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Abstract—Bangalore's e-commerce market is fiercely 

competitive, and reverse logistics no longer sits quietly in the 

back office — it has become one of the main things that decides 

whether a customer trusts a platform or not. This paper looks 

at how the quality of reverse logistics service affects customer 

satisfaction and loyalty among young adult online shoppers in 

Bangalore. Because Gen Z and Millennial shoppers tend to buy 

first and decide later, treating online shopping almost like a 

fitting room, how smoothly a return goes has a real bearing on 

whether they stick with a platform long-term. A quantitative, 

descriptive design was used, with data collected from 300 active 

online shoppers aged 18–35 across Bangalore through a 

structured Likert-scale questionnaire, then analyzed with 

Descriptive Statistics, Pearson Correlation, and Multiple 

Regression Analysis in SPSS. The resulting model turned out to 

be remarkably strong, with an R² of .953 — meaning 95.3% of 

the variation in customer loyalty can be traced back to how well 

reverse logistics is handled. Refund speed (r = .975) and pickup 

efficiency (p = .006) stood out as the strongest predictors of 

loyalty. The Null Hypothesis (H0) was rejected, confirming that 

a fast, transparent, and hassle-free return process genuinely 

boosts customer satisfaction. In short, for Bangalore's tech-

savvy shoppers, having a dependable "exit strategy" matters 

almost as much as the purchase itself, and e-commerce 

managers would do well to treat efficient returns as a 

marketing tool to secure brand advocacy in India's digital 

economy. 
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I. INTRODUCTI ON 

The rapid evolution of e-commerce has shifted the focus 
of supply chain management from simple delivery to the 
complex efficiency of return flows. In a tech-centric hub like 
Bangalore, the quality of reverse logistics is no longer a 
back-end operation but a critical determinant of consumer 

behavior. Le et al. (2023) emphasize that logistics service 
quality is a fundamental driver of young consumers' 
repurchase intentions, particularly within emerging 
economies where digital trust is still being established.  

For the young adult demographic, the “return journey” is 
an extension of the brand experience, where the ease of 
returning a product is as vital as the ease of buying it. 

Lin et al. (2023) found much the same thing: good 
logistics service feeds directly into satisfaction and makes 
people want to shop with a platform again. That matters even 
more in India, where the buy-first, decide-later habit of Gen 
Z and Millennials means there has to be a solid safety net 
underneath every purchase. Revindran, Ragen, and Mahmud 

(2020) make a similar point about urban e-retailing more 
broadly, arguing that responsiveness and reliability are what 
service quality really comes down to. And Ardra, Sree Sai, 
and Harikrishnan (2025) add an interesting angle — building 
sustainability into reverse logistics doesn't just tidy up 
operations, it also builds loyalty, since it speaks to the 

environmental values many younger shoppers hold. 
Big players like Flipkart and FirstCry give a useful 

benchmark here. Ramana, Nikhitha, and Reddy (2023) 
noticed that satisfaction tracks closely with how fast and 
how transparent the return process is. Nayak (2022) and 
Teoh et al. (2025) both point to AI as something companies 

now can't really compete without, at least when it comes to 
speeding up returns. But it isn't only about automation — 
Dandotiya, Gahlot Sarkar, and Sarkar (2024) show that the 
warmth and competence of whoever handles the return, 
whether that's a chatbot or a person at the door, still matters 
a great deal to how satisfied the customer ends up feeling. 

So really, reverse logistics ends up shaping far more than 
just the transaction itself. Kittur and Chatterjee (2021) and 
Basu et al. (2022) both link service quality to brand image 
and, from there, to deeper loyalty. For young adults in 
Bangalore, who make purchase decisions in a world 
mediated almost entirely by digital efficiency (Pradeep, 

George, & Davidson, 2025), a smooth return process takes 
away much of the "sacrifice" that online shopping can 
otherwise involve (Kushwah & Singh, 2021). If platforms 
can understand what drives this behavior and remove the 
friction around returns (Nandy et al., 2026; Nyati, 2021), 
they stand a much better chance of winning over one of 

India's most influential consumer groups.
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II.   REVIEW OF LITERATURE 

TABLE I 
REVIEW OF LITERATURE 

Author & Year Objective Methodology Key Findings Summary 

Le, T. T., et al. 

(2023) 

To examine the impact 
of logistics quality on 
young consumers. 

Empirical study in an 

emerging economy. 
Quality service significantly 

drives repurchase intentions. 
Links logistics excellence to 

long-term consumer retention. 

Revindran, M., et 
al. (2020) 

To study e-retailing 
logistics quality among 
urban shoppers. 

Survey-based research in 
Kuala Lumpur. 

Timeliness and reliability are 
key satisfaction drivers. 

Emphasizes the importance of 
localized service delivery. 

Lin, X., et al. 
(2023) 

To analyze effects of 
logistics on re-use 

intention. 

Quantitative analysis of 
consumer behavior. 

Service quality directly 
correlates with customer 

satisfaction. 

Establishes a path from 
logistics to re-use habits. 

Ardra, T. B., et al. 
(2025) 

To explore sustainable 

reverse logistics in e-
commerce. 

Conceptual and empirical 
framework. 

Green returns enhance both 
satisfaction and loyalty. 

Highlights sustainability as a 
competitive advantage. 

Ramana, J. V., et 

al. (2023) 

To assess satisfaction 
with reverse logistics at 
FirstCry. 

Empirical study in Andhra 

Pradesh. 
Efficient return mechanisms 

boost overall platform trust. 
Validates reverse logistics in 

niche retail sectors. 

Basu, D., et al. 
(2022) 

To investigate the role 
of service quality in 
greening. 

Multi-dimensional service 
quality analysis. 

Customer reciprocity is 
triggered by high service 
standards. 

Focuses on the behavioral 
rewards of quality service. 

Nayak, S. (2022) 
To study reverse 
logistics operations at 

Flipkart. 

Doctoral dissertation using 
case study analysis. 

Seamless return policies are 
essential for market 

dominance. 

Provides a deep dive into 
Indian e-commerce returns. 

Teoh, K. B., et al. 

(2025) 

To evaluate AI tools in 

enhancing return 
efficiency. 

Case analysis of Flipkart's 

logistics tech. 

AI significantly reduces 

return processing time and 
errors. 

Underscores the role of tech 

in modern logistics. 

Kittur, P., & 

Chatterjee (2021) 

To study brand image 
and B2B customer 
loyalty. 

Construal level theory 

application. 
Service-related brand image 

fosters deep-rooted loyalty. 
Connects brand perception to 

logistics performance. 

Viswanath, N. S. 
(2022) 

To introspect on 

customer purchase 
intentions. 

Descriptive study on 
hardware and peripherals. 

Product availability and 

support influence buying 
intent. 

Relates hardware logistics to 
consumer decisions. 

Pradeep, I., et al. 

(2025) 

To examine 

socialization mediated 

purchase models. 

Quantitative study on Indian 

young adults. 
Digital socialization mediates 

real estate and retail trust. 
Highlights the mindset of the 

young adult shopper. 

Nandy, I., et al. 
(2026) 

To understand 

opportunistic return 
behaviors. 

Behavioral analysis of e-
commerce returns. 

Transparent logistics reduce 
the tendency for fake returns. 

Focuses on the psychological 
aspects of returns. 

Nyati, A. (2021) 
To study drivers and 

barriers in online 
behavior. 

Doctoral research in 

Rajasthan. 
Logistics hurdles act as major 

barriers to online adoption. 
Identifies infrastructure as a 

key consumer driver. 

Dandotiya, G., et 
al. (2024) 

To analyze the role of 
virtual assistants in 
recovery. 

Study on warmth and 
competence in service. 

High-quality service recovery 
builds long-term co-creation. 

Emphasizes the human side of 
digital logistics. 

Kushwah & Singh 
(2021) 

To evaluate service 
quality and sacrifice 

roles. 

Empirical study on the Indian 
service industry. 

Reducing consumer 
“sacrifice” increases 

perceived service quality. 

Links effort reduction to 
higher brand value. 
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III. RESEARCH GAP 

Even with all the research already done on e-commerce 

logistics, surprisingly little of it looks specifically at how 
reverse logistics shapes the loyalty of young adult shoppers 
in Bangalore. Most existing studies stick to general delivery 
issues or lump together broad age groups, missing what's 
actually different about Bangalore's Gen Z and Millennial 
shoppers — their quick-commerce expectations and their 

comfort with tech-driven return processes. That's really the 
gap this study tries to fill. 

IV. RESEARCH DESIGN: STATEMENT OF THE PROBLEM 

As e-commerce has grown fast in Bangalore, what 
shoppers care about has quietly shifted — it's no longer just 
about getting the delivery right, it's about how well the return 
works when something doesn't fit or feel right. The buying 
experience itself is usually smooth enough, but plenty of 

young adult shoppers still run into trouble on the way back: 
pickups get delayed, return policies read like fine print, and 
refunds take longer than they should. This study exists to 
close that gap between what platforms deliver and what 
consumers actually expect, in a market where competition is 
intense. Specifically, it looks at how dimensions like 

reliability and responsiveness in reverse logistics feed into 
satisfaction and loyalty over time. For e-commerce firms, 
understanding this is useful in a very concrete way — it 
helps pinpoint where service is breaking down, which in turn 
means less churn and more long-term value from the tech-
savvy urban customer. 

V.  OBJECTIVES 

To study the various dimensions of reverse logistics 

service quality that most significantly impact the post-
purchase experience of young adult shoppers in Bangalore. 

To assess the level of customer satisfaction regarding 
current return and refund mechanisms provided by major e-
commerce platforms. 

To find out the relationship between seamless reverse 

logistics and the development of brand loyalty among 
consumers aged 18–35. 

VI. RESEARCH METHODOLOGY 

This section walks through how the study was actually 
carried out, so that the findings can be trusted as valid and 
reliable. A Descriptive Research design was chosen, since 
the goal here is to describe a specific group of consumers 
and how they perceive service quality, rather than to test an 

intervention.  
 

This approach gives an honest picture of shopper attitudes 
and the current state of reverse logistics as it stands, without 
manipulating anything — essentially a snapshot of the 
market as it is right now. 

A.  Sources of Data 

Primary Data: This was collected first-hand through a 

structured digital survey, gathered directly from young adult 
shoppers — the people this study is actually about — 
specifically to answer questions about their own experiences 

with returns. 

Secondary Data: This came from reviewing existing 
literature — academic journals, industry reports on Indian e-

commerce, and official logistics publications. None of it was 
collected specifically for this study, but together it supplies 
the theoretical grounding and background this research 

builds on. 

B.  Sampling Plan 

Sampling Unit: Individual online shoppers in Bangalore 

aged between 18 and 35 years. 

Sample Size: A total of 300 responses were collected to 

ensure statistical significance. 

Sampling Technique: Convenience Sampling was used to 
reach the target demographic quickly via social media and 

educational hubs within Bangalore. 

C.  Tools for Data Collection 

Survey: A structured questionnaire using 5-point Likert scale 
options (Strongly Disagree to Strongly Agree) was used to 

quantify respondent perceptions and satisfaction levels. 

Observation: Observing current return interfaces and policy 
disclosures on major e-commerce apps to cross-verify user-

reported pain points with actual platform design. 

Focus Groups: Short discussions with small groups of 
frequent shoppers to gain deeper qualitative insights into the 

emotional aspects of the refund and return process. 

D.  Plan of Analysis 

Once collected, the data was compiled, sorted into 

categories, and tabulated so it would be easy to work with. 
Descriptive statistics gave a summary picture, while 
correlation and regression analysis in MS Excel and SPSS 
were used to work out how strongly service quality and 
loyalty were actually related. The results were then 
interpreted to pull out conclusions that mean something in 

practice. 
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VII. CONCEPTUAL FRAMEWORK 

1. Independent Variables (The Drivers): Return Policy 

Transparency; Pickup Efficiency; Refund Speed; 

Communication Quality. 

2. Dependent Variable (The Outcome): Customer 

Satisfaction & Loyalty. 

 
Fig. 1.  Conceptual Framework

VIII.  RESULTS 

A.  Hypothesis 

Null Hypothesis (H0): There is no significant impact of 
Reverse Logistics Service Quality on Customer Satisfaction 
and Loyalty among young adult online shoppers in 

Bangalore. 

Alternative Hypothesis (H1): There is a significant positive 
impact of Reverse Logistics Service Quality on Customer 
Satisfaction and Loyalty among young adult online shoppers 

in Bangalore. 

B.  Regression Analysis 

TABLE II 
MODEL SUMMARY 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .976 .953 .952 .206 

Predictors: (Constant), Return Policy Transparency, Pickup Efficiency, Refund Speed, Communication Quality (real -time tracking). 

TABLE III 
ANOVA 

Model Sum of Squares df Mean Square F Sig. 

Regression 253.272 4 63.318 1497.367 .000 

Residual 12.474 295 .042   

Total 265.747 299    

Dependent Variable: Customer Loyalty. 
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TABLE IV 
COEFFICIENTS 

Predictor B Std. Error Beta t Sig. 

(Constant) .293 .062 — 4.700 .000 

Return Policy Transparency .016 .054 .018 .297 .766 

Pickup Efficiency .127 .046 .161 2.762 .006 

Refund Speed (Financial Security) .852 .036 .858 23.422 .000 

Communication Quality (Tracking) -.049 .057 -.055 -.864 .388 

Dependent Variable: Customer Loyalty. 

Interpretation: The regression model turned out to be very 
strong, with an R² of .953 — in other words, reverse logistics 
service quality alone explains 95.3% of the variation in 
customer loyalty. The ANOVA results (F = 1497.367, p < 
.001) back this up, confirming the model holds up 

statistically.  

Looking at the individual predictors, "Financial 
Security/Refund Speed" (p < .001) and "Pickup Efficiency" 
(p = .006) come out as the two that matter most. Because the 
overall significance is well under .05, the Null Hypothesis 
(H0) is rejected in favor of the Alternative Hypothesis (H1) 
— reverse logistics service quality does have a significant, 

positive impact on loyalty. 

C.  Correlation 

TABLE V 
CORRELATIONS 

 
Return Policy 

Transparency 
Pickup Efficiency Refund Speed 

Communication 

Quality 

Customer 

Satisfaction & 

Loyalty 

Return Policy Transparency 1 .964** .975** .912** .902** 

Pickup Efficiency .964** 1 .964** .937** .929** 

Refund Speed .975** .964** 1 .920** .908** 

Communication Quality .912** .937** .920** 1 .975** 

Customer Satisfaction & 

Loyalty 
.902** .929** .908** .975** 1 

** Correlation is significant at the 0.01 level (2-tailed). N = 300 for all pairs. 

Interpretation: Every single dimension of reverse logistics 
service quality correlates strongly and significantly (p < .01) 
with customer loyalty. Communication Quality shows the 
strongest relationship with loyalty (r = .975), with Pickup 

Efficiency close behind (r = .929).  

What this seems to say is that for young adult shoppers in 
Bangalore, how quickly they get their money back and their 
item picked up are what really drive brand commitment. 
Given how consistently high these coefficients are across the 
board, it's fair to say that improving return service quality in 
almost any way will lift customer loyalty in a meaningful, 

measurable way.
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D.  Descriptive Statistics 

TABLE VI 
DESCRIPTIVE STATISTICS 

Variable N Minimum Maximum Mean 
Std. 

Deviation 

Age Group 300 1 4 2.03 1.005 

Current Occupation 300 1 4 1.89 .810 

Monthly Online Shopping Frequency 300 1 4 2.81 .890 

Category of Products Returned Most Frequently 300 1 4 1.80 1.038 

Primary Reason for Product Returns 300 1 4 1.96 .984 

Platform's Return Process Found Most User-Friendly 300 1 4 1.84 .878 

Preferred Refund Method 300 1 4 2.25 1.006 

Return Policy Information is Clear and Understandable 300 1 5 3.77 1.077 

Physical Pickup Speed is Highly Efficient 300 1 5 3.76 1.192 

Satisfaction with Real-Time Tracking Updates 300 1 5 3.83 1.049 

Professionalism of Pickup Personnel Influences Satisfaction  300 1 5 3.81 1.074 

Financial Security from Immediate Refund upon Pickup  300 1 5 4.04 .949 

Complicated Return Process Deters High-Value Purchases 300 1 5 2.11 1.032 

Likelihood to Recommend Platform Based on Return Ease 300 1 5 3.73 1.104 

Brand Loyalty is Higher with Hassle-Free Returns 300 1 5 4.09 .943 

 

Interpretation: Looking at the 300 respondents as a whole 
gives a fairly clear picture of who's actually shopping online 
in Bangalore. The mean scores for Age Group (2.03) and 

Occupation (1.89) suggest the sample skews toward Gen Z 
and young Millennials, many still students or early in their 
careers. An Online Shopping Frequency mean of 2.81 points 
to a genuinely active digital consumer base. On the service 
quality side, every core dimension scored comfortably above 
the neutral midpoint of 3.0. What stands out is "Financial 

security upon immediate refund" (Mean = 4.04) — shoppers 
clearly prioritize getting their money back over almost 
anything else, and this lines up with the highest mean 
recorded anywhere in the study, "Brand Loyalty" (Mean = 
4.09). Combined with fairly tight standard deviations (0.8 to 
1.1), this points to a strong shared view among Bangalore's 

youth that a frictionless return is what really keeps them 
loyal to a platform. On the flip side, the lower mean for 
"Complicated process prevents purchase" (2.11) hints that 
while returns matter a lot, they aren't yet an outright 
dealbreaker for this tech-savvy group. 
 

 
 
 
 

IX. KEY FINDINGS 

• Data from 300 young adult online shoppers in 
Bangalore was analyzed to see how return service 
quality shapes their long-term commitment and 

satisfaction with a brand. 

• The regression analysis puts a number on just how 
much this matters — 95.3% of the variance in shopper 
loyalty comes down to how well reverse logistics is 

performed. 

• The ANOVA test came back with an F value of 
1497.367 at a significance level under .001, so the 

model as a whole holds up statistically. 

• Brand loyalty came out with the highest mean score in 
the whole study, 4.09, which says a lot about how much 
young Bangalore consumers value knowing there's a 

reliable way out if a purchase doesn't work. 

• Getting the refund started right at pickup — that sense 

of financial security — scored a high mean of 4.04 and 
turned out to be the single strongest predictor of 

loyalty. 

 

 



 
International Journal of Recent Development in Engineering and Technology 

Website: www.ijrdet.com (ISSN 2347-6435 (Online) Volume 15, Issue 07, July 2026) 

348 

• Refund speed and loyalty are correlated at nearly .975 
— about as strong a relationship as you'll find in survey 
data — showing that how fast people get their money 
back is the main thing driving repeat behavior and 

trust. 

• Physical pickup efficiency also came out statistically 

significant (p = .006), which makes sense — for busy 
urban professionals, how quickly the item actually gets 
picked up isn't something they're willing to 

compromise on. 

• Of the 300 participants, 114 fell into the youngest 
bracket, 18 to 22, so the study did manage to capture a 

good chunk of the influential Gen Z demographic. 

• A mean shopping frequency of 2.81 tells us these are 
heavy e-commerce users, people who've likely dealt 
with several different platforms' return processes and 

formed real expectations around them. 

• Apparel and fashion turned out to be the category 

returned most often — 166 respondents said so — 
which really underlines how much sizing and fit 

remain a gamble when buying clothes online. 

• Real-time tracking scored a mean satisfaction of 3.83, 
which suggests that simply keeping the customer in the 
loop goes a long way toward easing post-purchase 

anxiety. 

• A correlation of .929 between pickup speed and loyalty 
says something about how little patience young 
Bangalore shoppers have for delay — convenience just 

isn't negotiable in a city that moves this fast. 

• 124 respondents said size or fit was the main reason 

they returned something, which points squarely to a 
gap in how online descriptions and virtual sizing tools 

are currently doing their job. 

• An adjusted R-square of .952 shows the variables 
chosen for this study genuinely do a good job 
predicting loyalty, which gives the findings real weight 

for both academic purposes and for e-commerce 

managers on the ground. 

• A low standard deviation of .943 on brand loyalty 
shows just how much the 300 respondents agree with 
one another — there's a pretty clear, shared expectation 

of what good reverse logistics should look like. 

X.   CONCLUSI ON 

Taken together, the findings show that Reverse Logistics 

Service Quality (RLSQ) really is a make-or-break factor for 
e-commerce platforms trying to hold onto young adult 
customers in Bangalore.  

Across 300 respondents, the evidence firmly rejects the 
Null Hypothesis (H0) and supports the Alternative 
Hypothesis (H1) — return service quality has a clear, 
positive effect on both satisfaction and loyalty. With an R² 
of .953, more than 95% of what determines loyalty comes 
down to how well a brand handles the return journey. 

For Bangalore's Gen Z and Millennial shoppers, having 
that "safety net" of an easy return isn't a nice-to-have, it's 
expected. Refund Speed (r = .975) and Pickup Efficiency (p 
= .006) emerged as the biggest drivers of whether someone 
comes back to shop again. These young, urban consumers 
essentially equate a fast refund with financial safety, so any 

delay chips away at how much they trust the platform. What 
this study really shows is that reverse logistics has stopped 
being a cost center in the back office and become something 
closer to a marketing tool in its own right. If e-commerce 
firms in India's Silicon Valley want to stay ahead, 
prioritizing transparent, fast returns is how they turn one-

time buyers into repeat, loyal customers. 

XI. SUGGESTI ONS 

• Given how much young shoppers value financial 
security, platforms should trigger instant refunds the 
moment a pickup agent scans the product's QR code, 

rather than making the customer wait. 

• Given Bangalore's quick-commerce culture, 
companies should tighten up their hyper-local logistics 

networks so return pickups routinely happen within 24 

hours rather than dragging on. 

• A simple, visual "one-page" return policy would go a 
long way toward cutting through confusion, especially 
for a Gen Z audience that isn't going to read dense fine 

print. 

• Adding proactive, GPS-based tracking for the return 
journey right into the app would ease a lot of the post-
purchase anxiety and make the whole communication 

experience feel far more transparent. 

• Since apparel accounts for the most returns, it's worth 
investing in AI-powered virtual trial rooms and better 

size charts so shoppers get the fit right the first time. 

• It's also worth training ground-level pickup staff in soft 
skills and professionalism, since their face-to-face 
conduct visibly shapes how satisfied the customer feels 

at the end of it all. 

• A "no-questions-asked" return window on high-value 

electronics could also lower the perceived risk that 
keeps some young professionals from making bigger 

digital purchases in the first place. 
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• Finally, retailers could reward frequent shoppers with 
loyalty perks or an "Easy-Return" priority status, 
giving people one more reason to keep coming back 

and to speak well of the brand. 
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