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Abstract: Express parcel delivery has increased significantly in recent years because of changes in
technology and consumer habits, as has the number of express parcel delivery companies and the
competitiveness among them. For an express parcel business to be sustainable, it must succeed in
increasing customer perceived value (CPV). This study aims to investigate the business-to-business
(B2B) performance between companies and their main express parcel service provider. The main
objective was to analyze the impact of CPV on both the intention to repurchase services and the
intention to recommend such services in the business-to-business (B2B) express parcel delivery sector.
This study develops a research model that is analyzed in the express parcel sector in Spain using the
variance-based structural equation technique, partial least squares (PLS-SEM), for data analysis. The
findings reveal that with express parcel services in the B2B sector, perceived value was positively
associated with the customer’s perceived satisfaction and trust, which in turn enhances the intention
to repurchase and stimulates advocacy. In a market as competitive as the express parcel market in the
B2B environment, customer perceived value is a critical factor in ensuring company sustainability.

Keywords: customer perceived value; trust; repurchase intention; advocacy intention; express parcel

1. Introduction

The express delivery services (EDS) sector, which includes the activities of collecting,
transporting, and delivering documents, packages, and other goods from door to door in a
limited time frame [1], is experiencing very significant growth worldwide due to changes
in traditional consumption habits in the online consumption of both end customers (B2C)
and businesses (B2B). In addition, this growth has been accentuated by the recent global
pandemic caused by COVID-19 (acronym for coronavirus disease 2019), which has driven
and entrenched this new type of consumption [2]. These behavioral changes have been
aided by information and communication technologies and the democratization of mobile
devices, tablets, social networks, and B2B and B2C digital channels [3]. Due to this increased
demand for express parcel delivery services, in recent years, the number of express parcel
delivery companies and the competitiveness among them has increased significantly. This
can lead to an increase in unsustainable consumption, both by production systems and
distribution systems. For this reason, parcel delivery companies are increasingly taking into
consideration the objective of enhancing efficiency and reducing their ecological footprint.
However, to promote the transition to sustainable consumption, express parcel delivery
companies must also meet the needs of their customers, while offering value to their
consumers in such a way that the customer favors the continuity of the relationship over
profits [4]. Thus, for an express parcel business to be sustainable in the long term, it must
succeed in satisfying customer needs, increasing sales, and stimulating advocacy [4,5].
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According to the DBK Sector Observatory [6], a leader in the provision of commercial,
financial, sectoral, and marketing information in Spain and Portugal, the increase in
ecommerce has a notable impact on the increase in the turnover of parcel and courier
companies. This has led to significant growth in the use of express parcels, reaching a
turnover of EUR 7.45 billion in 2019 (4.9% more than in the 2018 financial year) in B2B
parcels. The explanation for this performance of the courier and parcel market can be partly
supported by the increase in online consumption and in the outsourcing of services [7,8],
as well as the improvement of supply chain management that has generated greater
efficiency in the commercial distribution sector [9]. In 2018, revenues from postal shipments
reached EUR 4872.2 million (+19.4% compared to 2017). Of this, 27.7% corresponded to the
traditional postal segment, i.e., approximately EUR 1350.9 million, down 1.1% compared to
2017. Revenues from the express courier and parcel segment reached EUR 3521.3 million,
72.3% of the total, with a growth of 29.8% compared to 2017 [10].

Companies require express parcel services for both receiving materials from their
suppliers and shipping products or services to their end customers and businesses. How-
ever, studies show that most companies tend to use a limited number of express parcel
service providers, eventually establishing stable business relationships over time with their
main express parcel provider [11]. Although the B2B relationship between the customer
company and the express parcel service company is usually continuous over time [12],
as in any competitive industry, the continuity of the business relationship depends on
companies being satisfied with their express parcel providers [13–16]. In turn, customer sat-
isfaction is directly dependent on the customer’s perceived value of the purchased service
or product [13,17,18]. While, in the last decade, there has been a growing number of studies
on customer perceived value in B2C, there is still not much evidence on the influence of
perceived value on the business relationship in B2B in the express parcel industry. B2B
relationships between express parcel companies and their customers tend to be long term
and ongoing. This fact makes the study of factors influencing repurchase and recommen-
dation to other companies a topic of particular relevance and interest. Empirical studies
on these antecedent variables in B2C contexts are numerous, but in B2B contexts they are
very scarce, and, specifically in the express parcel sector, they are almost nonexistent. This
study aims to shed light on and fill the gap in the literature on empirical studies of express
parcel companies in the B2B context by analyzing the main triggers that have an impact
on the intention to repurchase from and to recommend these types of companies. The
main objective of the study was to evaluate, in the context of B2B express parcel services,
the antecedents of repurchase and recommendation intention of express parcel services.
It examines what roles satisfaction, switching cost, and trust play in B2B express parcel
services. Further, the study explores the indirect relationships between customer perceived
value and repurchase and recommendation intention in B2B. To achieve these purposes,
we reviewed previous studies of B2B customer perceived value (CPV) and the relationship
CPV with mediating factors such as customer satisfaction, switching cost, and trust, with
the final aim of examining their impact on repurchase intention and recommendation.
Based on this review, the hypotheses proposed are tested on a structural model, and the
results are discussed with the conclusions reached.

2. Literature Review and Hypotheses
2.1. B2B Customer Perceived Value

Companies are increasingly realizing that their customers are choosing to purchase
value-added products and services capable of providing a highly satisfying experience [19].
The concept of customer value is the basis of a large number of recent studies within the
relationship marketing literature, and it has been positioned as one of the main approaches
for understanding customers [20–22]. Several authors have attempted to define customer
perceived value (CPV). Customer perceived value (CPV) represents the consumer’s overall
evaluation of the utility of a product based on perceptions of what was paid and what was
received [18]. Day and Huang [23] propose that customer perceived value (CPV) repre-
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sents the difference between the benefits and costs perceived by the customer. Customer
perceived value is the customer’s subjective evaluation of the characteristics of the product
or service, its performance, and the consequences of using that product or service [24].

These definitions share the subjective and multidimensional nature of customer per-
ceived value (CPV) with regard to received products or services [25]. Although product
quality is a primary requirement for achieving customer perceived value [26–28], CPV is
a multidimensional and subjective notion that ranges from product quality to the utility
that the customer receives through the services given by the supplier [25]. Some studies
assert that product quality alone is not sufficient for customer perceived value to exist [29].
Several studies argue that customer experience has an increasingly closer relationship
with customer perceived value [3,30,31]. Other authors point out that value resides in the
experience and not exclusively in the quality of the product or service consumed [32–36].
Several authors use these constructs of customer experience and customer perceived value
as synonyms [29,37–40].

According to Pine and Gilmore’s theory [29], product quality, service quality, and
contextual experience are the three main determinants of customer perceived value, which
in turn will influence customers’ preferences and purchase intentions [41]. Previous studies
show that there is an association between customer perceived value (CPV) and repurchase
and recommendation intention [42,43]; however, to date, few studies have been conducted
on express parcel services in the B2B service environment [44,45].

2.2. Hypotheses Development
2.2.1. Customer Perceived Value and B2B Customer Satisfaction

According to the disconfirmation paradigm [18], customer satisfaction increases when
perceived value exceeds expectations. Satisfaction in the financial services sector is defined
from the perspective of the attitude, evaluation, and response expressed by a customer in
the purchase process, and some studies find that the customer’s overall attitude towards
their financial service provider is satisfactory when it exceeds their expectations [46,47].
Similarly, in the luxury sector, it has been observed that customer satisfaction with products
or services depends on whether such products or services meet or exceed customer expecta-
tions [48,49]. In Internet banking services, e-satisfaction is defined as meeting expectations
regarding purchased services. It has been observed that if the performance of an online
service exceeds expectations, the customer will be satisfied; otherwise, the customer will
not be satisfied [50].

As overall customer satisfaction is defined by the differences between the value the
customer expects and the value actually received [51,52], satisfaction will depend on
CPV [28,44,45,53]. In the logistics industry in general, and specifically with B2B express
parcels, customer satisfaction will depend on the perceived value of the service, which will
directly and indirectly impact their trust and business continuity with the express parcel
provider [54–60]. Our hypothesis is as follows:

Hypothesis 1 (H1). The customer perceived value (CPV) of a B2B express parcel company
positively influences customer satisfaction.

2.2.2. Customer Perceived Value and B2B Customer Trust

Trust is defined as the belief that consumers must have that everything will go cor-
rectly in a customer–supplier relationship [61,62]. Additionally, trust is defined as the
illusion that a particular firm will carry out actions that will yield positive results [63].
Moorman et al. [64] describe trust between two parties as the conviction that both parties
are involved in a beneficial relationship. This type of conviction prolongs the duration
of the relationship [65] by enhancing commitment to the relationship [66]. To that end,
trust can be considered a valuable component of any successful relationship [66], fostering
the development of long-term relationships and increasing commitment to the relation-
ships [65,67].
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Especially in various B2B industries, trust in suppliers is a critical variable in busi-
ness [68]. Trust increases customers’ predisposition for long-term business relationships [69].
In B2B service companies, trust has an important weight in the retention of suppliers with
good reputations [70]. Trust in a supplier in the B2B environment is linked to emotions
that may imply calmness, security, and hope. In contrast, distrust is associated with fear,
uncertainty, stress, and worry. Thus, an untrusted supplier is perceived as a threat that
requires a higher level of control to ensure that it delivers as expected [71].

Trust depends on satisfaction and customer perceived value (CPV); when a customer
perceives value, they tend to experience satisfaction and trust the supplier more [28]. In
the B2B services sector, trust plays a key role in personal relationships between the sellers
and buyers of services; the more customer perceived value a service has, the more trust the
customer will have in the supplier [72]. Our hypotheses are as follows:

Hypothesis 2 (H2). The customer perceived value (CPV) of a B2B express parcel company
positively influences customer trust.

Hypothesis 3 (H3). The degree of customer satisfaction with a B2B express parcel company is
positively related to customer trust.

2.2.3. Customer Perceived Value and B2B Switching Costs

Switching costs refer to the perceived cost that customers discover once they change
their service provider [73]. Switching costs significantly influence the intention to continue
with the provider [74], explaining even more variance than customer satisfaction [75].
Burnham et al. [74] identified three types of switching costs: procedural, which involves
the loss of time and effort invested; financial, which results from quantifiable economic
loss; and relational, which is due to the rupture of ties and identity. Furthermore, the
loss of a commercial relationship is the factor that most increases switching costs, and a
good customer–supplier relationship makes it less likely that the buyer will consider the
possibility of changing suppliers [73].

From the perspective of the customer–supplier relationship in B2B, higher customer
perceived value and customer satisfaction will imply higher switching costs, improving the
relationship and minimizing the possibility of supplier switching [76,77]. Our hypotheses
are as follows:

Hypothesis 4 (H4). The customer perceived value (CPV) of a B2B express parcel company
positively influences switching costs.

Hypothesis 5 (H5). Customer satisfaction with a B2B express parcel company positively influences
the cost of switching suppliers.

2.2.4. Customer Perceived Value and B2B Repurchase Intent

In a competitive business environment, maintaining customer repurchase intention
and avoiding switching behavior are very important [78]. The cost of attracting new
customers is higher than that of keeping current customers [79]; thus, much of the efforts in
B2B marketing should be directed at increasing repurchase intention. Repurchase intention
is defined as an individual’s judgment about buying a designated service from the same
company again, taking into account the individual’s current situation and likely future
circumstances [80]. From a behavioral point of view, repurchase intention refers to the
likelihood that an individual will continue to purchase products from the seller in the
future [81,82]. Repurchase intention can be the result of customer satisfaction with and
trust in a particular company’s product or service [83]. Repurchase intention is strongly
dependent on service quality [84,85]. According to the customer value paradigm [86],
service quality is an additional component of customer perceived value, and overall CPV
is positively associated with repurchase intention [44,87–89].
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In the B2B service sector, interpersonal aspects, such as switching costs, trust, and the
customer’s perceived value of the supplier, have been shown to have a high impact on
the repurchase intention of service buyers [90,91]. Specifically, in express parcel services,
it has been found that situational factors, such as company location and delivery times,
are less important in ensuring customers’ repurchase intention than individual and social
service factors, such as innovativeness, optimism, and human interaction [92]. Particularly
in the transportation services industry, for companies such as express parcel services, trust
has been found to be a key factor in choosing suppliers as they transport customer goods
that can be very valuable [93]. In the B2B relationship, customer perceived value (CPV)
increases trust in the customer’s express parcel provider and, in turn, increases repurchase
and recommendation intention [28,75]. Our hypotheses are as follows:

Hypothesis 6 (H6). B2B express parcel company customer switching costs are positively associated
with repurchase intention.

Hypothesis 7 (H7). B2B express parcel company customer trust positively influences
repurchase intention.

Hypothesis 8 (H8). B2B express parcel company customer trust mediates the relationship between
customer perceived value (CPV) and repurchase intention.

2.2.5. Customer Perceived Value and B2B Recommendation Intention

In this study, the intention to promote or recommend is defined as the probability
that a customer will recommend a service provider to others in the future [94]. A concept
that is widely used in previous studies and related to recommendation intention is so-
called WOM (word of mouth), which is understood as a form of informal recommendation
in relation to a certain product or service [95–98]. Specifically, WOM could be defined
as the comments made by customers about a given service or product [99]. Recently,
other studies have used a new concept that has evolved in different digital environments:
electronic word of mouth (e-WOM), which analyzes purchase decisions based on customer
recommendations on the web [100]. In this study, which is focused on B2B, we employ
the concept of customer recommendation intention broadly referring to both formal and
informal modes of communicating the benefits of using a supplier to others [101].

In general, recommendation intention can be considered to be an expressive re-
sponse of trust motivated by emotional factors of satisfaction or perceived benefits versus
costs [102]. VPC exerts influence through relationship satisfaction, trust in repurchase, and
recommendation intention [25]. Chai et al. [101] found that customer repurchase intention
is positively associated with advocacy intention, and, in turn, customer perceived value
directly and indirectly influences advocacy intention. Customers who perceive value in the
purchase of a product or service tend to repeat the purchase and recommend their supplier
to new customers [101]. In the context of B2B services, it has been found that customer
perceived value has a positive impact on loyalty and subsequent advocacy intention for
such services [103]. Customer perceived value (CPV) influences both trust and customer
recommendation intention [28]. Our hypotheses are as follows:

Hypothesis 9 (H9). Repurchase intention positively influences express parcel provider recommen-
dation intention.

Hypothesis 10 (H10). B2B express parcel company customer trust and repurchase intention
mediate the relationship between customer perceived value (CPV) and recommendation intention.
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2.3. Conceptual Model

Customer perceived value (CPV) is a critical factor in ensuring company sustainability
in the B2B environment. This study aims to investigate the business-to-business (B2B)
performance between companies and their main express parcel service provider. The main
objective was to analyze the impact of CPV on both the intention to repurchase services
and the intention to recommend such services in the business-to-business (B2B) express
parcel delivery sector. This study develops a research model (see Figure 1) that analyzes the
effect of customer perceived value on the satisfaction, trust, and switching costs of express
parcel services and how these variables predict repurchase intention and recommendation
intention in the B2B sector.

Figure 1. Research proposed model of customer perceived value, satisfaction, trust, switching costs, repurchase intention,
and advocacy intention.

3. Materials and Methods
3.1. Sample

A total of 186 multisector companies participated in this study. The inclusion criterion
was that all of these companies had express parcel providers as strategic partners for
their business activity. Online surveys were sent to the participants by email requesting
participation and explaining the objectives of the research along with a link to the online
survey. The survey was sent to 325 companies, of which 185 (57%) responded fully. The
survey was conducted online using the Typeform platform. The surveys were collected
between 3 March 3 and 8 April 2020. The sample was drawn from mailing lists of the
national chambers of commerce and entrepreneurs’ associations, using corporate Facebook
and LinkedIn contacts, and submitted to the managers of B2B ecommerce companies who
use express parcel providers.

The participants were asked questions through online surveys using the Typeform
digital platform for sample management. The survey was sent by email to companies
that use express delivery services for their business. The email was distributed to the
membership lists of business associations, national chambers of commerce, and the Span-
ish business trade confederation. Participation in the questionnaire was encouraged
through professional contacts on social networks such as LinkedIn and Facebook. Contact
with the companies was accomplished by email. The questionnaire was completed by
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329 companies, of which 185 were completed, i.e., 56.20%, with an average response time
of 14 min and 36 s.

At the beginning of the survey, the participants were informed of the objectives of
the present investigation. The text informed the participants of the purely experimental
purposes of the study and that the information would not be stored longer than necessary
to obtain the conclusions of the investigation. Permission to participate was requested, with
exclusive use of the data for conferences or future scientific publications. The participants
were informed that they could withdraw from the study at any time if they so wished.
Similarly, the participants were informed that their identity would be kept anonymous.

3.2. Measurement Scales

A 7-point Likert-type scale was used to measure each of the statements on each item.
Specifically, the response options ranged from 1 (strongly disagree) to 7 (strongly agree)
(see Table 1).

To measure the value perceived by the customer, we used a scale adapted from
Gounaris [26]. The scale is composed of 4 items that assess the value that the customer
gives to the expectations fulfilled by the product or service [25,26]. Adapted versions of the
scale have been employed to measure customer perceived value of the banking, food, and
motor sector services associated with customer satisfaction, trust, and loyalty [28,104,105].

Customer satisfaction was measured using a scale adapted from Ruiz et al. [44] and
based on Taylor and Baker’s [106] and Oliver’s [107] work. The scale is composed of
6 items. This scale has been used in previous studies to compare customer satisfaction of
service providers in the U.S. and Spain [44].

To measure the cost of change in the service sector, the Fandos et al. scale [75], adapted
from Burnham et al. [74], was used. The scale is composed of 5 items. The switching cost
scale has been used to analyze the relationship between switching costs and loyalty in
customers of financial institutions [75] and to measure the switching costs of telephone
company customers [108].

The Morgan and Hunt scale [66] was used to measure the level of trust in the express
delivery provider. The scale is composed of 3 items. The scale has been employed in
previous studies to analyze the relationship of customer trust to purchase intention in the
automotive, retail, and ecommerce sectors [66,109–111].

The Ruiz et al. [44] scale, adapted from Zenithal et al. [85], was used to measure the
intention to repurchase express parcel logistics services. The scale is composed of 3 items.
This scale has been used to analyze the relationship of service quality, customer perceived
value, satisfaction, and repurchase intention in sectors such as the restaurant and online
shopping industries [42,112].

The Chai et al. scale [101] was used to measure the intention to recommend. The scale
is composed of 3 items. The scale has been used to study the relationship between customer
perceived value and recommendation intention in the insurance, online shopping, and
private education sectors [113–115].

3.3. Data Analysis

To analyze the data derived from the questionnaires, the partial least squares (PLS-
SEM) technique was used. This SEM technique is based on variance, and it is part of the
multivariate analysis family used to analyze the relationships between indicated variables.
In our model, all measures are operationalized as composites [116,117]; thus, we decided
to use PLS-SEM to test our model and hypotheses. This decision was made because we
use composites estimated in Mode A [118,119], and we adopt an explanatory approach
following Henseler [120].
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Table 1. Indicator loadings and items of used scales.

Item Scales 1 REP ADV SAT SC CPV TRU

I will probably use my express delivery
provider again. 0.899

I have the intention to purchase the services of
my express delivery provider in the future. 0.912

I may use my express delivery provider’s
services very frequently in the future. 0.912

I will say positive things about my express
delivery provider to other people. 0.939

I will recommend my express delivery provider
to other people who ask me. 0.933

I will encourage friends and family to do
business with my express delivery supplier. 0.874

I am satisfied with the services of my express
delivery provider. 0.873

Overall, I am satisfied when using the services of
my express delivery provider. 0.921

Using the services of this express delivery
provider is a satisfying experience. 0.910

My choice to use my express delivery provider
was the right one. 0.942

Overall, I am satisfied with my express
delivery supplier. 0.917

I believe I made the right decision in choosing to
rely on my express delivery provider for my

service needs.
0.896

Certainly if I switch to another express delivery
provider it probably would not be as good as the

current one.
0.770

I am not sure if switching to another express
delivery provider would be good for me. 0.706

I already know the staff; changing express
delivery providers would be like starting

from scratch.
0.720

My express delivery supplier has a strong
social reputation. 0.712

My express delivery provider’s employees are
available to help my company

achieve my objectives.
0.874

My express delivery supplier’s employees are
available to add value to my business. 0.898

My express delivery supplier’s employees are
available to help improve my company’s sales

and image.
0.915

I am satisfied with my express delivery
supplier’s level of innovation and leadership

position in their field.
0.789

In our relationship, I can always rely on my
express delivery supplier. 0.905

In our relationship, my express delivery supplier
always gets it right. 0.911

In our relationship, my express delivery supplier
has high reliability and integrity. 0.911

1 Notes: REP: repurchase; ADV: advocacy; SAT: customer satisfaction; SC: switching cost; CPV: customer perceived value; TRU: trust.
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Composites are estimated in Mode A when the indicators that compose the latent
variable are correlated. Similarly, Mode A composites are a good choice with small or
medium sample sizes [121]. A two-step process has been indicated to consistently evaluate
models using PLS-SEM [119] as follows: (1) evaluation of the measurement model and
(2) evaluation of the structural model.

We use a bootstrap procedure [122] to find the significance of the indices. With
bootstrapping, which is a resampling procedure, we can determine the significance of the
path coefficients, weights, and indicator loadings for each composite (i.e., latent variable).

For data analysis, we used the SmartPLS 3.2.6. software package (Bönningstedt,
Germany) [123]. To test for mediation effects, we followed the procedure described by
Nitzl et al. [124] and Cepeda-Carrion et al. [125].

4. Results

Using the indicated PLS-SEM technique, the following results were obtained by
analyzing the measurement model and the structural model [119]. This section presents
the results obtained based on the study’s general objective. The factor loadings of all items
in the measurement model are above 0.70, which is an appropriate level at which 50% of
the variance of the indicators can be explained [126].

4.1. Analysis of the Measurement Model

A good measurement model should demonstrate sufficient reliability and validity. The re-
sults show that the measurement model meets all of the commonly stipulated requirements.

The most appropriate measures of internal consistency reliability are composite relia-
bility, Dijkstran and Henseler’s rhoA, and Cronbach’s alpha [127]. The model satisfies the
prerequisite of construct reliability, and all measurements are greater than 0.8 (see Table 2).

Table 2. Descriptive statistics, reliability, and AVEs of the constructs.

Scales 1 Mean SD CA Rho A CR AVE

REP 5.145 1.311 0.893 0.893 0.934 0.824
ADV 5.036 1.312 0.905 0.936 0.940 0.838
SAT 5.198 1.106 0.958 0.960 0.967 0.828
SC 4.696 1.414 0.707 0.712 0.818 0.529

CPV 4.626 1.393 0.892 0.892 0.926 0.758
TRU 4.735 1.251 0.895 0.896 0.934 0.826

1 Notes: Mean = the average score for all the items included in this measure; SD = standard deviation;
CA = Cronbach’s alpha; CR = composite reliability; AVE = average variance extracted; REP: repurchase; ADV:
advocacy; SAT: customer satisfaction; SC: switching cost; CPV: customer perceived value; TRU: trust.

The average variance extracted (AVE) serves as a measure of unidimensionality [128].
The average variance extracted value (AVE) for all constructs is greater than 0.5 (Table 2),
showing appropriate convergence and convergent validity of the measures. The square
root of AVE for each individual construct exceeds the correlation value between itself and
the other constructs, fulfilling the discriminant validity requirement and showing that the
variance captured by the latent variable exceeds 50% [128–130]. Finally, the heterotrait-
monotrait ratio (HTMT) provides evidence of discriminant validity [131]. Some authors
suggest a threshold of 0.9 [119], others propose a strictest value of 0.85 [126]. Most of
the variables attain discriminant validity, as indicated by values below 0.85 in the HTMT
(Table 3). However, discriminant validity between switching cost and customer perceived
value is reached below a threshold of 0.9.
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Table 3. Discriminant validity. Heterotrait-monotrait ratio (HTMT).

Scales 1 REP ADV SAT SC CPV

REP −
ADV 0.778 −
SAT 0.825 0.790 −
SC 0.683 0.722 0.722 −

CPV 0.534 0.624 0.708 0.853 −
TRU 0.674 0.675 0.833 0.775 0.830

1 Notes: REP: repurchase; ADV: advocacy; SAT: customer satisfaction; SC: switching cost; CPV: customer
perceived value; TRU: trust.

4.2. Analysis of the Structural Model

After checking that the measurement items have appropriate properties, we examine
the individual hypotheses (Table 4). H1 shows that the customer perceived value of the
B2B express parcel company’s service is positively associated with customer satisfaction
(β = 0.662, p < 0.001). Hypotheses H2 and H4 are also supported by the data, and customer
perceived value is positively associated with trust level (β = 0.418, p < 0.001) and with
express parcel provider switching costs (β = 0.355, p < 0.001).

Table 4. Construct effects on endogenous variables (including lower and upper limits of 97.5% confidence interval).

Effects on Endogenous
Variables 1 Path Coeff.

Confidence Intervals (97.5%) Significance of Effect
(p-Value)2.5%CIlo 97.5%CIhi

CPV→ SAT (H1) 0.661 0.562 0.759 Yes (0.000)
CPV→ TRU (H2) 0.417 0.292 0.542 Yes (0.000)
SAT→ TRU (H3) 0.499 0.343 0.655 Yes (0.000)
CPV→ SC (H4) 0.287 0.120 0.454 Yes (0.001)
SAT→ SC (H5) 0.497 0.356 0.639 Yes (0.000)
SC→ REP (H6) 0.296 0.119 0.474 Yes (0.001)

TRU→ REP (H7) 0.414 0.236 0.593 Yes (0.000)
REP→ ADV (H9) 0.714 0.619 0.810 Yes (0.000)

1 Notes: REP: repurchase; ADV: advocacy; SAT: customer satisfaction; SC: switching cost; CPV: customer perceived value; TRU: trust.

Satisfaction with the B2B express parcel company is positively associated with switch-
ing costs, H5 (β = 0.516, p < 0.001), and the degree of satisfaction has a positive influence
on customer trust in the express parcel provider, H3 (β = 0.496, p < 0.001).

Customer repurchase intention is predicted by B2B express parcel company switching
costs, H6 (β = 0.450, p < 0.001), and by trust in the B2B express parcel company, H7
(β = 0.272, p < 0.01). In turn, H9 is tested; the B2B express parcel customer’s repurchase
intention positively influences the intention to recommend the B2B express parcel company
(β = 0.714, p < 0.001).

Table 5 shows the indirect effects of customer perceived value (CPV) on repurchase and
recommendation intention mediated by customer trust. Customer trust in the B2B express
parcel company fully mediates the relationship between customer perceived value (CPV)
and repurchase intention, H8 (β = 0.173, p < 0.01). Customer trust and repurchase intention
regarding the B2B express parcel company partially mediate the relationship between
customer perceived value (CPV) and recommendation intention, H10 (β = 0.123, p < 0.01).
According to prior studies, in the case of H8, the type of mediation is full, because the
indirect effects of customer perceived value on repurchase intention mediated by customer
trust is significant, and the direct effect of customer perceived value on repurchase intention
is not significant [124,125]. However, in H10, we have partial mediation, as both the direct
effect of customer perceived value on advocacy intention and the indirect effect through
mediation are significant [119,125]. This indicates that a portion of the effect of customer
perceived value on advocacy intention is mediated through customer trust and repurchase,
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while customer perceived value still explains a portion of advocacy that is independent of
trust and repurchase intention.

Table 5. Construct effects on endogenous variables (including lower and upper limits of 97.5% confidence interval).

Effects on Endogenous
Variables 1 Path Coeff.

Confidence Intervals (97.5%) Significance of Effect
(p-Value)2.5%CIlo 97.5%CIhi

CPV→ TRU→ REP (H8, Full
mediation) 0.173 0.095 0.250 Yes (0.000)

CPV→ TRU→ REP→ ADV
(H10, Partial mediation) 0.123 0.064 0.182 Yes (0.000)

1 Notes: REP: repurchase; ADV: advocacy; SAT: customer satisfaction; SC: switching cost; CPV: customer perceived value; TRU: trust.

The results (see Figure 2) show that VPC broadly explains satisfaction (R2 = 0.438),
trust (R2 = 0.695), and switching costs (R2 = 0.635) with regard to express parcel providers.
Overall, the model largely explains repurchase intention (R2 = 0.456) and recommendation
intention (R2 = 0.510).
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Figure 2. Research proposed model. H1: Direct effect: CPV→ Satisfaction (β = 0.662, p < 0.001);
H2: Direct effect: CPV → Trust (β = 0.418, p < 0.001); H3: Direct effect: Satisfaction → Trust
(β = 0.496, p < 0.001); H4: Direct effect: CPV→ Switching Costs (β = 0.355, p < 0.001); H5: Direct
effect: Satisfaction → Switching Costs (β = 0.516, p < 0.001); H6: Direct effect: Switching Costs
→ Repurchase Intention (β = 0.450, p < 0.001); H7: Direct effect: Trust → Repurchase Intention
(β = 0.272, p < 0.01); H8: Indirect effect: CPV→ Trust→ Repurchase Intention (β = 0.173, p < 0.01);
H9: Direct effect: Repurchase Intention→ Advocacy Intention (β = 0.714, p < 0.001); H10: Indirect
effect: CPV→ Trust→ Repurchase Intention→ Advocacy Intention (β = 0.123, p < 0.01).

5. Discussion
5.1. Theoretical Contribution

According to Zeithaml [18], VPC is a customer’s overall judgment about the usefulness
of a product or service based on perceptions of what they give and what they receive. In
the B2B relationship, the customer’s perceived value of express parcel services has a
positive impact on satisfaction with and trust in the supplier. Our study claims that
customer perceived value VPC is a key success factor for express parcel companies in
the B2B environment. The customer’s perception of satisfaction and trust in their service
provider depends on customer perceived value (CPV); in turn, CPV indirectly influences
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repurchase and recommendation intention through its relationship with satisfaction, trust,
and switching costs.

These results are consistent with other studies that have found that customer satisfac-
tion is strongly associated with customer perceived value [28,44,45,53]. Specifically, in the
B2B service sector, it has previously been found that customer perceived value influences
trust between the sellers and buyers of services: the more value the customer attaches to a
service, the more trust they will have in their regular supplier [111]. In addition, higher
perceived value is directly associated with switching costs, increasing switching costs when
the customer perceives high value in the service obtained [76,77].

Similarly, the customer’s perception of the value of the service indirectly influences
their future relationship with the supplier, and its indirect effect explains a large part of the
variance in repurchase intention. Particularly, in the B2B industry, with regard to services
such as transportation, previous studies have found that the intention to continue with the
same service provider depends on trust and switching costs, and the customer’s perceived
value positively influences the trust in the service provider and switching costs [75,93].

Previous service sector studies show that there is a positive association between cus-
tomer perceived value (CPV) and recommendation intention [42,43,45,113–115]. With the
present research, we sought to understand how the construct of customer perceived value
(CPV) is related to the intention to repurchase express parcel services and the intention
to recommend such logistics services to third parties in the business-to-business (B2B)
environment. To test this objective, we analyzed the effect of VPC on satisfaction, trust,
and switching costs, as well as how such VPC influences repurchase and recommendation
behavioral intentions. The results show that customer perceived value (CPV) has an indi-
rect effect on future repurchases of express parcel services from business customers. At the
same time, future and continued repurchases have a direct effect on the recommendation of
such services to other customers who regularly use express parcel services for the sale and
distribution of their companies’ products. Furthermore, we find that the effect of customer
perceived value (CPV) on repurchase intention and recommendation intention is mediated
by the variables of satisfaction, trust, and switching costs within this B2B environment.
Overall, CPV positively influences repurchase and recommendation behavioral intention.

We can conclude that B2B express parcel companies should focus their efforts on
increasing the value perceived by the customer to increase customer satisfaction and
transmit more trust. In this way, both the relationship between the customer and supplier
will be strengthened, decreasing the risk of switching and increasing the intention to
repurchase, and the supplier can increase its sales due to the effect of the recommendation
among customers of express parcel companies [28,53]. Yang and Peterson [132] point
out that customer perceived value (CPV) substantially influences satisfaction with the
contracted service. In addition, customer perceived value has a great influence on the
customer’s decision and evaluation of the different switching costs that the customer would
suffer if that customer decided to change suppliers [133–135]. Other studies claim that
satisfaction is a mediating variable in the effect of customer perceived value on trust and
switching costs [24,136]. Sharma and Patterson [137] undertook research indicating that, in
a personal financial planning service context, switching costs positively mediate the effect
of satisfaction and trust on a future relationship commitment.

From a behavioral point of view, satisfied customers who express a high level of trust
in their supplier tend to have a higher level of use of a service than those who are not
satisfied [138,139]. Moreover, it has been shown that satisfied customers of B2B services and
with a higher degree of trust in their supplier have a greater tendency to recommend the
services offered by their usual supplier to other companies that require such services [84,85].
As the results show, customers with a high level of satisfaction and trust in their supplier
have a higher tendency to continue to repurchase that supplier’s services, which positively
impacts the intention to recommend the supplier to their professional colleagues within
an industry (B2B) and to those within their personal network [101]. Thus, the intention to
repurchase and recommend services depends on the quality of the service and, with it, the
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perceived value per customer [85]. In line with previous studies in other sectors, our results
show that a sustainable long-term parcel delivery company must generate perceived value
to the customer, which will not only result in increased turnover but more importantly in
enhanced trust and recommendation among the customer’s network [5,42,140–142].

5.2. Practical Applications

Inexpensive fast food delivery systems and parcel services allow people to perform
their daily functions without much interruption while staying at home or in the office. The
recent global situation due to the COVID-19 pandemic has exponentially increased the
use of such services [143,144]. This study reveals important insights that express parcel
companies in the B2B environment should consider to become more competitive and
relevant to their business customers. Currently, changes are occurring in the buying habits
of both end customers (B2Cs) and business customers (B2B). There is a large increase in
non-face-to-face purchases supported by express parcels [6]. However, express parcel
companies in the B2B environment are struggling in a very competitive scenario and
are looking for factors that can increase their market share and sales. In this regard,
it is shown that customer perceived value significantly influences the competitiveness
of express parcel companies in B2B [3]. Customer perceived value (CPV) or customer
experience management is a very powerful competitive tool used by a significant number
of companies globally. Variables such as price, quality, and omnichannel are no longer
differentiated [3,28,60]. New marketing trends focus on differentiating companies through
emotional rather than rational aspects because the latter, in most competitors, are cosmetic.

To build a memorable and differentiating customer experience in companies in this
sector, it is not enough to comply with what has been agreed upon, i.e., the delivery of
goods in an agreed time slot. In addition, the entire organization must be aligned to work
strategically and focused on the variables that lead to achieving a customer experience that
consumers can count on. According to our study, some of these variables are satisfaction,
trust, and switching costs. The objective is to improve the business customer’s intention to
repurchase and to recommend services to other businesses that are express parcel users.
This could result in an increase in market share, improve brand positioning, and consolidate
a substantial competitive advantage over time, which in turn would enhance a company’s
competitiveness and sustainability.

In addition, managers of B2B express parcel companies should bear in mind that by
improving the customer’s experience and trust in the company, they are more likely to
repurchase and recommend the company. This will help them to achieve better results and
a sustainable competitive advantage. In this sense, and given the current environmental
awareness of the population and countries in general, companies must be sensitive to these
concerns and interests of society [22,140]. Express parcel delivery companies must develop
strategies and actions that are environmentally sustainable, through the use of electric vehicles,
the promotion of all things digital by eliminating physical documents, the commitment to
environmentally friendly products and services, etc. However, strategies aimed at promoting
sustainable consumption must be compatible with or even increase the value perceived
by customers so that they ultimately result in profits for the company [60,142]. Thus, the
challenge for managers would be to try to incorporate technological innovations that, on
the one hand, make the company’s internal processes and operations more efficient and,
on the other hand, improve customer experience, satisfaction, and trust, while contributing
to a healthier and more sustainable environment.

6. Conclusions and Future Work

According to the customer value paradigm [86], customer perceived value is a more holistic
approach than simply focusing on service quality or customer satisfaction [24,145–147]. In a
market as competitive as the express parcel market in the B2B environment, competitors
want to increase the value for their customers such that the experience of using their
services is increasingly attractive [148]. Customer perceived value can be a critical factor in
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ensuring that users return to repurchase services on a regular basis from the same provider
and to recommend them in different professional forums [17,42]. This study focuses on
the various effects of customer perceived value or customer experience on express parcel
services in the B2B sector.

In conclusion, our results show that for the customer experience to be memorable and
for the customer to want to repurchase express parcel services from the same provider,
the customer’s perceived value should be increased. At the same time, this increase in
perceived value positively influences the customer’s perceived satisfaction and trust during
their service experience [149]. Similarly, this lowers the likelihood of a customer switching
providers, positively favoring the customer’s intention to repurchase and even recommend
a service to third parties [112]. Companies wishing to increase the value perceived by the
customer should have a system of indicators that measure customer experiences and their
impact on the purchase of services or products [3]. Only by taking a proactive business
management approach to customer perceived value when measuring customer experiences
and acting on the relationships of these metrics to purchase will it be possible to deliver a
superior customer experience. However, the failure to evaluate customer perceived value
can facilitate market entry for competitors, and customers may seek new suppliers that
offer a better customer experience.

Our research analyzes the effects of customer experience or CPV in the B2B express
parcel sector. However, the sample of companies evaluated is limited and multisectoral.
In future research, it would be interesting to compare whether the effect of VPC on the
intention to repurchase and recommend express delivery services varies according to
the business sector of the client companies. Similarly, it would be necessary to compare
whether there are differences between companies that have an ecommerce model and those
that have a traditional business model. In addition, there are other variables that influence
repurchase and recommendation intention in the B2B express parcel sector, such as the the
company’s business volume, its geographical scope, or whether it is a service or product
provider, that should be explored in future research.
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