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Abstract

The widespread accessibility of the Internet, alongside the rapid advancements in digital technologies,
has resulted in a marked surge in the adoption of e-commerce, both on a global scale and within the
Egyptian market. Online shopping has increased significantly due to consumers' convenient access to
a wide range of goods and services they may purchase anywhere and anytime. This significant change
has caused businesses to operate differently and influenced how consumers behave, creating new
challenges to overcome and opportunities for businesses to grow. The final customer touchpoint of
delivering physical products, last-mile logistics, has always been known for its complexity and cost
within the supply chain. This crucial stage involves navigating busy cities, handling large volumes of
deliveries, and meeting specific customer needs. Recognizing the importance of last-mile delivery for
e-commerce success, this study aimed to uncover the challenges and opportunities to understand its
impact on customer satisfaction. Delving into the heart of Egypt's B2C e-commerce scene, this
research investigates the relationship between consumer experiences with last-mile logistics and their
tendency to repurchase from online platforms. Here, "last-mile logistics" encompasses both the
forward delivery of products to customers and the reverse logistics of managing returns. The study
focused on consumer electronics, a dominant category in Egypt's online market, accounting for over
60% of online purchases (Statista.com, 2022). The study was applied on Amazon.eg. to account for
the diverse performances across different platforms and ensure a comprehensive examination of
research hypotheses. The analysis revealed a strong association between order fulfillment, reverse
logistics, and the likelihood of repeat online purchasing in Egypt. It also highlighted the pivotal role
the refunding process plays for return orders and how these returns are managed.

Keywords: E-commerce dynamics, last-mile logistics, order fulfillment, repurchasing intention,
reverse logistics
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Introduction

Over the past decade, the rapid advancement of digital technologies has given rise to electronic
commerce (e-commerce), transforming the conventional landscape of purchasing tangible goods and
services. This paradigm shift, driven by advanced information and communications technology
(ICT), has not only streamlined global economic activities but also revolutionized consumer behavior
and the strategies employed by businesses (Cao et al., 2018; Kawa, 2017; Kawa & Swiatowiec-
Szczepanska, 2021). The macroeconomic process benefits from e-commerce's large share of global
commercial sales. E-commerce sales account for 18.1% of global retail sales, or 4.9 trillion US
Dollars from 2.14 billion buyers (E-marketer, 2022; Statista.Com, 2020). It has been noted that
Egyptian e-commerce has witnessed a significant increase in the last decade, according to regional
reports (Fabre, et al., 2019; Market Line Industry Profile, 2020; NGAGE-Consulting, 2018).

Although the e-commerce industry in Egypt is experiencing significant growth, e-commerce firms
are encountering challenges in efficiently delivering orders to customers' residences. They lack skilled
personnel, have gaps in their processes, and use outdated technology, which makes it difficult to
deliver packages on time. According to a report by Fabre, et al. (2019), the rate of return and failed
deliveries in the Middle East and North Africa (MENA) region, is five times higher than the global
average. This does not only impact sales but also leaves customers dissatisfied. Additionally, a
significant challenge is the payment methods that people in Egypt use for their online orders. Many
customers, about 62%, prefer cash on delivery (COD) over using credit cards, citing several concerns
among them about delivery reliability and fraud.

Last-mile logistics is a crucial component for sustaining the success of e-commerce businesses. If
a customer is dissatisfied with their purchase or delivery, statistics show that about 32% of them will
stop doing business with that company, whether it is online or in a physical store (PWC, 2020;
Statista.Com, 2020). This highlights the importance of delivering orders efficiently, particularly in
the final stage of the delivery process (known as last-mile logistics), in order to retain customers. Due
to the importance of online shopping in people's lives, this study aims to explore the relationship
between e-commerce and last-mile logistics, which are two essential components of order fulfillment
and reverse logistics. It also seeks to determine the extent to which consumers are willing to engage
in future purchasing transactions. In addition, this study provides key recommendations that can
improve the long-term sustainability of e-commerce companies.

The study aimed to investigate certain hypotheses related to e-commerce platforms in Egypt.
However, due to the varying performances of different platforms, it was not feasible to conduct the
study on all platforms. Thus, the study was conducted on Amazon.eg. Moreover, testing the
hypotheses across all product categories was not possible due to the distinct nature, size, and physical
dimensions of each category, which results in different experiences from a logistics services
perspective. Therefore, the consumer electronic products category was chosen for this study as it
represents more than 60% of online purchases in the Egyptian market according to Statista.com in
2020.

To achieve the research objective, the paper is organized as follows: First, it begins with a
comprehensive literature review of previous theoretical and empirical studies on e-commerce
logistics and online repurchasing behavior. This is followed by the development of hypotheses,
methodology of the study, and data analysis. The final results, main findings, and managerial
implications are then presented.
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Literature Review
Dynamics of E-commerce Last-Mile logistics

E-commerce in B2C (business-to-consumer) refers to the process of consumers purchasing goods
or services directly from a seller without the need for an intermediary service. However, this method
of shopping can sometimes lead to uncertainty due to the lack of physical interaction between the
buyer and the seller. Online shopping, on the other hand, offers numerous benefits such as saving
customers' time, effort, and money, allowing them to purchase products anytime and from anywhere
(Sunitha & Gnanadhas, 2014).

In e-commerce, there are various competing definitions of the term "last-mile", but it generally
refers to the logistics operations involved in delivering on line ordered goods, such as parcels to
private customer households in urban areas on both the forward and reverse sides of the product
flow. According to Boysen et al. (2020) and Lim et al. (2018), it refers to the supply chain activities
that are initiated by consumers and aimed at delivering the product to a specific destination. This
involves the use of a storage facility, means of transport, and handover options to ensure that the
product reaches the end consumer.

The e-commerce last-mile is a critical part of the e-commerce value chain (Kull et al., 2007; Olsson
et al., 2021). However, it is often considered the most inefficient and complicated stage of the end-
to-end supply chain. The contradiction mainly arises from the consumer's perspective. This is the
stage where the sale is realized tangibly. Additionally, how customers place their orders and how they
anticipate receiving them will have a significant impact on the transaction costs, bottom line
profitability, and customer service (Leung et al., 2016).

Dias et al. (2022) and MacCarthy et al. (2016) have discussed the dynamic nature of e-commerce
transactions and, how they require the supply chains and logistics to respond to individual consumer
demand. This change has driven the need for better logistics management and order fulfillment.
Retailers have been compelled to invest in supply chains and logistics management initiatives to
provide improved and revolutionary shopping experiences, although the improvements are not
uniform across all companies.

Last-mile operations can be divided into three stages: first mile, middle mile, and last mile.
Companies have different demarcation points across these stages, but the overall structure is the same.
Figure (1) illustrates the e-commerce value chain.

Figure 1
E-commerce Value Chain
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The process of delivering packages can be broken down into three stages. The first stage is the
first mile and it involves collecting packages in fulfilment centers, then transporting them to a
sortation center (SC) or distribution center (DC). The second stage, known as the middle mile,
involves transferring packages to expedition centers (ECs). Lastly, in the last mile stage, packages
are grouped into unit loads and collected by ECs drivers. These packages are then delivered to the
final customers.

E-Commerce Order Fulfillment

The process of order fulfilment in e-commerce varies depending on the type and nature of the
product or service being sold. However, it generally involves several steps starting with the customer's
order and end with the delivery.

As explained by Zhang et al. (2016) and Zoroja et al. (2020), this process is referred to as e-order
fulfillment process in the context of e-commerce. The process involves all the steps that product or
services sellers must take from the moment they receive an order from the customers until
the items/services are delivered to them.

Order fulfillment is essential for e-commerce business sustainability and gaining a competitive
edge. Various studies have shown that efficient order fulfillment and high-quality performance are
crucial factors in the success of e-commerce. In fact, better order fulfillment stimulates customers to
purchase more on line. According to Nguyen et al. (2018) and Zhang et al. (2016) the four key
functions of order fulfillment are the base for any e-retailer, but how, when, and where they are
performed is a differentiator. These basic functions are outlined in Figure (2).

Figure 1
Basic Functions of Order Fulfillment
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Source: Nguyen et al., 2018 & Zhang et al., 2019.
E-Commerce Reverse Logistics

According to the European Working Group on Reverse Logistics (REVLOG) and American
Reverse Logistics Executive Committee, reverse logistics is the process of planning, implementing,
and controlling the efficient, cost-effective flow of raw materials, in-process inventory, finished goods,
and related information from the point of consumption to the point of origin to recapture or create value
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or proper disposal. It includes activities to avoid returns, reduce materials in the forward system, and
ensure reuse and recycling of materials and packaging.

In the context of E-Commerce, reverse logistics can have a special definition and procedures, as
indicated by (Alfonso-Lizarazo et al., 2013) and supported by (Wang et al., 2019) and (Jalil, 2019).
The authors agreed on defining reverse logistics (commonly used interchangeably with return
management) as the product return management in reverse flow from the consumer to the supplier (or
exchanges) of products, mostly triggered by the consumer due to several reasons, they might be
damaged, unwanted or faulty, or simply not functioning as described in the product description. (Wang
et al., 2019) emphasized that the return process is often found to be detailed by the e-commerce return
policy, which is the set of rules or regulations that indicate the cases, steps to be followed, and level of
difficulty associated with returning products from consumers to retailers because they are damaged,
faulty, or not as expected.

Having a return policy for a product is crucial for the success of online retailers. It has strong
impact on customer confidence when making online purchases, which directly affects the bottom line
profits of the firms. To address this issue, numerous authors, including Nguyen et al. (2018) Pei et al.
(2014), Wangetal. (2019), and Yu & Kim (2019) have researched the procedures of reverse logistics.
These procedures include returns preparation, returns options, refunds, and returns handling. Returns
procedures consist of the necessary steps an online consumer must take to return a product to a
retailer. Returns preparation involves ensuring that return labels and forms are available, and that
appropriate packing materials are supplied. Returns options involves having the returned product
picked up from home or sending it back via couriers.

Online Repurchase Intention

Researchers and industry professionals have responded to the growth of e-commerce by making
strides towards a better understanding of the elements that inspire and/or discourage customer loyalty
and recurring purchases via e-commerce platforms.

According to Fishbein and Ajzen (2010) and Solomon (2020), the standard consumer decision
model starts with need awareness, then information search, alternative evaluations, making the
purchase decision, and finally, post-purchasing behavior or action. However, with the advent of IT
technologies, busy schedules and trust in the e-commerce environment, consumers are changing their
traditional purchase habits. This poses significant challenges for online retailers who need to
understand consumers' expectations, their behavior and the level of their satisfaction during and after
online shopping.

In market studies, the two commonly used approaches to investigate customers' purchase behavior
through online platforms are repurchase intention and decisions. Repurchase intention, also known
as repeated purchase, is the likelihood and measure of how much consumers will continue to purchase
products from the same online retailers and websites after their prior purchase activity (Chiu et al.,
2014; Mou et al., 2019; Pefia-Garcia et al., 2020; Wang et al., 2019; Zhang et al., 2011).

This dimension of consumer behavior was initially discussed by Pavlou (2003), who explained
multiple compelling factors that encourage consumers to participate in commercial transactions.
According to him, these factors can be categorized into two groups: pre-purchase and post-purchase
factors. Pre-purchase factors help to encourage consumers make their initial purchase and shape their
perceptions as customers. On the other hand, post-purchase factors refer to the elements that emerge
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from the customer's experience with the e-retailer, including their overall shopping experience and
their perceptions of the services provided.

Logistics and Repurchase Intention

With the large-scale emergence of e-commerce recently, online shopping has become an integral
aspect in people's daily lives. In this regard, Hajli (2019) indicated that the level of competition
intensified as more businesses entered the market and competed to persuade customers to make
purchases through their platforms. Accoring to Yu et al. (2017), the rise in e-commerce prompted
researchers and practitioners to study the factors that influence consumer behavior in this
environment. These studies aim to enhance our knowledge of the drivers and barriers that influence
customers' decision to repeat purchases on online platforms.

Various studies examined the factors that affect consumer behavior in an e-commerce
environment. Murfield et al. (2017) and Rao et al. (2014) summarized these factors to include web
and technology awareness, e-loyalty, pre-purchase factors, during-purchase factors, e-trust, e-
satisfaction, perceived value, convenience motivation, and order fulfilment logistics. Online seller's
failure to fulfil the product or late delivery increases the overall customer's perception of risk and
incurs losses for the firm. Finally, fulfilment attributes like timeliness of delivery, order accuracy,
and delivery conditions are correlated to e-service quality, and superior online stores should enhance
the performance of fulfilment services to ensure timeliness, accuracy, and good condition.

Katawetawaraks and Wang (2011) found that various variables negatively impact customers and
decrease their likelihood of making future purchases. Dissatisfaction resulting from bad encounters
has a big influence on customer's decisions, as well as delayed delivery, receiving erroneous or
damaged goods, especially if online sellers refuse to reimburse the value of the damaged product.

As per the findings of Ranieri et al. (2018) and Wang et al. (2016), the last-mile logistics stage of
the supply chain is the least efficient. In e-commerce, the last-mile costs can account for up to 28%
(and can reach up to 53%) of the complete end-to-end delivery cost. According to a recent study by
Ernest and Young (Ankur Pahwa et al., 2021), the quality of last-mile logistics services is the most
critical touchpoint that influences customers' decision to purchase online. Riley and Klein (2019)
found that the consumer's online purchasing experience, which then shapes purchasing attitude, is not
just influenced by marketing efforts, but also by the last-mile logistics capability offered by the e-
commerce companies. Das et al. (2020) and Wang et al. (2019) indicated that providing a return
policy and a well-functioning reverse exchange system for a product has always been a challenge.

Last-mile is regarded as a significant success factor in online commerce and its consequences on
bottom-line profits for enterprises due to its effect on client risk perception. (Hou & Cheng, 2017)
agreed to that opinion and added that a retailer's sales and reverse logistics costs increase with a more
flexible return policy.

Thus, the success of e-commerce is dependent on the frequency of usage of e-commerce websites
by customers and their continuous purchases. If the last-mile logistics of delivery fail to work well or
do not work at all, it can lead to customer dissatisfaction an discouragement (Bihua, 2021; Chiu et
al., 2014; Hefny, 2021; Kato, 2019; Lu et al., 2018; Wen et al., 2011). Any failures or delays in
delivery can negatively impact a customers’ experiences and potentially discourage them from
engaging in online ordering behavior (Nguyen et al., 2018; Rao et al., 2011).
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Theoretical Background and Hypotheses Development

The impact of logistics on a firm's performance and consumer behavior has been studied for
decades. In the literature review, various authors have attempted to identify and explore the logistics
processes and factors that influence consumers' repeat purchase decisions, but there is no full
consensus. However, most studies agree that order fulfillment and reverse logistics are associated
with online re-purchasing to varying degrees.

The Technology Acceptance Model (TAM) is the main theoretical model that has been originally
used to predict consumer purchase intention in several sectors, including information technologies,
e-learning and shopping (Aref & Okasha, 2020; Chiu et al., 2014; Elseidi, 2018; Katawetawaraks &
Wang, 2011; Li, 2012; Lu et al., 2018; Sullivan & Kim, 2018; Yu & Kim, 2019). According to TAM
theory as suggested by Davis (1985), people's intention to use and accept information systems, which
impact their actual behavior, is primarily influenced by two factors: perceived usefulness and
perceived ease of use of the e-commerce websites.

The TAM was originally derived from the theory of reasoned action (Fishbein & Ajzen, 2010),
and was designed to explain consumers’ computer usage behavior in the field of Information Systems
(IS) as noted by Vallerand et al. (1992).

Numerous studies in the e-commerce domain related to consumer behavior relied on TAM from
the perspectives of website characteristics or customer characteristics (Ananda et al., 2020; Aref &
Okasha, 2020; Kalpoe, 2020; Makame et al., 2014; Nasution et al., 2019; Valencia et al., 2019).The
TAM model focuses on functional and hedonic values that arise from website use and their impact
on consumers, it pays little attention to the impact of service dimension on consumers' continued
intention to engage in e-commerce transactions. It is not surprising that, TAM, if generally applied,
does not capture or contradict some of the unique contextual logistics of last-mile features due to a
lack of domain specifics. Thus, TAM is not suitable for studying logistics services and consumer
intention where general theories are often lacking domain specifics ( Chiu et al., 2014; Nguyen et al.,
2019).

Instead, this study used the dimensions outlined by Li (2012) that were later expanded by (Nguyen
et al. (2018, 2019), then examined fully or partially by Gardan et al. (2021); Grashuis et al. (2020);
Hefny (2021); De Borba et al. (2021); Sakai et al. (2020); Thomas-Francois, Kimberly and Somogyi
(2021); Xu and Jackson (2019) to establish a model that tests the relationship of last-mile logistics
dimensions with consumer behavior.

The major dimensions of last-mile in e-commerce logistics can be summarized as follows:
Fulfilment Dimensions

1. Order Fulfilment Speed. The time taken from order placement to customer receipt at the
specified location.

2. Order Fulfilment Delivery Options. Choices offered to consumers, including delivery
window, courier selection, preferred delivery locations, and time slots.

3. Order Fulfilment Information Update (Order Tracking). Updates from the seller or e-
commerce platform on order status post-order placement, providing insights into the
fulfilment process.
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4. Order Fulfilment Information Reliability. Matching the actual delivery date and time with

the promised figures before or after order placement.

5. Fulfilment Cost (Shipping or Handling Charges). Additional costs imposed by the e-

commerce company and borne by the customer, covering IT platform, storage, warehousing,
order processing, packing, and last-mile delivery cost.

Reverse Logistics Dimensions

Return Procedures

The return procedures consist of the necessary steps mandated by online retailers, which describe
the flow the consumer must follow to return the product to the retailer.

1.

Return Procedures. The returns procedures outline the steps mandated by online retailers for
consumers to return products to them. Consumers value clarity and ease of finding returns
procedures.

Return Process Information Update. Regular, automated updates sent on line to inform customers
about their order returns. These updates may include informing the customer of the return order's
receipt, inspection, approval and/or disapproval, and refund of the returned item.

Return Options. They are part of the return policy and indicate how products can be returned to the
online retailer. The online retailer may pick up the product from the customer, drop it off at a nearby
station, or self-ship it.

Return Orders Refunds. They are given to customers who return products. Refunds cover
shipping costs. The online retailer's strictness or tolerance depends on the product's condition,
refund speed, method, and whether a consumer receives a full or partial refund. Refunds
usually result in a chargeback, an exchange for another product, or a credit release for future
purchases. Consumers in the EU (EU, 2020) are entitled to a minimum of al4-day return
policy (‘cooling-off period’) with a full refund of product costs and forward shipping costs.

Return Handling. This refers to the quality of an online retailers' service, based on how
efficiently and effectively their support team handles consumer return requests and issues.

Based on various studies, it can be concluded that the major dimensions of e-commerce last-mile
logistics include order fulfillment and reverse logistics. Order fulfillment comprises order fulfillment
speed, delivery options, information updates, reliability, and cost. On the other hand, reverse logistics

includes return procedures, returns process information updates, return options, order refunds, and
returns handling.

Therefore, the following study model was developed and illustrated in Figure (3) presenting two
independent variables and one dependent variable.



The Relationship Between E-Commerce Last-Mile Logistics and Online 4
Repurchasing Intention in Egypt 63

Figure 2
Study Model

Indpendant Variables Dependant Variable

Order Fulfillment

Online Repurchasing Intention

Reverse Logistics

Source: Developed by the researcher.

The dimensions of each of the main independent variables and the dependent variable are
summarized in Table (1).

Table 1

Independent and Dependent Variables Measurements

Independent Variable 1: Order Fulfillment (X1)

Dimension Measured By
1. Order Fulfillment Speed (X1-1) Speed
2. Order Fulfillment Options (X1-2) Availability & Flexibility
3. Order Fulfillment Info. Update (X1-3) Availability
4. Order Fulfillment Info. Reliability Deviation from info. at Ordering stage
5. Order Fulfillment Cost (X1-5) Customer's Consent

Independent Variable 2: Reverse Logistics (X2)

Dimension Measured By
Order Return Procedures (X2-1) Easiness to locate and comprehend
Returns Process Info. update (X2-2) Availability of this feature
Order Return Options (X2-3) Existence and Leniency
Return Orders Refunds (X2-4) Speed and Complexity of Process
Return Orders Handling (X2-5) Convenience and Professionality

Dependent Variable Online Repurchasing Intention (Y)

Source: Developed by the researcher.
Hence, the following hypotheses are proposed:

Hol: There is no significant relationship between order fulfillment and online repurchasing
intention.
1. Hol-1: There is no significant relationship between order fulfillment speed and online
repurchase intention.
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2. Hol-2: There is no significant relationship between order fulfillment options and online
repurchase intention.

3. Hol-3: There is no significant relationship between order fulfillment information update and
online repurchase intention.

4. Hol-4 There is no significant relationship between order fulfillment information reliability and
online repurchase intention.

5. Hol-5 There is no significant relationship between order Fulfillment cost and online repurchase
intention.

Ho2: There is no significant relationship between reverse logistics and online repurchase intention.

1. Ho2-1 There is no significant relationship between the order return procedure and online
repurchase intention.

2. Ho2-2 There is no significant relationship between order return information update and online
repurchase intention.

3. Ho2-3 There is no significant relationship between order return options and online repurchase
intention.

4. Ho2-4 There is no significant relationship between return orders refunds and online repurchase
intention.

5. Ho2-5 There is no significant relationship between return orders handling and online repurchase
Intention.

Methodology

This study is exploratory in nature. Therefore, the researcher adopted a quantitative research
methodology to obtain the necessary understanding of the researched relationships. This methodology
helped build a significantly more objective and accurate knowledge of the association between order
fulfilment and reverse logistics and the likelihood of consumers making repeat purchases.

Employing deductive reasoning, the conceptual model was formulated. To identify the
independent variables, various secondary data sources, including reference publications, periodicals,
textbooks, and online directories focusing on e-commerce logistics dynamics in e-commerce
environments, were explored. Subsequently, utilizing secondary data derived from literature and
previous research, the researcher constructed the theoretical framework.

Sample and Data Collection

This study was conducted in Egypt, using a survey questionnaire as the primary source of data
collection. The survey constitutes the entire evaluation of both the dependent and independent
variables.

The study sampling frame included consumers who purchased consumer electronic products from
Amazon Egypt. Certain screening questions were used to ensure that only consumers who met the
criteria were selected. These questions were: Firstly, how frequently did you shop online last year?
(once/week, once/month, once/year, never). Respondents who answered "Never" were disqualified
from the survey. Secondly, have you ever purchased any consumer electronic products from Amazon
Egypt (formerly Souq.com)? (Yes, No). Respondents who answered "No" were not allowed to continue
with the survey.
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A total of 767 surveys were distributed from December 2021 to May 2022 using Google forms and
shared via social media networks like Facebook, Twitter, LinkedIn, Telegram, and WhatsApp. The
final sample consisted of 398 accepted answers; 369 respondents were excluded as they either never
bought online or never bought consumer electronics from Amazon, Egypt., before.

Statistical Analysis

In this study, the researcher initially employed bivariate analysis, specifically calculating Pearson's
correlation coefficients, to assess the structural relationship between dependent and independent
variables following the recommend model of Anderson and Gerbing (1988). This initial step aimed to
infer the strength and direction of the relationships among the variables using Pearson’s correlation
coefficients. However, recognizing the need for a more nuanced and quantitative understanding of these
associations, we have decided to extend our analysis through regression testing.

While correlation provided valuable insights into the presence of relationships, regression will
enable the researcher to delve deeper by quantifying these associations, assessing their significance,
and modeling the intricate interaction between independent and dependent variables. This
methodological progression is driven by the researcher’s commitment to conducting thorough and
comprehensive research, which seeks not only to identify but also to understand and quantify the
complexities inherent in the relationships under investigation.

Reliability Analysis

The reliability test was performed through the computation of Cronbach's alpha () on each set of
statements in every scale variable to determine the internal consistency of each scale, which shows
how a set of statements are closely related to form this scale, as follows:

Table 1
Reliability Analyses Summary
Sub-Variables Cronbach's Alpha
Independent Variable: Order Fulfillment
Order Fulfillment Speed 0.725
Order Fulfillment Options 0.746
Order Fulfillment Information Update 0.85
Order Fulfillment Information Reliability 0.795
Order Fulfillment (Last-mile) Cost 0.737
Independent Variable: Reverse Logistics
Return Procedures 0.87
Return Process Information update 0.879
Order Return Option 0.771
Return Orders Refunds 0.854
Return Orders Handling 0.932
Dependent Variable
Repurchase Intention 0.845

Source: Developed by the researcher.
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Table (2) illustrates that Cronbach's alpha value for every scale variable used in this study exceeds
0.7, which indicates that the scales used are reliable, internally consistent and that the data is acceptable
to perform further analysis.

Descriptive Statistical Analysis

The sample consisted of 59.5% females and 40.5% males. The age profile of the overall sample (n
= 398) distributed as follows: smaller than18 years of age (2.3 % respondents), 18-25 years of age
(23.4%), 26-35 years of age (34.9%), 36-45 years of age (32.2%), 46-55 years of age (5.3%), and
older than 55 years of age (2.0%).

Table 3

Respondents' Demographic Profile

Gender Female 237 59.5
Male 161 40.5
Age <18 Years 9 23
18-25 93 234
26-35 139 34.9
36-45 128 32.2
46-55 21 53
> 55 years 8 2
Education High School 35 8.8
Bachelor 233 58.5
Master's/MBA 77 19.3
Ph.D./DBA 53 133

Source: Developed by the researcher.

From the perspective of the highest education degree, 8.8% of respondents were high schoolers,
58.5% had a bachelor degree or similar, 19.3% had a master's degree or similar, and 13.3% had a
Ph.D. degree or similar. Respondents' purchasing frequency was typically once or more per year for
consumer electronics.

The purchasing frequency of consumer electronic devices was annual for most of the respondents,
while for more than 60% of them, it was once and more per year. Figure (4) shows respondents'
purchasing frequency.
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Figure 4

Respondents' Purchasing Frequency

Once or More Weekly
6%

Once or More Monthly
32%

Once or More Yearly
62%

Source: Developed by the researcher.

The respondents were asked about their most frequently purchased items on line. The results showed
that consumer electronics come at the top of the chart with 28.1%, followed by fashion apparel products
and footwear for over 24% of respondents. In the third place, 12.7% of the respondents purchased
grocery or supermarket products, while fast food comes in fourth place. Furniture comes in fifth place
with 8.2% of respondents, and fresh produce was the least popular item.

Figure 5
Categories Bought on Line
28.1%
24.4%
12.7%
9.8%
8.2% 7.8%
I I I [ [
Consumer Fashion &  Super Fast Food Furniture Décor & Other Fresh
Electrnoics Footwear  Market Lightining Produce

Source: Developed by the researcher based on the survey results.

As shown in Figure (5), the researcher concludes from this analysis that consumer electronics is
one of the most appealing categories for people and that they prefer to buy it online. Interestingly,
furniture, which most of the time requires special packages and even requires a supply chain strategy,
starts to be visible and appealing in the Egyptian market.

The descriptive analyses of all the constructs involved in the study: Mean, standard deviation,
variance, and coefficient of variation as calculated for questionnaire statements, are show in Table (4).
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Table 4

Descriptive Data Analyses Summary

Sub-Variables Mean Std. Deviation (0(0)Y%

Independent Variable 1: Order Fulfillment

Order Fulfillment Speed 3.732 0.808 0.217
Order Fulfillment Options 3.422 0.867 0.253
Order Fulfillment Information Update 4.001 0.884 0.221
Order Fulfillment Information Reliability 3.831 0.884 0.231
Order Fulfillment (Last-mile) Cost 3.685 0.779 0.211

Independent Variable 2: Reverse Logistics

Return Procedures 3.576 1.027 0.287

Return Process Information update 3.652 0.970 0.266

Order Return Option 3.758 1.107 0.295

Return Orders Refunds 3.370 0.938 0.278

Return Orders Handling 3.554 0.957 0.269
Dependent Variable

Repurchase Intention 3.530 0.904 0.256

Source: Developed by the researcher.

The statistical results indicate that the mean for all sub-variables of the two independent variables
of concern ranges between 3.37 and 4, while the standard deviation ranges between 0.779 and 1.107,
and the coefficient of variation perspective ranges from 0.211 to 0.295.

The order fulfillment cost has the lowest coefficient of variation factor, which amounts to 211, and
the order return options have the highest coefficient of variation, indicating the relative importance
of the sub-variable.

Inferential Statistical Analysis
Pearson Correlation

Several socio-economic studies found that Pearson's (r) can reflect link strength. A perfect
correlation coefficient is nearly £1. When the correlation coefficient approaches 0, the link between
the variables weakens. The association can either be good or negative (Cuadras & Greenacre, 2022).
The researcher utilized correlation bivariate analysis to examine the degree and direction of the
associations between variables. Correlation coefficients reflect the strength and direction of a linear
relationship and conclude the measurement. Correlation coefficients range from +1 to -1, indicating
association strength.

The researcher also computed coefficient of determination r2 in order to quantify the degree of
which the change in independent sub-variable can explain the change of dependent variable.
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The results of Pearson’s correlation and determination coefficients are shown in Table (5). In a
correlation analysis between order fulfilment and repurchasing intention, the Pearson's correlation
coefficient (r) was computed and found to equal 0.621, indicating a positive linear relationship
between the two. P was computed and found to be less than 0.0001 and less than 0.01 in a two-tail t-
test, indicating statistical significance.

Reverse logistics and repurchase intention had a Pearson's correlation value of 0.631. P was
computed and found to be less than 0.0001 in a two-tail t-test, indicating the statistical significance
of the statistical analysis.

Table 5

Correlation Data Analyses Summary

Sub-Variable Pearson’s (r) Coeff. of Determination (r 2)
Order Fulfillment 0.621 39.00%
Reverse Logistics 0.631 40.00%

Source: Developed by the researcher.

According to the Pearson's correlation statistical analysis and resulting significance figures, the
researcher concludes that there are sufficient statistical evidences to reject both Hol and Ho2 of this
study and, as a result, concludes that there is a relationship between online repurchasing intention and
order fulfilment, as well as a relationship between online repurchase intention and reverse logistics.
Table (6) presents a summary of the sub-variables, sorted by the strength of their relationship.

Table 2

Sub Variables Correlation Data Analyses Summary

Sub-Variable Pearson’s (1) Coeff. of Determination (r %)
Return Orders Refunds 0.613 37.36%
Return Orders Handling 0.585 34.07%
Order Fulfillment Cost 0.577 33.14%
Order Return Options 0.542 29.16%
Return Process Info. Update 0.535 28.49%
Order Fulfillment Speed 0.519 26.70%
l(z)z(llizrb iil},ﬁllment Infor. 0.498 24.60%
Order Return Procedures 0.475 22.65%
Order Fulfillment Info. Update 0.457 20.67%
Order Fulfillment Options 0.453 20.33%

Source: Developed by the researcher.
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Regression Analysis

The outcomes from the linear regression analyses offer valuable insights into the relationships
between two independent variables: Reverse Logistics and Order Fulfillment, and their impact on
Repurchasing Intention.

For Reverse Logistics, the ANOVA test affirms the model's adequacy (F=262.173, a < .05). The
regression model details a significant and positive influence of Reverse Logistics on Repurchase
Intention, explaining 39.8% of the variation (R* = .398). Expressed as Repurchase Intention = 1.177 +
(.657 * Reverse Logistics).

Similarly, for Order Fulfillment, the ANOVA test supports the model's appropriateness (F=248.705,
a < .05). The regression model emphasizes a positive and significant impact of Order Fulfillment on
Repurchase Intention, elucidating 38.6% of the variation (R2 = .386). Represented as Repurchase
Intention = 0.437 + (.828 * Order Fulfillment).

A short summary of the results of the regression analysis conducted on the sub variable level with
respect to the dependent variable is presented in Table (7) and Table (8). Additionally, the tables also
include the collective independent variables that were investigated in this study in relation to the
dependent variable.
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Findings

The study's results provide strong statistical evidence supporting the presented hypothesis.
confirming a significant correlation between order fulfillment, order reverse logistics, and consumer
repurchase intention. The analysis provides compelling grounds to endorse the alternative hypothesis
for both variables.

First, the study found sufficient statistical evidence to support the alternative hypothesis over the
initial null hypothesis (Hol) regarding order fulfillment. This suggests a positive relationship with
consumer repurchase intention. Similarly, in the domain of order reverse logistics, the study provides
significant statistical evidence to support the corresponding alternative hypothesis and reject the
second null hypothesis (Ho2).

Second, reverse logistics factors exhibit a stronger and more pronounced association with
consumer repurchase intentions compared to order fulfillment factors. This implies that these reverse
logistics elements serve as more potent predictors of the online shopping behavior of Egyptians than
the performance of order fulfillment. These nuanced insights provide valuable contributions to our
understanding of the complexities of e-commerce dynamics and shed light on the factors that exert
greater influence on consumer decisions in the Egyptian online market.

That first finding was based on alternative hypothesis Ha2. According to statistical analysis, the
quality of the return experience can predict repurchases intention in a way that is consistent with
earlier researches on the subject. The results highlight the reverse logistics importance, which is in
line with previous research (Hjort et al., 2013; Mollenkopf et al., 2007; Y. Wang et al., 2019; Xing et
al., 2010; Zurek, 2015).

Similarly, the second primary finding is derived from hypothesis Hol, which suggests a positive
relationship between order fulfilment and the likelihood of online repurchase intention in an e-
commerce environment. The result is supported by previous researches conducted by Ankur Pahwa
et al. (2021); Cho, (2015); Mou et al. (2020); Nguyen et al. (2018), who found that order fulfillment
experience is a major predictor for repurchase intention.

The study found that the most significant factors influencing customers to engage in repurchasing
from an online platform in an e-commerce environment are related to order fulfillment. These factors
include the speed of order fulfillment, the available options for order fulfillment, the reliability and
timeliness of information updates related to order fulfillment, and the overall cost of order fulfillment.

Additionally, the research identified several key factors related to reverse logistics that could
impact the likelihood of customers returning to an online platform for future purchases. These factors
include the ease and efficiency of order return procedures, the availability and accuracy of
information updates related to the return process, the options available for returning orders, the
process for obtaining refunds for returned orders, and the overall handling of returned orders.

Third, Sub-variables for each of the independent variables have been identified and statistically
analyzed. The researcher then found that some sub-variables are more important than others
according to the correlation outcome, as presented in Figure (6).
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Figure 6

Last-Mile Factors Affecting Repurchase Intention
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Source: Developed by the researcher.

The sorting according to the largest R? (coefficient of determination) is as follows: Return order
refunds, return orders handling, order fulfillment cost, order return options, return process info
update, order fulfillment speed, order fulfillment information reliability, return procedures, order
fulfillment information update, and lastly, order fulfillment options. It is also clear from the statistical

results that the reverse logistics relation to repurchasing intention is stronger than that of order
fulfillment.

Conclusions

In conclusion, the evolution of E-Commerce from a supplementary business extension to an
essential component in today's competitive landscape has transformed consumer buying habits and
heightened the importance of overall shopping experiences. Beyond traditional methods, focusing
solely on competitive pricing, it is now imperative for businesses to provide a comprehensive
shopping experience to ensure long-term success.

This study delved into the relationship between online consumer repeat purchase intention and
last-mile logistics services, specifically examining order fulfillment and reverse logistics as
independent factors and customer repurchase intention as a dependent variable. Empirical support for
the hypotheses was established through data collected from an online survey, and subsequent
statistical analysis that revealed positive relationships between the variables.
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The findings underscored that improvements in last-mile logistics operations not only impact the
bottom-line profits of e-commerce companies but also significantly influence online repurchase
intentions, thereby affecting top-line revenue and long-term business sustainability. The study
emphasized the pivotal role of well-performing last-mile services in retaining existing customers and
attracting new ones, as customer retention proves to be more efficient than acquiring new clientele in
terms of effort, time, and financial resources.

In summary, this study concludes that strategic efforts to enhance last-mile logistics operations not
only contribute to improving the profitability for e-commerce companies but also play a crucial role
in shaping online repurchase intentions, subsequently influencing top-line revenue and establishing a
retailer's success and reputation. Well-executed last-mile services are emerging as a key determinant
in shaping the future purchasing behavior of online shoppers.

Recommendations

The study provides key recommendations for enhancing e-commerce last-mile logistics, focusing
on critical touchpoints that influence consumer repurchase intentions.

Last-Mile Logistics Optimization
e Prioritize attention to last-mile logistics for enhanced consumer repurchase intentions.

e Develop techniques to minimize perceived risks associated with refunding money for return
orders.

e Localize and outsource last-mile operations to businesses near customer zones for improved cost
structure.

Refund Process Improvement

e Devise innovative tactics to reduce perceived risks and enhance customer satisfaction in refund
processes.

e Set and communicate clear refund process expectations on websites or applications.

e Utilize last-mile delivery teams for efficient return order retrieval and processing.

Return Orders Handling

e C(Create an internal customer service-oriented business academy to enhance skills continuously.
¢ Conduct hands-on improvement programs for customer service representatives.

e Segment customer requests based on importance, giving priority to return orders.

Order Fulfillment Cost Reduction

e  Work on reducing delivery and order fulfillment costs. Evaluate the possibility of outsourcing
last-mile operations for cost optimization.

Order Return Options

e Establish partnerships with companies or store chains for wider geographical presence in handling
return orders.
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e Provide the option of returning to micro-receiving centers for added flexibility and reduced
recovery process costs.

Return Process Information Update

e Develop a software workflow system for instant automatic updates on return and refund
procedures.

e Integrate software with logistics management systems for accuracy and elimination of human
error.

Order Fulfillment Speed & Options
e Utilize additional assistants for order delivery, especially in crowded city areas.
e Explore motorcycle delivery for small parcels in densely populated areas for increased flexibility.

e Inform and involve customers explicitly when arranging time windows for better order delivery
success.

Cross-Functional Team Implementation

e Implement recommendations through a cross-functional team across the entire e-commerce
organization.



The Relationship Between E-Commerce Last-Mile Logistics and Online

Repurchasing Intention in Egypt 177

References

Alfonso-Lizarazo, E. H., Montoya-Torres, J. R., & Gutiérrez-Franco, E. (2013). Modeling reverse logistics
process in the agro-industrial sector: The case of the palm oil supply chain. Applied Mathematical
Modelling, 37(23), 9652-9664. http://dx.doi.org/10.1016/j.apm.2013.05.015

Ananda, N. A., Fietroh, M. N., Mikhratunnisa, M., & Rizqi, R. M. (2020). Theory Acceptance Model and
Purchase Intention in Online Shopping. Vol. 465 No.Access 2019, pp. 165-169.

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling in practice: a review and
recommended two-step approach. Psychological Bulletin, 103(3), 411-423.

Aref, M. M., & Okasha, A. E. (2020). Evaluating the online shopping behavior among Egyptian college-
educated community. Review of Economics and Political Science, 5(1) 21-37.

Bihua, Y. (2021). The study of Logistics service guarantee and Purchase intention in the context of E-
commerce. International Journal of Science and Business, 5(8), 29-45.

Boysen, N., Fedtke, S., & Schwerdfeger, S. (2020). Last-mile delivery concepts: A survey from an operational
research perspective. OR “Operation Research” Spectrum, 43(1),1-58. https://doi.org/10.1007/s00291-
020-00607-8

Cao, Y., Ajjan, H., & Hong, P. (2018). Post-purchase shipping and customer service experiences in online
shopping and their impact on customer satisfaction: An empirical study with comparison. Asia Pacific
Journal of Marketing and Logistics, 30(2)400—416.

Chiu, C. M., Wang, E. T. G., Fang, Y. H., & Huang, H. Y. (2014). Understanding customers’ repeat purchase
intentions in B2C e-commerce: The roles of utilitarian value, hedonic value and perceived risk. Information
Systems Journal, 24(1), 85-114.

Cho, Y. K. (2015). Creating customer repurchase intention in Internet retailing: The effects of multiple service
events and product type. Journal of Retailing and Consumer Services, 22,213-222.
http://dx.doi.org/10.1016/j.jretconser.2014.11.002

Cuadras, C. M., & Greenacre, M. (2022). A short history of statistical association: From correlation to
correspondence analysis to copulas. Journal of Multivariate Analysis, 188, 104901.
https://doi.org/10.1016/1.jmva.2021.104901

Das, D., Kumar, R., & Rajak, M. K. (2020). Designing a reverse logistics network for an e-commerce firm: A
case study. Operations and Supply Chain Management, 13(1), 48—63.

Davis, F. D. (1985). A technology acceptance model for empirically testing new end-user information systems:
Theory and results. Management, Ph.D. May, pp. 291.

De Borba, J.L.G., de Magalhdes, M. R., Filgueiras, R. S., & Bouzon, M. (2021). Modeling of Barriers in the
omnichannel marketing: A case of Indian Handloom industryretailing returns : A conceptual framework,
49(1), 121-143.

Dias, E. G., de Oliveira, L. K., & Isler, C. A. (2022). Assessing the effects of delivery attributes on e-shopping
consumer behaviour. Sustainability (Switzerland), 14(1).

Elseidi, R. 1. (2018). Understanding Egyptian consumers’ intentions in online shopping. International Journal
of Online Marketing, 8(3), 1-18.

E-marketer. (2022). Global Ecommerce Forecast 2022. ,E-Marketer,. Retrieved 05/2022, Available at
https://on.emarketer.com/rs/867-SLG-901/images/eMarketer Global Ecommerce Forecast Report.pdf



The Relationship Between E-Commerce Last-Mile Logistics and Online

Repurchasing Intention in Egypt 178

EU. (2020). Guarantees and returns policy in European Union. Guarantees and Returns Policy for Online
Shopping in EU,. Retrieved 12/2021, Available at :
https://europa.eu/youreurope/citizens/consumers/shopping/guarantees-returns/index_en.htm

Fishbein, A. & Ajzen, 1. (2010). Predicting and changing behavior: The reasoned action approach.
Psychology Press.

Gardan, D. A., Epuran, G., Pastiu, C. A., Gardan, 1. P., Jiroveanu, D. C., Tecau, A. S., & Prihoanca, D. M.
(2021). Enhancing consumer experience through development of implicit attitudes using food delivery
applications. Journal of Theoretical and Applied Electronic Commerce Research, 16 (7), 2858-2882.

Fabre, C., Malauzat, A-L., Sarkis, C., Dhall, T., & Ghorra, J. (2019). E-commerce in MENA: Opportunity
Byond the Hype. https://www.bain.com/insights/ecommerce-in-MENA -opportunity-beyond-the-hype/

Google, & Bain&Company. (2019). E-commerce in MENA: Byond the Hype.
https://www.bain.com/insights/ecommerce-in-MENA -opportunity-beyond-the-hype/
Grashuis, J., Skevas, T., & Segovia, M. S. (2020). Grocery shopping preferences during the COVID-19
pandemic. Sustainability (Switzerland), 12(13).

Hajli, N. (2019). The impact of positive valence and negative valence on social commerce purchase intention.
Information Technology and People, 33(2), 774-791.

Hefny, L. (2021). Factors Influencing Egyptian Consumers’ Online Purchase of Airline Tickets. The Journal
Of The Faculty of Tourism And Hotels, 18(2), 33, Alexandria University, Egypt.

Hjort, K., Lantz, B., Ericsson, D., & Gattorna, J. (2013). Customer segmentation based on buying and returning
behaviour. International Journal of Physical Distribution and Logistics Management, 43(10), 852—865.

Hou, H., & Cheng, X. (2017). Effects of platform quality requirement on sellers. Kybernetes, 46(7), 1204—
1222.

Jalil, E. E. A. (2019). Customer satisfaction and reverse logistics in e- commerce : The case of Klang Valley.
Journal.Oscm-Forum.Org, 1-9. https://www.journal.oscm-
forum.org/journal/proceeding/download paper/20191207190137 OSCM_2019 paper 102.pdf

Kalpoe, R. (2020). Technology acceptance and return management in apparel e-commerce. Journal of
Supply Chain Management Science, 1(3), 3—4. http://dx.doi.org/10.18757/jscms.2020.5454118

Katawetawaraks, C., & Wang, C. L. (2011). Online shopper behavior: Influences of online shopping decision.
Asian Journal of Business Research, 1(2), 66—74.

Kato, T. (2019). Loyalty management in durable consumer goods: Trends in the influence of recommendation
intention on repurchase intention by time after purchase. Journal of Marketing Analytics, 7(2), 76-83.
https://doi.org/10.1057/s41270-019-00050-x

Kawa, A. (2017). Fulfillment service in e-commerce logistics. Scientific Journal of Logistics, 13(4), 429—438.

Kawa, A., & Swiatowiec-Szczepanska, J. (2021). Logistics as a value in e-commerce and its influence on
satisfaction in industries: a multilevel analysis. Journal of Business and Industrial Marketing, Vol. 36
No.13, pp. 220-235.

Kull, T. J., Boyer, K., & Calantone, R. (2007). Last-mile supply chain efficiency: An analysis of learning
curves in online ordering. International Journal of Operations and Production Management, 27(4), 409—
434.

Leung, K. H., Cheng, S. W. Y., Choy, K. L. T., Wong, D. W. C., Lam, H. Y., Hui, Y. Y. Y., Tsang, Y. P., &
Tang, V. (2016). A process-oriented warechouse postponement strategy for e-commerce order fulfillment in



The Relationship Between E-Commerce Last-Mile Logistics and Online

Repurchasing Intention in Egypt 179

warehouses and distribution centers in Asia. Managerial Strategies and Solutions for Business Success in
Asia, January, 21-34.

Li, C. (2012). Factors influencing customers’ choices of online merchants. In Department of Information and
Service Economy Aalto University School of Economics.

Lim, S. F. W. T,, Jin, X., & Srai, J. S. (2018). Consumer-driven e-commerce: A literature review, design
framework, and research agenda on last-mile logistics models. International Journal of Physical
Distribution and Logistics Management, 48(3), 308-332.

Lu, M., Ye, Z., & Yan, Y. (2018). Research on e-commerce customer repeat purchase behavior and purchase
stickiness. Nankai Business Review International, 9(3), 331-347.

MacCarthy, B. L., Blome, C., Olhager, J., Srai, J. S., & Zhao, X. (2016). Supply chain evolution — theory,
concepts and science. International Journal of Operations and Production Management, 36(12), 1696—
1718.

Makame, W. H., Kang, J., & Park, S. (2014). Factors influencing electronic commerce adoption in
developing countries: The case of Tanzania. South African Journal of Business Management, 45(2),
83-96.

Market Line Industry Profile. (2020). Online retail in Egypt, Marketline Industry Profile,. Retrieved 02/2022,
Available at https://www.marketresearch.com/MarketLine-v3883/Online-Retail-Egypt-13500703/

Mollenkopf, D. A., Rabinovich, E., Laseter, T. M., & Boyer, K. K. (2007). Managing internet product returns:
A focus on effective service operations. Decision Sciences, 38(2), 215-250.

Mou, J., Cohen, J. F., Dou, Y., & Zhang, B. (2019). International buyers’ repurchase intentions in a Chinese
cross-border e-commerce platform. A valence framework perspective. Internet Research, 30(2), 403—437.

Murfield, M., Boone, C. A., Rutner, P., & Thomas, R. (2017). Investigating logistics service quality in omni-
channel retailing. International Journal of Physical Distribution and Logistics Management, 47(4), 263—
296.

Nasution, M. D. T. P., Rossanty, Y., Ariffin, K. H. K., & Zaini, N. I. B. M. (2019). An empirical
examination of the factors influencing consumer’s purchase intention toward online shopping. Journal
of Business & Retail Management Research, 13(04), 13-29.

NGAGE-Consulting. (2018). Electronic commerce In Egypt : An overview.

Nguyen, D. H., de Leeuw, S., & Dullaert, W. E. H. (2018). Consumer behaviour and order fulfilment in online
retailing: A systematic review. International Journal of Management Reviews, 20(2), 255-276.

Nguyen, D. H., de Leeuw, S., Dullaert, W., & Foubert, B. P. J. (2019). What is the right delivery option for
you? Consumer preferences for delivery attributes in online retailing. Journal of Business Logistics, 40(4),
299-321.

Olsson, J., Osman, M. C., Hellstrom, D., & Vakulenko, Y. (2021). Customer expectations of unattended
grocery delivery services: Mapping forms and determinants. International Journal of Retail and
Distribution Management, 50(13), 1-16.

Pahwa, A., Saligram, R. R., Goenka, S., Sinha, D., Dhiman, A., & Aftab, M. H. (2021). E-commerce and
consumer internet sector (Issue March).
https://assets.ey.com/content/dam/ey-sites/ey-com/en_in/topics/e-commerce/2021/e-commerce-and-

consumer-internet-sector-india-trendbook-2021.pdf?download

Pavlou, P. A. (2003). Consumer acceptance of electronic commerce: Integrating trust and risk with the
technology acceptance model. International Journal of Electronic Commerce, 7(3), 101-134.



The Relationship Between E-Commerce Last-Mile Logistics and Online

Repurchasing Intention in Egypt 180

Pei, Z., Paswan, A., & Yan, R. (2014). E-tailer’s return policy, consumer’s perception of return policy fairness
and purchase intention. Journal of Retailing and Consumer Services, 21(3), 249-257. Elsevier.
http://dx.doi.org/10.1016/].jretconser.2014.01.004

Pefia-Garcia, N., Gil-Saura, 1., Rodriguez-Orejuela, A., & Siqueira-Junior, J. R. (2020). Purchase intention and
purchase behavior online: A cross-cultural approach. Heliyon, 6(6).

PWC. (2020). The future of customer experience. In Building Great Customer Experiences.
https://getbutterfly.com/wp-content/uploads/2022/06/pwc-consumer-intelligence-series-customer-

experience.pdf

Ranieri, L., Digiesi, S., Silvestri, B., & Roccotelli, M. (2018). A review of last mile logistics innovations in an
externalities cost reduction vision. Sustainability (Switzerland), 10(3).

Rao, S., Goldsby, T. J., Griffis, S. E., & Iyengar, D. (2011). Electronic logistics service quality (e-LSQ): Its
impact on the customer’s purchase satisfaction and retention. Journal of Business Logistics, 32(2), 167—
179.

Rao, S., Rabinovich, E., & Raju, D. (2014). The role of physical distribution services as determinants of
product returns in Internet retailing. Journal of Operations Management, 32(6), 295-312.

Riley, J. M., & Klein, R. (2019). How logistics capabilities offered by retailers influence millennials’ online
purchasing attitudes and intentions. Young Consumers, 22(1), 131-151.

Sakai, T., Hara, Y., Seshadri, R., Alho, A., Hasnine, M. S., Jing, P., Chua, Z., & Ben-Akiva, M. (2020, Nov).
E-commerce delivery demand modeling framework for an agent-based simulation platform. Cornell
University, 1-19.

Solomon, M. R. (2020). Consumer behavior: Buying, having, and getting rid of stuff (12th ed.). Pearson.

Statista.Com. (2020). E-commerce worldwide. Statista.Com,. Retrieved 05/2022, Available at
https://altagamma.it/media/source/e-commerce-worldwide-statista-dossier.pdf

Sullivan, Y. W., & Kim, D. J. (2018). Assessing the effects of consumers’ product evaluations and trust on
repurchase intention in e-commerce environments. International Journal of Information Management, 39,
199-219. Elsevier. https://doi.org/10.1016/1.ijinfomet.2017.12.008

Sunitha, C. K., & Gnanadhas, M. E. (2014). Online Shopping — An Overview. B-Digest, 6, 16-22.

Thomas-Francois, K., & Somogyi, S. (2021). Consumers’ intention to adopt virtual grocery shopping: Do
technological readiness and the optimisation of consumer learning matter? International Journal of Retail
& Distribution Management, 06, 206-210.

Valencia, D. C., Valencia-Arias, A., Bran, L., Benjumea, M., & Valencia, J. (2019). Analysis of e-commerce
acceptance using the technology acceptance model. Scientific Papers of the University of Pardubice.
Series D, Faculty of Economics & Administration, 27(45), 174—185.
http://search.ebscohost.com/login.aspx?direct=true&db=asn&AN=137367283 &lang=tr&site=ehost-
live

Vallerand, R. J., Deshaies, P., Cuerrier, J. P., Pelletier, L. G., & Mongeau, C. (1992). Ajzen and Fishbein’s

theory of reasoned action as applied to moral behavior: A confirmatory analysis. Journal of Personality
and Social Psychology, 62(1), 98—109.

Wang, W, Liu, Y., & Wei, Y. (2013). Research on management strategies of reverse logistics in E-commerce
environments. Journal of System and Management Sciences, 3(2), 45-50.



The Relationship Between E-Commerce Last-Mile Logistics and Online 181
Repurchasing Intention in Egypt 8

Wang, Y., Zhang, D., Liu, Q., Shen, F., & Lee, L. H. (2016). Towards enhancing the last-mile delivery: An
effective crowd-tasking model with scalable solutions. Transportation Research Part E: Logistics and
Transportation Review, 93, 279-293. http://dx.doi.org/10.1016/j.tre.2016.06.002

Wang, Y., Anderson, J., Joo, S- J., & Huscroft, J. R. (2019). The leniency of return policy and consumers’
repurchase intention in online retailing. Industrial Management and Data Systems, 120(1), 21-39.

Wen, C., Prybutok, V. R., & Xu, C. (2011). An integrated model for customer online repurchase intention.
Journal  of Faculty ofComputer Ingormation  Systems, 52(1):"4-23. ReswarchGate.
https://www.researchgate.net/publication/261510555_An_integrated model for customer online_repurc
hase_intention

Xing, Y., Grant, D. B., McKinnon, A. C., & Fernie, J. (2010). Physical distribution service quality in online
retailing. International Journal of Physical Distribution and Logistics Management, 40(5), 415-432.

Xu, X., & Jackson, J. E. (2019, Oct). Investigating the influential factors of return channel loyalty in omni-
channel retailing.  International  Journal of  Production  Economics, 216, 118-132.
https://doi.org/10.1016/1.1jpe.2019.03.011

Yu, Y., Wang, X., Zhong, R. Y., & Huang, G. Q. (2017). E-commerce logistics in supply chain management
Implementations and future perspective in furniture industry. Industrial Management and Data Systems,
117(10), 2263-2286.

Yu, Y., & Hye-Shin, Kim. (2019). Online retailers’ return policy and prefactual thinking: An exploratory study
of USA and China e-commerce markets. Journal of Fashion Marketing and Management, 23(4), 504-518.

Zhang, J., Onal, S., Das, R., Helminsky, A., & Das, S. (2019). Fulfilment time performance of online retailers
— an empirical analysis. International Journal of Retail and Distribution Management, 47 (5), 493-510.

Zhang, Y., Fang, Y., Wei, K- K., Ramsey, E., McCole, P., & Chen, H. (2011). Repurchase intention in B2C
e-commerce - A relationship quality perspective. Information and Management, 48(6), 192-200.
http://dx.doi.org/10.1016/1.im.2011.05.003

Zoroja, J., Klopotan, 1., & Stjepic, A-M. (2020). Quality of e-Commerce Practices in European Enterprises:
Cluster Analysis Approach. Interdisciplinary Description of Complex Systems, 18(2-B), 312-326.

Zurek, J. (2015). E-commerce influence on changes in logistics processes. LogForum, Masters/MBA 11 (2),
129-138.



2024 Ui - (2) 2321 - 3 o - yome i el Sl 1,0 T hs

ISSN: Print: 2812 - 4758 , Online: 2812 - 4766 el e Sgamma

Jig Sy plaill pAY) Jal) clioast o A3l
A L"A C«w\ Sdb! 2.333

oaliiual)
Blaally Geuill 2gda dlld b Loy sball Culgn Calide (S 2b Syaicsag Alils Dadd) 550 allall 2¢
Cilogl) ey iyl Ll byl aed 8y6il) 03 i€ Ji il Al Jsal) e yean Sad LA SN
U pgans larilly aled) Calida ey yemal) Glgusall GISals il (ALY eyl adall Jlasy s g3 ASH)
O gl samn (8 Ay S Slaill Bgw paa o ) cladgill iy iy gl By S () e
(grad) dlgindl dsla 838)8 Al bl 13 s 2030 ale dilgi Syl Y90 JLl 15513
e ulgal) Basaiag suss cibaaty AL Lee (il dusball SLAN g8 i) e Bgdl) maal Cus
g SN plaall el uandl 8 = 5aY1 duall (3 Liagead s Eialll cileadll ety LS,
& oSlgiad) ) claiiall Gld cledd) sl DA b cehall Bilee 2lad b Bysae Bgd aeli Cua
& ol Las (5liae Allay eDlaall elgemy (panaly cilatiall Adhar o Lailady ¢ opaiadl) GISally iyl
Badeie Y (AalSs 138an Culgall ST (e Load ad gl Gui b gl ALK o)l dupas ol
clatial) WDl Ayl SDleall Sl gotig cllhll aas g iy (ol B A alaaiY) clgia
g SN Blarl) o b ey JalaS aY) Juall dicansll) laadl) dnaal o gguiall Lyl 228 Lalidg
pgiy Lghale)s latinall Juag Glead ae bl odlaall )las dBle CaliSind ) Faee JS& Gaaghy
@y A g S Cilatinal) 48 e Ayl paifly L Ag fSY) 3)laill Gilaie (g ol sale)
diu) Staistia.com clilasy k) yeas b iyl e chdll Glilee aan (0 %60 o ST Sias
cindl lacadl el dalas dee (lacal Aahyall L3S jeme gkl diaie sDlae Hladl S a8 (2022

Glilee G &dlas) AN @3y L8 AL 35ag dudall mil Cinagly Lallally yeme b aaoael Bl Liadg
By S g AaaY el D lalaa b eDlanl) Lahai) Llldia) ae daeSall L olll cilarall Liads clllally ¢l
dtinsll) ilarall 550 agd 8 A8 daalie Lyl 038 agasdy . pean 8 CuYl e Bl Claie ye
Jae¥) ClaiaY A Cilaagiy @il 3y cdpmaal) Boulls duig AN Blall & GSlginall ol e

Adels ST claliad skl plaill iy

colydll Bale) 4 cllally elagll ¢ paAY) Jaall il ol cdig 5KV 8ylal) alaaliny sl Slals)
Loal) lsicea g\l





