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Abstract: In the context of continuous and robust development of e-commerce, businesses are adjusting 
their return policies to meet the growing consumer demand, thereby increasing trust and enhancing the 
online shopping experience. The author of the study titled “The Impact of Return Policies on 
Consumers' Online Shopping Intentions in Ho Chi Minh City, Vietnam” aims to identify reimbursement 
factors that influence online shopping intentions through the mediating role of perceived service quality. 
The study measures the impact of these factors and offers governance implications to help businesses 
and retailers improve consumers' online shopping intentions. The research employs both qualitative and 
quantitative methods, collecting 303 valid questionnaires, which are analyzed using Structural Equation 
Modeling (SEM). The findings indicate that four factors positively influence consumers' online 
shopping intentions through the mediating role of intermediaries, listed in order: (i) reimbursement 
effort, (ii) reimbursement cost, (iii) exchange, and (iv) reimbursement period. 

Keywords: Online shopping, Purchase intent, SEM, The perceived quality of service, Tolerant return policy. 

 
1. Introduction  

In the context of  global economic integration, along with the explosive development of  
information technology, Vietnam and the world are experiencing the Covid-19 pandemic that has 
affected all aspects of  life and social activities. This affects many different economic sectors and 
industries. However, the e-commerce sector alone has grown exponentially during this period and 
created a breakthrough for the digital transformation process. According to the 2022 report by Google, 
Temasek and Bain & Company focusing on 6 countries: Indonesia, Malaysia, Singapore, Philippines, 
Thailand and Vietnam, more than 20 million people started using online platforms for the first time in 
2022, bringing the total number of  internet users in the region from 360 million in 2019 to 460 
million in 2022 [1]. In 2023, the size of  Vietnam's retail e-commerce market is expected to reach 20.5 
billion USD, an increase of  about 4 billion USD (equivalent to 25%) compared to 2022. According to 
Ministry of  Industry and Trade of  Vietnam [1] Vietnam's e-commerce growth rate is ranked among 
the top 10 countries with the fastest e-commerce growth rate in the world. 

However, when making purchases on online social platforms, e-commerce platforms cannot directly 
check the quality of  goods and products. Therefore, they are still hesitant and worried when buying 
goods through cyberspace. According to the Vietnam E-commerce Association [2] of  the Vietnam E-
commerce Association [2], the reason why consumers are not ready to buy goods on online platforms 
is because consumers do not have confidence in the store (41%) and it is difficult to check the quality 
(33%). Therefore, businesses and retailers have policies for joint inspection and return of  goods, 
refunds to help consumers feel secure and at the same time protect their rights when shopping online 
[3]. 

Currently, studies on return policy factors affecting consumers' purchase intentions have been of  
interest to researchers [4-6]. However, the research context of  foreign studies is different from that of  
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Vietnam, so there will also be differences in research results. In Vietnam, most studies only focus on 
factors affecting purchase intentions such as reference group opinions, perceived behavioral control, 
electronic word of  mouth, etc. In addition, in Vietnam, there are some published studies such as the 
study of  Thang [7] and Niem and Quang [8] studied the return policy factor on online shopping 
intention. However, there are few in-depth studies on how return policy factors affect consumers' 
online shopping intention in the current context of  e-commerce in Vietnam. Therefore, more research 
is needed to better understand the impact of  return policy on online shopping consumers. 

Therefore, the objective of  this paper is to identify the return factors that influence online 
shopping intention through the mediating role of  perceived service quality, measure the influence of  
the factors, and propose managerial implications to help businesses and retailers improve consumers' 
online shopping intention. 
 

2. Literature Review 
2.1. Return Policy  

Reimbursement policy is one of  the after-sales services provided by retailers. Retailers allow 
consumers who are not satisfied with the product experience to receive a refund if  the consumer 
returns the product within a certain period of  time. In the process of  online shopping, the biggest 
concern and worry of  consumers is the ability to return. This is an important factor when making a 
purchase, as consumers expect assurance and flexibility in their shopping experience [8]. 
 
2.2. Purchase Intention 

Purchase intention is a complex process and purchase intention is one of  two factors that 
determine consumer purchasing behavior Ajzen [9]. Delafrooz, et al. [10] argued that the strength of  
consumers' intention to perform a specific behavior when shopping online. Mirabi, et al. [11] argued 
that consumers' purchase intention is directly related to their attitudes, perceptions and behaviors. In 
addition, Quan, et al. [12] argued that “the higher the purchase intention, the higher the likelihood of  
purchasing behavior and vice versa". 
 
2.3. Theory of  Reasoned Action  

The Theory of  Reasoned Action (TRA) was published by Fishbein and Ajzen [13] a research 
model on consumer behavior and is considered the best theoretical model to predict consumer behavior. 
The model includes behavioral tendencies, attitudes and subjective norms. In the TRA model, 
consumers' beliefs about product attributes about the product will affect their attitudes. Attitudes do 
not directly affect purchase behavior, but attitudes directly affect behavioral tendencies. According to 
Fishbein and Ajzen [13] subjective norm is defined as an individual consumer's perception of  the 
influences from family, friends and social relationships such as colleagues and the public on whether or 
not that individual should perform the behavior. 
 
2.4. Theory of  Planned Behavior 

The theory of  planned behavior inherits two factors, behavioral attitude and subjective norm, from 
the TRA. In addition, Ajzen [9] added a new factor, perceived behavioral control. The theory of  
planned behavior has three factors affecting behavioral intention: behavioral attitude, subjective norm, 
and perceived behavioral control. And the factor "perceived behavioral control is considered a factor 
affecting behavioral intention as well as a factor affecting actual consumption behavior" [14]. 
 
2.5. Signaling Theory  

According to Spence [15] signaling theory comes from the field of  economics related to 
information data in the context of  information asymmetry in the market. Signaling theory is widely 
used in the fields of  economics and marketing to explain the impact of  information asymmetry in 
many different contexts [16] and Al-Adwan, et al. [17]. In the purchasing process, consumers lack a 
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lot of  information about the product, so it is difficult for them to distinguish which is a reputable 
retailer so that consumers can trust the retailer about the product they intend to buy. Therefore, 
signaling theory is used to explain the signals that e-retailers provide to consumers to support them in 
the purchasing process [17]. 
 
2.6. Previous Studies 

For foreign studies, Janakiraman, et al. [4] studied the impact of  return policy on purchase 
intention through the following aspects: time leniency, monetary leniency, effort leniency, scope 
leniency, and exchange leniency. Wang, et al. [18] investigated the relationship between consumers' 
repurchase intention on different aspects of  e-retailer's product return process such as leniency, 
fairness, and quality of  return process. Abdulla, et al. [19] studied how different return policies differ 
in leniency based on five aspects: monetary, time, effort, scope, and exchange. 

For domestic research, studies affect consumers' purchase intentions through many different 
aspects: According to Quan, et al. [12] factors affecting purchase intentions include: usefulness, ease 
of  use, popularity, support policies, and safety. Research by Pham, et al. [20] identifies factors in sales 
services to enhance customer satisfaction, trust, and repurchase intentions such as: product return 
service, product exchange service, and after-sales service to measure sales services in online shopping. 
 

3. Research Hypotheses and Models 
3.1. Research hypothesis 
3.1.1. Reimbursement Period (TG) 

Retailers on online platforms, e-commerce platforms often specify a return period for their return 
policies. Return policies that stipulate a longer return period are considered more [4]. Currently, on 
major e-commerce platforms, the return period of  “7 days for non-defective return” has become the 
standard [6]. Return policies that stipulate a longer return period are considered more lenient [4]. 
According to Heiman, et al. [21] the Reimbursement period required for consumers to check product 
attributes and evaluate product quality to meet consumer needs is an important variable. Based on the 
above, the author proposes hypothesis H1:  

Hypothesis H1: Reimbursement period has a positive impact on the perceived quality of  service. 
 
3.1.2. Reimbursement Cost (CP) 

Bower and Maxham III [22] define cost fairness in returns policies as the extent to which 
consumers believe that the outcome of  a return policy, whether charged or not, is fair. A free return 
can be understood as a return where the consumer receives a full refund and the consumer pays 
nothing [23, 24]. However, consumers may have a stronger response to a return policy that involves a 
fee [22]. Therefore, free returns provide an opportunity for impulsive buying because consumers are 
not exposed to risk at the beginning of  their purchase. Based on this, the author proposes hypothesis 
H2:  

Hypothesis H2: Reimbursement cost has a positive impact on the perceived quality of  service. 
 
3.1.3. Reimbursement Effort (NL) 

According to Janakiraman, et al. [4] the effort required by consumers to make a return varies. 
When consumers receive a product that is not as expected and feel dissatisfied, consumers perceive that 
complaining is not worth the effort and they often choose other ways to resolve the issue [25]. The 
study by Janakiraman and Ordóñez [26] on return effort and return time gives the same view. Wood 
[27] shows the influence of  return time and effort on how consumers actually make return decisions. 
The author proposes hypothesis H3: 

Hypothesis H3: Reimbursement effort has a positive impact on the perceived quality of  service. 
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3.1.4. Exchange (TD) 
According to Janakiraman, et al. [4] exchange is a refund in exchange for a returned item. When 

making a product return, consumers usually receive some form of  refund from the retailer in exchange 
for the returned product. Janakiraman, et al. [4] show that lenient exchange is when retailers 
condition the return of  the product to the consumer by refunding the amount of  money. The authors 
propose hypothesis H4: 
Hypothesis H4: Exchange has a positive impact on the perceived quality of  service. 
 
3.1.5. The Perceived Quality of  Service (CLDV) 

Service quality is a comprehensive assessment of  service performance, compared to consumers' 
general expectations of  what the service will deliver [19, 28]. Perceived service quality is one of  the 
essential factors that create trust in online shopping Al-Dweeri, et al. [29]; Hsu, et al. [30]. Ibrahim, 
et al. [31] found that perceived service quality affects online purchase intention. Based on that, the 
author proposes hypothesis H5: 

Hypothesis H5: The perceived quality of  service has a positive impact on online shopping 
intention. 
 
3.2. Research Model 

From the literature review, theoretical basis above, and the specificity of  online shopping return 
policies, the author decided to propose a research model (Figure 1).  
 

 
Figure 1.  
Research model. 

 
4. Research Methodology 
4.1. Qualitative and Quantitative Research Methods 
4.1.1. Qualitative Research Methods 

The author conducted in-depth interviews and focus group discussions with 10 experts in the field 
of  e-commerce business in Ho Chi Minh City (HCMC) to explore the impact of  return policy on 
consumers' online shopping intention; and recalibrated the scale of  factors in the research model to 
suit the practical context in HCMC. Before collecting information, the research team conducted a pilot 
survey of  5 questionnaires for consumers who have been shopping online on platforms such as: 
website, shopee, lazada, tiki, tiktok to check the logic of  the questionnaire and will adjust and 
supplement it to suit the research purpose. After that, the author conducted direct interviews with 308 
consumers to collect data for quantitative analysis. 
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4.1.2. Quantitative Research Methods 
The information was collected and processed through SPSS 27.0 and AMOS 20.0 software. The 

preliminary research was conducted by sending a survey questionnaire to 59 consumers. After 
collecting 50 valid responses, the author coded and analyzed the data using SPSS 27.0 software to test 
the reliability of  Cronbach's Alpha (CA). After that, the author began to do formal quantitative 
research. The author analyzed descriptive statistics of  the survey sample, variables and tested CA to 
assess the reliability of  the scale; analyzed the EFA exploratory factor with Bartlett and KMO tests; 
used AMOS software to analyze the CFA confirmatory factor. Analyzed the SEM linear structure 
model, tested the influence of  factors and evaluated the impact of  return policy on online shopping 
intention. Thereby, the author drew conclusions and proposed managerial implications to help 
businesses and retailers improve consumers' online shopping intention. 
 
4.2. Survey Form 

According to Hair, et al. [32] be able to conduct exploratory factor analysis, it is necessary to 
collect data with a sample size of  5:1 observation ratio for each measurement variable, which means 
that for every 1 measurement variable, at least 5 observations are needed. In the research model, there 
are a total of  21 observed variables, so the minimum sample size needed is 105 observations 
(n=5*21=105). To increase the reliability of  the study, the author plans to survey 308 consumers. 

The survey sampling method was convenient but based on characteristics such as: gender, age, 
income, occupation, and region to ensure that the selected survey sample is the most representative. 
The results obtained 303 valid survey questionnaires after screening and were used to analyze and 
officially evaluate the impact of  return policy on online shopping intention. 
 
4.3. Build a Scale 

The study used a Likert scale with 5 levels: (1) Strongly disagree, (2) Disagree, (3) Neutral, (4) 
Agree, and (5) Strongly agree to measure the impact of  return policy on online shopping intention. 
 

5. Research Results 
5.1. Descriptive Statistics of  the Survey Sample 

Table 1 shows that, in terms of  gender, female accounts for the highest proportion (51.2%) and 
other genders account for the lowest proportion (1.3%); in terms of  age, from 18 to 24 years old 
accounts for the highest proportion (58.7%) and over 35 years old accounts for the lowest proportion 
(8.7%); in terms of  income, under 3 million VND accounts for the highest proportion (39.6%) and 
income over 15 million VND accounts for the lowest proportion (17.2%); in terms of  shopping 
experience, from 1 year to 2 years accounts for the highest proportion (40.6%) and under 1 year 
accounts for the lowest proportion (19.5%); in terms of  shopping frequency, once every three months 
accounts for the highest proportion (10.9%) and once a day accounts for the lowest proportion (6.3%); in 
terms of  monthly shopping expenditure, under 1 million VND accounts for the highest proportion and 
over 3 million VND accounts for the lowest proportion (14.1%). 
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Table 1.  
Survey sample characteristics. 

Details Categories Frequency Percent (%) 

Gender 

Male 144 47.5 
Female 155 51.2 

Other 4 1.3 

Total 303 100 

Age 

Under 18 years old 28 9.2 

18 - 24 years old 178 58.7 
25 - 34 years old 71 23.4 

Over 34 years old 26 8.7 

Total 303 100 

Income 

Under 3 million VND 120 39.6 
3 - 5 million VND 53 17.5 

6 – 15 million VND 78 25.7 
Over 15 million VND 52 17.2 

Total 303 100 

Shopping experience 
 

Under 1 year 59 19.5 
1 - 2 years 123 40.6 

Over 2 years 121 39.9 

Total 303 100 

Purchase frequency 
 

Once a day 19 6.3 
Once a week 87 28.7 

A few times a week 68 22.4 
Once a month 73 24.1 

Once every three months 33 10.9 
Once a year 23 7.6 

Total 303 100 

Monthly spending on 
online shopping 
 

Under 3 million VND 175 57.8 

1 - 3 million VND 85 28.1 
Over 3 million VND 43 14.1 

Total 303 100 

 
5.2. Evaluate the Reliability of  the Scale 

Table 2 show that the CA coefficient of  the remaining observed variables is > 0.6 and the total 
variable correlation coefficient > 0.3, so the remaining observed variables are all reliable and tested in 
the next step. 
 
Table 2.  
Results of  reliability assessment. 

Variables Cronbach's Alpha Corrected item-total Correlation 

Reimbursement period (TG) 0.802 0.683 – 0.773 

Reimbursement cost (CP) 0.849 0.799 – 0.817 
Reimbursement effort (NL) 0.805 0.737 – 0.787 

Exchange (TD) 0.815 0.734 – 0.764 

The Perceived Quality of  Service (CLDV) 0.898 0.854 – 0.876 
Online Shopping Intention (YD) 0.841 0.734 – 0.804 

 
5.3. Exploratory Factor Analysis (EFA) 

KMO = 0.768 > 0.5 in Table 3 indicates the reliability of  the study's factors. According to 
Bartlett's test, the independent factors are statistically significant (Sig = 0.000 < 0.05). The total 
variance retrieved = 69.751% indicates that 69.751% of  the data variability can be explained by 
independent causes. The convergence of  four independent components is indicated by the fourth factor, 
which yields the Eigenvalues = 1.832 > 1. The four independent factors that are represented by the 
observed variables all have load factors more than 0.5, indicating that the variables are significant and 
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accurately reflect the elements they represent. 
 
Table 3.  
Results of  exploratory factor analysis of  independent variables. 

KMO and Bartlett’s test 
KMO 0.768 

Bartlett’s test 0.000 
Eigenvalues 1.832 

% of  total variance 69.751% 

 
KMO = 0.841 > 0.5 in Table 4 indicates the reliability of  the study's factors. When Bartlett's test 

reveals intermediate variables that are statistically significant, Sig = 0.000 < 0.05. One intermediary 
component accounts for 76.672% of  the data variability, according to the total variance retrieved = 
76.672%. The convergence of  one intermediate factor is indicated by the first factor for Eigenvalues = 
3.067 > 1, which ends at the first factor. All of  the loading factors for the observed variables that 
represent the intermediate factor are greater than 0.8, indicating that they are significant and 
accurately reflect the component they represent. Four of  the intermediate factor's observed variables 
are kept after EFA testing. 

 
Table 4.  
Results of  exploratory factor analysis of  intermediate variables. 

KMO and Bartlett’s test  
KMO 0.841 

Bartlett’s test 0.000 
Eigenvalues 3.067 

% of  total variance 76.672% 

 
KMO = 0.719 > 0.5 in Table 5 indicates the reliability of  the study's factors. When Bartlett's test 

reveals statistically significant dependencies, Sig = 0.000 < 0.05. Dependent factors account for 
76.243% of  the data variability, as indicated by the total variance retrieved = 76.243%. The 
convergence of  one dependent component is indicated by the first factor for Eigenvalues = 2.287 > 1, 
which ends at the first factor. All of  the dependent factors' observed variables have loading factors 
greater than 0.8, indicating that they are significant and accurately reflect the component they 
represent. Three of  the dependent factor's observed variables are kept after EFA testing. 
 
Table 5.  
Results of  exploratory factor analysis of  dependent variables. 

KMO and Bartlett’s test  

KMO 0.719 
Bartlett’s test 0.000 

Eigenvalues 2.287 
% of  total variance 76.243% 

 
Thus, the results of  EFA with scales on the impact of return policy on consumers' online shopping 

intention show high reliability. 
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5.4. Confirmatory Factor Analysis (CFA) 
 

 
Figure 2.  
Results of  Confirmatory Factor Analysis (CFA). 

 
The results of  CFA analysis of  the scales in Figure 2 show that the model fits the research data: 

Chi-square = 243.563, df  = 174, P = 0.000, Chi-square/df  = 1.400 < 3, GFI = 0.932, TLI = 0.971, 
CFI = 0.976 > 0.90, RMSEA = 0.036 < 0.05. The values all meet the requirements from acceptable to 
very good. The data are eligible for further analysis. The standardized regression coefficients of  the 
observed variables in the model are all greater than 0.5 and the P value = 0.000 < 0.05 is statistically 
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significant, so the model achieves convergence value. 
 
Table 6.  
Summary of  scale test results. 

Variables Cronbach’s Alpha CR AVE 
Exchange (TD) 0.802 0.819 0.601 

The Perceived Quality of  Service (CLDV) 0.849 0.899 0.690 
Reimbursement Cost (CP) 0.805 0.849 0.584 

Reimbursement Effort (NL) 0.815 0.808 0.514 
Reimbursement Period (TG) 0.898 0.820 0.603 

Online Shopping Intention (YD) 0.841 0.845 0.645 

 
Table 6 shows that the average variance extracted (AVE) of  the factors is larger than 0.5, the 

composite reliability coefficient (CR) of  the six factors is greater than 0.7, and all of  the CA scale values 
are above the 0.7 threshold. Therefore, it is concluded that the scales all have good reliability. Thus, the 
data are eligible for further analysis and the model fits the research data well. 

 
5.5. Structural Equation Modeling (SEM) Analysis 
5.5.1. Assessment of  SEM Model Fit 
 

 
Figure 3.  
Results of  the SEM Model Analysis 
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The estimated results of  SEM show that the Chi-square index = 301.964, df  = 178, P = 0.000, Chi-
square/df  = 1.696 < 3, GFI = 0.918, TLI = 0.949, CFI = 0.956 > 0.90, and RMSEA = 0.048 < 0.05. 
The indexes all satisfy the conditions, so the model fits the research data perfectly (Figure 3). 

 
5.5.2. Testing the Research Model Using Bootstrap 
 
Table 7.  
Bootstrap Analysis Results. 

Relationship SE SE-SE Mean Bias SE-Bias C.R 

TG  CLDV 0.070 0.002 0.200 0.002 0.002 1 

CP  CLDV 0.076 0.002 0.237 -0.004 0.002 -2 

NL  CLDV 0.085 0.002 0.273 0.002 0.003 0.67 

TD  CLDV 0.080 0.002 0.263 0.003 0.003 0.5 

CLDV  YD 0.071 0.002 0.473 -0.002 0.002 -1 

 
In Table 7, the estimated difference appears but has a small and stable value. Therefore, it can be 

concluded that the estimates in the SEM model used to test the model are reliable. 
 
5.5.3. Testing Research Hypotheses Using SEM 

In Table 8, the P coefficient is less than 0.05, showing that the relationship between the hypotheses 
in the research model is statistically significant and the hypotheses in the research model from H1 to H5 
are all accepted. 
 
Table 8.  
Results of  testing the SEM 

Relationship Standardized Path Coefficient S.E. C.R. P Result 

TG  CLDV 0.179 0.070 2.830 0.005 Supported 

CP  CLDV 0.213 0.071 3.379 0.000 Supported 

NL  CLDV 0.223 0.078 3.489 0.000 Supported 

TD  CLDV 0.199 0.085 3.082 0.002 Supported 

CLDV  YD 0.500 0.063 7.576 0.000 Supported 

 

6. Discussions 
The research results show that the factor of  Reimbursemen Effort (NL) is the factor that has the 

strongest impact on perceived service quality and online shopping intention of  consumers. The p-value 
is less than 0.05, so this hypothesis is accepted with a standardized coefficient of  0.223, proving that 
the relationship between perceived service quality and online shopping intention with refund effort is 
in the same direction. This result is in agreement with the studies of  Janakiraman, et al. [4] and 
Abdulla, et al. [19]. 

The factor Reimbursemen Cost (CP) is the factor with the second highest level of  impact on 
perceived service quality and online shopping intention of  consumers. This hypothesis is accepted 
because the p-value is less than 0.05 with the standardized coefficient of  0.213, indicating that the 
relationship between perceived service quality and online shopping intention with return cost is in the 
same direction. This result is consistent with the studies of  Janakiraman, et al. [4]; Wang, et al. [18] 
and Abdulla, et al. [19]. 

The Exchange factor (TD), the third most influential factor on perceived service quality and online 
shopping intention of  consumers. This hypothesis is accepted because the p-value is less than 0.05 with 
a standardized coefficient of  0.199, indicating that the relationship between perceived service quality 
and online shopping intention with exchange is positive. This result is in line with the studies of  
Janakiraman, et al. [4] and Abdulla, et al. [19]. 

The factor Reimbursement Period (TG), the factor has the weakest impact on perceived service 
quality and online shopping intention of  consumers. This hypothesis is accepted because the p-value is 
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less than 0.05 with a standardized coefficient of  0.17, proving that the relationship between perceived 
service quality and online shopping intention with return time is in the same direction. This result is 
consistent with the studies of  Janakiraman, et al. [4] and Abdulla, et al. [19]. 

The mediator Perceived Quality of  Service (CLDV) has an influence on consumers’ online 
shopping intention. This hypothesis is accepted because the p-value is less than 0.05 with a coefficient 
of  0.500, indicating that the relationship between perceived service quality and online shopping 
intention is positive. The results are in line with Wang, et al. [18]; Shao, et al. [6] and Abdulla, et al. 
[19]. 

However, the results of  this study have some differences compared to previous studies. In the study 
of  Abdulla, et al. [19] the Reimbursemen Cost factor is the strongest factor in influencing online 
shopping intention through the mediating role of  perceived service quality. 

 

7. Conclusions and Implications 
7.1. Conclusions 

The study on the impact of  return policy on online shopping intention of  consumers in HCMC 
has solved the following objectives: identifying factors affecting perceived service quality and online 
shopping intention of  consumers; measuring the impact of  factors on perceived service quality and 
online shopping intention of  consumers; evaluating the mediating effect of  perceived service quality in 
return policy on online shopping intention; and proposing some managerial implications to help 
businesses and retailers improve online shopping intention of  consumers. 

The study found that the factors affecting online shopping intention through the mediating role of  
perceived service quality include 4 factors arranged in descending order: (i) Reimbursement effort 
(standardized coefficient is 0.223); (ii) Reimbursement cost (0.213); (iii) Exchange (0.199); and (iv) 
Reimbursement time (0.179). The factor with the strongest impact on online shopping intention is 
perceived service quality (standardized coefficient is 0.500). On that basis, the author proposes 
managerial implications arranged according to the priority of  influence of  factors affecting consumers' 
online shopping intention, in which perceived service quality plays a mediating role. 
 
7.2. Implications 

Firstly, the Perceived Quality of  Service: businesses and retailers need to develop strategies to 
improve the perceived service quality of  consumers by developing branding strategies, reasonable 
return policies that ensure compliance with the terms of  the policy to ensure consumer trust. 
Businesses and retailers should improve their staff, invest in, train and coach their staff  in the process 
of  supporting and advising customers when they encounter product problems during the shopping 
process. 

Secondly, the Reimbursement Effort factor: businesses need to create easy return steps that do not 
require much effort from consumers such as: easy form filling, consumers need to fill in information 
and images related to the product they want to return. Businesses coordinate the shipping department 
to the customer's address to receive the returned product without the customer having to go to the 
product return location. 

Thirdly, the Reimbursement Cost factor: businesses come up with cost strategies to enhance 
consumers' online shopping intentions and perceived quality: (i) businesses come up with strategies to 
subsidize return shipping costs to increase consumers' online shopping intentions; and (ii) businesses 
limit penalties when customers return products. 

Fourthly, the Exchange factor: businesses and retailers need to establish policies on exchanges 
between consumers such as: (i) businesses and retailers establish refund policies when customers return 
products such as 100% refund in case of  defective products from businesses and retailers. In case of  
products from consumers, businesses and retailers will consider and handle them most appropriately 
based on the condition of  the product that the consumer returns; and (2) businesses and retailers send 
customers similar products with the same value as the returned product, helping to increase online 
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shopping intentions from consumers. 
Fifthly, the Reimbursemen Time factor: businesses and retailers need to provide a suitable return 

period for consumers: (i) Set a 7-day return period for clothing, cosmetics, etc.; (ii) 30 days for 
household items and large-ticket items such as watches, phones, etc. so that consumers can feel secure 
in preparing to return the goods. 
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