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ABSTRACT 

In today’s business world, quality and customer service is what determines the existence of a 

firm. The success of achieving the named parameters for business growth revolves around the 

value chain process adopted by the firm. This affirms that Food Partners Group UK indeed is 

integrating the use of the value chain process in its manufacturing system in their quest to 

become the leader in sandwich production and distribution in UK. A decrease in the production 

from the production 2009/2010 to 2010/2011 was observed both visually and statistically (p < 

0.05) based on the limited data analysed.  

However, no statistical difference (p > 0.05) was established between manufactured and sales 

volumes for 2010/2011. Customer complaints have decreased from a statistically significance (p 

< 0.05) during the production year of 2009/2010 to no statistical difference perspective (p > 

0.05) within the twenty-six week production of 2010/2011. This signifies a positive note on 

value creation within Food Partners Group UK. 
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CHAPTER ONE 

 INTRODUCTION  

1.1 Background of Research 
In today’s competitive global market, enterprises must possess the capability to design and 

deliver innovative products with great value to customers in a timely fashion. Value chain 

management provides enterprises with the opportunity to identify their core competencies and 

position themselves in the marketplace according to their competitive abilities (Al-Mudimigh et 

al., 2004). Successful companies increasingly do not just add value, they re-engineer it. Their 

focus of strategic analysis is not just about the company or the industry, but the value-creation 

system within which different economic actors-suppliers, business partners, allies, and customers 

work together to co-produce value of a product or service (Harvard Business Review (HBR), 

2000). 

The concept of integrated value system is expected to yield benefits of shortening time-to-

market, saving cost, improving quality of products and services to customer, and tightening 

linkages with business partners, resulting in high productivity. However, most manufacturing 

companies have been experiencing low productivity and therefore are less competitive. Porter 

(1985) emphasized that to analyze the specific activities through which firms can create 

competitive advantage; it is easy to model the firm as a chain of value creating activities. Some 

industries have also adopted certain value creating activities in order to become very competitive 

with their competitors. The entire value system consists of the suppliers’ value chain, the firm’s 

value chain, the distribution channels and the buyers’ value chains. 

Once value chains are composed, all partners hold a definite vision of the coherence within the 

industry value system to become a collaborative value chain. All members of a given value chain 

must work together to respond to the changes of market demand rapidly. And in today’s business 

climate, every company needs to maximize the value of every process in their business. This is 

where the “Value Chain Analysis” tool is useful. The value chain analysis helps companies 

identify ways in which companies create value for their customers, and then helps the companies 

think through how they will maximize this value (Porter, 1985). Therefore the aim of the 

research is to analyze the entire value chain and its productivity of Food Partners Group (FPG), 

which produces sandwiches in UK.  
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1.2 Rationale for selecting FPG 
Food Partners Group (FPG) is one of the largest producer and distributor of sandwiches in the 

United Kingdom (UK). Nonetheless, FPG is pursued by many competitors in this field. Hence, 

value creation activities have become the key for FPG to become competitive and highly 

productive. 

1.3 Objectives of the Study 
1. To explore the value chain management in the Food Partners Group (FPG) 

2. To find the effects of value chain on the productivity of the business 

3. To suggest possible recommendations for future improvement. 

1.4 Research Questions 
1. What activities should be considered strategic in the value chain process of FPG? 

2. How does FPG manage its value chain and its impact on productivity? 

3. How can FPG improve their value chain? 

1.5 Statement of Problem  
The quest for high productivity and return on investment, especially by stakeholders of 

businesses necessitate the addition of value to products and services. Value creation is every 

company’s responsibility in order to stay competitive in the global market. Companies that are 

not productive are mostly bought out by successful ones or end up extinction from business. The 

newly acquired companies are transformed into the existing value chain of the now mother 

company. Further to that, it helps to reduce competitiveness with would be or already exiting 

company.  IKEA, a small Swedish company revamps its business activities to emerge as a global 

leader in home furnishings through value chain implementation in all its stores. IKEA’s revenue 

in 1992 from 100 stores was $4.3 billion (HBR, 2000). It is an inescapable fact that the addition 

of value to goods and services has help transform companies through wealth creation. 
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1.6 Problem Formulation and Purpose 

Since the birth of the concept of value chain put forward by Porter (1985) over two decades ago, 

most industries are yet to explore the full benefits from it. Other companies are already 

implementing such an idea. FPG is one of such companies that have made the implementation of 

value chain into its organizational structure a priority. In the light of this, the purpose of this 

research is to investigate the impact of value chain and its productivity in the manufacturing 

business: A case study of Food Partners Group, UK. 

1.7 Expected Benefits of Study 

1. To understand the present situation of FPG in the UK market. 

2. Identify which value chain is employed and how is managed. 

3. Recommend new strategies of value chain methods that managers in FPG can adopt to 

improve their companies value chain. 

4. Provide information and finding results for future researchers. 

1.8 Thesis Structure 

This thesis will be structured into 5 Chapters. Chapter 1 will provide a background framework, 

the problem to be investigated and stating the significance of the research being undertaken. The 

provision of theoretical overview with regards to application of value chain the food industry 

will constitute Chapter 2. Chapter 3 will focus on research methodology, sampling technique and 

mode of data collection. Analysis of data obtained, which will consist of primary and secondary 

sources will be make up Chapter 4. Lastly, Chapter 5 will cover discussions, conclusions and 

recommendations. 

1.9 Limitation and Future Research 
Although the results of our research supports our underlying premise of investigating the   

impact of value chain in FPG, the research contains some limitations that needs addressing in 

future work  (Chan and Sengupta, 2010). To begin with, small sample size made of thirty 

respondents was used in the research study. Secondly, because time and resources constraints, it 
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became impossible to involve many companies in this area of research. Thus, the sample is 

limited to FPG (Phan et al., 2011).  

Lastly, the secondary data obtained from FPG was limited to the production years 2009/2010 and 

2010/2011 with components such as sales volume for 2009/2010 not inclusive. A large sample 

size, amount of raw materials used, production and sales volumes spanning for at most five years 

would represent adequate data for analysis. The decline in production volumes from production 

years 2009/2010 to 2010/2011 needs further investigation in future study.  

To address these limitations, future research is encouraged with large sample size (Phan et al., 

2011) and an in-depth analysis of individual companies within the fast food sandwich (Bolton et 

al., 2004). The number of sandwich producing and distribution companies should be increased in 

order to acquire large data for analysis and generalization of research results where applicable.  
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 UK Fast-Food Industry 

The fast-food industry in the UK has been booming on yearly basis. The market has been 

estimated to worth £7.82 billion in 2002, with sales growth of 4.6% (Keynote, 2003). As a result 

of demanding consumer lifestyles and dual-working families with children, the drive for quick 

meal solutions has increased drastically (Atkins and Bowler, 2001). This has led to an increase in 

the market value by 19.4% between 1998 and 2002 (Keynote, 2003). UK consumers tend to 

regard convenience and wholesomeness as polar opposites; rather than a complementary type of 

food value (Jack et al., 1997, 1998). The largest market identified in the fast-food industry is 

sandwich, with high prospects in consumer loyalty.  In order to safeguard the integrity of the 

sandwich market by setting standards for sandwich making, encouraging excellence in sandwich 

making and  the development of the industry in terms of skills, innovation and overall market 

development, the British Sandwich Association (BSA) was formed in 1990 with a current 

membership of twenty (www.sandwich.org.uk, accessed: 10/03/2011).  The membership consists 

of both manufacturers and distributor who operate in the UK. According to the BSA Report 

(2010),”a total of 11.5 billion sandwiches was consumed in 2009.” Despite the global economic 

recession experienced in 2009, the UK sandwich industry stood its ground and made significant 

gains during the economic meltdown. In the nutshell, the UK sandwich market has grown by 

3.6% in 2009 to reach over £6 billion, with volume sales up by 4% (BSA Report 2010). 

2.2 Food Partners Group, UK 
Food Partners Group is part of Adelie Food Group, the UK's leading 'Food for Now' business. 

Food Partners was formed in 2001 and has current employee strength over 2100 skilled and 

dedicated colleagues at five modern manufacturing sites across the UK, namely Middlesbrough, 

Wembley, London , Heathrow, and Kilmarnock.  It operates a fleet of 200 chilled distribution 

vehicles its finished products are delivered daily throughout UK, with a delivery of 5,000 

sandwiches per day. Food Partners Group currently manufactures and distributes 1.8 million 

sandwiches on weekly basis (www.foodpartnersgroup.co.uk, accessed: 10/03/2011).  Food 
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Partners is a leading producer and supplier of sandwiches to major caterers, travel agencies and 

coffee shops. Food Partners produces branded sandwiches, wraps and panini under the brand 

names Fulfilled, Fulfilled Connoisseur’s Choice and Simply Fresh from its modern 

manufacturing facilities in England and Scotland. 

The company operates 7 days a week; throughout the year with over 1000 different products it 

will come as no surprise to learn that flexibility, efficiency and skill are the watchwords of our 

production teams (www.foodpartnersgroup.co.uk, accessed:10/03/2011). Since its establishment, 

Food Partners production capacity from a turnover of £28 million to its current £84 million, 

owing to committed customer service and the development of quality food for the consuming 

market (www.sandwich.org.uk, accessed: 10/03/2011). Lastly, Food Partners also produce Ultra 

Fresh products namely; salads, sushi, fruit salads and desserts. To ensure that Food Partners and 

its customers remain one step ahead of the competition we continuously invest in market data 

and consumer insight to help us anticipate future trends. 

2.3 Sandwich Production Process 
The production process of sandwich is the same throughout every industry but, some of the 

equipment used may differ slightly. Sandwich business goes through three stage process namely; 

product development, production and sales. Our emphasis will be laid on the production process. 

Food Partners sandwich production process is described and shown in Figure 2.1 as follows. 

Goods Intake: All raw materials including packaging are delivered at the Goods Intake where 

they are checked against delivery standard by the Quality Assurance.  Any raw material which is 

out of specification is rejected immediately. The raw materials are then segregated into chilled 

storage, ambient storage and frozen storage whilst the materials are also stored in the packaging 

area depending on their temperature demand. Most of the chilled raw material such as 

vegetables, chilled meat are debox and stored in the chiller. Short shelf raw materials are frozen 

when not used. This stage is marked as a Critical Control Point 1 (CCP 1). A critical control 

point (CCP) is “a step at which control can be applied and is essential to prevent or eliminate a 

food safety hazard or reduce it to an acceptable level” (CAC, 2003a). Prevention can be achieved 

by producing raw materials in conditions where no contamination does occur. Elimination and 

reduction can be achieved by applying physical or chemical treatments, e.g. heat, filtration, high 

pressure, chemical sterilants or disinfectants (Cerf and Donnat, 2011).  
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Packaging: Packages are debox and issued according to daily usage. They are transferred 

through the dry transfer area into the production storage area (High Risk) for use. 

MRP Forecasting System: The Material Requirement Planar (MRP), which is a value added 

tool, has helped Food Partners. Thus, the MRP system forecasts the amount of ingredients 

needed for the Material Manager to use for any particular time. This relies on the stock taken at 

the end of the production process and these figures are input into the MRP system to generate the 

requirement for the next production. It’s efficient, avoid wastage and overuse.  

Defrosting: All daily usage of frozen raw materials are then defrosted and stored at the defrost 

area for 48hrs before use.  This defrost are labeled and ready to transfer to high risk (CPP 2). 

Salad Wash Validation: This is carried at Agitation sanitizer (CCP 3a) and Upright sanitizer 

(CCP 3b) to reduce the microbial load both on the intact packaging and salad respectively. This 

validation process, which involves microbial testing of salad raw materials, is carried out every 

month to ensure the correct washing procedure is carried correctly. The sanitizer area is also 

called the decontamination point or a barrier for product transfer to the high risk. This validation 

adds a lot of value to raw material as well as product in terms of food safety. It helps us to 

decontaminate salad better than the conventional method, which is devoid of any prior microbial 

testing.  

Preparation Label System: The preparation label system is another value added facility which 

provides an extensive labeling to all the ingredients in the factory. This helps to avoid cross 

contamination by product and for easy identification and traceability. 

Low Risk Area: The low risk area seeks to minimize raw material and product contamination. 

Here, the risk associated with raw materials and products is minimal and easily controlled.     

High Risk Area: There is a high chance of microbial growth from inadequate equipment and 

hand washing, cross contamination, and to varying temperature changes. Hence, this is a critical 

stage where adherence to production regimen is enforced. All the ingredients, sauces and salads 

arriving in the high risk prep area go through decantation, can opening, dicing, chopping, slicing, 

grating and spinning. All these are stored in food baths and keep in the work-in-progress (WIP) 

chiller for issuing into the production lines. Whilst on the line, the temperature is monitored 

using the online temperature monitoring system (TMS) device. This ensures that the quality of 

all the products is within the set standard. The sandwiches go through assembly, cutting, packing 

& sealing. In the case of gluten free sandwiches, testing is carried before packing and sealing.  
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Labeling/Coding: Labeling & coding is carried out after the sandwich has been sealed which is 

also control, CCP 4. Products shelf life of three days is printed on packages for customers’ 

information and adherence. 

Metal Detection: The sandwiches leave the high risk through a metal, CCP 5, to dispatch.  This 

helps to ascertain that the sandwiches are free from metal contamination.  

Dispatch: In dispatch, the sandwiches are boxed or tray up and stored in the chiller. The frozen 

ones like the gluten free and the Panini are stored in the freezer to attain their full temperature as 

-18 ºC. The temperature readings of the finished product are recorded, CCP 6. Wastes generated 

are sent to the compacter for disposal. Finished products are sent to distribution centers and 

finally to the customers the next day. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.1: Simplified adapted production flow chart of FPG 
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2.4 Evolution of Value Chain 
The early 1950s witness the inception and development of quality management in Japan by Dr 

W.E. Deming, which eventually “turn the Japanese into an industrial force to reckon with” 

(Summers, 2007). Phan et al. (2011) emphasize the competitive power of Japanese companies 

through the implementation of management practices such as total quality management (TQM), 

just-in-time (JIT) production, total production maintenance (TPM), reengineering, and effective 

communication network. Accordingly, these Japan production management (JPM) practices 

represent the strengths of Japanese manufacturers (Phan et al., 2011), besides their technological 

advantages (Morita et al., 2001).  

The issue of quality play a significant role in Japan’s manufacturing success. These include the 

transformation of the traditional worker into the knowledge worker through training, statistical 

methods, quality circles, quality diagnoses as nation-wide sensitization programme 

(Schonberger, 2007). The advancement of value-added production has resulted in the 

development of tailored processes such as the Toyota Production System (TPS), which shortens 

time required to process customer orders into finished products (Hines, 1998). Using quality 

management as the weapon to drive their firms, collaboration between firms was encouraged, 

notably, Toyota-Nissan-Mitsubishi collaboration through their maker flexible customizing 

system (MFCS) (Tomino et al., 2009) and was used as an “effective operational practice for 

sustainable advantage” Kasark and Kuzgunkaya (2002). The implementation of the make-to-plan 

(MTP) with make-to-order (MTO) into suppliers’ value chain system helps manage inventory 

risks (Tomino et al., 2009). Other key points that is worth considering by firms regarding their 

suppliers include the following; understanding suppliers’ practices, lead suppliers to compete 

against each other, directly supervise suppliers, enlarge suppliers technology, send information to 

selected suppliers and lastly, improve practices with suppliers (Liker and Choi, 2004).  

The split-over of this trend of value-added technology from the Japanese soon found its way into 

the western corridor, where firms start adopting their techniques. Dr E. W. Deming popularised 

the value system into the American market through the NBC (1980) documentary, “If Japan 

can…..Why can’t we?” Since then, productivity of firms who practice the value-added 

methodology has seen their productivity increased over the years. 
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2.5 The Value Chain  
Value, according to Walters and Lancaster (1999a, 1999b) “is determined by the utility 

combination of benefits delivered to the customer less the total costs of acquiring the delivered 

benefits”. However, the terminology of value chain is frequently used in an inconsistent, 

overlapping and confused manner; rather than to describe industrial linkages and networks, and 

to analyse and describe where value resides at the micro level (Rainbird, 2004). The ability to 

perform particular activities and to manage the linkages between these activities is a source of 

competitive advantage (Thomson, 1998). 

Brown (1997) defined value chain as a tool to disaggregate a business into strategically relevant 

activities, which enables identification of the sources of competitive advantage by performing 

these activities more cheaply or better than its competitors. Fernando (2009) also stated that, 

value chain is “a string of companies working together to satisfy market demands.” Whiles 

Porter (1985) envisages value chain is as “a tool for identifying ways to create more customer 

value”.  

In the 1980s, value creation mainly depended on cost reduction and industry automation, but 

modern companies focus on value chain Integration to achieve time-to-market and to enhance 

customer satisfaction (Gaetti et al., 2005). A company’s competitive value chain in a particular 

industry is embedded in the value system as indicated by Porter (1990). The entire value system 

consists of the suppliers’ value chain, the firm’s value chain, the distribution channels and the 

buyers’ value chains.  In his paper titled “New-game strategies”, Buaron (1981) discuss that 

businesses compete in existing markets by either enhancing the value of their product or 

lowering prices. However, what is most overlooked is the mode of competition; by neglecting 

the prevailing circumstance of their rivals. Nonetheless, strategic competitors influence the rules 

of the market by creating “new game” in which their own strengths are used as prerequisites for 

success. Indeed, once companies produce and sell their goods and services for profit, they enter 

the realm of competitive advantage when customers decide whether to buy from them instead of 

their competitors (Coyne, 1984). With this in mind, Coyne (2000) defined competitive strategy 

as “an integrated set of actions designed to create a sustainable advantage over competitors. The 

efficient value chain management provides an opportunity for organization to identify their core 

competencies and position and position themselves competitively in the marketplace (Al-

Mudimigh et al., 2004).  Firms that have integrated design and manufacturing stand a better 
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chance of introducing new technologies on regular basis. Additionally, the poor value-added 

performance of firms affects its turnover and the per capita of the country (Best, 2001). 

2.6 The Value Chain Model 

The term “Value Chain” was coined and propagated by Michael Porter (1985) in his book 

"Competitive Advantage: Creating and Sustaining Superior Performance". In his view, “a firm is 

a collection of activities that are performed to design, produce, market, deliver, and support its 

product.” These activities are represented and explained using the value chain model. Though 

firms in a particular industry will exhibit the similar chains of operation, the value chains being 

used will differ from their competitors.  

For industry-specific value system analysis, Olla and Patel (2002) depicted a value chain model 

for mobile data service providers and used Airwave Service as an example to demonstrate how a 

value chain network can be used to efficiently deliver mobile service via mobile portals.  Evan 

and Berman (2001) proposed a holistic view of the business-to-business (B2B) value chain. 

Through the application of value chain concept to B2B market, a value-driven marketing strategy 

is derived. Papazoglou et al. (2000) pointed out four key driving factors for enabling successful 

applications of value system (i.e., new business models, cross-enterprise inter-operability, 

change management, and organization infrastructure).  

The value of a firm is measured by its total revenue. Therefore, a firm is said to be profitable 

when the value it commands exceeds the costs involved in creating the problem. Creating value 

for customers that exceeds the cost of doing so is the goal of any generic strategy (Porter, 1985). 

The basic model of Porter’s value chain is as follows: 
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Figure 2.2: The value chain model (Porter, 1985) 

 

The basic value chain model (Figure 2.2) designed by Porter (1985) displays total value and 

consists of value activities and margin. These value activities represent physical and 

technological distinct activities, which are the building blocks on which the firm creates its 

valuable products for consumers.  The margin on the other hand, is the difference between total 

value and the collective cost of performing the value activities. The value activities can be 

categorized into two, namely primary and supporting activities.  

 

2.6.1 Primary Activities 
Primary activities consist of five generic categories namely inbound logistics, operations, 

outbound logistics, marketing and sale, and services. Each of these primary activities is 

connected to the supporting activities where mutual relationship exists. The dotted lines show 

that procurement, technology development, and human resource management are linked with 

specific primary activities as well as support the entire value chain (Porter, 1985).  
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Inbound Logistics: These are activities involve receiving, storing, and disseminating inputs to 

the product, such as warehousing, inventory control, vehicle scheduling, and returns to suppliers 

(Porter, 1985). Goods received from suppliers such as raw materials and packages are stored 

until they are ready to be used on the production line. This is also considered to be a strategic 

post, because all in coming goods needed for production have to meet the specifications, failure 

could slow production or grind it to a halt. Additionally, inventory of stock need to be current 

and up to date, any shortages can be detrimental to the firm.  

Operations: Porter clearly defined operations as activities associated with transforming inputs 

into the final product form, such as machining, packaging, assembly, equipment maintenance, 

testing, printing and facility operations. Operations engulf the entire manufacturing process. It is 

vital in that, the quality of the products need to meet the specification of the end user. Faulty 

machines can be problematic and slow down production. It is prudent that skilled personnel man 

and operate specialised equipment and machines used in product production. 

Outbound Logistics: Finished products are ready to be sold at this stage of the value chain.  

Outbound logistics include a number of activities related with collection, storing, and physically 

distributing the product to buyers, such as finished goods warehousing, material handling, 

delivery vehicle operation, order processing, and scheduling (Porter, 1985). Technically, 

producing and having the exact products in the right quantity at the right time for customers and 

in the right condition is paramount, unfortunately a number of products are lost during the 

outbound process. Damage products loose customer value as they are either sent back to the 

manufacturer or customers may switch to other competitors and that will reflect in the firm’s turn 

over. The delivery of products to retailers and customers also constitute part of the functions of 

outbound logistics that builds a credible “company-customer” relationship. 

Marketing and Sales: activities associated with providing a means by which buyers can 

purchase the product and inducing them to do so, such as advertising, promotion, sales force, 

channel selection, channel relations, and pricing. Effective marketing remains a big source of 

gain for consumer goods companies; most, for example, are still struggling to maximize the 

value of trade spending—the money passed on to retailers to promote sales. Also, many others 

still find it tough to come to grips with changes required in branding, distribution, and 

manufacturing strategies. Many concentrate on the minority of the population that can afford 

expensive, Western-style goods, leaving local competitors to target the overwhelming majority 
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of consumers with modest means (Haden, 2004). Marketing of finished products is essential as 

the quality of products to be sold. The application of marketing mix by most firms has yielded 

results of winning more customers to their fold. Marketing mix has been modeled as shown in 

Figure 2.3. 

 

 
 

Figure 2.3: Marketing mix model (Kotler, 2003) 

 

Product: Product is the main component of marketing mix. This aspect deals with the quality 

and specifications of goods and services and how it meets the needs and wants of customers. It is 

therefore important that companies to add value to their products always in order to prevent them 

from being submerged by their competitors (Cavusgil et al. 1993). 

Pricing: Best (2009) argues that customers are willing to pay more for products and services that 

have an economic value, or simply, for products and services that save them money. In adding 

value to a product its life cycle gain cost. However, because a customer’s value is essentially the 

product’s total benefits less the cost of acquiring those benefits, a product with economic value, 

despite its higher, typically has more customer value than a competitor’s similar product (Best, 
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2009). It is vital that whiles companies do well to set prices that will be affordable to their 

customers; they also need to be conscious of their competitors.  

Place: Place refers to how the product gets to the end-user and on time. It also refers to the 

channel employed in selling the product or service, e.g. e-marketing. Three main channels exist 

in the distribution products and services namely: the traditional route, which imply selling the 

product to wholesalers who will then sell the product on to retail outlets; the modern track, which 

include manufacturers selling the product directly to the retail outlet and lastly, the direct route 

where the firm sell directly to the consumer such as door to door sales or over the internet 

(Kotler, 2003). 

Promotion: Promotion includes advertising, personal selling, public relation, and sales 

promotion. While most companies pay heavily to advertising companies and through the media 

to publicise their goods and services, equally, more companies are supplementing their product 

promotion through their company’s website.  Press releases through the public relation’s 

department and promotional sales also contribute meaningfully to the marketing mix. 

Sales: The end result of manufactured products is to sell to customers. Whiles this is usually the 

case, customer awareness, interest, and satisfaction are key indicators of how products will 

perform on the market. It worth noting that customers’ perception regarding relative product 

quality, service quality and customer value are key issues that firms should always be concerned 

about (Best, 2009). Figure 2.4 shows the classification model of customer satisfaction metric.  

Very satisfied customers are loyal and buy in relatively large quantities (Peterson et al., 1992), 

whiles merely satisfied customers are less loyal and usually switch back and forth with 

competitors’ products. Lastly, dissatisfied customers are prone to leave although those who 

complain can be retained but will be vulnerable to competitors until their source of 

dissatisfaction is addressed (Best, 2009). 
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Figure 2.4: Customer satisfaction model (Best, 2009) 

Servicing: Servicing activities are associated with maintaining product performance after the 

product has been sold. These activities include providing service to enhance or maintain the 

value of the product, such as installation, repair, training, parts supply, and product adjustment. 

These services do contribute to the value chain of the system thereby holding onto their 

customers. 

 
2.6.2 Supporting Activities 
Supporting activities are made up of procurement, technology development, human resource 

management, and infrastructure Porter.  

Firm Infrastructure: The firm infrastructure houses the entire business. It can be segregated 

into departments based on the activities including general management, planning, finance, 

accounting, legal, government affairs and quality management. Infrastructure, unlike other 

support activities, usually supports the entire chain and not individual activities. Depending on 

whether a firm is diversified or not, firm infrastructure may be self-contained or divided between 

a business unit and the parent corporation. In diversified firms, infrastructure activities are 

typically split between the business unit and corporate levels (e.g., financing is often done at the 

corporate level while quality management is done at the business unit level). Many infrastructure 

activities occur at both the business unit and corporate levels, however. Firm infrastructure is 

sometimes viewed only as “overhead” but can be a powerful source of competitive advantage 

(Porter, 1985). 
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Human Resource Management: Human resource management (HRM) caters for primary and 

secondary activities. They include recruiting, hiring, training, development and compensation for 

all employees of the firm. Inadequate skill employees and motivation can thwart the 

competitiveness of a firm against its competitors. Thus, the former and later are key ingredients 

to survive in the competitive market in order to produce the right results. Human capital can be 

the greatest source of competitive advantage and to be strategically effective within and beyond 

its borders of a firm (Duffey, 1988). In principle, HRM practices shape firm performance 

through three key channels. As stated by Huselid (1995), HRM practices involve increasing 

employees’ knowledge, skills, and abilities (KSAs); motivate employees to leverage their KSAs 

for the firm’s benefit, and to empower employees. Drucker (2001) contends that influencing 

employees -“knowledge workers” financially, through bonus or stock options always fail to keep 

employees. Thus, unlike the traditional worker who is not innovative-they are usually told what 

to do, the knowledge worker crave for continuous learning and training,  and seek respect not for 

themselves but their area of expertise. 

Technology Development: In order for companies to succeed and win the largest market share, 

the need for adopting and implementing ways certainly focus on applying technology to reaching 

their goal is essential. In support of this assertion, Foster (1986) acknowledges that ensuring 

value innovation and embracing current theories in entrepreneurship, most managers of 

companies still regard it as highly personalized process to plan and manage. Thus, according to 

Foster (1986), “such managers believe that innovation is risky-riskier than defending their 

present business.” Another angle by which technology can add value to product is through 

product differentiation. The differentiation strategy is rewarded for its uniqueness with premium 

price (Porter, 1985).   

Conversely, Coyne et al. (2000) argues that differentiation alone is not enough to be competitive, 

rather, the advantage must also stem from a fundamental gap in the capabilities of the competing 

companies, a gap that cannot be bridged, at least not with an economically rational amount of 

effort.  Coyne et al. (2000) further grouped the “gap” into four. These arebusiness-system gaps, 

which result from the ability to perform individual functions better than competitors do; position 

gaps, which result from prior decisions, actions, and circumstances. They can include reputation, 

consumer awareness and trust; regulatory and legal gaps, which result from government action. 

They can include patents, import quotas, and consumer safety laws; and finally, the 
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organizational or managerial quality gaps, which result from an organization's ability to innovate 

and adapt more quickly and effectively than the competition. Lastly, businesses can improve 

their productivity by being innovators and their own “creative destroyers” (Drucker, 1999). 

Procurement: Procurement refers to the function of purchasing inputs used in the firm’s value 

chain, not to the purchased inputs themselves. Though purchased inputs are usually associated 

with primary activities, purchased inputs are present in every value activity including support 

activities (Porter, 1985). Materials procured for manufacturing tend to spread throughout the 

firm. Procured materials include raw, semi-finished products or finished products to be used in 

the firm. Improvement in purchasing practices can strongly affect the cost and quality of finished 

products. 

2.7 Value Chain and Productivity 

Business Action for Africa’s report includes several case studies of companies that are driving 

enterprise development in Africa by creating shared value. For example, Coca-Cola bottlers in 

East Africa have created Micro Distribution Centers (MDCs) that involve thousands of micro-

entrepreneurs serving as local distribution centers to retail outlets in a 1 - 2 km radius. Coca-

Cola’s MDC model offers a promising example of a company that is actively creating shared 

value. By tapping into local entrepreneurial talent and redefining productivity in the value chain, 

Coca-Cola is not only meeting a core business need but also providing local economic 

development opportunities in a high-potential emerging market context (Albright, 2011). 

According to Beaujean et al. (1998), the Conseco Company had made an increase in productivity 

due to several skill-based acquisitions. The key source of growth for Conseco has been not 

organic expansion but the constant addition of acquisitions. This strategy has been 

extraordinarily successful: annual return to shareholders has topped 50 percent for the past 12 

years on average, and market capitalization has increased from $25 million in 1986 to more than 

$8 billion in the first quarter of 1998. 

The Harvard Business Review (2000) also emphasize that strategy is the art of creating value. It 

provides the intellectual frameworks, conceptual models, and governing ideas that allow a 

company manages to identify opportunities for bringing value to customers and for delivering 

that value for profit. For instance IKEA has blossomed into the world’s largest retailer of home 

furnishings by redefining the relationships and organisational practices of the furniture business. 
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Secondly, Danish pharmacies and their national association have used the opportunity of health 

care reform to reconfigure their relationships with customers, doctors, hospitals, drug 

manufacturers, and with Danish and international health organizations to enlarge their role, 

competencies and profits. 

2.8 Improving the Value Chain 

The application of value chain into the manufacturing sector of any company has indisputably 

impacted positively in transforming such companies into giants in their area of business. One 

approach by which the value chain of businesses can be improved is through marketing. Thus, 

the notion of viewing marketing as an important segment in businesses was made known three 

decades ago by Peter Drucker, when he said “A company has only two basic functions: 

innovation and marketing.” http://www.kotlermarketing.com/phil_questions.shtml, (accessed: 

10/03/2011). In spite of Drucker’s view of the significance of marketing, most businesses still 

limit the implementation of marketing to selling of their products.  

Additionally, Kotler (2003) emphasized the point that marketing is a far more comprehensive 

process than selling. In the view of Kotler, “Marketing is not the art of finding clever ways to 

dispose of what you make.  Marketing is the art of creating genuine customer value.  It is the art 

of helping your customers become better off.  The marketer's watchwords are quality, service, 

and value.” Other contributions towards the customer value theory by Esper et al. (2010) are 

enumerated as follows, (1) firms exist to satisfy customers through superior value creation 

(Drucker, 1973), (2) firms best able to compete, are customer value-focused with appropriate 

resources and capabilities that allow them to identify, understand, select and serve specific and 

appropriate target markets or customers, (3) customer valued-focused firms are better able to 

attract the capital necessary to expand the scale and scope of their activities, and (4) superior 

performance is seen by firms with a customer value-focused culture (i.e. market orientation) 

(Slater, 1997).  

In this regard, Wind (2009) proposed the rethinking of new strategies of marketing principles 

and ideas by businesses in order to add value to their good and services. Wind buttress his view 

by stating companies such as Federal Express, Google, Skype, Facebook and Apple’s iPod that 

are products of re-engineering and marketing strategies. Furthermore, “the late Sam Walton, 

founder of Wal-Mart, changed the face of retailing around the world by connecting a low-cost 

strategy with the information systems and operational capability to deliver on that promise, 
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whiles eBay changed the meaning of retail again by creating the world’s largest online auction 

through value creation” Wind (2009).  

Value creation of goods and services for customers has been identified to exhibit ethical tensions 

in marketing products and services. Consequently, Kotler (2004) noted that issues arising from 

misleading advertising, unsafe and harmful products, abuse of distribution channel power, and 

promotion of materialism, which were the main ethical concerns of the 1950’s, are still serious 

problems today. The trade off in search of maximizing profit and customer satisfaction has been 

an issue for a number of companies. In this regard, Abela et al., (2008) classified such firm-

customer tensions into seven categories namely; consumer autonomy and marketing 

effectiveness, consumer choice and consumer protection, customer satisfaction and revenue 

growth, consumer participation and total system efficiency, consumer welfare and price 

discrimination, employee satisfaction vs. short term profit, and collaborative supplier 

relationships vs. cost reduction.  

Customer satisfaction has been noted for its key role in creating competitive advantage (Vikas et 

al., 2005). Additionally, customer loyalty has been proven to influence a firms’ performance and 

as an essential source of sustainable competitive advantage (Luarn & Lin, 2003). Indeed, 

customer loyalty reveals the inter-relational commitment between the customer and the firm and 

crucial to business survival (Semejin et al. 2005). Hence, Oliver (1999) defines customer loyalty 

as a “buyer’s overall attachment or deep commitment to a product, service, brand or 

organisation.” Accordingly, improvement in customer loyalty has resulted in increase in revenue, 

reduced customer acquisition costs, and lower cost in serving repeated purchasers which leads to 

higher productivity (Reichheld, 1993). The relationship between customer value and customer 

satisfaction has a positive effect on customer loyalty (Lam et al., 2004). 

Others (Garrett and Gopalakrishna, 2010) have discussed “the pull-push marketing strategy” and 

its impact on value creation. Whiles the pull marketing strategy involves using advertisements 

and promotions as tools to attract customers, the push marketing strategy employ channel 

members, these include dealers, salespersons and distributors, whose function is the effort or 

“push” provided in getting the goods and services sold. Although the channel member may 

provide tailored information to the customer, inefficiency of the system may impact negatively 

on the customer value by deploying unwarranted pressure on the customer thereby endangering 

current and future sales. 
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Esper et al. (2010) used a different approach, the Demand and Supply Integration (DSI) concept 

as a means of value creation through knowledge management. They define DSI as the balancing 

of demand and supply market information and business intelligence through integrated 

knowledge management processes to strategically manage demand and supply activities for the 

creation of superior customer value. The central theme of the DSI denotes applying the acquired 

knowledge of the demand and supply as pertain to the market environment and using it as an 

effective tool to integrate strategic decisions. Therefore, Esper et al. (2010) view the DSI process 

as a “reflection of understanding where current demand opportunities exist, where it is possible 

to increase demand, and where it is desirable to reduce demand, all planned with a full 

understanding of supply side capabilities and constraints.” The additional components include 

efficiency and effectiveness in executing procurement, inventory, production, transportation and 

liaising with suppliers for better performance.  

Lastly, the disconfirmation of expectations model (DE) has been used extensively in marketing 

research to explore consumer satisfaction. The DE model assumes that individuals evaluate 

service performances by comparing the perceived performance with their expectations (Oliver, 

1997). Vargo et al. (2007) emphasized that whenever perceived performance exceeds 

expectations; it causes positive disconfirmation or satisfaction, on the contrary, when perceived 

performance is below expectations; it causes negative disconfirmation or dissatisfaction. Highly 

satisfied customers have been noted to be display characteristics such as brand loyalty, advertise 

to others by word-of-mouth, increase their purchasing power and eventually increase sales 

(Oliver, 1997). Conversely, dissatisfied customers are likely to reduce their purchasing power, 

non-advertisement, complain, return and boycott of product among others (Day et al., 1981). 

Furthermore, customers demonstrate both anger and dissatisfaction in response to waiting for 

service, dealing with unresponsive or impolite employees and core service failures such as 

billing errors (Bougie et al., 2003). The conclusion drawn by Bougie et al. (2003) from their 

research stipulates that dissatisfaction can be used to predict switching of customers, even in the 

absence of anger. Thus, service providers should desist from causing their customers from 

getting angry.   
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CHAPTER THREE 

METHODOLOGY 

Most researches conducted in this field employ number of techniques in gathering data. These 

methods include interview (Tomino et al., 2009; Barratt et al., 2011), observation (e.g. plant 

tour) and archival sources (e.g. production records) (Barratt et al., 2011), and questionnaire 

(Kannan and Tan, 2005; Das et al., 2000; Cua et al., 2001; Jayaram, 2010). Although some 

investigators sort the use of one technique in data acquisition e.g. observation (Gersick, 1988), 

others have used multiple methods (Choi and Hang, 2002; Eisenhardt, 1989).  Fawcett et al. 

(2007) use cross-functional mail survey and interviews to gain insight into how managers 

perceive and develop information sharing capability. Additionally, a mail survey is generally a 

cost-effective approach of gathering substantial quantities of data from large number of 

managers and generating broad-based, generalizable findings (Fawcett et al., 2007). 

3.1 Choice of Sampling Technique 
 The use of multiple data provides a higher reliability (Boyer and McDermott, 1999; Hyer et al., 

1999) and strong substantiation of constructs and prepositions (Voss et al., 2002). Based on the 

stated empirical evidence that supports multiple acquisitions, this study used questionnaire and 

archival sources in obtaining its data. 

3.2 Sampling  

A sample is defined as the amount of correctly extracted material from the population. 

Unfortunately, a number of researchers are interested in analyzing the data rather than the quality 

of data ought to be studied. This is inferred from quotes Petersen et al. (2005) published from a 

distinguished chemometrician and analytical chemist “sampling is not my responsibility, I 

analyse the data” and “Sampling is not my responsibility, I analyze the stuff supplied to the 

laboratory” respectively. Contrary to the above quotes, data do not exist in a vacuum; it is not 

separate entity, which can be dealt with in isolation. There is therefore the need of responsibility 

on the part of researchers in collating data for their research work. Regrettably, acquiring quality 

data that is set to assist answering research question(s) does not come on a silver platter. Issues 

such as objectivity of the researcher, willingness and objectivity of respondents as in the case of 

but not limited to survey, interview and questionnaire, and time frame in obtaining the data.  
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3.3 Sample Population 
A total of fifty employees of FPG have been identified to constitute the population of our 

research. This number of respondents is made up of managers, supervisors and employees who 

have worked in the company for five years and more. The restriction to the choice of employees 

was meant to limit data acquisition to respondents who have got adequate experience as far 

producing quality finished products are concerned, which has a direct link to value creation 

within the company. The restriction was not applied to high ranking employees, namely 

managers and supervisors because; they have the technical expertise to oversee the 

implementation of the value chain within the company.   

 
3.4 Sources of Data 

Two sources of data are often used in experimental research, these are primary and secondary.  

Primary source and data analysis involves the following processes; identification of problem and 

statement of hypothesis, experimental design to evaluate hypothesis, data collection, data summary, 

making inferences from data, and results interpretation (Church, 2001). It is worth mentioning that, 

primary analysis of data comprise of first-hand materials, studies, or records of events, which form 

the basis for data analysis, interpretation, and explanation (McArt and McDougal, 2007). By 

choosing to source primary data, the researcher aim at addressing set objectives outlined prior to data 

collection (Windle, 2010), a prospective study for that matter (Nicoll, 1999). According to Church, 

“the integration of the experimental design and data collection stages with the data analysis and 

interpretation stages is the hallmark of primary data analysis.” Primary sources of data include 

qualitative, quantitative, empirical research studies; surveys or questionnaires; or direct observations 

and experiences undertaken by the researcher(s) involved (Windle, 2010).  

On the other hand, Polit and Beck (2004) view secondary data analysis as a method in which data 

obtained in a prior study is used to investigate a new research study. Vogt (2005) also explained that 

secondary data analysis covers re-analysis of existing data or analysis of data collected for reasons 

other than research. Whiles there is distinct dichotomy between primary and secondary sources of 

data, they are currently in use today in almost all scientific researches. However, it important state 

that secondary data acquisition has some pit falls such as data collected for other purposes other than 

for research (Castle, 2003), it may be out-dated, and there may be restrictions, especially if data 

being source from firms about sharing of data (Coyer and Gallo, 2005).  Garmon Bibb, (2007) group 

summed the limitations associated with as being difficulty in locating required data, incongruity of 
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primary and secondary research objectives and data quality. Nonetheless, the advantages of obtaining 

and using secondary data are overwhelming. It is cost effective, practical, efficient, convenience and 

saves time and money, a scientific method and also offers ready access to large data set with multiple 

variables (Castle, 2003; Coyer and Gallo, 2005; Garmon Bibb, 2007). Secondary data sources 

include materials, studies, or records of events that provide descriptions, explanations, and 

interpretation of the primary sources (McArt and McDougal, 2007). Examples of secondary data 

sources include surveys, review articles, editorials, periodicals, and databases of companies (Castle, 

2003; McArt and McDougal, 2007).  

3.5 Data Collection Methods 

Data gathering methodology employed in this research is categorized into primary and 
secondary. Primary data was obtained through questionnaire and secondary by archival means.    

3.5.1 Primary Data 
The primary source of data consists of questionnaires. A short questionnaire with conceptually 

clear and concise statements is judged to be desirable for both the respondents and the 

researcher. Questionnaires was developed and launched on a sample of the population from Food 

Partner sites.  Questionnaires were sent directly, email and fax to 45 employees across the Food 

Partners Group (FPG) and this was designed to explore the value chain management of FPG in the 

UK. The time for conducting questionnaires was from 28th March, 2011 to 11th April, 2011. 

 
Sample Size: Statistical determination of sample size is essential in setting the benchmark for 

the data. Yamane (1973) recommended the formula for random sample as below.  

 

n =     .……………………………………………………. (1) 
 
Where: 
n = sample size required,  

N = population,  

e2 = probability of error (using e = 5% (95 percent confidence)). 

The sample size can be calculated according to the recommendation as follow.  

Watson (2001) has also put forward an equation for determining the final sample size as follows:  
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                     …………………………………… (2) 
 
 
Where: 
n = sample size required 

N = population 

P = estimated variance in population, as a decimal: (used 0.5 for 50-50) 

A = precision desired, expressed as a decimal (i.e., used 0.05, for 5%) 

Z = based on confidence level: 1.96 for 95% confidence. 

R = estimated response rate, as a decimal (used 0.95 for 95%) 

Applying equations 1 and 2 yielded 44.44 and 46.58 respectively. An average gives 45.51. 

Hence, the sample size used for conducting the questionnaire was 45. 

 
3.5.2 Secondary Data 
Johnsen and Ford (2006) used secondary data obtained in the form company reports, product 

brochures and marketing literature in their research study. The data of FPG was obtained with 

the assistance of John Conway, Operations Manager of Food Partners Middlesbrough. Data 

acquired include manufactured volume of finished products for twenty-nine weeks of 2009/2010 

and 2010/2011 productions. Also obtained is the sales volume for 2009/2010 within the same 

period. Confidentiality of data obtain were kept in the course of this research. Only aspects of 

data relevant to research were used in the analysis. 

 
3.6 Questionnaire Development 
 
The research questionnaires used in this study were derived from studies carried out by Navas-

Aleman (2011) and Elmuti (2002), which was used to gain understanding of upgrade of multiple 

value chains and the impact of supply chain management on organisational effectiveness 

respectively. Navas-Aleman (2011) employed a ten point questionnaire used in product and 

process upgrade categorization, and this includes, workers training and attainment of 

qualification, reduction of delivery times (logistics), organisation/management techniques, 

increased product quality and introduction of new material. Likewise, Elmuti (2002) used 

                       

P[1-P] 

R 
n =  
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inventory management and control, transportation, facilities management, technology, overall 

logistics, procurement and purchasing, sales of products or services, HRM and information, and 

manufacturing of final product for the study. The above mentioned selected questionnaire items 

relate to the research study, hence, it was used in assessing the impact of value chain processes in 

FPG. 

The questionnaires were modified to better suit the objectives of the study and also to constitute 

Porter’s value chain theoretical model (1985). The questions were designed to comprise of the 

primary and secondary activities and how specific sub-activities under each activity contribute to 

value-addition in manufacturing sandwiches. Each activity is made up of between three to nine 

sub-activity questions.  The questionnaires were made up of three sections. Section I seeks to 

find out the importance of the value chain activities to FPG and its employees and it answers 

research question 1. Sections II and III were aimed at finding out how sub-activities carried out 

by FPG employees’ results in adding value to finished products.  

 
3.7 Questionnaire Design 
Questionnaires sampled from a population 50 employees within the FPG. Out of 45 

questionnaires administered, 30 were completed and collected. These questionnaires were 

designed to explore value chain management of Food Partners Group. With the result from 

“added value” activities analysis, the study analysed to point out the value chain management of 

Food Partners Group. Questionnaire was designed to match with the objectives of the study and 

conceptual framework. A short questionnaire with conceptually clear and concise statements was 

administered to respondents. Respondents were given one week to respond to the questionnaire, 

knowing that these are active employees who need to satisfy the firm’s responsibilities. The 

questionnaire consists of 11 closed questions that shown in Appendix 1. 

 

3.8 Questionnaire Measurement 
A five point Likert scale (Kannan and Tan, 2005; Jayaram, 2010) was design and used to gather 

data from the questionnaire study. The questionnaires with 5 point rating scale were used to 

measure respondents’ evaluation by asking them the degree of performance with statements in 

the questionnaire that ranked from (1) less effective (or less important) to (5) very effective (or 

very important). A higher score implies effective implementation of value chain activities. The 



 
 

34

five point scale used enable mean scores to be calculated to show how Food Partners manages its 

value chain activities. The researchers define the criteria to measure the level of variables 

according to the five levels following Likert scale. 

 
3.8.1 Defining Likert Scale for Data Collection 
Using a 5 point Likert scale, the interval for setting the range in measuring each variable is 
calculated using equation (3): 
 

 …………………………………………………………. (3) 
 
Where:  
n = 5 (for five point Likert scale) 
 

  
 
Thus, scored items fall within the ranges (interval) as indicated in the table below. The designed 

questions seek to find the “effectiveness” or “importance” of value chain adoption in 

respondents’ companies. Hence, the “effectiveness” or “importance” of a question follows the 

Likert scale and intervals developed in Table 3.1 and are used interchangeably in the analysis of 

the designed questionnaires. 

Table 3.1: Likert scale and generated intervals used in data analysis from respondents 

Likert Scale 
Less 
Effective 

Slightly 
 Effective 

Moderately 
effective 

Effective Very effective 

(1) (2) (3) (4) (5) 
Interval 1.00 - 1.80 1.81 - 2.60 2.61 - 3.40 3.41 - 4.20 4.21 -5.00 
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CHAPTER FOUR 
ANALYSIS OF RESULTS 

 
In this chapter, results of the data analyses are presented in three sections: 

Section 1: Analyzes the value chain management of Food Partners Group by using Statistical 

Package for the Social Sciences (SPSS) descriptive statistic (mean, standard deviation). 

Section 2: Analyzes the secondary data using histograms. 

Section 3: Comparison of means between data variables at significant level 0.05 by using 

independent t-test. 

A number of statistical tool but not limited to analysis of variance (ANOVA) (Parast et al., 2006; 

Jayaram et al., 2010), factor and correlation analysis (Kannan and Tan, 2005), multiple 

regression analysis (Samson and Terziovski, 1999), and SPSS (Yi and Jeon, 2003) have been 

used in data processing by researchers. The choice of statistical tool for analysis depends on the 

availability of the software and the sort of statistical analysis that is to be carried out on the data. 

This research chose the SPSS because of its numerous applications and availability to the 

researchers. 

Data from responded questionnaires were processed using the SPSS software package (IBM 

SPSS Statistics 19). Descriptive statistics aspect of the package was used to analyse the results 

obtained from respondent questionnaires. The mean values of the data were used to indicate the 

responding variable on the Likert scale. Microsoft Excel software package 2010 edition was used 

to plot the histograms between variables.  

 
4.1 Primary Data and Analysis 
Acquired primary data is analysed using SPSS. Detailed analysis of each table is given below. 
 
Symbol of Data Analysis 

N = Sample size 

Stdev = Standard deviation 
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Table 4.1: How do you evaluate the importance of the following activities in your company’s 

value chain? 

Descriptive Statistics  
 N Mean Std. Deviation Indicator 

Inbound logistics 30 4.2667 .73968 Very Important 
Operations 30 4.2667 .78492 Very Important 
Outbound logistics 30 4.3333 .66089  Very Important 
Sales and marketing 30 4.2667 .69149 Very Important 
Service 30 4.2667 .86834 Very Important 
Infrastructure 30 3.8667 1.0417 Important 
Human resource management 30 4.0000 .83045 Important 

Technology development 30 3.9333 .90719 Important 
Procurement 30 4.1667 .83391 Important 
Valid N (list wise) 30    

 

Table 4.1 displays respondents’ view on the importance of implementing value chain in their 

company. Respondents were asked to rate the importance of activities implemented in the value 

chain system of their company from 1 (less important) to 5 (very important). The responds 

clearly shows that FPG attaches strong importance to the activities that constitute value chain. 

These positive responds were expected to be translated into the production growth in terms of 

high productivity and quality of products.     
 

Table 4.2: How are inbound logistics activities managed in your company? 
Descriptive Statistics  

Activities N Mean Stdev Indicator 
Raw material and QC 30 3.6667 .80230 Effective 
Handling system 30 3.5333 .77608 Effective 
Storing 30 3.5000 .73108 Effective 
Inventory control 30 3.4333 .85836 Effective 
Transportation scheduling 30 3.6000 .89443 Effective 
Valid N (list wise) 30    

 

Table 4.2 depicts respondents’ opinion on how inbound logistics activities are managed in their 

respective companies. Respondents were asked to rate the effectiveness of activities 
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implemented in the value chain system of their company from 1 (less effective) to 5 (very 

effective). All respondents indicated that inbound logistics activities were effectively managed in 

FPG.  These results indicate a better approach to storage, inventory, and transportation of raw 

materials and finished products. 

 
Table 4.3: What do you think about production/operation management? 

Descriptive Statistics  

Activities N Mean Stdev Indicator 
Production scheduling 30 3.6667 .75810 Effective 
Cutting of salad 30 3.5333 .57135 Effective 
Washing in sanitizer 30 3.6667 .71116 Effective 
Slicing of Veg. and Ingredients 30 3.4667 .77608 Effective 
Mixing 30 3.3667 .80872 Moderately effective 
Assembling of sandwiches 30 3.8000 .71438 Effective 
Packing of sandwiches 30 3.8667 .77608 Effective 
Valid N (list wise) 30    

 

Table 4.3 shows respondents’ view on production or operation management in their respective 

companies.  Respondents were asked to rate the effectiveness of activities implemented in the 

value chain system of their company from 1 (less effective) to 5 (very effective). All operation 

management activities but mixing activities were indicated by respondents to be effectively 

carried out in FPG.  This is an important aspect of the value chain process because its ripple 

effect translates into the quality of the finished sandwich that is ready to be purchased by the 

consumer.  

 
Table 4.4: What do you think about the outbound logistics activities in your company? 

Descriptive Statistics  

Activities N Mean Stdev Indicator 
Warehousing 30 3.9333 .73968 Effective 
Order fulfillment 30 3.6333 .88992  Effective 
Transportation 30 3.6667 .66089 Effective 
Distribution management 30 3.9000 .75886 Effective 
Valid N (list wise) 30    
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Table 4.4 shows respondents’ view on the effectiveness of outbound logistics in their respective 

companies.  Respondents were asked to rate the effectiveness of activities implemented in the 

value chain system of their company from 1 (less effective) to 5 (very effective). Table 5 shows 

that all activities within outbound logistics were effectively managed by FPG.   

 

Table 4.5: What do you think about marketing management strategy of your company?  
Descriptive Statistics  

Activities N Mean Stdev Indicator 
Product management 30 3.6333 .80872 Effective 
Price management 30 3.5667 .81720 Effective 
Place management 30 3.8000 .71438 Effective 
Promotion management 30 3.5333 .73030 Effective 
Marketing mix management 30 3.8000 .61026 Effective 
Valid N (list wise) 30    

 

Table 4.5 illustrates respondents’ view on the effectiveness of marketing management strategy in 

their respective companies.  Respondents were asked to rate the effectiveness of activities 

implemented in the value chain system of their company from 1 (less effective) to 5 (very 

effective). Table 4.5 shows that all marketing management strategy activities carried out by FPG 

were effectively managed. Based on these results, the respondents were affirming that effective 

marketing strategy such as offering competitive sandwich prices and promotions to woo 

prospective customers are in place and are being implemented.  

 

Table 4.6: How is your sales management? 
Descriptive Statistics  

Activities N Mean Stdev Indicator 
Retail management 30 3.6000 .67466 Effective 
Whole sales management 30 3.3333 .54667 Moderately  effective

Sales management 30 3.5000 .77682 Effective 
Valid N (list wise) 30    

 

Table 4.6 explains respondents’ view on the effectiveness of sales management in their 

respective companies.  Respondents were asked to rate the effectiveness of activities 
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implemented in the value chain system of their company from 1 (less effective) to 5 (very 

effective). Table 4.6 shows that all sales management strategy activities but whole sale 

management undertaken by FPG were effectively managed.  

 

Table 4.7: How is your service managed? 
Descriptive Statistics  

Activities N Mean Stdev Indicator 
Customer supports 30 4.0000 .83045 Effective
Complain handling 30 4.0000 .74278 Effective 
Services management 30 3.9667 .61495 Effective 

Valid N (list wise) 30    

 

Table 4.7 illustrates respondents’ view on the effectiveness of sales management in their 

respective companies.  Respondents were asked to rate the effectiveness importance of activities 

implemented in the value chain system of their company from 1 (less effective) to 5 (very 

effective). Table 4.7 shows that all service activities were considered to be effectively managed. 

This is a plus for FPG in this regard. 

 

Table 4.8: How is your technology development management? 
Descriptive Statistics  

Activities N Mean Stdev Indicator 
Salad wash validation system 30 3.8667 .97320 Effective 

Preparation labeling system 30 3.6000 .85501  Effective 

MRP forecasting system 30 3.4667 1.0417 Effective 
Temp. monitoring system 30 3.3667 .96431 Moderately effective 

Other support equipment 30 3.3333 .66089 Moderately effective 

Valid N (list wise) 30    

 

Table 4.8 illustrates respondents’ view on the effectiveness of technology management in their 

respective companies.  Respondents were asked to rate the effectiveness of activities 

implemented in the value chain system of their company from 1 (less effective) to 5 (very 
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effective). Table 4.8 shows that technology development activities were effectively managed 

except for temperature monitoring system and other support equipment.  

 

Table 4.9: How is human resource management in your company? 
Descriptive Statistics  

Activities N Mean Stdev Indicator 
Recruiting 30 3.6000 .77013 Effective 
 Worker training 30 3.2333 .85836 Moderately effective 
Staff training 30 3.1000 .71197 Moderately effective 
Salary and compensation 30 3.1667 .87428 Moderately effective 
Human resource management 30 3.5333 .62881 Effective 

Valid N (list wise) 30    

 

Table 4.9 depicts respondents’ view on the effectiveness of human resource management in their 

respective companies.  Respondents were asked to rate the effectiveness of activities 

implemented in the value chain system of their company from 1 (less effective) to 5 (very 

effective). Table 4.9 shows that majority of the activities (worker training, staff training and 

salary and compensation) carried out by the HRM were moderately effective whiles recruitment 

and HRM activities were effectively managed.  
 
Table 4.10: How is infrastructure managed? 
                                          Descriptive Statistics 

 

Activities N Mean Stdev. Indicator 
Waste management 30 4.0333 .41384  Effective 
Planning management 30 3.4667 .73030 Effective 
Finance management 30 3.4333 .56832 Effective 
Quality management 30 3.8333 .64772 Effective 
Infrastructure management 30 3.5000 .50855 Effective 

Valid N (list wise) 30    

 

Table 4.10 illustrates respondents’ view on the effectiveness of infrastructure management in 

their respective companies.  Respondents were asked to rate the effectiveness of activities 

implemented in the value chain system of their company from 1 (less effective) to 5 (very 
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effective). Table 4.10 shows that all activities were considered to be effectively managed by the 

FPG.  

 

Table 4.11: How is procurement managed in your company? 
Descriptive Statistics  

Activity N Mean Stdev Indicator 
Procurement of raw materials 30 3.6667 .66089 Effective 

Procurement of servicing 30 3.4667 .68145 Effective 

Procurement of machines 30 3.4667 .73030 Effective 

Procurement of stationary 30 3.6333 .61495 Effective 

Procurement management 30 3.5667 .85836 Effective 

Valid N (list wise) 30    

 

Table 4.11 depicts respondents’ view on the effectiveness of procurement management in their 

respective companies.  Respondents were asked to rate the effectiveness of activities 

implemented in the value chain system of their company from 1 (less effective) to 5 (very 

effective). Table 4.11 shows that all activities were considered to be effectively managed by FPG 

according to the respondents.  

 

4.2 Secondary Data 
Data made available from FPG are displayed in Tables 4.12 and 4.13. The data include 

manufacturing volumes, sales volumes and quality complaints of customers spanning from 

October 2009 to April 2011. No modifications were made to the data, however, the data for the 

year 2009/2011 was restricted to twenty-nine weeks to equal the time frame for 2010/2011 data 

which is still in the collating stage.  
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Table 4.12: Manufactured volume of sandwich for 2009/2010 and 2010/2011, and sales volume 

2010/2011 
Production Week 2009/2010 2010/2011 

Ending Manufactured Volume  Manufactured Volume  Sales Volume 

1 16 241,431  245,337 217,752 190,003 215907 181023 
2 17 245,546  245,556 213,753 195,828 186699 180931 

3 18 248,367  260,026 200,403 190,445 182534 176967 
4 19 223,713  253,873 173,004 193,745 156278 176327 
5 20 252,370  213,154 204,358 193,836 207811 181037 

6 21 261,914  250,805 195,648 181,913 184144 172855 

7 22 254,773  235,032 202,699 201,459 195254 189835 
8 23 255,141  246,415 199,684 218,822 183687 205133 

9 24 253,851  233,794 186,936 206,309 173262 197666 
10 25 259,784  235,992 194,174 214,393 179885 201697 

11 26 232,448  
  

199,945 187,015 212,574 166734 197415 

12 27 132,228  174,877 130,364 206,316 119465 ‐ 
13 28 119,057  204,017 85,290 185,515 81340 ‐ 
14 29 204,391  230,007 141,059 154,329 132422 ‐ 
15  - 235,135  ‐  197,647 ‐  186620 ‐ 

 

Table 4.13: Quality complaints from purchased sandwiches for production year 2009/2010 
2009/2010  PRODUCTION YEAR 

   Quality Complaints Quality Complaints  

Production Week Ending per 100K (ex. pack) per 100K (target) 
1  19  37               2.82             3.17             1.95  3.00 3.00 3.00 
2  20  38               2.70             3.26             1.01  3.00 3.00 3.00 
3  21  39               3.89             3.20             2.94  3.00 3.00 3.00 
4  22  40               3.13             3.83             0.95  3.00 3.00 3.00 
5  23  41               3.17             3.65             3.04  3.00 3.00 3.00 
6  24  42               1.93             3.01             3.29  3.00 3.00 3.00 
7  25  43               5.52             1.71             1.99  3.00 3.00 3.00 
8  26  44               7.45             3.53             1.76  3.00 3.00 3.00 
9  27  45               1.18             2.31             2.94  3.00 3.00 3.00 
10  28  46               1.92             1.97             3.01  3.00 3.00 3.00 
11  29  47               1.29             1.31             2.07  3.00 3.00 3.00 
12  30  38               0.75             3.09             1.33  3.00 3.00 3.00 
13  31  49               0.85             0.97             1.01  3.00 3.00 3.00 
14  32  50               2.94             3.59             1.34  3.00 3.00 3.00 
15  33  51               3.50             1.36             0.95  3.00 3.00 3.00 
16  34  52               2.02             2.79             1.40  3.00 3.00 3.00 
17  35   ‐                2.03             1.70  ‐  3.00 3.00  ‐ 
18  36   ‐                3.99             2.43  ‐  3.00 3.00  ‐ 
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  Table 4.14: Quality comlaints from purchased sandwiches for production year 2010/2011 
2010/2011 (29 Weeks Results) 

Production Week Quality Complaints Quality Complaints  
Ending per 100K (ex. Pack) per 100K (target) 
1  16  1.86 2.09 2.00 2.00 
2  17  3.75 4.07 2.00 2.00 
3  18 0.99 2.10 2.00 2.00 
4  19  2.88 2.16 2.00 2.00 
5  20  2.44 2.57 2.00 2.00 
6  21  1.55 3.84 2.00 2.00 
7  22  0.99 1.49 2.00 2.00 
8  23  2.50 0.91 2.00 2.00 
9  24  0.53 1.94 2.00 2.00 
10  25  1.80 0.93 2.00 2.00 
11  26  0.53 2.82 2.00 2.00 
12  27  1.57 3.39 2.00 2.00 
13  28  0.00 1.07 2.00 2.00 
14  29  1.38 2.59 2.00 2.00 
15   ‐  0.00  ‐ 2.00  ‐ 

 
4.2.1 Analysis of Secondary Data 
Secondary data acquired from FPG were analysed using graphical and statistical tools. 

Graphical Analysis of Data 

 
Figure 4.1: Manufacturing volumes of sandwiches produced in within 2009-2011 
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Figure 4.1 shows an increase in manufacturing volume of sandwich from the first week 

(217,752) to week three (200,403) before decreasing to week four (173,004). An increase to 

week five (204,358) stay fairly constant to week ten (194,174) before decreasing sharpely to the 

thirteenth week (119,945). A final increase to (235,135), representing the fifteenth week stays 

fairly constant especially for 2010/2011 manufactured volume before decreasing to 154,329 for 

the twenty-ninth week. The trend with regards to the 2009/2010 follow the same route of 

2010/2011 except that from the fifteenth week (235,135) production has not been consistent. 

Analysing the graph superficially, there is significant difference between manufacturing volumes 

produced in 2009/2010 and 2010/2011. An independent t-test was used to show whether or not 

there is a significant difference between the two variables.  

 

 
Figure 4.2: Manufacturing volume of sandwiches produced in 2009/2010 and 2010/2011 

 

The histogram displayed in Figure 4.2 illustrations a decrease in manufacturing volume of 

sandwich from the first week (217,752) to week four (173,004). The increase in sandwich 

manufacturing volume from the fourth week to week five (204,358) stabilise to week ten 

(194,174) before decreasing sharpely to the thirteenth week (85,290). An increase to week five 

(252,370) stay fairly constant to week 10 (259,784) before decreasing sharpely to the thirteenth 

week (119,945). A final increase to (197,647), representing the fifteenth week stays fairly same 

to the twenty-first week (181,913) before increasing slightly to the twenty-second week 



 
 

45

(201,459), which remain in that range until the twenty-six week. The sales volume follow the 

pattern described above with the only abnormality been a higher sales volume in week five 

(207,811) compared to the manufactured volume of (204,358). Analysing Figure 4.2 on the 

outwardly signifies a significant difference between manufacturing volumes produced in 

2009/2010 and 2010/2011. An independent t-test was used to show whether or not there is a 

significant difference between the two variables. 

 

Table 4.15: Comparing the means of Manufactured Volume for 2009/2010 & 2010/2011 
Group Statistics 

 Year N Mean Std. Deviation Std. Error Mean 

Manufactured volume 2009/2010 29 229275.14 35424.916 6578.242

2010/2011 29 188802.52 28792.786 5346.686

 
Independent Samples Test 

 

Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

F Sig. t Df 

Sig. (2-

tailed) 

Mean 

Diff. 

Std. 

Error 

Diff. 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Manufac. 

Volume 

Equal variances 

assumed 

1.025 .316 4.774 56 .000 40472.6 8477.0 23491.6 57454.2

Equal variances not 

assumed 
  4.774 53.76 .000 40472.6 8477.0 23475.4 57469.9

 

Table 4.15 shows that a significance (Sig.) in Levene’s Test for Equality of Variances is 0.316 is 

greater than 0.05, thus, the result in first row of the table are used because the assumption of an 

equal variance is met. Table 4.15 illustrations a Sig. (2-tailed) of 0.000, which is less than 0.05. It 

would be concluded that there is a statistically significant difference in the mean of manufactured 

volumes of sandwiches between 2009/2010 production year (mean = 229275.14, stdev = 

35424.92) and 2010/2011 production year (mean = 188802.52, stdev = 28792.79). 
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Table 4.16: Comparing the means of Manufactured and Sales Volume 2010/2011 
Group Statistics 

 Year 2010/2011 N Mean Std. Deviation Std. Error Mean

Manufactured and Sales 

Volume 

Manufactured volume 29 188802.5 28792.9 5346.7

Sales Volume 26 177420.3 28695.4 5627.6

Independent Samples Test 

 

Levene's Test for 

Equality of 

Variances t-test for Equality of Means 

F Sig. t Df 

Sig. (2-

tailed) 

Mean 

Diff. 

Std. 

Error 

Diff. 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Manufac. & 

Sales Vol. 

Equal 

variances 

assumed 

.003 .954 1.466 53.00 .149 11382.2 7764.0 -4190.4 26954.9

Equal 

variances not 

assumed 

  
1.466 52.39 .149 11382.2 7762.6 -4191.7 26956.2

 

The Sig. in Levene’s Test for Equality of Variances is 0.954 as shown in Table 4.16 is greater 

than 0.05, thus, the result in first row of the table are used because the assumption of an equal 

variance is met. Table 4.16 shows a Sig (2-tailed) of 0.149, which is more than 0.05. It would be 

concluded that there is not a statistically significant difference in the mean of manufactured 

(mean = 188802.52, stdev = 28792.79) and sales volumes of sandwiches (mean = 177420.31, 

stdev = 28695.40) for 2010/2011 production year. 
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Table 4.17: Comparing the Means of Customer and Set Target of Quality Complaints 2009/2010 
Group Statistics 

 Complaints per 1000K N Mean Std. Deviation Std. Error Mean 

Customer 

Complaints 

(2009/2010) 

Complaints 52 2.48 1.254 .174

Target 52 3.00 .000 .000

 

Table 4.17 shows that a Sig. in Levene’s Test for Equality of Variances is 0.000 is less than 0.05, 

therefore, the result in second row of the table are used because the assumption of an equal 

variance is not met. Table 4.17 shows a Sig (2-tailed) of 0.004, which is less than 0.05. It would 

be concluded that there is a statistically significant difference in the mean of customer feedback 

scores on purchased sandwiches (mean = 2.48, stdev = 1.25) and FPG target of 3 complaints per 

every 1000K produced sandwich (mean = 3.00, stdev = 0.00) for 2009/2010 production year. 

 
 
 
 
 
 
 
 
 
 
 

Independent Samples Test 

 

Levene's Test for 

Equality of 

Variances t-test for Equality of Means 

F Sig. T df 

Sig. (2-

tailed) 

Mean 

Diff. 

Std. 

Error 

Diff. 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Customer 

Complaints 

2009/2010 

Equal variances 

assumed 

83.654 .000 -2.99 102 .003 -.520 .174 -.865 -.175

Equal variances 

not assumed 
  -2.99 51.0 .004 -.520 .174 -.870 -.171
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Table 4.18: Comparing the Means of Customer Feedback and Set Target of Quality Complaints 
2010/2011 

Group Statistics 

 
Complaints per 1000K N Mean Std. Deviation 

Std. Error 

Mean 

Customer Complaints 

2010/2011 

Feedback 29 1.8876 1.09480 .20330

Target 29 2.0000 .00000 .00000

Independent Samples Test 

 

Levene's Test for 

Equality of 

Variances t-test for Equality of Means 

F Sig. t Df 

Sig. (2-

tailed) 

Mean 

Diff. 

Std. 

Error 

Diff. 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Customer 

Complaints 

2010/2011 

Equal variances 

assumed 

55.414 .000 -.553 56 .583 -.11241 .20330 -.51967 .29485

Equal variances 

not assumed 
  -.553 28.0 .585 -.11241 .20330 -.52886 .30403

The Sig. in Levene’s Test for Equality of Variances is 0.000 as shown in Table 4.18 is less than 

0.05, hence, the result in second row of the table are used because the assumption of an equal 

variance is not met. Table 4.18 shows a Sig (2-tailed) of 0.585, which is more than 0.05. It would 

be concluded that there is not a statistically significant difference in the mean of customer 

feedback scores on purchased sandwiches (mean = 1.89, stdev = 1.09) and FPG target of 2 

complaints per every 1000K produced sandwich (mean = 2.00, stdev = 0.00) for 2010/2011 

production year. 
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CHAPTER FIVE 
DISCUSSION, CONCLUSIONS AND RECOMMENDATIONS 

This chapter has been partitioned into three sections. 

Section 1: Discussion 

Section 2: Conclusions made from the study 

Section 3: Recommendations 

 
5.1 Discussion 
The findings of this research work are discussed with the aim of answering the research 

questions as follows. Analysis of respondents from administered questionnaire will address 

research question 1; what activities should be considered strategic in the value chain process of 

FPG.  Secondly, analysed data obtained from FPG was used to response to research question 2; 

how does FPG manage its value chain and its impact on productivity. Finally, research question 

3; how can FPG improve their value chain, is addressed from pitfalls identified in analysed data 

with literature support where necessary. 

5.1.1 Research Question 1: what activities should be considered strategic in the value chain 

process of FPG? 

Respondents showed from their responses that inbound logistics, operations, outbound logistics, 

sales and marketing, and services are very important activities in FPG value chain process that 

play strategic role, while infrastructure, human resource management (HRM), technology 

development and procurement were considered to be important. It is imperative to note that 

although all value chain activities are vital for the success of the implementation, respondents’ 

preference for the former as against the latter list of activities above, ought to be dissected 

further. 

 An all-inclusive value chain activity is what drives the quality of products produced or services 

rendered in any company. For instance, by showing that technology development is not as 

important as operations cause for concern. In this twenty-first century, it is technology that drives 

the business. Again, it is necessary to emphasize that, companies such as Wal-Mart, IKEA, and 

ExxonMobil have acquired and use technology to their advantage. The other activities, 

infrastructure, HRM, and procurement cannot be relegated to the background. Infrastructure is 
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needed to house machinery and equipment, offices and for expansion; HR department to recruit 

competent workforce and equip the skills of the employees through in-service training 

programmes; and lastly procurement of working tools such include raw materials are needed for 

the business to survive. When respondents were asked about the effectiveness of sub-activities of 

the main activities enumerated (Porter, 1985), participants demonstrated that all the activities 

inbound logistics were effectively managed except HRM, which is managed moderately 

effective.  

5.1.2 Research Question 2: how does FPG manage its value chain and its impact on 

productivity? 

The use of secondary data was to correlate the results of the respondents to the final output 

derived from the implementation of value chain in FPG. Whereas respondents signify effective 

application of the value chain processes in FPG, it would be expected that production and sales 

volumes will increase as the year progresses (Figures 4.1 and 4.2). Unfortunately, this trend was 

not observed from the analysed data. Rather, fluctuations in manufacturing and sales volumes, 

which show its prominence in the twelve and thirteen weeks of production. It is also observed 

manufacturing volume decreased from 2009/2010 to 2010/2011 as shown in Figure 4.1. A 

reverse case was what would have been expected. The question regarding whether the 

implementation of the value chain in FPG was effectively managed within the twenty-six weeks 

of production in 2010/2011 needs further scrutiny in a follow-up study. 

 Employing statistical approach, Levene’s Test for Equality of Variances showed no significant 

difference (F = 1.025) between the two production years. However, an independent t-test showed 

a significant difference (p < 0.05) as shown in Table 4.15. The p-value is expected, because it 

will be projected that production volumes should increase, meaning p-value cannot be greater 

than 0.05, at the 95% confidence level that implies no significant differences between production 

years. On the other hand, there is no significant difference in Levene’s Test for Equality of 

Variances (F = 0.954) and the t-test (p > 0.05) as shown in Table 4.16. The higher sales volume 

as recorded in the fifth week (207, 811) verses manufactured volume (204, 358) could best be 

explain by the addition of surplus manufactured product of the previous day, because sandwiches 

have short shelf-life of three days.  
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Receiving and using customer feedback is vital for the implementation of the value chain 

process. Statistically, Levene’s Test for Equality of Variances (F = 0.000) and a t-test of (p < 

0.05) both show significant difference between FPG set target of three defects in every 1000K 

sandwiches produced as against customer feedback received after purchase of product for 

2009/2010 (Table 4.17). During the 2010/2011 production year, the Levene’s Test for Equality 

of Variances (F = 0.000) and a t-test of (p > 0.05) as shown in Table 4.18 demonstrates no 

significant differences between FPG target of two defects in every 1000K sandwiches produced as 

against customer feedback received after purchase of product for 2010/2011. The reduction in defect 

targets from three two per 1000K of sandwiches produced shows the effect of mechanisms put in 

place to minimize customer complaints and improve quality of products based on the limited data 

analysed.  

5.1.3 Research Question 3: how can FPG improve their value chain? 

In order to produce and maintain the best quality of products, companies such as FPG need to 

adopt the slogan “Quality an ever ending process.” Despite the fact that manufactured volumes 

has decreased from production year 2009/2010 to 2010/2011, FPG has chock some success even 

within the limited secondary data obtained. First, improvement in quality through customer 

feedback and secondly, statistically showing that there is no difference between manufactured 

and sales volumes, which add a plus to the limiting waste.  Accordingly, John Conway, 

Operations Manager of FPG Middlesbrough, hinted that internal & external factors also play key 

role in affecting performance. For example, quality of produce, customer holidays, visits or 

audit, levels of agency (temporary hired employees), and customer confidence ought to be 

considered.  

The first pitfall arises when different temporary hired employees are used in the production of 

goods and services. FPG should reduce the reliance on the hiring such workforce, because much 

time and resources will be required in training. This will definitely affect the quality of products. 

Respondents also show that training of employees and salary and compensations are moderately 

effective. The HR department has the responsibility to raise the morale of the every worker in 

order to use their maximum effort and ideas in implementing the value chain process. Secondly, 

although statistically, there is no significant difference in manufactured and sales volume, in 

reality there is. For instance, with reference to Table 4.12 for the 2010/2011 production year, the 

differences between manufacturing and sales volumes for week four and twelve respectively are 
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17,869 and 10,899. If the price per sandwich is £1.20, then a loss of £21,442.80 and £13,078.80 

will be made. Other comparisms can be made using different week endings. Packaging and 

transportation of finished products should be monitored closely to reduce waste. Lastly, the 

application of strategic marketing tactics, a variety have been discussed in the literature section 

should be adopted to improve their marketing (Garrett and Gopalakrishna, 2010; Wind, 2009). 

5.2 Conclusions 
This research highlighted the inter-linkages that exist between all the activities necessary to 

achieve the desired results in implementing the value chain process (Porter, 1985). Primary and 

secondary data was used to verify these processes. In the light of this, the following conclusions 

are been arrived at. Inbound logistics, operations, outbound logistics, sales and marketing, and 

services have been identified by respondents as strategic activities in the value chain process of 

FPG. Employees’ remuneration and in-service training were identified by respondents as 

moderately effective.  

A decrease in the production from the production 2009/2010 to 2010/2011 was observed both 

visually and statistically (p < 0.05). There was no statistical difference (p > 0.05) between 

manufactured and sales volumes for 2010/2011. However, manually computing the differences 

between these two variables, a total of 316,185 sandwiches classified as waste for the twenty-six 

week period, with an average of 12,161 sandwiches per week. Using the sales price of £1.20 per 

sandwich, total revenue of £379,422.00 was lost during that period. An average of £14,593.20 

sandwiches per week. Further, customer complaints have decreased from a statistically 

significance (p < 0.05) during the production year of 2009/2010 to no statistical difference (p > 

0.05) within the twenty-six week production of 2010/2011.  

 Also, a number of temporary inexperience employees were hired on regular bases for the 

production of sandwiches by FPG. Finally, the quality of sandwiches produced has improved, 

with less customer complaints based on the limited data that was analysed.  
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5.3 Recommendations 
 The researchers have summarised the following points based the conclusions drawn from the 

study.  

• Handling, storing and transportation of finished products should be improved to minimise 

waste and revenue by putting in place more stringent guidelines and monitoring. 

• Employees’ remuneration should be carefully negotiated. Rewards should be used when 
necessary to improve employees’ morale in delivery their service to the company. A 
happy worker will give off his or her best in improving the quality of products produced, 
and vice versa. 

 
• Other activities as such technology development and procurement should also be 

considered a topmost priority of FPG in improving their value chain system. 
 

• The number of temporary daily hiring of employees should be revisited. Committed 
workers should be absorbed into the main stream system and trained for efficient and 
effective job delivery. 

 
• In conclusion, marketing approach used in the distribution and sale of finished products 

should be monitored and improved through any of the methods mentioned and discussed 
in the literature section.   
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APPENDIX 

 
MBA THESIS QUESTIONNAIRE 

Thesis Title: “Value Chain and its Productivity in Manufacturing Business: A Case Study of 
Food Partners Group, UK” 
 
The value chain and its impact on productivity means managing integrated information 
about product flow from suppliers to end users to reduce defects and inventories, just-in 
time and improve customer satisfaction as well as its impact on productivity. 
 

The value chain includes 5 primary activities (Inbound logistics, operations, outbound logistics, 

marketing and sales, service) and 4 support activities (Firm infrastructure, human resource 

management, technology development and procurement). 

Description of Terminologies 

Inbound logistics: receiving, storing, handling, inventory control, transportation scheduling. 

Operations: Cutting, Washing in sanitizer, Mixing, Assembling, Metal detection and Packing. 

Outbound logistics: Picking, order fulfillment, transportation, distribution management to bring 

products to customers 

Marketing: Channel selection, advertising, promotion, pricing 

Sales: Selling, retail management, wholesale management 

Service: Customer support, complain handling 

Infrastructure: General management, planning management, legal, finance, accounting, public 

affairs, and quality management. 

Human Resource Management: Recruiting, development (education), retention and 

compensation of employees and managers 

Technology Development: Research and development, process automation, design, and 

redesign 

Procurement: Procurement of raw materials, servicing, spare parts, building, machine, etc, 

 
Thank you very much for your help. 
MBA Students 
Obed Kwabla Gakpe 
Edward Amego Gakpe 
Date: …………………………….. 
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QUESTIONNAIRE 
Part I: Value chain activities 

 
 

1. How do you evaluate the importance of following activities in your company’s value chain? 

No Activities Less important - Most important 
1 2 3 4 5

1 Inbound logistics           
2 Operations           
3 Outbound logistics           
4 Sales and marketing           
5 Service           
6 Infrastructure           
7 Human Resource Management           
8 Technology Development           
9 Procurement           

 
 
Part II: Primary activities 
 
2. How are inbound logistics activities managed in your company? 

No Activities Not Effective- Very Effective 
1 2 3 4 5

1 
Receiving raw material & Quality 
Control           

2 Handling System           
3 Storing           
4 Inventory Control           
5 Transportation Scheduling           

 
3. What do you think about production/operation management? 
 

No Activities Not Effective- Very Effective 
1 2 3 4 5

1 Production scheduling           
2 Cutting of salad           
3 Washing in sanitizer           
4 Slicing of Vegetables & Ingredients           
5 Mixing           
6 Assembling of sandwiches           
7 Packing of sandwiches           
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4. What do you think about the outbound logistics activities in your company? 
 

No Activities Not Effective- Very Effective 
1 2 3 4 5

1 Warehousing           
2 Order fulfillment           
3 Transportation           
4 Distribution Management           

 
 
 
5. What do you think about marketing management strategy of your company? 
 

No Activities Not Effective - Very Effective 
1 2 3 4 5

1 Product management           
2 Price management           
3 Place management           
4 Promotion management           
5 Marketing mix management           

 
 
 
6. How is your sales management? 
 

No Activities Not Effective - Very Effective 
1 2 3 4 5

1 Retail management           
2 Whole sales management           
3 Sales management           

 
 
7. How is your service managed? 
 

No Activities Not Effective - Very Effective 
1 2 3 4 5

1 Customer supports           
2 2. Complain handling           
3 3. Services management           
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Part III: Support activities 
 
8. How is your technology development management? 
 

No Activities Not Effective - Very Effective 
1 2 3 4 5

1 
Salad Wash Validation Management 
System           

2 Preparation Labelling System           
3 MRP forecasting System           

4 
Online Temperature Monitoring 
system           

5 5. Other support equipment           
       

 
 
 
 
9. How is Human Resource Management in your company? 
 

No Activities Not Effective - Very Effective 
1 2 3 4 5

1 Recruiting           
2 Worker training           
3 Staff training           
4 Salary and compensation           
5 Human Resource Management           

 
 
 
10. How is your Infrastructure managed? 
 

No Activities Not Effective - Very Effective 
1 2 3 4 5

1 Waste management           
2 Planning management           
3 Finance management           
4 Quality management           
5 Infrastructure management           
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11. How is procurement managed in your company? 
 

No Activities Not Effective - Very Effective 
1 2 3 4 5

1 Procurement of raw materials            
2 Procurement of servicing           
3 Procurement of machines           
4 Procurement of stationary           
5 Procurement management           

 
 
 
 

 
 
 


