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ABSTRACT 

 This study aims to explore how perceived value, service quality factors, and 

demographic factors affect customer satisfaction and how service quality factor has an 

influence on the perceived value in express industry in China. 

 Nowadays, with the rapid development of e-commerce, more and more people 

is used to shopping in online in China, which helps to the development of Chinese 

express industry. At the same time, more and more companies enter Chinese market, 

thereupon the competition in this industry is increasingly stiff. As time goes on, 

customers’ attitudes towards express industry have changed, as with more and more 

companies they can choose, they are able to purchase items at a lowest price. How to 

keep express companies survive and make them develop healthily? Therefore, this 

study is going to investigate the effects of perceived value, service quality, 

demographic factors on customer satisfaction as well as the effect of service quality 

on perceived value.  

 With the purpose of this study considered, the methods of quantitative 

research and questionnaire data collection will be used in this paper. This paper makes 

a survey on people who have experience in online shopping and use express service in 

China, the sample size is 400 respondents selected by Chinese online questionnaire 
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website. This paper uses SPSS program to do descriptive analysis and relationship 

analysis. The result of this study indicates that service quality factors (responsiveness, 

reliability, tangibles, assurance, empathy) have a significantly positive effect on 

customer satisfaction; perceived value has no effect on customer satisfaction, so does 

the demographic factors; Among service quality factors, assurance has no effect on 

perceived value, while responsiveness, reliability, tangibles and empathy have a 

significantly positive effect on perceived value. 

 

Keywords: customer satisfaction, express service of China, perceived value, 

demographic factor, service quality.  
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CHAPTER 1 
 

 INTRODUCTION 

 
This chapter will include: 

 1.1 Background of the research, 

 1.2 Statement of the problem, 

 1.3 Significance of the study, 

 1.4 Research objective, 

 1.5 Research questions, 

 1.6 Excepted benefits, 

 1.7 Operation definition. 

 
 Nowadays, with the faster and deeper development of C2C e-commerce, 

online-shopping has become more powerful, and the express industry grows 

extremely rapidly. In 2014, the number of packages of Chinese express industry 

reached up to 1.4 trillion, surpassed U.S. and became No.1 in the world. In 2015, 

Chinese economy increased significantly, the express industry kept the growth rate of 

over 30%, the total number of the packages raised up to 20.5 billion (State Postal 

Bureau of China, 2016).  

According to the statistical data from Alibaba Group, on the day of double 

11(November 11), the revenue of Taobao and T-mall amounted to 91.2 billion yuan; 

and in 2014, the turnover of Chinese online-shopping was up to 2.8 trillion yuan, 

which accounted for 10.73% of total retailing revenue (Aliresearch office, 2017). The 

reason why the turnover of online shopping improves so fast is that the great 

improvement of express industry be able to meet the needs of the market and helps to 

develop the mobile information technology fast. Now everyone can buy anything in 
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online shop by using computer, iPad, even mobile phone. You can shopping 

anywhere, and express company will deliver the cargo to you as fast as possible.  

 

1.1 Background of the Research  

 With the continuous development of China's economy, and the deep 

implement of national “Internet +” strategy, the e-commerce entered a rapid 

development stage. The maturity of network retail sales system and the gradually 

change of application domain, “Internet + express” release huge energy little by little. 

China national post office recently released the current development trend of China's 

express delivery industry: In 2014, around 14 billion packages were delivered by 

private express companies, among 85% packages from online shopping, which is 

exceeded the United States; China’s Express delivery industry was further increase in 

2015, were close to 20 billion pieces data from State Postal Bureau of China (2016). 

In April 2015, “Speed up the development of e-commerce, fostering the new energy 

of economic" became the major issue by the state council, prime minister Li Keqiang 

had endorsed the Chinese e-commerce and express delivery industry many times, for 

the rapid rise of China's express delivery industry laid a solid foundation. 

 Focus on China’s local market, e-commerce became a major power to push 

express industry growth, the competition within express industry has been 

increasingly fierce, express enterprises need to consider how to maintain company’s 

market position, market share, and core competitiveness.  
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 With the rapid develop of Chinese express industry, the industry competition 

structure was changed. Industry scale growth slowing down, entered into restructure 

period. After that the competition will be more and more intense, acquisition trend as 

well. SF express completed business model restructure faster than its competitors, use 

number of airplane and layout of branch, took the leading position, serving high-and-

mid-end market. Other major express companies such as ZTO express, ST express, 

YTO express, and YUNDA express compete in the low-end market express industry 

year book of China (2016). 

 In present few years, a series of problem is occurred: cargo lost,  the goods in 

cargo is inconsistent,  personal information leak and courier sudden death during on 

the delivery way.  the major industry company come to use low price in order to catch 

customer, they start to fight one another off to make sure they get more market share 

from their competitors, they blindly make the price lower, and ignore some of factors 

that more important to customer, they thought the price is customer’s major 

concerned.  

 

The difference between logistics and express service 

 The service objective of express service mainly is persons or companies who 

need delivery small size cargo and high speed delivery service (online shopping or 

contract delivery etc.). The service objective of logistics mainly is factors, trade 

companies who need delivery big size or heavy goods with lower cost. From view of 

timeliness, express service normally will faster than logistics. From view of delivery 

cost, normally express service will be higher than logistics, in order to keep high 

delivery speed, and better service. From view of operation, express service pays 
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attention to convenience, as provide door-to-door service, but logistics service pay 

more attention to cost control. 

 

1.2 Statement of the Problem 

 Behind the brilliant rapid growth, it is the gradual squeezing profit margins of 

express industry. Although this industry grows rapidly, its income growth is always 

slower than traffic growth. From January to October in 2015, the growth rate of 

business volume cumulative of express industry was 46.5%, and the revenue growth 

is 33.8%, and the unit price continued to decrease. The average unit price within 

industry fell to 14-15 yuan in 2015 from 28.5 yuan in 2008, which decreased by 40% 

in six years. In fact, the unit price of Taobao sellers even decreased to 4-5 yuan in 

2015 and was much lower than the national statistics data. Based on the data collected 

by CECRC, in order to hold market shares, those express companies use the low-price 

strategy to attract more e-sellers who prefer lower price, except S.F. Express. Nearly 

all major revenues of every express company are from Taobao and T-mall. According 

to the data from China State Statistics Bureau, T-mall and Taobao provided 60% 

revenue for the entire express industry in 2014. We can see that the major traffic 

volume of those express companies are from Taobao, but the price per unit for 

Taobao is less than 5 yuan, some express companies provide lower price to get more 

traffic volumes lower than 2 yuan per unit and even free for some specific areas 

(Huang,2017). 

 Although the mainstream of express companies has begun to avoid price war, 

which is "use price to get amount" mode of operation, but many small enterprises still 

remain low price as the main competition. In the express industry price war, bottom of 

courier is the main a part to pay. 
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 According to incomplete statistics, there are more than 2 million bottom of 

courier. In order to survive in the vicious competition, most of the courier no “three 

major insurances and public accumulation funds”. The basic social welfare generally 

cannot be security. Some experts point out that, due to the courier working conditions, 

stressful work, easy to dispute with customers, lead to high staff turnover rate, the 

average turnover rate is higher than 30% (Ali-research, 2017). 

 The Ali-research report of living situation of the courier in 2014 shows: 

compare with normal work time 8 to 9 hours per day, most of the couriers’ daily 

working time are more than 10 hours (Ali-research, 2017). Very long time of working 

time, no rest, healthy, work safety and eating can’t be security, no spare life, “labor” 

has become all of them. These all because of the very low express industry profits. 

 For the same reason, the low profit will lead express enterprise difficult to 

develop , not able to change operation structure , all the more difficult to change 

present situation , that’s why the pricing war in express industry remain 10 years 

already (Zhang, 2014). It is a vicious circle. Why those express industry didn't jump 

out from this vicious circle, because they think most of online-shopping buyers prefer 

to use lower price express brand, and also most of sellers prefer to use lower price 

service, because some e-seller provide delivery free service, they have to pay the 

delivery fee by themselves, of course they prefer to use lower price express company 

to increase profit. If occur accident, the responsibility must belong to express 

company, and because of those express company has very low profit, no able to 

improve the operation quality, thus they are not able to reduce the mistake rate. That’s 

why those express enterprises’ brand image keep declining, hard to change as well, 

vicious circle again. 
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 For employees, the express industry price war will gradually reduce the 

benefits of employees and their basic income, do more work but can only get less pay 

is now express market’s situation, the future that is not difficult to predict. 

Considering the particularity of the express industry: the service quality, timeliness, 

accuracy and safety is the key features. However, it is difficult to continue raising the 

industry level in the case of low profit margin, even is difficult to continue 

maintaining the level of delivery service industry. 

 This thesis will analysis what kinds of factors can affect the customer 

satisfaction, the current situation of express industry in China.  

 

1.3 Significance of the Study 

 Today, the market competition is fierce increasingly, but if the enterprise can 

use the advanced information technology, focus on the influence factors of customer 

satisfaction, thus grasped the key factors that affecting customer satisfaction, and take 

satisfy customer as the company's strategic target, grasp the trend of customer 

demand, provide products and services timely. To meet the needs of customers, to 

achieve customer satisfaction, then we can obtain the competitive advantage, to 

achieve sustained, healthy and orderly development.  
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As shown in graph 1.1, according to IResearch Office statistics, since 2011, 

China's online shopping market size at an incredible development, the scale of 

onlineshopping in 2015 has more than 3.8 trillion yuan. 2016 compared with the 

previous year, still maintained a growth rate of 31%, online shopping market size is 

more than $5 trillion. B2C market transactions in 2015 China network shopping 

market is 2 trillion yuan. In Chinese overall online shopping market, B2C market 

transaction transactions in the proportion is 51.9%. Compared with 45.2% in 2014 

increased by 6.7%, This year's Proportion more than C2C for the first time; from the 

growth point view, 2015 B2C online shopping market growth of 56.6%, far more than 

19.5% of the C2C market the growth rate (IRsearch, 2016). 

(Source:IRsearch) 

Figure 1.1: 2011-2016 Chinese shopping online transaction size and growth rate   
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  2014 monitoring data show that, as graph 1.2 shown above, the express 

industry more than 70% of the package contribution by the Shopping online, which 

Alibaba group's package number accounted for about 60% of total number, 6.9% of 

total from JingDong, proportion from not online shopping industry only 26.4% of 

total data from SPBC (2015). 

 More than 70% of express companies’ revenue are from online e-commerce 

part, and about 51% of e-commerce business is from shopping online (State Postal 

Bureau of China, 2017). With present difficult position of Chinese express companies, 

Chinese express companies difficult to develop their company’s performance, this 

industry be faced with a challenge. Most of express analysis for express industry is 

focus on American market or other countries’ market, Chinese market is a specific 

market, it is changing fast, Chinese customer behaviors also changing fast, that’s why 

Chinese market lake of customer behavior research in anytime. If there are sufficient 

researches can give enterprise more information and idea to help them make 

systematical strategy to develop. Nowadays, the express industry in China is 

booming, this industry needs many timely research to help this industry to develop 

Figure 1.2: Cargo Contribution scale  

(Source: SPBC) 
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healthily. This thesis will analyze some kinds of factors related to customer 

satisfaction, may give some suggestions to Chinese express industry.  

 

1.4 Research Objective   

 This paper going to research Chinese customer satisfaction indicator on online 

shopping with theoretical analysis and empirical research based on China's national 

conditions and the existing service level, to support scientific basis for Chinese 

enterprises to improve the service level. Therefore, the main purpose of this study is: 

1. To study the effect of perceived value on customer satisfaction.  

2. To study the effect of service quality factors on perceived value.  

 (1) To study the effect of service responsiveness on perceived value. 

 (2) To study the effect of service reliability on perceived value. 

 (3) To study the effect of tangibles on perceived value. 

 (4) To study the effect of assurance on perceived value. 

 (5) To study the effect of empathy on perceived value. 

3. To study the effect of service quality factors on customer satisfaction. 

 (1) To study the effect of service responsiveness on customer satisfaction. 

 (2) To study the effect of service reliability on customer satisfaction. 

 (3) To study the effect of tangibles on customer satisfaction. 

 (4) To study the effect of assurance on customer satisfaction. 

 (5) To study the effect of empathy on customer satisfaction. 
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4. To study the effect of demographic factors on customer satisfaction. 

 (1) To study the effect of gender on customer satisfaction. 

 (2) To study the effect of age on customer satisfaction. 

 (3) To study the effect of educational level on customer satisfaction. 

 (4) To study the effect of income on customer satisfaction. 

 (5) To study the effect of occupation on customer satisfaction. 

 

1.5 Research Questions 

1. Is there the effect of perceived value on customer satisfaction? 

2. Is there the effect of service quality on perceived value? 

(1) Is there the effect of service responsiveness on perceived value? 

(2) Is there the effect of service reliability on perceived value? 

(3) Is there the effect of tangibles on perceived value? 

(4) Is there the effect of assurance on perceived value? 

(5) Is there the effect of empathy on perceived value? 

3. Is there the effect of service quality on customer satisfaction? 

(1) Is there the effect of service responsiveness on customer satisfaction? 

(2) Is there the effect of service reliability on customer satisfaction? 

(3) Is there the effect of tangibles on customer satisfaction? 

(4) Is there the effect of assurance on customer satisfaction? 

(5) Is there the effect of empathy on customer satisfaction? 
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4. Is there the effect of demographic factors on customer satisfaction? 

(1) Is there the effect of gender on customer satisfaction? 

(2) Is there the effect of age on customer satisfaction? 

(3) Is there the effect of educational level on customer satisfaction? 

(4) Is there the effect of income on customer satisfaction? 

(5) Is there the effect of occupation on customer satisfaction? 

 

1.6 Excepted Benefits 

 The result of this research would be excepted benefit to the Chinese express 

industry to get a more specific understanding of customer satisfaction. And it would 

help Chinese express companies to improve their whole service standard, in order to 

offer a greater service to customer, enhance the competitive advantage and promote 

the development of express service industry. 

  

1.7 Operation Definition  

1. SF: SF express is a Hong Kong funded enterprises, it major engage in 

international and domestic express delivery service, SF established in March 26, 

1993 in Shunde, Guangdong . SF EXPRESS is one of the fastest delivery, and 

highest service quality companies in China's express delivery industry (SF group 

official site, 2017). 

2. ZTO: ZTO express company was founded in May 8, 2002, is a Chinese logistics 

enterprise set express, logistics, e-commerce, printing in one. At present, the 

company has more than 100 thousand employees, more than 5000 service centers, 

59 distribution centers and more than 18000 transportation and delivery of 

vehicles (ZTO official site, 2017). 
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3. YUNDA: YUNDA express, is a national network of express enterprise go in for 

logistics, e-commerce, distribution and warehousing services, it was founded in 

1999, headquartered in Shanghai China, services covering 31 China provinces, 

Hong Kong and Macao as well (YUNDA official site, 2017). 

4. STO: STO Express Ltd Company has more than a thousand kinds of transport 

vehicles, more than 30 thousands employees, services covering more than 500 

cities around China. Founded in May 28, 2000. After sixteen years of careful 

construction, has now become a large private enterprises that set express, 

logistics, e-commerce in one. The company is headquartered in Huaxin Town, 

Qingpu District, and Shanghai. In recent years, the company has developed 

rapidly and the branches has covered all cities in china (STO official site, 2017). 

5. Bestex: Bestex express was founded in 2003, is a first group company use 

information technology to express service.it use advanced technology to explore 

the way of transformation and upgrading. Bestex use information technology to 

control express delivery process, provide accurate delivery service for users 

(Bestex official site, 2017). 

6. TTK: The TTK express is a Chinese private express company, established in 

1994, its headquartered in Hangzhou, the existing staff of more than 100,000 

people, more than 10,000 branches, since its inception, the TTK express aspire to 

meet the market demand，a huge institutions and service network for market 

acquisition, market development, logistics, express delivery( TTK official site, 

2017). 
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7. Alibaba: Alibaba network technology limited company (abbreviation: Ali group) 

is 18 people led by a former English teacher Jack Ma, founded in 1999 in 

Hangzhou, they believe that the Internet can create a fair competitive environment 

for small businesses to expand business through innovation and technology. 

8. Alibaba Group operates a number of businesses, Alibaba's business and related 

business include: Taobao, Tmall, Juhuasuan, global fast selling, Alibaba 

international trading market, 1688, Ali mother, Ali cloud, Ant Financial Services 

Group and rookie network, etc. In September 19, 2014, Alibaba Group officially 

listed on the New York stock exchange, stock code "BABA", the founder and 

board chairman is Jack Ma. For 2015 full year, Alibaba total revenue of 94.384 

billion yuan, net profit of 68.844 billion yuan (Alibaba official site, 2017). 

9. VIPS: Vip.com InfoTech Ltd (VIPS) was founded in August 2008, headquartered 

in Guangzhou, its website on-line in December 8th, 2008. VIPS main business for 

the Internet online sales of brand discount products, covering famous brand 

clothing, shoes, bag, cosmetic, mother and baby products, home products and 

other major categories. As of March 31, 2017, VIPS has been profitable for 18 

consecutive quarters. Nowadays, VIPS has become China's third largest e-

commerce supplier. VIPS in China created supplier model as "brand discount + 

rush buy + genuine guarantee", and continue to deepen the "select brand + depth 

discount + limit buying" sale model. We call VIPS "online outlets” (VIPS official 

site, 2017). 

10. Insurance: Value insured service is the cargo security service provided by 

China's private express companies. If customer's cargo is lost, damage and other 

phenomena on the delivery process, the express company will compensate for 

customer's loss based on value of customer pay for value insured service, if the 
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customer payed the insurance, otherwise express will compensate for 3 times 

customer charge for delivery fee according to the provisions of the State Post 

Bureau of China. Usually the bigger, the better service of the courier company 

insurance charge is low, such as SF express insurance charge for 0.5% of the 

cargo's value, but the relatively small size of the STO express and other company 

insurance for 3% of cargo's value (SF group official site, 2017; STO express 

official site, 2017). 

11. Personal information leakage ： Including basic information, equipment 

information, account information, privacy information, social relations 

information and network behavior information. People reselling information, 

mobile phones leaked, PC computer infection, website vulnerability are the four 

major ways to disclose personal information. 
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CHAPTER 2 
 

LITERATURE REVIEW 

Chapter 2 will introduce:  

 2.1 Related literature/theories, 

 2.2 Theoretical model/conceptual framework, 

 2.3 Hypothesis (optional). 

 
2.1 Related Literature/Theories 

2.1.1 Related Literatures of Variables  

 The idea of "customer satisfaction" is from the Swedish Scandinavian at the 

end of 20 Century. The view of service and management, the service quality 

determines the development of enterprises. The American scholar Cardozo first 

introduced the viewpoint of customer satisfaction in field of marketing, customer 

satisfaction will drive the customer to make the purchase impulse (Anderson, Fornell, 

& Lehmann, 1965). There is a mutual inherent connection between customer 

expectations and customer satisfaction. Customer expectation can promote customer 

satisfaction, and also influence the degree of customer satisfaction. Later on, many 

domestic and foreign scholars have been conducted more extensive research on 

customer satisfaction.  

 In order to further explore the factors that affect customer satisfaction, 

domestic and foreign scholars have conducted a more extensive study. A more 

consistent view is that customer satisfaction also affected by other factors, except the 

influence by product or service.  
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SERVQUAL and SERVPERF Model  

 Parasuraman, Zeithaml and Berry put forward ten representative factors 

affecting customer satisfaction: Access, Communication, Competence, Courtesy, 

Understanding, Reliability, empathy, Responsiveness, Security and Tangibles. Found 

in the subsequent study, certain factors also have high correlation, it can be re-collated 

and summarized. Finally, the integration in five factors: reliability, responsiveness, 

security, empathy and the tangibles, they made an importance rank by five factors, 

pointed out that the rank is the reliability > responsiveness > security > empathy > 

tangible (Parasuraman, Zeithaml, & Berry, 1985). 

 Babakus and Mangold through the SERVQUAL model to measure customer 

satisfaction from hospital service, and according to the characteristics of medical 

service, the 22 problems of the original changed. The result proved that Reliability, 

Tangibles, Responsiveness, security and empathy are significant positive effect on the 

customer satisfaction (Babakus, & Mangold, 1992). 

 Naik et all analysis of the customer satisfaction in the retail industry by using 

SERQUAL model, through the analysis of the 369 questionnaires, confirmed that the 

five variables (Reliability, Responsiveness, Empathy, Tangibles, security) has an 

important influence to customer satisfaction (Naik et al., 2010). 

 Yan Jingmin based on the SERVQUAL model, focus on the gap between 

perception of customer and consumer expectations, create "compensatory" in 

evaluation system, constructed an evaluation index system of express service quality, 

and taking EMS as an example for the empirical analysis, it was confirmed that the 

five variables (Reliability, Responsiveness, Empathy, Security, Tangibles)  have 

significant positive influence on customer satisfaction (Yan Jingmin, 2012).  
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 Yu Baoqin in terms of SERVQUAL model, added safety in this model, 

evaluated customer satisfaction from online shopping industry and express industry 

(Yu Baoqin, 2013）. 

 The Chinese scholars research customer satisfaction in the third party logistics 

enterprise, from the logistics service reliability, service availability, service response, 

service security and professionalism five aspects, figure out 14 key factors affect 

customer satisfaction and the specific effect (Zhou Jinghua & Wang Ling, 2005). 

 However, the SRVQUAL model is refinement the transfer process of the 

service quality, by contrast perceived service and expectations of service to identify 

the difference of each service process. Therefore, for accurately measure the gap, the 

questionnaire needs to cover at least two parts, it is easy to cause the questionnaire too 

long, survey target might be lack of patience in the survey process, is not conducive to 

the accuracy of the data. 

 Mazis and Carman Thought that different customers' service quality 

evaluation standards are different, should weaken the function of expectations in the 

service quality evaluation, evaluate service quality from service performance aspect 

(Carman, 1990；Mazis et al., 1975).  

 Oliver also questioned the accuracy of the SERVQUAL model. He believed 

that measuring the expected service quality and perceived service quality with a single 

questionnaire ，duplication of computing expectations is unavoidable. In order to 

make the SERVQUAL model more accurate (Oliver, 1981). 

 Cronin and Taylor constructs the SERVPERF model, and through empirical 

analysis proves that the SERVPERF model is superior to SERVQUAL in both 

reliability and validity (Cronin, & Taylor, 1992). Therefore, this paper constructs the 

research model based on SERVPERF model. 
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 According to the above viewpoint, it is not difficult to see that, compared with 

SERVQUAL model, the SERVPERF model can be more accurate measurements of 

the relationship between service quality factor and customer satisfaction. 

 

Perceived value 

 Parasuraman Zaithaml first put forward the theory of customer perceived 

value from the customer's viewpoint. She defined customer perceived value as an 

overall evaluation of the effectiveness of service or product after customer got it, and 

weighed against the costs the product or service (Parasuraman, Zeithaml& Berry, 

1988). 

 And in 1989, The Swedish customer satisfaction index (Swedish Customer 

Satisfaction Barometer) SCSB model come in to the world. This is the world's first 

national customer satisfaction index model. The indicators of SCSB model include 

perceived performance (value), customer expectation, customer loyalty, customer 

satisfaction and customer complaints (Anderson, Fornell, & Lehmann, 1994). 

 Sheth et all divided five dimensions of the concept of perceived value (social, 

emotion, functional, conditional and epistemic). The functional value as a perceived 

utility of the attributes of the services or products; Emotional value include the 

feelings or the affective states by the experience of consumption; Social value is the 

acceptability or utility at the level of the individual's relationships with his social 

environment; Epistemic value refer to the surprise, interest and satisfy by services or 

products; and the conditional value means the situational factors as illness or other 

specific social situations (Sheth et al. 1991). 
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 Claes Fornell et all founded the American customer satisfaction index (ACSI) 

model, it adds the perceived quality index based on the SCSB model. And divided the 

perceived value of SCSB model into two indicators: perceived quality and perceived 

value, perceived quality be made up of two aspects as the degree of which the product 

or service meets customer requirements (customization), and the reliability of these 

requirements (reliability), so that perceived value can be measured in these two 

dimensions Fornell et al. (1996). 

 Kuo et all base on a mass of literature, believe that, customer perceived value 

is trade-off between customer receive value (quality, benefits, and utilities) and 

customer sacrifice (price, opportunity cost, time and efforts) (Kuo& Deng 2009).  

 Eggert and Ulaga use ACSI model proved that perceived value is mediated by 

satisfaction Eggert, & Ulaga (2002). Yang and Peterson through Web-based survey of 

online service users, indicated that perceived value is related to customer satisfaction 

Yang & Peterson (2004). Anderson et all put forward that perceived value has a direct 

impact on satisfied customer Anderson, Fornell, & Lehmann (1994). Ravald and 

Grönroos confirm that customer satisfaction is based on perceived value Ravald, & 

Grönroos (1996). Howard considers that customer satisfaction is a kind of cognitive 

state in the cost and the price of the product or service, which is not reasonable Haines 

et al. (1970). Mahmud et all shown that in airline service industry, price influences 

insignificantly toward customer’s satisfaction with a negative relationship Mahmud et 

al. (2013). Ke Taotao and Huang confirmed service price factor that affect customer 

satisfaction of third party logistics enterprises Taotao, & Huang (2006). Galleria and 

Saura through investigate the relationship chain of customer satisfaction in tourism, 

illustrated perceived value shown highly sensitive to customer satisfaction Gallarza, 

& Saura (2006). Chenand Chen, F. S examines the visitor experience of heritage 
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tourism and investigates the relationships between the quality of those experiences, 

perceived value, satisfaction, and behavioral intentions, the result by filed survey 447 

respondents show off the relationship: perceived value direct effect on customer 

satisfaction Chen,& Chen  (2010). 

 
Relationship between service quality and perceived value 

 In ACSI model, Fornell et all. proved that service quality has significant 

relationship to perceived value Fornell (1996), following that, more and more 

research proved this relationship in ACSI model and from different industry Bonnie 

(2004), Awwad (2012), Terblanche (2006), Angelova & Zekiri (2011). Guo and Wei 

confirm the relationship use ACSI model in Chinese express industry Guo (2016), 

Wei (2016).  

 

Relationship between demographic factors and customer satisfaction 

 The influence of demographic factors on customer satisfaction has always 

been an important part of scholars. Siripoonya researched the relationship between 

demographic factor as gender, age, income etc. and customer satisfaction with tops 

supermarket Siripoonya (2007); Gautam & Kumar proved the significant effect of 

demographic factors on customer satisfaction from insurance industry Gautam & 

Kumar (2012); Seyal et all from banking service view to confirm the relationship 

between demographic factors and customer satisfaction Seyal & Rahim (2011). Lester 

researched the effect of demographic to customer satisfaction on north Africa Lester 

(2011). 
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2.2 Theoretical Model / Conceptual Framework 

 Customer satisfaction theory played a very important role for the enterprises’ 

survival and development. Thus, scholars began to analyze and build customer 

satisfaction formation process, try to find the specific factors that affect customer 

satisfaction, in order to improve the overall service level and operation of enterprise. 

Since 1980s, western scholars have done a lot of empirical study, put forward the 

related theatrical model of customer satisfaction, these models are used to explain the 

formational process of customer satisfaction. 

 

2.2.1 Theoretical Model 

 For a long time, many scholars have established many models for measuring 

customer satisfaction or service quality, but enduring models after a long-time 

practice as SERQUAL model, SERVPERF model, Kano model and ACSI model etc. 

This paper will mainly explain SERVQUAL model, SERVPERF model, and ACSI 

model. 

 

SERVQUAL Model & SERVPERF Model  

 SERVQUAL Model is based on the theory of total quality management 

(TQM), it’s a new systematical service quality evaluation theory in the service 

industry. The core theory is “gap model of service quality”. Service quality of 

SERVQUAL will be divided into five levels: physical facilities (Tangibles), reliability 

(Reliability), response (Responsiveness), and security (Assurance), emotional input 

(Empathy) Parasuraman, Zeithaml & Berry (1985). 
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 In the past ten years, the model has been widely accepted and adopted by 

managers and scholars. The model is based on the difference theory, that is the 

difference between the customer's expectation of service quality and the customer 

received service. The five dimensions were used to evaluate the quality of different 

services that customer received. SERVQUAL is for measuring the service quality of 

information systematically, and SERVQUAL is an effective tool to evaluate the 

quality of service and to improve the quality of service. 

 Despite the SERVQUAL model is easy to use, and efficient characteristics, 

but there are a lot of shortcomings. Oliver (1981) proposes that measure the 

customer's expectations and perceived performance at the same time is not scientific, 

because of PZB based on the gap analysis to measure customer perceived service 

quality will be repeated to calculate customer expectations. In order to overcome the 

defects of the SERVQUAL model, Cronin& Taylor (1992) put forward the 

SERVPERF model, it's different with SERVQUAL model, it avoids the gap analysis, 

but direct measure customer perceived service performance in the process.  

SERVPERF model still uses 5 dimensions and the 22 problems of the SERQUAL 

Service quality 

Assurance Tangibles Reliability Responsiveness Empathy 

Figure 2.1: SERQUAL model  
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model. Since the reliability and validity of SERVPERF model is as good as the 

SERVQUAL model, and it do not need to consider customer expectations, more 

convenient, therefore nowadays it's widely used for research of service quality or 

customer satisfaction.  

 

ACSI Model  

 American customer satisfaction index (ACSI) is the most classic one and most 

applications widely in whole customer satisfaction research model Fornell et al 

(1996). It is created by Fornell et al. Professor of the University of Michigan basis by 

Sweden Customer Satisfaction Barometer (SCSB). The ACSI model contains 6 

structural variables, 15 observation variables, and 9 interrelations. The observed 

variables in the model refer to variables that can be used for investigation and 

research. Among the structural variables, customer expectation, perceived quality and 

perceived value are three initial variables for customer satisfaction. Customer 

complaint and customer loyalty are the outcome variables of customer satisfaction. 

 Compared with the SCSB model, the customer perception index is added to 

the customer satisfaction index model. The model considers the perceived quality, 

customer expectations and customer perceived value determine the customer 

satisfaction.  When the actual time customer perceived quality is greater than the 

expectation of customers, customers will feel satisfied; otherwise, the customer will 

be unsatisfied, and even complain. That is, customer complaint is not irreparable, if 

product or service provider timely and effective handling of customer problems, it is 

possible to replace customer complaints into customer satisfaction, even customer 

loyalty. Thus, customer satisfaction is not static, it is dynamic with the level of 

service. 
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2.2.2 Conceptual Framework  

 At present, some domestic and foreign scholars have been study on the 

dimension measurement of express service quality under the e-commerce 

environment, most scholars's research focus on B2B, but the measurement of the 

express service quality under the environment of C2C is relatively less. In this paper, I 

sorted out and summarized the relevant literature, then summed up a typical express 

services quality measuring method for online shopping aspect. 

 This paper retained 5 variables in SPERVPERF model (Reliability, 

Responsiveness, Tangibles, Assurance, and empathy) to measure the service quality 

and add the perceived value as the initial variable from ACSI model for analyze the 

impact of price to customer satisfaction, because of perceived quality (performance) 

of service in ACSI model is repeated with SERVPERF model, therefore we delete 

perceived quality. According to Suggestions of Oliver, Cronin and Taylor, they tend 

to avoid customer expectation, the reason is they think use single questionnaire to test 

customer expectation at same time, the double counting is inevitable. This paper 

adopted their theories, cancel customer expectation. And according to research results 

from Siripoonya et all. This paper will add demographic factors variable to find their 

relationship with customer satisfaction on express service. 

 After referenced the theories from PZB (1985), and combined with the 

SERVPERF model, add a relationship between perceived value with customer 

satisfaction from ACSI model, as well as add demographic variables, so we set up a 

frame to analyze the present customer satisfaction on online shopping. Therefore I 

added two more relationship (perceived value is related to customer satisfaction and 

demographic related to customer satisfaction), there are 12 variables in 

total(Perceived value, service reliability, services responsiveness, services Assurance, 
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Tangibles, and services empathy, gender, age, income, occupation, educational level 

and customer satisfaction) into 11 dimensions such as initial variable and one 

outcome variable, on the other hand, service quality will be independent variable of 

perceived value, perceived value is dependent variable of service quality factors. 

Those will be explaining below: 

Initial variable  

Perceived value represents the customer's feeling of whether it's worth to pay 

some price, time or efforts, and the opportunity cost of this service.   

Tangibles are appearance of physical facilities, equipment, personnel and 

communication materials. 

Service reliability refers to the service provided by the courier in the process that 

customer acceptance and use, to ensure customers' rights, goods on time and the 

safety, in order to reach the capacity of service needs;  

Service responsiveness refers to the speed of express companies to the logistics 

and distribution of goods orders, and the speed of customer demand, consultation 

and complaints and other issues, reflecting the overall service speed and efficiency 

of the courier company;  

Service assurance refers to a guarantee of the express enterprise to the service 

person, service facilities, such as the basic aspects of the service process, the 

guarantee can ensure customer service quality, and improve their confidence; 

Service empathy refers to express delivery companies pay attention to the 

customers' actual needs and to meet the needs of customers, to provide customers 

with personalized service. 

Gender refers to female and male for human. 

Age refers to a human’s survival length of time from birth. 
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Educational level refers to customer’s highest educational certification. 

Income refers to personal income per month. 

Occupation refers to customer’s main job or social role. 

 

Outcome variable  

 Customer satisfaction refers to the emotional reflection or subjective 

evaluation from customer to express service experience, it determines whether the 

customer will use this express delivery company's logistics service next time. As 

Framework show in the following figure. 

 

 

Empathy 

Assurance 

Tangibles 

Service Responsiveness 

Service Reliability 

customer 
satisfaction 

Outcome variable 
Perceived value 

Gender 

Age 

Educational level 

Income 

Occupation 

Figure 2.2: Framework model 

Demographic factors 
Service quality factors 
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2.3 Hypothesis (Optional)  

2.3.1 The Analysis of Initial Variables to Result Variables  

(1) Perceived value 

  Consistent with viewpoints from Parasuraman et all. (1988) and Kuo 

(2009) perceived value is controlled by 2 aspects. One is the customer scarified 

(monetary price and non-monetary price). This is the customer's initial 

subjective perception to the courier company. In general, after the customer in 

the sight of an express company's price, opportunity cost, time and efforts, will 

be automatically determine the service level, the higher the price, normally its 

service quality will be guaranteed. The other one is service quality. In the 

process of express service, the service quality is hard to measure caused by 

human factors or other factors make the service quality lower than the real 

situation, it can’t be completely avoided. Normally customers only have basic 

perceptions of express service. When customers choice a courier company, 

often compare between these two factors, if a customer approved a courier 

company's pricing standard, so the service quality of the customers feel more 

high, that mean customer receipted high perceived value, also feel high 

satisfaction level from the express company. This is also a subjective measure 

of whether customer needs are met. Therefore, the higher the customer 

perceived value of express service, will bring higher satisfaction. To sum up, we 

can draw the following assumptions:  

H1: Express perceived value has a significant positive impact on Customer 

satisfaction. 
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  According to the relationship between perceived value and perceived 

quality in the ACSI model, customers evaluate perceived value are mainly 

through the tradeoff customer received service quality and customer payed 

value. When customer pays less value can get higher service quality, the 

evaluation of perceived value is higher. When the customer pays a fixed price, 

at the same time customer received higher service quality, the customer's score 

for perceived value will be higher, otherwise the lower. When the customer 

receives a fixed service quality, the customer pays the value to be few, the 

customer to the score of perceived value will be higher, otherwise the lower. So 

come to a conclusion. 

H2: Responsiveness has a significant positive impact on perceived value. 

H3: Reliability has a significant positive impact on perceived value. 

H4: Tangibles has a significant positive impact on perceived value. 

H5: Assurance has a significant positive impact on perceived value. 

H6: Empathy has a significant positive impact on perceived value.  

 

(2) Service responsiveness 

  The responsiveness of express service means the service speed or 

efficiency of the express company, which mainly refers to Door to door service, 

order information tracking, and speed of handling customer complaints and 

differential damage. For consumers, they may urgently want to receive goods, 

thats why express delivery time is very important. Mainly reflected in several 

aspects: first, the speed of delivery to pick up the cargo; second, express 

delivery or transit speed; third, after express arrived, the speed to customers' 
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hands.  Customers may need to wait for a long time, which will negatively 

affect the customer's satisfaction of the quality of service. 

H7: Express service responsiveness has a significant positive impact on 

customer satisfaction; 

 

(3) Service reliability 

  Express service reliability means the express delivery enterprise has 

ability to protect the goods and packaging, low rate of damage in the delivery 

process, can be timely delivery with commitment, accurately and safely delivery 

to customer's hands, also include keep customer's information strictly 

confidential, so that the privacy of customers can be fully guaranteed. After the 

buyer purchase, seller sends the goods, if the customer can receive the goods 

accurately and safely within the promise time, the customer will be satisfied. 

Therefore, we can say, the reliability of service will have a certain impact on 

customer satisfaction.  

H8: Express service reliability has a significant positive impact on customer 

satisfaction. 

 

(4) Tangibles  

  Guarantee of service is the Assurance ability of the express service and 

service facilities. The complete and advanced of distribution and collection 

facilities, the dress of courier, the courier's service attitude and communication 

skills, the courier' business level are direct related to the customer services. 

Therefore, the tangibles of express service will directly affect the customer 

mood in the process of picking up package, affect the customer's perception. If 
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express service can be better tangibles, the customer will feel more satisfied. 

Therefore, the Tangibles will have a certain impact on customer satisfaction.  

H9: Tangibles has a significant positive impact on customer satisfaction. 

 

(5) Assurance  

  That means employees with professional knowledge, polite and ability 

to lead customer feel this employee is confident. If the employee is trustworthy, 

in communication with the customer, the customer will feel assured to him. If 

employees are very polite to customers, and employees can get the appropriate 

support from the company, so as to provide better service to customer. Then the 

customer will feel satisfied with the company's service 

H10: Assurance has a significant positive impact on customer satisfaction. 

 

(6) Empathy 

  Empathy is the personalized service of express courier service 

enterprises to provide personalized service, to promote effective communication 

between the enterprise and the customer, will not only enhance the customer 

understanding about company's product or service related information , also 

enable enterprises to know customer's real needs, thus targeted measures or to 

improve services to meet the needs of customers to achieve customer 

anticipation, or in a timely guide and correct the customer's unreasonable 

expectations, and ultimately achieve purpose of improving customer 

satisfaction. Personalized service is also able to improve the relationship 

between customer and company, thereby enhancing the degree of customer 



	

 31 

satisfaction. Therefore, the empathy of the service will have a certain impact on 

customer satisfaction. 

To sum up, we can draw the following assumptions: 

H11: empathy has a significant positive impact on customer satisfaction. 

 

 

(7) Demographic factor  

  Demographic factor is customer’s basic personal information as age, 

gender, income, educational level and occupation. According to views from 

literature review, customer’s satisfaction will be different because of their 

different experiences, but the different experiences mainly because of the 

different of age, gender, income, educational level and occupation. Therefore, 

demographic factors have certain impact on customer satisfaction.  

To sum up, we can draw the following assumptions: 

 H12: Gender has a significant effect on customer satisfaction. 

 H13: Age has a significant effect on customer satisfaction. 

 H14: Educational level has a significant effect on customer satisfaction. 

 H15: Income has a significant effect on customer satisfaction. 

 H16: Occupation has a significant effect on customer satisfaction. 
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2.3.2 Summarize of Hypothesis  

 Through the analysis of the influencing factors, this paper support6 

hypotheses, show in the table 2.1. 

Table 2.1: Summary of Hypothesis 
 

No. Hypothesis 

H1 perceived value has a significant positive impact on Customer satisfaction 

H2 responsiveness has a significant positive impact on perceived value 

H3 reliability has a significant positive impact on perceived value 

H4 tangibles has a significant positive impact on perceived value 

H5 assurance has a significant positive impact on perceived value 

H6 empathy has a significant positive impact on perceived value 

H7 responsiveness has a significant positive impact on customer satisfaction 

H8 reliability has a significant positive impact on customer satisfaction 

H9 Tangibles has a significant positive impact on customer satisfaction 

H10 Assurance has a significant positive impact on customer satisfaction 

H11 empathy has a significant positive impact on customer satisfaction 

H12 Gender has a significant impact on customer satisfaction 

H13 Age has a significant impact on customer satisfaction 

H14 Educational level has a significant impact on customer satisfaction 

H15 Income has a significant impact on customer satisfaction 

H16 Occupation has a significant impact on customer satisfaction 
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CHAPTER 3 
 

METHODOLOGY  

The content of chapter 3 include： 

 3.1 Research design, 

 3.2 Population and sample, 

 3.3 Data collection, 

 3.4 Reliability testing. 

 

 The purpose of this study is find out the factors influence the express service 

customer satisfaction degree. Empirical research needs to focus on the purpose of the 

study, research plan, and reasonable use of selected samples, data collecting and the 

data processing method to analyze the data. Through these work for the structural 

equation model providing data preparation, to achieve the purpose of study. 

 This research chooses questionnaire method to collect data, questionnaire is 

one of the most common research methods that present scholars use. In this article, 

through reading a large number of relevant literature, Learning from same variables 

design from the predecessors' questionnaire, and combined with the characteristics of 

express service to modify, to ensure the validity of the questionnaire design. 

 

3.1 Research Design  

 The questionnaire designed multiple questions to measure potential variables 

of this study, in orders to improve the reliability and validity. Questionnaire content is 

mainly divided into two parts. The first part is the investigation of object’s personal 

basic information — Demographic. Including gender, age, monthly consumption 
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level, education level, occupation, online shopping website and courier receipt and so 

on. Through this part of the survey, we can have a basic analysis on the sample, to 

understand the general form of the participants. The second part is the specific survey 

of express service factors affecting customer satisfaction, mainly measure research 

content of nine potential variables (perceived value, service reliability, service 

responsiveness, Tangibles, Assurance and empathy) in the model to research. 

 

3.1.1 The Design of the Measuring Project 

 According to the theoretical model and the hypothesis above, design the 

specific measuring items of research variables. The framework only two types of 

variables: initial variables (perceived value, five demographic factors and five 

standards of service quality) and outcome variables (customer satisfaction), the total 

of 30 measuring items. Each item has two types of sources, one is direct referenced 

from related literature proved multi-item, with high reliability and validity; the second 

is on the basis of the existing related logistics and express questionnaire, with the 

modified of this paper. Through the sources above, completed the initial of the 

questionnaire, the following is the questionnaire introduction and the summary of the 

items. 

 

Initial variable  

  This paper's initial variables are perceived value, service reliability, service 

responsiveness, tangibles, Assurance and empathy. 5 variables for service quality take 

example by SERQUAL scale and SERPVERF scale. 
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(1) Perceived value  

 For measure Perceived value, Fronell et al (1996) through filed research of 

ACSI model, they provide 2 questions (price given quality and quality given price) to 

measure perceived value and proved the questionnaire is effective, Kuo (2009) 

evaluate perceived value by 3 items to measure 3 aspects (price, effort, opportunity 

cost), Wang (2004) use 3 questions to measure perceived value (many value, 

customer payment and worth to choice). This paper going to trade-off their questions, 

summary and revise them for more suitable for characteristics of express service, 

questions for measure perceived value from express service. In terms of the actual 

situation of express service, add the OWS (over weight surcharge) question and 

insurance question in price orientation, remained effort and opportunity, 5 questions 

in total to measure perceived value. 

 

(2) Service reliability  

 Service reliability includes 4 aspects: safety and reliability, timely arrival rate, 

the goods packaging quality, security of customer's personal information. Reliability 

refers to the express company's reliable and accurate, can sent the customer safety and 

accurately or not; timely arrival rate refers to the express companies can sent cargo to 

customer on time or not; packaging quality refers to the express company can keep 

the goods and packaging intact, no damage or not; personal information security 

mainly refers to the express company does not leak, theft of customer personal 

information. 
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(3) Service responsiveness  

 The responsiveness of the service includes four aspects: distribution speed, 

tracking speed, loss and complaints handling speed, door to door speed. The speed of 

distribution refers to the express companies will goods delivery to the customer's time 

efficiency; tracking speed refers to the express company goods logistics information 

update speed in the distribution process; door-to-door speed refers to the express 

companies' door-to-door service speed and efficiency; loss and complaints handling 

speed refers to the express company complaints in the service process, the speed of 

processing for damaged parts and customer complaints.  

 

(4) Tangibles 

 Tangibles include 4 aspects, this paper based on the particularity of service 

express industry, revised these original questions as: express company has advanced 

facilities; express company has clear and simple delivery bill; express company’s 

express services are wild and no restricted as areas; express company’s courier be 

dress neatly. 

 

(5) Assurance  

 The assurance refers to the courier's knowledge, etiquette, and the ability to 

delivery self-confidence and trustworthiness to customer. The components are:  the 

courier is trustworthy; in the communication process, the customer will be assured; 

the courier is courteous; employees can get the appropriate support from the 

company, in orders to provide better service, this aspect include 4 questions.  
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(6) Empathy 

 Empathy of service includes 5 aspects: personalized care and help, 

personalized demand services, personalized value-added services. Personalized care 

and help to give the customers personalized care and help; personalized service needs 

to understand customer needs, to provide special services for the individual; provide 

additional value-added services to customers when they send or take package; express 

company have able to lead customer feel this company is care about customer’s 

benefit, and the service time can reach the demand of customer. 

 According to the relationship among the variables in the conceptual 

framework, and referenced questionnaire designing of SERVQUAL model, after refer 

to other scholars’ research, take example by Fornell (1996), PZB (1990) and Kuo 

(2009). Then modified those questions to more suitable for express industry, 

established 27 questions (3 questions for perceived value, 5 questions for Service 

reliability, 4 questions for service responsiveness, 4 questions for tangibles, 4 

questions for assurance and 5 questions for empathy and 3 questions for customer 

satisfaction), use Likert scale of 5 degrees to measure the performance of variables. 
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Table 3.1: Summary of Measuring Items 

Variables No. Measuring Item Source 

Perceived value Q1 I feel I’m getting good service for a reasonable price from this express company Fornell et al. 
(1996) & 
Kuo et 
al.(2009) 
Wang, Y et 
all. (2004) 

Q2 I feel I’m getting good guaranteed for a reasonable  Insurance 

Q3 This company’s charge for overload is reasonable 

Q4 Use this company’s service is worth for me to sacrifice some time or efforts 

Q5 compare with other companies, it is wise to choose this company 

Service 
reliability Q6 This express company can deliver the cargo to my hands safety. PZB (1990) 

Q7 This express company can arrive in time  

Q8 This express company's goods and packaging intact, no damage or lost.  

Q9 This express company does not leak or theft of customer personal information  

Q10 This express company can sent the cargo to accurate address  

service 
responsiveness Q11 This express company's delivery service is speed PZB (1990) 

Q12 This express company can update the logistics tracking information timely  

Q13 This express company can pick up the cargo as the courier’s promise time  

Q14 This express company can deal with customer complaints timely  

Tangibles Q15 Express company has professional service tools (ex. motorcycle, cargo box etc.) PZB (1990) 

Q16 Express company’s waybill is clear and simple  

Q17 Express company has wide network coverage, can be delivered anywhere  

Q18 Express company's courier dress neatly  

Assurance Q19 Couriers are always very polite PZB (1990) 

Q20 When dealing with couriers, he or she has professional knowledge worth to trust  

Q21 This express company service staff is enthusiasm, initiative to help customer solve the problem.  

Q22 This express company service staff has professional knowledge, skillful operation  

Empathy Q23 This express company to provide you personalized care and help PZB (1990) 

Q24 This express company to provide personalized services to me such as: in accordance with my time for distribution  

Q25 This express company to provide me with other personalized value-added services such as discount.  

Q26 This express company always concern benefit of customer  

Q27 The service time of this express company can reach your needs  

Customer 
Satisfaction Q28 I am satisfied with the overall service of this express company Fornell, 

Claes, et al. 
(2006) 

Q29 This express company's service reached my expectations 

Q30 My overall evaluation of the express company is good 
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3.2 Population and Sample  

Sampling strategy 

 The research sample of this research is mainly the users who have e-commerce 

online shopping experience. In China, online shopping users are mainly concentrated 

in the younger age groups, therefore, this paper will investigate the sample identified 

as 18 years old to 40 years old, this range is in terms of China's online shopping user 

survey situation analysis for 2015. according to Source from Sohu Industry report: 

2016 express industry development present situation and trend of research, total 

online shopping population about 460 million in the end of 2015, then through the 

equation of sample size determine by Yamane to get the sample size is about 400 

persons at 5% probability (the acceptable sampling error) (Yamane, 1967). The 

process of calculation as shown below:  

N: population of sample is about 460 million  

e: the acceptable sampling error identified as 5% or 0.05 

n =             (1) 
 
And put them into formula: 

  n=399.99965217≈ 400 persons 

Thus, this determine the sampling size is 400 persons. 
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3.3 Data Collection 

 Tools 

 Taking into account the time and labor costs and other factors, the data 

collected in this paper is mainly used online questionnaire. The top5 popular 

questionnaire websites in Chinese network as: Tecent questionnaire, Baidu 

questionnaire, 51jump, wenjuan.com and 1Diaocha. This paper will input this 

questionnaire into these 5 questionnaire websites, and spread by Chinese popular 

social platform, in order to keep the randomness of questionnaire. The spread channel 

of online questionnaire main use of Baidu post bar, WeChat and Weibo. The main 

reason for online questionnaire method is wide range and generally, this can reduce 

the unity of samples. Using online questionnaire method can reduce the workload of 

the investigation, also save the cost of the investigation.  

 In order to start online questionnaire, it should input the questionnaire in 

Sojump website first, and then spread it through popular social platform. This paper 

spread of the thesis by Baidu post bar, micro-blog, WeChat and function of 

questionnaires mutual assistance and recommended functions in Sojump website. The 

period of the questionnaire collection was from June 7, 2017 to June 14th, and it took 

8 days. 452 questionnaires were collected in total.  
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 Plan 

 In order to make the data more reliable, this paper sets up the data collection 

standard. First, a questionnaire is not complete and should not be adopted; second, all 

selected same answers questionnaire should not be adopted. 

 Through the questionnaire screening standard above, we excluded 14 invalid 

questionnaires, deleted 45 questionnaires because of the logical error and the filling 

time too low. A total of 59 invalid questionnaires were excluded, 393 questionnaires 

were collected with 86.9% of effective rate. 

 
3.4 Reliability Testing  

 
 In this study, the model assumptions will involve multiple collinearity 

between variables, so the method of structural equation model is more appropriate, 

and the SEM method is also suited to collect questionnaire data. But in this paper, 

according to the research purpose and the needs of the test hypothesis, the SPSS 

software is only used to do the statistical analysis of the sample data, which is mainly 

descriptive analysis, reliability analysis, and validity analysis and so on. 

 

3.4.1 Descriptive Analysis 

 Before analyzing the data, the data must to do the descriptive analysis, such as 

frequency analysis, concentrated trend analysis, discrete analysis etc. The purpose of 

descriptive statistical analysis is to find the status and the law of the data distribution, 

and then choose the analysis method according to the law, and provide the data base 

for the next research. This paper will use the descriptive statistical function of SPSS 

23.0.0, makes a statistic on the use of courier services on shopping online, the use of 

personal information, research data distribution to do description analysis. Through 
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the description of personal information, the distribution of variable data and the 

situation of express service in e-commerce environment, has a clear understanding of 

the basic situation, to provide a strong support for the next research. 

 

3.4.2 Reliability Analysis 

 Reliability analysis is used to analyze the reliability of the questionnaire, 

mainly to show the reliability consistency, accuracy and stability of the data test 

results. On the same problem after repeated measures, the results if it remains 

unchanged, it's higher the credibility, the quality of the questionnaire will be higher. 

This paper is used a popular method that Cronbach's alpha coefficient from (Preedy,& 

Watson,  2010) . This paper will measurement the consistency between the items and 

reliability. The value range of the alpha is shown in the table 3.2. 

 
Table 3.2: Cronbanch’s Alpha index 

Cronbach's alpha Internal consistency 

α ≥ 0.9 Excellent 

0.9 > α ≥ 0.8 Good 

0.8 > α ≥ 0.7 Acceptable 

0.7 > α ≥ 0.6 Questionable 

0.6 > α ≥ 0.5 Poor 

0.5 > α Unacceptable 
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Reliability testing 

 On the first day, 80 questionnaires were collected for reliability analysis. The 

results of Cornbach’s alpha were as follows. The reliability of the questionnaire was 

very good, and then began to collect. Through the questionnaire reliability analysis of 

the 393 samples, the result as shown in the following table 3.3, the alpha values of all 

variables are greater than 0.7, the results are very good, indicating that the reliability 

of this questionnaire is very high, its structure is reasonable. 

Table 3.3: Reliability testing using Cornbach’s Alpha 

VARIABLES N (ITEM) 
CORNBACH’S ALPHA  

PRE-TEST  FINAL-TEST 

Perceived Value 5 0.89 0.91 

Reliability 5 0.91 0.90 

Responsiveness 4 0.89 0.88 

Tangibles 4 0.92 0.90 

Assurance 4 0.91 0.93 

Empathy 5 0.83 0.91 

Customer Satisfaction 3 0.94 0.93 

 

3.4.3 Variables analysis  

 According to the conceptual framework of this paper, there are several 

independent variables and a dependent variable.  The research objective is to study 

how these six independent variables (perceived value, responsiveness, reliability, 

tangibles, assurance, and empathy) effect on an outcome variable (customer 

satisfaction). Based on the research objective, after discuss to advisor, multiple linear 

regression method is an appropriate analysis method. At the same time, Cronin & 

Taylor (1994) and PZB (1994) confirm this method is useable. Therefore, multiple 

linear regression in SPSS will be used in analyze the relationship between variables. 



	

 44 

 

 

CHAPTER 4  
 

 ANALYSIS RESULT 

Chapter 4 will contain:  

 4.1 Demographic characteristics; 

 4.2 The level of agreement analysis; 

 4.3 Hypothesis testing. 

 
4.1 Demographic Characteristic  

 Descriptive analysis is statistical analysis of gender, age, education and other 

basic information of survey sample. As can be seen from table 4.1, there are 196 

males in the valid 393 questionnaires, accounting for 49.1% of the total, and 197 

females, accounting for 50.1% of the total. It seems that the gender proportion of 

express service user in shopping online is relatively average, as well as shows that the 

sample collection of men and women ratio is appropriate. 

 From the age view, 21 to 30 years old age group is the main user of express 

service and online shopping, accounted for 65.1%, the population of 31 to 40 years 

old and older than 40 years old 40 accounted for 13.2% and 11.7%, population of age 

18 to 20 years is least for 9.9%. The network shopping and fast delivery service just 

began to prevail in recent years, young people are easier to accept new things than 

other, it has not completely universal in the older population. 

 From the perspective of education, junior college degree and bachelor degree 

each accounted for 17.8% and 63.9%, master or above accounted for 10.2%, 

indicating that most of the users of online shopping and express have a good 

educational background. 
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 From the income view, because most of the users for young people, most 

entered business or join a job not to long time, they have lower income; for students, 

most of them do not have actual income, expenditure comes from their parents 

 From the occupation aspect, the most user of online shopping and delivery 

service include students, institutions and business staff respectively accounted for 

29.3%, 34.1% and 15.5%, but the overall occupation distribution is average, mainly 

because of the user of China online shopping and express service is very wide 

 After survey, we can see the utilization frequency per month normally from 1 

time to 10 times, the percentage of 56.7% and 29.5%, only few people more than 10 

times, the reason may because their job related express service or other situation. 

 From view of shopping platform, 81.7% people shopping in Alibaba (Taobao 

and T-mall) ,12.2% people use JD store, only 5.1% people use Vipshop or another 

website. There is no doubt that Alibaba is the leader of online store in China, JD 

acquired few part of market.  

 From view of customer’s express service company choice, SF is the first 

choice, it has largest ratio of 33.8% I think this benefited from SF has greater service, 

faster delivery time.  STO, ZTO, YTO and YUNDA have less user, and their market 

share appear average. And has 8.7% customer they didn't remember which express 

company they chose.   
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Table 4.1: Analysis of demographic 
 

Index Option Frequency Percent (%) Valid Percent (%) 

Gender Male 196 49.9 49.9 

Female 197 50.1 50.1 

Total 393 100 100 

Age 18 to 20 39 9.9 9.9 

21 to 30 256 65.1 65.1 
31 to 40 52 13.2 13.2 
older than 40 46 11.7 11.7 

Education High school or below 32 8.1 8.1 

College 70 17.8 17.8 
Bachelor 251 63.9 63.9 
Master or above 40 10.2 10.2 

Income per month less or equal to 1000 yuan 67 17.0 17.0 

1001 yuan to 4000 yuan 121 30.8 30.8 
4001yuan－7000yuan 125 31.8 31.8 
7001 yuan to 10000  yuan 48 12.2 12.2 
more than 10000 yuan 32 8.1 8.1 

Occupation Student 115 29.3 29.3 

Government person 31 7.9 7.9 
Institution staff 61 15.5 15.5 
Business staff 134 34.1 34.1 
Independent entrepreneur 52 13.2 13.2 

frequency of 
utilization per 

month 

1 to 5 times 223 56.7 56.7 

6 to 10 times 116 29.5 29.5 

11 to 15 times 36 9.2 9.2 

16 times or more 18 4.6 4.6 

Last time online 
store choose 

Alibaba 321 81.7 81.7 

JD 48 12.2 12.2 

Vipshop 14 3.6 3.6 

Other 10 2.5 2.5 

Last time express 
company choose 

SF 133 33.8 33.8 

STO 61 15.5 15.5 

ZTO 47 12.0 12.0 

YTO 52 13.2 13.2 

YUNDA 43 10.9 10.9 

Bestex 13 3.3 3.3 

for got it 34 8.7 8.7 

Other 10 2.5 2.5 
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4.2 The Level of Agreement Analysis  

Table 4.2: analysis of the agreement level 

VARIABLE NO. QUESTION Mean Standard 
Deviation 

Perceived value 1 I feel I’m getting good service for a reasonable price from this express company 3.79 0.90 

2 I feel I’m getting good guaranteed for a reasonable  Insurance 3.77 0.94 

3 This company’s charge for overload is reasonable 3.60 0.92 

4 Use this company’s service is worth for me to sacrifice some time or efforts 3.73 0.89 

5 compare with other companies, it is wise to choose this company 3.79 0.91 

Total 3.74 0.78 

Reliability 6 This express company can deliver the cargo to my hands safety. 3.98 0.86 

7 This express company can arrive in time 3.91 0.90 

8 This express company's goods and packaging intact, no damage or lost. 3.94 0.88 

9 This express company does not leak or theft of customer personal information 3.74 0.90 

10 This express company can sent the cargo to accurate address 3.95 0.90 

Total 3.90 0.75 

Responsiveness 11 This express company's delivery service is speed 3.89 0.91 

12 This express company can update the logistics tracking information timely 3.87 0.93 

13 This express company can pick up the cargo as the courier’s promise time 3.85 0.92 

14 This express company can deal with customer complaints timely 3.74 0.96 

Total 3.84 0.80 

Tangibles 15 Express company has professional service tools (ex. motorcycle, cargo box etc.) 3.83 0.88 

16 Express company’s waybill is clear and simple 3.84 0.90 

17 Express company has wide network coverage, can be delivered anywhere 3.92 0.95 

18 Express company's courier dress neatly 3.81 0.91 

Total 3.85 0.80 

Assurance 19 Couriers are always very polite 3.84 0.94 

20 When dealing with couriers, he or she has professional knowledge worth to trust 3.74 0.96 

21 This express company service staff is enthusiasm, initiative to help customer solve the problem. 3.79 0.92 

22 This express company service staff has professional knowledge, skillful operation 3.82 0.93 

Total 3.80 0.85 

Empathy 23 This express company provide you personalized care and help 3.65 0.96 

24 This express company provide personalized services to me such as: in accordance with my time for distribution 3.69 0.94 

25 This express company provide me with other personalized value-added services such as discount. 3.65 0.98 

26 This express company always concern benefit of customer 3.50 0.97 

27 The service time of this express company can reach your needs 3.63 0.96 

Total 3.62 0.82 

Customer 
satisfaction 

28 I am satisfied with the overall service of this express company 3.79 0.91 

29 This express company's service reached my expectations 3.76 0.92 

30 My overall evaluation of the express company is good 3.87 0.88 

Total 3.80 0.84 
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4.2.1 Result of Perceived Value  

Perceived value  

 The sixth highest mean value variable is perceived value (mean=3.74), In this 

variable, has two question are highest mean value “I feel I’m getting good service 

for a reasonable price from this express company” (mean=3.79) and “compare with 

other companies, it is wise to choose this company” (mean=3.79). The lowest 

mean value question is This company charge for over load is reasonable 

(mean=3.60). 

 

4.2.2 Result of Service Quality  

(1) Reliability 

 As above table 4.2 shown, the variable of highest mean value is reliability 

(mean=3.90), In this variable, “This express company can delivery the cargo to my 

hands safety” is the highest mean value question (mean=3.98) ,follow by “this 

express company can sent the cargo to accurate address”(mean=3.95) and “this 

express company’s goods and packaging intact, no damage or lost”(mean 3.94), 

The lowest mean value question is “This express company does not leak or theft of 

customer personal information”(mean=3.74). This indicate most customer agreed 

Chinese express company can provide reliability service, but they concern about 

their personal information when they use Chinese express service. 
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(2) Responsiveness  

 Follow that, responsiveness is the third highest mean value variable 

(mean=3.84). Question “This express company’s delivery service is speed” is 

highest mean value one in this variable, “This express company can update the 

logistics tracking information timely” (mean=3.87). The lowest mean value 

question in reliability is “This express company can deal with customer complaints 

timely” (mean=3.74). 

(3) Tangibles 

 The second highest mean value variable is Tangible (mean=3.85). The highest 

mean value question in tangible is “express company has wide network coverage, 

can be delivered anywhere” (mean=3.92), and the lowest mean value question is 

“express company’s courier dress neatly”. It’s indicate that Chinese express service 

has wide coverage network, can meet customer’s needs, but courier’s dress is not 

neatly. 

(4) Assurance 

 The fifth highest mean value variable is Assurance (mean=3.79). In this 

variable, the highest mean value question is “couriers are always very polite” 

(mean=3.84), the lowest mean value question is “when dealing with courier, he or 

she has professional knowledge worth to trust” (mean=3.74). 
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(5) Empathy  

 The lowest mean value variable is empathy (mean=3.62). In this variable, the 

highest mean value question is “This express company provide personalized 

services to me such as: in accordance with my time for distribution” (mean=3.69) 

and the lowest mean value question is “This express company alway concern 

benefit of customer” (mean=3.50). 

 

4.2.3 Result of Customer Satisfaction  

Customer satisfaction  

 Customer satisfaction is the fourth highest mean value variable (mean=3.80), 

the highest mean value question is “my overall evaluation of the express company is 

good” (mean=3.87), the lowest mean value question is “this express company’s 

service reached my expectation (mean=3.76)”. This variable is the result variable, this 

mean value indicates most customer thought Chinese express service can meet their 

needs, but doesn’t let them feel very satisfied. 

 On the whole, Chinese express service just can meet the customer satisfaction, 

they did very well in reliability, Tangible and Responsibility. They can sent the cargo 

to customer’s hands safety, accurately, speed and intact. They have wide network 

coverage, can delivery anywhere, with timely logistics information update etc. but in 

assurance, perceived value, empathy, and some aspect in reliability, tangibles and 

responsibility did not good. Such as customers care about express company will leak 

their personal information, delivery charge for overload is not reasonable etc.  
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4.3 Hypothesis Testing  

4.3.1 Hypothesis Testing for Perceived Value 

 Based on the hypothesis 2 to hypothesis 6 shown, service quality will 

positively effect on perceived value, this paper chooses IMB SPSS statistics to 

analysis this hypothesis is support or reject. The below is the result of analysis.  

According to the characteristics of multiple regression, the equation of perceived 

value will be Y1= β0+β2X2+β3X3+β4X4+β5X5+β6X6+e, Y1 is the dependent 

variable of perceived value, X is the independent variable, for perceived value, X2 as 

reliability, X3 as responsibility, X4 as Tangibles, X5 as Assurance, X6 as Empathy, 

β0 is the intercepts, β1 to βn are the coefficient. After analysis 393 data by IMB SPSS 

statistics program version 23, The analysis result shown in below.  

 
Table 4.3: Model summary of perceived value 

Model R R Square Adjusted R 
Square 

Std. Error of the 
Estimate 

Durbin-
Watson 

1 .883a 0.78 0.78 0.37 1.84 
a. Predictors: (Constant), Emp, Rel, Ass, Tag, Res 

b. Dependent Variable: PV 

 

Table 4.4: ANOVA of perceived value 
Model Sum of Squares df Mean Square F Sig. 

Regression 184.60 5.00 36.92 275.17 .000b 
Residual 51.93 387.00 0.13   

Total 236.53 392.00    
a. Dependent Variable: PV 
b. Predictors: (Constant), Emp, Rel, Ass, Tag, Res 

  

As model summary of table 4.3 shown, R Square = 0.78, the adjusted R 

Square = 0.78, it indicates this multiple linear regression is useable.  
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 As table 4.4 shown, ANOVA table appear Sig.= 0.00, which mean this five 

independent variables of perceived value (reliability, responsibility, tangibles, 

assurance, empathy) have least one variable effect dependent variable (perceived 

value). 

Table 4.5: Coefficients of perceived value 

Model 
Unstandardized Coefficients Standardized 

Coefficients t Sig. 
B Std. Error Beta 

(Constant) 0.19 0.10  1.93 0.06 
Rel 0.32 0.06 0.31 5.24 0.00 
Res 0.17 0.06 0.17 2.75 0.01 
Tag 0.31 0.06 0.32 5.35 0.00 
Ass -0.03 0.05 -0.03 -0.50 0.62 
Emp 0.16 0.05 0.17 3.33 0.00 

a. Dependent Variable: PV    

 

 In above table 4.5，this paper’s variables will abbreviated as: PV for 

perceived value, Rel for reliability, Res for responsibility, Tag for Tangibles, Ass for 

assurance and Emp for Empathy. From this we can see the Sig value of each variable: 

Reliability (Sig = 0.00), Responsiveness (Sig = 0.01), Tangible (Sig = 0.00), 

Assurance (Sig = 0.62), Empathy (Sig = 0.00). Based on the analysis result above 

shown, we written the equation of perceived value as Y1 = 

0.19+0.32X2+0.17X3+0.31X4-0.03X5+0.16X6, Y represent dependent variable 

customer satisfaction, and X represent the independent variable (Y1 as perceived 

value, X2 as reliability, X3 as responsiveness, X4 as tangible, X5 as assurance, X6 as 

empathy). 
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4.3.2 Hypothesis Testing for Customer Satisfaction  

 As mentioned above, this paper going to use multiple linear regression to 

define the relationship between variables, according to the characteristics of multiple 

linear regression, the equation of multiple regression will be as 

Y2=β0+β1X1+β2X2+β3X3……….+βnXn+e. Y2 is the dependent variable, we 

assume Y as customer satisfaction, X is the independent variable, in this paper has six 

independent variables, so we assume X1 as perceived value, X2 as reliability, X3 as 

responsibility, X4 as Tangibles, X5 as Assurance, X6 as Empathy,β0 is the intercepts, 

β1 to βn are the coefficient. After analysis 393 data by IMB SPSS statistics program 

version 23, the analysis result shown in below.  

 Table 4.6: Model summary of customer satisfaction  

Model R R Square Adjusted R 
Square 

Std. Error of 
the Estimate 

Durbin-
Watson 

1 .911a 0.83 0.83 0.35 2.26 

a. Predictors: (Constant), Emp, Rel, PV, Ass, Tag, Res   

b. Dependent Variable: CS    

 

 As model summary table 4.6 shown, R Square =0.830 and adjusted R Square 

=0.827, it indicates this multiple linear regression is successful. 

 Table 4.7: ANOVA of customer satisfaction 

Model Sum of Squares df Mean 
Square F Sig. 

Regression 229.42 6.00 38.24 313.07 .00b 

Residual 47.14 386.00 0.12   

Total 276.56 392.00    

a. Dependent Variable: CS   

b. Predictors: (Constant), Emp, Rel, PV, Ass, Tag, Res   
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 As table 4.7 shown, ANOVA table appear Sig.= 0.00, which mean this paper’s 

six independent variables (perceived value, reliability, responsibility, tangibles, 

assurance, empathy) have least one variable effect dependent variable (customer 

satisfaction). 

Table 4.8: Coefficients of customer satisfaction 

Model 
Unstandardized Coefficients Standardized 

Coefficients t Sig 
(<0.05) 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 
(Constant) -0.06 0.10  -0.65 0.52   

PV 0.05 0.05 0.05 1.08 0.28 0.22 4.56 

Rel 0.17 0.06 0.15 2.77 0.01 0.16 6.39 

Res 0.26 0.06 0.25 4.37 0.00 0.14 7.16 

Tag 0.16 0.06 0.15 2.72 0.01 0.15 6.66 

Ass 0.26 0.05 0.26 5.18 0.00 0.18 5.63 

Emp 0.13 0.05 0.13 2.78 0.01 0.22 4.60 

a. Dependent Variable: CS      

 

 In above table 4.8，this paper’s variables will abbreviated as: PV for 

perceived value,  Rel for reliability, Res for responsibility, Tag for Tangibles, Ass for 

assurance and Emp for Empathy. From this we can see the Sig value of each variable:  

perceived value (Sig = 0.28), reliability (Sig = 0.01), responsibility (Sig = 0.00), 

tangible (Sig = 0.00), assurance (Sig = 0.00), Empathy (Sig = 0.01). Based on the 

result, we written the equation of customer satisfaction as Y= -0,06 + 0.05X1 + 

0.117X2 + 0.26X3 + 0.16x4 + 0.26X5 + 0.13X6, Y represent dependent variable 

customer satisfaction, and X represent the independent variable (X1 as perceived 

value, X2 as reliability, X3 as responsiveness, X4 as tangible, X5 as assurance, X6 as 

empathy). 
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4.3.3 Hypothesis Testing for Demographic Factors 

 According to the hypothesis of demographic factors, this paper going to use 

ANOVA analysis to test whether the demographic factor has effect on customer 

satisfaction. This paper has five demographic factors (Gender, Age, Education, 

Income per month, Occupation).  

 

4.3.3.1 Gender 

Table 4.9: ANOVA of gender 

Customer Satisfaction   

 Sum of Squares df Mean Square F Sig. 
Between Groups 1.36 1 1.36 1.94 0.17 
Within Groups 275.20 391 0.70   

Total 276.56 392    

 

 As table 4.9 shown, the Sig value is greater than 0.05, so gender has no effect 

on customer satisfaction. So we don't do other analysis for this.  

 

Table 4.10: Descriptives of gender 

CS  

 

N Mean Std. 
Deviation Std. Error 

95% Confidence 
Interval for Mean 

Minimum Maximum 
Lower 
Bound 

Upper 
Bound 

Male 196 3.86 0.88 0.06 3.74 3.99 1.00 5.00 

Female 197 3.74 0.80 0.06 3.63 3.86 1.00 5.00 

Total 393 3.80 0.84 0.04 3.72 3.89 1.00 5.00 

 

 And as table 4.10 shown, female’s mean value of customer satisfaction is 

lower than male’s. 
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4.3.3.2 Age 

Table 4.11: ANOVA of age 

CS   

 Sum of 
Squares df Mean 

Square F Sig. 

Between Groups 5.17 3 1.72 2.47 0.06 
Within Groups 271.39 389 0.70   

Total 276.56 392    

 

 As Table 4.11 shown, the significant value of age range is greater than 0.05 

( Sig= 0.06), so the age has no effect on customer satisfaction, but the significant 

value is very close to 0.05,  to show the detail of analysis result will be necessary, the 

detail will be shown in table below. 

Table 4.12: Descriptives of age 

CS   

Age Range N Mean Std. Deviation Std. 
Error 

95% Confidence Interval 
for Mean 

Minimum Maximum 
Lower 
Bound 

Upper 
Bound 

18 to 20 39 3.56 0.97 0.16 3.24 3.87 1.00 5.00 
21 to 30 256 3.78 0.85 0.05 3.67 3.88 1.00 5.00 
31 to 40 52 3.98 0.73 0.10 3.78 4.18 1.00 5.00 

older than 40 46 3.95 0.75 0.11 3.73 4.17 1.67 5.00 
Total 393 3.80 0.84 0.04 3.72 3.89 1.00 5.00 

 

 

 As table 4.12 shown, we can see something in mean value of 4 groups. The 

population of 31 to 40 years old has the highest mean value of customer satisfaction, 

and the lowest mean value of customer satisfaction belong to 18 to 20 years old. As 

the whole result we can see, the mean value of customer distribution almost shown 

like mean value of customer satisfaction is decrease with the age increase. 
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4.3.3.3 Education  

Table 4.13: ANOVA of education 

CS   

 Sum of 
Squares df Mean Square F Sig. 

Between Groups 2.80 3 0.93 1.33 0.27 

Within Groups 273.76 389 0.70   

Total 276.56 392    

 

 Similarly, as table 4.13 shown, Significant value of education factor is far 

greater than 0.05, so educational level factor has no effect on customer satisfaction, 

and has no necessary to do other analysis.  

 

Table 4.14: Descriptives of education 

CS   

 N Mean Std. 
Deviation 

Std. 
Error 

95% Confidence 
Interval for Mean 

Minimum Maximum 
Lower 
Bound 

Upper 
Bound 

High school or 
below 32 4.07 0.98 0.17 3.72 4.43 1.00 5.00 

College 70 3.83 0.82 0.10 3.63 4.02 1.00 5.00 
Bachelor 251 3.77 0.81 0.05 3.67 3.87 1.00 5.00 

Master or above 40 3.73 0.93 0.15 3.43 4.03 1.00 5.00 
Total 393 3.80 0.84 0.04 3.72 3.89 1.00 5.00 

  

 As table 4.14 shown, we can see the highest mean value of customer 

satisfaction is in high school or below education degree. The mean value of customer 

satisfaction is decrease with the educational degree increase. The lowest mean value 

of customer satisfaction is in master degree or above. 
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4.3.3.4 Income Per Month   

Table 4.15: ANOVA of income 

CS   

 Sum of 
Squares df Mean Square F Sig. 

Between Groups 1.89 4 0.47 0.67 0.62 

Within Groups 274.68 388 0.71   

Total 276.56 392    

 

 

 As table 4.15 shown, the significant value of income per month for customer 

satisfaction is far greater than 0.05 (Sig=0.62), so income factor has no effect on 

customer satisfaction. 

Table 4.16: Descriptives of income 

CS   

 

N Mean Std. 
Deviation 

Std. 
Error 

95% Confidence 
Interval for Mean Minimum Maximum 
Lower 
Bound 

Upper 
Bound 

less or equal to 1000 yuan 67 3.78 0.84 0.10 3.57 3.98 1.00 5.00 

1001 yuan to 4000 yuan  121 3.75 0.86 0.08 3.60 3.91 1.00 5.00 

4001yuan to 7000yuan 125 3.85 0.82 0.07 3.71 4.00 1.00 5.00 

7001 yuan to 10000  yuan  48 3.92 0.62 0.09 3.74 4.10 2.67 5.00 

more than 10000 yuan 32 3.68 1.10 0.19 3.28 4.07 1.00 5.00 

Total 393 3.80 0.84 0.04 3.72 3.89 1.00 5.00 

 

  

 As table 4.16 shown, the highest mean value group of customer satisfaction is 

income per month from 7001 to 10000 yuan, and the lowest one is income per month 

more than 10000 yuan per month. 
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4.3.3.5 Occupation  

Table 4.17: ANOVA of occupation 

CS   

 
Sum of Squares df Mean 

Square F Sig. 

Between Groups 4.66 4 1.17 1.66 0.16 

Within Groups 271.90 388 0.70   

Total 276.56 392    

  

 According to table 4.17 shown, significant value of occupation with customer 

satisfaction is higher than 0.05 (Sig=0.16), so occupation has no effect on customer 

satisfaction.  

Table 4.18: Descriptives of occupation 

CS   

 N Mean Std. Deviation Std. Error 
95% Confidence Interval for 

Mean Minimum Maximum 
Lower 
Bound 

Upper 
Bound 

student 115 3.65 0.85 0.08 3.49 3.80 1.00 5.00 
government person  31 3.91 0.75 0.13 3.64 4.19 2.33 5.00 

institution staff 61 3.80 0.87 0.11 3.58 4.02 1.00 5.00 
business staff 134 3.86 0.77 0.07 3.73 3.99 1.00 5.00 

personal business  52 3.94 0.97 0.14 3.67 4.21 1.00 5.00 
Total 393 3.80 0.84 0.04 3.72 3.89 1.00 5.00 
 

  

 From table 4.18 shown, the highest mean value group of customer satisfaction 

is personal business, and the lowest one is student.  
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4.3.4 Summary of Hypothesis  

 

Table 4.19: The summary for all hypothesis 

No. Hypothesis Sig.  (<0.05) Conclusion Result 

H1 Perceived value has a significant positive impact on Customer satisfaction. 0.28 No effects reject 

H2 responsiveness has a significant positive impact on perceived value 0.01 Positive related 
significantly  accept 

H3 reliability has a significant positive impact on perceived value 0.00 Positive related 
significantly  accept 

H4 tangibles has a significant positive impact on perceived value 0.00 Positive related 
significantly  accept 

H5 assurance has a significant positive impact on perceived value 0.62 No effects reject 

H6 empathy has a significant positive impact on perceived value 0.00 Positive related 
significantly  accept 

H7 responsiveness has a significant positive impact on customer satisfaction; 0.00 Positive related 
significantly  accept 

H8 reliability has a significant positive impact on customer satisfaction; 0.01 Positive related 
significantly  accept 

H9 Tangibles has a significant positive impact on customer satisfaction; 0.01 Positive related 
significantly  accept 

H10 Assurance has a significant positive impact on customer satisfaction. 0.00 Positive related 
significantly  accept 

H11 empathy has a significant positive impact on customer satisfaction; 0.01 Positive related 
significantly  accept 

H12 Gender has a significant impact on customer satisfaction 0.17 No effects reject 

H13 Age has a significant impact on customer satisfaction 0.06 No effects reject 

H14 Educational level has a significant impact on customer satisfaction 0.27 No effects reject 

H15 Income has a significant impact on customer satisfaction 0.62 No effects reject 

H16 Occupation has a significant impact on customer satisfaction 0.16 No effects reject 
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Through analyzing result shown in above, it can be concluded that: hypothesis 1 

Sig value is greater than 0.05 (Sig = 0.28), and its beta is 0.05 so “value has a 

significant positive so perceived impact on customer satisfaction" is false. Because of 

Significant value of hypothesis 2 is smaller than 0.05 (Sig= 0.01) and its beta is 0.17, so 

“ responsiveness has a significant positive impact on perceived value” is support; In a 

similar way, Significant value of hypothesis 3 is smaller than 0.05 (Sig= 0.00) and its 

beta is 0.32, so “reliability has a significant positive impact on perceived value” is 

support; Significant value of hypothesis 4 is smaller than 0.05 (Sig=0.00) and its beta is 

0.31 , so “tangibles has a significant positive impact on perceived value” is support; 

Significant value of hypothesis 5 is greater than 0.05 (Sig= 0.62) and its beta is -0.03, 

so “assurance has a significant positive impact on perceived value” is false; Significant 

value of hypothesis 6 is lower than 0.05 ( Sig=0.00) and its beta is 0.16, so empathy has 

a significant positive impact on perceived value is support; Significant value of 

hypothesis 7 smaller than 0.05 (Sig = 0.00) and its beta is 0.17 we can indicate that 

"responsiveness has a significant positive impact on customer satisfaction" is support; 

similarly because hypothesis 8 (Sig = 0.01) and its beta is 0.259, "reliability has a 

significant positive impact on customer satisfaction" is support; Hypothesis 9 (Sig = 

0.01) and its beta is 0.16 so "tangibles has a significant positive impact on customer 

satisfaction" is support; Hypothesis 10 (Sig = 0.00) and its beta is 0.26,so "Assurance 

has a significant positive impact on customer" is support; hypothesis 11 (Sig = 0.01) 

and its beta is 0.13, so "Empathy has a significant positive impact on customer 

satisfaction" is support; hypothesis 12 (Sig=0.17), so “ Gender has a significant impact 

on customer satisfaction) was rejected. Hypothesis 13 (Sig=0.06), so “Age has a 

significant impact on customer satisfaction” was rejected; Hypothesis 14 (Sig=0.27), so 
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“Educational level has a significant impact on customer satisfaction” was rejected; 

Hypothesis 15 (Sig=0.62), so “Income has a significant impact on customer 

satisfaction” was rejected; Hypothesis 16 (Sig=0.16), so “Occupation has a significant 

impact on customer satisfaction” was rejected. 
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CHAPTER 5  
 

CONCLUSION 

The content of this chapter mainly includes: 

 5.1 Conclusion, 

 5.2 Discussion, 

 5.3 Recommendation, 

 5.4 Limitation & Future research. 

 
5.1 Conclusion 

 This study aims to study the effects of perceived value, reliability, 

responsiveness, tangibles, assurance, empathy on customer satisfaction for express 

service from online shopping, and research these six variables how effect customer 

satisfaction. 

 393 valid questionnaires were collected from Chinese online questionnaire 

website (51jump), 80 questionnaires were used for pretest and 393 used for final data 

analysis in this study. The analysis indicated that the percentage of female customers 

and male customers are similar (male 49.9%, female 50.1%), the majority of customer 

are from the group of 21 to 30 years old (65.1%), education of bachelor (63.9%), 

Income 1001 yuan to 4000 yuan per month and 4001yuan to 7000 yuan per month 

(30.8% and 31.8%), occupation of student, business staff (29.3% and 34.1%). most 

people use express service 1 to 5times per month (56.7%), up to (81.7%) customer is 

used to shopping in Alibaba, most popular express company is SF express (33.8%).  
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 In terms of the result of Likert scale analysis, about the express service 

quality, the agreement level of empathy is the lowest (mean=3.62), followed by 

perceived value (mean=3.74), assurance (mean=3.80), responsiveness (mean=3.84) 

and tangibles (mean=3.85), the highest one is reliability (mean=3.90). 

 The multiple linear regression reveal that hypothesis1: perceived value has a 

significant positive impact on customer satisfaction (Sig=0.28>0.05, β= 0.05) were 

reject; hypothesis 2: responsiveness has a significant positive impact on perceived 

value (Sig=0.01, β=0.17) were accept; hypothesis 3: reliability has a significant 

positive impact on perceived value (Sig=0.00, β=0.32) were accept; hypothesis 4: 

tangibles has a significant positive impact on perceived value (Sig=0.00, β=0.31) 

were accept; hypothesis 5: assurance has a significant positive impact on perceived 

value (Sig=0.62, β=-0.03) were reject; hypothesis 6:empathy has a significant positive 

impact on perceived value (Sig= 0.00, β=0.16) were accept; and hypothesis 7: 

responsiveness has a significant positive impact on customer satisfaction 

(Sig=0.00<0.05, β=0.26); hypothesis 8: Reliability has a significant positive impact 

on customer satisfaction (Sig=0.01<0.05, β=0.17); hypothesis 9: Tangibles has a 

significant positive impact on customer satisfaction(Sig=0.01<0.05, β=0.16); 

hypothesis 10: Assurance has a significant positive impact on customer 

satisfaction(Sig=0.00<0.05, β=0.26); hypothesis 11: Empathy has a significant 

positive impact on customer satisfaction (Sig=0.01<0.05, β=0.13) were accept;  

Hypothesis 12: Gender has a significant impact on customer satisfaction (Sig= 0.17) 

were reject; Hypothesis 13: Age has a significant impact on customer satisfaction 

(Sig=0.06) were reject; Hypothesis 14: Educational level has a significant impact on 

customer satisfaction (Sig=0.27) were reject; Hypothesis 15: Income has a significant 
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impact on customer satisfaction (Sig=0.62) were reject; Hypothesis 16: Occupation 

has a significant impact on customer satisfaction (Sig=0.16) were reject.  

 

5.2 Discussion 

5.2.1 Perceived Value 

Perceived value and customer satisfaction 

 After the literature review of chapter 2, (Fornell, 1994), (Zaithaml, 1988) and 

many other scholars have been proved that perceived value has an impact on customer 

satisfaction, but according to table 4.8 the significant value of perceived value equal 

to 0.28 , it is higher than 0.05, shown that perceived value has not significant positive 

impact on customer satisfaction, this result is opposite from theory (Zaithaml, 1988); 

perceived value is an independent variable for customer satisfaction (Fornell, 1994); 

customer perceived value is trade-off between customer receive value and customer 

sacrifice, it is impact customer evaluate service quality Kuo et all (2009); proved that 

perceived value is mediated by satisfaction (Eggert, & Ulaga, 2002); Anderson,  

perceived value has a direct impact on satisfied customer Anderson et all. (1994); 

customer satisfaction is based on perceived value (Ravald, & Grönroos, 1996); 

customer satisfaction is a kind of cognitive state in the cost and the price of the 

product or service (Howard, 1969); service price factor that affect customer 

satisfaction of third party logistics enterprises (Taotao, & Huang, 2006); perceived 

value shown highly sensitive to customer satisfaction (Gallarza, & Saura, 2006); 

perceived value direct effect on customer satisfaction (Chen, & Chen, 2010). 



	

 66 

 

 

 The reason mainly because of many express companies want to obtain huge 

profits in the huge Chinese online shopping market, but the competition in Chinese 

express market is very fierce, so from the beginning of 2008, the express companies 

began to price war, through lower prices to get more customers, with the price getting 

low, express companies are very difficult to guarantee the quality of service, the some 

accidents will occur in the delivering process, and the courier training and 

management is not enough, lead to the perceived value decline. Chinese consumers 

after several years of experience in online shopping, they hope to reduce the risk in 

online shopping, in this way, more and more customers expect more credible service, 

so customer's psychological weight about service quality and price to pay is slowly 

changing Guo (2016). More and more customers are willing to spend more money or 

non-money price to exchange better express service to ensure their online shopping 

experience, with the increasing times of online shopping customer use express 

service, they found that low price will affect the quality of service, and even cannot 

guarantee delivery service, delivery time and safety of goods, so their express service 

satisfaction evaluating standard are changing, customer is no longer a single-minded 

pursuit of price advantage, they would like to pay more attention to the overall 

experience of online shopping and express service quality, perceived value is no 

longer are their evaluating standards for express service. That’s why the perceived 

value has not significant positive impact on customer satisfaction. 
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Service quality and perceived value 

 From table 4.5, we can see the Significant value of 4 service quality dimension 

are lower than 0.05 (Responsiveness, Sig=0.01; Reliability, Sig=0.00; Tangible, Sig= 

0.00; Empathy, Sig=0.00), but significant value of Assurance were higher than 0.05 

(Sig=0.62), As the result shown, responsiveness, reliability, tangibles, empathy have 

positively significant effect on perceived value, Assurance has no significant effect on 

perceived value. This paper will divides them into 2 parts to discuss as acceptive part 

and rejective part. In the first part, hypothesis 2, hypothesis 3, hypothesis 4, 

hypothesis 6 are accept, indicate that responsiveness has a significant positive effect 

on perceived value, reliability has a significant impact on perceived value, tangibles 

has a significant impact on perceived and empathy has a significant positive impact to 

perceived value. the results conform to service quality has significant relationship to 

perceived value Fornell (1996), as well as consisted to more result of research from 

Bonnie (2004), Awwad (2012), Terblanche (2006), Angelova&Zekiri (2011), Guo 

(2016) and Wei (2016). 

 Customer perceived value of express service process is customer’s feeling by 

trade off service quality and the cost. The service quality is the customer's feeling of 

quality service when the customer is in a transaction with an express company, which 

service makes the customer feel the service quality or high or low subjective feelings. 

If there are two courier companies need to pay the same cost, one of the companies 

can reach a higher degree of service level in the express transportation safety, 

transportation service timeliness, service convenience, real-time transportation 

information update and staff service attitude, the customer will think the service 

quality of this company has higher service perceived value than another company. 
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Therefore, after customers trade off the quality of service and the cost, the higher 

quality express companies will have a higher evaluation. When the service cost is low 

and the service quality is higher, the private express enterprises feel higher level of 

service. That’s why service quality has a significant positive impact on perceived 

value. 

 In the second part, the assurance the analysis result of assurance (Sig=0.62) is 

inconsistent to viewpoints from Fornell (1996), Bonnie (2004), Awwad (2012), 

Terblanche (2006), Angelova& Zekiri (2011), Guo (2016) and Wei (2016). 

Hypothesis 5 has no significant positive impact on perceived value, the reason mainly 

include:  service quality is a kind of quantitive data , it used to measure tangible 

condition, perceived value is an intangible dimension, so the analysis result of 

correlation between a tangible dimension as assurance and an intangible dimension as 

perceived value could have deviation, on the other hand, the data collection method as  

questionnaire can not express depth condition, so the result could be little expression, 

as well as the sample size of this paper has limited able to represent total practical 

phenomena, therefore, hypothesis 5 assurance has a significant positive impact on 

perceived value was reject.  

 But as a whole, we still can make a result that service quality has significant 

positive effect on perceived value, because of there are four factor in service quality 

have significant positive effect on perceived value, and only one factor has no 

significant positive effect on perceived value, combine with reason above, the whole 

overall result is consisted to viewpoints from Fornell (1996), Bonnie (2004),  Awwad 

(2012), Terblanche (2006), Angelova& Zekiri (2011), Guo (2016) and Wei (2016). 
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5.2.2 Responsiveness and Customer Satisfaction 

 The Significant value of responsiveness as above is 0.00, it is lower than 0.05, 

indicate that responsiveness has significant impact to customer satisfaction, conform 

to SERQUAL model and SERPVERF model by (Parasuraman, Zeithaml, & Berry, 

1985), as well as consisted to responsiveness effect on customer satisfaction in 

Measuring customer satisfaction using serqual survey (Pilevary, & Namin, 2012); 

responsiveness is significant positive effect on the customer satisfaction (Babakus, & 

Mangold, 1992); responsiveness is an important factor for customer satisfaction Naik 

et all. (2010); responsiveness is a factor to effect customer satisfaction (Yan Jingmin, 

2012); responsiveness impact on customer satisfaction (Yu Baoqin, 2013）; service 

responsiveness effect on customer satisfaction (Zhou Jinghua, & Wang Ling, 2005). 

 The responsiveness is more intuitive to express users. from the table 4.8 

analysis shows that the responsiveness for express service customer satisfaction is 

significantly affected, the main reason is because the express users pay more attention 

to those items, such as transport speed is one of the most important standard that 

express user to evaluate the express service quality; transportation information upload 

speed is whether the customer can check their own cargo's information timely, and 

timely upload logistics information will reduce the customers' worry about online 

shopping cargo; timely pick up the cargo and efficient deal with customer's 

complaints both are customers directly feeling, and they are easy to let the customers 

establish the image of Express enterprise in hearts. So, responsiveness significant 

positive is effect on customer satisfaction.  
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5.2.3 Reliability and Customer Satisfaction 

 According to table 4.8 shown, significant value of Reliability equal to 0.01 

lower than 0.05, represented it has very significant influence to customer satisfaction 

in express service, conform to SERQUAL model and SERPVERF model by 

(Parasuraman, Zeithaml, & Berry, 1985) et all, as well as consisted to reliability effect 

on customer satisfaction in Measuring customer satisfaction using serqual survey 

( Pilevary, & Namin, 2012); Reliability is significant positive effect on the customer 

satisfaction (Babakus, & Mangold, 1992); Reliability is an important factor for 

customer satisfaction Naik et all. (2010); reliability is a factor to effect customer 

satisfaction (Yan Jingmin, 2012); reliability impact on customer satisfaction (Yu 

Baoqin, 2013）; service reliability effect on customer satisfaction (Zhou Jinghua, & 

Wang Ling, 2005). 

  In terms of the questions in reliability, the courier company can safely sent 

the cargo to the customer is the most basic responsibility,  China express industry do 

it well, the mean value reached 3.98,it is the highest score in this variables, but this 

one is an express company must to do; express service will arrive on time means 

whether the express company can arrive on time as its logistics information , related 

to the logistics information system of express company whether accurate and logistics 

companies can accurately predict and manage the cargo arrival time or not, it 

represent the company's accuracy of operation manage to customer, for sure it will 

effect customer satisfaction; the package is able to keep intact, no damage or loss is a 

very important factor for the courier service satisfaction, if the express company 

cannot effectively control the package damage rate and missing rate, the user 

experience will be very bad, even if there are efficient procedures of compensation to 

make up for, The also make losses to express enterprises; about theft and leak 
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personal data is a very sensitive issue in the online shopping customers' minds , once 

they use of courier service,  they would disclose  a lot of personal information to the 

network seller , and courier company will be acquire some information such as 

address, telephone number, name and other information. Nowadays, the network 

crime, network fraud is occur often, online shopping users are very concerned about 

the personal information leaked, causing unnecessary losses, more news reports some 

Internet companies selling personal information, so that problem for the express 

company's reliability is very important, but also directly link to the customers 

satisfaction; Express whether the company can accurately sent the package to the 

designated place, it related to the courier whether familiar with distribute area. If 

customers need to help the courier every time, and even go to a far place to take 

cargo, the customer's experience is definitely not good, it will inevitably affect the 

evaluation of customer satisfaction. Therefore, reliability is positively related to 

customer satisfaction. 

 

5.2.4 Tangibles 

 According to table 4.8, significant value of tangibles is 0.01, less than 0.05.So 

base on analysis result, the tangibles also has the significant positive influence to the 

customer satisfaction in China's online shopping express market. However, it is 

necessary to analyze how each item under the tangibles influence the customer 

satisfaction on the online shopping industry. When users use online shopping delivery 

service, normally is the bottom courier deal with customers and courier waybill, so 

courier image, waybill, transport equipment and other visible aspects are ways for 

customer evaluate express company. The courier clean clothes can make customers 

feel this company has high standard for  courier, it can make customers trust of the 
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express company even enhance the customer satisfaction; and the waybill need to fill 

out their own, so it's easy to use in relation to the user can express accurately fill or 

not, if the user does not know how to fill out or feel complex will certainly cause 

customers to doubt the courier company professional degree, thus it is affecting 

customer satisfaction; the effect of professional transportation equipment  as courier 

dress, a professional transportation equipment can make the customer feel express 

company operating norms and professional; network coverage scale related to the 

express service range, it is the most intuitive judgment scale way to express company 

for customers, customers  will be more trusting and satisfied with larger companies, 

this result is conform to SERQUAL model and SERPVERF model by (Parasuraman, 

Zeithaml, & Berry , 1985) et all, as well as consisted to tangibles effect on customer 

satisfaction in Measuring customer satisfaction using SERQUAL survey (Pilevary, & 

Namin, 2012); tangibles is significant positive effect on the customer satisfaction 

(Babakus, & Mangold, 1992); tangibles is an important factor for customer 

satisfaction Naik et all. (2010); tangibles is a factor to effect customer satisfaction 

(Yan Jingmin, 2012); tangibles impact on customer satisfaction (Yu Baoqin, 2013); 

service tangibles is effect on customer satisfaction (Zhou Jinghua, & Wang Ling, 

2005). 
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5.2.5 Assurance  

 Assurance is mainly to measure whether the express company can make the 

customer feel service can be guarantee. According to the results of this study, the 

assurance has a significant impact on customer satisfaction, and its significant value is 

0.00, less than 0.05，it represented that assurance has a positive impact on customer 

satisfaction, this result is conform to viewpoint of (Parasuraman, Zeithaml, & Berry, 

1985) , as well as consisted to assurance effect on customer satisfaction in Measuring 

customer satisfaction using SERQUAL survey (Pilevary, & Namin, 2012); assurance 

is significant positive effect on the customer satisfaction (Babakus, & Mangold, 

1992); assurance is a important factor for customer satisfaction Naik et all. (2010); 

assurance is a factor to effect customer satisfaction (Yan Jingmin, 2012); assurance 

impact on customer satisfaction (Yu Baoqin, 2013）; service assurance will effect on 

customer satisfaction (Zhou Jinghua, & Wang Ling, 2005). In online shopping users 

and express relations, the courier is directly contact with customers, the courier will 

directly affect the customer's impression of the express company. In the assurance, the 

courier can politely, actively communicate with customers and help customers solve 

problems, it is the most direct way to make customers feel that the service quality, but 

also lead to customer satisfied; at the same time professional courier will make 

customers trust express company, which positively influence customer satisfaction; 

skilled and professional operation can also let the customer trust express company. 

Therefore, assurance has a significant positively effect on customer satisfaction.
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5.2.6 Empathy 

 According to the results of table 4.8, the significant value of empathy is 0.01, 

less than 0.05, indicating that empathy has a significant positive impact on customer 

satisfaction. According to the items of empathy, if the express company can provide 

personalized service and value-added service, it will let the customer feel satisfied; 

attach importance to the benefit of consumers is an important way to enhance 

customer satisfaction; if express company business hours able to meet customer 

needs, but also have positive effects on customer satisfaction, therefore this result is 

accord to SERQUAL model and SERVPERF model, as well as consisted to empathy 

effect on customer satisfaction in Measuring customer satisfaction using SERQUAL 

survey (Pilevary, & Namin,2012); empathy is significant positive effect on the 

customer satisfaction (Babakus, & Mangold, 1992); empathy is an important factor 

for customer satisfaction Naik et all. (2010); empathy is a factor to effect customer 

satisfaction (Yan Jingmin, 2012); empathy impact on customer satisfaction (Yu 

Baoqin, 2013; service empathy is effect on customer satisfaction (Zhou Jinghua, & 

Wang Ling, 2005). 

5.2.7 Demographic Factors 

 According to the result of table 4.9 shown,  significant value of gender is 0.16, 

it’s higher than 0.05, it indicate that gender has no significant impact on customer 

satisfaction; similarly, significant value of age is 0.06; Significant value of 

educational level is 0.27; Significant value of income is 0.62; Significant value of 

occupation is 0.158, there has no one factor has significant impact to customer 

satisfaction, the result is different with Siripoonya researched the relationship between 

demographic factor as gender, age, income etc. and customer satisfaction with tops 



	

 75 

supermarket Siripoonya (2007),  Gautam & Kumar  proved the significant effect of 

demographic factors on customer satisfaction from insurance industry Gautam & 

Kumar (2012), Seyal et all from banking service view to confirm the relationship 

between demographic factors and customer satisfaction Seyal & Rahim (2011) and 

Lester researched the effect of demographic to customer satisfaction on north Africa 

Lester (2011). The reason might be including: population is different, used different 

analysis method and different of market conditions. Although the results aren’t 

consistent to hypothesis, but the statistics data has research value for discuss Chinese 

customer’s attitudes on express service, in order to analyze how to improve customer 

satisfaction based on demographic dimensions.  

 

5.3 Recommendation 

5.3.1 Responsiveness 

 According to analysis result from chapter 4, responsiveness (β =0.26) is the 

most important influence factor for customer satisfaction. Chinese express industry's 

performance in responsiveness is qualified, the overall mean is equal to 3.84. The 

highest score is delivery speed, the mean up to 3.89, indicating Chinese express 

enterprises pay more attention to the transport speed; in the logistics information 

upload, Chinese Express companies did not bad, that show Chinese express industry 

information technology is relatively mature; the courier can timely pick up reason by 

many aspects. For example, express enterprise network density high, suitable 

equipment for transportation, information technology can arrange ordering fast etc; 

but in contrast, Chinese express enterprise complaint handling efficiency is relatively 

low, the mean value is 3.74, indicating the process of handling complaints is not easy, 

but also may be due to express enterprise compensation system is not perfect. 
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 Based on the result of agreement level from table 4.2, China express industry 

transportation efficiency is good, the Mean value is 3.89, in the general time, the 

courier industry fully able to cope with the Chinese online shopping market demand, 

but during the holiday discounts, such as after 11th, November (China's a biggest 

online store discount day) two weeks, China express industry is almost standstill, so 

the courier company should be optimized the processing ability for large number 

packages in the special period. About logistics information update, China express 

industry also do well, but according to the survey results, there is still room for 

improvement, the courier industry maybe can provide more accurate logistics 

information to customers. For example, UPS controls the information system through 

the Delivery Information Acquisition Device. Every courier of UPS has a pocket 

computer, couriers can use UPS's data transmission system transfer all information to 

UPS's information server. When the consignee receipt of goods writing in the 

electronic board, all the information will be transmitted to UPS electronic tracking 

system at the same time, the consignor can check the information on the Internet, and 

consignor also can see the signature of the consignee. Through the DIAD, it also can 

be send the traffic situation, where the customer needs door-to-door delivery and 

other information to the couriers. UPS also relies on GPS plan each delivery line for 

couriers based on the quantity of goods. Customers are more satisfied with the 

delivery time of couriers, but there is still no high score. Express companies can 

improve customer satisfaction through use information system as UPS to manage the 

delivery line and distribute mission for courier. According to the complaint handling 

efficiency Chinese courier industry, customer satisfaction is relatively low, that 

Chinese express industry need to pay more attention to improve the efficiency in 
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handling complaints, minimize the bad impression to express company when the 

delivery of the accident, if handled properly, even can increase customer satisfaction. 

 

5.3.2 Assurance 

 Service assurance is the basic guarantee for express company to improve 

service. According to the analysis result in chapter 4, assurance is second most 

important factor for customer satisfaction (β =0.26). Higher the service guarantee 

level and higher the service quality related to the higher customer satisfaction. 

According to the results of the empirical study, the overall performance of Chinese 

express enterprises is normal on the assurance. Therefore, this paper made few 

recommendations as the following:  

 Pay attention to improving the quality of couriers and other service persons. 

Improve the quality of service persons including training staffs have good service 

attitude and higher operation level. The development of companies need service staff 

as the stability basis, but the high-quality services can’t work without high-quality 

personnel. Therefore, the training of good quality service personnel, mainly from two 

aspects: On the one hand, it is to improve staff's service consciousness, mainly from 

paying attention to details. Such as fostering staff's integrity, responsibility, 

innovation and dedication, allowing customers to accept and acknowledge their 

services. At the same time, training the skills of the courier, express branches widely 

and their special operational mode, there need constant training to express employees' 

skills as understand the basic knowledge of packaging and how to deal with special 

items, in order to serve customers better. 
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5.3.3 Reliability  

 According to the results of the data analysis can be clearly seen, reliability is 

the third important factor under for customer satisfaction (β=0.17). China express 

industry has been successful in some aspects, such as reliability, Chinese Express 

companies can timely, completely, safely and accurately send the cargos to the 

customers. but the performance in protect personal information is poor, it illustrates 

that Chinese express industry need to enhance security for customers' personal 

information, try to prevent customer information leak, and form an overall customer 

personal information protection system even cooperate with online shopping industry 

and other industry which in shopping online value chain, let the customer feel 

assured, improve the customer satisfaction on this problem.  

 

5.3.4 Tangibles  

 Tangibles (β=0.16) is the fourth important factor to customer satisfaction. 

According to table 4.2.1, performance of tangibles of customer satisfaction is not bad, 

mean value is 3.85, illustrate that Chinese express industry in various aspects of 

tangibles doing not bad, the network coverage is able to meet most of the online 

shopping users' needs. Chinese courier industry can enhance customer satisfaction in 

the following aspects: Improve level of courier’s dress neatly, enhance employee 

requirement of working dress; About the transport equipment, SF unified color for 

motorcycles and other distribution vehicles, it can let customer feel this company has 

professional transportation equipment, other companies have not yet completed 

unified. For the waybill designing, Chinese express companies can optimize it, make 

it is easier to understand and fill. 

 

 



	

 79 

5.3.5 Empathy 

 Based on multiple linear regression analysis result, empathy (β =0.13), it is the 

fifth important variable to customer satisfaction. According to table 4.2 in chapter 4, 

empathy is a part of weakness for Chinese express industry, its mean value is 3.62, 

indicating that online shopping users have not high evaluation for empathy of the 

express industry, it for a lack of research about Chinese express service. Empathy is 

concerned about whether customers can feel their own important from the express 

company, to According to the survey about the Chinese express market, so give the 

following suggestions:  

• Courier companies need to pay attention in courier training, make their 

understanding of the customers’ needs and professional communication level in 

their area of responsibility, through communication skill and attentive service to 

give express user feel valued and satisfied in empathy.  

• To strengthen the express company's own care about customer value, put meet 

customer needs and establish a good relationship with customers first, and asked the 

courier active care and help customers deal with business problems.  

• Nowadays, the courier turnover speed very fast in express industry, very few people 

are willing to work courier long time, the main reason is that the courier work too 

hard, long time working time every day, in addition to delivery and receipt cargo, 

no free time to deal with their own private life, caused by the courier haggard at 

work, express industry the overall level of service is stagnant. So considerate staff, 

give employees more benefits, if condition allowed, let the employees satisfied with 

the company, the staff will be willing to provide better service to customers, so as to 

enhance the express service customer satisfaction 
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5.3.6 Perceived Value 

 According to analysis result in chapter 4, perceived value has no effect on 

customer satisfaction. But, based on Claes Fornell (1994), Zaithaml (1988) and other 

scholars research results, perceived value still a related variable of customer 

satisfaction. In the online shopping market China express, perceived value still an 

evaluating standard for a part of customer. With table 4.2 shown, the satisfaction level 

of customer perceived value is not high, the total average mean is 3.74, especially the 

satisfaction in overweight price and whether it worth to pay some time and effort is 

relatively low, may because of the company has large turnover pressure with online 

shopping cargo in special period, (such as the Chinese holiday discount), Chinese 

express enterprise is very difficult to guarantee the quality of service, and Chinese 

customer adapted to the low-cost express service, they will feel unwilling to perceived 

value. or because of the price for online seller and for normal customer is different, 

the customer thinks the service they perceived is not reasonable for what price they 

pay, for example, for normal customer, delivery price is 15 yuan per kilogram, but for 

online seller the price will not over than 8 yuan per Kilogram. And compared to the 

quality of service, influence of customer perceived value for customer satisfaction it is 

not significant. 

 In the online shopping environment, price have not reasonable phenomenon, 

most online seller delivery service price with normal delivery price has huge 

deviation, and in the online shopping environment delivery price charges is not 

transparent and open, this guide to bargaining behavior between online buyer and 

online seller in the delivery price. Thus, customers will doubt to delivery price. 

Therefore, the following recommendations are made:  
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 Increase communication and cooperation with online shopping platform, 

unified and open online shopping delivery service price charging standards. Express 

companies should maintain a good working relationship with the online shopping 

platform, together monitor the express delivery service pricing situation in the online 

shopping platform, reduce charge unreasonable phenomenon. Making more 

reasonable express price, and improving service quality at the same time, so as to 

improve the performance price ratio of express service. Because the service price and 

the service quality are always connected, let the customer feel the service quality is 

worth for the service price, thus improve the satisfaction. 

5.3.7 Demographic 

 Although in this paper, has no one demographic factor can significantly affect 

customer satisfaction, but anyway, the statistics data has research value in 

recommendation, the data distribution of each factor was indicated that which group 

has higher mean value of customer satisfaction and which group has bigger number of 

person, these data will help express company figure out a way to make strategy in 

order to improve customer satisfaction based on demographic dimension. 

Gender 

 As the descriptives results of gender in chapter 4, two gender group size are 

almost balance, the mean value of male group is higher than female group, in other 

words, female has higher evaluating standard for express service, they are more 

difficult to get satisfaction, so Chinese express company should pay more attention to 

how to improve woman’s satisfaction, thus improve whole customer satisfaction. 
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Age 

 About age, the biggest group is 21 to 30 years old group (N=256, Mean=3.56),  

highest mean value of  customer satisfaction is from 31 to 40 years old group (N=52, 

Mean=3.98) and the lowest one is 18 to 20 years old group (N=39, Mean=3.56), from 

data distribution we can see, younger people is more difficult to satisfied group,  the 

reason mainly is younger people have more chance and more channels to get more 

information, their minds are more advance than older customer,  thus they have more 

evaluating items in their minds for express service, and because of most young people 

are just started their job, they don't have enough time spend on express service. 

Therefore, how to satisfy this huge group is express company need to consider.  

Educational level 

 From educational level view, the biggest group is bachelor degree (N=251, 

mean=3.78), highest mean value group is high school or below degree (N=32, 

mean=4.07), and the lowest one is mast or above degree (N=30, mean=3.80). This 

information indicate that customer satisfaction level will decrease with educational 

level increase. In other words, higher educational degree people will have higher 

evaluating standards for express service. Nowadays, educational level is rising day by 

day, how to meet higher educational level people become an important factor for 

improve whole customer satisfaction. 

 

Income 

 In this factor, the biggest group are income per month from 1,001 yuan to 

4,000 yuan (N = 121, mean = 3.75) and 4,001 yuan to 7,000 yuan (N = 125, mean = 

3.85), the highest mean value group  is 7,001 yuan to 10,000 yuan (N = 48, mean = 

3.92), because of most people’s age in this range  is relative older, they have no idea 

for how express service should be, and they don't have a clearly image for this 
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industry, and they almost have some free time to spend on pick up cargo, fill waybill 

and waiting etc. as well as they don't care about express charge higher. Otherwise, 

lowest mean value group is 1001 yuan to 4000 yuan (N = 121, mean = 3.75), because 

they almost are young people, or their work is very busy, they don't have more time to 

spend on express service, they want express company can provide more convenience 

service, so they get higher evaluating standard for express service. Thus, Chinese 

express company should improve the customer satisfaction in low and mid income 

range people.  

Occupation  

  Similarly, from occupation aspect, the jobs have more freedom as government 

person (N = 31, mean = 3.91) and personal business (N = 52, mean = 3.94), they have 

higher satisfaction for express service than which jobs busier as institution staff (N = 

61, mean = 3.80) and business staff (N = 134, mean = 3.86), and the busiest student 

has lowest satisfaction (N = 115, mean = 3.64). So, express company should attach 

important to improve customer satisfaction in student group. 

   

5.4 Limitation and Research Prospects 

 Because of the influence of time, region and the understanding of the sample, 

there is some imperfection in this study. This section will analyze the limitations of 

the study, and put forward the future research prospects.  
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5.4.1 Research Limitations 

 This research questionnaire is reference literature and combined with 

characteristics of Chinese online shopping users on express services, although the 

reliability of the questionnaire was tested, but due to the literature of customer 

satisfaction about the express company is limited, the information is asymmetry, so 

this study cannot contain all factor which can effect customer satisfaction.  

 

5.4.2 Future Research 

1. Due to this research missing some factors of related to customer satisfaction, add 

more factors is the ideal for future, to study more in-depth evaluation of express 

services customer satisfaction.  

2. In order to improve the results of this study, in the future research, we should 

expand the sample size and sample coverage area, develop the data analysis 

results, in order to study the customer satisfaction degree of the express industry 

more deeply.  

3. For the conceptual framework, we can improve the customer satisfaction and 

follow-up to explore research on customer loyalty, customer complaints etc, to 

complete the research about express service customer satisfaction research.
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QUESTIONNAIRE (ENGLISH VERSION)  
                                                                                                                                                                           

Part of screening : 

1. Have you ever used express service? 

  □Yes  □Never 

2. Have you ever shopping in online? 

  □Yes  □Never 

2. How much  online shopping cargo do you receive monthly ： 

  □ 1 to 5      □ 6 to 10      □ 11 to 15     □ 16 and more 

3. Which website do you shop recently?： 

  □ Alibaba ( Tmail and Taobao )    

  □ Jingdong    

  □ VIPS 

  □Other                   

4. In this shopping, your goods delivery by which the express company ?  

  □ STO                      □ YTO         

  □ ZTO                      □ SF 

  □ YUNDA                □ Bestex         

  □ TTK                     □ Other              

  □ forgot it          
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Part of variables: 

Table appendix1 : English Questionnaire 

 No. Question  (1) (2) (3) (4) (5) 

Strongly 
Disagree 

Disagree Neither  Agree    Strongly 
Agree 

Perceived value 1 I feel I’m getting good service for a reasonable price from this 
express company 

     

2 I feel I’m getting good guaranteed for a reasonable  Insurance      

3 This company’s charge for overload is reasonable      

4 Use this company’s service is worth for me to sacrifice some 
time or efforts 

     

5 compare with other companies, it is wise to choose this 
company 

     

 

Reliability 6 This express company can delivery the cargo to my hands 
safety.  

     

7 This express company can arrive in time       

8 This express company's goods and packaging intact, no 
damage or lost. 

     

9 This express company does not leak or theft of customer 
personal information 

     

10 This express company can sent the cargo to accurate address      

 

Responsiveness  11 This express company's delivery service is speed      

12 This express company can update the logistics tracking 
information timely  

     

13 This express company can pick up the cargo as the courier’s 
promise time  

     

14 This express company can deal with customer complaints 
timely  

     

 

Tangibles 15 Express company has professional service tools (ex. 
motorcycle, cargo box etc.) 

     

16 Express company’s waybill is clear and simple       
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Table appendix1 : English Questionnaire 

17 Express company has wide network coverage, can be delivered 
anywhere 

     

18 Express company's courier dress neatly      

 

Assurance 19 Couriers are always very polite      

20 When dealing with couriers, he or she has professional 
knowledge worth to trust 

     

21 This express company service staff is enthusiasm, initiative to 
help customer solve the problem. 

     

22 This express company service staff has skillful operation       

 

Empathy 23 This express company to provide you personalized care and 
help 

     

24 This express company to provide personalized services to me 
such as: in accordance with my time for distribution 

     

25 This express company to provide me with other personalized 
value-added services such as discount. 

     

26 This express company alway concern benefit of customer      

27 The service time of this express company can reach your needs       

 

Customer 
satisfaction 

28 I am satisfied with the overall service of this express company      

29 This express company's service reached my expectations      

30 My overall evaluation of the express company is satisfactory      

 

Part of demographic: 

1. What is your gender： 

  □Male    □Female   

2. How old are you： 

  □18 to 20 

  □ 21 to 30    
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  □ 31 to 40     

  □ older than 40  

3.  What’s you highest degree:    

  □High school or below      □College     □Bachelor    □Master or above 

4. What is your current occupation： 

  □Student       

  □Government person 

  □Institution staff 

  □Business staff  

  □Independent entrepreneur     

  □Other                    

5. What is your monthly consumption level： 

  □ less or equal to 1000 yuan 

  □ 1001 yuan to 4000 yuan  

  □ 4001 yuan to 7000 yuan  

  □ 7001 yuan to 10000  yuan  

  □ more than 10000 yuan
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网购用户快递服务满意度调查[Chinese version] 

                                                                                                                                                                 

 
 您好！我是一名泰国商学院的硕士研究生，正在进行对中国快递行业服

务满意度的研究。中国的网络购物市场越来越发达，然而我国快递行业的整体

服务质量是否能够达到我国大量的网购群体的满意呢？请您花几分钟时间，根

据您在网购中的快递服务体验，完成以下题项。让我们一起为提升我国的网络

购物体验贡献一份微薄的力量！ 

Part of screening : 

1. 您曾经使用过快递服务么？ [单选题]  

○ 用过 

○ 从来没有 

2. 您有过网络购物的经验么 [单选题]  

○ 有过 

○ 从来没有 

3. 平均每个月您会使用几次快递服务？ [单选题] 

○ 1～5次 

○ 6～10次 

○ 11～15次 

○ 16次或更多 
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4. 您最近一次使用的购物网站是哪个？ [单选题] 

○ 淘宝／天猫 

○ 京东 

○ 唯品会 

○ 其它 _________________ 

5. 在您最近一次网络购物中，您使用的是哪个快递公司 [单选题] 

○ 顺丰 

○ 申通 

○ 中通 

○ 圆通 

○ 韵达 

○ 百世汇通 

○ 不记得了 

○ 其它 _________________ 
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Part of variables: 

Table appendix 2: Chinese questionnaire 

 No. Question  
(1) (2) (3) (4) (5) 

很不满

意 不满意 还行 满意 非常满

意 

Perceived value 

1 
我以很合理的价格得到了良好的

快递服务 

     

2 
我以合理的保金得到了充分的保

障服务 

     

3 此快递公司的超重费用很合理      

4 
此家快递公司的服务值得我付出

一定的时间代价或其它努力 

     

5 选择这家快递公司是明智的      

 

Reliability 

6 
此家快递公司能够安全地把包裹

送到我手上 

     

7 
此家快递公司能够按时把包裹送

到 

     

8 
此家快递公司的包裹包装很完

整，没有随坏或缺失 

     

9 
此家快递公司不会泄露顾客的私

人信息 

     

10 
此家快递公司能够准确地把包裹

送到指定地点 

     

 

Responsiveness  

11 此家快递公司的运送时效很快      

12 
此家快递公司能够及时上传物流

信息 
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Table appendix 2: Chinese questionnaire 

13 
此家快递公司的快递员能够按照

约定的准时上门取送货 

     

14 
此家快递公司能够及时的处理客

户投诉 

     

 

Tangibles 

15 
此家快递公司有用非常专业的业

务设备 

     

16 此快递公司的运单简单明了      

17 
此快递公司的网点覆盖非常广，

能够满足您的需求 

     

18 此快递公司的快递员衣着整洁      

 

Assurance 

19 
此快递公司的快递员总是很有礼

貌 

     

20 
此快递公司的快递员的专业知识

让您信任 

     

21 
此快递公司的快递员总是热情积

极地帮您解决业务问题 

     

22 
此快递公司的快递员的业务操作

很专业 

     

 

Empathy 

23 
此快递公司能够提供个性化的帮

助 

     

24 此公司能够提供个性化的服务      

25 此公司会向您提供一些增值服务      

26 此快递公司总是考虑到您的利益      

27 此快递公司的营业时间能够达到
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Table appendix 2: Chinese questionnaire 

您的需求 

 

Customer 
satisfaction 

28 
我非常满意这家快递公司的整体

服务 

     

29 
这家快递公司的服务达到了我的

期望 

     

30 
对于这家快递公司的服务，我的

总体评价是好的 
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Part of demographic: 

1. 您的性别是？ [单选题] 

○ 男 

○ 女 

2. 您的年龄是？ [单选题] 

○ 18岁－20岁 

○ 21岁－30岁 

○ 31岁－40岁 

○ 大于 40岁 

3. 您的最高学历是？ [单选题]  

○ 高中或高中以下 

○ 专科 

○ 本科 

○ 硕士或硕士以上 
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4. 您的职业是？ [单选题] 

○ 学生 

○ 公务员 

○ 事业单位 

○ 企业员工 

○ 个人 

 

5. 您的月收入是？ [单选题] 

○ 少于 1000元 

○ 1001元－4000元 

○ 4001元－7000元 

○ 7001元－10000元 

○ 10000元以上 


