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Abstract--Customer return behaviour has become a critical 

determinant in shaping supply chain efficiency, particularly in 

the retail and apparel sectors. This study investigates the key 

reasons behind customer product returns at Vaibhav Creation, 

identifies whether returns are driven by defects, mismatched 

expectations, or delivery issues, and examines how return 

policies and customer communication influence return rates. 

Using a descriptive research design supported by statistical 

tools such as Chi-square and ANOVA, the study found that 

mismatched expectations, unclear product information, and 

policy communication gaps were major contributors to product 

returns. Findings emphasize the need for enhanced customer 

communication, improved product description accuracy, and 

efficient reverse logistics to strengthen supply chain 

performance. 
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I. INTRODUCTION 

In today’s competitive retail environment, customer 

returns significantly influence the structure and efficiency of 

supply chains. The rapid expansion of e-commerce has 

amplified return rates, with nearly 30% of online apparel 

purchases being returned due to unmet expectations rather 

than actual defects. For Vaibhav Creation—a textile and 

apparel manufacturer—return management is vital for 

ensuring operational stability, cost control, and customer 

satisfaction. This study focuses on understanding the causes 

of product returns, their operational implications, and the 

impact of return policy clarity on consumer behaviour. 

II.   OBJECTIVES 

1. To identify key reasons behind customer product 

returns at Vaibhav Creation. 

2. To understand whether returns are driven by product 

defects, mismatch in expectations, delivery issues, or 

other factors. 

3. To examine how return policies and customer 

communication influence return rates. 

 

 

III. LITERATURE REVIEW 

1. Zhang, S. S., Wang, Y., Zhang, X., & Xu, H. (2023). Omni-

channel reverse logistics: The 2023 review by Zhang, Wang, 

Zhang, & Xu on Omni-channel Reverse Logistics (ORL) 

serves as a synthesis of the current state of research and a 

roadmap for future study in this complex, evolving area. The 

paper focuses on the immense operational challenge created 

when consumers can purchase a product via one channel 

(e.g., online) and return it via another (e.g., a physical store), 

demanding seamless integration across a retailer's entire 

network. The authors categorize the literature, identifying 

key research themes such as ORL network design, inventory 

management under return uncertainty, operational 

efficiency, and the increasing role of technology (like AI and 

big data) in predicting and handling returns. 

2. Wirtz, B. W., Mory, L., & Gaus, S. (2022). The 2022 

systematic literature review by Wirtz, Mory, & Gaus 

addresses the complexity of customer returns in the e-

commerce sector by "unravelling the determinants"—that is, 

identifying and structuring the vast array of factors that 

cause consumers to return products. The authors synthesized 

fragmented research across marketing and operations fields 

to create a comprehensive framework. This framework 

classifies determinants into categories such as product-

related factors (e.g., fit and quality uncertainty), consumer-

related factors (e.g., consumer demographics and attitude 

toward returns), and retailer-related factors (e.g., lenient 

return policies and quality of product information). 

3. DE maestri, E., Gallantries, J., & Gold, S. (2022). The 

2022 paper by DE maestri, Gallantries, & Gold directly 

investigates the often-overlooked negative consequences of 

customer returns, specifically focusing on the environmental 

impact of free returns in e-commerce. Titled "The hidden 

costs of convenience," the research models and quantifies 

the substantial ecological footprint generated by the reverse 

flow of merchandise. 

4. Mann, A., Moussavi, S., & Shulman, J. D. (2021). The 

2021 study by Mann, Moussavi, Shulman provides an 

analytical framework for determining optimal product 

returns policies specifically tailored for online retail.  
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This research models the complex trade-off faced by e-

commerce companies: setting a lenient policy to stimulate 

demand by mitigating consumer purchase risk versus setting 

a strict policy to control costs from high return volumes and 

opportunistic behaviour. 

5. Zhang, Z. J., Tang, M., & Yang, S. (2020). The 2020 study 

by Zhang, Tang, & Yang focuses on leveraging advanced 

technology to proactively manage the costly issue of returns 

by predicting customer return behaviour in e-commerce. The 

authors utilize a novel approach combining machine 

learning (ML) algorithms with the rich, unstructured data 

found in textual customer reviews. By analysing review 

sentiment, product feedback, and the characteristics of the 

customer and product, the study develops a decision support 

system that can more accurately forecast whether a specific 

purchase is likely to result in a return. 

6. Wagner, H. M., & Martínez-de Albéniz, V. (2020). The 

2020 paper by Wagner & Martínez-de Albéniz focuses on the 

complex analytical problem of managing consumer returns 

in omni-channel retailing. They developed a quantitative 

model to help retailers optimize pricing, inventory, and 

fulfilment decisions when customers can purchase and 

return products across multiple channels (e.g., buying online 

but returning to a brick-and-mortar store). The research 

highlights that the ability to return in-store increases initial 

demand, but complicates the logistics by decentralizing the 

return flow and creating inventory visibility challenges. 

7. Kim, M., Shin, K., & Kim, M. S. (2020). The 2020 study 

by Kim, Shin, & Kim addresses a core operational challenge 

in supply chain management by demonstrating how machine 

learning (ML) can be leveraged to improve the reverse 

logistics (RL) process through predictive modelling.  

 

The research focuses on the high costs and uncertainties 

associated with processing returns by utilizing historical 

customer, product, and transactional data to develop ML 

algorithms capable of accurately predicting the likelihood of 

a product being returned. 

8. Choi, T. M., Siu, Y. K., & Liu, X. (2020). The 2020 study 

by Choi, Siu, & Liu presents a data-driven approach focused 

on leveraging predictive analytics to manage returns in the 

high-risk fashion e-commerce sector. Recognizing that 

clothing and footwear frequently have the highest return 

rates due to issues like size and fit uncertainty, the authors 

utilize various machine learning (ML) techniques on large 

transactional and product datasets to accurately predict 

product return rates. 

9. Chen, J., Chen, H., & Xu, Z. (2020). The 2020 study by 

Chen, Chen, & Xu investigates the operational strategy of 

inventory pooling and its specific effect on supply chain 

performance when faced with the uncertainty of customer 

returns. The authors analytically model a scenario where a 

retailer or firm can consolidate inventory from multiple 

selling locations or channels into a single pool. They 

demonstrate that pooling inventory effectively mitigates the 

risk and reduces the required safety stock level caused by the 

unpredictable volume and timing of customer returns. 

10. Lee, T., Lee, E., & Kim, Y. (2019). The 2019 study by 

Lee, Lee, & Kim provides a psychological perspective on 

understanding consumer return behaviour within the 

challenging omni-channel environment. Moving beyond 

purely economic or logistical factors, the authors investigate 

how consumers' psychological states, such as product 

valuation and perceived risk, are influenced by the choice of 

channel (online vs. physical store) for purchase and return. 

The key finding is that the ability to utilize multiple channels 

(e.g., buying online and returning in-store).
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IV. ANALYSIS 

TABLE 1:  

DEMOGRAPHICS 

VARIABLE CATEGORY FREQUENCY PERCENTAGE(%) 

AGE 25-35 years 

35-45 years 

18-25 years  

Above 45 

32 

28 

20 

03 

38.6 

33.7 

24 

03.7 

GENDER MALE 

FEMALE 

PREFER NOT TOSAY 

56 

26 

01 

67.5 

31.3 

01.2 

EDUCATIONAL 

QUALIFICATION 

POST GRADUATE 

RESEARCH SCHOLAR 

UNDER GRADUATE 

WORKING 

EMPLOYEMENT 

 

25 

19 

08 

24 

07 

30 

22.9 

09.7 

29 

8.4 

TOTAL RESPONDENTS - 83 100 

             SOURCE: Primary Data 

Interpretation: 

The demographic profile shows that most respondents 

(38.6%) are aged 25–35 years, followed by 33.7% in the 35–

45 years category, indicating a predominantly young to 

middle-aged sample. A majority of respondents are male 

(67.5%), while females account for 31.3%, reflecting male 

dominance in the workforce. Educationally, postgraduates 

(30%) and working professionals (29%) form the largest 

groups, showing that respondents are well-qualified and 

career-oriented. Research scholars (22.9%) and 

undergraduates (9.7%) represent the academic segment of 

the sample. Only a small portion (8.4%) are employed in 

other categories, and 1.2% preferred not to disclose gender. 

Overall, the demographic data indicate a diverse, educated, 

and predominantly male population, concentrated in the 

active working-age group. 

Hypothesis: 

H1: Age of the respondents does not significantly influence 

their perception of customer return behaviour 

H2: Gender of the respondents has a significant effect on 

their attitude towards product returns and return policy 

clarity. 

H3: Educational qualification of the respondents does not 

significantly impact their understanding of return processes 

and supply chain efficiency. 

H4: Work experience significantly affects respondents’ 

views on the effectiveness of reverse logistics and return 

management at Vaibhav Creation. 
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TABLE 2.1:  

CHI SQUARE 

2.1 Relationship between Product Quality and Return Behaviour. 

Particulars Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 15.842 4 0.016 

Likelihood Ratio 16.770 4 0.012 

Linear-by-Linear Assoc. 7.156 1 0.008 

N of Valid Cases 80   

                   Source :Primary Data 

Interpretation: 

The Chi-square value (p = 0.016 < 0.05) indicates a 

significant relationship between product quality and 

customer return behaviour.  

This implies that even small variations in product quality 

or perceived quality (e.g., texture, color, stitching) influence 

return decisions. However, when compared to expectation 

mismatch, quality issues contribute relatively less to overall 

return rates.

TABLE 2.2  

CHI-SQUARE 

2.2 Customer Communication and Satisfaction: 

Particulars Value df A symp. Sig. (2-sided) 

Pearson Chi-Square 18.246 6 0.008 

Likelihood Ratio 17.928 6 0.009 

Linear-by-Linear Assoc. 6.211 1 0.013 

N of Valid Cases 80   

     Source : Primary Data 

Interpretation: 

The Chi-square significance (p = 0.008 < 0.05) 

demonstrates that there is a strong association between 

effective communication and customer satisfaction during 

the return process. Customers who receive clear instructions, 

timely responses, and transparent updates are less likely to 

experience dissatisfaction or repeat returns.
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TABLE 3:  

ANOVA 

3.1 Impact of Product Expectation Mismatch on Return Frequency 

Source of Variation Sum of Squares df Mean Square F Sig. 

Between Groups 7.625 3 2.541 3.112 0.031 

Within Groups 62.345 76 0.820   

Total 69.970 79    

            Source: Primary Data 

Interpretation: 

The ANOVA result (F = 3.112, p = 0.031) shows that there 

is a statistically significant difference between expectation 

mismatch levels and return frequency.  

Customers with unmet expectations are significantly 

more likely to return products. This finding underlines the 

importance of precise product descriptions, accurate size 

charts, and realistic images on online platforms.

TABLE 4:  

DESCRIPTIVE  

4.1 Influence of Return Policy and Communication Clarity 

Clarity of Return Policy  Frequency  Percentage (%)  

Very Clear  12  15%  

Somewhat Clear  42  53%  

Unclear  19  24%  

No Information Provided  7  8%  

Total  80  100%  

                  Source: Primary Data 

Interpretation: 

More than half (53%) of respondents found Vaibhav 

Creation’s return policies “somewhat clear,” while nearly 

one-third found them unclear or not communicated. The lack 

of policy clarity increases customer uncertainty and 

frustration, leading to repetitive inquiries and delayed 

returns. Enhancing communication through email 

confirmations, SMS alerts, and online policy visibility can 

significantly improve customer trust and reduce unnecessary 

returns. 

 

 

 

V.   FINDINGS 

• The primary reasons for product returns are size 

mismatch and unmet expectations rather than product 

defects. 

• Expectation mismatches significantly influence return 

frequency, verified by ANOVA analysis. 

• Product quality has a moderate but significant impact 

on return behaviour. 

• Return policy clarity and communication directly 

affect customer satisfaction levels. 
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• Lack of transparency and poor updates during the 

return process lead to distrust and higher return 

repetition. 

VI. SUGGESTIONS 

• Provide accurate size charts and realistic product 

images to reduce expectation-based returns. 

• Strengthen return policy communication through 

digital channels. 

• Train customer service teams to offer real-time updates 

on returns and refunds. 

• Implement a data-driven reverse logistics system to 

analyze frequent return causes. 

• Introduce customer education initiatives about return 

timelines and procedures. 

VII. CONCLUSION 

The study concludes that customer return behaviour at 

Vaibhav Creation is predominantly shaped by expectation 

mismatches and communication clarity rather than by 

inherent product defects. Enhancing transparency in return 

policies and strengthening customer engagement throughout 

the return process can substantially reduce operational 

disruptions and build long-term trust. Effective return 

management not only improves supply chain performance 

but also enhances overall customer satisfaction and brand 

loyalty. 
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