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Abstract. Return process service quality is one of the aftdes services provided by
retailers. This return service quality enables @mstrs who are not satisfied with their
purchased items to receive money back within ttermeperiod of time. Based on the
researching achievements of predecessors we ddsigrsearch concept model that
demonstrates five independent variables: money lpackranty, return cost, return
duration, return place and return restrictions am#& dependent variable: customer
purchase intention. Self-administered questioneaivere used and 423 responses were
collected in Bangladesh to test the model. Multiplear regression is used to calculate
the statistic result while reliability analysis wesnducted; to check the validity KMO
and Bartlett's test was applied and correlatiomls used to analyze the relationship
between the variables. Moreover, return processcgequality has a significant positive
impact on customer purchase intention; in this wag/ found that a 1% change in return
duration (RD) leads to 30% increase in customer purchase intention (CPlis fdsult
suggests that return duration is the major dimensgioinfluencing customer purchase
intention. In addition, The result shows that retyrocess service quality increases
customer purchase intention by adjusting returratim, doing affordable return cost,
availability of return place, reasonable returntriesons and providing money back
guaranty. According to the findings of the studgt nly Bangladeshi e-commerce
enterprises but also low developed countries’ ens should focus more on the
product return service quality so as to improvetmuer purchase intention in e-
commerce.

Keywords: Return process service quality, customer purclaeation, dimensions of
return process service quality
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1. Introduction

The increased number of internet users and theiggopopularity of online shopping are
showing the great prospect of e-commerce developmeddangladesh. The application
of e-commerce will be different in Bangladesh tlitais in China, Europe and America
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because of the social and cultural difference. Batggh has ninety-one million internet
users, about 13.7 percent of the total populaffsaducts purchased over the Internet are
often can be paid through online or offline. Creatfid debit cards are the most popular
payment method worldwide in terms of the onlinensiction purchase value. In
Bangladesh, consumers are still reluctant to useldctronic mode of payment or online
payment system. A survey report regarding onlineketplace in Bangladesh published
in 2015; their research shows thatash-on-delivery is the most commonly used
payment method in Bangladesh, accountingdfempercentof e-commerce transactions.
On the other hand, only 1% used credit cards, 2%d uBkash or other mobile
transactions and 2% used banking channels. Theshighmber of cash on delivery
means people do not have optimal faith in the eraerne company provided service,
especially in return service. Return process sengaality is defined as customer
evaluation of the quality of online service deliwgrovided by the e-commerce website
and business. The traditional return problem caoldmsified into two categories: one is
the return problem between the retailer and thelgrp and the other one is the return
problem between the retailer and the consumer. Ha &-commerce shopping
environment, the return problem between retailerd aonsumers is more obvious.
Especially in Bangladesh, though there is a nomme&lirn process offered by e-
commerce in real. After a customer experiencedat&ged product then some e-
commerce retailers allow returning and some rataitkrectly neglect about the return.
Based on the researching achievements of predesgssturn process service quality
can be divided into five dimensions: money backragngy, return cost, return duration,
return place and return restrictions. The main psepof this study is to examine the
relationship between dimensions of return procesgice quality and customer purchase
intention of Bangladeshi e-commerce and pointstloat return process service quality
can enhance customer purchase intention. Basedemdneral management, return
process service quality can reduce customer pededffort level, return operation is
more convenient and customers are more humblgumrbehavior. In a Bangladeshi e-
commerce website, due to the poor returning seyigdity, customer purchase intention
is lower than the physical store. In the network/iemment, consumers can only
recognize goods by the merchant's graphic desmnipbut may not directly distinguish
the quality and performance. At the same time,aimdenticity of the information and
the return service will be provided by the busineaenot be guaranteed, making the
uncertainty of network customers to increase, amesd will enhance customer's
perceived risk. Poel and Leunis confirm that tharreprocess service quality can reduce
consumer perceived economic and product risk irsktopping process. If consumers are
not satisfied with the product, consumers can gasturn through the return policy, to
some extent return process service quality can ceedoustomer concerns before
shopping.

2. Literature review
2.1. E-commerce in Bangladesh

In 2016 the number of internet users across maxa three billion users around the
world. Internet is flourishing dramatically as a wmoful and popular way of
communication. Bangladesh e-commerce is still inettping phase, though it has
started in the late 1990s (e-cab, 2016). Aftergsjiing a long period of time the situation
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has started changing in 2012-2013; when two e-caceneebsite akhoni and ajkerdeal
present themselves to the online consumers. Ird@sved good appreciation from the
consumers mainly in the capital city Dhaka. Theconte of the E-commerce venture not
only enticed business entrepreneur to invest anthéimarket from Bangladesh but also
from abroad as well. Some foreign investor like ,Ofharaz, and kaymu joined the
competition along with local. There has been degeowth in e-commerce in the last
couple of years; There are more tH2600 e-commerce websites and arou$)@00 e-
commerce pages on Facebook that operating busifeegmort.gov, 2017) [4]. In
November 2017, a report published and mentionetdtitieae-commerce sector expected
to grow 70% and the market size is estimated $1BAlillion compared to 2016, which
was $65-70 million. Though e-commerce only contigisu0.7% of the country’s total
retail market (new age bd, 2017). The market isvgrg fast, and the sales volume is
surging. The very recent report shows that theeciire-commerce market size increased
to $230-240 million and annual growth is 45-50% [4]

Customer purchase intention has been used freguéntlidentify buying
likelihoods for products within defined time per#ofb]. Return process service quality
has been considered as an important antecedemhtvibral intentions. For example,
Bitner found that perceived return service qualitfluences behavioral intentions in
terms ofword-of-mouth and repurchase intention [6]. A high level of retservice
guality was associated with frequent patronagéénréstaurant industry. In the research
of the website and online stores, (Kuo 2003) pdimtet that the return service quality of
the online community is positively related to cantbus use, referral, and loyalty.

3. Concept model and hypothesis development

Availability of a service guarantee is an importdithension that can be leveraged in
offensive and defensive marketing initiatives. Ehdifferent categories of warranties are
identified in the literature: extended warrantyteexied maintenance contract, and money
back guarantee. A money back guaranty has beemstoolae an emergent risk reduction
strategy for consumers before purchasing the cortyotiherefore consumers’ feel
secure to shop online if they are sure that thdl get their money back in case of
discrepancy with the item they have purchased [10].

H1: In return process service quality money backrgaoty has a positive impact on
customer purchase intention.

The return cost is reflected in two aspects: Refofidcommodity and the
expenses of return. Chu and Gerstner analysis thfeed policies: no questions asked,
no refunds, and verifiable problems only, and shioat ‘no questions asked’ as the most
efficient way to handle consumer opportunism Thpeeses of return has also three
policies: Return cost stands for the value of tradpcts, the cost stands for the volume
of the products and the cost stands for the distahthe return warehouse.

H2: In return process service quality Return coss b positive impact on customer
purchase intention.

According to the Value-Determination theory of netikg, the market price of
the commodity has a certain time, so the ‘returration’ is also a limiting factor in the
return policy. As for the efforts, Davis [8] firgtlpostulates the concept of “Hassle”.
Enterprises can adjust the level of “Hassle”, affegconsumers return behavior. Davis
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[8] believed that the amount of return duratiofpef and extra expense are part of the
effort of return.
H3: In return process service quality Return dorathias a positive impact on customer
purchase intention

Availability of return place is an important diméors of return process service
quality. Four different characteristics of returfaqe are identified in the literature:
availability of return place, location of returnapk, opening hours of return place and
delivery personnel’s attitude. Delivery personnelstude is an important risk reduction
strategy for customers [10].
H4: In return process service quality Return plhes a positive impact on customer
purchase intention

In order to eliminate the concerns of consumerngrtonote the consumption of
goods, some sellers offer “Return of goods withoedsons” policy. Related legal
regards “Return of goods without reasons” as thechiaght of consumers, in order to
alleviate the unfair information in the online spop environment between the
merchants and consumers. With the proposition &f folicy, many problems are
alleviated to used.

H5: In return process service quality Return resbis has a positive impact on
customer purchase intention.

Money back guaranty H1 \
Return cost H2 \\‘

Return duration H3 ———  TRurchase intention
L »
Return place H4 >

Return restrictions H5 /

Figure 1: Research concept model

4. Research method

4.1. Sample and data collection

To examine the relationship between the variousedsions of return process service
guality and customer purchase intention we usetbmes survey as a medium to collect
data. Forming of the questionnaire is to see tHatioaship between independent
variables that can influence the dependent varidbleimple random sampling chooses
samples from the population individually based beirt convenient accessibility and
proximity to the researcher. Given the large pagaeof Bangladeshi Internet users, it is
difficult to decide how large the sample size sddag. In this study, only online survey
distribution strategy was carried out. The autt@ntposted the survey link on different
Bangladeshi social media platforms as well as Garsocial media platform includes
facebook, twitter, wechat and other applicationghsas instant messaging tools
(WhatsApp). Sampling is taking a fraction of a population tgresent the whole
population but the researcher only managed to4B#ipeople to become respondents. |
got properly answet23and work on it.

130



Impacts of Return Process Service Quality on CustshfPurchase Intention through e-

Commerce Website in Bangladesh

4.2. Measurement instruments
In this study, all constructs are measured by ipleltitems in a five-point Likert-scale (1-
strongly disagree, 5-strongly agree). Return prosesvice quality (RSQ) comprises five
dimensions: money back guaranty, return cost, metluration, return place and return
restrictions. Each dimension was measured with fibeims adapted from existing
literature and experts’ opinion.

Table 1: Variable measurement scales

Variables | Measurement Reference
Customel | Generally, online shopping is a pleasant exper N.Z.Hoseir
purchase | | like online shopping Z.Pei,
intention | feel online shopping is satisfying to me A.Paswan,
Online shopping is attracting to me R.Yan 2014
If the return process is up to expectation, | aemping to
buy
online through e-commerce website in future
Money The E-commerce retailer provides me with conven| S.Davios,
back options for returning items T.T.Kidane
guaranty | The E-commerce retailer offers a meaningful guaewoh| 2016
returns product
The E-commerce retailer takes care of problems ptigm
in the reverse flow
If | return the products the seller can refund nietlee
money
Return cos | Thereturn cost is totally affordable for n M.Wang &
Return cost stands for the value of the products H.J.Qu, 2017
Return cost stands for the volume of the products I.Russo and |
Return cost stands for the distance of the retarehouse Confente
Return The returning time duration is acceptable for mél dine | M.\Wang &
duration seller receive the products H.J.Qu 2017
Fragile products usually take one more days
Return duration stands for the volume of the pr¢giuc
Return duration stands for the distance of the rmetu
warehouse
Return The availability of return place for returning prad is | N.K.Jain
place satisfying me I.Russo and
The location of return place is satisfying me |.Confente
The opening hours of returning place are satisfyireg
Delivery personnel's attitude is satisfying me
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Return There are not unreasonable return restrictions wh| M\Wang &
restrictions | return the goods H.J.Qu 2017
More than 2 days used received products have return
restrictions
Low-value products less than 50 taka are not pecthib
return
Damaged products do not allow returning

5. Data analysis and result

The reliability of constructs was measured usingrimal consistency coefficient alpha
and from the theory of Cronbach’s alpha; the vatugll cases is appreciably higher than
the recommended value of 0.7. All the construcesewfound to possess excellent
reliability. The table shows the scores of congdgrueliability are ranging from 0.781 to

0.836; the highest reliability of the constructssw@836 (Return restriction) and the
lowest reliability was 0.781 (Return place). Theref all constructs are valid for analysis
(see Table 2).

Table 2: Reliability result of each variable

Constructs Cronbach’'sha No. of items
Money back guaranty .802

Return cost 8 4
Return duration 0.791 4
Return place a78 4
Return restriction 0.836 4
Customer purchase intention 0.804 5

Table 3 demonstrates the appropriateness of fadalysis Kaiser-Meyer-Olkin (KMO)
and Bartlett's test Statistic. If, the KMO value gseater than 0.6 is considered as
adequate (Kaiser and Rice, 1974). From this takéefound that the value of Kaiser-
Meyer-Olkin Measure of Sampling Adequacy is .96t ik greater than 0.6 indicates the
value of Kaiser-Meyer is acceptable and the valuBaotlett's test of Sphericity is also
statistically significant and acceptable.

Table 3: Validity result

Kaiser-Meyel-Olkin measure of Sampling Adeque .961
Bartlett's Test of Sphericity Approx. Chi-square 6.396E3
df 300
Sig. .000
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Table 4: Correlation Result

MBG RC RD RP RR CF
MBG 1
RC 738 1
RD 721 768" 1
RP .686 7406 79T 1
RR 707 735" 755 818" 1
CPI 677 725" 764" 735 747 1
MBG RC RD RP RR Cf
Mean 3.6667 3.3994 3.3232.2430 3.2642 3.25
Stand. 1.2992 1.2335 1.2764.3079 1.2906 1.3C

**P<0.01, *p<0.05

Table 4 indicates that the Pearson correlation iogstrof the components in the study.
Statistically significant correlation coefficiens<0.01) were found between each pair of
components. The highest correlation coefficient (8818, p<0.01) is between return
place and return restriction which means there igositive significant relationship
between both variables. This is followed by thatiehship between return duration and
return place(R= 0.791, p<0.01) which means therealso a positive significant
relationship between both variables. The findingsndnstrate that the correlation
between sub-constructs of RSQ and customer purchsation are positive and
significant as expected.

5.1. Multiple regression analysis

Multiple regression is an extension of simple linemgression. It is used when we want
to predict the value of a variable based on theievalf two or more other variables.
Linear regression attempts to model the relatignglgitween two variables by fitting a
linear equation to observed data. One variableoissidered to be an explanatory
variable, and the other is considered to be a dkpw#rvariable. There are one dependent
variable and five main determinants and three obnariables. So there will be one
regression model.

CPl=a+p1IMBG+p2RC+#3RD+p4RP+A5RR+6 age +#7 profession +£8 income

Table 5: Model summary and ANOVA result

Model R R Squar | Adjusted R| Std. Error of the| F Sig.
Square Estimate
! .837% | .690 .684 .54840 115.434 .Goo

a. Predictors (constant) Profession, Age, IncomrBGVIRC, RD, RP, RR
b. Dependent variable: CPI
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Here, CPl means customer purchase intention, MB@Gnsemoney back
guaranty, RC means return cost, RD means returtidnr RP means return place, RR
means return restriction. Besides the analysiscavesidered 3 control variables: age,
profession, income.

The table showed that R-value is 0.831. This valdicates that there is a strong
impact of these five independent variables on enstopurchase intention. This means
there is an associative relation exists betweeriomes purchase intention and the
selected independent variables. It can also be reddethat the coefficient of
determination i.e the R-square (R2) value is 0\68&h represents that 69% variation of
the dependent variable (overall customer purchatmtion) can be explained by the
independent variables. This also indicates thastrength of the associative relationship
between customer purchase intention and the sdléeteindependent variables is good.

From this table, it has been founded that, theevaluF-statistics is 115.434 and
the level of significance is 0.000. It indicatesttthe overall model was a reasonable fit
and there was a statistically significant assamiabetween customer purchase intention
and selected independent variables. It can be gdedlthat there is a strong associative
relationship exists between customer purchase tiotenand selected independent
variables.

Table 6: Coefficient Result

Unstandardized Collinearity Statistics

Coefficients
Model B value T value | Sig. Tolerance | VIF
MBG .087 2.023 .044 .370 2.704
RC .168 3.397 .001 .307 3.252
RD .30¢ 6.001 .00C 27¢F 3.64:
RF 119 2.234 .026 .249 4.016
RR 171 3.44¢ .001 .26E 3.77
Age -.06¢ -2.08:¢ .03¢ .89¢ 1.12(
Professio | -.126 -3.840 .000 .867 1.154
Income 028 97¢ .32¢ .93¢4 1.071

Firstly, the VIF shows the result of collinearigst. The collinearity is not significant if
0<VIF<10. The result demonstrates that there igalbinearity in this model. Secondly
the result shows, unstandardized coefficientstitis a partial change in the customer
purchase intention due to one unit change in eddheoindependent variables; it has
been found that MBG, RC, RD, RP, RR, Age, and Rsifm play significant positive
roles on CPI; if we enter all the independent \Hea together. The table also indicates
that return duration, return cost and return retsom is the most influential dimensions of
return process service quality for customer purehastention with biggest B
value=0.308.

5.2. Explanation of the result

Coefficients analysis of the variables is influemcicustomer purchase intention. The
result indicates that a 1% change in return dumafRD) leads to 30.86 increase in
customer purchase intention (CPI). This result satgythat return duration is the major

134



Impacts of Return Process Service Quality on CustshfPurchase Intention through e-
Commerce Website in Bangladesh

dimension in influencing customer purchase intemtithere is a significant and positive
relationship between return duration and customechase intention (P<0.01). This
positive relationship indicates that the highematijble return duration in return process
service quality is expected that the higher custopugchase intention in e-commerce
website in Bangladesh. Similarly, the partial chlamg customer purchase intention of
Bangladeshi e-commerce due to 1% change in retosh leads to 16.86 increase
customer purchase intention. It means return d®€) @lso plays a significant positive
role on customer purchase intention in Bangladestiommerce. The positive
relationship indicates that the higher affordald¢éum cost in return process service
quality is expected that the higher customer pigehatention in e-commerce website in
Bangladesh. The partial change in customer purchaismtion of Bangladeshi e-
commerce due to 1% change in return place lead4.8% increase customer purchase
intention. It means return place (RP) also playsgaificant positive role on customer
purchase intention in Bangladeshi e-commerce. pogtive relationship indicates that
the higher available return place in return proce=mwvice quality is expected that the
higher customer purchase intention in e-commerdesite in Bangladesh. The partial
change in customer purchase intention of Bangladesbmmerce due to 1% change in
return restriction leads to 17% increase customer purchase intention. It meamsnre
restriction (RR) also plays a significant positide on customer purchase intention in
Bangladeshi e-commerce. This positive relationghgicates that the higher reasonable
return restriction in return process service qudbtexpected that the higher customer
purchase intention in e-commerce website in BamgladThe partial change in customer
purchase intention of Bangladeshi e-commerce dud%o change in money back
guaranty leads to 8.% increase customer purchase intention. It meanseynback
guaranty (MBG) also plays a significant positivéeron customer purchase intention in
Bangladeshi e-commerce.

Table 7: Hypothesis Result

Hypothesis Estimate | P value

H1 return process service qual<—money| .087 044 (P< .05
back guaranty Supported

H2 return process service qual«return| .168 .001 (P< .0t
cost Supported

H3 return process service qual«return| .308 .000(P< .0t
duration Supported

H4 return process service quali«—return| .119 .02¢ (P<.05)
place Supported

H5 return process service qual«return| .171 .001(P< .0t
restriction Supported

Thus, we can see H1, H2, H3, H4, and H5 are supghdxy empiricatiata.

6. Conclusion and recommendations

This study successfully identified the most infltiah dimensions of return process
service quality those have an impact on customechase intention. The scales
developed for money back guaranty, return costymeduration, return place, and return
restriction and customer purchase intention wasedesising a diversified data set
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collected by a questionnaire survey among Bangladesommerce customers. The
results demonstrate that money back guaranty,retost, return duration, return place
and return restrictions have a direct positiveu@fice on customer purchase intention.
Also, it has been revealed that there exists angtnpositive relationship between
customer purchase intention and selected five iewldgnt variables. Usually product
return service quality is the important predictércastomer purchase intention but this
study establishes all dimensions of return prosesgice quality have a great impact on
customer purchase intention. Every independentibbrihas good explanatory power for
customer purchase intention. Although the reseaschave been worked hard, there
exists some limitation for this study. Such asvydite dimensions have been chosen as
the independent variables and this research ddesseores that these five dimensions of
return process service quality are the only deteants of customer purchase intention of
e-commerce in Bangladesh. Another workable limotratf this study is to represent data.
Taking into consideration that the Bangladeshi ewoerce market is very large both
geographically and demographically, it is diffictdthave very diverse and large samples
that fully represent the population. The sample sias not sufficient to conduct such
kind of research. Due to inadequate publicationseturn service quality of Bangladeshi
e-commerce; there was a lack of secondary datatlenditerature review part of this
paper is not so much rich.

Based on the finding of the study we represent sew@mmendations; the above
discussion indicates that customer purchase imemti e-commerce varies according to
the nature of return service quality. So, it is tlrgent need for the e-commerce service
provider to take a necessary step to enhance toenreservice quality to make the
customer an actual purchase. From the descripiinadysis, it has been founded that,
most of the low-income customers were disagree tatb@ureturn cost; therefore it is
necessary to provide low-cost services to thesdskaf customers. In this regard, the e-
commerce retailer can provide free shipment farrméhg the dissatisfied products. It is
also revealed that the young customers especlalstudents were disagreed regarding
the return place and return restrictions. So, #reise provider of the shipping company
should make the service easy to use for these lafidsistomers. In this purpose e-
commerce company can arrange employee trainingpemdde accurate guideline and
also the e-commerce retailer can provide returdymrts without any reason. This study
also revealed that most of the mid-aged (31-40syearstomers have disagreed about the
money back guaranty issue. So, the e-commerce congbeuld take steps to make their
mid aged customers happy. For example, they cavdimte sending influential messages
to ensure the guaranty and their good serviceartgeted customers. In this study, we
give the practitioners more motivation to find nexays to improve the return services
provided to the customers. We also collaborate whith 3rd parties to provide better
return service to the customers. Hence the curesgtarch can be a reference for further
research in the future, especially those researchlesed to return service quality,
customer purchase intention, customer loyalty arsiocaner satisfaction to switch.
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