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Abstract: The rise of e-commerce has intensified the demand for logistics services, emphasizing the need for research on 

service quality to enhance efficiency and customer satisfaction, ultimately fostering loyalty. This study explores the 
impact of Logistics Service Quality (LSQ) on customer satisfaction and loyalty in the dynamic logistics market of Ho Chi 

Minh City, Vietnam. Employing an extended SERVQUAL model, this study investigates six dimensions of Logistics 

Service Quality (LSQ): tangibility, reliability, responsiveness, assurance, empathy, and the newly added dimension of 

fairness, thereby providing a more comprehensive and nuanced understanding of logistics service quality. A quantitative 

approach was employed, analyzing data from 409 logistics service users using Partial Least Squares Structural Equation 

Modelling (PLS-SEM). The findings indicate that all the service quality dimensions positively influence customer 

satisfaction, except for reliability, suggesting a potential misalignment between customer expectations and the consistency 

of service performance in this market. Additionally, customer satisfaction was found to be a strong and positive predictor 

of customer loyalty. These results provide practical insights for logistics providers to prioritize service attributes that most 

effectively enhance customer satisfaction and loyalty. The study contributes to the literature by validating an extended 

LSQ model in a key Southeast Asian context and offers a managerial framework for improving customer relationships 
and sustaining a competitive advantage. This research is highly relevant for both scholars and practitioners in logistics, 

offering a solid empirical foundation for improving service quality and fostering customer loyalty in the sector. 

 

1 Introduction 
In today’s highly competitive business environment, the management of critical logistics flows plays a pivotal role in 

shaping customer experiences and fostering long-term business relationships. The ability to ensure the efficient, reliable, 

and transparent flow of goods is no longer just a source of cost savings but a fundamental driver of competitive advantage. 
As the marketplace becomes more saturated, logistics service providers can no longer compete solely on price. Instead, 

the quality of the service delivered - termed Logistics Service Quality (LSQ) - has emerged as a key differentiator, directly 

shaping customer perceptions, influencing purchasing decisions, and ultimately determining a firm’s long-term success. 

This dynamic is particularly pronounced in Vietnam, where accession to the World Trade Organization (WTO) has 

intensified market pressures by introducing global industry leaders such as DHL, UPS, and FedEx. This environment 

necessitates that domestic firms strategically prioritize and enhance their service quality to contend effectively and satisfy 

the escalating demands of customers in the digital era. 

In Vietnam’s dynamic economy, HoChiMinh City (HCMC) has emerged as a critical hub for logistics activities. 

Approximately 70% of these enterprises are concentrated in HCMC and its neighboring provinces. Despite HCMC’s 

significance in the logistics sector, most Vietnamese logistics firms remain small and possess limited capital. Furthermore, 

deficiencies in the city’s transportation infrastructure exacerbate freight congestion and elevate business logistics 
expenses. Although road transport is predominant in the southern region, inadequate highway infrastructure leads to 
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frequent congestion, increasing labor and material costs. Logistics businesses must enhance service quality to meet 

customer demands in this context. Murfield et al. [1] have demonstrated that high-quality logistics services lead to 

customer satisfaction, which in turn fosters customer loyalty towards the logistics company. Furthermore, customer 

satisfaction positively influences loyalty toward products and services [2]. Consequently, loyal customers are more likely 

to recommend the logistics company to others. Enhancing service quality thus provides logistics companies with 

significant benefits, including increased revenue and market share [1]. 

Research on customer satisfaction with logistics service quality has predominantly concentrated on various factors 

such as responsiveness, exemplified by metrics like order fulfillment time [3] and order processing time [4]. Additionally, 

brand image has been identified as a critical determinant in evaluating logistics service quality [5]. Operational and 

technical service quality are also recognized as essential components within this context. However, there is no consensus 
on the attributes of Logistics Service Quality. The SERVQUAL model recommended by Parasuraman et al. (1988) [6], 

with its five core dimensions of “tangibility”, “reliability”, “responsiveness”, “assurance”, and “empathy”, has 

traditionally been the dominant framework for assessing service quality. However, its universal applicability has been 

questioned, with scholars arguing for context-specific adaptations. The unique nature of the logistics industry, which 

involves the physical handling, storage, and timely delivery of tangible goods, suggests that additional dimensions may 

be necessary to fully capture the customer’s experience. Furthermore, the dynamics of service quality perception can vary 

significantly across different economic and cultural contexts. The rapidly growing and highly competitive market of 

Vietnam, particularly in a major economic hub like Ho Chi Minh City, presents a compelling yet under-researched setting 

for examining these relationships. This study aims to investigate the effects of logistics service quality on customer 

satisfaction and loyalty in Ho Chi Minh City by developing and empirically testing an extended SERVQUAL model, 

which incorporates the dimension of "fairness" as an additional factor alongside the traditional dimensions. The inclusion 
of fairness is especially relevant given the increasing emphasis on ethical practices, equitable treatment, and transparency 

in service delivery, particularly in competitive markets. By introducing this new dimension, the study aims to provide a 

more comprehensive understanding of logistics service quality that better aligns with customer satisfaction and loyalty. 

 

2 Literature review and hypothesis development 
2.1 Logistics Service Quality 

Though the concept of Logistics Service Quality (LSQ) has been adapted to cater to the unique needs of the logistics 

industry, its foundations lie in the well-established principles of service quality [5,7]. Coyle et al. [8] identified seven key 

criteria to assess the quality of logistics services: delivering the right amount of product, in the appropriate quantities, at 

the right moment, at the designated location, in proper condition, with accurate information provided to the customer, and 

all at a fair price [9]. This framework was further expanded upon by Rafid et al. [9], who defined logistics quality 

measurement as a set of attributes including timeliness, accuracy, and conditions of the service process, supply of high-

quality information to clients, availability, and service provider capacity. Notwithstanding the availability of frameworks 

tailored specifically for logistics, a prevalent trend in quantitative research is the application of the classical SERVQUAL 

model. This reliance on a generic instrument highlights the potential inefficiency of using a one-size-fits-all approach to 

measure the distinct attributes of logistics service quality [10]. 
The service quality dimensions in SERVQUAL, which include tangibility, reliability, responsiveness, assurance, and 

empathy, can indeed be applied to the logistics industry. However, researchers have emphasized the need for developing 

a more comprehensive LSQ model that incorporates the nuances of the logistics domain. A key dimension highlighted in 

the logistics service quality literature is the fairness of logistics service providers. Customers also expect to be treated 

fairly in their interactions with service providers. 

Tangibles 

It is outlined by Parasuraman et al. (1988) [6] and encompasses aspects such as physical facilities, decor, and the 

appearance of personnel. This tangible dimension has been found to significantly impact customer satisfaction, as 

individuals tend to evaluate service quality based on these readily observable elements. Building upon this foundational 

research, recent studies have underscored the pivotal role of tangibility in shaping customer satisfaction, with evidence 

suggesting that enhancing the convenience and safety experienced by clients can have a positive ripple effect on a 
company's reputation and market standing [11]. As a result, the first hypothesis is formulated as follows: 

H1: Tangibles have a positive influence on customer satisfaction. 

Fairness 

When customers perceive unfair treatment, it significantly impacts their emotions. Service failures linked to fairness 

issues elicit stronger customer responses than those unrelated to fairness [12]. This research also highlights the crucial 

role of fairness in influencing customer satisfaction, a viewpoint supported by previous studies that consistently 

demonstrate the strong connection between fairness and customer satisfaction [13]. Therefore, the second hypothesis is 

formed as follows: 

H2: Fairness has a positive influence on customer satisfaction. 

Reliability 
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When assessing service quality, individuals typically evaluate the reliability of enterprises by their ability to deliver 

services accurately and punctually as promised. Numerous studies have shown that reliability significantly impacts 

customer satisfaction [14]. In a study focusing on minicab taxi services in Ghana, reliability emerged as a critical 

component of customer satisfaction [15]. When consumer perceptions regarding the reliability of companies are 

favorable, it leads to positive outcomes in terms of customer satisfaction. Therefore, the third hypothesis posits:  

H3: Reliability has a positive influence on customer satisfaction. 

Responsiveness 

According to Munusamy et al. (2010) [16], responsiveness pertains to the staff’s ability to effectively address clients’ 

issues, including both the speed and willingness of the workforce to assist without prompting, thereby significantly 

impacting customer satisfaction [17]. Additionally, other studies highlight responsiveness as a crucial factor in enhancing 
customer satisfaction [18]. Moreover, clients expect prompt responses from companies, and their satisfaction is prone to 

significant negative effects if they receive poor treatment or lack attention from staff [11]. Therefore, the fourth hypothesis 

is proposed as follows: 

H4: Responsiveness has a positive influence on customer satisfaction. 

Assurance 

This dimension relates to the services' accuracy, which must align with the company’s claims without any alterations. 

Furthermore, Furuhata et al. [19] highlighted assurance as a crucial factor in ride-sharing services. Additionally, research 

conducted by Rust et al. [20]suggested that security and privacy concerns are significant factors in customer satisfaction. 

Therefore, the fifth hypothesis is as follows: 

H5: Assurance has a positive influence on customer satisfaction. 

Empathy 

In the competitive landscape of the same industry, companies strive to secure market dominance. To achieve this, 

many firms research customer empathy, aiming to develop tailored services that assist clients in their tasks and 

consistently integrate into their overall workflow [21]. A study conducted in the Indian online cab industry revealed that 

empathy significantly enhances customer satisfaction [22]. Consequently, we propose the following hypothesis: 

H6: Empathy has a positive influence on customer satisfaction. 

 

2.2 Customer satisfaction and customer loyalty 
Customer satisfaction and loyalty are critical indicators of long-term business success. Research has consistently 

demonstrated a strong positive influence of customer satisfaction on loyalty, ultimately leading to overall business growth. 
Several studies have highlighted customer loyalty as a key foundation for profitability [23]. This positive relationship 

between satisfaction and loyalty has been empirically supported by numerous studies [24]. The positive link between 

satisfaction and loyalty has been confirmed by various studies [25,26]. Based on this established body of research, the 

following hypothesis (H7) is proposed (Figure 1): 

H7: Customer satisfaction has a positive influence on customer loyalty. 

The preceding literature review synthesizes a broad and diverse body of international research, establishing a clear 

scholarly consensus on the critical relationship between logistics service quality, customer satisfaction, and loyalty. This 

established foundation not only underscores the significance of the topic but also provides a robust theoretical justification 

for the hypotheses guiding this study.

 
Figure 1 The proposed research model 
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3 Methodology 
This study employs a quantitative approach using PLS-SEM (Partial Least Squares Structural Equation Modelling. 

The questionnaire, divided into three sections, first informed participants of the study’s academic purpose and guaranteed 

anonymity of responses. The second section explored demographic characteristics, gathering information on gender, age, 

occupation, income, and frequency of logistics service usage. Finally, the third section assessed respondents’ perceptions 
regarding logistics service quality in HCMC. The questionnaire used a five-point Likert scale ranging from “strongly 

disagree” (1) to “strongly agree” (5) to measure the dimensions of logistics service quality, customer satisfaction, and 

consumer loyalty (Table1). 

 
Table 1 Measurement scale 

Construct Measurement items Sources 

Tangibles 
(TA) 

TAI: “The logistics service provider has modern-looking equipment.” [10,27] 

TA2: “The logistics service provider has a visually attractive interior.” 

TA3: “The logistics service provider has modern facilities.” 

TA4: “The employees of the logistics service provider always look neat.” 

TA5: “The materials connected with the services are visually attractive.” 

Fairness 
(FA) 

FA1: “The employees of the logistics service provider treat me with an unbiased attitude.” [28] 

FA2: “The employees of the logistics service provider produce desired results for all customers without bias 
of any kind.” 

FA3: “The employees of the logistics service provider deliver good outcomes for all customers regardless 
of who they are.” 

FA4: “The employees of the logistics service provider help all customers get the outcomes they need without 

favoring any one group.” 

FA5: “The activities of the employees of the logistics service provider are conducted without bias.” 

Reliability 
(RE) 

RE1: “When the logistics service provider promises to do something within a certain period of time, it fulfils 
the promise.” 

[10,27] 

RE2: “When a user has a problem, the logistics service provider shows a sincere interest in solving the 
problem.” 

RE3: “The logistics service provider provides adequate services from the first time onwards.” 

RE4: “The logistics service provider will provide the services at the time it promises to do so.” 

RE5: “The logistics service provider insists on flawless service.” 

Responsiv
eness 
(RES) 

RES1: “The logistics service provider always informs the customers about the exact time when the service 
will be performed.” 

[10] 

RES2: “The logistics service provider responds to unexpected/ urgent orders.” 

RES3: “The employees of the logistics service provider will provide prompt service to the customers.” 

RES4: “The employees of the logistics service provider will be ready to help the users at any time.” 

RES5: “The employees of the logistics service provider will never be too busy to answer the requests of the 
customers.” 

Assurance 
(AS) 

AS1: “The behaviour of the employees of the logistics service provider instils confidence in the customers.” [27] 
 AS2: “The clients feel secure in the business operations with the logistics service provider.” 

AS3: “The employees of the logistics service provider are always polite to the customers.” 

AS4: “The employees of the logistics service provider have the knowledge to answer the questions of the 
customers.” 

Empathy 

(EM) 

EMI: “The logistics service provider devotes individual attention to every user” [27] 

EM2: “The employees of the logistics service provider devote personal attention to customers.” 

EM3: “The logistics service provider will focus its attention on what is best for the customers.” 

EM4: “The employees of the logistics service provider understand the specific needs of the customers.” 

EM5: “The business hours of the logistics service provider suit the needs of all customers.” 

Customer 

Satisfactio
n (CS) 

CS1: “I am satisfied with the overall service quality of the logistics service providers.” [29] 

CS2: “I am satisfied with the processes or operations of the logistics service provider.” 

CS3: “I am satisfied with the facilities and physical infrastructure of the logistics service provider.” 

CS4: “I am satisfied with the management and employees of the logistics service providers.” 

CS5: “I am delighted with our relationship with the logistics service provider.” 

Customer 
Loyalty 

(CL) 

CL1: “I am committed to the relationship with the logistics service provider.” [2,29] 

CL2: “I will likely recommend the logistics service provider to others.” 

CL3: “I will continue the relationship with the logistics service provider as long as possible.” 

CL4: “I consider this logistics service supplier my first choice to use these services.” 

CL5: “If all the other attributes are similar (price, service, quality, ...), I will always use the logistics services 
provided by the supplier.” 
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An initial online pilot survey was conducted from October to November 2024 to assess the feasibility of the 

questionnaire. The survey was directly distributed to 50 respondents via email, communication apps (such as Zalo, Viber, 

and Messenger), and online interviews. The results indicated that all participants comprehended the questions. Then, the 

official questionnaire was distributed from November to December 2024. A total of 450 questionnaires were collected, 

out of which 409 were valid, resulting in a response rate of 90.89%. The questionnaire was distributed through email and 

communication applications to facilitate data collection. 

 

4 Results and discussion 
4.1 Respondents’ profiles 

As seen in Table 2, the survey participants were nearly equally divided by gender, with 48.41% female and 51.59% 

male. The largest age group of respondents was 18-30 years old, making up 67.72% of the sample. The remaining 

respondents were divided between 31-40 years old (18.58%) and those 41 or older (13.69%). Students represent the 

largest occupational segment at 42.79%, followed by office staff and businessmen at 28.36% and 15.16% respectively. 

The income distribution reveals a significant proportion of respondents earning less than 5 million VND, accounting for 
32.03%. Regarding logistics service usage frequency, the majority, at 36.92%, utilize the service between 2 to 4 times, 

indicating a regular engagement with the service provided.

 
Table 2 Profile of survey respondents 

Characteristics  Observations Frequency n = 409 Percentage 

Gender 
Female 198 48.41% 

Male 211 51.59% 

Age 

18-30 years old 277 67.73% 

31-40 years old 76 18.58% 

41 years old and above 56 13.69% 

Occupation 

Businessman 62 15.16% 

Student 175 42.79% 

Official staff 116 28.36% 

Others 56 13.69% 

Income 

Less than 5 million VND 131 32.03% 

From 5 to less than 10 million VND 113 27.63% 

From 10 to less than 20 million VND 91 22.25% 

20 million VND and avove 74 18.09% 

Frequency of 

service usage 

Once a month 214 52.32% 

2-4 times per month 151 36.92% 

More than 5 times per month 44 10.76% 

4.2 Evaluating the measurement model 
The primary objective of assessing the measurement model is to evaluate the suitability of the latent variables and 

their indicators. Specifically, this stage involves testing various aspects such as indicator reliability, internal consistency, 

convergent validity, and discriminant validity. The corresponding data are presented in Table 3. This study assessed 

construct reliability using Cronbach’s alpha and Composite Reliability coefficients. Hair et al. [30] suggest that outer 

loading values exceeding 0.7 indicate good indicator reliability. In Table 3, both Cronbach’s alpha and Composite 
Reliability coefficients surpassed the recommended threshold. However, while the overall measurement model 

demonstrated good construct reliability, eight items from various factors were excluded from further analysis. These items 

(EM1, FA1, FA5, RE4, RE5, CL4, and CL5) exhibited outer loading values below the recommended threshold of 0.7. 

This exclusion helps ensure the accuracy and robustness of the remaining measures. 

Convergent validity, assessed by using Average Variance Extracted (AVE), was confirmed in this study. Hair et al. 

[30] suggest an AVE threshold of 0.50 for satisfactory convergent validity. The AVE values in this study ranged from 

0.594 to 0.753, exceeding the recommended threshold and thus, confirming the convergent validity (as indicated in 

Table 3). 

Discriminant validity examines the uniqueness of the measured construct, showing it is distinct from other constructs. 

The most common correlation technique used for this assessment is the Fornell-Larcker criterion. Discriminant validity 

is affirmed if the square root of each measured construct's Average Variance Extracted (AVE) exceeds its correlation 

with any other measured construct [30]. In this study, the Fornell and Larcker criterion was applied to assess discriminant 
validity, with the results presented in Table 4. The diagonal values in Table 4 represent the square root of the AVE, and 

they surpass the off-diagonal values, indicating no correlation between any two measured constructs. Therefore, this 

confirms the discriminant validity of the research model.
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Table 3 Reliability and AVE  

 
Table 4 Fornell-Larcker criterion 

 

4.3 Evaluating the structural model 
The next analysis tests the hypotheses within the structural model (Figure 2).  As detailed in Table 5, six out of seven 

proposed hypotheses were supported. Six dimensions of service quality demonstrated significant positive influences on 

customer satisfaction: Tangibility (β = 0.089, p < 0.05), Fairness (β = 0.271, p < 0.05), Responsiveness (β = 0.291, p < 

0.05), Assurance (β = 0.187, p < 0.05) and Empathy (β = 0.338, p < 0.05). In other words, the hypotheses H1, H2, H4, 
H5, and H6 were supported. Furthermore, the findings revealed that Empathy possessed the strongest positive impact on 

customer satisfaction among the six constructs investigated. Similarly, customer satisfaction (β = 0.644, p < 0.05) also 

exerted a significant positive effect on customer loyalty, confirming the direct effect hypothesis (H7). Nevertheless, one 

Constructs Measurement Outer loadings Cronbach’s Alpha CR AVE 

Tangibles (TA) 

TA1 0.756 

0.860 0.898 0.639 

TA2 0.821 

TA3 0.840 

TA4 0.803 

TA5 0.774 

Fairness (FA) 

FA2 0.807 

0.836 0.902 0.753 FA3 0.848 

FA4 0.826 

Reliability (RE) 

RE1 0.764 

0.825 0.894 0.737 RE2 0.803 

RE3 0.811 

Responsiveness (RES) 

RES1 0.763 

0.829 0.880 0.594 

RES2 0.813 

RES3 0.792 

RES4 0.770 

RES5 0.712 

Assurance (AS) AS1 0.732 

0.846 0.897 0.686 
AS2 0.852 

AS3 0.844 

AS4 0.812 

Empathy (EM) EM2 0.749 

0.784 0.856 0.599 
EM3 0.789 

EM4 0.760 

EM5 0.773 

Customer satisfaction 

(CS) 

CS1 0.751 

0.835 0.884 0.604 

CS2 0.802 

CS3 0.816 

CS4 0.795 

CS5 0.716 

Customer Loyalty (CL) CL1 0.825 

0.830 0.898 0.746 CL2 0.858 

CL3 0.860 

  AS CL CS EM FA RE RES TA 

AS 0.828        
CL 0.345 0.863       
CS 0.440 0.644 0.777      
EM 0.288 0.408 0.626 0.774     
FA 0.108 0.336 0.495 0.284 0.868    
RE 0.201 0.037 0.225 0.189 0.113 0.859   

RES 0.380 0.425 0.624 0.454 0.311 0.262 0.771  
TA 0.167 0.190 0.338 0.271 0.191 0.132 0.254 0.799 
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dimension of logistics service quality did not impact customer satisfaction: Reliability (β = 0.005, p > 0.05). Thus, the 

hypothesis H3 was rejected (β = 0.005, p = 0.887). 

 

 
Figure 2 The results of the structural model analysis

This study also evaluated the effect sizes of the hypothesized relationships using the f2 statistic. The f2 indicates the 

proportion of variance in an endogenous variable that can be attributed to a specific exogenous variable.  As detailed in 

Table 5, the calculated f2 values were 0.02, 0.15, and 0.35, corresponding to weak, moderate, and strong effects, 

respectively. Empathy, fairness, and responsiveness exerted a medium effect on customer satisfaction, while assurance 

and tangibles exhibited a small effect. These findings provide valuable insights into the relative impact of each factor on 

customer satisfaction.

 
Table 5 Structural path analysis 

Hypotheses Coefficients f2 P values Conclusion 

H1: Tangibles → Customer satisfaction 0.089 0.020 0.011 Accepted 

H2: Fairness → Customer satisfaction 0.271 0.177 0.000 Accepted 

H3: Reliablity → Customer satisfaction 0.005 0.000 0.887 Rejected 

H4: Responsiveness → Customer satisfaction 0.291 0.158 0.000 Accepted 

H5: Assurance → Customer satisfaction 0.187 0.081 0.000 Accepted 

H6: Empathy → Customer satisfaction 0.338 0.233 0.000 Accepted 

H7: Customer satisfaction → Customer loyalty 0.644 0.707 0.000 Accepted 
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4.4 Discussion 
This study investigates the determinants of customer satisfaction and loyalty with logistics service companies in 

HCMC, Vietnam. Five dimensions - tangibles, reliability, responsiveness, assurance, empathy, and fairness - are 

positively related to customer satisfaction. As shown in Table 5, the path coefficient of empathy is the strongest predictor 

(0.338). This factor plays the most crucial role in customer satisfaction. The second strongest predictor for customer 

satisfaction is responsiveness, with a coefficient of 0.291, which is compatible with [31]. Assurance and tangibles also 

significantly affect customer satisfaction, supporting [32]. Besides that, the result reveals that service fairness also impacts 

customer satisfaction, which confirms the recent research by Kwortnik & Han [33] and Seider & Berry [12]. By 

incorporating fairness into their service strategies, logistics companies can go beyond simply meeting basic service needs 

to build stronger customer relationships, as mentioned in Seider & Berry [12]. It can be concluded that research across 
various areas has consistently highlighted the significant correlations and direct impacts of service quality on customer 

satisfaction [34]. 

There is no doubt that the service quality of logistics providers significantly enhances customer satisfaction, which in 

turn fosters customer loyalty. Our findings provide further evidence to support previous research, such as Slack et al. [35]. 

The authors identified a significant and positive relationship between service quality and both customer satisfaction and 

loyalty. They further revealed that service quality has a direct impact on loyalty, and also an indirect impact mediated by 

customer satisfaction. 

Contrary to our expectations, the hypothesis H3 was rejected. This suggests that reliability did not exhibit a significant 

association with customer satisfaction in Ho Chi Minh City. The disconnection between reliability and customer 

satisfaction in Ho Chi Minh City likely stems from several reasons specific to the city’s context. As a busy metropolis 

and a major economic hub in Vietnam, Ho Chi Minh City might have different customer preferences and expectations 
compared to other areas. This could lead to a different perception of reliability among Ho Chi Minh City customers. 

Additionally, the logistics landscape in Ho Chi Minh City may present unique challenges or features that diminish the 

importance of traditional reliability measures. For instance, logistical complexities in terms of traffic congestion, 

inefficient infrastructure, or complex supply chains might make strict adherence to timelines less significant for customers 

in urban areas like Ho Chi Minh City. Furthermore, cultural or industry-specific aspects within Ho Chi Minh City’s 

logistics sector could influence how customers perceive reliability compared to other areas or industries. Recognizing 

these specific details is crucial for accurately determining the factors that truly drive customer satisfaction in Ho Chi Minh 

City’s logistics scene. 

 

5 Conclusion 
Building upon the SERVQUAL framework, the study extends the model by incorporating fairness, which is shown to 

enhance its explanatory power. Furthermore, integrating fairness into the model provides a theoretical foundation for 

understanding how users engage with logistics services. The study operationalizes the SERVQUAL dimensions 

specifically within the context of services offered by logistics companies and examines their conceptual influence on 

customer satisfaction and customer loyalty. This study contributes to the existing body of research by replicating previous 

findings on the significant influences of service quality on customer satisfaction and loyalty. In other words, the results 

validate the positive and significant impacts of these factors on customer satisfaction and loyalty within the logistics 

industry. 
Drawing from the research findings, the author suggests several managerial strategies for logistics companies in Ho 

Chi Minh City to elevate customer satisfaction. Firms are advised to focus on enhancing tangible aspects, such as 

upgrading facilities and standardizing employee uniforms, to foster a professional atmosphere. Additionally, to promote 

fairness, meticulous recruitment and comprehensive training are essential to equip staff with the skills necessary for 

exceptional customer care. The implementation of AI tools on company websites can enhance responsiveness, providing 

prompt information to clients when staff availability is limited. Assurance can be strengthened by transparent 

communication of procedures, thereby cultivating trust in the services offered. Empathy can be further developed by 

refining customer service skills. Furthermore, fostering customer loyalty involves regular engagement and the offering of 

promotional incentives that keep the brand at the forefront of customers’ preferences. 

This research, similar to many prior studies, has limitations that need further exploration. First, the sample size of 409 

participants recruited solely from Ho Chi Minh City limits the generalizability of the findings. Future research should 

consider expanding the sample size and diversifying the study scope to obtain a more representative overview. Second, 
while the study focuses on service quality factors, brand reputation and pricing also contribute to customer satisfaction. 

Future research should consider incorporating these elements for a more comprehensive understanding. Finally, the 

construct of reliability did not significantly impact customer satisfaction in this study. This discrepancy might be attributed 

to a mismatch between the survey instrument and the specific context of Ho Chi Minh City logistics services. Therefore, 

future studies should refine, validate, and potentially enhance the questionnaire to better reflect the local environment. By 

addressing these limitations, future studies can build upon this research to provide a more robust and generalizable 

understanding of customer satisfaction in the Ho Chi Minh City logistics landscape. 
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