender, age, highest degree of education, salary range, output of organization,

and dietetic practice group.
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Method: Seminars by Employer.

Practice group was the only variable having a significant association at p:s,05 with

seminars by employer. The highest percent of respondents in all three groups would use

seminars by employer for continuing education. Significantly (p=O.0079) more

respondents belonging to both groups (26%) and DBC (24%) prefer this method

compared with only 8% ofNE (Table LXVIII).

Method: Workshops by Employer.

The majority ofrespondents with a bachelors degree (75%) and graduate degree

(58%) would use workshops by employer. A significantly (p=O.0483) greater number of

graduate respondents, however, would not use this method for continuing education

compared with respondents possessing a bachelors degree (Table LXVIII).

The majority ofrespondents in both practice groups (59%), DBC (65%) and NE

(66%) would use workshops by employer. Significantly (p=O.0076) more members of

NE (24%) would not use this method compared with 8% ofDBC members and 14% of

members belonging to both groups (Table LXVIII).
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TABLE LXVIII

CHI SQUARE VALVES ON ASSOCIATION BETWEEN CONTINUING
EDUCATION METHODS AND DEMOGRAPHICS

Demographics I Seminars by Employer Workshops by Employer Workshops by Professional
Ore:anizations

Seminars by Professional
Ore:anizations

Audio
Taoes

VJ
'-D

Gender
X2

df
p
Age:
X2

df
p
Degree:
X2

df
p
Salary:
X2

df
P
Output:
X2

df
p
Group:
X2

df
13.814

4
0.0079

6.063
2

0.0483

13.915
4

0.0076

13.478
4

0.0092

12.755
4

0.0125



TABLE LXVIII

CHI SQUARE VALUES ON ASSOCIATION BETWEEN CONTINUING
EDUCAnON METHODS AND DEMOGRAPHICS

~
c

Demographics

Gender
X2

df
P
Age:
X2

df
P
Degree:
X2

df
p
Salary:
X2

df

P
Output:
X2

df
p
Group:
X2

df

Books

6,025
2

0.0492

Graduate Courses in
Classroom

13,527
4

0.0090

Graduate Course via
Internet

6,234
2

0,0443

9.618
4

0.0474

Continuing Education
Articles

10,193
4

0.0373

Continuing Education via
Internet



Method: Workshops sponsored by professional organizations.

Even though the majority of respondents in all 3 age groups either strongly prefer

or would use workshops sponsored by professional organizations, significantly

(p=0.0092) more dietitians :::;35 years prefer this method (Table LXVIII). The response

rate for those indicating they would not use this method is <5% in all three age groups.

Method: Seminars sponsored by professional organizations.

Significantly (p=0.0125) more respondents younger than 35 years strongly prefer

seminars sponsored by professional organizations compared with middle aged and older

respondents (Table LXVIII). Of the three age groups, 5% of those :::;35 years, 0% of the

36-55 group, and 4% of those ~56 years would not use this continuing education method.

Method: Books.

Gender was the only variable having a significant association with books.

Significantly (p=0.0492) more males (50%) would not use books for continuing

education than females (23%) (Table LXVIII). Sixty-seven percent of females would use

books whereas only 25% of males indicated they would use books.

Method: Graduate courses in classroom.

A significant association was found between age range and graduate courses in

classroom. A significantly (p=O.0090) larger percentage ofrespondents ~56 years would

not use graduate courses in classroom as well as strongly prefer this method (Table

LXVIII). The relationship between age and graduate courses in classroom is linearly
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increasing for respondents ~35 and 36-55 years however, the majority of respondents ~56

years either would not use (78%) or strongly prefer (17%) this method.

Method: Graduate course via Internet.

While 55% ofrespondents with bachelors degree and 45% with graduate degrees

will use graduate courses via the Internet, significantly (p=0.0443) more graduate degree

respondents indicated they would not use this method (Table LXVIII). Forty-five percent

of respondents with graduate degree will not use courses via Internet compared with only

29% ofrespondents with a bachelors degree.

Significantly (p=0.0474) fewer respondents earning ~$55,000 (30%) indicated

they would not use graduate courses via Internet than respondents earning $55,000­

$100,000 (48%) and ~$1 00,000 (56%) (Table LXVIII). Fifty-five percent of respondents

in the lower salary range, 44% in the middle range and only 31 % in the higher range

indicated they would use this method to obtain continuing education.

Method: Continuing education articles in JADA or other.

Dietitians earning >$100,000 have a significantly (p=0.03 73) greater tendency to

strongly prefer articles in JADA or other journals than those dietitians in the lower 2

salary ranges (Table LXVIII). Of the respondents, 57% earning <$55,000,54% earning

$55,001-$100,000 and 41 % earning >$100,001 indicate they would use this method for

continuing education.

No significant relationship at PS05 exists between institutional/personal variables

and continuing education methods of: audio Tapes or courses via Internet (Table

LXVIII).
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The only additional method listed was continuing education via telephone. Only

one respondent indicated this method.

Hypothesis four states: There will be no significant association between the

conti.nuing education methods and selected personal/institutional demographic variables:

gender, age, degree, output, salary, and practice group. As presented in Table LXVIII,

significant associations are found between continuing education methods and gender,

age, degree, salary, and practice group. The researcher rejects the fourth null hypothesis

for gender, age, degree, salary, and practice group but fails to rej ect the hypothesis for

output.
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CHAPTER V

SUMMARY, RECOMMENDATIONS, AND IMPLICATIONS

Summary

This study investigated non-traditional dietitians' services marketing skills,

service quality attitudes, professional development needs and preferred methods for

continuing education. The specific objectives determined the non-traditional dietitians'

perceptions of service marketing skills, the non-traditional dietitians' attitude towards

service quality and what areas of professional development are needed by non-traditional

dietitians and how they would prefer to obtain this knowledge. As a result of these

objectives, 4 hypotheses were formulated. Survey questionnaires were sent to 248 NE

and 352 DBC randomly selected members who work in the following employment

settings: food manufacture/distributor/retailer; pri vate practice, primarily individual

client counseling; consultation, primarily to health care facilities; consultation, primarily

to other organizations/industries/media; other for profit organization (includes food

manufactures/distributors/retailers/agencies); and other nonprofit organizations.. A total

of 600 individuals were sent questiOIll1aires.

The questionnaire had four sections: demographic information (personal and

institutional), perception of services marketing skills in a 3-point Likert scale fonnat,

attitudes of service quality in a 5-point Likert scale format and a section for professional

144



development needs/continuing education methods in a Likert scale fonnat. Data obtained

[Tom 248 questioJU1aires (response rate 41.3%) were analyzed using t-test, Chi-square,

analysis of variance and Duncan's multiple range test.

Personal Variables

Respondents v/ere predominantly white, female and 36-55 years of age. Of the

respondents, 64.2% reported having a graduate degree.

Institutional Variables

The predominant number (N=95, 41 %) of dietitians in this study have between

11-20 years of experience as a registered dietitian while a little over 60% have been

working in their current specialty area for less than 10 years. The majority of

respondents belonging to DBC and NE and to DBC only (81 % and 90% respectively) are

employed full-time compared with only 43% ofNE members. The three most dominant

types of organizations where non-traditional dietitians are employed are: food

companies, consulting companies and self employed/private practice. Members of both

groups and DBC are mostly employed by organizations that operate at nation and world­

wide levels whereas 50% NE members work at state-wide levels.

Major end-product varied in relation to practice group membership. While the

majority ofNE members are delivering a service and DBC members are delivering a

service + product, those who belong to DBC and NE are delivering either a service,

product or service-product bundle. Non-traditional dietitians are performing a variety of

roles, however. the largest percentage (19%) ofrespondents are performing upper

administrative duties followed by consultants (16%) and managers (15%).
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While 20 respondents indicate a salary of2:$1 00,000, 51 % of respondents are

earning :S$55,OOO. Of the 248 respondents, only 75 (30%) indicate spending <25% of

their time on marketing/service quality. One hundred and three (42%) respondents

indicate 26-75% of their job is marketing/service quality while 70 (28%) respondents

indicate 2:76% of their job pertains to marketing/service quality. Three fourths of the

survey participants obtained their marketing skills via career experience.

Services Marketing Skills

Of the 8 marketing Ps and marketing strategy (Chapter II, pg. 15), respondents

perceive their knowledge to be greatest for marketing strategy and product. Over 80% of

respondents indicate having more than adequate or adequate knowledge concerning the

basic knowledge of customers and purchasing decisions of customers (2 of the 4

marketing strategy components). At least 70% ofrespondents perceive their knowledge

of all 3 product components to be adequate or more than adequate.

Over 65% of respondents have adequate or more than adequate knowledge

concerning partnering. Respondents with significantly lower mean scores for partnering

are those earning :S$55,OOO, :s35 years old, delivering a service and belonging to NE.

Of all respondents, 38-43% indicate limited knowledge for the 3 components of

pnce. Significantly lowcr scores for price were perceived by those earning :S$55,OOO,

:s35 years old, graduate degree recipients, and members ofNE.

For the 2 promotion components, 32% of respondents indicate limited knowledge

for effective promotion strategy, while 47% have limited knowledge of using electronic
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multimedia in promotions. Respondents earning :S$55,OOO and members ofNE had

significantly lower mean scores for promotion.

Of the respondents, 42-52% indicate their knowledge concerning the 3

components of people to be limited. Respondents with lower mean scores are those

earning :S$55,OOO, deliver a service, members ofNE and graduate degree recipients.

Nearly Y2 of respondents indicate limited knowledge for place (54%), position

(47%), and packaging (52%). Dietitians earning :S$55,OOO have significantly lower

scores for place and packaging while those delivering a service have lower mean scores

for position and packaging. Members of NE have significantly lower scores for all three,

place, position and packaging.

Hypothesis one stated: There will be no significant association between the

perceptions of marketing skills of non-traditional dietitians and selected

personaVinstitutional demographic variables: gender, age, degree, output, salary, and

practice group. As seen in Table I, significant differences were observed between

services marketing skills and gender, age, degree, output, salary, and practice group.

Therefore, the researcher rejected this null hypothesis.

Attitudes Toward Service Quality

Of the 5 service quality dimensions (Chapter II, pg. 24), survey participants

perceive reliability to be the most important dimension to customers. This finding

supports previous service quality research (Chapter II, pg. 24). An average of 74.2% of

respondents indicate "very important" for each of the 5 components of reliability. Those
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respondents having the highest mean scores for reliability are female, earning 2:$100,001,

and 2:56 years.

Assurance and empathy are perceived to be the next 2 important dimensions of

service quality. Approximately 65% of respondents perceive the four components for

assurance and empathy to be "very important". Survey participants with the highest

mean scores for assurance are male and those delivering a service. Members ofDBC

have significantly lower scores for empathy.

Responsiveness is the fourth important dimension of service quality. The three

components of responsiveness are perceived to be "very important" by an average of

61 % ofrespondents.

Of the 5 service quality dimensions, dietitians perceive tangibility to be the least

important to their customers. An average of 39% of survey participants indicate "very

important" for the 5 components of tangibility. Fifty-two percent of respondents perceive

modem-looking equipment to be "not so" or "somewhat" important to their customers.

Dietitians 2:56 years had significantly higher mean scores for tangibility.

Hypothesis two stated: There will be no significant association between the

attitudes toward service quality scores and selected personalJinstitutional demographic

variables: gender, age, degree, output, salary, and practice group. As revealed in Table

LIV, significant differences were observed between service quality attitudes and gender,

age, output, and practice group. Therefore, the researcher rejected the null hypothesis for

gender, age, output, and practice group and failed to reject the second null hypothesis for

degree and salary.
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Professional Development Needs

Over half of the respondents indicate an urgent or moderate need for marketing

(71 %), sales (61 %), networking (57%), financial management (65%), negotiation (69%),

computer (60%), public relations (58%) and organizational politics (52%) skills. Of

these respondents, 42% of dietitians >56 years indicated an urgent need for marketing

skills. The majority of dietitians ::;35 years indicate an urgent or moderate need for

networking skills and an urgent need for financial management skills. Of the dietitians

delivering a product, 85% perceive their need for negotiation skills to be urgent or

moderate. Sixty-three percent of dietitians delivering a service and 68% of dietitians

delivering a service-product bundle also indicate a moderate or urgent need for

negotiation skills.

Hypothesis three stated: There will be no significant association between the

professional development needs and selected personal/institutional demographic

variables: gender, age, degree, output, salary, and practice group. As Table LXYlJ

indicates, significant differences exist between professional development needs and

gender, age, degree, and practice group. The researcher rejected the third null hypothesis

for gender, age, degree, and practice group but failed to reject the hypothesis for salary

and output.
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Continuing Education Methods

The two most preferred methods by respondents for continuing education are

workshops and seminars sponsored by professional organizations. Approximately half of

the respondents indicate they would not use audio tapes or graduate courses in

classrooms for continuing education.

Hypothesis four states: There will be no significant association between the

continuing education methods and selected personal/institutional demographic variables:

gender, age, degree, output, salary, and practice group. As presented in Table LXVIll,

significant associations are found between continuing education methods and gender,

age, degree, salary, and practice group. The researcher rejects the fourth null hypothesis

for gender, age, degree, salary, and practice group hut fails to reject the hypothesis for

output.

Recommendations

Recommendations for Future Studies

Based on the results of this study, the following recommendations are offered for future

studies. Subjects could be expanded by including more practice groups and have a larger

population size, or survey a random sample of all dietitians not just those belonging to

certain practice groups. Marketing skills and service quality attitudes of all dietitian

need to be discovered. The use of electronic media, distance education and virtual

classrooms to teach services marketing skills need to be explored. Another suggestion for
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further research could be to have respondents rank the importance of the service quality

dimensions.

One way to improve response rate might be to change the time of the study.

Surveys were sent out in early August which is generally a time for vacation. Response

rate may also be improved by shortening the survey to include only services marketing

skills and attitudes towards service quality or sending 2 different instruments.

Recommendations for Dietetic Practitioners

In the new millennium, dietitians are expected to be multiskilled. With the new

Professional Development Portfolio requirements recently established by ADA along

with the multiskilled expectations, it is crucial for dietetic professionals to seek and

acquire skills specific to marketing, networking, negotiation, and financial management

via workshops and seminars sponsored by ADA or other professional organizations,

college courses, or courses via internet.

As competition becomes more intense, service quality hecomes imperative. 10

order to retain clients and increase sales, dietetic professionals are going to have to go

beyond customer satisfaction and develop customer loyalty. Dietitians need to seek out

their customer's expectations and work to exceed these expectations.

Recommendations for ADA

The two most preferred methods for continuing education by the respondents in

this study are workshops and seminars sponsored by professional organizations. By

ADA providing workshops and seminars on marketing, networking, negotiation and
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financial management skills, dietetic professionals could enhance their knowledge in

these areas.

Implications

One implication of research findings is that now, the professional organization

(ADA) and the different practice groups have some guidance for setting priorities when

planning workshops and seminars for enhancing their member's management skills.

Priority should be given to those 8 professional development needs indicated by over half

of the respondents to be of urgent or moderate need.

The second implication of these findings is that the Didactic Programs in Dietetics

(DPD) and Supervised Practice Programs have now some insight in selecting the

competencies from the ADA standard requirements for establishing the curriculum for

their programs. With the great emphasis being placed on the need for marketing skills

and knowledge of service quality, dietetic students need to begin with marketing and

service quality principles and applications in the undergraduate program. Courses

pertaining specifically to marketing and service quality should be taught and required for

all DPD students. The focus on marketing and service quality should begin in the

undergraduate program foUowed hy more applied implementation, synthesis, and

evaluation in the supervised practice program. The competencies for the supervised

practice programs should include more or all of the 7 BE competencies: perform

organizational and strategic planning; develop business or operating plan; supervise

procurement of resources; manage the integration of financial, human, physical and

material resources; supervise organizational change process; supervise coordination of
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services; and supervise marketing functions. Dietetic interns would also benefit from

spending part of their rotations in business/industry, and other uncharted settings where

future practitioners can make a difference.
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Oklahoma State University
Institutional Review Board

Protocol Expires 7/26/01

Date Thursday, July 27, 2000 IRS Apphcatlon No HEOl3

Proposal Tille

Principal
Inveshgator(s)

SERVICE MARKETING SKILLS, SERVICE QUALITY ATTITUDE AND PROFESSIONAL
DEVELOPMENT NEEDS OF NON·TRADITIONAL DIETITIANS

Mandy Caid-Jefferson

311 HES

Stillwater. OK 74078

Lea Ebro

425 HES

Stillwater, OK 74078

Reviewed and
Processed as: Exempt

Approval Status Recommended by Rev'ewer(s) Approved

Signature

Thursday, July 27, 2000

Carol Olson, Director of University Research Compliance Date

Approvals are valid for one calendar year, after whIch time a request for continuation must be submitted Any modificatrons
to the research project approved by (he IRS must be submitted for approval w~h the advisor's signature. The IRS office
MUST be notified In writing when a project is complete Approved projects are subject to monitoflng by the IRS. Expedited
and exempt projects may be reviewed by the fulllns(l(utional ReView Board.
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SURVEY DRAFTIPILOT STUDY
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0SU

July 1L 2000

Dear.

Deportment of Nutrillonal Sciences
425 Human EnvllonmenlolS(iences
Stillwater. Otlohoma 74078-6141
405·744·5040, Fo( 405·744·7113
Emoil nutrsci~@otstoteedu

hnp://wwwokstateedu/hes/ns(i/

You have been chosen to critique the cover letter and survey instrument-Service
Marketing Skills, Service Quality Attitude and Professional Developm~nt
Needs/Methods of Non-Traditional Dietitians. Your evaluation of this instrument is an
important part of the research process to increase the validity and rate of response to the
questionnaire.

All responses to the questionnaire will be held in strict confidence. The infonnation
obtained from your critique will be used to evaluate the quality of the instrument and will
not be included in the final results of this study.

Please complete the enclosed questionnaire and the critique form and return them in the
self-addressed stamped envelope by July 21, 2000. Contact me should you have any
questions regarding the cover Jetter, questionnaire, or critique form.

Your assistance is greatly appreciated

Sincerely,

~~~cL-q.Jin~
Mand£taid-Jefferso~-
Masters Candidate (RD eligible)
Oklahoma State University
Ph. (405) 377-2734

dlJ0-L l~
Lea L. Ebro, PhD, RD, LD
Professor & Dietetic Internship Director
Major Adviser
Ph. (405) 744-8294

This letter was sent to 12 dietitians working in Business and Industry

162



VALIDATIO OF SERVICE MARKETI G KILLS, ATTITUDES TOWARD
SERVICE QUALITY A D PROFE SIO AL DEVELOPME TEEDS

AND METHODS OF NO -TRADITIO AL DIETITIA S

Please review this cover letter and questionnaire for clarity and ease of under tanding.

Check the response which best describes your opinion.

Strongly Agree Uncertain Disagree Strongly
Agree Disagree

The instructions are clear
and easy to follow.
The organization of the
questionnaire follows a
logical sequence.

The rating scales are
appropriate for questions.
The wording of each
question is clear and easy
to understand.
The length of the
questionnaire is
appropriate.

Amount of time required for survey completion? min.

Please provide any suggestions which would improve the content of the cover letter and
questionnaire.

Thank you for your assistance.
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0SU

July 31,2000

Dear DBC Practice Group Member

Deportmenl 01 Nullllionol SCIences
425 Human Environmental Soences
Stillwater, Oklohomo 74078-6141
405-744·5040, fox 405-744-7113
EmOiI nUlrs<i~@okslote.edu

http!/wwwokslole.edujhes/nso/

DRAFT

E Practice Group Member

[ am a Master's candidate in the department of utritional SCiences. currently conducting the
research for my thesis. I need your help in a project to determine the services marketing skills,
service quality attitude and professional development needs of dietitians working 111 a non­
traditional setting.

You have been randomly selected as a participant in thiS urvey therefore your cooperation would
be greatly appreciated. The random selection was performed by ADA based on your dietetic
practice group mem bersh ip. Of course, repl ies wi II be kept completely confidential and used only
in tabulation (composite results). The abstract of my results wi II be mai led to the president of
your dietetic practice group for publication in your newsletter.

This survey will require about twenty minutes of your time. You can return it to me using the
stamped reply envelope provided, on or before August I I. 2000. You may contact Sharon
Bacher, IRB executive secretary. 203 Whitehurst, Oklahoma State University, Stillwater, OK
74078; telephone (405) 744-5700 with further questions concerning this study.

Thank you for your participation and cooperation.

Sincerely,

~yY\~ ~-q11r~
Ma-ndy ~id-Jefferson
Master's Candidate (RD eligible)
Ph. (405) 377-2734
e-mail: cmandy@okstate.edu

Attachment

dU0dlL
Lea L. Ebro, Ph.D, RD/LD
Professor & Dietetic Internship Director
Major Advisor
Ph. (405) 744-8294
e-mail: gobucks@okstate.edu
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PART I: SERVICE MARKETING KNOWLEDGE/SKILLS

INSTRUCTIONS: Listed are various services marketing skills. Please check [-Y] your
knowledge/skill level after each statement in the appropriate column,

IdfKDegree 0 nowe Ige

Service Marketing Skills Limited Adequate More Than
Adeauate

Basic knowledge of customer

Purchasing decisions of customers

Developing a strategic segmentation

Defining a "value proposition" or promise
to the customer
Developing new products and services

Managing product mix

Ensuring competitive, consistent products

Strategic price management

Pricing products to maximize return

Maximizing realized net price for each
transaction
Developing and executing an effective
channel strategy
Developing and executing an effective
partnering strategy
Developing effective partnerships with
customers and suppl iers
Developing and executing an effective
sales force strate,gy
Provide sales force with effective support

Ensuring an effective and well-trained
sales force
Developing and executing an effective
promotion strategy
Using electronic multimedia in promotions

Developing and executing an effective
brand strategy
Developing and executing an effective
packaging strategy
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PART II: ATTIT DE TOWARD SERVICE Q ALITY

TRUCTlONS: In your opinion, ho\ important are the following ervice quality
expectations to your customers? Check r-Jlthe aPDropriate column after each statement.

Expectations Not Not So Somewhat Important Very
Sure Important Important Important

Modem-looking
equipment
Physical facilities will be
visually appealing
Employees will be neat

Associated materials will
be visually appealing
Promise to do something
at a certain time
Show sincere interest in
solving problem
Will perform the service
right the first time
Will provide service at the
promised time
Error-free records

Customers told exactly
when services will be
performed
Prompt service will be
given
Employees will always be
willing to help
Employees will never be
too busy to respond
Will instill confidence in
customers
Customers will feel safe
in their care
Consistent courtesy with
customers
Knowledge to answer
Questions
Give customer individual
attention
Convenient hours

Give customers personal
attention
Have the customer's best
interest at heart
Understand the specific
needs of their customers
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PART Ill: PROFESSIONAL DEVELOPME T NEEDS

[ STRUCTIONS: Rate your Ileed for the continuing education and professional development
for each of the following skill. Check [ ] your level of need after each skill in the appropriate
column.

Skills Urgent Moderate Limited No
Need Need Need Need

Communication Skills
Management Skills
Marketing Skills
Sales Skills

-Networking Skills
Financial Management
Skills
Personnel Management
Skills
Negotiation Skills
Computer Skills
Public Relations Skills
Organizational Politics

Others, Please Specify:

CONTINUING EDUCATION METHOD

INSTRUCTIONS: Check [ ] which Continuing Education Method you would lise to obtain the
skills above. Please list additional methods yOll currently use

Continuing Education Method Strongly Would Would Not
Prefer Use Use

Seminars by Employer
Workshops by Employer
Workshops sponsored by Professional
Organizations
Seminars sponsored by Professional
Organizations
Audio Tapes
Books
Graduate Courses in classroom
Graduate Course via Internet
Continuing Education articles in Journal of the
American Dietetics Association or other
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PART IV: DEMOGRAPIDC I FORMATION

INSTRUCTIONS: Please check the appropriate response or insert an answer in the space
provided.

Part A: Personal Variables

1. Please indicate your gender:
Male
Female

2. Please indicate your current age range:
under 25
25-35
36-45
46-55
over 55

3. Indicate your race/ethnicity:
__White (Not of Hispanic Origin)
__Hispanic

American Indian
__Black (Not of Hispanic Origin)

ASian or Pacific Islander
Alaskan or Hawaiian Native

4. Indicate the highest degree that you have received:
B.S./B.A.
M.S.fMPH
M.B.A.
Ph.D./Ed.D

Part B: Institutional Variables

5. Years of experience as a Registered Dietitian: --years

6. Years of experience m specialty area: years

7. Please indIcate employment status:
__ Full Time Employment (35 hours or more)
__ Part Time (less than 35 hours per week)
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8. Check the category which best describes the organization in which you are employed:
__Food Company
__Health Care Corporation
__Phannaceutical Company
__Media (TVIPrint/Electronic)

Human Resources
__Marketing
__Other (please specify): _

9. Indicate the status of your businesslindustry/agency:
state-wide
nation-wide
world-wide

10. Indicate the major output/end-product of your organization's service:
__tangible possession (product)
__an intangible (service)
__service-product bundle (service + product)

11. Job title:

12. Please indicate your salary range:
__less than $30,000
__$30,001-40,000
__$40,001-50,000
__$50,001-60.000
__$60,001-70.000
__more than $70,001

13. Indicate how you obtained marketing skills (mark all that apply):
__College Courses
__Workshops
__Self-study

Internet Courses
__ADA Skills Workshop
__Other (please specify): _

14. Percentage of your job that can be considered marketing/service quality: %

15. You were selected for this survey based on your membership to the Dietitians In

Business and Communications practice group. Are you also a member of Nutrition
Entrepreneurs? (This question was worded appropriately according to practice group).

Yes
No

Thank you for your participation and support.
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Pilot Study Suggestions/Comments

Part I. Services Marketing
• Many dietitians skirt the "customer" issue, use "client"
• When only product is used, add services
• Too long
• "Service" is confusing
• Do not know what is meant by "service"
• May need to omit the work "service" and just use marketing skills
• Add the skill: Developing and executing an integrated marketing communications

strategy
• Include "consumers" after the word customers

Part II. Attitude Toward Service Quality
• Some expectations are not applicable

Part Ill. Professional Development Needs
• Easy to understand
• Appropriate no matter what your profession is

Part Ill. Continuing Education
• Seminars and workshops are the same thing
• Add continuing education (not graduate) via internet

Part IV. Personal Variables
• Recommend increasing age range

Part IV. Institutional Variables
• Change #6 to: Years of experience in current specialty area
• #8: Need to distinguish between food company manufacturer and retail & add

consulting company
• #12: Include additional ranges, go higher-top category is higher than $125,000
• #13: Add career experience, on the job training and osmosis

Letter
• Define services
• Change "president" of DPG to "chair"
• Tell when results will be mailed to chair ofDPG
• What is the meaning of "non-traditional"?
• Looks fine
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Time for Survey Completion
• 15 minutes
• 10 minutes
• 10 minutes
• 15 minutes
• 15 minutes
• 11 minutes
• 10 minutes

Other Suggestions/Comments:
• Overall, looks fine
• Point of confusion is the word "services"
• May want to define "service marketing" and "service quality"
• Go higher on salary range
• Please send me a copy of the abstract
• Not sure that Parts I & II apply to my position
• Define "services"
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APPENDIX C

FINAL INSTRUMENT, COVER LETTER,
THANK YOUIREMINDER CARD
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August 9, 2000

Deportment of NUlritionol S(lences
425 Human Environmentol S(lences
Stillwoter, Oklahoma 74078-6141
405·744-5040, Fax 405·744·7113
Email nutrsci-i@okslore.edu
http://wwwoksroteedu/hes/ns(l/

Dear DBC Practice Group MemberfNE Practice Group Member:

I am a Master's candidate in the department of Nutritional Sciences, currently conductl ng the
research for my thesis. I need your help in a project to determine the services marketing skills.
service quality attitude and professional development needs of dietitians working in a non­
traditional setting.

The demand for services and expertise of dietetic professionals is growing throughout the
American business and industry. While some dietitians are selling a tangible product, the
majority of dietitians are del ivering an intangible service (a deed, a performance or an effort).

You have been randomly selected as a participant in this survey therefore your cooperation would
be greatly appreciated The random selection was performed by ADA based on your dietetiC
practice group membership Replies will be kept completely confidential and used only in
tabulation (composite results). The ab tract of my results will be mailed to the chair of your
dietetic practice group for publication In your newsletter.

This survey will require about ten minutes of your time. You can return it to me using the
business reply envelope provided, on or hefore August 23, 2000. You may contact Sharon
Bacher, IRB executive secretary, 203 Whitehurst, Oklahoma State University, Stillwater, OK
74078; telephone (405) 744-5700 with further questions concerning this study.

Thank you for your participation and cooperation.

Sincerely,

~ COA£L -91}r-s.fM--
Mandydid-Jefferson
Master's Candidate (RD eligible)
Ph. (405) ]77-2734
e-mail: cmandy@okstate.edu

Attachment

d~Lf/rvv
Lea L. Ebro, Ph.D, ROlLO
Professor & Dietetic Internsh ip Director
Major Advisor
Ph. (405) 744-8294
e-mail: gobucks@okstate.edu
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Services Marketing Skills,
Service Quality Attitudes &

Professional Development
Needs of

Non-traditional Dietitians

Department of Nutritional Sciences

Oklahoma State University

Stillwater, OK 74078-{)141

(405) 744-8294
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PART I: SERVICES MARKET! G SKILLS

INSTRUCTIONS: Listed are various services marketing skills. Please check [ 1your
knowledge/skill level after each statement in the appropriate column.

IdfKoe2 ree 0 now e 11 e
Services Marketing Skills Limited Adequate More Tban

Adequate
Basic knowledge of
customers/cl ients/consumers
Purchasing decisions of
customers/c! ients/consumers
Developing a strategic segmentation

Defining a "value proposition" or promise
to the customer
Developing new products and services

Managing product mix

Ensuring competitive, consistent products
and services
Strategic price management

Pricing products and services to maxim ize
return
Maximizing realized net price for each
transaction
Developing and executing an effective
channel strategy
Developing and executing an effective
partnering strategy
Developing effective partnerships with
customers and suppliers
Developing and executing an effective
sa les force strategy
Provide sales force with effective support

Ensuring an effective and well-trained
sales force
Developing and executing an effective
promotion strategy
Using electronic multimedia in promotions

Developing and executing an effective
brand strategy
Developing and executing an effective
packaging strategy

175



PART II: ATTITUDE TOWARD SERVICE QUALITY

INSTRUCTIONS: In your opinion, how Important are the following service quality expectation to your
customers? Check [..J] the appropriate column after each statement.

Expectations Not Not So Somewhat Important Very
Sure Imoortant Imoortant Important

Modem-looking equipment

Physical facilities will be
visually appealing
Employees will be neat

Assoc iated materia Is
(brochures, pamphlets) will
be visually appealing
Conven ient business hours

Promise to do someth ing at a
certain time & does so
Show sincere interest in
solving problem
Will perform the service right
the first time
Will provide service at the
promised time
Customers told exactly when
services will be performed
Prompt service will be given

Employees will always be
willing to help
Employees will never be too
busy to respond
Will instill confidence in
customers
Customers will feel safe in
their care
Consistent courtesy with
customers
Knowledge to answer
Questions
Company will give customer
individual attention
Employees will give
customers personal attention
Have the customer's best
interest at heart
Understand the specific needs
of their customers
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PART 111: PROFE 10 AL DEVELOPMENT EEDS

ional development for each
Check [ ] your level of need after each skill in the appropriate column.

Skills Urgent Moderate Limited Need No
Need Need Need

Communication Skills
Management Skills
Marketing Skills
Sales Ski lis
Networking Skills
Financial Management Skills
Personnel Management Skills
Negotiation Skills
Computer Skills
Public Relations Skills
Organizational Politics

Others, Please Specify:

f---------------------'-I--------------+------

CONTINUING EDUCATION METHOD

INSTRUCTIONS: Check ['-'J which Continuing Education Method you would use to obtain the skills
above. Please list additional methods you currently use.

Continuing Education Method Strongly Would Would Not
Prefer Use Use

Seminars by Employer
Workshops by Employer
Workshops sponsored by Professional
Organizations
Seminars sponsored by Professional
Organizations
Audio Tapes
Books
Graduate Courses in classroom
Graduate Course via Internet
Continuing Education articles in Journal of the
American Dietetics Association or other
Continuing Education courses via Internet
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PART IV: DEMOGRAPlDC INFORMATION

INSTRUCTIONS: Please check the appropriate response or msert an answer in the space
provided.

Part A: Personal Variables

6. Please indicate your gender:
Male
Female

7. Please indicate your current age range:
under 25
25-35
36-45
46-55
55-65
over 65

8. Indicate your race/ethnicity:
__White (Not ofHispanic Origin)
__Hispanic

American Indian
__Black (Not of Hispanic Origin)

Asian or Pacific Islander
Alaskan or Hawaiian Native

9. Indicate the highest degree that you have received:
B.S./B.A.
M.S./MPH
M.B.A.
Ph.D./Ed.D

Part B: Institutional Variables

10. Years of experience as a Registered Dietitian: __years

6. Years of experience in current specialty area: years

10. Please indicate employment status:
Full Time Employment (35 hours or more)
Part Time (less than 35 hours per week)
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II. Check the category which best describes the organization in which you are employed:
__Consulting Company
__Food Company (Manufacturer)
__Food Company (Retailer)
__Health Car~ Corporation
__Human Resources
__Marketing
__Media (TV/PrintlElectronic)
__Pharmaceutical Company
__Other (please specify): _

12. Indicate the status of your business/industry/agency:
state-wide

__nation-wide
__world-wide

14. Indicate the major output/end-product of your organization's service:
__tangible possession (product)
___an intangible (service)
__service-product bundle (service + product)

15. Job title:

16. Please indicate your salary range:
__less than $40,000
__$40,001-55,000
__$55,001-70,000

$70,001-85,000
__$85,001-100,000
__$100,001-115,000
__$115,001-130,000
__more than $130,001

17. Indicate how you obtained marketing skills (mark all that apply):
__College Courses
__Workshops
__Self-study

Internet Courses
__ADA Skills Workshop
__Career Experience
__On the job trairung
__Other (please specify): _

14. Percentage of your job that can be considered marketing/service quality: %

15. You were selected for this survey based on your membership to the Dietitians in Business
and CornmuOlcations practice group. Are you also a member of Nutrition Entrepreneurs')

Yes
No

Thank you for your participation and support.
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Reminder/Thank You Card was sent to all dietitians who received a survey

August 23, 2000

Last week a services marketing questionnaire was mailed to you.

If you have already completed and returned the questionnaire to us, please
accept our sincere thanks. Ifnot, please do so today. We are especially
grateful for your help.

If you did not receive a questionnaire, or if it was misplaced, please cal] us
at (405) 744-8294 and we will get another one in the mail to you today.

il1a'v~~ -q®'l(/~ A -L-ct. { :z-~
Mandy ~d-Jefferso[P - 'r1'~ L. Ebro, PhD, RD/LD
Master's Candidate Professor & DI Director
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APPENDIXD

ADDITIONAL METHODS USED FOR OBTAINING MARKETING SKILLS
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ADDITIONAL METHODS USED FOR OBTAINING MARKETING SKILLS

Method
Mentors
Wilson Learning Courses
MBA Degree
Conducting Classes and Seminars
Networking with Other Professionals
Graduate Courses
Employer Sponsored Seminars/Training
Books
Tips from Other Sales People
Internship
Husband
Parent
Friends in Marketing/Sales
Professional Organizations
Local Group of Business Entrepreneurs
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4
1
3
2
3
1
1
4
2
1
2
1
1
1
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APPENDIX E

CHI SQUARE TABLES
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Key For Chi Square Analysis Tables

Dependent Variables:

Services Marketing Skills ( ms)
I=Limited
2=Adequate
3=More Than Adequate

Attitudes Toward Service Quality (asq)
I=Not Sure
2=Not So Important
3=Somewhat Important

Professional Development eeds (pdn)
1=Urgent Need
2=Moderate Need
3=Limited Need
4=No l\;ccd

Continuing Education Methods (cern)
1=Strongly Prefer
2=Would Use
3=Would Not Use

Independent Variables:

Gender
l=male
2=female

Age
1=:s35 years
2=36-55 years
3=~56 years

Highest Degree (HD)
1=Bachelors
2=Graduate

Salary
I=S$55,000
2=$55,00 1-100,000
3=~$100,001

pages 186-200

pages 200-203

pages 204-206

pages 206-208
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Output
1=Product
2=Service
3=Product + Service

Group
b=Both
d=DBC
n=NE
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Hfeeti.,. S••pll Slze • 2Je

rr~uenc" MUI1.00 • 12
fbll $AS S.,.(..
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, '7
0.16 1,))

" ..
I. '9 25,4)

'0 35
4.31 15.09

Jot.1 3 , 11.

13.38 41,e4

raole 0' ularyop by ...,
uLarygp ,.,1

frequ."C'(

P.rcent 'I Toul

2. II ,. '2>
12 03 21.80 12.03 " .'.. ~, 91

'.66 11.43 " . '6 40.2!l

, 11 ,.
Q.e) 2.49 '.~ 1.86

Totd 35 "' •• '"II. s> 41.12 37. 76 100.00

Otott.,ut .."
'oul

115 ]~

&. to 1'5 09

30 101
12 93 I _6 5S

eo
11.97 31 J&

90 lJ2

n.79 100 00

SUtUtlCI tor hbl. 0' outPul by '_I'

St~llSt.lC Dr Yilue PrOD StlllUlC OF "rob

C". ·SQuare JO.95.09 <.000' 12.0826 a OIfi1

£fr.ctIV. ~.ple Su. 24'

f rtqueAcy lill SJ 1no • 1

'he $AS S"sa_

[(t.cu .... S••.,h Sau 232
frequlncy "11111\9 • 16

The $AS 5yst ..

Taoll 0' HO by ...~

HlJ , ••9

25 1'1
11.21 :UL32

21 142

1iJ.42 13.88

46 223
20.CS3 100.00

'3 33
10.31 14.80

.5 se
N.15 25. II

Totd .. ••
31.46 )t.al

Frequ.ncy

"arc.nt ToUl

hOle 0' nla"yoP t)y u,a

nlaryop ,_.s8

freQutncy
p.,.cent " foUL

81 IS ,.
'22

25.14 11.99 6.15 51.48

22 37 37 ...
9.21 '5.81 15.51 40.5'

I ~ • '.3.lt 2.1t '.53 II .02

Toul 91 .7 59 '37

38.40 38.71 ,. 6. \00.00

Fl'".caulncy 1lI1SS1""Q . 11

OF 'rOIl

$utlstLc or

25.3011

PrOb

<.0001

Chi 'Square lO.431S

Hhct1n ~h Stu· 223
Frequaney "baing· 25

0.OOS4

Ur.eth't S&aple Sin 237

Frequency 'hs'lrw;! • 11
Thl $AS SyltH

1INUI1NG: 10\ of tIM Glta are .i•• ing.
The SAS Syst_
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ltDlt of sa Llt'ygp Oy ,.,g

uLa"-YQP ,.s9

Frequency

"erc.nt '. foul.,
'0 '2 IlJ

25.53 21.01 S.04 S1.68

2S 30 ••
'O.SO " .2J 12.11 .0 J4

S 7 ••
2.10 2.94 2.94 J .98

101111 " •• •• 23•

31.24 .1. •• 20.59 '00.00

frequenc.,. MUS11"1Q • 10

ToUI

'I 'I foul

SO 31 "'211. '. 15.1. 15.01 501.0"

,. oe JO ••
II. •• " ." 12 • 8 .. ,e

6 S II

3.00 :a.501 2. '50 7.73

Ie, • J o• 2JJ

.3.350 3S.52 2' .OJ 100.00

Suust.LCS for laDle of ularyoo by oses9 SUtlSUCI 'or hoh o' "ta... yop by ,n'O

Sut uHC

erH· Square

OF V,lut

23 .•873

ProD Sut lstLC

cPu.. SQUirt

eF v.Lue Prob

0.000'

Effect lve s.._pl .. SlU • 2JB

Frequency "lSSLl"IQ • 10

fhe SAS 5yst..

'ilol. of , .. I.lrYQo by •• ,11

u1." ..QP ,., "
~r'Qutnc.,

'.rcent Toul

7. 32 • '"32.10 13.150 3.10 SO.65

'2 211 2S 96.•. •• 12.'S 10. Bi2 . '6

1 , • ,.
3.03 2.16 2.SO 7.7g

Toul '2' SO '0 231
54.11 28.57 11.32 100.00

Frequency 1111..1r'WJ ,. 11

StatUtics. for hbll 01 u.larygp by a_,ll

Effect iwe 5• ..,le SlU 2J3

frequency "US lna • , 50

The SAS $,." ••

J.Dle 01 9roup Oy t." I

Oroup ,.,11

frequency

r''-Ctnt Toul

l> 7 '2 3'
5.11 3.03 5. It " <2

51 <0 22 120
25.11 17.32 e.S2 SI."

" " e eo
23.11 8.23 2.BiO "3".83

Tot •• 12' IS •• 231
54 .11 28.51 , 7 .32 '00.00

Frequency "inlng . "
SUtht1Ct for lIbit 01 group by ••1\ ,

Statistic eF

18.5198

Prob

O.OCHO

Stat tatlc

Cht·Squari

eF Value

19.0771

Prob

0.0005

Efhctut Sa-.ph Size 2JI

Frequency Wba1no • 17

r~ SAS Syat..
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., ••
2' 52 16 14

2. 32
8.37 13.39

) ,
1.25 2.g3

loul •• r.
3S.1S JJ.05

Total

23 124

9.62 51 .•e

9.
18.41 40.17. ,.
3.77 7.95

76 239

31.80 100.00

TaDIl ot OUtPUI 0, '.'12
Oulp-vt '.S' '1

Fr'Q",ney
P~rc,nt foul

'3 '3 9 35
S.IS 5 e5 3.t, IS.22

S' 30 25 '06
22 " IJ.Q.4 10.111 46.09

" 33 39 e.
1.Ji 14.3S 18.;e JI.70

Toul " 7' 13 230
3S.2~ 33.0- JI.1. 100.00

Frequency Mln ino . "

Suthtlea 10" hbl' or ...hryop Dy ,.s12

SUB.He

CIH-SqUlr.

OF value

28.9.327

Prob

<.0001

St.t~5tle

19.6518

Prob

0.0006

Ert.cuv. Sa.pl' Siu .. 239
f,..eQulncy Mining. 9

TP\. SAS Srltl..

Ethc. (w, 51.pit Siu .. 230
F,..qulnc, "Uling • Ie

Th. SAS 5)'st'.

f.O}.e of oroup Dy ,.,12
faDle 0' ul''-Y9P Dy ,.,l)

group ,.,12
,.l·"'lilP ..,\)

Frltqulncy

Plrc~nt '01..1 F,.equenc.,
P.rc.-nt ToU)\. 32• \0

2. ~I 4.la 6.89 13.39 '5 43 3' '22
18.8J 11.ft ,. .23 51.0$.. '2•32 ..

13.39 17.15- 19.61 SO.21 • 43 .. ••
3.77 11." IQo.25 .. .00

13 .,•• ..
19.2S 11.72 S.4. ~e.40 2 5 12 ..

0.64 2." 5.02 7. III!,. 239Taul 64 ,.
35.15 33.05 31.10 100.00 Total 58 II • 2 23•

23.43 3ft.08 38.49 100.00

Ff'"equlncy Mitsing ..
F.-.quency IIlnlng .. "

Stlt11t1c:s 10r Tabl. 01 Group by ,ls12
SUt1stlCI 10'- Tabll or Uhrygp by '.:013

StaU,tlc Of Valu.

25.834'

Prob

<.0001

StithUc Of

2'.47.6

Prob

<.OO()1

Er tecU.... SallPl. Slze • 239
frequency M1ning • 9

Th. $AS Sy.te-
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f ,oil· 0' O"tPvt Dr' S.S 1]

Outp",t •• ,1 J

':r~U'nc.,.

~ercent ,I ,. fOIOll

• ..
" JS

2.11 •. 00 6.SZ tS.22

JO 30 )2 ",.
UI.S2 lS.&5 13.9\ 46.09

• 3• • 2 ••
3.91 '1.52 18.26 38.70

'atlll S3 .. •• 230

23.0c 38.26 38.10 100.00

Fr.quenc.y '''''1,.1''IQ • ..
SUt1StlCS 10" r.bh of output by s.,13

r'Oh! or Qroup Oy ",I)

oroup ,.s13

F,.~u.ncy

Perc,nt
'a~ .1

• • '. 30
1.1' ).3S 7.S3 '2 SS

'. so " '23
'.59 20 .•2 2) .•~ " ••

J6 33 11 eo
15.06 OJ 8' 1.11 35.98

Total 68 .,
'2 23.

23 .•3 3•. 08 3•.•, 100.00

rr.qu.ncr Mhung • go

StatutiCi tor rable ot group Dr a.,13

SUUst 1c OF

'9.)2651

Eff,cti"" Sa.pl. SU' • 2)0

Fr'Quanc.y MUIlno • 18
fhe $AS S",U••

PrOD

0.0001

Sta~ utic OF

34.1233

Err,cu. .. , Se"Ph Siu • 23'
Frequancy IH,all''l9 • 8

The SAS SysU.

< 000'

faole or ,al'''YQP Oy

,.I.rrop ,." I.

Frequ.l"lCy

P.rcent 21 foul

.3 2S ".36.24 to.91 J .•9 ~O.8E

32 JS 28 .,
1l.97 15.28 12 23 .'.

S • , '.2.18 3.49 2.11 1.86

ToUI 120 68 41 22.
52.40 29.69 17.90 tOO.oo

Frequency VlIS1t\Q • 19

SUthUc. for hbh 0' ularYQP by I.slc

11.01. at O4.ItP'lt ., M""
ovtJ)U~ ,_sl.

Fr_Quenct
rere,"t '0 (. ~.. 10 " "e.)• •• $5 5.00 I~ 91

" 25 10 ••
Z•. 011 11.38 4.5~ "5.00

J6 31 1• ee
11.31 14.01 .... 39.09

Totel 114 .. 40 220
51.82 SO.OO 11.18 100.00

Frequency MUlino • 2.

Sut1nic.a tor Tabl._ of outpvt by ••,1<4

Statistic.

Chl-Square

OF

38.0287

EttKth'a Sa.ph StU. 2211
Frequency IIissing • IV

The $AS Sy, t u

<.0001
ChI-Square

Velu.

15.2058

Effectiv. 8&JI91_ 81u • 220
'requ.ncy 111111110 • 21

0.0(4)
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r aDle or grouo 0.,. ,.", J,

QrouP ".,,14

Fr.-qutncy

'.rcent 'CH.lI

9 '3 , 30

3.93 ~ .68 3 .g
"

.0

"
., ,g '20

20.96 I,. .. 12.66 '52 .•0

03 " 7g

27.51 5.24 1.750 34.50

Totd '20 6' 229

52.40 29.159 11.90 100.00

Frequency WUSlr1Q • 19

laDle or age Oy ••,15

.g. _Sl5-

freQu,ncy

Ptrc,nt IoU}

23 ,
'2

10.75 2.34 8.54 19.63

03 .. ., '52
29.44 20.H 2' .03 71.03

• '0 20
2.80 ".61 1 .•' 9.35

Tota' 0> Sf 03 214

42.99 21.S7 ~.44 '00.00

Frequency ~U11ng • 3'

St.taHlCS tor labll of .g. b, ,a,15

Statutlc OF

37.8583

ert.ctlve Saapl, 'Sllt 229

Frequency Yl'1SiOQ • 19

'hf' SAS Srste.

PrOD SutlStlC or

10.5381

Efrecttve S.~l' SUe. 21<10

frequency ""ISing • 34

'rob

0.0323

'aolt or sa laryQP bV ~., 15

uleryQP ,asl ~

Fr,quency
Tonl

Percent

IT 26 23 "'
29.39 " .'0 10.09 50.88

,. 32 30 g.

10.53 1<10.04 le.S1 " .23

S 6 II

2.19 J.07 2.0' 7.89

.. .S 67 22'
Toul

42.11 28 51 29.39 100.00

Fre-quency Wlu1ng • 20

SUtUUcs for tabla of seierygp oy ••515

",.".lUIlING: 14" of' tfit d.lU ar, a,sSlno.

f", SAS S,/Ite.

'Iol, ot outPUt by ,.slS

outpUt sa'15

Frequency
P.rc.nl foul

'0 • ,g 35

". Sl 2.74 '.'81 IS.911

SO 2. 14 g,

25.~1 12.78 11.39 44.15

2G 30 30 ••
lL81 13. TO '3 70 39.21

foul 92 o. 03 2'9

42.01 29.22 28.77 100.00

Fr.quM\CY tllulnog • 29

$utUUc, for hbh ot output by .._,'IS

Stat1at1.c
Of .... lu. Prob SuthtlC or ProD

24. S622 <.0001 Ch1·SQu. r , 28.5110

EftecH.e saaple Slu • 228

frequ'ncy "aulnQ .. 20
The $AS Sj'~ t ea
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(fteet1"" S.-."l. Sl.ze • 219

Frequency Ml ....1nQ • 29
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SUl1S[LCI for hDh of group by s_st5

r,DlI or O"'OUp 0)' '-.'I~

IJrOup ,.., 15

Freq",.ncy

Perce"t
ro[~11

• '0 12 31
3.5li5 e.39 S.28 tJ .60

J4 37 '0 12'
14 .91 18.23 2' . '3 53.01

.3 II 7•
.23.25 J.n 2.19 33.3J

foUL ... •• 67 226
42.11 26 .,

29 3' 100 00

St~tutlc

Frequ..ncy "ISUno • 20

Of

rable of UI·"YQP ·7 .... 16

uhrYliJp ...1'
F'r.Quencr
P.re.,u

lOUl

73 27 13 113
32 •• 12.GO S.18 500.22

29 32 33 ..
12.'9 .. 22 14.'7 "1.18

• • • ..
2.22 3.56 .2 .2'2 '.00

Tot .. 1 10' ., •• 225
-41.56 28.78 22." 'C10.00

Fr~uency Muting • 23

Statistics 'O' hbll' of ulerygp by '.11&

41.1486 <.0001

Stu LitLe OF V.lu. PrOll

EthC{lw. S...ple S1u • 228
F",.eQu.ncy "15.1"'0 • 20

The SAS Sr' tea

29.8253

E1 'eCHop. S••pl. Siz. 225

Frequencr MlnLno • 2J
Th. $AS Syst..

«.0001

faDle or g"oup or ••• 11

F,.equencr lUlling· 23

group ... ,,

'req~ncr

I'.rcent Tor.l.

• 30
3.5& 13.3)

,.
:J.IS 32".19

)45 III

ULOO 53.78

51 225

22.17 100.00

11 11

A." ....e

.,
1I.l2 11.$8

55 '2
2"".41" '.33

Toul 10' .7
47.se 29.7'

TabLe ot output .y ••• 18

outpul ,_.111

fr~r

P.rcent 3 foul

'0 .3 12 )5

'.63 6.02 ..~ 16.20

6. 2\ 11 07

30.09 1.72 '.09 44.91

2. 32 26 6'

12.04 14 .11 12.o.c 3B.eg

Totll '0' .. '0 2'6

46.76 30.... 22.88 '00 00

Frequency WI,. Lng • 32

Statistics 'or labh of output bY' l.sll!l StatisUcs for 1Ibh of group by ••sI8

SUfUUC OF

JO.l8OJ

Protl

<.0001

ShtisUc

Chi.· Sq ......r.
Value

37.0~12

Prob

, 000'

Ett.cthe saaple Sin· 2'&
Frequency MlIl1rtlj1 • 32

Effective ~.ple 5111' • 275

frequency .lsalng • 23

The SAS Sra t ..
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OUtPUt I •• ' 1

hole of Out Du( OJ sas 11

S9 230
25.eS 100 00

',.equ.nc,
Per-cent , 21 )

, • I) ") .. , ., '.O'l

2 •• J6 "19. Sl U 15 .0 "

3 •• .' '0
1.83 22 IT 8.10

JS

15 2l

••
38.10

,""
"1.09

'00
43 48

7'
30.87

r.Dl~ 0' Ul .. ,.yO" .y lasl1

,.I.r,Qp s_,"

F,.eqU~nc'l
Pe"'cent )' lou1

'3 '" I. 12'
22.17 n 27 1.56 52. to.. '2

,. .,
1.9S 11.15 14.29 19 ..

3 • • "1• .26 3.35 3.315 7.98

Toul 7S 10) 60 2).
)I ,51 43.28 ,.

2' 100.00

SUtuC1cs '0" Table 0' output by sa'"

5Utl$t4C OF Pr-ot> SUlut i.e Prob

o 0002 18 38lfi 0.0010

Erf.cthe Saaph Sue. 238

frequency "J.nlng • to
Tne SAS Syuea

E.rr.cu .... Suplt SIU 230

F,.equency "it"no • 18

The $AS Syst ••

or-oup S-117

Fr-equency

P.r-cot.-nt roul

• I) IS J2.... 5.46 1.30 1'). "S

29 ,. ). .2l

12. •• 2'3.53 '5. '3 SO.e.4

•• ,. • .S

.,.eS 14.29 J .18 35,1'

fatal " .0) &0 230

31 .51 43.28 25.21 100.00

genete.. ...1'
f ..~enc.

'ercenl lot.l

° 5 ) •
0.00 2.22 1.3] ).Sl

'01 7' lO 211

47.58 32.00 '8.19 H.u

Total 107 77 22'
.7.58 ".22 18.22 tOO. 00

frequency Mining· 21

freQuency 'U loS lng • 10 StaUl-tiCl, 10" febl_ 0' oende,. ay ••• 11

SUtiltic. to" Table of O"~P by sasH

IIAR.UNO: 50Ia 01 the celli- Nl~_ ...peeted counts len
tn.n 5. 0l1.Squ........, not be • valld tut

Suthtlc

Chl·SqU3"~

OF Value Prot>

<.0001

StatllUc Of V,l""

1.5'·.

Prob

0.0221

UhcUv. $.&IIpl. stu· 238
fr-equency tlhsino lit 10

'he $AS Sy·n••

Ef1ee:U". s..-ple SIll' • 22S

' ..eqlMftCY tll"l..t'IQ • 2]
The SAS Sys U_
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42 2..0

'7.50 100.00

Frequenc,
Percent 1 21 J

, •• ). ! 17

28.33 IS.83 I 7.0B

2 ). ') 17

IS .a3 17 .•2 7.0B

3 • S •
2.50 2.08 3.3J

fr~u.ncy MUSlng • 8

laDle 01 outPUt Or '1.'11

output '_118

Frilquency
Percent toul

17 JS
6.08 '.36 I. '3 1S,. \5

60 Z5 2. 'Oll
2S.97 10.12 9.09 .S.19

)C cO 1. 00
, •. 72 11.32 8. '3 38.N

Tot.l '0. IZ ., 231
41.7S 3S.50 11.15 100.00

"rltquency "(nino 11

"1.92

raul

IZ)

51.25

••
40.a3

••
35.83

"Z
415.67

rot .. l

StU asHes fa,.. hDlll of ou·tput by t.,18

StalUtie Of Value PrOb StatUl1c Of Prob

crl1·Squ.r~ I •. 8050 Chl·SqUllrl' 13.0853 0.0109

Hr.ctlv~ S••pll1 Stn .. 240

Freql,lenc:y alisuno • 8

The SAS 5.,'t ..

f'tectlve Sl~le Sue. 231
Frequ.ncy Mi'tino • 11

Tr"le SAS Syue.

ho.le 01 group Oy ' •• '8

Group ,..,1'
Frequency

'ercent foul

12 • '2
4.58 5.00 J.7S "

))

52 •• 25 '2)

Z' .•7 " . "
10.41 51 2.

C. Z. • ••
20.42 11.81 3.33 3S C2

ToUl "2 .. <2 2<0
48.87 J5.a.J 11.50 \00.00

F"~)' Mi.. lng • B

Taol. 0' gende". by "."U
gencre r ••,IV

F".equ.nc,
Percent fOUL

6 1 •
0.4e 2.71 0.4' 3. 70

'00 64 cc 201
U.30 21.63 20.31 M.JO

toul 10' '0 cS 21.
48.76 32.41 20.13 100.00

Fr~u(!t\Cy Mlt.Lng • J2

SUtht1cs to". t.ble ot genet ... by ••• 1'9

HUlst Ie Of v.lul' PrOD

StaUat1c. for hble or group by '.518

i.8502

1IlAApHNC: SO'\ of the cdls t\.Ive upect.C11 counts lin
tlUin S. ClIl·Sq"a,.e ...y not bot • yilld test

sutlstlc

Ch.1·SQul r e

or 'ialull

O.04JO

2 7.0128 0.0300

Erh<:Un 5aapl. Siu 240

F,...qvencr lIilllng '" 8

The $AS Syst ••

e'f't.etin S.~h Sin. 211
Frequency IHuinv • 32

"AAHING: 13'\ of' tr.r ""aU are _lUlt\Q
The SA.S 5."t..
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'olble of u llrygo br ,_"9

.. tlr-fogO ,_,,19

Fr-<luency

Percent 2' Tot .. 1

&I J~ .] II.

29. S7 IS.22 S .6~ SO .,

J] J'
,. .~

14.3.S .. 11 12. " •• . JO

• • 1 ••
2.81 2.S1 J.04 •. 26

Tou1 101 7> .. 2JO

46.52 32.61 :Z0.87 100.00

F,.equ.ncy wu.inQ . ••

hbL.ot outPUt ey 10.,19

outPl.l1 '.1019

frequency

"."cent: foul

15 II • J~

6.76 •.•5 ·.Os, •• 11

•• 2. .2 09
27. CI 11.'1 S .• 1 .... 59

21 ]5 20 ••
12.1' IS.77 11.71 18.15.

fot.l 10] 12 41 222.... ]2 .J 21 ." 100.00

frequency 1I1'ling • 26

Statiltici for hbh of outpot by ,.,19

SutUtle ~IJ.U.

1&.192. 0.0009

SUtl.t1c

eM·Squar.

OF 'II. ku. PrOI)

0.0000

Eftecu ..... s.a.pll SUI' 2.30

frequlncr lIIinino • HI

thl SAS Sy st••

t.bh of Vroup by ,.,19

group s•• ,g

r,.-equlncy

Plre ..nt. loUl

• 11 II JO

3."1 4.71 ".7' I] O.

•• .] J1 '20
20.00 18.70 •J •• 52 ".., 2' • 80

2:1.04 8.13 :I .~l J •. 18

fotl! '07 15 •• 2JO

.... 52 32.8' 20.37 100.00

Frequency w1ning • '1

Effecti ..... Sa.pll Siu 222

Freq",.ncr IILS.lng • :Ie

_,'''UUNG: 10'\ of Un data arl ."SlOO
tnt $AS S,U:'.

r.bl .. or salaryg" by '-120

sal,"ygO , •• 20

'r.-quency
".rcent Tout

14 J2
,. II.

J. .to 13.79 C. ]1 "0.00

•• J8 •• .,
".87 11.]1 7.71 II .8'

5 • • ••
2.UI J.N 2. ,. 1.19

Tottl '20 n 3.] >31

51. 72 34.05 I•. 22 100.00

Fr.,q~.,. WhUOQ .t.
St.t.lItlel '0" Table 0' .. hrygp by .... 20

St..tUlle OF

2-4.3caa

Prot!

<.0001

SUU.tlc OF Valu..

18.2700 0.0027

Efrecuve Saapia Slu • 2:J()

Fr~uener 'H.-ing • l'
Th. SAS Srs t...

199

Efteethe s..ph Slu 2.32
F~uency MIning· 18
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r~ble 0' output Dr '.'520

output s.,20

F"equ.nc )'
Percent 1I fatAl

•• .2 1 JS
1.14 S.36 3 ') 1S. 6J

'S 2S '0 100

2'9.02 11. •• 4.46 4•. 6"

,. .0 'S ••
U.'I 17.88 6.70 J9.TJ

Totd 115 n 32 22'

51.34 3 •• 315 14.29 100.00

fr.,quency "hsSlng • 2'

St_tulles 'or fable or output by ,_,20

Table or Q"~P by s.,20

qrQup s.s20

f,.eQuene,.
Percen1 ) i tot .. 1

.0 '3 )0

•. 3' 5."" ).02 '2.g)

"" '2 20 '22

2S." 'a. '0 '.12 52.5'

so 2' • 80

21.5!» '0.)4 2.59 )4.411

toul 120 79 33 232

51.72 )4.05 14.22 100.00

f,.equenc.,. lIIUs 1nQ . ,.
St.at 1$11CS ror hble 0' o,.oup by ,.,20

SUt hUe OF "'~lue

\6.1880

PI'"OD

O.OO!»i!

Stat lU1C

Chl·$.QU.,..

OF valu~

9.1S66

PrOD

0.04<17

Er'ect 1 .... Sa.ple SUe 22-4

fr&qu.ncy Missino • 24

The $AS Sys tee

Table 0' group by .Isq2

gl'"ouP Uq2

F,.eq1.lency

Pe.-cent .' 5' rot.ll
I

3 7 5 10 , )0

'.31 ).Q<; 2. 'I 4. J7 2. '1 13 '0

3 12 2' '2 )1 015

1.31 S.24 9.17 111.34 '0. •• 50.22

2 • '2 •• •• ••
0.87 2.82 5.24 20.96 6."'9 36.68

Total • 2S 3. • 00 s• 229

'.48 10.8'2 18.58 43.61 25.33 100.00

Freq......,..,;y MhaiflO' • ••
Sutlltici 1Qr rlbh 01 oroup fJy nq2

Err.cu. .... saapl. SUe 232

F....Qu.l\Cy tUSIiAQ • "

"ble or '0- b, uQ3

.Q. asq,

Frequency
Percent rOl.l

2 2 • ,.
J5

0.8J 0.13 ..... 1.4. 5.12 16.18

S 5 70 71 15.

0.4' 2.33 2.33 32.508 35.81 7].49

0 0 • • '5 22

0.00 0.00 0.47 2.7S1 e.•11 10.13

10u1 3 7 '0 92 .03 21$

1.40 3.28 4.85 4;1.79 41.91 100.00

fr~l.Mncy Mh,l"O • 33

Suthtici tor Table or '0' by .IQ]

,utiltle Prob Stlthtlc Prob

'9.9062 0.0'01 Chi·Squa,.e 115.5085 0.0357

-.AANIJIIG: 33"1 or the c.lll have UpflCteCl counts less

tl\.ln 5. Chi·SQuare uy not .... .1110 US1

Etfecthe S•••He Size· 229
frequency WiSSing· 19

The SAS Syst ..

aANfl-:l: 4'M1 01 the ceUa h ..... ••pect.-eI count. le~s

then 5. Chi·Square uy not De • v.lld tut

Efhctln S••ph Sin· 2'5
"r~lJ'f'C'( 1II1..,tno • JJ

-...ANIIIG: I~ ot the <llt.l ar•• tuing
The s.AS S.,..u.
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r &01. 0' Qancu,. Dy ,uq1

PercenC

i
2 3 • 5

I,
i

0 2 . 5
0.00 0.88 0.4. 2.21

2 ! , 0 JI ".
I 0 .... 000 16.'1 19.2'0

f,.eQulncy 1lI1st tng • 2)

2 "
~.4ti

I'" 21•
1".2 100.00

J9

17.le

2
0.880.".

Toul

hole 0' q~." Oy uq6

qende,. .....
Frequency
Pe"C:.l'lt 3! Tot.}

2 5 0

0 .... o •• 2.21 J.S4

1 Jl '" 2'.
0 ..... '3. '2 82.30 96."6

ToUI , JJ IO, 22'

0." .... 60 8-4.51 100.00

,:,.equency 'Hssing • 22

SUI istici fO,. Tab~. Of gender" by ISCl6

sunstlc OF Value ProD S(llutlC Of' v,lull' ProD

13.1330 0.0010 C,. t· Squa". 55.0099: < 000'

.AfIIHIN(i.: SD' or the cells ",.ye u:pectaO counU II""
tnan 5 tnt·Square ••y not b. , ",alid tl',t

WAAN(NG: 63' 0' {he calls h.lva , ..peeted ~ounts l.u

th.ln 5. Cht·Squa,. • ... y not be &; yalld tltSt

UhetLvl S••pl. Slu • 228
t=,.equency Misling • 22

The SAS Syste.

EthctLv. S...ple S1n • 22f:i
f".Quency flIl1Sl"O • 22

The SAS 5ys.t"

TU)l. of qefldI''' Or uq9

Oanoe,. nQ9

r".qu.ncy
Pe,.C'ent Toul

0 5 J 0
0.00 2.22 1.33 3.56

., '0' 2"
0.401 2'0.119 75.11 96 .....

raul 52 112 225
0.44 23.11 7«1." 100.00

fa-Me 0' .0. 0, JlSQIO

00' IIqlO

P;".auency
P.re.,.t 5 foul

-- ----
2 ,

'5 "0.19 3 " &.17 7.5' '1.21

3 3 .' O. '01
'.JJ 1.]3 29. '. 39. " 11 SO

0 2 3
"

23
0.00 0.18 l.JJ 0.00 10.:U

Tot.l 5 '2 .5 '23 225
2.22 S .33 37.71 54.87 100 00

StatUtics '0" hole of gendel" I)y as.q9

suthtlc Of' Proo

SUIUtlcl '0" lable 01 ,,,,a b,. uq10

CIH'SqU"'" 7 .2511 0.0266
StatisUc Of' Value P,.oO

lIAANfJIIG: 50\ of the c.Us haye ••~cU,d counts less
tt"n 6. Cttt·Squal"e ..y not be • v.lld (1st. Chi-Squtre 2.....OS 0.0004

[frectlve Sa-.pla SUe· 225

F,.equency MUling .. 23
Tha $AS Sri t.,.

1IAItNING: 42'\ 01 the cells "a.ve el~ct~ cCNnts less

thtn ~. Chi·Squ.,.e .'v not Da JI vtlt(l tett

l"ecUve S...pla Sue • 2'2~

frequenc,. MUs LnQ • 23

HIe SAS S.,.st ..
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.SQIS

ToID1e 0' OUtput Dy 'IoQ'5

en

~
2 31 . ,

, i ,

i
,

I . ,) 'S
o OJ 043 1 7) I 5.&) 5.4V

2 , 0 3 .
I

21 "000 1.)0 , 1) 9.09 3' .20

3 5 •
2.'; I 22 S3

2.16 1.7) 9.S2 22.94

r.Dle Of 'O.ndie(' b,. ~IQI I

Oef'lo .... aSQ' ,

~:;::~;C"l ) ,.
'j foul

I --i
I S 2 ,

0.&& 2.22 o ••
) "

,
" '" ,1/

2.22 21.11 51.11 96.u

Toul , 66 ,,) 22>
2.51 29.33 58.00 \00.00

F'i.quency WUSl"O '3

outDul

Tot.1 •
, .60

•
J.45 •. 06

)'

72

'01
46 J2

90
3...

147 2JI

e3.64 100.00

Suthtlcs. to(' hDle of gene"i Oy ,Uqll F' ....tquencl' wi'lU,no • 11

StatutiC

Chi ·Squl ....

OF .... lue

8 17J9

PrOO

o 0152
Suus-lies 'or hole 01 output tly a~q15

WAAH1,"": 3" of tht cell~ hUt taptCreel counts len

tNin 5 cnl·Squa('f: -ay not be I ..,.11d tut

StHtstU: D. Value ''''Ob

O.OJll!i

Hhcthe Sa-pLe Sue. 225
Frtquency Ihuing • 23

Th" SAS Sys u.

'.Dle of !;Ieno",. by uQ16

Qende ... ISQI6

F"'~uenc:y

Ptretnt Toul

0 0 3 •
0.00 O.u 0.00 1.18 1.33 J. S6

I 0 s. ," 21/

0.4. 0.00 , 7. 25. 7ft elt .... 96 ...

Toul , ., 157 22>

0.'" 0 .... 1. 7. 21.541 69.75 100.00

Stat lulcs for TolD" of Q~'" bl' .s.q16

"ARI'lIHC 4" 0' the cells Nve •• peeted counts les,
than 5 eni ·$qu."t _ay not ~ I ... l1d tt.t.

Effec.ti..,e Sa.Ple Sue. 231

F"~Q1Vt'ncy " .. nino. 11
Ttlt $AS Stue.

T.lble 01 9.na.... 0'( asCI' 1

g.no.,. .sq11

F'''''QueneV'
Paf"cen1 I

2 i ): 'oUl

I 0 ) •
0 .. 0.00 1. ») 1.11 J.54

0 2 •• 132 2'.
000 0.86 )1 11 sa. al ge."e

Toral , 2 .' 138 228
0.44 0." 31.50 60.1. 100.00

SUtutlcs fo,. holt or gtnd'r by .'411

Sut1_tie Yalut

30.060

'rob

<.0001

SutlSt1c.

Chi Square

or "'alu. PrOD

<.0001

WAAMJIIG: 10'\ of tht cells have .llpeeteo counts 1•• s

thin 5 Chl·SQuare -ay not bt • villel ttst.

E".ct1v. S.uo1e SUe ,.. 22~

frequency wissLng • 23
The SAS 5yst..

......... JNG: 15\ 0' the c.l h ru.,e e.p.cteo eovna Less

than S. ChL·Squa.... •• y not De ....lid teu.

EthcU". S••ph S1z1 • 228
Fr eq,uenc y IIU.11ng • 22

Th. SAS Syste-
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'.tllt of 9"'01,100'( .. sqll

'0[41

".4' sa

J2
,) ))

a9
31.08

Freq....ncy·

P.rC'''t
I

, ) , 'I >

I !
_.

• 0 o I 9 13
000 000 3 '5 9. \11

a I 2 "I 41 '3

I O.OJ >.'2 i 11.08 26.25

n

r

0

0~1
30 5.

000 '2 SO " . SI

•
) S.

",....
1)6 22~

60.4.. \00.00"J" 22
"... Sg0."4

erc."r ,.
J , •

, 0 i 2
I , •

i 0.00 I 0.119 0 .. 2.22,
I I

2 , ! 9 I '. '3'I 0" • 00 JJ '. 58.22

'Old

Toul ,
o a3

13

S.42
ao

33.33
US 240

60 42 100 00

SUltlSlLC 0' V.lue

en 1· Squ»reo 8 .00487 0.0450
St.ltLStlCS tor hoi. of group Oy uql8

IllAANr-.G: 63\ 0' (he cltll, n.v, expected counts Ius
t"~n 5 CflL ·SQ .... re •• ., not b. a V.ILd lest

Statit( Ie O' PrOD

ft 'flcl1ve S••pl.. S(u or 22-5

':rt:quenc.,. 1If1SS1"<1 • 23

The SAS Syst••

_AAHfNG' 42" or the c.lls nave ."pec[-<I COunts leu

than 5 ehl·SqU......a.,. not De • .,ellO flU

(f 1.c:t1ve SI.Pl_ SlU & 2eo

Fr.q....ncy "lSUno • e
Tn. $AS SyUH

filole 0' group Dy .sql9

group 'Sql')

,.r.q....ncy
Percent forlll

, 0 • 2. 12
0.43 0.43 0.00 2. SS 10.2t I) 82

0 • '0 OJ .,
"9

0.00 0.43 ·.28 20.00 25.e8 >0 ..

0 0 0 2. sa ••
0.00 0.00 0.00 11.91 23.13 J5.74

foul , 2 '0 .. '41 235
0.43 0.85 4.26 H OJ 80.00 100.00

Frequency WlUirtQ . '3

hble of O'-OuO tly uq20

or""" uq20

Fr~uenc:r

P.rCM[ lOU!

0 0 a 2' 32
0.00 000 3.33 10.00 1J .33

, 1\ '2 a, 1\9

0.42 '.58 " >0 21.08 '9. SI

0 20 aa 59

0.00 0.'2 a.13 21.3.3 :11.01

Total , 12 '0 'S' 2'0
0.4.2 '.00 19 " 85.42 '00.00

Fr.qu.ncy _la'IlAg • 1

Statistics for- ',tlh 0' GrOUp by Uq.20

$tatlltlc O' PrOO SUtla-tlc Of Pr-ob

25.28Se. 0.0014 ' •. 1782 0.0097

aa.RH1f«j,· sn 0' the c.lls ¥\..I.,. up.ct.a counts 1.ss
th.an S. Chl·Sq...... e ••y not b. a .,alld t.st

WARNING: 42'\ of the eeL" "'a.,e "P'l'Ct~ count .. L.u
than 5. Chi .Sq.... r-. _.ay not b•• val1d t.,t

Effect tve S...pl. Sue· 235
F'-~u.ncy W1SS1ng • )J

'h. SAS S.,u ..

E".C(l .... S.a~'" $1" • 240

Fr-eQuf'ncy tlIIu~ ~t\Q • e

U'e $AS S.,lle.
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" 51 'J 20 '6'
5 .. 21.41 21 21 '2. '2 11 00

2 5 B • 2'
0.87 2. U5 J.46 J.IO '0 J'

lB B' .. JB 2J',
'" JB 53 J1,23 16.45 100.00

'-,...qUency lhsuno 11

.,
o 43 'B fil

_0 ""02

rr.Qu~"C.,

Percent JI Toul

• .. •• 11 B3

1.9' '" '2 B.26 1.39 36.09

5' .. 20 ..,
). '!Ill 22 .• 7 21.70 t. I) 63.91

lotal 'B B' BS )B 230

1.1113 38.10 36.'" ". '52 100.00

F,.eq~ncr lIIUllng • lB

sut tSl tes '0' I.Dle 01 HO Dy pOn2

StatlH1C OF v,lue "rob

Ch, S-qUoire 11.)1101 0.00911

Eft e~t\". S••ple Sue 230
Freq",ency IhSSlnQ • 'B

'tit s.AS Sysu·.

Pl"'ob

0.0101

"'~lup

16.6&11

's
B .49

OF

2J

'.96

"
• I

13 !

'ot~l

FreQuenc'i I
Pel"'cen(

ChL·SqUlre

StatiStiC

WARNING: 2S" of tfle cells tI.....(peeted counts less
than S Chi ·Squ."••,, not be • ..,alld (.lIt

(trece 1ll'e Sa.pie Sue a 23'
frequency WlSSlno • 11

The $AS S,Sle.

T,ote or QrouP Oy Pdn2

Q"Oup ""n2

Frequency

".rcent 01 2 Toul
:

• '5 J2

'.73 J.IO a ..., 1.13 13.85

, 52 .. II .11

3.03 22.51 11. ,~ •. 16 48.05

, 2B JO 23 88
3.03 12 '2 12." 9.lNl JB. .0

Toul 'B B' oo 38 23'

1.7' ),1.53 31 23 16.45 100.00

r.DI. 0' .ge Or pdn.3

••• POn)

f,..Q ....ney

PerCent fOlf l

" 20 , 0 '2
e.52 1.70 ) .... 0.00 '1.26

3B 15 .. 10 'S',e 52 32." 11.13 ".35 " .30

'0 1 3 • ,.
4.35 3.04 1.30 1. 74 10.413

rot.al B3 102 51 .. l30

27 30 441.35 22.11 8.08 100.00

Frequency "us l"Q .. 1 r Frequency ..u.l ..... l'

$tathtlu 'or Table ot group by pcIn2 St.atl,Ucs 'or hbl' of .g. by peSnJ

SUI Litle or Value Prob Of Proo

14.392'5 0.0255 Cht-Squ.,.. 14 .... 111 0.0241

EftecUn sa_ple Silt· 231
F~u.nc,. MUs 1"0 • 17

The SAS Stst••

Effectln s..aph Slu • 230
F,.~",.nc:, ..1........ 18

rhe $AS Sy. u_
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roul

'2
II 26

'a.
'I )0

2.

10.·'1

29 230

12.'1 100.00

52
22.11

..
"2.81

5'
22.17

Frequency ¥i. ... lnQ • 18

faul

p."'cent 0 2 3 '1, '. IS 7

.1: i.... 6.51 l.Ge I
I

3 30 74 4J 11
13.04 32. 11 II 10 1.39

5 5 • 2 •2.17 3.'1 0_17 J ....

., faul

'0 22 • I '2
4.J5 • 51 J.4~ 0.'" o. 2.

20 " 5' 22 '..11.10 30.17 22. 11 ,t. 51 11 30

3 5 '0 • 2'
1.30 2.17 4.35 1.61 '0 ')

JJ .. •• 30 I30.. .35 e2.61 30.00 13. De 100.00

Frequenc'( IIlSung ,.

F.-t'qyency I
P_'-Cent

St, Ustics for laDle of 10- by pdnS
Statutics tor Tabl. ot a08 by pd06

StoitlU1C OF Proo StoitutlC OF

6 1<4.5218 o 020 en I Square le.70S4 0.0031

IEttect!v. Supl_ Stu. 230

frequ.ncy IHssu'IQ • 18
T~ .$AS 5vst..

UhcU... Sa.pll S1". 230

f,.equencr IIIlULf'g • 18

The $AS SyU"

10101. a' Qr-ouj) by peln7

grOUg ""n7

F.-eQuencr

Percent 10Ul

2 • " • H
0.18 3.51 6.14 J.51 .. O'

"
., .. liD

4.12 • 7 •• IV.30 6. , .. ~8 2~

5 21 2' 3. a.
2.U 9.21 10.53 1S. 79 J1 .72

Jotal ,. 10 Il2 5a 228

1." 30.70 35.96 25 .. 100.00

rr-e-qu.ncy lIinino • 20

Sut11tlcl tor holl 0' grCM..lp by pdn7

roiDl. 0' oulgul Oy peln/ll

aulpul ""n'
FreQuencv
Percent loul

10 I. ) 2 3'
<4.52 '.00 1.38 0.90 ".38

II •• n '0 'Oll
8.1. 22.11 13.12 ".52 47.96

21 2. " 12 II

12.22 12.67 '.J3 .s."3 38.85

Total 55 .. .a 2' 221

24.89 43.441 ZO.81 10." 100.00

FreQuency IHIUI\i • 27

StathtLcs tor febl_ 01 output by pc>na

Stolti.tlc Of ProD Sutht1c OF Prob

22.111156 o 0008 Ct\1·Squ.re 1'5.2882 0.0181

EtfKtlv. Sallph stu 228

Frequ.ncy IhJllng • 20

The $AS Syst"

Ute·cUlt. S-ple Sin· 221
frequ.nc, 1III1Ulnv • 27

aAAHINl.o: 11'" a' th. dau are .1~sinQ

T"f SAS Syst..
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r.quet'lcy
Percent ,

'I ) : 'I
, • 22

10 I
o.•~ I3. "9 1.61 .)1

---l
) '. 7. H "I.... '). " 24.119 6. SS

5 , • S )0: i1.31 3.49 2. J8

Tot .. l 27
II,rltl

,os
46.29

12
31.U

.,
111 J"

'.'
" 6&'

2)

10,04

24 229

10,48 100.00

T.bl. 0' group br' C•• ,

group C•• I

Fr9qUlnc.,.

".rClnt foul

1 II 21
3.61 '.2S 2.OS ') .,

2S " 105
12.19 36.60 ...... S' 12

5 41 '. .2
2. S' 2' . 1) 8.25 3\ ...

ToUI 37 '2' 2. .g.
19.0r 85.M .. OS '00.00

Frequency "15ltno .. ,g

Sutt1.tlcs for hbh 01 .IfJill by pdnl0 St.tU[\CS 'or hble 0' Orovp by ce.1

Stat lS[ lC

Ch l . Squarf'

Value

IS.8U?

Pc" SUUsuc Valu.

1J.11 J9

PrOD

0.0079

KARNING 3J\ 0' thl' CIUS. h ........ peeled counts lu'S

tlUn 5. Chl·Squarf' ..y not De a "'dld Ust

Et'leth. Saapl. Slle & 229
Frequl'ncy Ifi.,v"., • '9

faDle ot He br c..,2

HO c•• 2

fr.-qu.ne,

' ....e.nt Tot.. l

'2
,.. • 72

5.22 21.98 3.1 , 37.3'

10 70 21 '21
IS.S4 36.27 10.ell 112.69

TonI '2 '2' 27 '.)
21.78 e... 25 '3." 100.00

Frl'qulney luning . >S

St.lthUc Prob

Uhcu .... Sa.pll Sue 19.4
frequl'ncy IIi,s 1"Q • 5-4

'lNUIINC: 22\, ot thl dU•• ,..•• lI.S.l.nO

,r.e SAS $yst..

Tabl. 0' QrOUp b .. e .. 2

group c••2

f"requ.rw:y
p.,.een(

2 :
loul

1 ,. I 21
3.11 8.2'5 I 2.OS 13.92

29 II • lOS

1.t.9S J50.05 4.12 S4.12

• 41 15 .2

3.09 %1.13 7.73 31."

10t.l '2 125 27 ,..
21 .OS SA .•' 13.&,2 100.00

Stall. tic, 10r taoh 0' Q"OUP by c..2

Chl·SqIJ.,... 8.0825

Et'1ect1.WI! S••ph Sin· 193

'r~ulncr IU.-Ino • SS

0.0413

Suthtlc OF

13.915-4 0.0078

1IAAI(IING: 22'\ of thl ".t••re .1ulng.
Thf SAS S,st..

[f'fecU.... s....1e $Ue I'"

f".qu.ncy V1•• ing • 5-4

_AAAlHG: 22"\ at the den Ire alsut\O

fh. SAS Sys.t ..
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'.0

) 2'2e

I.Jl 100.00

"II S8

10UI

2'
10.62

••0

10.10

".
S2.65

fotal

P.rc."t 'I , 2 >

, I 20 \2 2
'2.39 S .)1 0.88

) "
.,

0
l4 .. ), •• 0.00

S 12 " ,
5.31 ".81 0 ....

f ..Ol. 0' .go b" c••,J

'0' coal

F".-Qu~nc:YI

P.,.C.."11 TOUI

19 2 .,
., . '. t .• ~ 0.18 '1. SO

13 11 0 '.'
J6.~6 ). .36 0.00 1G.9J

" \2 • 2'
t .as S.28 O.oU 10 S'

fot .. 1 '2) '0' ] 2"
.5t.19 .. •• I J> 100.00

Frequenc'( WUSlno 2l

Stat lst IC' for hOlt 0,' .g. by Cill••

5UtU[lC Of Value ProD SUtlstlC Of Value 'rOb

• J "776 0.0092 ~2. 1541 0.0125>

-.vtN[HG: )3\ 0' the c~Lh have e.cp.et.o, COUrlt,S Less

If''lOin S Chl'SQU'''~'''y not be .. .."lld test
WARNING: J3\ of [he cells h.ve upected counts lets

ttlan 5. Chl·Squar••.a., not tHl .. "aLiG t.1:t

Effe-ct 1". Supl. Sill' • 22f

F,.equency IhSILno • 21

rhe 5AS Syue.

Uf«U... S••pl. Slu .. 226

rrequt!tw:y "USlrtg • 22

fh. $AS StUe-

"DIe 0' Otno~ ... 0'( (. ..6

Fre1l~ncv

'e("cent loU L

2 2
0 .... 0 .... 1.71

23 ... ••
'O. II 54.~ 2' ...

Toul 2S ... S)

\ 1.06 85 . .tv 23 .,
F ...eqU9f"lCY MlIs1no -22

•
J..'H

211

96 ••

"6
100.00

raDoh· 0' aoe D, c••1

••0 e •• 7

Frequ.ncy
p.,.c.nt Tot.1.. 2~ .)

1.18 1.11 .0.2"2 It.11

10 .,
'2 'SO

4.44 21.18 1I .. 10.87

, .B 2>
1.11 0.4.4 '.00 10.22

TOt.1 " .. '23 22'
8.00 37 .33 S-4.17 100.00

fr.quency "IUlflog • 23

StaUstic OF valu. ",.Ob
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GENDER

The TTEST Procedure

T-Tests

Variable Method Variances DF t Value Pr > I t I

position Pooled Equal 214 0.96 0.3405
position Satterthwaite Unequal 8.22 1. 37 0.2074
package Pooled Equal 215 -0.04 0.9655
package Satterthwaite Unequal 7.52 -0.04 0.9673
tangible Pooled Equal 205 0.25 0.8014
tangible Satterthwaite Unequal 7.4 0.21 0.8370

1'-"> reliabil Pooled Equal 223 -2.58 0.0105
~ reliabil Satterthwaite Unequal 7.25 -1.84 0.10720

responsv Pooled Equal 216 -1.62 0.1076
responsv Satterthwaite Unequal 7.95 -2.08 0.0717
assuranc Pooled Equal 221 -2.00 0.0467
assuranc Satterthwaite Unequal 7.3 -1.54 0.1654
empathy Pooled Equal 217 -1. 29 0.1991
empathy Satterthwaite Unequal 7.49 -1.24 0.2540

N Mean Mean Mean Sdt.Dev Std.Dev Upper CL Std. Err
reliabil 8 19.712 21.875 24.038 1.711 2.5877 5.2668 0.9149

1
reliabil 217 23.331 23.571 23.812 1. 6419 1.7965 1.9835 0.122

2
reliabil Diff (1-2)-2.992 1.696 -0.401 1.6716 1.8266 2.0134 0.6576



N Mean Mean Mean St. Dev St. Dev Upper CL Std. Err
assuranc 8 14.666 ]6.875 19.084 1.7471 2.6424 5.378 0.9342

1
assuranc 215 18.062 18.33 18.599 1.8245 1.9971 2.2061 0.1362

2
assuranc Diff(1-2)-2.889 -1.455 -0.021 1.8486 2.0207 2.2285 0.7276

Highest Degree

T-Tests

Variable Method Variances DE' t Value Pr > I t I

tv strategy Pooled Equal 215 0.04 0.9698-- strategy Satterthwaite Unequal 157 0.04 0.9703

product Pooled Equal 218 0.50 0.6156

product Satterthwaite Unequal 161 0.50 0.6182

price Pooled EquaJ 214 2.56 0.0111

price Satterthwaite Unequal 154 2.50 0.0134

place Pooled Equal 213 1. 74 0.0829

place Satterthwaite Unequal 141 1. 66 0.0983

partner Pooled Equal 218 0.70 0.4870

partner Satterthwaite Unequal 158 0.69 0.4932

people Pooled Equal 204 2.17 0.0315

people Sattecchwaite Unequal 148 2.11 0.0363

promote Pooled Equal 219 -0.37 0.7101

promote Satterthwaite Unequal 159 -0.37 0.7132



N Mean Mean Mean St. Dev St. Dev Upper CL St. Err
price 80 5.4326 5.9375 6.4424 1.9636 2.2689 2.6875 0.2537

1
price 136 4.8095 5.1618 5.514 1 .8561 2.0771 2.3583 0.1781

2
price Diff (1-2) 0.1786 0.7757 1.3728 1.9641 2.1499 2.3749 0.3029

people Diff (1-2)

N

N

people

people
1

"L

77

129

5.1331 5.6623

4.6082 4.9767

0.0613 0.6856

6.1916

5.3453

1.3099

2.0128

1.8852

2.0044

2.3318

2.1157

2.1987

2.7719

2.4108

2.4349

0.2657

0.1863

0.3166
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ADDITIO AL PROFESSIO AL DEVELOPME TEEDS

Needs
Stress Management
Project Management Skills
Technical
Handling Success/Failure
Information Management
Paper Management
Mentoring
Ethics
Food Service Update Skills
Skills to Change Specialty
Editorial/Writing Skills
Venture Capital
Grants
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