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Abstract Customer’s preferences in the choice of a particular device is in many cases due to the attractiveness of this
device. This means that customers are willing to travel longer distances to larger business centres with higher attractiveness.
This is also the case for postal offices. Because postal operators are trying to maintain their customers, they also have to
respond to these criteria that determine the attractiveness of the device providing of the required postal services. However,
the attractiveness of the device can be perceived differently by customers. Therefore, the aim of the article is to find out these
attractiveness criteria for individual post office customers, which in the future can help in selecting sites for the next post-

creation or revocation of an existing mail.
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1. Introduction

The postal market is a very specific sector of the industry.
Therefore, it is more demanding to keep customer loyalty de-
spite the innovations and opportunities that the current means
of information and communication technologies allow. Now-
adays, the message can be sent electronically and, therefore,
we as humans start to slowly forget about the traditional
sending of letters which is time and financially more de-
manding than, for example, regular e-mail. On the other hand,
as the volumes of letters decline and the amount of the pack-
ages sent increases, it is necessary to adapt to this trend. In
the postal market, there is a great deal of competition be-
tween individual postal operators. Also, it causes more sig-
nificant issues to react and adapt to current trends to universal
providers of postal services as they are facing the higher leg-
islative demands.

Every business providing universal postal service is
obliged, to a certain extent, to ensure the availability of postal
services in the defined area for individual customers. How-
ever, this availability may not be consistent with the real
needs of the customers of the postal company in a particular
territory. For these differences, it is necessary to identify cus-
tomers' requirements and align them with the setup require-
ments for the availability of postal services, resulting in the
satisfaction of both parties.

availability, attractiveness criteria of post offices, marketing research

2. Background

In general, availability indicates the potential of interac-
tion opportunities. Similarly, it is possible to mention the eas-
iness of spatial interaction or potential contact with the activ-
ity or the offer, or the attractiveness of a point in the network,
given the number of additional points and the cost of achiev-
ing these points over the system. [1] Availability is specific
to the type of user and the purpose of the communication.
Different interpretations of the concept of availability are
possible. Accessibility was first perceived only as a physical
measure, but with time being based on practice needs, acces-
sibility was also perceived as a concept of utility and poten-
tial opportunity. Among the most significant work on acces-
sibility, which is a useful and potential opportunity, it is pos-
sible to include a study by Jones, who in his paper from 1975
analyses availability in terms of satisfying needs [2], and by
Hodgart, which provides scenarios for addressing issues of
location of civic amenities based on availability measure-
ments. [3]

Availability in the postal sector is defined from two differ-
ent points of view, time-related and space-related. Time
availability refers to the number of days in the week when
the postal service is provided, as well as the timetable for the
public in brick and mortar postal places. Spatial availability
reflects the density and distribution of postal network access
and contact points, for example also post offices [4] The is-
sue of the spatial accessibility of the postal service, or post



6 Hostakova (et al.): Identification of the criteria determining the attractiveness of post offices in city Zilina

offices in the network of postal operator was researched by,
for example, Krizan, who together with Tolmaci in 2008,
evaluated the availability of post offices in the city of Brati-
slava in the network of urban public transport, the road net-
work and the pedestrian network through perceptive accessi-
bility rates. [5] Furthermore, Madlenak et al. in 2016 points
to determining the optimal location and deployment of postal
offices through allocation models. [6] Spatial accessibility of
postal services or postal units located within the postal net-
work in 2018 was also focus of Mostarac together with
Kavran and Feleter, who in their studies analysed the availa-
bility of postal facilities according to the current criteria for
determining the density of access points in the Republic of
Croatia. [7]

3. Aim

The spatial availability of the postal service for the user
(customer) is generally one of its most important quality
characteristics. The customer perceives this accessibility as
an opportunity to use the required postal service at the branch
of the postal company that is the most attractive to him. The
attractiveness of premises providing postal services can be
perceived differently by customers. This means that the cus-
tomer chooses a facility located either in the territory near his
/ her residence, in the area where he/she is most often resident,
in the area where nearby shopping centres or facilities are
providing other communication services such as for example
transport services. By these criteria determining the attrac-
tiveness of the individual postal facilities, it is possible to op-
timize the postal network within the defined territory, which
each post operator is striving to do. This is mainly because
availability is also associated with extra costs, as are staff
costs and the cost of renting very limited used post offices.
Therefore, this article aims to identify criteria that determine
the attractiveness of the individual postal facilities regarding
the customer, namely in the town of Zilina, to avoid unnec-
essary expenses in this defined territory.

4. Data and methodology

Information on criteria and requirements determining the
attractiveness of service providers can be obtained through
the systematic search, collection, processing, analysis, and
presentation of the necessary information called marketing
research. [8] This complex process of gaining knowledge
about the particular situation is based on a couple of essential
steps. These steps are to define a research problem, to deter-
mine the research goal, to set up research assumptions, ori-
entation analysis of a situation, methods and techniques of
data collection, determination of sample size, data collection,
processing and data analysis, presentation of research goal.

[]

4.1. Determining the research problem, goal and assump-
tions

The research problem of the presented marketing research
is to identify the criteria determining the attractiveness of the
access and contact points of the public postal network of the
universal postal service national provider from the custom-
er's perspective in the town of Zilina. Access points and con-
tact points of the public postal network are not only post of-
fices buildings but also mailboxes, self-service facilities,
mail employees and other places designed to collect or de-
liver postal items. [10] To specify within this marketing re-
search, we have identified as the postal access and contact
points of the public postal network that understands only the
post offices of a national universal postal service provider.
Following this problem, we set out two fundamental research
objectives:

1. Finding the criteria determining the attractiveness of
post offices in the town of Zilina from the customer.

2. Finding the current state of spatial availability of post
offices in the town of Zilina.

The research prerequisites that we subsequently worked
on into details and verified in our marketing research are:

e At least 1/2 of respondents will consider an attractive
post office location within the centre of Zilina where a par-
ticular branch of the post office is located.

e A minimum of 1/3 of respondents will prefer post of-
fices located near parking facilities compared to branches
without parking facilities.

4.2. Orientation analysis of the situation

Within our orientation analysis of the situation, we have
found that attention has been already paid to the issue in var-
ious works, but only marginally. None of them considered
the identification of the specific criteria of the post office's
customers determining the attractiveness of individual post
offices in the city of Zilina. Therefore, the required infor-
mation was to be obtained through primary research. The tar-
get group of marketing research is a sample of 81,041 inhab-
itants of Zilina (December 31,2016), who are also the core
and primary sample for our study. The minimum number of
respondents required to obtain the results of the study with
the maximum tolerable error range indicating the tolerated
error amount that we set to + 0.05 was unknown to us and
had to be calculated. Next, we worked with 95% reliability,
which has a table value of 1.96 and tells us how confident we
can be with assumptions, and also with the variability of the
basic set p with a set value of 0.5 from which we can further
calculate the value of the standard deviation also set up to 0.5.
In this research, the three-category data processing was de-
veloped. As a criterion for quota selection, we chose the dis-
tribution of the population of Zilina by gender, age and edu-
cation. By age, we divided the town‘s population into six cat-
egories: up to 25 years including, up to 35 years including,
up to 45 years including, up to 55 years inclusive, up to 65
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years inclusive, 66 years and over. By education to primary,
secondary and university education.

4.4. Determination of sample size

To calculate the minimum sample size of the respondents,
we used the following formula:
N * tf_g * g?
2
(N=1) * A2+4t? 4 * o2 (1)
1-z

n=

where N is the basic set of research (81 041 inhabitants of
Zilina), tlz_g represents the table value for 95% reliability,
2

parameter p represents the variability of the basic set, 4 is the
maximum allowable error range, and a parameter of ¢ repre-
sents deviation calculated according to the formula:
o= Jpr(-p) @)
Based on the above formulas, the minimum number of re-
spondents resulting from the population of the town is 383.
Before the collection of primary data by electronic query was
conducted, the questionnaire was pre-tested on a sample of
15 respondents. In the pre-test, the most frequent answer was
found. Therefore the number of respondents changed to 210,
representing a representative sample of the inhabitants of
Zilina.

5. Result

A total of 225 respondents were involved in the research,
out of which seven questionnaires were rejected because they
were inadequate regarding knowledge of the locations for
post office buildings in Zilina. The remaining 218 respond-
ents were 130 female and 88 male. The highest number of
respondents had completed a secondary education - 123,
a university education got 85, and primary education was
mentioned by 10 respondents. All 218 respondents were
aware of the location of at least two post offices in the town
of Zilina. Another parameter of quota selection affecting re-
spondents in choosing a more attractive post office was the
age structure of respondents, which represents the following
data: up to 25 years - marketing research included 98 re-
spondents, up to 35 years we counted 50 respondents, up to
45 years 19 respondents, up to 55 years 27 respondents, up
to 65 years, 17 respondents and 7 respondents were 66 years
old or older.

5.1. Presentation of research results

When questioning the attractiveness criteria that affect
customers in selecting a particular post office, respondents
had listed five types of options that could be expressed based
on a range of values from 1 to 5. The values on the scale
represented as follows: 1 - it affects the most, 2 - it is influ-
ential, 3 - no influence, no effect, 4 - slightly does not affect
and 5 - does not affect at all. The individual data collected
are shown in the following Table 1.
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Table 1. Attractiveness criteria of post offices

Value scales 1l2)3ls]s
Attractiveness criteria - "
Location of post office m the cify center (93| 63 38| 11| 13
Bamiar-frae access 6|73 36| 24| 25
Pr-:m.mm of the stop of tha tranzport 5719l 45 15| 2
services
Prosumuty of parking spaces 46| 79 3721 35
Pr-:m.mm of shoppmng cemterz, hosprtals, 27| g2l 75 20| 33
pharmacies, offices, ...

The answers given in this question were used to validate,
respectively reject the research prerequisites and goals we set
for our marketing research.

5.1.1. Presentation of the results of research assumptions

For the first research prerequisite, we have determined that
at least 50% of respondents will consider the attractive loca-
tion of post offices within the centre of Zilina where a branch
of the post office is located, we have confirmed it. Taking
into consideration the three-category processing, we got
these results.

Women with completed primary education stated that
three of them aged under 25 and one to 45 years feels affected
by a location very much, one woman under 25 founds this
allocation influential, and one woman also under the age of
25 stated that branch allocation does not affect her at all. The
number of women with completed primary education was six.

The figures presented by women with completed second-
ary education of 74 women are shown in Figure 1.

= most influence

66 and more

n  influence
to 63 including
to 33 ncluding nor influence neither
045 including  E—— — not influence
to 353 ncluding m  rather not influence
to 23 including =

00 20,0 1300 60,0 80,0 100 - Soeentmdiencelt

Figure 1. Results of the first research precondition for women who
have completed secondary education.

The assumption most affects as follows: 6% of women
over 66 years, 9% of women under 65 years, 14% of women
up to 55 years, 14% of women under 35 and 57% of women
under 25. The allocation of the post office branch affects 4%
of women aged over 66, 14% of women under 65, 10% of
women under 55, 10% of women under 45, 14% of women
under 35, and 48% of women under 25 years. Rather, it does
not affect women under the age of 65 and up to 45 for one in
each category, and for two women under 25. Three women
under the age of 25 do not feel affected by this at all.

Opinions of women with a completed university education,
there were 50 of them, are shown in Figure 2.
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Figure 2. Results of the first research precondition for women who have
completed university education.

This assumption affects the most 8% of women over the
age of 66, up to 65 and up to 45 years, 5% of women under
55, 33% of women under 35 and 38% of women under 25
years of age. The allocation of the branch affects 6% of
women under 65, 44% of women under 55, 31% of women
under 35, and 19% of women under 25. The allocation of a
branch slightly does not affect a woman under the age of 25.
Three women under the age of 25 are not affected by this
parameter at all.

The men with completed primary education stated that one
of them under the age of 25 years feel extremely affected by
the allocation of a branch, one male up to 45 and one male
over 66 feels affected by this allocation, and one man aged
25 or under, have felt indecisive when considering branch al-
location criterion. The number of men with completed pri-
mary education was four.

The figures quoted by men with completed secondary ed-
ucation in the amount of 49 is shown in Figure 3.
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Figure 3. Results of the first research precondition for men who have com-
pleted secondary education.

The assumption does most affect 6% over the age of 66, 65
and 55 years, 29% of men under 35, and 53% of men under
25 years of age. The branch allocation affects 29% of men
under 45, 42% of men under 35, and 29% of men under 25
years of age. Rather, it does not affect men under the age of
55 and up to 25 years of age one for both age ranges. Four
men under the age of 25 and one under 35, feel not affected
at all by the allocation of post office branch in centre of town.

The data obtained by men with completed university edu-
cation in the amount of 35 are shown in Figure 4.
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Figure 4. Results of the first research precondition for men who have com-
pleted university education.

Allocation of the post office in the centre most affects 25%
of men under the age of 55, 17% of men under 45, 8% of men
under 35, and 50% of men under 25. The allocation of the
branch affects 34% of men under 65, 11% of men under 55,
44% of men under 35, and 11% of men under 25 years of age.
Rather, it does not affect men under the age of 55 and up to

35 with one and two men for selected age categories. One
man under the age of 35, when considering the allocation of
post office branch within centre, feels not affected by it at all.

The allocation of post office branch in the centre really af-
fects 63 women, partially affected there are 38 women, 17
women have not been able to decide, 5 women do not feel
affected by this assumption, and 7 women from 130 women
do not feel affected by it at all.

The allocation of post office branch within in the centre
affects the most amount of 30 men, partially affect a total of

80 = most influence
60 u  influence
40 nor influence neither not
luence
20 | = rather not influence
o — = does not influence it at all

Figure 5. The first research assumption for women from 130 women.

25 men, a total of 22 men were not able to make a clear de-
cision, 5 men do not feel rather affected by this allocation,
and 6 men out of 88 men do not feel affected at all.

It shows that up to 78% of customers choose a branch
based on its allocation in the territory, which suggests and

40

= most influence
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Figure 6. The first research assumption for men from 88 men.

confirms that our first research assumption was correct.

In the second research assumption, we have determined
that at least 35% of respondents will prefer post offices lo-
cated near parking places compared to branches without
parking spaces. The results of this assumption are shown in
Table 2 for women.

Table 2. Results of the second research assumption for women

Women |
Edneation Basic Secondary University |
Age Tozether | 2 3 4 5 |Together 1 2 3 4 5 |Together 1 32 3 4 5
toliinclding| 5 [20 40 0 0 40| 39 [10 33 21 15 21| 18 [22 22 11 11 33
todfinclading| 0 |0 0 0 0 0| 11 |18 5518 9 0| 14 |36 43 0 0 21
todSineluding | 1 |0 0 0100 0| 5 |20 60 0 20 0| 3 |33 0 33 0 33
todiinclding| 0 |0 0 0 0 0| 9 [2244 2211 0| 8 |13 6 25 0 0
tofiincludine| 0 |0 0 0 0 O 7 |14 1429 14290 5 [20 80 0 0 0
66 and mere o |o oo o of 3 |03 0333 2 |0 100000
Together [ 74 20

The results of second research assumption are shown in
Table 3 for men.

Table 3. Results of the second research assumption for men

Men
Education Basic Second University

Age Together 1 2 3 4 3 |Together 1 2 3 4 3 |Tomether | 2 3 4 3
tolimeluding| 2 [0 0 50 0 0| 25 [16 32 20 § 24 9 [z 142 o0
to3iimelnding| 0 |0 0 0 0 0| 15 |20 3 3 0 13| 10 |20 3 10 20 20
to4fincluding| 1 |0 0 0 0 10| 5 |60 40 0 0 O 4 |25 25 0 0
toSiinchuding| 0 [0 0 0 0 0 2 |50 0 0 50 o 3 |6 0 0 0
tobimchding| 0 |0 0 0 0 0 1 |woo o0 0 o 4 2575 0 0 0
66 and more 1 |o o100 o 1 0 0 0 0 w0 o
Together 4 49 s
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The values given for the 1 to 5 scale scores for specific age
based on education are provided as a percentage of their rel-
ative abundance. Gaps with a value of 0 mean that the crite-
rion does not have a respondent.

The scale for a Table 2 and 3 represent values from 1 to 5.
The value 1 is for the respondent the most effective, 2 affects
the respondent, 3 nor affects neither does affect the respond-
ent, 4 rather does not affect the respondent, 5 does not affect
the respondent's opinion at all.

As a result, in overall, men and women are affected by the
proximity of parking spaces to 63% and therefore the second
research assumption was also correct as the value ex-
ceeded expectations.

5.1.2. Presentation of research goal

The first set research goal was to find out the criteria de-
termining the attractiveness of post office in the town of
Zilina from the customer. According to the multi-attribute
procedures, which give the values of customer importance
and their subsequent analysis, a global perspective is created
[10], we find out that the criteria that influence customers the
most when choosing a more attractive branch are the alloca-
tion of post office with the index of 3.83 and the presence of
the bus stop with an index of 3.61. Followed by option with
a parking lot with an index of 3.37, access to a post office
with an index of 3.29 and civic amenities with an index of
3.13. The scales 1-5 had weighted values in the reverse order,
i.e., 5-1. This means that the criterion that most affects cus-
tomers has the highest index.

The second research objective was to find out the current
state of spatial availability of post offices in the town of
Zilina. Based on the research it can be stated that the space
accessibility of the post offices in the town of Zilina is bor-
dered by the evaluation of level good. This is because spe-
cific post office branches locations are somewhat less attrac-
tive than others. These are mainly the post offices in Vicince
(Post office 8), Solinky (Post Office 7) and the customers
lack the post office for the settlements of Hliny and Borik,
which in the past were covered by the Post Office 6.

6. Conclusions

In regular life, purchases and customer visits are influ-
enced by a variety of criteria that have a different impact on
customers. The aim of this article was to identify these crite-
ria and increase the traffic of certain facilities providing
postal services in the city of Zilina. Criteria influencing the
traffic of individual post offices in Zilina were obtained
through marketing research. These criteria can also be con-
sidered as criteria for the attractiveness of the post. Based on
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the results of our research, we can state that the most attrac-
tive are the mail that is in the city centre. This means that
customers are more likely to visit post offices in the city cen-
tre where they can also provide other required services.

The criteria to determine the attractiveness of post offices
from the customer's point of view can serve as a basis for
improving the strategic deployment of Slovak Post offices
that are already in existence. For the future if the population
of Zilina has increased, the result would affect the number of
post offices also resulting from the Postal Services Act.
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