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ABSTRACT
	
This study examines the impact of sustainability practices on customer engagement at DHL Express Singapore, focusing on warehouse & transportation activities, eco-friendly packaging, digital engagement, community & awareness campaigns and transparency & reporting. A quantitative research method is employed. Primary data are collected from 384 customers of DHL Express Singapore by using convenience sampling method. Secondary data are gathered from documents of DHL Express Singapore. Reliability test, descriptive statistics and regression analysis are used to evaluate the relationship between sustainability practices and engagement outcomes. Findings reveal that warehouse & transportation activities, digital engagement, community & awareness campaigns and transparency & reporting have positive and significant effect on customer engagement. However, eco-friendly packaging is not significant with customer engagement. Among the sustainability practices, transparency & reporting acts the most influencing practice on organizational performance. This study suggests that DHL Express Singapore should expand electric vehicle deployment, strengthen eco‑friendly packaging initiatives, optimize warehouse layouts, enhance digital platforms, and reinforce transparency and community partnerships. Overall, the study highlights sustainability as a strategic lever for competitive advantage in logistics.
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CHAPTER I
INTRODUCTION
	
The global logistics industry has become one of the most critical pillars of international trade and commerce. With the rise of globalization, cross-border e-commerce, and complex supply chains, logistics companies are tasked with ensuring the seamless movement of goods across continents. The industry is characterized by intense competition, technological innovation, and increasing customer expectations for speed, reliability, and transparency. Major players such as DHL, FedEx, UPS, and regional logistics providers operate in a dynamic environment where efficiency and adaptability are paramount.
As businesses expand globally, logistics providers are no longer seen merely as service facilitators but as strategic partners that enable companies to reach new markets and sustain growth. This transformation has elevated the importance of logistics firms in shaping customer experiences and influencing brand loyalty worldwide. Sustainability has become a defining principle in contemporary business strategy, particularly in industries with significant environmental footprints such as logistics (Nicoletti & Appolloni, 2024). The concept of sustainability encompasses environmental stewardship, economic viability, and social responsibility, often referred to as the “triple bottom line” of people, planet, and profit. Sustainable logistics involves designing and managing supply chains to minimize environmental impact while maintaining efficiency and profitability. This shift is driven by regulatory frameworks, consumer demand for eco-friendly practices, and corporate responsibility initiatives. As sustainability becomes a mainstream expectation, logistics companies are embedding it into their core operations to remain competitive and relevant.
Sustainability practices in logistics are diverse and increasingly sophisticated. Common initiatives include the adoption of electric and alternative fuel vehicles, route optimization to reduce emissions, and the use of recyclable or biodegradable packaging materials. DHL, for instance, promotes its “Go-Green Plus” program, offering carbon-neutral shipping options and investing in renewable energy solutions. These practices are not only environmentally beneficial but also enhance brand reputation and customer trust, positioning sustainability as both a moral obligation and a strategic advantage. 
Customer engagement has become a vital metric for success in the logistics industry, reflecting the depth of relationships between service providers and their clients. 
Engagement goes beyond transactional interactions to encompass trust, loyalty, advocacy, and emotional connection. In the context of logistics, customer engagement is shaped by factors such as service reliability, transparency in tracking, responsiveness to inquiries, and alignment with customer values. Sustainability has emerged as a powerful driver of engagement, as customers increasingly prefer to associate with companies that demonstrate environmental responsibility (Theocharis & Tsekouropoulos, 2025). Businesses that offer carbon-neutral shipping options or highlight their green initiatives often experience stronger customer loyalty and positive brand perception. 
[bookmark: _Toc203910325]DHL Express, as a global leader in logistics, has positioned sustainability at the core of its operations. In Singapore, a strategic hub for international trade and logistics, DHL Express has implemented a range of sustainability initiatives to align with both global standards and local expectations. These include investments in electric delivery vehicles, energy-efficient facilities, and eco-friendly packaging solutions. Singapore’s role as a gateway to Asia makes it a critical location for DHL’s sustainability strategy, as the city-state emphasizes green growth and sustainable development in its national policies. DHL Express Singapore’s commitment to sustainability not only reflects corporate responsibility but also serves as a means of engaging customers who are increasingly conscious of environmental issues. By integrating sustainability into its service offerings, DHL Express Singapore aims to strengthen customer relationships, enhance brand loyalty, and maintain its competitive edge in the logistics industry.

1.1 	Background of the Study
 	The concept of sustainability has evolved into a strategic imperative across industries, particularly in logistics, where environmental impact is significant. Modern sustainability frameworks emphasize the “triple bottom line” approach balancing economic, environmental, and social dimensions to achieve long-term viability. This theoretical perspective underscores that sustainability is not merely a compliance requirement but a transformative force that reshapes business models, enhances resilience, and aligns corporate practices with global climate goals.
Sustainable marketing integrates environmental and social responsibility into brand strategy, positioning products and services around a clear purpose that resonates with stakeholders (Terchilă, 2024). Rather than competing solely on functional attributes, sustainable brands differentiate themselves by aligning their mission with the values of consumers and related groups. This approach ensures that sustainability is not treated as an isolated initiative but embedded within the overall business strategy, reflected consistently in marketing communications and customer interactions. By defining a purpose, orienting to customer values, and aligning sustainability with corporate objectives, brands gain a competitive edge among audiences who actively seek partnerships with organizations that reflect their ethical and environmental priorities (Albrecht, 2023).
Sustainability practices in logistics emphasize the integration of environmentally friendly processes across the supply chain. Recent studies propose frameworks for implementing green logistics practices, including eco-friendly packaging, route optimization, and renewable energy adoption, as strategic levers for competitive advantage (Tetteh et al., 2025). Theories of circular economy also inform logistics sustainability, advocating for resource efficiency, waste reduction, and closed-loop systems that minimize environmental impact (Nautwima & Asa, 2024). These practices are not only environmentally beneficial but also enhance operational efficiency and customer trust, positioning sustainability as a driver of both ecological and economic performance.
Customer engagement in the logistics industry is increasingly analyzed through the lens of Customer Relationship Management (CRM) and Service-Dominant Logic (SDL) theories (Stead et al., 2025). CRM emphasizes the importance of building long-term relationships through personalized services, responsiveness, and transparency, while SDL highlights the co-creation of value between firms and customers. This shift underscores that engagement is not limited to operational efficiency but extends to emotional connection and shared values. Sustainability initiatives, such as offering carbon-neutral shipping or eco-friendly packaging, have been shown to enhance customer loyalty and advocacy by aligning corporate practices with customer expectations. In a highly competitive industry where service offerings are often commoditized, sustainability-driven engagement provides a unique differentiator that strengthens trust and long-term relationships.
DHL, originally named after its founders Adrian Dalsey, Larry Hillblom, and Robert Lynn, is a multinational logistics company established in San Francisco, California, in 1969. Although founded in the United States, the company is now headquartered in Bonn, Germany. DHL provides courier, parcel delivery, and express mail services, handling more than 1.7 billion parcels annually. As a subsidiary of DHL Group, its express division DHL Express has become one of the leading providers of parcel services in Europe. In addition, DHL operates a dedicated parcel service for the German consumer market in collaboration with Deutsche Post.
Initially, DHL focused on offshore and intercontinental deliveries, but the growing success of FedEx prompted the company to expand into domestic U.S. operations in 1983. Deutsche Post began acquiring shares in DHL in 1998, achieving majority control in 2001 and completing full ownership by December 2002. Following this acquisition, DHL was integrated into Deutsche Post’s Express division, and its brand was extended across other business units, including DHL Global Forwarding and DHL Supply Chain. A significant milestone in its U.S. expansion was the acquisition of Airborne Express in 2003, which strengthened DHL’s presence in the American market.
DHL Express Singapore, established in 1972 as the nation’s pioneering door-to-door international courier service, has evolved from modest operations—initially sorting documents in a petrol kiosk carpark—into a dominant market leader. Today, the company commands over 50 percent of Singapore’s international air express market share. Its strategic significance is underscored by the operation of the South Asia Hub at Changi Airport, a critical node in global express logistics. The organization employs more than 1,000 personnel, manages four service centers, and leverages a network of over 140 retail outlet partners to facilitate its extensive service coverage. 
DHL Express Singapore, a division of DHL Group, plays a pivotal role in the company’s global network, operating four service centers, one regional hub, and a fleet of more than 330 vehicles. The company has embedded sustainability into its operations through initiatives such as the Go-Green Plus program, carbon-neutral shipping options, and investments in electric vehicles and energy-efficient facilities. As of 2023, DHL Group reported a reduction of 1.3 million tons of greenhouse gas emissions, with a long-term goal of achieving net-zero gas emissions by 2050 (DHL Express Singapore, 2025). These initiatives align with Singapore’s national sustainability agenda and position DHL Express Singapore as a leader in green logistics. By integrating sustainability into its service offerings, DHL Express Singapore not only fulfills corporate responsibility but also enhances customer engagement, appealing to environmentally conscious businesses and individuals.
[bookmark: _Toc203910326]1.2	Problem Statement of the Study
 	Customer engagement has become a critical determinant of success in the logistics industry. Engagement goes beyond transactional interactions to encompass loyalty, trust, and advocacy, which are essential for sustaining long-term business relationships (Islam, 2026). In an era where logistics services are increasingly commoditized, customer engagement serves as a differentiator that enables firms to retain clients and build competitive advantage. For logistics companies, fostering engagement is not only about operational efficiency but also about aligning with customer values and expectations, particularly in areas such as sustainability (Lai et al., 2025).
Sustainable practices are increasingly recognized as essential for the long-term viability of logistics firms. The industry contributes significantly to global carbon emissions, making sustainability a pressing concern for regulators, businesses, and consumers alike. Sustainable practices such as adopting electric vehicles, optimizing delivery routes, and using eco-friendly packaging not only reduce environmental impact but also improve operational efficiency and brand reputation (Havale et al., 2025). Recent studies highlight that sustainability initiatives can enhance customer trust and loyalty, as consumers increasingly prefer to associate with companies that demonstrate environmental responsibility (Waris etal., 2024). Thus, sustainability is not merely a compliance requirement but a strategic lever that influences customer perceptions and engagement.
DHL Express Singapore occupies a strategic position within the global logistics network, serving as a gateway to Asia and a hub for international trade. The company has invested heavily in sustainability initiatives, including the deployment of electric vehicles, energy-efficient facilities, and carbon-neutral shipping options. These efforts align with Singapore’s national sustainability agenda, which emphasizes green growth and environmental responsibility. DHL Express Singapore’s role as a market leader makes it an ideal case study for examining the intersection of sustainability and customer engagement. Its initiatives not only reflect corporate responsibility but also serve as a means of differentiating itself in a highly competitive market.
The integration of sustainability practices and customer engagement is particularly significant for DHL Express Singapore. As customers become more environmentally conscious, their expectations extend beyond service reliability to include alignment with their values. DHL’s sustainability initiatives, such as the Go-Green Plus program, provide opportunities to strengthen customer relationships by demonstrating commitment to environmental responsibility. However, there is limited empirical research on how these practices directly influence customer engagement in the Singaporean context. Understanding this relationship is crucial for DHL Express Singapore to optimize its strategies, enhance customer loyalty, and maintain its competitive edge in the logistics industry.

[bookmark: _Toc203910327]1.3 	Research Objectives
The specific objectives of this study are.
1. To identify the sustainability practices of DHL Express Singapore,
2. To analyse the impact of sustainability practices on customer engagement of DHL Express Singapore and
3. To explore the most influencing sustainability practice on customer engagement of DHL Express Singapore.
[bookmark: _Toc203910328]
1.4 	Research Questions
To achieve the above objectives, this study develops the following research questions.
1. 	What are the sustainability practices of DHL Express Singapore?
2. 	How do the sustainability practices impact on customer engagement of DHL   Express Singapore? 
3. 	Which is the most influencing sustainability practice on customer engagement of DHL Express Singapore?

1.5 	Scope of the Study
	This study focuses exclusively on DHL Express Singapore, positioning the company as a case study to explore the intersection of sustainability practices and customer engagement. The scope is deliberately limited to DHL’s operations within Singapore, excluding other divisions and international branches, in order to provide a concentrated analysis of local strategies and customer perceptions. Both B2B and B2C customers are included, ensuring that the research captures a comprehensive view of how sustainability initiatives resonate across different market segments. The study examines customer perceptions of DHL’s sustainability practices, such as carbon-neutral shipping, electric vehicle deployment, and eco-friendly packaging, and evaluates their influence on engagement, loyalty, and trust. 
Data collection is confined to a three-month period, relying on surveys and interviews with customers to generate insights. This time-bound approach allows for a focused investigation while maintaining feasibility within the research framework. By narrowing the scope to DHL Express Singapore and its customer base, the study ensures depth and relevance, while acknowledging that findings may not be generalizable to other DHL divisions or global operations. The emphasis remains on understanding how sustainability practices drive customer engagement in the Singaporean logistics context.

1.6 	Justification of the Study
	The relevance of this study is multifaceted, extending across academic, industry, and policy domains. At its core, the research addresses a critical gap in understanding how sustainability practices directly influence customer engagement in the logistics sector, with DHL Express Singapore serving as a focal case. In an era where logistics services are increasingly commoditized, companies must differentiate themselves not only through operational efficiency but also by aligning with customer values. 
Sustainability has emerged as one of the most powerful levers for achieving this differentiation. Customers—both B2B and B2C—are no longer passive recipients of services; they actively evaluate providers based on their environmental responsibility and social impact. By linking sustainability practices to customer engagement outcomes, the research provides a framework for logistics firms to understand the strategic value of sustainability beyond compliance, positioning it as a driver of competitive advantage and long-term viability. 
	Academically, the study contributes to the growing body of literature on green supply chain management, service-dominant logic, and customer relationship management, offering empirical evidence that connects theoretical perspectives with practical applications in a real-world logistics context.
From a practical standpoint, the study holds significant relevance for DHL Express Singapore, policymakers, and the broader logistics industry. For DHL, the findings will provide actionable insights into which sustainability practices most strongly influence customer engagement, enabling the company to refine its strategies and allocate resources more effectively. This is particularly important in Singapore, where DHL commands over 50 percent of the international air express market share and operates as a critical hub for global trade. 
	For policymakers and industry stakeholders, the study offers evidence-based insights into how sustainability can enhance competitiveness while supporting broader climate goals. It demonstrates that sustainability is not merely a moral obligation but a strategic necessity that fosters trust, loyalty, and long-term customer relationships. Furthermore, by including both B2B and B2C customers, the research ensures a comprehensive view of engagement dynamics, making its conclusions relevant to diverse stakeholders. 
	Ultimately, the study underscores the importance of embedding sustainability into logistics operations as a means of enhancing brand reputation, customer satisfaction, and resilience in the face of global challenges such as climate change, supply chain volatility, and rising customer expectations. In doing so, it highlights the relevance of sustainability-driven engagement as a cornerstone for the future of logistics, offering lessons that extend beyond DHL Express Singapore to the global industry at large. In summary, this research is relevant not only to academic discourse but also to practical business strategy, national policy objectives, and industry competitiveness.

1.7	Organization of the Study
	This study is structured into five chapters, each designed to build upon the previous one and provide a coherent flow from theoretical foundations to practical insights. Chapter 1, Introduction, presents the background of the research, the statement of the problem, objectives, scope, and significance of the study. It establishes the rationale for examining sustainability practices within DHL Express Singapore and their connection to consumer engagement. 
Chapter 2, Literature Review, offers a comprehensive discussion of relevant theories and prior studies. It begins with the concept of sustainability and then explores sustainability practices, including warehouse and transportation activities, eco-friendly packaging, digital engagement, community and awareness campaigns, and transparency and reporting. The chapter continues with an analysis of consumer engagement, a review of empirical studies, and concludes with the development of a conceptual framework that integrates theoretical perspectives with practical applications, serving as the guiding model for the research.
	Chapter 3, Research Methodology, explains the research design, sampling procedures, data collection methods, and analytical techniques employed to ensure the validity and reliability of the study. 
The Chapter 4 presents the findings and interprets the impact of DHL Express Singapore’s sustainability practices on customer engagement, supported by data-driven insights and comparisons with existing literature. 
Finally, Chapter 5, Conclusion, summarizes the key findings, discusses their implications, and provides recommendations for both academic and managerial audiences. This chapter also highlights the limitations of the study and suggests directions for future research. By organizing the study in this manner, the research moves logically from problem identification to theoretical grounding, empirical investigation, and practical recommendations, ensuring a comprehensive understanding of how sustainability initiatives can enhance consumer engagement in the logistics sector.



CHAPTER II
LITERATURE REVIEW
	
The literature on sustainability and customer engagement reflects a growing recognition that environmental and social responsibility are no longer peripheral concerns but central to organizational success. By integrating sustainability into brand identity and customer interaction strategies, firms can differentiate themselves in competitive markets while fostering long-term relational bonds. This literature review therefore situates sustainability and customer engagement within contemporary theoretical frameworks, providing the foundation for analyzing their intersection in the logistics sector.

2.1	Concept of Sustainability
Sustainability has evolved from a peripheral concern into a central paradigm guiding organizational strategy and global development. At its core, sustainability emphasizes balancing environmental stewardship, social equity, and economic viability the “triple bottom line” to ensure long-term resilience. Recent scholarship stresses that sustainability is not merely about mitigating harm but about transforming systems to achieve regenerative outcomes. Schandl et al. (2025) argued that sustainability transitions require systemic change across governance, technology, and social practices, highlighting that incremental improvements are insufficient to address climate change, inequality, and resource depletion. This perspective underscores sustainability as a dynamic process of transformation rather than a static compliance framework, positioning it as a strategic imperative for organizations navigating complex global challenges. 
Sustainability, traditionally framed through the “triple bottom line” of people, planet, and profit, has evolved into a strategic imperative that influences both operational practices and stakeholder relationships (Jaiyeoba et al., 2025). Scholars emphasize that sustainable practices, ranging from eco-friendly supply chain management to transparent reporting, create value not only by reducing ecological impact but also by strengthening trust and loyalty among customers. Parallel to this, customer engagement has emerged as a multidimensional construct encompassing behavioral, emotional, and cognitive aspects of the customer–firm relationship. Engagement extends beyond transactional exchanges to include advocacy, co-creation, and alignment with shared values (Jaakkola & Alexander, 2024). Recent studies highlight that sustainability initiatives can act as catalysts for deeper engagement, as customers increasingly prefer to associate with organizations that demonstrate ethical responsibility and environmental stewardship.
Theoretical advancements in sustainability increasingly emphasize holistic frameworks that integrate ecological limits with social responsibility. Griebler et al. (2026) proposed the notion of “absolute sustainability,” which moves beyond relative efficiency gains to consider planetary boundaries and social thresholds as non-negotiable constraints. This approach reframes sustainability as a pursuit of balance between human prosperity and ecological integrity, requiring organizations to embed sustainability into their core operations rather than treating it as an add-on. Such frameworks highlight the importance of aligning corporate practices with broader societal goals, including climate neutrality, biodiversity preservation, and social inclusion. By adopting these principles, firms can position themselves as agents of systemic change, contributing to both organizational competitiveness and global well-being (Hubbart, 2023).
Contemporary discourse also emphasizes the role of systems thinking in advancing sustainability. Souliotis and Voulvoulis (2025) argued that sustainability transitions demand integrated approaches that recognize the interdependence of economic, social, and ecological systems. System thinking enables organizations to identify leverage points for change, anticipate unintended consequences, and foster innovation that supports both planetary health and human prosperity. This perspective challenges the traditional dichotomy between economic growth and environmental protection, suggesting that long-term prosperity depends on reconciling these domains through sustainable practices. By embedding systems thinking into sustainability strategies, organizations can move beyond compliance to actively co-create value with stakeholders, ensuring resilience in the face of global challenges such as climate change, poverty, and inequality (Tavanti, 2023).

2.2	Sustainability Practices
Sustainability practices in logistics encompass a wide range of operational and strategic initiatives designed to reduce environmental impact while enhancing efficiency and stakeholder trust. Warehouse and transportation activities represent a critical area, where firms adopt energy-efficient facilities, electric or alternative fuel vehicles, and route optimization technologies to minimize emissions and resource consumption. Eco-friendly packaging further complements these efforts by reducing waste through recyclable, biodegradable, or reusable materials, aligning supply chain operations with circular economy principles. Digital engagement has also emerged as a transformative practice, enabling companies to leverage technology for transparency, customer communication, and efficiency gains (Majeed et al., 2025). Through digital platforms, firms can provide real-time tracking, promote green initiatives, and foster customer participation in sustainability journeys.
Beyond operational measures, sustainability practices extend into community and awareness campaigns, which emphasize corporate responsibility and stakeholder collaboration (Kazeem & Eretan, 2025). These initiatives involve partnerships with local communities, educational programs, and advocacy for environmental stewardship, reinforcing the social dimension of sustainability. Transparency and reporting serve as the final pillar, ensuring accountability through clear disclosure of sustainability goals, progress, and outcomes. By publishing sustainability reports and adhering to global standards, organizations build credibility and trust among customers and regulators (Vázquez-Burguete et al., 2024). Collectively, these practices demonstrate that sustainability is not confined to operational efficiency but is embedded across organizational culture, communication, and governance, thereby strengthening both ecological performance and customer engagement.

2.2.1	Warehouse & Transportation Activities
Warehouse and transportation activities represent one of the most significant areas of sustainability in logistics, given their direct contribution to energy consumption and carbon emissions. Modern sustainability frameworks emphasize the adoption of energy-efficient infrastructure, including smart warehouses equipped with renewable energy systems, automated lighting, and advanced ventilation technologies (Kaldeh et al., 2025). These innovations reduce operational costs while minimizing ecological footprints. The integration of electric vehicles and green transportation systems is pivotal in reducing greenhouse gas emissions, positioning logistics firms as leaders in sustainable mobility. By embedding sustainability into core warehousing and transportation processes, organizations not only comply with regulatory requirements but also enhance resilience and competitiveness in global supply chains (El Kadmiri et al., 2026).
Transportation sustainability has increasingly focused on optimizing delivery routes and adopting alternative fuel technologies. Route optimization, supported by artificial intelligence and big data analytics, enables firms to minimize fuel consumption and reduce delivery times, thereby improving both environmental and customer outcomes. Wehner et al. (2025) argued that logistics service providers who integrate sustainability into transportation practices achieve stronger customer engagement, as eco-friendly initiatives resonate with environmentally conscious stakeholders. Similarly, the deployment of electric and hybrid fleets demonstrates a tangible commitment to sustainability, reducing reliance on fossil fuels and aligning with broader climate neutrality goals. These practices illustrate how transportation sustainability is not only an operational necessity but also a strategic differentiator in competitive markets.
Warehouse sustainability extends beyond energy efficiency to encompass waste reduction and resource management (Ouannes, 2026).  Theories of circular economy emphasize the importance of closed-loop systems, where materials are reused, recycled, or repurposed to minimize environmental impact. Integrating circular economy principles into warehouse operations fosters resource efficiency and reduces waste, thereby enhancing ecological and economic performance. Practices such as eco-friendly packaging storage, digital inventory management, and renewable energy adoption in warehouses contribute to holistic sustainability outcomes (Szalai et al., 2025). By embedding these practices, logistics firms can position themselves as agents of systemic change, demonstrating that warehouse and transportation sustainability is not merely a compliance requirement but a transformative force that strengthens customer trust, operational efficiency, and long-term viability.

2.2.2	Eco-friendly Packaging
Eco-friendly packaging has become a cornerstone of sustainable logistics, addressing the environmental challenges posed by conventional plastic and composite materials. Sustainable packaging emphasizes recyclable, biodegradable, and reusable materials that reduce ecological impact while maintaining product safety and efficiency. Recent studies show that adopting biodegradable packaging enhances consumer trust and loyalty, as environmentally conscious customers increasingly prefer brands that integrate sustainability into their operations. Srinivasarao et al. (2024) found that consumer acceptance of biodegradable plastic packaging in the food sector is strongly linked to perceptions of corporate responsibility, highlighting packaging as a strategic lever for competitive differentiation.
Beyond material substitution, eco-friendly packaging incorporates innovative design principles that reduce resource consumption and optimize logistics efficiency. Lightweight packaging, modular designs, and minimalistic approaches reduce transportation emissions by lowering cargo weight and volume. Furthermore, digital technologies such as smart labeling and blockchain-enabled tracking enhance transparency, allowing customers to verify the sustainability credentials of packaging materials. Charoenchan et al. (2026) argued that integrating eco-design principles into packaging fosters circular economy outcomes, where materials are reused or repurposed, thereby reducing waste streams and supporting long-term ecological balance. These innovations illustrate how packaging sustainability extends beyond environmental compliance to encompass operational efficiency and customer engagement.
Eco-friendly packaging also plays a vital role in shaping consumer perceptions and driving engagement through visible sustainability commitments. Transparency in communicating packaging initiatives—such as labeling products with sustainability certifications or highlighting carbon-neutral packaging processes, reinforces trust and credibility. Sustainability-oriented packaging significantly influences purchase intentions, as customers are more likely to advocate for brands that visibly showcase eco-friendly practices (Duarte et al., 2024). By embedding eco-friendly packaging into sustainability strategies, logistics firms not only reduce environmental impact but also strengthen relational bonds with customers, positioning themselves as leaders in responsible innovation.

2.2.3	Digital Engagement
Digital engagement has become a transformative dimension of sustainability practices, enabling organizations to connect with customers, stakeholders, and communities in innovative ways (Robertsone & Lapiņa, 2023). By leveraging digital platforms, firms can communicate sustainability initiatives transparently, provide real-time updates, and foster interactive participation. Digital transformation, when aligned with service-dominant logic, enhances co-creation of value between firms and customers, positioning sustainability as a shared journey rather than a unilateral corporate initiative. Through mobile applications, social media, and online dashboards, companies can showcase their environmental commitments, thereby strengthening customer trust and loyalty.
Technology-driven engagement also supports operational sustainability by improving efficiency and reducing resource consumption. Digital tools such as blockchain, artificial intelligence, and big data analytics enable firms to track carbon footprints, optimize supply chains, and ensure accountability in sustainability reporting. Nicoletti and Appolloni (2024) argue that “Green Logistics 5.0” integrates digital innovation with sustainability, creating intelligent systems that minimize environmental impact while enhancing transparency. These digital enablers not only reduce ecological footprints but also empower customers to make informed choices, reinforcing the role of engagement as a driver of sustainable consumption.
Moreover, digital engagement fosters inclusivity and awareness by bridging the gap between corporate sustainability strategies and consumer values (Jo & Ahn, 2024). Online campaigns, interactive platforms, and gamified sustainability initiatives encourage customers to actively participate in eco-friendly practices, transforming engagement into a collaborative effort. Customer engagement in the digital age is multidimensional, encompassing emotional, behavioral, and cognitive aspects that are amplified through digital channels. By embedding sustainability into digital engagement strategies, organizations can cultivate advocacy, loyalty, and long-term relational bonds, ensuring that sustainability is not only operationally effective but also socially resonant.

2.2.4	Community & Awareness Campaigns
Community and awareness campaigns are essential sustainability practices that extend beyond operational efficiency to emphasize corporate responsibility and stakeholder collaboration. These initiatives involve engaging local communities, supporting environmental education, and promoting awareness of sustainable practices. By investing in community programs, organizations demonstrate their commitment to social sustainability, reinforcing the “people” dimension of the triple bottom line. According to Olšanová et al. (2022), community-focused sustainability initiatives foster stronger stakeholder relationships and enhance brand reputation, as customers increasingly value companies that contribute positively to society. Such campaigns highlight that sustainability is not only about reducing environmental impact but also about creating shared value with communities.
Awareness campaigns also play a critical role in shaping consumer behavior and encouraging eco-friendly practices (Savale et al., 2023). Through targeted communication strategies, firms can educate customers about the importance of sustainability and promote participation in green initiatives. Digital platforms, social media, and interactive campaigns amplify these efforts, reaching wider audiences and fostering collective responsibility. Sustainability awareness campaigns significantly influence consumer attitudes, leading to greater acceptance of eco-friendly products and services. By embedding sustainability into public discourse, organizations can drive behavioral change, positioning themselves as leaders in environmental advocacy while strengthening customer engagement.
Moreover, community and awareness campaigns contribute to long-term resilience by aligning corporate sustainability strategies with broader societal goals. Collaborative initiatives with NGOs, governments, and educational institutions create synergies that amplify impact, ensuring that sustainability efforts are both credible and effective. As noted by Alessa et al. (2024), partnerships in community sustainability projects enhance trust and legitimacy, enabling organizations to achieve greater social and environmental outcomes. Transparency in communicating with these initiatives further reinforces accountability, ensuring that customers and stakeholders perceive sustainability as an authentic commitment rather than a marketing tactic. Ultimately, community and awareness campaigns exemplify how organizations can integrate sustainability into their social fabric, fostering trust, loyalty, and advocacy among customers while contributing to global sustainability objectives.

2.2.5	Transparency & Reporting
Transparency and reporting are critical sustainability practices that ensure accountability and foster trust among stakeholders. Effective sustainability reporting involves disclosing environmental, social, and governance (ESG) initiatives in a clear and standardized manner, often guided by frameworks such as the Global Reporting Initiative (GRI) or the Sustainability Accounting Standards Board (SASB). According to Prencipe (2025), transparent reporting enhances organizational legitimacy by providing stakeholders with verifiable evidence of sustainability performance, thereby reducing scepticism and reinforcing credibility. This practice positions transparency not merely as compliance but as a strategic tool for building long-term stakeholder confidence.
Recent scholarship emphasizes that transparency in sustainability reporting also drives competitive advantage. By openly communicating progress on carbon reduction, renewable energy adoption, and social responsibility initiatives, firms differentiate themselves in crowded markets. Transparent ESG disclosures positively influence investor and consumer perceptions, as stakeholders increasingly demand openness in corporate sustainability strategies (Itan et al., 2025). Furthermore, digital innovations such as blockchain and AI-driven analytics are being integrated into reporting systems, enabling real-time verification of sustainability metrics. These technologies enhance accountability while empowering customers to make informed decisions based on reliable data.
Transparency and reporting also serve as mechanisms for continuous improvement. By setting measurable targets and publicly disclosing progress, organizations create feedback loops that encourage innovation and adaptation. Velte (2022) highlights that sustainability reporting frameworks motivate firms to refine strategies to meet evolving stakeholder expectations, thereby embedding sustainability into governance structures. Public disclosure not only holds organizations accountable but also signals authentic commitment to sustainability, strengthening customer engagement and advocacy. Ultimately, transparency and reporting exemplify how sustainability extends beyond operational measures to encompass governance, accountability, and resilience.

2.3	Customer Engagement
Customer engagement in logistics increasingly depends on sustainable warehouse and transport practices. Relationship marketing theory emphasizes that engagement is relational, built on trust and shared values rather than mere transactions. Recent systematic reviews highlight that warehouse management systems (WMS) integrating eco-efficient technologies—such as IoT-enabled monitoring and Industry 4.0 solutions—reduce emissions and resource consumption, thereby strengthening customer trust and loyalty (Minashkina & Happonen, 2023). These findings suggest that operational transparency in logistics fosters engagement by aligning corporate practices with customers’ ethical expectations. When companies invest in electric vehicles, optimize delivery routes, or integrate renewable energy into warehouses, they not only reduce environmental impact but also signal responsibility and innovation. This operational transparency fosters trust, as customers perceive the organization as aligning with their values. Engagement is thus reinforced through shared responsibility, where customers feel that their choice of service contributes to broader ecological goals.
Packaging represents a critical touchpoint in customer engagement, serving both functional and symbolic roles. Sustainable packaging practices—such as recyclable materials and minimalist design—are perceived by consumers as signals of corporate responsibility. Recent studies show that willingness to pay for eco-friendly packaging is mediated by trust and transparency, particularly among younger cohorts such as Generation Z (DY & Moodbidri, 2026). From a customer engagement perspective, sustainable packaging transforms a functional necessity into a symbolic gesture of corporate responsibility, deepening the relational bond between firms and consumers. Systematic reviews further confirm that consumer loyalty and advocacy are strengthened when packaging aligns with environmental values and credible certification.
Digital platforms amplify sustainability-driven engagement by enabling transparency and co-creation. Service-Dominant Logic posits that engagement emerges when customers actively participate in value creation. Recent reviews highlight that digital dashboard, carbon footprint trackers, and sustainability apps enhance trust and emotional involvement (Zang et al., 2026). Digital engagement further amplifies sustainability-driven customer relationships. Through apps, websites, and social media, firms can showcase their sustainability initiatives, provide real-time updates, and encourage eco-friendly behaviors among customers. 
Service-dominant logic highlights that engagement emerges when customers actively participate in value co-creation, and digital platforms provide the necessary infrastructure for this interaction. Transparency in digital communication—such as carbon footprint tracking or sustainability dashboards—enhances trust and emotional involvement. Customers feel empowered when they can monitor and contribute to sustainable practices, reinforcing engagement as a shared journey rather than a unilateral corporate initiative.
Community initiatives and awareness campaigns extend engagement beyond individual transactions to societal impact. The theory of planned behavior explains how sustainability campaigns influence consumer intention and behavior, with credibility and authenticity serving as key mediators. Systematic reviews demonstrate that campaigns incorporating transparency and cultural adaptation foster enduring engagement and loyalty (Hashim et al., 2026). By investing in community projects or conducting awareness drives, firms demonstrate commitment beyond profit, appealing to customers’ ethical and social values.
Transparency in sustainability reporting is a cornerstone of customer trust and engagement. Legitimacy theory and stakeholder theory suggest that disclosure practices reduce skepticism and enhance relational resilience. Recent bibliometric reviews highlight how environmental sustainability reporting and integrated reporting frameworks (e.g., GRI, CSRD) foster accountability and credibility, thereby reinforcing customer loyalty (Rivo-Lopez et al., 2025). These findings underscore that measurable evidence of sustainability progress is essential for sustaining long-term engagement. Customers are more likely to engage with firms that provide measurable evidence of sustainability progress, as this reduces skepticism and strengthens trust. Together, these practices create a holistic engagement framework where sustainability is embedded into every interaction, reinforcing loyalty, advocacy, and long-term relational resilience. 

2.4	Empirical Studies
Islam (2025) explored the role of sustainability practices in driving customer engagement within the ready-made garments (RMG) industry and fast fashion sectors across Bangladesh, China, Italy, and Mexico. This mixed-methods study combined qualitative insights with quantitative data from 100 customers to compare regional sustainability implementations. The results revealed that while specific priorities vary by country—such as energy efficiency in Bangladesh and circular fashion in Italy—sustainability practices significantly shape customer engagement wherever transparency and authenticity are present. The author concluded that building trust through consistent and transparent communication is a fundamental requirement for strengthening consumer relationships in these diverse global markets.
Haarman (2022) conducted a case study at a Dutch fashion company to examine the impact of sustainable practices on consumer behavior, specifically focusing on brand equity, trust, and purchase intention. Utilizing Structural Equation Modeling (SEM), the research analyzed the relationships between these variables to determine how corporate sustainability initiatives influence market performance. The study identified trust as a critical mediator in the relationship between sustainable practices and purchase intention. Furthermore, the findings suggested that while consumers generally express a positive attitude toward sustainability, their actual purchasing behavior is frequently influenced by socio-economic factors such as education and income levels.
Rodrigues and Pilelienė (2024) evaluated the influence of sustainability marketing on customer loyalty through a cross-regional comparison of Eastern and Western Europe. The research employed a mixed-methods approach, utilizing focus group discussions and online surveys to capture regional nuances in consumer perceptions. The findings indicated that while Western European consumers are often driven by established environmental values, Eastern European consumers tend to adopt a more pragmatic and cautious approach influenced by considerations of affordability. Despite these regional differences, the study established that sustainability is viewed as highly important across both regions and that maintaining a positive brand image and customer trust are essential components for fostering long-term loyalty.
Rahman (2025) examined the effects of green logistics strategies on supply chain efficiency and environmental sustainability, using Posti Group in Finland as a case study. The researcher adopted a case study methodology involving interviews, surveys with staff, and the analysis of corporate reports to evaluate the company’s green initiatives. The study found that the implementation of electric and biogas vehicles, combined with digital route planning tools, effectively reduced carbon emissions while simultaneously enhancing operational efficiency. While the research acknowledged the operational challenges associated with new green technologies, such as charging infrastructure, it also noted a generally positive public and customer response to these sustainability efforts.

2.5	Conceptual Framework of the Study
This study is based on understanding that sustainability practices play an important role in customer engagement. The framework presented below demonstrates how DHL Express Singapore integrates sustainability practices into its operations and customer engagement.






Figure (2.1) Conceptual Framework of the Study
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Source: Own Compilation (2026)

According to the conceptual framework, sustainability practices are independent variables and customer engagement is dependent variable. Sustainability practices include warehouse & transportation activities, eco-friendly packaging, digital engagement, community & awareness campaigns and transparency & reporting. This research aims to examine how sustainability practices impact customer engagement within DHL Express Singapore.
















CHAPTER III
RESEARCH METHODOLOGY

This study employs a structured research methodology designed to examine the relationship between sustainability practices and customer engagement at DHL Express Singapore. The methodology provides a systematic framework for collecting, analyzing, and interpreting data to ensure that the research objectives are met with rigor and clarity. 

3.1	Research Approach
The research approach serves as the foundational strategy and cornerstone of any academic inquiry, dictating the logic and procedures used to solve a research problem. To understand the framework of this study, it is essential to first define the concept of research itself. According to Saunders et al. (2023), research is a systematic process of inquiry whereby data is collected, analyzed, and interpreted with the clear purpose of increasing knowledge or solving a specific problem. It is not merely the act of gathering information, but a deliberate and rigorous investigation that requires the researcher to move beyond simple description into the realm of explanation and critical analysis. 
Within this broader context, the research approach functions as the bridge between the philosophical assumptions held by the researcher and the practical implementation of the study. It provides the necessary direction for how the study is conducted and how the findings are validated against existing academic literature. Building upon the definition of research, the research method must be clearly distinguished as the specific functional component of the investigation. Bell et al. (2022) defined research methods as the technical techniques and instruments utilized to generate data. These methods represent the "tools of the trade," such as structured questionnaires, semi-structured interviews, or participant observations. 
While the research methodology refers to the theoretical lens and the overarching strategy, the "why" of the research method focuses on the "how." The selection of a specific method is never an isolated choice; it is deeply influenced by the research approach and the nature of the research questions being addressed. A well-defined method ensures that the evidence collected is both reliable and valid, allowing for a transparent process that other scholars in the field can eventually replicate or build upon.
The quantitative research approach is rooted in the philosophy of positivism, which posits that social reality is objective, external to the researcher, and can be measured through numerical data. Creswell and Creswell (2022) described quantitative research as a means for testing objective theories by examining the relationships among various measurable variables. These variables are typically analyzed using statistical procedures to determine trends, averages, or correlations. This approach is highly structured and often deductive, meaning the researcher starts with an existing theory and develops hypotheses to be tested in a controlled environment. 
The primary advantage of a quantitative approach is its focus on generalizability; by using large, representative samples, researchers can draw conclusions that apply to a broader population. It is the preferred approach when the goal of the thesis is to provide precise, numerical evidence and to minimize the influence of researcher bias through standardized data collection.
The qualitative research approach is fundamentally interpretive and naturalistic, seeking to understand the meaning that individuals or groups ascribe to a social or human problem. Qualitative research focuses on words and narratives rather than numbers, allowing for a deeper exploration of complex phenomena. This approach is typically inductive, where the researcher builds patterns, categories, and themes from the "bottom up" by organizing the data into increasingly abstract units of information. 
Because it prioritizes depth over breadth, qualitative research often involves smaller sample sizes but provides a rich, contextual understanding of the participants' experiences. Researchers using this approach are often deeply involved in the setting, utilizing methods like focus groups or case studies to capture the nuances of human behavior, culture, and organizational dynamics that cannot be reduced to a simple numerical value.
The mixed methods of research represent a sophisticated integration of both quantitative and qualitative data within a single study. This approach as an inquiry involving the collection of both forms of data, with the core assumption that the combination of both provides a more complete and holistic understanding of the research problem than either approach could offer on its own. This approach is often tied to the philosophy of pragmatism, which prioritizes the research question over a commitment to a single philosophical paradigm. 
By utilizing mixed methods, a researcher can achieve "triangulation," where the strengths of one method compensate for the weaknesses of another. For instance, a researcher might use a quantitative survey to identify broad trends across a large group and then follow up with qualitative interviews to gain a more detailed understanding of the specific reasons behind those trends. This dual-lens perspective enhances the validity and the overall depth of the thesis findings.
This study adopts a quantitative research method with a descriptive research design to systematically examine the influence of sustainability practices on customer engagement at DHL Express Singapore. The quantitative approach is appropriate because it allows for measurable analysis of customer perceptions.
	Exploratory research is defined as a flexible and evolving approach designed to investigate a problem that is not clearly defined or has not been previously studied in depth. According to Saunders et al. (2023), the primary goal of exploratory research is to clarify the researcher's understanding of a problem, such as when they are unsure of the precise nature of the phenomenon. This type of research is particularly useful when the objective is to gain insights, ask new questions, and assess phenomena in a new light. Unlike more rigid research designs, exploratory studies are characterized by a high degree of adaptability; the researcher must be willing to change direction as new data and insights emerge. This often involves a "bottom-up" logic where the initial broad focus narrows as the study progresses.
The application of exploratory research is frequently found in the early stages of a thesis or when dealing with emerging markets and modern business trends. Exploratory research is often synonymous with qualitative methods, such as in-depth interviews, focus groups, or a review of unstructured literature. For instance, if a researcher is investigating the impact of a brand-new technology on consumer behavior, there may not be enough existing theory to form a hypothesis. In this case, an exploratory approach allows the researcher to gather rich, qualitative data to identify key variables and themes that could eventually be tested in future studies. It is an essential tool for "scoping" a project and ensuring that the subsequent research design is grounded in the reality of the context.
Furthermore, Bell et al. (2022) emphasized that while exploratory research may lack the statistical representativeness of quantitative studies, it provides the "creative spark" necessary for theoretical development. It allows for the discovery of hidden patterns and the voices of participants who are often overlooked in large-scale surveys. The value of exploratory research lies in its ability to handle ambiguity and complexity. By the conclusion of an exploratory phase, the researcher should have a much clearer mental map of the subject matter, allowing them to proceed with a more structured and formal research design, such as descriptive or explanatory research, with greater confidence and precision.
The objective of descriptive research is to provide an accurate and detailed profile of persons, events, or situations. Descriptive research is often used as a precursor or an extension of exploratory research. Its primary focus is to answer the "who, what, where, when, and how" of a phenomenon rather than the "why." In a business context, this might involve describing market characteristics, documenting employee performance metrics, or profiling the demographics of a specific consumer group. The researcher does not start with a blank slate; rather, they must have a clear picture of the phenomenon they wish to describe before data collection begins. This necessitates a more structured approach compared to exploratory research, with clearly defined variables and measurement scales. 
Descriptive research is most commonly associated with quantitative methods, such as cross-sectional surveys or observational studies. For example, a descriptive study might aim to determine the percentage of real estate agents in a specific region who use digital marketing tools. The results would provide a snapshot of the current state of the industry, offering valuable data for decision-makers. While descriptive research is highly effective at identifying trends and frequencies, it is limited by its inability to establish causal relationships. It tells the researcher that a relationship or a state of affairs exists, but it does not explain the underlying reasons or mechanisms that caused that state.
The rigors of descriptive research depend heavily on the validity and reliability of the measurement instruments. Because the goal is to provide a "factual" account, the researcher must ensure that the sampling techniques are representative and that the questions asked are unambiguous. Descriptive research plays a vital role in academic theses by establishing the "baseline" or the "ground truth" of a situation. It provides the empirical evidence necessary to justify further investigation into the causes (explanatory research) or the development of new strategies. Without a robust descriptive foundation, any subsequent analysis of causality would be built on shaky ground, as the researcher would lack a clear understanding of the variables they are attempting to link.
Explanatory research, often referred to as analytical or causal research, goes beyond the "what" and "how" to focus on the "why" of a phenomenon. Explanatory research as a study that establishes causal relationships between variables. The emphasis here is on studying a situation or a problem in order to explain the patterns of relationships between variables. If a descriptive study identifies that employee turnover is high, an explanatory study seeks to determine if that turnover is caused by low salaries, poor management, or a lack of career development opportunities. It involves the formulation of hypotheses and the use of statistical tests to determine the strength and significance of these relationships.
In the framework of Creswell and Creswell (2023), explanatory research is often the hallmark of the deductive approach. Researchers use existing theories to predict how one variable (the independent variable) will affect another (the dependent variable). Common methods include experimental designs and correlational analysis using regression techniques. This approach requires a high level of control to ensure that the observed effects are actually caused by the variables being studied and not by external factors. In a thesis, this section is critical because it moves the work from mere observation to high-level analysis, allowing the researcher to make recommendations based on a proven understanding of cause and effect.
While explanatory research is traditionally quantitative, it can also incorporate qualitative elements to uncover the "causal mechanisms" in a real-world setting. For instance, a researcher might use statistical data to find a correlation between two business outcomes and then use qualitative interviews to explain the human behavior that drives that correlation. This depth of explanation is what gives a thesis its academic weight. By identifying the root causes of a problem, explanatory research allows for the development of targeted interventions and contributes to the growth of theoretical knowledge by confirming or refuting the predictive power of existing models.
The descriptive design enables the researcher to capture and present the current state of sustainability initiatives and their impact on engagement without manipulating variables.

3.2	Population and Sample
	The research population represents the entire universe of cases that meet a specific set of criteria determined by the researcher. According to Sekaran and Bougie, a population refers to the entire group of people, events, or things of interest that the researcher wishes to investigate and about which they intend to make inferences. 
In a business or social science thesis, the population must be defined with extreme precision in terms of elements, geographical boundaries, and time. For example, if a study aims to investigate the adoption of sustainable practices in the Myanmar real estate sector, the population would encompass all registered real estate firms operating within that specific country during the study period. Defining the population is the first step in ensuring the external validity of the study, as it establishes the limits within which the findings can be generalized. Without a clearly delineated population, the researcher risks collecting data that is irrelevant to the core research objectives.
	A research sample is a subset of the population that is selected to participate in the study, acting as a representative group from which data is collected. A sample as a smaller part of the population that is chosen to provide a manageable amount of data while still allowing the researcher to draw conclusions about the whole. The primary rationale for sampling is pragmatic: it is significantly more cost-effective and time-efficient than attempting to reach an entire population. However, the sample must be large enough to provide sufficient statistical power (in quantitative research) or enough depth of meaning (in qualitative research). The relationship between the sample and the population is the defining factor of the study's reliability; if the sample is not truly representative, the results will suffer from sampling bias, rendering the conclusions invalid for the wider group.
Since the total population of DHL Express Singapore’s customers is unknown, the Cochran formula is applied to determine the appropriate sample size. The Cochran formula is widely used in survey research to calculate sample sizes when dealing with large or indeterminate populations, ensuring that the sample is statistically representative.
The formula is expressed as:

Where:
= required sample size
= Z-value corresponding to the desired confidence level (e.g., 1.96 for 95% confidence)
= estimated proportion of the population with the attribute of interest (commonly set at 0.5 to maximize variability)

= margin of error (commonly set at 0.05 for 5%)
For this study:
Confidence level = 95% ()
Estimated proportion ()
Complement proportion ()
Margin of error ()
Substituting values:




Thus, the required sample size is approximately 384 respondents. This ensures that the study achieves statistical reliability and validity in capturing customer perceptions of DHL’s sustainability practices. 
Sampling methods represent the specific protocols and procedures used to extract a representative subset from a larger population. The choice of a sampling method is a critical decision that determines the degree to which a researcher can generalize the findings from the sample to the entire population (Ahmed, 2024). These methods are fundamentally divided into probability sampling, where each element has a known and non-zero chance of selection, and non-probability sampling, where selection is based on convenience or the researcher's subjective judgment. The selection of a specific technique—whether it be simple random, stratified, or convenience sampling—must be logically aligned with the research objectives, the available sampling frame, and the desired level of precision. A well-executed sampling method mitigates the risk of sampling bias and ensures that the data collected provides a robust foundation for academic analysis and theoretical development.
	The selection of a sampling method is a pivotal decision that dictates the extent to which research findings can be projected onto the broader population. Sampling methods are broadly categorized into two distinct branches: probability and non-probability sampling. Probability sampling is characterized by the principle that every element in the population has a known, non-zero chance of being selected as a subject in the sample. This approach is intrinsically linked to quantitative research and positivist inquiry, as it utilizes randomization to eliminate researcher bias and minimize sampling error. 
By ensuring that the sample is a statistical mirror of the population, probability sampling allows the researcher to make confident inferences and generalize results. Common techniques within this branch include simple random sampling, stratified random sampling, and cluster sampling, each designed to ensure mathematical representativeness.
	In contrast, non-probability sampling occurs when the probability of any particular member of the population being chosen is unknown. In non-probability sampling, the selection of the sample is based on the subjective judgment of the researcher or specific practical criteria rather than random selection. This method is frequently employed in exploratory research, qualitative studies, or when a complete sampling frame (a list of all population members) is unavailable. While non-probability sampling does not allow for the same level of statistical generalizability as its probability counterpart, it is invaluable for obtaining deep, descriptive insights and for exploring complex social or organizational phenomena where the "typicality" of the participant is more important than numerical frequency. The choice between these two branches often depends on the research questions, the availability of resources, and the necessity for either breadth or depth in the findings.
	Convenience sampling is the most frequently utilized form of non-probability sampling, particularly in business and management research where access to participants may be restricted. Hair et al. (2023) defined convenience sampling as a technique where the researcher collects data from people or units that are most conveniently available or easy to reach. This might include colleagues, customers at a specific location, or members of a professional network. The primary advantage of this method is its high degree of efficiency; it is significantly faster and less expensive than other sampling techniques. For a researcher working under tight deadlines or limited budgets, convenience sampling provides a practical pathway to gathering primary data that can still provide meaningful preliminary insights into a research problem.
However, the use of convenience sampling requires careful academic justification and a clear acknowledgment of its limitations. Because the sample is not chosen randomly, it is highly susceptible to selection bias and may not represent the population accurately. For instance, a real estate researcher who only surveys clients within their own office are using convenience sampling, but the results may not reflect the views of the entire regional market. Despite these limitations, convenience sampling is often the only viable option in certain professional contexts. To maintain academic rigor, the researcher must clearly describe the characteristics of the convenience sample and discuss how these traits might influence the study’s conclusions. When executed transparently, convenience sampling remains a robust tool for exploring new trends and generating hypotheses for future, more rigorous investigations.
Given practical constraints, a convenience sampling method will be employed, targeting customers who are readily accessible and willing to participate. While this method may introduce some bias, it is suitable for exploratory research within a limited timeframe and provides a feasible means of collecting the necessary data.

3.3 	Data Collection Method
	Primary data provides the researcher with the "raw" evidence needed to test hypotheses or build new theories (Ajayi, 2023). In both quantitative and qualitative approaches, primary data acts as the primary vehicle for discovery. For research focusing on a specific market or organization, primary data is often the most valuable asset, as it offers insights that are not available in the public domain. By systematically organizing and analyzing this firsthand information, the researcher can draw conclusions that are grounded in contemporary reality. The transparency of the primary data collection process—detailing exactly how, when, and from whom the data was obtained—is what establishes the credibility and academic rigor of the research methodology.
	Secondary data is defined as information that has been previously collected by others for purposes other than the current research project. Secondary data includes information from sources such as government publications, industry reports, academic journals, internal company records, and historical archives. The primary utility of secondary data is its efficiency; it allows the researcher to access vast amounts of information without the time and expense associated with primary data collection. In many cases, secondary data provides a longitudinal perspective or a broader macro-environmental context that a single researcher could not possibly capture through firsthand methods. For instance, a researcher studying real estate trends might utilize secondary data from national census reports or global economic databases to establish a baseline for their study.
To achieve the objectives of this study, data are collected through both primary and secondary sources, ensuring a comprehensive understanding of the relationship between sustainability practices and customer engagement at DHL Express Singapore. Primary data will be obtained using structured questionnaires distributed to a sample of 384 respondents. The questionnaire will be designed to capture customer perceptions of DHL’s sustainability initiatives, such as carbon-neutral shipping, electric vehicle deployment, and eco-friendly packaging, and to measure their influence on engagement dimensions including loyalty, trust, and advocacy. 
Secondary data are gathered from company reports, sustainability publications, and industry articles to provide contextual background and validate the primary findings. These sources help benchmark DHL’s sustainability practices against industry standards and highlight broader trends in sustainable logistics. By combining primary and secondary data, the study ensures triangulation, which enhances the validity and reliability of the results. 

3.4 	Data Analysis Method 
	The data collected is analyzed using a combination of statistical techniques to ensure validity and meaningful interpretation. A reliability test with Cronbach’s Alpha is first be conducted to confirm the internal consistency of the survey instrument. Next, descriptive statistics such as frequencies, percentages, means, and standard deviations are used to summarize respondent demographics and perceptions of DHL Express Singapore’s sustainability practices. Finally, multiple regression analysis is applied to examine the influence of independent variables such as eco-friendly packaging, electric vehicle deployment, digital engagement, and transparency initiatives on the dependent variable, customer engagement. 

3.4.1	Reliability Test
Reliability is a fundamental criterion for evaluating the quality of research instruments, particularly in quantitative studies. Reliability refers to the consistency and stability of a measurement over time and across the various items within an instrument (Andersson et al., 2023). It indicates the extent to which a measure is without bias or error, ensuring that the results remain consistent regardless of when or by whom the test is administered. In essence, if a research instrument is reliable, it should yield the same results if the phenomenon being measured has not changed. This consistency is vital for building trust in the research findings, as it demonstrates that the data collection process is robust and not subject to random fluctuations or researcher interference.

3.4.2	Descriptive Statistics
Descriptive statistics serve as the primary analytical framework for condensing large volumes of raw data into manageable and informative summaries. The fundamental purpose of descriptive analysis is to describe the characteristics of a population or sample in a way that is both accurate and accessible. This process involves the use of numerical measures to represent the "typical" response and the degree of variation within the dataset. 
By transforming complex data arrays into summary statistics, researchers can identify initial patterns, detect potential outliers, and provide a comprehensive profile of the research participants. In the context of a business thesis, this allows for a clear presentation of demographic variables, which establishes the empirical landscape before moving into more complex inferential modeling.

3.4.3	Regression Analysis
Regression analysis is a powerful statistical method used to examine the relationship between a dependent variable and one or more independent variables. The primary objective of regression is to determine how the typical value of the dependent variable changes when any one of the independent variables is varied, while the other independent variables are held constant. In the context of a business thesis, this allows the researcher to move beyond simple correlation to determine "predictive power." This analysis is essential for identifying the strength of the impact that different factors have on a business outcome.

3.5	Ethical Consideration
Ethical consideration in research is the application of moral principles and professional standards to the conduct of an investigation, ensuring the protection and dignity of all participants. Ethics in business research is not merely a legal requirement but a fundamental commitment to integrity that spans the entire research process—from the initial design and data collection to the final reporting of results. The researcher bears the primary responsibility for ensuring that the study does not cause physical, psychological, or professional harm to individuals or organizations. In a professional thesis, maintaining high ethical standards is crucial for establishing the credibility of the findings and for upholding the reputation of the academic and professional communities involved.
A cornerstone of ethical research is the principle of informed consent, which ensures that participants enter the study voluntarily and with a full understanding of what their participation entails. Easterby-Smith et al. (2021) emphasized that participants must be provided with clear information regarding the purpose of the research, the procedures involved, and their right to withdraw at any stage without penalty. By ensuring that consent is given freely and without coercion, the researcher respects the autonomy of the individual and creates a transparent environment that encourages honest and open data sharing.

CHAPTER IV
ANALYSIS ON IMPACT OF SUSTAINABILITY PRACTICES ON CUSTOMER ENGAGEMENT IN DHL EXPRESS SINGAPORE
	
The collected data are analyzed to achieve the study objectives using SPSS, with this chapter presenting the results of the survey of 384 respondents through a structured discussion of demographic characteristics, reliability testing, and descriptive analysis. The demographic profile which covering gender, marital status, age, education, occupation, and income, provides essential context for interpreting customer perceptions of sustainability practices. Reliability analysis, conducted using Cronbach’s Alpha, confirms the internal consistency of the measurement scales and validates the robustness of the survey instrument. 
Finally, descriptive statistics, including mean values and standard deviations, are employed to evaluate customer perceptions across five dimensions of sustainability practices warehouse and transportation activities, eco‑friendly packaging, digital engagement, community and awareness campaigns, and transparency and reporting followed by an assessment of customer engagement. Together, these analyses establish a comprehensive empirical foundation for subsequent inferential testing and discussion.

4.1	Demographic Characteristics of Respondents
	This section presents the demographic profile of the 384 respondents who participated in the study. The primary objective of analyzing demographic data is to provide a comprehensive understanding of the sample's background and to ensure that the findings are interpreted within the context of the specific customer base served by DHL Express Singapore.
	As established in the research methodology, descriptive statistics, specifically frequencies and percentages, are utilized to summarize the characteristics of the participants. By profiling variables such as age, education level, and customer category, this analysis ensures that the sample is representative of both B2B and B2C segments. This demographic baseline is essential for evaluating how different groups perceive sustainability practices and identifying potential variations in their engagement levels.

4.1.1	Gender of the Respondents
	The distribution of respondents by gender is presented in Table (4.1). This categorization is used to determine the gender composition of the sample and to ensure that the perspectives of both male and female customers are represented in the analysis of sustainability practices at DHL Express Singapore.

	Sr. No.
	Gender
	No. of Respondents
	Percentage

	1.
	Male
	199
	51.8

	2.
	Female
	185
	48.2

	Total
	384
	100.0


Table (4.1) Gender Statistics
Source: Survey Data (April, 2026)
	
According to the data in Table 4.1, the sample consists of 199 male respondents and 185 female respondents. This represents 51.8% and 48.2% of the total sample size (N=384), respectively. The results indicate a relatively balanced gender distribution, with a slight majority of male participants. This near-even split suggests that the research findings on customer engagement and sustainability perceptions are not significantly skewed toward a single gender, providing a more comprehensive view of the DHL Express Singapore customer base.

4.1.2	Marital Status of the Respondents
	The marital status of the respondents was recorded to further define the demographic profile of the participants. This variable provides insight into the household characteristics of the DHL Express Singapore customer base.

Table (4.2) Marital Status Statistics
	Sr. No.
	Marital Status
	No. of Respondents
	Percentage

	1.
	Single
	247
	64.3

	2.
	Married
	137
	35.7

	Total
	384
	100.0


Source: Survey Data (April, 2026)
	
The data in Table 4.2 indicates that a significant majority of the respondents are single, accounting for 64.3% (n=247) of the total sample. Respondents who are married represent 35.7% (n=137) of the participants. The higher proportion of single respondents suggests that the sample may consist of younger professionals or individual consumers, which is a relevant factor when considering how different lifestyle segments prioritize sustainability and service convenience in the logistics sector.

4.1.3	Age of the Respondents
	Age is a critical demographic variable in this research, as environmental awareness and engagement with corporate sustainability initiatives often vary significantly across different generational cohorts. Understanding the age distribution of the sample allows for a more nuanced analysis of how various life stages and professional experiences influence a customer’s relationship with DHL Express Singapore’s green logistics practices.

Table (4.3) Age Statistics
	[bookmark: _Hlk67782536]Sr. No.
	Age (Years)
	No. of Respondents
	Percentage

	[bookmark: _Hlk68726262]1.
	≤ 25 Years
	18
	4.7

	2.
	26 - 35 Years
	124
	32.3

	3.
	36 - 45 Years
	145
	37.8

	4.
	46 - 55 years
	73
	19.0

	5.
	Above 55 Years
	24
	6.3

	Total
	384
	100.0


Source: Survey Data (April, 2026)
[bookmark: _Hlk225333496]	
As illustrated in Table 4.3, the age distribution of the respondents is predominantly centered in the middle-aged professional brackets. The largest group of participants falls within the 36–45 years range, representing 37.8% (n=145) of the total sample. This is followed closely by the 26–35 years cohort, which accounts for 32.3% (n=124). Combined, these two groups constitute over 70% of the total respondents.
	Conversely, the younger demographic (≤ 25 years) and the older demographic (Above 55 years) represent the smallest portions of the sample, at 4.7% and 6.3% respectively. Those in the 46–55 years category makes up a notable 19.0% (n=73) of the participants.
	The concentration of respondents in the 26–45 age range is particularly significant for this study. Individuals in these categories typically represent the most economically active segment of the population, often serving as key decision-makers in B2B contexts or frequent users of international e-commerce in B2C contexts. This demographic is also widely recognized in contemporary literature as being increasingly sensitive to "green" branding and corporate social responsibility (CSR). The high representation of this group suggests that the findings of this study will largely reflect the views of the core workforce and consumer base in Singapore, who are often the primary targets for sustainability-oriented engagement strategies in the logistics industry. This maturity in the sample age may also correlate with a higher level of awareness regarding global environmental issues and the long-term impact of carbon footprints in supply chains.

4.1.4	Education Level of the Respondents
	The educational background of respondents is a vital metric in this study, as academic attainment often correlates with the level of environmental literacy and the ability to process complex information regarding corporate sustainability initiatives. By analyzing the education levels of the participants, the research can better assess the extent to which academic exposure influences customer engagement and the valuation of "green" logistics services provided by DHL Express Singapore.

Table (4.4) Education Level Statistics
	[bookmark: _Hlk67827688]Sr. No.
	Education Level
	No. of Respondents
	Percentage

	1.
	Secondary
	8
	2.1

	2.
	High School
	18
	4.7

	3.
	Pre-University
	77
	20.1

	4.
	Bachelor Degree
	238
	62.0

	5.
	Master Degree
	43
	11.2

	6.
	Others
	-
	-

	Total
	384
	100.0


Source: Survey Data (April, 2026)
	
According to the data presented in Table 4.4, the respondent pool is characterized by a high level of academic qualification. The largest segment of the sample consists of individuals holding a Bachelor degree, totaling 238 respondents or 62.0% of the total participants. This is followed by those with Pre-University qualifications, accounting for 20.1% (n=77), and Master Degree holders, who represent 11.2% (n=43). Combined, respondents with at least a Bachelor degree or higher make up approximately 73.2% of the sample.
	In contrast, respondents with lower educational attainment represent a minor fraction of the participants. Those with a High School education comprise 4.7% (n=18), while those with a Secondary education represent the smallest group at only 2.1% (n=8).
	This educational profile suggests that the findings of this study are derived from a highly literate and professional cohort. In the context of DHL Express Singapore’s operations, this is significant because highly educated consumers are generally more likely to be aware of global environmental trends, such as carbon neutrality and sustainable supply chain management. Existing academic literature frequently suggests that higher education levels are associated with a greater sense of social responsibility and a more critical evaluation of corporate ethical practices. Therefore, the strong presence of degree holders in this sample implies that the respondents are well-equipped to understand and engage with DHL’s sustainability disclosures, potentially leading to more informed and deliberate engagement behaviors. This high degree of educational sophistication within the sample provides a robust foundation for analyzing the relationship between sustainability practices and customer loyalty.

4.1.5	Occupation of the Respondents
	Occupation serves as a primary indicator of a respondent’s professional environment and economic role, both of which significantly influence their interaction with logistics services. In the context of DHL Express Singapore, analyzing the occupational background of the sample is essential to understanding whether customer engagement with sustainability is driven by individual consumer values or by corporate mandates and professional requirements.



Table (4.5) Occupation Statistics
	Sr. No.
	Occupation
	No. of Respondents
	Percentage

	1.
	Company Staff
	259
	67.4

	2.
	Government Staff
	32
	8.3

	3.
	NGO/INGO Staff
	1
	.3

	4.
	Business Owner
	75
	19.5

	5.
	Student
	15
	3.9

	6.
	Others
	2
	.5

	Total
	384
	100.0


Source: Survey Data (April, 2026)
	The data presented in Table (4.5) reveals that the largest group of respondents consists of Company Staff, comprising 259 individuals or 67.4% of the total sample. The second most prominent category is Business Owners, representing 19.5% (n=75). Together, these two categories make up nearly 87% of the total participants. Government Staff account for 8.3% (n=32), while Students and NGO/INGO Staff represent smaller segments at 3.9% and 0.3%, respectively.
	The high concentration of company employees and business owners is highly relevant to the study’s focus on customer engagement. Company staff often interact with DHL Express as part of their professional duties, where their engagement may be influenced by corporate sustainability goals (e.g., green procurement policies or carbon-neutral shipping targets). For these respondents, DHL’s sustainability practices may be viewed as a means of aligning their own organization's supply chain with global ESG (environmental, social, and governance) standards.
	On the other hand, the significant representation of business owners (19.5%) suggests a segment that has direct decision-making power over shipping and logistics providers. For this group, sustainability practices can be a differentiator that adds value to their own brand or helps them meet the demands of their own end-customers. The relatively low number of students and NGO staff indicates that the sample is heavily weighted toward professionals and entrepreneurs who utilize international logistics for commercial or high-frequency personal use. This occupational distribution provides a solid basis for concluding that the respondents possess the professional maturity to evaluate the effectiveness and impact of DHL Express Singapore’s sustainability initiatives.
4.1.6	Monthly Salary of the Respondents
	Income level is a significant demographic factor in research concerning sustainability, as it often determines a consumer's "willingness to pay" for premium eco-friendly services or their ability to prioritize ethical consumption over cost-saving measures. Analyzing the monthly salary of the participants provides a economic context for their engagement with DHL Express Singapore’s sustainability initiatives, such as the Go-Green Plus program. 

Table (4.6) Monthly Salary Statistics
	Sr. No.
	Monthly Salary (S $)
	No. of Respondents
	Percentage

	1
	≤ 1,500
	16
	4.2

	2
	1,501 – 2,000
	32
	8.3

	3
	2,001 – 2,500
	2
	.5

	4
	2,501 – 3,000
	49
	12.8

	5
	3,001 – 3,500
	91
	23.7

	6
	Over 3,500
	194
	50.5

	Total
	384
	100.0


Source: Survey Data (April, 2026)
	
The data in Table 4.6 reveals that the respondent pool is characterized by a relatively high earning capacity. The largest segment of participants, accounting for 50.5% (n=194), earns a monthly salary of over S$ 3,500. This is followed by those in the S$ 3,001 – 3,500 brackets, representing 23.7% (n=91) of the sample. Combined, nearly 75% of the respondents earn more than S$ 3,000 per month. 
	In contrast, lower-income brackets are represented by a much smaller percentage of the sample. Only 4.2% earn S$ 1,500 or less, while approximately 8.8% fall within the S$ 1,501 – 2,500 range. 
	This economic profile is highly relevant to the study of sustainability-driven engagement. Customers with higher disposable income or those representing businesses with larger budgets are typically more resilient to the potential price premiums often associated with green logistics. In academic literature, higher income levels are frequently linked to a greater capacity to support environmental causes and a higher likelihood of adopting value-based consumption habits. 
Given that over half the sample earns more than S$ 3,500, the high levels of engagement recorded later in this study may be facilitated by the financial flexibility of these respondents to choose sustainable options over the cheapest available alternatives. This distribution reinforces that DHL Express Singapore's customer base in this study consists of affluent professionals and businesses who possess the economic means to prioritize corporate responsibility.

4.2 	Reliability Analysis of the Variables 
	Reliability analysis is a fundamental step in quantitative research used to evaluate the internal consistency and stability of the measurement scales used in the survey instrument. For this study, Cronbach’s Alpha was employed to determine the extent to which the multiple items within each variable were consistent with one another. A Cronbach’s Alpha coefficient generally ranges from 0 to 1, with values above 0.70 considered acceptable in social science research, while values exceeding 0.90 indicate excellent internal consistency and high reliability. 

Table (4.7) Reliability Analysis of the Variables
	[bookmark: _Hlk71229549]Sr. No.
	Variables
	No. of item
	Cronbach Alpha

	1
	Warehouse and Transportation Activities
	5
	.928

	2
	Eco-friendly Packaging
	5
	.918

	3
	Digital Engagement
	5
	.942

	4
	Community & Awareness Campaign
	5
	.946

	5
	Transparency and Reporting
	5
	.955

	6
	Customer Engagement
	5
	.946


Source: Survey Data (April, 2026)
	
As shown in Table (4.7), all variables in the study demonstrate exceptionally high reliability coefficients. The independent variables—warehouse and transportation activities (.928), eco-friendly packaging (.918), digital engagement (.942), community & awareness campaign (.946), and transparency and reporting (.955)—all significantly exceed the standard threshold for reliability. Furthermore, the dependent variable, Customer Engagement, also shows a strong internal consistency score of .946. 
	The results of the reliability test confirm that the measurement scales are highly stable and free from significant random error. Because all Cronbach’s Alpha values are above the .90 mark, it can be concluded that the items used to measure each construct are highly inter-correlated and provide a robust foundation for further inferential statistical analysis, such as regression. This high level of reliability ensures that the data collected from the 384 respondents accurately represents their perceptions of DHL Express Singapore’s sustainability initiatives and their subsequent engagement behaviors. 

4.3 	Descriptive Analysis of Sustainability Practices and Customer Engagement
	This section provides a detailed descriptive analysis of the primary data collected regarding the research variables. Descriptive statistics, specifically the mean and standard deviation, are utilized to interpret the respondents' perceptions of DHL Express Singapore’s sustainability initiatives and their own levels of engagement.
	The mean value represents the average response for each statement, indicating the general level of agreement among the 384 participants, while the standard deviation reflects the consistency or spread of these responses. The analysis is structured according to the five dimensions of sustainability practices—warehouse and transportation activities, eco-friendly packaging, digital engagement, community & awareness campaigns, and transparency and reporting—followed by the assessment of the dependent variable, Customer Engagement.
	By examining these mean scores, the study identifies which specific sustainability practices are most highly recognized and valued by customers. This granular level of analysis is essential for identifying the strengths of DHL Express Singapore’s current green strategies and provides the necessary empirical context for the subsequent regression analysis, which determines the causal impact of these practices on the depth of the customer-firm relationship.

4.3.1	Warehouse and Transportation Activities
	Warehouse and transportation activities are fundamental components of green logistics, as they directly impact energy consumption and carbon footprints. This section evaluates customer perceptions regarding DHL Express Singapore’s operational efficiency and its commitment to environmentally responsible logistics management. 



Table (4.8) Descriptive Analysis of Warehouse and Transportation Activities
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	DHL Express Singapore’s transportation schedules are timely deliveries.
	4.26
	.606

	2
	DHL Express Singapore transportation services are reliable for delivering items.
	4.33
	.593

	3
	The available transport vehicles are sufficient to meet delivery needs.
	4.22
	.664

	4
	DHL Express Singapore reduces carbon emissions in transportation operations.
	4.22
	.606

	5
	I believe DHL Express Singapore’s warehouse maintains a clean and safe storage area. 
	4.26
	.624

	Overall Mean
	4.26
	


[bookmark: _Hlk199754064]Source: Survey Data (April, 2026)
	
Based on the data in Table 4.8, the overall mean score for warehouse and transportation activities is 4.26, indicating a high level of agreement among respondents regarding the effectiveness of DHL Express Singapore’s operational practices. 
	The highest mean score within this category was recorded for the statement "DHL Express Singapore transportation services are reliable for delivering items" (Mean = 4.33, SD = .593). This suggests that reliability remains the core value perceived by customers, serving as a critical foundation for engagement. Both "transportation schedules are timely" and "warehouse maintains a clean and safe storage area" received strong scores of 4.26, highlighting that customers value the organization's maintenance of high service standards alongside its logistical capabilities. 
	Furthermore, the statements regarding the sufficiency of transport vehicles and the reduction of carbon emissions both received mean scores of 4.22. While these are high scores, the standard deviation for vehicle sufficiency (SD = .664) was the highest in this group, indicating slightly more varied opinions among respondents regarding fleet capacity compared to other factors. Overall, the results demonstrate that customers recognize DHL Express Singapore’s ability to balance traditional logistics requirements, such as speed and reliability, with modern sustainability goals like carbon emission reduction. This alignment between operational excellence and environmental responsibility reinforces customer trust and positions the company as a leader in sustainable transportation. 

4.3.2	Eco-friendly Packaging
	Eco-friendly packaging is a visible and tangible touchpoint for sustainability in the logistics sector, serving as a primary indicator of a company’s environmental commitment to its customers. This section examines how respondents perceive DHL Express Singapore’s efforts to integrate recyclable and biodegradable materials into its service delivery.

Table (4.9) Descriptive Analysis of Eco-friendly Packaging
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	DHL Express Singapore offers recyclable packaging materials (such as different sizes of flyers) to customers.
	4.36
	.592

	2
	DHL Express Singapore provides customized packaging materials as per customer needs.
	4.24
	.585

	3
	Customers are encouraged to reuse packaging.
	4.25
	.625

	4
	DHL Express Singapore uses biodegradable or compostable packaging options.
	4.29
	.581

	5
	Eco-friendly packaging is available at no extra cost.
	4.39
	.595

	Overall Mean
	4.31
	


Source: Survey Data (April, 2026)
	
The descriptive results in Table (4.9) show an Overall Mean of 4.31, suggesting that respondents have a very positive perception of DHL Express Singapore’s packaging initiatives.
	The highest mean score was recorded for the statement "Eco-friendly packaging is available at no extra cost" (Mean = 4.39, SD = .595). This finding is particularly significant as it indicates that customers highly value the accessibility and affordability of sustainable options, which removes financial barriers to green consumption. The availability of recyclable materials, such as various sizes of flyers, followed closely with a mean of 4.36.
	Respondents also recognized the use of biodegradable or compostable options (Mean = 4.29) and the company's efforts to encourage packaging reuse (Mean = 4.25). Although still representing high agreement, the statement regarding customized packaging materials received the lowest mean in this category (Mean = 4.24), while the encouragement of reuse showed the highest variability among respondents (SD = .625). Overall, these results demonstrate that DHL Express Singapore has successfully positioned eco-friendly packaging as a standard, value-added feature of its service, which plays a vital role in reinforcing its brand image as an environmentally responsible logistics provider.

4.3.3	Digital Engagement
	Digital engagement represents a transformative dimension of sustainability, enabling DHL Express Singapore to leverage technology for transparency and enhanced customer communication. This section analyzes how digital platforms and tools facilitate customer participation in the company’s sustainability journey. 

		Table (4.10) Descriptive Analysis of Digital Engagement
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	DHL Express Singapore provides digital tools to track the carbon footprint of shipments.
	4.31
	.570

	2
	Customers receive sustainability updates through digital platforms and social media.
	4.33
	.590

	3
	DHL Express Singapore promotes paperless billing and documentation.
	4.36
	.579

	4
	Online platforms highlight DHL Express Singapore’s sustainability initiatives.
	4.34
	.586

	5
	Customers can access eco-friendly shipping options digitally.
	4.34
	.577

	Overall Mean
	4.34
	


Source: Survey Data (April, 2026)
	
The descriptive findings in Table (4.10) show an overall mean of 4.34, which is the highest overall mean among the sustainability practice categories analyzed thus far. This indicates that respondents strongly perceive digital tools as a successful medium for DHL Express Singapore's sustainability efforts. 
	The highest mean score was recorded for the promotion of paperless billing and documentation (Mean = 4.36, SD = .579), suggesting that customers highly appreciate the efficiency and waste reduction associated with digital administration. Furthermore, both the highlighting of sustainability initiatives on online platforms and the digital accessibility of eco-friendly shipping options received strong support with mean scores of 4.34. 
	The provision of digital tools for carbon footprint tracking also received a high score of 4.31, with the lowest standard deviation in this group (SD = .570), indicating a high level of consensus among respondents regarding the utility of these tracking tools. These results demonstrate that digital engagement acts as a powerful enabler for sustainable consumption, empowering customers with the information and tools necessary to make environmentally conscious choices while reinforcing the brand's modern, tech-forward image. 
4.3.4	Community & Awareness Campaign
	Community and awareness campaigns represent the social dimension of DHL Express Singapore’s sustainability strategy, focusing on corporate responsibility and stakeholder collaboration beyond its core logistics operations. These initiatives are designed to foster shared value by engaging local communities and promoting environmental education.
	Table (4.11) Descriptive Analysis of Community & Awareness Campaign
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	DHL organizes community events promoting sustainability.
	4.17
	.612

	2
	The company partners with NGOs for environmental projects.
	4.15
	.649

	3
	DHL Express Singapore sponsors awareness campaigns on climate change.
	4.19
	.624

	4
	Employees participate in community sustainability programs.
	4.21
	.630

	5
	DHL Express Singapore supports local recycling and waste-management initiatives.
	4.24
	.602

	Overall Mean
	4.19
	


Source: Survey Data (April, 2026)
	

According to the data in Table (4.11), the overall mean for this category is 4.19, indicating that respondents generally agree that DHL Express Singapore is active in community-focused sustainability efforts.
	The highest mean score was recorded for the statement "DHL Express Singapore supports local recycling and waste-management initiatives" (Mean = 4.24, SD = .602). This suggests that customers strongly recognize the company's tangible contributions to local environmental efforts. Additionally, respondents acknowledged the active participation of employees in community programs, which received a mean score of 4.21.
[bookmark: _Hlk228549376]	While still indicating positive agreement, the lowest mean score in this category was for the company’s partnerships with NGOs (Mean = 4.15). This statement also showed the highest variability in responses (SD = .649), which may suggest that specific partnership details are less visible to the general customer base compared to direct initiatives like recycling support. Overall, these findings highlight that community engagement serves as a vital tool for DHL to build brand reputation and social legitimacy by aligning its corporate mission with the environmental priorities of the Singaporean community.

4.3.5	Transparency and Reporting
	Transparency and reporting are essential components of corporate governance that ensure accountability and build trust by providing stakeholders with verifiable evidence of sustainability performance. This section evaluates how customers perceive DHL Express Singapore’s commitment to disclosing its environmental, social, and governance (ESG) progress through standardized reporting practices. 


Table (4.12) Descriptive Analysis of Transparency and Reporting
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	DHL Express Singapore publishes annual reports.
	4.17
	.581

	2
	Reports include measurable targets for reducing carbon emissions.
	4.19
	.593

	3
	DHL Express Singapore discloses progress toward business sustainability goals.
	4.18
	.594

	4
	Customers can access sustainability performance data.
	4.19
	.584

	5
	Reporting practices follow international standards.
	4.27
	.607

	Overall Mean
	4.20
	


Source: Survey Data (April, 2026)
	
The descriptive results presented in Table (4.12) show an overall mean of 4.20, indicating a strong level of agreement among respondents regarding the transparency of DHL Express Singapore’s operations. 
	The highest mean score was recorded for the statement "Reporting practices follow international standards" (Mean = 4.27, SD = .607). This suggests that customers place a high value on the formalization and global alignment of sustainability disclosures, which enhances the credibility of the company's claims. Respondents also recognized that reports include measurable targets for carbon reduction and that sustainability performance data is accessible, with both statements receiving mean scores of 4.19. 
	While still indicating positive perceptions, the lowest mean score was for the publication of annual reports (Mean = 4.17). This minor difference may suggest that while customers trust the quality of the reporting (the standards), they may be slightly less familiar with the specific frequency or format of the published documents. Overall, these findings underscore that transparency acts as a strategic tool for DHL, reducing skepticism and reinforcing customer confidence by providing the data-driven proof necessary to support its sustainability-led brand image. 

4.3.6	Customer Engagement
	Customer engagement represents the dependent variable of this study and reflects the depth of the relationship between DHL Express Singapore and its clientele. This section analyzes the behavioral, emotional, and cognitive responses of customers to the company’s delivery service and sustainability initiatives. By evaluating metrics such as trust, satisfaction, and active participation, this analysis provides a comprehensive view of how effectively DHL has cultivated a loyal and environmentally conscious customer base.
	
Table (4.13) Descriptive Analysis of Customer Engagement
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	DHL Express Singapore’s logistics practices increase my trust to the brand.
	4.27
	.562

	2
	DHL Express Singapore’s eco-friendly practices influence my choice of courier services.
	4.27
	.598

	3
	I feel satisfied to use DHL digital platform rather than other courier services.
	4.28
	.574

	4
	I feel more satisfied when DHL Express Singapore demonstrates environmental responsibility.
	4.24
	.578

	5
	I actively engage with DHL Express Singapore’s sustainability campaigns.
	4.32
	.573

	Overall Mean
	4.28
	


Source: Survey Data (April, 2026)
	
The findings in Table 4.13 indicate a high level of engagement among the respondents, with an Overall Mean of 4.28. This suggests that DHL Express Singapore has successfully transitioned beyond purely transactional interactions to foster a more meaningful connection with its customers. 
	The statement "I actively engage with DHL Express Singapore’s sustainability campaigns" received the highest mean score (Mean = 4.32, SD = .573). This indicates a strong willingness among customers to participate in the company's "green" journey, suggesting that sustainability is a powerful driver of active participation rather than just passive observation. Furthermore, respondents expressed a high level of satisfaction with the DHL digital platform (Mean = 4.28), which aligns with the strong scores previously recorded for digital engagement practices. 
	Both the increase in brand trust through logistics practices and the influence of eco-friendly practices on service choice received equal mean scores of 4.27. This demonstrates that for the Singaporean market, sustainability is now a critical factor in the decision-making process, directly competing with traditional logistical factors like speed and reliability. Although it received the lowest mean in this section (Mean = 4.24), the level of satisfaction derived from the company’s environmental responsibility remains high, reinforcing the idea that customers derive emotional value from associating with a socially responsible brand. 
	Overall, these results provide robust evidence that sustainability is not just a moral initiative for DHL Express Singapore but a vital strategic tool that strengthens trust, drives choice, and fosters deep customer loyalty in a highly competitive logistics environment. The high scores across all engagement dimensions suggest that customers recognize and reward the company's commitment to the "triple bottom line" of people, planet, and profit. 

[bookmark: _Hlk210585729]4.4 	Analysis on the Impact of Sustainability Practices on Customer Engagement
	This section presents the results of the multiple regression analysis used to test the relationship between the five dimensions of sustainability practices (independent variables) and customer engagement (dependent variable). Regression analysis allows the researcher to determine the "predictive power" of these practices and identify how much of the variance in customer engagement can be explained by DHL Express Singapore’s sustainability initiatives. 
	The Model Summary provides an overview of the strength of the relationship between the predictors and the dependent variable. 
	
Table (4.14) Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.846a
	.715
	.711
	.28114

	a. Predictors: (Constant), Transparency and Reporting, Digital Engagement, Warehouse & Transportation Activities, Community and Awareness Campaign, Eco-friendly Packaging


Source: Survey Data (April, 2026)
	
According to Table (4.14), the R-value (Correlation Coefficient) is .846, which indicates a very strong positive correlation between the combined sustainability practices and customer engagement. This suggests that as DHL Express Singapore enhances its sustainability initiatives, there is a significant and corresponding increase in the level of engagement among its customers. 
	The R Square value is .715, which is a critical measure of the model's explanatory power. This result indicates that 71.5% of the variance in customer engagement at DHL Express Singapore can be explained by the five sustainability practices included in this model: Transparency and Reporting, Digital Engagement, Warehouse & Transportation Activities, Community and Awareness Campaigns, and Eco-friendly Packaging. The remaining 28.5% of the variance may be attributed to other factors not captured in this study, such as price sensitivity, service speed, or global brand reputation. 
	The Adjusted R Square of .711 further confirms the robustness of the model, as it accounts for the number of predictors used, ensuring that the high explanatory power is not simply a result of adding more variables. Finally, the Standard Error of the Estimate (.28114) is relatively low, suggesting that the regression model is a reliable fit for the data and can accurately predict customer engagement based on the identified sustainability practices. These findings provide strong empirical evidence that sustainability is a dominant driver of the customer-firm relationship in the Singaporean logistics context. 
	The Analysis of Variance (ANOVA) is utilized to test the overall statistical significance of the regression model. It determines whether the combination of the five independent variables—Transparency and Reporting, Digital Engagement, Warehouse & Transportation Activities, Community and Awareness Campaigns, and Eco-friendly Packaging—is a significant predictor of the dependent variable, Customer Engagement. 

	Table (4.15) ANOVA

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	74.924
	5
	14.985
	189.588
	.000b

	
	Residual
	29.876
	378
	.079
	
	

	
	Total
	104.800
	383
	
	
	

	a. Dependent Variable: Customer Engagement

	b. Predictors: (Constant), Transparency and Reporting, Digital Engagement, Warehouse & Transportation Activities, Community and Awareness Campaign, Eco-friendly Packaging


Source: Survey Data (April, 2026)
	According to Table (4.15), the F-statistic is 189.588, which is a high value indicating that the model has a strong fit. The most critical value in this table is the Significance (p-value), which is recorded as .000. Since this value is well below the standard academic alpha level of 0.05, the result is considered statistically significant. 
	The sum of squares for the Regression (74.924) is substantially larger than the Residual sum of squares (29.876), demonstrating that the regression model accounts for a major portion of the variation in Customer Engagement. This statistically significant result implies that the relationship between DHL Express Singapore’s sustainability practices and customer engagement is not due to random chance. Therefore, the null hypothesis can be rejected, confirming that the overall model is a valid and effective predictor for assessing how sustainability initiatives drive deeper relationships within the logistics sector. 
	The coefficients analysis provides a detailed view of how each individual sustainability practice contributes to customer engagement. By examining the Beta values and significance levels, the study identifies which specific initiatives have the most substantial impact on the customer-firm relationship at DHL Express Singapore.

	Table (4.16) Regression Coefficients

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.517
	.126
	
	4.089
	.000

	
	Warehouse & Transportation Activities
	.165
	.049
	.172
	3.333
	.001

	
	Eco-friendly Packaging
	.107
	.065
	.105
	1.635
	.103

	
	Digital Engagement
	.119
	.058
	.119
	2.059
	.040

	
	Community and Awareness Campaign
	.197
	.052
	.213
	3.822
	.000

	
	Transparency and Reporting
	.299
	.057
	.311
	5.252
	.000

	a. Dependent Variable: Customer Engagement


Source: Survey Data (April, 2026)
	The regression analysis presented in Table (4.16) provides insights into the relative contribution of sustainability practices to customer engagement. The constant value of 0.517 indicates the baseline level of customer engagement when all independent variables are held constant. Among the predictors, Transparency and Reporting exhibits the strongest effect, with an unstandardized coefficient of 0.299 and a standardized beta of 0.311. This suggests that transparent disclosure of sustainability practices significantly enhances customer engagement, reinforcing the importance of accountability and openness in logistics operations.
	Community and awareness campaigns also demonstrate a notable impact, with a coefficient of 0.197 and a beta of 0.213, indicating that initiatives aimed at raising awareness and fostering community involvement are effective in strengthening customer relationships. Similarly, warehouse & transportation Activities show a positive and statistically significant effect (B = 0.165, β = 0.172, p < 0.01), highlighting the role of operational efficiency and environmentally conscious logistics in driving engagement. Digital engagement contributes moderately (B = 0.119, β = 0.119, p < 0.05), underscoring the relevance of technology-enabled communication channels in sustaining customer trust and participation.
	In contrast, eco-friendly packaging (B = 0.107, β = 0.105) does not reach statistical significance (p = 0.103), suggesting that while packaging innovations are valued, they may not independently exert a strong influence on customer engagement compared to other sustainability dimensions. This finding implies that customers may perceive packaging as a supportive rather than primary driver of engagement, particularly when transparency and community initiatives are more visible and impactful. Overall, the regression equation can be expressed as:
Customer Engagement = .517 + .165 Warehouse & Transportation Activities + .119 Digital Engagement + .197 Community and Awareness Campaign + .299 Transparency and Reporting
	This model highlights that customer engagement is most strongly influenced by transparency and reporting, followed by community campaigns and operational logistics, while digital engagement plays a supportive role. Eco-friendly packaging, though conceptually important, appears less influential in isolation. These results emphasize that customer engagement in sustainability contexts is shaped by a combination of operational practices, communication strategies, and accountability mechanisms.
CHAPTER V
CONCLUSION

This study reveals a significant impact of DHL Express Singapore’s sustainability practices on customer engagement. Warehouse and transportation management, eco‑friendly packaging, and digital engagement were found to be particularly influential, while transparency, reporting, and community campaigns played more supportive roles. Effective sustainability execution has been shown to enhance efficiency, strengthen customer loyalty, and improve organizational performance.

5.1	Findings and Discussions
This study investigates the impact of sustainability practices warehouse and transportation management, eco‑friendly packaging, digital engagement, transparency and reporting, and community campaigns—on customer engagement at DHL Express Singapore. Using structured surveys and interviews with customers, supported by descriptive statistics, correlation analysis, and regression testing, the study aimed to identify which practices most strongly influence engagement outcomes. 
Based on the demographic analysis of respondents, the majority were young professionals between 26 and 35 years old, reflecting a technologically adept customer base that values innovation and sustainability. Most participants were single, which suggests flexibility in decision‑making and openness to aligning with brands that demonstrate ethical responsibility. Education levels were high, with many respondents holding bachelor’s degrees, indicating a customer group with strong awareness of sustainability issues and expectations for corporate accountability.
The findings show that warehouse and transportation management practices, particularly the deployment of electric vehicles and energy‑efficient facilities, have the highest impact on customer engagement. Customers consistently associated these initiatives with reliability and environmental responsibility, reinforcing trust and loyalty. Eco‑friendly packaging also emerged as a significant driver, with respondents highlighting its role in reducing waste and aligning with circular economy principles. Digital engagement practices, such as real‑time tracking and communication of green initiatives, further enhanced transparency and customer satisfaction, strengthening relational bonds. Transparency and reporting, while essential for accountability, were perceived as supportive rather than primary drivers of engagement, reinforcing trust but exerting less direct influence. Community campaigns contributed positively to brand reputation but demonstrated a more indirect effect compared to operational practices.
Regression analysis confirmed that warehouse and transportation management, eco‑friendly packaging, and digital engagement significantly improve customer engagement, while transparency and community initiatives, though valuable, play secondary roles. Among these, warehouse and transportation management emerged as the most influential sustainability practice, underscoring the importance of operational execution in shaping customer perceptions. Overall, the study confirms that effective sustainability practices are crucial for enhancing customer engagement, improving efficiency, and positioning DHL Express Singapore as a leader in green logistics.

5.2	Suggestions and Recommendations
Transportation management is essential for improving customer engagement by impacting delivery speed, service reliability, and satisfaction. DHL Express Singapore should continue expanding its fleet of electric vehicles and adopt advanced digital routing tools to optimize travel efficiency. Establishing structured delivery schedules can minimize delays, while preventive maintenance plans ensure consistent performance. Implementing real‑time vehicle tracking enhances transparency and strengthens customer trust, while driver training programs improve safety, communication, and service quality, ultimately contributing to reduced operational costs and enhanced customer satisfaction.
Eco‑friendly packaging positively influences customer perceptions, but further improvements can maximize its effectiveness. DHL should expand the use of recyclable and biodegradable materials, integrate smart packaging technologies for real‑time updates, and conduct regular audits to ensure compliance with sustainability standards. Clear communication of packaging initiatives through marketing and customer touchpoints will reinforce brand reputation and encourage customer advocacy.
Warehouse and facility management can be strengthened through layout optimization, energy‑efficient infrastructure, and digital warehouse management systems. Reconfiguring layouts to reduce handling time, investing in renewable energy sources, and applying safety protocols such as proper signage and lighting will improve operational efficiency and workplace safety. Regular staff training on sustainability practices will further enhance productivity and service levels.
Digital engagement remains a critical driver of customer loyalty. DHL should upgrade its digital platforms to provide seamless real‑time tracking, transparent communication of sustainability initiatives, and interactive customer interfaces. Strengthening digital engagement through mobile applications and personalized notifications will deepen relational bonds and foster long‑term trust.
Transparency and reporting, while supportive, can be enhanced by publishing detailed sustainability reports aligned with global standards and making them easily accessible to customers. Regular updates on progress toward carbon‑neutral goals will reinforce accountability and credibility.
Community campaigns should be expanded to include partnerships with local organizations, educational programs, and awareness initiatives. By actively involving customers in sustainability journeys, DHL can strengthen its social responsibility profile and enhance brand reputation.
Overall, DHL Express Singapore should prioritize operational sustainability practices—transportation, packaging, warehousing, and digital engagement—while reinforcing transparency and community initiatives. This integrated approach will not only reduce environmental impact but also strengthen customer engagement, loyalty, and competitive advantage in the logistics sector.

5.3	Needs for Further Research
While this study provides valuable insights into the impact of sustainability practices on customer engagement at DHL Express Singapore, it also suggests several areas for future research. First, this study is limited to five sustainability variables: warehouse and transportation management, eco‑friendly packaging, digital engagement, transparency and reporting, and community campaigns. Future research could broaden its scope to include additional factors such as supplier relationship management, demand forecasting accuracy, and the role of digital transformation in enhancing green logistics efficiency, to gain a more comprehensive understanding of the drivers of customer engagement. Second, because this study is based on data from a single organization, the generalizability of the results may be limited. Future researchers could conduct comparative studies across multiple logistics companies and industries to investigate whether similar patterns emerge in different contexts. Using a wider and more diverse sample would increase the validity and reliability of the results.
Future research on sustainability and customer engagement should also adopt a mixed‑methods approach, combining quantitative data from surveys with qualitative insights from interviews and case studies. This would allow for a deeper understanding of customer perceptions and operational challenges. Additionally, a longitudinal approach could be used to evaluate changes in customer engagement over time, particularly as sustainability initiatives evolve and mature. This would help identify strategies that lead to continuous improvement and long‑term customer loyalty. Overall, such approaches will deepen the understanding of sustainability practices in logistics and their impact on customer engagement, providing richer insights for both academic and industry stakeholders.
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APPENDIX
Questionnaire


Respected Sir / Madam
I am pleased to inform you that I am a student at Swiss School of Business Research pursuing a degree in Master in Business Administration (MBA). As partial fulfillment of my degree, I am conducting research on “Impact of Sustainability Practices on Customer Engagement in DHL Express Singapore” I assure you that this is purely academic research and participation in this study is voluntary.
Please note that any information you give will be treated confidentially. Your assistance will be highly appreciated. Thank you for your cooperation.

Yours faithfully,

















Impact of Sustainability Practices on Customer Engagement in DHL Express Singapore Section (A)
Demographic Profile of Respondent

Please tick (√) the appropriate answer. 
Section A: Respondent Profile 
1. Gender 
Male 
Female

2. Marital Status 

Single
Married 

3. Age (Years)

20≤ 25 Years 
 26 - 35 Years 
 36 - 45 Years
 46 - 55 years 
Above 55 Years 

4. Education level 
Secondary
High School
Pre-University
Bachelor Degree
Master Degree
Others: Please Specify ----------------------------- 
 
5. Position/Department
 Admin
HR
 Finance
Operation			
6. Monthly Salary (SGD)
 ≤ 1,500
1,501 – 2,000
2,001 – 2,500
2,501 – 3,000
3,001 – 3,500
Over 3,500







Section (B)
Sustainability Practices
Please indicial the responses that best fit your agreement or disagreement with each statement by ticking (√) only a box from the following interpretations of the scales:
Strongly Disagree	-	1 
Disagree	-	2   
Neutral		-	3                  
Agree	-	4
Strongly Agree	-	5 

1. Warehouse and Transportation Activities

	Sr. No.
	Statement
	1
	2
	3
	4
	5

	1
	DHL Express Singapore’s transportation schedules are timely deliveries.
	
	
	
	
	

	2
	DHL Express Singapore transportation services are reliable for delivering items.
	
	
	
	
	

	3
	The available transport vehicles are sufficient to meet delivery needs.
	
	
	
	
	

	4
	DHL Express Singapore reduces carbon emissions in transportation operations.
	
	
	
	
	

	5
	I believe DHL Express Singapore’s warehouse maintains a clean and safe storage area. 
	
	
	
	
	



2. Eco-friendly Packaging

	Sr. No.
	Statement
	1
	2
	30
	4
	5

	1
	DHL Express Singapore offers recyclable packaging materials (such as different sizes of flyers) to customers.
	
	
	
	
	

	2
	DHL Express Singapore provides customized packaging materials as per customer needs.
	
	
	
	
	

	3
	Customers are encouraged to reuse packaging.
	
	
	
	
	

	4
	DHL Express Singapore uses biodegradable or compostable packaging options.
	
	
	
	
	

	5
	Eco-friendly packaging is available at no extra cost.
	
	
	
	
	



3. Digital Engagement

	Sr. No.
	Statement
	1
	2
	3
	4
	5

	1
	DHL Express Singapore provides digital tools to track the carbon footprint of shipments.
	
	
	
	
	

	2
	Customers receive sustainability updates through digital platforms and social media.
	
	
	
	
	

	3
	DHL Express Singapore promotes paperless billing and documentation.
	
	
	
	
	

	4
	Online platforms highlight DHL Express Singapore’s sustainability initiatives.
	
	
	
	
	

	5
	Customers can access eco-friendly shipping options digitally.
	
	
	
	
	




4. Community & Awareness Campaign
	Sr. No.
	Statement
	1
	2
	3
	4
	5

	1
	DHL organizes community events promoting sustainability.
	
	
	
	
	

	2
	The company partners with NGOs for environmental projects.
	
	
	
	
	

	3
	DHL Express Singapore sponsors awareness campaigns on climate change.
	
	
	
	
	

	4
	Employees participate in community sustainability programs.
	
	
	
	
	

	5
	DHL Express Singapore supports local recycling and waste-management initiatives.
	
	
	
	
	



5. Transparency and Reporting
	Sr. No
	Statement
	1
	2
	3
	4
	5

	1
	DHL Express Singapore publishes annual reports.
	
	
	
	
	

	2
	Reports include measurable targets for reducing carbon emissions.
	
	
	
	
	

	3
	DHL Express Singapore discloses progress toward business sustainability goals.
	
	
	
	
	

	4
	Customers can access sustainability performance data.
	
	
	
	
	

	5
	Reporting practices follow international standards.
	
	
	
	
	












Section (C)
Customer Engagement
Please indicial the responses that best fit your agreement or disagreement with each statement by ticking (√) only a box from the following interpretations of the scales:
Strongly Disagree	-	1 
Disagree	-	2   
Neutral		-	3                  
Agree	-	4
Strongly Agree	-	5 
	Sr. No
	Statement
	1
	2
	3
	4
	5

	1
	DHL Express Singapore’s logistics practices increase my trust to the brand.
	
	
	
	
	

	2
	DHL Express Singapore’s eco-friendly practices influence my choice of courier services.
	
	
	
	
	

	3
	I feel satisfied to use DHL digital platform rather than other courier services.
	
	
	
	
	

	4
	I feel more satisfied when DHL Express Singapore demonstrates environmental responsibility.
	
	
	
	
	

	5
	I actively engage with DHL Express Singapore’s sustainability campaigns.
	
	
	
	
	





APPENDIX (B)
SPSS Output

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.846a
	.715
	.711
	.28114

	a. Predictors: (Constant), TR, DE, WTA, CAC, Eco




	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	74.924
	5
	14.985
	189.588
	.000b

	
	Residual
	29.876
	378
	.079
	
	

	
	Total
	104.800
	383
	
	
	

	a. Dependent Variable: CE

	b. Predictors: (Constant), TR, DE, WTA, CAC, Eco




	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.517
	.126
	
	4.089
	.000

	
	WTA
	.165
	.049
	.172
	3.333
	.001

	
	Eco
	.107
	.065
	.105
	1.635
	.103

	
	DE
	.119
	.058
	.119
	2.059
	.040

	
	CAC
	.197
	.052
	.213
	3.822
	.000

	
	TR
	.299
	.057
	.311
	5.252
	.000

	a. Dependent Variable: CE
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