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Abstract: Background: The logistics industry is keen to meet customer expectations, which in turn
supports trade by enhancing business competitiveness and promoting economic development. Logis-
tics companies realized that fulfillment of customer needs has a significant effect on their business
survival, their sales and ultimately their profits. This research analyzes the variables that influence
customer satisfaction with parcel delivery services in the Kingdom of Saudi Arabia (KSA), particularly
the SERVQUAL dimensions: tangibility, reliability, responsiveness, assurance, and empathy. The
research also examined whether national culture affects customer perceptions of parcel delivery ser-
vices in KSA or not. Methods: The research collected data using a self-administered survey, which was
directed at a sample of customers in the KSA, who had recent experience with parcel delivery services.
Results: The results of statistical analysis showed that the best predicators of customer satisfaction are
reliability, followed by the dimensions of empathy, then tangibility and finally responsiveness. In
addition, the results showed significant differences in customers’ overall satisfaction between Saudis
and non-Saudis. Saudis were more satisfied with the service than non-Saudis were. Conclusions: This
research showed the key role of national culture in perceiving parcel delivery service quality in KSA.
The findings provide important messages to the administrators of the logistics services in KSA, which
have become crucial for the Saudi Vision 2030. They need to customize their service according to
customer needs and provide regular training for their staff to be supportive, reliable and have the
credibility to deliver services as promised.

Keywords: consumer satisfaction; customer expectation; parcel delivery service; logistics services;
national culture; SERVQUAL; service quality

1. Introduction

The logistics industry is vital for international trade. Hence, many countries are paying
high attention to logistics services to support their economy, create job opportunities
and attract foreign investments [1]. In that sense, Muneer [2] confirmed that when a
logistics industry grows, it supplements international commerce by enhancing nations’
competitiveness, while fostering economic development. However, the success of the
logistics industry relies heavily on customer perceptions of service quality provided by
the logistics companies [3]. This is because customers hold the key to service industry
survival [4]. Customer satisfaction is a valuation of how well the product and/or service
is provided to the customer and meets his or her expectations [5,6]. It is an indication of
how a customer feels about a product, service, and/or experience. This means that the
customer can experience different kinds of satisfaction. For instance, if the product and/or
service performance provided met or exceeded the expectations of the customer, then s/he
becomes satisfied. However, if it did not meet the expectations, then dissatisfaction is more
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likely to occur [7]. The perceptions of post-purchase experience is the key to customer
satisfaction, as it is often compared with his/her pre-purchase expectations [3,4].

Recent research studies [8–10] confirmed that customer satisfaction has become a key
concern for e-business success and growth. It is widely known that retaining existing
customers and expanding business with them would be significantly less costly than
recruiting new customers [11–14]. By the same train of thought, Gitomer [15] claimed that
the expense of attracting a new client is 10 times more than the cost of maintaining an
existing one. As a result, most businesses would not save on endeavors to satisfy their
customers to gain their loyalty and create long-term partnerships with them [16]. Certainly,
satisfied and loyal clients boost company business and vice versa [17]. Hence, scholars and
business administrators have become concerned about the variables that affect customer
satisfaction and experience. On the other side, it has often been argued that aspects of
national culture affect how customers perceive the level of service quality [18]. In that
sense, Morgeson et al. [19] reported a scarcity in the number of studies that addressed the
impact of culture on customer perceptions of service quality. Therefore, Tsoukatos and
Rand [20] called for more studies that address this issue. Hence, like other businesses, parcel
delivery companies should establish an organizational culture that essentially takes into
consideration the national culture in which they operate [21]. Culture not only influences
behaviors of customers [22] but also affects the rationalization process of the behavior [23]
and customers’ behavioral intention regarding service or product choice [24]. Therefore,
national culture could have an influence on the perceptions of service quality provided
by the logistics industry; especially parcel delivery service, which is the focus of the
current research.

Studies on customer perceptions of service quality in the logistics industry are increas-
ing (e.g., [10,25–27]); however, a review of the published research confirms limited studies,
if any, on customer satisfaction and their perceptions of service quality in logistics services
in the Kingdom of Saudi Arabia (KSA) or countries of similar context. This is despite the im-
portance of customer satisfaction for the Saudi logistics industry. KSA launched its Vision
2030 in April 2016 (https://www.vision2030.gov.sa/en/ (accessed on 4 September 2023)).
One of the primary foundations of this Vision is to transform the KSA into the preferred
logistics center in the region. KSA intends to capitalize on its strategic location and assets
for being among the best and lowest-cost options for distribution to East Africa, Mashriq,
the Levant and the Arabian Peninsula, all while enhancing logistics service quality. This
research focuses on the service quality of parcel delivery provided by the logistics service
companies in KSA. It concentrates on customer perceptions of service quality, particularly
the SERVQUAL variables: tangibility, reliability, responsiveness, assurance, and empathy.
It assesses the effects of the five SERVQUAL dimensions on customer satisfaction of parcel
delivery in the KSA logistics service companies. This research draws on the SERVQUAL
framework and adopts it as the theoretical framework for the current study [28]. It exam-
ines the role of national culture in perceiving the service quality of parcel delivery provided
by the logistics service companies in KSA. The research answers the following questions.

1. What are the factors of SERVQUAL dimensions that affect customer satisfaction in
selecting logistics service providers for parcel delivery in KSA?

2. What is the role of national culture in assessing parcel delivery services provided by
logistics companies in KSA?

The current research attempts to provide a response to these questions. It adds to our
understanding of consumer behavior in the logistics services in KSA, where logistics became
a pillar of the Saudi Vision 2030. The current study is of value to both scholars and logistics
service administrators in relation to the factors that affect customer satisfaction of parcel
delivery in the KSA logistics industry. The study gives insight into the factors that shape
customer perceptions of service quality regarding parcel delivery in KSA. Understanding
these factors enables the development of services provided in this important industry and
affects the country’s economy [2]. The study also advances our understanding in relation
to the role of national culture in perceiving quality of parcel delivery.

https://www.vision2030.gov.sa/en/


Logistics 2023, 7, 94 3 of 15

2. Literature Review
2.1. Customer Satisfaction

According to Kotler and Keller [29], customer satisfaction is defined as an individual’s
emotion or response, either pleasant or unpleasant, that came from comparing perceptions
to expectations. More specifically, customer satisfaction is related to the quality of the
service offered [30]. Boonlertvanich [31] added that the term customer satisfaction de-
scribes customers’ relative emotions, which result from the discrepancy between customer
expectations and real experience. Customer satisfaction is crucial in a highly competitive
market because there is a large variance in loyalty level between clients who are somewhat
satisfied and clients who are truly satisfied [32]. To clarify, customers who are truly satisfied
show high level of loyalty and positive behavioral intention toward a business, such as
repeat purchases and encouraging their friends to do the same with positive word of
mouth [33]. Customer satisfaction leads to loyal customers, which has a fateful impact
on any company profit due to repeat purchasing and gaining new customers through
positive word of mouth [12,34]. To conclude, customer satisfaction is an organizational
asset such any other asset and should be measured, maintained and managed. As a result,
organizations, whether service-oriented or product-oriented, that desire to succeed should
recognize the significance of their customer satisfaction [35,36].

2.2. Customer Expectations

Customer expectations refer to feelings that customers should perceive related to a
service provider [37]. Olson and Dover [38] argued that customer expectations are linked
to prior experiences and preconceived ideas with a service or/and product. Nevertheless,
expectations are not only formed by past experiences, but can be influenced by a variety
of external variables, e.g., brand, word of mouth, promotion, and advertising [39,40].
Thus, logistics providers should understand what consumers truly expect, what drives
their expectations, and how to meet their requirements and desires [39]. According to
Haseki [41], there are three options in managing customer expectations: adapting them
(fulfilling), changing them (shaping), and a departing customer if the first two possibilities
fail. Given these considerations, firms should make every effort to keep customers satisfied
and retain existing ones. Thus, a more thorough understanding of customer expectations
assists in developing products and services that meet those expectations.

2.3. Service Quality

In a customer-centered policy, quality correlates with satisfaction, and certainly better
quality represents better customer satisfaction [42]. Organizations have recognized that
providing high-quality services to their customers creates a long-term competitive edge.
Service quality and consumer satisfaction are essential success aspects for businesses, which
ultimately influence market competitiveness, expansion, and growth [43]. According to
Rauch et al. [44] and Miklós-Thal and Tucker [34], management should meet customers’
expectations to ensure the success of the company. The ability of businesses to meet or
exceed consumer expectations is identified as service quality [7]. It was argued that cost
management boosts profitability while service quality enhances customer satisfaction [42].
To conclude, customers’ assessments of service quality are formed when their pre-service
expectations are compared to their actual service experience [3]. If perceptions exceed
expectations, the service is described as outstanding. Moreover, if perceptions merely equal
expectations, the service is considered acceptable or adequate. However, if perceptions do
not match expectations, the service is classified as awful, poor, and/or inadequate [45].

Mauri et al. [46] argued that service quality is not a unidimensional variable, but
that it is judged by customers according to several dimensions. Since services are perish-
able, intangible, inseparable and heterogeneous, measuring service quality has become a
challenging task [47]. Therefore, Parasuraman et al. [7] and Parasuraman et al. [48] have
established an instrument for assessing the quality of service, which is commonly known
as SERVQUAL. This instrument has been altered in multiple studies undertaken in a wide
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range of cultural contexts, geographic locations, and service settings. According to Sid-
diqi [49], the SERVQUAL model is a suitable evaluation instrument for measuring service
quality. SERVQUAL evaluates service quality through calculating the discrepancy between
customer expectations and perceptions. In this regard, Yarimoglu [42] emphasized the
features of services. For example, intangibility indicates that services certain characteristics
that make it hard to assess their service quality as perceived by customers. The intangible
side influences client satisfaction through service performance. Certainly, there are no two
services with the same level, due to heterogeneity, which poses a challenge to the level
of service quality. This is because service quality is established via the interaction of staff
and clients.

2.4. Dimensions of Service Quality

Service quality is acknowledged as a determinant of customer satisfaction and the
organization’s competitiveness [7,48]. In the service industry, service performance is re-
garded as a key concern for business that shapes customer satisfaction [50]. As a result,
firms gain a competitive edge by providing high level of service quality [50]. According to
Parasuraman et al. [48], customers evaluate service quality as the discrepancy between a
customer’s expectations and perceptions. Hence, the SERVQUAL framework was devel-
oped to bridge the discrepancy between customer expectations and perceptions [7,48]. A
review of the research on the dimensions of logistics service quality showed that studies
adopt various dimensions to measure or assess logistics service quality. For example, the
study of Mentzer et al. [25] included the following dimensions: the quality of service staff,
amounts of orders, information quality, timeliness, order procedures, order status, order
accuracy, and order handling. Another study [26] identified other dimensions, such as the
ease of finding information, the availability of the product and special handling of orders
by suppliers. Restuputri et al. [3] pointed to six dimensions of logistics service quality:
the location of the warehouse, order condition, order information, staff attitude, speed of
delivery and delivery services. Other studies (e.g., [27]) adopted SERVQAUL dimensions to
assess and measure service quality. The current study draws on the SERVQUAL framework
and adopts it as the theoretical framework for this research [28]. This study specifically
considers the five dimensions of SERVQAUL that affect customer satisfaction (tangibility,
responsiveness, empathy, assurance, and reliability) in the Saudi Arabian logistics industry.

2.4.1. Reliability

Lau [51] classified reliability as a top dimension of the SERVQUAL model. Reliability
refers to the consistency and dependability of a product or service in delivering what is
promised [48,52]. It relates to the ability of a product or service to perform consistently over
time, without failures, breakdowns, or interruptions. A reliable product or service is one
that can be trusted to meet customer expectations and needs consistently. Earlier studies
(e.g., [7,53]) indicated that customer satisfaction is positively affected by the reliability
aspect of service quality. According to Ennew et al. [54], reliability is described as the
degree to which customers can depend on the company to provide the service it has
promised. Parasuraman et al. [7] described reliability as the organization’s capacity to
provide precise and dependent service. Customer satisfaction is affected significantly by
reliability as a dimension of service quality [55]. Ennew et al. [54] described reliability as
being capable of conducting and performing the essential service for clients dependably,
precisely and in a timely manner. In addition, it includes the ability to handle customer
complaints. Peng and Moghavvemi [56] confirmed that reliability is the supreme aspect in
customer satisfaction and retention. Hence, the following hypothesis is proposed:

H1. Reliability has a positive effect on customer satisfaction in the Saudi logistics industry.
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2.4.2. Tangibility

Tangibility is related to the appearance of equipment, physical facilities, workers, and
material [7]. Similarly, Munusamy et al. [57] described tangibility as the perfect display
of facilities required to serve customers, the appearance of professional staff, brochures
and pamphlets, and other materials that have an effect on customer satisfaction. Earlier
studies (e.g., [57–59]) have confirmed that tangibility positively affects client satisfaction.
However, Ananth et al. [60] found that modern technology and an appealing atmosphere, as
indicators of tangibility, affect customer satisfaction. In the setting of the logistics industry,
the physical aspects of the service include the quality of packaging, condition of goods and
staff appearance. Based on this consideration, it could be suggested:

H2. Tangibility has a positive effect on customer satisfaction in the Saudi logistics industry.

2.4.3. Responsiveness

Responsiveness refers to the willingness and capacity of the company to assist its
customers and deliver quick service [7]. In this regard, Parasuraman et al. [48] added that
employees’ desire to deliver the essential service at any time without trouble has an influ-
ence on customer satisfaction. Pakurár et al. [55] argued that the focus of responsiveness
is on how service providers respond to customers through their employees. Customers
will be more satisfied when they receive individualized attention, and personnel will be
more attentive when it comes to the issues that customers confront. When this happens,
customers’ contentment undergoes a dramatic change. Earlier studies (e.g., [51,58,59,61])
have confirmed that responsiveness positively influences client satisfaction. Arguably,
when a logistics company is responsive, it demonstrates its ability to quickly reply to
inquiries, provide accurate information, and adapt to changes or unexpected events in the
supply chain. This level of responsiveness plays a vital role in ensuring the smooth flow
of goods and services and ultimately leads to higher customer satisfaction. Based on this
discussion, it could be proposed that the responsiveness as a dimension of service quality
would have a significant influence on customer satisfaction in the logistics industry. As a
result, the research puts forward the following hypothesis.

H3. Responsiveness has a positive effect on customer satisfaction in the Saudi logistics industry.

2.4.4. Assurance

The assurance aspect of service quality reveals an employee’s knowledge, courtesy,
and skill as well as their capacity to create trusting relationships with clients [6]. Similarly,
Kant and Jaiswal [61] described assurance as the good manners, knowledge, and courtesy
of company staff. Additionally, Parasuraman et al. [48] described assurance as the capacity
of employees to foster the kinds of belief and assurance that significantly affect the degree
of client satisfaction. Many studies (e.g., [57–59,62]) have confirmed that assurance strongly
correlates with and affects a customer’s overall satisfaction with the service provided.
Hence, the study proposes that:

H4. Assurance has a positive effect on customer satisfaction in the Saudi logistics industry.

2.4.5. Empathy

According to Navaratnaseel and Periyathampy [63], empathy is paying attention to
a client individually and having the capacity to take care of them, particularly during
service time. Furthermore, Ennew et al. [54] illustrated that empathy means being attentive
in communicative settings, recognizing customer requirements and desires, displaying
friendly attitudes and manners, and taking care of a client’s needs personally. Additionally,
research [48] confirmed that recognizing expectations of clients compared to competitors,
as well as providing care and personalized attention to clients, had a strong impact on client
satisfaction. Ananth et al. [60] confirmed that individualized attention, flexible operation
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hours, and an understanding of the client’s needs have a significant impact on the level of
customer satisfaction. As a result, the current study formulates the following hypothesis:

H5. Empathy has a positive effect on customer satisfaction in the Saudi logistics industry.

2.5. Customer Satisfaction and Cultural Background

The cultural background of customers might have an impact on how they interact
with the organization [64]. Culture has an influence on individuals’ buying intentions and
behavior [65]. In other words, the national culture affects consumers’ choices of certain
organizations for services [65]. As a result, companies should understand that each cus-
tomer’s nation has unique cultural features that have to be considered. According to Sun
et al. [65], culture has an impact on all human behavior, including consumption patterns
and service choices. Dimensional models that identify behavioral patterns that explain
how people behave are useful for understanding the impact of culture on consumer behav-
ior [66]. Hofstede [22,67] established some national cultural dimensions that are related
to consumer purchasing behavior, i.e., uncertainty avoidance, individualism–collectivism,
and masculinity–femininity. These dimensions have become widely recognized and many
marketing analysts utilize them to discover and compare nations (e.g., [68,69]). In general,
collectivist cultures, such as KSA, predominate in the East, whereas individualist cultures
predominate in the West [67]. Additionally, cultural backgrounds can influence communi-
cation styles and language preferences. Customers from different cultural backgrounds
may have different expectations around the quality of service. A study on the context
of KSA by Sobaih [24] showed significant differences in purchase intention and behavior
regarding fast-food items with certain nutrition labels between Saudis and UK customers.
Therefore, it could be argued that:

H6. There is a significant difference between Saudis and non-Saudis in their overall satisfaction
with parcel delivery services in the Saudi logistics industry.

3. Methods
3.1. Collection Method and Procedures

The research used a quantitative framework for data collection and analysis (a sum-
mary of this framework is presented in Figure 1). The primary data were collected via a
self-administered questionnaire. The questionnaire was distributed appropriately to a sam-
ple of customers, who recently engaged in a parcel delivery service in KSA. Respondents
were recognized via the researchers’ networks. The questionnaire consisted of four parts.
Part 1 is the personal profile of the participants. This part asked the respondents about
gender, age, nationality, and how often they used logistics services, particularly a parcel
delivery service. Part 2 asked about SERVQUAL. This part included questions that assess
empathy, assurance, reliability, tangibility, and responsiveness. The questions were drawn
from Saleh and Ryan [70] and Muneeb et al. [71]. Part 3 asked the respondents about their
satisfaction with parcel delivery services in KSA. The questions in this part were drawn
from Tsoukatos and Rand [20]. Part 4 asked the respondents if they would like to comment
about their satisfaction with parcel delivery services in KSA.

The researchers double-checked the questionnaire after it was developed for complete-
ness and accuracy. It was piloted with a sample of 25 post-graduate students to guarantee
face and content validity. The aim of the research was explained at the beginning of the
questionnaire. Participants were informed that this questionnaire is part of a study on
customers’ perceptions of parcel delivery services and their relationship with their overall
satisfaction. There were no financial incentives for participation in this study. The respon-
dents were asked to participate in this study voluntarily. Their identity was confidential
and participation was for study purposes only. The researchers’ contact details were added
for any further information. A consistency coefficient (Cronbach’s alpha) was adopted
to examine the consistency of the instrument. The outcomes of the Cronbach’s alpha for
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all dimensions were above 0.7 [72]. This confirms that a reliable instrument was used in
this study.
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Figure 1. A summary of the research framework (developed the author).

3.2. Population and Sampling

The population of the current study is customers who used a parcel delivery service
in KSA. Because the researchers are in the Eastern Province of KSA, the data were collected
from consumers in this region of the country. To select a reasonable sample for the data
analysis, the suggestion of Roussel [73] was followed. It was recommended that the sample
size be more than five times the items and preferably 10 times the items or above. The scale
items in the instrument were 25 items, and the responses received were 404 complete forms,
which were valid for analysis. The size of the sample was acceptable, as recommended by
Krejcie and Morgan [74] and Taherdoost [75].

3.3. Analysis of the Data

To test the research hypotheses, Statistical Packages for Social Sciences (SPSS) pro-
gramming version 25, was adopted to perform the data analysis, including descriptive
analysis, and examining the relationships and differences between Saudis and non-Saudis.
Descriptive statistics adopted included frequencies, mean, standard deviation and mea-
suring the perceptions of the sample members. The Pearson correlation was adopted to
test the correlation coefficients between the variables. Simple linear regression analysis
was used to test the influence of independent variables of the study (SERVQUAL) on the
dependent variable (customer satisfaction). The independent sample t-test was adopted to
identify the variances amongst the overall satisfaction level of Saudis and non-Saudis in
relation to parcel delivery service in KSA.
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4. Results
4.1. Participant Demographics

The mainstream of the participants in this study were males (90%), whereas only 10%
of participants were females (See Table 1). Most respondents were quite young, as 74%
were less than 40 years old. Only about 9% of participants were more than 50 years old.
The participation was almost equal between Saudi (50.9%) and non-Saudi (49.1%). There is
a growing use of parcel delivery services in KSA, as about 29% of participants were using
the service two times every month, while about 17% were using parcel delivery service
more than 10 times a month (Table 1).

Table 1. Participant Demographics.

Distribution Frequency Percentage

Gender
Male 364 90.1

Female 40 9.9

Age

Between 18–30 years 160 39.6
Between 31–40 years 140 34.7
Between 41–50 years 68 16.8

Over 50 years 36 8.9

Nationality Saudi 198 49.1
Non-Saudi 206 50.9

Number of times
using parcel delivery

service

1 time a month 110 27.2
2 times a month 116 28.7
3 times a month 32 7.9

4 to 5 times a month 32 7.9
6 to 10 times a month 46 11.4

More than 10 times a month 68 16.9

4.2. Descriptive Results

As highlighted earlier, this study adopted a five-way Likert scale in the questionnaire
to give more flexibility for the individuals to choose the most suitable answer for them.
The value ranged between 1 and 5. The Likert scale was processed according to the
following equation:

Category length =
Maximum Substitute − Minimum Substitute

number of level
=

5 − 1
3

=
4
3
= 1.33

Category length + less weight = 1.33 + 1 = 2.33

The first degree of agreement (1–2.33) becomes the lower level. The second category
1.33 + 2.33 = 3.66; then, the second degree of agreement (2.34–3.66) becomes the intermediate
level. For the transition to the third category, 1.33 + 3.66 = 5; then, the third degree of
agreement (3.67–5) becomes the high level. As Table 2 shows, the mean score varies
between middle and high for all factors (tangibility, reliability, responsiveness, assurance,
empathy, and overall customer satisfaction), which have at least a middle level of mean
scores or above.
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Table 2. The Descriptive Results.

Clause Mean Std. Deviation Level

Tangibility 3.68 0.24 high
Staff are well dressed and neat 3.71 0.31 high

Have up-to-date equipment 3.37 0.20 middle
They exhibit good manners 3.98 0.18 high

They provide good packaging 3.67 0.28 high
They smile while performing the service 3.68 0.27 high

Reliability 3.78 0.22 high
They are supportive 3.67 0.27 high
They are dependable 3.78 0.22 high

They perform the service as promised 3.91 0.18 high
Responsiveness 3.54 0.34 middle
They are helpful 3.44 0.29 middle

They inform us about services 3.49 0.46 middle
They check customer satisfaction 3.45 0.41 middle

They greet the customer 3.73 0.27 high
They provide the service promptly 3.62 0.30 middle

Assurance 3.71 0.31 high
They are polite to customers 3.85 0.21 high

They communicate with us in a kind and cordial tone 3.81 0.31 high
They advise undecided customers 3.62 0.37 middle

They are knowledgeable 3.53 0.31 middle
Empathy 3.73 0.27 high

They anticipate customers’ needs 3.86 0.21 high
They respect the customer 3.84 0.31 high

They address the customer by name 3.75 0.27 high
They perform the service with individual attention 3.45 0.31 middle

Overall Service Satisfaction 3.75 0.25 high
Logistics services provided in Saudi Arabia is the

best choice 3.55 0.28 middle

I think the service provided by logistics companies in
Saudi Arabia meets my expectations 3.96 0.19 high

I am overall satisfied with the logistics services in
Saudi Arabia 3.75 0.28 high

4.3. Correlation Matrix

The Bivariate Pearson’s correlation test suggested that there was a positive significant
association between the dimensions of SERVQAUL (which ranged between 0.399 and 0.607,
p < 0.01). There was also a significant positive medium association between SERVQUAL
dimensions and overall service satisfaction. It ranged between 0.443 and 0.611 (p < 0.01)
(see Table 3).

Table 3. The Results of Pearson Correlation Test.

Tangibility Reliability Responsiveness Assurance Empathy Overall Service
Satisfaction

Tangibility 1
Reliability 0.503 ** 1

Responsiveness 0.403 ** 0.421 ** 1
Assurance 0.607 ** 0.530 ** 0.399 ** 1
Empathy 0.579 ** 0.519 ** 0.484 ** 0.501 ** 1

Overall Service Satisfaction 0.542 ** 0.443 ** 0.611 ** 0.452 ** 0.535 ** 1

** p < 0.01.

4.4. Examining the Effect of SERVQUAL Dimensions on Overall Customer Satisfaction

As Table 4 shows, tangibility, reliability, responsiveness and empathy have a positive
and significant influence on overall satisfaction with parcel delivery service, which means
assurance did not significantly affect overall service satisfaction. The R-square value of
the model is 0.750, which means that 75% of overall service satisfaction is influenced by
tangibility, reliability, responsiveness, and empathy.
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Table 4. The Result of Multiple Regression.

D.V
Model Summary ANOVA Coefficients

R R2 F Sig Variable B Standard Error T Sig

Overall Service
Satisfaction

0.866 0.750 56.283 0.000

Tangibility 0.305 0.39 2.81 0.043
Reliability 0.457 0.137 3.34 0.001

Responsiveness 0.291 0.151 1.927 0.046
Assurance 0.065 0.142 0.064 0.651
Empathy 0.456 0.160 2.849 0.005

Table 5 shows a significant difference in satisfaction with parcel delivery services
between Saudi and non-Saudi, and the difference is attributed to the Saudi citizen, who
showed more satisfaction with the quality of parcel delivery services than non-Saudis did.

Table 5. A Comparison of Overall Satisfaction with Parcel Delivery Service between Saudi and
Non-Saudi.

Nationality N Mean Std.
Deviation T Sig.

(2-Tailed)

Overall
Satisfaction

Saudi 28 3.95 1.14 2.052 0.045
Non Saudi 72 3.41 1.23

5. Discussions and Implications

This research measures service quality of parcel delivery in KSA and assesses the effect
of SERVQUAL variables on customers’ overall satisfaction with parcel delivery services in
KSA. Furthermore, the research identifies whether there are significant differences between
Saudis and non-Saudis in their overall satisfaction with the parcel delivery service provided.
The results showed that the quality of parcel delivery service provided by the logistics
service companies varies between medium and high. There is no low assessment of service
quality dimensions, reflecting the quality of service provided by these companies.

The results supported H1, that reliability has a significant positive effect on overall
satisfaction with parcel delivery service in the Saudi logistics industry. The results con-
firmed that reliability as a dimension of service quality has the prime effect on overall
service satisfaction, which is in line with previous research that reliability has the top
effect on customer satisfaction [76]. It is in line with other studies on the banking industry,
which confirmed that reliability is the most important aspect of service quality in satisfying
customers [56]. This means that customers are looking for supportive and dependable
staff when they look for a parcel delivery service. In addition, customers need to find the
service as promised in order to ensure reliability of service quality and ultimately to effect
their satisfaction.

The results supported H2, that there is a significant positive effect of tangibility on
overall satisfaction with parcel delivery service in the Saudi logistics industry. This confirms
that when staff are well dressed, show decent manners, smile when they provide a service
and provide packages in good condition, this leads to customer satisfaction. Hence, the
service providers should properly ensure that they ensure the dimension of tangibility,
including the packaging service and the appearances of service provision staff, since they
have a significant impact on customers’ satisfaction [77,78].

The results reinforced H3, that responsiveness was found to have a significant positive
effect on overall service satisfaction. This is in agreement with previous research [51,59,61],
which confirmed a positive significant effect of responsiveness, as a dimension of service
quality, on a customer’s overall satisfaction with parcel delivery services. This was achieved
because staff are helpful, greet customers, provide prompt service and check if they are
satisfied with the provided service. However, the results did not support H4, as assurance
had a positive effect, albeit not significant, on customers’ overall satisfaction with parcel
delivery services provided by the logistics companies. This result is not in agreement with
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previous research studies (e.g., [57,59,62]), which confirmed a significant positive effect of
assurance on customer satisfaction. However, in the context of a logistics service, assurance
could contribute to customer satisfaction by reducing uncertainties. The insignificant
influence could be because customers were not assured of the quality of contact by staff.
They have concerns about the safety and security of their goods during transportation and
storage phase, as they commented. Hence, service providers should ensure the quality of
a parcel delivery service through measures such as advanced security systems, tracking
technologies, and insurance options. This alleviates these concerns and enhances customer
satisfaction especially in the digital era, where e-service quality has become important
for customer satisfaction [8]. To ensure a significant positive effect of assurance as a
dimension of service quality on customer satisfaction, service delivery staff should be polite
to customers, knowledgeable and share product details and information [7,48].

The results supported H5, that empathy positively and significantly influence client
overall satisfaction with parcel delivery service in the Saudi logistics industry. This is in
line with previous research [46] that showed that the service quality dimension “empathy”
has a positive influence on customer satisfaction. This includes anticipating the needs of
customers, respecting them, addressing them by name and paying individual attention to
customers. Thus, companies that provide the services should fully understand the require-
ments of their customers and be able to modify the service as per the customer’s preference.
In addition, being accessible, reflective, and trying to understand the customer’s needs
is another aspect of the empathy dimension. The employees of the organization should
regularly try to identify or understand the needs and requirements of their customers. The
staff should be able to meet their customers’ needs.

The results show that there is a significant difference between Saudis and non-Saudis
in their overall satisfaction with parcel delivery services provided by the Saudi logistics
industry. This result confirms that the national culture plays a key role in customers’
assessment of service quality and their overall satisfaction. This finding supports the work
of Khan et al. [64], who also found that the culture of customers plays a prime role in a
customer’s choice of service, using McDonalds as a case study. It also in line with the work
of Sobaih et al. [24], who found that customers from Saudi culture and non-Saudis (i.e.,
UK) culture have differences in purchase intention and behavior regarding fast food items
with nutrition labels between Saudis and UK customers. The reason for the difference in
overall satisfaction between Saudis and non-Saudis may be attributed to the difference
in the language spoken by service providers in most Saudi logistics companies, which
is Arabic, and the language of most foreigners are not Arabic. This requires logistics
companies to consider the differences in customers’ wants and needs, including their
languages. Understanding the needs of different customers with different cultures is vital
for providing quality services that meet their needs and for ensuring their satisfaction.

This study has various implications, whether for practitioners or for academics. The
study sends an important message to academics regarding the role of culture in shaping
customer satisfaction with parcel delivery services. A proper understanding of culture
should have a positive impact on providing service quality in the logistics industry. The
current research highlighted the importance of cultural differences in perceiving the quality
of parcel delivery services and its relationship with customer satisfaction. The significant
differences in overall satisfaction between Saudis and non-Saudis suggest that national
culture plays a key role in customer perceptions of parcel delivery services. Logistics
companies should consider the language preferences of their customer base and strive
to understand the needs and preferences of customers from different cultures to provide
tailored services that meet their expectations and ensure their satisfaction. This research
demonstrates the importance of four SERVQUAL dimensions on overall customer satis-
faction with parcel delivery service in the Saudi logistics industry. The study confirmed
the significance of reliability, tangibility, responsiveness, and empathy as dimensions that
positively affect customer satisfaction.
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Managerial implications of this research indicate the areas on which service providers
should focus to improve their customers’ satisfaction. More specifically, logistics companies
should pay attention to training their staff, ensuring staff members are well dressed, display
appropriate manners, smile, and deliver packages in good condition. Additionally, they
should prioritize responsiveness by training staff to be helpful, greet customers, provide
prompt service, and check for customer satisfaction. Assuring customers of the safety
and security of their goods during transportation and storage through advanced security
systems, tracking technologies, and insurance options can also contribute to customer
satisfaction. Finally, service providers should prioritize empathy by anticipating customer
needs, respecting them, addressing them individually, and offering personalized attention.

6. Conclusions, Limitations and Future Research Venues

This study assessed the quality of parcel delivery services in KSA and examined
the effect of the five dimensions of service quality: tangibility, responsiveness, empathy,
assurance, and reliability on a customer’s overall satisfaction with parcel delivery services
in the KSA logistics industry. The study concluded that the dimension of reliability has the
highest effect on a customer’s overall satisfaction, followed by the dimension of empathy,
then tangibility and responsiveness. The results of regression analysis showed there was
a significant effect for the four dimensions of service quality on a customer’s overall
satisfaction. However, the results did not confirm a significant effect of assurance on a
customer’s overall satisfaction, although a positive effect was confirmed but insignificant.
On the other side, the study showed the prime role of culture in customer satisfaction and
assessment of service quality as statistically significant differences between Saudis and
non-Saudis regarding their overall satisfaction with parcel delivery services. The results
are important for the logistics companies, which aim to meet the needs of their customers.

This study relied on a self-reporting tool of data collection using a survey, which may
have a limitation due to sample size and characteristics in the Eastern Province of KSA. It is
therefore recommended that the study should be expanded to include a higher percentage
of women, as well as persons from other KSA regions. Examinations of other variables
such as a customer’s trust and behavioral intention could also be used in other studies.
Another opportunity for further research is to adopt other methods, such as Multi-Criteria
Decision Making (MCDM).
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