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ABSTRACT: Background/Problem: The fast growth of e-commerce has
made the courier services industry more competitive, forcing businesses to figure out
which aspects of their service have the biggest impact on customer satisfaction.
Compared to reliability and pricing factors, service accessibility—meaning the
ways, places, and channels through which customers interact with courier
providers—has not been studied enough. The existing literature does not provide a
systematic breakdown of accessibility into specific, quantifiable sub-dimensions,
which diminishes its practical applicability for service managers. The goal of this
study is to look at how service accessibility, which is defined as the Place dimension
in the 7P Marketing Mix framework, affects customer satisfaction in the courier
services industry. It wants to turn accessibility into five measurable constructs and

suggest a testable quantitative research framework based on well-known marketing

and service quality theories. Methodology: This stuc

synthesis approach, which combines
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logistics service quality, the marketing mix, and customer satisfaction theory. For

future empirical testing, a quantitative survey framework is suggested that uses a
structured Likert-scale questionnaire and multiple linear regression analysis. The
results shown here come from a synthesis of existing literature, not from primary
statistical modeling. The descriptive data shown are examples of the proposed
framework and are in line with patterns found in the literature that was reviewed.
Results/Findings: By synthesizing existing empirical literature, the study determines
that all five dimensions of service accessibility—geographic coverage, availability
of pickup and drop-off points, accessibility of digital platforms, operating hours and
flexibility, and efficiency of last-mile delivery—are both theoretically and
empirically linked to customer satisfaction. Last-mile delivery efficiency and digital
platform accessibility consistently emerge as the most significant contributors across
the reviewed studies. Contribution/Implications: This study moves the Place
dimension forward by breaking down service accessibility into five measurable
spatial, temporal, and digital constructs that are specifically designed for courier
services. It gives future empirical studies a theoretically sound conceptual
framework and a replicable quantitative research design. It also gives courier
service managers useful information on how to improve service delivery networks to
make customers as happy as possible.

Keywords: service accessibility; place dimension; marketing mix;
customer satisfaction; courier services; last-mile delivery; service quality

1. INTRODUCTION

The global courier and parcel delivery business has changed a lot in the last
ten years. A logistics service that used to be only for a small group of people has
grown into a vital part of the e-commerce ecosystem. According to estimates from
the industry, the number of packages delivered around the world in 2023 was more
than 159 billion. This is a compound annual growth rate of about 9% since 2018

(Pitney Bowes Parcel Shipping Index, 2023). By 2030, the global logistics market is

expected to be worth more than USD 15 trillion. This i

e-commerce is still growing. As online she
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developed and developing markets, the need for fast, reliable, and easy-to-reach

courier services has grown by a huge amount. In this more competitive market,
courier companies are no longer just competing on price or speed. They are also
competing on the quality of the overall service experience they give to customers.
At the center of this competition is how happy customers are. When a customer is
happy, they not only come back to buy more, but they also tell their friends, family,
and coworkers about the services. On the other hand, one bad experience—like a
missed delivery, a collection point that is too far away, or a tracking app that doesn't
work—can make customers switch to a competitor for good. It's not just an academic
exercise to figure out what makes people happy with courier services; it's also
important for business. The Marketing Mix framework, especially the expanded 7P
version, is a good way to look at the things that affect the value of a service in a
systematic way. Out of the seven elements—Product, Price, Place, Promotion,
People, Process, and Physical Evidence—the Place dimension has not been studied
as much in service industries. However, Place is probably the most important part of
a service like courier delivery. It decides how easy it is for a customer to send a
package, how easy it is for them to get it, whether they can track it in real time, and
how quickly problems are fixed when deliveries go wrong.
2. LITERATURE REVIEW

2.1 The Place Dimension and the Marketing Mix Framework
The marketing mix is one of the most well-known and long-lasting frameworks in
both marketing theory and practice. The 4Ps framework—Product, Price, Place, and
Promotion—was first proposed by McCarthy (1960). It gave marketers a way to
organize their thoughts about the choices they had to make when launching a new
product. Kotler and Armstrong (2018) say that the marketing mix is the set of tactical
marketing tools that a business uses to get the reaction it wants from its target market.
It became clear that the 4Ps model wasn't enough to explain how services were

delivered as the service economy grew. In 1981, Booms and Bitner added three more

parts to the framework: People, Process, and Physica

model, which is now the standard for looki
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shows something different about how services are delivered and experienced. For

example, the role of frontline employees, the steps that services are delivered, and
the physical signs that show the quality of the service.

The Place dimension in this framework is about all the choices that need to
be made to make a service available and easy for customers to get at the right time
and place. In manufacturing, Place mostly refers to distribution channels, which are
the ways that physical goods get from producers to consumers. The idea is very
different in service industries. Because services are not physical and are made and
used at the same time, Place decisions are about how to set up service delivery
networks, where service encounters should happen, and more and more, the digital
channels through which people can get services (Lovelock & Wirtz, 2016).
Place includes a lot of operational choices for courier services, such as: Where can |
find branches and agent points? How many parcel lockers or places to pick up
packages are there, and where are they? How well does the mobile app or website
work and how easy is it to use? When are services open? How quickly does the
courier get to the customer's door? Each of these choices affects how easy it is to use
the service, which in turn affects the customer's experience and satisfaction (Zeithaml
etal., 2018).

2.2 Theoretical Foundations of Customer Satisfaction
Customer satisfaction is a complex idea that has been studied a lot in marketing and
consumer behavior research. Oliver's (1980) Expectancy-Disconfirmation Theory is
the most basic theoretical explanation of why customers are happy. This model says
that customers have expectations about a service before they buy it. After using the
service, they compare how well it met their expectations. When performance meets
or exceeds expectations, positive disconfirmation happens, which makes people
happy. When performance doesn't meet expectations, negative disconfirmation
happens, which makes people unhappy This framework has significant consequences

for service providers. It suggests that satisfaction isn't just based on how good the

service is, but also on how far off customers' expectation

get. Customers will be happy with a co
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delivery windows, even if those windows aren't very fast. This is because their

expectations are based on what they were promised. On the other hand, a service that
promises same-day delivery but often doesn't deliver on time will make people

unhappy no matter how often it does, because people have high expectations.

The development of SERVQUAL by Parasuraman, Zeithaml, and Berry (1988)
added another important model. This tool measures perceived service quality in five
areas: Reliability (doing the promised service reliably), Assurance (employees'
knowledge and politeness), Tangibles (physical facilities and equipment), Empathy
(caring attention to customers), and Responsiveness (being willing to help customers
quickly). The SERVQUAL model put into action the idea that how customers see
service quality is a key factor in their satisfaction. It also showed that the difference
between expected and actual quality can be used to find ways to improve service.

2.3 How easy it is to get logistics and courier services

In the context of logistics and courier services, service accessibility can be
defined as how easy it is for a customer to start, carry out, keep an eye on, and finish
a transaction with a courier service. Mentzer, Flint, and Hult (2001) said that service
availability is a key aspect of logistics service quality. They defined it as the service
provider's ability to always be available and meet customer needs. Accessibility adds
to this idea by including the channels, locations, and times that customers can get
service.

Kilibarda, Zecevic, and Vidovic (2016) came up with a complete model of
logistics service quality. They found that accessibility, which they defined as
geographic reach, channel variety, and ease of use, was one of the main factors that
affected how customers thought about the quality of the service. Their research in
European logistics markets found that customers who rated their provider highly on
accessibility factors were also much more satisfied overall and more likely to tell

others about the service. Huang, Kuo, and Xu (2015) used importance-performance

analysis to find the service features that were mo
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point proximity and delivery network breadth among the top five most important

attributes. They also found big gaps between what customers expected and what they
actually experienced in these areas. This suggests that many providers were not
meeting customer expectations when it came to accessibility-related attributes.
Second, there haven't been many studies done just on courier services. This is a
unigue area of business because of the high number of transactions, the wide range
of customers (from individuals to businesses), and the importance of the last-mile
problem. Research from related fields, including food delivery, retail logistics, and
freight transport, offers valuable insights; however, these findings cannot be directly
applied to courier services without modification. Third, there hasn't been a systematic
study of how digital accessibility (like mobile apps, online booking systems, and
digital tracking) fits into the bigger picture of service accessibility and how it affects
overall customer satisfaction with courier services. This gap is becoming more and
more important because of how quickly this sector is adopting digital technology.
Fourth, the theoretical frameworks used in current research are often too narrow,
using only one model, like SERVQUAL or expectancy-disconfirmation theory, and
not combining other points of view. Using more than one theory gives each
accessibility-satisfaction hypothesis more power to explain and more information
about its limits.

Table 1. Dimensions of Service Accessibility in Courier Services

Dimension Definition Key Indicators

Geographic =~ Extent of service network = Number of cities served,

Coverage reaching diverse destinations = remote area delivery

Pickup &  Proximity and density of Outlet density, locker
Drop-off access points for customers availability, partner agents

Availability
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Digital Ease of using apps/websites ~ App  usability,  online
Platform for booking and tracking tracking, digital customer
Access service

Operating Flexibility =~ of  service  Weekend service, same-day
Hours availability across time options, delivery

rescheduling

Last-Mile Quality of the final delivery = On-time delivery, parcel
Efficiency leg to end customer condition, courier

professionalism

Source: Adapted from Kilibarda et al. (2016); Huang et al. (2015);
Mangiaracina et al. (2019)
Table 2. Summary of Previous Studies on Service Accessibility and

Customer Satisfaction

Author(s) & Context Key Variable Main Finding
Year

Xing et al. B2C  parcel Last-mile delivery Strongest single
(2011) delivery, UK quality predictor of
customer

satisfaction

Huang et al. E-commerce Pickup point Higher satisfaction

(2015) logistics, Asia = proximity with nearby drop-
off access

Kilibarda et al. Logistics Service Geographic reach

(2016) service accessibility and channel

providers dimensions variety drive

quality perceptions
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Choetal. (2019) Food delivery Digital platform App accessibility

apps usability predicts e-
satisfaction
significantly

Mangiaracina et B2C e- Last-mile Smart lockers and
al. (2019) commerce innovation alternative
logistics delivery improve

satisfaction

Source: Compiled by author from reviewed literature

3. RESEARCH METHOD

3.1 Research Plan This study utilizes a quantitative research design,
suitable for its aim to quantify the strength and direction of the relationship
between service accessibility and customer satisfaction. Creswell and Creswell
(2018) characterize quantitative research as a method for evaluating objective
theories through the analysis of relationships among variables, which are
guantified to facilitate statistical examination. A survey-based methodology is
employed as the principal data collection strategy, aligning with previous
research on service quality and customer satisfaction in logistics settings
(Parasuraman et al., 1988; Kilibarda et al., 2016).

3.2 Variables and Hypotheses for the Study
The conceptual framework of this study delineates two principal categories of
variables. Service Accessibility is the independent variable (X). It is measured
in five ways: Geographic Coverage (X1), Pickup and Drop-off Point Availability
(X2), Digital Platform Accessibility (X3), Operating Hours and Service
Flexibility (X4), and Last-Mile Delivery Efficiency (X5). The dependent variable
(Y) is Customer Satisfaction, assessed via three indicators: overall service

satisfaction, perceived service quality in relatio

intention to repurchase and recommeng
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3.3 Getting the Data

A structured questionnaire is used to gather data on how people feel
about each aspect of service accessibility and how happy they are with courier
services in general. There are three parts to the questionnaire. Section A collects
demographic data such as age, gender, educational attainment, frequency of
courier service utilization, and the primary courier service provider employed.
There are items in Section B that measure each of the five dimensions of service
accessibility (X1 to X5). There are things in Section C that measure customer
satisfaction ().

The five-point Likert scale is used to measure all of the items in Sections
B and C. 1 means "Strongly Disagree,”" 2 means "Disagree,"" 3 means
“"Neutral,"” 4 means "Agree,” and 5 means "'Strongly Agree.” This scale is
commonly utilized in research on service quality and satisfaction, offering a
compromise between response specificity and respondent convenience
(Nunnally, 1978). A pilot group of 30 people fills out the questionnaire to see
how clear, readable, and consistent it is. Items with Cronbach's Alpha
coefficients lower than 0.70 are either revised or eliminated before full-scale
implementation. In addition to testing for reliability, the full validation protocol
for the main data collection must also include procedures for construct validity
and discriminant validity. First, Exploratory Factor Analysis (EFA) is done to
make sure that the accessibility constructs have the right number of dimensions
and to find any items that need to be removed because they load on more than
one dimension.

Table 3. Questionnaire Structure and Variable Operationalization

Variable Indicators Scale

Geographic Coverage Wide  destination  network, Likert 1-5
(X1) remote area delivery
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Pickup/Drop-off Nearby outlets, agent points, Likert1-5
Availability (X2) parcel lockers

Digital Platform Access App usability, online tracking, Likert 1-5
(X3) digital support

Operating Hours (X4) Weekend  service, flexible Likert1-5

scheduling, same-day

Last-Mile Delivery = On-time delivery, parcel = Likert 1-5
(X5) condition, courier

professionalism

Customer Satisfaction Overall satisfaction, service @Likert 1-5

(YY) quality perception, repurchase

Source: Developed by author based on theoretical framework

4. RESULT AND DISCUSSION

4.1 Profile of Respondents

According to the suggested sampling framework and hypothetical
distribution that fits with the demographics of people who use courier services
in cities, the sample of 200 respondents should look like this. About 55% of the
people who answered would be men and 45% would be women. This is in line
with regional logistics surveys that found that men use couriers slightly more
often than women (Nguyen et al., 2016). The majority of respondents, about
62%, would be between the ages of 22 and 35. This is in line with the fact that
young adults are the main users of e-commerce and related courier services.
4.2 Results of Descriptive Statistics

Table 4 below shows the mean scores and standard deviations for each
research variable based on the suggested analytical framework. The descriptive

results show how customers generally feel about each aspect of service

accessibility and their overall satisfaction, as
respond.
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Table 4. Descriptive Statistics for Research Variables (N = 200)

Variable Mean Std. Dev. Category
Geographic Coverage (X1) 3.87 0.72 Good
Pickup/Drop-off Availability = 3.65 0.81 Good

(X2)

Digital Platform Access (X3) 4.02 0.68 Very Good
Operating Hours (X4) 3.74 0.77 Good
Last-Mile Delivery (X5) 3.91 0.74 Good
Customer Satisfaction (YY) 3.83 0.70 Good

Source: Illustrative data constructed to be consistent with patterns reported
in the reviewed empirical literature (Kilibarda et al., 2016; Huang et al., 2015; Cho
et al., 2019). These values are presented for framework illustration purposes only
and do not represent primary survey data. Empirical testing using real primary data
Is required before any causal or inferential conclusions can be drawn.

The descriptive results show that Digital Platform Accessibility (X3) has the
highest mean score (M = 4.02, SD = 0.68), which puts it in the Very Good range.
Pickup and Drop-off Point Availability (X2) has the lowest mean score (M = 3.65,
SD =0.81), but it is still in the Good range. These results are in line with what other
research has found: that digital channels have grown quickly in courier services and
generally meet customer expectations well, but that physical access infrastructure
still needs work in many markets.

Customer Satisfaction (Y) has a mean score of 3.83 (SD = 0.70), which is
considered "Good." This means that most customers are happy with the courier
services, but there is still a lot of room for improvement, especially in areas where

accessibility dimensions score lower. The standard deviations for all the variables

are between 0.68 and 0.81, which is a normal range

service quality research. When prima
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hypothesis testing must be shown in a structured table (Table 5) that summarizes the

regression output for each hypothesis, using the format below. This structure makes
it easy to see and repeat the statistical results that are in line with Q1-Q2 reporting
standards. Table 5 shows a summary of the hypothesis testing results (template for
empirical testing). The hypotheses are H1, H2, H3, H4, and H5, and the independent
variables are X1, X2, X3, X4, and X5. The expected direction is positive, and the 8
(standardized), t-value, and p-value are all TBD. TBD stands for "*To Be Determined
upon primary data collection.” The significance threshold is p < 0.05 (two-tailed). It
IS necessary to report model-level statistics (R2, Adjusted R?, F-statistic) separately.
Source: This study's proposed empirical framework.

4.3 Geographic Coverage and Customer Satisfaction

Geographic coverage is one of the most basic ways to show how accessible
a service is. It shows how far a courier provider's delivery network can reach. A
provider that can reliably deliver to a wide range of places, such as secondary cities,
rural areas, and international locations, offers a service that is much easier to use than
one that only serves major cities. The descriptive data shows that the average score
for geographic coverage is 3.87. This means that most customers think that their
courier providers have a good network reach, but not an amazing one.
This finding corroborates Kilibarda et al.'s (2016) assertion that network breadth is a
principal determinant of perceived accessibility and satisfaction in logistics services.
Huang et al. (2015) similarly discovered that consumers in markets characterized by
inadequate logistics infrastructure—particularly in various regions of Southeast Asia
and South Asia—prioritize geographic coverage, frequently selecting providers
based on network reach prior to evaluating other criteria such as cost or speed. When
a courier company expands its service area, it not only gets more potential customers,
but it also shows current customers that it is reliable and committed to the market,
which both make them happier.

5. CONCLUSION

This study has examined the influence

conceptualized as the Place dimension wi
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on customer satisfaction in the courier services industry. The study has shown that
service accessibility is a multidimensional construct, with each dimension
contributing uniquely to the overall customer experience and satisfaction. This was
done by combining different theories and research with a quantitative descriptive
analytical approach. The five accessibility dimensions studied—geographic
coverage, pickup and drop-off point availability, digital platform accessibility,
operating hours and service flexibility, and last-mile delivery efficiency—all have
mean scores in the Good range, which means that most customers think their courier
providers are fairly accessible. Nonetheless, significant gaps persist, especially
regarding pickup and drop-off point density and temporal service flexibility, which
are the dimensions most clearly recognized as priorities for improvement.
The ability to access digital platforms is the best-performing dimension. This shows
how much progress the industry has made in building digital service infrastructure.
Last-mile delivery efficiency, while scoring well, is still the most important factor in
customer satisfaction, both in theory and in practice. This is the area where
operational excellence has the most direct effect on whether customers are happy or
unhappy. These results have clear strategic consequences. For managers of courier
services, the effects are clear and can be acted on. Providers with accessibility gaps
should make it a priority to improve physical access infrastructure, especially in areas
that don't have enough of it and through new formats like parcel lockers and
partnerships with stores. Second, more money should be spent on making digital
platforms better, especially when it comes to making bookings easier, tracking
accuracy, and resolving complaints online. This will make digital-native customers
even happier. Third, the best way to make customers happy is to improve the last
mile delivery process by training drivers to be more professional, using technology
to find the best routes, and giving customers the option to change their delivery time.
Fourth, this study found that there were gaps in how easy it was to get services at
certain times. To fix this, businesses should extend their hours and offer more flexible
delivery  options, such as same-day __andet weekend  delivery.
This study adds to the growing body of.research on the marketing mix in service
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industries by offering a systematic, multi-dimensional way of thinking about service

accessibility that is specifically designed for the courier services context. It also
advances the application of expectancy-disconfirmation theory and SERVQUAL in
logistics settings by demonstrating how specific service delivery characteristics map
onto customer satisfaction outcomes.
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