§ sciendo

PRODUCTION ENGINEERING ARCHIVES 2021, 27(1), 58-68

PRODUCTION ENGINEERING ARCHIVES

ISSN 2353-5156 (print)
ISSN 2353-7779 (online)

B?ODUCTION
ENGINEERING

Exist since 4™ quarter 2013
Available online at https://pea-journal.eu

Criteria of quality requirements deciding on choice
of the logistic operator from a perspective of his customer

Jacek Karcz!

and the end recipient of goods

, Beata Slusarczyk?

LWSB Universities Logistics Department, Labiszyfiska Street 25 03-204 Warsaw, Poland,
2 Czestochowa University of Technology The Management Faculty, Dgbrowskiego Street 69 42-200 Czestochowa, Poland, North-West Uni-
versity, TRADE, Potchefstroom, South Africa,

Corresponding author e-mail: beata.slusarczyk@pcz.pl

Avrticle history

Received 02.02.2021
Accepted 05.03.2021
Available online 31.03.2021

Keywords

quality of operations of logis-
tics operators

logistics quality

quality management of logis-
tics processes

impact of quality on purchas-
ing decisions

quality criteria in logistics;

Abstract

The choice of the operator involves taking risks, especially when changing the way logistics is handled
(e.g. from your own warehouse and distribution network to external — outsourced). The aim of the
article is to present the most important factors that directly and indirectly influence purchasing deci-
sions made by customers of logistics operators. In order to correctly determine the parameters of the
selection of a logistics service provider in terms of quality, it is necessary to define quality require-
ments criteria that allow to meet specific KPIs (Key Performance Indicators) to measure the satisfac-
tion of the final recipient of the goods. The main goal of the article is to answer the question of how
to define criteria to be relevant to customer expectations and how they affect final purchasing decisions
in the context of choosing the operator to provide logistics services. In order to illustrate the full picture
of the studied environment, as well as to maximally facilitate and encourage respondents to participate
in the study, surveys were used mainly in the form of Internet, mostly containing closed and several
open questions. The research was based on three research groups: logistics operators, customers of
logistics operators and final recipients of services of logistics operators. In the individual groups, the
survey invited: 1) about 80 companies from European logistics operators; 2) approx. 150 companies
from Central and Western Europe dealing in production and trade according to the classification of
economic activity; 3) over 2,000 people who have declared to buy various goods with delivery to the
address indicated.
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1. Introduction

JEL: L23, M11

problems of the logistics industry is the reduction of the price
weight at the moment of making the purchase decision. How-

The logistics industry in recent years has been struggling
with operational problems that significantly affect the services
provided. In addition to the potential increase in the prices of
services rendered, the threat related to the effect of higher de-
mand (oversupply) relative to available transport units is be-
coming more real. Accessibility should be understood as the
possibility of performing the transport service, not only the
availability of trucks. The number of undeveloped trucks is
significant, but the availability of drivers who can perform the
service is very limited (this applies to both category C, C + E
and category B drivers - e.g. courier services). The situation is
similar with warehouse workers, who are also lacking on the
labor market. The consequence of constant (for several years)
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ever, the quality of services provided remains key.

Only a dozen or so years ago, trading enterprises carried out
logistics processes independently, but over the years they be-
gan to use transport and storage services provided by interme-
diaries, instead of employing persons whose task was to im-
plement these processes within the enterprise. In addition,
based on previous analyzes of the costs associated with
transport and storage, which clearly showed that using the ser-
vices of an external company or broker is much cheaper for
the company itself.

There is another additional element that plays a very im-
portant role - the quality of services provided by the logistics
operator. The issue of quality has been an indicator for clients
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who are in the process of making decisions, whether in con-
nection with the purchase of products or services or establish-
ing cooperation with partners. In addition, quality is an ele-
ment that can be constantly improved (Dzhuguryan et al.
2020; Mesjasz-Lech, 2019). Quality is inextricably linked to
the continuous development of the market, because along with
its development not only new customer needs appear but also
their requirements regarding the quality of products or ser-
vices change, which means that almost all companies con-
stantly carry out activities aimed at improving it.

The purpose of the article is to define the key criteria of
quality requirements affecting the choice of the company
providing logistics services from the point of view of logistics
operators, their clients and final recipients. Each group evalu-
ates the same activities in a different way. Assessment per-
spectives are also different. The results of the research pre-
sented in the article will be able to objectively assess what
criteria are guided by two groups of respondents (customers
of the logistics operator and the final recipients of goods de-
livered through them), when making choices of companies im-
plementing the process of handling and delivery of purchased
goods.

2. Literature review

Bearing in mind that almost every decision regarding pro-
duction, purchase or sale depends largely on the quality of the
product, it can be assumed that the issue of quality is still very
actual and is the subject of many scientific considerations. The
process of shaping the supply on the market depends on the
two most important factors, with the first one being price, the
other one being quality. The price ratio has remained the lead-
ing over the last dozen or so years, which is associated with
the generally accepted aspiration in free market economies to
constantly reduce the price level (Data Group Consulting,
2015). These types of activities are closely related to the phe-
nomenon of striving to maximize profits from the activities of
logistics operators during strong competition in terms of ser-
vices offered, including activities involving the so-called
cross-selling - offering related services for the same customer
(e.g. transport and storage, freight forwarding and customs
agency, etc.) (Ciesielski, 2005; Krzywda, 2019). Nowadays,
there is no longer a situation where customers have a choice
of two competing goods, instead, each product is divided into
many competing product lines of varying quality. This means
that a market that does not take quality into account automat-
ically eliminates one of the key factors in the process of mak-
ing economic decisions (Bowbrick, 2002). Therefore, quality
turns out to be a parameter thanks to which it is possible to
increase the competitive advantage while maintaining a set
price level. Such action is only achievable by constantly striv-
ing for excellence within the quality of services or products
manufactured (Fearne et al., 2001). Quality is not only the sub-
ject of theoretical scientific considerations. In addition to be-
ing defined as part of science for each discipline, it also ac-
companies man in his daily activities. For the purposes of
economics, quality is defined by categorizing products or ser-
vices, which allows determining the extent to which they meet
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defined needs (Bowbrick, 2002). Marketing, in turn, deter-
mines the fulfillment of needs, albeit those that have been in-
dicated by the final recipients of a product or service (Pietra-
sienski and Slusarczyk, 2015). In marketing terms, quality is
mainly seen as a tool to achieve competitive advantage on the
market. Research results comparing the marketing strategies
of British, American and Japanese companies operating in
Great Britain showed significant weaknesses in the marketing
efforts of the British and Americans. On the other hand, the
Japanese were aware that the lack of increased spending on
marketing activities or the implementation of more aggressive
strategies will contribute to achieving a competitive ad-
vantage, but it is offering products of high quality as well as
proper customer service and after-sales service can have a sig-
nificant impact on strengthening the position on market
(Wong et al., 2008). For the logistics approach, quality is
a concept that somehow combines its definition in economic
and marketing terms with the difference that in logistics qual-
ity consists of the process of defining the logistics service so
that users (final recipients) have a sense of meeting their re-
quirements and needs (Meiduté-Kavaliauskiené et al., 2014).
Based on the above considerations, it can be concluded that
quality is not only a set of values that define a product or ser-
vice, but also the physical ability to meet customer expecta-
tions, even if they did not define them themselves (fulfillment
of hidden, subconscious needs) (Estepon, 2019). Proper qual-
ity management, i.e. defining the mentioned customer needs,
then shaping the service to meet them, can guarantee the gen-
eration of demand for the offered service.

The definition of quality in itself is defined as the quality of
manufactured products, services, processed materials, objects,
or intangible assets (such as patents or intellectual values). For
a long time it has been the subject of researches and discus-
sions, not only of researchers and engineers, but also of phi-
losophers, representatives of the humanities, and finally peo-
ple associated with design, technology or production. The
perception of the essence of quality has changed along with
economic evolution, which is a continuous phenomenon. And
despite many definitions defining what it is, the fact that qual-
ity is a set of features of a given product or service that char-
acterize it (Janakiraman et al., 2006).

Given the contemporary realities characterized by dynami-
cally changing markets and economic environments, the in-
creasingly frequent occurrence of global processes, it is the
qualitative elements that make it possible to distinguish
a given product or service from similar offered by many en-
terprises, often operating in the same industry or sector (Chris-
topher, 2011). Therefore, there is a very strong link between
quality and the production process itself, sales and elements
generating operating and production costs. But it should be
borne in mind that the recipients' preferences shape the suc-
cess or failure of a given venture, decide whether a given prod-
uct or service will be a desirable commodity. Because it is the
tastes or needs of customers that allow you to decide whether
a given offer can be accepted and this and not another product
is purchased, and it does not meet expectations and then the
sales process will not only be completed, but also may not to
start (Estepon, 2019; Cierna and Sujova, 2020; Kwilinski and

ARCHIWUM INZYNIERII PRODUKCJI



JACEK KARCZ, ET AL. / PRODUCTION ENGINEERING ARCHIVES 2021, 27(1), 58-68

Kuzior 2020). The decisions made by individual buyers can
ultimately contribute to its further development, as well as
may be destructive. This is due to the fact that modern enter-
prises operate on a market that is not only a very demanding
market but is also a market of very high competitiveness.
Thus, companies focus on improving the quality level of lo-
gistics services, paying special attention to quality manage-
ment, which is understood as activities carried out to meet cus-
tomer expectations and the quality requirements they set (PN-
EN 14943:2006, 2006).

However, among many quality definitions, there is very
rarely a definition of logistics service quality in the literature
alone. There is a concept of transport service quality, which is
a kind of foundation for its extension and full definition of the
quality picture of all activities in the area of logistics. This
quality of transport is described as: "a set of quality criteria
and appropriate measures for which the service provider (en-
tity declaring compliance) is responsible” (PN-EN
13816:2004, 2004). It can therefore be concluded that the
transport service is a product - the result of creating synergies
of active services that make up its final shape, and which are
further enhanced by the marketing message prepared by the
logistics operator (Grzelakowski, 2010). As a consequence,
the value of the transported goods themselves has a significant
impact on the value in use of logistics services that accompany
the shipment along its entire path from the supplier to the final
recipient, and which create a kind of value chain almost equal
to the value of the good (Grzelakowski, 2014; Ulewicz et al.
2016).

Nowadays, characterized by, among others fast IT, engi-
neering and automation development, the client often does not
realize what options he is facing in the near future to make
deliveries and orders more flexible (Kiettyka, 2010). It should
also mention the broadly defined methods of process quality
management at logistics operators that affect the quality of the
entire supply chain. The impact of this management has a di-
rect impact on the final value of the good and the valuation of
individual logistics services in the chain (Lee, 2005;
Klimecka-Tatar and Ingaldi, 2020). The purchasing process is
less and less reminiscent of a traditional model, in which the
various stages followed: going to the store, finding the right
product, watching it, choosing and making a purchase deci-
sion. Currently, the dominant model is: seeing the product,
choosing and making a purchase decision, and then returning
it in case it does not meet expectations. This model seems to
be very beneficial for economics and the economy, especially
since it is widely favored by the trend of buying more and
more products. It is also worth remembering that having
a given product, buyers very rarely decide to return it, thus
driving the machine of subsequent orders. This is also associ-
ated with a change in the sales model itself. The classic model
is being divided, which was divided into four main stages:
arousing interest, customer classification, product presenta-
tion and closing sales, in favor of a new sales model. The new
model also consists of four stages, but their individual mean-
ing is different: awakening customer confidence, analysis of
their needs, presentation of possibilities and solutions to prob-
lems as well as confirmation and closing of sales (Kletkiewicz,
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2014). The "second sale” market is also developing dynami-
cally, i.e. the marketing of products whose purchase was not
entirely thought out. This segment includes, for example, "un-
wanted" gifts. Also here, both the seller and the buyer expect
at least a similar level in logistics service as when shopping in
a specialized online store.
The main indicators to which participants in the last element
of the supply chain pay special attention are (Kempny, 2008):
e Delivery time
Product availability
Flexibility
Frequency
Punctuality
Accuracy
Delivery reliability
The above-mentioned aspects should be properly balanced
depending on the market in which the sale is carried out, the
product being offered, the specifics of customers and their
shopping preferences, competition activities and finally the
availability and diversity of the distribution system (Krauth et
al., 2005). The parameters presented should be investigated
and in the event of problems modified on an ongoing basis.
They apply to both suppliers and the producers or distributors
themselves to their customers. To measure quality in the con-
text of the above factors, qualitative indicators are used, which
D. Kempny (2001) includes:
product availability,
ability to change,
service quality,
perfection in order processing.
In addition to the cited quality measures, it is also worth
paying attention to the price-cost ratio in the context of the
quality of logistics operators' activities. The value of the ser-
vice, i.e. its final price, is also affected by expenditure in the
form of funds for improving quality. The consequence of the
lack of financial outlays as part of measures to improve quality
is a significant deterioration in the results of the assessment of
customers and final recipients of services. The level of quality
in the operations of 3PL and 4PL operators can be paradoxi-
cally assessed through the prism of price, on the basis of
choosing a more expensive solution as one that will have
a higher level of quality. Based on higher financial outlays in-
curred in this respect. These expenditures - in terms of cost,
can be divided into three groups (Steinbeck, 1998):

e compliance costs, including prevention costs (e.g. train-
ing, planning of potential problems), evaluation and con-
trol costs (e.g. audits, verification of the level of service
performance, evaluation of suppliers)

e costs of non-compliance - costs of internal errors (defi-
ciencies, re-inspection), costs of external errors (service,
complaints), costs of exceeded requirements (unneces-
sary documentation, repeated analyzes)

e costs of lost benefits - deterioration of market reputation,
loss of future customers.

People responsible for quality processes on the side of lo-
gistics operators, in addition to a perfect understanding of the
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interdependence on the cost-quality-price line, are also char-
acterized by excellent knowledge of customer needs. In most
cases this results from a very individual approach to each cli-
ent and preparation of offers on the basis of meeting specific
needs presented by the client. The creation of purposeful com-
panies with independent management structures in each coun-
try in which business is conducted gives an advantage in the
form of almost perfect adjustment to the local market and the
rules prevailing in a given country. Individuality but also the
speed of decision making allows closer cooperation between
the operator and the client. In addition, technical facilities en-
able the provision of services at the highest level of sophisti-
cation both in terms of logistics processes and IT processes to
finally improve both in terms of the quality of services offered
(Marcysiak et al., 2013; Kot et al., 2019; Grondys and Drago-
lea, 2016).

3. Methodology

In order to verify the significance of quality in the context
of the logistics activities of 3PL and 4PL operators, it was de-
cided to conduct a survey addressed to three research groups:
logistics operators, their clients and the final recipients of lo-
gistics operators' services. The structure of individual groups
was as follows: 1) approx. 80 companies from European lo-
gistics operators, which in the classification of economic ac-
tivities indicated: road transport of goods, storage and storage
of goods, transhipment of goods, and other postal and courier
activities. The selection was guided by both the portfolio of
current customers, brand recognition as well as the achieved
results in the scope of turnover and employment. 22 enter-
prises that completed the survey confirmed their participation
in the survey; 2) approx. 150 companies from Central and
Western Europe dealing in production and trade according to
the business classification, and classified as small, medium
and large enterprises whose representatives have initially con-
firmed the possibility of taking part in the survey. Represent-
atives of 52 enterprises took part in the survey; 3) over 2,000
people who declared themselves in various previous studies as
purchasing various goods with delivery to the address indi-
cated and agreed to participate in other studies in the future.
414 respondents of different ages responded, differentiated in
terms of place of residence and income achieved.

The research was carried out electronically from May to
September 2017. Individual questionnaires differ from each
other in the number of questions and the structure, which is
tailored to each group individually.

The purpose of the first part of the research questionnaire
(for logistics operators) was to identify the nature of the sur-
veyed enterprises. It asked about the name of the company,
capital structure, leading industry and dominant services, and
the number of employees: in total and in areas related to the
quality control of logistics processes and in individual depart-
ments, which also allowed determining the size of the entity.

The analysis of research questionnaire No. 2 makes it pos-
sible to obtain the basic characteristics of enterprises being
customers of logistics operators. In addition to questions about
the enterprise itself, it can be deduced from what criteria are
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followed by companies when choosing a logistics operator, as
well as how they evaluate cooperation and whether their per-
ception of logistics operators is consistent with the image of
the operator outlined by the respondents of the group of final
recipients of operator services.

Research questionnaire No. 3 contains the largest number of
questions - 38 and begins with a metric, the purpose of which
was to characterize the final recipients of logistics services.
Unlike the other two, this questionnaire was addressed to in-
dividual recipients and not to business entities. Apart from the
identification data of the respondents, the remainder of this re-
search questionnaire concerned areas related to:

e characteristics of the orders: their type, content of ship-
ments, frequency of using services, reasons for placing
orders,

e determining the quality level of logistics services ren-
dered,

e the criteria and factors for choosing the undertaking that
delivers the goods,

e the most frequently chosen operators / providers of lo-
gistics services,

o general and real level of satisfaction with the company's
services,

e a general and real assessment of the level of customer
service,

e customer complaints.

The third questionnaire - because of the (hypothetical) avail-
ability of respondents - was treated as requiring the greatest
agility. In order to determine the minimum sample size in this
case, the formula for the structure indicator was used, due to
the scale used and the presumed measures to be used in the
study (Szajt, 2014).

_ udpq _ 1,96%x0,25

T a2 0,052 ~ 384

M

A 5% significance level and an error of 0.05 were assumed,
which allowed to determine the sample size at 384 units.

4. Expression of Results

The analysis of research results began with determining the
characteristics of individual research groups: research group
No. 1 were logistics operators, research group No. 2 were cus-
tomers of logistics operators, and research group No. 3 - re-
cipients of services of logistics operators. Research group No.
1 was characterized based on: the capital structure, the leading
industry, the most frequently rendered service and the total
number of employees. Research group No. 2 was character-
ized based on: capital structure, the leading industry and the
number of employees. Whereas research group no. 3 was char-
acterized based on: sex, age, education, place of residence and
province. Among logistics operators - 15 large enterprises,
5 medium enterprises and 2 small enterprises took part in the
survey. The size of these enterprises was determined on the
basis of the total number of employees. Almost half of the lo-
gistics operators (45%) indicated road transport of goods as
the leading industry, while 27% of them said that logistics was
their leading industry. However, the distribution of answers to
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the question "What is your main activity / most sellable prod-
uct/ service?" Clearly shows that forwarding and transport are
the services most often provided. Among the 22 surveyed
companies, as many as 18 indicated forwarding and 17 -
transport. The characteristics of research group No. 2 consists
of 51 enterprises that are customers of logistics operators. Of
the surveyed enterprises, 59% of them were large enterprises,
24% were small enterprises, 16% - medium-sized enterprises
and 2% - micro enterprises (only 1 micro enterprise partici-
pated in the study). The answers also show that 55% of com-
panies operate in the industrial processing industry and 31%
operate in the wholesale and retail trade. Research group No.
3 was the most numerous group, because 414 people com-
pleted the survey questionnaires, 57% of them were men and
43% were women. The overwhelming majority (69%) were
young people between 18 and 25 years old. The highest per-
centage of respondents (37%) were people with secondary ed-
ucation, 32% of respondents indicated incomplete higher edu-
cation and 28% declared having higher education. The
smallest group of respondents were people with vocational
and basic education, respectively 2% and 1%. Given the re-
spondents' place of residence, almost the same number live in
the countryside (33%) and in a city with a population of
100,000. up to 500,000 residents. The conducted research
shows that as much as 85% of respondents of the indicated
research group use shopping and delivery services within the
country, 14% use shopping and delivery services both within
the country and abroad, and only 1% of respondents indicated
that they use purchasing and delivery services abroad. In the
case of the frequency of using services, purchases and deliv-
ery, more than half of the respondents in study group 3 (54%)
stated that they fulfill orders with home delivery several times
a year. The second place was taken by a group of respondents
(38%), which indicated that they carried out these orders at
least 1-2 times a month, and the third place was a group of
people (7%) who answered "once a week". The remaining 1%
of respondents indicated that or they do not fulfill this type of
orders at al lor order every day, or even several times a day.
The development and dissemination of research question-
naires among selected groups of respondents allowed, at
a later stage, to carry out a multidimensional analysis in order
to obtain a full picture determining the quality level of logis-
tics services provided, not only from the point of view of en-
terprises providing these services but also the recipients of
these services - both business entities and individual recipi-
ents.

In the issue of identifying the main factors that customers
are guided by when choosing a logistics operator, according
to the latter, the factor in the form of the quality of services
provided played the most important role (this was a multiple
choice question). The second most important factor was the
price of services (Fig. 1).

Later on, logistics operators indicated the company's brand
and the range of services they offer. It is worth mentioning that
the company's brand consists of, among others level of quality
of services rendered and their price, so-called value for
money. The range of services consists of the number and type
of services rendered, so it can be assumed that underlining this

ARCHIWUM INZYNIERII PRODUKC]JI

62

factor is due to the fact that more than half of the surveyed
logistics operators provide storage, transport and forwarding
services.

Interpersonal communication
Market opinions

Flexibility in adapting to..
Range of services
Enterprise brand

16
Service prices ! ! I I J 17

Quality level of services.. e

0 5 10 15 20 25

T 22

Fig. 1. The main factors determining the choice of logistic
operator by customers (according to the logistics operator)

Among other selection factors, logistics operators included
flexibility in adapting to needs, market opinions and interper-
sonal communication. The results obtained correspond fully
with the results obtained among the customers of logistics op-
erators. It can be said that almost full compliance was re-
ceived. As can be seen from the figure below, the two main
factors affecting the selection of a logistics operator are the
prices of services and the level of quality of services rendered
(Fig. 2). However, while logistics operators indicated as the
first factor - the level of quality of services provided, their cli-
ents are first of all guided by the price of services and only
then by the level of their quality (this was a multiple choice
question).

Interpersonal..
Market opinions
Enterprise brand

Flexibility in adapting to..
Range of services | I )

19
|
Quality level of services. .| I | ! ! ) 34
Service prices 5 5 - ) 38
0 10 20 30 40

Fig. 2. The main factors determining the choice of logistic
operator by customers (according to customers of the logis-
tics operator)

In turn, the factor in the form of a range of services obtained
a slightly higher rating, so it can be concluded that the more
services a logistics operator offers, the more likely it will be
selected by customers. The logistics operator's flexibility fac-
tor in adapting to the client's needs was equally highly rated.
On the other hand, the brand of the enterprise was placed much
lower, than the indications of logistics operators. The last two
factors include customers' market opinions and interpersonal
communication. It can therefore be concluded that the brand
and market opinions are not the main determinants of cus-
tomer choice regarding the logistics operator. First of all, he is
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guided by the price of services rendered and the level of their
quality.

On the other hand, among the final recipients the main cri-
teria taken into account when choosing the enterprise deliver-
ing goods is again the price of the service (Fig. 3). Thus, the
results obtained among all research groups clearly indicate
that it is the price of the service that is constantly the main
factor in the selection of both the logistics operator by custom-
ers and final recipients (this was a multiple choice question).

I have no choice | 9
I didn't think about it |79 21
Company attachment 124
Internet rankings J_| 46
Enterprise brand | 69
Comprehensive offer | J_| 71
Nice and professional service | J_| 33
Opinion of others J_| 85

Accessibility (proximity to..

Shipment tracking o
Shipment security 190
S A —
Delivery time 11 l I J 282
Service prices . . ) 328

0 100 200 300 400

Fig. 3. The main factors determining the choice of enterprise
delivering goods to the final recipient

In the following places there are factors in the form of the
time of delivery, its security and traceability. It can therefore
be assumed that the sooner a shipment is delivered, the better.
But for the final recipients, the security of the package is as
important as it is possible to check where it is located at a cer-
tain time. On the other hand, factors in the form of the compa-
ny's brand, internet rankings or attachment to the enterprise
were rated quite low. Similarly to logistic operators' clients,
final recipients are not guided by the brand of the company,
which is in contrast to the opinion of logistic operators who
indicated the brand of the company as the third factor influ-
encing the choice of a given company. Also, final recipients
are not guided by online rankings, which may be synonymous
with market opinions about the company. The research results
also clearly show that the final recipient is not a loyal cus-
tomer, because the factor in the form of attachment to the com-
pany is one of the less significant factors when choosing
a company delivering goods.

Among the additional, subjective factors affecting the
choice of the enterprise delivering the shipment by the final
recipients, the most important factor was the timeliness of de-
livery (multiple choice question). Timeliness in this case is un-
derstood as delivery of the parcel in the time in which it was
specified when placing the order, e.g. on the third day or a spe-
cific day of the month. This is not about the speed of delivery,
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but about matching and meeting the deadline previously
agreed with the final recipient (Fig. 4).

The other, less important factors are the immediate settle-
ment of matters reported by customers, i.e. generally speaking
the level of customer service. The fact of high personal culture
by persons delivering goods is also important. However, the
least important factor is the nice tone of the customer service
employee.

Nice tone of voice from a.. :Ll 29

0.

Scope of additional services 5

Quick phone pick-up by.. J_| n
High I culture of... /113
1gh personal culture of..
. 1L
Immediate settlement of.. | ‘1 134
Timeliness of delivery - — 31FIJ
0 100 200 300 400

Fig. 4. Additional subjective factors determining the choice
of the enterprise delivering goods to the final recipient

The above results are additionally confirmed by the fact that
when using the services of a company performing deliveries,
77% of respondents pay attention to the price of the service

(Fig. 5).

Comprehensive service..

Offer corresponding to the..

Method and time of..

Service prices 318

L s

0 100 200 300

400

Fig. 5. The main factors that draw the customer's attention
when using the services of a delivery company

Later, there was a factor in the form and time of service pro-
vision, 64% of respondents pay attention to this. 26% of re-
spondents pay attention to a specific offer and the whole pack-
age of services. These results clearly emphasize that it is the
price that still plays the most important role when choosing
a specific company, and only the second place is followed by
the method and time of delivery. It can therefore be assumed
that final recipients are willing to wait longer but pay less (it
was a multiple choice question).

The high frequency of determining the "method and time of
performance of the service" may be due to the fact that 74%
of respondents indicated that they never had to deal with a sit-
uation when the company delivering the goods left the parcel
at a different address without informing them first. But a fairly
large group (25%) indicated that this happened several times,
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while 1% of respondents indicated that this is a widespread
event. It is worth adding that 63% of respondents will be
happy to leave the parcel in a different place, but after prior
telephone contact. For companies, this is a signal that custom-
ers allow changes in the delivery process but require prior no-
tice. But quite a lot of people (27%) gave a negative answer,
indicating that the shipment should be delivered to the address
indicated in the order. The least numerous group includes peo-
ple who allow this possibility, even without prior telephone
contact (8%) and people who are simply indifferent (2%). In
the event that the final recipients asked for the phone number
of the person delivering the goods to be provided, 66% of them
obtained this number without any problems. There may be
a situation where the final recipient will want to inform the
courier about a change of delivery address. Almost 18% of re-
spondents faced the refusal to provide a telephone number,
and 15% of respondents were redirected to the office instead
of a telephone number, where they could leave a message for
the person delivering the package.

Of all logistics operators, the overwhelming majority (77%)
confirmed the implementation of specific standards in terms
of the quality of services rendered. Only a few of them (18%)
indicated the lack of implemented quality standards, but
showed willingness to introduce them, and only one enterprise
indicated both the lack of implemented quality standards but
also indicated no need to introduce them. The implementation
of standards regarding the quality of services may have been
dictated by the fact that almost all of the surveyed companies
(except one) indicated that the clients they work with require
specific standards for their service. On the one hand, based on
the results obtained, it can be concluded that these standards
were introduced in response to specific requirements on the
part of clients, but on the other hand, the fact that almost all
surveyed enterprises have these standards does not necessarily
result from the fact that their clients have specific require-
ments for their service, but may be due to the current realities
and operating conditions of modern enterprises in the markets.
Because at present, having such standards is not one of the
distinguishing features of the company among the others op-
erating on the market, and their introduction does not neces-
sarily depend on the company's customers having specific re-
quirements. One can only assume that it is one company that
indicated the answer "l do not know", it can also be an enter-
prise that showed no need to introduce certain standards. Con-
sidering the fact that currently having standards is not any fac-
tor that distinguishes an enterprise on the market, it can be
assumed that the correct definition of key parameters of qual-
ity management of logistics processes does not translate into
an increase in the number of customers and final recipients of
services of logistics operators. Because the introduction of ap-
propriate standards is usually preceded by the need to meet
certain criteria of quality requirements for services rendered,
which usually take the form of additional features such as
timeliness, security or flexibility in the implementation of the
contract. On the one hand, they are taken into account when
choosing a particular enterprise, but they are not the main fac-
tor, as the price is still there.
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5. Results and discussion

The conducted research and statistical analyses confirmed
that the evolution of logistics operators' awareness of the qual-
ity expectations regarding logistics processes set by service
recipients, strengthens their market position and enables
building lasting relationships with customers. The fact con-
firming this hypothesis is the results obtained, which clearly
emphasize that the market position of the logistics operator is
positively affected by changes made in the following areas
(Table 1):

Table 1. Identification of changes introduced in specific areas

Areas of change The scope of introduced changes

Quality of equipment and fittings
Personnel selection and work or-
ganization

Maintenance of cleanliness
Quality of the packages labeling
Company branding

Vehicle age

Meeting EURO combustion stand-
ards

Logistics operator ware-
house

Quality of the logistics
operator's means of
transport

Courtesy / willingness to help, co-
operation

Level of knowledge / competence
Appearance and outfit

Quality of work of other | -
employees of the logistics
operator

Quality marketing of lo-
gistic operator's consuma-
bles

Quality of work of drivers
/ suppliers of the logistics
operator

Color and form of consumables
(paper / cartons / tapes / labels)

Dostgpno$¢ informacji/opinii o
przedsigbiorstwie

Strona www oraz web marketing
(portale spotecznosciowe itp.)
Sponsoring innych imprez
Willingness to grant discounts
QUALITY-PRICE ratio

Payment terms

Prices for additional services

Quality of marketing, re-
lated to other areas, logis-
tics operator

Prices of logistics opera-
tor services

Financial credibility
Company's seniority in the market

Market credibility of the
logistics operator

Compliance with timeliness
Fulfillment of obligations
Flexibility in case of problems

Overall quality of logis-
tics operator services

Only in the case of improving the quality of the work of
other employees of the logistics operator, it can be assumed
that the introduction of any changes will not affect the market
position of the logistics operator in any way.

Referring to the results contained in Table 2, it is worth re-
membering that the actions taken by logistics operators not al-
ways to increase the level of customer satisfaction with their
services will cause that this level will actually increase.
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Table 2. List of achieved effects depending on the change of indi-

vidual factors

Change of factor

Positive effect

Negative effect

- Shipment security
- Package tracking
option
- Company attach-
ment

Higher level of sat-
isfaction with the
services of enter-
prises  delivering
goods and the crite-
ria used by recipi-
ents when choosing
the enterprise deliv-
ering goods

- Internet rankings

Lower level of sat-
isfaction with the
services of the en-
terprise delivering
the goods and the
criteria used by the
recipients  when
choosing the enter-
prise delivering the
goods

- Price of services

- Timeliness of de-
livery

- Ability to track
shipment via a web-
site

Increasing the level
of satisfaction with
the services of the
enterprise  supply-
ing the goods and
additional subjec-
tive factors

- A nice tone of
voice from a cus-
tomer service repre-
sentative

Reducing the level
of satisfaction with
the services of en-
terprises supplying
goods and addi-
tional  subjective
factors

- Delivery time

- Shipment security
- Comprehensive-
ness of the offer

Increasing the level
of satisfaction with
the timeliness of
parcel delivery by a
logistics operator

- Order submission
form

- Matching pickup /
delivery dates

Increasing the level
of satisfaction with
the services of the
enterprise deliver-
ing goods and fac-
tors worth improv-

ing

- Service delivery
time

- Prices for services
- Timeliness of de-
livery

Reduction in the
level of satisfaction
with the services of
enterprises supply-
ing goods and fac-
tors worth improv-

ing

- Order submission
form

- Matching pickup /
delivery dates

Improving the
overall quality as-
sessment of the de-
livery service itself
and factors worth
improving
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- Service delivery
time

- Timeliness of de-
livery

- Competence of the
employee perform-
ing the delivery

Deterioration of the
overall quality as-
sessment of the ser-
vice itself and the
factors worth im-
proving

- Service delivery
time

- Prices for services
- Complaint han-

Deterioration  of
satisfaction rating
from a comprehen-
sive offer of goods

dling method delivery  services
- Timeliness of de- and factors worth
livery improving

- Employees' perso-

nal culture

Deterioration of the
quality assessment
and availability of
information on lo-
gistics services ren-
dered and factors
worth improving

- Complaint han-
dling method

As the table above shows, a change in factors such as inter-
net rankings, a nice tone of voice of a customer service em-
ployee, time of service completion, prices of services, timeli-
ness of delivery, competence of the employee performing the
delivery, way of dealing with complaints or personal culture
of employees cause specific negative effects, e.g. in the form
of reducing the level of satisfaction with the services of enter-
prises or lowering the quality assessment related to the avail-
ability of information on services rendered.

The need to assess the quality of logistics services is high-
lighted by J. Fra$ in his publication, who concludes that it is
the issue of customer satisfaction with the services that logis-
tics operators provide has a significant impact on the compet-
itive position of the 3PL and 4PL operators and referring to
the results of their research, states that testing the quality of
services provided should be cyclical so that they can be real-
istically used as part of improving the company's development
strategy (Fras$, 2014).

International authors indicate the quality of logistics ser-
vices as the backbone of the strategy of building a competitive
advantage for companies of logistics operators, or suggest that
the quality of logistics services is a key goal perceived by the
customer when choosing a logistics operator company (Xu,
2008). Referring to similar, conducted tests, one can notice
a large synergy in the results obtained. Authors such as J. Fig-
ura and B. Kos also point out that the quality of logistics pro-
cesses is one of the key factors when choosing a logistics op-
erator. The results obtained in the course of research of these
authors also clearly define the importance of proactive action
to meet the needs and possible claims of the client at the ap-
propriate level. It should also be noted that the analysis results
are similar in the context of cooperation between the operator
and the client, where the sentence of the latter should be key
in defining the quality level to be presented by the operator,
and not vice versa (Figura and Kos, 2010).
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In addition to national publications, also international pub-
lications dealing in very similar topics indicate similar re-
search results. Author Harlin Suzana Jaafar in the summary of
his work indicates that quality plays a key role in increasing
customer satisfaction, while the quality of relationships has
a significant impact on customer loyalty and potential deci-
sions to change operators (Jaafar, 2006).

Similarly, H. Alemu clearly emphasizes the relationship be-
tween the quality of logistics services and customer satisfac-
tion, but noting that the degree of dependence varies depend-
ing on the relationship's intimacy. In addition, it specifies that
the highest correlation is obtained between timeliness and cus-
tomer satisfaction; then the ordering procedure, the quality of
the information, the accuracy of the order, the condition of the
ordered product and the quality of contact with the operator's
staff, while the weakest correlation occurs between handling
discrepancies in the order and customer satisfaction (Alemu,
2016). Authors such as John T. Mentzer, Daniel J. Flint, G.
Tomas and M. Hult also point to the added value of expanding
the portfolio of their services by logistics operators, which
translates into an increase in customer attachment, which will
not look for other solutions at the competition (Mentzer et al.,
2001).

As part of efforts to improve the quality of logistics pro-
cesses, the authors indicate the importance of communication
between the client and the logistics operator. The conclusions
of the authors in the collective work: "Logistics service qual-
ity: a new way to loyalty" indicate that logistics operators
should invest in the development of communication to im-
prove information flow management both internally and in the
entire supply chain in which they participate. This is because,
better information management is a key factor in improving
customer satisfaction. This in turn has an impact on customer
satisfaction and loyalty to the company. Secondly, companies
that want to improve the quality of customer service must pay
particular attention to streamlining the ordering process, facil-
itating and complying with the delivery terms agreed with the
customer. Finally, the role of the personnel contacting the cli-
ent is important. Therefore, companies should provide em-
ployees with the training and resources necessary to ensure
a high level of customer service (Saura et al., 2008). The au-
thors of the publication "Developing a logistics service quality
scale™ also pay attention to the LSQ - Logistic Service Quality
and SERVQUAL - Service Quality ratios. According to the
authors mentioned, it is necessary to study the above-men-
tioned indicators at the level of the logistics operator to exam-
ine the trend of customer behaviour towards factors such as,
for example, changes in persons responsible for operational
cooperation with the customer (Mentzer et al., 1999). The im-
portance of testing the quality of logistics services is also high-
lighted by I.T. Adebayo, which clearly defines the very large
impact of the quality of services offered by logistics operators
on the level of customer satisfaction with the entire order
(Adebayo, 2017). Similarly, the importance of logistics oper-
ator quality testing is pointed out by T. Gajewska and E.
Grigoroudis, who noticed in their publication that the most im-
portant factors affecting the assessment of a logistics operator
by his client and final recipient are the indicators with the
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highest ratings achieved, as they create a positive image of co-
operation and thanks to them negative aspects are ignored
(Gajewska and Grigoroudis, 2015). Thus, referring to authors
such as M. Kozerska, H. Brdulak, J. Dyczkowska, it should be
remembered that the quality of services offered by logistics
operators for their clients and final recipients is a very im-
portant element in shaping the company's brand, which is con-
firmed by the results of research (Kozerska, 2010; Brdulak,
2009; Dyczkowska, 2011). In the era of shopping mostly via
the Internet with delivery, the quality of logistics services is
particularly important in the context of the future development
of the e-commerce industry. Solutions tailored to the individ-
ual needs of customers in terms of supply logistics will be-
come more important, so that logistics operators, in addition
to meeting the expectations of their customers and final recip-
ients of delivered goods, will have to constantly strive to in-
crease the level of quality of services, as pointed out by I.
Maruntel, in his "The particularities of logistics related to
ecommerce" publication (Maruntelu, 2008).

Such results of analyses carried out as part of similar studies
in countries other than Poland show that the relationship be-
tween the quality of logistics services offered and customer
satisfaction and long-term customer retention are key to suc-
cess for the 3PL and 4PL operators. In conclusion, it can be
assumed that actions to improve quality are never simple and
easy to implement. They are accompanied by a number of el-
ements that can affect their final effect.

5. Summary and conclusion

The primary data were compiled based on Excel spread-
sheets and statistical programs, which enabled, among others
determining the size of enterprises, identifying the leading
branch of activity or the structure of recipients of logistics ser-
vices. In addition, the programs enabled the creation of a da-
tabase that is a set of variables, which in the further stages of
the study was the basis for statistical calculations. Information
was received in the form of answers on a dichotomous and
ordinal scale, and in a few cases interval. Therefore, adequate
methods were used in the statistical analysis - mainly charac-
teristic of qualitative and ranked data. Due to survey results
determined on the ordinal and nominal scale, it was not possi-
ble to use the Pearson correlation coefficient. The coefficient
Phi-Yulea for typically qualitative data was used, and for or-
dinal data the Gamma correlation coefficient. Usually, se-
guence correlation coefficients are used - the most popular is
the Spearman coefficient, while due to the size of the sample
and the possibility of frequent repetition of bonded pairs, the
mentioned measure was used. The methods used allowed not
only to determine the coefficients sought but also to test their
significance, as if automatically. The publication presents the
results of research on the analysis of the main factors deter-
mining the selection of a logistics operator from the perspec-
tives of: 1) the logistics operator itself, 2) the logistics opera-
tor’s client, 3) the final recipient of the logistics operator’s
services. In addition, a filter was imposed on the results in
terms of additional factors determining the choice of the com-
pany that delivers the goods, and the main factors to which the
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final recipient draws attention by making a possible selection
of the company delivering the shipment. Identification of
changes introduced in specific areas of the logistics operator’s
quality of activity was carried out to finally demonstrate the
effects of changes in individual factors on the choices made
by customers and final recipients of services of logistics oper-
ators. Thanks to the analyses carried out, it is possible to de-
termine the basic criteria that logistics operators’; companies
can use to define the areas of quality of their activities, thanks
to which they will become the first choice company for their
contractors. The results of the analyses presented in the publi-
cation are based on actual assessments made by customers of
logistics operators and final recipients of shipments collected
in the form of survey data, as well as theoretical (literature)
verification in the context of defining quality criteria for the
activities of logistics operators. The conclusions of the study
on the correlation between factors affecting the market posi-
tion of a logistics operator and the actions that the operator
may take are elements of assessing the quality of means of
transport of the logistics operator. Among all six, as many as
five of them showed a positive correlation: maintaining clean-
liness, quality of marking, company branding, vehicle age and
compliance with EURO combustion standards. At the same
time, it is worth noting that four of them are elements easily
perceived by customers, and the fifth in the form of meeting
EURO combustion standards may indicate high ecological
awareness of customers and their attention to environmental
issues. There is also a strong, positive correlation between the
elements of price assessment of the logistics operator’s ser-
vices and its market position, such as: willingness to grant dis-
counts, quality-price ratio, payment terms and prices of addi-
tional services. Equally strongly affect the operator’s market
position elements of driver / supplier quality assessment, three
out of four have been identified as significant. However, tak-
ing into account the impact of the quality assessment elements
of other employees on the market position of the logistics op-
erator - research results indicate the lack of any correlation. In
the case of elements of warehouse quality assessment, only in
two cases a positive correlation was demonstrated: quality of
equipment and devices as well as the selection of personnel
and organization of work.

The conducted literature studies and empirical research have
shown that an appropriate level of customer service plays and
will play a very important role in the company's pursuit of suc-
cess. Success, which for the logistics operator is a large num-
ber of customers, which in turn translates into an increase in
market share, increase in revenues and profits as well as
strengthening the competitive advantage of the company.
Therefore, customers of logistics operators should be the main
reference point of their operation, together with the conviction
that satisfying their needs is the most important goal of the
business. Despite the constantly occurring changes affecting
the global economy or national economies, the fact that for
logistics operators it is the customer that is the central refer-
ence point will most likely remain unchanged. Therefore, in
modern market economies, adequate customer service is one
of the main elements in relation to which logistics operators
should constantly strive to meet the highest quality standards.
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It is worth remembering that meeting the requirements of
their customers by the operators of logistics services 3PL and
4PL does not guarantee meeting the expectations of final re-
cipients of these services. It can be assumed that the correct
definition of the key parameters of quality management of lo-
gistics processes does not translate directly into an increase in
the number of customers and final recipients of services of lo-
gistics operators, because the introduction of appropriate
standards is usually preceded by the need to meet certain cri-
teria of quality requirements for services rendered, which usu-
ally take the form of additional features such as timeliness, se-
curity or flexibility in order processing. On the one hand, they
are taken into account when choosing a particular enterprise,
but they are not the main factor, as the price is still there.

It is necessary to present achieved results Please, provide
what was done during the study and what research results have
been obtained. Respond to the results of other researchers.
Show the possibility of practical application, determine the fu-
ture research direction.
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