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Abstract

The aim of this research s to examine the reladonship between hird party iogistics
customer service and overall customers® satisfaction in cowrier companies in Egypt.
Logistics customer service dimensions in this research are represented in timeliness,
gervice flexibility, complaints management and service quality dimensions whieh involve
five dimensions of service quality, namefy Tangibility, Reliahility, Responsiveness,
Empathy, Assurance, and service cost that was added by Banomyong and Suptan (2011).
Customer satisfaction was measured by eight items. 384 questicnnaires were distributed
randomly o castomers of conrfer companies located in Greater Cairo {Cairo - Giza —
Qalyubiz) with tota] of 327 usable questionnalres were gained as response rate is 85%.
Correlation analysis was employed to test the correiation reiationship between Jogistics

custemer service and cusiomer satisfaction. The results of this study indicated that

S

logisties customer service Ts positively correlated with customer satisfaction, It i
apparent from the preseat study that managers and decision makers in coutier companies
to seek and Improve the elements of logistics customer service that make the most
significant coniributions ol customer satisfaction

Keywords: Logisties customer service, Service quality, customer satisfaction, third

party logistics, courier comparies.
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1. Intreduction _

Aceording to Daugherty et a! (2019) in the latc 19805, many. compenies began to
atilize costome service to develop value for customers and proactively leverage logistics
to gain differentiation: In times of tough competition when many orgahizétions offer
simifar produds in terms of price, features, and quality, customer service differentiation

can provide an organization with a distinet advantage over the competition. In the highiy

compelitive global environment,. businesses need (o take advantage of -any positive

opportunity to improve théir performance. Today business globalization.  customer ..
sattsfaction, and strong competitioﬁ have- forced firms to work in collaboration with
extemal partners (Raut et al, 2018). Although logistics management was first
established to reduce the costs, the goals of using logistics enterprises gradually changed.
The reason for big companies dealing with different activities to use fogistics providers is
to achieve specific goals including reduction of costs improvement of products” quality,

improvement of flexibility, increase in market coverage And"access to extra capacity

. (Alingjad et al, 2018). Kulyk et al. (20i7) defined Jogistics customer service perspective

as “the ability or capacity to safisfy the requirements and expectations of customers, as to
the time and place of the ordered supplies by using all available forms of logistics '
activity, including transportation, inventory management, warehousing, informaﬁon and
packaging”.

Customer satisfaction is an important key point for customer-criented business
practices cross a-largc number of companies in different industries. This is because
customer satisfaction is the state of mind hal customers have about o company when
their expectations are met or eﬁceeded m'ier.the Lifetime of the product or service (Chin ef
al,, 2013}, According to Expedtaﬁcy disconfirmation theory, if disconfirmation is positive
fiz. the level of service provided (perceived service) is actually greater than the expected
service level), then it will result in achieving customer satisfaction, that is, if

disconfirmation is negative (ie. the level of service actually provided (perceived service)
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is Jess than the expected service level), resulting in customer dissatisfaction (Tartaglione

etal, 2018)

2, Research problem _ _
Changes taking place in the market make it necassary do ake a different look at the.

customer service process, which is still not being givén adeguate attention in econgmic
enfities. However, changes in the external environment nécessitate confiauons adaptation
io these transformations by traders, Once achieved, the leve! of service will over time be
subject to specific depreciation duc o changes in consumer preferences and acfions taken
by competiters. Turbuience and unpredictability of the environment is one of the key
challenges for the. proper management of this process and af the same time the basic
difficulty (Kuiyk et al, 2617). There are also increasing dissatisfaction of customers
fowards service providers. So, researchers and service providers look for better ways to
undsrstand how custommers perceive the quality of service and how the perception of
service qualify translate info customer satisfaction and customer loyaity (Chin et al,
2013). it also shouid be considered that Iogisfics_ service companies should know their
cusiomers because the company, having sufficient information and kaowledge abous its
customers, has more upportunitiés to-make right decisions on the needs of the ciieﬁt,
which aliows compénies to develop new services that provide real valuz to customers as
well as 1o assess quantitatively the values desired by tustomers (Kavaiiaaskien.éa et &,

2014}, From the research problem the researcher can address the research iwestions as
Follows:

L. Is there a significant reiationship betweer: third party logistics customer service
dimensions (Timeliness, Service Flexibility, Compiaints management, and service
quality dimensions “Tangibility, Reliability, Responsiveness, Assurance, Empathy,

and Service Cost™) and overall customers” satisfaction in Courier companies in Eeynt?
2yp

3. Research objectives
I Test the relationship between third- party logistics® customer service dimensions

(Timelines “delivery time™, Service Fiexibility; Complaints management, and Service
quality dimensions “Tangibility, Reliability, Responsiveness, Assurance, Empathy,

and Service cost”) and overall customers” satisfaction v courier companies in Egypt,
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4, Research hypotheses
BI- There is 2 significant relationship between logistics cusiomer service dimensions

and overail customers’ satisfaction in courier companies in Egypt.
Hia- There is a significant relationship between Timeliness (delivery time) and

overall customers” satisfaction | in the courier companies in Egypt.
Hib- There is a sngmf icant rclauonshlp between Flexihility of service and overall

customers’ satisfaction in the courier compames in Egypt.
Hle- There is a significant relationship between complaints management and overall

cutsfomers’ satisfaction inthe courier companies in Egypt.
Hid- There is 2 significant relationship between service quality dimensions

{Tangibility, Reliability, Responsiveness, Assurance, Empathy, and service cost) and

overaf! customers’ satisfaction in the courier companies in Egypt.

5., Proposed Research Framework

Hia

Timeliness “Delivery

Overall Customers'
Satisfaction

Service Flexibility

Complaints management

Logistics Service
Quaitzy “SERVQUAL”

Assurance Empathy Service Cost

Tangibility || Reliability 1| Responsiveness

Flgure {1y Prupused Research Framework
*Source: Devcloped by the Researcher based on study of (Peilathy et al, 2018), (I\ulyl\ etal,
2017}, ané {Banomyong and Supp&n, 2011,
6. Literature reviews

6.1 logistics cusfomer service
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Logistics customer service in the sepply chain is a hardiy explored issve. Although
there is extensive krowledge of the theory of fogisties customer service and business
practice, in principle it only pertains to two entities: the provider of a product and the
custormer who s the recipient of the produet (Dlvgesz, 2010). Megjasz-Lech (2015)

defined Logistic customer service. as “an element of an enterprise management system

" understood as a set of devision processes which ensure control over the resources and

processes in 4n enterprise in order to achieve best possible results™.

At @ high level, LCS represents “the ability to define relevant- logistics value for
specific market segments and then manage the iradeoffs between resource utilization and
service provision to most profitably deliver that valug” (Pellathy et al.; 2018); Higher
expectations in ferms of logistics customer service (LCS) have become the riorm- rather
than the exception in teday’s supply chains. Customers still warit fast gervicc; however,
in the cument era of Omni channe! refailing and e—coﬁamercé, fhey qiép_wanl ﬂéﬁible

delivery options that are customized and tailored to their individual needs (Daugherty o
al, 2019). ' T

These are three major categories; Accarding to Kulyk et al. {2017) customer service is
most often examined by dividing its constituent-elements into three phases: pre-
transaction (such as: a convenient way.to contact the company, request .résponse tinie),.
trapsaction (that is, information about the order, a convement way to exder, delivery time,

on-time delivery) and post transaction (such as: repairs, warranties, returns, complaints).

Tilokavichai ef al. (2012) noted that customer service factors as: Lead time (Time
period starts from customer’s order te receive product (.ordm'r eycle time}), Flexibility
(Capability to change order in terms of due date and quantity when required), Accuracy
(Right quantity, right product, right price in order delivered tha! mandates accurate
invoices {o be provided), Reliability (Capability to deliver customer's order within due
date), Fill rate (The percentage of product-available upon cus[omer'requestj. Frequency
(Number of deliveries achieved in a given period of time}, organization accessibility
(Customers can contect firm to submi! questions or complaints), and Complaints

management (Solve prablems or ervors in service process to meet the quality standards),
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Also, Pellathy et al. (2018) pointed out that logistics customer service dimensions are

service quality, operational flexibility, innovation, and resource uijlization.

6.2 Third party logistics {3PL) _
In the past decades, zn increasing number of companiés (3PL users) rely on superior

service offerings from 3PL service providers (3PL providers) o improve their supply
chain efficiency and effectiveness, and even to achieve competitive advantages (Hue et
al,, 2017). Narkitede et al. (2017) defined Third Party Logistics (3PL) &5 “an external

organization that performs all or part of ar organization’s logistics functions. It s

' ‘professional logistics group gaining profit by iaking charge of part or ful logistics-in the

supply chair of client's enterprise™, Third party logistic providers (3PLP) are recognized
as “sompanies or enterprises thal perform the various logistics acivities of a customer
cither completely or only in part by transportation, such as ocean or shipping freigh, air
cargo, truck freight or storing in warehouse faciliies”. The logistic provider has been
widely promoted by the ‘concept of outsourcing. Logistios oitsourcing is mainly

concerned with cost reduction snd improvement (¥azdani ¢t al,, 2017).

Ali and Kaur (2018) have identified benefits of this as.sociation_ between the service
providers and users like reduction in capital imvestment in facilities, equipmeﬁt,
information technology, and reduction in manpower cost. Aiso this association has
impact on customer satisfaction, logistics system performance, employze ‘morale,
improvement on’ specific logistics finction parameters, improvement in inventory

tunover rates, improvernent in on-time delivery, and increasing productivity.

6.3 Customer satisfaction _
Customer satisfaction i dependert on the congruence of & customer’s expectations

and the performance of.a product o service. Also, it refers o a state of mind and feeling
that customers experience when & product or sefvice meets or exceeds their expeciations
(faiyeoba et al,, 2018). Customer satisfaction is the overall evaluation to services. It is the
eflection cistomers make fo their previous purchase. [f it always exceeds their
expectation, their loyalty increases. Customer satisfaction should be highly valued in
business. Improving customer satisfaction s the only way to business suceess
{Mohammad and Albamadani, 2011},
\roc



Jatyeoba el al. {2018) showed hat the concept of “customer satisfaction” consists of
two primary focus areas: “overel! satisfaction” and “transaction satisfaction” Transaction
satisfaction which is referred to as “sefvice encounter satisfaction”, is conceptualized as
an emotional or perceptive response by customers to 8 once-off, post-transaction-
gvaluation of & service encounter. “Overall satisfaction”, also known as “cumulative

satisfaction”, is referred to as an overall customer assessment of the entire process of the

product or service encounter, over a period of time.

6.4 Logistics customer service and customer satisfaction
Customer satisfaction is the key factor for carriers to compete for customers. Clients

want custorized produgts delivered ata high speed with complete order ﬂexibi[it_}" and -
convenience. Gone are the days when a merchant could simpiy state “allow. six 10 eight
weeks for delivery.” Tdda)f's enfine customers requirc.instant.ordcr-tracking from thé
moment they click the “buy” button until _me_n{oment the package arrives on their
doorstep. These cusiomsrs want 1o be able to reroute packages, determiné d_e}ivéry costs
and fime-in-transit, and break up their orders fo muitipic shipping add.re.sses. The shift 61”

power from the seller to consumer has created 2 new era of expectations (Li et al., 2006).

In view of growing competition in the shipping industry, providing high level of
customer satisfaction is critical to sustaining businesses. [ general, & shipping firm can -

salisfy its customers by offering lowecost or differentiated services. Ons way to

differentiate a firm’s services from iis competitors is by offering high-quality services

(Yuen and Thai, 2015). Customer satisfaction is a measure of the performance of an
arganization's product or serviee in corespondence to the needs and requirements of
customers. For all organizaticns, whether they belong fo service sector, menufacturing

sector, efc., customer satisfaction has been emerged as a fundamental objective of

eperafing in the relative industey (Raza e al, 2015).

As competition in the services sector is constantly increasing, the ability of companies
to understand their custonters and ensure their satisfaction with the service received Is
becoming more and more significant, Therefore, logistics companies must ensure every
cusiomer service reizted aspect, no matter wha! it includes: acceptance of orders, their

exeeution or the soluiion of problems. A client of a logisties company must be sure that
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the chosen company understands his needs (Xavaliauskiendz et al, 2(514). Most service
providers do make a systematic and sustained effort to ensure that their customers aré
satisfied with the firms’ products end service delivery and hence it is expected that in
most service safisfaction surveys, the majarity of the responses are positively skewed and

the moda! response to a satisfaction question I typically near the top positive response

allowed (Roy and Mukherjee, 2017).

7. Methodology

In this section, we discuss sample and dafa collection procedures and operationai

meastnes of variables used in the research as well as the statistical tests used to evaluate

the hypothesis.

7.1 Instraments
in this study, the researcher adopted the descriptive analytical approach, as the

researcher collected secondary data through 2 cdmprehensive theoretical review of books,
periodicals ard scientific references related to the subject of the stucy and on reviewing
previous studies and Thesis related to logisiics customer service and customer
satisfaction, As for the field and anaiytical part in this study, the resarcher collected the
initial data through conducting personal interviews with the managers of logistics
customer service deperiment in cousier companiss to reach & desceiption of the logistics
customer service dimensions in this study, Also the researcher adopted in the study the
deductive explanatory method in order to collect data and test hypotheses. The
researcher designed a questionnaire to coliect the necessary data, and then analyze that
ata 1o test the hypotheses of the study. This approach is besed on the study of reality
and appacent 1o fest the relationship, so the deductive explanatory method is the
appropriate metliod for the current study, The aim of this research was Lo examing the
relationship between logistics customer service in courier compenies in Egypt and ovesal]
cuslomers’ satisfaction. The datz will be collected by developing a questiomnaize 1o
measure the indeperdent variables (Timeliness “delivery time”, service flexibility,
compiaints management, service quatity dimensions which are “tangibility. refiability,
responsivensss, assurance, empathy and service cost)”. and measuring the dependent

variable which is customer satisfaction. The quesfionnaire censisis of 34 questions
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divided info 46 questions to messure the independent variables and § questions to
measure the dependent variable as shown i table (3.1), using the 5- Likent scaie with the
anchrs Totally agree = 5, agree = 4, Neutral = 3, Disagree = 4, Totally disagree = 1. The
questionnaire has been also translated in Arsbic bacause this study is applied in Egypt
and the sample is the Egyptian customer of courier companies.

7.2 Variable Measurements

Independent variable: Logistics customer service, with its 4 dimensions; Timeliness
(delivery time), Service Flexibility, Complainis management, and Service quality with its
six dimensions “Tangibility, Reliability, Responsiveness, Assurance, Empathy, and
Service Cost”. Dependent varishle; Overal customers” satisfaction.

The following table (I} will summarize statements measuring which varizhie and

which dimension of those specific variables,
Table {1): List of statements with dfmensions and varfahles measured
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Variable |

Seale of measurement

" Statement

Dimension

Logistics customenr service

(2010).

Murfield et al.,
(2017), Tian et al.,

The company delivers the parce| o you at an
appropriate fime,

The company. defermines the date of parcel
delévery in advance.

Shipments (parcels) arrive af the promised |

fime.

The company handles the returned shipments
quickly.

Timeliness “Delivery
time™

Zhang et al. (2005).

. Tie company responds quickly respond to

multiple delivery time requirements.

. The company involves customers to improve

services effestively.

v

. 'The company respands quickly to cusiomers’

feedback effectively,

. The company uses multipte transportation

modes to meet schedule for deliveries.

. | can notifyy the company' with the change of

my &ddress and respond immediately

The company take different costomess' orders
with accurate available to promise.

, The company hes accurate records - of

quantities and locations.

Service Flexibility

»

Varela-Neira et al.
(2010)

. I have & positive experience when submitting

a complaint to the company.

. The company handies customer complaints in

- & satisfactory manner.

s

The company eddresses customer complaints
in an effective and satisfactory manner.

The company provides satisfactory selutions
to my problem,

Complaints
management

Golshan ct al. (2019), Kilibarda
et al. (2016), Roslan (2016},
Temba (2013), Banomyong and
Supatn (2011), Culiberg and
Rajseic (2010), Daniel and
Berinyuy (2010), Li et al,

(2006).

, The company has modem (schnological

equipment and up-to-date devices.

- The company has advanced electronic means

of communication.

. The company has modern cars and modern

Iransportation,

. The company provides safe packages for sent

- parcels.

. Employees are well-dressed and always look
neal.

. The physical appearance of the company
enviranment is consistent with the quatity and
nature of the service provided.

ility

Tangily
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Variable Scale of measurement Statement Dimension
- = LI Wien the company promises to do something‘
v g e by a certain time, it fulfifls the promise.
a2 5= | Y s p
T ,E, 2 é & ‘ The company performs. its services correctly]
r"f &z g 5 from the first time.,
:;: g T .:., e ’3 When you have a problem, the company
<8 FgF shows siticere concen in solving the problem. &
&~ }’:‘J T E 4. The company perforins its services at the' =
S5 2 F 5 promised time. 2
TEEY 5 : |.5. - The company keeps its orders accurately. | g
% m g é E [j The company performs its services wilhcﬂ
Tom 5o - 8y errors.
s o+ 0 F . -
- ’7 Thecompanydeiwerstheparcelswrlhoutany_‘
- - damages
(3 ] _5 g ,‘8 The. company is keen fe provide the same
~ level of service every time.
=z . A ’ [L Ths company informs yout wilh the exact time
o £ =2 & & | whontheservice will be performed.
E E 5 23 § I 2(2. The employess in the company pm\m’ §
o v 5 E e s -g é prompt service for you. §
: 'g O E g £ g 3, The employess in the company will heready] [
: 9 R Bw > oE fo help you af any time, g
5= g @ @ 8 @ T4 The employees in the company will never be | &
< PR g E =8 & oo busy to enswer your immediate requests =
¢ -
. . [ 1. Employess’ behavior instlls your confidence. |
Le £ gﬂ§ ™~ '2. You feel secure in business operations in the
“YTEfen company. o
w g 20 e T : W
Rl : s & ’3. The employees in the company deal with you' z
E ceYET ke in a courtecus and réspestfil manner. £
K} f caTER ) 4. The employees in the cormpany haveﬁl 5
etz f 2 knowledge to apswer your questions.
g = C £ A ’5 information provided by employees is cIe?}
L - and understandable.
i Y. t The company devotes persanal attention to}
el B 4 every customer.
sTEf2ws E The employees in the company devote‘ N
' Tz e ) personal atiention to you. z
I §Z2gVesp 3. The company focuses its- atiention on-that | &
! [ Z K TmeEr which is best for you. S
| J 5 E ‘3 Iy E e 5 4. The empioyees in the company understand
! es g - your specific neads,
r = " [5 The comipany opsrating hours suit your needs. |
] £y £ A ﬁﬂlﬂ company provides its services with g
[ 2T affordabie services, < g
A 2 The company offers you various offers‘ g v
f K w o~ | {coupons, discount), i

1.

ﬁ_ﬁ____
e
_— ]



Varizhie Scale of measurement Statement * Dimension

3. The company niakes payment easy for you.

[, Lam generally satisfied with the customer
services offered by the shipping company,

2. Customer services offered by the shipping
company arc close fo my ideal cusiomer
Services. -

3. Overall, | am very satisfied with the parcel
service provided by the company

4. 1am consistently satisfied with ny decision to
deal with this compesy & & service provider,

3. The company offers exactly what | expect.

G 1 feet my experience with the company is
positive. _

7. My choice’ of this company as a service
- providet is & wise one. ’

8. I recommend this courier company fo friends,
neighbors and relatives.

Customer satisfaction
(2016), Kursunluoglu (2014).

Alnawas and hemsley-brown (2018),
Murfield ef al. (2017), Chan et al

*Source: Developed by the researcher.
7.3 Population and Sampling

731 Population - .
The population of the study is ail the customers of Courier comparies in Egypt (Parcel

defivery services). There i no sample framework for the customers of these companies,
Sven these companies don't have & list with customers. That is why Egyptian customers
all over Egypt are included as part of the population but due to time and cost limitatioas;
inhabitants of Greater Cairo (Cairo ~ Giza - Qalyubia) will be taken as representatives
for the opinion of Egyplian customers. According to date acq'uired from Central Agency
for Public Mobilization and Stasistics for year 2018, the aumber of these companies is 87.

The figure (2) shows the market share of the courier companies

@ EHL

2 Aramex
& FedEx

= UPS

B Gthers

Figure (2); Market share of transport and shipping companies in Egypt
¥Samce: Developed by the rescarcher according to DHL amnual reports
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732 Sample
The sample of this study is customers of courier companies (Parcel delivery service)

thet provide parcel and express shipments to internationa! destination by road, air, and
sea. And the number of fhese companies is 87 companies lf over Egypt. The data will be
gollected in & random way from those customers in greater Cairo (Cairo ~ Giza -
Qalyubiz). These companies are considered as agenciss of Nation Post Atthority. The

following sample size formula was used for infinite population *enknown” to arrive at 2

. - p(1-p) g,
representative number of respandents (http:#williampodden.com): ss= pn([? ijJUsmg _

the valuss of Z=1.96, P={.5 and M=0.05, the miximum sample for infinite population
would be 384.16 or 384. Convenience sampling technique wes administered through”
mall-intercept process of 384 subjeﬁts from Cairo city. A total of 384 questionnaires were
distributed with total of 327 usable questionnaires were gained. Therefore, the response
rate is 83%, which is considered an acceptable response rate, A conﬁenience_ sampling
technique was administered because of its ease and quick in collecting data s it is
comimon among researchers, especially in management studies and service restoration

(Piaralal et al,, 2016) with 2 confidence level 95 percent and a margin of error 5 percent.
8. Data analysis and hypothesis test

8.1The deseriptive statistics _
The descriptive statistics include the sample distribution according to the courier

companies as well as the times of customer experience with one of these companics..
8.1.1 Sample distribution

Table (2); Sample distribution aceording to the courier cofnpanieé

| Compaies | Frequency | Valid percentage 1
| DHL | 161 f _49.2% |
| Fedlx | 70 [ 4% [
! Aramex | 62 Lo 0% . ]
| U i 16 J N
[ Others | 18 b A ‘
| Total | 307 [ 100% ]

As can be seen from table (Z). almost half of the sample (49.24%)"2123 repeatedly

experienced the DHL. Then, almost two fifth of the sample has repeatediy experienced
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the Fedex (21.41%) and Aramex (18.96%). Lastly, only 4.89% has an experience with

UPS,

Table (3): Sample distribution according the dealing times

[ Number of times Frequency Valid Percentage
Two times 108 13.0%
3 times % 22.6%
4 times U 7.3%
5 times 9 2.8%
more than 3 fimes 112 34.3%
Total b 100.0%

According to table (3), more than a third of the sample (34.25%) has experienced the

company more than 5 times. As well 2, alrost another third (33.03%) has experienced

the company just two times. Consequently, the iast third has experienced the company

fror 3 to 5 times.

812  Study variables descriptive statistics

The descriptive statistics of the study varfables and ifs dimensions and measurement

items [lustrates the valid observations rumber, the missing values, mean, varjance and

standard deviation as central fendency and dispersion measures, and the skewness and

lurtosis normal distribution measures. Table {4) shows the descriptive statisties of the

study variahles.

Table (4): Descriptive stafistics of the study variables

| Vailles d1m§n510113/ | Mean | Variance Sw.}d?ld Skewness | Kurtosis
reasuremeni items® deviation

Timeliness 192 H43 803 -Ji4 933
Flexbility 388 610 1 8l =77 592
Complaints management) | 3.7 918 958 -524 - (87
Tangibility 4.09 68 754 - 844 02
Reliability 393 652 807 -876 513
Responsiveness 3.93 51 807 - 693 163
Assurance 3.97 510 781 -630 - 08!
Service Cost- 35 |8 ] 8D -210 i}
Service Quelity .88 482 694 -610 186
Lovistics customer service | 3.84 36 54 -750° N
Customer satisfaction 189 8% | 905 -1.143 1.187
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According to table (4), the number of valid observations ber meastrement item {5 327,
therefore, there is no missing data. As well as, the minimam value i not less than 1
which is the lowest vaiue on the S-point like! type.scale (1 totally disagree — § tofally
agree). Similerly, the maximum value per item is not higher than 5 which is he highest
value on the above mentioned scele. This reflects the data ¢} eaning and screemng process
aceuracy. Moreover, on one hand, the Jowest mean of the all Ineasurement items js 3.00 +
1.295 on the S-point likert type scale (1) totalfy disagree to (5} totally agree. On the other
hand, the highest mean of the al! measurement jtes 84.25£0.812 on the S-point likert
type scale (1) totally disagree to (5) totally agree. In addition, there is & violation of
nommality essumption once al] measurement items’ skewness and kurtosis scores are not
210, However, sesearchers mentioned that in social science ft is commen fo violate the
normelity assumption. Hence, there is no serious problem to epply the parametric
analyses to tes! the hypotheses if the skewness of each item within the range (+3:-3) and
the Kurtosis within range (+10:-10). This i common in saniples over 100 cases, (Kiine,

2015; Tabachnick and Fidell 2007). Therefore, the researcher can proceed w1th the

inferential statistics to test the proposed hypotheses

§.2 The inferentia) statisties:

The inferential statistics includs the Pearson correlation analysts using SPSS v.24 ﬁs it
will be vsed atf to test the third hypothesis. Also, it includes the Structural Equation
Modelling using Smart PLS v.3.2.8 {Ringle ! al, 2015) o test the second hypothess.
Moreover, it includes the one sample .!-test fo test the third hypothesis. In addition, it
inciudes the planned cemparisons one-way Analysis of Variance (ANOVA} to test the
fourth hypothesis. Finalty, it hes the repeated measuzes ANOVA to fest the fifth

hypothesis Using $PSS v.24,
8.21 Correlation analysis:

This section ilhustrates the results of the Pearson correlation analysis to figure out fhe
direction and significant relatioﬁships' between the independent variables and the -

dependent variable in the'conceptual mods, as well as, to check the multicollingarity

issue emang the independent variables,
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Table (3): Correlation analysis
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As can be seer: from table {5)at the last line, there is a significant positive relationship

between the logistics customer service (X) and the customer satisfaction (Y) by 86.9% at

confidence level 99%. Accordingly, the logistios service quality dimensions have

significant positive relationships with the customer satisfaction. In this regerd,

SERVQUAL has the highest correlation coefficient with the customer satisfaction then

flexibility, then timeliness (delivery time), and finally complaints management.

Moreaver, all the comelation cofficients between the logistics customer service

dimensions are positive and range between 0.758 and (.853. As well as, all the service

quality dimensiohs are posizively correlated to each other, Their carrelation coefficients

range between 0.492 and 0.849. To this end. since all these correlation- coefficients are

less than 0.9, the multicollinearity between the independent variables/dimensions Is ot

an 1s3ne in the current study,
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8.2.2 . Structural Equation Modelling:

The stracivral Equation Modelling cen be employed 1o test the multi hypoiheses

concepiual models using Smart PLS v.3.2.8 since it can analyse & series of regressions

_with more accuracy and less restriction than the nultiple regression analysis. As well as,

it can analyse & non-normai data and gei accurate resuits Moreover, it can anlyse
different measurement levels either Low order or High order constructs as well as,
different measurement types either Formative or Reflective constructs (Hair et al., 2011;
2014; 2019). Therefore, its uss has a widesproad reputation in Marketing studies (Hair et
al., 2012). Hence, the researcher follows 2 two-stage appmachl 1o apply the PLS-SEM.

Where the first stage aims to build the measurement model; the second stage aims 1o test

the structural mode].

The first stage of the SEM includes six steps to assess and build the measurement
model. First: model identification and constructs specifications, Second: draw the
relationship between the constructs to build the theoretical model. Third: assess the
theorstical mode] based on validity and reliability criteria, Fouﬁh: ifnprdving the invatid
theoretical model, Fifth: building the measwrement mode], And'fmally, assess the
Imeasurement mode! based on Iﬁe same theoreticai model assessment criteria (Hair et al,
2010; 20]4; Malkotra, 2010). To this end, the researcher can utilize the use of Srﬁart PLS
by merging the first and second sieps 'by specifying the constructs and building the |

theoretical model & the figure (3),

Fignre (3): The Theoretical mode
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From figure (3), there are four exogenons variables, namely, Timeliness (delivery
time), Flexi.hility, Complaints management, and SERVQUAL, and one endogenous
varizhle which is Customer satisfaction, Al variables are reflectively measured where the
researcher can change the order of the observed variables, measurement items, and
remove any of them ¢ enhance the consiruct measurement quality without reducing the
measurement coverage. Whike the Timeliness (delivery time), Flexibility, Complaints
manzgement, e.md Cusiomer satisfaction are‘ measured at a fiest order level, the
SERVQUAL has been measured at a reflective-reflective secand order level, In this vein,
the tesearcher adopts a disjoint two-stage approach to build up the high order construct of
the SERVQUAL'(SarstédI el al, 2019}, The first stage was employed to build the
messurement model from the SERVQUAL dimensions as a first ‘order refiective
constructs to get their |atent variables scores and the second étage was employed to build |

-‘.thé mezsizement model from the SERVQUAL construct as a first order reflective
' “construct and the. dimensions latent variables scores used as the observed variables.
Furthermore, the third stage aims 1o assess the theoretical model depcnding on the
validity and reliability criteria of each measurement iters/dimension/variable. The
measufement ftem reliability can be assessed by the outer loading. As well a5, the
construct validity can be assessed by the convergent validity and the iscriminant
validity. Finally, the internal consistency-of the construci reliability can be assessed by
the Crosbach’s alpha and the Composite Reliability (Hair e ol,, 2014). Table (5)

illustrates the cuter loadings if the measurement items/dimensions.

Table (6): Items loadings af the theoretical model
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As can be seen fror table (6), the cuter loading for each ilem/dimension is higher than

0.4, the threshold value. Therefore, none of the measurerment items i recormmended to be

deleted. Accordingly, the rescarcher can proceed with the validity and reliability

assessment. Regerding the construct validity, first, the convergent validity measures o
what extent the measuremeant items are positively correlated fogether to. megsure the
latent variable, The convergent validity for each latent variable can be measured using the
Average Variance Extracted AVE. A Jatent variable AVE = (the Sum sqﬁares of outer
loadings)n and it sheuld be at least 0.5. (Kline, 2015; Byzne, 2011; Hair et al.,'ZDIO; and
Malhotra, 2010). Tabie (7) iUuStrates the results of the convergent valicity using AVE ai

e theoretical model.

Table (7): Convergent validity assessment at the theoretieal model

] Latent variahies ‘ Average Variance Extracted (AVE) _F
[ Timeliness | 0.667 |
| Fexibilty | 0.625 ]
| Complaints | 0.804 ]
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Average Variance Bxtracted (AVE)

[ “Latent varfables -
SERVQUAL 0.736
Customer satisfaction 0.7% |

s it table 7, the AVE for each dimension of the logistics customer service and the
Cuslomer safisfaction is higher than 0.3, Therefore, the construct convergent validity has
been established. Consequently, the researcher cen procesd with assessing the
discriminant validity. n order to confim consiruct discriminant validity, each latent
variable messwemen! items should distinguish the latent variable from other latent
variables &t the same model. Hence, a discriminant validity can be established, according
to Fornel! Larcker critetion, if fhe [afent variable A‘\’E 1§ higher than the'squared
correlation between this variable all each otter variable at the same céncep'tua! mode!
(Byrme, 2011; Hair et al.,EZOIU; Kline, 2011; Ma!holra, 2010). Table (8) reports the

restlis of the discriminant validity at the theoretical model.

Table (8): Discriminant validity assessment af the theoretical medel

- Customer’

_ bles omplaints. SER QUAT; istome Tlme]megs
U e | management ) s e afisfaction i

Compliints 08%

management

SERVQUAL {.768 0.86%

Cistomer 07 0912 1892

satisfaction ‘

Flexibility (.789 0.863 0.812 0.790

Timeliness {675 0,791 0.773 0.819 (.817

According to table (8), the logisties customer service dimensions lack the discriminant
vaiidity since the square oot of SERVQUAL and Flexibility AVEs are fess than the
conelation between each of them and the customer satisfaction. Moreove, the Square
oot of the Timeliness AVE is less than the correlation betweer: the Timeliness end the
Flexibility. Therefore, the theorefical modal assessment process should be stopped since
the theoreticl model needs to be improved. Moreover, the fourth step aims &t improving
the thearetical mods! by removing the lowest item loadings and the cross loaded items
and rerun the whole mode] assessment criteria again after eliminating each measurement
item especially, the diseriminant validity until the measurement mode] is figured oul,

Accordingly; the fifth step aims at iliustraing the measirement model, Figure (6) shows

the megsurement model,
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Figure (4): Measurement model

As can be seen from measurement mods i the ﬁguré (4), compared with figure (3),

the following measurement items are removed for cross loading purposes to enhance the

 theoreticai made X14 in Timeliness, X27,.X23, X22 in Flexibility, X42, X44, X45 in

SERVQUAL, and Y2 in the Customer satisfaction. Finally, the sixth and ']ast'étep is to

evauste the measurement model. Table 9 reports the results of the measurement ifems’

- uter loadings in the measurement model.

Table (9): Items loadings at the measurement model
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As can be seen front tabie {9), the ouiter lcading for each tem/dimension is higher than
04, the threshoid valuve. Therefore, none of (he measurement items is recommended to be
deleted. Accordingly, the researcher can proceed with the validity and reliability

assessment. Table {10} illusteates the results of the convergent validity using AVE at the

meastrement model.

Tabie (10): Convergent vafidity assessment at the measurement mode!

!_ Laten variables J Average Variance Extracted A‘VE}]
| Timeliness (Delivery fime) | 0.731 i
| Flexibility L 0.646 |
| Complaints management f 0.804 |
| SERVQUAL [ 0.725 )
f Customer satisfaction | . Q815 ]

Agin table (36), the AVE for each dimension of the logistics customer service and the
Customer satisfaction is higher than (.5. Therefore, the consiruct comvergent validity has
been estabiished. Consequently, the researcher can proceed with assessing the
discriminant velidity. Table {11) reports the results of the discriminant validity af

measurement model.

Table (11); Discriminart validits ausessment at the theoretionl model

| Variibles Complaints *| - ey, | Customer ‘.mexibim[ Tindlses |
f mansgement | safisfaction ! J
f Complaintsmanagemenrf 6896 | | j !
| SERVQUAL | 0MG | east | A ! }
| Customer satisfaction | ong | ag0 T pom | ! ‘
i Flexbilty | 072 | 07% 0755 | 0gd ]

| Timeliness Cooees U e T ame 1 gme | 08

As-can be seen from table (11}, éince the square root of sach of the latent varzbles
AVE is higher than the comelation belwesn this construct and oiber constrocts at the
same mmode!, the discriminani validity hes been established for all variables a1 the
measurement model. Accordingly, the researcher can proceed with the reliability
assessment. The construct reliabiliiy measares to what extent the future research can
repeal the same meastrement ifems in measurifp the same construgl A consirucl
religbility can be assessed by the Cronbach’s aipha and the Composite Reliabitity (CR).

In SEM, the CR is befter measuring the construct reliability by infernal consistency

AV



means. A construct reliability can be confirmed when each of the two abavementioned
criteria is higher than 0.7 (Malhotra, 2010}, Table (12) shows the results of the

constructs” reliability af the measorement model.

Table (12): Refinbility assessment af the measurement mode]

" Latent variables Cronbach's Alpha Composite Reliability
Timeliness 0818 0.870
Flexibility 0.816 {.890
Complaints 0.918 (.942

SERVQUAL 0511 0.887

As can be seen from table {12), each construet at the measursment mode! is reliably

measnrec, Hence, the researcher can proceed with the second stage of the SEM which is

the structural modei. The structural model consists of three main steps, namely, the
multicoflinearity assessment, the hypothieses testing, and the predictive ability (Hair et al,,

2019)..To begin, the first step of the structural model assessment is the multicollinearity

checking using the Variance inflation Factor (VIF) which should be ranges between (.2

and 5 for all the independent variables, Table (13) illustrates the resilis of the
P

multicollinearity assessment,

Table (13): The multicollinearity assesserent

VIF:io the Customer satisfaction

Variabies
Complaints management 2682 |
SERVQUAL 328 |
Flexibility 3602 |
Timeliness 252 [

As can be seen from tabie {13), the YIFs range between 2.526 to 3.602 which are

within the proposed range 0.2:5. Therefore, the researcher can proceed with the second

step, which is the hypotheses testing. Table (i4) shows the results of the hypotheses

testing (the sub hypotheses of the first main hypothesis).

Table (14): The sub hypotheses testing of the first nain hypothesis

.- Hypotheses ' . B | tvalue ;opovalue |  Result
1 Logisties customer service -» 0.851 66.153 0.006 | Supported
Customer satisfaction ok
Hla Tlmelmes?s > (;usiomer 0363 4637 0.000 r Supplo.rted
satisfaction R

Yrve




Hib | Flexibility -> Customer sahsfactwn 0.106 [ 000 0.058 Not
supported
Hie Complainis man.agem.ent > 0150 218% 0.004 Suppgrted
_ Customer satisfaction W
‘Hid SERVQU!}L ->‘Customer (430 2376 0,00 Suppo‘rted
satisfaction Bk
Responswet?ess > Customer 0143 2 468 0.014 Supporied
satisfaction *
Rehablltt?' > (}‘ustomer 0202 197) 0,001 Suppo‘rted
satisfaction , #ad
Empathy - Customer satisfaction 0324 6952 | 0000 Sup&u:ted
Assurancle-> Clustomer o L4 | a0 Supported
. satisfaction FER
Tangibilty > Custommer oos | oms | oam | M
safisfaction . - L : supported
Service ge.st-> qustom_er__ oose |14 | ooua Not
satisfaction supported

s can be seen from table (14} the logistics customer service has & significant positive
correlation with customer satisfaction by 86.1% at confidence level 99.%%. Therefore, H1 is

supported. Timeliness {Delivefy fime) has 2 significant positive correlation with the customer l
safisfaction by 26.3% at confidence Jevel 99.9%. Therefore, Hia is supperted. Flexibility has
2 non-significant positive corvelation with the customer satisfaction by 10.6% at confidence
ievel 95%, Therefore, HIb is not supported. Complaints menagement has & significant
positive correlation with the customer satisaction by 15% at confidence level 99%.
Therefore, Hic is supported. The SERVQUAL hasa significant positive correlation with the
customer satisfaction by 43,9% at confidence level 99.9%, Therefore, H1d is supported. With
regafd to the SERVQUAL dimensions: Responsivenass has & significant positive corelation
with the custorer satisfaction by 14.3% at confidence {eve] 95%. Reliability has 2 significant
positive cotrelation with the customer satisfaction by 20.2% at confidence level 99.9%.
Empathy hes a significant positive correlation wilh the customer satisfaction by 32.4% at
confidence level 99.9%. Assurance has & significant positive correlation with the customer
satisfaction by 26.3% at confidence level 99.9%. Tengibility has 8 non-significant positive
cottelation with the customer satisfaction by 3.6% at confidence level 5% Service Cost has
a non-significant positive correlation with the customer satisfaction by 5% al confidence level

95%. Lasily, overall, the structural model as in figure (3.4) with its prosed relationships can

\PVY



1

eiplain the change in Customer-service by R2= 74.4% (the variance factor) (Hair et al.,

2014).

9, Conclusion
The research zimed 10 study the relationship between the logistics customer service and

overall customers’ satisfaction. The results showed that the Hia was accepted, as the delivery
time was positivelj éorrélgted with the satisfaction of the courier companies by 26.3%, at'a
confidence level of %9.9% elo The results showed that the Hlb vas ot acoepted, as the
service flexibility is positively corelated with the overall custbmersf safisfaction in a non-
signiﬁcant' rate of 10.6%, aa cnuﬁ'dencc. level of 95%. Also, The results indicated that Hlc
was accepted as the complaints' management is positively correlated with the overall
customers’ satisfaction by 15%, at a conﬁdenée level of 99.9%. alsb, The results indicated

that Hid was accepted, as the service qua]iijf is positively comelated with the overall

 customers’ satisfaction by 43.9%, at a confidence level of 99.9%. .
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