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บทคัดย่อ 
 

การวิจัยครั้งนี้มีวัตถุประสงค์เพื่อตรวจสอบอิทธิพลของคุณภาพในการให้บริการด้านโลจิสติกส์ (LSQ) และการบริหาร
ลูกค้าสัมพันธ์ (CRM) ที่ส่งผลให้เกิดความจงรักภักดีของลูกค้า และต้นทุนในการตัดสินใจที่จะเปลี่ยนจากผู้ให้บริการรายเดิม
ไปสู่ผู้ให้บริการรายอื่น วิธีการด าเนินการวิจัยใช้วิธีวิจัยเชิงปริมาณโดยการท าแบบสอบถามกับลูกค้าในธุรกิจของบริษัทขนส่ง
สินค้าระหว่างประเทศในประเทศไทย จ านวน 228 ราย และใช้การวิเคราะห์การถดถอยเชิงเส้นพหุคูณ และการใช้โมเดล
สมการโครงสร้าง ผลการวิจัยพบว่า ความภักดีของลูกค้าในตลาดผู้รับจัดการขนส่งสินค้าระหว่างประเทศมีนัยส าคัญต่อต้นทุน                     
ในการตัดสินใจที่จะเปลี่ยนจากผู้ให้บริการรายเดิม ในทุกประเด็นทั้งในแง่ของต้นทุนการด าเนินงาน ต้นทุนทางการเงิน และ
ต้นทุนด้านความสัมพันธ์ ซึ่งผลการวิจัยพบว่า ความภักดีของลูกค้ามีผลกระทบมากที่สุดต่อการตัดสินใจที่จะเปลี่ยนจาก                   
ผู้ให้บริการรายเดิมในด้านต้นทุนการด าเนินงาน รองลงมาคือ ต้นทุนทางการเงินและต้นทุนด้านความสัมพันธ์ตามล าดับ 
นอกจากนี้การศึกษาคุณภาพการให้บริการด้านโลจิสติกส์และการบริหารลูกค้าสัมพันธ์ แสดงให้เห็นว่าการจัดการความรู้
เกี่ยวกับลูกค้าของผู้ให้บริการ ซึ่งเป็นองค์ประกอบของการบริหารลูกค้าสัมพันธ์  มีผลกระทบมากที่สุดต่อความภักดีของลูกค้า 
รองลงมาคือคุณภาพการบริการด้านผลผลิตโลจิสติกส์ คุณภาพด้านกระบวนการโลจิสติกส์ และคุณภาพด้านความสามารถ 
รวมถึงองค์ประกอบอื่นๆ ของการบริหารลูกค้าสัมพันธ์ เช่น การใช้เทคโนโลยีสารสนเทศ มีอิทธิพลต่อต่อความภักดีของลูกค้า
ตามล าดับ โดยประโยชน์ที่ได้จากการวิจัยนี้ เพื่อเป็นแนวทางในการสร้างและรักษาความจงรักภักดีของลูกค้าบริการขนส่งสินคา้
ระหว่างประเทศในประเทศไทย โดยการให้ความส าคัญกับการบริหารลูกค้าสัมพันธ์และปรับปรุงคุณภาพการด าเนินงาน                 
ของธุรกิจรับจัดการขนส่งสินค้าระหว่างประเทศอย่างต่อเนื่อง ซึ่งจะมีผลต่อต้นทุนในการตัดสินใจที่จะเปลี่ยนจากผู้ให้บริการ
รายเดิมไปสู่ผู้ให้บริการรายอื่น เป็นการสร้างฐานลูกค้า สามารถท าให้ผู้ให้บริการสามารถเติบโตได้อย่างมั่นคงและยั่งยืน 
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ABSTRACT 
 

The objectives of this research were to examine the influence of logistics service quality (LSQ) and 
customer relationship management (CRM) that affect customer loyalty and the switching cost. The research 
was conducted using a quantitative medthod using questionnaire with 228 international shipper companies 
in Thailand and using linear regression analysis and structural equation modelling (SME). The results indicated 
that the customer loyalty in the freight forwarder market significantly influenced towards the switching cost 
in terms of procedure cost, financial cost, and relational cost. This study found that customer loyalty highly 
affected the switching cost in the aspect of procedure costs, followed by financial cost, and relational cost, 
respectively.  In addition, the study of LSQ and CRM indicated that customer knowledge management (CM) 
as an element of CRM highly affected customer loyalty (CL), followed by LSQ in terms of logistics output 
quality (OC), logistics process quality (PQ), and capability quality (CQ), as well as other elements of CRM 
such as IT usability (IT) significantly affected customer loyalty respectively. The contribution of this research 
is that the result can be used as a guideline in creating and keeping customer loyalty in the Thai freight 
market through emphasizing on CRM and LSQ of international shipper companies continuously, which will 
affect the switching costs in order to create a strong customer base for sustainable business growth. 

 

Keywords : Business-to-business (B2B) Marketing ; Logistics Service Quality (LSQ) ; Customer Relationship 
Management (CRM) ; Customer Loyalty ; Switching Costs 

 

Introduction 
 

The freight forwarding market involves services offered for the international movement of goods 
through single or multiple carriers across borders.  Freight forwarders are those who provide logistics planning 
ranging from transportation, warehousing, packaging and documentation, insurance, and other value-added 
services, cooperating, and facilitating shipment with their experts for negotiations of freight rates, customs 
documentation, tracking of shipments, as well as freight consolidations (The Business Research Company, 
2022).  Among different choices of freight forwarding services, logistics models, transportation modes, types 
of customers, and applications, this study is to focus on ocean freight forwarding for cargo shipment as the 
third-party logistics service provider to serve business customers across the industries such as manufacturing, 
retail, foods and beverages in the Thai market.  In Thailand, the world’s freight forwarding market is projected 
to experience positive growth from about USD 180 billion in the prior year to USD 191 billion for annual 
growth of 6.1%, given the positive sign of economic recovery from the Covid-19 pandemic. Global Logistics 
Market Insight Report (2022) revealed that the freight forwarding market is expected to reach USD 220 billion 
in 2026, in which the growth of international trade volumes will drive the demand for freight forwarding 
services. 

In Thailand, the freight forwarding market is considered highly competitive with a large number of 
international and local freight companies operating in the market, particularly in the segment of the ocean 
freight market. Freight forwarding companies thus put their efforts to offer a range of services and the lowest 
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prices to attract business customers (Thai Freight Forwarders Association, 2022). However, traditional price 
and promotional strategies cannot contribute to long-term performance, as suggested by Lee and Charles, 
(2021).  Shin, Park and Park (2019) pointed out that long-term relationships and mutual benefits between 
suppliers and customers can lead to more sustainable outcomes.  In addition, the B2B freight market also 
often involves complicated requirements, personalized solutions, and active participation in knowledge 
sharing rather than accepting standard services (Coletta, Vainieri, Noto and Murante, 2021).  The provision of 
value-added services and specialization of freight forwarding services has forced freight forwarding 
companies to reposition themselves to become third-party logistics (TPLs) and engage in relationship-based 
selling to build long-term relationships and retain their customers (Mathauer and Hofmann 2019).   

As per Sulaiman et al (2021) recommendation, companies are compelled to focus on fostering 
customer loyalty in order to attain continued and elevated levels of profitability. This means that a firm's 
success is contingent on its ability to establish and preserve positive relationships with its customers.  
Previous research revealed that customer loyalty in the context of B2B market is driven by customer’s 
experiences toward the product or service in which those who are satisfied with the experience derived are 
more likely to be loyal to a given firm (Raouf, 2018 ; Quynh, Ngo, Nha, and Gi-Du, 2018).  In addition, CRM 
implementation was found to strongly and directly relate with relationship marketing in order to create 
customer loyalty (Mulyana, 2020).  This study thus integrates the model of Logistics Service Quality (LSQ) 
and Customer Relationship Management (CRM) to investigate their influence on customer loyalty and 
switching cost as its by-product. However, there has been limited research to examine the influence of both 
LSQ and CRM on customer loyalty in the freight forwarding market. The aim of this study thus is to address 
the aforementioned research gap and make a valuable contribution to refining or creating strategies that 
can boost customer loyalty in the freight forwarding market. 

  

Objective  
The research objective was to investigate the influence of Logistics Service Quality (LSQ) and 

Customer Relationship Management (CRM) on customer loyalty and its further implications on the perceived 
switching cost.    
 

Literature Review  
 

Logistics Service Quality (LSQ) 
Service quality refers to the evaluation of customers about the service’s overall excellence in which 

the five dimensions of service quality under Parasuraman et al. (1988)’s SERVQUAL model including 
reliability, responsiveness, assurance, empathy, and tangibility, as cited in Sohn, Woo, and Kim (2017).  
SERVQUAL has been widely accepted and applied to measure service quality across the service industries.   
In the context of the logistics industry, the SERVQUAL model into Logistics Service Quality (LSQ) scales with 
nine dimensions, comprising of information quality, order procedure, order release quantity, timeliness, 
order accuracy, order quality, order condition, order discrepancy handling, and personnel contact quality, 
which are categorized into three groups of quality including logistics outcome quality, logistics process 
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quality, and capability quality (Ali, Melkonyan, Noche and Gruchmann, 2021).  Sohn, Woo and Kim (2017) proposed 
LSQ model with twelve dimensions under the three major attributes of LSQ, comprising of logistics outcome 
quality, logistics process quality, and logistic capability quality.  Logistic outcome quality is measured by 
service quality dimensions such as reliable delivery, condition of delivered products, logistics cost reduction, 
and lead time.  Logistics process quality is measured by service quality dimensions such as accident 
management, visibility, and customer responsiveness.  Finally, logistics capability quality is measured by 
service quality dimensions such as order management capability, IT capability, organizational specialization, 
and organizational reputation (Sohn, Woo and Kim, 2017).   

This study applied LSQ scales used in the study of Sohn, Woo and Kim (2017) in regard to its 
comprehensiveness and applicable with the context of freight forwarding market.  

Previous researches demonstrated that customer loyalty in the context of B2B market is driven by 
customer’s experiences toward the product or service in which those who are satisfied with the experience 
derived are more likely to be loyal to a given firm (Raouf, 2018 ; Quynh, Ngo, Nha, and Gi-Du, 2018).                       
The study of Huma, Ahmed, Ikram and Khawaja (2019) confirmed that logistics service quality significantly 
leads to customer satisfaction and customer loyalty, but each attribute under LSQ model is not equally 
important.  Kilibarda, Andrejić and Popović (2020) added that LSQ is the most important predictor of TPLs 
selection involving the perceptions of shippers on logistics service experiences on LSQ’s attributes as multi-
dimensional factors.  The study of Wenninger Rau and Röglinger (2022) applied Kano’s theory of attractive 
quality and found that different attributes of LSQ involve with different roles in satisfying the customers.  
The study of Atombo and Wemegah (2021) indicated that logistics service speed is the most important 
predictor of the satisfied service experience of customers.  The study of Ali, Melkonyan, Noche and 
Gruchmann, (2021) also indicated that there is a positive association between LSQ and CL.  Simanjuntak, 
Putri, Yuliati and Sabri (2020) confirmed the impact of LSQ on customer retention.  This study, therefore, 
hypothesizes that there is a significant relationship between LSQ and CL. 

H1a: Logistics outcome quality significantly affects customer loyalty. 
 H1b: Logistics process quality significantly affects customer loyalty. 
 H1c: Logistics capability quality significantly affects customer loyalty.  
 

Customer Relationship Management (CRM) 
Customer Relationship Management (CRM) has been recognized and applied across industries in 

both B2C and B2B markets in order to attract and interact with customers, which is explained in the context 
of marketing as an important strategy with the adoption of IT technology facilitating the process of data 
mining for creating, maintaining, and enhancing the relations with firm’s key customers (Srivastava, Chandra 
and Srivastava, 2019).  Based on the resource-based view of competitive advantage, AlQershi, Mokhtar, and 
Abas (2020). described the firm’s CRM capability and service quality as a moderator between firm’s customer 
orientation and organizational performance.  The study of Choi, Chung and Young (2019) examined the 
association between customer relationship quality and a firm’s CRM capability and found that the firm’s 
customer relationship performance is strongly related to customer information quality, which leads to 
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organizational performance.  The study of Guenther and Guenther (2019) argued that customer relationship 
in the context of the B2B market in the service sector is different from that of the B2C market as it is based 
primarily on product-oriented rather than customer-oriented strategy, in which they proposed four 
dimensions of CRM capability including resources commitment, development of product knowledge, 
customer-oriented behaviours, and personalization of services.  The study of Bin-Nashwan and Hassan (2017) 
investigated the implications of CRM and revealed that a firm’s CRM significantly contributes to in-depth 
customer knowledge, which also improves customer satisfaction and customer loyalty.    

In measuring CRM capability, Soltani, Zareie, Milani and Navimipour (2018) identified the key factors 
affecting the success of a firm’s CRM strategy and found that customer orientation, organizational capability, 
IT use, and customer knowledge management are predictors of successful CRM.  Customer orientation refers 
to the extent how which the firm is able to understand and fulfill the wants and needs of customers for 
creating good relations; organizational capability refers to a combination of the firm’s complementary assets, 
routines, and competencies; IT use refers to the firm’s expertise in using IT for CRM implementation, 
utilization of strategy, and buy-in composites; and customer knowledge management refers to the firm’s 
knowledge, processes, and tools used for gathering, storing, organizing, accessing and retrieving, and analysing 
customer information to achieve the marketing or business goals such as sales growth, customer retention, 
and customer engagement.   

Tifliyah, Rohman and Noermijati (2021) explored the impact of CRM on customer retention and 
customer loyalty. The results indicated that effective CRM, driven by the commitment and vision of the 
management, is a key success factor in promoting customer loyalty and enhancing firm performance. 
Similarly, Moudud-Ul-Huq, Akter, Mahmud and Hasan, N. (2021) research found that CRM-engaged firms 
experienced the enhancement of customer retention and loyalty. Almohaimmeed (2019) also supported 
the positive impact of CRM on customer satisfaction and loyalty, highlighting its effectiveness as a tool for 
interacting with customers and promoting their engagement. They noted that while improving customer 
satisfaction is the fastest expected outcome of CRM for firms, building customer engagement and loyalty is 
expected in the longer term. 

In this study, four dimensions of CRM as proposed in the study of Soltani et al (2018) were applied 
to measure the CRM implementation of freight forwarding companies in regard to its applicable concept 
and conditions in the freight forwarding market.  This study, therefore, hypothesizes that there is a significant 
relationship between CRM and CL. 

H2a: Customer orientation significantly affects customer loyalty. 
 H2b: Organizational capability significantly affects customer loyalty. 
 H2c: IT use significantly affects customer loyalty.  

H2d: Customer knowledge management significantly affects customer loyalty.  
 

Customer Loyalty (CL) 
Customer loyalty is the marketing goal of all firms, in which gaining customer loyalty in the B2B 

market is to retain the customer base with the desire of them to keep doing business with a particular 
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supplier rather than other suppliers in the consideration (Gunawan, 2022).  Following the suggestion of Ilyas, 
Rahmi, Tamsah, Munir and Putra (2020) that customer loyalty plays a significant role as a trigger for 
repurchasing decisions, selling for a larger volume, and reducing price sensitivity.  Mariani and Borghi (2019) 
added that firms put their efforts to create customer loyalty in order to enhance their competitiveness in 
the marketplace by trying to create switching costs.   Similarly, the study of Kaswengi and Lambey-Checchin 
(2019) confirmed that loyal customers are likely to spend more, be less price sensitive or even willing to 
pay a premium price, and high level of perceived switching costs.  This study, therefore, hypothesizes that 
there is a significant relationship between CL and perceived switching costs. 
 

Switching Cost (SC) 
According to Nguyen, Pham, Tran and Pham (2020) switching cost refers to any factor that makes it 

harder or more expensive for customers to change service providers. Tucker (2019) defined switching costs 
as various costs that customers incur when they switch service providers. Preventing customers from 
switching to a competitor's product or service is generally referred to as creating switching. It is simply the 
perception of the customer toward the additional cost of ending the existing relationship and starting a new 
one. These perceived costs discourage customers from switching to a different seller or brand. Switching 
costs can also be understood as the direct costs that customers associate with the process of changing their 
existing relationship with a new one (Nguyen, Pham, Tran and Pham, 2020). These costs create a burden on 
customers to continue the existing relationship even if they are dissatisfied, as they perceive the current 
relationship as more beneficial than switching (Libai, Bart, Gensler, Hofacker, Kaplan, Kötterheinrich and Kroll, 
2020). Nguyen, Pham, Tran and Pham, (2020) broadly classify switching costs into three elements, consisting 
of procedural costs such as economic risk, evaluation, learning, and setup costs, financial costs such as 
quantifiable monetary costs, and relational switching costs such as the loss of brand relationship and 
breaking of social bonds.  Previous studies revealed that loyal customers are likely to purchase with greater 
volume, resist competitive offerings, and have less cost to retain.  In other words, it implied that switching 
costs is a by-product of customer loyalty.  This study, therefore, hypothesizes that 

H3a: Customer loyalty significantly affects the procedure cost of switching. 
 H3b: Customer loyalty significantly affects the financial cost of switching.  

H3c: Customer loyalty significantly affects the relational cost of switching.  
 

Conceptual Framework 
The research framework was developed as an extension of previous research for the enhancement 

of customer loyalty in the freight forwarding market through the systematic integrating of ideas stemming 
from relevant studies into generalized themes, as seen in the Figure 1. 
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Figure 1 Conceptual Framework 
 

Research Methodology 
 

Populations and Samples 
The study was conducted to target firms that were business customers of freight forwarding 

companies in Thailand. The sampling was narrowed to business customers of freight forwarding services in 
Bangkok metropolitan areas.  Stratification sampling was used to reach the target firms with uniform 
representativeness of business customers of freight forwarding companies including high-positioned 
employees in freight forwarding services in Bangkok by using screening questions in the questionnaire for the 
first phase, and convenience sampling was applied to conduct the research within the available time. The 
sample size involved with 228 samples in regard to cost and time, as well as precision; whereas the size of 
100 samples is recommended for most research situations, but the larger size is better in concerning 
data outliers (Hair et al., 2018).  

There was a total of 250 sets of data received from the online questionnaires.  All responses were 
invited to participate in this study by email, but only 228 were valid because 32 of them included missing 
values.  

 

Research Instruments 
A questionnaire with a five-point Likert scale rating matrix with “5” indicating “strongly agree” and 

“1” indicating “strongly disagree”. A measurement was developed by Raouf (2018), Sohn and Kim (2017), 
and Soltani et al (2018), and reliability testing was conducted by using Cronbach’s alpha coefficient is used 
to measure the questionnaire’s reliability greater than 0.7 is interpreted that the questionnaire is reliable. 
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Data Collection 
The data collection method relied on the online self- administered questionnaire, which has been 

widely recognized and applied in market research where the information is gathered through questions 
(Astous, 2005). All the respondents were those who were responsible for selecting and booking orders with 
the freight forwarder in their organization.   They were considered as a decision maker in the organization 
that met the context of this study. 
 

Data Analysis 
The data analysis used Multiple linear regression analysis, and simple linear regression analysis 

were used for the statistical analysis of this study on IBM SPSS V.28. 
 

Results and Discussion 
 

The data was collected from 228 respondents who were responsible for selecting the freight 
forwarder for their organization.  The majority of respondents were in manufacturing companies (62%), 
followed by retailing and wholesaling companies (24%), transportation companies (7%), and warehousing 
companies (7%), respectively.  Average shipment volumes through freight forwarders of them ranged from 
less than 20 containers per month to over 100 containers per month.  Of which, 29.5% of them shipped 
about 51-100 containers per month; 27% of them shipped over 100 containers per month; 24.5% of them 
shipped about 20-50 containers per month; and the remaining 19% of them shipped less than 20 containers 
per month as Table 1. 
 

Table 1 Respondents’ Organizational Characteristics 
 

Items Category Frequency Percentage 
Key Business Activity Manufacturing 124 62.0 

Transportation service 14 7.0 

Warehousing  14 7.0 

Retailing / Wholesaling 48 24.0 

Average Monthly Shipment < 20 containers  38 19.0 
20 -50 containers  49 24.5 

51 – 100 containers  59 29.5 

> 100 containers  54 27.0 
 
Multiple linear regression analysis (MLR) was the statistical method for examining the influence of 

LSQ’s dimensions including outcome quality (OQ), process quality (PQ), and capability quality (CQ) on 
customer loyalty (CL) in the freight forwarding market; and the influence of CRM’s factors including customer 
orientation (CO), organizational capability (OC), IT use (IT), and customer knowledge management (CM) on 
customer loyalty.  The results of MLR analysis are demonstrated in the Table 2 and 3 below. 
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Table 2 MLR Analysis of LSQ’s Dimensions on CL 
 

Model B SE Beta t Sig 
(Constant) .12 .26 - .44 .66 
OQCL .30 .11 .25 2.75 .00 
PQCL .29 .11 .27 2.67 .00 
CQCL .29 .09 .23 2.91 .00 
Adjusted R square = .48; F = 62.96 

 

From the Table 2, the results revealed that LSQ’s dimensions including those of outcome quality 
(OQ), process quality (PQ), and capability quality (CQ) can collectively explain customer loyalty in the 
business freight market by 48.3%, in which other factors contributed for another 51.7%.  The results indicated 
that logistics outcome quality significantly affects customer loyalty (p < .05, β = .26) with the positive influence; 
logistics process quality significantly affects customer loyalty (p < .05, β = .27) with the positive influence; 
and logistics capability quality significantly affects customer loyalty (p < .05, β = .24) with the positive 
influence.  Hence, hypotheses H1a, H1b, and H1c were accepted.  Among these three dimensions of LSQ, 
process quality has the strongest impact on customer loyalty, followed by outcome quality, and capability 
quality, respectively. 

 

Table 3 MLR Analysis of CRM’s Factors on CL 
 

Model B SE Beta t Sig 
(Constant) .14 .25 - .54 .59 
COCL .10 .20 .10 .48 .63 
OCCL .046 .21 .04 .22 .83 
ITCL .26 .063 .27 4.13 .00 
CMCL .46 .078 .40 5.93 .00 
Adjusted R square = .48; F = 47.49 

 

From the Table 3, the results indicated that CRM’s factors including those of customer orientation 
(CO), organizational capability (OC), IT use (IT), and customer knowledge management (CM) can collectively 
explain customer loyalty in the business freight market by 44.3%, in which other factors contributed                      
for another 55.7%.  The results indicated that IT use significantly affects customer loyalty (p < .05, β = .27) 
with a positive influence; and customer knowledge management significantly affects customer loyalty (p < .05,  
β = .48) with a positive influence.  Customer orientation (CO) and organizational capability (OC) have no 
significant influence on customer loyalty (p > .05). Regarding this, only hypotheses H2c and H2d were 
accepted.  Among these two factors of CRM, customer knowledge management has a stronger impact on 
customer loyalty and of IT use. 

 



10 
 

Simple linear regression analysis (SLR) was further applied to investigate the influence of customer 
loyalty (CL) in the freight forwarding market on the three dimensions of switching costs, including procedure 
cost (PC), financial cost (FC), and relational cost (RC).  The results of SLR analysis are demonstrated in the 
Table 4 below. 

 

Table 4 SLR Analysis of CL on Switching Cost’ Dimensions 
 

Model B SE Beta t Sig 
(Constant) 1.18 .21  5.54 .00 
CLPC .75 .06 .68 12.96 .00 
(Constant) 1.34 .21  6.25 .00 
CLFC .55 .05 .56 9.48 .00 
(Constant) 2.83 .24  11.69 .00 
CLRC .33 .06 .34 5.04 .00 

 

From Table 4, the results indicated that customer loyalty significantly affects the procedure cost of 
switching (p < .05, β = .68) with the positive influence; customer loyalty significantly affects the financial 
cost of switching (p < .05, β = .56) with the positive influence; and customer loyalty significantly affects the 
relational cost of switching (p < .05, β = .33) with the positive influence.  Hence, hypotheses H3a, H3b, and 
H3c were accepted.  Among these three dimensions of switching costs, customer loyalty has the strongest 
impact on the procedure cost, followed by the financial cost, and relational cost of switching. 

 

 
 
 
 
 
 
 
 
 

 

     Figure 2 SEM Analysis of the Model 
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Table 5 Summary of Hypothesis Testing 
 

Hypothesis Result 
H1a: Logistics outcome quality significantly affects customer loyalty. Accept 
H1b: Logistics process quality significantly affects customer loyalty. Accept 
H1c: Logistics capability quality significantly affects customer loyalty. Accept 
H2a: Customer orientation significantly affects customer loyalty. Reject 
H2b: Organizational capability significantly affects customer loyalty.  Reject 
H2c: IT use significantly affects customer loyalty.  Accept 
H2d: Customer knowledge management significantly affects customer loyalty.  Accept 
H3a: Customer loyalty significantly affects the procedure cost of switching.  Accept 
H3b: Customer loyalty significantly affects the financial cost of switching.  Accept 
H3c: Customer loyalty significantly affects the relational cost of switching. Accept 

The results proved the suggestion of Mathauer and Hofmann (2019) who stated that logistics service 
quality significantly leads to customer loyalty, but each attribute under LSQ model is not equally important.  
In the context of the freight forwarding market in Thailand, this study proposes that process quality has               
the strongest impact on customer loyalty, followed by the outcome quality, and capability quality, 
respectively.  The results are also consistent with the study of Simanjuntak et al (2020) and that of Cotarelo, 
Calderón and Fayos (2021) which suggested that different attributes of LSQ involve different roles in satisfying 
the customers.  Regarding the significance of CRM, the results of this study are also aligned with the study 
of Özkan, Süer, Keser and Kocakoç (2020) which examined the association between customer relationship 
quality and the firm’s CRM capability and found that the firm’s customer relationship performance is strongly 
related with customer information quality, which leads to organizational performance.  The study Bin-Nashwan 
and Hassan (2017) examined the implications of CRM and revealed that a firm’s CRM significantly contributes 
to in-depth customer knowledge, which improves customer satisfaction and customer loyalty was also 
proved by the findings.  Further, the suggestion of Mariani and Borghi (2019) which stated that firms put their 
efforts to create customer loyalty in order to create switching costs was proved in the context of the freight 
forwarding market in Thailand.  Similarly, the study of Rawis et al. (2022) was also confirmed that loyal 
customers are likely to have a high level of perceived switching costs. In addition, the results of this study 
propose that CL has the strongest impact on the perceived procedure cost of switching, followed by the 
financial cost and relational cost of switching.  
 

Conclusions 
 

The research aims to examine the influence of LSQ and CRM that affect customer loyalty and 
further impact on the switching cost. The research was conducted using a quantitative questionnaire with 
228 international shipper companies in Thailand and using Linear Regression analysis and structural equation 
modeling (SEM).  The results indicated that customer loyalty in the freight forwarder market significantly 
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influenced the switching cost in terms of procedure cost, financial cost, and relational cost. This study 
suggested that customer loyalty has the strongest impact on the perceived procedure costs, followed by 
financial cost, and relational cost, respectively.  In addition, the study of LSQ and CRM suggests that 
customer knowledge management (CM) as an element of CRM has the strongest impact on customer loyalty 
(CL), followed by LSQ in terms of logistics output quality (OC), logistics process quality (PQ), and capability 
quality (CQ), as well as other elements of CRM including IT usability (IT), customer orientation (CO), and 
organizational capabilities (OC) that significantly affects customer loyal by the descending order of 
importance. The contribution of this research thus can be used as a guideline in creating and maintaining 
customer loyalty in the Thai freight market through emphasizing the strategies of CRM and LSQ on a 
continuous basis, which in turn leads to switching costs.  Hence, freight forwarding companies are able to 
create a strong customer base for sustainable business growth. 
 

Contribution 
This study has proposed a theoretical contribution in the form of an integrated model of service 

LSQ-CRM-CL-SC, which explores antecedent factors that affect customers' switching costs. The model 
suggests that LSQ and CRM have an impact on CL, which then affects SC. In the context of freight forwarding, 
this study found that three components of LSQ, namely Logistics outcome quality, Logistic process quality, 
and Logistic capability quality, have a significant impact on CL. Additionally, the study revealed that IT use 
and customer knowledge management, which is part of CRM, significantly affect customer loyalty in                      
the freight forwarding service industry. The results indicate that customer loyalty plays a significant role in 
influencing switching costs, specifically in terms of procedure cost, financial cost, and relational cost.  

For practical contributions, the results suggested that freight forwarders can enhance customer 
loyalty by focusing on continuous improvement of logistics service quality.  The high level of LSQ will 
differentiate freight forwarders away from competitors by creating switching costs in the mind of customers.  
Freight forwarders can further enhance customer loyalty through effective CRM strategies, focusing on 
customer knowledge management and IT use.   
 

Suggestions 
From the research results, can be made suggestions as follows: 

1. Freight forwarders are required to have reliable delivery, good condition of delivered products, 
solutions for cost reduction, and appropriate lead time in order to improve logistic outcome quality.                   
They should have effective processes of accident management, visibility, and customer responsiveness in 
order to improve logistics process quality.  In addition, freight forwarders need to focus on order management 
capability, IT capability, organizational specialization, and organizational reputation in order to improve 
logistics capability quality 

2. The results implies that freight forwarder should make a greater effort to identify the needs 
of their customers and provide more personalized services tailored to each individual customer. This can 
be achieved through the adoption of digital technology to obtain and manage "real-time" customer 
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information and feedback. It is recommended that freight forwarders have a dedicated CRM technology in 
place to facilitate 24/7 one-to-one communication with customers. 
Limitations 

The scope of this study was limited to the Thai freight forwarding market, which means that the 
findings may not be generalizable to other markets with different cultural backgrounds. Therefore, future 
research is recommended to explore other markets and compare the results across different regions. 
Additionally, it would be beneficial to examine the customers based on their industries. 

This study focused on the impact of LSQ and CRM on customer loyalty, as well as their further 
impact on switching costs. However, definitions and concepts of these variables may change over time, so 
future research should review and update the definitions and concepts accordingly. 

This study was limited to quantitative research and thus has certain limitations. Therefore, it is 
recommended that future research use a mixed methodological approach to overcome the limitations of 
quantitative research. 

 

References 
 

Ali, A.  H. , Melkonyan, A. , Noche, B.  and Gruchmann, T.  ( 2021) .  Developing a sustainable logistics service 
quality scale for logistics service providers in Egypt.  Logistics. 5(2) ,21-38.  https://doi.org/10.3390/ 
logistics5020021 

Almohaimmeed, B.  (2019) .  Pillars of customer retention:  An empirical study on the influence of customer 
satisfaction, customer loyalty, customer profitability on customer retention.  Serbian Journal of 
Management, 14(2),421-435. doi:10.5937/sjm14-15517 

AlQershi, N., Mokhtar, S. S. M. and Abas, Z. B. (2020). Innovative CRM and performance of SMEs: The moderating 
role of relational capital.  Journal of Open Innovation:  Technology, Market, and Complexity. 
6(4),155-172. https://doi.org/10.3390/joitmc6040155 

Astous, A. (2005). The Project of Marketing Research. Montreal : Chenelière Education. 
Atombo, C. and Wemegah, T. D. (2021). Indicators for commuter’s satisfaction and usage of high occupancy 

public bus transport service in Ghana.  Transportation Research Interdisciplinary Perspectives. 
11,468-483. https://doi.org/10.1016/j.trip.2021.100458 

Bin-Nashwan, S. A. and Hassan, H. (2017). Impact of customer relationship management (CRM) on customer 
satisfaction and loyalty:  A systematic review.  Journal of Advanced Research in Business and 
Management Studies. 6(1),86-107. 

Choi, D. , Chung, C.  Y.  and Young, J.  (2019) .  Sustainable online shopping logistics for customer satisfaction 
and repeat purchasing behavior: Evidence from China. Sustainability. 11(20) ,5626. https://doi.org/ 
10.3390/su11205626 

Coletta, L., Vainieri, M., Noto, G. and Murante, A.M. (2021). Assessing inter-organizational performance through 
customer value:  a literature review.  Journal of Business & Industrial Marketing.  36( 13) ,1- 13. 
https://doi/10.1108/JBIM-07-2020-0353/full/html 

https://doi.org/10.3390/%20logistics5020021
https://doi.org/10.3390/%20logistics5020021
https://doi.org/10.1016/j.trip.2021.100458
https://doi.org/
https://doi/10.1108/JBIM-07-2020-0353/full/html


14 
 

Cotarelo, M. , Calderón, H.  and Fayos, T.  (2021) .  A further approach in omnichannel LSQ, satisfaction and 
customer loyalty.  International Journal of Retail & Distribution Management.  4 9 ( 8) ,1133- 1153. 
doi:10.1108/IJRDM-01-2020-0013 

Global Logistics Market Insight Report (2022). Global Logistics Market Insight Report 2022. Retrieved January 
2023, from https://www.prnewswire.com/news-releases/global-logistics-market-insight-report-2022-
300231961. 

Guenther, M.  and Guenther, P.  ( 2019) .  The value of branding for B2B service firms The shareholders' 
perspective. Industrial Marketing Management. 78,88-101. https://doi.org/10.1016/j.indmarman. 2017.11.013 

Gunawan, I. (2022). Customer Loyalty: The Effect Customer Satisfaction, Experiential Marketing and Product 
Quality. KINERJA: Jurnal Manajemen Organisasi dan Industri. 1(1),35-50. 

Hair, J. F., Black, W. C., Babin, B. J. and Anderson, R. E. (2018). Multivariate Data Analysis. (8th ed.). United 
Kingdom: Cengage Learning. 

Huma, S., Ahmed, W., Ikram, M. and Khawaja, M. I. (2019). The effect of logistics service quality on customer 
loyalty:  case of logistics service industry.  South Asian Journal of Business Studies.  9( 1) ,43- 61.       
https://doi.org/10.1108/SAJBS-10-2018-0114 

Kaswengi, J.  and Lambey-Checchin, C.  (2019) .  How logistics service quality and product quality matter in             
the retailer–customer relationship of food drive-throughs: The role of perceived convenience. International 
Journal of Physical Distribution & Logistics Management. 50(5),535-555. https://doi. org/10.1108/IJPDLM-
01-2019-0036 

Kilibarda, M., Andrejić, M. and Popović, V., 2020. Research in logistics service quality: A systematic literature 
review. Transport. 35(2),224-235. https://doi.org/10.3846/transport.2019.11388 

Lam, S. Y. , Venkatesh, S. , Erramilli, K. M.  and Bvsan, M.  ( 2004) .  Customer Value, Satisfaction, Loyalty, and 
Switching Costs: An Illustration from A Business-to-Business Service Context. Journal of the Academy 
of Marketing Science, 32(3),293-311. 

Lee, L. and Charles, V. (2021). The impact of consumers’ perceptions regarding the ethics of online retailers 
and promotional strategy on their repurchase intention.  International Journal of Information 
Management, 57,102264. https://doi.org/10.1016/j.ijinfomgt.2020.102264 

Libai, B., Bart, Y., Gensler, S., Hofacker, C. F., Kaplan, A., Kötterheinrich, K. and Kroll, E. B. (2020). Brave new 
world? On AI and the management of customer relationships. Journal of Interactive Marketing. 51(1), 
44-56. https://doi.org/10.1016/j.intmar.2020.04.002 

Ilyas, G.  B. , Rahmi, S. , Tamsah, H. , Munir, A.  R.  and Putra, A.  H.  P.  K.  (2020) .  Reflective model of brand 
awareness on repurchase intention and customer satisfaction.  The Journal of Asian Finance, 
Economics and Business. 7(9),427-438. doi:10.13106/jafeb.2020.vol7.no9.427 

Mariani, M. and Borghi, M. (2019). Industry 4.0: A bibliometric review of its managerial intellectual structure 
and potential evolution in the service industries.  Technological Forecasting and Social Change. 
149,285-301. http://dx.doi.org/10.1016/j.techfore.2019.119752 

https://www.prnewswire.com/news-releases/global-logistics-market-insight-report-2022-300231961.
https://www.prnewswire.com/news-releases/global-logistics-market-insight-report-2022-300231961.
https://doi.org/10.1016/j.indmarman.%202017.11.013
https://doi.org/10.1108/SAJBS-10-2018-0114
https://doi.org/10.1016/j.ijinfomgt.2020.102264
https://doi.org/10.1016/j.intmar.2020.04.002
http://dx.doi.org/10.1016/j.techfore.2019.119752


 15 

 

Mathauer, M.  and Hofmann, E.  ( 2019) .  Technology adoption by logistics service providers.  International 
Journal of Physical Distribution & Logistics Management. https://doi.org/10.1108/ IJPDLM-02-2019-
0064 

Moudud- Ul- Huq, S. , Akter, R. , Mahmud, M.  S.  and Hasan, N.  ( 2021) .  Impact of Customer Relationship 
Management on Tourist Satisfaction, Loyalty, and Retention:  Saint Martin's Island.  International 
Journal of Customer Relationship Marketing and Management (IJCRMM). 12(3),20-37. doi: https:// 
orcid.org/0000-0002-9226-5131 

Mulyana, A. (2020). The effect of Customer Relationship Management (CRM) on customer loyalty. Journal 
of Tourism, Heritage & Services Marketing. 5(2),164-167. http://doi.org/10.5281/zenodo.3601669 

Nguyen, D.  T. , Pham, V.  T. , Tran, D.  M.  and Pham, D.  B. T.  ( 2020) .  Impact of service quality, customer 
satisfaction and switching costs on customer loyalty. The Journal of Asian Finance, Economics and 
Business. 7(8),395-405. doi:10.13106/jafeb.2020.vol7.no8.395 

Özkan, P., Süer, S., Keser, İ. K. and Kocakoç, İ. D. (2020). The effect of service quality and customer satisfaction 
on customer loyalty: The mediation of perceived value of services, corporate image, and corporate 
reputation. International Journal of Bank Marketing. 38(2),384-405. https://doi.org/10.1108/IJBM-03-
2019-0096 

Quynh, H. , Ngo, N. T. H. , Nha, P. N. and Gi-Du, K. (2018). The influence perceived value, brand image and 
corporate reputation on customer engagement and customer loyalty.  Scholars Journal of 
Economics, Business and Management (SJEBM). 5(3),136-46. doi:10.21276/sjebm.2018.5.3.1 

Raouf A. R. (2018). Consequences of Consumer Engagement in Service Marketing: An Empirical Exploration. 
Journal of Global Marketing. 116-135. doi:10.1080/08911762.2018.1454995. 

Simanjuntak, M., Putri, N. E., Yuliati, L. N. and Sabri, M. F. (2020). Enhancing customer retention using customer 
relationship management approach in car loan business.  Cogent Business & Management.  7:1738200. 
doi.org/10.1080/23311975.2020.1738200. 

Shin, N., Park, S. H. and Park, S. (2019). Partnership-based supply chain collaboration: Impact on commitment, 
innovation, and firm performance. Sustainability. 11(2),449-467. doi:10.3390/su1102044 

Sohn, J. , Woo, S.  and Kim, T.  ( 2017) .  Assessment of logistics service quality using the Kano model in a 
logistics- triadic relationship, The International Journal of Logistics Management.  28( 2) ,680- 698. 
doi:10.1108/IJLM-09-2015-0172. 

Soltani, Z., Zareie, B., Milani, F. and Navimipour, N. (2018). The impact of the customer relationship management 
on the organization performance.  Journal of High Technology Management Research.  299(2) ,237-
246. doi:10.1016/j.hitech.2018.10.001. 

Srivastava, S.  K. , Chandra, B.  and Srivastava, P.  ( 2019) .  The impact of knowledge management and data 
mining on CRM in the service industry. Nanoelectronics, circuits and communication systems. 51,37-
52. https://doi.org/10.1007/978-981-13-0776-8_4 

 
 

https://doi.org/10.1108/IJPDLM-02-2019-0064
https://doi.org/10.1108/IJPDLM-02-2019-0064
http://doi.org/10.5281/zenodo.3601669
https://www.researchgate.net/deref/http%3A%2F%2Fdx.doi.org%2F10.1080%2F08911762.2018.1454995
https://doi.org/10.1080/23311975.2020.1738200
https://www.researchgate.net/deref/http%3A%2F%2Fdx.doi.org%2F10.1108%2FIJLM-09-2015-0172
https://doi.org/10.1007/978-981-13-0776-8_4


16 
 

Sulaiman, S. M., Muhammad, M. A., Muhammad, A. D. and Sabiu, T. T. (2021). Mediating role of customer 
satisfaction between service quality and customer loyalty with Non-Interest bank in Nigeria. International 
Journal of Islamic Economics and Finance (IJIEF). 4(1),1-30. https://doi.org/10.18196/ijief.v4i1.10424 

Tifliyah, S. Z., Rohman, F. and Noermijati, N. (2021). Effect of Customer Retentionship Management to Customer 
Retention Mediate by Customer Satisfaction and Customer Loyalty.  Journal of Applied Management. 
19(4),896-904. http://dx.doi.org/10.21776/ub.jam.2021.019.04.17 

Thai Freight Forwarders Association (2022) .  TIFFA Background and Origin.  Retrieved from November 2022, 
from http://www.tiffathai.org/about/index.php 

The Business Research Company (2022). The future of the logistics industry. Retrieved November 2022, from 
https://www.thebusinessresearchcompany.com/report/freight-forwarding-global-market-report 

Tucker, C. (2019). Digital data, platforms and the usual [antitrust] suspects: Network effects, switching costs, 
essential facility. Review of industrial Organization. 54(4),683-694. https://doi.org/10.1007/s11151-
019-09693-7 

Wenninger, A., Rau, D. and Röglinger, M. (2022). Improving customer satisfaction in proactive service design. 
Electronic Markets. 32(3),1399-1418. https://doi.org/10.1007/s12525-022-00565-9 

 

https://doi.org/10.18196/ijief.v4i1.10424
https://www.thebusinessresearchcompany.com/report/freight-forwarding-global-market-report
https://doi.org/10.1007/s12525-022-00565-9

