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Abstract: In the competitive logistics industry, fostering long-term customer relationships is important for 
sustained business performance. Logistics companies have increasingly adopted digital tools to manage 
customer relationships and support customer loyalty. This study examines the relationship between electronic 
customer relationship management (e-CRM) and customer loyalty, and the mediating role of customer 
satisfaction in this relationship, among logistics service users in Malaysia. Using stimulus-organism-response 
(SOR) theory, e-CRM is treated as the stimulus, customer satisfaction as the organism, and customer loyalty as 
the response. Data were collected through an online self-administered questionnaire from 123 valid 
respondents in Puncak Alam, Selangor, and analyzed using Partial Least Squares Structural Equation Modeling 
(PLS-SEM). The results show that e-CRM is positively related to both customer satisfaction (β = 0.646) and 
customer loyalty (β = 0.334), and that customer satisfaction is positively related to customer loyalty (β = 0.576). 
Customer satisfaction was also found to partially mediate the relationship between e-CRM and customer 
loyalty (β = 0.372). These findings contribute to the limited body of knowledge on digital CRM practices in the 
logistics sector and offer logistics service providers practical direction for strengthening customer satisfaction 
and loyalty through e-CRM. 
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1. Introduction  
 
Logistics service providers (LSPs) play a crucial part in the global economy, managing all transportation needs 
from senders through delivery to the recipients, whether domestically or internationally. The emergence of e-
commerce has accelerated the demand for logistics services. The lockdowns, business closures, and numerous 
restrictions on the movement of humans and goods worldwide during the COVID-19 pandemic between 2020 
and 2021 have further increased e-commerce transactions, which in turn increased the number of orders and 
deliveries (Gultekin et al., 2022; Genc and Arzaghi, 2024). The rapid expansion of global e-commerce and digital 
supply chains has reshaped the logistics sector, pushing Logistics Service Providers (LSPs) to shift from 
traditional operating models to digital-first engagement strategies. Rising demand for delivery has led to more 
logistics service providers entering the market. Malaysia's logistics market is anticipated to be worth roughly 
USD 28.88 billion in 2024 and is predicted to grow at a CAGR (compound annual growth rate) of about 5.4% 
throughout the period 2024-2030 (Marknteladvisors, n.d.).  
 
The rapid rise of e-commerce, changing consumer expectations, and advancements in digital technologies have 
created new challenges and opportunities for logistics service providers. To effectively meet consumer needs 
in a competitive market, it is imperative for LSPs to provide effective services. The shift in information 
technology from traditional business to electronic business, coupled with an increasingly competitive business 
environment, globalization, knowledgeable customers, higher customer demand, and vulnerable credit risks, 
has compelled firms to provide the best service promptly and effectively (Venkatakrishnan et al., 2023). A 
customer-centric approach that engages with each consumer personally to improve customer relationship 
management (Mohamed et al., 2022) has driven electronic customer relationship management (e-CRM) as a 
vital strategy for logistics service providers aiming to meet these challenges. 
 
With the digital transformation of industries, logistics providers are increasingly adopting e-CRM systems to 
improve customer relations, satisfaction, and loyalty. e-CRM is the integration of technology and customer 
management practices to enhance the overall customer experience (Ali & Alfayez, 2024). By effectively 
leveraging e-CRM, businesses can improve customer satisfaction and loyalty, which are critical for gaining a 
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competitive edge in today’s globalized market. e-CRM's primary goal is not only to transform the marketing 
domain, but also to improve a company's efficiency in creating and managing customer relationships, 
increasing customer service, and retaining consumers in order to maximise profitability (Adlin et al., 2019). 
This aligns with the findings of Azila and Noor (2011), Behravan and Rahman (2012), Haghighinasab et al. 
(2025), and Younis et al. (2025), highlighting the role of the technology platform in fostering the establishment 
of effective customer interactions, hence potentially enhancing customer satisfaction and developing loyalty. 
 
Consumer loyalty is a reflection and extension of customer satisfaction derived from utilising the services or 
facilities offered by a firm, leading to continued consumption. According to Kotler and Armstrong (2005), 
customer loyalty arises from the satisfaction of customers' expectations. Customer loyalty has emerged as a 
significant predictor of business success due to its essential position in the corporate landscape (Bahri-Ammari 
& Bilgihan, 2019; Paparoidamis et al., 2019). Companies allocate substantial effort, resources, and time to 
nurture customer loyalty (Izogo, 2017; Nyadzayo & Khajehzadeh, 2016; Tseng et al., 2017). Venkatakrishnan 
et al. (2023) indicate that there has been a tremendous change in business practices over the last 40 years, 
where corporations are investing extensively in technology to keep their customer base and cultivate loyalty. 
However, numerous organisations have struggled to secure consumer loyalty owing to inadequate strategies 
and resource limitations (Cheng et al., 2019; Herhausen et al., 2019; Wolter et al., 2017). 
 
Organisations integrate e-CRM as an essential component of their business processes to foster customer loyalty 
(Lee-Kelley et al., 2003; Alhamdi et al., 2026), as retaining an existing client is more profitable than recruiting 
new consumers (Popli & Rao, 2009). Hence, organisations use diverse e-CRM methods to establish, recruit, 
retain, and enhance customer relationships to build customer loyalty and increase organisational profitability 
(Dubihlela & Khosa, 2014). Numerous studies have examined the effect of different factors on customer loyalty, 
including customer engagement (So et al., 2016), product quality (Kasiri et al., 2017), customer trust 
(Stathopoulou & Balabanis, 2016), customer satisfaction (Schirmer et al., 2018), commitment (Tabrani et al., 
2018), and additional factors (Marakanon & Panjakajornsak, 2017). Considering that today's consumers 
possess greater knowledge and are well-informed about the various services firms, does e-CRM contribute to 
customer loyalty in LSP? 
 
The role of customer satisfaction mediating the relationship between e-CRM and loyalty has garnered 
significant scholarly interest. Customer satisfaction significantly influences a company's economic 
performance (Bolton et al., 2004). When an individual is satisfied, they are likely to buy the product or service 
and disseminate positive word-of-mouth by referring it to friends and family members, thus fostering customer 
loyalty. Delivering high-quality e-services is a capability for achieving customer satisfaction, and it is only via 
customer satisfaction that organisations can increase loyal consumers (Taylor & Hunter, 2002). There is a lack 
of consensus on the role of customer satisfaction as a mediator between eCRM and customer loyalty (Kumar & 
Mokha, 2022). 
 
According to the preceding discussion, this study explores the relationship between e-CRM and customers’ 
loyalty mediated by customers’ satisfaction among LSPs in Malaysia. This study contributes to the existing e-
CRM literature as research on E-CRM is still lacking in developing nations (Kaur, 2016; Shastri et al., 2020) and 
there are limited studies on the relationship between e-CRM and customer satisfaction on customer loyalty 
(Alhamdi et al., 2026) in the logistics industry specifically. A good understanding of customers’ demands 
enables logistics service providers to respond quickly to evolving customers’ preferences, thereby increasing 
the company's revenue and competitiveness. This study helps Malaysian logistics service providers improve 
their services through ECRM by providing better services to increase customer satisfaction and further 
improve consumer loyalty, which can enhance their profitability. 
 
2. Literature Review  
 
Theoretical Framework 
The Stimulus-Organism-Response (S-O-R) theory, developed by Mehrabian and Russell (1974), posits that 
external stimuli (S) influence internal processes within an organism (O), ultimately leading to behavioral 
responses (R) (Pandita et al., 2021). As the external environment, stimuli serve as the foundation of a sequence 
of an individual’s psychological and behavioral reactions (Donovan & Rossiter, 1982). Organism refers to the 
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internal processes and psychological characteristics of the consumer, including emotions, assessments, 
opinions, and perceptions towards the stimulus, whereas specific responses pertain to consumer behavior, 
including purchase decisions, buying intention, and customer loyalty (Sautter et al., 2004; Zhang et al., 2021; 
Kumar & Mokha, 2022). S-O-R framework has been applied across diverse disciplines, including online 
shopping (Gong et al., 2023), instant messaging social software (Li et al., 2023), e-commerce (Lin & Shen, 2023; 
Li et al., 2024), mobile banking (Kumar & Rani, 2024), user adoption studies of mobile apps (Ashraf et al., 2021; 
Aslam et al., 2021; Lee & Chen, 2022), and eCRM (Mousavai et al., 2015; Kumar & Mokha, 2022). The S-O-R 
model has been used to investigate the relationship between E-CRM and customer satisfaction and loyalty 
(Mousavai et al., 2015; Kumar & Mokha, 2022). Thus, the S-O-R model is appropriate to examine the influence 
of E-CRM and customer satisfaction on customer loyalty. 
 
E-CRM is viewed as a stimulus that offers various features, including personalized products and services and 
several payment options. It is defined as using digital technology to manage client relationships by providing 
efficient, engaging, and pertinent communication with clients through various electronic media (Kampani & 
Jhamb, 2020). Customer satisfaction is regarded as an organism that reflects the emotive and cognitive states 
of individuals via the observation and evaluation of stimuli. It is significant in enhancing consumer 
relationships and critically contributes to the success of any organization in the competitive business landscape 
(Kumar & Mokha, 2022). Customer loyalty is the degree to which a supplier receives exceptional returns for 
the efforts it makes in working with its customers. As behavioral responses emerge upon exposure to stimuli, 
the formation of the consumer's internal processes occurs. As customer loyalty fosters positive word-of-mouth 
and the intention to engage with E-CRM services, it is regarded as a response (Kumar & Mokha, 2022; Gam et 
al., 2025). 

 
With the advancement of information and communication technology, businesses are transitioning from 
traditional customer relationship management (CRM) to electronic customer relationship management (e-
CRM) in an effort to improve service levels and customer experience through digital means amid intense 
market competition (Kampani & Jhamb, 2020). The effective application of e-CRM not only enhances customer 
satisfaction (CS) but also promotes the formation of customer loyalty (CL) (Kamal et al, 2021). Furthermore, 
empirical studies across different industries (such as banking, insurance, elderly care, port logistics, etc.) 
support this viewpoint, providing theoretical foundations and practical guidance for businesses on how to build 
long-term customer relationships. 
 
 e-CRM and Customer Satisfaction  
e-CRM excels at utilizing digital tools (such as personalized marketing, automated customer service, data 
analysis, and prediction) to integrate customer information, improve service response speed and information 
delivery quality, thereby enhancing customer satisfaction (Kamal et al, 2021; Srivastava & Rai, 2013). Prior 
studies showed that e-CRM and customer satisfaction are interrelated (Abdulfattah, 2012; Al-Dmour et al., 
2019; Kumar & Mokha, 2022; Srivastava & Rai, 2013). e-CRM effectively enhances customer relationships 
through the establishment of a virtual environment that can increase customer satisfaction (Kumar & Mokha, 
2022). Efficient e-CRM systems reduce response times for customer inquiries and complaint handling and meet 
diverse customer needs through personalized financial product recommendations in the banking sector 
(Abdulfattah, 2012; Aldaihani et al., 2018), thus enhancing satisfaction across various customer segments. 
Studies found that e-CRM can significantly improve customer experience and further increase customer 
satisfaction in the hotel and insurance sectors (Rafiki et al., 2024; Nikou et al., 2016). The hypothesis is 
developed as follows: 
H1: e-CRM is positively related to customer satisfaction 
 
The Relationship Between Customer Satisfaction and Customer Loyalty 
Numerous studies indicate that customer satisfaction is an important condition that leads to customer loyalty 
(Sheng & Liu, 2010; Kawa & Pisz, 2023; Banerji & Singh,2024). Satisfied customers are seemingly to be loyal 
towards a product or service (Ababneh et al., 2022) and intend to make repeat purchases, promote related 
products or services, and recommend the brand to those around them, forming a high level of customer loyalty 
(Krishna Burra et al., 2022; Zahro & Miranti, 2024). This suggests that customer satisfaction and customer 
loyalty are directly related. However, there are special factors such as market competition, price sensitivity, 
and the attractiveness of substitutes that can impact this relationship, making satisfaction alone potentially 
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insufficient to guarantee customer loyalty, thus possibly weakening the conversion effect of satisfaction on 
loyalty (Srivastava & Rai, 2013; Sleimi et al., 2020). The following hypothesis is developed: 
H2: Customer satisfaction is positively related to customer loyalty. 
 
The Relationship Between e-CRM and Customer Loyalty 
e-CRM not only plays a positive role in enhancing customer satisfaction but also directly promotes the 
formation of customer loyalty (Dehghanpouri et al, 2020; Amalyah et al., 2025). The application of digital 
platforms in enterprises helps businesses achieve real-time interaction with customers, providing higher-
quality personalized services that further strengthen customer dependence on and identification with the 
brand, thus enhancing customer loyalty (Kamal et al, 2021; Mang'unyi et al., 2018; Karphammar & 
Brettschneider, 2021; Venkatakrishnan et al., 2023). Banks adopting E-CRM experience significantly reduced 
customer churn rates (Kumar & Mokha, 2020). In the telecommunications industry, the application of E-CRM 
has promoted improved marketing performance of relevant companies, thereby fostering further development 
of the telecommunications industry (Khaligh et al., 2012; Sunny & Abolaji, 2016; Emaluta et al., 2019). Past 
studies revealed a positive relationship between e-CRM and customer loyalty in various sectors such as the 
hotel industry, banking industry, e-commerce, etc. (Haghighinasab et al., 2025; Huda et al., 2021; Kariman et 
al., 2022; Khan & Khawaja, 2013; Kumar & Mokha, 2022; Mousavai et al., 2015; Mulyono and Situmorang, 2018; 
Sasono et al., 2021; Shastri et al., 2020;  Younis et al., 2024). The hypothesis is developed as follows: 
H3: e-CRM is positively related to customer loyalty. 
 
e-CRM, Customer Satisfaction and Customer Loyalty 
The S-O-R model is applied by positing that e-CRM serves as an agent stimulating people's emotive and 
cognitive states, which will lead to specific reactions of customer loyalty. In this manner, customer satisfaction 
mediates the role of e-CRM in enhancing customer loyalty. Appropriate e-CRM performance improves 
business-customer interaction and fosters the evolution of a virtual environment, which increases customer 
satisfaction (Upadhyaya, 2020). Customers who are satisfied with the products or services offered instill a 
positive attitude and a sense of fulfilment, resulting in customer loyalty (Hayati et al., 2020; Li et al., 2021). The 
significant role of customer satisfaction in mediating the relationship between E-CRM and customer loyalty has 
been found (Haghighinasab et al., 2025; Khan & Khawaja, 2013; Kumar & Mokha, 2022; Mulyono & Situmorang, 
2018; Kariman et al., 2022). Thus, the hypothesis is as follows: 
H4: Customer satisfaction mediates the relationship between e-CRM and customer loyalty.  
 
3. Methodology  
 
This study applies a purposive convenience sampling method by collecting data using a self-administered 
questionnaire through the Google Forms online platform among residents in Puncak Alam, Selangor, in 2025. 
Target respondents are those who have used logistics services. Prior to completing the questionnaire, 
respondents were informed of the purpose of the study and participated voluntarily; informed consent was 
obtained from all respondents. Given the minimal risk involved, formal ethics committee approval was not 
sought. A total of 139 questionnaires were collected, with 123 questionnaires (88.5%) being valid. The sample 
size fulfilled the minimum required sample size (N = 107) using the G*Power statistical power analysis tool  
(Faul et al., 2007) with the power of 0.95 and a medium effect size of 0.15. Table 1 presents the demographic 
characteristics of the respondents. 
  
Table 1: Demographic Characteristics Analysis 

Variables Frequency (N=123) Percent  

Gender   

Female 77 62.6% 

Male 46 37.4% 

Age   

Below 20 years old 4 3.3% 

20 – 29 years old 80 65.0% 

30 – 39 years old 30 24.4% 

40 – 49 years old 5 4.1% 
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50 – 59 years old 1 0.8% 

60 years old and above 3 2.4% 

Household Monthly Income  

Less than RM3000 53 43.1% 

More than RM10000 9 7.3% 

RM3001 – RM5000 38 30.9% 

RM5001 – RM10000 23 18.7% 

Education   

Primary Education 2 1.6% 

Secondary education 14 11.5% 

Tertiary education 75 61.5% 

Postgraduate education 31 25.4% 

Occupation   

Executive level 41 33.3% 

Non-Executive level 54 43.9% 

Student 26 21.1% 

Housewife 2 1.6% 

Note. n = 122 for Education; one respondent did not report educational level. 
 
All three constructs and measurement items were adopted from Kamal et al. (2021). There were seven, six, and 
four items for e-CRM, customer satisfaction, and customer loyalty, respectively. A 5-point Likert scale was used 
to measure all items, which ranged from 1 = strongly disagree to 5 = strongly agree.  
 
As data collection was done on a single-source basis, it is necessary to examine common method variance as 
suggested by Podsakoff et al. (2003). The marker variable method was assessed by adopting the marker 
variable measurement scale of attitude toward the color blue developed by Miller and Simmering (2023). Table 
2 shows that the changes in R2 values between the models with and without marker variables are less than 
10%; thus, common method bias is not a serious problem. 
 
Table 2: Comparison of R2 Value Between The Model Without and With The Marker Variable 

Relationship  Without marker variable With marker variable 
Customer satisfaction 0.418 0.440 
Customer loyalty 0.692 0.694 

 
This study used partial least squares structural equation modelling (PLS-SEM) to analyze the data using the 
SmartPLS 4.0 software (Ringle et al., 2024). PLS-SEM analysis incorporates the measurement model and 
structural model. The measurement model assesses the validity and reliability of the outer model and 
structurally tests the hypotheses developed in the study. 
 
4. Results  
 
Measurement Model 
The convergent validity and the discriminant validity were examined in the measurement model (Hair et al., 
2022). Convergent validity includes factor loadings, average variance extracted (AVE), and composite 
reliability (CR), which are shown in Table 3. The results indicate that convergent validity was generally 
acceptable. Although the loadings for ECRM4 (0.621) and ECRM5 (0.649) fell below the conventional 0.70 
threshold, they were retained as the AVE and CR for e-CRM remained above the recommended thresholds of 
0.5 and 0.7, respectively. The AVEs for all constructs were above 0.5, and all CRs were above 0.7.  
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Table 3: Measurement Model 

Construct Items Loadings CR AVE 

Customer Loyalty (CL) CL1 0.943 0.941 0.841 

CL2 0.901   

CL3 0.907   

Customer satisfaction (CS) CS2 0.825 0.909 0.714 

CS3 0.864   

CS4 0.831   

CS5 0.858   

e-Customer Relationship 
Management (e-CRM) 

ECRM1 0.707 0.872 0.535 

ECRM2 0.83   

ECRM3 0.844   

ECRM4 0.621   

ECRM5 0.649   

ECRM6 0.706     

Note: Four low-factor-loading items (e.g., ECRM7, CS1, CS6, and CL4) were deleted. 
 
Further, discriminant validity with the multitrait-multimethod matrix was evaluated with the heterotrait-
monotrait (HTMT) ratio of correlations as recommended by Henseler et al. (2015) and is shown in Table 4. All 
HTMT values were below the threshold level of HTMT90 (Gold et al., 2001), supporting discriminant validity, 
although the HTMT value between customer satisfaction and customer loyalty (0.893) approached this 
threshold, reflecting the conceptual closeness between the two constructs in the logistics service context. 
 
Table 4: HTMT Ratio 

 CL CS E-CRM 

CL    

CS 0.893   

e-CRM 0.812 0.767  
 
Structural Model  
Structural model assessment to test the hypotheses relationship with a bootstrapping procedure of 10,000 
resamples that includes standard beta, t-values, confidence intervals, and the effect sizes (f2) (Hair et al., 2022).  
 
The analysis results in Table 5 indicate that e-Customer Relationship Management (β = 0.646, p< 0.001) is 
positively related to Customer Satisfaction, indicating H1 was supported. The R2 value of 0.418 indicates that 
41.8% of the variation in Customer Satisfaction is explained by the variation of e-Customer Relationship 
Management. Customer Satisfaction and e-Customer Relationship Management both have a positive 
relationship with Customer Loyalty. Thus, H2 and H3 were supported. The R2 value of 0.692 indicates that 
69.2% of the variation in Customer Loyalty is explained by Customer Satisfaction and e-Customer Relationship 
Management. The strength of the relationship between two variables is evaluated by the effect size. Following 
guidelines by Cohen (1992), f2 values of 0.02, 0.15, and 0.35 indicate small, medium, and large effects, 
respectively. As shown in Table 5, the effect size of E-CRM (f2 = 0.718) on CS was high. The effect size of CS on 
CL was large, and the effect size of E-CRM on CL was moderate.  
 
The mediation hypothesis testing, as suggested by Preacher and Hayes (2004; 2008), was assessed by 
bootstrapping the indirect effect to test the mediation hypothesis, and the results are shown in Table 6. 
Hypothesis H4 of e-CRM -> CS -> CL (β = 0.372, p < 0.001) was supported. Thus, the mediation effect of customer 
satisfaction is significant, as the confidence interval bias-corrected 95% did not contain 0.  
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Table 5: Hypothesis Testing Direct Effects 

Hypothesis Relationship 
Std 

Beta 
Std 

Error 
t-values p-values 

BCI 
LL 

BCI 
UL 

f2 VIF 

H1 e-CRM -> CS 0.646 0.061 10.656 P<0.001 0.528 0.732 0.718 1.000 

H2 CS -> CL 0.576 0.094 6.158 p<0.001 0.419 0.724 0.628 1.718 

H3 e-CRM -> CL 0.334 0.102 3.272 0.001 0.168 0.501 0.211 1.718 

 
Table 6: Hypothesis Testing Indirect Effects 

Hypothesis Relationship 
Std 

Beta 
Std 

Error 
t-values p-values 

BCI 
LL 

BCI 
UL 

H4 e-CRM -> CS -> CL 0.372 0.08 4.649 P<0.001 0.251 0.506 
 
Predictive relevance of the model is assessed with PLS-Predict as recommended by Shmueli et al. (2019). With 
a 10-fold procedure of the PLS-Predict test, the results of PLS-Predict are shown in Table 7. As all items of the 
PLS-SEM RMSE values of the dependent variables were lower than the LM RMSE, this indicates the model has 
strong predictive power. 
 
Table 7: PLS-Predict  

  PLS-SEM LM PLS - LM 

  Q²predict RMSE   RMSE 

CL1 0.49 0.604 0.628 -0.024 

CL2 0.337 0.675 0.701 -0.026 

CL3 0.389 0.589 0.596 -0.007 

CS2 0.303 0.698 0.73 -0.032 

CS3 0.295 0.779 0.824 -0.045 

CS4 0.246 0.727 0.753 -0.026 

CS5 0.265 0.724 0.754 -0.030 

 
5. Conclusion and Recommendations 
 
The study examines the relationship between e-CRM and customer loyalty in the logistics industry, with 
customer satisfaction as a mediator. The analysis results indicate that e-CRM was positively related to customer 
satisfaction, consistent with previous studies (Abdulfattah, 2012; Al-Dmour et al., 2019; Anjarwati et al., 2026; 
Khan & Khawaja, 2013; Kumar & Mokha, 2022; Upadhyaya, 2020). Customers who are satisfied with the 
services provided tend to have a stronger relationship with service providers (Anjarwati et al., 2026), 
facilitated by better communication and engagement with customers through various technologies and digital 
channels such as email, web, and social media. Thus, e-CRM not only contributes to the establishment of virtual 
environments but also strengthens long-term customer relationships, which is associated with higher 
customer satisfaction (Kumar & Mokha, 2022). The results also show that customer satisfaction was positively 
related to customer loyalty, consistent with past studies (Ababneh et al., 2022; Hayati et al., 2020; Tahir, 2020). 
Customer satisfaction with the services offered by logistics service providers is associated with an increase in 
their loyalty towards the service provider, which may lead them to be more inclined to choose and recommend 
a particular logistics service provider to their friends and relatives (Kumar & Mokha, 2022). 
 
Findings also show that e-CRM was positively related to customer loyalty, consistent with past findings (Khan 
& Khawaja, 2013; Kumar & Mokha, 2022; Mousavai et al., 2015; Mulyono & Situmorang, 2018; Shastri et al., 
2020; Haghighinasab et al., 2024). As e-CRM helps businesses provide better customer service by managing 
online customer support inquiries, resolving issues efficiently, and providing timely assistance, customers are 
more likely to remain loyal to their logistics service provider. 
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The results support customer satisfaction in mediating the relationship between e-CRM and customer loyalty 
(Haghighinasab et al., 2025; Khan & Khawaja, 2013; Kumar & Mokha, 2022; Mulyono & Situmorang, 2018; 
Syaifullah et al., 2024). e-CRM is essential in enhancing customer satisfaction and retention as it effectively 
facilitates communication, personalizes interactions, and optimizes service delivery (Ali & Alfayez, 2024), 
which is associated with greater customer loyalty. e-CRM uses digital platforms to manage customer 
interactions through online customer support and social media engagement. Effectively managing online 
customer support inquiries, resolving issues efficiently, providing timely assistance, and responding to 
feedback may be associated with higher customer satisfaction and, in turn, greater customer loyalty. 
 
Based on the findings, logistics service providers are encouraged to invest in e-CRM practices that support 
consistent, responsive, and personalized communication with customers, as these practices were associated 
with both customer satisfaction and customer loyalty in this study. Practical steps may include maintaining 
active digital channels for customer service, ensuring prompt responses to customer inquiries, and using 
customer data to tailor communication to individual needs. 
 
Because customer satisfaction was found to partially transmit the relationship between e-CRM and customer 
loyalty, logistics service providers should treat customer satisfaction as an ongoing outcome to be monitored, 
rather than assuming that digital tools alone will secure customer loyalty. Regular collection of customer 
feedback and timely resolution of service issues may help sustain the satisfaction levels needed to support 
loyalty. 
 
Firms in the logistics sector may also consider using e-CRM as a basis for differentiating their services from 
competitors, given that customers in this study reported forming loyalty based on their general experience 
with digital customer engagement rather than any single service feature. Continued investment in digital 
customer relationship capabilities may therefore support customer retention and long-term business 
performance. 
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