
Factors Influencing Customer Satisfaction in the Logistics

Industry

S ridha r S , Dr.N.Nirm ala Dev i

sridha r.s@ fireb ird.net.in ,nirma la dev i.n@ fireb ird.a c.in

I. INTRODUCTION

T his re sea rch focu ses on th e f ac tors a ffec ting
c ustom er sa tisfa ction in the logistics indu stry in India .
It inv estiga tes th e re la tionship be tw een se rv ic e q ua lity ,
tec h nology a doption , pricing /tra nsporta tion cost, a nd
th e ov era ll sa tisfa ction a nd loya lty th at cu stom e rs
e xpe rience wh en u sing logistic s serv ice s. As logistic s
is a critic al pa rt of India 's growing e-com m erc e a nd
bu sine ss e nv ironm e nt, u ndersta nding wh a t m ake s
c ustom ers sa tisfie d h a s bec om e h igh ly rele va nt to
c om pa nies opera ting in th is se ctor.

L ogistic s pla ys a v ita l role in fac ilita ting the m ov em ent
of go ods fro m produ cers to consu m ers in a tim e ly a nd
c oordinate d m a nne r. Th e ra pid grow th of online
sh opping a nd digita l tra de in India h a s pla ce d
inc re a sing pressu re on logistic s c om pa nies to prov ide
relia ble , fa st, a nd tru stworth y d elive ry serv ic es.
A lth oug h th e indu stry is e xpa nding qu ic kly, it c ontinu es
to fa ce ch a lle nge s su c h a s poor ro ad conditions,
tra ffic congestion , lim ited wa re hou sing infra struc ture,
h igh fu el costs, and flu ctu ating regu la tions, all of
w hich ca n lea d to de la yed de liv eries a nd dissa tisfie d
c ustom ers.

A ch ie ving h igh le ve ls of cu stom e r sa tisfa ction is
e ssentia l, a s satisf ied cu sto m ers are m ore like ly to
c ontinu e using a serv ice a nd rec om m end it to othe rs,
w hile poo r e xpe rience s su c h a s la te deliv eries,
da m age d goods, or ine ffec tiv e com m u nica tion d rive
c ustom ers towa rd c om pe titors. T his stu dy th erefore
inv estig ates th e exte nt to w h ich service qu a lity,
tec h nology a doption , and transportation c ost jointly
a nd indiv idu a lly influe nce cu stom e r sa tisfa ction in the
India n logistics ind ustry.



Th e growth of online sh opping a nd digita l trade in
India ha s intensified de m a nd for depe ndable de liv ery
serv ice s. C ustom er satisf ac tion in th is conte xt is
sh ap ed b y th e qua lity of serv ice prov ide d, th e
tech nology use d to tra ck a nd m ana ge sh ipm ents, a nd
the pric ing struc tu res ado pte d by logistics c om pa nies.

Prior re sea rc h (M entzer et a l., 20 01; Bie nstock et a l.,
1997) ha s e stablish ed th a t service qua lity, price, a nd
reliab ility influ ence c ustom er sa tisfa ction in th e
logistics field, a nd tha t strong serv ice perform a nce
a nd tim ely deliv ery h e lp bu ild c ustom er tru st
(C hristoph er, 201 6). H owe ve r, m ost of th is rese arc h
h as be en c onduc te d in de ve lope d o r internatio na l
m a rkets, with co m pa rativ ely lim ite d e m pirica l a ttention
giv en to th e India n logistics c onte xt, w he re c om pa nies
fa ce distinc tiv e opera tional c onstra ints su ch as traf fic
conge stion, ina de qua te roa d inf ra struc tu re, a nd h igh
transportatio n costs.

C ustom er sa tisfa ction in the India n logistics indu stry
h as show n a consistent u pwa rd tre nd ove r th e pa st
dec a de, rising from a pproxim a tely 63 pe rc ent in 2015
to a proje cted 84 pe rcent by 2025, reflecting
im prove m e nts in tra cking tech nology , de liv ery spe ed,
a nd c ustom er-c entric serv ice ( Ballou , 2007). Th is
positive tra jectory h ig hligh ts th e grow ing im p orta nce
of ide ntif ying wh ich spec ific f ac tors a re d riving th ese
ga ins in cu stom er sa tisfa ctio n.

Th e logistic s indu stry play s an im portant role in
ena bling trad e, bu siness de ve lopm e nt, a nd ev eryda y
com m e rce, a role th a t h a s grow n fu rth er with th e
expa nsion of e -com m erce a nd im port-export a ctiv ity in
India . Bec a use sa tisfied cu stom e rs a re m ore likely to
rem ain loya l a nd reco m m end a provider, wh ile de la ys,
da m a ged good s, a nd poor c om m unic ation erode tru st
(G h ou m ra ssi & Tigu , 2025), u nderstanding the drive rs
of c ustom er sa tisfa ction is of dire ct co m m e rcia l
im porta nce to lo gistics com panie s.

W h ile prev iou s studies h a ve linke d serv ice qu ality,
pric ing, and reliability to cu stom er satisfac tion in
logistics (M entzer et a l., 2001; Bienstock et al., 19 97;
C hristoph er, 2016) , m ost of th is e vidence origina tes
from m a rkets outside India . India n log istics
com pa nies opera te u nde r c ond itions th a t a re, in
sev era l re spects, uniq ue — inc lu ding traf fic congestion ,

inconsistent roa d infrastru ctu re , and vo la ti le
transportatio n co sts — ye t rela tive ly fe w studies h av e
exa m ine d h ow the se c onditions sh a pe cu stom e r
sa tisfa ction. T his ga p in India-spe cific em p irica l
resea rch form s the central rese a rc h proble m
a ddressed by th is study : ide ntif ying th e ke y fa ctors —
serv ice qu a lity, tec hnolog y a doption , a nd

pric ing/transporta tion c ost — th a t de term ine
c ustom er sa tisfa ction in th e Indian logistic s indu stry .

Ba se d on the rese a rc h proble m ide ntif ied a bove , the
stu dy se eks to answe r the following re sea rch
qu estions:

1) Does service qu a lity (tim e liness, ac cu ra c y, a nd
c ond ition of goods) a ffe ct cu stom er sa tisfa ction in
th e logistic s indu stry ?

2) D oes tech nology a doption im pac t cu stom e r
sa tisfa ction in the log istics industry?

3) Do es pricing/transporta tion cost influ ence
c ustom er sa tisfa ction in th e logistics ind ustry?

In line with th e resea rch que stions, th e objec tive s of
th e stu dy are a s follows:

1) T o id entify wh eth er se rv ic e qua lity is a n
influ encing fa ctor o n cu stom e r sa tisfa ction in the
logistic s indu stry .

2) To exa m ine wh eth er te ch no logy ad option
a ffe cts c ustom er sa tisfa ction in th e logistic s
indu stry.

3) To exa m ine w he th er pricing/ tra nsporta tion c ost
a ffe cts c ustom er sa tisfa ction in th e logistic s
indu stry.

T his re sea rc h is v alua ble to sev era l sta keh olders. For
c ustom ers, it identifies wh a t th ey v alue m ost —
tim eliness, ac cu rac y, tra nspa re nc y, a nd fa ir pricing —
a nd sh ow s h ow digita l trac king a nd c om m u nica tion
sy ste m s giv e c ustom ers grea ter c onfidenc e in th e ir
de liv erie s (Ko tler & Keller, 20 12).

For logistics com panies, th e stu dy provides insigh t into
th e fac tors tha t m ost strong ly influ ence cu stom e r
sa tisfa ction a nd loya lty, h elping busine sses im prove
se rv ic e qua lity, m a nage tra nsporta tion co sts, a nd
a dopt m odern te ch nologie s to re m a in co m petitive
(H u lt, 2001). For policym ake rs, th e findings h elp
identify ch a lle nge s su ch as tra ffic c ongestion , poor
infra stru c tu re, and high opera ting co sts th a t a ffec t the
se ctor (M entze r et a l., 2001), su pporting policy
de cisions on infra stru ctu re d ev elopm ent a nd
w orkf orc e training . Fina lly , for resea rch ers a nd
stu dents, th is stu dy h elps fil l th e gap in India -specific
logistic s lite ra tu re a nd provides a founda tion for f utu re
rese a rc h into digita l tra nsf orm a tion, su sta ina ble
logistic s, and cu stom e r expe rience m ana gem ent
(C h ristophe r, 2016) .

II. LITERATURE REVIEW



Th is ch apte r re vie ws literatu re relev ant to cu stom e r
sa tisfa ction in th e logistic s indu stry. It begins with a n
ov erview of the Indian logistics sector, fo llow ed by a
disc ussion of th e depende nt v a riab le, cu stom e r
sa tisfa ction , and the inde pendent v a riab les of service
qu a lity, tec hnology a doption , a nd
pric ing/tra nsporta tion cost. D efinitions from pre vious
stud ies are presented, a nd th e rela tionsh ips be twee n
the indepe nd ent v a ria bles a nd cu stom e r sa tisfa ction
a re e xa m ined base d on findings fro m estab lish ed
lite ratu re , la ying the th eore tica l fou nda tion for th e
resea rch fra m e work a nd h ypoth eses u sed in th is study .

Th e logistics indu stry play s a critic al role in India's
ec onom ic growth , encom passing tra nsporta tion ,
wa reh ou sing, pa cka ging, inv entory m ana gem ent, a nd
distribu tion. As one of the fa ste st-growing econom ies
in th e world , India h a s e xpe rience d a sh a rp rise in
dem a nd for ef ficient logistic s se rv ic es, su pported by
gov ernm ent efforts to im prov e road, ra il , port, a nd air
infra stru ctu re . Th e sector rem a ins div erse a nd
fra gm e nted, co m prising both sm a ll enterprises a nd
la rge organise d pla yers, with roa d tra nsp ort ha ndling
a pproxim a tely 60 pe rc ent of freight m ov em ent (S a ha y
& M oh an, 2003; Kotle r & Ke lle r, 2012) .

In re ce nt y ea rs, tec hnolog y h a s begu n resh a ping India n
logistics, with growing u se of G PS trac king, w areh ou se
a utom ation, a nd digita l orde r-m ana gem ent platform s.
Th e introduc tion of the G ood s a nd Se rvices Ta x (G S T)
h as ea sed inter-sta te m ov em ent of goods, a nd
gov ernm ent infrastru ctu re in itia tive s continue to
strength e n the se ctor. No ne th eless, ch a lle ng es suc h
a s poor inf ra struc tu re, tra ffic c onge stion , a sh ortage of
skil led la bou r, a nd h igh tra nsportation costs persist
(Kotle r & K eller, 2012 ).

Se rvice qu a lity is widely re ga rde d in a ca dem ic
lite ratu re a s one of the m ost im porta nt de te rm ina nts
of cu stom e r sa tisfa ction , partic ularly in
serv ice -o riente d indu stries su ch a s logistic s.
Pa rasu ra m a n, Z eith a m l, a nd Be rry (198 8) de fine
serv ice qu ality a s th e deg re e to wh ic h a service
prov ider fulfils cu stom e r expec tations with respe ct to
dep endability, responsiv eness, a ssura nce, a nd
em pa th y.

A ccording to th e SE RV QUA L m odel, cu stom e r
sa tisfa ction arise s wh en p erceive d service qu a lity
m a tch es or excee ds cu stom e r expec ta tions. In
logistics, this is strongly sh a ped b y fa ctors su ch as
on-tim e deliv ery, sh ipm e nt ac cu rac y, the c ondition of
goods re ceive d, a nd clea r com m u nica tion. W he n
logistics com pa nies consistently pe rfo rm w ell on
the se dim ensions, c ustom ers de ve lop positiv e

e va lu a tions th at tra nsla te into h igh er satisfac tion
(P ara su ra m a n e t al., 1988).

C u stom er sa tisfa ction is a fou nda tional conce pt in
m a rke ting a nd serv ice m ana gem ent lite ratu re . Olive r
(1 980) def ines it a s a psyc hologic al or em otional
resp onse resu lting from com p aring prio r e xp ecta tions
w ith the perce iv ed perform a nce of a produ ct or service,
w hile Kotler a nd Keller (2016) sim ila rly de scribe it a s

th e ple asa nt or u nple asa nt fe eling th at re sults from
c om pa ring perce iv ed perform a nce a ga inst
e xpe cta tions.

In the context of logistic s, cu stom e r satisfac tion
ref lec ts a n ov era ll a ppra isa l of service perform ance in
term s of delive ry reliability, re sponsive ness, a nd
c onsistency (M e ntzer, F lint, & H u lt, 2001). S atisfac tion
is a key determ inant of c u stom er re te ntion a nd
long -term rela tionsh ip s (G ho um ra ssi & T igu , 2018),
a nd h igh er sa tisfa ction is linke d to im prove d com pa ny
pe rform a nc e, com petitiv e adv a nta ge, a nd profita bility
(A nderson, Fornell, & Le hm a nn, 1994). In this stu dy,
c ustom er sa tisfa ction is trea ted a s th e de pendent
v a riab le, refle cting th e ov era ll ou tc om e of logistic s
se rv ic e pe rform a nc e a s sh a ped by serv ic e qu a lity,
tec h nology a doptio n, a nd pricing/tra nsp orta tion cost.

S erv ice qua lity refe rs to a prov ider's ca pa city to
c onsistently m e et or excee d cu stom e r e xpe ctations,
a nd is conce ptua lised a s th e ga p betwe en expecte d
a nd pe rc eiv ed serv ice perform ance (Pa ra sura m a n et a l.
, 1988). In logistics, th is m a nifests th rou gh on-tim e
de liv ery, order ac cu rac y, th e ph ysica l condition of
goo ds, a nd effe ctiv e com m u nica tion (M e ntzer e t al.,
200 1).

Em piric al studies co nfirm a positiv e re la tionsh ip
be twee n serv ice qua lity and cu stom e r sa tisfa ction.
Bienstock, M entzer, a nd Bird (1997) fou nd th a t deliv ery
relia bil ity, order a cc u ra cy , and inform a tion qu a lity
signific antly influ ence sa tisfac tion , w hile Pate l a nd
R ed dy (2021) sim ilarly re porte d th a t on-tim e d elive ry
a nd app ropriate h a nd ling of goods driv e positive
c ustom er sa tisfa ction. Cronin a nd T ay lor (1992)
fu rthe r argu e th a t service qua lity is a n a nte cede nt of
sa tisfa ction , m e aning th a t im prove m e nts in serv ice
qu a lity tra nsla te direc tly into im prove d satisfac tion
ov er tim e — a rela tionsh ip th a t is p articu larly sa lient in
logistic s, wh ere serv ice encou nters a re frequ ent a nd
h igh ly v isible to th e cu stom e r.

C u stom er service , close ly rela ted to service qu a lity,
e nc om pa sses the su pport provided b efore, du ring, a nd
a fter service de liv ery, inc lu ding h a ndling enqu iries a nd
reso lving c om plaints (Kotler & Keller, 2016). Hom bu rg
a nd Furst (2005) found th at e ffec tive com pla int



h andling positive ly af fects satisf ac tion ev en a fter a
serv ice fa ilure , a nd A m in a nd Se la m a t (2019) reported
tha t re sponsiv e, professiona l c ustom er service
signif ica ntly im prove s sa tisfac tion and trust in
logistics providers. Collec tiv ely, th e litera tu re indica tes
tha t high serv ic e qua lity — enc om pa ssing both
ope ra tiona l p erform a nce a nd cu stom e r serv ice —
bu ild s tru st, redu ce s unc erta inty, and is a c ritica l
dete rm ina nt of cu stom e r sa tisfa ction in th e log istics
indu stry .

Te ch nology ad option refers to th e extent to wh ic h
orga nisatio ns ac cep t and a pply digita l tools a nd
innova tions to enha nce opera tions a nd serv ice deliv ery
(R ogers, 2 003). In lo gistics, th is inclu des G PS tra cking,
m o bile applica tions, w areh ou se a u to m a tion, a nd
a utom ate d d elive ry proc esses. Da v is's (1989)
Te ch nology A cce ptance M odel (T AM ) sugg ests th a t
perc eiv ed u sef ulne ss and pe rc eive d ea se of u se a re
key determ ina nts of tech nology ado ption , and th at in
serv ice contexts, te ch nology enh a nc es tra nspa re nc y,
redu ce s e rrors, a nd im prov es th e ove rall cu stom e r
experience.

Em pirica l ev ide nc e links te ch nology a doption to
cu stom e r sa tisfac tion. La i a nd W ong (2 019) fou nd th at
rea l-tim e tra cking system s a nd dig ital inform ation
sh aring significa ntly im prov e serv ice visibil ity a nd
cu stom e r satisfac tion , wh ile G una seka ran,
Su bra m a nia n, a nd R a h m a n (20 15) re porte d th a t
tech nology -e nabled logistics opera tions e nh a nce
responsiv eness and re du ce service errors. Ch opra a nd
M e indl (2016) fu rth er no te th at digita l pla tform s
im prove coordina tion a nd inform a tion flow be twee n
logistics pro vid ers a nd cu stom e rs, redu cing cu stom e r
a nxie ty a nd im proving satisfac tion. Ove rall, th e
lite ratu re su ggests th a t tech nology a doption enh a nc es
serv ice ef ficiency, tra nspa re nc y, a nd relia bility, a nd is
the refore expec ted to be positive ly a ssociated w ith
cu stom e r sa tisfac tion in th e logistic s indu stry .

Tra nsporta tion cost refe rs to th e expenses inc urred in
m o ving goo ds fro m one lo ca tion to a nothe r, inclu ding
fu el, la bou r, v eh ic le m a intena nc e, and toll c ha rges, and
is a m ajor c om pone nt of ov era ll logistics cost th a t
dire ctly sh a pes c u stom er pe rc eptions of va lu e
(C hristoph er, 2016). Ze ith am l ( 1988) links cu stom e r
sa tisfa ction to perce iv ed va lu e — th e tra de-off
betw een wh at a cu stom e r rec eiv es a nd wh a t th ey
sa crifice in pric e — suc h tha t sa tisfa ction rise s w he n
transportatio n costs a re se en a s rea sonable re la tive to
serv ice qu a lity.

Bie nstoc k, M entze r, a nd Bird (1997) fou nd th at pricing
fa irness a nd cost tra nspa re nc y positive ly influ ence

c ustom er sa tisfa ction , partic ularly wh en prov ide rs
c lea rly com m u nica te pric ing stru ctu res a nd av oid
h idd en ch a rge s. Conv ersely , G h ou m ra ssi a nd Tigu
(2 018) fou nd th a t h igh or u npredic ta ble tra nsporta tion
c osts ca n nega tiv ely a ffec t satisf ac tion , esp ecially in
c om pe titive , price-sensitiv e m a rkets. Hsiao , Ke m p, and
v a n de r Vorst ( 2011) sim ila rly note th a t transpa rent
a nd fle xib le pric ing stra tegie s he lp bu ild long -term
c ustom er re la tionsh ip s. Ta ken tog ethe r, th e lite ra ture
su gge sts tha t rea sona ble, transpa rent, a nd
v a lu e-ba sed tra nsp orta tion c osts a re p ositiv ely
a ssocia te d with c ustom er sa tisfa ction , w hile high or
u ncle a r pricing ca n lea d to dissa tisfa ction.

D raw ing on the S ER VQU AL a nd T ech nology
A cc eptanc e fra m e works, th e lite ra tu re su ggests th a t
c ustom er sa tisfa ction in the logistics indu stry re su lts
from the com bined influe nc e of se rv ic e qu a lity,
tec h nology adop tion, a nd pric ing/transportatio n cost.
S erv ice qu ality is consiste ntly ide ntified as one of the
strongest predictors of satisfa c tion, giv en its direc t link
to re lia bil ity a nd trust (P ara sura m a n et a l., 1988;
M entze r et a l., 2001 ). Tec hnology a doption is
a ssocia te d with im prov ed transpa rency,
resp onsive ne ss, a nd serv ice consiste nc y (R oge rs,
200 3; La i & W ong, 2 019), wh ile pric ing a nd
tra nsporta tion cost sh a pe cu stom ers' pe rc eptions of
v a lu e for m oney (C hristoph er, 2016; Z eith a m l, 1 988).
T ogeth er, the se thre e constru c ts form a n inte grate d
ba sis for u nde rsta nding how c u stom ers ev alu ate a nd
resp ond to logistics se rvices.

Ba se d on th e literatu re re view a bov e, the following
h ypoth ese s a re propose d:

H 1: Th e re is a significa nt rela tionsh ip betwe en
se rv ic e qua lity a nd cu stom e r sa tisfa ction in the
logistic s indu stry .

H 2: Th e re is a significa nt rela tionsh ip betwe en
tec h nology adop tion a nd cu stom e r sa tisfa ction in
th e logistic s indu stry .

H 3: Th e re is a significa nt rela tionsh ip betwe en
pric ing/transporta tion c ost and cu stom e r
sa tisfa ction in the log istics industry.

T he the oretica l fra m ework of th is stu dy positions
S erv ice Q ua lity, Te ch nology A doption , a nd
Pricing/T ra nsportation C ost a s indepe ndent va ria ble s
th a t e ac h e xe rt a direc t e ffec t on Cu stom e r
S atisfac tion , the depende nt v aria ble. Th is fra m ew ork
dra ws on th e S ER VQU AL m odel (Pa rasu ra m a n et al.,
198 8) a nd th e T ec hnolog y Ac ce pta nce M ode l (D av is,



1989), a nd is consiste nt with the logistic s service
qu a lity fra m ework p ropo sed by M e ntzer e t a l. (2001).

Service Quality
Customer Satisfaction in the Logistics IndustryT echnolog y A dop tio n

P ricin g / T ransp ortatio n C os t

A lthou gh c ustom er sa tisfa ction in th e logistic s sec to r
h as attrac ted su bsta ntia l ac a dem ic a nd pra ctitione r
interest, sev eral im portant ga ps rem a in , pa rticu la rly
rega rding th e India n context. M u ch of the existing
em piric al ev ide nc e — inclu ding f ounda tiona l stu dies
su ch a s M e ntzer et a l. (2001 ) a nd B ienstock e t al.
(1997) — w a s d ev elope d in interna tiona l, ofte n
W estern , se ttings, le av ing lim ite d India -spe cific
em piric al ev ide nc e on h ow se rv ic e qu a lity, te ch no logy
a doption , a nd pricing jointly sh ape cu stom e r
sa tisfa ction.

India n logistics com pa nies opera te u nder distinctiv e
struc tu ra l c onstra ints, inclu ding tra ffic congestion ,
inconsiste nt infra stru ctu re, a nd volati le fu el a nd
transportatio n costs, wh ic h m a y a lter th e relativ e
im porta nce o f th ese determ ina nts c om pa red w ith
m o re de ve lope d logistic s m arke ts. Fu rthe r, prio r
resea rch h a s tended to exa m ine serv ice qu ality,
tech nology , or pricing in isola tion rath er th a n testing
the ir c om bine d a nd rela tiv e c ontrib ution w ith in a single
integra te d m odel. Th is study a ddresses the se gaps by
em piric ally testing th e joint a nd indiv idu a l eff ects of
serv ice qu a lity, tec hnolog y a doption , a nd
transportatio n cost o n cu stom e r sa tisfac tion a m o ng
logistics cu stom ers in India.

III. RESEARCHMETHODOLOGY

Th is c ha pter ou tlines th e m etho dology a dopted to
exa m ine th e rela tionsh ip betwe en se rv ic e qu ality,
tech nology adop tion, pricing/tra nspo rta tion c ost, a nd
cu stom e r sa tisfa ction in th e logistics indu stry. It
desc ribes th e resea rch fra m ew ork, hy pothe ses,
resea rch design, sa m p ling procedu re, rese arc h
instrum ent, da ta collec tion m e th od, a nd data a nalysis
tech niqu es u sed to e nsu re th e stud y wa s condu cted in
a system a tic, re lia ble, a nd v a lid m a nne r.

Se rvice Qu a lity : th e d egree to wh ic h a log istics
com pa ny fu lfi ls o r excee ds c ustom er e xpe ctations
rega rding relia bil ity, tim eliness, a ccu rac y, a nd
responsiv eness, opera tionalised th rou gh ite m s
cov ering em p loye e respo nsive ne ss, de liv ery tim e liness,

orde r a cc ura cy, da m age a v oida nce, a nd inform ation
sh aring (Pa ra su ram an, Zeitha m l, & Berry, 19 88;
M e ntzer e t a l., 2001) .

T ech nology A doption: th e exte nt to wh ich a logistic s
c om pa ny a dopts digita l tools, tra cking system s, a nd
info rm a tion te ch nology to e nh a nce se rv ic e de liv ery,
ope rationa lised th rough item s on IT a pplica tion u se,
tec h nologica l innov a tion , trac king system s, a nd
logistic s inform a tion system s (R ogers, 2 003; C h opra &
M eindl, 2016) .

Pricing/T ra nsportation C ost: th e de gre e to wh ich
c ustom ers perce iv e a logistic s com pa ny 's pric ing a s
a fforda ble , com petitiv e, c onsistent, and sta ble,
ope rationa lised throu gh item s on a fforda bility , va lue
fo r m one y, co m petitive ne ss, price c onsistency,
discou nts, and price sta bil ity (C hristoph e r, 2016;
Bienstock e t a l., 1997) .

C u stom er S atisfac tion: th e d egree to wh ic h cu stom ers
fe el th a t a logistic s com pany m ee ts or e xc ee ds th e ir
e xpe cta tions, opera tionalised th ro ugh item s on
a dh erence to pro m ise d conditions, e xp ecta tion
fu lf ilm ent, a nd willingness to recom m e nd the co m pa ny
(M entze r et a l., 2001).

T he rese arc h fram ework links S erv ice Qu a lity,
T ech nology A doption , a nd Pric ing/Tra nsporta tion C ost,

as indepe nde nt v a ria bles, to C ustom er Sa tisfa ction,
th e d epende nt v a riab le, consistent w ith th e SER VQ UA L
a nd T ech nology Ac ce pta nce perspec tiv es discu ssed in
S ection II. Ba sed on this fra m ew ork, h ypoth ese s H 1
th rough H 3, presented in S ectio n II-I ab ove , are
fo rm ula te d a nd tested em pirica lly.

T his stu dy relies prim arily on prim a ry da ta , collecte d
dire ctly from cu stom ers wh o ha v e u sed logistics or
c ourier serv ice s, since only d irect respo nse s ca n
a deq ua tely ca ptu re cu stom er sa tisfa ction. Se conda ry
da ta — dra wn from a ca dem ic journa ls, b ooks, indu stry
rep orts, and refe rence re sea rch pa pers — w as u se d to
su pport th eory dev elop m ent, re fine th e m e asu rem ent
sc ales, a nd inte rpret the em pirica l resu lts (Koth ari,
201 4).

T he stu dy a dopted a non-probab ility sa m pling design,
u sing co nv enie nc e sa m pling to sele ct re spondents
w ho we re e asily a cce ssible a nd w ill ing to partic ipa te.
T his a pproa ch is wide ly use d in m a na ge m ent rese arch
du e to its tim e and c ost efficie nc y, a nd is su ite d to
e xploratory a nd d escriptiv e rese a rc h a im ed a t
c aptu ring c ustom er perc eptions.



Th e targe t popu la tion com prised cu stom ers — both
indiv idu a l a nd bu siness — wh o h ad p re viously u sed
logistics services in India , spa nning a ra ng e of a ges,
edu c ationa l ba ckgrou nds, occ u pations, a nd incom e
le ve ls. A tota l of 150 v alid a nd com ple te responses
we re c olle cted a nd u sed for a nalysis, prov iding a
sa m ple size conside re d a de qua te for th e m u ltiple
regression p roc edu res a pplied in th is study (Ha ir e t a l.,
2019).

A struc tured qu estionna ire serv ed a s th e prim ary
resea rch instru m e nt, div ided into th re e se ctions:
Se ction A ca ptu re d dem ogra phic info rm ation (gender,
a ge group , e du ca tional qu a lif ica tion , occu pa tion , a nd
m o nth ly incom e); Sec tion B ca ptu re d re spondents'
gene ra l context of logistic s se rv ic e use (frequ ency of
u se, type of service, p urpose , and prefe rre d prov ide r);
a nd Sec tion C m ea su re d the study 's constru cts —
C ustom er S atisfa c tion, S ervice Qu a lity, Te ch no logy
A doption , and Pric ing/Tra nsporta tion Cost — u sing a
fiv e-point Likert sc a le ra nging f rom Strongly D isa gree
to S trongly Ag re e, with item s a da pted from esta blishe d
prior rese a rc h (M e ntzer e t al., 2001; Pa ra sura m a n et a l.,
198 8; Rog ers, 2003 ; B ienstock et a l., 1997 ).

Th e qu estionnaire w as ad m inistere d online v ia G oo gle
Form s, with the link sha red th rou gh em ail, m essa ging
pla tform s, and soc ia l m e dia . Re spondents were
inform e d o f th e ac ade m ic p urpose of the stu dy, a nd
confidentia lity a nd a nonym ity w ere a ssure d.
R esponses were scree ne d for com p leteness a nd
a ccu ra cy prio r to a nalysis; no que stionna ire s were
exclude d, a s all 150 responses w ere com p lete.

D a ta we re a nalysed u sing IBM SPS S S tatistics.
Frequ ency a nalysis wa s use d to profile the
de m ogra ph ic ch a ra cte ristics of resp onde nts (Koth ari,
201 4). D escrip tive sta tistics — m ea n and standa rd
de viation — w ere com pu te d fo r a ll study v a riab les to
u nderstand ov era ll responde nt perc eptions (M a lh otra,
201 7). Re lia bility a na lysis wa s condu cted using
C ronba c h's a lph a , with a v alue of 0.70 or ab ove
c onsidered a cce ptable ( Cronbac h , 1951 ; Nu nna lly &
Be rnstein, 1994).

Pe a rson correla tion ana lysis w as u sed to exam ine the
strength a nd dire ction of re la tionsh ips be tw een the
inde pendent v ariables a nd cu stom e r satisfac tion
(C oh en, 1 988), and m u ltiple line a r re gression ana lysis
w as use d to te st hy pothe ses H 1 th rou gh H3,
e va lu a ting both th e joint a nd individu al c ontribu tion of
e ac h indepe nde nt v a ria ble at a signific ance le ve l of 5
pe rcent (H air et a l., 2019).

IV. DATAANALYSIS ANDRESULTS

T his sec tion prese nts th e ana lysis a nd interpretatio n of
resu lts obta ined from 150 va lid re spondents, using
IBM S PSS S tatistic s. It be gins w ith th e dem o gra ph ic
profile of re spondents, followe d by relia bility a nalysis,
de scriptiv e sta tistic s, c orre la tion a na ly sis, a nd m ultiple
reg re ssion ana lysis u sed to test th e propose d
h ypoth ese s.

T ab le I pre sents the ge nde r distribu tion of re spondents.

TABLE I GENDER OF RESPONDENTS

Gender Frequency Percent Valid Percent Cumulative Percent

M ale 1 24 8 2.7 8 2.7 8 2.7

Fem ale 26 1 7.3 1 7.3 1 00.0

T otal 1 50 1 00.0 1 00.0

Ta ble I sh ows th at of the 1 50 re spond ents, 12 4 ( 82.7% ) w ere m a le and 26 (17.3% ) were fe m a le , indic ating a
predom ina ntly m a le sa m ple th a t sho uld be conside re d w he n inte rpre ting the resu lts.

TABLE II AGEGROUP OF RESPONDENTS

Age Group Frequency Percent Valid Percent Cumulative Percent

B elow 2 0 years 34 2 2.7 2 2.7 2 2.7

2 1– 3 0 years 91 6 0.7 6 0.7 8 3.3
3 1– 4 0 years 10 6.7 6.7 9 0.0
4 1– 5 0 years 10 6.7 6.7 9 6.7
5 1– 6 0 years 4 2.7 2.7 9 9.3

Ab ove 60 years 1 .7 .7 1 00.0

T otal 1 50 1 00.0 1 00.0

Th e m a jority of respondents (60 .7% ) were a ged 21 – 30 ye ars, followed by 22 .7% below 20 yea rs, indica ting tha t th e
sa m ple is he av ily we igh ted towa rd yo unger, digita lly a ctiv e c onsu m ers wh o a re freq ue nt u sers of e-com m erc e a nd
cou rie r services.

TABLE III EDUCATIONAL QUALIFICATION OF RESPONDENTS

Qualification Frequency Percent Valid Percent Cumulative Percent

H ig her S eco ndary 23 1 5.3 1 5.3 1 5.3
U nd erg rad uate 41 2 7.3 2 7.3 4 2.7



Pos tgradu ate 72 4 8.0 4 8.0 9 0.7
O th ers 14 9.3 9.3 1 00.0

T otal 1 50 1 00.0 1 00.0

M o st re spondents h eld postgradu a te (48.0% ) or u nde rg ra du a te (27.3% ) qua lifica tions, sugg esting a we ll-e duc ate d
sa m ple c apa ble of providing inform ed re sponse s rega rding logistic s serv ice qu ality a nd v a lu e.

TABLE IV OCCUPATION OF RESPONDENTS

Occupation Frequency Percent Valid Percent Cumulative Percent

Stud en t 79 5 2.7 5 2.7 5 2.7
Em ployed 18 1 2.0 1 2.0 6 4.7

S elf -em p lo yed 36 2 4.0 2 4.0 8 8.7

Ho mem ak er 17 1 1.3 1 1.3 1 00.0

T otal 1 50 1 00.0 1 00.0

Stu dents f orm ed the large st oc cu patio na l grou p (52 .7% ), follow ed by self-em ploy ed re spondents (24 .0% ),
em ploy ed individua ls ( 12.0% ) , a nd h om em ake rs ( 11.3 %) , refle cting a sa m ple dom inated by you nger a nd
self-d irected consu m e rs of logistics serv ice s.

TABLE V MONTHLY INCOME OF RESPONDENTS

Monthly Income Frequency Percent Valid Percent Cumulative Percent

B elow ₹ 20 ,000 71 4 7.3 4 7.3 4 7.3
₹ 2 0,00 1 – ₹ 4 0,000 44 2 9.3 2 9.3 7 6.7
₹ 4 0,00 1 – ₹ 6 0,000 22 1 4.7 1 4.7 9 1.3

Ab ove ₹ 60,0 00 13 8.7 8.7 1 00.0

T otal 1 50 1 00.0 1 00.0

N ea rly ha lf of responde nts (47.3% ) ea rne d be low ₹ 20,000 per m onth , wh ile 29.3% e arned be tw een ₹ 20,001 a nd
₹ 40,00 0, indic a ting th a t th e sam ple is c onc entra ted in th e lowe r-to-m id dle incom e bra cket, w hich m a y influ ence
perc eptions of pricing and va lu e for m one y.

R elia bility a nalysis wa s pe rform ed to e va lu a te th e
internal consiste nc y of the m ea surem ent ite m s fo r

e ac h co nstruc t, u sing Cronba ch 's a lp ha . T able VI
su m m a rises th e re sults.

TABLE VI RELIABILITY STATISTICS

Construct No. of Items Cronbach's Alpha

C ustom er S atisfaction 3 0 .745
Service Quality 16 0 .923

T echnolog y A dop tio n 4 0 .826

Pricing /Trans po rtation Co st 6 0 .833

A ll construc ts rec orded a C ronba c h's a lph a v a lu e ab ove th e reco m m e nded thresh old of 0.70 (N unna lly & Be rnstein,
1994), with S erv ice Qu ality sh owing the highe st inte rna l consiste nc y (0.923), followe d by Pricing/ Tra nsporta tion
C ost (0.833), Tec hnology Ado ption ( 0.826 ), and C ustom er Sa tisfa ction (0.745). Th ese re sults c onf irm tha t the
m e a surem ent item s relia bly ca pture the ir intended constru c ts and a re suita ble for furth er infe re ntia l a na ly sis.

D escriptiv e sta tistic s — m ea n and sta nd ard de viation
— we re com pute d for all m e asu rem ent item s a cross
the fou r c onstru cts. Ta ble s VII to X pre sent the resu lts.

TABLE VII DESCRIPTIVE STATISTICS — CUSTOMER

SATISFACTION

Item Mean Std. Deviation

The lo gistic com p any d oes bu siness in a cco rd ance w ith p rom is ed conditio ns. 2 .59 1 .542
T he logis tic co mp any satisfies m y expectatio ns. 3 .08 1 .267
I w ill recom m end the log is tic co m pany to o thers . 3 .45 1 .139

C ustom er sa tisfac tion item m e ans ra ng ed from 2.5 9 to 3.4 5. R e spond ents ra ted th eir w ill ingne ss to recom m e nd
the c om pa ny h igh est ( m ea n = 3.45), wh ile a greem ent th at th e c om pa ny p erform s stric tly in ac corda nc e w ith
prom ised c onditions w as com para tiv ely low er (m ea n = 2.5 9), su gge sting an area f or service im pro ve m ent.

TABLEVIII DESCRIPTIVE STATISTICS— SERVICEQUALITY

Item Mean Std. Deviation

C ontact em ployees m ake an ef fort to und ers tand m y s ituation. 3 .29 1 .462
Co ntact em ployees can reso lve prod uct/service prob lem s. 3 .31 1 .062

S ervice k now ledge/exp erience of contact em p lo yees is suf fic ien t. 3 .42 1 .206
Tim e b etw een placing requisitio n and receiving d elivery is sho rt. 3 .34 1 .263



D eliveries arriv e on the d ate p ro m is ed. 3 .36 1 .255
T im e a req uis ition is on back -order is s hort. 3 .57 1 .244

C orrection of deliv ered qua lity dis crepan cies is satisfactory. 3 .51 1 .157

Rep ortin g of discrepancy p rocess is adeq uate. 3 .41 1 .254
Res pons e to o rd er discrepancies is s atis factory. 3 .28 1 .275

Order received from logistics services is und am aged. 3 .36 1 .327
Order dam ag e rarely occurs due to trans port mo de. 3 .20 1 .300

Order d am age rarely o ccurs d ue to carrier hand ling . 3 .32 1 .287
Op erational info rm ation is sha red effectively w ith cus tom ers. 3 .33 1 .329

Co mp any can s hare s tan dardised and cus tom is ed inf orm atio n. 3 .36 1 .265
Info rm ation is accura te, tim ely and form atted for u se. 3 .39 1 .268

C om pan y pro vid es real-tim e shipp ing info rm ation anytim e. 3 .56 1 .245

Se rvice qu ality item m ea ns ra nged from 3.20 to 3.57, indic ating m ode rate-to-high a greem ent a cross a ll item s.
R espondents ra ted ba ck-order tu rna rou nd tim e (m ea n = 3.5 7) a nd rea l-tim e sh ipm ent inform a tion a cc ess (m ea n =
3.56) m ost fa vou ra bly, w hile order da m a ge a v oida nc e rela ted to tra nsport m ode wa s ra ted co m pa rativ ely lowe r
(m ea n = 3.20), po inting to h andling a nd tra nsit relia bility a s a rea s requ iring a ttention.

TABLE IX DESCRIPTIVE STATISTICS — TECHNOLOGY

ADOPTION

Item Mean Std. Deviation

C om pan y us es IT app licatio ns and custo mer data ex ch ange platf orm s. 3 .24 1 .403
C om pan y intro duces and ap plies technolog ical innov atio ns. 3 .25 1 .220

C om p any has IT that p ro vides a goo d track ing s ystem . 3 .45 1 .261
C om pan y's logistics inf orm atio n s ystem s m eet req uirem ents. 3 .51 1 .241

Te ch nology ado ption item m e ans ra nged f rom 3.24 to 3.51. R esponde nts ra ted th e a de qua cy of logistic s
inform a tion system s (m ea n = 3.51) a nd tra cking system e ffective ne ss (m ea n = 3.45 ) m ost positive ly, indica ting
tha t cu stom e rs v ie w cu rre nt tech nologica l ca pa bil ities fa v ou ra bly , thou gh with ro om for im prov em ent in innov a tion
a doption.

TABLE X DESCRIPTIVE STATISTICS—

PRICING/TRANSPORTATION COST

Item Mean Std. Deviation

Pricing s et by the log is tic co m pany is af fordab le. 3 .33 1 .384

Pricing set by the lo gistic com p any is value f or m o ney. 3 .27 1 .202
Co m pany's service prices are co m petitive w ith co mp etitors . 3 .42 1 .095

Price o f service is co nsistent w ith service provided . 3 .49 1 .174
Co mp any has a discount po licy fo r custo m ers . 3 .42 1 .149

S ervice p rices are s tab le and have little fluctuation. 3 .51 1 .140

Pric ing item m ea ns range d from 3.2 7 to 3.51, with respondents ra ting price sta bility (m ea n = 3.51) a nd consiste nc y
betw een pric e a nd serv ice (m e an = 3.49) m ost fa vou rab ly, sugge sting tha t cu stom e rs view th e pric ing struc tu re of
logistics prov id ers a s gene ra lly fa ir a nd pre dicta ble .

Pe arson correlation a na lysis wa s condu cted to
exa m ine th e a ssocia tion betwee n th e indepe nde nt

v a riab les and c ustom er sa tisfa ction. T able X I pre sents
th e c orre la tion m atrix.

TABLE XI PEARSON CORRELATION MATRIX

TA P CS SQ

T A 1 .588 ** .400 ** .549 **
P .588 ** 1 .360 ** .615 **

CS .400 ** .360 ** 1 .623 **
SQ .549 ** .615 ** .623 ** 1

Th e c orre la tion resu lts sh ow statistica lly signific ant positiv e rela tionsh ips a m ong a ll fou r c onstru cts a t th e 0.0 1
le ve l. Se rvice Qu ality sh ows th e stronge st correla tion w ith Cu stom e r Sa tisfa ction (r = .623) , followe d by Te ch no logy
A doption (r = .4 00) a nd Pricing/ Tra nsporta tion Cost (r = .360). Se rvice Q ua lity is a lso strongly correlated with both
Te ch nology Adop tion (r = .549) a nd Pric ing (r = .615), su ggesting th a t cu stom e rs wh o perc eiv e strong tec h nologica l
su pport a nd fair pric ing also te nd to perce iv e stronger serv ice qua lity . T he se resu lts p rov ide pre lim ina ry su pport for
the stu dy's h ypoth ese s a nd justif y proce eding to regression ana lysis.



M u ltiple linea r reg re ssion ana lysis wa s perform e d to
ev a lu ate th e c om bine d a nd ind iv idu al e ffec ts of th e
indep endent v aria ble s on c ustom er sa tisfa ction.

TABLEXII REGRESSION MODEL SUMMARY

Model R R Square Adjusted R Square Std. Error of Estimate

1 .6 30 .3 97 .3 85 .84 63 9

Th e m odel su m m ary sh ows th a t the th ree indepe nd ent v aria ble s jointly e xplain 39.7% of th e v a ria nc e in cu stom e r
sa tisfa ction (A djusted R S qu are = .385). Th e D u rb in-W a tson sta tistic o f 1.5 35 indica tes no sig nifica nt
a utoc orre la tion proble m , confirm ing tha t th e regre ssion m odel is sta tistica lly sou nd.

TABLE XIII ANOVA

Model Sumof Squares df Mean Square F Sig.

Reg res sion 68 .94 7 3 22 .98 2 32 .08 1 .0 00

Residual 10 4.59 1 1 46 .7 16

T otal 17 3.53 8 1 49

Th e A NO VA resu lts confirm th a t th e regression m odel is statistic ally significa nt, F( 3, 146) = 32.08 1, p < .001,
indic a ting th a t Se rvice Qua lity, T ec hnolo gy A doption , a nd Pric ing/T ra nsporta tion C ost, ta ken togeth er, signific a ntly
predict cu stom e r sa tisfa ction in th e logistic s indu stry.

TABLE XIV REGRESSION COEFFICIENTS

Model B Std. Error Beta t Sig. Tol. VIF

(C ons tant) 0 .392 0 .307 — 1 .276 .2 04 — —
T A 0 .118 0 .086 0 .114 1 .366 .1 74 0 .598 1 .673

P -0 .099 0 .105 -0 .083 -0 .946 .3 46 0 .532 1 .880
SQ 0 .767 0 .107 0 .612 7 .187 <.0 01 0 .569 1 .759

Th e re gression co effic ie nts sh ow th at S erv ice Qu ality (Be ta = .612, p < .001) is th e only sta tistica lly sig nifica nt
u niqu e predic tor of cu stom er sa tisfa ction in the m ode l. Tec hnology Ad option (Beta = .114, p = .174) a nd
Pric ing/Tra nsporta tion C ost (Be ta = -.083, p = .346) do not h av e a statistica lly significa nt indepe nde nt effe ct once
the oth e r v ariables a re c ontrolled for. A ll tolerance va lu es e xc eed 0.5 and VIF v a lu es a re below 2, indica ting no
proble m o f m u lticoll inea rity a m o ng th e indepe nd ent va ria ble s.

TABLE XV SUMMARYOF HYPOTHESES

Hypothesis p-value Decision

H1 : Service qu ality is significantly related to cus tom er s atis faction. .0 00 S upp orted
H 2: T ech nology ado ption is s ignificantly rela ted to custo mer satisfaction. .1 74 N ot Su ppo rted

H3 : Pricing /trans po rtation cos t is significan tly related to cus to m er satisfa ction. .3 46 N ot Su ppo rted

A s su m m a rised in Ta ble XV, only H ypoth esis 1 is su pported: serv ic e qua lity ha s a sta tistica lly significa nt positive
rela tionsh ip w ith cu stom e r satisf ac tion in th e lo gistics industry. H ypoth eses 2 a nd 3, re la ting to tech nology
a doption and pricing/ tra nsporta tion cost re spective ly, a re not su pporte d at the 5% sig nifica nce lev el in the
m u ltiva ria te m odel, de spite bo th sh owing significa nt positiv e biv aria te corre la tions with cu stom er sa tisfa ctio n.

V. DISCUSSION, CONCLUSION AND RECOMMENDATIONS

Th is stud y e xa m ined th e effe cts of Se rvice Qu ality,
Te ch nology Adop tion, a nd Pricing /Tra nspo rta tion Co st
on C ustom er S atisfac tion in th e logistics ind ustry,
ba sed on 150 va lid re sponse s ana lyse d th rou gh
m u ltiple linea r regre ssion.

Se rvice qua lity wa s f ound to ha v e a strong, sta tistica lly
signif ica nt positive e ffec t on c ustom er sa tisfa ction
(Be ta = .612, p < .001), c onfirm ing Hypo th esis 1. Th is
finding a ffirm s th at cu stom e r sa tisfa ction in th e
logistics sec tor is m ost strongly drive n by service

qu a lity — prom pt deliv ery, proper h a nd ling o f goods,
e ffec tive c om m unic ation, a nd rea l-tim e inform a tion
signific antly enh a nc e cu stom er sa tisfa ction. T his
resu lt is strongly c onsistent with prior w ork by
Pa ra sura m a n et al. (1 988) a nd M entze r e t a l. (2001),
w hich identifie d se rvice qu ality as ce ntra l to cu stom e r
sa tisfa ction , a nd w ith A m in a nd S elam at (2019) , w h o
linked re sponsive cu stom e r serv ice to sa tisfa ction a nd
tru st.

T ech nology a doption sh owed a po sitiv e bu t
non-signific ant e ffec t on cu stom e r satisf ac tion (Beta = .
114 , p = .174) , le a ding to th e re je ction of H ypothe sis 2 .
W h ile cu stom e rs va lu e the av a ilability o f tra cking



system s a nd digita l inf orm a tion tools, the se fea tu res
a lone do not a ppea r to significa ntly m ove ov era ll
sa tisfa ction once serv ice qu a lity is a cc ou nted for. Th is
finding dive rges som ewh a t f rom La i a nd W ong (2019),
wh o re porte d a stronger e ffec t of tec h nology on
sa tisfa ction , b ut a ligns with D av is's (1989) Tec hnology
A cce pta nce M od el, wh ic h sugge sts tech nology only
m e a ningf ully a ffe cts pe rc eptions w he n it de liv ers c lea r,
dif ferentia te d va lu e ; in the present sam ple , digita l
trac king m a y alrea dy be perce iv ed a s a b ase line
expec tation ra the r tha n a distingu ish ing fea ture.

Pric ing/tra nsportation cost sh owed a sm a ll nega tiv e,
non-significa nt eff ect on c u stom er sa tisfa ction (Beta =
-.08 3, p = .346), lea ding to th e re jection of H ypoth esis
3. T his resu lt c ontra sts with Biensto ck e t al. (1997)
a nd G h ou m ra ssi a nd Tigu (201 8), wh o fo und pricing
fa irness to be a signif ica nt driv er of sa tisfa ctio n, bu t
su ggests tha t with in this sa m ple, cu stom ers a re m ore
strongly influ ence d by serv ice pe rf orm a nc e th a n by
pric e diffe re nc es, prov ided pric ing rem a ins rea sona bly
com petitive .

Th e ore tica lly, th e stu dy re inforce s the a pplica bility of
the SER VQ UA L fra m e work to the Indian log istics
context, c onf irm ing th a t serv ice qu a lity re m a ins th e
dom inant driv er of cu stom e r satisf ac tion e ve n as
tech nology a doptio n a nd pric ing stru cture s e volve . It
a lso exte nds th e Te ch nology Ac cepta nce M o del by
su ggesting th at, in a m a tu re digita l log istics
env ironm ent, te ch nology m a y fu nction a s a b ase line
expec tation ra the r tha n a differentia tor of sa tisfa ction.

M a na geria lly, th e findings su ggest th a t log istics
com pa nies see king to strength en cu stom e r
sa tisfa ction shou ld prio ritise serv ice e xc ellence —
reliab ility , a cc ura cy, a nd responsiv e c om m u nica tion —
a bov e inv e stm ent in tech nology or price com petition
a lone. Te ch nology shou ld be trea te d a s a sup porting
m e ch a nism th a t re inforces service delive ry ra th er th a n
a sta ndalone d rive r of sa tisfac tion , and pricing
strategies sh ou ld em pha sise transpa rency a nd
consiste nc y ra the r th a n a ggressiv e discou nting.

1) Introdu ce regu la r se rv ic e perform a nce
m o nitoring c ove ring tim eliness, a cc ura cy , a nd
cu stom e r fee dba ck.

2) S trength en griev a nc e redressa l system s a nd
redu ce com pla int resolutio n tim e.

3) Use Cu stom e r R ela tionsh ip M ana gem ent (C RM )
system s to pe rsona lise com m u nica tion a nd
serv ice de liv ery.

4) Inv est in ongoing em ploye e training to im prove
profe ssiona lism a nd consistency of
c ustom er-fac ing se rv ic e.

5) Adop t tra nsparent, v a lu e-ba sed pricing m odels
ra the r th an price -ba se d c om pe tition th a t m ay
c om prom ise service qu ality.

6) C ontinu e to inv est in digita l tra cking a nd
info rm a tion syste m s as a suppo rt m e ch anism for
se rv ic e re lia bility, rath er th a n a s a sta nd-a lo ne
driv er of sa tisfa ction.

T his stu dy is su bject to sev eral lim ita tions. Th e sam ple
w as obtaine d th ro ugh c onve nience sa m pling , wh ich
lim its the gene ra lisability of th e f indings to th e b roa de r
pop ulation of logistics c u stom ers in India . T he
c ro ss-se ctiona l de sign c a ptu res cu stom er perce ptions
a t a single po int in tim e a nd ca nnot re ve al h ow
sa tisfa ction ev olv es with c ontinu ed exposu re to a
prov ide r. Th e sam ple a lso skewe d to wa rd y ounge r,
stu dent, a nd low er-incom e respondents, w hich m ay
not fu lly represe nt th e pe rc eptions of b usine ss or
h igh -incom e logistics c u stom ers. Fina lly , th e study
e xa m ined a lim ite d set of v a ria bles; oth er fa ctors su ch
a s cu stom e r tru st, bra nd im age , a nd se rv ic e reco ve ry
w ere not inc lu ded a nd m ay fu rthe r e xplain cu stom e r
sa tisfa ction.

Fu ture stu die s cou ld expand th e sa m ple size a nd
ge ograph ica l c ove ra ge to im prove ge ne ra lisab ility , a nd
inc orpora te a dditiona l va ria bles su c h a s cu stom e r
tru st, brand im a ge, cu stom e r loya lty , a nd serv ice
rec ov ery. Adv a nced te ch niqu es su ch a s S tru ctu ral
Equ a tion M odell ing (S EM ) cou ld be u sed to exa m ine
dire ct a nd indirect e ffec ts a m ong th ese v aria bles.
C om pa ra tive stu dies ac ro ss diff erent types of lo gistics
prov ide rs — suc h a s th ird-party logistics (3PL),
e -c om m erce logistics c om pa nie s, a nd conv entional
tra nsport com pa nies — a s we ll a s longitu dina l a nd
m ixed-m e th od d esigns inco rpora ting qu alita tive
interv ie ws, w ould fu rth er de epen u nderstanding of
c ustom er sa tisfa ction dy na m ics in the lo gistics sector.

T his stu dy e xa m ined the fa ctors inf lu encing cu stom e r
sa tisfa ction in th e logistics industry, fo cu sing on
se rv ic e qua lity , te ch nology adop tion, a nd
pric ing/transporta tion c ost, u sing data from 15 0
resp onde nts ana lyse d th rou gh c orre la tion a nd m u ltiple
reg re ssion te ch niqu es. Th e findings sh ow tha t serv ice
qu a lity is th e dom ina nt a nd only sta tistica lly signific ant
pre dictor of cu stom er satisf ac tion , wh ile tech nology
a doption a nd pric ing, a lth ou gh positiv ely correlate d
w ith sa tisfa ction , do not e xe rt a sig nifica nt



indep endent effe ct once serv ice qu a lity is a cc ounted
for.

Th e se re sults indic ate tha t logistic s c om pa nies
see king to im pro ve cu sto m er sa tisfa ction a nd bu ild
long-term loy alty sho uld p rioritise a service-e xc ellence
strategy — c entre d on reliab ility , a ccu ra cy, a nd
responsiv e com m u nica tion — ra th er th a n re lying
prim arily on te ch nology inv estm e nt or p rice
com petition. As India's logistics sec tor continue s to
grow a longside e-com m erce and digital tra de,
u nd ersta nding a nd m a naging th e se dete rm ina nts of
cu stom e r sa tisfa ction will rem ain c ritica l to th e
long-term suc cess of logistics providers.
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