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Abstract: Strategic values play a pivotal role in the long-term success of logistics enterprises, influencing
interactions with customers, employees, and stakeholders, and driving sustainable outcomes. In the context of the
global logistics sector, the identification and alignment of strategic values are essential for maintaining competitive
advantage and fostering resilience. This study systematically investigates the strategic values of the world’s 50
leading logistics companies, focusing on those most strongly associated with sustainable success. Using a
qualitative approach, content analysis was employed to evaluate and interpret the strategic documents of these
enterprises, revealing key values that contribute significantly to sustainability. Among the values identified,
reliability, customer-centricity, and operational efficiency were found to be most influential in ensuring both
operational and strategic sustainability. These values were consistently embedded within corporate practices,
shaping decision-making processes, stakeholder engagement, and long-term growth strategies. The findings
indicate that the integration of sustainability as a core strategic value is critical for enduring success in an
increasingly competitive and environmentally conscious market. The results provide valuable insights for both
academics and practitioners, offering a framework for logistics companies to refine their strategic management
practices and align their operations with sustainable development goals. By highlighting the strategic values that
underpin sustainable growth, this study contributes to the understanding of how logistics enterprises can navigate
the complex challenges of the modern business environment.
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1. Introduction

Today, it is widely accepted that not only financial indicators but also the values of a business play a significant
role inits success. This is particularly true in service-oriented sectors like logistics, where the relationships between
businesses and their customers, employees, and stakeholders directly influence business outcomes. For this reason,
logistics companies must clearly express and adhere to their values.

In the logistics sector, values are critical in ensuring customer satisfaction. Logistics services involve key
operations such as the safe transportation and timely delivery of products. The reliability, relationships, and
responsibilities of logistics companies toward their customers are directly tied to the values they uphold. By acting
in alignment with these values, logistics businesses can enhance customer satisfaction, build loyalty, and attract
new customers.

Values also play a vital role in employee motivation and loyalty. Companies that consistently act according to
their values foster a positive work environment, leading to improved employee attitudes and behaviors. Employees
who internalize these values contribute to the achievement of the company’s goals.

In essence, values are principles that reflect a company’s culture, guiding its direction and fostering a shared
understanding among employees. They are crucial in supporting strategic goals, increasing customer satisfaction,
and ensuring business sustainability. Clearly communicating these values helps align the workforce and ensures
everyone is working toward the same objectives, ultimately boosting business success.

Moreover, values play a key role in fostering customer trust and loyalty. When customers recognize and
understand the values of a business, they gain insight into how the company operates, which in turn strengthens
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trust and loyalty.

Strategic values are particularly important for logistics companies as they manage complex logistics networks
to meet customer needs. These values are integral to the success of the business, ensuring that customer
expectations are met and that operations run smoothly. By aligning their strategic values with customer needs,
logistics businesses can enhance coordination and communication within the organization, contributing to overall
success.

Additionally, strategic values impact all stakeholders, including customers, employees, shareholders, suppliers,
and local communities. By clearly articulating these values, businesses demonstrate their guiding principles,
operational standards, and long-term vision. This builds trust and loyalty, which are crucial for sustainability and
competitive advantage.

In terms of sustainability, strategic values help logistics companies integrate environmental, economic, and
social considerations. In the short term, these values can reduce costs through energy and resource efficiency while
decreasing environmental impact. In the long run, they are essential for maintaining competitive advantage,
meeting rising customer expectations, and ensuring long-term business success.

Strategic values, therefore, play a critical role in reducing costs, fostering a competitive edge, meeting customer
demands, and ensuring sustainability for logistics enterprises, both in the short and long term.

2. The Value Concept and Strategic Value: Significance of Expression

Value is a measurable or immeasurable concept attributed to or derived from something, based on its properties
that are considered important or useful. In other words, it expresses how useful or desirable something is. Value
is “the recognition of something as important or useful based on its measurable or immeasurable properties
attributed to or derived from it” (Kotler & Keller, 2016). Value is “a concept measured by what is considered
important or useful by users at a particular time and place” (Woodruff, 1997).

Strategic value or values are the key principles and beliefs that an organization sets for its activities and decisions.
These values help guide the organization’s culture, management style, business strategies, customer focus, and
employee behavior. Strategic values are “the key principles and beliefs that an organization determines about how
it will manage its business, customers and employees, and how it will act while creating material and moral values”
(Kotler & Keller, 2016). Strategic values “express the fundamental principles and beliefs that affect an
organization’s key decisions, activities and practices” (Cameron & Quinn, 2011).

Identifying and expressing strategic values is very important to the success of an organization. Strategic values
are key principles and beliefs that reflect the organization’s culture, management style and business strategies.
These values guide the organization’s activities, goals and business decisions (Gupta et al., 2020). Clearly
articulating the organization’s strategic values helps all employees and stakeholders (customers, suppliers,
investors, etc.) understand the organization’s values. In this way, they guide the behavior styles, business decisions
and practices of the people they work with in order to achieve the goals of the organization (Elg et al., 2014).

Expressing strategic values is also important for maintaining the organization’s reputation. If the values of the
organization are expressed correctly, the trust of employees and stakeholders is gained, and the reputation of the
organization increases. Therefore, determining and clearly articulating the strategic values of organizations is an
important part of a successful strategic planning process (Bryson, 2018).

Business managers and employees should act in accordance with strategic values. The strategic values of the
enterprise determine the long-term goals and mission of the enterprise and guide the management of the operations
of the enterprise. Business managers and employees should embrace these strategic values and act in accordance
with these values in their daily business activities. Thus, the business achieves its strategic goals and becomes
successful (Elg et al., 2014).

The expression of strategic values should reflect the goals and objectives of the organization. Therefore, it needs
to be carefully considered in the process of expressing strategic values. First, strategic values need to be aligned
with the culture of the organization. This should be based on the organization’s mission, vision, and historical
background. Second, strategic values should be clear and understandable. This means that language should be used
that can be easily understood by all employees. In addition, measurability of strategic values is important for
monitoring the performance of the organization. Finally, it should be noted that strategic values should be reviewed
from time to time and updated when necessary (Kotler et al., 2018).

Values are principles that must be followed on a long-term basis. For this reason, values must be compatible
with the mission, vision, and strategic goals of the enterprise. However, when the goals and scope of the business
change, the values can be changed accordingly. However, frequent change of values can weaken employees’
commitment to the values of the business and undermine the credibility of the business (Narver & Slater, 1990).
It is seen that businesses change their strategic values from time to time. There can be many reasons for this, for
example, change in market conditions. Businesses can change their strategic values to adapt to the competitive
conditions in the market. For example, due to the COVID-19 pandemic, many businesses have accelerated their
digitalization strategies and started offering more online services to their customers. The emergence of new
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opportunities: Businesses can change their strategic values to enter new markets or product/service areas. For
example, if an automaker decides to enter the electric vehicle market, it may place more emphasis on
environmentally friendly practices in its strategic values. Management changes: When the top managers of the
businesses change, it is possible for the new managers to change the strategic values. For example, a new CEO
might put more emphasis on the business’s customer-centric strategy.

As an example, Apple Inc. The company made a major shift in its strategic values in 1997 with the return of
CEO Steve Jobs to the company. Jobs adopted the company’s strategy of focusing by narrowing its product line
and increasing the value of the company by placing more emphasis on customer experience (Yoffie & Rossano,
2012)

It is not correct to announce the principles that will not be followed as values. Values are the principles that are
in line with the mission, vision, and strategic goals of the enterprise and that affect the behavior of the employees
in a positive way. Non-compliance principles, on the other hand, mean behaviors contrary to the ethical values and
legal obligations of the enterprise. For this reason, the determination of the principles that will not be followed and
the disciplinary measures to be taken in case of violation of these principles should be clearly stated. However, the
values of the business should not be built on the opposite of principles that will not be followed (Ferrell et al.,
2019).

Strategic values should be aligned with the goals, vision, mission, and policies of the businesses. The goals,
visions, and missions of businesses are determined by various goals and objectives, such as achieving certain goals,
meeting customer expectations, and doing sustainable business. The strategic values of the enterprises determine
the ways, principles, attitudes, and behaviors to be followed to achieve these goals. The compatibility of strategic
values with the policies of the business ensures that all business activities move towards a common direction and
helps the business reach its goals (David, 2017).

Although different terms such as strategic values, values of the enterprise, value judgments of the enterprise,
and culture of the enterprise are used in the business literature, these terms generally have similar meanings.
However, in some cases the usage of the terms may differ. For example, the culture of the business is a concept
that encompasses the strategic values of the business and all business activities. Therefore, the use and meaning
of the terms may vary depending on the context, the characteristics of the business, and its unwritten rules (de Wit
& Meyer, 2014).

Strategic value statements form the basis of a business’s strategies to achieve its long-term goals and vision.
Strategic value statements reflect the culture, values, and goals of the business and guide the business’s
stakeholders on how to act.

When associated with other strategic statements, strategic value statements are part of the business’s strategic
plan. Strategic value statements should be aligned with other strategic statements used to identify the strategic
goals and objectives of the business (Hoskisson et al., 2017).

For example, a business may identify increasing customer satisfaction and improving business performance
among its strategic goals. To achieve these goals, the business can set strategies, and these strategies must be
aligned with the business’s strategic value statements.

Values are the basic principles that determine the priorities, beliefs and behaviors of businesses. Therefore, it is
important that values are clearly articulated within the business. Businesses can use different methods to express
their values.

For example, businesses can prepare a “statement of value” that clearly articulates their value. A value statement
is a document containing the values, vision and mission of the business and can be a guiding resource for both
employees and customers. Also, businesses can use different tools to express their values symbolically. For
example, symbols that reflect values can be used in the company’s logo or other visual materials (Cameron &
Quinn, 2011).

Values are commitments that must be aligned with business strategies, business policies, and business objectives
as determinants of a business’s culture, thoughts, attitudes, and behaviors. Therefore, values can be thought of as
a kind of promise, and the business is obliged to keep these promises (Rokeach, 1973).

However, in some cases the realization of the values may be difficult or impossible. In these cases, it is
recommended that the business not make unfulfilled promises or reconsider its values. For example, while the
value of a business is to always provide 100% customer satisfaction to its customers, this may not always be
realistic. However, in this case, the business can stay true to its values by approaching its customers honestly,
making efforts to solve problems, and trying to keep customer satisfaction at the highest level (Alavifard, 2019).

Value statements can often be expressed as a legacy from the business’s past or an ideal vision that stems from
the goals it wants to achieve in the future. Therefore, there can be statements that are both based on past experiences
and focused on future goals. For example, the value of a logistics business may be based on both its past
performance and its future goals, such as the reliability and prompt services it provides to its customers, as well as
its commitment to fulfilling its environmental responsibilities for a sustainable world. However, the values of each
business are unique and depend on the vision, mission, and strategic goals of the business. Thus, a business must
decide for itself what time periods to express its values.
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3. Logistics Sector and Strategic Values

Logistics is an activity that includes planning, implementation, and control processes at all stages from the
production of a product to its delivery to the end user. The aim of this activity is to ensure that the products are
delivered to the customers at the right time, at the right place, in the right quantity, and with the right quality. The
concept of logistics has become an important competitive element for businesses today, and many businesses
around the world attach importance to logistics activities (Ozglik, 2015).

Third Party Logistics (3PL) is the use of the services of a third-party logistics company to manage the movement
of products within the supply chain. 3PL logistics services undertake part or all of the supply chain activities, such
as storing, processing, distributing, and delivering the products of the manufacturers. These services include
various activities such as storage, transportation, inventory management, packaging, assembly, order processing,
and customer service.

The logistics industry has common values such as customer satisfaction, on-time delivery, and operational
excellence. However, every logistics business has its own unique values, and these values can be aligned with the
mission, vision, and strategic goals of the business. For example, one logistics business may have priority values
about sustainability, while another business may adopt a technology-driven value system. Therefore, values in
logistics enterprises may be similar to those of enterprises in other sectors but may differ in line with the
characteristics and goals of each enterprise.

The logistics industry is a sector that manages the physical movement of goods and services in the supply chain.
The strategic values between it and other sectors may differ. For example, for the retail sector, logistics strategies
may focus on customer satisfaction and logistics costs, while for the manufacturing sector, logistics strategies may
focus on supply chain efficiency, product quality, and production planning.

The logistics industry cooperates with other industries to help ensure the smooth movement of goods and
services at every stage of the supply chain. Therefore, the strategic value of the logistics industry depends on a
number of factors, such as working with other industries to increase customer satisfaction, reduce inventory costs,
shorten delivery times, increase environmental sustainability, and provide a competitive advantage.

Therefore, strategic values for the logistics sector may vary depending on its interaction with other sectors and
customer needs. Developing cooperation between the logistics industry and other industries can help increase
strategic values.

Strategic values in logistics are critical elements for the success and competitive advantage of the business.
Based on the field of activity, these values may include (Christopher, 2016; Lambert & Cooper, 2000).

- Fast and reliable supply chain management

- Cost-effectiveness and efficiency

- Best customer service delivery

- Stock management and inventory control

- Optimizing the logistics network

- Sustainability of logistics activities and reduction of environmental impacts

- Use of logistics technologies and innovation

4. Methodology

This study employed a qualitative research method, which is commonly used in the social sciences. Qualitative
research allows the researcher to examine data in a descriptive and interpretative manner, providing detailed and
in-depth insights into the subject matter. In qualitative research, data can be collected both verbally and in writing,
and it may be analyzed in either a structured or unstructured way. This method enables researchers to gain a deep
understanding of human behavior, beliefs, cultural norms, and other related issues.

The process of qualitative analysis typically follows a structured set of steps:

Data Collection and Recording: This can be achieved through interviews, observations, or other methods of
data collection.

Data Structuring: Collected data is categorized and classified into specific themes.

Data Analysis: The categorized data is interpreted to extract key meanings.

Presentation of Results: The results are shared through reports, articles, or other academic publications.

This approach helps researchers gain a more nuanced understanding of their subjects. Additionally, qualitative
research can be combined with quantitative methods for a more comprehensive analysis (Creswell & Clark, 2017).

In this study, content analysis, a commonly-used qualitative method, was employed to analyze the strategic
values of logistics companies. Content analysis allows researchers to systematically examine and interpret textual
data, identifying key themes, patterns, and concepts. This method is especially useful for analyzing textual data
from interviews, focus groups, surveys, journals, and other sources.

Content analysis helps researchers to identify recurring themes, keywords, and central ideas in the texts, thus
making data analysis more systematic. It is particularly useful in studies that explore social issues, enabling
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researchers to better understand them by examining data from various sources (Krippendorff, 2018).

There are several types of content analysis, and the most common ones used in this study are as follows:

Content Coding: Text or document topics, themes, or concepts are coded for numerical analysis.

Frequency Analysis: The frequency of specific words or phrases in a text is analyzed.

Thematic Analysis: This analysis identifies key themes and examines how they relate to each other.

Content Analytics: This approach examines the overall meaning of a text and its intended message, often using
linguistic tools to understand what the text conveys (Krippendorff, 2018).

When interpreting the value statements of businesses through content analysis, it is essential to first understand
the meaning of these statements, followed by analyzing factors such as frequency, intensity, and emphasis. This
helps to reveal how the values of a business are perceived and which messages are most prominent.

For instance, if a logistics company frequently emphasizes customer satisfaction and service quality in its value
statements, it can be inferred that the company is customer-oriented and places a high priority on delivering quality
services. Such analyses can provide valuable insights into how different stakeholders perceive a company’s values,
and they can inform the company’s strategic decision-making.

The list of the 50 most successful logistics companies used in this study is sourced from Armstrong & Associates,
an internationally recognized leader in Third Party Logistics (3PL) market research. Armstrong & Associates, Inc.
(A&A) was established in 1980 and has since become a key information resource for the 3PL market, providing
research and consulting services for companies outsourcing logistics functions (3PL Central, 2024).

5. Findings and Content Analysis

The findings highlight the core strategic values driving success in the logistics sector, including customer focus,
sustainability, innovation, and operational excellence. Customer satisfaction emerges as the most prominent value,
emphasizing its critical role in building competitive advantage. Sustainability and environmentally friendly
practices, widely adopted by leading companies, reflect the industry’s commitment to reducing environmental
impact and ensuring long-term viability. Additionally, innovation and technological advancements are recognized
as pivotal for enhancing service quality and efficiency. The analysis underscores how these values interrelate, such
as the synergy between sustainability and innovation or the alignment of operational excellence with efficiency,
demonstrating a cohesive strategic framework that enables logistics firms to thrive in a competitive global market.
Table 1 presents the gross logistics revenue for companies ranked A&A, provided by third-party logistics service
providers.

Table 1. Third-party logistics provider and gross logistics revue for A&A rank

A&A Rank Third Party Logistics (3PL) Provider Gross Logistics Revenue (US$ Millions)*

1 Kuehne + Nagel Ltd. 40,338
2 DHL Supply Chain & Global Forwarding Inc. 37,707
3 DSV Co. 28,901
4 DB Schenker Ltd. 27,648
5 C.H. Robinson Inc. 22,355
6 Sinotrans Ltd. 19,097
7 Nippon Express Co. 18,612
8 Expeditors Inc. 16,524
9 UPS Supply Chain Solutions Ltd. 14,639
10 CEVA Logistics Co. 12,000
11 GEODIS Ltd. 11.9

12 J.B. Hunt Inc. 11,412
13 Kerry Logistics Ltd. 10,516
14 Maersk Logistics Co. 9.83

15 Kintetsu World Express Ltd. 9.01

16 XPO Logistics Inc. 8,907
17 DACHSER Ltd. 8,333
18 GXO Luogistics Co. 7.94

19 Total Quality Logistics Ltd. 7,857
20 Yusen Logistics Inc. 7,788
21 CJ Logistics Ltd. 7.7

22 LX Pantos Co. 6,541
23 Uber Freight Ltd. 6.44

24 Toll Group Inc. 6.3

25 Hitachi Transport System Co. 5,995
26 Transportation Insight Ltd. 5.8

27 Bollore Logistics Inc. 5,701
28 GEFCO Ltd. 4,953
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29 Hellmann Worldwide Logistics Co. 4,718
30 Ryder Supply Chain Solutions Inc. 4,612
31 Worldwide Express Ltd. 4,600
32 Burris Logistics Co. 4,300
33 Hub Group Inc. 4,232
34 SAIC Angi Logistics Ltd. 4,183
35 AWOT Global Logistics Group Inc. 4,058
36 Lineage Logistics Ltd. 4,000
37 JD Logistics Co. 3,946
38 Landstar Inc. 3,838
39 CTS International Logistics Ltd. 3,822
40 Schneider Co. 3.77
41 Echo Global Logistics Ltd. 3,745
42 Penske Logistics Inc. 3.7

43 Mainfreight Ltd. 3,665
44 Savino Del Bene Co. 3,538
45 MODE Global Ltd. 3,400
46 NFI Inc. 3,122
47 Culina Group Ltd. 2,985
48 C&D Laogistics Group Inc. 2,967
49 Allcargo Logistics Ltd. 2,741
50 Americold Co. 2,715

Note: *Revenues cover all four 3PL segments (DTM, ITM, DCC, and VAWD), are company-reported or A&A estimates, and have been
converted to US$ using the annual average exchange rate. **In-house logistics revenues were capped at 50% for fairness (Updated August
14, 2024).

Source: A & A (2024)

Table 2 summarizes the strategic values, visions, and focal points of the world’s leading logistics companies.
Among these companies, values such as global networking, digital innovation, sustainability, and customer focus
stand out. Technological advancements and operational excellence are frequently emphasized to gain a competitive
edge, while environmentally friendly practices and quality management have also gained significant importance
across the industry. These values reflect efforts to enhance service quality and maximize customer satisfaction in
the logistics sector. While each company maintains its unique approach, this table highlights a shared vision that

underscores the proliferation of innovative and sustainable practices in the industry.

Table 2. Logistics businesses’ strategic values

Logistics Business

Strategic Values®

DHL Supply Chain & Global
Forwarding
DSV
DB Schenker

C.H. Robinson

Global network, innovative technologies, customer focus, environmentally friendly
practices, quality management
Integrated logistics solutions, reliability, efficiency, customer satisfaction, global network
High performance logistics, digitalization, sustainability, customer focus, innovation
Digital platforms, customer focus, efficiency, environmentally friendly practices, logistics
solutions
Global network, integrated logistics solutions, innovation, customer satisfaction,

Sinotrans environmentally friendly practices
Nippon Express Global logistics leader, sustainability, innovation, customer focus, quality management
Expeditors Digital platforms, customer focus, efficiency, environmentally friendly practices, logistics

UPS Supply Chain Solutions

solutions
Innovation, sustainability, customer focus, efficiency, global network

CEVA Logistics Global network, sustainability, innovation, customer focus, quality management
GEODIS Innovation, digitalization, customer focus, efficiency, sustainability
J.B. Hunt Integrated logistics solutions, customer focus, efficiency, sustainability, innovation

Kerry Logistics
Maersk Logistics

Global network, sustainability, innovation, customer focus, integrated logistics solutions
Digital platforms, customer focus, efficiency, sustainability, innovation
Integrated logistics solutions, innovation, customer focus, quality management,

Kintetsu World E S
intetsu World Express sustainability
XPO Logistics Digitalization, customer focus, innovation, efficiency, sustainability
DACHSER Integrated logistics solutions, customer focus, sustainability, innovation, quality

GXO Logistics
Total Quality Logistics
Yusen Logistics
CJ Logistics
LX Pantos
Uber Freight

management
Digitization, customer focus, innovation, efficiency, drive
Technological innovation, customer focus, operational excellence
Customer focus, sustainability, global network, innovation
Global network, technological innovation, customer focus, sustainability
Technological innovation, global network, customer satisfaction, sustainability
Innovation, customer focus, sustainability
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toll group Technological innovation, sustainability, global network

Hitachi Transport System Operational excellence, innovation, customer focus, sustainability
transportation insight Sustainability, customer focus, operational excellence
Bollore Logistics Digital innovation, customer focus, sustainability
GEFCO Global network, sustainability, innovation, customer focus
Hellmann Wgrldw1de Technological innovation, sustainability, customer focus
Logistics
Ryder Supply Chain Digital innovation, customer focus, operational excellence
Solutions
Worldwide Express Technological innovation, customer focus, sustainability
Burris Logistics High quality, customer focus, operational excellence
hub group Digital innovation, customer focus, sustainability
SAIC Angi Logistics Customer orientation, innovation, sustainability, technological innovation
AWOT Global Logistics L . L
aroup Global network, technological innovation, sustainability, customer focus
Lineage Logistics Technological innovation, sustainability, customer focus
JD Logistics Digital innovation, customer focus, sustainability
Landstar Operational excellence, customer focus, sustainability
CTS International Logistics Technological innovation, operational excellence, customer focus
Schneider Digital innovation, customer focus, sustainability
Echo Global Logistics Technological innovation, sustainability, customer focus
Penske Logistics Operational excellence, customer focus, sustainability
Mainfreight Operational excellence, innovation, customer focus, sustainability
Savino Del Bene Digital innovation, global network, customer focus, sustainability
MODE Global Digital innovation, customer focus, sustainability
NFI Digital innovation, operational excellence, customer focus
Culina group Digital innovation, operational excellence, customer focus
C&D Logistics group Operational excellence, customer focus, sustainability
Allcargo Logistics Global network, technological innovation, customer focus, sustainability
Americold Operational excellence, sustainability, customer focus

Note: *Value statements have been compiled from the websites of the relevant logistics companies.

Table 3 presents a breakdown of the most frequently emphasized strategic concepts among leading logistics
companies. Customer focus emerges as the most highlighted value, followed by sustainability and productivity,
reflecting the industry’s commitment to meeting customer needs, environmental responsibility, and operational
efficiency.

Table 3. Ranking of the most used concepts in strategic value statements by frequency

SN Concept Number of Uses Rate
1 Customer Focus 21 25%
2 Sustainability 14 17%
3 Productivity 11 13%
4 Global Network 8 9%
5 Technological Innovation 7 8%
6 Integrated Logistics Solutions 6 7%
7 Digitalization 5 6%
8 Environmentally Friendly Practices 4 5%
9 Quality Management 4 5%
10 Innovative Technologies 3 4%
11 Customer Happiness 3 4%
12 Digital Platforms 3 4%
13 Operational Excellence 2 2%
14 Innovation 2 2%
15 Reliability 1 1%
16 High Performance Logistics 1 1%
17 Global Logistics Leader 1 1%
18 High Quality 1 1%

6. Meanings of Most Frequently Used Values
Customer focus: Customer focus is an approach that directs the development process of products and services

by focusing on the needs of the customer. Customer satisfaction and loyalty are critical for businesses (Kotler et
al., 2015). The focus of the business is on customer needs and satisfaction.
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Sustainability: “Sustainability is the continuation of activities to meet the needs of future generations by
providing efficient use of natural resources, environmentally friendly practices, social ethics, and economic
benefits” (UNESCO, 2021). It is the purpose of the business to continue its activities without harming the
environment and society and to leave a livable world to future generations (Wodack et al., 2014).

Efficiency: “Efficiency is a concept that aims to increase the efficiency of production, service, and operations
by reducing the costs of the enterprise with the effective and efficient use of resources” (Kline, 1999). It is the
capacity of the enterprise to produce more by using the resources in the best possible way (Christopher, 2016).

Global network: It is a network of suppliers, customers, and business partners located in different geographical
regions. Businesses can reach a wider customer base through global networks (Gereffi & Fernandez-Stark, 2011).
The connection of the business with its customers, suppliers, and business partners located in multiple countries
around the world (Etemad et al., 2001).

Technological innovation: It aims to make production, services, and operations more efficient through the use
of new technologies (Bharadwaj & Menon, 2000). It is the company’s investment in technological innovations in
order to increase productivity and customer satisfaction by following technological developments (Hajar et al.,
2022).

Integrated logistics solutions: It is a logistics management approach that covers all activities throughout the
supply chain. It is used to optimize all logistics activities from the procurement of products to their delivery to the
customer (Gunasekaran & Ngai, 2003). It is the integration throughout the supply chain in order to provide the
best service to the customer by bringing all the logistics activities together (Fabbe-Costes et al., 2008).

Digitization: It means that businesses digitize, optimize their processes, and improve the customer experience
using digital technologies (Gavrila Gavrila, 2023). It is the digitization of the activities of the business using digital
technologies and thus making it faster, more effective, and more efficient (Sabbagh et al., 2012).

Environmentally friendly practices: These are the practices that aim to continue the activities of the
enterprises without harming the environment. Issues such as waste management, energy saving, recycling, and
green production are among these applications (Sarkis et al., 2010). It is the realization of the activities of the
business by using environmentally friendly practices without harming the environment (Murugesan, 2008).

Quality management: It is a management approach that aims to produce, provide, and continuously improve
products and services in accordance with established quality standards (Oakland, 2014). It’s designed to
continually improve an organization’s operations and processes to achieve customer satisfaction. This approach
helps to improve the quality of products and services, increase customer satisfaction, increase efficiency and
effectiveness, reduce costs, and reduce risks.

Innovative technologies: It is an approach that foresees the use of new technologies instead of traditional
methods. Businesses can operate more efficiently and effectively by using innovative technologies (Davenport et
al., 2007).

Customer satisfaction is concerned with the quality of products or services offered by a business in a way that
meets a customer’s expectations of the product or service. Customer satisfaction is directly related to the
customer’s experience of using products or services, and customer satisfaction is important to the success and
growth of businesses. The importance of customer satisfaction is that it helps a business build customer loyalty
and help customers buy products or services again from the same business and recommend them to others. At the
same time, customer satisfaction helps businesses reduce customer churn and reduce customer complaints and
return requests (Reichheld, 2006).

Digital platforms: It is the use of digital platforms by businesses to facilitate customer and supplier processes,
increase efficiency, and increase customer satisfaction. For example, online ordering, tracking, and payment
systems can be given (Christopher, 2016).

Operational excellence: It is the goal of conducting the processes and operations of the enterprise in an
effective and efficient manner at the highest level. For this purpose, businesses try to make their work more
effective by optimizing their procedures, management systems, and technological infrastructures (Davenport et al.,
2004).

Innovation: Innovation can be defined as the generation of new ideas, processes, and technologies to improve
the products, services, and business models of businesses. Innovation helps businesses achieve and maintain a
competitive advantage (Chesbrough et al., 2006).

Reliability: A value emphasizing that the business is a reliable partner for its customers, employees, and
suppliers. Businesses, especially in the logistics sector, emphasize their reliability to ensure that customers deliver
on time and safely (Gligor & Holcomb, 2013). These are the activities carried out to ensure that customers have
confidence in their relations with businesses. Reliability helps businesses increase customer loyalty and protect
their reputation (Morgan & Hunt, 1994).

High-performance logistics: An approach in which the business optimizes logistics processes to maximize
operational performance. This approach focuses on goals such as on-time delivery, accurate inventory
management, reducing logistics costs, and increasing customer satisfaction (Gunasekaran et al., 2001). High-
performance logistics is the execution of logistics activities at a level that exceeds customer expectations. High-
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performance logistics increases customer satisfaction and helps businesses increase their competitiveness
(Gunasekaran et al., 2001)

Global logistics leader: It is a value that states that the business aims to be a leader in logistics activities on a
global scale. This goal is associated with businesses’ international logistics networks, global customer bases, and
their ability to provide logistics solutions that will provide a competitive advantage in global markets (Christopher,
2016). A global logistics leader refers to enterprises that are leaders in the logistics industry worldwide. Being a
global logistics leader increases the growth potential of businesses worldwide and provides a competitive
advantage (Sheffi, 2012).

High quality: It is a value that emphasizes the compliance of the enterprise with high-quality standards in its
products and services. This value means to increase the customer satisfaction of the enterprises, to protect the
brand image, and to differentiate in the market (LepistOet al., 2024). High quality is the quality of the products
and services offered to the customers of the enterprises at a level that exceeds the expectations. High quality
increases customer satisfaction and helps businesses maintain their reputation (Garvin, 1984). High quality
contributes to the success of the business by increasing customer satisfaction (Garvin, 1987).

The values mentioned above are the core values that successful logistics businesses should have. The fact that
these values are seen at high frequencies shows how important they are for the success of the business.

Successful logistics companies try to increase customer satisfaction by focusing on customer needs, ensure
sustainability by adopting environmentally friendly practices, increase efficiency by following technological
innovations, and take part in the global network by offering integrated logistics solutions.

They also increase their reliability by giving importance to quality management. They strive to ensure customer
satisfaction and operational excellence by providing high-performance logistics services. They try to be a pioneer
in the sector by following innovation and new technologies.

Therefore, successful logistics businesses must adopt and apply the above-mentioned values. By adopting these
values, focusing on customer needs, ensuring sustainability and efficiency, following technological innovations,
offering integrated logistics solutions, and giving importance to quality management and investing in innovation
and new technologies, they can stand out in the sector by providing high-performance logistics services.

When we look at the strategic values of the logistics sector obtained from the content, it is seen that the
prominent values are concepts such as quality, customer satisfaction, efficiency, sustainability, and environmental
awareness. These concepts are also included in the strategic values of many other businesses. However, it is
characteristic that logistics companies focus on these values and that these companies are among the 50 most
successful companies in the world.

In the strategic value findings obtained from strategic values in successful logistics enterprises, the value
expressions in the form of sustainability and environmentally friendly practices, which are at the top in frequency,
show that they attach importance to the environment and sustainability.

By examining the frequency of use of strategic values, we can reveal which concepts are most important for the
logistics sector:

Customer focus: Customer focus stands out as the core strategic value of all companies on this list. This shows
that customer satisfaction is critical to success in the logistics sector. Meeting customer needs and increasing
customer satisfaction is an important element that provides a competitive advantage.

Sustainability: Sustainability is also one of the most frequently repeated strategic values. The fact that
sustainability is emphasized in 37 out of 50 companies shows how important environmental awareness and
sustainable operations have become in the logistics sector. This helps companies both save costs and minimize
their environmental impact.

Innovation: Innovation plays an important role in companies developing their operations using digital platforms,
increasing service quality, and gaining a competitive advantage with new technologies. 31 out of 50 companies
count innovation among their core values. The increase in digitalization, in particular, shows how critical
innovation has become in the logistics sector.

Global network: Global network is a very important strategic value in terms of wide geographical coverage
and customer demand in logistics services. 17 out of 50 companies use this value strategically; it is a critical
element, especially for global service providers.

Operational excellence: Operational excellence is an important value for increasing the efficiency of logistics
processes and optimizing costs. 15 out of 50 companies have adopted this value as a strategic element. Cost
efficiency and flawless management of operations help logistics companies achieve sustainable success.

Efficiency: Efficiency is an important strategic value in terms of accelerating logistics processes and reducing
costs. 12 out of 50 companies emphasize this value. Efficiency stands out as a key factor in terms of customer
satisfaction and reducing operational costs.

Technological innovation: Digitalization and technological innovations are a strategic focus for the logistics
sector. 14 out of 50 companies emphasize technological innovation. Digital platforms and technological solutions
contribute to making processes faster and more efficient.
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Relationship of Values and Issues

Relationship between sustainability and innovation: Sustainability and innovation are often highlighted as
complementary values. Thanks to technological innovation, logistics companies can develop more
environmentally friendly operations, save energy, and reduce their carbon footprint. For example, companies such
as Maersk Logistics, Kintetsu World Express, and DHL emphasize these two values at the same time.

Customer focus and quality management: Customer satisfaction is directly related to quality management.
Meeting customer needs and providing quality service is important for reliability in the logistics sector. Companies
such as Nippon Express, CEVA Logistics, and DACHSER have identified both customer focus and quality
management as strategic values.

Relationship between operational excellence and efficiency: Operational excellence and efficiency work
together to optimize logistics processes and reduce costs. These two values are often seen together and help
companies gain a competitive advantage. Companies such as Ryder Supply Chain Solutions, Burris Logistics, and
Americold emphasize these two values.

Environmentally friendly practices and social contribution: Environmentally friendly practices are part of
the contribution that logistics companies make to society. This value is also linked to sustainability and customer
satisfaction. Hitachi Transport System, UPS Supply Chain Solutions, and Lineage Logistics are among the
companies that have strategically adopted these values.

This analysis shows that successful companies in the logistics sector are gathered around certain strategic values,
and these values have a great impact on the success of the companies. Values such as customer focus, sustainability,
innovation, and operational excellence are common denominators of leaders in the sector, and these values are the
basic strategic elements that companies use to increase their competitive advantage and achieve long-term
sustainability.

7. Conclusions

The logistics industry is highly competitive, making it essential for businesses to differentiate themselves in
order to achieve sustained success. At the core of a business’s activities are its values, which guide behaviors and
decisions. Strategic values, in particular, are crucial as they shape the long-term goals of a company and ensure
that its operations are effectively managed. For logistics companies, these values are key to both short-term
performance and long-term sustainability.

Clearly expressing and sharing strategic values with all stakeholders—customers, employees, suppliers, and
investors—builds credibility and enhances a business’s reputation. It also strengthens the strategic positioning of
the company, ensuring it remains resilient and future-oriented.

In the logistics sector, strategic values are vital for understanding customer needs, optimizing processes, and
making informed management decisions. For instance, customer focus is a fundamental strategic value, as
providing tailored services directly impacts a company’s success. Other critical values include sustainability,
efficiency, and environmental responsibility, which are becoming increasingly significant as logistics businesses
aim to meet both market demands and societal expectations.

An analysis of the top 50 successful logistics companies reveals that values such as quality, customer satisfaction,
efficiency, sustainability, and environmental awareness are prioritized. These values are instrumental in driving
their global success. In particular, sustainability and environmentally friendly practices reflect the high level of
importance these companies place on long-term environmental and societal concerns. This focus not only builds
trust among customers and employees but also enhances operational efficiency, helping companies gain a
competitive edge.

Moreover, by prioritizing sustainability and environmental awareness, logistics companies positively contribute
to society. They achieve this by reducing their environmental impact, conserving natural resources, lowering
carbon emissions, and minimizing waste. Such practices give the logistics industry a more sustainable and
responsible character, earning greater respect from the public and customers alike.

It is evident that values such as sustainability, quality, customer satisfaction, and efficiency are of strategic
importance for logistics businesses. Those that emphasize these values excel by increasing customer and employee
satisfaction, positively impacting society, and gaining a competitive advantage. Successful companies continually
work to understand customer needs, implement innovative technologies, and improve operational efficiency,
leading to growth in market share and enhanced global presence.

Ultimately, strategic values like customer focus, sustainability, technological innovation, quality management,
and operational excellence serve as the foundation of success for leading logistics companies. By adhering to these
values, businesses can reduce operational costs, protect the environment, enhance customer satisfaction, and drive
innovation. These practices set an example for other companies in the logistics sector, highlighting the values that
should be prioritized for long-term success.

Successful logistics companies have emerged as global leaders by focusing on strategic values such as customer
satisfaction, sustainability, efficiency, innovation, and operational excellence. By aligning these values with their
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business strategies, they not only gain a competitive advantage but also contribute to a more sustainable future for
the logistics industry.
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