
International Journal of Research and Innovation in Social Science (IJRISS) |Volume V, Issue XII, December 2021|ISSN 2454-6186 

www.rsisinternational.org Page 881 
 

Evaluating Dimensions of Customer Loyalty in B2C 

Market of Freight Forwarding Firms in Sri Lanka 
Jayasinghe, J, H. E.

1
, Dilara, W. M. T.

1
, Rodrigo, M. Y. N.

1
, Jayasekara, J. W. C. D.

1
, Ilangasekara, A. S. P.

2 
& 

Ilangasekara, S. D.
3
 

1,2
Department of Management and Finance, General Sir John Kotelawala Defence University, Ratmalana, Sri Lanka 

3
Department of Social Statistics, University of Sri Jayewardenepura, Nugegoda, Sri Lanka 

Abstract:-This study examines the contemporary requirement of 

evaluating dimensions of customer loyalty in Business-to-

Consumer (B2C) Market in freight forwarding Sri Lanka. 

Accordingly, the researchers have recognized four dimensions of 

the customer loyalty as service quality, customer satisfaction, 

relationship quality and perceived value. The first objective of 

this study was to identify the behaviour of demographic factors 

of the customers in the B2C market of the freight forwarding 

industry. The second objective was to identify the association of 

each dimension towards customer loyalty in the B2C market of 

the freight forwarding industry in Sri Lanka. In order to achieve 

the objectives of this study, the researchers have demonstrated 

and interpreted the relationships of sample characteristics and 

have conducted the Pearson’s correlation analysis from the data 

collected from the members registered in Export Association of 

Sri Lanka (EASL). As per the research findings, the researchers 

discovered a strong positive correlation in each dimension 

towards customer loyalty. Among these, customer satisfaction 

recorded the highest strong positive correlation, followed by 

service quality, relationship quality and perceived value. It is 

recommended that industry professionals should be more 

concerned about the influence of these dimensions as they assist 

to maintain a stable customer base and long-term customer 

relationships 

Keywords: Customer Loyalty, Freight Forwarding Industry, B2C 

Market, Customer Satisfaction, Service Quality, Relationship 
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I. BACKGROUND 

nternational trade is a significant macroeconomic 

component that drives regional and global economic growth 

while becoming self-sufficient. Accordingly, the countries 

enrich by developing businesses by connecting countries, 

commodities, and people from international transportation. 

With that, supply chain management can achieve time and 

place utility for advanced transportation. The freight 

forwarding industry plays a significant role in international 

freight transportation by facilitating efficient transportation 

solutions (Huang et al., 2019). Freight forwarding refers to 

transit, consolidation, operating, storing, packing, or 

distributing goods related to financial and official purposes 

while securing product protection, collecting instalments, and 

releasing merchandise. In the global freight forwarding 

industry, there are two significant market contexts as 

Business-to-Business (B2B) and Business-to-Consumer 

(B2C). The B2B market involves two or more business parties 

such as shipping and aerial agents, forwarding agents, freight 

brokers, and courier services. In the B2C market, freight 

forwarders and global import and export traders are involved. 

The general focus of this study has been based on the B2C 

market context. 

As a highly competitive industry, freight forwarding 

companies have mainly focused on affiliation marketing 

strategies to retain strong relationships with customers to 

optimize their loyalty. To pursue a competitive advantage, the 

companies should gain customer loyalty and reach out to new 

customers (Dias et al., 2018). Losing customer loyalty can 

lead companies to drop from market competition and struggle 

to expand their market share. Customer loyalty is a vital factor 

in contexts such as the B2C market to decide the future of a 

particular company and its growth and development. Kotler 

and Keller (2006) stated that there is a growth in market share 

and profits when a loyal customer brand's percentage 

ascends.   

The COVID-19 pandemic has spread worldwide, 

leading to blockades and border closures, restricting the 

movement of freights since 2019. Especially in sea 

transportation, ships have been quarantined in the nearest 

harbours and ports because of the number of COVID-19 cases 

reported from the shipment staff. Therefore, many shipment 

delays lead to industries’ or organizations’ shortages in 

production due to a lack of materials and other supporting 

items (Infrastructure Channel, 2020). 

Table 1 exhibits the exports percentage of Gross 

Domestic Product (GDP) in Sri Lanka from 2015 to 2020. In 

2015, the export percentage of GDP was reported as 13.1 

percent, and it reduced to 12.5 percent in 2016. After that, 

there is an increase in the export percentage of GDP gradually 

from 2016 to 2019. In 2019, it was reported as 14.2 percent. 

Especially in 2020, the export rate on GDP has declined to 

12.4 percent because of the COVID-19 pandemic (Central 

Bank of Sri Lanka, 2020). As the way forward, Sri Lanka 

must focus on prioritizing projects related to economic growth 

rather than infrastructure developments to achieve the 

government's vision of becoming a prosperous island by 2025.
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Table 1: Exports as a Percentage of GDP 

 2015 2016 2017 2018 2019 2020 

GDP at current market 

price (USD Million) 
80,600 82,400 87,400 87,900 84,000 80,700 

Exports Earnings (USD 
Million) 

10,546 10,310 11,360 11,890 11,940 10,047 

Exports % of GDP 13.1 12.5 12.9 13.5 14.2 12.4 

Source: Central Bank of Sri Lanka (2020) 

When examining the above evidence, exports' 

decline has become a critical issue in Sri Lanka, as an 

economy expected to thrive through exports. Since the freight 

forwarding industry is the vigorous supportive arm for the 

export industry, the development of the freight forwarding 

industry is significant. Hence freight forwarding is a service-

oriented industry; customer loyalty is a paramount factor. 

Accordingly, the establishment of loyalty towards customers 

is a vital factor as it ensures durability in the market of any 

business. Losing customer loyalty can lead companies to 

losses, thus facing unsuccessful competition in the market. 

This study investigates and analyses the dimensions of 

customer loyalty in the Sri Lankan B2C freight forwarding 

market. 

Figure 1 demonstrates the variations in exports 

earnings from 2009 to 2020. Although Sri Lanka's 

government has undertaken many infrastructure development 

projects since the war's end in 2009, it has been unable to 

maintain a growth rate of exports. Even though, export growth 

increased gradually from 2009 to 2011, subsequent 

fluctuations in exports continued until 2016. However, in 

2017 export earnings reached a historically highest value due 

to several factors such as the return of the EU-GSP+ facility, 

the development of export-related industries, and repossession 

demand for exports in Sri Lanka. In 2018, the growth rate 

declined to 4.7 percent. Furthermore, the growth rate of 

exports slowed down significantly to 0.4 percent in 2019, with 

no sustain in the growth rate.  

Figure 1: Variations in Annual Exports 2009-2020 

 

Source: Central Bank of Sri Lanka (2009); Central Bank of Sri Lanka (2020) 

According to the Central Bank Sri Lanka (2020), the 

inadequate development of supportive industries has also been 

an essential factor in the slow-moving growth of exports in Sri 

Lanka. Therefore, to uplift the export industry, the supportive 

industries associated with exports must be developed. The 

freight forwarding industry is the foremost performer in 

international trade, and also, it is a developing industry. As a 

result, strengthening the freight forwarding sector is necessary 

to boost exports in Sri Lanka. 

Although, the freight forwarding industry is service-

oriented, customer loyalty and satisfaction are crucial factors 

for customer retention, and long-term customer relationships. 

Since the freight forwarding industry is highly competitive, 

market survival is focused on maintaining a higher level of 

loyalty towards the customer than competitive firms. 

According to industry practitioners, issues regarding on-time 

delivery, inability to maintain strong relationships and trust, 

and not meeting customer expectations are few subjects that 

negatively impact customer loyalty. On-time delivery is a 

significant issue that decides shipment duration and the 

smooth run of operations. Some situations fall within the 

control or beyond the control of the freight forwarders. 

Unexpected conditions such as accidents, pirate attacks, and 

natural disasters are challenges that will impact the smooth 

run of operation.  

Previous studies in Asian countries like India, China, 

Taiwan, and Thailand have attempted to present solutions to 

losing customer loyalty in the freight forwarding industry 

using multiple methodologies. However, in the local context, 

only one study attempts to explore the problem, conducted by 

(Dias et al., 2018) but it has focused only on the dimensions 

of customer satisfaction and has not explored through the 

perspective of customer loyalty. Although most of the 

scholars have used the B2B market for their studies, only a 

handful of studies have focused on the B2C market in this 

specific area (Watson et al., 2015). In most of those studies, 

the data collection has been done based on the freight 

forwarding industry. Even though in this research, the data is 

mainly collected by the export companies representing the 

customer base of the freight forwarding industry to determine 

the authentic loyalty dimensions from their prior experiences. 

Therefore, this specific area has a research gap. 

Accordingly, losing customer loyalty in the freight 

forwarding industry is the leading contemporary concern 

regarding continuity of business operations and customer 

retention. As the problem statement of the current study the 
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researchers identified, there is a significant requirement of 

finding the association between dimensions that affect 

customer loyalty in the B2C market of the freight forwarding 

industry in Sri Lanka.   

The objectives of this research aims at: 

i) To identify the behaviour of demographic factors of 

the customers in the B2C market of the freight 

forwarding industry in Sri Lanka. 

ii) To identify the association of each dimension 

(service quality, customer satisfaction, relationship 

quality, perceived value) towards customer loyalty in 

the B2C market of the freight forwarding industry in 

Sri Lanka. 

II. LITERATURE REVIEW 

Role of the Freight Forwarder  

A freight forwarder connects actual shippers and 

carriers, generating economic value and playing a critical role 

in providing efficient logistics solutions, and their 

achievement is linked to suppliers' performance (Cain, 2014; 

Lu, 2003). Generally, freight forwarder plays a dual role in 

international freight transportation. Firstly, as an agent, freight 

forwarders arrange the shipments on behalf of the cargo 

owner and perform various customized services. Secondly, 

freight forwarders also function as the principal by making all 

the transportation arrangements in their profile. The freight 

forwarder's dual role as an agent or principal will be 

determined by specific terms of the case and particular law 

which is applicable. 

Freight Forwarding & Export Industry in Sri Lanka  

The freight forwarding industry in Sri Lanka 

currently tends to utilize the relationship marketing strategy to 

generate and strengthen customer relationships to gain 

customer loyalty through satisfaction. The freight forwarders 

always attempt to provide the best solutions for cargo 

movements to their customers since the success of the 

organization depends on customer satisfaction. Consequently, 

freight forwarding firms should follow rules and regulations 

to provide standard services  (Dias et al., 2018).  

The economy's export structure shifted dramatically 

from land-intensive plantation exports to labor-intensive 

manufacturing, ending the economy's historical reliance on 

three core export commodities such as tea, rubber, and 

coconut products (Athukorala, 2017). The main exports of Sri 

Lanka are textiles and apparel (52 percent of total exports) 

and tea (17 percent). Among the others are spices, jewels, 

coconut goods, rubber, and fish. The United States, the United 

Kingdom, Germany, Belgium, and Italy are the main export 

partners (Central bank of Sri Lanka, 2020). The business is 

also characterized by a high reliance on a few markets: the EU 

and NAFTA account for 54 percent of the market (Kelegama, 

2013).  

Sri Lanka needs to be more inclined towards 

international clients by increasing market share to go long 

way in the freight forwarding industry. Moreover, creating a 

network with medium-scale international organizations and 

providing optimal and efficient solutions for global clients 

who seek the best cargo controls and supply chain solutions 

also uplift the development of freight forwarding in Sri Lanka 

(Central bank of Sri Lanka, 2020). 

B2C Market 

B2C is a retail model in which goods or services are 

sold directly to the end customer who has acquired them for 

personal usage (Lees et al., 2020; Chai, 2021).The primary 

difference between B2B and B2C companies is the intended 

market. Companies that resale the items to other companies 

are known as B2B customers, whereas individuals who buy 

straight from the company are known as B2C customers. 

Specific targeting needs, purchasing decisions based on 

various psychological considerations, and severe price 

sensitivity are all B2C characteristics. In service oriented 

businesses like freight forwarding, often rely on relationships. 

With the expansion of the global import and export market, 

their scope of customers has become much broader, and it 

becomes more difficult for B2C (Chan, 2019). Since the 

amount of money those loyal customers spend often rises with 

the duration they spend with the company, it is creating a base 

for the enhancement of profits of a particular company (Peek, 

2021). Thus, it is crucial to understand how their supply 

chains differ depending on customer satisfaction and loyalty.  

Customer Loyalty 

A buyer's complete attachment or serious deference 

to a product, service, brand, or organization is known as 

customer loyalty (Oliver, 1999). Even when they can use 

other products or services, these clients' minds remain 

unchanged and stick with the particular supplier. According to 

the scholars, the longer a company has a loyal customer base, 

the more profit creates across the industry. By expanding 

retention by only 5 percent, an organization can increase 

earnings by 25-85 percent (Griffin, 2002). Creating and 

upholding a base of loyal customers requires maintaining 

customer numbers over time and developing relationships 

with customers in the business to encourage and stimulate 

future purchases and advocacy. 

According to many academics and practitioners, 

customer loyalty has a significant impact on corporate 

performance. Given the nature of significant purchases and 

transactions in a B2C market, those suppliers who succeed in 

establishing and sustaining loyal consumers will reap 

enormous dividends.   
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Figure 2: Research Model of Relationships between Dimensions of Customer 

Loyalty 

Source: Narunart and Panjakajornsak (2019) 

The above Figure 2 research model of relationships 

between dimensions of customer loyalty gives evidence to the 

conceptual framework of the Narunart & Panjakajornsak 

(2019). Therefore, it assists the current study in examining the 

in-depth analysis on the dimensions and how each dimension 

is interconnected towards customer loyalty in the Sri Lankan 

freight forwarding industry.  

Customer Satisfaction 

Customer satisfaction is a degree of emotional 

condition or attitude of the customer, resulting from a 

comparison of evaluation of perceived performance and the 

prior expectation of a product or service which direct for 

customer satisfaction and dissatisfaction (Maditinos & 

Theodoridis, 2010; Risnawati et al., 2019). If the customer 

achieves higher perceived performance than they expected, it 

results in customer satisfaction. On the other hand, if a service 

provider fails to deliver the performance as they expected, it 

creates dissatisfaction in the customer's mind  (Lam et al., 

2004).   

In the field of the service sector, many companies 

have taken actions to escalate customer satisfaction and 

perceived value by implementing loyalty programs. It creates 

satisfied customers toward the service and builds long-term 

relationships with their service provider (Naumann et al., 

2009). In the literature on services marketing, it is 

acknowledged that customer satisfaction is an excellent 

predictor, but not the most significant predictor, for company 

profitability in the future (Gil-Saura et al., 2018).   

Few scholars argue that some satisfied customers do 

not remain loyal and also shift to other suppliers; however 

most of the scholars have identified the a strong positive 

relationship between customer satisfaction and loyalty 

(Kumar et al., 2013). Identifying what factors affect customer 

satisfaction or dissatisfaction is a foremost point for a business 

as it clears the road to the business’s success. According to the 

Hoyer & MacInnis' overview (2007, as cited in Narunart & 

Panjakajornsak, 2019), the factors affecting customer 

satisfaction are on-time delivery, courtesy and friendly 

customer service, safe handling of goods, communication 

convenience, and fair freight rates.  

Service Quality 

  Several authors have defined service quality as 

comparing customer expectation against the actual 

performance of service received (Cronin & Taylor, 1992; 

Parasuraman et al., 1985). It has been characterized as an 

attitude of the customer that assesses the expectations and 

perceived performance; hence, it is not similar to satisfaction  

(Bolton & Drew, 1991). The service quality evaluation is 

measured from attitude, subjective and competence to 

identification (Truong, 2016). 

   The service quality is determined by the customers' 

expected service and perceived service (Brady & Cronin, 

2001). Therefore, it causes to generate a gap between them 

since it takes distinct values from one another at all times. 

Moreover, Zeithaml et al. (1993) identified this gap as a 

service quality gap. In addition, Parasuraman et al. (1985) 

addressed the assessment of perceived and expected service as 

the perceived service quality. Generally, there are three stages 

of quality of service as good, satisfactory, and poor. When the 

actual service performance exceeds the customer expectations 

(expected service < perceived service), it denotes a higher 

level of service quality. The second is satisfactory level, in 

that the actual service performance is similar to the customer 

expectation (expected service = perceived service). Finally, 

when the actual performance of service is lesser than the 

expectation of the customer (expected service > perceived 

service), it is known as the poor service quality or 

unacceptable quality (Parasuraman et al., 1985; Truong, 2016; 

Zeithaml et al., 1993). 

Huang et al. (2019) declared that freight forwarding is 

a competitive industry since there is high competence to 

change the service provider. According to previous literature, 

the service quality is constructed on tangibility, reliability, 

quick response, assurance, and empathy (Hasan et al., 2009; 

Leisen Pollack, 2009; Narunart & Panjakajornsak, 2019; 

Parasuraman et al., 1985; Zarei et al., 2012).   

Relationship Quality 

Relationship quality can be defined as an overall 

appraisal of a strong relationship with meeting customers' and 

the organization's minds. The concept of relationship quality 

is grounded on relationship marketing theories (Crosby et al., 

1990). Specifically, the customer measures the relationship 

quality by considering prior experiences, expressions, 

aspirations, predictions, and objectives with their service 

provider (Rahmani-Nejad et al., 2014). Kim et al. (2010) state 

that a single entity can pursue objectives by managing and 

collaborating with its network of relationships. Therefore, it is 

more effective to act as a supply chain than an independent 

unit. Competitive firms cannot be robbed of relationship 

quality because of their intangible nature. As a result, the 

organization can pursue a sustainable competitive advantage 

because of the uniqueness of relationship quality (Roberts et 

al., 2003).  
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There is a remarkable impact on customer prospects 

of future interactions with the sales and marketing 

professionals (executives, managers etc) who handle the sales 

in freight forwarding firms. Therefore, to maintain a higher 

relationship quality, the customer should have assurance in 

future performances of marketing manager, based on the 

previous performances. Generally, relationship quality leads 

to the well-being of long-term relationships between 

customers and the organization, and it leads to creating 

satisfaction and assurance through meeting the customer's 

expectations and protecting confidentiality. Consequently, 

there is a possibility to encounter opportunities upon the skills 

and attractiveness of marketing manager of freight forwarding 

firm (Crosby et al., 1990). According to previous literature, 

relationship quality is constructed upon trust, commitment, 

relationship satisfaction, and cooperation (Lam et al., 2004; 

Narunart & Panjakajornsak, 2019; Swar et al., 2012).   

Perceived Value  

 Zeithaml (1988) has described perceived value as a 

consumer's total evaluation, which constructs upon the 

discernment of acquired and offered value when using a 

product or a service. In other words, consumer perceived 

value is derived from assessing the relative benefits and costs 

of the service or a product. Perceived value is a key strategic 

element for business performance since it influences on 

purchase decision-making mechanism of customers (Gil-

Saura et al., 2010; Park et al., 2004).    

In recent decades, professionals and scholars have 

shifted their focus on perceived value as customers 

increasingly inclined towards the value (Choi et al., 2018; Gil-

Saura et al., 2018).  According to professionals, perceived 

value is connected with cross-cultural marketing 

segmentation, product or service differentiation, and available 

resource provision (Furrer et al., 2000). Simultaneously, 

scholars have explored the causes of perceived value, such 

as quality of service, identity, interaction, trustworthiness, and 

motivation. As the repercussions for those elements, they 

discovered customer behavioural and buying intentions, 

satisfaction, and loyalty (Chen & Tsai, 2008; Gallarza & Gil 

Saura, 2006; Yen & Teng, 2015).  

Parasuraman & Grewal (2000) have developed a 

conceptual framework by linking   perceived value, customer 

loyalty, and quality of e-service in the B2C context. Customer 

perceived value is a significant driver of customer loyalty, and 

it also has a crucial impact on customer satisfaction (Yang & 

Peterson, 2004). According to Chen & Dubinsky (2003) and 

Parasuraman & Grewal (2000),  customer perceived value and 

customer loyalty have a strong and positive 

relationship. Accordingly, the highly competitive environment 

of freight forwarding, the evaluation of perceived value as a 

trade-off can be critical in determining level of customer 

satisfaction and loyalty (Gil-Saura et al., 2018). Consequently, 

the researchers have identified four key determinants of 

customer perceived value: ease, care, security, and reputation 

(Yang & Peterson, 2004).

Table 2: Items to Assess the Dimensions Based on Literature Findings 

Dimensions Definition Items Source 

Customer loyalty   

Customer’s assurance to repurchase a 

product/service &utilize a benefit 

frequently in the future  

1. Repurchase intention  

2. Purchase frequency  

3. Word of mouth  

4. Price insensitivity  

Chen & Quester (2006), Boxer 
&Rekettye (2011), Jacoby & 

Chestnut (1978), Jirsak& Kolar 
(2012), Pong &Yee (2001), Caceres 

& Paparoidamis (2007), Rauyruen& 

Miller (2007) 

Service quality  

 

Customer's assessment of service 
expectations in relation to a company's 

performance.  

1. Tangibility  

2. Reliability  

3. Responsiveness  

4. Assurance  

5. Empathy  

Banomyong & Supatn (2011), 

Pollack (2009), Chen & Lee (2008), 

Kabir &Carlsson (2010), Thai 
National Shippers’ Council (2012)  

Customer 

Satisfaction  

 

Person’s joy or discomfort as a result of 

comparing a product’s perceived 
performance or outcome to his or her 

expectations &desires.  

1. On time  

2. Courtesy  

3. Safety  

4. Communication 

convenience  

5. Freight rates  

Banomyong & Supatn (2011), 

Indian Ports Association (2013), 

Kaleappan (2006), The Michigan 
Department of Transportation 

(1997), Thuy (2010) & Wang 

(2002)  

Relationship quality  
The strong bond between service 

provider & the customer.   

1. Trust  

2. Relationship satisfaction  

3. Commitment  

4. Cooperation  

Banomyong & Supatn (2011), 

Pollack (2009), Chen & Lee (2008), 
Kabir&Carlsson (2010),Thai 

National Shippers’ Council (2012), 

Anderson &Narus (1990), Lam & 
Wong (2020) 

Perceived value  

Customers' appraisal of a product's or 

service's qualities, as well as its capacity 

to satisfy their requirements and 
expectations.  

1. Ease   

2. Care   

3. Security 

4. Reputation  

(Aulia; Sukati &S ulaiman, 2016), 

(Saura; Contri& Molina, 2018), 

Davis (1989), Jiang, Jun &Yang 
(2015), Selnes (1993) 

Source: Constructed by Researchers based on Literature Findings (2021) 
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III. METHODOLOGY 

    As per the research philosophy, the researchers 

used positivism since it investigates through a scientific and 

quantitative point of view. Concerning the research approach, 

the researchers used the deductive approach since it aims to 

test the study area through data collection methods, research 

questions, and data analytical methods. When considering the 

research strategy, the researchers follow a survey method, and 

data collections are done using survey questionnaire. As per 

the choice of the research, a mixed method has used by the 

researchers. The time horizon of the study focused on cross-

sectional.  

As shown in Figure 3, the conceptual framework 

exhibits four dimensions of customer loyalty. Accordingly, 

Customer Satisfaction (CS), Service Quality (SQ), 

Relationship Quality (RQ) and Perceived Value (PV) are 

independent variables, while Customer Loyalty (CL) is the 

dependent variable. The basis for the conceptual framework in 

the current study is developed using the conceptual model 

presented by Narunart & Panjakajornsak (2019) as shown in 

the literature review. In addition, the dimension of perceived 

value was introduced into the conceptual model of the 

current study according to the findings ofChen & Dubinsky 

(2003), Parasuraman & Grewal (2000) and Yang & Peterson 

(2004). 

 

Figure 3: Conceptual Framework 

Source: Developed by the Researchers (2021) based on Narunart and 

Panjakajornsak (2019) 

The target population of the study represents the 

Export Association of Sri Lanka (EASL) which presents a 

common platform for the export sector by bringing the 

registered companies under one umbrella who contribute to 

over 80 percent of the total exports of Sri Lanka. It comprises 

85 members of export companies and 12 associations in Sri 

Lanka. According to the Krejcie & Morgan (1970), the sample 

size formulates as 80 by the researchers considering the 

study's target population and the samples were selected by the 

random sampling method. It denotes 82 percent of the target 

population. The sample included respondents from different 

designations that involve in the freight forwarding industry 

such as Logistics Executives, Customer Service Executives, 

Import and Export Managers, Sales and Marketing Managers, 

General Managers and Chief Executive Officers. Therefore, 

all Executive level and Assistant Manager level respondents 

were treated under first-line management, all Managerial level 

and Head of Departments respondents were treated under 

middle-level management and finally all General Managers, 

Managing Directors and Chief Executive Officers were 

treated under top-level management.The sample comprised of 

respondents from different export industries. Therefore, as per 

the composition of exports in the annual report of Central 

Bank of Sri Lanka (2020), the export industries were grouped 

into four categories as Agricultural Exports, Industrial 

Exports, Mineral Exports and Unclassified Exports. 

Primary data was collected through the survey 

questionnaire and secondary data was collected through 

journal articles, reports, newspapers and magazine articles. A 

pilot study was conducted to recognize more comprehensive 

and reliable items to include in the questionnaire.The 

collected data were entered into Microsoft Excel and then 

exported to IBM SPSS (Version 22). MS Excel-based bar 

charts, pie charts and tables were used to explain the sample 

characteristics. Utilizing IBM SPSS (Version 22) and MS 

Excel, the data were analyzed using statistical analysis 

techniques such as mean and frequencies.  

Themean of all the item responses of a variable per 

respondent were obtained to convert qualitative data into 

quantitative data. The interpretation of characteristic of data 

should be representative of all the values in the group in the 

form of average such as mean, median or mode which is 

called as a measurement of central tendency for a collection of 

values from data. The extent of variability in data is described 

by range, variance, or standard deviation named commonly as 

measures of dispersion. The symmetry of the data measures 

by the Pearson’s coefficient of skewness. When the data is 

distributed symmetrically, mean, median and mode coincided 

in their values with zero coefficient. If the mean is higher than 

the median of the data, data has a positively skewed 

distribution with positive value. Conversely, data has a 

negatively skewed distribution with negative value, when the 

mean is lower than the median (von Hippel, 2005).  

To fulfil the research objectives, the researchers have 

conducted Pearson’s correlation analysis to determine the 

association of each dimension towards customer loyalty. 

Using Pearson’s correlation analysis, the researchers can 

identify the association between the dependent and 

independent variables.Especially, the Pearson’s correlation 

coefficient must be in between -1 and 1 (-1 ≤ Pearson’s 

correlation coefficient ≥ 1). Accordingly, correlation can be 

either positive or negative. Positive correlation implies that as 

the independent variable increases, the dependent variable 

increases as well. When the independent variable decreases, 

Service 
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the dependent variable will be increased in a negative 

correlation. There will be a negative correlation when the 

independent variable increases while the dependent variable 

decreases.The P value of the Pearson’s correlation coefficient 

must be below the alpha value, 0.05 to obtain the statistical 

significance among composite dependent variable and 

composite independent variable. 

Moreover, the correlation coefficient indicates how 

much the independent and dependent variables correlated. 

When the correlation coefficient of two variables is in 

between the ± 0.1 and ± 0.29 (±0.1 ≤ r ≥ ± 0.29), indicate 

weak correlation and the correlation coefficient of the two 

variables is in between the ±0.3 and ± 0.49 (± 0.3 ≤ r ≥ ± 

0.49) depicts a moderate correlation. Finally, if the correlation 

coefficient of the dependent variable and independent variable 

is in between the ±0.5 and ± 1 (± 0.5 ≤ r ≥ ± 1) indicates a 

strong correlation. The same quantitative data collection 

procedure was conducted by Khadka & Maharjan (2017) to 

achieve their study’s objectives to evaluate customer loyalty 

and satisfaction. 

IV. RESULTS & DISCUSSION 

According to Figure 4, the highest number of 

customers of freight forwarders are recorded in the sales and 

marketing department which is numerically 15 and it is 

followed by the customer service department with 12, export 

department with 10 and commercial department with 9 

respondents numerically. Logistics department accounts for 8 

and operations department accounts for 7 respondents. Import, 

research and development and purchasing departments 

account for 5 respondents each and finance, quality control, 

project and manufacturing departments account for 1 

respondent each.  

 

Figure 4: Diversity of Departments of Respondents 

Source: Survey Data (2021) 

According to Figure 5, the highest number of 

respondents were recorded from first-line managementwith 49 

percent, second highest from middle-level management with 

32 percent and lastly, 19 percent from top-level management. 

In comparison, the total percentage of top-level and middle-

level were 51 percent which is more than half of the sample. 

 

Figure 5:Levels of Management of Respondents 

Source: Survey Data (2021) 

According to Figure 6, the highest percentage 

represented industrial exports with 56 percent, agricultural 

exports with 36 percent, mineral exports with 5 percent and 

finally unclassified exports with 3 percent. 

 

Figure 6:Export Composition/ Type of Industry of Respondents 

Source: Survey Data (2021) 

The industry experience and the type of industry of 

the respondents were assessed using two separate questions. 

Table 3 depicts the relationship between the industry 

experience and the type of the industry of the sample. 

Accordingly, 45 percent of the sample represent the 6-9 years 

of experience category which is numerically 36 andout of 

which 23 percent of the sample represent respondents in the 

industrial exports type with experience in between 6-9 years. 

More than 10 years’ category represents 26 percent of the 

sample which is numerically 21 with each respondent from 
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both mineral exports and unclassified exports type and hence 

the only experience category to cover all industry types. 

Table 3: The Relationship between the Industry Experience and Type of 

Industry 

 

Agricultural 

Exports 

Industrial 

Exports 

Mineral 

Exports 

Unclassified 

Exports 

3-5 years 6 16 0 1 

6-9 years 15 18 3 0 

More than 10 

years 
8 11 1 1 

Source: Survey Data (2021) 

The transport mode and the type of industry were 

assessed using two separate questions. Table 4 depicts the 

relationship between the transport mode and the type of the 

industry of the sample. Accordingly, 69 percent of the sample 

only utilize maritime as the transport mode which is 

numerically 55. Moreover, 29 percent of the sample also use 

both maritime and air which is numerically 23. In comparison 

to the type of industry, 56 percent of the sampleoperate under 

industrial exports which is the majority. However, only 38 

percent of the sample use maritime under industrial exports 

and 29 percent of the sample use maritime under agricultural 

exports.  

Table 4: The Relationship between the Transport Mode and Type of Industry 

 

Agricultural 

Exports 

Industrial 

Exports 

Mineral 

Exports 

Unclassified 

Exports 

Maritime 23 30 2 0 

Maritime & 

Air 
6 13 2 2 

Air 0 2 0 0 

Source: Survey Data (2021) 

According to Table 5, the average value of CL, RQ, 

PV, CS and SQ of customers of freight forwarders were 3.00 

(median), 2.50 (median), 2.50 (median), 2.82 (median), and 

2.57 (mean) respectively. Though there are some outliers 

which cannot be eliminated as per the Table 3, the highly 

important independent variable having larger average value is 

CS. However, it can be considered that data has normal 

distribution as absolute skewness value of all the variables are 

less than 1. It implies that the data is suitable to conduct 

parametric tests. 

Table 5: Summary Measurements of the Dimensions 

  CL RQ PV CS SQ 

Mean 2.90 2.55 2.56 2.76 2.57 

Median 3.00 2.50 2.50 2.82 2.56 

Standard 

Deviation 
0.51 0.46 0.60 0.50 0.53 

Inter Quartile 

Range 
0.83 0.63 1 0.75 0.70 

Skewness -0.68 0.16 -0.18 -0.50 0.08 

Source: Survey Data (2021) 

Pearson’s Correlation Analysis 

Pearson’s correlation analysis was conducted to 

achieve the second objective to determine the association of 

each dimension towards customer loyalty in the B2C market 

of the freight forwarding industry in Sri Lanka. 

Table 4: Output of the Pearson’s Correlation Analysis 

  CL RQ PV SQ CS 

CL 

Pearson 

Correlation 
1 .606 .585 .550 .675 

Sig. 

(2-tailed) 
 

  .000 .000 .000 .000 

N 80 80 80 80 80 

Source: Survey Data (2021) 

Correlation between the Customer Loyalty and Customer 

Satisfaction  

   The correlation between customer loyalty and 

customer satisfaction is between 0.5 and 1 (0.5 ≤ r ≥1). It 

shows that there is a strong positive correlation with a 0.675 

correlation coefficient. Since the P value of Pearson’s 

correlation coefficient is lower than 0.05, there is a 

statistically significant strong positive correlation between 

customer loyalty and satisfaction. Accordingly, when 

customer loyalty increases by one unit, customer satisfaction 

will be increased by 0.675 units.  

Correlation between the Customer Loyalty and Service 

Quality  

 The correlation between customer loyalty and 

service quality is between 0.5 and 1 (0.5 ≤ r ≥1). It shows that 

there is a strong positive correlation with a 0.550 correlation 

coefficient. Since the P value of Pearson’s correlation 

coefficient is lower than 0.05, there is a statistically significant 

strong positive correlation between customer loyalty and 

service quality. Accordingly, when customer loyalty increases 

by one unit, customer satisfaction will be increased by 0.550 

units.  

Correlation Between the Customer Loyalty and Relationship 

Quality 

 The correlation between customer loyalty and 

relationship quality is between 0.5 and 1 (0.5 ≤ r ≥1). It shows 

that there is a strong positive correlation with a 0.606 

correlation coefficient. Since the P value of Pearson’s 

correlation coefficient is lower than 0.05, there is a 

statistically significant strong positive correlation between 

customer loyalty and relationship quality. Accordingly, when 

customer loyalty increases by one unit, customer satisfaction 

will be increased by 0.606 units.  

Correlation Between the Customer Loyalty and Perceived 

Value 

The correlation between customer loyalty and 

customer satisfaction is between 0.5 and 1 (0.5 ≤ r ≥1). It 
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shows that there is a strong positive correlation with a 0.585 

correlation coefficient. Since the P value of Pearson’s 

correlation coefficient is lower than 0.05, there is a 

statistically significant strong positive correlation between 

customer loyalty and satisfaction. Accordingly, when 

customer loyalty increases by one unit, customer satisfaction 

will be increased by 0.585 units.  

   As per Pearson’s correlation analysis results, the 

researchers have identified that the highest correlation is 

between customer loyalty and customer satisfaction. 

Moreover, the lowest correlation is between customer loyalty 

and service quality. 

V. CONCLUSION 

The first objective of the study was to identify the 

behaviour of demographic factors of the customers in the B2C 

market of the freight forwarding industry. The sample 

comprised of respondents from different departments. In day 

to day operations with freight forwarders, the role played by 

the sales and marketing and customer service professionals is 

vital. Some companies have both of these department under 

one department called Commercial. Accordingly, 45 percent 

of the sample represent these three departments when the 

frequency distribution of responses are combined. Therefore, 

it can be concluded that there was a strong composition in the 

sample in terms of obtaining more practical input in the 

survey. The sample also covered all three levels of 

management that involve in decision making situations 

emphasizing strong input in the survey. As per Central Bank 

of Sri Lanka (2020) percentages of export composition in 

annual reports show a similar behaviour to the frequency 

distribution of the responsesof the study with Industrial 

Exports as highest, followed by Agricultural, Mineral and 

Unclassified Exports. Furthermore, on emphasizing the strong 

input in the survey, experience of the respondents accounts for 

71 percent when the frequency distribution of the responsesfor 

6-9 years and more than 10 years of experience are combined. 

The findings also reflect the use of maritime as the transport 

mode by most customers of freight forwarders (Central Bank 

of Sri Lanka, 2020). 

As per the second objective of the study, the 

researchers have identified, each dimension (service quality, 

customer satisfaction, relationship quality, perceived value) 

has a strong positive correlation towards customer loyalty in 

B2C market of freight forwarding in Sri Lanka. Among these, 

customer satisfaction recorded the highest strong positive 

correlation, service quality recorded the second highest strong 

positive correlation, relationship quality recorded the third 

highest strong positive correlation and perceived value 

recorded the final and lowest strong positive correlation 

towards customer loyalty. Lam et al. (2004) also confirmed 

that customer satisfaction positively affects customer loyalty. 

By conducting a structural model test, Gil-Saura et al. (2018) 

also found that satisfaction has a significant positive influence 

on freight forwarders’ loyalty in Spain. Moreover, 

Narunart&Panjakajornsak (2019) also have confirmed that 

customer satisfaction directly impacts customer loyaltyin the 

Thailand sea freight forwarding industry. According to the 

findings of the current study, there is a strong positive 

correlation between customer satisfaction with customer 

loyalty. Therefore, it can be concluded that satisfied 

customers remain loyal to their freight forwarders. 

Similarly, the findings of present study on service 

quality and customer loyalty coincide with findings of 

Boateng-Man (2015) in the freight forwarding industry in 

Ghana. It confirms that service quality has a strong positive 

correlation towards customer loyalty in the freight forwarding 

industry in Sri Lanka. Nevertheless,Jang et al. (2013) 

expressed that relationship quality is one of the most attached 

dimensions of customer loyalty than service quality. However, 

this presents a contradiction to Sri Lankan context as the 

research findings demonstrated service quality as the second 

highest strong positive correlation and relationship quality as 

the third highest strong positive correlation. Since this study is 

based on Narunart & Panjakajornsak's (2019) conceptual 

framework, the researchers obtain a new dimension as 

perceived value to evaluate the customer loyalty in the B2C 

market of the freight founding industry. As per the findings, 

there is a strong positive correlation between perceived value 

and customer loyalty.  

This study has analyzed data and discovered some key 

factors of the Sri Lankan freight forwarding industry, which 

can be pretty much cooperative in future studies for any level 

of the researchers. Since this particular study has been done 

only based on the export industry, further researchescan be 

done import industry or both combined to evaluate and 

compare the customer loyalty within the B2C market of the 

freight forwarding industry in Sri Lanka. Moreover, this study 

was conducted by relying on the data of exporters registered 

in the Export Association of Sri Lanka (EASL). Therefore, 

another study can be done based on the information of the 

entire export and import community of Sri Lanka, including 

registered or not registered traders. It might become a 

comprehensive and revolutionary industry study as it might 

provide several solutions to untouched areas.  
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