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ABSTRACT

The main purpose of this study isto understand the relationship between logistics
service quality, pricing and scheduling, and customer satisfaction with sea freight
forwarding in Thailand. Four objectives are set: 1) to examine the impact of sea
freight forwarding service quality on customer satisfaction; 2) to examine the
influence of the price (service charge) and scheduling of the service providers on
customer satisfaction; 3) to understand the effect of each dimension of sea freight
forwarding service on customer satisfaction and identify the factor that provides the
highest impact on customers satisfaction, and 4) to identify the differences between
customers' expectation and perception of logistics service quality, price and
scheduling, and customer satisfaction. The ABC Company is selected as a proxy of a
sea freight forwarder. All 78 current customers of the ABC Company are targeted as
the population of the study. The nine-dimension logistics service quality proposed by
Mentzer is applied. T-test and regression analysis are used as the major data analyses
techniques. The results indicate that logistics service quality and scheduling are
significantly related to customer satisfaction while the influence of pricing is not
evident. Moreover, customer expectation on all related factorsis significantly higher

than their perception of the quality of those factors.

The results from this research would help the ABC Company, as well as other sea
freight forwarders, to focus on the appropriate points to improve their service which

in turn, would help in enhancing customer satisfaction.
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CHAPTERI

GENERALITIESOF THE STUDY

1.1 Background of the Study

Nowadays, in the world of business competition, logistics is one business strategy that
can enhance the competitive advantage of the firm (Pollit, 1998). Thisis different
from the past when logistics was perceived merely as supporting activities of the firm.
Initially, the logistics operations process was considered as including purchasing,
storing, transporting and distributing physical goods to fulfill the requirements of
customers. Currently, logistics activities involve more functions such as packing,
warehousing, distribution, and supply chain management. There are many new and
established logistics companies in this competitive market, and all of them expand the

market by getting as many customers as they can.

In today's highly competitive market, logistics is recognized as a critical factor in
gaining competitive advantage from the logistics business world. Many companies
outsource part of the logistics function rather than operate it in-house, which helps a
firm to concentrate on its core competency. Outsourcing can help a firm in terms of
cost reduction and service improvement. Wong et al. (2000) estimated that 40 percent
of the global logistics activities are outsourced. Elmuti et al. (2000) stated that
through outsourcing, companies can reduce the cost by nine percent and increase in
capacity and quality by fifteen percent approximately. Hence, outsourcing logistics
activities can help the firm reduce its operation cost and improve its performance

since it can then focus on its core business activities.

L ogistics service providers have currently gained more attention. Various studies
indicate the strong rel ationshi ps between logistic service quality and customer
satisfaction and customer loyalty (Daugherty, Stank, & Ellinger, 1998; Mentzer, Flint,
& Hult 2001; Johnson, Gustafson, & Andreassen, 2001; Lam, Shankar, Erramilli, &
Murphy, 2004). Previous researchers found that service quality significantly affects



customer satisfaction. Moreover, Muffato and Panizzolo, (1995) mentioned that
customer satisfaction is one of the major competitive components that leads to
improvement of an organization'simage and reputation, to reduction in customer
turnover, and to increased attention to customer needs and better business

relationships with their customers.

In Thailand, outsourcing the logistics activities to third-party logistics providers has
become aregular practice of many firms. There is a significant increase in the use of
sea freight transportation businesses since 2003-2005. In 2005, it was reported that
Laem Chabang port was handling over 3,834,000 containers from/to Thailand.
Moreover in year 2010, the report from Laem Chabang port showed the expected
container capacity at 5 million TEU (twenty-foot equivalent units), which datais
shown in Figure 1.1.

Figurel.1l: The expected container throughput after completion of the Basin

i MER R VEY

B ow MW e 0 No@ W
L T

Total capacity of 3 Basins
Total capacity of 1 Basins
1 Tatal capacity of 279 Basins
Bl Total capacity of 3" Basins
Total capacity of Bangkok Port and Private whar-es
D The new port site or 4"’ Basins

Source: www.laemchabangport.com/Icp/Internet/TH/port cap.php

The demands come from importers and exporters who use terminal services to import
and export their merchandise in and out of Thailand. It isimplicit that the seafreight
transportation business becomes more attractive to business operators. Consequently,

higher competition among sea freight transportation service providers would be


http://www.laemchabangport.com/lcp/Intemet/TH/port

increased. To survive and gain more competitive advantage than other logistics
service providers, athird-party logistics firm would provide the services that enhance

customer satisfaction, which, in turn, would lead customers to be loyal to the firm.

1.2 Statement of the Problem

As sea freight transportation is the major overseas product transportation means, there
are currently lots of seafreight forwarding service providers available in the market.
This makes the current sea freight forwarding market become more competitive. Even
though it provides customers more choices, good service cannot be ensured. Most sea
freight forwarding service providers try to compete with their competitors by offering
alow price to customers. This may satisfy customers only in the short run since the
export performance would be related to the service performance of freight forwarders,
such as transporting those products at the right time, to the right place, with the right
quality. Besides that, the responsiveness of the service providersto find for their
customers the most suitable schedule of the shipping lines, is also important. Sea
freight transportation schedules that fit well with, and are flexible to customers
shipment plans would help customers to ship their products at the right time. As such,
customer satisfaction can be expected. However, previous researchers such as
Shamwell et al. (1998) mentioned service quality as a key factor that sustains
competitive advantage of afirm in the market since it directly affects customer
satisfaction. Thus, the quality of a sea freight forwarding service together with the
service charge or price and responsiveness of the service provider would be important

factors that satisfy exporters and retain them for the freight forwarding firm.

Even though much research on logistics service quality and customer satisfaction has
been done, none was done on sea freight forwarding services in the Thai context.
Thus,‘the question, "How do sea freight forwarding service quality, service price and
schedule to customer requests influence customer satisfaction?' should be answered.
Thus, this research aims to identify the effects of seafreight forwarding service

quality, service charge and scheduling on customer satisfaction.



1.3 Objectives of the Study

~ The objectives of this study are:

1.3.1 To examine the impact of sea freight forwarding service quality on
customer satisfaction.

1.3.2 To examine the influence of the price (service charge) and scheduling of
the service providers on customer satisfaction.

1.3.3 To understand the effect of each dimension of seafreight forwarding
service on customer satisfaction and identify the factor that provides
highest impact on customer satisfaction.

1.3.4 To identify the difference between customer expectations and perceptions

on logistics service quality, pricing, scheduling, and customer satisfaction.

1.4 Scope of the Study

This research focuses on ABC Logistics (Thailand) and its sea freight service, using
Mentzer's model dimensions. A questionnaire survey is designed to collect data from

customers of ABC Logistics (Thailand).

ABC Logistics (Thailand) is selected as a case study in thisresearch sinceitisa
medium size company that provides sea freight forwarding services which enables
Thai exporters to export their products all over the world. Mentzer's model will be
applied to the quality of seafreight forwarding service. The nine-dimensions of the
model include personal contact quality, order release quantities, information quality,
ordering procedures, order accuracy, order condition, order quality, order discrepancy
handling and timeliness, and these are the focus of this research.

ABC Logistics Company is an international service provider which has been
established since 1988. Its head officeislocated in Portland, USA. Now, ABC

L ogistics Company has become one of the giant US enterprises that provide fully

L ABC Logistics (Thailand) is pseudonym.



managed supply chain solutions throughout a worldwide network. ABC Logistics
(Thailand) was established in Bangkok, Thailand in 2007, and is currently having a
continuously sharp increasing growth rate. It operates by providing logistics and
supply chain management, freight forwarding, and transportation both by Air and Sea.
In 2008, ABC invested in a new business distribution center in order to proactively
provide service to its customers. ABC Logistics (Thailand) plays the role of middle
man between customersi.e. exporter and importer and shipping lines. A door to door

transportation service will be provided in the near future as well.

1.5 Limitations of the study

The research will focus on export customers of ABC Logistics (Thailand) Company
who are involved in the sea freight process. A firm which generates ideas about
customer satisfaction will help the company survive in the long run as a business
when compared with other freight forwarding companies. The number of the study's
target group is 78 current customers of ABC Company. The results from this research

apply to the ABC Company and cannot refer to another industry.

1.6 Significance of the Study

Due to this research being a case study based on ABC's customers, the researcher
would like to know which factors impact on customers when compared to other
freight forwarding companies. The study aims to find the service quality aspects
which are important for customer satisfaction in seafreight forwarding. Moreover,
thisresearch isfor ABC Logistics (Thailand) organization, especially for the
marketing manager, concerning their sales and customer service, in order to enhance
the company's reputation and gain more market share. Finally, this research can be
used as areference for further research on service quality and customer satisfaction in

other businesses.



1.7 Definitionsof Term

Exporter

Consignee

Freight Forwarder

Service Quality

L ogistics

The company or person who ships the cargo to the

consignee (Hinkelman, 1999).

The person or firm in afreight contract to whom goods
have been shipped or turned over for care (Hinkelman,

1999).

Referred to as international trade specialists, offering a
variety of services to facilitate the movement of
international shipments (Murphy et al., 1992; Murphy &
Daley, 2001).

Quality in service usually occurs during service delivery,
which is the interaction between a customer and a service
provider. Customers evaluate service quality in terms of
meeting customer requirement, afair exchange of price and
value, fitness for use, and doing it right the first time
(Garvin, 1987).

Isthe art of managing the supply chain, and the science of
managing and controlling the flow of goods, information
and other resources such as energy and people between the
point of origin and the point of consumption in order to
meet customer requirements. It involves the integration of
information, transportation, inventory, warehousing,

material handling, and packaging (Phunphitphat, 2008).

L ogistics Service Quality Refers to the technical and functional quality of the logistics

service which includes nine quality dimensionsii.e.
Personnel contact quality, Order rel ease quantity,



Information quality, Order procedure, Order accuracy,
Order condition, Order quality, Order discrepancy

handling, and timeliness.

Customer Satisfaction A person's feelings of pleasure or disappointment resulting
from comparing a product's perceived performance with
his or her expectations (Kotler & Keller, 2006).

Scheduling The time that afreight forwarder searches and sets to

deliver their product to the customer.

Pricing Freight forwarding offers the freight rate to customer in
order to sell the service or is given in exchange for the

expected service provided by service providers.



CHAPTERII

REVIEW OF RELATED LITERATURE AND RESEARCH
FRAMEWORK

This chapter discusses the context of the freight forwarding industry as well as related
theories which are sea freight forwarding service quality, pricing, and scheduling of
the sea freight service. Moreover, theories related to customer satisfaction are

reviewed. The details are presented in the following sections.

2.1 Freight Forwarding Company

Freight Forwarding is considered as a supporting business for the country's economic
growth (TIFFA, 2004). A Freight Forwarder Company tries to promote their company
with the best service quality in order to gain more repurchases by customers. A freight
forwarder sells intangible service that fits with customer demand, like middle man
who has expertise in exporting and importing. Currently, afreight forwarding
company provides service such as documentation, and performs related activities such
as customs formalities, transportation, warehouse, distribution, and outsourcing,
making its services meet customer requirements. Pornanun, (2007) stated that a
freight forwarder practically arranges cargo to worldwide destination with their own
network. Their scope of activities on documentation is concerned with a Bill of
Lading, Mate Receipt, and Cargo Manifest, shipper's export declaration such asa
commercial invoice, packing list, and other supporting documents of form such as
C/O (Certificate of Origin), form D, and form E. These documents are necessary and
requested by the country of destination for giving import tax benefit according to a
Free Trade Area Agreement. Presently, the international customs processis arranged
through a paperless system or E-Customs, which promotes efficiency by eliminating

an unnecessary customs process arid cost.

An oversea network is also important for a seafreight forwarder asit can ensure that
the cargo can be delivered on time according to the promised schedule. However, it is

apart of the main focus that a marketing team needs to concern itself with in order to



improve their service quality to meet the target market. Manon et al. (1998)
mentioned that there are many constraints that affect the freight forwarding industry.
Firstly, it contains three attributes: departure time, arrival time and a good relationship
with the transport providers, which mean that regular sailing schedules are significant.
Secondly, it contains four attributes. high frequency of service, fast response to any
problem, punctuality of service and the availability of freight space. Thirdly, it
contains four attributes; transit time, various port services, tracking, and low error
freight rate, which mean that a freight forwarder should arrange delivery of the cargo
to various destination ports with the fastest transit time. If any unexpected schedule
problem causes delay to the cargo, they must have received an immediate notification
from their oversea network tracking, and provide a good solution to re-schedule the
cargo load onto another vessel at the lowest freight rate, which will enable the cargo
to reach the destination on time. A freight forwarder should have a good team, which
has good knowledge and experience of this businessfield to enable its service to
maximize customer satisfaction. These guarantee that the customer will certainly re-

purchase the service from them.

2.1.1 Job Description of a Freight Forwarder

Kusmitse, (2007) concluded that the typical freight forwarding work activities should
cover the following:
2.1.1a Provide and advise the best route and sailing schedule for arranging the
cargo, either general cargo or sensitive cargo (such as fresh cargo or
dangerous goods; chemical, toxic substances, farmable substances) with
the best transit time and high security.
2.1.1b Provide and advise the proper packaging appropriate to the nature of the
cargo.
2.1.1c Provide warehouse service at origin or destination to securely store the
cargo.
2.1.1d Check and prepare documentation for the customer, i.e. commercial

invoice, packing list, insurance and relevant documents which have to



meet the requirements of the destination customs regulations, such as
Import Duty, Tax and others requirements.

2.1.1e Offer consolidation services of sea, air, railroad, and road; liaising with
other 3PL aliances to move the cargo at efficient cost.

2.1.1f Provide and develop IT tool to minimize time and error in operation and
tracking.

2.1.1g Provide an Air-Sea solution for urgent cargo which needs a shorter transit
time than sea mode, but with cost lower than air mode.

2.1.1h Provide charter service rate for a project cargo, huge cargo, or large
volume of bulk freight as well as special cargo which needs an out-of-
gauge container or ULD (Unit Load Device for Air Mode).

2.1.1i Provide a solution for arranging the customs and clear-out of the cargo.

2.1.1j Provide courier services for door-to-door shipments, or for special cargo
which needs special handling or more security.

2.1.1k Learn and keep up to date with new regulation, policy, political, and other

factors that might affect the cargo movement.

2.2 Service Quality

To learn more about the definitions of service quality, it isimportant to know the
characteristic of the freight forwarding service before identifying its definition.
Gronroos (1990) provides a definition, that it is an activity or series of activities
between the customer and service employees and/or physical resources or goods
and/or the service provider system, which provides the solution for the customer's
problem. Palmer and Bejou (1994) identify service as any primary or complementary
activity which indirectly affects physical goods, meanings it is a non-good part among

the transaction between the buyer (customer) and seller (provider).

It is also defined as the difference between customer's expectations for service
performance prior to the service, against their received service perception, as
mentioned by Asubonteng et al. (1996). Furthermore, a contemporary definition stated
by Kotler and Armstrong (2001) isthat it a service activity that one party offersto

10
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another person that is mainly intangible, and does not result in the ownership of
anything. Its production may or may not be tied to a physical product. Table 2.1
proposes differences between service and physical goods, and explains the different

characteristic and activities of goods and service.

Table 2.1: Differences between Service and Physical Goods

Physical Goods Service
Tangible Intangible
Homogeneous Heterogeneous
Production and distribution are Production and distribution and
separated from consumption consumption are a simultaneous process
A thing Core value produced in buyer-seller

interactions

Customers do not (normally) participate | Customer participatesin the production
in the production process process

Source: Gronroos (1990)

Many researchers focused on the service quality dimension. As an example, in 1985,
Zeithaml, Parasuraman, & Berry developed a comprehensive conceptual foundation
to understand and improve service quality by interviewing the people working in
retail banking, securities brokerage and production repair. Their model, called
SERVQUAL, includes tangible, reliability, responsiveness, competence, courtesy,
credibility, security, access, communication, and understanding the customer. L ater,
in 1988 the ten dimensions were revised to five dimensions, which are: tangible,
reliability, responsiveness, assurance, and empathy. Figure 2.1 presented the original
ten dimensions, but five dimensions (competence, courtesy, credibility, and security)
have been combined into assurance and access, communication: understanding the

customer has now become empathy in the SERVQUAL model.

11
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Figure2.1: The Revised SERVQUAL Dimensions of the PZB Model

Oricinal Ten Dimension SEENQT_4".
I,
| Tangibles I > | Tanaibles
! Reliabilit l Reliability
| Responsiveness Responsiveness
Competence
Courtesy | Mssurance
Credibility
Seruritss
Access N
Communication [ v Enypaths

Lnderstandin= the Customer

Source: Zeithaml, Parasuraman & Berry, L.L. (1990), p.21

2.3 Logistics Service Quality (LSQ)

Many researchers state the meaning of logistics service quality as describing the
company's ability to deliver the right quantity of the right product to the right place at
the right time in the right condition at the right price with the right information
(Coyle, Bardi, & Langley, 1992; Stock & Lambert, 1987). Logistics, as a function, is
increasingly viewed as strategically important to the organization (Zacaria & Mentzer
2004, Bienstock, Mentzer, & Bird, 1997; Mentzer, Flint, & Hult, 2001). Moreover,
Srivatava at el. (1999) stated that inbound logistics, internal logistics, and outbound
logistics are important processes within the firm. Logistics within the firm creates an
important role in managing international suppliers and international customers
(Fawcett & Closs, 1993). Furthermore, an empirical study by Ellinger, Daugherty, &
Keller, (2000) found that logistics is an important part of the company and will affect
its overall performance (increased profitability and customer satisfaction). Logistics
service providers have now become an important core unit of a firm, which can
improve customer satisfaction as well as minimize the company's inventory cost
which surely helps the business in the long run and gains more profitability.
Companies have used logistics to create a competitive advantage (Bowersox,
Mentzer, & Speh, 1995; Morasb, Droge, & Vickery, 1996). In 1999, Mentzer, Flint, &

Hult developed a nine-dimensional model of logistics service process segmentation.

12



The nine-dimensions include: personal contact quality, order release quantities,

information quality, ordering procedures, order accuracy, order condition, order

quality, order discrepancy handling, and timeliness. Mentzer et al (1999) explained

their model in two stages, starting when an order is placed until its receipt, as follows:

2.3.1 First stage: Order placement component, including; personal contact

quality, order release quantity, ordering information quality and ordering

procedures.

2.3.2 Second stage: Order receipt, goods are delivered to the customer (Tangible

products) including three components of order accuracy, order condition,

and order quality. Timelinessis the important component for order receipt.

If the customer does not receive the order on time then the service providers

have to find out the reason causing the shipment delay and investigate to

find the solution to avoid the discrepancy, which is considered as company

cost, and certainly affects customer perception.

Table2.2: Logistic Service Quality Definition

LSQ Dimension

M eaning

Per sonnel contact
quality

Refers to the customer orientation of the supplier's logistics contact people.
Specifically: customers care about whether customer service personnel are
knowledgeable, empathize with their situation, and can help them resolve their
problems.

Order release

Refers to the concept of product availability. The 3PL provider can challenge a

quantity customer's requests to ascertain the need behind the volume requests. Customers
should be most satisfied when they are able to obtain the quantities they desire.

Information Refers to customer's perceptions of the information provided by the supplier

quality regarding products from which customer may choose.

Ordering Refers to the efficiency and effectiveness of the procedures followed by the

procedure supplier.

Order accuracy

Refers to how closely shipments match customer's orders upon arrival. This
includes having the right times in the order, the correct number of items and no
substitutions for items ordered.

Order condition

Refersto the lack of damage to orders. If products are damaged, customers
cannot use them and must engage in correction procedures with suppliers,
depending on the source of the damage.

Order quality

Products in the order condition addresses damage levels of those items due to
" handling, and order quality addresses the manufacturing of products.

Order discrepancy
handling

Refers to how well any discrepanciesin orders arriving. are addressed after the
orders arrive. Refers to whether orders arrive at the customer location

Timeliness

Refers to the length of time between order placement and receipt. This delivery
time can be affected by transportation time as well as back-order time when
products are unavailable.

Source: Mentzer et a (1999), p.90
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Asthelogistics service quality model proposed by Mentzer et al (1999) focuses
intensely on the service quality of the logistics service which covers product
transportation service, it is more specific to the selected industry than the PZB Model.
Thus, it is more suitable to be applied in this project.

2.4 Pricing

Pricing isavital part of marketing. It is the one of the four majors of the marketing
mix: product, price, place and promotion. This marketing mix affects the strategic
plan to expand the market. Freight forwarder should develop their product (intangible
goods) at a competitive price to meet the customer in export/import industries. Priceis
asignificant tool to drive the company to success in this business, to maximize market
share and customer satisfaction. It is measured by doing a survey to find out the
market share position and customer satisfaction. There are many researchers who
considered the concept of pricing, including Bitner, (1990); Kutz & Clow (1991);
Zeithaml et al. (1993) mentioned that price is a cue often used by customers to make
patronage decisions to determine what to expect, and to evaluate the quality of a
service relative to how much they paid. Furthermore, another group of researchers
Banomyong, Ritthironk, Varadejsatitwong, & Supatn, (2005) considered the factors
that LSPs must focus on to price aservice. The final result indicated a negative
relationship between price and shippers decision in choosing a [.SP. Parasuraman,
Zeitaml, and Berry, (1985) stated that strong service concepts give companies the
opportunity to compete for customers; A strong performance of the service concept
builds competitiveness by earning customer confidence and reinforcing branding,
advertising, selling and pricing. The company must avoid price competition. A high
reputation company has a much stronger competitive position compared to one with

inconsistent or poor reputation. Price-cutting is a strategy but it is not good enough to

encourage the client to switch if they compare it to another's service. Thereis an
increasing trend in firms who outsource logistics services. Many company use outside
logistics service and find the lower cost of that service in order to cut out unnecessary
cost that may occur. Hence, this researcher will select the one factor, pricing, to

measure the service quality in a seafreight forwarding company.

14



2.5 Scheduling

A good freight forwarder must be able to provide a shipping line schedule to suit the
customer's tentative loading time, its nature of products, and arrival destination on
time. Cargo should be handled to the destination completely in accordance with the
customer's order time as well as the journey being completed without damage at the
end. In previous studies, (Mattsson, 2004; Forslund & Jonsson, 2007) stated that even
though customers required high on-time delivery and flexibility, the perceived
performance was on average low. When the products are in place or sent to the end
users, they can be used on time. With this result, it will make customers satisfied with
the service and will increase the customer satisfaction of that service and they will re-
order this freight forwarding service next time. This means that freight forwarding
services should consider how important is the sailing schedule navigation, which is
the main factor that may have an effect first on domestic manufacturers and may
affect the further customers. Providing an efficient service will result in the decision
making of the service fees. For example, aresearcher of graduate students said a
limitation of the company was that it could not deliver goods to the USA because
there is no company branch in the U.S.A. For this reason, the company will lose the
customer because they can find other providers. It is the comparison of the service of
freight forwarding which should be considered such a most important matter because
if freight forwarding cannot meet the customer needs, the company would not be able

to stay in this business in the long-term.

An appropriate schedule would be beneficial for customers since there is then no need
for them to keep so many goods or raw materials in stock, which means alot of
customers or factories will have to shoulder the burden of higher warehouse costs and
if thereisalong time to collect products this might cause product damage or lost sales
of the export products because overdue as well as being delayed from the ship: Cooke
(2002) mentioned that seventy-one percent of respondents in the research ranked
"Cost control/Cost reduction” astheir top concern. With this problem, the researcher
uses scheduling as a measurement in term of performance of the company ABC in

looking at the response from the customers. Scheduling will have an impact on the
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decision making on how to choose a provider. This research also is able to be used to

make the business more efficient.

2.6 Customer Satisfaction

Sheth, Mittal and Newman (1990) mentioned that there are two approaches to
understanding why customers feel the way they do. The two approaches (Satisfied or
Dissatisfied) with sea freight forwarder service attributes can be used to measure the
customer's overall satisfaction with its service. If it meets the customer's requirement,
they might come back to use service and spread positive word of mouth to other
companies. On the other hand, if customers are dissatisfied they might complain and
change to competitors. It is mentioned by Oliver (1980) that customer satisfaction can
be used to evaluate and enhance the performance of firms, industries, economic
sectors and national economies, as it measures the quality of goods and service as

experienced by customers who buy them.
Customer satisfaction is mentioned as a key driver of long-term rel ationships between
suppliers and buyers by Geyskens et a. (1999); Woodruff & Flint (2003) and is also

mentioned by Lam et al. (2004) for its positive relationship to customer loyalty.

Figure2.2: Customers satisfaction or dissatisfaction Model
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Source: Well & Prensky (1996), p.412.

2.7 Relationship between Freight Forwarding Service Quality and Customer
Satisfaction
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Rafiq, Mohammad, Jaafar & Harlinas (2007) stated that logistics service quality has
an effect on market share through customer satisfaction and loyalty. Moreover,
Mentzer et al (2001) mentioned a logistics perspective, that logistic service
capabilities can be leveraged to create customer and supplier value through service
performance quality, increase market share, enable mass customization, create the
system response-based by customers, positively affect customer satisfaction and
corporate performance. Today's freight forwarding companies are complex operations
that require a high combination of technology function, process and human talent

service in order to improve their performance to provide customer satisfaction as well.

2.8 Conceptual Framewor k

This research will be based on the conceptual framework model below of the effect of
service quality on customer satisfaction in a seafreight forwarder. The study aimsto
apply the logistics service quality model to the freight forwarding company. The nine-
dimensions of Mentzer's model are: personal contact quality, order release quantities,
information quality, ordering procedures, order accuracy, order condition, order
quality, order discrepancy handling, and timeliness. Lastly, the researcher has to
measure the pricing and scheduling in order to compare them with another variable

that may be significant to the firm.
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Figure 2.3 Conceptual Framework M odel
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2.9 Resear ch Hypothesis

According to the research conceptual framework, this project studies the level of
logistics service quality on Customer satisfaction in a sea freight forwarding

company. The researcher formulates the hypotheses of this research as below:

Hypothesis1: Thereis a positive relationship between logistics service quality and
customer satisfaction.

Hypothesisla: Thereis a positive relationship between personnel contact
quality and customer satisfaction.

Hypothesis|b: Thereisa positive relationship between order release
quantities and customer satisfaction.

Hypothesislc: Thereisapositive relationship between information quantities
and customer satisfaction.

Hypothesisid: Thereisa positive relationship between ordering procedures
and customer satisfaction.

Hypothesisle: Thereisa positive relationship between order accuracy and
customer satisfaction.

Hypothesisif: Thereisa positive relationship between order condition and

customer satisfaction.
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Hypothesis 1g: There is a positive relationship between order quality and
customer satisfaction.
Hypothesis 1h: There is a positive relationship between order discrepancy
handling and customer satisfaction.
Hypothesis 1i: Thereis apositive relationship between timeliness and
customer satisfaction.
Hypothesis2: There is a positive relationship between pricing and customer
satisfaction.
Hypothesis3: Thereis a positive relationship between scheduling and customer
satisfaction.
Hypothesis4: Thereisadifference between expectation and perception of logistics
service quality.
Hypothesis5: Thereis a difference between expectation and perception of pricing.
Hypothesis6: There is a difference between expectation and perception of
scheduling.
Hypothesis 7. Thereis adifference between expectation and perception of customer

satisfaction.
2.10 Summary
The literature review of the use of the logistics service quality model of Mentzer,

pricing and scheduling, are relevant to the study in this project. Service quality and

customer satisfaction were found to be the main factors.
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CHAPTER 111

RESEARCH METHODOLOGY

Research methodology will be explained in this chapter. Research designs will be
firstly discussed, followed by questionnaire development, target population, data

collection, and also the data analysis plan. The details are as follows:

3.1 Research Design

A research survey is designed to have structured questions in which response options
are predetermined choices for the respondents (Burns & Bush, 2008). Customer
satisfaction is selected as the dependent variable of this model. The three independent
variables are logistics service quality, pricing, and scheduling. Mentzer's logistics
service quality model, with its nine-dimensions of personnel contract quality, order
release quantities, information quality, ordering procedures, order accuracy, order
condition, order quality, timeliness and order discrepancy handling, isused in this

research.

A guestionnaire survey was selected as the main primary data for this study of ABC
Logistics (Thailand). All data was collected from the users who are involved in the

ABC Logistics (Thailand) service process.

3.2 Target population, samples and data collection

A census survey is selected to measure the process and describe characteristics of
users, and to measure users perception of service quality which is provided by ABC
Logistics (Thailand). The respondents are 78 current customers of ABC Logistics
(Thailand). The questionnaire survey was distributed directly to the customer by the
customer service staff of ABC Logistics (Thailand).
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3.3 Questionnaire Devel opment

This research used a questionnaire as the survey tool, which was devel oped based on
the literature review in Chapter 11 and the conceptual framework. The questionnaire

can be classified into three parts as:

Part |: Demographic data of Respondents

This part includes customer background such as type of business, frequency of service

use, and size of the company.

Part I1: Measurement of Logistics Service Quality, Pricing, and Scheduling

This part is designed to measure the level of service quality by using Mentzer, nine
dimensional model of logistics service quality, pricing, and scheduling, in order to
measure the level of service quality. This part requires the respondents to rate the
level of service quality by selecting Scale 1 (low) to 5 (high) to measure customer
satisfaction.



Table 3.1: Measurement ltems of L ogistics Service Quality, Pricing, and Schedulin

Original Items Modified Items

Personnel | The contact person makes an effort to The contact person makes an effort to

Contact understand your situation. understand your situation.

Quality Problems are resolved by contact person. Problems are resolved by contact person.
The product knowledge/cxperience of the | The product knowledge/experience of the
contact personnel is adequate. contact personnel is adequate.

Order Requisition quantities are not challenged. Requisition quantities are not challenged.

Release Difficulties never occur due to maximum | Difficulties never occur due to maximum

Quantities | release quantities. release quantities.

Difficulties never occur due to minimum Difficulties never occur due to minimum
release quantities. release quantities.

Information| Product specific information is available. Product specific information is available.

Quality Product specific information is adeguate. Product specific information is adequate.
ABC aways gives the information ABC aways gives the information
immediately. immediately.

Ordering Requisitioning procedures are effective. Reguisitioning procedures are effective.

Procedures | Requisitioning procedures are easy to use. | Requisitioning procedures are easy to use.
Requisitioning procedures not damaged. Requisitioning procedures not damaged.

Order Shipments rarely contain the wrong items. [ Shipments rarely contain the wrong items.

Accuracy " shipments rarely contain an incorrect Shipments rarely contain an incorrect
quantity. quantity.

Shipments rarely contain substituted items. | Shipments rarely contain substituted items.

Order Material received from depotsis

Condition | undamaged Packaging material provided is durable.
Material received direct from vendorsis
undamaged Packaging material provided is suitable.
Damage rarely occurs as a result of the Damage rarely occurs as aresult of the
transport mode or carrier. transport mode or carrier.

Order Substituted items (if any) work fine. Substituted items (if any) work fine.

Quality Products ordered meet technical Products ordered meet technical
reguirements. reguirements.

Equipment and /or parts are rarely Equipment and /or parts are rarely
nonconforming. nonconforming.

Order Correction of delivered quality Correction of delivered quality

Discrepancy| discrepanciesis satisfactory. discrepancies is satisfactory.

Handling | The report of discrepancy processis The report of discrepancy processis
adequate. adequate.

Response to quality discrepancy report is Response to quality discrepancy report is
satisfactory. satisfactory.

Timeliness | Time between placing requisition and Time between placing requisition and
receiving delivery is short. receiving delivery is short.

The amount of time arequisition is on back{ Deliveries are picked up on the date
order is short. promised.
Deliveries arrive on the date promised. Deliveries arrive on the date promised.

Pricing Price suitable for the service when Price suitable for the service when
compared with others. compared with others.

Freight charge is a reasonable price when Freight charge is a reasonable price when

compare with others. compared with others.

Quotation from ABC is accurate. Quotation from ABC is accurate.

Billing from ABC is always correct. Billing from ABC aways correct.
Scheduling | ABC arrange schedul e suited to the ABC arrange schedul e suited to the

production line.

production line.

ABC aways arrange schedul e as customer
needs.

ABC aways arrange schedul e as customer
needs.

ABC arrange schedule support immediately
and on-time delivery.

ABC arrange schedule support immediately
and on-time delivery.

In case of emergency ABC can arrange
schedule match on the date promised.

In case of emergency ABC can arrange
schedule match on the date promised.

Source: Adapted from Mentzer et al (1999), p. 98
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Part I11: Level of Service Satisfaction

This part is designed to measure customer satisfaction. It is modified from the
previous work in the literature illustrated by using Scale 1 (low) to 5 (high) to

measure customer satisfaction.

Table 3.2: Measurement Items of Customer Satisfaction

Measurement Items

Y ou are satisfied with the overall service provided by ABC

Y ou have been satisfied constantly with ABC

Y ou have avery good impression of ABC.

The service provided by ABC usually exceeds your expectations.

Y ou feel good any time you use ABC service.

Overall, ABC provided good service to customers.

3.4 Questionnaire Pre-Test

The pre-test is used for atrial basisin asmall pilot study to decide the questionnaire
content before being distributed to the respondents. The pre-test was developed to
test itsreliability by distributing 30 questionnaires to the current customers of a
freight forwarder. The researcher could thus envisage some question problems that
could cause confusion and could rewrite them in order to save time and money.
Zigmund, (2000) stated that editing the questionnaire during the pretest state can
prove very valuable. Therefore, in this research it was necessary to perform a pretest
to prove the questionnaire's adequacy before it was applied to those who were later
used in the actual study. After the pretest process was completed, some questions had

to be revised and wording improved to eliminate wrong information and problems.

3.4.1 Reliability

Reliability isatool used in research for the pretest and analysis procedure, and to
measure scale reliability and information about rel ationships between individual
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itemsinthescale. Nunnaly (1978) indicated that 0.7 would be an acceptable
reliability coefficient.

Table 3.3: Reliability Analysis Resultsin term of Expectation and Per ception

Cronbach’s Alpha
Constructs Items Expectation Per ception
Logistics Service Quality 27 0.962 0.963
Pricing 4 0.939 0.903
Scheduling 4 0.933 0.881
Customer Satisfaction 6 0.929 0.957

From the results of the reliability tests shown in Table 3.3, the al pha coefficients of all
variables are greater than 0.7, and this outcome implies that the questionnaire used for

this study isreliable.

3.5 Data Analysis Plan

The researcher used Multiple Linear Regression (MLR) to conduct descriptive data
analysis and regression analysis. Multiple linear regression analysis will be presented
in the hypotheses to measure the relationship al variables.

3.5.1 Descriptive Data Analysis

Zikmund, (2003) mentioned descriptive data analysis by referring to its
transformation of raw data into a form that will make them easy to understand and

interpret. In this research, descriptive data analysis will be selected to summarize the

demographic characteristics data of respondents.

3.5.2 Regression Analysis

Multiple regression is an extension of bivariate correlation. Multiple regression
analysisisthe analysis of association that is used when one or more independent

variable affect the dependent variable (Zigmund, 2003). However, the dependent
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variable must be measured on an interval or ratio scale. The multiple regression
eguation can be explained as
y=atbx;+bx,+ +bux,
Where: :
y = the predicted value of the dependent variable
a= the constant, where the regression line intercepts the y axis
b = the regression coefficients

x = the independent variables

Y isthe dependent variable (customer satisfaction) based upon a specific
managerially selected X which is an independent variable (Logistics Service Quality,
Pricing, and Scheduling). In this research, multiple linear regression (MLR) was
selected as atool to test the hypotheses. The variables of Logistics Service Quality,
Pricing, and Scheduling, are independent variables, and Customer satisfaction is used
as the dependent variable.

3.5.3t-test Analysis

Paired t-test is used to compare two popul ation means of the same (or related in case
of two samples) that are correlated by setting up the hypothesis and selecting the level
of significance. In most cases setting up the paired sample t-test significance level is

5%. t-test Analysis can be explained as

il

Where:
d =mean
s = standard deviation

n = number of paits considered
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3.6 Summary

This chapter explains all the related methodology of the study which includes research
design, population, data collection, pre-test, and questionnaire development, and the
design to collect the data. The respondents, 78 persons, are the target group for this

research.
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CHAPTER IV

PRESENTATION AND CRITICAL DISCUSSION OF RESULTS

This chapter presents the results analysis of the primary data collected from 78 current
customers of the ABC Company. Research hypotheses are tested by multiple linear
regression (MLR) and paired t-test. The data analysis can be categorized into three
parts. (1) Company profiles (2) Hypothesis testing (3) summary.

4.1 Company Profiles

The profile of samplesincludes type of product, business types of company, their
major market, time period of dealing with ABC, their alternative ranking, service
usage per month, and service types of ABC. These datawill be analyzed

descriptively, and the details of each type are presented in the table below.

Table4.1: Product Tvpes of ABC's Customers

Type of product Frequency Per cent
Garments 16 20.5
Electronic equipment 11 14.1
Auto parts and Spare parts 12 154
Food and Drugs 5 6.4
Dangerous chemicals 3 3.8
Flowers, Vegetables, and Fruits 2 2.6
Plastic 13 16.7
Other 16 20.5
Tota 78 100.0

Table 4.1 shows that the highest percentage product types of ABC's customers served
are garments and others (20.5% each), plastic (16.7%), auto parts and spare parts
(15.4%), electronic equipment (14.1%), food and drugs (6.4%), dangerous chemicals
(3.8%), flowers, vegetables, and fruits (2.6%).
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Table 4.2: Businesstypes of ABC's Customers

Type of business Frequency Per cent
Exporter 63 80.8
Importer 5 6.4
Both Exporter and Importer 10 12.8
Total 78 100.0

Table 4.2 shows the percentage business type based on ABC's customers. The highest
number are exporters (80.8%) followed by both exporters and importers (12.8%), and

importers (6.4%).

Table4.3: Major markets of ABC's Customers

Major market Frequency Per cent
Domestic 6 7.7
International 32 41.0
Both domestic and international 40 51.3
Total 78 100.0

Table 4.3 shows the percentage major markets of ABC's customers, which are both
domestic and international (51.3%), international (41%), and domestic (7.7%).

Table 4.4: Time period of dealing with ABC Company

Number of yearsdealing with

ABC Frequency Per cent
lessthan 1 year 25 321
1-3years 40 51.3
more than 3 years 13 16.7
Total 78 100.0

Table 4.4 shows that the highest number of yearsis 1 - 3 years (51.3%), less than 1
year (32.1%), and more than 3 years (67.7%).
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Table 4.5: Competitors of ABC Company

Weight
Company Rank 1 | Rank 2 | Rank 3 | Rank 4 | Score
ABC 17 26 22 10 175
Maersk Logistics 21 16 6 6 9°
Wice Freight 18 18 3 3 75
Dominator 12 5 13 12 109

Table 4.5 shows that the lowest total score indicates the highest preference ranking
The results show the following rank ordering: (1) WICE Freight, (2) MAERSK
Logistics, (3) Dominator, and (4) ABC.

Table 4.6: Servicetypesof ABC Company

Service Types N Per cent
Transportation 26 128
Air freight 38 18.7
Sea freight 79 355
Warehouse 7 3.4
Shipping 57 28.1
Others 3 15
Total 203 100

Table 4.6 shows that the highest percentage of customer select the sea freight service
from ABC Company (35.5%), shipping (28.1%0), air freight (18.7%), transportation

(12.8%), warehouse (3.4%), and others (1.5%).
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Table 4.7: Customer Usage per Month

Time Frequency Per cent
Lessthan 1 time 8 10.3
1-5times 54 69.2
6 - 10 times 11 14.1
More than 10 times 5 6.4
Total 78 100.0

Table 4.7 shows that the highest percentage of service usage per monthwas1 - 5
times per month (69.2%), then 6 - 10 times per month (14.1%), less than 1 time per
month (10.3%), and more than 10 times (6.4%).

4.2 Hypothesis Testing

All proposed hypotheses can be categorized into two groups. First, relationships
between logistics service quality, pricing and scheduling are proposed in Hypotheses
1-3, while another nine sub-hypotheses which hypothesize rel ationships between nine
dimensions of logistics service quality and customer satisfaction are proposed as Hla
to H11. Theses hypotheses are tested by regression analysis technique. Two regression
models are performed and their results are illustrated in Sections 4.2.1 and 4.2.2.
Second, the differences between customer expectation and perception on all factors
are proposed in Hypotheses 4-7. The paired t-test is used to test them and their results

are shown in Section 4.2.3 as follows:
4.2.1 The Hypothesis Testing Results of Hypotheses 1-3
As Hypothesis 1, 2, and 3 proposes the rel ationships between logistics service quality,

pricing, and scheduling and customer satisfaction, one regression model is performed.

The first three hypotheses are:
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Hypothesis1: Thereisapositive relationship between logistics service quality and
customer satisfaction.

Hypothesis2: Thereisa positive relationship between pricing and customer
satisfaction.

Hypothesis3: Thereis apositive relationship between scheduling and customer
satisfaction.

Table 4.8: Regression Analyses Resultsfor Hypothesis1to 3

. Unstandardized | Standardized )
Variables Coefficients. . | Coefficients t Sig.
Logistic Service Quality .709 514 5.586 .000
Pricing -.051 -.051 -.462 .646
Scheduling .388 413 3.788 .000

Remark: F = 39.507; p-value =.000
Adjusted R? = .600

The significant F-value as seen from its p-value that is less than .05, which indicates
that the rel ationships between all proposed constructs and customer satisfaction is
significant. Sixty percent of customer satisfaction can be explained by logistics

service quality, pricing, and scheduling (Adjust R Square = 0.600).

An examination of t-values of the unstandardized coefficients indicates that logistic
service quality contributes to the prediction of customer satisfaction (B = .709; t =
5.586). The significant value of arelationship between logistic service quality and
customer satisfaction is less than .05 (.000 < .05); therefore, the null hypothesisis
rejected. It means that there is a positive relationship between logistics service quality
and customer satisfaction. Thus, Hypothesis 1 is supported.

The t-vaiue of the unstandardized coefficients of the relationship between pricing anc
customer satisfaction (B = -.051; t = -.462) shows that there is no significant -
relationship asits p-value exceeds .05 (.646 > .05). Hence, Hypothesis 2 is not
supported.

31



Asthet-value of the unstandardizec coefficients of the influence of scheduling on
customer satisfaction (13 =.388; t = 3.788' p = 0.00), a significant value relationship
between scheduling and customer satisfaction isillustrated. Thus, Hypothesis 3 is
supported.

The standardized coefficient results show that logistics service quality provides the

highest impact on customer satisfaction compared to pricing and scheduling.

4.2.2 The Hypothesis Testing Results of Hypotheses| a-11

To test sub-hypotheses 1, i.e. Hypotheses 1a, Ib, Ic, 1 d, le, 1 f, 1 g, 1h, and 1i that
explain the rel ationship between each dimension of logistic service quality and
customer satisfaction, another regression model is performed. Personnel Contact
Quality, Order Release Quantity, Information Quality, Ordering Procedures, Order
Accuracy, Order Condition, Order Quality, Order Discrepancy Handling, Timeliness
are the focus as independent variables, while customer satisfaction is the dependent
variable of the regression model. The details of all sub-hypotheses are presented in the

following, whileits results areillustrated in Table 4.9.

Hypothesis |a: There is a positive relationship between personnel contact quality and
customer satisfaction.

Hypothesis |b: There is a positive relationship between order release quantity and
customer satisfaction.

Hypothesis le: There is a positive relationship between information quality and
customer satisfaction.

Hypothesis 1d: There is a positive relationship between ordering procedures and
customer satisfaction.

Hypothesisle: There is a positive relationship between order accuracy and customer
satisfaction.

Hypothesis 1f: There is a positive relationship between order condition and customer

satisfaction.

32



Hypothesis 1g: There is a positive relationship between order quality and customer

satisfaction.

Hypothesis 1h: Thereis a positive relationship between order discrepancy handling

and customer %ftisfaction.

Hypothesis 1i: Thereis a positive relationship between timeliness and customer

satisfaction.
Table 4.9: Regression Analyses Resultsfor Hypothesis 1(a) to 1(i)

veries o[ Soceret [ ] s
Perception of Personnel Contact Quality .180 .160 1.348 182
Perception of Order Release Quantity .385 .356 3.525 .001*
Perception of Information Quality 495 480 3.753 .000*
Perception of Ordering Procedures -.236 -.202 -1.866 .066
Perception of Order Accuracy .062 .051 .584 .561
Perception of Order Condition -.221 =211 -1.786 .079
Perception of Order Quality .246 .258 2.032 .046*
Perception of Order Discrepancy Handling .016 .017 .160 .873
Perception of Timeliness -.025 -.026 -.271 .787

Remark: F = 16.188; p-vaue .000

Adjusted R? = .640

In Table 4.9, the F-value is significant as p-value is less than .05, thus the significant

relationships among all dimensions of logistics service quality and customer

satisfaction are revealed. The 64 percent of the variance (R Square) explained the

impact from the nine dimensions of service quality toward customer satisfaction. The

results indicate that order rel ease quantities, information quality, order quality are
significantly related to customer satisfaction (B = .385, .495, and .246; t = 3.525,
3.753, and 2.032; all p-values < 0.05). Therefore, Sub-Hypotheseslb 1 cand 1 g are

supported.
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The insignificant unstandardized coefficients of the relationship between personnel
contact quality, ordering procedures, order accuracy, order condition, order
discrepancy handling, and customer satisfaction (B = .180, -.236, .062, -.221, .016;,
and -.025; t = 1.348, -1.866, .584, -1.786, and .160; all p-value > 0.05) indicate that
personnel contact quality, ordering procedures, order accuracy, order condition, order
discrepancy handling, timeliness have no significant impact on customer satisfaction.

Hence, Sub-Hypotheses1a,1d, 1 e, 1£, 1 h, and 11 are not supported.

The standardized coefficient result shows that perception of information quality has
the highest value, followed by order release quantity, order quality, personnel contact
guality, order accuracy, order discrepancy handling, timeliness, ordering procedures,
and order condition, respectively. It can be implied that information quality influences

customer satisfaction more than other variables.

4.2.3 The Hypothesis Testing Results of Hypotheses 4-7

Hypothesis 4, 5, 6 and 7 hypothesize the difference between customer perception and
expectation of logistic service quality, pricing, and scheduling. To test these
hypotheses, paired-sample t-test is utilized. The details of these hypotheses statements
areillustrated in the following part. The mean and standard deviation of each
construct are shown in Table 4.10 while their t-test results are presented in Table 4.11.

Hypothesis 4. There is a difference between expectation and perception toward
logistics service quality.

Hypothesis 5: There is a difference between expectation and perception toward
pricing.

Hypothesis 6: There is a difference between expectation and perception toward
scheduling

Hypothesis 7: There is a difference between expectation and perception toward
customer satisfaction.



Table 4.10: Mean of Service Quality, Pricing, Scheduling, and Customer

Satisfaction
Expectation Per ception
Variables Mean SD. |Mean |SD.
Logistics Service Quality 460 | 041 3.74| 055
Pricing 475| 0.49 350 | 0.76
Scheduling 473 | 054 3.39| o081
Customer Satisfaction 437 | 0.53 344 | 0.76

Table 4.10 shows the means and standard deviations of the expectation and perception

of logistics service qualities, pricing, scheduling, and customer satisfaction

Table 4.11: Hypothesis4 to 7 testing by using Paired Sample T-test

Variables t Sig.
Expectation - Perception of Logistics Service Quality 12.170 | .000
Expectation - Perception of Pricing 11.377 | .000
Expectation - Perception of Scheduling 11.945 | .000
Expectation - Perception of Customer Satisfaction 12.032 | .000

According to the analysis of the paired sample t-test in Table 4.11, this indicates that
the significance level at .000 islessthan .05 (.000<.05). It means that thereis a
significant difference between expectation and perception toward logistics service

quality.

Similarly, the t-value of the differences between expectation and perception on
logistics service quality, pricing, scheduling, and customer satisfaction are significant
(t= 12.170, t=11.377, 11.945, and 12.032; all p-value = 0.00). Thus, the perceived
logistics service quality. pricing quality__ scheduling auality. and customer satisfaction
are significantly less than the customer expectation of those particular issues.

Therefore, Hypotheses 4, 5, 6, and 7 are supported.

The results confirmed that logistics service quality and scheduling have an impact on

customer satisfaction. Information quality shows the highest impact on customer
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satisfaction compared to other dimensions of logistic service quality. Significant

differences between perception and expectation of logistics service quality, pricing,

scheduling, and customer satisfaction are shown. All hypotheses testing results are

summarized in Table 4.12, asfollows:

Table 4.12: Hypotheses Testing Results

Hypotheses Results

H1. | Thereis apositive relationship between logistics service quality | Supported
and customer satisfaction.

H2. | Thereisapositive relationship between pricing and customer Not supported
satisfaction.

H3. | Thereis a positive relationship between scheduling and Supported
customer satisfaction.

H4. | Thereis adifference between expectation and perception Supported
Toward logistics service quality

H5. | Thereis adifference between expectation and perception Supported
toward pricing.

H6. | Thereis adifference between expectation and perception Supported
toward scheduling

H7. | Thereisadifference between expectation and perception Supported
toward customer satisfaction

4.3 Summary

From all the above findings, the answer can be concluded that customers expected to

have a high service level from ABC Company in any dimension. The highest impacts

to customer satisfaction are logistics service quality and scheduling.

36




CHAPTER YV

SUMMARY FINDINGS, CONCLUSIONS AND
RECOMMENDATIONS

This chapter provides the research results. There are four main sectionsin this chapter
which are: discussions of the findings, conclusions, managerial implication, and

recommendation for future study.

5.1 Discussions of the Findings

This research focused on the ABC L ogistics Company, and a questionnaire was
delivered by the customer service department to 78 current customers. The
questionnaire used census survey based on the primary data analysis, and most

findings are consistent with the literature.

This study used nine-dimensions to measure logistics service quality which are
personnel contact quality, order release quantities, information quality, ordering
procedures, order accuracy, order condition, order quality, order discrepancy
handling, and timeliness. Lastly, the two dimensions of pricing and scheduling will be
the main focus of this study. Also, the three dimensions of order release quantities,
information quality, and order quality are significantly related to customer
satisfaction. The results found that the most satisfied dimension is information quality
which shows the highest standardized beta coefficient of 0.480.

The results show that expectation of service quality, pricing scheduling, and customer
satisfactions are higher than perception in any dimension. Paired sample t-test results,
the test for difference between perception and expectation, has a significance of less
than .05(.000<.05) which means that there is a difference between expectation and

perception. The key findings can be concluded as follows:

Hypothesis 1: There is a positive relationship between logistics service quality and

customer satisfaction.
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The conclusion is that the three factors (order release quantity, information quality,
and order quality) are significant at levels lower than .05, which affects decisions on
the use of customer service. It isclearly revealed that the significant information
quality has affected most customers. This result shows that customers need precise

information in order to make the right decision.

Hypothesis 2: There is a positive relationship between pricing and customer
satisfaction.

Price does not have any impact on customer satisfaction. It is noticed that the output is
higher the significant level at .05 (.646> .05) and this means that the price of ABC has

no relationship with the customer's satisfaction if compared to other companies.

Hypothesis 3: Thereis a positive relationship between scheduling and customer
satisfaction.

The conclusion is that the significance level of scheduling is less than .05. This shows
that the shipment table of ABC offered to customers has impacted the level of
satisfaction. It is because ABC cannot arrange a shipment table which is suitable to
the timing. This result will impact the delivery process and delay shipment.
Furthermore it will effect customers by increasing the shipping cost or the company

may be unable to sell products on schedule.

Hypothesis 4: Thereis adifference between expectation and perception toward
logistics service quality.

The conclusion is that expectation and perception toward logistics service quality
revea adifference. (t= 12.170, p-value = 0.00).

Hypothesis 5: Thereis a difference between expectation and perception toward
pricing.

The conclusion is that expectation and perception toward pricing are different. (t=
11.377, p-value = 0.00).

38



Hypothesis 6: Thereis adifference between expectation and perception toward
scheduling.

The conclusion is that expectation and perception toward scheduling are different.
(t=11.945 p-value = 0.00).

Hypothesis 7: Thereis adifference between expectation and perception toward
customer satisfaction.

The conclusion is that expectation and perception toward customer satisfaction are
different. (t=12.032, p-value = 0.00).

5.2 Conclusions

The research identifies what significant levels influence customer satisfaction
regarding service from a sea freight forwarder. It isimportant to explore whether there
are any relationships between logistics service quality, pricing, and scheduling on
customer satisfaction. The objectives of this study are to determine the criteria
relating to the decision-making on the customer side. The results from regression
analysis imply that the three factors of logistics service quality have an impact on
customer satisfaction, such as order rel ease quantities, information quality, and order
quality. Another factor is scheduling which has an impact on customer satisfaction.
This may be because ABC's staff should arrange schedules to match the production
line. If the cargo is not on-time delivery it may affect the product life cycle or result in
obsolescence. On the other hand, pricing has no impact on customer satisfaction. This
may be because service charges from ABC are lower than other competitors and also

customers always get the best service from ABC Company, as promised.
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5.3 Managerial Implications

The study aims to identify the impact of logistics service quality, pricing, and
scheduling on customer satisfaction and itslevel. The results strongly assist sales

managers to understand service quality and customer satisfaction.

According to the analysis, ABC Company should concentrate on information quality
because of its direct impact on customer satisfaction. If the information quality is not
accurate, their perception of ABC will be lower than they expected. Managers of
ABC should closely monitor their operation staff so that more attention is given to
providing information to customers and to make sure that data have to be true and
correct. It was found that order release quantity and order quality also affect customer
satisfaction, lower than information quality. Whatever the quantity the customer
needs, ABC provides a service to arrange the dispatch of cargo to them as order and
must keep this standard and develop the unit of vehicle maintenance, manpower skill,

and documentation to avoid errorsin the quantity of goods during transportation.

Another area of improvement relates to service quality, Scheduling is the significant
factor which directly impacts on customer satisfaction. ABC should pay more close
attention, and arrange schedul es suited to the production line. This can help customers
to manage their inventory at minimized levels with a minimized possibility of
shortage. Besides that, its products can be launched faster into the market for

extending the product life cycle before obsol escence occurs.

The study of Hypothesis 4-7 found that customers expect to perceive good service
from ABC but it does not match their expectation. Perception is not more significant
than expectation for all questions, consequently ABC should find the solution to make
the customer feel satisfied at their maximum level of expectation based on the data of
this study
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5.4 Recommendations for Future Research

This research was devel oped to measure only the sea freight department and its
customersin ABC Company. Consequently it may not be generalizable to other
companies. The next study should focus on customer loyalty, and frequency of repeat
order support. A study on customer loyalty should assist the management committee
to have ideas how to build up customer loyalty towards the company. The rapidly
growing Thailand economy has found that many entrepreneurs, both exporters and
importers, are now moving to establish their plant outside Bangkok. Some
entrepreneurs have set up their plant near to the sea port of Laem Chabang. Some
entrepreneurs have set up their plant near to their supplier or market, for cut transport
costs, and arrange for raw material or delivery of their goods. Therefore, the next

study might be conducted in an upcountry area, to devel op marketing strategies.
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ABC Service Quality towards Customer Satisfaction Survey

This survey is completely anonymous. No attempt will be made to identify responses by any
individual. Y our replies are an important part of my research. Please answer all questions as candidly

and completely as possible. Thank you for your time.

Part |: Demographic of Respondents

1. What is the type of your product?

__ Garments ___ Electronic equipment
_ Auto parts & Spare Parts ~ Food & Drugs
_ Dangerous chemicals _____ Flowers, vegetables and fruits
___ Padtic __ Other (specify)
2. What isthe type of your business?
_ Exporter ~ Importer
_____ Other (specify)

3. What is your mgjor market?
_ Domestic __International
___ Both Domestic and I nternational

4. How long have you dealt with ABC?

<1year 1-3 years >3years

5. Isyour company using service from another company? Please rank 1-4 (1 = the most)

ABC ___ MAERSK Logistics _ WICEFREIGHT
DOMINATOR _ Other (specify)
6. Is your company using these services from ABC? (Y ou can choose more than one.)
_ Transportation _Air Freight __ SeaFreight
_ Warehouse __ Shipping _____ Other (specify)

7. How often do you use the ABC freight service per month?

< 1-5times 6-10 times >10 times
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Part I1: Measurement of Logistics Service Quality, Pricing, and Scheduling
(Please v your opinion towards the service quality provided by ABC Logistics

Thailand
- Level of Level of
Opinion ! )
P Expectation Perception
High F4 Low | High 4 Low
Personnel Contact Quality 514 (3[|2|1]5[4[3]2]1
The contact person makes an effort to understand your

situation.

Problems are resolved by the contact person.

The product knowledge/experience of contact personnel is
adequate.

Order Release Quantities 514 (3|2|1]|5]4|3]2]1

Requisition quantities are not challenged.

Difficulties never occur due to maximum release quantities.

Difficulties never occur due to minimum release quantities.

Information Quality 514 (3|2 |1]5[4[3]2]1

Product specific information is available.

Product specific information is adequate.

ABC give the information to customers immediately

Ordering Procedures 514 (3|21 ]|5[4[3]2]1

Requisitioning procedures are effective.

Reguisitioning procedures are easy to use.

Requisitioning procedures do not damage

Order Accuracy 514(3|2|1]|5]4[3]2]1

Shipments rarely contain the wrong items.

Shipments rarely contain an incorrect quantity.

Shipments rarely contain substituted items.

Order Condition 5|14 |3|2|1|5(4|3|2]1

Material of the package provided is durable.

Material of the package provided is suitable.

Damage rarely occurs as aresult of the transport mode or
carrier.

Order Quality 54 3|21 ]5]|4]3]2]1

Substituted items (if any) work fine.

Products ordered meet technical requirements.

Equipment and /or parts are rarely nonconforming.

Order Discrepancy Handling 5141321 |5]4]|3]|2]1

Correction of delivered quality discrepancies is satisfactory.

The report of the discrepancy process is adequate.

Response to quality discrepancy report is satisfactory.

Timeliness 5(4[3|]2[1]|5[4|3[2]1

Time to deliver the cargo is short.

Deliveries are picked up on the date promised.

Deliveries arrive on the date promised.

Pricing 514(3|2|1]|5[4[3]2]1

Price suitable for the service when compare with other

Freight charge reasonable price when compare with other

Quotation from ABC is accuracy. “

Billing from ABC aways correct.

Scheduling 514 |3|2|1|5|4[3]|2]1

ABC arrange schedule suit for the production line.

ABC aways arrange schedule as customer need.

ABC arrange schedul e support immediately and for on-time
delivery

In case of emergency ABC can arrange a schedule match on the
date promised.
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Part I11: Level of Service Satisfaction
Please v" your opinion towards customer satisfaction provided by ABC Logistics
(Thailand)

Level of Level of
Expectation Perception
Opinion
High <> Low High €<= Low
Customer Satisfaction 54132 1]|5[4]3|2] 1
Y ou are satisfied with the overall service provided by

ABC

Y ou have been satisfied constantly with ABC

Y ou have avery good impression of ABC.

The service provided by ABC usually exceeds your
expectations.

Y ou feel good any time you use ABC service.
Overal, ABC provided good service to customers.

** Thank you for your cooperation. **
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Regression

Model Summary °
Adjusted Std. Error of
Model R R Square R Square the Estimate
1 .785a .616 .600 .48054
a. Predictors: (Constant), Perception of Scheduling,
Overall Service Quality of Perception, Perception of
Pricing
b. Dependent Variable: Perception of Customer
Satisfaction
ANOVA
Sum of
Model Squares df Mean Square F Sig.
1 Regression 27.369 3 9.123 39.507 .000a
Residual 17.088 74 .231
Total 44.457 77
a. Predictors: (Constant), Perception of Scheduling, Overall Service Quality of
Perception, Perception of Pricing
b. Dependent Variable: Perception of Customer Satisfaction
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -.351 378 -.929 .356
Overall Service Quality of
Perception .709 127 514 5.586 .000
Perception of Pricing -.051 A11 -.051 -.462 .646
Perception of Scheduling .388 .102 413 3.788 .000
a. Dependent Variable: Perception of Customer Satisfaction
Residuals Statistics?
Minimum | Maximum Mean Std. Deviation N
Predicted Value 2.4404 4.8744 3.4359 .59619 78
Residual -1.24933 1.13502 .00000 47109 78
Std. Predicted Value -1.670 2.413 .000 . 1.000 78
Std. Residual -2.600 2.362 .000 .980 78

a. Dependent Variable: Perception of Customer Satisfaction
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Regression

Residuals Statistics'

‘ Minimum Maximum Mean Std. Deviation N
Predicted Value 2.4404 4.8744 3.4359 .59619 78
Residual -1.24933 1.13502 .00000 47109 78
Std. Predicted Value -1.670 2.413 .000 1.000 78
Std. Residual -2.600 2.362 .000 .980 78

a. Dependent Variable: Perception of Customer Satisfaction
Model Summary b
Adjusted Std. Error of
Model R R Square R Square the Estimate
1 .826a .682 .640 45611
a. Predictors: (Constant), Perception of Timeliness,

Perception of Order Accuracy, Perception of Order

Discrepancy Handling, Perception of Order Release

Quantities, Perception of Ordering Procedures,

Perception of Order Condition, Perception of

Personnel Contact Quality, Perception of Order Quality,

Perception of Information Quality

b. Dependent Variable: Perception of Customer
Satisfaction
ANOVA *
Sum of
Model Squares df Mean Square = Sig.
1 Regression 30.311 9 3.368 16.188 .000a
Residual 14.147 68 .208
Total 44.457 77
a. Predictors: (Constant), Perception of Timeliness, Perception of Order Accuracy,

Perception of Order Discrepancy Handling, Perception of Order Release Quantities,

Perception of Ordering Procedures, Perception of Order Condition, Perception of

Personnel Contact Quality, Perception of Order Quality, Perception of Information

Quality

b. Dependent Variable: Perception of Customer Satisfaction
Coefficients
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 222 415 .535 .594

Perception of Personnel 80 3
Contact Quality 1 134 .160 1.348 182
Perception of Order 38
Release Quantities 385 109 -356 8.525 001
Perception of Information 132
Quality 495 . .480 3.753 .000
Perception of Ordering
Procedures -.236 127 -.202 -1.866 .066
Perception of Order
Accuracy .062 .105 .051 .584 561
Perception of Order
Condition -.221 124 -211 -1.786 .079
Perception of Order
Quality .246 121 .258 2.032 .046
Perception of Order
Discrepancy Handling 016 -101 017 -160 873
Perception of Timeliness -.025 .091 -.026 -.271 .787

a. Dependent Variable: Perception of Customer Satisfaction
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Paired-sample T-test

Paired Samples Statistics

Std. Error
Mean st Deviation Mean
Pair Overall Service Quality of 26021 78
1 Expectation . .40534 .04590
Overall Service Quality of
. 3.7403 78 .55098 .06239
Perception
Pair Expectation of Pricing 4.7532 78 .48599 .05503
2 Perception of Pricing 3.5032 78 .76393 .08650
Pair Expectation of Scheduling 4.7276 78 .54383 .06158
3 Perception of Scheduling 3.3942 78 .81036 .09176
Paired Samples Test
Paired Differences
9E8 Canfidense
Interval of the
Sl Error Diffe ence
Mean Std. Deviation fiean Lower Upper t df Sig. (2-tailed”
Pair Overall Service Quality
1 of Expectation - Overall 55182 37082 1 1.00284 0 000
Service Guality of 5182 .62543 . .7203: . 12.17¢ 77 .
Perception
Pair Expectation of Pricing - b P e
2 Perception of Pricing 1.26000 97034 .10997 103122 1.46970 11.277 .000
Pair Expectation of
3 Scheduling - Perception 1.33333 08583 11162 1.11136 11.045 r. .000
of Scheduling
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