DOI: 10.54597 /mate.0125

Hassan, M., Lencsés, E. (2024): Impact of E-commerce

Logistics Service Quality on Customer Satisfaction and Loyalty in India:

a case study of Flipkart. In: Mészaros, K, Szerb, B., Lehota, Zs. (szerk.):
Fenntarthatdsag és hatékonysag a logisztkaban. Logisztika napja a

Magyar Agrar- és Elettudoményi Egyetemen = Sustainability and efficiency
in logistics. Day of Logistics at Hungarian University of Agriculture

and Life Sciences. Godollé: MATE Press, 2024. pp. 31-45.

ISBN 978-963-623-110-1 (pdf)

Impact of E-commerce Logistics Service Quality on Customer
Satisfaction and Loyalty in India

A case study of Flipkart

Mohammad Hassan"“+, Institute of Agricultural and Food Economics, Hungarian University of Agriculture and Life Sciences,
Go6dolls, Hungary
Mohdhassan755@gmail.com

Lencsés Eniké ', Institute of Agricultural and Food Economics, Hungarian University of Agriculture and Life Sciences
Go6dolls, Hungary
lencses.eniko@uni-bge.hu

Summary: In a highly competitive business market of the E-commerce industry, providing high
quality services are one of the most important factors in staying in the market and Customer sa-
tisfaction is one of the most important aspects of gaining a competitive advantage in business,
particularly in services. This study aimed to investigate the level of customer satisfaction among
Flipkart online shopping using a standardized measure of logistics service quality and to deter-
mine the dimensions of logistics service quality that have the greatest impact on customer satis-
faction. Additionally, the study evaluated the impact of customer satisfaction on customer loyalty
to develop a better future strategy to satisfy customers and enhance their loyalty. Data was collec-
ted from 162 customers using a combination of purposive and convenient sampling techniques
and analyzed using SPSS Statistics 27. The results showed a positive and significant relationship
between logistics service quality and customer satisfaction. Personal contact quality was found to
be the most influencing factor of customer satisfaction, while order conditions were the weakest
influencing factor. The study also revealed a strong significant impact of customer satisfaction on
customer loyalty. Based on these findings, it is recommended that the company should focus on
improving order condition and order accuracy to enhance logistics service quality dimensions,
customer satisfaction, and loyalty.

Keywords: e-commerce, logistics service quality, customer satisfaction, loyalty

1 Introduction

In this digital era, E-commerce industry is one of the major developing industries and very popular
in the world. At the same time the economy is growing quickly, the E-commerce business is be-
coming the most significant contributor to the overall economic growth of a nation. It plays an
important role in the making it easy to purchase and sale of products or services via the Internet.
E-commerce has become an essential tool for many of us to carry out activities that are required
on a regular basis, such as making payments online and purchasing online. People nowadays ne-
ver imagined their lives without E-commerce. Without the convenience of online shopping, daily
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life would be more challenging, time-consuming, and difficult to do. E-commerce has evolved into
something that many of us now need, not just to showcase our lavish lifestyle (Devi et al.,, 2018).

Offering high-quality services is one of the crucial factors for being competitive in the industry
today. Because a company's survival is dependent on people using its services, it is critical to give
customers what they desire. As a result, the service offered must fulfil the expectations of the con-
sumer (Meiduté-Kavaliauskiené et al., 2020). Logistics service quality excellence has become an
essential source of competitive advantage as the number of express delivery providers on the
market has grown and also contributing to customer satisfaction and further Loyalty (Liu & Liu,
2014). So, it's important for companies to evaluate and improve the quality of their logistics ser-
vices based on their customers' needs and levels of satisfaction.

In today's competitive market, customer satisfaction is seen as one of the most important fac-
tors that determines an organization's performance. Knowing the degree of customer satisfaction
enables a business to evaluate the effectiveness of its efforts, establish future goals, and take the
required steps to sustain or increase customer satisfaction (Ramachandran & Vijayabanu, 2012).

Delivering products to customers is very important in any business, and how it's done matters
to the customers. Currently, people are looking for more convenience and comfort in their shop-
ping experience, and businesses are constantly adapting their strategies to meet these customer
needs. The main problem is that Indian customers are complaining about the delivery not arriving
on time, receiving damaged products, poor customer service, and other similar issues. This nega-
tively impacts their shopping experience. Hence, researching the factors in logistics services that
impact customer satisfaction can improve the quality of logistics services, enhance the shopping
experience, and promote better business practices.

The main aim of this research is to determine the level of customer satisfaction among Flipkart
online shopping using a standardized measure of logistics service quality and to determine the
dimensions of logistics service quality that have the greatest impact on customer satisfaction. The
objective of this study is to explore the relationship between logistics service quality, customer
satisfaction, and customer loyalty in the context of Flipkart's online shopping platform. To achieve
these objectives, the research will address the following questions:

1. What is the impact of logistics service quality on customer satisfaction?
2. What is the relationship between customer satisfaction and customer loyalty?

3. Which logistics service quality dimensions have the greatest effect on customer satisfaction
and loyalty?

This study will provide empirical evidence on the importance of logistics service quality in de-
termining customer satisfaction and loyalty in the e-commerce sector. The findings will offer va-
luable insights for online retailers to improve their logistics services and customer experiences,
thereby enhancing their competitive edge in the market.

2 Literature review

2.1 Logistics Service Quality

Logistics has always played a supportive role in the manufacturing and consumption processes
during the past many decade (Saura et al., 2008). Functions are only seen as a cost by traditional
courier services. However, beginning in the 1990s, a change occurs in the marketing strategy used
to determine courier service capacity, ultimately leading in greater customer satisfaction and
more loyal customer (Mentzer et al., 2018). According to Perrault and Russ, Logistics service qu-
ality (LSQ) was the first research that stated that everything done in logistics creates time, place,
and utility. Logistics companies that provide high-quality services are a significant factor in the
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purchase decisions made by industrial companies. On the other hand, the study that was done at
the time shows that it was done from the point of view of the suppliers of logistical services rather
than the customers (Perreault & Russ, 1976).

2.2 Logistics service quality model

In an online shopping environment, logistics services quality is strongly connected to customers,
LSQ is defined as meeting the needs of customers who receive logistics services. We are currently
conducting research with a modified version of the SERVQUAL model (Mentzer et al., 2001; Pa-
rasuraman et al., 1985). There are numerous research which is done and empirically investigate
the five dimension of SERVQUAL, In order to develop scales for evaluating the effect of logistics
service quality on customer satisfaction, several academics have expanded on Parasuraman's
work (Lehtinen, 1991). Mentzer established the identification components of LSQ that were the
most detailed and relevant. A set of dimensions for measuring LSQ have been identified through
analysis of these components and other significant contribution from these references (Mentzer
etal.,, 2001; Thai, 2013). The nine components of LSQ are personnel contact quality, order release
quantities, information quality, ordering procedures, order accuracy, order condition, order qua-
lity, handling of order discrepancy, and timeliness. This research only focuses on Timelines, order
accuracy, order condition, personal contact quality.

2.2.1 Timeliness

Globalization and changes in technology make it easier for customers to get the products they
want. These customers also do not like to wait, so they expect their orders to be completed by the
promised date. This refers to that requested order should be delivered at the time agreed upon by
the customer and the supplier (Hult et al., 2000). This cycle time, which includes transportation
time and back-order time when products are inconvenient, is the most significant indicator of the
delivery system's performance (Hult et al.,, 2000; Mentzer et al., 2001). Time utility is the most
traditional and important aspect of logistics service quality, just as the development of place utility
has an impact on the perception of logistics service quality (Flint & Kent, 2001). Many authors in
many different organizations concluded and found a positive relationship between timeliness and
customer satisfaction.

2.2.2 Order accuracy

The term "order accuracy” refers to the accuracy with which the products will be delivered to the
customer. This demonstrates that customers want their order to be delivered exactly as requested
in their order. The courier must ensure that the goods will reach the recipient undamaged, in the
right quantity, and without delivering the wrong order (Flint & Kent, 2001; Mentzer et al., 2001).
Furthermore, to discuss order accuracy, the logistics service provider must clearly understand
and deliver the logistical service requested by the customer (Wallenburg, 2009). Some researc-
hers have shown in previous studies that the positive relationship between order accuracy and
customer satisfaction.

2.2.3 Order condition

The term order condition refers to the degree to which orders have been damaged (Mentzer et al,
2001). the supplier must communicate with the customers if the products were damaged when
they were delivered. The condition of the provided goods, as well as their fast and complete deli-
very, are critical to the customer. The products may be damaged during transportation if they are
not properly protected. Customers expect to receive the requested product in its entirety. It is
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indicated that damaged orders will lower customers' satisfaction with the company's logistics ser-
vice. Companies have a responsibility to their customers to keep their orders in a safe and secure
environment, as products may be damaged during the multiple transfer and handling steps ne-
eded to get them to the customer. Since customers cannot utilize damaged items, suppliers or ot-
her vendors, depending on the cause of the damage, must execute corrective operations (Flint &
Kent, 2001). Some researcher found the result that shows the damage product or damage order
considerably lower the customer satisfaction and loyalty. Additionally, the delivery of products
that are damaged will result in dissatisfied customers as well as additional costs for the company,
such as the cost of retrieving and repairing the damaged products (Sutrisno et al., 2019).

2.2.4 Personnel contact quality

Personnel contact quality of suppliers is an important factor of LSQ dimensions. They have a direct
effect on customer satisfaction and other things, such as the accuracy, condition, timeliness, and
quality of an order. Customers or people who use logistics should pay attention to service person-
nel that is knowledgeable, helpful, and willing to solve customers' problems (Mentzer et al., 2001).
Communication between the customer and the contact person is critical throughout service deli-
very to improve the customer's impression of their expectations (Parasuraman et al., 1985). com-
munication with service providers is a significant role in determining customer expectation. Many
authors found the result that the personal quality has a positive impact on customer satisfaction
(Choi etal., 2019; Hafez et al., 2021).

2.3 Customer satisfaction

Customer satisfaction is among the most widely investigated concepts in consumer behavior. Con-
sumer satisfaction is used as both a parameter and a result variable in many studies. Customer
satisfaction is often measured by how well the product meets the customer's expectations before
the purchase and how well it performs after the purchase (Mentzer & Williams, 2001). Customer
satisfaction is defined as the difference between prior expectations and actual product, or service
performance as perceived by the customer (Buttle, 2009). Online Customer satisfaction is the
most important factor of purchasing behavior in the future. Customers who are satisfied with the
support given by a service provider are more likely to continue using the company's services and
to be loyal in the future (Rita et al., 2019). Because of these reasons, customers can save money
on future purchases and increase their confidence and loyalty with online Shopping systems by
personalizing the screening, pre-purchase, search process. Many studies demonstrated that the
strong positive relationship between logistics service quality and customer satisfaction (Blut et
al, 2015; Rita et al,, 2019). Logistics service quality and customer satisfaction has significantly
relationship with online shopping and the trust that customers place in the shopping centre, as
well as the concept that this trust is one of the factors that connecting customer satisfaction to
customer loyalty (Koivumaki, 2001).

2.4 Customer loyalty

Customer loyalty is crucial for the company to sustain company continuity and continuity of ope-
rations; loyal customers are individuals who are incredibly satisfied with a product or service and
are eager to recommend it to everyone they know. Loyal customers will eventually extend their
"loyalty"” to other products produced by the same producer in the following stage. In the end, they
are customers who have always bought from a certain brand or company. A consumer with high
loyalty is one who purchases from a specific company at a higher rate than other companies (Kot-
ler, 2000). Customer satisfaction is seen as a direct cause of customer loyalty or the buyer's in-
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tention to buy from the retail shop again. Many studies show that customer satisfaction is a stron-
ger predictor of customer loyalty online and a key factor in keeping customers loyal, which means
they are more likely to give positive reviews, buy the product or service again, or tell others about
it. Additionally, studies have demonstrated that online consumer loyalty is positively impacted by
online customer satisfaction (Hafez et al., 2021).

2.5 Relationship between Logistics service quality and customer satisfaction

There are many approaches to describe and explain how logistics makes customer satisfied. Most
of them are based on creating time and place utilities (Rosenbloom, 1979). The most of study’s
findings indicate that in order to increase customer satisfaction, organizations should provide a
high level of service quality, as service quality is commonly regarded as a predictor of customer
satisfaction (Saura et al., 2008). The performance of logistics services is an important key compo-
nent in creating customer satisfaction. Logistics excellence has been identified as an area in which
firms can gain a competitive advantage due to the visible service impact on customers (Wang,
2015).

Consumer satisfaction and logistics service quality are also measured in different ways. Con-
sumer satisfaction is a strategy that companies use to keep and attract new customers for the long
term. Logistic service quality, on the other hand, is an effort by a company to meet the desires and
needs of its clients in the optimal manner so that goods and services get to them on time (Yumur-
tac1 Hiiseyinoglu et al.,, 2020). Based on some definition, a type of service quality must be based
on consumer satisfaction, with consumers who are satisfied with the service demonstrating the
intention of a type of service quality. Other journals state that satisfaction influences service qua-
lity, as demonstrated by the desire to make repeat purchases (Rasheed & Abadi, 2014).

2.6 Relationship between customer satisfaction and loyalty

It is very crucial to understand how the ideas of customer satisfaction and customer loyalty are
related. Both ideas are very essential for the success of any company or organization. Customer
satisfaction is one of the most important things a business needs to think about if it wants to keep
customers coming back and improve its performance. Customers that are satisfied are more likely
to make repeat purchases, have less affordability, spread good word of mouth, and

stay with a company. Customer satisfaction indicates how well a product or service matches the
customer's expectations, whereas loyalty is determined by product or service quality and other
dimensions (Chen et al,, 2006). Based on previous studies, many of the reseacher demonstrated
that the customer satisfaction is a important indicator to measure the customer loyalty. The po-
sitive impacts of satisfaction on loyalty influence customer desire to purchase again and willing-
ness to suggest the service or item to others. Customers that are satisfied are more likely to
purchase again and generate good word of mouth about the company, resulting in greater sales
and market share. Because customer satisfaction influences positive repurchase intention, a con-
sumer will remain loyal to the provider as his or her level of satisfaction rises (Soh et al., 2015).
According to some authors, a satisfied consumer will stay and sustain a relationship with the pro-
vider. Their results demonstrated that customer retention occurs when rising business is accom-
panied by greater customer satisfaction (Eriksson & Vaghult, 2000)

3 Research model and hypothesis

LSQ is the modified method of SERVQUAL can be used to assess the logistics service quality. Based
on the literature review, this research purposes a conceptual framework showing the relationship
between logistics service quality, customer satisfaction and customer loyalty. the LSQ framework
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consists of nine dimensions, but this study will only focus on four dimensions, which are presen-
ted in the framework below.

Timeliness —

Order Accuracy

Customer Customer
satisfaction loyalty

Order Condition =

Personal contact
quality

Figure 1. Proposed research model

Based on the literature review I took the following hypotheses:
e H1: Timeliness has a positive significance relationship with the customer satisfaction.
e H2: Order Accuracy has a positive significance relationship with the customer satisfaction.
e H3: Order condition has a positive significance relationship with the customer satisfaction.

e H4: Personal contact quality has a positive significance relationship with the customer sa-
tisfaction.

e Hb5: Customer satisfaction has a positive significance relationship with the customer loyalty.

4 Research methodology

This study employs a quantitative, deductive approach to evaluate the logistics service quality of
Flipkart online shopping and its impact on customer satisfaction and loyalty. It combines
descriptive, quantitative, and causal research designs, focusing on numerical data collected thro-
ugh surveys to derive general conclusions from individual responses. The target of the population
of this study consists of all customers who have visited and purchased the products from Flipkart
online shopping. This study used nonprobability sampling, which means that not all parts of the
population have the same chance of being chosen as research subjects. The study participants
responses are obtained using a non-probabilistic sampling technique that involves the use of both
purposive and convenient sampling methods. This research is based primary and secondary data.
The Primary data collected from the sampled customers by using online self-administered
questionnaires and the secondary data collected from the previous literature and the website. The
questionnaire is consisting of 18 questions, was directly given to the customers who purchase the
product from Flipkart online shopping. This study was conducted in the Aligarh city, Uttar Pra-
desh, India. According to Cochran formula used to calculate the sample size with a 95% confidence
level recommended 385 participants, but only 162 responses were obtained. However, the sample
size was deemed sufficient to represent the population because previous literature suggests that
sample sizes between 30 and 500 are appropriate (Hafez et al., 2021).

The survey consisted of four sections. The first section is the demographic section which is
consist of 6 questions and aimed to gather basic information about the Gender, age, income and
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visitreason of the respondents. The second section is designed to gather the customers' perspecti-
ves on the logistics quality service dimensions of Flipkart online shopping, using 12 questions and
all the questionnaire was constructed on five-point Likert scale, ranging from “Strongly Disagree”
(1) to “Strongly Agree” (5). Each dimension has 3 questions, and the 12 questions are divided
among the four dimensions of logistics service quality such as timeliness, order accuracy, order
condition and personal contact quality. The third section is to measure the satisfaction level which
is consist of 3 questions constructed. The last and final section is to measure the customer loyalty
which is consist of 3 questions and it is based on attitudinal and behavioural approach.

In this study, the analysis is conducted using SPSS 22.0 as the primary tool. Firstly, a descriptive
analysis is performed to present the demographic data of the respondents and the logistics service
quality attributes. Secondly, the internal consistency of the questionnaire is tested using Cron-
bach's Alpha analysis. Thirdly, Pearson's correlation coefficient analysis is applied to examine the
degree of correlation between logistics service quality dimensions, customer satisfaction, and cus-
tomer loyalty. Lastly, linear regressions are used to determine influence of each dimension of lo-
gistics service quality on customer satisfaction and also used for impact of customer satisfaction
on customer loyalty.

5 Results and Data analysis

5.1 Demographic analysis

This study includes the use of multiple queries regarding demographic profiles to collect essential
information from the respondents and to understand the characteristics of general population.

Table 1 Demographic characteristics of respondent

Variables Frequency (N = 162) | Percentage of sample
Gender Male 131 80.9
Female 31 19.1
Below 18 20 12.3
Age 18-30 136 84
31-45 4 2.5
above 45 2 1.2
Student 117 72.2
Private employed 30 18.5
Occupation Government employed 6 3.7
Unemployed 7 4.3
Other 2 1.2
Less than 10k 76 46.9
10k - 30k 32 19.8
Income per | 30k - 50k 18 11.1
month (in INR) [ Apove 50k 22 13.6
Other 14 8.6

The total 6 variable related demographic were asked to respondents in this study such as gender,
age group, occupation, income per month (in INR), type of product do you usually purchase from
Flipkart online shopping and customer purchase frequency time. The general demographic
characteristics of respondents are examined using descriptive statistics such as frequency distri-
bution. we can see the frequency table of age, gender, occupation, and income discussed below.
According to Table 1, a total of 162 respondents participated in the survey and filled it out the
questionnaires. There were male respondents 131 with accounting for 80.9% and dominated of
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the Sample, the female participants numbers were 31 which represent 19.1% of the total. Regar-
ding the age group, most of the respondents were aged between 18 to 30 age group which rep-
resent 72.2% of the total respondents. Specifically, 12.3% of the participants were in the age group
of below 18-year-old. The smallest percentage of the sample was 31-45 years old, who represen-
ted only 2.5% and the remaining respondents 1.2% were above 45-year-old. We can see the oc-
cupation status of the respondents, majority of the respondent 72.2% were student from out of
total, 18.5% were private employed, 4.3% were unemployed, 3.7% were government employed
and remaining the respondents were other such as trader, own business. In term of Income of
respondents, the highest percentage 46.9% of respondents were earning month income less than
10k INR, 19.8% respondents earned between 10k-30k INR, 11.1% respondents were earning bet-
ween 30k-50k INR, and 13.6% respondents earned more than 50K INR. Remaining respondents
8.6% were other they answered have no income.

5.2.Reliability analysis

A reliability test is a statistical technique used to check the internal consistency and stability of a
measurement tool such as a survey. Cronbach's a alpha analysis is used to assess the internal
consistency of the research survey which is developed the constructed items. this method used to
test how well the survey questions are related to one another. [t measures the extent to which the
questions in the survey are measuring the same construct. The most common way to measure
internal consistency is through Cronbach's alpha, which ranges from 0 to 1, with higher values
indicating greater reliability. In this study, all the dimensions of LSQ, customer satisfaction and
customer loyalty are accepted and high internal consistency result because all coefficients are hig-
her than 0.7 and more toward to 1. Therefore, all constructed questionnaires found to be highly
reliable and consistent for the analysis.

5.3 Respondents purchasing behaviour

To determine the purchasing behaviour of respondents we need to know about how often they
visited and how familiar they were with the company. According to the below Table 2, the result
shows that majority of the respondents (41.4%) purchase Clothes and shoes out of total partici-
pants, 25.9% of respondents purchase usually Smartphones and laptops products, 20.9% of res-
pondents purchase usually electric products, 8.0% of respondents purchase cosmetics product
from Flipkart online shopping. Remaining the 7% respondents were other and they purchase the
product such as books, decoration, grocery...etc.

Table 2 Respondents purchasing behaviour

Variables Frequency | Percentage

Smartphones and Laptops 42 25.9

Which type of product do you Electric products 33 204
usually purchase from Flipkart | Clothes and shoes 67 41.4
online shopping? Cosmetics 13 8
Other 7 4.3

1-2 times 117 72.2

How many times do you 2-3 times 30 18.5
shop online in a month? 5-6 times 7 4.3
above 6 times 8 4.9
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Source: own calculation

5.4 Correlation analysis

Correlation analysis is a statistical technique used to examine the relationships between variables
and determine the strength and direction of the relationship between them. Correlation coeffici-
ents range from -1 to 1, where -1 indicates a negative correlation, 0 indicates no correlation, and
+1 indicates a positive correlation. The sign of the correlation coefficient indicates the direction
of the relationship, while the absolute value indicates the strength of the correlation. According to
Dancey and Reidy (2004), a correlation result of 0 suggests no correlation between variables,
while a result between 0.1 and 0.3 indicates a weak correlation, a result between 0.4 and 0.6 in-
dicates a moderate correlation, a result between 0.7 and 0.9 indicates a strong correlation, and a
result of 1 indicates a perfect correlation.

5.4.1 Correlation analysis between logistics service quality dimensions and customer satisfac-
tion

The correlation coefficient used to investigate the relationship between logistics service quality
dimension and customer satisfaction and discussed below.

From the above Table 3, we can see that there is a positive moderate relationship between the
dimensions of logistics service quality and customer satisfaction. As the table shows, Timeliness
dimension have moderate significant positive relationship with the customer satisfaction and the
coefficient value is 0.635 at the significant level 0.01. order accuracy dimension have moderate
significant positive relationship with the customer satisfaction and the coefficient value is 0.581
at the significant level 0.01. order condition dimension has moderate significant positive relati-
onship with the customer satisfaction and the coefficient value is 0.539 at the significant level
0.01. personal contact quality dimension has moderate significant positive relationship with the
customer satisfaction and the coefficient value is 0.622 at the significant level 0.01. so we can
conclude that the all the dimensions of logistics service quality have positive significant correla-
tion with the customer satisfaction.

Table 3 Correlation analysis between Logistics service quality dimensions and customer satisfaction

Correlations
Personal
Timeliness AOrder 01('1(?e_r contact | Customer
ccuracy | condition quality satisfaction
Timeliness | Pearson 1|  .593% |  484% |  540%* 635%*
Correlation
Order Pearson % % % %
Accuracy | Correlation 593 1 557 466 581
Order Pearson ok sk £k ok
condition | Correlation 484 557 1 507 539
Personal | Pearson
contact Correlation 54.0** A466** LS507** 1 622%*
quality
Customer | Pearson % - - -
satisfaction | Correlation 635 581 539 622 1
** Correlation is significant at the 0.01 level (2-tailed).

Source: own calculation
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According to their study, order condition has the lowest score of correlation with the customer
satisfaction. However, since a positive correlation is observed between all dimensions of logistics
service quality and customer satisfaction, it can be said that there is a positive relationship bet-
ween logistics service quality and customer satisfaction. In other words, it implies that the dimen-
sions (Timeliness, order accuracy, order condition and personal contact quality) of logistics ser-
vice quality of Flipkart online shopping improves, there is a corresponding increase in customer
satisfaction.

5.4.2 Correlation between customer loyalty and customer satisfaction

The relationship between the customer loyalty which deals with the tendency of a customer to
repeatedly purchase products and customer experience. The analysis was done by using correla-
tion analysis below.

Table 4 Correlations between Customer satisfaction and Customer loyalty

Correlations
Customer | Customer

Loyalty | satisfaction

Customer Person
Loyalty Correlation 1 811
Sig. (2-tailed) 0.000
N 162 162

Customer Person
satisfaction | Correlation B811** 1
Sig. (2-tailed) 0.000
N 162 162

** Correlation is significant at the 0.01 level (2-tailed).

Source: own calculation

According to Table 4, It can be seen that there is strong positive relationship between customer
satisfaction and customer loyalty because Pearson correlation coefficient value was 0.811 at the
0.01 level of significance and coefficient value is going towards 1.

5.5 Regression analysis

Regression analysis is a statistical method that involves the examination of two or more indepen-
dent variables to forecast the dependent variable. It is an effective tool that helps researchers to
determine the factors that can predict the dependent variable, as well as the individual influence
of each independent variable and the extent to which they affect the dependent variable (Revind-
ran etal.,, 2020).

5.5.1 Impact of logistics service quality dimensions on customer satisfaction

This analysis used the following dimensions of logistics service quality (Timeliness, order ac-
curacy, order condition and personal contact quality) which is the independent variable and cus-
tomer satisfaction is the dependent variable. All the variables are measured on scale. This analysis
will show the influence of dimensions of logistics service quality on customer satisfaction below.
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According to Table 5, Coefficient of determination R square is the proportion of the dependent
variable’s customer satisfaction variation explained by the independent variable dimensions of
logistics service quality.

Table 5 Model summary of regression analysis between logistics service quality dimension and customer
satisfaction

Model Summary

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

1| .748 .559 .548 667

a. Predictors: (Constant), Personal contact quality, Order

Accuracy, Order condition, Timeliness

Source: own calculation

The third column shows that the value of R square is 0.559 it’'s mean that our independent variable
dimensions of logistics service quality explain only about 55.9% of the variability of our depen-
dent variable customer satisfaction. the value of adjusted R square is 0.548 it’s mean that the mo-
del is explain 54.8% and the model is approx. fit. R and R square is seeming like tell us about the
how well regression fit model, but it does not talk about the whole story do we need to understand
about all the table like Coefficients, ANOVA, and other statistics.

Table 6 ANOVA Table of regression analysis between logistics service quality dimension and customer sa-
tisfaction

ANQVAa
Model Sum of df Mean F Sig.
Squares Square
1 | Regression 88.492 4 22.123 49.810 .000b
Residual 69.730 157 444
Total 158.222 161

a. Dependent Variable: Customer satisfaction

b. Predictors: (Constant), Personal contact quality, Order Accuracy, Order condition,
Timeliness

Source: own calculation

Table 6, represent the analysis of variance (ANOVA) it shows that whether our regression model
is significant predictor or not of the outcome variable. We can see in the ANOVA table the value of
F-ratio is 49.810 at F (4, 157) and the significant value (p-value = 0.000) is less than 0.05 so it’s
mean that our model is significantly predict for the dependent variable customer satisfaction. Ove-
rall, the regression model is good fit for the data, and we can say that the regression model is
significantly predict the customer satisfaction.

Table 7, The coefficients table shows that coefficient and significance of model it tells us whet-
her the predictors had a meaningful impact on the model or not. So, we can see in the table Time-
liness, order accuracy, order condition and personal contact is statistically significant because sig-
nificance value (p-value) of Timeliness, order accuracy, order condition and personal contact qu-
ality is 0.000, 0.009, 0.045 and 0.000 less than 0.05 respectively. it's mean that all the explanatory
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variable contribution to explaining the customer satisfaction. It shows also estimate of the inter-
cept or constant value is 0.206 and this constant can be interpreted as the average predicted value
of the dependent variable customer satisfaction if all the independent variable is zero. In the data
set dimensions does not have zero value so our interpretation is not real only based on intercept.

Table 7 Coefficients Table of regression analysis between logistics service quality dimension and customer
satisfaction

Unstandardized Standardized ¢ Sig
Model Coefficients Coefficients "
B Std. Error Beta
1 (Constant) 206 262 .787 432
Timeliness 304 .075 .289 4.056 .000
Order 201 .076 .190 2.654 .009
Accuracy
Order 146 .072 .138 2.022 .045
Condition
Personal 307 .067 307 4576 .000
contact quality
a. Dependent Variable: Customer satisfaction

Source: own calculation

The beta value measures the degree to which each predictor variable affects the outcome or de-
pendent variable. This implies that a larger beta value indicates a greater influence of the pre-
dictor variable on the dependent variable. The value of dependent variable is the beta value, and
it shows change in independent variable, whenever independent variable changes, the change
happens also in the dependent variable. The standard coefficients between customer satisfaction
and Timeliness are (Beta= 0.289, p< 0.05), customer satisfaction with order accuracy (Beta=
0.190, p< 0.05), customer satisfaction with order condition (Beta= 0.138, p< 0.005) and customer
satisfaction with personal contact quality (Beta= 0.307, p< 0.005). it’ s mean that the impact of
each dimension of logistics service quality on customer satisfaction is positive and significant. It
can also be seen that the personal contact quality has the highest value of beta (Beta= 0.307) it’

s mean that this variable is the strongest influencing factor of customer satisfaction in Flipkart
online shopping and order condition has least value of beta is (Beta= 0.138) which means that the
weakest influencing factor of customer satisfaction.

The result of hypothesis showed that H1, H2, H3, H4 and H5 have an important role in Flipkart
online shopping proved as per hypothesis testing using regression analysis and correlation. This
result showed that the dimensions of logistics service quality Timeliness, order accuracy, order
condition and personal contact quality are significant and have positive effect with the customer
satisfaction. Customer satisfaction has a positive significant impact with the customer loyalty as
well.

6 Conclusion

The study aimed to investigate the impact of logistics service quality dimensions on customer sa-
tisfaction and the relationship between logistics service quality dimensions and customer satis-
faction in Flipkart online shopping. This to determine the most significant dimensions of services
that affect logistics service quality and customer satisfaction. Furthermore, this research also
showed that how customer loyalty is affected by customer satisfaction it s mean when cus-
tomers are satisfied with a company's products or services, they are more likely to remain loyal
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to that company and the relationship between customer satisfaction and customer loyalty in Flip-
kart online shopping. The four dimensions of logistics service quality from the LSQ model, which
is timeliness, order accuracy, order condition, personal contact quality was hypothesized to eva-
luate logistics service quality and customer satisfaction. Another hypothesis was formulated to
examine the influence of customer satisfaction on customer loyalty.

Based on the result, this result showed that all the dimensions timeliness, order condition, or-
der accuracy and personal contact quality has statistically positive significant effect on customer
satisfaction. Some previous research also supports this finding result (Akil & Ungan, 2022). It was
also found that customer satisfaction have strongest positive significant relationship and effect on
customer loyalty.

Timeliness is now viewed as a basic requirement for every company in the logistics industry
due to the rising expectations of customers. logistics companies should prioritize timely delivery
to improve customer satisfaction. It’s referring to the timely delivery of the ordered product to
customers, as promised at the time of ordering. When the delivery date is later than expected,
customers may notreceive the product as intended, and may choose to switch to another company
for their future purchases. it's implying that if the company provides services correctly and deli-
vers them within the promised timeframe, customers will likely have a higher level of satisfaction
with the company. The least influencing factor of logistic service quality is order condition which
had alower impact on customer satisfaction compared to other dimensions. Order condition requ-
ires that the products ordered by customers must be delivered to them in an undamaged and
intact state. To ensure this, it is important to use appropriate packaging that can withstand the
handling and transportation process. It is also important to consider the duration of transporta-
tion in order to maintain the quality of the product. Additionally, special measures must be taken
to prevent spoilage, particularly for products that require specific temperature conditions such as
health and food products. Order accuracy is another dimension of logistics service quality that has
a lower impact on customer satisfaction compared to order condition so improving the order ac-
curacy can lead to higher levels of customer satisfaction. This would suggest that logistics compa-
nies should focus on improving their order accuracy as a means of improving customer satisfac-
tion, which in turn could lead to increased customer loyalty and business success. Personal contact
quality is found to be the most significant influencing factor of logistics service quality and has a
significant relationship with customer satisfaction, itimplies that logistics companies should focus
on improving the quality of personal contact with customers to enhance their satisfaction levels.
This could include training staff to provide excellent customer service, being friendly and helpful,
and addressing customer concerns and complaints promptly and effectively. This study also in-
vestigated that the customer satisfaction has a significant effect on customer loyalty and found the
positive significant relationship between customer satisfaction and customer loyalty. This means
that when a customer is satisfied with the services provided, they are likely to become loyal cus-
tomers who will continue to use online shopping and even recommend them to others.

Finally, effective quality of logistics services have the potential to increase customer satisfac-
tion, leading to repeat purchases and continued loyalty. Customers who are satisfied with their
experience are more likely to make future purchases with the company. Therefore, it is important
for companies to prioritize the delivery of high-quality logistics services to ensure customer sa-
tisfaction and loyalty.
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