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Abstract:

As e-commerce grows quickly, online retailers face more competition. Post-purchase services like returns and
refunds now play a big role in customer satisfaction and loyalty. Return policies help lower the risk customers
feel when shopping online by letting them send back products easily and without much cost. Research shows
that clear and flexible policies, fast refunds, and simple return processes all help increase customer satisfaction
and the chance that customers will buy again. This project looks at how Amazon’s return policies affect

customer satisfaction, focusing on shoppers in India.

This study uses a descriptive and analytical approach, collecting primary data through a structured
questionnaire given to Amazon customers who have bought online and used the return process. It looks at
demographic factors like age, gender, income, and how often people shop as well as behavioural factors such
as convenience, trust, fairness, and overall satisfaction. The study uses descriptive statistics to summarize what

customers think, and plans to use chi-square tests to find links between return policy features and satisfaction.
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The results are expected to show that easy and clear return steps, fast refunds, several ways to return items,
and low effort all lead to higher satisfaction and a greater chance of shopping again on Amazon. The study
ends with practical ideas to improve Amazon’s return process for customers and suggests areas for future

research on return policies in online shopping.

Keywords: Return policy, customer satisfaction, online shopping, Amazon, reverse logistics, repurchase

intention, perceived risk.

1. Introduction: The growth of e-commerce has changed how customers find, evaluate, and buy products
by offering a wide range of options, competitive prices, and doorstep delivery. However, unlike traditional
retail, online shoppers cannot physically examine products beforehand, which raises concerns about quality,
fit, authenticity, and performance. In this context, return policies are vital to the online shopping experience
because they outline how customers can return items for refunds, replacements, or credits. When these policies
are clear, simple, and convenient, they decrease perceived risk, build trust, and boost customer satisfaction

and loyalty.

Amazon, a leading online marketplace, has established its reputation through customer-centric practices, with
flexible and accessible return options as a core feature. Features like app-based return initiation, a typical 30-
day return window for many categories, free or low-cost pickup, and multiple drop-off points are designed to
make returns straightforward and hassle-free. However, recent feedback from customers and sellers shows
that partial refunds, non-refundable marketplace fees, and category-specific restrictions sometimes create
confusion or feelings of unfairness. Understanding how customers perceive Amazon’s return policies and how

these perceptions influence their satisfaction with online shopping has become an important research focus.

Therefore, this study investigates “Return policies and their impact on customer satisfaction in online
shopping, with a focus on Amazon.” It seeks to explore customers’ awareness and understanding of Amazon’s
return policies, assess their perceptions of key features such as the time frame, costs, convenience, and fairness,

and analyse how these perceptions affect overall satisfaction and future purchasing intentions on the platform.

Statement of the problem: While online retailers increasingly compete on return ease, there's limited
empirical evidence on how specific aspects of return policies—such as time limits, effort involved, clarity of
information, and refund speed—affect customer satisfaction in India's e- commerce market. Existing research
indicates that lenient and transparent return policies can encourage repeat purchases, but overly generous
policies might lead to higher costs and could be tightened over time, possibly causing dissatisfaction. Amazon
has gradually changed its return policies across product categories and regions; for instance, some items are
now eligible only for replacement, not refunds, and sellers have raised concerns about potential misuse of the

system.
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Therefore, it' s essential to systematically explore how Amazon's customers perceive the fairness, convenience,
and clarity of its return policies and how these perceptions influence their overall shopping satisfaction.
Without this understanding, retailers may find it challenging to balance costs with maintaining high customer

satisfaction and loyalty.
Objectives:

1. To study customer awareness and understanding of Amazon’s return policies for

different product categories.

2. To identify customers’ perceptions of key return policy dimensions—return time
window, monetary cost, procedural effort, channel convenience and transparency of

terms.

3. To assess the relationship between perceived return policy leniency/fairness and

overall customer satisfaction with Amazon.
2. Literature Review:

1. Concept of Return Policy in E-Commerce

Petersen & Kumar (2009) classify return policies along three core dimensions: return cost (who bears
shipping or fees), return time limit (length of the return window) and customer effort required. Their work
emphasizes that generous and clearly communicated policies lower perceived risk and increase willingness to
purchase from online retailers. Complementing this, Padmanabhan & Png (1997) show that the design of
return policies serves both contractual and signalling functions, with stricter policies sometimes reducing

return abuse while more lenient ones build consumer trust.

2. Return Policy Leniency and Customer Satisfaction

Wang, Xu & Li (2020) find that perceived leniency of a retailer's return policy strongly influences repurchase
intention by shaping perceptions of fairness and quality of the return experience. In their structural equation
model, leniency emerged as the most influential factor affecting repurchase intention. Similarly, Bower &
Maxham (2012) apply expectation—disconfirmation theory and show that when the actual return experience
exceeds expectations—through quick resolutions, no hidden charges and easy procedures—customers
experience positive disconfirmation, leading to higher satisfaction and loyalty. Wood (2001) further
demonstrates through experimental evidence that 100 percent money-back guarantees and low-effort return

procedures significantly increase purchase likelihood, as they signal retailer confidence in product quality.
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3. Return Policies, Perceived Risk and Purchase Intention

Hjort et al. (2019) show that lenient return policies reduce perceived financial and performance risk,
encouraging consumers to try new products or categories. Their meta-analytic findings confirm that the design
of return windows matters: longer return periods may reduce return rates due to the endowment effect, while
shorter windows create time-pressure stress. Hess, Gerstner & Chu (1996) provide early theoretical
grounding for the idea that return policies function as risk-sharing instruments between buyers and sellers,
with the optimal design depending on product quality uncertainty and customer heterogeneity. Janakiraman,
Syrdal & Freling (2016) conduct a meta-analysis and find that return policy leniency has a consistently
positive effect on purchase intentions, though the strength of the effect varies with product type and customer
demographics.

Research Methodology:

3.1 Research design:

The study adopts a descriptive and analytical research design

3.2 Population and Sample

Population: Individuals who have purchased products from Amazon and have used the return, refund or

replacement facility at least once.
Sample: 100 respondents; 90 used for analysis after data cleaning.

Sampling Technique: Convenience sampling via online channels (Google Forms).
3.3 Data Collection Methods

Primary Data: Structured questionnaire administered electronically with closed-ended Likert-scale and

categorical questions.

Secondary Data: Academic journals, prior research studies on return policies and customer satisfaction,

reports on Indian e-commerce and publicly available information on Amazon's return processes.
DATA ANALYSIS:

Amazon Return Policy Awareness?

Response Count Percentage (%)
Yes 96 96%

No 3 3%

Missing 1 1%
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Are you aware that Amazon has a return policy?
99 responses

® Yes
® No

Interpretation: An overwhelming 96% of respondents are aware of Amazon's return policy, confirming high

consumer familiarity with the platform's post-purchase services.

Pickup service for returns is convenient?

Response Frequency Percentage (%)
Agree 57 57%

Neutral 20 20%

Strongly Disagree 20 20%

Disagree 1 1%

Strongly Disagree (duplicate counted) 1 1%

Missing 1 1%

Pickup service for returns is convenient
99 responses

@ strongly disagree
® disagree

@ Neutral

® Agree

@ Stongly disagree

Data collection: Primary Data
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Interpretation: 57% agree that pickup is convenient, 20% are neutral, and about 21% express dissatisfaction,
with 1% missing. This shows that while pickup service works well for many customers, there is still a

noticeable group that sees room for improvement.

Because of Amazon’s return policy, I feel more confident when shopping on the platform?

Response Frequency Percentage (%)
Agree 50 50%

Strongly Agree 18 18%

Neutral 30 30%

Strongly Disagree 1 1%

Missing 1 1%

Because of Amazon's return policy, | feel more confident when shopping on the platform
99 responses

@ Strongly disagree
® Disagree

@ Neutral

@® Agree

@ Stongly agree

Data collection: Primary Data

Interpretation: 50% agree and 18% strongly agree that Amazon’s return policy makes them feel more

confident, while 30% are neutral and 1% strongly disagree. This means 68% of customers feel more secure

while shopping because of the return policy.

Refunds for returned products are processed quickly?

Response Count Percentage (%)
Agree 54 54%

Strongly Agree 20 20%

Neutral 23 23%

Disagree 1 1%

Strongly Disagree 1 1%

Missing 1 1%
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Refunds for returned products are processed quickly.

99 responses

@ strongly disagree
® Disagree

@ Neutral

® Agree

@ Strongly Agree

Data collection: Primary Data

Interpretation: 53% agree and 21% strongly agree that refunds are processed quickly, while 23% are
neutral, 1% disagree, and 2% strongly disagree. Therefore, 74% believe Amazon refunds are fast, and quick

refund processing clearly contributes to satisfaction.

4.3 Inferential Analysis — Chi-Square Tests
Hypotheses:

Ho: There is no significant relationship between Amazon's return policy attributes (perceived leniency,

fairness, and ease of return process) and customer satisfaction.

Hi: There is a significant positive relationship between Amazon's return policy attributes (perceived leniency,

fairness, and ease of return process) and customer satisfaction.

Test 1 — Return Policy Leniency vs Customer Satisfaction

IV: "The return window is flexible and convenient" | DV: "I am satisfied with Amazon's return policies"

IV\DV Str. Agree Neutral  Disagree  Str. Total
Agree Disagree

Str. Agree 11 4 0 0 0 15

Agree 7 32 10 0 0 49

Neutral 6 12 13 1 0 32

Disagree 0 1 1 0 0 2
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IV\DV Str. Agree Neutral  Disagree  Str. Total
Agree Disagree
Str. 0 0 0 0 1 1
Disagree
Total 24 49 24 1 1 99

y*=131.88, df =16, p-value <0.0001, Cramér's V = 0.577 (Moderate—Strong)

Since p < 0.05, Ho is rejected — there is a statistically significant association between return policy leniency

and customer satisfaction.

Test 2 — Return Policy Fairness vs Customer Satisfaction

IV: "Amazon's return policy is fair to customers" | DV: "I am satisfied with Amazon's return policies"

IV\DV Str. Agree Neutral  Disagree  Str. Total
Agree Disagree

Str. Agree 15 6 0 0 0 21

Agree 9 35 6 0 0 50

Neutral 0 8 16 0 0 24

Disagree 0 0 2 1 0 3

Str. 0 0 0 0 1 1

Disagree

Total 24 49 24 1 1 99

¥ =194.70, df =16, p-value <0.0001, Cramér's V =0.701 (Strong)

Since p < 0.05, Ho is rejected — perceived fairness shows the strongest association with customer satisfaction.

© 2026, IJSREM | www.ijsrem.com DOI: 10.55041/IJSREM.GSTCOS106 | Page 8


http://www.ijsrem.com/

t. 3!
IJSREM

g International Journal of Scientific Research in Engineering and Management (I[JSREM)
Conference - Volume 10 GSTCOS -2026

SJIF Rating: 8.659

ISSN: 2582-3930

Test 3 — Ease of Return Process vs Customer Satisfaction

IV: "The return process is easy to follow"

¥ =106.91, df =16, p-value <0.0001, Cramér's V = 0.520 (Moderate)

IV\DV Str. Agree Neutral  Disagree  Str. Total
Agree Disagree

Str. Agree 13 | 5 2 0 0 20

Agree 10 34 14 0 0 58

Neutral 1 9 6 0 0 16

Disagree 0 1 1 1 0 3

Str. 0 0 1 0 1 2

Disagree

Total 24 49 24 1 1 99

| DV: "I am satisfied with Amazon's return policies"

Since p <0.05, Ho is rejected — ease of the return process is significantly associated with customer satisfaction.

5. Results & Findings

96% of respondents are aware of Amazon's return policy; 78% rate their understanding as Good

or Very Good.

81% reported a smooth or very smooth return experience on Amazon.

73% are satisfied with Amazon's return policies overall (49% Agree + 24% Strongly Agree).

96% confirm that lenient return policies increase their satisfaction.

72% agree that return policies influence their decision to purchase on Amazon.

58% trust Amazon more and prefer it over other platforms specifically because of its return

policy.

68% feel more confident shopping on Amazon due to its return policy; 65% would recommend

Amazon on this basis.
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. 78% find the return process easy to follow; 74% agree that refunds are processed quickly.
Suggestions:

1. Standardize return windows across categories and communicate exceptions clearly at the
product-listing level.

2. Invest in expanding pickup partner networks in non-metro and semi-urban areas to improve
channel convenience.

3. Reduce refund processing time and provide real-time status updates to reinforce trust.

4. Simplify the steps required to initiate a return on the mobile app to lower effort perception.
6. Conclusion:

Return policies are not merely operational tools but strategic elements that shape customer trust, satisfaction
and long-term loyalty. A well-structured return policy can serve as a competitive advantage in the highly
dynamic Indian online retail environment. E-commerce platforms should focus on designing transparent,
flexible and easy-to-use return policies. From a managerial perspective, Amazon should ensure consistency
across product categories, reduce ambiguity in replacement-only policies, and communicate refund timelines

more clearly to bridge the gap between customer expectations and actual experience.
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