ZARZADZANIE INNOWACYJNE W GOSPODARCE I BIZNESIENR 2(41)/2025

Daniel Tokarski https://orcid.org/0000-0002-3475-1115
University of Lodz
e-mail: daniel.tokarski@uni.lodz.pl

Szymon Ruszczynski '/ https://orcid.org/0009-0006-4195-1744
Social Academy of Sciences in Warsaw
e-mail: ruszczynski.szymon@gmail.com

The impact of logistics and marketing customer
service in e-commerce on online store purchases

Wplyw logistyczno-marketingowej obstugi
klienta w e-commerce na zakupy w sklepie

internetowym
https://doi.org/10.25312/ziwgib.797

Abstract

The article analyses key aspects of logistic and marketing cus-
tomer service in the context of e-commerce on the example
of allegro.pl, the largest auction website in Poland. The impor-
tance of effective logistics and marketing strategies in build-
ing competitive advantage and customer satisfaction was
discussed. It emphasizes that the key to user experience is
efficient order fulfilment, speed of delivery, variety of delivery
options and transparency of the purchasing process. The im-
portance of logistics and marketing synergy in e-commerce was
discussed, pointing out that an integrated approach allows you
to effectively meet customer needs while optimizing operational
costs. Allegro.pl was presented as an example of a platform that
effectively combines these elements, setting customer service
standards in Polish e-commerce.
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Streszczenie

W artykule zanalizowano kluczowe aspekty logistyczno-marke-
tingowej obstugi klienta w e-commerce na przyktadzie allegro.pl,
najwiekszego portalu aukcyjnego w Polsce. Oméwiono znacze-
nie efektywnej logistyki i strategii marketingowych w budowaniu
przewagi konkurencyjnej oraz satysfakcji klientéw. Podkreslono
réwniez, ze sprawna realizacja zamoéwien, szybkos¢ dostawy,
réznorodnos¢ opcji dostawy oraz przejrzystos¢ procesu zakupo-
wego sg kluczowe w ksztattowaniu doswiadczen uzytkownikow.
Oméwiono znaczenie synergii miedzy logistykg a marketingiem
w e-commerce, wskazujgc, ze zintegrowane podejscie umozli-
wia skuteczne spetnianie potrzeb klientéw, jednoczesnie opty-
malizujgc koszty operacyjne. Allegro.pl jest przedstawiane jako
przyktad platformy, ktéra skutecznie faczy te elementy, wyzna-
czajgc standardy obstugi klienta w polskim e-commerce.

Stowa kluczowe: handel elektroniczny, logistyczna obstuga
klienta, marketing internetowy

Introduction

Logistics services are an area of activity in which one of the most important conditions
for competing on the market is customer orientation (Tokarski, Fajczak-Kowalska,
2024). There are four basic determinants in logistics: marketing perspective, market
segmentation, service quality and strategic subordination of logistics to customer in-
terests. The above-mentioned market segmentation serves to better identify customer
needs. The described segmentation process takes place in relation to two main groups
of potential customers — institutional and individual (Harrison, van Hoek, 2010).

An example of segmentation activities on the logistics services market is InPost.
The company sees opportunities for development and opportunities to seek new cli-
ents, both in the group of individual and institutional clients. Markets with great de-
velopment potential for this company are both the public administration sector and
e-commerce. The business segments of this company are: online stores due to the or-
ganization of the purchasing function, bailiff offices and debt collection companies
due to the nature of existing relationships and general purchasing policy, and public
administration due to the purchasing policy and criteria. Focusing on the segment
of individual customers as recipients of logistics services such as transport or couri-
er, an important division criterion is that related to the service, i.e. the proposed ben-
efits related to the conditions and patterns of purchases. This refers to the essence
of the logistics service, the essence of which is based on the speed, efficiency, and
safety of activities in the areas of transport of people or property (Szwajlik, 2017).

Referring to the previously mentioned elements of the segmentation process or
the STP concept, after analysing the market and selecting the target market and de-
veloping a strategy, all that remains is its implementation, or in other words position-
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ing. These are nothing more than activities aimed at gaining a competitive advantage
in given segments of the existing market through all kinds of activities (Mruk, 2012)
or creating a new market (new needs) and subsequent actions to make it a sustainable
and effective source of income (Niestr6j, 2012).

By segmenting the market, you can choose which segments a company wants
to serve, which is called marketing strategy. There are three types of strategies:
an undifferentiated action strategy, a differentiated action strategy, and a focused ac-
tion strategy (Sawicki, 2016: 82—88).

The undifferentiated action strategy is unique and the least common. It involves
addressing the offer to all consumers regardless of age, financial situation, life sit-
uation or other factors. The strategy of diversifying activities involves focusing at-
tention on several separate market segments. By offering one product, you can look
for different consumers who may be interested in it. This is the most common choice
among entrepreneurs. Concentrated operating strategies involve one selected seg-
ment on which the attention and marketing efforts are focused. The concept of cus-
tomer value and the pursuit of customer loyalty is often encountered here. It happens
that a company offers a product with a negative margin, counting on compensation
in the following years (Waniowski, Sobotkiewicz, Daszkiewicz, 2010).

An issue worth mentioning when discussing marketing activities is the analysis
of the company’s situation, called SWOT analysis. It involves assessing the compa-
ny’s strengths and weaknesses, as well as its opportunities and threats (Berkowitz
et al., 1997). This name comes from the first letters of the English words: strength,
weakness, opportunity and threat. This analysis is based on factors from the internal
environment (strengths and weaknesses) and the external environment (opportunities
and threats). Data on strengths and weaknesses may come from reports, employee
satisfaction, etc. They are considered against a reference background, including:
competition. Information about opportunities and threats comes from many sourc-
es, such as signals from buyers, the press, news and consultants’ opinions. The pur-
pose of such an analysis is to assess the discrepancies between current activities and
the set goals and standards (Michalski, 2017).

The popularization of e-commerce has contributed to the increase in the scale
of price wars among online sellers. The competition for the e-commerce market is
not only other online stores, but also stationary stores and individuals selling prod-
ucts on the global network (Skorupska, 2017; Tokarski, Wolak, 2023). For this rea-
son, marketing is a very important element of a well-functioning enterprise operating
on the Internet, which is why most marketing activities are undertaken on the In-
ternet. Marketing customer service has many connections with logistics services.
At many stages, the activities included in these two concepts must work together
to achieve the previously described common goal of customer satisfaction (Tokar-
ski, Fatek, 2025). Using the example of the previously described division of cus-
tomer service into pre-transactional, transactional and post-transactional elements,
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the following differences, similarities and elements that conflict with each other
in logistic and marketing customer service can be demonstrated. In the first phase,
at first glance, marketing aspects dominate, but they must be supported by logistics.
The level of logistic activity determines the price of the product, the order fulfil-
ment time and its availability, which is the basis for the promotion of the product or
company. Opinions about the company, which are important in acquiring custom-
ers, result from the cooperation of logistics and marketing departments. The second
phase — transactional — is based mainly on logistic customer service, but the mar-
keting part is also used here. Responsible for, among others: for appropriate contact
with the Customer during the execution of the order, especially when undesirable
phenomena occur, such as delays in the execution of the order. In the post-transac-
tion stage, marketing customer service becomes more important again. Here, com-
munication with the customer, for which he is responsible, is also important, in mat-
ters such as returns, service, complaints, exchanges or installation. In this phase,
marketing customer service is also responsible for building a long-term relationship
with the customer (Majchrzak-Lepczyk, 2020) which becomes particularly important
when acquiring a new customer, according to Neil Patel, it can be up to 7 times more
expensive than maintaining an existing one (Patel, 2018).

In the case of marketing customer service on allegro.pl, the issue of advertising
is quite simplified. For example, an entrepreneur does not have to worry about set-
ting up and maintaining his own website, including the costs of hosting, domain and
SSL certificate (Kapelczak, 2025). The main advantage of using allegro.pl is access
to 22 million recipients who visit this website monthly, where 14 million of them are
active buyers (Poznajmy sig, n.d.). Allegro offers full support in advertising its brand
and products offered on this platform. It is possible to independently use the offered
tools, such as Allegro Ads (advertising panel enabling independent management
of SEM or Display activities also outside Allegro, e.g. Google or Facebook) (Allegro
Reklama, n.d.) or delegating these activities to advertising agencies cooperating with
Allegro and specializing in this field (Allegro Ads, n.d.).

Not only in the advertising area, Allegro offers a number of tools supporting sell-
ers. Help is offered at every stage of customer service, such as contact with the cus-
tomer, order processing and delivery (possibility to use Allegro One parcel lockers,
shipping tool, shipment settlement) (Pomoc dla sprzedajgcych, n.d.).

Research purpose methodology

The aim of the work is to analyse the impact ofthe level of customer service
in the field of logistics and marketing offered by the company on customer purchas-
ing decisions. The main research problem is to learn and analyse the impact of indi-
vidual elements of logistics and marketing services on customer choices and deci-
sions. Specific problems include:
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1. In the age of the Internet and extensive search engines, does it make sense
to strive for customer loyalty?

2. Is the number of choices important to the customer when it comes to payment
methods, delivery methods, etc.?

The following hypotheses were adopted in the study:

1. The wider the range of services offered related to the payment or delivery pro-
cess, the easier it is to meet the customer’s needs and thus convince him to use
our services.

2. Although it is currently easier from the customer’s perspective to simply
search for the product they are currently looking for, it is worth investing
in activities aimed at building relationships with the customer and encourag-
ing them to choose our company again.

The research method chosen by the authors is a diagnostic survey, the technique

is a survey, and the tool is a survey.

Results

Among the 117 people who decided to take part in the study, the majority were wom-
en, 68 of them. The male group of respondents consisted of 49 people, which con-
stitutes 58% and 42%, respectively. The largest group, almost 30% of respondents,
were people aged 22 to 26, 35 people. The next largest group were respondents aged
27-35, 24 people, which constitutes over 1/5 of the respondents. Next in line was
the group aged 18-21 (21 people — 17.9%). There were 17 people in the age group
from 36 to 45, which constitutes 14.5% of people participating in the study. The fifth
largest group were respondents aged 46-55, 14 people, or 12% of respondents. In-
terestingly, the group of respondents also included 4 minors, which constitutes 3.4%,
and 2 people over 55 years of age (1.7%). Most people, 37 to be precise, have second-
ary education, i.e. 31.6%. A smaller group consists of people with at least second-cy-
cle higher education. This answer was also given by people with a PhD degree, etc.
There were 28 people, which constitutes 23.9% of the respondents. The next largest
group were people with first-cycle or incomplete higher education. These were 22 and
20 people, respectively. The fewest people participating in the study have secondary
school education — 7.7% and primary education — 1 person. In the case of questions
about marital status, the largest group are married people — 43 people, which consti-
tutes 36.8% of this group. The next most common answer was not having a partner. It
was given by 39 people, i.e. 33.3% of respondents. Thirty respondents indicated that
they lived in an informal partnership. This group constitutes 25.7% of respondents.
Only 3 people answered that they were divorced and 2 people were widows/widow-
ers. Of the people who took part in the survey, 36 reported that their monthly earnings
did not exceed PLN 3,000, which constitutes 30.8% of all respondents. Almost half,
42.7% of respondents, gave a higher answer, i.e. from 3,000 up to 6,000 PLN. There
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were 50 people. There were 20 respondents in the next range, i.e. from PLN 6,000
to PLN 10,000, which constitutes 17.6% of the surveyed group. Eleven people, i.e.
9.4% of respondents, boasted earnings above this amount. The question asked about
net amounts. The size distribution of the place of residence is as follows. The larg-
est group are people living in the largest agglomerations — 45 people, which consti-
tutes 38.4% of people participating in the study. The second largest group are people
living outside the city, this answer was given by 37 people, i.e. 31.6% of respon-
dents. Fifteen respondents live in the smallest cities. There is only one person less
in the group of people living in larger cities, i.e. from 10,000 to 40,000 inhabitants.
The least popular answer was the one indicating cities with 40,000 to 100,000 inhab-
itants; only 6 people chose it.

The next survey questions concerned experiences with making purchases on al-
legro.pl. The condition for participating in the study was to make at least one pur-
chase on a given website. By far the largest group of respondents are people who
make purchases via allegro.pl sporadically, several times a year. These are 52 people,
which constitutes 44.4% of respondents. 17 people described their experiences with
the website in question as less frequent. The remaining 41% of people using the larg-
est auction portal in Poland make purchases there at least once a month, including
7 people at least once a week.

The respondents’ answers about the number of experiences in their lives
in the form of delays in the delivery of ordered goods longer than 2 days were as
follows. Almost half of the respondents had not encountered such a phenome-
non. The second most common response was a one-time encounter with the situa-
tion; 22 people responded this way. A comparable number of people in the study,
21, experienced delivery delays of more than 48 hours ontwo occasions. Only
3.4% of respondents encountered a given phenomenon three times, but as many as
13 people answered that they experienced delays more than three times. The con-
dition for participating in the next question was a positive answer to the previous
question. They concern the reason for the delay in delivery, and respondents could
select more than one answer. More than 40% of responses indicate that the buyer is
not aware of the reason for the delivery delay. If buyers know the reason for the de-
lay, they most often point to the failure to meet the shipping deadline by the seller
or the entity responsible for preparing the order, which is caused by a large number
of orders, e.g. via post. during holiday periods. This reason accounts for 55% of re-
spondents’ delays. Almost a quarter of the responses indicated the lack of product
availability. There were only eight delays in transport directly to the buyer, which
constitutes 17% of indications. The least common, individually indicated answers
are the loss of the parcel by the courier company and delivery from another country.
As in the case of delivery delays, almost half of the respondents also never returned
the received order — 52 people. So far, 23 people have made a single refund, which is
19.7% of respondents. 13 respondents did it twice, i.e. 11.1% of people participating
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in the study. Seven people returned parcels three times. As many as 22 respondents
did it more often.

Answers to the question about the reason for returning the goods by buyers par-
ticipating in the survey. Only people who answered yes to the previous question
could answer this question. Three levels of frequency of reasons why respondents
returned goods can be clearly distinguished. The most common reason was an un-
successful purchase or lack of sufficient satisfaction with the quality, size or suitabil-
ity of the product. This group accounts for 63% of the responses. These are refunds
in connection with the rights granted to consumers, which, as you can see, they are
happy to use. The next most common group of reasons for returns are reasons attrib-
utable to the seller or the entity responsible for transport/logistics. These are products
not as described or damaged and account for 30% of the responses. The last group
includes mixed causes, when it comes to the entity responsible for their occurrence,
they appear sporadically. These include buyer errors, shipping delays, incorrect or-
ders and the consumer receiving a used product. That’s less than 7% returns.

The next questions concerned marketing customer service. The first one checked
whether buyers pay attention to whether offers are sponsored. The majority of re-
spondents, over 60%, declare that they pay more attention to sponsored offers, but
treat them on an equal footing with others. Therefore, only 2 people from this group
did not know about the possibility of sponsoring and distinguishing their offer by
the seller. Forty-two respondents, which constitutes over one third of the surveyed
group, admit to favouring sponsored offers over others. Three people answered that
they do not pay attention to other offers when shopping, they only consider those
marked as sponsored.

The next question concerned the respondents’ loyalty to buyers on the allegro.
pl platform. It touched upon the issue of repeat purchases from a seller whose ser-
vices the surveyed people had already used and were satisfied with the purchase and/
or customer service. Most respondents claim that during subsequent purchases they
check whether the seller they have positively rated offers the product they are inter-
ested in. This group constitutes 60.7% of people completing the survey. The remain-
ing respondents, when making subsequent purchases, decide to search for it directly
on the website, without checking the offers of proven sellers.

Respondents’ answers to the question regarding the use of leaflets or other ma-
terials were as follows. The majority, over 70% of people, answered that they do not
pay attention to this marketing technique. Another 19 respondents had not encoun-
tered such a phenomenon before. Only 13% of respondents declare their use, but
only three of them do it in a longer term than subsequent purchases, which take place
shortly after receiving the shipment with the advertising materials in question.

The strategy for adding leaflets or brochures to weapons packaging, however,
summarizes the answer to the next question. The issue was raised whether various
types of discounts, promotions or the possibility of free delivery would encourage
the buyer to keep and use the included materials.
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As you can see, as many as 78 out of 117 people surveyed declare that including
a discount in the leaflet in the form of a discount code, free delivery or other infor-
mation would encourage them to stop advertising and use it in the future. However,
38 of them indicate that they rarely order products from similar categories so that
the same seller includes them in their offer, which constitutes 32.5% of the surveyed
group. The answers provided show that the discount would not convince 28 re-
spondents who, when making subsequent purchases, prefer to focus on the choice
of product and price, not paying attention to choosing the same seller again. Two
respondents replied that they kept the leaflets anyway for other reasons.

The next question was addressed only to people who indicated in the previous
question that they rarely order products from the same categories so that the seller
has them in his offer. They were asked whether they checked the offer of available
products from the sellers from whom they made purchases. Only 26% of respondents
say they do it regularly. More than half of respondents, 53%, said they checked other
offers from retailers they had used in the past, but did not do so with every purchase.
Ten people admitted that they had never checked whether their assessment of the lack
of an offer of a given type at the seller was correct.

The last 6 questions asked to respondents concern the impact of factors such as
the choice of delivery or payment method on their purchasing decisions. Answers
to the question “How does the offered delivery time affect your decision to choose
a product?” were as follows. The most frequently given answer was the most econom-
ically justified answer, i.e. comparing an offer at the same price and choosing the one
with the shortest implementation time. 52% of respondents responded. The second
largest group were respondents who declared that the only important thing for them
when it comes to delivery is that it takes no longer than 1-2 weeks. There were thirty
respondents. Almost 13% of the surveyed group of people said that the delivery date
had no impact on their choice. Eleven people say that this is a key factor for them and
they are able to choose a more expensive offer with a shorter lead time than an item
with the same product at a lower price but with a longer lead time.

The next question checked how the country of shipment of the goods influenced
the choice of the offer by buyers participating in the study. The largest group turned out
to be people who always choose shipping from Poland — 52 people, which constitutes
44.4% of respondents. For 14.5% of respondents, the most important thing is that the
shipment takes place from EU countries. Twenty-six respondents answered that they
were not interested in the origin of the shipment because the only thing that mattered
to them was the delivery time. The remaining 18.8% of respondents admitted that
they do not pay attention to the shipping area of the purchased goods.

The answers to the question about the impact of free delivery on the choic-
es of surveyed buyers were as follows. Fifteen respondents do not pay attention
to the availability of free delivery and devote all their attention to the delivery time
of the product. The remaining respondents were quite evenly divided into people ad-
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mitting that the offer with free delivery is more attractive to them (42.7%) and those
who are sceptical about this topic (44.4%). The latter group declares that when shop-
ping, they compare the prices of products offered with free delivery and those with-
out such a promotion, thus adding the cost of shipping. Based on this comparison,
they choose the more attractively priced option.

The next question also concerns free elements of customer logistics and mar-
keting services. It concerns the impact of the possibility of free return of goods
on respondents’ purchasing decisions. For most people participating in the study,
the ability to return purchased goods without additional shipping costs is an addi-
tional advantage, but it is not a decisive element when deciding which offer they will
use. This answer was given by 56.4% of respondents. For 19 respondents, this issue
depends on the category of the goods purchased. This is an important issue when
purchasing clothing or footwear, where the risk of return, e.g. due to the wrong size,
is high. The possibility of a free return is not important for 13.7% of respondents.
The same number of people cannot imagine making a purchase without having such
a privilege.

Of the 117 people participating in the study, as many as 91 stated that the ability
to choose the form of delivery is important to them when making purchasing deci-
sions. This represents 77.7% of respondents. Moreover, 52.7% of them said that they
are unable to order the selected product if they cannot choose their preferred delivery
option. In this group, 7 study participants justified their answer by limited access
to courier services in their place of residence. Other people who answered affirma-
tively to the question “does the number of delivery options matter to them when
making purchases” indicate that it is not a key issue for them, but they like to be able
to adapt the form of delivery to their preferences. As for the answers denying the in-
fluence of the discussed factor on their choice, it is 22.2% of respondents. They indi-
cated that they will always find a variant that suits them from the available selection.

The last question of the survey concerned the form of payment and its impact
on consumer decisions. For most respondents, the ability to choose their preferred
payment method influences their decisions. In this case, as many as 54 out of 117 peo-
ple surveyed claim that they will not make a purchase if they do not have the payment
method they use available. This represents 46.2% of respondents. The remaining re-
spondents also answered in the affirmative, i.e. 48.7% of respondents like to have
a choice in terms of payment, but it is not a priority for them. The smallest group
answered here that they can adapt to possible forms of payment. It was 5.1% of re-
spondents, i.e. 6 people.

A clear summary of the conclusions from the empirical study is presented in ta-
ble 1. It aims to provide a clearer presentation of the most important data resulting
from the research.



182

Daniel Tokarski, Szymon Ruszczynski

Tab. 1. Summary of the results of the survey conducted (N = 117)

Category

Results

Gender of respondents

female (58%), male (42%)

Age of respondents

22-26 (29.9%), 27-35 (20.5%), 18-21 (17.9%), 36—45 (14.5%),
46-55 (12%), under 18 (3.4%), over 55 (1.7%)

Education level

secondary (31.6%), master’s or phd (23.9%), bachelor’s (18.8%),
incomplete higher education (17.1%), vocational (7.7%), primary
(0.9%)

Marital status

married (36.8%), single (33.3%), informal relationship (25.7%),
divorced (2.6%), widowed (1.7%)

Monthly income (net)

pln 3,000-6,000 (42.7%), <3,000 (30.8%), pln 6,000-10,000 (17.1%),
>10,000 (9.4%)

Place of residence

large cities (38.4%), rural (31.6%), small towns <10k
(12.8%), medium towns 10-40k (12%), towns 40—100k
(5.1%)

Frequency of purchases
on Allegro.pl

several times a year (44.4%), at least monthly (35.1%), less often
(14.5%), weekly (6%)

Experience with delivery
delays (>2 days)

never (49.6%), once (18.8%), twice (17.9%), more than three times
(11.1%), three times (3.4%)

Main reasons for delivery
delays

shipping delays due to overload (55%), unknown reason (40%), lack
of availability (25%), transport issues (17%), other (<10%)

Frequency of returns

never (44.4%), once (19.7%), twice (11.1%), more than 3 times
(18.8%), three times (6%)

Main reasons for returns

dissatisfaction with product/size/quality (63%), product not as
described or damaged (30%), other (7%)

Attitude toward sponsored
offers

neutral but aware (60%), prefer sponsored (35.9%), consider only
sponsored (2.6%)

Loyalty to sellers

check offers from previous seller (60.7%), choose product freely
(39.3%)

Attention to marketing
materials

ignore (70%), never encountered (16.2%), use (13%)

Keeping discount leaflets

yes (66.7%), no — price-focused (23.9%), kept for other reasons
(1.7%)

Delivery time preferences

prefer shortest time if price same (52%), acceptable up to 1-2 weeks
(25.6%), no impact (12.8%), will pay more for fast delivery (9.4%)

Importance of country
of shipment

only from poland (44.4%), eu preferred (14.5%), only care about
delivery time (22.2%), no importance (18.8%)

Impact of free delivery

prefer free delivery (42.7%), compare total price incl. shipping
(44.4%), don’t care — time is key (12.8%)

Impact of free return
option

positive, but not decisive (56.4%), depends on product type (16.2%),
not important (13.7%), essential (13.7%)

Importance of delivery
method

important (77.7%), no impact (22.2%)

Importance of payment
method

must have preferred option (46.2%), prefer choice but flexible
(48.7%), no importance (5.1%)

Source: own study based on research results.




The impact of logistics and marketing customer service... 183

The results of the study clearly indicate that logistics and customer service play
a crucial role in the purchasing decisions of Allegro.pl users. Consumer expectations
are primarily focused on fast and reliable delivery, flexible delivery and payment
options, and the possibility of free returns. Additionally, sponsored offers and loyalty
to proven sellers influence buyer behavior, although pricing and delivery time remain
dominant factors. The data also show that customers are generally aware of logistics
processes and are willing to reward sellers who provide transparent, efficient, and
user-friendly service.

Conclusion

Based on the presented results, it can be concluded that the previously formulated
hypotheses turned out to be accurate. The multitude of delivery options and payment
methods, although for various reasons, is of great importance to the customer when
choosing an offer, and activities related to trying to encourage people to use our ser-
vices again are also appreciated and have a real impact on the consumer. The au-
thors conclude that for the surveyed group the most important thing is satisfaction
with purchases. Activities such as promoting offers and adding marketing materi-
als (brochures, leaflets) fall into the background. However, they increase in value
when a discount or free shipping is offered. The profitability of such a solution de-
pends directly on the company. The breadth of the offer also has an impact; by in-
creasing it, we increase the chances of meeting the client’s current needs and thus
building a long-term relationship. The following aspects of logistic customer service
are important for the Customer when choosing an offer, in order of priority: delivery
cost, shipping and delivery time, country of shipment of the order, available pay-
ment methods, choice of delivery method. An additional benefit for the customer is
the possibility of returning the purchased goods free of charge.

The main challenges and requirements of companies operating in the e-com-
merce industry are achieving and maintaining an appropriately high level of custom-
er service in the field of logistics and marketing. Thanks to this, you can more easily
acquire new customers by recommending them to family and friends and building
long-term relationships with current ones. Nowadays, logistics and marketing ac-
tivities must work in symbiosis, supporting each other to achieve the common goal
of customer satisfaction and meeting their expectations. After all, it is the most im-
portant element influencing the functioning of the company. It is what enables its
functioning and guarantees its future. Employees should also remember this because
their work depends on the customer.

Effective operation and development of enterprises have no chance of success
without appropriate customer service and effective logistics and marketing activi-
ties. Similarly, without an appropriate level of aspects such as optimization of deliv-
ery costs, time from placing an order to its receipt and, of course, product prices or
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reliability, the company is doomed to failure. Continuous development and ensuring
high customer satisfaction and meeting their needs play an important role in build-
ing brand recognition. Thanks to all these activities, the exemplary company can
boast of first places in many e-commerce industry rankings.
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