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Abstract

The exponential rise of e-commerce has revolutionized retail, with logistics emerging as a critical factor
shaping consumer satisfaction and loyalty. Among the digitally fluent student demographic, delivery speed,
cost efficiency, reliability, and technology-driven features play a decisive role in shaping preferences for
online shopping platforms. This study examines the shipping and delivery expectations of students, using
empirical data collected from 170 respondents through a structured survey. Statistical tools such as
correlation, regression, T-tests, and ANOVA were employed to analyse relationships between delivery
attributes and consumer behaviour. The results show that flexible, fast, and cost-effective delivery services
strongly predict satisfaction and loyalty. The study recommends strategic investments in last-mile delivery

optimization and personalized shipping options for e-commerce platforms targeting the student segment.

Keywords: E-commerce, logistics, shipping preferences, students, delivery satisfaction, last-mile delivery,

digital consumer behaviour

1. Introduction

The rise of digital platforms has shifted the shopping paradigm from physical stores to online retail. E-
commerce platforms, driven by digital transformation and smartphone penetration, have gained popularity for
offering convenience, variety, and ease of comparison. For students—who are early adopters of technology

and often constrained by time and budget—these platforms present a highly suitable shopping environment.

Shipping and delivery services have become key differentiators among e-commerce providers. A smooth and
timely delivery experience can drive brand loyalty, while delays or hidden costs can lead to cart abandonment

and negative reviews. This research focuses on understanding which delivery factors most significantly
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influence students’ satisfaction and platform loyalty, aiming to provide actionable insights for logistics

managers and e-commerce strategists.

2. Literature Review

The shipping experience is now as influential as the product itself. As noted by Kumar and Kashyap (2021),
delivery speed and convenience significantly affect online purchase behaviour, especially among students.
Chen and Lan (2020) highlight that flexible delivery timings and real-time tracking enhance transparency and

build trust with younger consumers.

According to Singh and Reddy (2019), shipping costs remain a pivotal factor in student purchasing decisions.
Free shipping thresholds often act as psychological incentives for students to increase cart value. Morales et
al. (2022) emphasize that eco-conscious students are increasingly factoring in sustainable packaging and

carbon-neutral delivery options into their buying decisions.

Technological enhancements such as Al-driven delivery routing, smart lockers, and delivery notifications are
particularly appealing to this demographic (Patel & D’Souza, 2020). Lee and Johnson (2023) further elaborate
that peer influence and social media reviews amplify preferences for platforms that consistently provide

positive delivery experiences.

Despite these findings, there is a gap in understanding how combinations of these attributes work together to
influence satisfaction. There is also limited research focused exclusively on the student population in India—
this study seeks to bridge that gap.

3. Research Methodology
3.1 Research Design

The research adopts a quantitative approach using a descriptive and inferential statistical design. The core aim

is to identify the degree to which specific shipping attributes influence student preferences and satisfaction.

3.2 Data CollectionPrimary data was gathered via a structured online questionnaire distributed among
students across undergraduate, graduate, and postgraduate levels in Bangalore. A total of 170 valid responses

were collected, ensuring a diverse representation in terms of age, gender, and spending behaviour.
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3.3 Variables

* Independent Variables: Delivery speed, cost, reliability, tracking availability, eco-friendliness, flexible

timing
 Dependent Variables: Shipping satisfaction, platform loyalty

» Extraneous Variables: Brand reputation, promotional offers, peer influence

3.4 Tools for Analysis

« Descriptive statistics (mean, SD)

* Pearson’s correlation to test relationships between variables

« Linear regression to determine predictive influence

* Independent sample T-tests to compare groups

» ANOVA to test age-related differences in preferences

3.5 Hypotheses

« HO: Shipping and delivery features have no significant effect on student satisfaction and loyalty.

« H1: Shipping and delivery features significantly affect student satisfaction and loyalty.

4. Results

4.1 Demographic Profile

Respondents were evenly split by gender (50% male, 50% female). Most participants were aged 20-30 and
represented a mix of undergraduate, graduate, and postgraduate programs. Spending ranged predominantly

between 31001-5000 per month on e-commerce.
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4.2 Descriptive Statistics

Key delivery factors received moderate to high importance ratings.

« Fast delivery (M = 2.84), Free shipping (M = 2.98)

* Real-time tracking (M = 2.94), Customizable delivery (M = 3.16)

* Willingness to switch platforms for better shipping (M = 3.15)

4.3 Correlation Analysis

« Satisfaction and likelihood of recommendation (r = 0.36)

« Customizable delivery and satisfaction (r = 0.27)

These correlations affirm that better logistics features improve satisfaction and consumer advocacy.
4.4 Regression Analysis

Regression model explained 29% of satisfaction variance (Adjusted R2 = 0.26).
Significant predictors:

* Customizable delivery

* Fast delivery

* Tracking

The findings suggest that these three variables are critical levers for improving user experience.
4.5 T-Test (Gender)

No significant differences found between male and female preferences across most variables (p > 0.05). This

implies that gender-neutral logistics and marketing strategies are appropriate.
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4.6 ANOVA (Age Groups)

No significant differences across age groups for delivery satisfaction or preferences (p > 0.05). This shows
that preferences are consistent among students irrespective of age within the 18-30 range.

5. Discussion

The findings reinforce that e-commerce logistics features directly impact student engagement. While free
shipping and promotional offers remain influential, students also expect high reliability and flexibility.
Notably, the desire for customizable delivery timings and the willingness to switch platforms for better

shipping demonstrate the need for greater personalization.

The moderate correlation between satisfaction and recommendation likelihood suggests that satisfied students
become brand advocates. This behaviour is amplified in peer-driven environments such as universities, where

experiences are often shared on social media or messaging platforms.

E-commerce companies must therefore treat logistics not as a backend operation but as a strategic customer
engagement tool. Investing in last-mile delivery innovations, eco-friendly options, and real-time updates could

differentiate a platform in a competitive market.

6. Conclusion

Shipping and delivery services are no longer just operational necessities—they are strategic assets in the
digital retail ecosystem. For student consumers, timely, flexible, and affordable delivery options shape
satisfaction and long-term loyalty. This study reveals that factors like customizable delivery options, fast and

trackable shipping, and eco-friendly practices are decisive in student purchase decisions.

As logistics capabilities evolve, e-commerce platforms must prioritize service personalization, transparency,
and sustainability. These enhancements will not only meet student expectations but also build long-lasting

brand relationships in a segment poised to dominate future digital consumption.
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