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Abstract. The purpose of the study is to evaluate the quality management of customer services. The paper demonstrates the results of own 

research on the quality standards of customer services in courier service companies. The significance of the aspects of sustainable 

development implemented by courier companies for customers was also analyzed. The investigations focused on a group of individual 

customers availing of the services of courier service companies. The study was conducted in September 2020 with the application of 

electronic tools in the form of an online survey. The questionnaire was composed of single-choice and multiple-choice questions. Upon a 

factual and logical verification, 260 surveys were selected for further analysis. The conducted study demonstrates that the prime motives 

behind the choice of a courier company are delivery completion time, service prices, and safety concerns. The last issue has been particularly 

crucial amidst the Covid-19 coronavirus epidemic. Over three-fourths of the studied subjects (75.8%) said they felt safe in contact with 

courier operators. The door-to-door (D2D) segment is gradually absorbed by PUDO (pick up drop off) and automated package machines. 

This may, as a consequence, lower the cost of the last mile and increase customer satisfaction. An important element in the activities of 

courier companies are also aspects of sustainable development. It is about reducing the negative impact on the natural environment. For over 

half of the respondents (52.7%), ecological aspects are important or very important. As a result, the most modern companies invest in hybrid 

and electric cars, optimize travel routes to the customer, and use recyclable packaging. This translates into a better reputation of the company 

and is also associated with corporate social responsibility. 
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1.  Introduction  
 

Differences in the quality of customer services constitute vital elements of competitive advantage of enterprises. 

Strong pricing competition results from market saturation with products in almost every branch. For the majority 

of customers, customer service quality is the underlying argument when making the purchasing decision (Kempny, 

2001). 

 

The contemporary economic reality targets individual customer’s need satisfaction. The process of management of 

the customer service quality captures the process of buying-selling, the complex and competitive after-sales 

services, and continuing marketing contacts with the consumer – the buyer. Adequately performed customer 

services should ensure fast, reliable, punctual, timely, and flexible product supplies to purchasers (Długosz, 2005). 

 

All of the mentioned aspects are the characteristic features of the market of courier services. Courier companies 

aim at reducing delivery times, cutting transport costs, and meeting the requirements of individual clients. 

Customer care is highly valued due to the fact that the cost of acquisition of a new customer is many times higher 

than the cost of retaining an existing one. (Song et al., 2018). 

 

The introduction of optimum management of the quality of customer services in the line of courier services has 

allowed for a flexible response to changes in the demand and adjustment to consumer needs (Zhang et al., 2011). 

The present market of courier transport is highly diversified with respect to provided services, depending on the 

market sector. Operators are committed to the comprehensive nature and flexibility of services through the 

implementation of novel, innovative solutions (Barlow, & Stewart, 2014).  

 

The market of courier services is the sector of the market of logistics services that features high growth dynamics. 

Courier services have been gaining importance because of the continuing evolution of the electronic trade. 

Operators cooperate, above all, with the B2B market. At the same time, there is a rise in the share of the B2C 

market (Vrontis et al., 2017; He et al., 2019). 

 

 In Poland, we can observe an increase in courier branch-related infrastructural investment . State-of-the-art 

industrial warehouses are mushrooming, terminals and automatic sorting plants are developing (Yu et al., 2020). 

Moreover, we are witnessing the process of consolidation of courier service companies through the merging of 

global and national logistics integrators, and large business concerns taking over local service providers 

(Rydzkowski, 2011). 

 

The offer of courier service companies is highly diversified in terms of quality and pricing. Customers may choose 

an option for their courier parcels to be delivered within a specific timeframe. Present challenges and threats on the 

part of competition have become an impulse for courier operators to facilitate the process of customer service 

quality management through an introduction of a broader service offer and diversification of one’s operations (Liu 

et al., 2018). 

 

In the area of courier companies' activities, the aspects of sustainable development are becoming more and more 

important. This applies to the limitation of the use of foil packaging, envelopes with bubble foil as a filler, or the 

external dimensions of the package. Combining environmentally friendly, recycled or biodegradable packaging 

with less resources can help reduce pollution and harmful materials. Improving your packaging not only reduces 

your company's carbon footprint, it can also help you differentiate your brand among your customers and further 

reduce logistics costs. 
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2. Literature review 
    

The operation of markets in the globalization era has a significant impact on the method of generation of 

companies’ competitive edge. Nowadays, customers expect the product to be practicable, also in terms of place 

and time, and the orders to be completed on time (Shah, 2020). In practice, this means that customer services focus 

on the identification of buyers’ needs, preferences, and motives behind their purchases, and on need satisfaction. 

Another vital aspect is development of long-term relations with consumers (Li et al., 2020). 

 

Good management of customer services may be defined as the provision of a suitable product to the customer in 

accordance with the logistics 7R rule. In other words, the right product must be at the disposal of the customer in 

the right place and at the right time. (Thirumalai & Sinha, 2005). Given the above, customer services translate into 

punctual, certain, reliable product deliveries compatible with relevant orders. According to S. Kauf and A Tuczak, 

logistics customer services involve the ability of the logistics system to provide a smooth and effective 

practicability of the place and time in the process of product movement between the seller and the buyer (Kauf, & 

Tłuczak, 2018).  

 

On the other hand, customer services may also be viewed from the functional, executive and process perspectives. 

The process approach has the most advanced scope. It captures the planning, organizing, and supervising the entire 

cycle of order placement, customer relations, information services and supplies (Palese & Usai, 2018). The 

efficiency of customer services determines company’s image and the way it is viewed by its competition. The basic 

assessment criteria are customers’ feelings and sensations cited in survey studies. 

 

The growth in the importance of customer services means that it consumes more and more of organizations’ 

resources. The process of decision taking is three-phased: pre-transaction, transaction, and post-transaction. From 

the logistics point of view, the most essential are the components of the transaction phase, involving the physical 

product’s flow, availability, the cycle of order processing, information regarding the order, and reliability of supply 

(Naccache & Montreuil, 2015). 

 

The key element of the transaction phase is time, associated by customers with the delivery timeframe. The 

processing time acceptable by the customer may be achieved thanks to efficient management (Zuo et al., 2013). 

The shorter the order completion time, the more satisfied the customer. As a consequence, the customer is likely to 

consider another purchase and become one’s royal customer (Nadeem et al., 2020). 

 

Yet another component of the transaction phase of customer service is reliability. It is understood as the ability to 

keep agreed deadlines and meet order standards. Reliability further means a damage-free product on delivery. 

Preciseness and quality of supply are the underlying criteria of customer services (Liang et al., 2019). 

 

The process of communicating with the customer allows one to control order processing. A typical activity, well-

assessed by the customers, is the provision of ongoing updates about the stage of order completion and any 

potential delays. Effective communication system allowing the tracking of parcels is the condition of establishing 

long-lasting relations with customers. The monitoring of order processing and early information about any 

potential difficulties or impediments facilitates swift response and allows one to offer satisfying solutions. This is 

of utomost importance in the event of action undertaken on the market of courier services (Kramarz, 2014).  

 

The next relevant element of the transaction phase is convenience. It consists in flexibility of order completion 

corresponding to customer’s needs (Golmohammadi et al., 2020). In the area of courier service operations, this 

boils down to the ability to select the time and place of parcel pick-up, and the availability of different methods of 

order placement and payment. The emphasis on the satisfaction of the customer and his needs has become the main 
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challenge of contemporary organizations.  This is because a satisfied customer will return and repurchase, or even 

recommend a product or service to other customers (Rita et al., 2019). 

 

The term courier services has its genesis in postal services. The reason why the sector has been separated was the 

imperfectness of operation of the national postal companies and low quality of provided services (Liao et al., 

2006). Courier operators have competitive advantages thanks to various factors, such as short delivery times, the 

emphasis on customer’s convenience, and reliability in package delivery (Rydzkowski, 2011; Vinodhini & 

Chandrasekaran, 2014). 

 

The situation on the market pushed courier service companies to be flexible in meeting their customers’ 

expectations. Nowadays, many companies offer world-wide services, meeting top quality customer service 

standards. The operators on the market of courier services more and more often operate on the basis of extensive 

distribution networks, modern sorting plants and terminals (Vakulenko et al., 2018). While striving at the continual 

improvement of provided service quality, companies offering courier services are trying to suit the scope of 

activities to the needs of individual customers (Lou et al., 2020). 

 

Given the ongoing transformations, courier operators have become faster in adjusting their offers to customer 

needs. This pertains to, in particular, parcel management. Recipients (addressees) are able to redirect the parcel to a 

different address, change delivery dates, even time-frames, and order parcel pick-up within the operator’s network  

(Schwerdfeger & Boysen, 2020). In addition, some operators of courier services have introduced the standard of 

package delivery in the late afternoon or evening, or provide couriers’ details and phone numbers (Alsaad & 

Taamneh, 2019).  

 

What is more, seeing how popular smartphones have become, courier companies have started to launch mobile 

applications. Thanks to the applications, one can monitor the parcel status, check the location of the collection 

point and delivery time, or modify them, from any point on Earth (Lemke et al., 2016). 

 

Simultaneously, given the growing expectations of the customers with respect to managing delivery pick-up times, 

the rising costs, including the cost of labor, the courier market operators have begun a dynamic development of 

pick-up points. Currently, apart from the ability to collect parcels at company branches, postal establishments or 

via automatic devices, one may have them delivered to partner networks, such as shops, news stalls or gas/fuel 

stations (Iwan et al., 2016). 

 

As far as a few years ago, parcels in the courier sector were delivered mainly in the “door to door” (D2D) system. 

With a shared commitment to improve the quality of customer service standards, courier service companies faced a 

new challenge in the form of parcels ordered online by individual customers, often out of homes in the courier 

working hours or based in hard-to-reach locations. The above contributed to the development of deliveries to 

collection points other than homes or workplaces (D2P – door to point, P2P – point to point). The system features 

deliveries to automated package machines and pick-up and drop-off points (PUDO – pick up drop off). In the year 

2018, over 13% of parcels reached PUDOs. The popularity of such delivery forms has been growing annually 

(Janjevic & Winkenbach, 2020). 

 

There is a customer service quality management gap in the currently available literature during the Covid-19 

coronavirus epidemic. This situation makes it necessary to adapt to new requirements both on the part of 

companies providing courier services and companies cooperating with them. 
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3. Materials and methods 

 

The purpose of the study is to evaluate the quality management of customer services. This has been illustrated by 

the case of the courier services market. The conducted research and analysis will significantly contribute to a better 

understanding and understanding of customer expectations resulting from functioning during the COVID-19 

coronavirus epidemic. This can be a useful source of information to develop effective strategies for the operation 

of companies providing courier services and business units cooperating with them. 

 

Companies in the courier service industry should pay particular attention to the provision of top standards of 

customer services. In the contemporary economic reality, a satisfied customer is the main source of competitive 

advantage.    

 

The paper demonstrates the results of own research on the quality standards of customer services in courier service 

companies. The significance of the aspects of sustainable development implemented by courier companies for 

customers was also analyzed. The investigations focused on a group of individual customers availing of the 

services of courier service companies. The conducted surveys were anonymous and voluntary. The criteria of 

respondent selection were the use of courier service companies and the willingness to complete the questionnaire. 

The study was conducted in September 2020 with the application of electronic tools in the form of an online 

survey. The method of conducting the research resulted from the sanitary limitations related to the COVID-19 

coronavirus epidemic. It eliminated the traditional form of research.The questionnaire was composed of single-

choice and multiple-choice questions. Some questions offered an option of providing an individual answer. Upon a 

factual and logical verification, 260 surveys were selected for further analysis.  

 

The studied group was diversified in terms of sex, age, education, and place of residence.  The most numerous 

groups were people aged 18 to 25 and 26 to 35. They made up 36.9% and 31.9% of all the respondents, 

respectively. The remaining age groups, i.e. 36-45 and 46 and over were much less populous (17.7% and 13.5%, 

respectively). This was a consequence of the fact that courier services are mostly used by young people. The 

respondents varied also in terms of sex. The majority of the surveyed were males. They accounted for 54.6% of the 

studied population. 

 

Another differentiating factor was the level of education. The dominant group in the education structure were those 

who held a degree of higher education and those who were pursuing a degree course (who entered higher 

education) (32.7% and 21.9%). Their total share in the studied population was 54.6%. A relatively large group of 

respondents was general or vocational high school graduates (28.5%). By far the smallest groups of respondents 

were those who completed basic vocational, elementary school, or junior high school education (16.9%). 

 

The analysis of the respondents by their place of residence showed that the vast majority lived in the cities (71.9%) 

rather than in the countryside. About one-third (34.2%) of the respondents came from cities with a population 

below 100,000, whereas 15.8% lived in the cities with a population of between 100,000 and 500,000.  The 

remaining group (21.9%) were city-dwellers who resided in cities with a population exceeding 500,000. 

 

4. Results and disscussion 

 

The conducted research study demonstrates that the majority of the studied population (54.6%) uses courier 

services several times a month. The ‘once a month’ option was selected by 28.5% of the respondents. Only 16.9% 

of the respondents avail of courier services several times a year. This diversification is a consequence of individual 

needs and preferences.  
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The major reason behind the use of courier services according to the study participants is the supply of goods 

purchased online. The respondents specified the types of packages they most frequently order. In this case, they 

could select more than answer, for they had a few categories of parcels to choose from. Most often (76.5%) the 

respondents pointed at packages with apparel and shoe-wear. The next most popular types of packages (68.8%) 

were those containing electronic devices (phones, television sets, laptop computers, etc.) and household articles. 

Quite popular were also cosmetics and chemical products, spare parts and car accessories, and books (14.6%, 

12.8% and 9.4%, respectively). The other reasons behind using courier services were shipment of documents 

(10.2%) and items sold online (13.3%).  

 

Among courier service companies, the absolute leader in the group of individual customers was DPD, whose 

services were used by as many as 89.6% of the respondents. DPD was followed by DHL, as selected by over a half 

of the studied population (76.5%). Such good results may indicate high level of trust and efficiency of the two 

logistics operators. The popularity of DPD and DHL is due to the fact that both are the top well-known courier 

companies on the Polish market of courier transport. The third position is occupied by InPost. The company is the 

youngest operator on the Polish market of couriers, express parcel delivery and parcels. Above all, it is known of 

its flagship product - the automated parcel machine or package locker. According to data of the end of January 

2021, there were 11,000 such machines in Poland. InPost provides services mostly to individual and institutional 

customers, focusing on e-commerce, in particular on the logistics operation of APMs and courier services for 

online shoppers. The company employs 8,000 employees and partners. Nearly a half of the respondents (46.7%) 

have cooperated with InPost.  

 

Poczta Polska has turned out to be equally popular on the Polish market of courier services (34.8% of those 

surveyed). Poczta Polska is a state-owned company with 460 years of tradition, which fulfills the function of an 

operator obliged to provide common postal services. What is more, it offers parcel and package postal services, 

and courier and logistics services. The development of the market of couriers, express parcel delivery and parcels 

and e-commerce is one of the main areas of activity included in the strategy of Poczta Polska. The other courier 

service companies on the list are: GLS, UPS and FedEx. In the case of these entities, the quantity of indications 

among the respondents did not exceed 20%.  

 

The respondents were further asked to describe their motives behind choosing a given courier company. Here, also 

more than answer could be provided. The results are presented in Figure 1. 

 

 
  

Fig. 1. Things considered when choosing a courier company 

Source: compiled on the basis of own research 
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The absolute majority of the respondents (71.1%) paid attention to the time of delivery. This is the most important 

factor considered when selecting a courier company. Another significant element was the price of services 

(67.3%). It is essential especially for frequent courier service users. Yet one more central reason was safety 

(62.3%). On the one hand, safety was associated with a lack of damages to parcels in transit. On the other hand, it 

was related to ability to deliver a package to the parcel machine or a fixed pick-up point (PUDO). The latter was 

particularly popular in the Covid 19 coronavirus epidemics.  The quality of services, mostly expressed as timely 

delivery and custom-made services, was selected by 46.5% of the respondents.  The relatively least frequent 

motive underlying the choice of a courier company were the conditions for making claims (30.4%).  

 

Next, the respondents had an opportunity to evaluate individual components of customer service quality. They 

could do so on a scale from 1 to 10. Figure 2 presents average ratings of the studied group of customers.  

 

 
Fig. 2. Distribution of answers regarding the rating of individual elements of customer service 

Source: compiled on the basis of own research 

 

 

Courier service users best rated flexibility of deliveries. It consists in the ability to change the dates and address of 

delivery and tailor to individual customer’s needs. The average rating here was 6.3. Reliability of deliveries was, 

on average, rated quite similarly (5.9). The issues which require greater commitment on the part of courier 

companies are communication between the operator and the customer, and those related to timely deliveries (date 

and hour punctuality). The average ratings here were 5.1 and 4.8, respectively, on a scale from 1 to 10. 

 

The factor which differentiated the respondents was the popularity of the forms of order placement (Figure 3). 
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Fig. 3. Distribution of answers regarding the most frequently selected forms of order placement 

Source: compiled on the basis of own research 

 

When sending a parcel, customer most willingly selected a visit at a PUDO (52.7%). Beforehand, they used an 

online form downloaded from a website of a courier operator. The major reasons behind it are comfort, common 

access, and convenient working hours, often stretching beyond courier working hours, and low cost of 

communication. A vital issue is to place all information required to place an order on the website of an operator 

(Patil & Divekar, 2014). Thanks to electronic forms or direct contact by phone, one can order a courier without 

even leaving home. This form of communication was indicated by 28.5% of the respondents. The least popular 

form of order placement turns out to be a visit at a company’s branch office. Customers who continue to highly 

value direct contact with the service seller constitute only 18.8% of the group. 

 

The respondents were also asked to mark their level of satisfaction with the components considered when choosing 

a courier service, i.e. completion time, price and safety. Figure 4 shows the level of satisfaction of the respondents 

with courier service completion time. 

 

 
Fig. 4. Level of customer satisfaction with courier service completion time 

Source: compiled on the basis of own research 
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The level of respondents’ satisfaction with the time of completion of a courier service is definitely positive. Most 

of the respondents highly rated the delivery completion time (56.2%).  About eleven percent (11.1%) expressed 

their satisfaction level as very high. Average satisfaction levels were indicated by 30.4% of the studied group. The 

research findings presented in Figure 4. demonstrate that the time of completion of a courier service, which is the 

major component considered when choosing a courier operator, is equally highly valued among the respondents. 

Only 2.3% of the analyzed persons had a negative opinion. The second most important motive when selecting a 

courier company was the price of service performance.  Figure 5 shows the results of the analysis in respect of the 

above. 

 

 
Fig. 5. The level of satisfaction with the price of courier services 

Source: compiled on the basis of own research 

 

The level of satisfaction with the price of courier services is not as positive as in the case of completion time. The 

majority of the studied subjects (53.1%) were moderately satisfied with the prices of courier services. Nearly every 

third respondent (31.2%) expressed a low level of satisfaction with the offered prices. Highly dissatisfied with the 

pricing levels were 11.5% of the respondents. Only for 4.2% of the studied group, the pricing level was suitable. 

The selection of courier companies was based on the safety of delivery and, above all, package’s perfect condition 

on arrival. The opinions in this respect were also diversified (Figure 6.). 

 

 
Fig. 6. Level of respondents’ satisfaction with the safety of delivered packages 

Source: compiled on the basis of own research 
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The level of safety of delivered parcels was evaluated by the majority of the respondents as high (45.5%) and very 

high (12.3%). Over one-third of the respondents (36.9%) expressed a moderate level of satisfaction. Only 5.3% of 

the respondents were greatly concerned with the safety of delivered packages. 

 

In the study, the studied subjects were asked to provide information and rate the level of safety of courier services 

during the COVID-19 pandemic. The first coronavirus case in Poland was detected on 4 March 2020. Since then, 

the working conditions for courier companies and the whole economy have transformed dramatically.  The study 

participants were asked to provide their rating of the safety principles when contacting a courier company. Over 

three-fourths of the studied population (75.8%) said they felt safe. Courier companies were fast and effective to 

introduce the basic rules of safe customer contact.  For nearly every fifth person (19.3%), the epidemic-related 

threats sensed by the respondents were high but possible to be accepted. Only 4.9% of the surveyed were anxious 

about epidemiological threats. Despite the above, however, they show that the use of automated parcel machines 

can largely decrease health-related risks. 

 

The distribution of answers regarding preferred forms of parcel delivery by courier service companies’ customers 

are shown in Figure 7. 

 

 
Fig. 7. Preferred forms of parcel delivery 

Source: compiled on the basis of own research 

 

By far the most popular form of parcel delivery in the difficult times of the epidemic appeared to be APMs. This 

option was selected by 38.1% of the respondents. APMs allow for observance of relatively high sanitary regime 

rules. Package machines were followed by deliveries directly to the customer (31.9%). These, however, are often 

completed without the need to contact the customer in person. The courier may signal his arrival by the door using 

a doorbell. Furthermore, customers highly value when couriers wear masks and gloves. Another frequently 

selected form of delivery was PUDO (26.9). The relatively rarest type of delivery was through a visit at a branch of 

a courier company (only 3.1%).  

 

The last mile is one the key stages of an online order completion, because it signifies the first contact with the 

product. If it is a courier who delivers a parcel, he is often treated as a representative of the seller. The last mile is a 

critical element of the supply chain in the e-commerce (Lou et al., 2020; Wang et al., 2020). 

 

All preceding processes are often automated and less prone to mistakes. The key to a successful parcel delivery is 

good communication with the recipient and the application of effective logistics solutions ( Gevaers et al., 2014).  
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The respondents also assessed the importance of the sustainable development aspects used in the activities of 

courier companies. 

 

 
Fig. 8. Significance of aspects of sustainable development offered by a courier company 

Source: compiled on the basis of own research 

 

The analysis of the data contained in Figure 8 shows that for 29.2% of respondents the issues of sustainable 

development are important and for 23.5% very important. It proves the growing ecological awareness of the 

society (Tvaronavičienė, Černevičiūtė, 2015; Tseng, Wu, Lim & Wong, 2019). For only 21.1% of respondents, 

matters related to ecology are indifferent or irrelevant (16.5%). 9.7% of respondents did not have an opinion on 

this matter. 

 

Ecology is more and more important for the management of courier companies. Hence the widespread pursuit of 

solutions that focus on environmental protection. For example, DB Schenker encourages the use of an ecological 

calculator showing CO2 emissions to the atmosphere during standard transports, depending on the number of 

kilometers or the weight of the load. At UPS, the customer can request a service that transports their goods in a 

hybrid or electric vehicle. In turn, DHL has introduced the GoGreen program, on the basis of which individual 

routes of the most popular shipments are forested by the company. The company also focuses on the transport of 

parcels, on a fleet of electric vehicles. Customers who decide to use eco-shipping are rewarded by DHL with a 

special certificate. 

 

Conclusions 

 

The conducted study demonstrates that the prime motives behind the choice of a courier company are delivery 

completion time, service prices, and safety concerns. The last issue has been particularly crucial amidst the Covid-

19 coronavirus epidemic. Among the individual elements of customer services, flexibility and reliability of 

deliveries received the highest ratings from courier service users. Over a half of the respondents also highly rated 

the delivery completion time. Over three-fourths of the studied subjects (75.8%) said they felt safe in contact with 

courier operators. Courier companies were fast and effective to introduce the basic rules of safe customer contact. 

For nearly every fifth person (19.3%), the epidemic-related threats sensed by the respondents were high but 

possible to accept. 

 

The Polish customer values the freedom to choose a convenient delivery method and fast services. The major 

reasons are e-commerce development and an increasing number of pick-up points and offers promoting such 

shipment type. Next, the door-to-door (D2D) segment is gradually absorbed by PUDO and automated package 

http://jssidoi.org/jesi/
http://doi.org/10.9770/jesi.2021.9.1(11)


 ENTREPRENEURSHIP AND SUSTAINABILITY ISSUES 

ISSN 2345-0282 (online) http://jssidoi.org/jesi/ 

2021 Volume 9 Number 1 (September) 

   http://doi.org/10.9770/jesi.2021.9.1(11) 

 

201 

 

machines. PUDO points are convenient for both customers and couriers. More than one package can be delivered 

to a selected address and PUDO is accessible 24/7. Therefore, the numbers of undelivered packages because of an 

absent recipient are dropping. This may, as a consequence, lower the cost of the last mile and increase customer 

satisfaction. 

 

In the coming years, click&collect services are said to be on the rise. The digital revolution will have an effect on 

consumer behavior, which together with the growth of costs of traditional deliveries will stimulate parcel collection 

at PUDOs. The quantitative share of parcel deliveries completed by PUDOs and automated package machines will 

be growing faster than their value due to lower prices of delivery to PUDOs than in the D2D system. The major 

development stimulus in the courier service sector over the years to come will continue to be e-commerce. 

Moreover, the service which allows customers to manage their parcels at the last mile stage will become something 

ordinary. This will have a direct effect on the growth of quality standards of customer services. 

 

An important element in the activities of courier companies are also aspects of sustainable development. It is about 

reducing the negative impact on the natural environment. For over half of the respondents (52.7%), ecological 

aspects are important or very important. As a result, the most modern companies invest in such vehicles, the 

emission of which is as low as possible. These are hybrid and electric cars. Some of the courier companies are 

heavily involved in creating procedures that optimize the routes of their couriers to their clients. This reduces the 

time it takes for shipments to arrive, but also lowers fuel or energy consumption. Appropriate GPS systems 

integrated with systems informing about traffic in particular areas of the city help in this. It translates not only into 

a better reputation of the company, but is also associated with corporate social responsibility. 

 

It is to be hoped that the analysis of issues related to the management of customer service quality in the courier 

services market will allow, at least partially, to fill the existing gap in the literature. The aspects related to security 

in the delivery of parcels to the customer, introduced in the era of the Covid 19 epidemic, should be permanently 

included in the strategies of courier companies. This will minimize the risk of threats and will be the basis for 

building appropriate relationships with the customer. 
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