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The impact of innovativeness
of logistics service providers
on their relationships with customers

Wpfyw innowacji na ksztattowanie sie relacji ustugodawcow

logistycznych z klientami

The purpose of this paper is to investigate whether there is
an impact of innovativeness of logistics service providers
on their relationships with customers. In the studies we
identified five types of innovation, namely: product,
process (including IT innovations), marketing
communications, organisation and CSR one, and compared
the strength of the impact of each of them. To ensure high-
quality studies, except the traditional one-side view we
exploited the data triangulation method, which consisted
in the collection of opinions of both parties to the relation,
i.e. the LSPs and the customers. The research covered 55
logistics service providers and 101 production or trading
companies. The general findings show significant,
although diversified importance of particular types of
innovation in the process of building long-term logistics
partnership. According to the results the product
innovations are the most influential.

Stowa kluczowe:
innovations, innovativeness, logistics service
providers, relationships in supply chain.

Artykut przedstawia wyniki badah nakierowanych na usta-
lenie wplywu innowagji ustugodawcéw logistycznych na ich
relacje z klientami. W badaniach wyrézniono pie¢ rodzajow
innowacji, tj.: produktowe, procesowe (w tym informatycz-
ne), dotyczace komunikacji marketingowej, organizacyjne
oraz CSR i poréwnano site wplywu kazdego z nich na wspo-
mniane relacje. Dla zapewnienia wysokiej jakoéci badan za-
stosowano metode triangulacji danych, ktéra polegata na ze-
braniu opinii obydwu stron relacji, czyli ustugodaweéw oraz
ich klientéw. Préby badawcze liczyly odpowiednio: 55 ustu-
godawedw logistycznych oraz 101 przedsiebiorstw zajmuja-
cych sie produkeja lub handlem. Uzyskane w toku badan
wyniki dowodza duzego, chot zréznicowanego znaczenia po-
szczegllnych rodzajow innowacji w budowaniu diugotrwate-
go partnerstwa logistycznego (najwicksze znaczenie majg in-
nowacje produktowe).

Key words:
innowacje, innowacyjno$¢, ustugodawcy logistyczni,
relacje w tahcuchu dostaw.

Introduction

In this paper we will be looking for a connection
between relationships in the supply chain and inno-
vativeness of the logistics service providers. It is true
that in the literature on supply chains these issues are
usually discussed separately, but some authors do no-
tice connections existing between them. Wagner and
Sutter (2012) underline for example the need to ana-
lyse a connection between the innovative activities
undertaken by logistics service providers and innova-
tiveness of their customers. Also Bellingkrodt and
Wallenburg (2013) examine a connection between
interorganisational relationships and decisions of se-
rvice providers to implement an innovation. On the
other hand Panayides and So (2005) prove the exi-
stence of a positive dependence between innovative-
ness, relational ability and the efficiency of the sup-
ply chain. A similar position is presented by Cui, Su

and Hertz (2012), who are convinced about the im-
portance of innovations in relationships with the cu-
stomers. On the other hand Soosay, Hyland and Fer-
rer (2008) indicate various methods of integration of
the enterprise with customers and suppliers in the
supply chain, concluding that cooperation based on
partnership relations has a positive impact on the in-
novations implemented in the supply chain.

Basing on the above findings, we have decided to
examine a connection between innovativeness of the
LSPs and their relationships with other participants
of the supply chain. However, we focused on the op-
posite direction of the relationship — the impact of
innovation on relationships in the supply chain. In
our opinion, the innovativeness of LSPs is conducive
to the achievement of advanced levels of cooperation
with the customers. All parties to the relationship
(the service provider, the supplier and the cargo con-
signee) can benefit from innovations implemented
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by the LSPs. This point of view is shared by Panay-
ides and So (2005), who, referring to their studies,
admit that innovations implemented in the supply
chain can have a significant impact on the strengthe-
ning of the relationships between LSPs and their cu-
stomers.

Literature review

Relationships between LSPs and customers

In the literature on the supply chain management,
the term ,,relationships” is understood as a connec-
tion or dependence which exists between at least two
participants of the supply chain — mainly the manu-
facturing and trading companies, which cooperate
with each other to achieve common goals in a more
efficient way. Such connections (with a vertical rela-
tionship) focus on the exchange of services, i.e. ar-
rangements relating to the sale and purchase trans-
actions (dyadic relation) between subsequent links in
the supply chain (Swierczek, 2012). A lot of research
has already been conducted into this subject (Hum-
phries and Mena, 2012; review of literature in Dau-
gherty, 2011). However it should be noted that focu-
sing exclusively on the study of the relationships be-
tween the manufacturing companies and trading
ones seems to be appropriate for the examination of
supply chains only at a low and medium level of com-
plexity. Such approaches are known in the literature
as a direct supply chain and extended supply chain,
and they take into account the following elements of
the chain: supplier-organisation-customer and sup-
plier's supplier-supplier-organisation-customer-cu-
stomer's customer (Mentzer et al., 2001).

So far, relatively little attention has been paid to
research into relationships which can be observed on
the ultimate supply chain level, i. e. higher chain
complexity (Fabbe-Costes and Roussat, 2011; Nie-
strdj, 2014). At this level, one should take into acco-
unt the multi-directional relationships occurring be-
tween manufacturing and trading companies, logi-
stics service providers, financial institutions, busi-
nesses conducting market research for a given supply
chain, etc. The results of empirical studies by Wil-
ding and Humphries, indicating a strong positive cor-
relation (0.85) between the degree of partnership in
relationships between various types of entities and
effectiveness of the chain should be quoted here
(Humphries and McComie, 2010).

The relationships of logistics service providers
with cargo suppliers and consignees take on an incre-
asingly more frequent basis the form of a logistic
partnership (Tate, 1996). This issue becomes parti-
cularly important, because thanks to this partnership,
the service provider enters into long-lasting relation-

ships with various entities in the existing structure of
chain relationships. In this case, the related entities
are not only the service providers and their custo-
mers, but also subsequent links of the supply and di-
stribution sphere, i. €. the supplier's suppliers and cu-
stomers of the cargo consignees. Hertz and Alfreds-
son (2003) emphasize the fact that the service provi-
der, acting as an intermediary between the parties to
the transaction, should see the influence of the other
participants in the supply chain on the relationships
that connect the service provider with the customers.
This is important, because the relationships existing
in the supply chain are interdependent and simulta-
neous, and thus one relationship is dependent on the
course of another one (Gadde and Hulthén, 2009).

As emphasized by Thakkar, Deshmukh, Gupta
and Shankar (2005), relationships of the logistics se-
rvice provider with its customers, despite being more
complex, contribute to an increased flexibility of the
supply chain. Gadde and Hulthén (2009) indicate ad-
ditional benefits. Based on extensive studies of the li-
terature, the authors found that a close cooperation
with the service provider could lead not only to a bet-
ter understanding of the logistics outsourcing by the
customers, but also to an improved efficiency of logi-
stics services and to an increased adaptability of the
service providers to the changing purchasing needs
and preferences. Moreover, in the opinion of La-
skowska-Rutkowska (2014) this particular type of re-
lationship, i. e. a long-term partnership is conducive
to innovativeness in logistics.

Defining innovation from
the perspective of logistics
service providers

Innovativeness of the classical participants (i.e.
manufacturing and trading companies) of the supply
chain is also the subject of extensive research and nu-
merous publications. Less attention is devoted to re-
search into the innovativeness of the logistics service
providers. Among the publications dealing with this
subject, the papers by Busse and Wallenburg (2011),
Cui, Su and Hertz (2009) or Lin (2006, 2007, 2008)
can be mentioned. An interesting approach was also
presented by Chaberek (2014), who introduces the
concept of innovation space coupled in the supply
chain. This space consists of mutual pro-innovative
interactions of: product development, development
of production processes and the development of lo-
gistics services. The author emphasizes the role of
the development of logistics services, metaphorically
considering it to be a ,,creative engine of innovative-
ness” in the supply chain.

In the case of logistics services providers, which
are a relatively homogeneous group of companies as
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regards the products, it seems reasonable to ease the
requirement of recognizing an entity as an innovati-
ve company, on the basis of its absolute priority in
the implementation of a given solution in economy.
Instead, the authors propose to consider as an inno-
vative service provider an entity which has imple-
mented new solutions (but which may have already
been known in the industry) for itself (see: Wagner,
2008). Furthermore, the innovativeness of LSP can
be understand as a kind of measurement contingent
on an LSP"s proclivity towards innovation.

According to a division proposed in the Oslo Ma-
nual (2005), four different types of innovations in the
objective sense, i. €. product, process, marketing and
organisation innovations can be distinguished.

Product innovations can consist in the introduc-
tion of major improvements in the manner of the
provision of logistics services (for example, in incre-
asing the efficiency and speed of services provision),
in the addition of new functions or characteristics to
the already existing services and above all in the in-
troduction of entirely new services for a given servi-
ce provider. Process innovations are implementa-
tions of a new or considerably improved method of
the provision of logistic services. These methods may
include significant changes or the introduction of
new technologies, equipment, software, as well as
new procedures used in the implementation of logi-
stic processes. Marketing innovations include chan-
ges raising the value of the offer in the eyes of the cu-
stomers, as well as changes in the distribution, pro-
motion or pricing strategy, provided that they are
part of a new concept or marketing strategy, which
differs from marketing methods used so far. In the
case of logistics services providers, this kind of inno-
vation may include for example: social media marke-
ting and experience marketing (Switata, 2013). Final-
ly, organisational innovations are implementations
of a new organisational method in the operating
principles adopted by the company and in the orga-
nisation of workplaces. The point is to use an organi-
sational method that has not been used in the com-
pany so far and which results from the strategic deci-
sions taken by the company's management board.
Organisational innovations can consist in a greater
centralization or decentralization/autonomy of the
activity. Innovations from this group will also include
new organisational methods in relations with the sur-
roundings, including other companies or public insti-
tutions, such as the establishment of a new type of
cooperation with research institutes or customers,
new methods of integration with suppliers, as well as
the first outsourcing order.

In the studies, in addition to the above four groups
of innovations, we identified a fifth group into which
we included innovations in the field of CSR. In this
case, when adding this group, we were guided by the
results of studies that show a connection between

CSR and innovativeness of enterprises (Bocquet and
Mothe, 2011; Pyszka, 2011). It should be underlined
that the majority of LSPs not only declare involve-
ment in socially responsible activities, but also reco-
gnize the importance of this concept for the develop-
ment of their relationships with other participants of
the supply chain (Klosa and Switata, 2013). Imple-
mentation of this kind of innovations may be caused
by both the requirements of the customers (and of
other participants of the chain) who expect from the-
ir partners transparent rules of cooperation and ob-
servance of environmental and social standards, and
by the desire to keep up with the competitors, apply-
ing the CSR tools.

Quantitative data analysis
methods used in the research

When analysing the research results we used the
SPSS version 21.0 and Statistica version 10. In the
statistical analysis we applied the following types of
non-parametric tests:

B Kruskal-Wallis test — as the equivalent of a one-
-factor variance analysis ANOVA for three inde-
pendent samples,

B chi-square independence test — to examine a con-
nection between two variables,

B Cramer V correlation coefficients — to determine
the strength of a connection between the variables
(as an addition to the Chi-2 test) and rho-Spea-
rman (as an equivalent of the r-Pearson correla-
tion).

We have also performed a reliability analysis and
standardization procedure used in the studies on the
measurement scale.

Structure of the research sample

In order to investigate the impact of innovative-
ness of LSPs on their relationships with customers,
we conducted an exploratory study using the data
triangulation method. In this case, our goal was to
avoid the problem of one-sided view in relationship
research, an issue that has been pointed by many au-
thors (e.g.: Monczka, Callahan and Nichols, 1995;
Hussein, 2009).

The empirical research was carried out in between
2013 and 2014. We examined a total of 156 entities,
including 55 logistics service providers and 101 ma-
nufacturing and trading companies. The respondents
were interviewed directly by pollsters of the Rese-
arch and Expertise Centre of the University of Eco-
nomics in Katowice.

The group of service providers was dominated by
small and medium-sized entities operating on the in-
ternational market and offering a wide range of logi-
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Table 1

Distinguished groups of service providers: 2PL, 3PL and 4PL

Type of LSPs Statistical description
NN 2PL 3PL 4PL
Itemization Multipl
. ultiple
= = = Chi-2 P .
N=20| 36% N=14 | 25% N=21]| 38% 1 comparisons
x 8 x S X o
Number of services 2P1L-3PL = 0,011*
in the offer 3,25 2,27 6,64 2,50 9,05 2,31 29,54 0,000** [ 2PL-4PL = 0,000**
3PL-4PL = 0,142
Number of branches 1,50 1,56 4,08 5,18 9,33 16,30 458 | 0,101 —
Company size SME (85,0%) SME (71,4%) SME (71,4%) 459 | 0,101 —
Geographical range national(55,0%) | international (57,2%) | international (92,2%) 8,69 | 0,013* |2PL-3PL = 0,476
2PL-4PL = 0,01*
3PL-4PL = 0,639

Zrodlo: Opracowanie wiasne na podstawie

stics services (D = 8). Their revenues came mostly
from the logistics services offered to the trade sector,
in particular from the provision of services to retail
chains. Many service providers also offered their se-
rvices to the automotive industry and the construc-
tion sector.

The second group was represented by companies
using the logistics services. We investigated 50 manu-
facturing companies and 51 trading companies. The
research sample was dominated by small and me-
dium-sized companies operating in most cases on the
regional or national level. In both cases, the respon-
dents spent on average 10,000 PLN (approx. 2,320
EUR) a month on logistics services.

In the group of LSPs we identified three types of
entities differing in competences in logistics services.
Studies by Lai (2004) confirm that the competences
of LSPs are reflected in the quality of the provided
services and should therefore constitute an impor-
tant criterion for their typology. In the conducted re-
search we chose the type of the offered services pro-
ving the existing competencies as the criterion for the
division, and we qualified the service providers into
three groups: 2PL. — provision of simple TSL servi-
ces without a permanent contract, 3PL — customer
service on the basis of contract logistics and 4PL —
provision of contract logistics services and supply
chain management services (4PL). In practice, the
3PL/4PL operators provide their logistics services wi-
thin a global network of connections with the appli-
cation of the latest IT solutions (Switata, 2012). Ta-
ble 1 presents a detailed description of the research
sample in various sections.

Data included in the above table show significant
differences between the examined types of enterpri-
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ses. Generally — in accordance with the accepted as-
sumption — we could state that a higher class of se-
rvice providers means better competences in the pro-
vision of logistics services. As regards the scope of
the provided services, the difference between 2PL
and 4PL is highly statistically significant, and the dif-
ference between 2PL and 3PL is statistically signifi-
cant. It also turns out that the 4PL operators offer
a much wider range of services, compared to 2PL se-
rvice providers (p = 0.01%). We also perceived the
huge differences between the 3PL and 4PL opera-
tors, although in this case they are not statistically si-
gnificant.

Empirical findings

Classification of service providers
based on the level of innovative activity

To assess the level of innovativeness of logistics
services providers we used a summary scale, which
takes into account the number of implemented inno-
vations. For the test we pre-selected 34 variables
which met the requirement of the occurrence of in-
novation. The measurements were performed using
binary nominal scales with answers ,yes/no”. Qu-
estions from the questionnaire concerned:

B new services available in the offer,

B new and implemented process improvements (in-
cluding IT)

B new marketing methods,

B new methods in organisation management (with
an identification of a separate CSR area).



All items in the scale were subjected to homoge-
neity analysis, on the basis of which 9 ,unfitting”
items were removed from the study. Their elimina-
tion contributed to an increase in the value of the co-
efficient? from 0.594 (34 of items) to 0.703 (25
items). A scale formed this way was subjected to the
normalization process with the use of the sten scale
with the average (¥)= 5.5 and standard deviation
(8) = 2.0. Each sten (equalling to 0.5 of the standard
deviation) corresponds to a certain percentage of an
area under the normal distribution curve (Brzezin-
ski, 2003): sten 1 [0.000-0.023] sten 2 [0.024-0.067]
sten 3 [0.068-0.159] sten 4 [0.160-0.308], sten
5[0.309-0.500] sten 6 [0.501-0.692] sten 7 [0.693-0.841]
sten 8 [0.842-0.933] sten 9 [0.934-0.977] sten 10
[0.978-1.000]. A procedure for the development of sten
standards for the new scale is shown in Table 2.

The first group consisting of 19 service providers
included companies with little innovation activity
(stens 1-4). The research shows that over the past two
years the respondents from this group have imple-
mented a total of 39 innovations, on average two new
implementations per company, involving in most ca-
ses marketing and organisational issues. The next
group was characterized by an average level of inno-
vation (stens 5-6). It is made up of 19 entities, which
on average implemented 6 innovations each. In this
group, the main attention was focused on three types
of innovations: organisational, marketing and pro-
duct ones. A high level of innovation activity (stens
7-10) was observed in 17 analysed cases. Mostly 4PL
operators with foreign capital turned out to be inno-
vation leaders. In this case, a total of 175 innovations

Table 2
Sten norms for the innovation scale

were implemented. On average, each company inve-
sted in more than 10 new products. Also in this group
the most frequent type of the implemented innova-
tions were the organisational and marketing ones.

Impact of innovations on the development
of relationships with customers
— opinion of logistics services providers

The test results showed a positive correlation be-
tween the level of innovativeness of the respondents
and their belief in the impact of innovations on logi-
stics cooperation. In this case, we found a statistical-
ly significant impact on the level of 0.05%, with the
Spearman's tho amounting to 0.329. This means that
an increase in the number of implemented innova-
tions results in an increased willingness of managers
to express a positive opinion on the role played by in-
novations in building relationships with customers.
We also noted that the less active service providers
preferred more often neutral or negative responses.
On the one hand, this can be explained by a lack of
experience in the implementation of innovative pro-
jects, on the other hand — by unsatisfactory effects
of the implemented innovations.

The test results presented in Table 3 show the exi-
stence of differences in the views of respondents on
the impact of innovations on their existing relation-
ships with customers. The prevailing view among the
respondents is that their relationships with custo-
mers have improved considerably thanks to product
innovations.

Raw result N N CUM N CUM/55 Sten Innovative activity level

@ @) ©) @ ®) (6)
0 3 3 0,055 1 low

1 3 0,109 2

2 3 0,164 3

3 10 19 0,345 4

4 1 20 0,364 5 average
5 4 24 0,436

6 10 34 0,618 6

7 4 38 0,691

8 3 41 0,745 high
9 4 45 0,818 7

10 1 46 0,836

11 6 52 0,945 8

12 1 53 0,964 9

13 1 54 0,982

14 1 55 1,000 10

Source: Own elaboration.
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Table 3

Impact of innovations on the relationships with customers in the opinion of the analysed companies

1 2 3 4 S
The relationships with _ I don't agree
customers have improved x 5 Istrongly | | disagree | and Idon't | Iagree I'strongly Total
considerably thanks to disagree disagree agree
%

product innovations 4,02 0,76 0,0 36 16,4 54,5 25,5 100,0
process innovations 3,50 1,18 73 10,9 29,1 29,1 23,6 100,0
marketing innovations 3,40 1,09 73 12,7 25,5 418 12,7 100,0
organisational innovations 329 1,12 55 18,2 34,5 25,5 16,4 100,0
innovations related to CSR 2,58 1,23 23,6 25,5 273 16,4 7,3 100,0

Source: Own elaboration.

It should be noted that most respondents have
chosen answer 4, which means that they preferred
positive answers. The obtained results also show the
greatest compactness, as evidenced by the lowest
standard deviation (& = 0.76). A positive effect, al-
though expressed in a less convincing way, is also at-
tributed by the respondents to process, organisatio-
nal and marketing innovations. It is worth noting that
over half of them see a possible application of new
process and organisational solutions in cooperation
with customers, as well as the benefits ensuing from
the application of modern marketing instruments.
Compared to product innovations, we recorded
a much higher percentage of negative responses: in
the case of process innovations the negative respon-
ses constituted 18.2%, in the case of marketing inno-
vations — 20.0%, and in the case of organisational
innovations even 23.7%. We also observed a clear di-
spersion of results in the views expressed on organi-
sational innovations and those concerning CSR. In
the first case we perceived that the respondents fo-
und it difficult to assess the impact of organisational

Table 4

innovations on their business relationships, in the se-
cond case — we could see a failure to recognise the
benefits resulting from the implementation of the
CSR principles (as many as three quarters of the re-
spondents deny or does not confirm that the CSR ac-
tivities translate into improving the relationships
with customers). The respondents' opinions suggest
that many companies do not implement the idea of
corporate social responsibility or do not consider ac-
tivities undertaken in this area as profitable.

Impact of innovations on the development
of relationships with logistics service
providers — opinion of the customers

To analyse whether both parties similarly perce-
ived the impact of innovations on cooperation, we
compared the above results with assessments made
by logistics service recipients. The research sample
included manufacturing and trading companies (se-
parately). The table 4 shows a summary of average
assessments for all five types of innovations. A high-

Assessment of the impact of innovations of the logistics service providers on the relationships with customers

— comparative breakdown of mean assessments.

Lo Product Process Marketing Organisational Innovations
Itemisation innovations innovations innovations innovations related to CSR
KW-H (2;156) 12,4384 0,2331 2,7599 0,2765 2,5539
p 0,0020%* 0,8900 0,2516 0,8709 0,2789
Research samples: X ] X ] X é X ] x 8
LSPs 4,02 0,76 3,51 1,18 340 | 1,10 3,29 L12 2,58 1,23
Manufacturing companies 3,50 1,04 3,42 1,16 3,22 0,97 3,20 1,05 2,90 1,20
Trading companies 341 1,06 345 1,2 314 | 098 324 1,07 2,86 1,02

Note: Rating scale as in table 3.
Source: Own elaboration.
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ly statistically significant difference of the average as-
sessment of the service providers and the customers
can only be seen in the case of product innovations
(KW-H = 12.4384, p = 0.002). The customers see
a positive impact of these innovations on the deve-
lopment of the cooperation, however they are not as
convinced in this matter as the logistics service provi-
ders are (they assess the impact as comparable to the
effect of process innovations). It should be added
that the diversity of assessments by the customers is
significantly higher than in the group of service pro-
viders.

Position of the analysed service
providers in relationships with customers

Attachment of more importance to product inno-
vations may be indicative of a generally weaker posi-
tion of the service providers in the mutual long-term
relationships with customers or in a transaction co-
operation. A vast majority of the respondents, while
declaring a willingness to maintain a satisfactory co-
operation with the customers by expanding their pro-
duct offer, expect to win new customers thanks to it.
This applies to both service providers from the 2PL
group, as well as more advanced: 3PL and 4PL. On-
ly 21-29% of the respondents, depending on the type
of the service provider, declare that product innova-
tions are aimed only at maintaining relationships
with the present customers (Table 5).

Table 5

Conclusions

The research, in accordance with the adopted as-
sumptions, focused on assessing the impact of inno-
vativeness of logistics service providers on the rela-
tionships between them and their customers. The
conducted studies enabled us to collect a wide range
of data. In the course of data analysis, we classified
service providers based on the scope of the services
provided by them and distinguished 3 classes diffe-
ring between each other in the level of innovation ac-
tivity, i. e. companies with little, average and high in-
novation activity. At this point it is worth noting that
4PL providers turned out to be innovation leaders.
Next, we analysed the impact of innovations on the
relationships with customers and determined the re-
asons for innovations.

The results obtained in the course of the research
allowed us to confirm that innovative managers were
likely to attribute to innovativeness a stimulating ro-
le in the development of relationships with custo-
mers, while this belief was the most express and con-
sistent one in terms of product innovations. In this
case it is worth noting that LSPs are more convinced
about the impact of product innovations on the rela-
tionships, than the customers, and the difference in
the assessment is statistically significant. Perhaps se-
rvice providers are convinced that by extending their
offer, they will strengthen their position in relation-
ships with the customers, giving them no excuse to

Declared purpose of the changes in the offer of the analysed service providers

Changes in the offer (in %)
Ttemisation o o o o Aiming at Wllll.llllg new
Aiming at winning new Aiming at maintaining customers and simultaneous
customers cooperation with the customers maintaining cooperation
with the customers
2PL 5,0 25,0 70,0
Type of LSPs 3PL 14,0 21,0 64,0
4PL 19,0 29,0 52,0

Source: Own elaboration.

This leads to the conclusion that a majority of the
analysed service providers are rather willing to ,,secu-
re” a possibility of offering services to a wider range
of customers, remaining with them at lower coopera-
tion levels, than to focus on a small number of selec-
ted customers, trying to establish a symbiotic rela-
tionship. There is however a certain group of service
providers, mostly among 4PL, which can build such
a relationship; this will however depend on the inten-
tions of the served customers.

look for other service providers, if the customers ne-
ed change. On the other hand, service providers re-
cognize the fact that a wide range of services reduces
their risk, enabling them to service more customers,
which shows an asymmetry in the mutual relation-
ships. In the case of the remaining four groups of in-
novations, the customers' opinions do not differ from
the opinions of the service providers.

Summarizing the results of the research, we can
reach, with a certain level of caution, the following
conclusion: implementation of innovations is condu-
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cive to entering into higher levels of logistics coope-
ration, and the surveyed service providers are aware
of this fact. However, these higher levels of coopera-
tion are achievable only with the support of the cu-
stomers, which is not general. Only the major market
players, in this case, the 4PL providers, are able to
persuade their customers into adopting such an atti-
tude or to create it — by, among others, their above-
-average innovation activity.

Limitations and further research

The presented research results are subject to cer-
tain limitations that can be considered in two planes:
methodological and cognitive one. The methodologi-
cal limitation is the research sample (see ,, Typical
sample sizes for studies of institutional populations”
in Churchill, 1995), that is made up of a sufficient,
but not very large group of logistics service providers
operating in logistics service market, especially in
comparison with the number of manufacturing and
trading companies, usually analysed in terms of rela-
tionships and innovativeness. When formulating rese-
arch conclusions, one runs the risk of over-interpre-
tation of the obtained results due to a small repre-
sentativeness of the research sample. This problem is
particularly important in the case of the division into
three subsets of LSPs based on the criterion of inno-
vativeness.

The next issue concerns the objective asymmetry
of the conducted studies. Although the study covered
the population of customers, the article mainly focu-
sed on the presentation of the opinions of logistics
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