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Abstract 

Purpose: Customer Satisfaction is the top priority in all business sectors, so the effect of different variables was 

evaluated on customer satisfaction which is taken as the dependent. Independent variable is e-Payment, Logistic Service 

Quality, and e-Traceability. Moderating Role was studied of the Use of ICT (Information and Communication 

Technology). 

Methodology: This research was carried out on the logistic companies of major cities of Pakistan, including Islamabad, 

Peshawar, Lahore, and Karachi. The data was cross-sectional in nature and with the involvement of different 

geographical locations, data collection took a longer time. 400 questionnaires were distributed among the workers of 

logistic firms in the above-mentioned big cities of Pakistan. Only 298 responses were acquired out of which 258 were 

workable. Data were analyzed using SPSS-23.  

Main Findings: Findings reveal that the moderating role of ICT is insignificant on the relationship between e-Payment 

and Customer Satisfaction and the use of ICT enhances the Service Quality of Logistics and Customer Satisfaction. The 

beneficiary of the current research would be the logistics firms of Pakistan as it encompasses different aspects 

influencing logistic customer satisfaction. Logistic service quality is directly linked to the customer, so the current study 

can benefit the logistic firm in how to retain customers and ultimately how to increase profitability. 

Implications/Applications: Current research also describes the utilization of Information and Communication 

Technology so organizations can design their system according to the modern framework of technology. 

Novelty/Originality of this study: This research study is based on different logistic services of major cities of Pakistan. 

The direct impact of independent variables on a dependent variable will be studied along with the moderating effect of 

Use of ICT on the direct relationships. The practice of logistic services has been changed due to the emergence of the 

concept of service quality and relationship marketing. Traditionally, logistics has been thought to be a bridge between 

production and consumption. 

Keywords: Logistics Service Quality, E-payment, E-traceability, ICT, Customer Satisfaction. 

INTRODUCTION 

With the continuous innovation in the services sector of Pakistan, the logistic industry has also been flourished 

drastically. Previously, the use of technology was limited, but gradually, it has spread to an extent that no one can 

imagine the industry without technical support. Today, everyone is accustomed to online things and wants to access 

everything online. Such huge progress has speeded up the logistics and supply chain processes which have ultimately 

reduced cost, time consumption, and errors. This advancement has benefited shipment tracking, trucking transportation, 

and international transportation, including both air and ocean domains. The framework of the supply chain usually 

comprises third-party logistics service providers, express couriers, companies of minor transportation, rail and sea 

transportation, multi-modal transport operators, and intermodal terminal infrastructures. This entire complex system 

requires the latest ways of managerial support and reliable networks for information handling to perform coherently for 

the sake of customer satisfaction. Failure to do this results in cost-hike and poor services (Perego, Perotti, & 

Mangiaracina, 2011). 

Current research work consists of five variables; three independent variables, one moderator, and one dependent 

variable. Independent variables are E-Traceability, E-Payment, and Logistic Service Quality. The moderator is the Use 

of ICT (Information and Communication Technology), whereas the dependent variable is Customer Satisfaction. This 

research study is based on different logistic services of major cities of Pakistan. The direct impact of independent 

variables on a dependent variable will be studied along with the moderating effect of Use of ICT on the direct 

relationships. The practice of logistic services has been changed due to the emergence of the concept of service quality 

and relationship marketing. Traditionally, logistics has been thought to be a bridge between production and 

consumption. From this perspective, a logistic function has been considered as a cost-generating tool with no 

differentiation. This trend started to change in the 1990s as the analysis of logistics to deliver quality begun and it 

rendered customer satisfaction (Richey et al., 2011). 
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The use of information technology has revolutionized every industrial sector, including logistics and supply chain. The 

organizations related to the supply chain can acquire useful information and utilize it to enhance the efficiency, 

reliability, and profitability of their company. Information and Communication Technology helps coordinate different 

activities related to the supply chain. Additionally, the cost of the supply chain processes can also be reduced using ICT. 

Companies should focus on developing data management capabilities which include the integration of the manufacturer's 

data and the retailer's data. It also encompasses the creation of invoices, generation of store credits, and issuance of 

management reports (Richey et al., 2011). In this way, companies would be able to apply the acquired information to 

streamline internal processes and support the planning of different supply chain levels (Wangenheim, 2003). 

In logistic organizations, customer satisfaction is as important as in any other service sector organization. The business 

of logistics covers diverse geographical locations due to which the segment of customer satisfaction is sometimes 

ignored. This problem is being constantly tried to be mitigated (Waseem-Ul-Hameed, Nadeem, Azeem, Aljumah, & 

Adeyemi, 2018). Another research carried out by Rollins, Pekkarinen, and Mehtala (2011) that it is important to 

establish a close relationship between the logistic service provider and the buyer of the logistic service in order to 

enhance customer knowledge sharing and satisfaction. Another problem in logistic services is electronic traceability 

which is the ability to verify the location, history, or application of any item. Usually, it was done by documented 

records (Waseem-Ul-Hameed et al., 2018). Similarly, electronic payment is one of the highest concerns in the e-

commerce business, especially, due to the increasing number of cybercrimes in Pakistan. Although, banks and 

organizations try to provide secure systems for payments but information hacking, unfortunately, has become a common 

practice leading to scepticism in the customers. Another variable of the current research also focuses on the relationship 

between Logistic Service Quality and Customer Satisfaction. 

Significance of the study 

The beneficiary of the current research would be the logistics firms of Pakistan as it encompasses different aspects 

influencing logistic customer satisfaction. Firms will be better off if they optimize the driving factors of customer 

satisfaction. Current research also describes the utilization of Information and Communication Technology so 

organizations can design their system according to the modern framework of technology. As there are three independent 

variables; e-traceability, e-payment, and service quality. Two of the variables are directly related to modern ICT systems 

which would ultimately explain the provoking dimensions of customer satisfaction. Logistic service quality is directly 

linked to the customer, so the current study can benefit the logistic firm in how to retain customers and ultimately how to 

increase profitability.  

Research Objectives 

There are the following research objectives of the study: 

1. To find out the relationship between e-Traceability and Customer Satisfaction 

2. To find out the relationship between e-Payment and Customer Satisfaction. 

3. To find out the relationship between Logistic Service Quality and Customer Satisfaction. 

4. To verify the moderating effect of Use of ICT on eT-CS relationship. 

5. To verify the moderating effect of Use of ICT on eP-CS relationship. 

6. To verify the moderating effect of Use of ICT on LSQ-CS relationship. 

LITERATURE REVIEW  

E-Payment 

Jafari, Bagheri, and Hosseinzadeh (2013) have assessed the highlights of various e-payment frameworks from the 

perspective of Iranian clients. Aftereffects of this examination showed that from the perspective of Iranian clients, 

security and trust are the most significant highlights, and the capacity to change and the track is the least significant 

highlights of e-payment frameworks. The highlights indicated by various clients for e-payment frameworks are viewed 

as significant in structuring new frameworks, yet additionally, cause its acknowledgment among clients. In an article 

called "e-payments and the perspective on individuals towards them", Sharaft (2002) presumed that the most significant 

and successful components of e-payment techniques are the supporters' nature, culture, and propensity to utilize them. 

Other scholars such as Pratama and Utama (2019) and Fatonah, Yulandari, and Wibowo, (2018) also agreed with the 

significance of culture and usability of e-payment techniques.  

An article called “assessing viable variables of choosing e-payment frameworks from the customers' view", 

demonstrated that among payment frameworks, customers will in general select the strategy that are significant, 

agreeable and productive both genuinely and thinking about innovative, monetary, and legitimately points of interest. In 

an article called "e-banking and its impact on powerful factors of customer satisfaction", Akbarian and Vakili (2011) 

demonstrated that there is a critical connection between utilizing e-banking administrations and customer satisfaction. 

The same findings were obtained in a recent study by Alhammadi and Tariq (2020). Whereas on the other hand, when 
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the price of a product is high, then individuals do not rely on e-payment and consider it risky (Choi, 2020; Ho, See-To, 

& Chiu, 2020).  

In an article called examining the nature of the gave administrations by e-banking web entrances intention, Regattieri, 

Gamberi, and Manzini, (2007) assessed the nature of the web banking administrations from the perspective of customers. 

Results showed that customers were happy with four records, counting reliability, openness, protection/security, 

responsibility, and undertaking execution, and disappointed with the easy-to-use file. Subsequent to assessing the nature 

of electronic administrations on customers' satisfaction and return, after effects of Regattieri et al. (2007) demonstrated 

that effectiveness, protection, and responsibility are powerful and openness, administration finish, and contact had no 

impact on customer satisfaction; in the end, customer satisfaction influences customers in reusing the electronic 

administrations. 

Subsequent to assessing the electronic satisfaction of business visionaries with the presentation of card per user gadgets 

(POS) in little and medium organizations (SMEs). Lindh, Dahlin, and Hadjikhani (2008) inferred that the security of 

utilizing card perusers has the most effect on the electronic satisfaction of business visionaries. Besides, trust has the 

most impact on the electronic satisfaction of business people. In an article called "e-banking strategies and customer 

satisfaction – a contextual analysis in Bosona and Gebresenbet (2013) demonstrated that concerning customer needs, e-

banking specialist co-ops neglected to make customers mindful of e-banking and utilizing outdated or not refreshed 

innovations. In the wake of assessing speculations, it was indicated that there is a connection between age gatherings, 

occupation types, and some e-banking angles. He reasoned that to impact customers in Botswana, banks ought to engage 

in all complexities and subtleties of e-banking to augment their benefit.  

In an article called "the examination of satisfaction with e-banking administrations among customers with and without 

an instructive degree in Penang, Malaysia", (Zeithaml, Bitner, & Gremler, 2006) inferred that notwithstanding the 

challenges, expenses, and some security worries among customers without an instructive degree, just as some security 

worries among customers with an instructive degree, the two gatherings are happy with some e-payment benefits in 

Malaysia. What's more, from the perspective of individuals with and without an instructive degree, the most significant 

concerns are separately the security issues and trouble to work with e-payment administrations. 

H01: e-Payment has a positive relationship with Customer Satisfaction. 

Logistics Service Quality 

Improving customer service is a progressing focal point of logistics research and practice. Sidhvan (1980) noticed that 

customer service has been estimated by stockout levels, request cycle components, and framework exactness, which falls 

into two general classes: stock ability (culmination, and fill rate), and request process duration (length and dependability 

of the request cycle). Later work likewise included practicality (Tse & Wilton, 2001); be that as it may, these measures 

can be created with little support from the customer. As per Wangenheim (2003), these quantitative measures don't 

totally clarify customer evaluations of provider service levels. By and by, be that as it may, numerous organizations are 

not in direct contact with customers, depending on these inside created proportions of execution to deduce customer 

feelings (Wangenheim, 2003). While conventional logistics service research concentrated on "hard" measures to survey 

customer prerequisites (e.g., fill rates, on-time conveyance, request process duration), creating "customer-centred" 

logistics service quality (LSQ) implies understanding service from the customer's viewpoint, which can improve service 

contributions and be a separation device. 

Progressively, providers are currently attempting to comprehend what their customers need other than accessibility, 

practicality, and unwavering quality (Wangenheim, 2003). Setiawan (2019) argued that service quality in logistics can 

be a vital competitive advantage for any firm. One basic component that recognizes the best firms is the way that they 

remotely confirm customer observations. In the logistics writing, Stark talks about the change from the large-scale 

manufacturing attitude ("doing things ideal"), to firms that worth customer closeness and can give larger amounts of 

service adequacy (the capacity to "do the correct things"). Logistics research has connected advertising apparatuses, 

explicitly those in the service quality writing, to assess logistics service utilizing customer impression of supplier 

execution instead of depending on suppliers' self-detailed execution markers (Malik & Sinha, 2020, Lubera, 2019). In 

advertising, the focal point of service execution has been on service quality or the assessment of service execution. The 

definition and estimation of service quality have involved an unmistakable position in the services advertising writing. 

The service quality worldview began with a subjective report, where the distinctions in the view of service among 

supervisors and shoppers were analysed.  

As a result of the developing power of rivalry, showcasing systems have changed from concentrating on drawing in new 

customers to concentrating on verifying and improving customer devotion. From a supply chain viewpoint, there is an 

expanding accentuation to frame collective associations with select exchanging accomplices (Verhoef, Franses, & 

Hoekstra, 2002), so a significant key result for providers in the supply chain is the fulfillment of customer steadfastness. 

Even though there is much research on customer dedication, it is hard for organizations to actualize it since a lot of it is 

vague and conflicting. While the definitions and estimation scale extensively change in clarifying unwaveringness, the 

wonder appears to show itself in two unmistakable ways: dependability aims and steadfastness frames of mind (Ganesh, 

Arnold & Reynolds, 2000). What this implies, at that point, is that dependability includes both conduct and feeling. 
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Steadfastness is the conduct has generally centred around a customer's recurrent buy conduct that is activated by 

showcasing exercises. Nonetheless, the thinking behind enthusiastic steadfastness is that recurrent buys alone don't really 

demonstrate genuine unwaveringness. Tzokas and Saren (1997) recommend that genuine, faithful connections among 

firms and customers are made by the association's capacity to interface sincerely and fashion long-haul bonds with 

customers. 

H02: Logistic Service Quality has a positive relationship with Customer Satisfaction. 

E-Traceability 

An organization witness tremendous money-related issues and brand misfortune when it doesn't ready to convey the item 

at the correct time in the market. Legitimate generation control process deals with the request as well as encourages the 

organization to develop the item structuring procedure and logistics traceability is the best device to accomplish this (Li, 

Lv, Xiang, Sun, & Sun, 2020; Thakur, Tveit, Vevle, & Yurt, 2020). Programmed traceability framework has an 

incredible effect on the supply chain from decreasing the benefit misfortune to the quality control (Liu et al., 2008). In 

their work, the creators opine that the traceability framework causes the on-screen characters to examine the customer 

conduct and gives the best possible learning of out-of-stock circumstances (Liu et al., 2008).  

The detectable information can be utilized to improve the business procedure to accomplish and execute better creation 

control and stock administration (Dasaklis, Casino, & Patsakis, 2020). The creators additionally opine that the 

advantages of the traceability framework incorporate generation proficiency through by and large quality improvement, 

advancement of the executives, and dynamic evaluating and improvement of supply chain logistics and dissemination 

process. In another work, a RFID based traceability framework is executed to deal with the logistics procedure of 

reseller's exchange car parts appropriation of a Tibetan organization (Samarasinghe, Nishantha, & Shutto, 2009). In this 

work, the creator contrasted the as-is model and the to be model of the logistics procedure from make request through 

make receipt, pick and sort products and so on to transportation and demonstrated that the proposed traceability model 

decreases the time spent on this procedure. 

Chen, Shen, Hung, and Wang (2004) recognized the prerequisites of the traceability framework and proposed EPC/RFID 

based traceability procedure and design model (Minbo & Chen, 2009). The supply chain is intricate today and in that 

capacity, each entertainer must act successfully to make the supply chain productive. A traceability framework 

dependent on EPC worldwide system was created to gather RFID information and RFID occasions to follow and record 

the logistics data (Regattieri et al., 2007). Numerous works propose that RFID is significant and effective apparatuses to 

build up the traceability framework (Tian, Zheng, & Meng, 2018). An RFID framework comprises of a receiving wire 

and a handset, which reads the radio recurrence and moves the data to a preparing gadget, and a transponder, or tag, 

which is an incorporated circuit containing the RF hardware and data to be transmitted. The required item's data are put 

away in the RFID label, which is recognizable by the RFID per user anytime in the supply chain inside 10 meters range. 

Dissimilar to standardized identifications, there shouldn't be an immediately viewable pathway between the tag and per 

user.  

Here the data from the crude material social event, handling, pressing, putting away, and circulating is followed and put 

away in the database for further access by the partners in the supply chain from item maker to buyers (Chen et al., 2004). 

Individuals are increasingly worried to know the quality data uncommonly for the sustenance item before utilizing it. So 

an appropriate framework must be actualized that will give all the data to the clients at the mentioned time. Boston et al 

in their work opines that traceability is a vital piece of logistics the board and propose another meaning of sustenance 

traceability expressing that it is the piece of logistics the executives that catch, store and convey the satisfactory data 

(Bosona & Gebresenbet, 2013).  

In this work, the creator dissected the main impetus, advantages, and hindrances of actualizing nourishment traceability 

framework and recommended that chain traceability is required, which is the piece of coordinated logistics framework. 

They additionally recommended that further inquires about have to be done on the area of innovative perspectives, 

connect between traceability framework and generation framework, the institutionalization of data trade, mindfulness 

creation, and the effectiveness of traceability framework (Bosona & Gebresenbet, 2013). The general impression is that 

traceability is exceptionally helpful for the enhancement of generation procedure, and it will be increasingly gainful if 

this framework is coordinated with logistics executives because of the intricate idea of the supply chain. 

H03: e-Traceability has a positive relationship with Customer Satisfaction. 

Customer Satisfaction 

Customer satisfaction was characterized by Oliver (1999) as the degree of achievement of some longing, needs, 

objective, or another superb end express that outcomes from an exact trade between the customer and a firm. It was 

additionally characterized by Zeithml and Bitmer (1996; 2003; 2006) as the customers' satisfaction response, which is a 

judgment that an item or service highlight results to the fulfilling level of utilization related satisfaction, including the 

level of under or over satisfaction. Customer maintenance was characterized by Shahzore (2002) as the ability of the 

association's idea to its customers to buy its items or services over a predefined period. Saqib (2003) characterized 
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customer maintenance as a state which uncovers the shopper's unwaveringness to a brand and the ensuing declined 

propensity to switch brand.  

Generally, customer satisfaction remained a point of interest for the scholars and practitioners from the management and 

marketing domain; a lot of work has been done in highlighting the significance and importance of customer satisfaction 

for the organizations (Eldabet, 2019; Hartono, 2019). Extensive research highlights that when customers are happy and 

content with the services provides, they show satisfaction, loyalty, and commitment to the brand (Mansoor, Awan & 

Syed, 2020). Whereas, non-satisfied customers spread negative word of mouth which harms the business in the long run 

(Barari, Ross, & Surachartkumtonkun, 2020). Lindh et al. (2008) in their examination, how can IT Impact Business 

Relationships? Gathered and dissected information from 354 business connections on the Swedish business-to-business 

advertise, to respond to the inquiry if and how IT impacts social trade connections. 

 Lindh et al. (2008) concentrated on correspondence and relationship, the outcome demonstrates that business 

connections wherein IT increments or diminishes the requirement for individual gatherings to a higher degree have a 

generally more elevated amount of utilization of IT in the trades. Be that as it may, the connection between the degree of 

utilization of IT and its impact on the requirement for individual gatherings isn't straight, which implies that although the 

requirement for individual gatherings changes with more elevated amounts of IT use in trades, it is obscure when or why 

the requirement for gatherings increments or diminishes. This demonstrates, to certain organizations, IT lessens 

individual connection while others take the view that IT builds individual communication (Lindh et al., 2008). It very 

well may be presumed that however this examination is identified with this exploration targets, it is uncertain as it 

neglected to state whether the pace of those that help the way that IT decreases individual collaboration is higher than 

those that contradicted it.  

In 2007, an examination led in the United States and Canada by Kamran demonstrates IT sway on business to discover 

changes in the business that are driven by IT in a broad field of business ventures, watched four factors, correspondence, 

and relationship, accommodation, business procedure, and globalization. Kamran learned that organizations are 

encountering radical inner adjustment, in that capacity, the manners in which organizations cooperate with colleagues 

and customers had changed. However, the pace of progress is conceivably not as fast as recommended by the high-

water-mark examples that are shown in the prevalent business press. All things considered, the progressions are without 

inquiry both predominant and ongoing (Zack, 2005). This exploration is important, yet it will be increasingly profitable 

if it had expressed the (rate) at which organizations are changing with its impact. Going before research by Lewin, 

Lippitt, and White, (1939) found that a firm that grasps IT will profit development, cost decrease, advancement, 

organization, and separation points of interest produced by the IT. They presume that IT upgrades data availability, 

correspondence, and union examples. Lewin et al. (1939) contend further that previously mentioned advantages will 

encourage connections between firms inside similar ventures and also upgrade firms' intensity in worldwide markets. 

Use of ICT 

According to (Dawe, 1994), several managers emphasize the importance of information technology, stating that it is the 

single most important contributor that affects logistics and supply chain. Bowersox, Daugherty, Droge, Rogers, and 

Wardlow, (2015) pointed out ten differentiators between successful logistic organizations and the ones that stood at the 

average level. The ability to invest in the highest degree of information technology is one of those differentiators. 

Another research carried out by Sakchutchawan, Hong, Callaway, and Kunnathur (2011) say that there are several 

innovations in the field of logistics, including electronic data interchange (EDI), radio frequency identification (RFID), 

and cross-docking. However, RFID has been observed to get a lot of attention in the logistics industry. The reason is this 

innovation allows shippers and customers to acquire data about consignments during the whole shipping process. Radio 

Frequency Identification tags have special tracking devices to identify every item which lets the stakeholders locate their 

product and estimate the delivery time.  

Another innovative approach is to implement wireless networks in warehouses. This upgradation can produce 

tremendous results if done appropriately. It is advised to take advantage of wireless networks in the warehouses to 

replace manual human operation, which is prone to create errors, with the latest technology to save time. Activities like 

order processing and inventory control can be replaced successfully. Wireless scanners or RFID technology send data to 

update stock information without rendering excessive cost along with saving precious time. This process eliminates the 

requirement of manual processes that needed more time and always had a risk of making errors. With such advances in 

the field of technology, third-party logistics strive for the latest and optimum ways to manage their supply chain 

businesses successfully. Another important aspect to consider is last-mile logistics in which  (Ranieri, Digiesi, Silvestri, 

& Roccotelli, 2018) contributed significantly towards the literature by focusing on the reduction of externalities cost. 

Such cost includes pollution and congestion costs etc, which have been hiked in recent years. In addition to that, 

advancements like globalization and online shopping have introduced new trends in the transportation of freight. It is a 

fact that the last mile logistics is comprised up to 28% of the total cost of delivery.  

This research also suggests that last-mile delivery problems are dealt with the help of Information and Communication 

Technology and Information Transport Systems. Another application of ICT in the logistic industry is ICT for 

sustainability (ICT4S). Bates et al. (2018) also pointed out the issue of pollution, carbon emission, and congestion by the 
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sector of parcel delivery that also comes under the logistic industry. The main focus of the research is "silly season" and 

it has provided its vision of a digital sustainable logistic platform that is possible with the use of ICT4S. Keeping in view 

the indirect impact on consumers, it can be assumed that the environmental problems may not impact customer 

satisfaction straight away, but in the longer terms, it can enhance the corporate social responsibility sector of a logistic 

firm. 

H04: Use of Information and Communication Technology moderates the relationship between e-Payment and Customer 

Satisfaction. 

H05: Use of Information and Communication Technology moderates the relationship between Logistic Service Quality 

and Customer Satisfaction. 

H06: Use of Information and Communication Technology moderates the relationship between e-Traceability and 

Customer Satisfaction. 

Conceptual Model 

 

Figure 1: Conceptual Model 

Source: Author Analysis 

RESEARCH METHODOLOGY 

A quantitative approach has been used to examine different supermarkets located in major cities (Peshawar, Rawalpindi, 

Islamabad, Multan, Karachi, and Lahore) of Pakistan. Several logistic firms were selected from all over the country to 

collect and analyze the data. Initially, interviews were conducted with their managers and supervisors; later on, personal 

surveys were conducted through which questionnaires were filled. It is a field study because participants, i.e. the 

managers and the supervisors were contacted on their jobs to fill the instrument (questionnaire) in their natural work 

environment.  

Data was collected during several time frames. The data was cross-sectional. Due to the involvement of different 

geographical locations, data collection took a long time. 400 questionnaires were distributed among the workers of 

logistic firms in the above-mentioned big cities of Pakistan. Out of 400, only 298 responses were acquired out of which 

258 were workable. All responses were acquired by a "self-report" measure in which the responses were taken from a 

five-point Likert scale ranging from 5 being very great extent, 4= great extent, 3= moderate extent, 2= little extent to 1 

being very low extent. There were overall 29 questions to measure the impact of Information Communication 

Technology on Customer Satisfaction. Since English is a commonly used language and medium of instruction in 

Pakistan, so survey questionnaires were also prepared in English. 

Sample and Descriptive Statistics 

There are a total of 191 males and 67 females' respondents. Most respondents were post-graduates and make a total of 

170  

out of 258. 87 persons have completed 16 years of education. The remaining 1 had completed a doctorate degree. 

Similarly, there are different age categories of respondents. Most of them were in the range of 26 to 35 years, i.e. 128. 87 

were 36 to 45 years old; 25 individuals fall in the category of 46 years and above. In terms of experience, the majority of 

the respondents were experienced personnel having professional experience between 4 to 7 years. 70 were 0 to 3 years, 

35 were 8 to 10 years and only a single participant was more than 10 years experienced. 

E-Traceability 

Logistics Service  

Quality 
Customer  

Satisfaction 

 

E-Payment 

 Use of ICT 
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Table 1: Gender Studies 

 No. of respondents 

Male 191 

Female 

Total 

67 

258 

Table 2: Reliability Analysis 

 No. of items Cronbach’s Alpha 

Trace 6 0.787 

Payment 6 0.733 

LSQ 6 0.784 

ICT 5 0.713 

CS 6 0.708 

According to (George, 1989), the acceptable value of Cronbach’s Alpha 0.7, and above which means that the instrument 

is reliable. 

Results/ Findings 

Table 3: Correlation Analysis 

  Mean ±SD E-Trace E-Payment LSQ ICT CS 

1. E-Trace 4.60±0.44 1     

2. E-Payment 4.60±0.42 0.317* 1    

3. Logistics SQ 4.70±0.45 0.145* 0.688* 1   

4. ICT 4.60±0.46 0.151* 0.599* 0.784*   1  

5. CS 4.66±0.41 0.128* 0.666* 0.650* 0.487* 1 

*Significance level is 0.1 (2-tailed) 

Table 4: Regression Analysis 

Predictor(s) Customer Satisfaction 

 
Β R2 ΔR2 Sig. 

Step I         

E-Trace       0.118*                  0.016 0.128  0.040 

E-payment 0.636* 0.443 0.666  0.000 

Logistics SQ 0.590* 0.422 0.650  0.000 

Step-II         

E-Trace X ICT 0.098* 0.262 0.512 0.000 

E-Payment X ICT        -0.001* 0.522 0.472 0.964 

Logistics SQ X ICT -0.025* 0.429 0.655 0.081 

*p         

DISCUSSION/ ANALYSIS 

The relationship between all independent and dependent variables is significant as the value of significance is less than 

0.1 for all variables. It indicates that e-traceability, e-payment, and logistic service quality add value to customer 

satisfaction. Programmed traceability framework has an incredible effect on the supply chain from decreasing the benefit 

misfortune to the quality control (Liu et al., 2008). Similarly, the outcome of the variable e-payment is also supported by 

the literature; In an article called "e-banking and its impact on powerful factors of customer satisfaction", Akbarian and 

Vakili (2011) demonstrated that there is a critical connection between utilizing e-banking administrations and customer 

satisfaction. According to Saura, Frances, Contri, and Blasco (2008) a sample of 194 companies show that the aspects of 

Logistic Service Quality, i.e. timeliness, personnel, order quality, and information have a positive impact on the 

satisfaction of the customer companies. As far as the role of ICT is concerned as a moderator, only the e-payment 

variable shows insignificant behaviour. It can be assumed the people in Pakistan either think E-payment methods still 

unreliable despite the advancement of technology, or most customers like to pay cash due to some reason. Enormous 

research illustrates that when consumers are satisfied and pleased with all the services provides, they demonstrate 

happiness, loyalty, and dedication to the brand (Mansoor, Awan & Syed, 2020). Except that, non-satisfied customers 

spread bad word of mouth which hurts the organization in the long term (Barari, Ross, & Surachartkumtonkun, 2020).  

According to previous studies, several managers emphasize the importance of information technology, stating that it is 

the single most important contributor that affects logistics and supply chain. 
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To summarize the results, all the hypotheses are supported except H04, i.e. “Use of ICT moderates the relationship 

between e-Payment and Customer Satisfaction. 

RECOMMENDATIONS 

There are certain recommendations to the logistic services of Pakistan. First of all, these companies should ensure a 

secure payment method to satisfy the customers about modern e-Payment system. Special measures should be taken to 

enhance the protection of transactions. In addition to that, the up-gradation of technology is as important as its adoption, 

as antiquated technology will not help to achieve long-term goals. 

LIMITATIONS AND FUTURE WORK 

While carrying out the current research, few limitations were also considered. There was a certain amount of data 

available, as several companies were reluctant to participate due to privacy issues. Also, this research encompasses only 

major cities of Pakistan. Results for minor cities and remote areas could be different. 

In the future, researchers can diversify the current research by adding more geographical locations to it. In addition to 

that, other areas of problems can be added, for instance, transit time and distribution rate, etc. 

CONCLUSION 

To conclude, this research was carried out in logistic companies of major cities of Pakistan in order to collect data on e-

Payment, Logistic Service Quality, e-Traceability being the dependent variables. Also, other variables were studied, 

including Customer Satisfaction and Use of Information and Communication Technology. Results show that the 

moderator does not affect the relationship between e-Payment and Customer Satisfaction. All other hypotheses were 

supported. 
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