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By  

Ratib N. Haddad 

Kennedy-Western University 
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Problem            

The prime focus of this study was to explore and establish the relationship 

between diversity at the workplace (D) as an independent variable and 

customersô retention (CR) as a dependent variable in the non-profit 

organization in Michigan. The researcher selects The Arab American and 

Chaldean Council (ACC) for the present study as a non-profit organization 

in Michigan.          

Method 

Quantitative methods and correlation technique is used, such as Pearson 

Product-moment correlation Coefficient (PPMC), Linear of Regression 
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(R2) (R Square),Mean, Standard Deviation, Survey Analysis, and Annual 

reports of the ACC, The researcher  used the (SPSS) (Statistical 

Package for Social Science) in order to do all the computations of 

correlations and other statistical analyses. Researcher also, used the 

Likert scales as the study foundation to measure all the variables values.    

Findings  

After implementing the above-mentioned methods for completing the 

study, each hypotheses question was answered repeatedly. All answers 

were extracted from all the data collected and its analysis. It is noticeable , 

at the conclusion of this study that there is a consistent pattern of the two 

variables, race and ethnicity being the two leading variables in their 

relationship to all the dependent variables with the highest points attained 

in their relationship to branding followed by loyalty. This, without any 

doubt, establishes the proof that yes indeed; diversity at the ACC is the 

leading reason of why customer retention is high. The annual increase in 

the clientele numbers as reflected in the Agency annual report is an 

excellent indicator that the agency is thriving due to high customer 

retention. Customer retention is turn, is contributed to the above findings, 

that diversity, race and ethnicity in particular, are the two leading factors 

that more and more clients seek help and services at the ACC.                     
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Chapter 1: Introduction 

The prime focus of this study is to explore and establish the 

relationship between diversity at the workplace (D) as an independent 

variable and customersô retention (CR) as a dependent variable in the 

non-profit organization in Michigan.  The Arab American and Chaldean 

Council (ACC) was selected for the present study as a non-profit 

organization in Michigan.          

 According to Schermerhorn, ñDiversity at the workplace and 

customersô retention are very vital objects to the organization in all sectors 

of profit and non-profit.  Non-profit organizations are becoming and 

continuing to be more diverse than ever before due to sweeping 

globalizationò Globalization, as described by Harvard scholar and 

consultant Rosabeth Moss Kanter,   is ñone of the most powerful and 

pervasive influences on nations, businesses, workplaces, communities, 

and livesò. Globalization brings many adjustments to traditional patterns.  

Large multi-national businesses are increasingly adopting transitional or 

global identities, rather than identifying with a national home.  The growing 

strength and distribution of these businesses worldwide are viewed by 

some as a potential threat to national economies and their local business 

systems, labor market, and cultural.   Because of these changes, many 

national economies will have more jobs than they have employees due to 



 2 

the high labor turnover and low rate of retention in the workplace. 

(Schermerhorn, 2005) (p. 113) 

According to Cliff Balzer, ñEmployees are no longer thinking of a 

long-term relationship with you as their employer.  òThe nature of the 

contract between the firm and its employees has changed significantly and 

the trend indicates this will continue.  Therefore, organizations and their 

management have to respond immediately to the new changes occurring 

in this world.  

      The inclination of the organization is to maintain diversity at the 

workplace by hiring employees of different races, religions, genders, ages, 

and physical disabilities.  However, the labor force is shifting and retention 

strategies are needed.  These strategies must be executed in order to try 

to maintain customersô retention as well.  (Balzer, n.d.) 

(www.nehra.com/search_results.cfm?type=&keywords=balzer 

1.1 Problem Statement; 

The Arab American and Chaldean Council (ACC) is a very diverse 

non-profit organization in Michigan that, through the observation of the 

researcher, as an employee for eighteen years, has maintained a high 

level of customer retention.  The vast majority of the customers are of 

diverse backgrounds as well.  This studyôs main objective is to identify and 

understand the reasons for this high level of customer retention.  Is 

http://www.nehra.com/search_results.cfm?type=&keywords=balzer
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diversity among the ACC employees the prime reason for maintaining a 

high level of retention among the customers, or are other factors present?  

Therefore, this studyôs prime target will be to study the relationship 

between the ACCôs diverse employees and the ACCôs  customer 

retention.  

1.2 Purpose of the Study: 

The main object of this study is to analyze and determine whether 

diversity among the employees of the Arab American and Chaldean 

Council (ACC) correlates, by any means, to the concept of customer 

retention. The ACC, as a non-profit organization, has a very diverse 

environment in terms of employees and service customers.  Employees of 

the ACC come from various backgrounds including many who originated 

from Bangladesh, Egypt, Iraq, Jordan, Lebanon, Palestine, Poland, United 

States of America, and Yemen. 

Amazingly, this combination of different races, religions, 

educational levels, ages, and cultures are in one building for (8) hours a 

day.  What is so unique about this is that, regardless of their various 

differences, they work together so well and are successful in making the 

organization function correctly.  This research will unveil the secrets 

behind the success of this diverse organization and its high customer 

retention.  It is as if there is an unwritten and unspoken understanding 
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among the employees and the customers.  To investigate the situation 

more closely is of utmost importance, but is also a challenge. 

The focus of this study is mainly on the relationship and correlation 

between diversity and customersô retention.   With all the differences and, 

in some cases, similarities, how does diversity play a significant role in 

keeping these employees together and keeping customer retention high? 

Presently, there are no founded studies done that relate to the research 

topic of diversity and customersô retention.                                                                                                   

1.3 Importance of the Study: 

This study is significant in that it is the first study ever done in our 

organization, especially regarding the area of diversity and its affect on 

customersô retention.  Findings of this research and studies of both 

variables of these phenomena are very important.  In addition, this study is 

important in achieving a greater understanding of how diversity and 

customersô retention work together to improve the effectiveness of the 

ACCôs future operation and its service to the community at large.  Another 

vital point of this study is that the people or the administrators in almost 

every level of the organizational structure will benefit from the nature of 

such a study.  

People who may be benefiting from this study are the president of 

the organization of the ACC, the executive director, the directors and 
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coordinators of different departments, especially the department of Human 

Resources, as well as, the rest of the ACC employees.  This will also be 

beneficial in the process of hiring competent ACC leaders or important 

employees.  It will be an advantage to the ACC in being able to examine 

employees very carefully before granting them a job.  It may be a useful 

tool to understanding how to face diversity-related issues and how to 

relate them to other employment function, such as leadership.  

In addition, this study will strengthen the body of knowledge 

comprising executive leadership in the non-profit organization 

administration. This study will affect the community service and bring 

positive outcomes for the organization in the fields of training and 

preparing the ACC employees to perform at their highest and most 

efficient levels.  This study may be the starting point for stimulating further 

research, especially for small organizations such as ACC.  Finally, even 

though the ACC already has a diversity policy in place, this study may be 

able to help examine more closely the effectiveness of the policy on the 

organization in general.  This study may be influential in helping 

employees of diverse background realize the role they play in customer 

retention and help them modify their behavior to reflect positively on the 

organization.   
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1.4 Scope of the Study: 

The aim and the ultimate goal of this study is to establish a concrete 

basis of the relationship of diversity and its affect on customersô retention 

at non-profit organizations in Michigan.  To this date, there have not been 

any exclusive studies done to establish any type of correlation between 

diversity at the workplace and customer retention at non-profit 

organizations in Michigan, specifically at the Arab American and Chaldean 

Council (ACC).  The lack of such studies only affirms the fact that positive 

intervention methods, to influence the relationship between employees of 

diverse background and customers of the same background, have not 

been established.  This study is descriptive in its nature and is exclusive 

for ACC employees and customers.  Therefore, this study will depend on 

the case study approach to provide data, in order to answer the research 

hypothesis questions. 

In addition, this studyôs purpose is to shed more light on the 

relationship between diversity at the workplace and customersô retention. 

The reason behind that is to share these findings with the President and 

CEO of the ACC, as well the Executive Director and COO, executive 

managers, Board members, employees, researchers, non-profit 

organizations and the public such as students.                            
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1.5 Rationale of the Study:       

 This study is trying to establish (if there is any) relationship between 

the independent variables of diversity at workplace at the ACC and the 

dependent variables of customer retention at the ACC                              

D= (GE, AG, RAC, ETH, REL AND EDU)                    

CR = (BRA, REP, GQS, COM, SAT, and LOY).              

The following is a brief description and explanation of the meaning of the 

above abbreviation:                         

1.5.a Hypothesis of independent variables:                                                                      

D= Diversity at Workplace                                                                                                                                                                                                                           

1. Gender (Male, Female) (GE)                             

2. Age (Accordingly) (AG)                           

3. Race (For ex. white, black) (RAC) 

4. Ethnic (For ex. Arab, Hispanic) 

5. Religion (Christian, Muslim and Jews)    

6. Education (High School, College Degree)                                              

1.5.b Hypothesis of dependent Variables:                                                                                                                                                                  

CR=Customer Retention 

1. Branding (BRA) 

2. Reputation (REP) 
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3. Good Quality Services (GQS)        

4. Communication (COM) 

5. Satisfaction (SAT) 

            6. Loyalty (LOY)                                                          

1.5.c Hypotheses:                                                                                     

1.5. c1 First Set of Hypotheses:                                                                

1. What is the relationship between D= (GE, AG, RAC, ETH, REL           

and EDU) and BRA in the diverse workplace of the ACC?                

2. What is the relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and REP in the diverse workplace of the ACC?                      

3. What is the relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and GQS in the diverse workplace of the ACC?                          

4. What is the relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and a COM in the diverse workplace of the ACC?                    

5. What is the relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and a SAT in the diverse workplace of the ACC?                     

6. What is the relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and a LOY in the diverse workplace of the ACC?                                                                                                        
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1.5. c2 Second Set of Hypotheses: 

1. Which combination of D variables D= (GE, AG, RAC, ETH, REL                                                                                                                                                              

and EDU) best describe the relationship between D and BRA in the     

diverse workplace of the ACC?                                            

2. Which combination of D variables D= (GE, AG, RAC, ETH, REL and 

EDU) best describe the relationship between D and REB in the diverse 

workplace of the ACC?                                                                    

3. Which combination of D variables   D= (GE, AG, RAC, ETH, REL and 

EDU) best describe the relationship between D and GQS in the diverse 

workplace of the ACC?         

4. Which combination of D variables D= (GE, AG, RAC, ETH, REL and 

EDU) best describe the relationship between D and COM in the diverse 

workplace of the ACC?                                        

5. Which combination of D variables D= GE, AG, RAC, ETH, REL and 

EDU) best describe the relationship between D and SAT in the diverse 

workplace of the ACC?                

6. Which combination of D variables D= (GE, AG, RAC, ETH, REL and 

EDU) best describe the relationship between D and LOY in the diverse 

workplace of the ACC?                                
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1.5. c3 Null Hypotheses:                                                                                                                                                                                                                                                                                                                                                                     

1. There is no relationship between D=(GE, AG, RAC, ETH, REL, and 

EDU) and BRA in the diverse workplace of the ACC                                                                                                                                       

2. There is no relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and REP in the diverse workplace of the ACC.     

3. There is no relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and GQS in the diverse workplace of the ACC.     

4. There is no relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and COM in the diverse workplace of the ACC.       

5. There is no relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and SAT in the diverse workplace of the ACC.      

6. There is no relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and LOY in the diverse workplace of the ACC                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                          

1.5. c4 Limitations of the Study:                          

1. The outcome of this study will be on a small scale or the finding will be 

limited due to the small population samples of the employees of the ACC                                                                                                     

2. This study will be restricted to the ACC employees and customers, who 

are a small part of the population representing the non-profit organization 

in Michigan.                                                                        

3. For this study, the findings could be open to different interpretations   
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4. Studies combining diversity at the workplace and customer retention 

were not found.          

5. Survey questionnaires will be developed to fit the need of ACC 

employees and customers.         

6. No data will be collected from other employees, specifically the board 

members of the ACC.         

7. Most of the ACC employees are bilingual and multicultural.   

8. Most of the ACC customers are bilingual and multicultural. 

1.6 Definition of Terms:           

ACC: Arab American and Chaldean Council is a non profit 501 (c) (3) 

organization founded in 1979 to provide much needed human and social 

services to the Arab American and Chaldean and mainstream 

communities with various educational levels, employment and training, 

behaviors, health, youth recreational and self-enrichment services, cultural 

activities and health arenas.  Since our beginning in the city of Detroit, 

ACC has grown to provide over 500,000 services annually from 39 

outreach centers in Metro Detroit tri-county area, which include Wayne, 

Oakland and Macomb.                    

Affirmative Action: A program tries to increase employment opportunities 

for women and minorities.         
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Ageism: discrimination of individuals based on their age.              

American with Disability Act: the ADA and Section 504 define a person 

with a disability as "A person who has a physical or mental impairment 

that substantially limit one or more major life activities, or has a record of 

such impairment, or is regarded as having such impairmentò.               

ARL: Association of Research Libraries       

Compendium: A concise yet comprehensive compilation of body 

knowledge. A compendium may summarize a larger work. It is a Latin 

word meaning ñto weigh together.ò                                                           

Civil Rights Act of 1964:  Pub. L. No. 88-352, 78 Stat. 241 (July 2, 1964), 

in the United States was landmark legislation which outlawed 

discrimination based on race, color, religion, sex, or national origin. 

Originally conceived to protect the rights of black men, the bill was 

amended prior to passage to protect the civil rights of everyone, and 

explicitly included women for the first time.         

Customersô retention: Firstly, retention is about developing strategies that 

reduce the number of people who leave the organization for avoidable 

reasons. Secondly, organizations need to retain employees with the 

required balance of skills and experience to ensure that business will be 

maintaining. Thirdly, it is a planned effort to keep desirable jobs in the 

community in order to have them contribute to its economics well-being. 

http://en.wikipedia.org/wiki/United_States
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And, also, to sustain its existence; a strategic effort in the area that 

benefits workers by doing things for the enterprises that provide them jobs 

so that they have reason to keep the employed in a way that makes a 

positive impact on their communities.  We use the term jobs protection to 

emphasize that there are impractical efforts, such as those that create 

adversarial relationships between labor and management or the attempts 

to keep jobs in existence.  These attempts do not produce for a market or 

willing customer jobs retention strategies, or fall under the best practices 

efforts of business retention in those places that work at economic 

development. 

Diversity: Means more than just acknowledging and/or tolerating 

difference.  Diversity is building alliances across differences so that we 

can work together to eradicate all forms of discrimination. Also, means 

¶ Practicing mutual respect for qualities and experience that are 

different from our own, 

¶ Recognizing that personal, cultural and institutionalized       

discrimination creating and sustaining disadvantage for others, 

¶ In addition,  it is understanding that diversity includes not only ways 

of being, but also ways of knowing. 

Education:  It is a process within us, the resource of mind and characters 

that everyone needs to learn.                                                                 
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Emancipation Proclamation: declaration by the U.S. President Abraham 

Lincoln announcing that all slaves in Confederate territory still in rebillion 

were to be freed. 

Empowerment: a process by which one facilitates opportunities for 

individual capacity and skill building that leads to increased involvement in 

the partnership.  

Ethnicity: a quality assigned to a specific group of people historically 

connected by a common national origin or language. Ethnic classification 

is used for the purpose of identification rather than differentiation. 

Federal Communications Commission (FCC): official government site of 

the Federal Communications Commission (FCC), which regulates U.S. 

broadcast media and communications.                                              

Foible:  It is a minor weakness of failing of character or the weaker section 

of a sword blade from the middle to the tip.                                                  

GDP: (Gross Domestic Product):  The total market value of all final goods 

and services produced in a country in a given year, equal to total 

consumer, investment and government spending, plus the value of 

exports, minus the value of imports.                  

Glass Ceiling: (officially known as 'vertical segregation') refers to the 

observation that top-level management in businesses consist 

predominately, if not exclusively, of a certain demographic (e.g., white 

http://rds.yahoo.com/_ylt=A0geutoLjYlEltsA.7xXNyoA;_ylu=X3oDMTE3a2VvbTlwBGNvbG8DZQRsA1dTMQRwb3MDMQRzZWMDc3IEdnRpZANCMTAwXzEyMA--/SIG=117tct78t/EXP=1149951627/**http%3a/www.fcc.gov/
http://www.investorwords.com/1055/consumer.html
http://www.investorwords.com/2599/investment.html
http://en.wikipedia.org/wiki/Demographic
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heterosexual men). A "ceiling" is suggested because persons outside the 

dominant demographic group are evidently limited in how far they are able 

to advance inside the organization ranks; the ceiling is "glass" 

(transparent) because the limitation is not immediately apparent. The 

"glass ceiling" is distinguished from formal barriers to advancement, such 

as education or experience requirements. The existence of the glass 

ceiling is frequently cited as a failure of existing anti-discrimination action. 

Gender: system of sexual  classification based on the social construction 

of the categories ñmenò and ñwomenò as opposed to sex which is based 

on biological and physical differences which form the categoriesò maleò 

and ñfemaleò                                                                                            

H/W: Hours per week.                                                                        

Income: the money that is received because of the normal business 

activities of an individual or business.                                                      

IRS: Internal Revenue Services          

Karl Pearson: (March27, 1857 ï April 27, 1936) was a major contributor to 

the early development of statistics                                                                      

Likert Scale: measures the extent to which a person agrees or disagrees 

with the questions. The most common scale is 1 to 5. Often the scale will 

be 1=strongly disagree, 2=disagree, 3=not sure, 4=agree, and 5=strongly 
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agree.           

Marital Status: the condition of being married or unmarried or describes a 

relationship with significant others such as married, single, separated, 

divorced, widow 

Mean: The sum of all the observation divided by the number of 

observations          

Military Experience: reflects an individualôs service or academics in the 

army.                

Multicultural Organization: An organization values and reflects the 

contributions and interests of diverse cultural and social groups in its 

mission, operations, products, and services. 

Non-Profit Organization: any organization and agency that has been 

granted tax-exempt status by the Internal Revenue Services (IRS) under 

section 501(c) of the federal tax code. There are many different categories 

of non-profit organizations and agencies, including private educational, 

religious, arts, cultural, historical, community, educational, health, 

advocacy, political, business, professional and labor, scientific and 

research foundation, youth and leadership, community development, utility 

companies, and human services organizations.  
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Organization Structure: the mechanisms that are used in an organization 

to disseminate power and to facilitate communications, such as 

organizational charts, bylaws, articles of incorporation, decision-making 

processes, and rules of order for meeting.  

Organization: It is a group working together to accomplish a specific 

mission and held together by an information or communication network. 

Physical Abilities/Qualities: an individual group characterized by race, 

class, sexual orientation, age, disabilities, etc. 

Pilgrims: refers to the people who came from England, to the U.S. and 

resided in New England State in the 1600ôs.  

PMCC:  Pearson Product-moment correlation Coefficient 

Preponderance:  It is superiority in weight, force, importance, or influence. 

Race:  1. Classification of human based on genetic characteristics 2. 

Classification of people based on common nationality, history, or 

experience. 

Racial segregation: It is the separation of people of different races in daily 

life when both are doing equal tasks, such as eating in a restaurant, 

drinking from a water fountain, using a rest room, attending school, going 

to the movies, or in the rental or purchase of a home. Segregation may be 

de jure (Latin, meaning "by law")ðmandated by lawðor de facto (also 

Latin, meaning "in fact"); de facto segregation may exist even illegally.   

http://en.wikipedia.org/wiki/Race
http://en.wikipedia.org/wiki/Latin_language
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Religious beliefs: 1. it is an organized belief system based on certain 

tenets of faith.  2. It is a belief in a supreme supernatural force or god(s).      

  R²: Linear regression that analyses the relationship between two 

variables X and Y  

SEMCA: The Southeast Michigan Community Alliance which is created by 

the state of Michigan to simplify public and business access to important 

educational, training, self-help and economic development opportunities       

Sexual orientation: It is a private preference of an individual protected by 

Order No.28 for heterosexuality, homosexuality or bisexuality.           

SPSS: a computer software program. SPSS (Statistical package for Social 

Science) was released in its first version in 1968 and is among the most 

widely used program for statistical analysis in social science.   

Standard Deviation: Measure of dispersion or variation, equal to the 

square root of the arithmetic mean of the squares of the deviations from 

the arithmetic mean.                                                                                              

Strict scrutiny: the highest standard of judicial review used by courts in the 

United States. Along with the lower standards of rational basis review and 

intermediate scrutiny, strict scrutiny is part of a hierarchy courts employ to 

weigh an asserted government interest against a constitutional right or 

policy that conflicts with the manner in which the interest is being pursude 

U.S. SUPREME COURT:  the Supreme Court of the United States 

http://en.wikipedia.org/wiki/Judicial_review
http://en.wikipedia.org/wiki/United_States
http://en.wikipedia.org/wiki/Rational_basis_review
http://en.wikipedia.org/wiki/Intermediate_scrutiny
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consists of nine justices appointed for life by the President with the advice 

and consent of the Senate.  

One justice is appointed as the Chief Justice and has additional 

administrative duties related both to the Supreme Court and to the entire 

federal court system. Each justice is assigned to one of the courts of 

appeals for emergency responses.  

The Supreme Court meets on the first Monday of October each year and 

usually continues in session through June. The Supreme Court receives 

and disposes of about 5,000 cases each year, most by a brief decision 

that the subject matter is either not proper or not of sufficient importance 

to warrant review by the full court. Cases are heard en banc, which means 

by all the justices sitting together in open court.  Each year the court 

decides about 150 cases of great national importance and interest, and 

about three-fourths of such decisions are announced in full-published 

opinions.                                                                                     

U.S. Court of Appeal: the thirteen United States Courts of Appeals stand 

between the United States District Courts (or other comparable federal 

courts, such as the Court of International Trade) and the United States 

Supreme Court. 

UOM: University of Michigan 

http://en.wikipedia.org/wiki/United_States_Court_of_Appeals
http://en.wikipedia.org/wiki/United_States_District_Court
http://en.wikipedia.org/wiki/Court_of_International_Trade
http://en.wikipedia.org/wiki/Supreme_Court_of_the_United_States
http://en.wikipedia.org/wiki/Supreme_Court_of_the_United_States
http://en.wikipedia.org/wiki/Supreme_Court_of_the_United_States
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Work Background: the personal circumstances and experiences that 

shape an individualôs life.                                                                           

1.7 Overview of the Study: 

This study will be conducted exclusively on the employees and 

customers of the Arab American and Chaldean Council (ACC).  The ACC 

is a non-profit 501É (3) organization.  This studyôs ultimate goal will be to 

prove whether there is any relationship or correlation (positive, either 

negative or no relationship) between diversity and customerôs retention 

among the members of this organization.  Currently, the ACC has 

approximately one hundred twenty to one hundred fifty full and part time 

employees scattered throughout the ACCôs 39 outreach offices in the Tri-

County area (Wayne, Oakland and Macomb Counties) in Michigan. 

Two main questionnaires will be developed and administered to collect 

data from ACC employees as well ACC customers. In addition, annual 

reports, monthly reports, and customer records will be the other   

instruments used in collecting data in order to support this study.  In order 

to establish the relationship between diversity and customersô retention 

within the non-profit organization in Michigan, (SPSS software program) 

statistical methods will be used to analyze the collected data.   
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Chapter 2: Review of Related Literature 

The Literature review of this study is conducted to give a clear 

understanding of the two variables (Diversity and Customer Retention), 

and their characteristics.  This study will examine in details the 

independent variables of diversity (D) and the dependent variables of 

customer retention (CR). Immediately, after the total review of each 

variable, this study will search for any indication of a relationship or 

correlation.  Major players include non-profit organizations (NPO) in the 

U.S., non-profit organizations in Michigan (NPO-MI), the Arab American 

and Chaldean Council (ACC), diversity (D) and customer retention (CR) at 

the workplace. 

2.1 Characters of Diversity and Customer retention: 

For the purpose of this study, the following characters found on (Power 

point, n.d.), 

(www.cbe.uidaho.edu/Bus340/OldIBCStuff/Powerpoint/Mike/Diversity2002

.nophoto.ppt) are used in order to explore the relationship between 

diversity and customersô retention in non-profit organizations in Michigan: 

A. Characteristics of Diversity:    

1. Age (AG) 

2.  Gender (GE) 

3.  Race (RAC) 

http://www.cbe.uidaho.edu/Bus340/OldIBCStuff/Powerpoint/Mike/Diversity2002.nophoto.ppt
http://www.cbe.uidaho.edu/Bus340/OldIBCStuff/Powerpoint/Mike/Diversity2002.nophoto.ppt
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4. Ethnicity (ETH) 

5. Religion (REL) 

6.  Education  (EDU) 

B.  Characteristics of Customer Retention: 

1. Branding (BRA)                                                                               

2. Reputation (REP) 

3. Good Quality Services (GQS) 

4. Communication (COM) 

5.  Satisfaction (SAT) 

6. Loyalty (LOY) 

2.2 Diversity: 

The best definition of diversity according to Roosevelt R. Thomas, 

Jr. (Thomas, 2006), is described as, ñthe mix of differences, similarities 

and tensions that exist among the elements of collective mixtureò.   Note 

especially that the term includes differences and similarities. Diversity is 

not limited to issues of race and gender, nor is it confined to the workforce. 

 How do we know if a mixture is diverse? Thomas explains this in 

his book: ñWe cannot tell just by looking at people.  We must first specify 

which dimensions we are interested in and which ones we find significantò.  

By dimensions, he refers to a selected choice of race, gender, ethnicity, or 

geographic origin.   It is also possible that the critical elements could be 
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age, political affiliation, socioeconomic class, sexual orientation, or a 

combination of these factors.  For each significant dimension, R. 

Roosevelt, Thomas Jr. adds that the first core question should be the 

following: ñHow different or similar are the members in the mixture?ò 

 He also describes that ñit could be that on the designated significant 

dimensions of age, tenure with the organization, and educational 

background, everyone in the group differs from everyone else, which is 

probably not good newsò.  Alternatively, he continues to explain that 

members of the group may be similar on all of these significant 

dimensionsò, which he refers to as a ñhomogenous group.ò 

 To clarify, he gives another possibility of a group where there are 

similarities and differences among the people on these critical dimensions: 

ñwe would say that, as far as these specific dimensions are concerned, 

this is a diverse group.ò  Obviously, some groups are homogenous in one 

dimension, fragmented or chaotic on another, and diverse on another.  A 

group of ten white males, for example, could differ from each other as to 

why they accepted employment with an enterprise, with respect to what 

they expect from the organization.  On the other hand, these same ten 

individuals could be similar in regards to race, gender, age, and religion, 

while being similar or different along the dimension of skill, marital status, 

and geographic origin.  Thomas also stresses that it is important to 
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understand that we cannot specify how diverse a group is until we indicate 

the dimensions in question. (Thomas, 2006, p xi, 101) 

 ñDiversity is the quality of being differentò (Hankins, 2000) (p 194).  

Richard L. Daft defines diversity as ña fact that no organization can afford 

to ignoreò. ñThe workforce- as well as the customer base- is changing in 

terms of age, gender, race, national origin, sexual orientation, and 

physical abilityò ( Daft, 2004) ( p. 9).  (Esty, Griffin & Hirsch, 1995 ) define 

diversity as   ñthe difference among people, including age, race, hierarchal 

status, gender, religion, physical ability/disability, family situation, sexual 

orientation, class and ethnicityò (p. 3, appendix b).  Schermerhorn refers to 

diversity as, ña term used to describe difference among people at workò 

(Schermerhorn, 2005) (p. 99). 

These additional definitions are also necessary to enlighten the meaning 

of diversity:    

  1.  According to the Appalachian State University web site (Appalachian, 

n.d.) ñDi-ver-si-ty n, pl -ties 1:  the condition of being diverse: 2: an 

instance of being diverseò ñdiversity means difference. It is inclusive, not 

exclusive. It embraces but is not limited to race, ethnicity, gender, sexual 

orientation, socio-economic class, age, geographic location, national 

origin, religious beliefs, and physical abilities. Diversity is valued because 

it generates a multiplicity of ideas and view points, leads to more creative 
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and efficient problem solving, fosters an understanding and acceptance of 

individuals from different backgrounds, and recognizes the contributions 

that a variety of individuals and groups can makeò.  

(www.diversity.appstate.edu/)                                                                      

2.  Hoewing, Gary, Vice Admiral, Chief of Naval Personnel Public Affairs, 

(Hoewing, n.d.),  refers to diversity as ñthe collection of individual qualities 

that reflect a personôs fundamental nature contribute to his/her 

effectiveness, to include race, gender, ethnicity, religion, culture, talent, 

age, creativity and socio-economic backgroundò. 

(www.zwire.com/site/index.cfm?newsid=10000582&BRD=1659&PAG=461

&dept_id=8103&rfi=8).    

3. According to Roosevelt R. Thomas, Jr.,   ñDiversity includes everyone; it 

is not something that is defined by race or gender. It extends to age, 

personal and corporate background, education, function, and personality. 

It includes life-style, sexual preference, geographic origin, tenure with the 

organization, exempt or nonexempt status, and management or non 

managementò. (Thomas, 1991) (p.10) 

This study is using many definitions of diversity, which are 

excellent, however, no one has ever agreed on one meaning or definition.  

Ironically, diversity is diverse in its own meanings, concepts and 

perspectives.  It is difficult to find two people who agree on one meaning 

http://www.diversity.appstate.edu/
http://www.zwire.com/site/index.cfm?newsid=10000582&BRD=1659&PAG=461&dept_id=8103&rfi=8
http://www.zwire.com/site/index.cfm?newsid=10000582&BRD=1659&PAG=461&dept_id=8103&rfi=8
http://www.zwire.com/site/index.cfm?newsid=10000582&BRD=1659&PAG=461&dept_id=8103&rfi=8
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or definition because so many perspectives exist. The preceding 

definitions just about wrapped up many of diversityôs characteristics in 

which this study is planning to deal with. 

2.3 History of Diversity in the U.S.A.: 

Diversity has been in existence since the pilgrims came to the 

United States of America in the 1600ôs. Pilgrims settled in the northeast 

State of Maine. The following timeline, by DaEtta Jones (Daetta, n.d.) 

highlights major occurrences that have determined the current state of 

diversity issues in United States. 

¶ 1863 President Lincoln issues the Emancipation 

Proclamation, freeing all slaves held in the states that had 

seceded from the Union. This action let the African American 

men into the Union Army and Navy, so they can fight for 

their freedom. 

¶ 1868 The 14th amendment to the U.S. constitution is 

enacted; it includes a requirement that in all states there 

shall beò equal protection of the lawsò to all citizens. 

¶ 1896 The Supreme Court interpret the 14th amendment that 

all people are ñseparate but equalò which leads to racial 

segregation in the public transportation, restaurant, 

hospitals, schools, and other public facilities. 
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¶ 1941 President Franklin Roosevelt issued executive order 

prohibited discrimination in hiring in the defense industry. 

This is the first official government action regarding 

discrimination in workplace. In addition, women entering the 

workplace, in support of the defense effort, in record 

numbers, significantly were broadening their role in society. 

¶ 1945 The United States Army services issues an affirmative 

action policy, stating that upon discharge from the Army, ex-

soldiers have access to educational and career 

opportunities. 

¶ 1954 Racially segregated schools deemed unconstitutional. 

¶ 1961 President John F. Kennedy issues an executive order 

prohibiting federal employment discriminations on base of 

race, religion, color, or national origin.  

¶ 1964 United States Congress passes the Civil Rights Act. 

Titles VI, VII and IX expand guidelines for nondiscrimination 

in the workplace to include sex and encompass the 

nongovernmental sector as well. 

¶ 1965 President Lyndon Johnson issues an executive order 

to ñtake affirmative actionò towards minorities employees in 
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all aspect of hiring and employment. Gender is added to the 

discrimination law. 

¶ 1969 President Richard Nixon sets goals for hiring minorities 

in minority-owned contracting companies and colleges to 

increase faculty, resulting in higher minority numbers. 

¶ 1972 United States Congress passes the Equal Employment 

Opportunity Act, allowing civil lawsuits against companies for 

discriminatory employment practice. In addition, Congress 

passes the Educational Amendments Act of 1972. Title IX 

prohibits sex discrimination in federally funded institutions. 

¶ 1978 Race has been considered among other factors 

affecting university admission. This decision is passed by the 

U.S. Supreme court in the case of California v. Bakke. 

¶ 1989 Richmond v. Croson represents the Supreme Courtôs 

first application of the ñstrict scrutinyò standard, ruling that 

city and state official may not steer contractors toward 

minorities, except to make up for a clear history of 

discrimination and to advance a compelling state interest. 

¶ 1990 In metro Broadcasting V. F.C.C., the Supreme Court 

reaffirms the constitutionality of congressionally adopted 
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race-conscious remedies that achieve important 

governmental diversity objectives. 

¶ 1991 The United States Congress passes the Civil Rights 

Act of 1991 in response to Ward Cove Packing Co. v. Atonio 

(1989). This revised Act reinstitutes the legitimacy of using 

statistical disparity to show the occurrence of discrimination 

and places the burden of proof back on employers.  

¶ 1992 The Americans with Disabilities Act of 1992 takes 

affect in prohibiting employers with fifteen or more 

employees from discriminating against qualified individuals 

with disabilities in terms of, job application procedures, 

hiring, firing, advancement, compensation, job training, and 

other terms, conditions and privileges of employment. 

¶ 1993 President Bill Clinton allows a homosexual to serve in 

the Army under the condition that they keep silent, referring 

to the ñdonôt ask, donôt tellò policy. 

¶ 1995 Excludes the advancement of women and minorities 

policy called the ñglass ceilingò.  The Federal Government is 

aware of this policy.  White men occupied 95%-97% of 

senior managementôs position in the United States. In 

addition, this years Federal Government reaffirms the policy 
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of ñstrict scrutinyò. Finally, President Clinton issued 

guidelines on affirmative action to eliminate any program that 

did not comply with the policy of the affirmative action law. 

¶ 1996 The U.S. Court of Appeal reverses and remands the 

decision of the district court that taking race into 

consideration regarding university admission, is violation of 

the 14th amendment right to equal protection under the law 

because additional ñpointsò were given to minority 

candidates. 

¶ 1997 California is the first state to bar the affirmative action 

program. 

¶ 1998 Washington State is the second state to abolish 

affirmative action after the state of California. In this year, 

two white students were denied admission to the University 

of Michigan based on their race. 

¶ 2000 Florida State Governor Jeb Bush introduces ñone 

Florida,ò a plan that replaces current affirmative action 

programs with a system that bans consideration of race and 

gender in admission to the state 10 public universities. In 

exchange, it guarantees admission to a state university for 

the top 20 percent of each high school graduating class-



 31 

provided the student has taken the necessary college 

preparatory courses. (Jones, (n.d.) (www.arl.org/diversity/), 

¶ 2003 In a five to four ruling, the Supreme Court decided in 

favor of upholding the affirmative-action plan at (UOM) (Kim, 

2006, June)).The issue was race as a factor in promoting 

racial diversity in our schools.   

These key pieces of legislation and societal movements to 

recognize historically marginalized groups have led to efforts more 

concerted to define and promote diversity. Affirmative action legislation 

and policies focused on a narrow set of groups. Over time, the discussion 

about affirmative action and diversity become inclusive. To endorse a 

broad definition of diversity, a lot of concerned people and organizations 

worked hard for results.  The University of Michigan is the pioneer in this 

work and adopted this following definition: ñDiversity is all the 

characteristics that can be used to describe humans. We are all divers in 

many ways. Unique intersections of these characteristics define each 

individualôs diversityò. (Kim, 2006, June) 

(www.diversityinc.com/puplic/21574.cfm 

 

 

 

http://www.arl.org/diversity/
http://www.diversityinc.com/puplic/21574.cfm


 32 

2.4 History of Diversity in Michigan: 

Through books, journals, and newspapers, a definite answer about 

the historical diversity in Michigan was not found, until coming across the 

website of the University of Michigan (UOM),   

http://milproj.ummu.umich.edu/publications/diversity/download/diversity.pd

f).             

 The information discovered, helped put things into perspective and 

it gave a clear representation of the history of diversity in Michigan. This 

university, in reality, represents the true face and the heart of diversity in 

Michigan. Established in Michigan in 1817, this university started its 

history with diversity since its inception. The most distinguishing 

characters of the university have been its commitment to diversity.  The 

President of the University of Michigan, James Burrill Angell, noted, in 

1879, ñwe have to provide uncommon education for the common man.ò 

 The history of diversity at Michigan has been complex and often 

contradictory. From the beginning, the University of Michigan (UOM) 

attracted students from a broad range of European backgrounds. In the 

early 1800s, the population of the state of Michigan swelled with new 

immigrants from the rest of the USA and across the European continent. 

By 1860, forty-six percent of the students of the UOM came from other 

http://milproj.ummu.umich.edu/publications/diversity/download/diversity.pdf
http://milproj.ummu.umich.edu/publications/diversity/download/diversity.pdf


 33 

states and foreign countries. As of today, more than 100 nations are 

represented by the admissions at UOM.    

However, the university has its difficulties concerning the Native 

American record because, presently, the number of Native American 

enrollment is still low, although Native Americans continue to make vital 

cultural and intellectual contributions to the university and to the state of 

Michigan.           

The first African American students arrived on campus in 1868, 

without official notice.  In the years after reconstruction, however, 

discrimination increased.  African American students joined to support 

each other early in the century and staged restaurant sit-ins in the 1920s. 

By 1960, racial unrest finally exploded campus-wide.  Both black and 

white students, frustrated by the slow movement, organized into the first 

Black Action Movement (BAM) in 1970. Because of student solidarity, the 

number of faculty, as well as African American students increased. A few 

years later, enrollment began to fall and funding waned. Two more student 

uprisings (BAMII, BAMIII) happened before the University took another 

systematic look at the difficult problems concerning race on campus.         

 Interestingly, UOM was the first university in America to admit 

women.  At that time, the rest of the nation looked on with a critical eye, 

many convinced that this ñexperimentò will fail.  During this time, the 
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university took a number of steps to recruit, promote, and support female 

staff and faculty, modifying university policies, to reflect their needs. True 

equality has come slowly, driven by the efforts of many courageous and 

energetic women.  In the late 1800s, the University of Michigan became 

one of the first universities to admit Asian students.  UOM was the first 

university in the United States of America to award a doctoral degree to a 

Japanese citizen. The number of Asian American students has grown 

more quickly than any other group of people of color in recent years. 

More recently, the number of Latino students has increased. In 

1988, Latinos who had been involved in the BAM struggles from the 

beginning raised their voices as a separate group to demand greater 

visibility and attention.  Latinos face exceptional challenges on this 

campus and the number of Latino faculty remains low. 

The question that imposes itself is why has UOM made this 

commitment to change and why is diversity the cornerstone of the 

university's efforts to achieve national excellence and leadership during 

the 1990ôs? The reasons are simple: 

¶ UOM would not achieve excellence in teaching and 

scholarship unless it also benefits from the varied intellectual 

perspective and expertise of America and the world in every 

aspect of our community. 
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¶ The America of the twenty-first century will be a nation 

without a dominant majority; it will be truly pluralistic. Bottom 

line is this is the only path to build unity among individuals 

through diversity. 

¶ Most importantly, it is the morally right thing to do. Plurality, 

equal opportunity, and freedom from discrimination are the 

building foundations of the university.  

ñDiversity is essential to any university or organization in order to 

survive. Unless we draw upon a vast diversity of people and ideas, we 

cannot hope to generate the intellectual and social vitality we need to 

respond to a world characterized by great change.  UOM has worked 

diligently to create a welcoming community, encouraging respect for 

diversity in all of the characteristics that are used to describe the human 

race.ò (Diversity at the university of Michigan,1995). 

ñDiversity has moved rapidly and has enlightened individuals to 

concerning the fact that people from groups that differ from their own do 

not necessarily have the same needs, experiences, and points of view that 

they do.  Concurrently, it must not succumb to the equally pernicious 

assumption that all individuals are the same.  A group may criticize 

cultural beliefs and values of another group if they do not correspond to 

their own, but that does not give permission for treating others based on 



 36 

stereotypical perspectives.  We must create a community where various 

cultures and ethnicities are valued and acknowledged, but where each 

individual has the opportunity to find her or his own path. 

In tandem, it must be recognized that everyone faces different 

consequences for their actions.  For example, the experience of an Asian 

American student on campus is not the same as that of an Arab American 

student. The issues of differences intertwined with issues of power, 

discrimination, and with specific histories of groups and individuals cannot 

be ignored, but rather taught to be seen differently.ò (Diversity at the 

University of Michigan, 1995) 

ñTrue diversity means accepting new members not only into our 

classrooms, but also into dialogues about how to structure our classrooms 

as our society is structuredò.  Diversity is not just about numbers and 

rates, it requires profound structural change, ñWe will not succeed until all 

who come here to the University of Michigan and the USA feels sense of 

ownership, of this university, state and the nation.  Also, until the 

experience and points of view they bring are reflected in every aspect of 

our communal lifeò. 

  The state of Michigan has experienced negative and positive 

outcomes when dealing with diversity.  There continues to be a struggle 

when fighting for basic rights, according to the UOM web site. 
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However, ñthe progress that Michiganders have accomplished 

since the days of Samuel Codes Watson has been impressive and 

Michiganders will continue their journey of fulfilling diversity until success 

is reached.ò (Diversity at the University of Michigan, 1995)   

(http://milproj.ummu.umich.edu/publications/diversity/download/diversity.p

df            

2.5 Characters of Diversity: 

An  excellent power point  presentation (Power Point,2002))  

identifies the primary characteristics of diversity  as follows: age, gender, 

race, ethnicity, physical abilities, and sexual orientation and the secondary 

characteristics of diversity as income, marital status, education, religious 

beliefs, parental status, geographic location, military experience, work 

background, and others. 

For the purpose of this study, the following diversity characteristics are 

considered: 

1. Gender (Male, Female) (GE) 

2. Age (Accordingly) (AG) 

3. Race (for ex. white, black) (RAC) 

4. Ethnic (for ex. Arab, Hispanic) (ETH) 

5. Religion (for ex. Christian, Muslim and Jews) (REL) 

http://milproj.ummu.umich.edu/publications/diversity/download/diversity.pdf
http://milproj.ummu.umich.edu/publications/diversity/download/diversity.pdf
http://milproj.ummu.umich.edu/publications/diversity/download/diversity.pdf
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6. Education (for ex. High School, College Degree) (EDU) 

(www.cbe.uidaho.edu/Bus340/OldIBCStuff/Powerpoint/Mike/Diversity2002

.nophoto.ppt 

2.5.1 Gender: 

In July 1997, the United Nations Economic and Social Council 

(ECOSOC, 1997), defined the concept of gender mainstreaming as ñthe 

process of assessing the implications for women and men of any planned 

action, including legislation, policies or programmers, in any area and at 

all levels. It is a strategy for making the concerns, experiences of women 

as well as of men an integral part of the design, implementation, 

monitoring and evaluation of policies, and programmers in all political, 

economic and societal spheres, so the ultimate goal of mainstreaming is 

to achieve gender equality.ò 

(www.ilo.org/public/english/bureau/gender/newsite2002/about/defin.htm 

 Gender gap between men and women in the workplace is getting 

smaller everyday. Women are receiving more money and the numbers of 

women in advanced positions have increased. Esty, Griffin and Schorr 

state that, ñThe biggest change in the workforce in America in the last 

twenty-five years has been the dramatic increase in the number of 

women. Most of women joining the workforce have been between age 

twenty-five and fifty-five. Today there are more than 55 million women in 

http://www.cbe.uidaho.edu/Bus340/OldIBCStuff/Powerpoint/Mike/Diversity2002.nophoto.ppt
http://www.cbe.uidaho.edu/Bus340/OldIBCStuff/Powerpoint/Mike/Diversity2002.nophoto.ppt
http://www.cbe.uidaho.edu/Bus340/OldIBCStuff/Powerpoint/Mike/Diversity2002.nophoto.ppt
http://www.ilo.org/public/english/bureau/gender/newsite2002/about/defin.htm
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the labor force in the United States, or some 46 percent of the total. In 

fact, 55 percent of women are working outside the home today, and this 

percentage is continuing to rise.  Fewer than 7 percent of corporate 

directors or officers in the Fortune 500 companies were women.ò  (Esty, 

Griffin and Schorr, 1995) (p. 113).   

To close the gender gap and make it convenient for their 

employees, many companies have instituted policies, such as on-site 

daycare facilities, more flexible hours, and have made it easier for all 

employees to work from home.  With all the changes taking place, and 

due to the economic pressure, women are working side by side with men. 

With all these changes, the relationship between men and women 

is still not equal and the possibility of conflict at the workplace is 

unavoidable.  

2.5.2 Ageism: 

Ageism is a term expressing prejudice against older adults through 

attitudes and behavior. Public reaction to ageism in the early 1960 has 

reached its pinnacle in passage of federal legislation. Advocacy efforts of 

such organizations as the Gray Panthers, the National Council of Senior 

Citizens, and the American Association of Retired Persons contributed to 

passage of the Older Americans Act of 1965 and the Age Discrimination in 

Employment of 1967 (ADEA).(AoA,  n.d.)) 
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(www.aoa.gov/prof/notes/notes_ageism.asp    

 Statistically speaking, according to the Bureau of Labor statistics 

(BLS), there were tremendous changes in the work force in the 1990ôs.  

Most of these changes were triggered by the baby boom generation, 

which were born between 1946 and 1964; they number 75 million people, 

one out of every three Americans and are the largest generation in U.S. 

history. (Gentile and Thomas 1994) (P.187-190).   

 A study done by Vroom and Pahl (1971) found a relationship 

between age and risk.  They studied 1484 mangers, ages 22-58, from 200 

corporations and used a choice-dilemma questionnaire.  Results showed 

that older managers were less willing to take risks and had a lower 

estimate of the value of risk in general.  These findings have been 

supported by a study on the determinants of managerial information 

processing and decision-making performance; 79 male first-line managers 

with ages ranging 23-57 years (A median male first-line 40 years) were 

measured by the personnel decision simulation questionnaire.  Older 

decision makers tended to take longer to reach a decision even with the 

exclusion of prior decision-making experience.                                 

 Younger employees were efficient in the area of technology, risk 

taking and prompt decision-making.  On the other hand, older people are 

high in attendance rate, wiser in decision-making, work more proficiently, 

http://www.aoa.gov/prof/notes/notes_ageism.asp
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achieve more sales, and have higher retention and fewer turnovers. 

(Vroom and, and Pahl, 1971) (P.399-405)         

2.5.3 Race:         

 Race is any of the major divisions of humankind distinguished by a 

particular set of physical characteristics, such as size, hair type or skin 

color.   Race can be a tribe, nation or similar group of people thought of as 

distinct from others. (Allwords, n.d.) (www.allwords.com)  ñPeople of color 

represent 15.5 percent of all employees, 6 percent of all managers, and 

2.6 percent of executives.ò  (Esty, Griffin and Schorr ,1995)  ñPeople of 

color are a term designating non-whites that gained acceptance in the 

1990ôs and is one of the terms used to place minorities.  As it becomes 

clearer that ñminoritiesò actually make up the majority of the world, that 

term has come to seem inappropriate.     

 Realistically, the term ñminoritiesò conveys an insulting connotation 

to some.  Although the word Hispanic is commonly used, a growing 

number of people prefer the term Latino or Latina instead.  Additionally, 

Chicano, a term for Mexican Americans, is the preferred choice. On the 

2000 Census questionnaire, ñraceò and ñHispanic ethnicityò are listed as 

separate questions.  A person of Hispanic ethnicity is anyone who 

identifies with that social group, and so can be of any race.  This can 

make data on race and ethnicity difficult to interpret.  Race data is also 

http://www.allwords.com/
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difficult to compare from census to census, because the categories have 

changed over time.  For example, the 2000 census was the first to offer 

the category ñNative Hawaiian or ñOther Pacific Islanderò.  These people 

have responded in a number of different ways in the previous years.  

(Esty, Griffin and Schorr) (p. 33-34) 

2.5.4 Ethnicity:        

 The ethnicity is as relating to or having a common race or cultural 

tradition. According to the 2000 U.S. Census, approximately 30 percent of 

the population currently belongs to a racial or ethnic minority group.  The 

Census Bureau projects that by the year 2100, non-Hispanic whites will 

make up only 40 percent of the U.S. population. (U.S. Census,2005) 

(http://www.census.gov/prod/2001pubs/c2kbr01-1.pdf.).  

 Although health indicators, such as life expectancy and infant 

mortality have improved for most Americans, minorities experience a 

disproportionate burden of preventable disease, death, and disability 

compared with non-minorities.  These trends compel the public health 

community to examine issues of health disparity among the various racial 

and ethnic groups that comprise the countryôs population. 

 The Office of Minority Health (OMH) is charged with improving the 

health of racial and ethnic minority populations; [American Indians and 

Alaska Natives (AI/AN), Asian American, Black or African American, 

http://www.census.gov/prod/2001pubs/c2kbr01-1.pdf
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Hispanic or Latino, and Native Hawaiian and other Pacific Islander 

(NHOPI)], They are also in charge of reducing health disparities among 

Americans of all racial and ethnic backgrounds.  

  The Population of ethnic groups in the U.S.A. according to the 2000 

Census of the Census Bureau is as follows: 

Ethnic Group    Population         Percentage  of U.S.   

Whites    211,460,626           (75.10%)    

Black or African American  34,361,740            (12.90%) 

American Indian and Eskimos 2,447,989           (00.87%)  

Asian American   10,171,820  (04.21%) 

Hispanic              035,238,481           (12.50%) 

Arab     001,189,731  (00.42%) 

Native Hawaiian             000,378,782            (00.13%) 

Others & two or more races 007,270,926            (02.58%) 

(U.S. Census, 2005) (http://www.census.gov/prod/2001pubs/c2kbr01-

1.pdf).  

2.5.5 Religion: 

Religion is a particular system of beliefs or worship of god or gods, 

such as Christianity, Islam, or Judaism. (Allwords, n.d.) 

(www.allwords.com/query.php)    The ACC is serves all customers 

regardless of their faith and religion. This study observed that the most 

http://www.census.gov/prod/2001pubs/c2kbr01-1.pdf
http://www.census.gov/prod/2001pubs/c2kbr01-1.pdf
http://www.allwords.com/query.php
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common religious backgrounds within the ACCôs offices are Christian and 

Muslim according to the Arab-American Institute, 73% of the Arab people 

in the U.S. are Christian and 23% are Muslim. 

According to (Esty, Griffin and Schorr 1995)ñAmerica is one of the 

most diverse countries in the world in terms of the religious affiliation of its 

people. In the beginning, there were the rich spiritual traditions of Native 

American. There were Spanish Catholics who arrived as early as the 

sixteenth century. Many of the Protestants from Western Europe came in 

search of religious freedom. Africans, brought here as slaves, came with 

their primarily tribal and animistic religion. Immigration continued in the 

mid-nineteenth century with a large influx of Roman Catholics from Ireland 

and, in the late nineteenth century, many Eastern Orthodox from the 

Balkans, Roman Catholics from southern Europe, and Jews from Russia. 

Approximately three decades later, many Japanese began arriving on the 

West Coast, bringing with them their religion, Buddhism and Shinto. 

Immigration to the United States of America has continued to this day, 

bringing many religions from Asia (Buddhism, Confucianism, and 

Hinduism) and the Middle East. In fact, Islam is the fastest-growing 

religious group in America; it is estimated that by the year 2000 the 

number will about 6 Millionò. (p.95) 
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Following is a list of the fifteen largest religions out of the one 

hundred forty-nine religions contained in the U.S. provided by the 

Glenmary Research Center. (Glenmary Research Center, 2000).  

http://ext.nazarene.org/rcms/)  .     

1. Roman Catholic                                                  62,035,042 

2. South Baptist Convention                                   19,888,467 

3.  United Methodist                                                10,350,629 

4. Jewish       06,141,325 

5.  Evangelical Lutheran Church in US                   05,113,418 

6. The Church of J. Christ of St.latter-day              04,224,026 

7.  Presbyterian Church (USA)                               03,141,566 

8.  Assemblies of God                                            02,561,998 

9.  Lutheran Church-Missouri Synod                      02,521,062 

10.  Episcopal Church                                              02,314,756 

11. American Baptist Churches in USA                   01,767,462 

12.  United Church of Christ                                     01,698,918 

13.  Churches of Christ                                             01,645,584 

14. Muslim (estimate)                                               01,559, 294 

15. Christian Churches& Churches of Christ            01,439,253 

The one hundred forty-nine participantsô faith sent membership estimates 

to Glenmary Research Center, which adjusted the figures to make them 

http://ext.nazarene.org/rcms/
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comparable.  The U.S. Census Bureau does not collect information on 

religion. 

2.5.6 Education: 

Education is simply the process of teaching.  Another definition of 

education is derived from the Latin word ñeducareò. It means to draw out, 

or to call forth what is already present as a possibility. The phrase ñwhat is 

already present as a possibilityò may be the essence of all that is really 

meant by ñhuman resourcesò in the realm of the modern workplace. 

(Diversity Education, n.d.) (http://www.common-grnd.com/diversity.htm).  

In todayôs world, just about anything seems possible. Moreover, in 

todayôs workplace, the presence of individuals who represent the entire 

rainbow of human diversity is beyond possibility, but instead a certainty. 

ñThe best tool that organizations have at their disposal to ensure inclusion 

of all members of a diverse workforce is educationò. (Allwords, n.d.) 

(www.allwords.com/query.php).ò 

Roosevelt R. Thomas Jr.  states, ñEducation has to do with how we 

think about things; training involves ways of doing things. Training builds 

specific skills; education changes mindsets. Major change efforts such as 

managing diversity require that people shift their mindset, and that takes 

education. This education will be both ongoing and repetitive; people need 

to hear the message more than once. Change agent must educate and 

http://www.commonground.com/
http://www.allwords.com/query.php
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train. With ñtraining,ò a key evaluative question is, ñHow will this 

experience improve my performance when I return to work?ò With 

ñeducationò, ñit is sufficient to leave with ñsomething to ponderò or ñto chew 

on.ò Education, however, is an enabling activity. As the participants 

ñchew,ò ñponder,ò and experience mindset shifts, they begin to see 

opportunities for application and changeò. (Thomas, 1991) (p. 38)   

An excellent example is found on a web site by a personal training 

company (Personal Training, n.d.) makes clear that learning and 

education make a difference, it states that ñAt Northwest Personal 

Training, we understand that the minute a fitness professional stops 

learning, they cease to be a teacher. We have to keep learning so we will 

always be able to offer something new to our clients. All of our trainers 

and group fitness instructors are certified through a nationally recognized 

association, attend regular fitness conferences, workshops and meetings, 

and subscribe to a number of fitness trade journals. We will know the 

answers to your questions and if we do not, we will know where to find 

them.ò (Personal Training, n.d) (www.nwpersonaltraining.com/values.htm) 

2.6 Customer Retention: 

Jim Novo, a customer retention, defection and loyalty expert for 

twenty years, explains that customer retention is about developing 

strategies that reduce the number of people who leave the organization for 

http://www.personaltraining.com/
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avoidable reasons and to maintain employees with the required balance of 

skills and experience to ensure that business can be upheld. (Novo, n.d.) 

(www.jimnovo.com/Customer-Retention-more.htm) He also adds that 

customer retention is the ability of the organization to keep customers 

coming to the workplace to create a repeat business. Customer retention 

is based upon customersô behavior. The ability to predict customer 

behavior makes it easier to deal with the customer in a better fashion.   

In todayôs global business economy, technology advances have 

made the competitive landscape much tougher. Customers have access 

to more information and more avenues for services and product. Aside 

from the focus on quality offering, companies now must also concentrate 

on how to interact with customers through personalized and intelligent 

transactions. Customersô services differentiation will provide competitive 

advantages. The cost of customersô acquisition is far greater than the cost 

associated with customersô retention. The internet economy is no different. 

Competitors are just a click away and e-customers know it. The e-

business model does not differ greatly from traditional business models: 

both recognize the need to understand customers attributes, including 

loyalty, profitability, and opportunity. The new economy simply requires 

that intelligent and automatic customer analysis can take the place of 

tradition human interactive analysis, when necessary, in order to complete 

http://www.jimnovo.com/Customer-Retention-more.htm
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massive numbers of successful transaction at web speed. Companies that 

react quickly and interact with customers intelligently will take dominate 

market leadership positions. (Think Analytics, n.d.) 

(www.thinkanalytics.com/papers/cra/thinkCustomer.htm ) 

The term ñretentionò first began to appear with regularity on the 

business since in 1970s and early 1980s.  Customersô retention refers to 

the percentage of customersô relationships that, once established, a small 

business is able to maintain on a long-term basis. It is a major contributing 

factor in the net growth rate of small organizations. ñOf course, growth is 

just one of the benefits experienced by companies with superior retention 

ratesò as explained by William A. Sherden in an article , titled,ò The Tools 

of Retention.ò(Small Business Reports, November 1994), according to the 

ñYour profits also should improve considerably when customers stay on 

board for longer periods of time. The cost of acquiring customers and 

putting them on the books generally runs two to four times the annual cost 

of serving existing customers. So the longer you keep customers, the 

more years over which these one-time costs can be spread.ò  

A variety of strategies is available to small organization seeking to 

improve their customer retention rates. Of course, the most basic tools for 

retaining customers are providing superior service quality. High and 

superior services minimize the problems experienced by customers and 

http://www.thinkanalytics.com/papers/cra/loyalty.htm
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create goodwill toward the organization, which in turn increases 

customersô resistance to competitorsô overtures. However, it is important 

for small organizations not to blindly seek to improve their customer 

retention rate. Instead, they must make sure that they are targeting and 

retaining the right customers. ñIn short, customer retention should never 

be a stand-alone program, but rather part of a comprehensive process to 

create market to ownership,ò Sherden explained. (Encyclopedia of Small 

Business, n.d.) (www.referenceforbusiness.com/small/Co-Di/Customer-

Retention.html) 

According to Sherden, the first step in establishing a customer 

retention program is to create a time line of a typical customer 

relationship, outlining all the key events and interactions that occur 

between the first visit with and the eventual loss of the customer. The next 

step is to analyze the organizationsô trends in losing customers. Customer 

defections may be related to price increase or to certain points in the 

relationship life cycle, for example.  Finally, small organizations can use 

the information gathered to identify warning signs of customer loss and 

develop retention programs to counteract the problems.  In short, it costs 

more to get new customers than to retain existing ones.  

 Walker Information specialists, a business research and consulting 

firm for 65 years, say about customer retention that   it costs more to find 

http://www.referenceforbusiness.com/small/Co-Di/Customer-Retention.html
http://www.referenceforbusiness.com/small/Co-Di/Customer-Retention.html
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new customers than to retain existing ones. Itôs an old clich®ô, but there is 

no disputing reams of research showing positive customer relationships 

are critical. Taking measures to proactively build customer loyalty-along 

with satisfaction- will help mine an exiting customer base for future 

businessò.(Walker, n.d.)  (www.walkerinfo.com/who/).    In the same 

sense, ñThe conventional wisdom is that it costs more to get a new client 

than to keep the old one. And for once, the conventional wisdom is 

correctò.  

Customer retention is a key ingredient to a successful business.  It 

often involves direct interaction with customers.  The role of diversity in 

customer retention is yet to be determined as more analysis and further 

research is completed. (The Marcus Letter, n.d.)  

(www.marcusletter.com/retention.htm)                     

2.7 Benefits of Customersô Retention:        

Most of the studies in the areas of customer retention mentioned or 

included too many statistical benefits to support the theory that stated the 

cost of requiring a new customer would be more costly than to keep and 

retain an existing one.  A recent study done by ñTen3 business e-coachò in 

customer retention shows the following results: 

1- Acquiring new customers can cost five times more than satisfying 

and retaining current customers.  

http://www.walkerinfo.com/who/
http://www.marcusletter.com/retention.htm
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2- A 2% increase in customer retention has the same effect on profit 

as cutting costs by 10%. 

3- A 5% reduction in customer defection rate can increase profit by 

25%-125%, depending on the industry. 

4- The customersô profitability (services benefits) rate tends to       

increase over the life of retained customer (Kotelnikov, n.d.) 

2.8 How to Keep and Retain Customers: 

In order to retain customers or clients, the first thing every business or 

organization has to do is to respect their customers, not only by acting but 

also by showing genuine respect and trust and treating them the way 

theyôd wish to be treated (Kotelnikov, n.d.)                                                                                             

Besides the expected respect, following are other steps every organization 

should take:  

1. Make the customers believe that the organization offers them the best 

value of services. 

2. Provide reliable services  

3. Inform customers that the organization will reward them if they remain 

loyal customers 

(www.1000ventures.com/business_guide/crosscuttings/customer

_retention.html).   

http://www.1000ventures.com/business_guide/crosscuttings/customer_retention.html
http://www.1000ventures.com/business_guide/crosscuttings/customer_retention.html
http://www.1000ventures.com/business_guide/crosscuttings/customer_retention.html).
http://www.1000ventures.com/business_guide/crosscuttings/customer_retention.html).
http://www.1000ventures.com/business_guide/crosscuttings/customer_retention.html).
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2.9  Strategies for Retaining Customers:                                         

According to the Encyclopedia of Small Business,(Encyclopedia of 

Small Business Co-Di, n.d.) (www.referenceforbusiness.com/small/Co-

Di/Customer-Retention.html), in order to retain customers, 

organizations should abide by these few simple steps:                                                                                       

1. Employee Retention and Satisfaction:     

 An organization with a high turnover rate may not be able to 

maintain strong personal relationships with its customers.  Even if 

relationships are established, the customer may decide to take its 

business to a new organization when its contact person leaves. At the 

very least, high turnover creates a negative environment and reduces 

the quality of services provided to customers. In order to reduce 

turnover, it is important to provide employees with career development 

opportunities and high degrees of involvement in the organization.                                                            

2. Institutionalizing Customer Relationships:   

 Rather than providing contact with individual employees, a small 

organization can provide value to customers through the entire 

organization. For example, it could send newsletters or provide training 

programs in order to become a source of information and education for 

customers. It may also be possible to establish membership cards or 

frequent-buyer programs as direct incentives for customer retention. 

http://www.referenceforbusiness.com/small/Co-Di/Customer-Retention.html
http://www.referenceforbusiness.com/small/Co-Di/Customer-Retention.html
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3. Electronic Links:         

 Some organizations may be able to use electronic links to improve 

the service they provide to customers. For example, e-mail connections 

could be used to provide updates on the status of accounts, electronic 

order systems could be used to simplify reordering and in reducing costs, 

and online services could be used to provide general information. 

      Sherden notes that customer retention programs are particularly 

important in volatile industries-those characterized by fluctuating price and 

service values. In this situation, supervisor service may discourage, but 

not prevent, customer defections. Some strategies that may be useful to 

organizations in volatile industries include providing stable price over the 

customer life cycle, basing prices on the overall cost and profitability of the 

customer relationship, and provide additional services. All of these 

strategies are intended to minimize the changes and problems customerôs 

experience, thus making the maintenance of the business relationship 

desirable. 

2.10   Customer Retention Characters: 

Customer retention (CR) has a wide range of characters, therefore 

making this factor unique. The following are some of the characters of 

(CR) that this study will utilize: 

1. Branding (BRA) 
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2. Reputation (REP) 

3. Good Quality Services (GQS) 

4. Communication (COM) 

5.  Satisfaction (SAT) 

6. Loyalty (LOY) 

Every business, large and small, depends on customers for its 

livelihood. Surprisingly, many great businesses fail to honor this common-

sense principal. According to retention experts JoAnna Brandi, Howard 

Hyden and Chuck Reaves, ñexcellence in customer service is the single 

most important element in determining your companyôs future success or 

failure. Regardless of the product or service your organization provides, 

you are in business of serving customers.ò (Brandi, Hyden and Reaves, 

n.d.) (www.teconline.com/ bestpractices/customer_retention.asp)   

One absolute fact is that a customer is the core for every business on the 

face of the earth.  This idea applies to customers of all occupations. 

Whether it is for a profit or non-profit organization, a giant corporation, or 

smaller company, the self-employed, federal, state and local agency or in 

retail, the fact remains the same.   Just as a car will not run without gas, a 

business will not run without its customers.  Organizations, agencies and 

corporations should have clear policies, rules and regulations to deal with 

http://www.teconline.com/%20bestpractices/customer_retention.asp
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daily customer service or business. Customers differ greatly and comprise 

of different attitudes. According to Sheila Payne (Payne, 1999), 

ñCustomers come in all shapes and size, all temperaments and 

mood. Keeping them happy is not always easy. However, no matter how 

you feel you have to be positive and professional at all times. If you do not 

know how to help a customer, you should know who to go to or who to 

askò. (p. 11) In addition, organizations should listen carefully to the 

customers in order to respond to their wishes and needs.   Follow up with 

customers with the mind-set of keeping them for life, not only for one 

service or for one transaction.  Laura Liswoodôs advice is to ñListen to the 

customer; the customer is always right; and does anything to satisfy the 

customerò.  (Liswood, 1990) (p.97)                                                          

2.10.1 Branding: 

Branding is a distinctive maker's name or trademark, symbol or 

design, etc. used to identify a product or group of products. In marketing, 

branding refers to the sum total of a company's value-proposition: 

products, services, people, advertising, positioning, and culture. According 

to International Cyber Business Services, Inc. branding has now become 

a common term used in marketing. Branding is essentially burning your 

company or website name or slogan into the minds of potential customers. 
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Companies spend millions of dollars developing their brand. They 

want you to recognize and associate their brands like the golden arches, 

check sign, GM, GE, etc. and associate it with a good experience.  A 

company's branding includes the logo, color schemes, domain name, 

motto or tag line, etc. It is important that the online and offline images of 

the business should be harmonious. A brand is a strategic navigational 

tool to get you from where you are to where you want to be. It helps you 

create and maintain an emotional bond with your audiences along the way 

to ensure you get where you are going. It is no more and no less than a 

way of being. A brand name includes the following three Ps:                                    

-Promise ï what it is you stand for                                                                

-Positioning ï what it is that differentiates you                                              

-Personality ï how you express the brand across the board consistently     

(Lando,n.d.) (www.skilset.com/survey_branding.html)                        

2.10.2 Reputation:  

Information retreived from the  Wikipedia web site , clearly explains 

reputation as ñthe general opinion (more technically, a social evaluation) of 

the public toward a person, a group of people, or an organizationò 

(Reputation, n.d.)  (Wikipedia,n.d.)(www.wikipedia.org/wiki/reputation) 

 It is an important factor in many fields, such as business,online 

communities or social status.  It is known to be a ubiquitous, spontaneous 

http://www.skilset.com/survey_branding.html
http://en.wikipedia.org/wiki/Social_evaluation
http://en.wikipedia.org/wiki/Person
http://en.wikipedia.org/wiki/Group_%28sociology%29
http://en.wikipedia.org/wiki/Organization
http://www.wikipedia.org/wiki/reputation
http://en.wikipedia.org/wiki/Business
http://en.wikipedia.org/wiki/Online_communities
http://en.wikipedia.org/wiki/Online_communities
http://en.wikipedia.org/wiki/Online_communities
http://en.wikipedia.org/wiki/Social_status
http://en.wikipedia.org/wiki/Ubiquitous
http://en.wikipedia.org/wiki/Spontaneous
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and highly efficient mechanism of social control in natural societies. It is a 

subject of study in social, management and technological sciences. Its 

influence ranges from competitive settings, like markets, to cooperative 

ones, like firms, organizations, institutions and communities. Furthermore, 

reputation acts on different levels of agency, individual and supra 

individual. At the supra-individual level, it concerns groups, communities, 

collectives and abstract social entities (such as firms, corporations, 

organizations, countries, cultures and even civilizations). It affects 

phenomena of different scale, from everyday life to relationships between 

nations. Reputation is a fundamental instrument of social order, based 

upon distributed, spontaneous social control. 

(http://en.wikipedia.org/wiki/Reputation).  

 Reputation, distinct from image, is the process and the effect of 

transmission of a target image. To be more precise, it is the transmission 

of a communication of an evaluation without the specification of the 

evaluator, if not for a group attribution, and only in the default sense 

discussed before. It is  a believed, social, meta-evaluation; it is built upon 

three distinct but interrelated objects as explained by Wikipedia                                                                           

(1) A cognitive representation, or more precisely a believed evaluation - 

this could be somebody's image, but is enough that this consists of a 

communicated evaluation. (2) A population object, i.e., a propagating 

http://en.wikipedia.org/wiki/Mechanism_of_social_control
http://en.wikipedia.org/w/index.php?title=Natural_society&action=edit
http://en.wikipedia.org/wiki/Management
http://en.wikipedia.org/wiki/Technological
http://en.wikipedia.org/wiki/Science
http://en.wikipedia.org/wiki/Social_order
http://en.wikipedia.org/wiki/Reputation
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believed evaluation. (3) An objective emergent property at the agent level, 

i.e., what the agent is believed to be. In fact, reputation is a highly dynamic 

phenomenon in two distinct senses: it is subject to change, especially as 

an effect of corruption, errors, deception, etc.; and it emerges as an effect 

of a multi-level bidirectional process. 

(http://en.wikipedia.org/wiki/Reputation). 

Reputation proceeds from the level of individual cognition (when is 

born, possible as an image, but not always) to the level of social 

propagation (at this level, it not necessarily believed from any agent) and 

from this level back to that of individual cognition again (when it is 

accepted). It is both what people think about targets and what targets are 

in the eyes of others.  From the very moment an agent is targeted by the 

community, his or her life will change whether he or she wants it or not or 

believes it or not. Reputation has become the immaterial, more powerful 

equivalent of a scarlet letter sewed to one's clothes. It is more powerful 

because the individual to whom it sticks to, and consequently it is out of 

the individualôs power to control and manipulate may not even perceive it. 

(Wikipedia, n.d)(www.wikipedia.org/wiki/reputation) 

2.10.3 Good Quality Service: 

Quality is a degree or extent of excellence and exhibiting a high 

standard. (Aspect,n.d).  Aspect Communications Corporation, a leading 

http://en.wikipedia.org/wiki/Reputation
http://www.wikipedia.org/wiki/reputation
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provider of business communications solutions that helps companies 

improve customer satisfaction, reduce operating costs, gather market 

intelligence and increase revenue, conducted a national survey of 

consumers.  The survey shows that consumers are so adamant about the 

quality of service that they receive over the telephone in which, 59% would 

stop doing business with a company that delivered unsatisfactory service. 

Consumers, of this survey, also stated the following: 

¶ 53% would make a point of telling friends and family members not 

to do business with the company. 

¶ 48% would take the time to complain to a company representative. 

¶ A small, but significant, 16% would actually contact consumer 

advocacy groups to file a complaint. 

¶ An overwhelming 82% would recommend a business to family and 

friends after having received good services and experiences. 

(www.aspect.com) 

2.10.4 Communication: 

  ñCommunication is the action of imparting information, through 

various electronic processes, by conveying information from one person or 

place to another, especially by means of wires, cables or radio waves. The 

flow of ideas back and forth between individuals defines communications.ò 

(The Richardson Company, n.d.) 

http://www.aspect.com/
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(http://www.rctm.com/communications.htm)   Effective communications 

between customers and business is essential for organizational survival, 

employee retention, and conflict avoidance. 

 According to Stepping Stone Partners, communication with 

customers includes ñthe best customers, the squeaky wheels, and the 

great silent majorityò. In the wired world, word of the mouth spreads faster 

and carries greater influence and power than any marketing. There is a 

projected increase in the consumer-generated media of increase 30 

percent annually and an anticipated increase in the blog content at an 

even higher rate. Intelliseek is Pete Blackshaw, chief marketing and 

customer satisfaction officer believes ñfeedback and customer service are 

the new marketing opportunity.ò   Responding to customer feedback 

within 24 hours is policy at Weather Bug. The company is dedicated to 

listening to the ñvoice of the consumer.ò According to Senior VP and 

General Manager Andy Jedynak, ñThe real value of our business is in 

pervasive customer relationships and making them last.ò  By 

communicating with customers directly, a channel is opened that allows 

tapping into customersô feelings and the sooner a problem is identified, the 

easier it is to deal with in a timely manner. 

 This is not the time for an ostrich approach to marketing. In addition 

to building old-fashioned relationships, listening to customers directly 

http://www.rctm.com/
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provides a mother-load of information to help improve marketing. 

(Stepping Stone,n.d.).  (www.stepping-stone.net/clickz.html)  

2.10.4a Timing Communication: 

Effective communication with the customers is an important factor 

in their retention; however, timing communication is what makes it 

effective.  For example, ñhow would you feel if your insurance broker 

phoned once a week to pitch more coverage on your life insurance policy?  

What about the ski resort that sends out monthly reminders in April, May, 

and June to ñReserve Nowò?  Hardly effective is it? On the other hand, a 

local florist mails you a timely postcard, asking whether you would like to 

duplicate your delivery of last yearôs order of a dozen of roses on a certain 

day and that specific day happens to be your wedding anniversary.ò  

(Stepping Stone,n.d.) 

 So what is the difference?  The latter is indicative of some 

consideration and thought going into the customerôs offer.  They sent the 

right message at the right time rather than just hassling customers with 

unwanted advertising.  (Stepping Stone, n.d.)  (www.stepping-

stone.net/clickz.html) 

2.10.4b Timely Communication: 

The frequency in which you contact a customer will be determined 

by the kind of business you have or by the circumstances of your 

http://www.stepping-stone.net/clickz.html
http://www.stepping-stone.net/clickz.html
http://www.stepping-stone.net/clickz.html
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customers.  You want to be in touch often enough to develop recognition 

and trust, but not so much that you become a nuisance.   Different 

businesses demand different timing and tactics that depend on objectives 

for customer contact and other variables. (www.stepping-

stone.net/clickz.html) 

2.10.5 Satisfaction:         

 Satisfaction may refer to a feeling of gratification. ( Allwords, n.d.) 

(www.allwords.com) A definition of satisfaction according to (Oliver,R.L., 

1997) is ñthe consumerôs fullfillment response. It is a jugdement that a 

product or services feature, or the product or service itself, provided ( or is 

providing) a pleasurable level of consumtion-related fulfillment, including 

levels-or over-fulfillmentò.  (p.13)           

 ñAccording to the many business gurus and too many more 

successful companies, the key to success lies not only in having a good 

product, but also in being able to provide the customer with the level of 

service they desire. After all sales are vital to your business, are you 

supposed to take care of the customer? Nevertheless, how can you 

ensure you are maximizing results and not losing out? The last thing you 

want is to let your existing customers feel unwanted, especially since you 

have already spent a large amount of money attracting them. You need a 

reliable flexible way of managing your customers so that your business 

http://www.stepping-stone.net/clickz.html
http://www.stepping-stone.net/clickz.html
http://www.alwords.com/
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can reap the benefits of Good Customer Services - Higher Profitò. (Flight 

Deck, n.d) (www.flightdeckcrm.co.uk/customer-service-definition.aspx)  

 Wikipedia encyclopedia describes customer satisfaction as a 

business term which is used to capture the idea of measuring how 

satisfied an enterprise's customers are with the organization's efforts in a 

marketplace.  The organization provides products (goods and/or services) 

of some kind to its customers through the mechanism of a marketplace. 

The products the organization provides are subject to competition whether 

by similar products or by substitution products. The reason an 

organization is interested in the satisfaction of its customers is because 

customers purchase the organization's products. The organization is 

interested in retaining its existing customers and increasing the number of 

its customers.          

 Wikipedia as an ambiguious and abstract concept also describes 

customer satisfaction.  The actual manifestation of the state of satisfaction 

varies from person to person. The state of satisfaction depends on a 

number of both psychological and physical variables. The level of 

satisfaction can also vary depending on other options the customer may 

have and other products against which the customer can compare the 

organization's products.Because satisfaction is a psychological state, it is 

a difficult thing to measure quantitatively. In other words, there are no 

http://www.flightdeckcrm.co.uk/customer-service-definition.aspx
http://en.wikipedia.org/wiki/Measurement
http://en.wikipedia.org/wiki/Business
http://en.wikipedia.org/wiki/Customer
http://en.wikipedia.org/wiki/Organization
http://en.wikipedia.org/wiki/Marketplace
http://en.wikipedia.org/wiki/Competition
http://en.wikipedia.org/wiki/Satisfaction
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units of satisfaction that have been defined. The usual measures of 

customer satisfaction involve a survey instrument with a set of statements 

using a Likert Technique or scale. The customer is asked to evaluate each 

statement and then select from a scale how much the customer agrees or 

disagrees with the statementò. (Wikipedia, 2006)

 (http://en.wikipedia.org/wiki/customer_satisfaction)  

 According to Annette Stitches, outstanding service will result in 

happy customers, and happy customers equal to them coming back for 

repeat business.   To ensure customer satisfaction she has the following 

recommendations:                  

1.  First and foremost, make sure your business is staffed by 

knowledgeable and friendly people:   

 Maybe you think this is a no-brainer but too many business 

owners often ignore this concept. Take a moment to think about the type 

of services you receive during the course of a normal business day. 

Whether you are at the bank, a restaurant or a gift shop ask yourself: 

Were you greeted by a happy, smiling person or was it someone who was 

obviously having a bad day? Which one left you with the best impression 

of that business? Was the person so rude that you made the decision not 

to return? Do not let this happen to your business.  Determine how you 

want your customers to be treated and train your employees accordingly. 

http://en.wikipedia.org/wiki/Survey
http://en.wikipedia.org/wiki/Likert_scale
http://en.wikipedia.org/wiki/customer_satisfaction
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This means that when someone comes into your business, they should be 

acknowledged immediately. Phone calls should be answered quickly and 

pleasantly. Transactions should be handled in an efficient, friendly 

manner. If you or one of your employees is having a bad day, don't take it 

out on your customers. Make it a point to always show the customer just 

how important he or she is to your business.          

 2. Always, return phone calls:  

 These seems elementary, but stop and think about how many 

calls you place each day to businesses and how many unreturned. How 

many are answered by a voice mail system and are then seemingly  Calls 

unreturned are lost forever? For customers, getting lost in the system is 

probably one of the most frustrating experiences in dealing with any 

business. Simply by returning your phone calls you can put yourself far 

above the competition.          3. Get to know your customers and develop strong relationships:  People like doing business with people they know. Talk to your customers. You'll be  

3. Get to know your customers and develop strong relationship:  

  People like doing business with people they know.  Talk to your 

customers.  Youôll be amazed at just how interesting they may be. Without 

appearing nosy, ask questions about their interests and activities. Most 

people enjoy talking about themselves and will reveal lots of ways in which 

you might be able to assist them. Find out about their families and 

important occasions in their lives. One embroiderer I know keeps a drawer 
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full of greeting cards in her office. On special occasions such as birthdays, 

graduations and weddings, she sends the appropriate card to her 

customer. While this takes a little extra time, she raves about the reaction 

she gets from her customers in goodwill, loyalty and extra business.        

4. Stay in contact with your customers:  

 There are all sorts of ways to do this -- e-mail, direct mail, 

newsletters and notes. Let your customers know about what's happening 

with your business. Are you running a special promotion? Have you just 

received new seasonal merchandise? Maybe you've received some type 

of award. You can also use community happenings as a reason for 

contact. People enjoy being knowledgeable about what's going on in the 

community and will appreciate receiving reminders. For the best results, 

establish a schedule for contacting your customer base. You want to make 

contact at least once a month, more often if there is something worthwhile 

to share. Be cautious about bombarding people with too much information. 

For instance, daily e-mails lose their effectiveness and bring more than 

annoying spam especially if there is nothing useful to relay.   

5. Send thank you notes:  

  You will be surprised at the response you willget from this simple 

gesture. I have even had people send me thank you notes for those that I 

sent. While this is extreme, most people really do appreciate the time you 

http://www.ecommercetimes.com/story/50774.html##
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take to let them know that they're important to your business. As far as the 

actual note is concerned, you can be as elaborate or as simple as you 

like. Some embroiderers use embroidery to create special thank you cards 

but a plain card with a handwritten message works just as well.       

6. Hold a customer appreciation day:  

 Set aside a day, weekend or entire week and host a special event 

to let your customers know just how much they are appreciated. The type 

of event really depends on your business, your budget and the image you 

want to convey. Light refreshments, door prizes and special promotions 

are fun and relatively inexpensive. If your business is geared more toward 

children, you might consider bringing in entertainment such as a clown or 

balloon artist. If your customer base is more upscale, you could look at an 

evening event -- maybe a wine and cheese party. Again, it's all up to you 

and how you'd like your business to be perceived.     

7. Make your products more convenient: 

 These days everyone seems to be pressed for time. In fact, time 

is probably the hottest commodity around. Think about what you can do to 

make your customers' lives easier. Exactly how can you make your 

product more convenient? How about a gift registry? Consider adding a 

pick-up and delivery service. Look at turnaround time. In addition, do not 

forget about something as simple as packaging. For instance, if you do a 

http://www.ecommercetimes.com/story/50774.html##
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lot of work for teams or organizations, sort the orders out by product and 

size. The person in charge of passing out the embroidered items, who is 

also probably the same person in charge of making the purchase, will 

surely appreciate the time saved when getting the items to the right 

people. A person will remember the extra care you took when it is time to 

order the next batch of uniforms.     

 8. Offer attractive and distinctive gift-wrapping:  

 While we are still talking about convenience, this is also an image 

issue. For instance, in my area a local retailer has made her mark with 

purple bags embossed with the shop's name, filled with lots of colorful 

tissue paper and tied with matching ribbon. Regardless of what is inside 

the bag, the folks around here love getting a gift from this particular store. 

It is one of the reasons people shop there. The gift-wrapping is as special 

as the gift and there is no need to worry about gift-wrapping. By the way, 

the gift-wrap is always free. 

 9. Reward customers for referrals:  

 Word-of-mouth is the best type of advertising. When an existing 

customer sends you business, make sure you let them know how much 

you appreciate it. This can be done in a number of ways. Thank you notes 

are always appropriate. Depending on the circumstances -- maybe you 

have customers who continually refer others -- you might consider 
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discounts on future orders or a special embroidered gift. Gift certificates to 

a local restaurant are also a good choice.                                                 

10. Handle complaints promptly and fairly:  

 This is a part of customer service that most business owners want 

to avoid. However, rather than look at complaints as a problem, look at 

them as an opportunity. Maybe the customer has a valid suggestion to 

improve your service. Also, it's easy to make customers happy when 

everything's going right, but when things start going wrong, you have your 

chance to make a memorable impression that could lead to repeat 

business and referrals. This does not mean that you have to concede to 

unreasonable demands. Most people just want to be heard. Listen to what 

your customer has to say and make amends accordingly. The goodwill will 

be worth it.                                                                                                   

With so many businesses competing against price, you need to develop a 

strong customer service program. It's the little things that often make a 

difference and these are the very things that don't cost a lot of extra 

money. (Stitches, 2006) (www.ecommercetimes.com/story/50774.html).                                     

Three other additional steps for organizations to earn customer 

satisfaction in addition to the above steps:                                                                                                        

1. Encourage Face-to-Face Dealings:                                                              

   This is the most daunting and downright scary part of interacting 

http://www.ecommercetimes.com/story/50774.html
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with a customer. If you are not used to this sort of thing it can be a nerve-

wracking experience. Rest assured, though, it does get easier over time. 

It's important to meet your customers face to face at least once or even 

twice during the course of a project.  Studies have shown that a client 

finds it easier to realte to and work with someone they have already met in 

person, rather than a voice on the phone or someone typing into an e mail 

or messenger program.  Talking calmly and confidently with these 

customers and taking time to ask them what they need is important to the 

customer.  A potential client, as studies show, spends half of his time 

doing the talking.                                                                                                                                      

2. Respond to Messages Promptly & Keep Your Clients Informed: 

This goes without saying really. We all know how annoying it is 

to wait days for a response to an email or phone call. It might not 

always be practical to deal with all customers' queries within the space 

of a few hours, but at least email or call them back and let them know 

you have received their message and you will contact them about it as 

soon as possible. Even if you are not able to solve a problem right 

away, let the customer know you are working on it.  Doing this will 

surely make the customer happy and he will most likely keep his 

business with you.            

3. Honor Your Promises:     
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 Thompson stresses that  this is the most important point. The 

simple message, he says,  is that :ò when you promise something, 

deliver. The most common example here is,  projected delivery dates.ò 

ñClients do not like to be disappointed. Sometimes, something may not 

get done, or you might miss a deadline through no fault of your own. 

Projects can be late, technology can fail and sub-contractors do not 

always deliver on time. In this case, a quick apology and assurance it 

will be ready ASAP would not go amiss.ñ (Thompson, 2002) 

(www.sitepoint.com/article/satisfaction-7-steps).   

2.10.6 Loyalty: 

ñAn employeeôs smile, a timely response, a product or service 

performed to perfection, and every interaction a customer has with your 

organization is an opportunity to build loyalty, or, a chance to lose it.  With 

thousands of customers being exposed to the various aspects of your 

company everyday, the prospect of managing them all can seem nearly 

impossibleò(Allegiance,n.d.)(www.allegiance.com/customervoice/). 

ñCustomer loyalty is the practice of finding, attracting, and retaining your 

customers who regularly purchase from you and should not be confused 

with customer satisfaction. Customer satisfaction is the basic entry point of 

good business practices. Organizations, agencies and corporations should 

http://www.sitepoint.com/article/satisfaction-7-steps
http://www.allegiance.com/customervoice/
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provide satisfaction to all their customers.ò  (Brand, Loyalty, n.d.) 

(www.bitpipe.com). Customers loyalty according to Rath and Strong is a 

bond between a targeted customer and a supplier where the customer 

consistently spends most or his entire budget on the supplierôs goods or 

services. (Rath and Strong, n.d.)     

 (www.rathstrong.com/whitepaper_custloyaltyanalysis.htm).  

2.10.6a: Nineteen Ways for Organizations to earn Customers loyalty:  

 The following are nineteen suggested ways that organizations can 

earn customer loyalty.  The first eight are selected from recommendations 

made by Darrell Zahorsky of Small Business Information. (Zahorsky, n.d.). 

1. Company Loyalty First:  

How can you expect customer loyalty if you do not be loyal to your 

company? Are you loyal to your best customers or are you giving 

discounts and extra attention to new customers? Loyalty is about being 

fanatical with devotion to your best customers.  

2. Employee Loyalty: 

It is the point of contact between customer and employee that sets 

the foundation of repeat business.   

3. Quench the Thirst:  

Consumers are thirsty for trust following corporate scandals and the 

general distrust of corporations. If your small business is not trustworthy, 

http://www.bitpipe.com/
http://www.rathstrong.com/whitepaper_custloyaltyanalysis.htm
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your odds of establishing customer loyalty will be significantly down. 

Establish good business ethics and practices.   

4. Finding Loyalty:  

Any small business wishing to start a customer loyalty initiative 

needs first to identify important customers and understand their 

customer's behaviors. Use whatever tools, software, and data-mining 

techniques to locate your repeat, regular customers.   

5. Reward Customer Retention:  

The key metric to track in your customer loyalty program is customer 

retention. How many customers are defecting? How many clients are 

retaining? Measuring customer retention is half the battle. Rewarded 

employees are necessary for customersô retention. Your small business 

does not have to be like large corporations who talk retention but reward 

sales people for bringing in new customers only. 

6.  Use Customer-centric Language:  

It is easy to think you put the customer first. However, take a closer 

look at your marketing communications. How many times does your 

literature refer to "we" the company versus "you" the customer? Go back 

and speak from the customer's perspective. 

7. Bolster and Sustain Customer Communications: 
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 Part of customer loyalty and retention are maintaining regular 

contact with your most loyal customers. Communication to your best 

customers should take the form of showing your appreciation and 

providing new learning experiences to add value to your customer's life. 

Send special thank-you notes, surprise gifts, and regular communications 

such as newsletters to connect with them.  

8. Use the Small Business Advantage:  

Small business such as ACC will always have the advantage in 

connecting with customers and building a solid relationship. Your passion 

for helping customers with your products and services is difficult for large 

companies to replicate. Win the customer service game by putting 

customer loyalty to work in your small business. Just remember, it is more 

than cards and software. It is more about earning trust and relationship 

building. 

(http://sbinformation.about.com/od/advertisingpr/a/customerloyalty_2.htm).    

9.  Build an unbeatable bundle of products and services:  

If you want to keep your customers, make sure they can get what 

they want without leaving your premises.      

10. Stand behind your product:  

http://sbinformation.about.com/od/advertisingpr/a/customerloyalty_2.htm
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Stand behind your product and reap the rewards of trust. If your 

customers do not trust you, they will not come back.  If possible, offer a 

better guarantee than your competitors do.    

11.  Support good works:  

Support goods works and your customers will support you. Doing 

well by doing goods is a powerful loyalty builder. 

12. Become a customer service champion:  

What do most successful businesses have in common?  They achieve 

success by putting customers first. Customers prefer businesses that 

make them feel special. Itôs no therefore no surprise that successful 

companies are led by people who are customers service champs; they 

recognize and reward employees who can build effective relationships 

with customers. (BIZ, n.d) 

 (www.biz.org.nz/public/content.aspx) 

 13. Use complaints to build business:  

When customers are not happy with your business they usually will 

not complain to you, instead, they will probably complain to just about 

everyone else they know-and take their business to you competition 

next time. That is why an increasing number of businesses are making 

follow-up calls or mailing satisfaction questionnaires after the sale is 

made. They find that if they promptly follow up and resolve a 

http://www.biz.org.nz/public/content.aspx
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customerôs complaint, the customer might be even more likely to do 

business in a way they are sales calls for repeat business.     

14.  Reach out to your customers: 

Contactécontactécontact with current customers is a good way to 

build their loyalty. The more the customer sees someone from your 

firm, the more likely you will get the next order. Send Christmas cards, 

see them at trade shows, and stop by to make sure everything okay.  

15.  Loyal customers and loyal workforce:  

Building customer loyalty will be a lot easier if you have a loyal 

workforce-not at all a given these days. It is especially important for 

you to retain those employees who interact with customers such as 

sales people, technical support, and customer-services people. Many 

companies give a lot of attention to retaining sales people but little to 

support people. (Business Town,(n.d.) 

(www.businesstown.com/marketing/customer.asp).  

16.  Always, say thank you:  

This can be done in person, over the phone, through an e-mail, or         

perhaps just written note on an invoice.    

17.  Treat them with respect:  

http://www.businesstown.com/marketing/customer.asp


 78 

Always remember, no matter what the circumstances, your 

customers are human beings too. (Yielding, (n.d.) (www.writing-

etc.com/tips-23.htm).   

18.  Manage your customersô expectation:  

One of the most common mistakes made by salespeople is to over-

promise and under-deliver. Categorically, this phenomenon should be 

eliminated, in every sales and services department completely 

19. Go the extra mile: 

In todayôs globally competitive environment, one of the most powerful 

attributes that separate your company from others is for your sales and 

customers service staff to go the extra mile. Customers will always 

remember if your sales or customer service department really cares about 

them or their business. If the representatives of your company do not 

show a genuine interest in helping the customers on a continuous basis, 

then there is absolutely no foundation for customer loyalty. (Tehrani, 2004) 

(www.tmcnet.com/call-center/0804/po.htm).     

Loyalty is not a tactic, but rather a strategy and not a philosophy but an 

operation. (Reichheld, 1996) ñLoyalty must be viewed not as a tactic, but 

as a strategy. Customer, employee, and investor loyalty are so thoroughly 

intertwined that to understand and manage one, you must understand and 

manage all three. Nevertheless, while loyalty is indeed strategic, its 

http://www.writing-etc.com/tips-23.htm
http://www.writing-etc.com/tips-23.htm
http://www.tmcnet.com/call-center/0804/po.htm
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implications transcend strategy and point to philosophy of business that 

places people above process. The central tenet of this philosophy is that 

the purpose of a business is to create value, not simply to create 

profitééééò ñLoyalty is not only philosophy and strategy; it speaks also 

to operation, because it offers a set practical measure for implementing 

strategy.   By observing the behavior of customers, employees and 

investors, you can straightforwardly determine where value is being 

delivered and where it is not and by extension, whether a business is 

succeeding or failing in its mission to create lasting value. Loyalty thus 

provides a standard for measuring business performance and a 

framework for pursuing it ñ. (Reichheld, 1996)  (p. 302)Loyalty leaders, the 

companies that have achieved the highest standard of performance in 

their industries, provide important insight into how companies must 

operate if they are to earn superior loyalty. While every loyalty leaderôs 

strategy is unique, all of them are built on the following elements:                                                                                                                                                                                         

1- Building a superior customer value proposition.            

2- Finding the right customers                           

3- Earning customer loyalty.                

4- Finding and earning employee loyalty                                                    

5- Gaining cost advantages through superior productivity investor.                                                     
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6- Earning investor loyalty   (pages 303-304).                                  

2.11 Non-profit Organization:  

ñNon-profit institutions tend not to give priority to performance and 

result. Yet performance and results are far more important and far more 

difficult to measure and control in the non-profit institution than in a 

business. In business, there is a financial bottom line. Profit and loss are 

not enough by themselves to judge performance, but at least they are 

something concrete. Whether business executives like it or not, profit 

certainly will be used to measure their performance. When non-profit 

executives, however, face a risk-taking decision, they must first think 

through the desire result-before the means of measuring performance and 

result can be determined.ò   According to Drucker, for each non-profit 

institution, the executive who leads effectively must first answer the 

question, how is performance for this institution defined? In a hospital 

emergency room, for instance, is performance measured by how fast the 

staff tends to its patients. Rather, is performance measured by the number 

of heart-attack victims who pull through after the first few hours of arrival? 

How is performance measured in a church? One may look strictly at 

attendance; but there is also the impact on the community. Both are 

perfectly respectable ways to measure performance, yet each leads to a 

very different way of running the church. It is not enough for non-profit to 
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state: ñWe serve a need. The good ones create a want.ò Most 

organizations, institutions, and agencies compete for customers. An 

example of that, as Peter Drucker states, ñMost museums today work hard 

to create customers for taste, for beauty, and for inspirationò. (Drucker, 

1990)  (p. 107) 

In conclusion, serving people, not making money, is the reason why 

non-profit organizations are established. It is easy for the organizations of 

profit to measure their success and failure by measuring their profit versus 

their losses as well as income versus expenses. However, in order to 

measure the success of the non-profit organizations, some of the 

determining aspects existing within the organizations have to first be 

identified and measured.  

2.11.1 Non-profit Organization Sector in the U.S.A: 

The non-profit sector is one of the largest in the United States of 

America, in terms of its size and the scope of the services. (Setterberg & 

Schulman, 1985) (p.2.) ñThe non-profit sector is less world than a 

universe-vast, varied, and unexplored. Even the non-profit sectorôs exact 

size remains something of mysteryò. This is a universe, which includes 

both Harvard University and the day-care center around the block from 

your home. Its fiscal breadth ranges from multimillion-dollar budgets of the 

worldôs finest hospitals to the barely balanced checkbooks of patient-
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centered support group. Today, the value of assets held by non-profit 

sectors reached 1.59 trillion in 2001 and $822 billion in expenditures, 

which is equivalent to 8% of the Gross Domestic Product of the U.S.A. 

They employ 12,500,000, which represent 10% of the United States 

population. In addition, this sector has 1,300,000 public charities 

(Independent Sector, n.d.) 

(www.independentsector.org/programs/research/Charitable_Fact_Sheet.p

df).           

 More importantly, non-profit organizations tackle the jobs that might 

otherwise be left undone.  ñ For not a few,ò writes Waldemar Nielsen, the 

perceptive scholar of nonprofit organizations, ñthey even represent what 

makes life worth living, death worth facing, and the country worth 

defending.ò Therefore, many scholars, researchers and authors have 

stressed the importance of this sector.  They have come up with various 

categories of this sector, the latter referred to as the invisible sector and 

the following: non-governmental sector, non-profit sector, not for profit 

sector, independent sector, charities and voluntary sector, third economy 

sector and third sector. 

In spite of all of its descriptions, this sector contributes in a variety 

of ways to the American and international arena, playing a special role in 

meeting the community needs and increasing the quality of life for 

http://www.independentsector.org/
http://www.independentsector.org/
http://www.independentsector.org/
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everyone. (Riddle, 2002) (p.4) says, ñWhatever name it goes by, a non-

profit agency is simply an organization that is in business to do some type 

of community service. The organization may feed the hungry, provide 

shelter to the homeless, or care for elderly people who have no one else 

to look out for them. A non-profit agency mission is simply to take care of 

people, nothing more and nothing less.ò 

During the past two centuries, the non-profit sector has fashioned 

the American culture. (Rifkin, (1997)òThe nationôs first schools and 

colleges, hospitals, social services organizations, youth organizations, 

religious organizations, social justice organizations, conservation and 

environmental protection groups, theaters, orchestras, art organizations, 

volunteer fire departments, and civilian security patrol , are all institutions 

of the third sectorò.  Rifkin continues stating, ñThe non-profit sector has 

many organizations that have special status. That applies to any 

organization that has been granted the tax-exempt status by the IRS 

(Internal Revenue Service) under the section 501 © (3) or 501 © (4) of the 

Federal tax Code. (p.31) 

In actuality, there are more than twenty categories of tax-exempt 

organizations under Section 501. There are many agencies, organizations 

and corporations included under this tax code such as: religious, political, 

business, professional, art, historical, scientific and research foundations, 
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youth and leadership, community development, educational, health, 

utilities companies, human services organizations.ò  ñThe legal definition of 

the non-profit organization applies to any organization that does not 

declare a profit and instead utilizes all revenue available after normal 

operating expenses in service to the public interest. These organizations 

can be unincorporated or incorporated. An unincorporated non-profit is 

somewhat rare for while it can be given federal tax-exempt status or the 

designation of being 501© (3) organization as defined by Internal revenue 

Service (IRS), it does not enjoy the legal protection a corporation provides. 

When a non-profit organization is incorporated, it shares many traits with 

for-profit corporations except that there are no shareholders.  (What is a 

non-profit?) (n. d)  (www.about.com).                                                              

It is very clear that the non-profit sector is very active and effective 

in the life of many people in the United States of America. 

(www.ombwatch.org).   The recent data presented by John S. Iron and 

Gary Bass (Iron and Bass , 2004 ) states that between the periods of 1990 

to 2004, the non-profit sector employment has grown by an average rate 

of 2.4 percent per year, which is higher than the 1.3 percent growth rate 

for total U.S. employment. Most recently, this sector is experiencing little 

growth in recent years and from July 2003 to July 2004; employment grew 

by only one-half percent.  In addition, the weekly hours worked in this 

http://www.about.com/
http://www.ombwatch.org/
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sector dropped by four percent, from 31.2 h/w to below 30 h/w.  In June 

2004, the earnings also declined sharply by 5.2% in the same period.  

This is significant because 12. 5 million people in the USA are working in 

this sector, which represents 9.5% of the total employment numbers. 

(2001 figures from the (Bureau of Labor Statistics).  What applies to the 

national economy, applies to the state and local levels as well. 

(Independent Sector, 2004) 

www.independentsector.org/programs/research/Charitable_Fact_Sheet.pd

f).            

2.11.2 Non-profit Organization Sector in Michigan: 

The 1982 Non-profit Corporation Act was the first comprehensive 

statute governing non-profit corporations in Michigan. Before its 

enactment, non-profits were governed by special purpose statutes (such 

as those governing churches of particular denominations), by the old 

general Corporation Act, the new Business corporation Act, or by a 

combination of those statutes. (www.michiganinbrief.org). 

 Non-profit organizations can be formed as trusts rather than being 

limited to only non-profit; however, the modern trend sways toward the 

use of a corporation for non-profit organizations. Limited liability provision 

available to non-profits reinforced the trend. Michiganôs non-profit sector  s 

ñ involves a wide range of services and activities that make a significant 

http://www.independentsector.org/
http://www.independentsector.org/
http://www.michiganinbrief.org/
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difference in the quality of life in the stateò. Michigan has 43,000 non-profit 

organizations statewide, including 23,000 charitable organizations.  

The non-profit sector represents the fifth largest industry in the 

state with assets over $60 billion; receiving $32 billion in revenue, $35 

billion in personal income, and generating nearly $69 billion in total 

economic activity. In addition, this sector is employed nearly 315,000 

direct employees and 135, 000 indirect employment from other supporting 

sectors. Finally, let us see how Michiganôs generosity transpires in the 

area of giving and volunteerism.  According to the latest figures, available 

from (www.michigan.gov), during the past year 8 out of10 people made a 

charitable contribution with an average giving of $1443.00. However, 

giving by those over 60 years of age continues to decline (80% in 2003, 

84% in 2002 and 96.4% in 2001). In addition, the trend of volunteering is 

climbing in the state of Michigan in which 46.1% of Michigan residents 

were volunteering.  

This study is concluding this overview by stating that Michigan is 

one of the states that has always welcomed immigrants from all over the 

world. The state of Michigan represents the melting pot of the nation, 

which gives Michigan the beautiful face of diversity. Michigan represents 

the true face of peopleôs values and richness of cultures. There are people 

http://www.michigan.gov/
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from the Middle East, Europe, Asia, Russia, South America, Africa and the 

rest of the world. (Michigan, n.d.) (www.michigan.gov)  

2.11.3   History of ACC:  A Michigan Non-profit Organization: 

 In August 1979, a one-person office established in the International 

Institute in Detroit served a unique population of immigrants. In its first 

year, four hundred twenty-one clients sought the ACCôs services and, 

within ten years, the ACC opened, an additional, twelve outreach centers 

throughout Metropolitan Detroit serving over five thousand clients. As the 

ACC expanded, so did its services, providing counseling, healthcare, 

employment training and job placement, translation, interpretation, 

immigration, and youth services. 

In 1991, the ACC received accolades as the first Arab American 

organization to receive national recognition by the commission on 

Accreditation of Rehabilitation Services (CARF) for services provided by 

its behavioral health program. In 1992, the ACCôs clients nearly doubled 

from 19,000 to 38,000 as refugees and asylum seekers of the Gulf War 

crisis continued to escape and settle in Michigan. 

In 1995, the ACC committed itself to the revitalization of the Seven 

Mile neighborhood and community in the city of Detroit and officially 

launched the project in 1997.  The ACC built a brand new facility that, not 

only provided its general services, but also provided a facility that the 

http://www.michigan.gov/
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public could use to host meetings and use as a community health clinic to 

serve the local neighborhoodsô uninsured or under-insured population. 

Less than ten years later, the Seven Mile project has become a stimulus 

for an entire neighborhood and indeed the city of Detroit too, as it has 

become part of the cityôs community and Neighborhood Development 

Initiative.  In 2005, the ACC served over 78,000 clients and rendered over 

455,000 services. Undoubtedly, the ACC is ñMaking a Differenceò and will 

continue to do so in the years to come. 

The ACCôs Mission statement is acting as a bridge of understanding 

and maximizing the skills, resources, and expertise of the community by: 

¶ Building community cooperation and coordination 

¶ Raising the level of the communityôs general well-being 

¶ Increasing cross-cultural understanding 

¶ Delivering human services, counseling and referrals services 

¶ Gearing community members towards economic self-

sufficiency 

¶ Empowering through employment training and placement 

The ACCôs main office is located in the city of Southfield,        

Michigan.  The main office houses the ACCôs presidentós 

office,  the executive directorôs office, the chief financial 

officer, the  human resources office, administrative staff and 
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other logistic staff members, as well as a few programs which 

operate there.  The ACC is a non-profit agency under the 

Internal Revenue Service (IRS) Federal Tax-Exempt Code 

501 © (3) 

As HRH Prince Hamzah bin, Al Hussein of Jordan stated in his 

speech at the 26th Annual Gala of the ACC, ñThe ACC is the model of 

success of an organization that fosters the role of Arab communities in the 

U.S. that works to promote dialogue, understanding and tolerance among 

diverse cultural groups over the past quarter of the century.ò Achievement, 

success, and understanding are what brought the prince express these 

thoughts. 

The state of Michiganôs governor, Jennifer Granholm, stated to the 

ACC that, ñThe ACCôs commitment for the public good is inspiration to all. 

The ACC should be proud to count themselves among those who are 

getting things doneò.   Also, the ACC stands strongly for the peace and 

solidarity of all people, according to the Hashemite Kingdom of Jordan HM 

Queen Noorôs speech at the 25th Gala, she explained, ñ I feel an 

overwhelming sense of solidarity, the ACC is an inspiring example of 

dedication to a cause that has brought a sense of peace to those in needò 

. Finally, the ACC is strongly standing for hope of ordinary people as 

the Ex-governor of the state of Michigan William G. Milliken stated.  ñIt is 



 90 

selfless acts that bring hope to the world and the ACC is a prime example 

of an organization that delivers hope.ò That is exactly what the ACC 

stands for; helping and giving people hope. 

2.11.3a ACCôs Programs & Services: 

1. BEHAVIORAL HEALTH: 

           Psychological and Psychiatric Services 

                 Substance Abuse prevention  

2. COMMUNITY PROGRAMS: 

English as a Second Language (ESL) 

Job Fairs 

Media Services 

Re$tore Detroit (CNDI) 

Secretary of State Services 

 7 Mile Motor City Makeover 

 U.S. Citizenship Services 

 Weed & Seed Operation 

3. Employment and Training   

       Work First  

             Workforce Investment Act (WIA) 

4. Public Health 

Anti-Sigma Program 
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        Breast Cancer Education and Prevention 

        Parenting Programs 

         Primary Clinics 

         Strengthening Families 

          Teen Health Program 

         Tobacco Prevention/Cessation 

          Women, Infants and Children (WIC) 

5. Social Services 

           Department of Human Services (DHS) 

           Immigration Services 

            Individual and Stress Management 

            Senior Citizen Services 

6. Youth Services 

          Summer Safari Camp 

            Youth after School Program 

            Youth Summer Program 

2.11.3b ACCôs Future Projects: 

1. Complete the on-going Seven Mile stretch area  

Build a new main office in Oakland County to host most, if not all, 

the mental health programs as well the administrative offices. 

(ACC, n.d.) (www.myacc.org) 

http://www.myacc.org/
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           2.12 Diversity and Customer Retention:                                         

Diversity and customersô retention are very vita to and organization 

in all sectors, profit and non-profit. According to the web site of the 

Workplace Doctors, on the benefits of diversity, it would stupid not 

to have a diverse workforce.  ñIf the customer and client population 

is diverse, it is simply smart business to employ those who come 

from that diverse population to interact with that diverse 

customer/client population.ò (The Workplace Doctor, n.d.)    

(www.gwis.com/~wego/q156.htm).   

          2.13 Workplace Diversity: 

       According to information found on the Cornell University web, 

site   (Cornell, n.d.) workplace diversity is an issue for the twenty-

first century. Today, workplaces are becoming more diverse, 

brining together people of different races, gender, culture, abilities, 

ages, sexual orientation, family structures, lifestyles, experiential 

backgrounds, and more. Organizations are developing special 

expertise and diversity- focused initiatives to create policies 

practicing procedures making diversity successful and establishing 

diversity to meet organization goals. (www.ilr.cornell.edu), 

Diversity is everywhere.  It is present in schools, hospitals, 

churches, federal agencies, private businesses, and public parks, 

http://www.gwis.com/~wego/q156.htm
http://www.ilr.cornell.edu/
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to say the least.  Inevitably, diversity is part of the reality of life.  The 

question now is not if diversity is existent, but rather how does one 

manage it. Diversity, by nature, has advantages and 

disadvantages, as well as positive and negative effects on life and 

business. Even inside the non-profit organization, there is no 

concrete evidence that diversity has a positive or negative impact in 

any of the organizationôs components.  In addition, it is impossible 

to predict whether diversity will move in the right or wrong direction.  

ñMaking diversity work is also not a compendium of absolute 

answers. There are never concrete, 100-percent-applicable 

solutions when it comes to human being and bias, for bias is a 

uniquely human foible. Like the human mind, the terrain of diversity 

is more like an undulating ocean with ever-changing seascape than 

a piece of easily navigated farmland. Vantage points are ever 

shifting, sea-lanes come and goò. (Thiederman, 2003) (p.11) 

ñDiversity is also good and bad in the workplace and looks like a 

double-edge swordò. Cox concludes the following:   

ñIn reality, the implications of diversity are much more demanding 

and much more interesting. Increasing diversity presents a double-

edge sword; hence the challenge of managing diversity is to create 

condition that minimize its potential to be a performance barrier 



 94 

while maximizing its potential to enhance organizational 

performance.  Theory and research indicate that the presence 

diversity in an organization or work group can create obstacles to 

high performance for several reasons. To begin, diversity can 

reduce the effectiveness of communication and increase conflict 

among workers. Compared to more homogeneous work groups, 

workers in diverse work groups may also experience lower level of 

social attraction and display lower level of commitment to the 

group. In addition, diversity-related effects such as identity 

harassment and discrimination behaviors can increase 

organizationsô costs.  The other side of the double-edge sword is 

that managing diversity well can improve the performance of 

organizations on a variety of criteriaò.  As diversity has advantages 

it also contains disadvantages. ñTheory and research indicate that 

presence of diversity in an organization or work group can create 

obstacles to high performance for several reasons.ò (Cox Taylor, 

2001)(P.4-5) 

ñThe truth is that businesses, organizations and the rest of 

society are still floating in the middle of open water and still have a 

long trip ahead of society to reach its final destination.ò (Champy, 

1995)  ñNo manager can afford to risk a return to the old union-
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inspired tyranny of the ñWork-rate, the ówork-rule,ò the dead 

ñnormalò performance. Top performance and excellence is now 

required of everyone. Similarly, no manager can afford a 

homogeneous workforce. Not only imposing one against the law, 

not only is finding one an impossibility in most communities, not 

only does encouraging one contradict most companiesô values, 

homogeneity is also extremely bad for business.ò   

Racial, religious, ethnic, and gender diversity, on the other 

hand, is demonstrably good for business. It is good for business, 

first, because no business can any longer afford to ignore the 

business of any large group of people. (No doubt, there are still 

some gender-based businesses, but it seems like only yesterday 

that there was an absolute rule that women did not buy cars and 

men did not buy cosmetics.) Nevertheless, the business argument 

for diversity goes deeper than this. We need different perspectives 

of solving problems of the new workplace. Diversity of viewpoint 

creates the best solutions, but we need to re-engineer management 

processes to release the workforce imagination and creativity, 

which allows diverse viewpoints flourish. Some companies, by 

necessity, are a lot further along in realizing this than others, like 

FedEx, as Roger Easton tell us:ò Many of our operational areas 
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have a very diverse ethnic makeup. Some [other] areas have a 

preponderance of one ethnic group far more than general 

population. How would you deal with a team that may develop 

racial or ethnic friction? How are we to be sensitive to different 

religious or cultural attitudes? Managers often face some huge 

challenges.ò (Champy, 1995)(173-174) 

According to Schermerhorn, ñDiversity is a potential source 

of competitive advantage, offering organizations a mixture of talents 

and perspectives that are ready and able to deal with the 

complexities and uncertainties in the ever-changing twenty-first 

centuryôs environment. In other words, making the correct choices 

in organizational leadership will help gain competitive advantage 

through diversity and if you make bad decisions, that advantage will 

be lost.  (Schermerhorn, 2005)(p.100)   

Now, that there is a better grasp of the concept of diversity 

and customer retention, it will be possible to explore in the study 

how diversity affects customer retention at the non-profit 

organization, specifically at the ACC.  What brings these customers 

back for repeat services?  Is it the fact that there is such a diverse 

environment that it makes it convenient for them?  Do they use 

diversity as a bridge to their language gap?  Alternatively, is the fact 



 97 

that the employees themselves, being of diverse backgrounds and 

delivering good, honest services, what brings the customers back?  

Let us not forget that the study will be able to identify the 

advantages and disadvantages of diversity from a customerôs 

perspective.    
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Chapter 3: Methodology 

  This chapter will discuss the design and the way to test 

the hypothesis and research questions.  The researchers will aim to 

survey ACC employees, in addition to many customers of the ACC 

as possible. The amount of customers surveyed will depend on the 

time and the sources of the researcher (Researcher is an employee 

of ACC). In addition, the extent of time the management of the ACC 

will allow the survey to continue will have to consider it.  The 

researcher will develop two different surveys in order to determine 

the results of this study: 

 1.  ACC Employees Demographic Survey 

  2. ACC Customer Demographic and Retention Survey          

   The researcher will be using (SPSS) (Statistical 

Package for (Social Science). It is a computer software program 

was released in its first version in 1968 and is among the most 

widely used program for statistical analysis in social science in 

order to do all the analysis and to correlate variables. In addition, a 

Likert Scale measures the extent to which a person agrees or 

disagrees with the questions.  The plan is to use The Likert Scale in 

order to develop the study survey questionnaire. Likert Scale is a 

statistical scale to measures the extent to which a person agrees or 
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disagrees with the questions. The most common scale is 1 to 5. 

Often the scale will be one=strongly disagree, two= somewhat 

disagree, three=not sure, four= somewhat agree, and five=strongly 

agree.                                                                                  

3.1 Approach: 

  The study will investigate and gather information from the 

ACC using an employee survey as well as a customer survey in 

order to obtain the necessary information needed to complete it. It 

will also gather information   from the ACC archives detailing all 

information related to the study from the past ten years.  Upon 

distribution of the surveys, help will be offering to guarantee the 

accuracy and completion of the surveys from both the customers 

and the employees.                                   

3.2 Data Gathering Methods: 

  By pursuing various means of gathering data, this study 

will conduct (a) Diversity employeesô survey, (b) Diversity 

customersô survey and (c) customer retention survey. Other 

sources of data include ACC annual reports, customersô 

organization documents, organization chart, a formal mission 

statement, and brochures.                                                         
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3.3 Database of the Study:    

 Various data will be collected mainly from the library, which 

include sources such as, books, magazines, the world wide 

web(WWW) , for example  (www.diversityinc.com), ACC available 

documentations, such as brochures, monthly and annual reports, 

employees and customers database information, customers annual 

and monthly reports, non-profit organizations in Michigan, as well 

as U.S. statistical information. Finally, the survey results that the 

researcher will conduct with the ACC customers and employees 

are going to be a major contributing factor to the study.        

3.4 Validity of Data: 

  ñThe validity of data is only useful if it actually measures 

what it is supposed to be measuring. The concept of validity, 

therefore, refers to the extent to which the data we collect gives a 

true measurement/description of ñsocial realityò.  (Validity, n.d)  

(www.sociology.edu.uk/p1mc5n1a.htm).  All the data that this study 

will provide is to be collected directly from the employees and 

customers at the researcherôs workplace of the ACC.  The rest of 

the data will also be collected from actual monthly reports upon 

their retrieval from the ACC archives that are detailing all necessary 

data. The researcher will keep all the original data for future 

http://www.diversityinc.com/
http://www.sociology.edu.uk/p1mc5n1a.htm
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references as a proof its validity and accountability.                                                                                                                    

3.5 Originality and Limitation of Data: 

 In some contexts, data has some of the characteristics of 

"property". Data can be eligible just like other forms of property. 

Computer software, which is a trade secret, is eligible to a writ of 

seizure and sale. Data of the study will not be effective to all 

organizations. Customer retention, as well as diversity, is constantly 

changing with the human race. However, with this present study, 

data will be collected that is relative to ACC customers as well 

employees and will most likely be certainly valid. (Cameron, 1995)  

(www.jurisdiction.com/dmc0001.htm).                                                                                                                                    

3.6 Summary:                                                                    

  Quantitative methods and correlation is the design that the study 

plans to use.  Data collected will be analyzed using correlation 

between independent variables, which represent diversity in the 

workplace, and dependent variables, which represent customer 

retention analyses in order to prove and support the hypotheses or 

disprove them. Results of the surveys will give detailed analysis of 

the sample population surveyed.  The two surveys used to collect 

data from ACC employees and ACC customers will combine all of 

the above, so that it may be possible to make a conclusion of 

http://www.jurisdiction.com/dmc0001.htm
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whether there is, indeed, a relationship existing between diversity at 

the workplace and customer retention or the contrary.   
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Chapter 4: Data Analysis 

4.1 Overview: 

As the study stated in chapter one that the prime focus and the ultimate 

goal of this study was to explore and establish the relationship between 

diversity at the workplace (D) as an independent variable and customersô 

retention (CR) as a dependent variable in the non-profit organization in 

Michigan.  The researcher selected The Arab American and Chaldean 

Council (ACC) for the present study as a non-profit organization in 

Michigan.   

4.2  Survey Development:        

 Since, the finishing of the final proposal, researcher was 

concentrating to develop the research survey. Researcher had to develop 

three kinds of surveys. One of the surveys is for the ACC employeeôs 

demographics survey, the second for the ACC clientsô demographics, and 

finally the ACC clientsô retention survey. Researcher chooses the Likert 

Scales, because the Likert technique presents a set of an attitude 

statement. Subjects are to express agreement or disagreement on a five-

point scale for questions asked.  Each degree of agreement has a 

numerical value from one to five. A calculation of the total number of 

responses and the outcome is the goal at the end of the surveys. 
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Researcher makes careful consideration for each question chosen.  Each 

question developed and designed with the object in mind of answering the 

hypotheses question.  In addition, collecting information on the twelve (12) 

independent and dependent variables will help establish the proof on that 

hypothesis. These variables are (gender, age, race, ethnicity, religion, 

education, branding, reputation, GQS, communication, satisfaction and 

loyalty), which is the concern of the whole study.  All colleagues , at ACC, 

are aware of the study, with a sense of anticipation, and briefly updated on 

a daily basis, on the progress of the development of the survey. 

Researcher participates in this study. The distribution of the employeeôs 

eight-(8) question survey and the forty- one (41) clientôs survey took place 

at the ACC offices and outreach locations in the three (3) counties in 

Michigan. The mutual understanding reached between ACC and 

researcher is to administer the survey within one (1) month or so, and are 

to begin after the final approval of the Dr. Haifa Fakhouri, ACC President 

and CEO. The development of the surveys occurred while the researcher 

was waiting for the final proposal approval by the university faculty.   

4.3 Timing of Survey Administered:      

 By the end of September 06 and the beginning of October 06, the 

researcher final proposal was approved after (10) weeks of waiting. On 
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October12, 2006, ACC president and CEO Dr. Haifa Fakhouri approved 

the surveys to be administered in the ACC facilities, offices and outreach 

locations in tri-county. See Appendix 1. The distribution of the surveys to 

the clients and the employees took place on October12, 2006. Researcher 

collected the surveys at different times during the months of October and 

November of 2006. By November12, 2006, all the completed surveys and 

finished surveys were collected accordingly from the ACC and outreach 

offices.  

4.4 Distribution of the Survey:       

 The directors and coordinators of the ACC programs overlooked 

the distribution of most of the surveys administered.  A brief description 

about the goal and the content of these surveys was available to them for 

review. According to the Human Resources Department the full time 

employees of ACC is one hundred eight (108), which means that a total 

number of one hundred and eight (108)  employee surveys were 

distributed.  A number of six hundred (600) client surveys, demographic 

and client retention surveys were distributed.        

4.5 Response of the surveys:         

 Out of the one hundred (108) total number of employeeô surveys 

distributed, the researcher received ninety- seven (97) completed surveys, 
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which represents a ninety percent (90%) response. This percentage is 

acceptable and a very high level of response and is very sufficient to 

collect the needed data for the study.   The distribution of the ACC clientôs 

surveys took place in the same manner as the ACC employeesô surveys.  

Out of the six hundred (600) surveys that were distributed, the researcher 

received five hundred and sixty back, which represent ninety-three percent 

(93%) response. Out of the five hundred sixty (560) surveys, there were 

twenty -six (26) incomplete surveys, which the researcher rejected. That 

made the final percentage of the response eighty-nine (89%). This 

percentage was high enough and sufficient for the researcher.  The ACC 

employees offered help to those clients with limited reading abilities and 

language barriers.  The employees, in order for the clients to understand 

the meaning of the question and to answer it properly, offered a 

clarification of the content of each question and the answers.  Ensuring 

the accuracy of the data required a lot of effort from the employees 

administering the surveys and the clients, in terms of interpretation and 

time consumption. 

4.6 Surveys Handling         

 The employees with the utmost discretion handled the completed 

surveys and kept them with the program coordinators to be collected on a 
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daily basis by the researcher.  Immediately, after the researcher started 

receiving the surveys back, the recording of the results of each survey 

started   accordingly on the SPSS software program.  The researcher 

tagged each survey with a serial number to match the physical survey with 

the computer program and statistical reports. In addition, the researcher 

kept the surveys in a safe place for future references and use. The 

researcher will also keep the surveys available upon the request of the 

university.   The compiling of the survey results will be from three different 

sources.  The first one is from the ACC employeeôs demographics 

surveys, the second from the results of the ACC clientôs demographic 

surveys and third and source is the ACC clientsô retention survey. In the 

ACC clientsô retention survey part, in order to answer the question of the 

Branding, for example, the researcher used more than one question to 

satisfy the branding question, therefore, when clients answered the 

question categories of branding, there was more than one question to 

answer. Researcher adds up the score of the branding questions, and 

then divides them by the numbers of the questions. This is how the 

average is calculated. This average is the answer for the branding 

question.  The answers to the other questions on Reputation, Good 

Quality Services, Communication, Satisfaction and Loyalty are also 

resulted from applying the same method of calculation. 
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 4.7 Sources of the surveys:        

 ACC is operates in the Michigan tri-county area. ACC has offices in 

the three counties Wayne, Oakland and Macomb. In addition, ACC is 

serving Arab American and Chaldean clients as well clients of the 

mainstream. Most of the clients come from the ACC/ Department of 

Human Services (DHS), ACC/ Detroit Work First Program, and ACC/ 

(SEMCA) (Southeast Michigan Community Alliance), ACC/ Work 

Investment Act (WIA) Program, ACC/ Immigration Program, ACC/ Mental 

Health programs and ACC/ Woman, Infants and Children (WIC).   

4.8 Researcher Ethic, Objectivity and Attitude:      

 The researcherôs primary role was to conduct and administer the 

surveys with the highest standards of research ethics and neutrality. 

Researcher had to work as an observer without any intimidation to 

employees as well as clients. Researcher has always had a very positive 

attitude regardless of what situation he faced in this phase of the study. 

Finally, the researcher maintained his full objectivity of the matter.     

4.9 Are ACC employees as diverse as ACC clients are?   

 The ACC employees demographic survey as well the ACC clients 

demographic survey had eight (8) identical questions. These questions 

were as follows: 
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1. What is your sex or gender?   

2. What is your age? 

3. With which ethnicity group do you most closely identify? 

4. Which category most accurate describes your level of education? 

5. What is the religion in which you most identify with? 

6. What is your Race? 

7. What is the name of your county in Michigan? 

8. What is your country of birth? See Appendix 2 (A) and Appendix 2 

(B)                                                                             

4.10 ACC employeesô diversity according to the study out come are as 

follows: 

4.10.1 Gender Diversity:      

 According to the study results,   the gender distribution among ACC 

employees is as follow: There are sixty-one (61) female employees, 

which represents a percentage of 62.9%.  The number of Male 

employees is thirty -six (36), which represents 37.1%.  See Appendix 3 

page 1           

4.10.2 Age Diversity: According to the out come and the result of the 

study regarding the age, that age distribution of the ACC employees 

range between Twenty-(20) years old to seventy- (70) years old with a 
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Mean age of 44.01 years old.  Fifteen employees (15) are age group of 

(20-30) years, which represent a (15.5%).   Twenty-four (24) are in the 

age group of (31-40), which represent a (24.7%).Thirty (30) are in the 

age group of (41-50) years, which represent (30.9%).  Twenty-two (22) 

are in the age group of (51-60), which represent (22.7%).  Only six (6) 

are in the age group of (61-70) years, which represent (6.2%).See, 

Appendix 3 page 2 

4.10.3 Race Diversity:       

 According to the study out come of the race, distribution is as 

follow:  Eleven (11) employees are white, which represent an   

(11.3%). Seventy(70) employees are of White/Middle Eastern origin, 

which represent (81.4%). Six (6) employees are   African 

American/black, which represent (6.2%).  Five employees are of Other 

Race and finally, the other race, which are five (5) employees, which 

represent a (1%). See Appendix 3 page 2 

4.10.4 Ethnicity Diversity:      

 According to the out come of the study, the ethnicity distribution 

was as follows:  Fifty-Seven (57) are Arab employees, which represent 

58.8%.  Twenty-eight (28) are Chaldean employees, which represent 

28.9%.  Six (6) employees are African American employees, which 



 111 

represent 6.2%.   Four (4) employees are white employees, which 

represent 4.1%.  One (1) employee is of Hispanic/Latino, which 

represent 1%. Finally, one (1) employee is from South Asia, which 

represents 1% too. See Appendix 3 page 3 

4.1.5 Religion Diversity:      

 According to the out come of the study, the distribution of the 

religion among employees as follow: Sixty- seven (67) are Christian 

employees, which represent 69.1%.  Twenty-eight (28) are Muslim 

employees, which represent 28.9% from the total employees. Of other 

religions there is only two (2) which represent 2.1%. See Appendix 3 

page 3.             

4.10.6 Education Diversity:     

 According to the out come of the study, the distribution of the 

education among the ACC employees is as follows:  

      
   Pre-High School    03   03.1%  
     
    High School    06   06.2% 
  

Vocational School   01   01.0%  
      

 Community College  16   16.5% 
  

 University Graduate            39   40.2%  
    



 112 

 Masterôs Graduate    22   22.7%  
    

 Doctorate Graduate   02   02.1%  
     

 Ph.D. Graduate    07   07.2% 
            

 Other        1    01.0% 
 

See Appendix 3 page 3. 

4.10.7 Geographic Diversity:     

 According to the outcome of the study, sixty-six (66) employees of 

ACC, which represent 68%, are working in Wayne County, and twenty-two 

(22) employees who represent 22.9% are working in Oakland County and 

finally, nine (9) employees who represent 9.3% are working in Macomb 

county of Michigan. See Appendix 3 page 3 

4.10.8 Origin Diversity:                                                                                                                                    

The study and the survey shows the following statistical data:  

               Bangladesh  01  01.0% 

   Egypt   01  01.0% 

   Iraq   29  29.9% 

   Jordan  21  21.6% 

   Lebanon  08  08.2% 

   Palestine  07  07.2% 

   Syria   02  02.0% 

   USA   15  15.5% 



 113 

   Yemen  12  12.4% 

   Other   01  01.0%  

  See Appendix 3 page 3.         

4.11 ACC clientsô diversity according to the study out come is as follows:  

4.11.1 Gender Diversity:         

 The numbers of clientsô demographic survey   shows that the 

number of females who participated in the study is two-hundred and 

seventy seven (277), which represent (51.9%) of the total survey, while 

the number of males is two-hundred and fifty seven (257) clients, which 

represent a 48.1%. See Appendix 4 page 1. 

4.11.2 Age Diversity:          

 The outcome of the study shows the results of the age of the 

participating clients ranges between seventeen (17) years old through the 

age seventy-seven 77 years old.   The age distribution was as follows:   

One hundred and seventy eight (178) clients are in the age range of (17-

30) years old is 178 clients, which represent 33.3%.  One-hundred and 

seventy (170) are in the age range of (31-40) years old, which represent 

31.9%.  One-hundred and twelve (112)  clients are in the age range of 

(41-50) years old, which represent 20.9%.   In the age range of (51-60) 

years old, there are forty-five (45) clients, which represent 8.5%.   In the 
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age range of (61-70) years old, there are twenty-three (23) clients, which 

represent 4.3%. Finally, in the age range of (71-77) years old, there are 

only six (6) clients, which represent 1.1%. See Appendix 4 page 2.   

4.11.3 Race Diversity:        

 The out come of this study shows the following number, Thirty-four 

(34) clients are white, which represent 6.4%.  Three-hundred and eighty-

nine (389) are White-Middle Eastern, which represent 72.8% that 

represent the majority of ACC clientele, followed by the African Americans 

who numbered eighty-six (86) clients, which represent 15.9%. On the 

other hand, the number of South Asian clients is twenty-five (25) clients, 

which represent 4.7%.  Finally, the study shows other races of one (1) 

client which represent .2%. See Appendix 4 page 3. 

4.11.4 Ethnicity Diversity:       

 According to the out come of the study, the result shows the 

following statistics:   Out of the participating clients, the number of Arab 

clients is two-hundred and five (205), which represent 38.4%.   Chaldean 

clients are one-hundred and ninety-three (193) which represent 36.15% of 

the participants.  African Americans and/ or Blacks are eighty-six (86) 

clients, which represent 16.1%.  Twenty-five (25) are white clients 
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represent 4.7%.  Finally, there are twenty-five South Asian clients, who 

also represent 4.7% of the participants. See Appendix 4 page 3. 

4.11.5 Religion Diversity:  According to the out come of the study, the 

result is as follows:   Of the total participants, three-hundred and sixty four 

(364) clients are Christians, which represent (68.2%).  One-hundred and 

sixty-one are Muslim, which represent (30.1%). Finally, other religions with 

no clear identification, is nine (9) clients, which represent (1.7%) from the 

grand total. See Appendix 4 page 3.   

4.11.6 Education Diversity:       

 The survey shows that out of the total number of clients surveyed, 

two hundred and sixteen (216) clients are with no high school education, 

which represents 40.4% of the clients.   One hundred and eighty-nine 

(189) clients completed their high school education, which represent 

35.4% clients.  Twenty-one (21) are graduates from vocational institutions, 

which represent 3.9%. Clients who finished community college are fifty-

eight (58), which represent 10.9%. Thirty(30) clients are university 

graduates, which represent 5.6%.Twelve (12) clients carry a Masters 

degree, which represent 2.2%.  Finally, two (2) clients are with a degree of 

Doctorate and/or PhD, which represent 1.1%. See Appendix 4 page 3. 
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4.11.7 Geographic Diversity:       

 According to the study out come, of the total number of clients 

surveyed, three-hundred and thirty-four (334) clients live in Wayne 

County, which represent (62.5%).  One-hundred and thirty-three (133) 

clients live in Oakland County, which represent (24.9%). Finally, sixty-

seven (67) clients live in Macomb County, which represent a (12.5%) 

from the grand total of the study. See Appendix 4 page 3. 

4.11.8 Origin Diversity:                                                                                  

The study outcome shows the following result accordingly: 

Algeria   2  .4% 

Bangladesh  25  4.7% 

Egypt   15  2.8% 

Iraq   229  42.9% 

Jordan   41  7.7% 

Lebanon   40  7.5% 

Palestine   13  2.4% 
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Syria   13  2.4% 

USA   113  21.2% 

Yemen   41  7.7% 

Other   02  .4% 

 See Appendix 4 page 4.          

4.12. Testing the Study Hypotheses:      

 The whole study is trying to prove or disprove the hypotheses 

mentioned in the previous chapter, in order to establish, understand and to 

find the nature of the relationship between clients of ACC and the 

employees of ACC as well. In addition, this study is trying to find out what 

makes these clients keep coming for continued or additional services at 

ACC for a long time.  The researcher uses two (2) statistical correlations 

(Pearson Product-moment Correlation Coefficient (PPMC), Linear of 

Regression (R2), and two (2) statistical indicators (Mean and Standard 

Deviation), Survey Analysis and ACC annual reports. The purpose of the 

above methods and sources is to prove or disapprove the hypotheses 

basic questions and concerns.       

 These indicators and analysis methods are the following   
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(a) Pearson Product-moment correlation Coefficient (PPMC) 

http://en.wikipedia.org/wiki/Correlation        

(b) Linear of Regression (R2) (R Square)  

http://www.graphpad.com/curvefit/linear_regression.htm    

(c) Mean         

http://en.wikipedia.org/wiki/Mean        

(d) Standard Deviation      

http://www.answers.com/topicstandard-deviation     

(e) Survey Analysis          

(f) Annual reports of the ACC      

www.myacc.org 

 Data Analysis: 

4.12.a   Pearson Product-Moment Correlation Coefficient (PPMC) 

 In mathematics, and in particular statistics, the Pearson product-moment 

correlation coefficient (sometimes known as PMCC)(r) is a measure of 

how well the linear equation describes the relation between two (2) 

variables X and Y measured on the same object. It is the sum of the 

products of the standard scores of the two (2) measures divided by the 

http://en.wikipedia.org/wiki/Correlation
http://www.graphpad.com/curvefit/linear_regression.htm
http://en.wikipedia.org/wiki/Mean
http://www.answers.com/topicstandard-deviation
http://www.myacc.org/
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degrees of freedom. The correlation coefficient ranges from (-1) to (+1).  A 

score of (-1) shows that all data points lie on a single line but that (Y) 

increase as (X) decrease. A value of (+1) shows that a linear equation 

describes the relationship perfectly and positively, with all data points lying 

on the same line and with (Y) increasing with (X). A value of (0) shows 

that linear model is inappropriate- that there is no linear relationship 

between the variables. Therefore, this explanation will make any 

researcher more to the point in his/her analysis.  

Testing the Hypotheses:                                                                                         

4.12.a1 First Set of Hypotheses Using (PPMC): 

1.  What is the relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and BRA in the diverse workplace of the ACC?                       

Data Analysis: The result and the out come of the correlation between the 

dependent variable of Branding and the independent variables according 

to the PMCC indicator are as follows: Gender (.193), Age (.219), Race 

(.292), Ethnicity (.280), Religion (.196), and Education (.081)). See 

Appendix 4R.          

   The correlation is significant at the (0.01) level (2-tailed) for 

all the variables tested..   
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2. What is the relationship between D= (GE, AG, RAC, ETH, REL and   

EDU) and REP in the diverse workplace of the ACC? 

Data Analysis:  The out come of the researchersô survey and study 

indicated a very similar out come and result but with less correlation as 

noted. The statistic shows the following result for the following variables: 

Gender (.070), Age (.102), Race (.194), Ethnicity (.192), Religion (.118) 

and Education (.029)) See Appendix 5   

3. What is the relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and GQS in the diverse workplace of the ACC?                   

Data Analysis:  Based on the outcome of the researcherôs study, this is the 

independent variable and their correlations factors respectively: Gender 

(.009), Age (.047), Race (.158), Ethnicity (.147), Religion (.029), and 

Education (.004). See Appendix 6            

4. What is the relationship between D= (GE, AG, RAC, ETH, REL   and 

EDU) and a COM in the diverse workplace of the ACC?  

Data Analysis:  Based on the outcome of the researcherôs survey and  

study,  and the statistical data, the dependent  variable shows  the 

following correlation factors respectively to the following variables,  
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(Gender (-.082), Age (-.019), Race (.120), Ethnicity (.151), Religion (-

.025), and Education (-.010). See Appendix 7    

 5. What is the relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and a SAT in the diverse workplace of the ACC?  

Data Analysis:    Based on the outcome of the researcher study, this is the 

independent variables and their correlations factors respectively: (Gender 

(-.020), Age (-.035), Race (.173), Ethnicity (.121), Religion (-.020), and 

Education (.013)) See Appendix 8      

6. What is the relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and a LOY in the diverse workplace of the ACC?  

Data Analysis: Based on the outcome of the researcher study, this is the 

independent variables and their correlations factors respectively:(Gender 

(.186), Age (.199), Race (.220), Ethnicity (.264), Religion (.217), and 

Education (.194). See Appendix 9   

4.12.a2 Testing the Second Set of Hypotheses Using (PPMC): 

1. Which combination of D variables D= (GE, AG, RAC, ETH, REL                                                                                                                                                                

and EDU) best describe the relationship between D and BRA in the     

diverse workplace of the ACC?          
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Data Analysis: According to the outcome of the researcher survey and the 

statistic report based on the researcher study and analysis, it is obvious 

that the best combination between Diversity independent variables and 

the Retention dependent variables in regard of the dependent Branding 

variable are Race (.292), Ethnicity (.280), Age (.219), Religion (.196) 

Gender (.193) and Education (.081).   

2. Which combination of D variables D= (GE, AG, RAC, ETH, RE, EDU) 

best describe the relationship between D and REB in the diverse 

workplace of the ACC? 

Data Analysis: According to the statistic report based on the researcherôs 

study and analysis, the combination between diversity independent 

variables and the retention dependent variables in regard of the 

dependent reputation variable are Race (.194), Ethnicity (.192), Religion 

(.118), Age (.102), Gender (.070), and Education (.029)..   

3. Which combination of D variables   D= (GE, AG, RAC, ETH, REL and 

EDU) best describe the relationship between D and GQS in the diverse 

workplace of the ACC?  

Data Analysis: According to the statistic report based on the researcher 

study and analysis the combination between Diversity independent 
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variables and the Retention dependent variables in regard of the 

dependent Good Quality Services (GQS) variable are Race (.158), 

Ethnicity (.147), Age (.047), Religion (.029) Gender (.009), and Education 

(.004).  

4. Which combination of D variables D= (GE, AG, RAC, ETH, REL and 

EDU) best describe the relationship between D and COM in the diverse 

workplace of the ACC? 

Data Analysis: According to the statistics report based on the researcher 

study and analysis the combination between Diversity independent 

variables and the Retention dependent variables in regard of the 

dependent communication variable are Ethnicity (.151), Race (.120), 

Education (-.010) Age (-.019) Religion (-.025) and Gender(-.082).  

5. Which combination of D variables D= GE, AG, RAC, ETH, REL and 

EDU) best describe the relationship between D and SAT in the diverse 

workplace of the ACC? 

Data Analysis: According to the statistic report based on the researcherôs 

study and analysis the combination between Diversity independent 

variables and the Retention dependent variables in regard to the  
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dependent satisfaction variable are  Race (.173), Ethnicity (.121),  

Education (.013), Gender (-.020), Religion (-.020) and Age (-.035)    

6. Which combination of D variables D= (GE, AG, RAC, ETH, REL and 

EDU) best describe the relationship between D and LOY in the diverse 

workplace of the ACC?  

Data Analysis: According to the statistic report based on the researcher 

study and analysis, the combination between Diversity independent 

variables and the Retention dependent variables in regard of the 

dependent loyalty variable are Ethnicity (.264), Race (.220), Religion 

(.217) Age (.199), Education (.194), and Gender (.186)   

4.12.a3 Testing the  Null Hypotheses using PPMC     

                                                                                                                                                                                                                                                                                                                                                   

1.  There is no relationship between D=(GE, AG, RAC, ETH, REL, and  

EDU) and BRA in the diverse workplace of the ACC  

Data Analysis: In this segment of the study, the statistics outcome proves 

that there are existing relationships among all the independent and 

dependent variables. According to the correlation (PMCC), the relationship 

ranges between (+.292 (Race) to +.081(Education). See Appendix 4R.                                                                                                                                    



 125 

2. There is no relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and REP in the diverse workplace of the ACC. 

Data Analysis: In this segment of the study, the statistics outcome proves 

the existence of the relationship among all the independent and 

dependent variables. According to the correlation (PMCC), the relationship 

ranges between ((+194 (Race) to +.029 (Education)). See Appendix 5                                                                                                                                    

3. There is no relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and GQS in the diverse workplace of the ACC.         

Data Analysis: In this segment of the study, the statistics outcome proves 

the existence of the relationships among all the independent and 

dependent variables. According to the correlation (PMCC), the 

relationships ranges between ((+158 (Race) to +.004 (Education).    

See Appendix 6 

4. There is no relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and COM in the diverse workplace of the ACC.        

Data Analysis: In this segment of the study, the statistics outcome proves 

the existence of a relationship among all the independent and dependent 
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variables. According to the correlation (PMCC), the relationship ranges 

between ((+151 (Ethnicity) to -.082 (Gender)). See Appendix 7 

5. There is no relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and SAT in the diverse workplace of the ACC.           

Data Analysis: In this segment of the study, the statistics outcome proves 

the existence of the relationship among all the independent and 

dependent variables. According to the correlation (PMCC), the relationship 

ranges between ((+173 (Ethnicity) to -.035 (Age)). See Appendix 8 

6. There is no relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and LOY in the diverse workplace of the ACC    

Data Analysis: In this segment of the study, the statistics outcome proves 

the existence of the relationship among all the independent and 

dependent variables. According to the correlation (PMCC), the relationship 

ranges between ((+264 (Ethnicity) to +186 (Gender)). See Appendix 9      

4.12.b Data analysis according to the Linear Regression: (R²)  

  Linear regression analyzes the relationship between two (2) variables, X 

and Y. For each subject (or experimental unit) you know both X and Y and 

you want to find the best straight line through the data. In some situations, 
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the slope and/or intercept have a scientific meaning. In other cases, you 

use the linear regression line as a standard curve to find new values of X 

from Y, or Y from X. Statistically well known as (R²) with a value between 

(0.0 and 1.0), in which 0.0 represent that knowing X does not help you 

predict Y. In other word, there is no linear relationship between X and Y. 

The best-fit line is horizontal line going through the mean of all Y values. 

When (R²) equal 1.0, all points lie exactly on a straight line with no scatter. 

Knowing X let you predict Y perfectly.         

Researcher will examine the linear regression between the dependent and 

the following independent variables:       

-Branding & (gender, age, race, ethnicity, religion and education)   

-Reputation & (gender, age, race, ethnicity, religion and education)   

-GQS & (gender, age, race, ethnicity, religion and education)    

-Communication & (gender, age, race, ethnicity, religion and education)  

- Satisfaction & (gender, age, race, ethnicity, religion and education)  

- Loyalty & (gender, age, race, ethnicity, religion and education) 

The (R²) or the R Square statistic is a measure of the strength of 

association between dependent variables and independent variables. The 

large (R²)) or the R square values or if it is close to (+1.00) indicates 

strong relationships for both variables. The small R square values, or if it 
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is close to (+0.00) indicates weak relationships between variables. The 

(R²)) or the R square is (00) indicate that there are no relationships 

between the variables. Let us check out the outcome of the analysis of the 

following formulas:          

- Branding & (gender, age, race, ethnicity, religion and education). 

According to the above relationships, the researcher finds the following 

relationships between branding and the rest of the independent variables: 

The value and the outcome of the analysis of the (R²) or the R Square 

between these variables is as follow:       

-Branding: According to the study, the outcome of the linear of regression 

results for the variables (gender, age, race, ethnicity, religion and 

education) is as follow: Gender is (.850), Age (.848), Race (.896), Ethnicity 

(.898), Religion (.860), and Education (.007). See Appendices (16, 17, 18, 

19, 20, and 21) respectively        

- Reputation:  According to the study, the out come of the linear of 

regression results of the following variables (gender, age, race, ethnicity, 

religion and education) is as follow: Gender is (.005), Age (.010), Race 

(.037), Ethnicity (.037), Religion (.014) and, Education (.001).  See 

Appendices (22, 23, 24, 25, 26, and 27) respectively     
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-GQS:   According to the study , the outcome of the linear of regression 

results of the following variables (gender, age, race, ethnicity, religion and 

education) is as follows, Gender is (.000), Age (.002), Race (.025), 

Ethnicity (.022), Religion (.001) and Education (.000). See Appendices 

(28, 29, 30, 31, 32, and 33) respectively       

- Communication:   According to the study , the outcome of the linear of 

regression results for the following variables (gender, age, race, ethnicity, 

religion, education)  is as follows; Gender (.007), Age (.000), Race (.014), 

Ethnicity (.023), Religion (.001) and Education (.000).  See Appendices 

(34, 35,36,37,38 and 39) respectively        

- Satisfaction: According to the study, the outcome of the linear of 

regression results for the following variables (gender, age, race, ethnicity, 

religion and education) is as follows; Gender (.000), Age (.001), Race 

(.030), Ethnicity (.015), Religion (.000) and Education (.000).  See 

Appendices (40, 41,42,43,44 and 45) respectively    

   

-Loyalty: According to the study , the outcome of the linear of regression 

results for the following variables (gender, age, race, ethnicity, religion and 

education) is as follows; Gender (.035), Age (.039), Race (.048), Ethnicity 

(.070), Religion (.047), and Education (.037). From the above results 
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among variables are as follow; (Ethnicity, Race, Religion, Age, Education 

and Gender). See Appendices (46, 47,48,49,50, and 51) respectively  

  

4.12.c Data analysis according to the Mean: 

It is the total or the sum of the observations divided by the number of all 

the observations? The mean is the unique value about which the total or 

the sum of squared deviation is a minimum.   According to the 

researcherôs study and the statistical report, the out come of the variables 

mean is as follow: Gender is (3.45 = 1841 / 534). Education is (3.46= 1849 

/ 534). Age is (3.51= 1877/ 534). Religion is (3.73= 1990/ 534).  Ethnicity 

is (3.86= 2061 / 534). Race is (3.86= 2063/ 534), Communication is (3.95= 

2109/ 534), and GQS is (4.16= 2224 / 534). Reputation is (4.18= 2231/ 

534), Branding (4.19= 2235/ 534), Satisfaction is (4.41= 2353/ 534), and 

Loyalty is (4.70= 2510/ 534). See Appendix 10.  

Mean in this case means that the total points or values that any variables 

received per client divided by the total surveyed. As an example, the 

Gender variable received 1841 points when all the clients answered the 

gender question. The total number of the surveys is (534). See 

Appendix10A.   In other words, most of the clients chose 3 and 4 to 
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answer the question. When researcher checked for the two answers, 3 

and 4, both answers totaled the sum of (906 out of 1841) points which 

represent (47.6%) from the grand total of 1841 points. Mean in general 

represents the variables with a meaning to it. In addition, it is noticeable 

that when the mean increases the points or the value of the variables 

increases too, and the more the Mean increases the more you give the 

variable positive meaning too.  Let us look at the loyalty variable. The total 

sum of the Loyalty variable is (2510) and the Mean is (4.70). It is 

noticeable that many answers are concentrated around the answer (#5) 

(Strongly Agree), being a good answer.       

4.12d  Data analysis according to Standard Deviation: 

It is the square root of the average squared deviation from the mean. It is 

always a positive (+) number and its measurement always use the same 

units as the original data. Also, noted that if the data points are all similar, 

then the standard deviation will be low (closer to zero). If the data points 

are at a high variable, then the standard deviation is high (further from 

zero). Karl Pearson introduced the term standard deviation to statistics in 

1894. The out come of the researcher survey show the following result 

accordingly. See Appendix11. The following is the result and the out come 

of the researcher study. See Appendix 10 A 
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Accordingly, these are the results and the outcome of the standard 

Deviation. Also, to look at both measurements, researcher will use the 

Means before the Standard Deviation for a comparison reason as follow:  

(Gender (3.45 / 1.400), Education (3.46 / 1.450), Age (3.51 / 1.462), 

Religion (3.73 / 1.438), Ethnicity (3.86 / 1.272), Race (3.86 / 1.306), 

Communication (3.95 / .999), GQS (4.16 / .807), Reputation (4.18 / .794), 

Branding (4.19 / .880), Satisfaction (4.41 / .751), and Loyalty (4.70 / .668). 

See Appendix 10 

The mean and standard deviation of a set of data usually come together. 

In a certain sense, if the measurement of data is at the mean, then the 

standard deviation is a ñnaturalò measure of statistical dispersion.  This is 

because the standard deviation from the mean is smaller than any other 

point. In a normal distribution, (68.26%) of the scores are within one (1) 

standard deviation of the mean and about (95.46%) of the scores are 

within two (2) standard deviation of the mean and about (99.73%) lie 

within (3) standard deviation. (ñ68-95-99.7 ruleò). 

4.12.e Data analysis according to the survey analysis: 

 In each variables categories researcher will check for each variables the 

following Question:  
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Gender: When the client answered the question if he/she is coming and 

staying with the ACC because the gender variable, the answers were   

_Strongly & somewhat agree (5 and 4): 293/543 which represent 54.9%   

_Neutral (3): 118/534 which represent 22.1%     

_Strongly & somewhat disagree (1 and 2): 123/534 which represent 

23.1% 

 ((n=534) which is the total number of surveys)) See Appendix 12 page 1 

Age: When the client answered the question if he/she is coming and 

staying with the ACC because of the Age variable, the answers were 

_Strongly & somewhat agree (5 and 4): 316/543 which represent 59.1%   

_Neutral (3): 84/534 which represent 15.7%     

_Strongly & somewhat disagree (1 and 2): 134/534 which represent 25.1. 

See Appendix 12 page 1 

  Race: When the client answered the question if he/she is coming and 

staying with the ACC because of the Race variable, the answers were   

_Strongly & somewhat agree (5 and 4): 358/543 which represent 67%     

_Neutral (3): 91/534 which represent 17%      

_Strongly & somewhat disagree (1 and 2): 85/534 which represent 16%. 

See Appendix 12 page 1  
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Ethnicity: When the client answered the question if he/she is coming and 

staying with the ACC because the Ethnicity variable, the answers 

recorded were          

_Strongly & somewhat agree (5 and 4): 361/543 which represent 67.6%   

_Neutral (3): 90/534 which represent 16.9%     

_Strongly & somewhat disagree (1 and 2): 82/534 which represent 15.5 

%. See Appendix 12 page 2 

Religion: When the client answer the question if he/she is coming and 

staying with the ACC because the Religion variable the answers were 

_Strongly & somewhat agree (5 and 4): 328/543 which represent 61.4%   

_Neutral (3): 101/534 which represent 18.9%     

_Strongly & somewhat disagree (1 and 2): 105/534 which represent 

19.6%. See Appendix 12 p2 

Education: When the client answered the question if he/she is coming and 

staying with the ACC because the Education variable the answers 

recorded were          

_Strongly & somewhat agree (5 and 4): 298/543 which represent 55.8%   

_Neutral (3): 106/534 which represent 19.8%      

_Strongly & somewhat disagree (1 and 2) 130/534 which represent 

24.4%. See Appendix 12 page 2 
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Branding: When the client answered the question if he/she is coming and 

staying with ACC because the Branding variable, the answers were    

_Strongly & somewhat agree (5 and 4): 422/543 which represent 79%    

_Neutral (3): 97/534 which represent 18%     

_Strongly & somewhat disagree (1 and 2): 15/534 which represent 3%. 

See Appendix 12 page 2 

Reputation: When the client answered the question if he/she is coming 

and staying with the ACC because the Reputation variable the answers 

recorded were          

_Strongly & somewhat agree (5 and 4): 440/543 which represent 82.4% 

_Neutral (3):  36/534, which represents 6.7%     

_Strongly & somewhat disagree (1 and 2): 10/534 which represent 2%. 

See Appendix 12 page 2  

GQS: When the client answered the question if he/she is coming and 

staying with the ACC because the GQS (Good Quality Services) variable, 

the answers recorded were       

_Strongly & somewhat agree (5 and 4): 420/543 which represent 78.6%   

_Neutral (3): 104/534 which represent 19.4%     

_Strongly & somewhat disagree (4 and 5): 10/534 which represent 2%. 

See Appendix 12 page 3 



 136 

Communication: When the client answered the question if he/she is 

coming and staying with the ACC because the Communication variable, 

the answers recorded was       _Strongly & 

somewhat agree (5 and 4): 370/543, which represents 69.3%   

_Neutral (3): 121/534, which represents 22.6%    

 _Strongly & somewhat disagree (1 and 2): 43/534, which represent 8.1%. 

See Appendix 12 page 3  

Satisfaction: When the client answered the question if he/she is, coming 

and staying with the ACC because the Satisfaction variable, the answers 

recorded were         

_Strongly & somewhat agree (5 and 4): 463/543 which represent 86.8%   

_Neutral (3) 65/534 which represent 12.1%       

_Strongly & somewhat disagree (1 and 2): 6/534 which represent 1.1%. 

See Appendix 12 page 3  

Loyalty: When the client answered the question if he/she is coming and 

staying with the ACC because the Loyalty variable the answers recorded 

were            

_Strongly & somewhat agree (5 and 4):   492/543 which represent 92.3% 

_Neutral (3): 36/534 which represent 6.7%      
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_Strongly & somewhat disagree (1 and 2): 6/534 which represent 1%. See 

Appendix 12 page 3   

The above shows how many responses from the original total responses 

of (N) = (534) for each variables that the survey recorded accordingly. It is 

very noticeable from the above analysis that the following variables 

received the highest response to the combination (Strongly Agree and 

Somewhat Agree) going from the highest to the lowest according to the 

results:     

(Dependent Variables) 

1- Loyalty:    492/534    92.3% 

2- Satisfaction:  463/534    86.8% 

3- Reputation:  440/534    82.4% 

4- Branding:   422/534    79.0% 

5- GQS:   420/534    78.6% 

6- Communication:  370/534    69.3% 

(Independent Variables) 
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1- Ethnicity:   361/534    67.6% 

2- Race:   358/534    67.0% 

3- Religion:   328/534    61.4% 

4- Age:   316/534    59.1% 

5- Education:   298/534    55.8% 

6- Gender:   293/534    54.9%  

Data Analysis: This analysis intends to shed more light on the information 

inside the survey itself.  It shows clearly which variable received the 

highest points (Strongly Agree 5), and the lowest points (Strongly 

Disagree, 1).Total surveys are N= (534). See Appendix 12 page 1-3  

4.12.f  Analysis of Annual reports of the ACC:       

According to the information retrieved from the ACC actual annual reports, 

there is a clear  representation of the gradual increase in the   direction of 

the ACC clientele services in the past twenty-six years of clients services.  

This increase is reflected in the following data, which is actual data 

collected, not estimated, of all clienteles served during the past 26 years. 

The following chart sums up the information from the annual reports, 
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which clearly show the growth and the increase of the ACC actual 

clientele numbers since the inception of the ACC 1979/1980 until 

2004/2005  

Year     Actual clientele served 

79/80      000,421 

80/81      000,639 

81/82      01,045 

82/83      02,638 

83/84      04,791 

84/85      07,186 

85/86      08,910 

86/87      09,415 

87/88      11,931 

88/89      13,125 

89/90      14,001 
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90/91      14,867 

91/92      15,469 

92/93      19,297 

93/94      37,077 

94/95      42,495 

95/96      51,309 

96/97      55,937 

97/98      57,989 

98/99      63,960 

99/00      73,814 

00/01      85,274 

01/02      77,442 

02/03      82,743 

03/04      89,752 
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04/05      78,573 

These numbers reflect a general upward direction of the ACC in its efforts 

to maximize the services to the community members. This upward 

direction resulted in a tremendous increase in the ACC employees, 

services and the number of clients served, especially from Eastern 

European and the Iraqi war zones. See Appendices (13, 13A, 13 B, 13C, 

13D, 13E, and 13F) 
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Chapter 5: Summary, Conclusions, and Recommendations 

5.1 Summary: 

What triggered the entire study is the researcher deep desire to 

explore the relationship between diversity and customer retention at the 

ACC, as a non-profit organization in the state of Michigan.  Despite the 

lengthy process, and some obstacles along the way, the researcher 

managed to create some anticipation, and therefore encourage 

participation from all people involved in the study.  

The researcher started the process by developing special surveys 

that would help him extract vital information that would provide satisfactory 

results and outcome for such a study. Surveys were developed, 

distributed and eventually administered, with the help of some colleagues, 

at most of the ACC Arab American and Chaldean council offices and 

location in Detroit tri-county area. Three surveys were developed.  The 

first and the second were similar in nature and they targeted both the 
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employees and the clients at the ACC offices.  Their primary object is  to 

collect demographic information about the ACC employees as well as the 

ACC clients in order to establish the fact the diversity , in fact, is existent  

in regard of gender, age, race, ethnicity, religion and education. The third 

survey targeted the ACC clients only.  Its primary purpose is to develop 

proof on the proposed theory and establish the basic data necessary to 

answer the theorized questions.   The surveyôs purpose was to answer 

questions related to customer retention, and it is the core of the entire 

study.   The participation was voluntary; however, the response was 

tremendous from both sides, the employees and the clients. Out of one 

hundred and eight (108) full time employees of the ACC, ninety-seven 

employees (97) turned in their surveys with a response rate of 90%. On 

the other hand, 89% was the level of response by the ACC client.  Six ï

hundred (600) surveys were distributed and five-hundred and thirty-four 

(534) were actually acceptable by the researcherôs guidelines.  

The demographic surveys outcome and results for both employees 

and clients were very encouraging in order to prove the existence of 

diversity among both side. Surveys took place exclusively inside the 

premises of the ACC offices, where most of client services take place.  

The period set, was to complete the surveys within one month.  The study 
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targeted random samples of clients, who are available, and actively 

seeking services at the ACC offices.      

 For measurement of all study-related data, the Likert Scale was the 

only scale the researcher used with answers ranging from  a scale of five 

to one (5-1), five being the strongest, and one being the weakest. In 

addition, the researcher used the statistical program SPSS to generate 

statistical reports such as the (Mean, standard deviation) and others to 

help with the final analysis.  

The ACC demographic survey of gender shows that out of ninety-

seven (97) employees, sixty-one (61) are females, which represent 62.9%. 

Age diversity shows that, the age distribution range from twenty-years old, 

to seventy-years old ( 20 to 70 ) with a mean of 44.01 years old. Race 

diversity shows a huge representation to the white/middle eastern which 

the represent 81.4%, followed by white and African American. Ethnicity 

diversity in which Arab represents 58.8%, Chaldean is 28.9, African 

American and white is 6.2%, 4.1%, respectively. Religion diversity 

represents two major religions.  Christians, make up 69.1% and Muslims, 

with 28.9%.  Education diversity stretches from pre-high school to PhD.    

The highest concentration among the employees is the university 

graduates of 40.2%. Geographic diversity shows that most of the ACC 



 145 

employees live in Wayne County of 68%. Finally, the origin diversity 

concentration is the highest within (3) major ethnicities, Iraqis at 29.9%, 

Jordanians at 21.6%, and Americans   at 15.5%.  Yemenis make up 

12.4%.  

Clients survey result and outcome in the area of gender diversity 

shows 277/534 female, which represent 51.9%, and the male 257/534, 

which represent 48.1%. Age diversity ranges from seventeen-years of age 

to seventy-seven (17-77), with the majority in the age range of seventeen 

to forty (17 to 40) years old, which represent 65.2%. 

The white-middle eastern race dominates the group surveyed in the 

category of race diversity, which represent 72.8%.   Followed by, African-

Americans with 15.9%, while all others represent the rest. 

Ethnicity diversity represents the majority of clientele of the ACC. 

Arabs make up 38.4%, Chaldean 36.15% and African American of 16.1%. 

Small percentages make up all others. 

Religion diversity among the clients represents two major religions; 

Christianity and Islam in which the first group represents of 68.2% and the 

other group is 30.1%, respectively.  Others represent a small percentage. 
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  Education diversity on the other hand represents a wide range of 

the level of education.  Clients with no high school education make up the 

majority with a high 40.4%, followed by high school diploma of 35.4%.  

Others represent small percentages 

Iraqis dominate the origin of clients surveyed  with 42.9%, followed 

by clients from the United States of America  with  21.2%, 7.7% for Jordan 

and Yemen, and finally from Lebanon with 7.5%.  

Putting all collected data together required the utilization of several 

methods of analysis.   To summarize,  there were many  advantages of 

using different statistical indicators such as correlation coefficient, mean, 

standard deviation, and linear of regression. Briefly, the Pearson product-

moment correlation coefficient, well known as PPMC, is one of the 

statistical indicators that show the relationship between two sets of 

variables. The value of this indicator lies between (-1 and +1), significant 

correlation is noted, when the result or the outcome is +1 or close to that. 

No relation is noted, however, when the correlation is (0) and negative 

correlation when the value of correlation close to (-1).   In the study, the 

highest correlation was between the branding variable and race, which 

was (+.292) followed by branding and ethnicity at (.280).  The worst 

correlation, on the other hand, was between the satisfaction variable and 
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the education, which, in this case, is (ï.035). This PPMC is a good 

correlation indicator.         

Mean represents the average of each question that was answered 

by the client of ACC. Therefore, the mean was high when the total sum of 

the value is high.   In the case of loyalty, the mean was the highest with a 

value of 4.70 and the total sum value of 2510 points, while the mean was 

the lowest in the gender variable case, where the mean was 3.45 and the 

sum of the gender was 1841 points.    

 Standard deviation is also a good indicator and reflects almost the 

same as the mean does. In this study, researcher notices the correlation 

between mean and standard deviation. As the researcher used the 

previous example of the mean, researcher notices that as the mean 

increases, the standard deviation decreases. Moreover, it is good when 

standard deviation is smaller and close to the mean.  For example, the 

Gender variable has a value sum of 1841 points, mean of 3.45 and a 

standard deviation of 1.400. Meanwhile, the loyalty variable has a value 

sum of 2510 with a mean of 4.70 and standard deviation of .668. The 

smaller the standard deviation, therefore, the better it is.  

 Linear of Regression (R²) (R square): the value of this statistical 

indicator is from (00 to +1). This indicator is always a positive or (0) value. 
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(0) value means there is no relationship between variables. On the other 

hand, the closer the value is to (+1) the stronger the relationship is. The 

strongest relationship among the variables is between the branding 

variable and the ethnicity variable of a (.898) relationship or correlation, 

while there was no relationship or correlation between the satisfaction 

variable and the education variable (.000).   

 Finally, according to the researcher survey analysis, the following 

points were detected: The loyalty variable received the most points when 

clients answered the loyalty question with a points total of 425/534, which 

represent 79.6% when client selected a  5 from the survey, which was 

(strongly agree).  The worst answer received in this category was for the 

gender variable with a value sum points of 157, which represent 29.4%. 

The education variable received a low response totaling 95 points which 

represent 17.8%, when the client selected (1) from the survey which was 

(strongly disagree).   The least points received were of the variable Good 

Quality Service (GQS) with a total point of (1). 

5.2 Conclusions:        

 Generally speaking, in order to reach the conclusion, researcher 

has to answer each hypothesis question proposed in this study, in order to 

come up with the final and exclusive outcome and explanation. The 
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answers of such a study may be according to the expectations, or they 

could be in a completely different direction and much unexpected. Let us 

start with the first question and with the possible answer according to the 

statistical reports and the outcome of this study in general 

First Set of Hypotheses            

1. What is the relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and BRANDING in the diverse workplace of the ACC?  

Absolutely, there is a significant positive relationship and correlation 

between the diversity variables and the dependent variables, such as 

branding. This outcome of the study, according to the Pearson-moment 

correlation coefficient (PMCC), is as follows: Race (.292), Ethnicity (.280), 

Age (.219), Religion (.196), Gender (.193) and Education (.081). Yes, 

there is definitely a positive relationship between the Branding dependent 

variable and the rest of all independent variables.   

 Branding is not just a logo, sign or a trademark, branding is also 

people and cultural practices and values. The importance of the elements 

of diversity such as race, ethnicity and age is to form the idea of branding 

through the other human elements such as race and others.   According to 

the linear of regression (R²)) (R Square) the outcome of the study is as 
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follows: Ethnicity (.898), Race (.896), Religion (.860), Gender (.850), Age 

(.848) and Education (.007).  There is a tremendous positive relationship 

between branding and ethnicity, race, religion, gender and age.  The 

relationship between branding and education, however, is a very weak 

one     

 2. What is he relationship between D= (GE, AG, RAC, ETH, REL, and 

EDU) and REPUTATION in the diverse workplace of the ACC. 

 According, to the two following statistical reports of PMCC and (R²), 

the outcome of both indicators is as follow: PMCC: gender (.070), age 

(.102), race (.194), ethnicity (.192), religion (.118) and education (.029). 

R²:  ethnicity (.037), race (.037), religion (.014), age (.010), gender (.005) 

and education (.001). The correlation is highest between reputation and 

race followed by reputation and ethnicity. The weakest correlation is very 

noticeable in the relationship of reputation with education. There is almost 

no relationship at all.  

3.  What is he relationship between D= (GE, AG, RAC, ETH, REL, and 

EDU) and Communication in the diverse workplace of the ACC?

 According to both statistical indicators PMCC and (R²), the outcome 

of the study of these relationships is as follow: PMCC: gender (-.82), age 

(-.19), race (.120), ethnicity (.151) religion (-.025, education (-.010). 
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According to the (R²) indicator, the result and the outcome of the study is 

as follow:  ethnicity (.023), race (.014), gender (.007), religion (.001), age 

(.000), education (.000).  Communication, as indicated by the above 

measurement method, has the strongest correlation with ethnicity followed 

by race.    The weakest relationship is between and communication and 

education and age, with both having a value of zero (0) on the PMCC 

scale.  According to the (R²), the scale indicates   the strongest 

relationship with ethnicity and race, and is very weak, or non-existent 

between communication, and age and education.      

4. What is he relationship between D= (GE, AG, RAC, ETH, REL, and 

EDU) and GOOD Quality Service (GQS) in the diverse workplace of the 

ACC.          

 According to both statistical outcomes the results as follow:  On the 

PMCC scale,   gender is at (.009), age (.047), race (.158), ethnicity (.147), 

religion (.029) and education (.004).  According to the (R²) statistical 

report, the outcome as follow race (.025), ethnicity (.022), age (.002), 

religion (.001), gender (.000), and education (.000).  The PMCC 

correlation, as well as the (R²) represents the strongest relationship 

between GQS and race followed by ethnicity.  On the other hand, the 

following variables, age, religion, gender and education have an extremely 
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weak relationship with GQS, which make them non-existent in some 

sense or of no significance at all. 

5. What is he relationship between D= (GE, AG, RAC, ETH, REL, and 

EDU) and SATISFACTION in the diverse workplace of the ACC? 

According to the both statistical indicators, the outcome and the result are 

as follow: According to the outcome and results according to PMCC is as 

follow:  Race (.173), ethnicity (.121), education (.013), religion (-.020), and 

age (-.035). R2 is as follow: race (.030), ethnicity (.015), age (.001), 

religion (.000), gender (.000), and education (.000).  

According to the above outcome and the relationship among the variables, 

researcher indicates, according to PMCC, that there is mostly a positive 

relationship between the satisfaction variable and the other independent 

variables.  The highest relationship is between satisfaction and race 

followed by ethnicity.   The lowest is between satisfaction in relation to age 

and religion. The nature of the relationship is a positive one except with 

the education, which is in the negative territory. According to (R²) 

statistical indicators, two variables are positive and the other four variables 

show no relationships. Some variables may show very insignificant values, 

which also makes them almost non-existent.  
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6. What is he relationship between D= (GE, AG, RAC, ETH, REL, and 

EDU) and LOYALTY in the diverse workplace of the ACC?  

 The following are the values according to both statistical indicators 

and the outcome of the results, the values according to PMCC indicator: 

gender (.186), age (.199), race (.220), ethnicity (.264), religion (.217), and 

education (.194). The indicator (R²) gave the following values: ethnicity 

(.070), race (.048), religion (.047), age (.039), education (.037), and 

gender (.035).  Loyalty according to PMCC indicator has very high results 

and a very positive outcome in terms or its relationship with the other 

variables.  The highest relationship on both scales of measurement is 

between loyalty and ethnicity, followed by race, with the lowest correlation 

between loyalty and gender.  Yet, the fact remains that loyalty attained  

very high  points in this category of variables and relationships after  

branding , which has the highest, and its relationship with the other 

variables.           

Loyalty shows the best positive correlation between dependents and 

independents variables according to (R²) indicators, as well. All the 

relationships among all variables are significantly high and positive.  

Second Set of Hypotheses 
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1. Which combination of D variables D= (GE, AG, RAC, ETH, REL                                                                                                                                                              

and EDU) best describe the relationship between D and BRA in the     

diverse workplace of the ACC?        

 The best recombination according to the PMCC statistical  

indicator in the above hypotheses, according to this outcome, is between 

branding and the highest positive values, which, in this case, are between 

branding, race (.292) and ethnicity (.280).) The result and the outcome of 

the study according to (R²) statistical indicator also shows that the best 

combination is between branding, ethnicity (.898) and race (.896).    

2. Which combination of D variables D= (GE, AG, RAC, ETH, REL and 

EDU) best describe the relationship between D and REP in the diverse 

workplace of the ACC?          

The best recombination according to the PMCC statistical indicator in the 

above hypotheses according to this outcome is between REPUTATION 

and the highest and positive value among the variables. In this case, it is 

between reputation, race (.194) and ethnicity (.192). The result and the 

outcome of the study according to (R²) statistical indicator also show that 

the best combination is between reputation, and ethnicity (.037) and race 

(.037).            

3. Which combination of D variables   D= (GE, AG, RAC, ETH, REL and 
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EDU) best describe the relationship between D and GQS in the diverse 

workplace of the ACC?           

The best recombination according to the PMCC statistical indicator in the 

above hypotheses according to this outcome is between GQS and the 

highest and positive value among the variables. In this case, it is between 

GQS, and race (.158) and ethnicity (.147). The result and the outcome of 

the study according to (R²) statistical indicator also shows that the best 

combination is between GQS, race (.025) and ethnicity (.022).    

4. Which combination of D variables   D= (GE, AG, RAC, ETH, REL and 

EDU) best describe the relationship between D and COM in the diverse 

workplace of the ACC?        

 The best combination according to the PMCC statistical indicator in 

the above hypotheses and according to this outcome is between COM 

and the highest and positive value among the variables. In this case, it will 

be between COM and ethnicity (.151) and race (.120). The result and the 

outcome of the study according to (R²) statistical indicator also show that 

the best combination is between COM, and ethnicity (.023) and race 

(.014).            

5. Which combination of D variables   D= (GE, AG, RAC, ETH, REL and 
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EDU) best describe the relationship between D and SAT in the diverse 

workplace of the ACC?  

The best combination according to the PMCC statistical indicator in the 

above hypotheses according to this outcome is between SAT and the 

highest positive value among the variables. In this case, it will be between 

SAT, and race (.173) and ethnicity (.121). The result and the outcome of 

the study according to (R²) statistical indicator also shows that the best 

combination is between SAT, and race (.030) and ethnicity (.015).   

6. Which combination of D variables D= (GE, AG, RAC, ETH, REL and 

EDU) best describe the relationship between D and LOY in the diverse 

workplace of the ACC?        

 The best combination according to the PMCC statistical indicator in 

the above hypotheses according to this outcome is between LOY and the 

highest positive value. In this case, it will be between LOY and ethnicity 

(.264) and race (.220). The result and the outcome of the study according 

to (R²) statistical indicator shows that the best combination is between 

LOY, and ethnicity (.070) and race (.048) 

Third Set of Hypotheses            
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1. There is no relationship between D= (GE, AG, RAC, ETH, REL, and 

EDU) and BRA in the diverse workplace of the ACC.   

The study proves this hypothesis wrong. There is a definite 

relationship between the dependent branding (BRA) variable and the rest 

of all independent variables according to both statistical analysis of PMCC 

correlation and (R²) linear of regression, both are proving that all the 

variables significantly and positively relate to each other.     

2. There is no relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and REP in the diverse workplace of the ACC. 

The study proves this hypothesis wrong. There is a definite relationship 

between the dependent reputation (REP) variable and the rest of all 

independent variables according to both statistical analysis of PMCC 

correlation and (R²) linear of regression, both are proving that all the 

variables a significantly and positively relate to each other.   

3.  There is no relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and GQS in the diverse workplace of the ACC.  

Yes, according to the (R²) linear of regression there is no relationship 

between some independent variables with the respect to the dependent 
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variable Good Quality Service (GQS) and two other independent variables 

of gender (.000), and education as well as of (.000). PMCC correlation 

reflect a positive, but insignificant relationship among the rest of the 

variables           

4. There is no relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and COM in the diverse workplace of the ACC.  

Yes, according to the (R²)  linear of regression there is no relationship 

between some independent variables with the respect to the dependent 

variable communication and two other independent variables of age 

(.000), and education as well as of (.000). PMCC correlation is reflecting a 

positive relationship among the rest of the variables.    

5.  There is no relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and SAT in the diverse workplace of the ACC.    

 Yes, according to the (R²)  linear of regression there is no 

relationship between some of independent variables with the respect to 

the dependent variable satisfaction and three other independent variables 

of religion (.000), gender and education of (.000).  PMCC correlation is 

reflecting a positive relationship among the rest of the variables.  
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6.  There is no relationship between D= (GE, AG, RAC, ETH, REL and 

EDU) and LOY in the diverse workplace.                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                      

The there are a definite relationship between the dependent loyalty 

variable and the rest of all independent variables according to both 

statistical analysis of PMCC correlation and (R²) linear of regression, both 

are proving that all the variables significantly and positively relate to each 

other. To the best of the researcherôs knowledge so far, this study and 

analyses is one of the first attempts to explore the relationship between 

diversity variables among agencies with such a nature of total diverse 

employees as well as clients.  In addition, how diversity  ties in with 

customer retention is explored through each  Diversity variable, the 

Independents (D), and the Customer Retention variables, the dependents 

(CR). This study is the first trial or attempt of this nature. Researcher, 

however, believes very strongly that there is still a window of opportunity 

to do further research, especially in-nonprofit organizations.  This makes it 

an excellent opportunity for students, or other researchers to expand the 

study to be done exclusively on certain groups of the population.   

The ACC president and CEO said about diversity ñToday, our clientele has 

become more diverse, and multi-ethnic. The rapid influx of immigrants 

from Eastern Europe as well as the mainstream in general have not only 
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offered us an opportunity to expand our services, but we have also seen 

the need to increase our revenue to meet these very important needò 

ñACC annual report 2005ò.          

5.3 Recommendations:    

1. Replicate this study for other workplaces at different geographical 

locations that are similar in organizational nature and line of customer 

service prior to generalizing about the outcome of this particular study.   

2. Current study cannot expose and study all the independent and 

dependent variables in a very short time. The study therefore needs to 

encompass other variables, and encourage further research on the 

subject in the future in a wider frame of time.       

3. Take caution when performing a study of this nature, or if doing further 

investigation or research, in light of all the current racial issues we face 

today, especially when dealing with new clients or employees.   

4. Do the survey very often and on a regular basis based at your agencyôs 

needs. 

5. Do a face-to-face interview with clients they cannot read, write and 

speak English.          

6. The workplace needs to become more culturally aware. You have to 

walk the talk.           
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7. Encourage the adoption of a diversity initiative at all organizations and 

ACC in particular. This not just a training session but it should be a way of 

doing business, and learning how to conduct one self as an agency.  

8. The ACC should give the communication variables a great deal of 

attention. Clients in their responses are indicating a lack of communication 

particularly in the areas of (e-mail, annual reports, follow up with cards as 

well as phone calls)         
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