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Abstract: The need to gain a competitive advantage means that many companies have outsourced noncore 

activities and directed their energy toward core activities that bring value to the company. Therefore, the reputation 

of a third-party logistics (3PL) provider is crucial for 3PL customers. This study focused on 3PL in the UK context 

and investigated the antecedents of reputation leading to customer loyalty. The recognized antecedents of a firm’s 

reputation are service quality, competence, and relationship duration. The consequences of reputation are referent 

power, trust, perceived power, customer satisfaction, and customer loyalty. An analysis of questionnaire responses 

from 3PL customers (N=331) revealed that service quality, competence, and relationship duration had significant 

positive relationships with reputation. Service quality and competence also had significant positive relationships with 

service duration, and we observed a positive correlation between competence and service quality. Reputation also had 

significant positive relationships with the consequences of reputation (i.e., trust, referent power, customer satisfaction 

and customer loyalty). In contrast, reputation and perceived power were negatively correlated. Trust, customer 

satisfaction, and referent power were significantly positively related to customer loyalty, whereas perceived risk and 

customer loyalty were negatively correlated. This work is regarded by the authors as a somewhat novel research paper 

because the subject of the research suffers from a genuine paucity of serious coverage in the literature. The purpose 

of the work is to establish the importance of the client’s perception of engaging with 3PL arrangements and how 

companies using outsourcing to 3PL firms can reduce the risks and maximize the benefits of such arrangements to 

their organizations and to their customers who receive the 3PL service. 

Keywords: reputation, service quality, relationship duration, competence, referent power, trust, perceived 

power, third-party logistics, customer satisfaction, customer loyalty. 
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第三方物流中声誉影响客户忠诚度的因素 

摘要：为了获得竞争优势，许多公司将非核心活动外包，将精力投入到能为公司带来价

值的核心活动上。因此，第三方物流 (3PL) 供应商的声誉对 3PL 客户至关重要。本研究重

点关注英国背景下的 3PL，并调查了声誉导致客户忠诚度的先决条件。公司声誉的公认先决

条件是服务质量、能力和关系持续时间。声誉的后果是参照权力、信任、感知权力、客户满

意度和客户忠诚度。对 3PL 客户 (N=331) 的问卷调查结果的分析表明，服务质量、能力和

关系持续时间与声誉呈显著的正相关关系。服务质量和能力也与服务持续时间呈显著的正相

关关系，我们观察到能力和服务质量之间存在正相关关系。声誉还与声誉的后果（即信任、

参照权力、客户满意度和客户忠诚度）呈显著的正相关关系。相比之下，声誉和感知权力呈

负相关。信任、客户满意度和参考权力与客户忠诚度呈显著正相关，而感知风险与客户忠诚

度呈负相关。作者认为这项工作是一篇颇为新颖的研究论文，因为研究主题在文献中确实缺

乏认真的报道。这项工作的目的是确定客户对参与 3PL 安排的看法的重要性，以及使用外包

给 3PL 公司的公司如何降低风险并最大限度地发挥此类安排对其组织和接受 3PL 服务的客

户的好处 

关键词：聲譽、服務品質、關係持續時間、能力、參照力、信任、感知、第三方物流、

顧客滿意度、顧客忠誠度 

1. Introduction
The authors are keenly interested in supply chain

management, particularly outsourcing of supply chain 

management services. This interest has been reflected in 

recent publications and conference submissions and is 

one of the criteria for ongoing research work. The 

authors have been following long-term trends in this 

sector, and this work is the direct result of these trends. 

The use of 3PL within the logistic functions of many 

firms worldwide is an important development and a 

growing trend. This development has many positive 

implications for users of such a service, which are 

discussed in this paper. However, there are also many 

downside risks if the use of 3PL services is insufficiently 

planned and executed. The authors strive to contribute 

to efficient and purposeful arrangements by parties in 

the 3PL sector. This is the overall criteria for selecting 

the specific topic in this research. Therefore, the authors 

attempted to guide users and potential users of 3PL 

services by examining the antecedents of reputation and 

other related factors in securing successful 3PL 

contracts and relationships. This work should be of 

interest and benefit to both users and providers of 3PL 

services.  

Global business competition has resulted in many 

companies using outsourcing to collaborate with other 

businesses [1]. In particular, outsourcing becomes a 

feasible option when a company finds that performing 

certain service in-house is expensive [2]. Furthermore, 

the demand for outsourcing among modern companies 

has increased as companies seek to gain a competitive 

advantage. As a business strategy, third-party logistics 

(3PL) plays crucial roles in economies of scale, 

inventory reduction, process flexibility, timely delivery, 

and customer satisfaction [3]. According to [4], 

coordination between 3PL providers and customers is 

encouraged by mutual benefits. The importance of these 

outsourcing relationships is highlighted in [5]. 

Therefore, 3PL service providers are required to build 

individual relationships with buyers (i.e., businesses) 

[6]. In the business-to-business (B2B) setting, the 

quality of relationships is an important factor in 

achieving market success because good relationships 

can reduce transaction costs and enhance 

competitiveness [7]. Therefore, a 3PL provider’s 

reputation is among the important criteria buyers use 

when selecting a 3PL provider [2]. A company’s 

reputation plays a crucial role in sustaining long-term 

customer relationships and can confer a competitive 

advantage that helps it to compete in the market [8]. In 

the B2B context, management of a company’s 

reputation is linked to its internal operations, which in 

turn affect external perceptions [9]. A good reputation 

means that a company has fewer dissatisfied customers, 

greater profitability, and good long-term company 

performance, including customer loyalty [9].  

Time is a critical factor in forming successful seller-

buyer relationships [10] because it provides sellers and 

buyers with behavioral information that allows both 

parties to predict actions and strengthen the relationship 

[11]. Time is a temporal construct of reputation because 

reputation requires time to develop and cannot be 

formed instantly [12]. Established competence can 

enhance a company’s reputation. As found in [13], they 

had proven competencies, including talent management 

and knowledge management, contributed to and were 

crucial in shaping a company’s reputation. Service 

quality also has a major impact on reputation, and a 

company can improve its reputation by increasing its 

focus on service quality [14]. In the logistics service 
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industry, service quality impacts customer satisfaction 

[15-16].  

Customers may have uncertainties when information 

about the service quality and competencies of a logistics 

service provider is lacking [17]. Reputation can reduce 

these uncertainties and help customers select an 

appropriate offering [18]. Customers perceive reputable 

companies as trustworthy; a good reputation can 

promote customer trust and decrease perceived risk, 

especially when a reputable company has proven 

success in terms of performance and service quality 

[19]. A positive reputation can help a company build 

customer satisfaction [20-21]. Companies must consider 

the construct of reputation because it leads to customer 

loyalty [14]. In a B2B setting, suppliers should build 

trusting relationships with their customers because trust 

enhances customer loyalty [22]. A company with a good 

reputation that is well-known as a major provider of 

services may also have referent power [23]. Referent 

power leads to loyalty [24]. Furthermore, a company 

that can decrease perceived risk can create loyal 

customers [25]. There is consensus among scholars that, 

in logistics services, greater customer satisfaction also 

leads to increased customer loyalty [26-28]. 

Most previous studies that investigated reputation in 

the 3PL industry have focused on reputation as a 

construct that customers use to select a 3PL provider [2, 

29-32]. However, attention should be directed to the

antecedents of reputation in the 3PL context because no

prior study has shed light on the antecedents or

consequences of reputation that lead to customer loyalty

in this industry. A previous study [33] reported that the

service market has changed dramatically from a

manufacturer-dominated to a customer-driven buyer

market. This suggests that companies (sellers) are

unable to ‘expect’ their customers to accept the services

offered and should instead concentrate on building

customer satisfaction and loyalty. Customer loyalty is a

key consideration for all businesses but is particularly

important in the service industry. A 3PL provider must

also adopt customer satisfaction and loyalty as part of

their strategy to be competitive in the market, with

reputation used as the gateway to building loyalty. The

consequences of satisfaction and loyalty are reflected in

a 3PL provider’s performance and profits. This study

aimed to address the identified research gap by

investigating the effect of the antecedents of reputation

on reputation and the impact of reputation on the

consequences of reputation in achieving customer

loyalty in the business-to-business (B2B) context based

on the perspectives of 3PL customers in the UK.

2. Literature Review
Reputation is considered important because

reputation generates value and is created between a firm 

and stakeholders, including the actors of the supply 

chain. Therefore, reputation should be well managed 

[34]. Reputation refers to a stakeholder’s evaluation of a 

company’s history, including its past actions, effects, 

and ability to produce valuable results [35]. 

Management science research suggests that a company’s 

reputation confers a competitive advantage. Sociologists 

have highlighted the importance of the relationship 

between a company and its stakeholders in the 

reputation-building stage [36]. Previous seminal works 

[12, 37] have stated that time is among the antecedents 

of reputation. Therefore, reputation ‘is a time-dependent 

phenomenon’ [37]. Reputation requires time to be 

established and cannot be formed instantaneously [12]; 

therefore, time is an important temporal construct for 

corporate reputation in the business world [38]. This was 

supported by a seller-buyer study in the B2B context 

[39], where buyers were asked about the time needed to 

establish a well-established relationship with their 

suppliers. The results suggest that 13.3 years are 

sufficient to build a well-formed relationship. This 

highlights the crucial role of time in building well-

formed relationships that contribute to a company’s 

reputation. The relationship duration refers to the length 

of time a seller-buyer relationship has lasted [40]. 

Relationship duration is an important construct in the 

service industry because service managers seek to 

develop long-term customer relationships [41]. In 

addition, relationship duration is a crucial factor in a 

customer’s reaction if they receive a dissatisfying 

service. When there is a long seller-buyer relationship 

duration and the buyer experiences an unsatisfactory 

service, any negative reaction is buffered by the long 

relationship (i.e., ‘love is blind’). Conversely, if the 

customer experiences unsatisfactory service when the 

relationship lasts for a short time, the customer is likely 

to reduce their purchases over time [41]. Moreover, 

relationship duration plays a crucial role in the B2B 

setting [42] because when the duration increases, the 

relationship generates trust and reduces opportunism 

[43]. Therefore, relationship duration is an important 

factor in improving B2B relationships [44-45]. 

However, few studies have focused on relationship 

duration, and further research is needed in this area, 

particularly in the B2B context.  

Expertise, also called competence, is the second 

antecedent of reputation. Competence and expertise are 

related [46]; thus, they can be considered ‘two faces of 

the same coin’. Competency includes a group of 

attitudes, knowledge, and skills that assist employees to 

perform tasks efficiently and effectively [47]. An 

individual’s or a company’s reputation is built on being 

known or ‘famous’ for excelling in a particular field; this 

expertise/competence is perceived as the first step in 

gaining a reputation. Therefore, competence contributes 

to reputation [37]. Recognition received from customers 

of any company is based on employee competency [48]. 
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Previous studies have noted that competence is a key 

construct of corporate reputation [49-50] and reflects a 

company’s ability to effectively and efficiently offer a 

service or product [51]. Employees also play a role to 

play in establishing a good corporate reputation [52] and 

can contribute to a company’s performance by elevating 

it to the highest level [53]. This means that competence 

is an important basis for a company’s reputation, and a 

company that experiences competence problems is 

likely to face corresponding problems with its reputation 

[49-50]. Therefore, suppliers’ competence and 

capability are important factors in outsourcing decisions 

[54-55] A supplier’s competence enhances its value 

[17]. Competence is also a key construct customers use 

to select a 3PL provider [56]. However, further studies 

on competence are needed because few have examined 

this concept, especially in the B2B context. This study 

investigates the role of competence and intangible 

resources in reputation in the 3PL context. 

The third antecedent of a good reputation is service 

quality; this is considered essential in professional 

service companies given its importance in building a 

good reputation [57]. Service quality is an 

organizational asset that contributes to a company’s 

marketing and financial performance [58]. Service 

quality also contributes to corporate reputation as it is 

reflected in the perception of a company to the public, 

which is highly dependent on what the company does. 

There is a consensus that corporate reputation is an 

outcome of service quality [20]. Offering high-quality 

service will enhance a company’s corporate reputation, 

which highlights that service quality is among the 

determinants of corporate reputation [20, 59]. Therefore, 

focusing on the dimensions of service quality helps a 

company establish a strong reputation [60]. 

As highlighted in the studies discussed above, the 

antecedents of a firm’s reputation are service quality 

[57], time or relationship duration [12, 37], and 

competence [37, 49]. There are also important 

relationships among these antecedents. It has been noted 

that competence has a positive impact by enhancing 

service quality; if a service provider seeks to improve its 

service quality, it is required to improve its competency 

indicators, such as skills, knowledge, and attitudes [61]. 

A recent systematic review and meta-analysis [62] 

found that service quality was positively associated with 

customer retention. Another study [63] also found that 

logistics service quality had a positive relationship with 

customer retention; if logistics service quality was high, 

customer retention was also high. This highlights the 

importance of service quality in establishing long-term 

customer relationships [64] because it plays a major role 

in buyers’ decisions about staying or leaving their 

relationship with a current supplier. Therefore, there is 

an important link between service quality and 

relationship duration. Competence, or ‘the degree to 

which business transactions meet performance 

expectations’ [65], is a unique approach to building 

relationships that affects the quality of relationships 

[66]. A buyer is expected to stay with a competent 

supplier for a long time [67], as that supplier’s proven 

capability improves their reputation and creates 

perceptions of reliability and quality [68]. Therefore, 

competence and relationship duration are also 

important. 

The consequences of a reputation include customer 

satisfaction and customer loyalty [20, 21] and referent 

power [37], particularly in seller-buyer relationships in 

B2B settings [23, 69]. Another important consequence 

is trust [19] and perceived risk [70, 71]. A company’s 

reputation therefore has an important link to customer 

loyalty [20, 21]. As an ‘intangible asset’, corporate 

reputation can confer various benefits on a company, 

including customer satisfaction and loyalty [72]. There 

is a broad consensus that corporate reputation enhances 

customer satisfaction and loyalty [20-21, 73]. 

Furthermore, customer satisfaction is considered a 

determinant of customer loyalty [20,21]. Service quality 

is also a major contributor to customer satisfaction in the 

B2B setting [20], and a key outcome of service quality 

is customer satisfaction.  

Another outcome of reputation is perceived risk 

[70,71]. Perceived risk refers to uncertainty about the 

negative consequences for a customer if they make a 

purchasing decision [74]. Customers’ perceptions of risk 

depend on various aspects, such as cost, customer 

confidence, and uncertainty. When making purchasing 

decisions, customers tend to reduce risks by considering 

diverse information, including product image, brands 

and services [75].  

Reputation and trust are important constructs when 

developing relationships with stakeholders. Both factors 

contribute to a company achieving its economic and 

non-economic goals [76]. Reputation contributes to 

enhancing trust, and companies with good reputations 

can achieve customer trust [19]. Trust increases 

transaction value and lowers transaction costs in the 

exchange process in seller-buyer relationships [77-78]. 

Customers tend to perceive a company with good 

reputation as trustworthy [19].  

Referent power is another consequence of reputation 

[23, 37, 69]. Power is defined as ‘one party being 

recognized as being more influential and able to exercise 

control over the other party’ [79]. In addition, power 

reflects one (more powerful) party’s control over 

another party through compliance with set demands 

using hard techniques, or achieving desired outcomes by 

providing the other party with benefits such as rewards, 

expertise, and suggestions. As noted in [5], referent 

power is a noncoercive power that includes providing 

other parties with expertise and suggestions. Referent 
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power can be defined as others’ desire to be identified 

with or related to a party perceived as powerful [80].  

Loyalty is defined as a buyer’s willingness to 

repurchase from a specific service provider, holding a 

positive attitude toward that provider, and preferring to 

only use that provider when a service is needed [81]. 

Customer loyalty is an outcome of perceived risk [25, 

82]. In business relationships, trust is considered a 

prerequisite for developing customer loyalty [78]. 

Referent power leads to loyalty [24], and corporate 

reputation promotes customer loyalty [20-21]. 

3. Hypotheses Development
3.1. Effects of Antecedents on Reputation in the 3PL

Industry

Offering high-quality service helps companies in the 

service industry achieve long-term success [83]. The 

measurement of service quality is based on customers’ 

evaluation of the quality of a service offered by a seller 

[84]. Customers pay careful attention to a company’s 

reputation [85]. When the service quality is perceived as 

good, a company’s reputation is likely to be positively 

affected [86]. According to [20], when a company 

delivers satisfying service quality, it affects their 

customers’ evaluation of the company as a whole. 

Therefore, service quality contributes to reputation and 

can be considered a prerequisite for a company’s 

reputation [49]. The reputation is a strong signal of 

quality service offered by the provider [87]. Proven 

service performance leads to positive service perception, 

which in turn improves a supplier’s reputation [88]. The 

service marketing literature has confirmed that service 

quality has a significant positive relationship with a 

company’s reputation [20, 59, 86]. Freight forwarding 

and expedition services were examined in [86], and this 

examination revealed a positive association between the 

service quality offered by a freight forwarder and its 

reputation [86]. Based on these studies, we propose the 

following hypothesis.  

H1: Higher service quality offered by a 3PL provider 

is positively related to the 3PL provider’s reputation. 

The manager of a supply chain in any company 

should have the competencies and expertise necessary 

for effective internal and external coordination [89]. A 

company must use its competencies to stay competitive 

among rivalry. Factors such as essential skills, 

knowledge gaps, and training should be considered to 

increase competence [90]. There are strong correlations 

between competence and organizational effectiveness, 

flexibility, productivity and adaptability [91-92]. 

Increasing a company’s capability positively impacts 

that company’s effectiveness [91]. Companies must 

invest resources, such as human resources and 

equipment, to increase competencies, skills, and 

communication and satisfy customers ’needs. 

Subsequently, a company’s reputation can be 

established [17]. Customers and stakeholders perceive a 

company with high competence and stable talent as 

trustworthy and reputable. This good reputation 

translates into loyal customers and industry partnerships 

[93]. Suppliers must be capable of fulfilling tasks, 

showing high competence and maintaining performance 

[94], and proven capability helps improve a supplier’s 

reputation [68]. According to [13], competencies, talent 

management, and knowledge management contribute to 

a company’s reputation. Based on these findings, we 

hypothesized that 

H2: A 3PL provider’s competencies have a positive 

relationship with that 3PL provider’s reputation. 

Time is a critical factor in forming successful seller-

buyer relationships [10] and provides sellers and buyers 

with information that allows both parties to predict 

behavior, thereby strengthening the relationship [11]. In 

the supply chain, seller-buyer relationships should be 

well managed, and attention should be paid to the 

characteristics of these relationships [67]. The key 

characteristics of a seller-buyer relationship are 

reputation [20, 95] and relationship duration [96-97]. 

When the seller-buyer relationship increases, the 

exchange relationship has a history. This means that the 

buyer can anticipate the supplier’s future behavior and 

both partners gain a better understanding of each other 

[96]. A longer relationship duration means the seller and 

buyer can build mutual understanding, thereby 

communalizing their goals and increasing their 

willingness to collaborate. The perceived quality of the 

supplier also affects the buyer’s decision about the 

length of the relationship [67], and an ‘arm’s length’ 

seller-buyer relationship may reflect a short relationship 

duration [98]. A supplier with a positive reputation 

pushes customers to form collaborative relationships 

with that supplier [96-97, 99]. Buyers are also more 

likely to extend their relationship with a reputable 

supplier. In turn, a lengthy relationship duration is likely 

to enhance the supplier’s reputation. Based on these 

findings, we propose the following hypothesis:  

H3: The relationship duration between 3PL 

providers and their customers has a significant 

relationship with a 3PL provider’s reputation. 

In the 3PL context, competencies refer to a 

company’s ability to coordinate intangible and tangible 

resources to provide service quality, leading to customer 

satisfaction and ensuring a competitive advantage [100]. 

It has been suggested that non-competent personnel may 

mean that a company fails to provide satisfactory 

services [101]. As confirmed in [102], competent 

employees conferred a competitive advantage on a 

company, especially in terms of service quality. 

Competent employees who possess the unique 

competencies needed by a company are considered 

‘rare’ resources. According to [103], a company can 

develop a sustainable competitive advantage based on 
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service quality through intangible resources. In the 

outsourcing context, a supplier’s competence affects a 

buyer’s perception of service quality, and a buyer’s 

outsourcing intention is facilitated by a competent 

supplier [17]. Previous studies have confirmed that 

competence is positively related to service quality [17, 

61]. Therefore, we propose the following hypothesis: 

H4: A 3PL provider’s competence is positively 

related to service quality.  

A recent systematic review and meta-analysis [62] 

found that service quality and customer retention were 

positively associated. Customer retention reflects a 

customer’s willingness to continue with a particular 

service provider [104]. Service quality influences 

customer retention because it influences customers’ 

perceptions of a seller’s ability to develop long-term 

customer relationships [63, 105]. A previous study 

focused on the impact of logistics service quality on 

customer retention [63] A positive correlation was found 

between these two constructs, meaning that if the 

logistics service quality was high, customer retention 

would also be high. This is because service quality is a 

key part of establishing long-term relationships with 

buyers [64]. A customer who is satisfied with the quality 

of services provided by a supplier is likely to build a 

long-term relationship with that supplier [106]. A 

logistics service provider can build long-term customer 

relationships by meeting customers’ expectations 

regarding service quality [107]. Therefore, customer 

retention increases if buyers are happy with the service 

quality provided by a supplier because it increases the 

likelihood that customers will stay a long time in that 

relationship. Based on these findings, we propose the 

following hypothesis:  

H5: The service quality offered by 3PL providers has 

a significant relationship with the provider-customer 

relationship duration. 

A supplier’s competence is a complex construct that 

includes a supplier’s technical expertise in terms of 

product and production methods and their knowledge of 

the buyer’s company, rivals, market, and industry [108]. 

A seller’s competence is crucial in helping the buyer 

reduce transaction costs and uncertainty in the exchange 

process [109]. A good strategy to develop a seller-buyer 

relationship is for one partner to influence the other 

partner’s perception of their competencies and 

capabilities [110]. Competencies and capabilities enable 

companies to establish and sustain long-term customer 

relationships [111]. If a supplier can develop 

competencies in the service industry, it will be able to 

meet buyers’ demands and will be treated as a 

benchmark by buyers [79]. Morsy revealed that a 

supplier’s capability was the major reason for a long 

seller-buyer relationship duration, and a supplier’s 

capability strengthened the relationship between the two 

parties [67]. Buyers will not stay for a long time with a 

non-competent supplier because they may prefer to 

terminate the relationship because of non-

professionalism. Based on these findings, we propose 

the following hypothesis: 

H6: 3PL providers’ competencies are significantly 

related to the duration of the relationship between the 

3PL provider and the customer.  

3.2. The Effects of Reputation on the Consequences 

of Reputation 

A company’s reputation is an important construct in 

the business world and reflects its success. A reputable 

company may have spent 20 years building its 

reputation, but it may only take 5 minutes for that 

reputation to collapse [112]. Reputation is a valuable 

asset that helps a company to be competitive [112]. 

Corporate reputation reflects the perceived quality of the 

brand name and customers’ trust in the service provider. 

A good reputation is likely to influence customer 

satisfaction because customers feel that a service 

provider’s performance meets their expectations [21]. 

Previous studies have revealed that a company’s 

reputation positively impacts customer satisfaction [20-

21]. Therefore, we hypothesized that: 

H7: A 3PL provider’s reputation positively impacts 

3PL customer satisfaction. 

Reputation reflects a stakeholder’s perception of a 

company based on previous purchasing experiences 

with that company [113], and can be evaluated based on 

customers’ perceptions of that company [114]. 

Therefore, the measurement of a company’s reputation 

draws on customers’ perceptions and experiences 

related to that company’s actions [21]. Reputation is also 

a reflection of customers’ evaluation of a company as a 

whole, including the service(s) and communication 

offered by that company [115]. Barney et al. noted that 

a company’s reputation and customer loyalty are 

considered intangible assets that are important in 

gaining a competitive advantage [116]. Previous studies 

reported a positive correlation between a company’s 

reputation and customers’ attitudes and behavior toward 

that company [117-118]. Other studies revealed that the 

reputation of a company positively affected customer 

loyalty [20-21]. Therefore, we propose the following 

hypothesis: 

H8: A 3PL provider’s reputation positively impacts 

3PL customer loyalty. 

A company’s reputation plays a key role in reducing 

perceived risk [81]. This is because a strong reputation 

reduces transaction costs, uncertainty, information 

asymmetry, and search costs [71, 119]. Reputation helps 

reduce risk because it is related to organizational 

credibility [120]. Furthermore, reputation helps 

customers predict the quality of the services a company 

offers as well as its future behavior [121]. Reputation is 

also a sign of credibility because no reputable company 
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is expected to behave in an opportunistic way that poses 

risk [71]. A supplier’s reputation mitigates the perceived 

risk and is considered an important factor in the 

prepurchase decision [122]. Walsh et al. indicated that a 

company’s reputation and perceived risk were 

negatively correlated [71]. Based on these findings, we 

propose the following hypothesis: 

H9: A 3PL provider’s reputation has a negative 

relationship with 3PL customers’ perceived risk. 

As noted in [123], reputable companies can gain 

customer trust in the following three ways. First, the 

customer perceives a company’s reputation based on 

several interrelated features (trustworthiness, reliability, 

credibility and responsibility), and the customer’s 

expectations of the perceived service offered by that 

company may be high because of the company’s 

capability. Second, reputation is crucial in reducing 

stakeholders’ uncertainty when evaluating a company 

because a good reputation stems from a company’s 

performance during a specific period. Third, a 

company’s reputation needs time and investment; 

companies with good reputations can gain customer 

trust and decrease perceived risk, especially if there is 

proven success in performance and quality of service. 

Importantly, customers perceive reputable companies as 

trustworthy [19]. An increase in reputation increases 

trust [124]. Reputation plays a crucial role in increasing 

trust in the service quality offered by a provider [125]. 

The results of a previous study [19] indicated that a 

company’s reputation and trust were positively related. 

Therefore, we hypothesized that 

H10: A 3PL provider’s reputation is positively 

related to 3PL customers’ trust. 

In a B2B setting, referent power is a result of a 

supplier’s reputation because the supplier is recognized 

as a supplier of a well-known brand. Therefore, 

reputable suppliers can take advantage of their 

reputation by attracting other customers [23]. Therefore, 

reputation leads to referent power [37, 69, 126]. A 

company with a good reputation is considered 

influential and influential because that company can 

influence others who want to be identified with a 

reputable company. This means that a reputable 

company has the power to be attractive, and other 

companies seek to work closely with that company. This 

‘likeability’ pushes other companies to be close to 

reputable companies because its reputation grants other 

companies a feeling of pride in working closely with that 

company. This strategy is expected to create loyal 

customers. Based on these findings, we hypothesized 

that 

H11: A 3PL provider’s reputation is positively 

related to referent power, which is exercised by the 3PL 

provider over 3PL customers.  

Service quality is considered the lifeblood of any 

company and is associated with customer satisfaction 

[16]. Providers are interested in understanding how 

customers perceive service quality and how these 

perceptions lead to customer satisfaction [127]. 

Customer satisfaction can also be promoted by the 

quality of the logistics services received [15]. A provider 

with logistics excellence can create a competitive 

advantage because logistics services have a visible 

impact on customers [128]. A previous study [129] 

noted that the level of customer satisfaction is 

determined by comparing the service received with the 

expected service. If the service received does not meet 

the customer’s expectations, the customer is 

disappointed, whereas if the service exceeds or meets 

the customer’s expectations, the customer is satisfied. 

This suggests that service quality is an important 

indicator of customer satisfaction [15]. Previous studies 

on the logistics industry [15-16] have confirmed a 

positive correlation between service quality and 

customer satisfaction. Therefore, we hypothesized that 

H12: Higher service quality offered by 3PL 

providers is reflected in higher satisfaction gained by 

3PL customers. 

3.3. Effects of Reputation on Customer Loyalty 

The expectancy-disconfirmation paradigm suggests 

that customer satisfaction is related to customer loyalty 

[130]. This is because a customer’s satisfaction with a 

service or product offered by a company is expected to 

reinforce their belief in that service/product, which 

encourages customers to repurchase that product or 

service [21]. Satisfaction can be assessed by comparing 

customers’ pre-purchase expectations with their post-

purchase experiences [131]. Therefore, customer 

satisfaction is considered a determinant of loyalty [131-

132], as satisfaction with a service/product may result in 

customers’ continued interest and intention to 

repurchase that service/product [133]. Previous studies 

on the logistics industry [26-28] Confirmed satisfaction 

leads to customer loyalty. Based on these studies, we 

hypothesized that  

H13: 3PL customer satisfaction positively impacts 

3PL customer loyalty. 

Customer loyalty is an outcome of perceived risk [25, 

82]. An increase in perceived risk can lead to reduced 

purchasing behavior [134] A reduction in perceived risk 

leads to an increase in purchasing behavior [82]. This is 

because perceived risk reflects uncertainty about various 

issues, such as the service quality that a supplier offers 

and the price paid by the customer. This may deter 

customers from purchasing such services. Perceived risk 

is an important issue in logistics because customers have 

many concerns that are expected to influence their 

purchasing decisions. The logistics provider must 

eliminate or reduce these concerns to secure customer 

repurchases. As suggested in [25], companies that can 

reduce the level of perceived risk compared with rival 
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companies may be more likely to be chosen by 

customers seeking a particular service or product. This 

may facilitate the opportunity to create loyal customers. 

According to [25], perceived risk is negatively 

correlated with customer loyalty. Therefore, we 

hypothesized that 

H14: Higher perceived risk by 3PL customers leads 

to decreased 3PL customer loyalty. 

Customer loyalty is related to a buyer’s future 

repurchasing [135]. In business markets, suppliers must 

prioritize establishing long-term cooperative customer 

relationships to create loyal customers [136]. This 

increases the likelihood of future purchases and positive 

word-of-mouth, which significantly contribute to a 

company’s profitability [137]. Trust helps partnering 

companies (i.e., sellers and buyers) engage in productive 

activities. This can be achieved by sharing knowledge 

and information and making partnering companies 

committed to joint efforts so that they can better 

coordinate their ways of working. In addition, trusting 

partners can rely on valuable knowledge that facilitates 

the exchange process. Therefore, they can effectively 

address daily problems, which positively reflects the 

relationship value [138]. Prior studies suggested that 

trusting partners experience lower transaction costs 

because each partner expended less time and effort and 

used fewer resources to monitor performance, address 

problems, and implement agreements [77, 139]. This 

means that each partner anticipates that their outcomes 

will increase, and the buyer will remain loyal to the 

relationship [78]. It was also revealed that trust enhances 

loyalty [78]. Therefore, we propose the following 

hypothesis. 

H15: 3PL customer trust is positively related to 3PL 

customer loyalty. 

In B2B settings, referent power enhances 

cooperation [69,140], coordination [69], and satisfaction 

[141-143]. One study revealed positive correlations 

between referent power exercised by 3PL providers with 

3PL customers’ trust, instrumental commitment, and 

normative commitment [5]. In the seller-buyer 

relationship, referent power results from reputation, and 

a partner’s compliance with this type of relationship 

depends on the strength of the other partner’s image 

[69]. This helps create a good perception among 

customers and therefore influences the decision-

purchase process, in which loyalty to a specific seller is 

created [144]. Referent power leads to trust, 

commitment, compliance, and loyalty [24]. Therefore, 

we hypothesized that 

H16: Referent power 3PL providers exercised with 

3PL customers have a positive relationship with loyalty. 

4. Conceptual Framework

 

Figure 1. Conceptual framework (Developed by the authors) 

The conceptual framework adopted for this study is 

shown in Figure 1. This model was developed following 

a review of relevant literature and outlines the 

antecedents of reputation leading to loyalty in the 3PL 

context. The antecedents of a firm’s reputation are 

service quality [57], time or relationship duration [12, 

37], and competence [37, 49]. A logistics service 

provider can build long-term relationships with 

Relationship duration 
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Satisfaction 

Referent power 
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customers through meeting customers’ expectations in 

terms of service quality [107]. There is a positive 

correlation between service quality and customer 

retention in the logistics services industry [63], as 

customer retention reflects customers’ readiness to 

develop long-term relationships with suppliers [63, 

105]. This highlights the strong relationship between 

service quality and relationship duration. Morsy 

suggested that a supplier’s capability is a major reason 

for a long seller-buyer relationship, and that a supplier’s 

capability strengthens the relationship between the two 

parties [67]. Therefore, the supplier’s competence is 

significantly linked to relationship duration. In the 

outsourcing context, the supplier’s competence also 

affects perceived service quality, and a competent 

supplier facilitates the buyer’s outsourcing intention 

[17]; this demonstrates the link between a supplier’s 

competence and service quality.  

The key consequences of a firm’s reputation are 

customer satisfaction, customer loyalty [20, 21], trust 

[19], perceived risk [71], and referent power [37], 

particularly in seller-buyer relationships in a B2B setting 

[23, 69]. A company’s reputation is strongly related to 

customer loyalty [20-21]. There is also a correlation 

between service quality and customer satisfaction in the 

logistics industry [15,16], and referent power leads to 

loyalty [24]. In business relationships, trust is also 

considered a prerequisite for developing customer 

loyalty [78]. Customer loyalty is an outcome of 

perceived risk [25, 82], and customer satisfaction is 

among the key determinants of customer loyalty [20, 

25]. 

5. Methodology
5.1. Study Population

The survey instrument used in this study was 

designed based on a literature review. The items for each 

construct or variable were adopted/adapted from 

previous studies on 3PL, outsourcing research or seller-

buyer relationships in the B2B setting. Before 

disseminating the survey instrument, the content validity 

was examined to ensure that all items were suitable for 

the given topic. In addition, the instrument was reviewed 

by academics specializing in supply chain, logistics, and 

survey methodology. Discussions with relevant 3PL 

experts and managers were also held. After this initial 

review, the survey was piloted on 20 companies that 

were not included in the final sample. After feedback 

was received from these key respondents, some items 

were reworded to be more appropriate for the topic and 

ensure they could be easily understood by the target 

respondents.  

Paper-based surveys were then sent to potential 

respondents’ postal addresses (i.e., 3PL customers) that 

were randomly selected from an electronic database 

(Amadeus; http://amadeus.bvdep.com/ip). The survey 

package included a cover letter explaining the study, 

along with a stamped self-addressed envelope to 

facilitate the return of completed surveys. In total, we 

sent 1000 surveys to UK companies across various 

sectors. The survey targeted logistics managers because 

they were considered the most likely to be able to answer 

the questions for each construct. Overall, 342 responses 

were received. Eleven surveys were discarded because 

of unusable responses or the respondent’s company did 

not qualify as a 3PL customer. The remaining completed 

questionnaires (N=331), were included in the analyses. 

Most respondents were from logistics (68%) or 

marketing (27%) departments, and 6% were from other 

departments. As 95% of respondents worked in 

logistics/marketing, the data were considered reliable. 

The highest number of respondents worked in the food 

and beverage industry (71%) and 9% worked in the 

tobacco sector.  

5.2. Measurement of the Constructs 

Responses to all questionnaire items were based on a 

five-point Likert scale (1 = strongly disagree, 5 = 

strongly agree). All items were adopted/adapted from 

previous relevant studies (i.e., 3PL, outsourcing research 

or seller-buyer relationship studies as follows. 

1. Items measuring the reputation construct were

drawn from [145]. This study noted that 3PL providers’ 

reputation lies in their behavior in their relationships 

with 3PL customers, ability to help 3PL customers 

improve their logistics performance, and ability to 

deliver logistics improvements to customers. Therefore, 

we choose these three items to measure reputation. 

2. The items used to evaluate the satisfaction

construct were drawn from [145]. This study noted that 

satisfaction with past outcomes was considered equity in 

the process of exchange between the seller and buyer, 

with this equity expected to provide confidence that both 

parties were concerned with each other’s welfare, and 

neither was expected to exploit the other [145]. 

Therefore, we selected seven items from this study to 

measure satisfaction. 

3. The competence construct is based on the

competencies of 3PL enterprises in terms of the ability 

to coordinate intangible and tangible resources to 

provide service quality, thereby leading customer 

satisfaction to gain a competitive advantage in logistics 

services [100]. This study investigated competencies 

and intangible resources using three items adapted from 

[146] and [147].

4. Referent power was defined as others’ desire to

be identified with or related to a party perceived as 

powerful [80]. We measured this construct using five 

items drawn from [5].  

5. Loyalty refers to a buyer’s willingness to

repurchase from a service provider, holding a positive 

attitude toward that provider, and preferring to only use 

http://amadeus.bvdep.com/ip
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that provider when the service is needed [81]. This 

construct was measured using three items drawn from 

[148].  

6. The service quality has both technical and

functional dimensions. This study included both 

dimensions, which were measured using nine items 

adapted from [149].  

7. Relationship duration, as reflected by the length

of the relationship, was measured using one item 

adapted from [96]. 

8. Perceived risks arising from logistics 

outsourcing include asset and relationship risks [150]. 

Asset risk encompasses various forms of asset damage, 

such as information risk and loss of control. 

Relationship risk includes costs incurred because of 

possible relationship failures from legal, social, cultural, 

and technical causes (e.g., seller’s opportunism and poor 

communication). Therefore, this construct was 

measured using four items adapted from [150] that 

covered asset and relationship risks.  

9. Trust is defined as customers’ perceptions of a

seller’s credibility and benevolence [97]. Credibility 

means that a buyer is convinced that a supplier can 

perform the job effectively because of the supplier’s 

expertise [97]. Benevolence means that when explicit 

commitments are not made by the supplier, the buyer 

assumes that the supplier has good intentions that benefit 

the buyer [97]. This study included both credibility and 

benevolence to measure trust using six items adapted 

from two previous studies [96-97].  

6. Results
Table 1 presents the results of the examination of the

validity and reliability of the survey instrument. Validity 

was assessed using the factor loadings of scale items on 

the constructs. All item loadings were statistically 

significant (5% level). Therefore, there was a strong 

association between the survey items and their 

corresponding constructs, which indicated that the 

constructs were valid. Reliability was examined using 

Cronbach’s alpha and the average variance extracted 

(AVE). AVE values >0.5 and Cronbach’s alpha 

coefficients >0.7 are considered reliable. In our survey, 

most constructs had AVE values below the threshold, 

except for loyalty, perceived power, and trust. However, 

the constructs exhibited satisfactory convergent validity, 

as indicated by the composite reliability, which 

exceeded 0.6 [151]. Moreover, we evaluated the 

discriminant validity by comparing the square root of the 

AVE with the correlations between this particular 

structure and other structures. The square root of the 

diagonal AVE values exceeded the correlation between 

each construct and all other constructs (Table 2), 

providing evidence of adequate discriminant validity. 

Table 1. Validity and reliability of the survey items 

(developed by the authors) 

Table 2. Means, standard deviations, and 

correlation coefficients of survey constructs 

(developed by the authors) 

We used structural equation modeling to examine the 

research hypotheses. The proposed model demonstrated 

a good fit (root mean square error of approximation =
0.014, 𝑝 > 0.05;  comparative fit index =
0.989;   Tucker − Lewis index = 0.989; standardized 

root mean square residual = 0.045). Table 3 shows that 

service quality (𝜃 = 0.420, 𝑝 < 0.0001), competence

(𝜃 = 0.234, 𝑝 = 0.004), and relationship duration

(𝜃 = 0.058, 𝑝 < 0.0001) positively impacted 3PL

providers’ reputation. The estimated coefficients suggest 

that service quality is the most significant for reputation, 

followed by competence and relationship duration. 

Furthermore, competence has a significant positive 

impact on service quality (𝜃 = 0.279, 𝑝 < 0.0001).

Relationship duration showed significant positive 

relationships with service quality (𝜃 = 1.338, 𝑝 =

0.001) and competence (𝜃 = 1.639, 𝑝 < 0.0001).

Satisfaction was significantly positively associated with 

reputation (𝜃 = 0.304, 𝑝 < 0.0001) and service

Table 1. Validity and reliability of the survey items

Latent 

construct 

Measurement 

item 
Loadings 

Average 

variance 

extracted  

Composite 

reliability  

Cronbach’s alpha 

coefficient  

Reputation RE1 0.712* 0.481 0.735 0.731 

RE2 0.628* 

RE3 0.736* 

Satisfaction SA1 0.656* 0.453 0.850 0.848 

SA2 0.614* 

SA3 0.823* 

SA4 0.677* 

SA5 0.776* 

SA6 0.533* 

SA7 0.584* 

Competence CO1 0.558* 0.421 0.660 0.621 

CO2 0.383* 

CO3 0.897* 

Referent power RP1 0.565* 0.418 0.777 0.773 

RP2 0.669* 

RP3 0.831* 

RP4 0.538* 

RP5 0.585* 

Loyalty LO1 0.853* 0.601 0.817 0.811 

LO2 0.665* 

LO3 0.795* 

Service quality SQ1 0.551* 0.388 0.845 0.839 

SQ2 0.768* 

SQ3 0.799* 

SQ4 0.772* 

SQ5 0.643* 

SQ6 0.508* 

SQ7 0.543* 

SQ8 0.425* 

SQ9 0.463* 

Perceived risk PR1 0.585* 0.505 0.800 0.794 

PR2 0.799* 

PR3 0.798* 

PR4 0.634* 

Trust TR1 0.740* 0.508 0.860 0.858 

TR2 0.682* 

TR3 0.805* 

TR4 0.704* 

TR5 0.723* 

TR6 0.607* 

   *Significant at a 5% level. 

Table 2. Means, standard deviations and correlation coefficients oof survey constructs 

(Diagonal: square root of the average variance extracted) 
Latent 

construct  

Mea

n 

Standard 

deviation 
1 2 3 4 5 6 7 8 

1. Reputation 2.897 0.721 0.694 

2. Satisfaction 2.858 0.651 0.376 0.673 

3. Competence 2.987 0.715 0.314 0.169 0.649 

4. Referent 

power 
2.915 0.705 0.179 0.016 −0.024 0.646 

5. Loyalty 2.724 0.722 0.456 0.322 0.168 0.193 0.775 

6. Service 

quality 
3.079 0.605 0.397 0.436 0.243 0.046 0.294 0.623 

7. Perceived

risk 
2.902 0.649 −0.344 −0.202 −0.080 −0.095 −0.347 −0.171 0.711 

8. Trust 2.979 0.680 0.387 0.147 0.118 0.076 0.357 0.156 −0.219 0.713 
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quality (𝜃 = 0.464, 𝑝 < 0.0001). Reputation was

negatively associated with perceived risk (𝜃 = −0.352,
𝑝 < 0.0001) but positive associations with trust (𝜃 =
0.482, 𝑝 < 0.0001) and referent power (𝜃 = 0.205,
𝑝 = 0.002). Loyalty was positively associated with 

reputation (𝜃 = 0.309, 𝑝 = 0.003), satisfaction (𝜃 =
0.201, 𝑝 = 0.006), referent power (𝜃 = 0.151, 𝑝 =
0.028) and trust (𝜃 = 0.230, 𝑝 = 0.002), but

negatively associated with perceived risk (𝜃 = −0.287,
𝑝 = 0.004). 

The determination coefficient (𝑅2) was examined to

evaluate the adequacy of the fit of the proposed 

structural model. The highest 𝑅2 value was observed for

loyalty (0.437), which suggests that 43.7% of the 

variability in loyalty can be attributed to the proposed 

model. However, referent power had the lowest 𝑅2 value

(0.047), indicating that only 4.7% of the variability in 

referent power was accounted for by the proposed 

model. 

Table 3. Path coefficient results (developed by the 

authors) 

Figure 2. Diagram of path coefficient estimates in 

structural model (developed by the authors) 

7. Discussion
This study clarified the impact of the antecedents of

reputation (i.e., service quality, competence and 

relationship duration) on reputation as an independent 

construct. We also examined the effects of reputation on 

the consequences of reputation (i.e., trust, perceived 

power, referent power, customer satisfaction and 

customer loyalty) that lead to customer loyalty in the 

3PL industry in the UK. As expected, service quality 

was positively correlated with reputation, which is 

consistent with previous findings [20, 59, 86]. Service 

quality is among the key determinants of a company’s 

reputation [20], which may explain this result. Service 

quality is the most important factor in customers’ 

purchasing decisions and shapes their attitudes toward a 

company [59]. This suggests that a service provider’s 

reputation is negatively impacted if they are unable to 

offer a service quality that meets their customers’ 

expectations. The present analysis confirmed that 

service quality was the most important construct 

affecting reputation [152]. This study noted that 

reputation can be gained when a supplier has proven 

service performance, which increases a company’s 

profitability. 

Our analysis showed that competence was the second 

most important construct affecting reputation, which is 

consistent with previous findings [13]. This result may 

be attributable to the fact that intangible resources, such 

as expertise and competent employees, contribute to a 

company’s reputation, particularly in the service market 

where communication between a company’s employees 

Table 3. Path coefficient results 

Causal relationship Estimate SE z-value p-value

Impact of service quality, competence and relationship duration on reputation 

Service quality → Reputation 0.420 0.094 4.455 <0.001 

Competency → Reputation 0.234 0.082 2.845 0.004 

Relationship duration → Reputation 0.058 0.013 4.471 <0.001 

Impact of competence on service quality 

Competency → Service quality 0.279 0.064 4.334 <0.001 

Impact of service quality and competence on relationship duration 

Service quality → Relationship duration 1.338 0.397 3.374 0.001 

Competency → Relationship duration 1.639 0.367 4.469 <0.001 

Impact of reputation and service quality on satisfaction 

Reputation → Satisfaction 0.304 0.073 4.144 <0.001 

Service quality → Satisfaction 0.464 0.100 4.656 <0.001 

Impact of reputation on perceived risk 

Reputation → Perceived risk −0.352 0.059 −5.971 <0.001 

Impact of reputation on trust 

Reputation → Trust 0.482 0.071 6.764 <0.001 

Impact of reputation on referent power 

Reputation → Referent power 0.205 0.067 3.073 0.002 

Impact of reputation, satisfaction, perceived risk, trust and referent power on loyalty 

Reputation → Loyalty 0.309 0.102 3.014 0.003 

Satisfaction → Loyalty 0.201 0.073 2.742 0.006 

Perceived risk → Loyalty −0.287 0.101 −2.849 0.004 

Referent power → Loyalty 0.151 0.068 2.201 0.028 

Trust → Loyalty 0.230 0.073 3.134 0.002 

Coefficient of determination (R2) 

Relationship duration 0.182 

Reputation 0.367 

Satisfaction 0.322 

Referent power 0.047 

Loyalty 0.437 

Service quality 0.111 

Perceived risk 0.222 

Trust 0.235 



Journal of Hunan University (Natural Sciences）  Vol. 52 No. 1, January 2025 

Page | 145 

and its customers is important. The resource-based view 

suggests that a corporate reputation can be classified as 

an intangible asset that can be built through employees 

[153]. Therefore, competence plays a major role in 

building a company’s reputation [49, 50]. 

The third most important antecedent in building a 

company’s reputation is relationship duration. As 

expected, the length of the 3PL provider-customer 

relationship contributed to the 3PL providers’ 

reputation. This is because the relationship duration 

reflects the experience gained by the seller and buyer 

through their interactions, including developed norms, 

behavior, and assets invested in the relationship[154]. 

The seller and buyer become familiar with each other 

over time as a result of mutual understanding between 

them. This may also lead to mutual planning because 

each party understands the other party’s needs; 

therefore, relationship duration contributes to the 

supplier’s reputation.  

As anticipated, competence was positively related to 

service quality, which is consistent with previous studies 

[17, 61]. If a supplier is not sufficiently competent, both 

the quality of service the buyer receives and their 

performance are likely to be affected [155-156]. In the 

outsourcing context, service quality is influenced by the 

supplier’s competence [17], and quality improvements 

show that the supplier is eager to invest and allocate 

resources (e.g., equipment and human resources) to 

increase their competence and skills to meet their 

customers’ requirements. This increases the service 

quality [17]. Therefore, as the supplier’s competence 

contributes to service quality, the outcome of 

competence is service quality. This demonstrates the 

importance of intangible assets in offering and 

improving service quality in the outsourcing context.   

The results indicate that there were significant 

positive correlations between service quality and 

relationship duration and between competence and 

relationship duration. A reason for the positive 

relationship between service quality and relationship 

duration is that service quality plays a major role in 

establishing long-term seller-buyer relationships [64]. 

High-quality service has a direct effect on customers’ 

behavioral intentions, including recommending the 

service to other customers [157]. Therefore, if a seller 

can offer a service quality that meets their customers’ 

expectations, customers are encouraged to remain in the 

relationship with that supplier. This means that service 

quality helps maintain the relationship and sustain it 

over a long period. Our finding of a positive relationship 

between competence and relationship duration was 

consistent with [67]. In the B2B context, when one party 

has expertise (i.e., competence), the other party is likely 

to remain with that competent supplier. Therefore, 

working closely with a competent supplier increases the 

value of the relationship, which becomes important to 

the other party [158]. Subsequently, the supplier’s 

competence motivates the customer to stay in the 

relationship for longer. Furthermore, in the service 

industry, if a supplier develops the competencies 

required to meet the demands set by customers, it will 

eventually be treated as a benchmark by customers [79]. 

In such cases, customers are willing to continue the 

relationship because of the supplier’s perceived 

professionalism. 

Our results also revealed a positive correlation 

between service quality and customer satisfaction, 

which is consistent with previous studies [15-16]. It has 

also confirmed a relationship between service quality 

and customer satisfaction [159]. A reason for this 

relationship is that customers are satisfied when they 

perceive that the service received exceeds their 

expectations. This may increase the customer’s 

likelihood of continuing with that provider, and the 

customer may hold a positive attitude toward the 

provider [160].  

The positive correlation observed between reputation 

and referent power may be because reputation generates 

power that makes things easier; a better reputation 

brings more power [161], and others like to be identified 

with reputable individuals [37]. The fact that reputable 

companies and suppliers are influential and that other 

companies and customers like to be identified with such 

companies may explain the positive relationship 

between reputation and referent power. In other words, 

a reputable company or supplier can exert referent 

power over other companies and customers; the source 

of referent power is reputation, and referent power is a 

consequence of reputation. This explains why many 

global companies pay large amounts of money to 

celebrities who are perceived as influential. The 

celebrity can exert referent power over her 

fans/followers and the company’s customers and 

influence them to buy a product or service. This is also 

the case for seller-buyer relationships in the B2B 

context. 

We observed a positive relationship between 

reputation and trust, which is consistent with the results 

reported by [19]. A reputable company is seen as 

trustworthy, and its past proven performance will further 

enhance customers’ trust. Reputation and customer 

satisfaction were also positively correlated, which is 

consistent with previous studies [20-21]. An explanation 

for this finding may be that a poor reputation may affect 

customers’ perceptions of their experiences with a 

company and its products or services. Therefore, 

customers may reconsider their perceptions, resulting in 

a negative impact on customer satisfaction. The opposite 

is also true, as a good company reputation tends to 

enhance customers’ experiences, meaning that they are 

satisfied with the services received [162].  
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There was a clear negative relationship between 

reputation and perceived risk, which is consistent with 

[71]. A company with a good reputation shapes 

customer outcomes in terms of perceived risk [71]. This 

means that customers have confidence that a reputable 

company is committed and eager to preserve its 

reputation and satisfy their requirements and 

expectations. In turn, this reduces the risk perceived by 

customers.  

Our results indicate that a company’s reputation is 

positively correlated with customer loyalty. This result 

is consistent with those of previous studies [20-21]. A 

reason for this relationship is that customers use a 

company’s reputation to gain the perception of that 

company. If the purchase process is expensive or 

involves high risk, customers prefer to buy from a 

reputable company rather than a company with a poor 

reputation [163]. Customers also use a company’s 

reputation to indicate the service quality offered by the 

company. Good service quality results in customer 

satisfaction and loyalty, which means that reputation is 

important for companies in the service industry because 

it helps customers evaluate the quality of the service 

provided [164]. 

The results showed there was a positive correlation 

between customer satisfaction and customer loyalty, 

which was consistent with previous findings [26–28]. 

There is consensus in the literature that customer 

satisfaction is among the determinants of customer 

loyalty [20] because satisfaction is considered a stimulus 

that customers seek to repeatedly achieve, thereby 

resulting in customer loyalty [162]. In addition, a 

company’s reputation contributes to an aggregation 

process that uses information customers use to build 

their perceptions of that company [165]. Therefore, a 

company with a good reputation can expect to attract 

loyal customers based on information related to the 

company’s reputation.  

Our analysis indicated that a higher level of trust is 

associated with a higher level of customer loyalty, which 

is consistent with the results reported by [78]. Customers 

who have confidence in a reputable service provider will 

keep their promises and obligations are encouraged to 

make the intention to repeatedly repurchase. 

Furthermore, referent power is positively correlated 

with loyalty. A better reputation brings more power 

[161], and a reputable company can exert referent power 

over its customers. Customers generally like to work 

closely with a reputable company because that company 

is well-known as a leading company in the industry. 

Therefore, customers are attracted to that company and 

are likely to be willing to repurchase from it over the 

long term. They may also prefer to deal with the 

company only when they need the service. 

We observed a negative relationship between 

perceived risk and customer loyalty, which is consistent 

with previous studies [25, 161]. An increase in perceived 

risk leads to reduced purchasing behavior [134], 

whereas a reduction in perceived risk leads to increased 

purchasing behavior [82]. This means that higher 

perceived risk discourages customers from purchasing 

from a particular service provider, whereas customers 

are willing to be loyal to a provider that has limited or 

eliminated perceived risks. 

8. Summary and Conclusions
To the best of our knowledge, this study is the first to

focus on the antecedents of reputation leading to 

customer loyalty in the 3PL industry. We examined 

service quality, competence, and relationship duration as 

the major antecedents that lead to gaining reputation and 

tested relationships among these constructs (i.e., 

between service quality and relationship duration, 

between competence and relationship duration and 

between competence and service quality). This study 

conducted an in-depth analysis of the role of these 

relationships on reputation in outsourcing relationships 

and examined the impact of reputation on its 

consequences (i.e., trust, perceived power, referent 

power, customer satisfaction and customer loyalty). 

Finally, we explored the impact of reputation on 

customer loyalty. Importantly, this study investigated 

novel points in the 3PL context, such as relationship 

duration and perceived risk. 

Managers working in 3PL providers and 

transportation companies are required to pay attention to 

the issue of reputation. This is because reputation has the 

potential to enhance the quality of outsourcing 

relationships between 3PL customers and 3PL 

providers, including promoting trust and reducing 

perceived risk. Furthermore, this is expected to improve 

the performance of both 3PL customers and providers 

by focusing on customer satisfaction and loyalty (i.e., 

profitability). Moreover, providers in the 3PL industry 

can build their reputations by focusing on the three main 

antecedents of a good reputation. Attention should first 

be directed at service quality, which is the most 

important antecedent affecting customer reputation 

based on our findings. This can be achieved by 

allocating more assets to improve service quality in 

response to the emerging needs of 3PL customers. 

Therefore, improving logistics services is an important 

issue. In the 3PL industry, competence is the second 

most important construct in shaping reputation, and 3PL 

providers may need to invest in expertise to enhance 

their competence. Coaching and training for employees 

can also be considered. Coordination between HR and 

operations departments is also needed to recruit 

competent employees who can contribute to the 3PL 

provider’s reputation. The third antecedent of reputation 

is relationship duration, which is influenced by service 

quality and competence. If a 3PL provider has been 
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proven to be successful in terms of service quality and 

competence, well-established 3PL provider-customer 

relationships can be built in a shorter time. In this way, 

reputation can be enhanced quickly. If a 3PL provider 

achieves success in service quality and competence, they 

will experience encouraging results, such as improved 

performance and profitability. This study showed that 

the consequences of reputation include enhancing the 

seller-buyer relationship in terms of trust, perceived risk, 

and referent power. Trust among 3PL customers will be 

supported in this exchange process. Furthermore, 

perceived risk will be eliminated, which will encourage 

3PL customers to make purchasing decisions. In 

addition, a 3PL provider will be perceived as impactful 

for 3PL customers because it will become a leading 

logistics company.  

The research perspective of this work is the factors 

that need to be addressed in securing, developing, and 

retaining mutually beneficial relationships and 

outcomes of all the stakeholders in an outsourced 3PL 

arrangement. The work used a survey methodology with 

questionnaires targeted at people within a wide range of 

industries and organizations who face and experience 

arranging and working with 3PL service providers, i.e., 

3PL customers. Hence, this study is very applicable to 

the conclusions derived from the opinions of first-hand 

users of 3PL services. The 3PL provider reputation is a 

key criterion for 3PL provider selection and retention. 

However, reputation as a concept is an all-embracing 

generic concept made up of several anticipant factors, 

which are discussed in detail in this paper. Using these 

anticipant factors as a checklist or playbook, commercial 

users of services have a higher probability of securing a 

satisfactory outsourcing relationship. The end customer 

of the user organization is also likely to experience more 

satisfactory service. The 3PL provider may take heed of 

these recommendations to provide a better service 

offering and reduce the perceived risk in acquiring, 

securing, and retaining future outsourcing business. 

Studies on relationship duration and competence are 

lacking in B2B settings. Therefore, further research 

should focus on competence and relationship duration in 

the 3PL context while also considering other 

antecedents. More research on the effect of price on 

customer satisfaction and the impact of personal 

relationships on customer loyalty is needed to clarify the 

3PL industry. 
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Appendix A 
Table 4. The survey instruments (developed by the 

authors) 

Disclaimer/Publisher’s Note: 
The statements, opinions and data contained in all 
publications are solely those of the individual author(s) 
and contributor(s) and not of Journal of Hunan 
University (Natural Sciences) and/or the editor(s). 
Journal of Hunan University (Natural Sciences) and/or 
the editor(s) disclaim responsibility for any injury to 

Construct Item Description 

Reputation RE1 This third party has a reputation for fairness in dealing with its customers.   
RE2 This third party has a reputation for being concerned about its customers.  

RE3  This third party is viewed by other companies as only looking out for itself (Reverse 

scored) 

Satisfaction SA1 Pleased-displeased (reversed score)  
SA2 Useful-not useful (reversed score) 

SA3 Ineffective-effective 

SA4 Dissatisfied-satisfied 

SA5 Outstanding-poor (reversed score) 

SA6 Bad value-good value 

SA7 Comfortable-uncomfortable (reversed score) 

Competence CO1 Our 3PL provider is capable of providing us with logistics expertise in many 

industries. 

CO2 Our 3PL provider can provide us with innovative supply chain solutions. 

CO3 Our 3PL provider can provide us with global distribution coverage.  

Referent power RP1 We admire the way our 3PL provider runs their business, so we try to follow their 

lead 

RP2 We generally wanted to operate our dealership very similar to the way we thought our 

3PL provider would 

RP3 We went along with the 3PL provider's request because we wanted to earn the respect 

of our 3PL provider's personnel  

RP4 Our dealership did what our 3PL provider wanted because we have similar feelings 

about the way a business should be run 

RP5 Because our dealership is proud to be affiliated with our 3PL provider, we often did 

what they asked.  

Loyalty LO1 With high probability, we will continue the relationship with our present logistics 

service provider as long as possible. 

LO2 With a high probability, we will outsource more activities to our main logistics 

service provider in the coming years. 

LO3 We are likely to recommend our main logistics service provider to our business 

partners. 

Service quality SQ1 The information communicated by the 3PL is adequate.  
SQ2 Requisition procedures are easy to use. 

SQ3 Difficulties never occur due to maximum quantities. 

SQ4 Deliveries arrive on the dates promised. 

SQ5 Shipments rarely contain an incorrect quantity. 

SQ6 Substituted items sent by 3PL work fine. 

SQ7 Material received from 3PL is undamaged. 

SQ8 Correction of delivered quantity discrepancies is satisfactory. 

SQ9 The designated 3PL contact person makes an effort to understand my situation. 

Perceived risk PR1 Working with this 3PL provider causes Loss resulting from unavailable, incomplete, 

inaccurate, inconsistent, and unsecured business information through outsourcing. 

PR2 This 3PL provider withholds or distorts information to technically misinterpret the 

contract or to use dependence on our company for price increases. 

PR3 This 3PL provider legally breaks (terminates or amends) the contract, leading to 

dispute and litigation expenses. 

PR4 Working with this 3PL provider causes a Loss of management control over logistics 

activities or a lack of orderly process for their separation. 

Trust TR1 The 3PL provider keeps the promises it makes to our company. 

TR2 This 3PL provider is reliable.  

TR3 If problems arise, this 3PL provider is honest about the problems. 

TR4 This 3PL provider is genuinely concerned that our company achieves its goals.  

TR5 When making important decisions, this 3PL provider considers our welfare before its 

own. 

TR6 This 3PL provider considers our interests when problems arise. 

Relationship 

Duration 

RD The length of relationship between our company and our 3PL provider is --------years 

& ---------months 
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people or property resulting from any ideas, methods, 
instructions or products referred to in the content. 




