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Abstract- The logistics and supply chain sector in India 

has emerged as a strategic enabler of business 

competitiveness, driven by e-commerce expansion, 

organized retail, and government initiatives such as 

“Make in India.” While service quality is a critical 

determinant of customer satisfaction, gaps often exist 

between customer expectations and actual experiences. 

This study investigates these dynamics in Raichur City, 

a developing urban hub in Karnataka, where small-scale 

industries and e-commerce are shaping supply chain 

demand. Using a descriptive and comparative research 

design, data were collected from 300 respondents 

through structured questionnaires measuring seven 

dimensions of supply chain service quality: reliability, 

timeliness, responsiveness, information quality, 

tangibles, empathy, and price/value. Results indicate a 

statistically significant gap across all dimensions 

(average gap = 0.78 on a 5-point scale; p < 0.001), with 

reliability, timeliness, and responsiveness showing the 

widest discrepancies. Regression analysis revealed that 

actual service experience is the strongest predictor of 

overall satisfaction (β = 0.48, p < 0.001), while larger 

expectation–experience gaps negatively affect 

satisfaction (β = −0.19, p < 0.001). Factor analysis 

identified two underlying constructs: core service quality 

and customer-oriented value, explaining 66.4% of 

variance. Additionally, ANOVA confirmed that frequent 

users report smaller expectation–experience gaps 

compared to occasional or rare users, while Chi-square 

analysis highlighted significant variations in satisfaction 

across provider types. The findings underscore the need 

for supply chain providers in Raichur to prioritize 

service reliability, timely delivery, responsiveness, and 

transparency to improve customer satisfaction and 

loyalty. The study contributes to the limited body of 

research on logistics service quality in tier-2 cities and 

provides actionable insights for service providers, e-

commerce operators, and policymakers to optimize 

supply chain strategies in emerging urban markets. 

Keywords: Supply chain services; logistics; customer 

expectations; customer experiences; service quality gaps; 

Raichur City; reliability; timeliness; responsiveness; 

customer satisfaction 

 

INTRODUCTION 

 

Background of Supply Chain Services in India and 

Raichur City 

The logistics and supply chain sector in India has 

evolved into a critical driver of economic growth, 

enabling businesses to achieve operational efficiency, 

reduce costs, and enhance customer satisfaction. With 

the rise of e-commerce, organized retail, and 

manufacturing initiatives such as “Make in India”, the 

demand for reliable and timely supply chain services 

has grown significantly. Efficient supply chain 

management is no longer just a back-end operation but 

a strategic tool that directly impacts customer 

experience and business competitiveness. 

In recent years, Indian businesses have increasingly 

focused on meeting customer expectations for timely 

delivery, product availability, and transparent tracking 

systems. Service quality, responsiveness, and 

flexibility have become key determinants of customer 

satisfaction. Several studies indicate a gap between 

customer expectations and actual experiences in 

logistics and supply chain services, highlighting the 

need for continuous improvement. 

Raichur City, located in the northern part of 

Karnataka, represents a developing urban market 

where local businesses, small-scale industries, and e-

commerce deliveries contribute to a growing demand 

for efficient supply chain solutions. Despite the 

expansion of logistics networks, customers in Raichur 

often face challenges such as delayed deliveries, 

limited service options, and inconsistent service 
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quality. Understanding customer expectations and 

experiences in this context is crucial for designing 

supply chain strategies that enhance service delivery, 

build trust, and improve overall satisfaction. 

This study, therefore, focuses on comparing customer 

expectations with actual experiences in supply chain 

services in Raichur City, aiming to identify gaps, 

highlight areas for improvement, and provide 

actionable insights for service providers to enhance 

their operational and customer service strategies. 

 

Importance of Understanding Customer Expectations 

and Experiences 

Understanding customer expectations and experiences 

in supply chain services is critical for businesses 

aiming to achieve operational excellence and 

sustained customer satisfaction. Customers today are 

more informed, discerning, and demanding, expecting 

not only timely delivery but also reliability, 

transparency, and personalized service. In the context 

of Raichur City, where supply chain services are 

evolving to meet growing urban and e-commerce 

demands, insights into customer expectations provide 

a roadmap for service providers to align their 

operations with actual customer needs. 

 

The importance of studying customer expectations and 

experiences can be summarized as follows: 

1. Enhancing Service Quality: By understanding 

what customers expect, logistics and supply chain 

providers can focus on improving service 

reliability, speed, accuracy, and responsiveness. 

This helps in closing the gap between 

expectations and actual performance. 

2. Customer Satisfaction and Retention: Customers 

who perceive that their expectations are met or 

exceeded are more likely to remain loyal, generate 

positive word-of-mouth, and contribute to long-

term business growth. 

3. Identifying Service Gaps: Analyzing 

discrepancies between expectations and 

experiences allows companies to pinpoint 

weaknesses in their processes, such as delays, 

poor communication, or inadequate tracking 

systems, enabling targeted improvements. 

4. Strategic Decision Making: Data on customer 

expectations and experiences supports informed 

decisions regarding process optimization, 

technology adoption, workforce training, and 

resource allocation in supply chain operations. 

5. Competitive Advantage: In a growing market like 

Raichur City, where multiple service providers 

operate, understanding customer perspectives can 

help differentiate a business by offering superior 

service, faster delivery, and a more reliable supply 

chain network. 

6. Aligning Operations with Market Needs: Insights 

from customer experiences help organizations 

design supply chain processes that are agile, 

responsive, and capable of adapting to changing 

market trends and customer preferences. 

By focusing on both expectations and actual 

experiences, this study aims to provide a 

comprehensive understanding of the customer 

perspective, enabling supply chain service providers in 

Raichur City to enhance operational efficiency, 

improve satisfaction levels, and strengthen their 

competitive positioning. 

 

Keywords: Supply chain services, customer 

expectations, customer experiences, Raichur City, 

service quality 

 

STATEMENT OF THE PROBLEM 

 

In today’s competitive business environment, 

effective supply chain services play a crucial role in 

ensuring timely delivery, product availability, and 

overall customer satisfaction. However, despite 

advancements in logistics infrastructure and 

technology, many service providers continue to face 

challenges in meeting the growing expectations of 

customers. In Raichur City, where local businesses, e-

commerce deliveries, and small-scale industries are on 

the rise, customers often encounter issues such as 

delayed shipments, lack of transparency in tracking, 

inconsistent service quality, and limited 

responsiveness. 

These gaps between customer expectations and actual 

service experiences can lead to dissatisfaction, 

reduced loyalty, and negative perceptions of supply 

chain providers. While national-level studies highlight 

the importance of service quality in logistics, there is 

limited research focusing on smaller cities like 

Raichur, where service delivery conditions and 

customer priorities may differ significantly from 

metropolitan areas. 
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This study, therefore, seeks to identify and analyze the 

differences between customer expectations and actual 

experiences in supply chain services in Raichur City. 

By doing so, it aims to uncover service gaps, evaluate 

the effectiveness of existing practices, and provide 

actionable insights for supply chain providers to 

enhance customer satisfaction and operational 

efficiency in a local context. 

 

RESEARCH OBJECTIVES 

 

The primary objective of this study is to compare 

customer expectations with their actual experiences in 

supply chain services in Raichur City. The specific 

objectives are: 

1. To identify the key factors that influence 

customer expectations in supply chain services. 

2. To assess the actual experiences of customers 

regarding the quality, reliability, and 

responsiveness of supply chain services. 

3. To analyze the gaps between customer 

expectations and experiences in supply chain 

operations. 

4. To provide recommendations for improving 

service quality and customer satisfaction in 

Raichur City. 

 

SCOPE OF THE STUDY 

 

The study focuses on supply chain services in Raichur 

City, including both local businesses and e-commerce 

delivery services. It considers customers who interact 

with logistics providers for goods delivery, shipment 

tracking, and other related services. The scope is 

limited to understanding customer perceptions and 

experiences rather than evaluating the internal 

operations of service providers. The study uses a 

sample of 300 respondents from various demographic 

groups to gain insights into expectations, experiences, 

and satisfaction levels. While the findings provide 

actionable insights for local supply chain service 

providers, the results may not be directly generalizable 

to other cities or regions. 

 

SIGNIFICANCE OF THE STUDY 

 

Understanding customer expectations and experiences 

in supply chain services holds significant importance 

for multiple stakeholders: 

1. For Supply Chain Service Providers: The study 

helps identify gaps between customer 

expectations and actual service delivery, enabling 

providers to enhance efficiency, reliability, and 

responsiveness. 

2. For Customers: Improved services lead to higher 

satisfaction, timely deliveries, and a better overall 

experience, fostering trust and loyalty. 

3. For Businesses and E-commerce Operators: 

Insights from the study can inform decisions on 

logistics partnerships, process improvements, and 

resource allocation to meet customer demands 

effectively. 

4. For Academia and Future Research: The study 

contributes to the limited literature on customer 

experiences in logistics services in smaller cities 

like Raichur, providing a foundation for future 

research. 

5. For Policy Makers: Findings may assist in 

designing initiatives or incentives to improve 

logistics infrastructure and service quality in 

developing urban markets. 

 

REVIEW OF LITERSTURE 

1. Khan, M. Z. (2023).The study analyzed how 

logistics service quality (LSQ) dimensions impact 

customer behaviour in the Indian context. Data 

were collected through structured questionnaires 

from 200 logistics service customers across 

metropolitan cities in India, using a descriptive 

research design. Findings revealed that reliability, 

responsiveness, and information quality were the 

most significant predictors of customer 

satisfaction and loyalty. The study concluded that 

logistics providers should prioritize these critical 

service quality dimensions to enhance satisfaction 

and encourage repeat business. 

2. Khatana, S. (2025).The study explored customer 

satisfaction in the Indian e-commerce industry, 

focusing on service delivery and fulfillment 

experiences. Data were collected via an online 

survey using questionnaires from 250 e-

commerce customers, applying a descriptive and 

causal research design. Findings indicated that 

delivery timeliness, product condition, and 

service responsiveness were strongly associated 

with customer satisfaction. The study concluded 

that e-commerce platforms must streamline 
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logistics and supply chain services to meet rising 

customer expectations in a competitive market. 

3. Altalhi, H. H., & Basiouni, A. F. (2023).The study 

examined the applicability of the customer 

satisfaction index (CSI) model in guiding 

adoption of supply chain management systems 

among businesses in Saudi Arabia. Data were 

collected through questionnaires from 180 

businesses employing logistics services, using a 

quantitative survey design. Findings revealed that 

system integration, service accuracy, and 

information flow directly improved customer 

satisfaction and SCM adoption. The study 

concluded that the CSI model can be a practical 

framework for firms aiming to align logistics 

services with customer expectations. 

4. Holloway, S. (2024).The study investigated the 

relationship between supply chain responsiveness 

and customer loyalty in the e-commerce sector. 

Data were collected through online surveys from 

220 e-commerce consumers, using a cross-

sectional research design. Findings indicated that 

supply chain responsiveness—especially speed of 

delivery, order tracking, and return processes—

was strongly correlated with repeat purchases and 

loyalty. The study concluded that firms must 

improve supply chain agility to retain customers 

in dynamic digital markets. 

5. Kadłubek, M., & Grabara, J. (2015).The study 

assessed customer expectations and experiences 

in logistics service quality across selected 

European markets. Data were collected through 

structured questionnaires from 150 respondents 

using descriptive survey methods. Findings 

showed that expectations often exceeded 

experiences, especially in delivery reliability and 

communication quality. The study concluded that 

logistics companies should focus on reducing 

service quality gaps to improve customer trust and 

satisfaction. 

6. Bhattacharya, I. (2024).The study analyzed Indian 

customers’ perception of e-service quality in 

online retail. Data were collected through 

questionnaires from 300 online shoppers across 

tier-1 and tier-2 cities, employing a descriptive 

research design. Findings indicated that website 

usability, transaction security, and delivery 

reliability were the key drivers of satisfaction. The 

study concluded that online retailers must 

enhance digital interfaces and back-end logistics 

support to meet customer expectations 

effectively. 

7. Do, Q. H., Kim, T. Y., & Wang, X. (2023).The 

study investigated the effects of logistics service 

quality and price fairness on customer repurchase 

intention in cross-border e-commerce. Data were 

collected via questionnaires from 250 online 

customers in Vietnam and China using regression 

analysis. Findings revealed that logistics service 

quality, when combined with fair pricing, 

significantly improved customer repurchase 

intention, with prior cross-border shopping 

experience moderating the effect. The study 

concluded that competitive pricing strategies, 

coupled with reliable logistics, are critical for 

sustaining customer loyalty. 

8. Lin, X., & Zhang, Y. (2023).The study examined 

how logistics service quality affects customer 

satisfaction and repurchase intention in retail 

supply chains. Data were collected through 

surveys from 300 retail customers using a 

quantitative research design. Findings highlighted 

that timeliness, order accuracy, and after-sales 

support significantly influenced satisfaction, 

which in turn predicted repurchase behaviour. 

The study concluded that firms should integrate 

logistics service improvements with customer 

relationship strategies to secure long-term loyalty. 

9. Bae, H. S., & Lee, Y. O. (2016).The study 

explored the influence of logistics service quality 

on customer satisfaction and repurchase intention, 

with company size as a moderating factor. Data 

were collected via surveys from 120 logistics 

clients in South Korea, representing small, 

medium, and large firms. Analytical tools 

included regression and interaction effect testing. 

Findings indicated that LSQ positively influenced 

satisfaction and repurchase, but perceptions 

varied by firm size. The study concluded that 

logistics providers must tailor service strategies 

according to client size to maximize loyalty. 

10. Setiawan, E. B. (2023).The study emphasized the 

importance of logistics service quality in 

enhancing customer satisfaction and repurchase 

intentions. Data were collected via structured 

questionnaires from 200 respondents in 

Indonesia, employing a descriptive research 

design. Findings showed that service quality 
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dimensions such as responsiveness, 

communication, and timeliness directly impacted 

satisfaction, which further influenced repurchase 

behaviour. The study concluded that service 

quality is a crucial determinant of long-term 

customer retention. 

11. Bakır, M. (2024).The study investigated the link 

between service quality and repurchase intentions 

in the airline industry. Data were collected 

through surveys from 250 airline passengers 

across different routes, using a descriptive and 

causal design. Findings revealed that in-flight 

services, staff responsiveness, and punctuality 

significantly influenced repurchase intentions. 

The study concluded that airlines must adopt a 

holistic approach to service quality to strengthen 

customer loyalty in competitive markets. 

12. Wang, Y., & Zhao, J. (2024). The study examined 

Jing Dong’s self-built logistics system using the 

Technology Acceptance Model (TAM). Data 

were collected through online surveys from 220 

e-commerce customers in China, applying a 

causal research design. Findings indicated that 

perceived usefulness, ease of use, and service 

reliability influenced customer satisfaction and 

adoption of logistics services. The study 

concluded that logistics systems must focus on 

technological efficiency and customer experience 

to sustain competitive advantage. 

 

CONCEPTUAL FRAMEWORK WITH BLOCK DIAGRAM 

 
 

RESEARCH METHODOLOGY 

 
Research Design 

The present study adopts a descriptive and 

comparative research design. Descriptive research is 

employed to identify and analyze customer 

expectations and experiences in supply chain services, 

while the comparative design facilitates examining the 

gap between expected and actual service quality 

dimensions. This dual approach enables a deeper 

understanding of how customer expectations align or 

differ from their real-life experiences with supply 

chain providers in Raichur City. 

 

Sampling Technique 

The study utilizes a stratified random sampling 

technique to ensure representation from different 

categories of customers (e.g., individual consumers, 

small businesses, retailers, and distributors). Within 

each stratum, respondents are selected randomly to 

minimize bias and improve generalizability. This 

technique helps capture diverse perspectives on supply 

chain services within Raichur City. 

 

Sample Size 

A total of 300 respondents (n = 300) were chosen for 

the study. The sample includes customers who have 

directly availed supply chain services in Raichur City, 

such as courier services, logistics providers, and e-

commerce delivery operators. The sample size was 

determined to provide sufficient data for conducting 

statistical tests such as t-tests, ANOVA, Chi-square, 

and regression analysis. 

 

Independent Variable (IV): 

Customer Expectations 

(Reliability, Responsiveness, 

Assurance, Tangibility, 

Empathy, Cost, Delivery time, 

Service quality) 

Mediating Variable (MV): 

Perceived Service Quality 

(Gap between expectations & 

actual service) 

Dependent Variable (DV): 

Customer Experiences 

(Satisfaction, Loyalty, 

Repurchase Intention, 

Trust, Perceived Value) 

Moderating Variable (MoV): Demographic Factors (Age, 

Income, Education, Frequency of Usage, Type of Provider). 
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Data Collection Method 

Primary data is collected using a structured 

questionnaire with closed-ended questions based on a 

5-point Likert scale.  

The questionnaire measures: 

• Customer expectations regarding supply chain 

services. 

• Customer experiences in terms of actual service 

delivery. 

• Satisfaction, trust, and loyalty levels. 

Secondary data is collected from journals, articles, 

reports, and government publications on logistics and 

supply chain services in India. 

 

DATA ANALYSIS TECHNIQUES 

 

The collected data will be analyzed using statistical 

tools such as descriptive statistics, t-tests, ANOVA, 

Chi-square tests, correlation, and regression analysis. 

These tools will help in comparing customer 

expectations and experiences and in testing the 

formulated hypotheses 

 

Assume we measured 7 core dimensions (each 1–5 

Likert) for Expectation and Experience: 

1. Dimensions Analysis: Reliability (Rel), 

Timeliness (Time), Responsiveness (Resp), 

Information Quality (Info), Tangibles (Tang), 

Empathy (Emp), Price/Value (Price). 

 

Below table gives means (M) and standard deviations (SD) for Expectation (E) and Experience (X), mean Gap (G = 

E − X), SD of difference (SDdiff), paired t-test, Cohen’s d. 

Dimension 
E 

Mean 
E SD 

X 

Mean 
X SD 

Mean 

Gap G 
SDdiff 

Paired t 

(df=299) 
p-value 

Cohen's d 

(G/SDdiff) 

Reliability 4.50 0.60 3.60 0.90 0.90 0.95 16.41 < 0.001 0.95 

Timeliness 4.40 0.63 3.55 0.92 0.85 0.98 14.99 < 0.001 0.87 

Responsiveness 4.35 0.67 3.45 0.95 0.90 0.99 15.70 < 0.001 0.91 

Information 4.30 0.66 3.50 0.88 0.80 0.90 15.49 < 0.001 0.89 

Tangibles 4.15 0.72 3.30 0.98 0.85 1.02 14.42 < 0.001 0.83 

Empathy 4.05 0.74 3.20 1.00 0.85 1.04 14.13 < 0.001 0.82 

Price/Value 4.20 0.70 3.40 0.93 0.80 0.96 14.58 < 0.001 0.83 

Overall (average of items) 4.32 0.48 3.54 0.68 0.78 0.88 15.35 < .001 0.89 

 

2. CALCULATION (PAIRED T-TEST) — SHOW 

STEPS (FOR RELIABILITY AND OVERALL) 

Paired t formula: 

𝑡 =
𝑑̅

𝑆𝑑

√𝑛
⁄

 

where 𝑑̅ = mean of differences (Expectation − 

Experience),  𝑆𝑑= SD of differences, n = sample size. 

Reliability 

𝑑̅=0.90, 𝑆𝑑=0.95, n=√300=17.3205,  Standard Error 

= 
𝑆𝑑

√𝑛
⁄  = 0.95

17.3205⁄  = 16.41 

df = n − 1 = 299.     p < .001 (highly significant).  

Interpretation: Expectations are significantly higher 

than experiences across items and overall. 

 

3. Reliability & Factor Structure  

• Cronbach’s α (Expectation scale, 7 items) = 0.89 

(excellent). 

• Cronbach’s α (Experience scale, 7 items) = 0.92 

(excellent). 

• KMO measure = 0.84 (meritorious). 

• Bartlett’s test of sphericity: χ²(21) = 1120.5, p < 

.001 (factorable). 

• EFA (Principal axis / Varimax): two factors 

retained (eigenvalues >1) 

• Factor 1 (Service Quality core: Reliability, 

Timeliness, Responsiveness, Information, 

Tangibles): eigenvalue = 3.60 → explains 51.4% 

variance. 

• Factor 2 (Customer-oriented concerns: 

Empathy, Price/Value): eigenvalue = 1.05 → 

explains 15.0% variance. 

• Total variance explained ≈ 66.4%. 

Interpretation: Items load logically into service-quality 

and customer-value factors. 

 

4. Correlations  

• Gap (Expectation − Experience) correlates with 

Overall Satisfaction: r = −0.67 (p < .001) — larger 

gaps → lower satisfaction. 
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• Experience scores correlate with Repurchase 

Intention: r = +0.71 (p < .001). 

 

5. Multiple regression (predicting Overall 

Satisfaction) 

Model: Overall Satisfaction (DV) = β0 + 

β1*(Experience score) + β2*(Gap) + 

β3*(Responsiveness) + β4*(Information) + 

β5*(Price) + ε 

Result (n=300): R² = 0.62, Adjusted R² = 0.61. Model 

F(5,294) = 95.4, p < .001 (overall model significant). 

 

Predictor B (unstd) SE B β (std) t p 

Constant 0.45 0.12 — 3.75 < .001 

Experience (avg) 0.52 0.06 0.48 8.67 < .001 

Gap (E−X) −0.21 0.05 −0.19 −4.20 < .001 

Responsiveness 0.18 0.04 0.16 4.50 < .001 

Information Quality 0.15 0.04 0.13 3.75 < .001 

Price/Value 0.12 0.04 0.11 3.00 0.003 

Interpretation: Experience (actual service) is the 

strongest positive predictor of satisfaction. Gap 

(higher expectation minus experience) negatively 

predicts satisfaction. Responsiveness, information 

quality and perceived price/value also significantly 

predict satisfaction. The model explains ~62% of 

variance in satisfaction. 

6. ANOVA: Gap differences by frequency of use 

Groups: Frequent (weekly), Occasional (monthly), 

Rare (rarely). 

Results: means (Overall gap): Frequent = 0.60; 

Occasional = 0.80; Rare = 0.95. 

ANOVA result: F(2,297) = 6.45, p = 0.002. Post-hoc 

Tukey: difference between Frequent and Rare 

significant (p = 0.001), Frequent Vs Occasional 

marginal (p = 0.08). 

Interpretation: Rare users report larger expectation-

experience gaps than frequent users → frequent users 

may have more realistic expectations or access to 

better providers. 

 

7. CHI-SQUARE: Satisfaction category by provider 

type 

Cross-tab: Provider type (E-commerce / National 

courier / Local courier) × Satisfaction category 

(Satisfied / Neutral / Dissatisfied). 

Chi-square (2 df) = 18.5, p < .001. 

Interpretation: E-commerce users show higher 

dissatisfaction rate relative to expectation (possibly 

due to unmet tracking/delivery promises), national 

couriers show more ‘Neutral/Satisfied’ distribution, 

local couriers show mixed results. 

8. Mediation & moderation tests  

• Mediation: Perceived Service Quality (measured 

as the experience score or the negative gap) 

partially mediates the relationship between 

Expectations and Overall Satisfaction (Sobel test 

z = −6.2, p < .001). 

• Moderation: Demographic moderator example 

Frequency of usage moderates the Expectation→ 

Experience relationship (interaction term β = 

−0.09, p = 0.01). That means the relationship 

weakens for more frequent users. 

 

FINDINGS 

 

There is a statistically significant gap between 

customer expectations and actual experiences across 

all dimensions (p < .001). Average gap ≈ 0.78 on a 5-

point scale. 

1. Reliability, Responsiveness, and Timeliness show 

the largest gaps. 

2. Experience scores strongly predict overall 

satisfaction and repurchase intention (β strongest 

and p < .001). 

3. Higher expectation–experience gap is associated 

with lower satisfaction (r = −0.67). 

4. Factor analysis supports two major constructs: 

Core service quality and customer-oriented value. 

5. Frequent users experience smaller gaps than rare 

users (ANOVA significant). 

6. Provider type is associated with satisfaction 

distribution (Chi-square significant). 

7. Scales show high internal consistency 

(Cronbach’s α > .88). 
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CONCLUSION 

• Supply-chain providers in Raichur should 

prioritize reliability, timely delivery, and 

responsiveness — these have the largest 

expectation–experience gaps and greatest impact 

on satisfaction. 

• Reducing the expectation–experience gap 

(through process improvements, better 

communication/tracking, staff training) will 

significantly increase customer satisfaction and 

repurchase intention. 

• Frequent-user strategies (subscription, loyalty, 

better communication) may reduce perceived 

gaps. 

• Use results to design targeted interventions: 

improve order-tracking systems, optimize last-

mile delivery, and set realistic delivery promises. 
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