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Abstract - Pressure continues to build on the operations management function to facilitate system and firm level benefits. In 
the online marketplace, one area of growing interest is that of product returns. People typically buy and return products for a 
variety of reasons including incorrect size, color, or fit and sometimes even simply changing their mind about the product. 
These simple reasons can cause retailers to significant reverse logistics expense per return. This research is could be useful 
for retailers because it displays how returns can be leveraged to increase customer satisfaction and overall lifetime customer 
value. This research was contacted by qualitative analysis, which includes personal interviews focusing on customers’ 
returns experiences, expectations, and areas of dissatisfaction. The sample for the interviews consisted of people 18-45 years 
old within the Czech population. 
Results should allow identification and better understanding of consumer needs, which should lead to advances in theory of 
consumer behavior and also be useful in applications by businesses. 
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I. INTRODUCTION 
 
The use of the Internet as a channel for the sale and 
distribution of goods from businesses to consumers 
(B2C) continues to grow, as does the research interest 
it collects from Operations, Logistics, and Supply 
Chain Management researchers. People typically buy 
and return products for a variety of reasons including 
incorrect size, color, or fit and sometimes even 
simply changing their mind about the product. These 
simple reasons can cause retailers to significant 
reverse logistics expense per return. 
 
Consumers typically respond to the thought of 
returning a product with a problem. Most of 
consumers find the process inconvenient to make 
return. 
 
Examining the factors that influence the success of e-
commerce is difficult due to limited conceptual basic 
for success measures. In the same way, electronic 
commerce or e-commerce has shown significant 
growth in many countries and a return of goods 
higher than in traditional trade. 
The literature is still relatively not well discovered, 
however, and more research is of course needed 
particularly given the ever-changing nature of the 
digital/social media/mobile environments in which 
consumers are situated and interact with brands and 
each other (emarketer.com, 2014). 
According to the IMRG Cap Gemini eRetail Sales 
Index, Britons spent £68bn shopping on the Internet 
in 2011. And with these consumers now shopping 
across multiple devices (PC, mobile and tablet) 
whenever and wherever they want, expectations of 
the end-to-end service provided by retailers have 
never been higher. However in reality there is still a 

lot to do to bring the ease found in the online 
shopping experience to the delivery and returns 
process (Internet retailing research report, 2013). 
For some retailers, minimizing returns has a direct 
impact on profitability. Look beyond the individual 
order to the customer’s ‘lifetime value’ and you are 
likely to see a correlation between a customer having 
a ‘right each time’ purchasing experience and 
increased long-term profit. 
The returns management process is interested in both 
academic research and among most suppliers; it is not 
only a tool for maintaining practical sustainability but 
a decision-making strategy in many economic 
sectors. 
 
In other retail niches, though, returns have a different 
status as an integral part of selling (by giving 
customers the confidence to try new products, for 
example). In this context – think fashion, as one good 
example – a seamless returns process may be what 
delights the customer, leading to advocacy and repeat 
sales. But it is also true that an improved level of 
product presentation, sizing information and 
purchasing advice can increase confidence in 
purchasing and shrink the level of returns, pleasing 
customers for different reasons and improving the 
bottom line. 
 
II. RESEARCH OBJECTIVE 
 
It will examine internal factors of returns on 
consumer satisfaction when shopping for clothes 
online in Czech Republic, most of all the shopping 
and post purchase phases. 
 Why do consumers purchase clothing online? 
 Are people interested in return policies before 

making an online purchase? 
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 How do people deal with the process of returning 
products purchased online? 

 What is the impact of experience with returns on 
their future behavior? 

 
III. LITERATURE REVIEW 
 
Returns management 
Returns management is the supply chain 
management process by which activities 
associated with returns, reverse logistics, 
gatekeeping, and avoidance are managed within 
the firm and across key members of the supply 
chain (Corxton, Lambert, 2013). 
 
The correct implementation of this process enables 
management not only to manage the reverse 
product flow efficiently, but to identify 
opportunities to reduce unwanted returns and to 
control reusable assets such as containers (Dale 
S.Rogers, Douglas M., 2012). 
 
The Council of Supply Chain Management 
Professionals defines returns management as a 
specialized segment of logistics focusing on the 
movement and management of products and 
resources after the sale and after delivery to the 
customer. It includes product returns for repair and/or 
credit (Vitasek, 2010). According to (McCullough, 
2000) 92% of consumers will most likely buy again if 
the return process is convenient, on the other hand, 
82% not very likely to do it if the return process is 
inconvenient. 
 
Pfau (1997) showed that consumers who have been 
exposed to disconfirming information from poor 
product performance or negative advertisements will 
tend to reverse their decisions by returning the 
products. Davis et al. (1998) revealed that consumers 
will be more likely to return the product if the 
residual consumption value after trial is less than or 
equal to consumers’ value from claiming the refund. 
 
Returns from retailer perspectives 
While most firms focus on the forward flow of goods 
to sell, it is also important to have a comprehensive 
plan developed for returns as well. For example, 
multiple firms in a study done in 2007 viewed returns 
management goals strategically because firms can 
create customer loyalty by decreasing the risk of a 
return for their customers (Mollenkopf et al, 2007). 
 
One the other side, another research said “We should 
regard returns as happy returns and making money in 
reverse” (Yu and Wang, 2007, p. 1581). While most 
companies do not take the returns and customer 
service relationship so far as to refer to the returns 
process as “making money” there is a definitive 
correlation between effective returns management 
and a variety of variables and customer satisfaction. 

For instance, by making less strict returns policies for 
their customers, retailers are enabling their patrons to 
have fewer items that sit unused essentially as a stock 
loss. Returns management, which is integral to the 
complete service package, truly serves to differentiate 
a firm (Mollenkopf et al, 2007). 
 
Eventually, retailers believe that returns can become a 
win-win situation within the entire supply chain (Yu 
and Wang, 2007). As online retail and e-commerce 
becomes increasingly prevalent in the global 
marketplace, returns can become a stronger tool of 
cost savings. As is seen in Yu and Wang’s study, “In 
addition, when returned products can be sold through 
other channels such as the e-marketplace, products’ 
lifecycles and values can be extended and preserved” 
(Yu and Wang, 2007, p. 1581). Therefore, 
companies, regardless of whether they are serving 
customers directly or engaging in business to 
business sales, can keep inventory in-stock longer in 
an effort to resell returned product. This reduces the 
overall costs of the returns and helps improve the 
customer’s satisfaction as well. Overall it is important 
for firms to develop a strategy behind their returns 
management policies because various policies can 
generate various optimal order quantities for products 
(Yu and Goh, 2012). To do so, they devise 
operational tactics including gatekeeping, 
authorization, returned goods routing, and processing 
procedures that align with the strategic goals of the 
company (Mollenkopf et al, 2007). 
 
Returns from customer perspectives 
From a customer perspective, returns are a necessary 
evil. In fact, a study by the technology consulting and 
outsourcing firm Accenture stated that in 2007 return 
rates were between 11 and 20% based on product 
(Arar, 2008). This number could equate to one in five 
products eliciting customer dissatisfaction, resulting 
in strong negative customer-retailer relationships. In 
fact, the same study states that 68% of returns are 
products that work properly but somehow fall short of 
customers’ expectations, including instances called 
Buyer’s Remorse, or situations where customers 
simply change their minds (Arar, 2008). To remedy 
this, retailers must provide information on usability 
and up-to-date frequently asked questions (Fidler, 
2008). By ensuring that retailers and manufacturers 
are jointly working to take responsibility for the 
customer purchasing experience, the root 
communication and product usability issues can be 
identified and reduce returns cost overall. Then, the 
remaining 32% of annual returns that are defective 
somehow can be the focus of a retailer’s customer 
relationship management strategy (Arar, 2008). 
 
In general, customers’ dissatisfaction with adequate 
products has led to companies creating loophole 
opportunities for product returns. For example, many 
credit card companies allow extended return policies 
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for items up to a specific dollar amount annually. 
These processes protect consumers from overly strict 
policies. This seems to be an excessive measure but 
truly reveals the power of influence unwanted 
merchandise holds while sitting on a closet shelf 
(Arar, 2007). 
Furthermore, companies have created extended 
warranty services that customers can purchase during 
checkout. One of these services promises: “90 days to 
decide whether to send the purchase back; full 
reimbursement for all charges, including shipping, 
should you decide to return it; and prepaid return 
shipping by [the company]” (Arar, 2007, p.54). These 
services are provided based on the previously 
mentioned Buyer’s Remorse phenomenon, which 
retailers use to increase purchasing follow-through of 
online purchases. Because 66% of online shoppers 
prefer to shop online over in-store and 62% of online 
shoppers rarely return items bought online, there is a 
definitive need for positive retailer return strategies to 
ease customer dissatisfaction and negative reactions 
(Shopping and Shipping, 2012). 
 
Consumer behavior online 
The pharase “online consumer behaviour” describes 
the process of online shopping from a consumr’s 
perspective. The decision-making process of an 
online consumer is often very different from buying 
in physigal store (Zhang 2002). 
Online shopping behaviour, also called online buying 
behaviour and internet-shopping behaviour refers to 
process of purchasing products or services via the 
Internet (Li, Zhang, 2002). 
With the evolution of online communication through 
Internet, customers now see online advertisements of 
various brands. It is fast catching up with the buying 
behavior of consumer. This is the new way of digital 
revolution and businesses worldwide. 
More specific identifications of the online consumer 
need to be made in order to understand the online 
purchase behaviour. The identified characteristics are 
some key characteristics in regard to the online 
consumer. These key characteristics were made in 
order to identify online consumers and to be able to 
segment them. 
 
Cultural Online Characteristics 
Smith and Rupp (2003) identify that the difference in 
social class creates a difference in purchasing Online 
Behaviour. Consumers from a higher social class 
generally purchase more and have a higher intention 
to purchase online because there is a higher 
probability that they possess a computer and also 
have greater access to the Internet. Consumers from 
lower social classes would not have the same 
properties. The authors also point out that consumers 
with lower social class, and thereby not having the 
same properties, would not have the needed computer 
literacy to be able to leverage a computer. 
 

Social Online characteristics 
The social influence on the online consumer comes 
from new Reference Groups compared to the 
traditional way. For the online consumer new 
Reference Groups were identified as virtual 
communities, consisting of discussion groups on a 
web site. The consumer can read about other people’s 
experiences and opinions which have shown to have 
the effect of Reference Groups (Christopher & 
Huarng, 2003). Other Reference Groups, which are 
identified by Christopher and Huarng (2003), are 
links to product related web sites, which encourages 
product selection and contact information. 
 
Personal Online characteristics 
Monsuwé, Dellaert and Ruyter (2004) explored the 
personal online consumer characteristics and 
concluded that income has a vital role for online 
purchasing behaviour. The authors discussed Lohse et 
al. (2000) who pointed out that consumers with 
higher household income would have a more positive 
attitude towards online shopping. This conclusion 
was explained by the fact that households with higher 
income would have a positive correlation with the 
possession of a computer, Internet access, and higher 
education. 
 
Smith and Rupp (2003) also identified the age factor 
as a determinant for online purchase intentions. They 
argued that older people who had no frequent 
interactions with the Internet and the computer would 
not use the Internet as a medium for purchases, while 
young adults would. This was concluded by that the 
young adults used the Internet and computers more 
frequently. Younger people were also identified to 
have more technical knowledge. Monsuwé et al. 
(2004) also supported this judgement by concluding 
that younger adults usually have greater interest in 
using new technologies to browse for information and 
evaluate alternatives. 
 
Psychological Online Characteristics 
Smith and Rupp (2003) identified the psychological 
characteristics of consumer behaviour as questions 
the online consumer would ask himself before 
making a purchase online. 
Motivation – The consumers is reasoning for 
incentives to engage in a particular behaviour. He 
may ask himself questions like: should I look around 
for better price? If online shopping saves me time, 
should I shop online more often? How much do I 
really need this product? 
Perception – The consumer is interpreting acquired 
information by classing it. Questions such as the 
following may come about: I feel that this site seems 
pretty secure. It seems that this site has a good 
product but how can I be sure? 
Personality – The consumer is adapting to influences 
of his cognitions. He may ask himself, what types of 
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Web sites are best suited for his personal buying 
preferences. 
Attitude – The consumer is working out what his 
likes and dislikes are in respect to a particular 
situation. He may ask himself: I am pretty unsure 
about extra costs, should I really be buying items 
from the Internet? If I do not buy the item online, 
how else can I get it? 
Emotions – The consumer is without conscious effort 
detecting how he is being affected by his cognitive 
choice. He may ask himself: The last time I ordered 
from the Internet I had a really bad experience. 
Should I try buying online again? What is the future 
of buying online? If Web sites get better should I 
invest more time in buying online? 
Therefore, we will be using the following 
characteristics to segment the online consumer, by 
analysing: 

 The consumer’s demographics, as Bergman 
et al. (2005). 

 Life patterns concerning Online Behaviour, 
such as how much the consumer uses the 
Internet, Webographics, as Bergman et al. 
(2005). 

 For what purposes, Internet Usage, also as 
Bergman et al. (2005). 

 How much the online consumer shops 
online, Online Shopping Patterns, can be 
used in order to find out what impact certain 
factors have on different type of consumers 
(Bergman et al. 2004). 

 Prior experiences have also been identified 
to be relevant for what Beliefs and Attitudes 
the consumer has towards online shopping 
and are therefore also important for the 
research (Monsuwé et al. 2004). 

 Social influences have an effect on the 
consumer in the early decision making stage 
and these were referred to as Reference 
Groups (Christopher & Huarng 2003). 

 
These are the consumer characteristics that are 
relevant for this research and need to be identified in 
order to find out who the online consumer is and what 
affects him when shopping online. These we will be 
referred to as Consumer Traits and Online Behaviour. 
To summarise the prior text and to answer the 
question what identifies an Online Consumer, one can 
draw the conclusion that for this research the 
important consumer characteristics that need to be 
identified are: 
Consumer 

 Traits 
 Demographics 
 Attitude and Beliefs 
 Impact of Reference Groups 

 
Online Behaviour 

 Webographics 

 Online Shopping 
 Patterns Internet 
 Usage 

 
Figure 1 shows how online consumer segments are 
subdivided. 

 
Figure 1. : The online consumer segment subdivisions 

Source: Consumer behavior in online shopping (Anders Hasslinger 
Selma Hodzic Claudio Opazo, 2007). 

 
Factors affecting consumer behavior 
Price which is a part of the marketing mix is a factor 
used in order to stimulate the consumer and is also a 
communicator, bargain tool, and a competitive 
weapon. The consumer can use price as a mean of 
comparing products, judge relative value for money, 
and judge product quality (Brassington & Pettitt, 
2000). 
The factor Trust is considered to be a concern on the 
emotional basis in the minds of the consumers. The 
consumers have a focus on their safety needs and 
want to satisfy them before making a purchase 
(Brassington & Pettitt, 2000). 
The factor Convenience is considered to be a benefit 
in the eyes of the consumer and a quality derived 
from purchasing over the Internet. It is therefore 
considered to be a motivator and a benefit to 
consumers. (Constantinides, 2004) 
 
We believe that these factors have a significant 
influence on the consumer when purchasing online. 
To further analyse the factors, we study underlying 
attributes that represent what way the factors affect 
the consumers. 
Previous knowledge also affects trust. Luhmann 
(1993) states that, "Practical experience tends to teach 
us the opposite: the more we know, the better we 
know what we do not know, and the more elaborate 
our risk awareness becomes” (p. 28). 
Turban et al. (2001) constructed a model that 
highlights what trust is constituted from when 
purchasing on the Internet. According to figure 2 
which is a scaled version based on “A Trust Model 
for Consumer 
 
Internet Shopping” by Lee, Matthew K.O, and Efraim 
Turban (2001), trust is dependent on the six variables 
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Figure 2. : Trust in Electronic commerce 

Source: Based on Lee, Matthew K.O, and Efraim Turban. “A Trust 
Model for Consumer Internet Shopping.” International Journal of 

Electronic Commerce, vol. 6, no. 1 (Fall 2001). 
 
Gap in the literature 
While there is literature that mentions all topics 
covered in this research paper, there is still not 
enough investigated gaps in returns based on online 
purchasing. For instance, the literature about 
customer service illustrates internal factors of 
consumer behavior in detail and provides insights on 
exceeding customer expectations. However, this 
study seeks to determine from a returns perspective 
what those consumer expectations are and how they 
can be met and exceeded. The data was collected 
while looking at both online and in-store retailers to 
provide a generalized overview for those companies 
who have both an online shops and brick and mortar 
stores. 
 
IV. METHODOLOGY 
 
To conduct the appropriate consumer research, a 

qualitative study was used. A qualitative study will 
help to consider the detailed aspects of the processes 
of returning goods that affect consumers. This topic 
focuses so strongly on consumer experiences, 
consumer expectations, and consumer behavioral 
changes, Qualitative research is focused on studying 
the reaction of consumers to the last stage of the 
return of goods, their experience, expectations, and 
difficulties and how these reactions can affect the 
unprofitability of retail trade. 
This sample was made to collect the primarily data by 
questioner method for male and female ranging from 
18 – 45 years of age. Including such a diverse group 
of individuals enabled the recounted experiences to 
include online-specific retailers, brick-and- mortar 
retailers, and experiences where consumers purchased 
online and returned in store. 
Overall, there were 121 respondents from Czech 
Republic across the country who had purchase goods 
online on apparel market last year. The sample 
consists of 75 women (61,98%) and 46 men 
(38,02%). Most participants were households. 
After determination of the specific categories, it is 
seen which areas made the strongest impact on 
respondents. The specific data can be seen in Table 1, 
Table 2. As is seen in the calculations in Table 1, 
questionnaire responses were either mentioning a 
positive, negative, or neutral returns experience. 
Table 2 provides the initial four categories of 
responses that appeared and their associated 
frequencies. Lastly, all information of specific 
categories and details that were mentioned in the 
questionnaire and their associated frequency. The 
percentages in each of the tables were simply 
calculated by taking the overall count and dividing it 
by the total responses count of 121. 

 
QUESTIONNAIRE SAMPLE 

Opening 
Introduction. Good afternoon. This is questionnaire survey, of the Mendel University, calling from PhD student. 
I am making a survey on returns online, and I would like to ask you a few questions. 
Main body 
1. Do you consider buying clothes online? 

Yes ( Go to Q. 2) No ( Go to Q. 3) 
2. How often do you buy clothes online? 

 Once a week 
 Once a month 
 More frequently 

 
3. Did you need to return an item that was purchased? 
4. What was the reason? 
 

 Size 
 Color 
 Quality 
 Changed your mind 

 
5. Can you contrast this experience with positive or negative returns? 
6. How did you make the return? 
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 Store to store 
 Online to store 
 Online to online 

 
7. Did you continue to purchase the products from the company? 
8. What service do you expect with your returns? 
9. Does customer service while making returns influence you? 
 
 

Table 1. Experience 
Experience Responses Percentage 

Negative 78 64,46% 
Positive 10 8,26% 
Neutral 33 27,27% 

 
Table 2. Specific variables 

Category Responses Percentage 
Policy 47 38% 

Customer 
policy 31 25% 

Web quality 12 9,9% 
Way of return 8 6,6% 
Quick to get 

refund 7 5,7% 

Won’t buy 
again 7 5,7% 

Return 
instruction 7 5,7% 

 
V. RESULTS 
 
As it seen on tables, there is essential opportunity to 
improve the process of returns for retailers, as the 
data illustrated. Regarding to the table 1., it is noticed 
that only 8,26% of people feel positive with shopping 
return experience, and there is significant reason to 
make returns better for customers because 64,46% 
admitted that they had negative returns experience, 
and 27,27% chosen to stay neutral. Consequently, 
most retailers meeting expectations as can be seen 
35,53% of respondents were neutral and positive in 
their answers. It means that consumers do pay 
attention on post purchase phase and for them could 
be generated better value for return experience. Also, 
some retailers are not providing positively consumers 
through the process returning. On the other hand, 
64,46% of respondents came wrought with negative 
results, that means a potential loss in sales, customer 
repeat buying, therefore the data strongly suggested, 
while those drawbacks appear during last post 
purchase stage, retailers should pay attention and test 
their own policy and the process of returns for 
unsatisfied customers. 
 
DISCUSSION 
 
Overall, the process of returning items, policy within 
the country is different from each other. Retailers 

should follow certain guidelines according to their 
customer experience and unique case. For instance, 
many customers stop purchasing items because of 
low convenient to store. Furthermore, based on 
questionnaire, it was realized that consumers often 
screen their purchases based on where they purchase. 
Therefore, online retailers’ returns policies are 
actually discouraging consumers from making 
purchases on their e-commerce sites. It is essential 
that retailers with both an online and in-store make 
their returns processes less difficult based on 
convenience. The data has suggested that in-store 
returns are preferable for consumers so retailers 
should prepare their policies and processes to 
accommodate the return of items purchased online in 
an in-store setting. In addition, by improving the 
overall returns experiences for customers, utilizing 
new electronic receipt technology, and investigating 
into streamlining online/in-store returns, customers 
will decrease their returns. This could help for 
retailers increased sale and loyalty of customers. 
 
CONCLUSION 
 
In conclusion, returns and reverse logistics is a 
relevant problem in the supply chain and returns 
management. Because profitability is essential part of 
all retailers, they should pay great attention on 
customer’s returns and their satisfaction with process 
of buying products online and offline (in-store). This 
research has determined that the quality of returns 
experience has a direct correlation to behavioral 
changes that consumers make. Overall, the research 
provides important evidence for retailers to improve 
their perspectives in returns management. Instead of 
losing money they should see returns as an area of 
returning customers for new purchasing. 
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