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ABSTRACT
Even though retailers have engaged in many efforts to offer and
integrate new alternatives for delivering and returning consumers’
purchases, it is not clear what motivates consumers to choose
one option or another. Although most consumers are already
familiar with options such as home delivery or pick-up locations,
situational factors determine their choice among the different
alternatives; no study has, however, addressed this topic before.
To fill this gap, this study identifies 15 different situational factors
to examine their influence on the selection of delivery and return
options and the effect of consumers’ demographic characteristics.
The empirical analysis is based on an online questionnaire distrib-
uted to 650 respondents (266 valid responses). In addition, this
study uses MANOVA and ANOVA to determine the relationship
between each situational factor and consumer characteristics. The
results show that 13 situational factors have a significant impact
on consumer decisions, and among them time pressure, the dis-
tance to the store and channel spill-over are the most influential
factors. The results also show that situational factors significantly
rely on individual characteristics. For instance, getting help from
an employee is significantly more important for consumers who
are under 25 years of age. The study reveals some valuable impli-
cations for retailers.
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1. Introduction

Over recent years, retailers have increased the number of purchasing channels – for
example, physical stores, websites, apps, kiosks and smartphones – in order to satisfy
consumers and maximise profits (Chatterjee, 2010). Over time, the boundaries
between channels have vanished and shifted the retailers to a concierge model known
as an omni-channel model (Ye, Lau & Teo, 2018). These changes in the retailing con-
text have forced retailers to offer countless options to acquire and return products:
regardless of whether they shop online or offline, consumers can receive products at
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home, at their office or at a convenient pick-up location. As a result, over recent
years, a major transformation has occurred in distribution systems. Compared to the
past, when distribution systems were simple, and physical stores were the endpoint of
all transactions (Baird & Kilcourse, 2011), the distribution systems have become
much more complicated (Handfield, Straube, Pfohl & Wieland, 2013).

Nowadays, most retailers (79%) offer more than two purchase channels
(Chatterjee, 2010). Almost 80% of them offer more than one delivery option (Capper,
2014), and 62% offer more than one return option (Charlton, 2014). Although these
changes are already altering the strategies and operations of retailers, we lack a deep
understanding of how consumers use these new distribution systems (H€ubner,
Holzapfel & Kuhn, 2016). The field needs comprehensive research on goods distribu-
tion within multiple retail channels.

To understand decisions on delivery and return options, we need to identify
which factors affect delivery and returns in the consumer shopping process – ‘the
process the consumer goes through, across all stages and touch points of the pur-
chase’ (Lemon & Verhoef, 2016, p. 10). Marketing literature identifies many factors
that affect consumers’ shopping decisions: consumer characteristics (personality,
demographic, attributes, etc.), product characteristics (brand image, quality, size
and functionality), retailer characteristics (channel retailing strategy, price strategy,
etc.) and environmental factors (Belk, 1975; Brynjolfsson, Hu & Rahman, 2009).
Belk (1975) divides these factors into situational and non-situational factors, and
states that situational factors play a major role in consumer shopping decisions and
therefore deserve special attention. Nevertheless, researchers and practitioners have
focused mostly on non-situational factors and usually disregard the situational fac-
tors in studies of consumer shopping decisions, even though the literature indicates
that they play a dominant role (Hand, Dall’Olmo Riley, Harris, Singh & Rettie,
2009). Thus, it is not clear what motivates consumers to choose one option over
another because of the lack of understanding about why some options are preferred
over others – for example, home delivery is chosen by 72% of consumers
(KPMG, 2016).

Actual consumer behaviour regarding delivery and return alternatives shows the
relevance of situational factors in their decisions. Reports from logistic companies
reveal that in some environmental settings, such as bad weather, home delivery
increases by 8.7% compared to normal weather (Snaith, 2013); or special events (e.g.,
Christmas), when home delivery is 20% higher than a normal day (KPMG, 2016).
Taking these figures into consideration, and the fact that no previous research has
studied the influence of the situational factors in the context of delivery and return,
this paper attempts to shed light on the influence of these situational factors on con-
sumers’ decisions about delivery and return options. In addition, to gain more insight
into situational factors, the study examines variation in the importance of these situ-
ational factors based on individual characteristics, as suggested by Belk (1975). Such
information will help retailers identify the situational factors that are more relevant to
consumer decision making and thereby help them in designing their marketing strat-
egy (Kotler, 2009) and retailing planning (Levy & Weitz, 2012). Therefore, retailers
can be better prepared and more efficient in their logistics processes.
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The study is organised as follows. Section 2 discusses situational factors and
contains the hypotheses. Section 3 explains our methodology and data collection.
Section 4 analyses the data. Finally, Section 5 presents the main findings, provides
some contributions and indicates the limitations of the study.

2. Literature review

Since 1960, several studies been dedicated to understanding consumer shopping behav-
iour and identifying the factors that influence consumers’ shopping decisions. Belk (1975)
divides them into two main groups: situational factors and non-situational factors.

Non-situational factors are ‘those general and lasting characteristics of an individual
or an object’ (Zhuang, Tsang, Zhou, Li & Nicholls, 2006, p. 21): consumer characteris-
tics, product characteristics and retailer characteristics. Several studies focus on non-
situational factors in different product categories (Belk, 1975; Brynjolfsson et al., 2009).

At the same time, situational factors to which less attention has been paid so far
are ‘those factors particular to a time and place of observation which do not follow
from a knowledge of personal (intra-individual) or stimulus (choice alternative)
attributes’ (Belk, 1975, p. 158). Situational factors relate to a specific point in time
and space in a shopping situation, describing the environment for consumers when
they are engaged in the shopping process (Gehrt & Yan, 2004). Belk (1975) divided
these situational factors into physical surroundings, social surroundings, temporal
perspective, task definition and the antecedent state in which the consumer enters
this environment or that results from this environment. In addition to these factors, a
multi-channel context forces the inclusion of a new factor: the influence of the previ-
ous shopping stage on the next shopping stage, known as spill-over effects (Gensler,
Dekimpe & Skiera, 2007).

2.1. Situational factors in delivery and return

2.1.1. Physical settings
Physical settings are the most easily visible characteristics of a situation (Belk, 1975).
This factor includes the geographic distance to the store, environmental and weather
conditions, and the store’s atmosphere (Nicholson, Clarke & Blakemore, 2002).

2.1.1.1. Geographic distance to the store. The literature on online shopping decisions
states that one of the main advantages of purchasing online is the easy accessibility
for purchasing goods from any location (e.g., Chocarro, Corti~nas & Villanueva,
2013). This effectively removes geographic distance as an obstacle in all stages of the
shopping process. Hence, consumers who are far from a store are much more likely
to use the online channel, instead of going to a store (Schr€oder & Zaharia, 2008). By
purchasing online, consumers tend to select nearby delivery or return as the method
of receiving or returning, to avoid the obstacle presented by a long distance. A DHL
(2015) report shows that consumers who purchase a product from a distance prefer
to select, first, delivery to their home, second, delivery to a nearby retail store and,
lastly, other nearby collection locations. Hence:
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H1: Distance to a store influences consumer decisions when selecting delivery and
return options.

2.1.1.2. Environmental and weather conditions. Regarding environmental conditions
(e.g., Murray, Finn, Leszczyc & Muro, 2008), consumers are more likely to change
their purchase channel because of the difficulty of accessing an online store if delays
are caused by website traffic (Gallino & Moreno, 2014); and parking availability or
traffic jams if a physical store (Chocarro et al., 2013). Data from companies show
that consumers tend to choose differently about delivery and return options because
of such difficulties (Gallino & Moreno, 2014). For instance, during peak office hours,
consumers prefer to purchase online and receive the order at their preferred location.
Steinker, Hoberg and Thonemann (2016) investigated the effect of weather conditions
on online sales at the Zalando company. The results in Steinker et al. (2016) indicate
that the inconvenience caused by bad weather conditions leads consumers to be more
likely to choose online rather than offline channels. In addition, consumers are more
likely to select home delivery, as it is more inconvenient to carry the purchased prod-
uct home in bad weather (Chintagunta, Chu & Cebollada, 2012). Logistics companies
reveal that bad weather increases home delivery by 8.7% (Snaith, 2013) and home
returns by as much as 7.4% (Lowe & Rigby, 2014). Hence, consumers are more likely
to select delivery to a preferred location to avoid the inconvenience from carrying the
items in bad environmental and weather conditions. Thus:

H2 & H3: Environmental and weather conditions influence consumer decisions on
delivery and return options.

2.1.1.3. Store atmosphere. The store atmosphere includes external and interior store
variables, as well as human variables (e.g., Chocarro et al., 2013). These characteristics
can either directly or indirectly affect consumer shopping decision making. For
instance, a crowded store makes consumers feel socially anxious; as a result, they will
want to change their shopping process and look for another alternative, by changing
the channel, product or store (Dabholkar & Bagozzi, 2002). Website design and lay-
out characteristics also influence a consumer’s selection of an online or offline chan-
nel, because of channel risk and service quality (Montoya-Weiss, Voss & Grewal,
2003). These changes in consumer shopping decisions can happen at different stages
of the shopping process (e.g., pre-purchase, purchase) (Chocarro et al., 2013). Thus,
because consumers tend to avoid negative feelings related to the in-store atmosphere,
it is reasonable to assume that consumers are more likely to look for an alternative
for delivery and return. Thus:

H4 & H5: store atmosphere (human variables and store variables) influences consumer
decisions on the delivery and return options.

2.1.2. Social settings
Social settings focus on ‘the presence of other persons, their characteristics, apparent
roles and interpersonal reactions’ (Zhuang et al., 2006, p. 19). Consumers usually
interact with social supports (e.g., salespersons, security) to gain more information, to
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feel that they have made the right choice (Raghunathan & Corfman, 2006), and to
reduce their perceived risk, anxiety and stress (Borges, Chebat & Babin, 2010). There
is sufficient evidence to suggest that the presence of other people at the time of pur-
chase has an impact on consumer shopping behaviour. For instance, interaction with
a friend, relative or a casual stranger predictably reduces the perceived risk, thereby
increasing consumer confidence about making the right decision regarding the chan-
nel (Chocarro et al., 2013). Consumer interaction (interacting with other people,
being accompanied by someone and getting help from salespersons) can continue in
delivery and returns. This suggests that in any social setting, consumers may make
different selections in order to feel that they have made the right choice regarding
delivery and returns. Thus:

H6 & H7 & H8: Social settings (interacting with other people, interacting with
salespersons and being accompanied by someone) influence consumer decisions about
delivery and return options.

2.1.3. Temporal perspective
Time is inseparable from a situation: hence, understanding the temporal perspective
dimensions (time of day and time pressure) related to consumer shopping behaviour
is crucial (Nicholson et al., 2002).

2.1.3.1. Time of day. Researchers have shown that, because of the opening hours of
each retail channel, consumers select different channels depending on the time of day
(e.g., Gehrt & Yan, 2004). In the offline channel, consumers normally have fewer
opening hours and thereby more limited purchase time. Online, opening hours, how-
ever, are unlimited, 24/7, so consumers can make purchases at any time of day with-
out any time restrictions (Schr€oder & Zaharia, 2008). Because of these differences in
the number of hours that they are open, consumers can select different channels
(Chocarro et al., 2013). The working hours for delivery and returns options are differ-
ent as well, so it is reasonable to assume that the time of day may have the same
impact on the selection of delivery and returns options. Belu and Marinoiu (2014)
state that consumers look for an option with more convenient timing for them in
terms of logistics. Therefore, consumers may select an option that is more convenient
for them based on the opening hours and time window for receipt and returns. Thus:

H9: Time of day influences consumer decisions on delivery and returns options.

2.1.3.2. Time pressure. Time pressure refers to ‘the perception of time available for
an individual to perform a task’ (Gehrt & Yan, 2004, p. 7). Generally, consumers who
face this time pressure situation look for a convenient and rapidly available option to
be able to complete the shopping process (Frasquet, Moll�a & Ruiz, 2015). Thus, con-
sumers significantly change their shopping behaviour when time is scarce, including
their choice of product, store and channel, in order to save time (Gehrt & Yan,
2004). Because time-pressed consumers also seek a fast and convenient way to receive
and return products (Lowe & Rigby, 2014), time-pressed consumers predictably act
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differently regarding delivery and returns options in order to perceive a greater saving
of time. Thus:

H10: Time pressure influence consumer decisions on delivery and returns options.

2.1.4. Task definition
Task definition refers to ‘the features of situations, such as an intent or requirement
to select, shop for or obtain information about a general or specific purchase’
(Zhuang et al., 2006, p. 17). Each task is accompanied by different features based on
the cognitive and motivational aspects of the purchase situation (Chocarro et al.,
2013). For instance, consumers who plan to buy a gift encounter a different situation
than those who plan to shop for personal use (Gehrt & Yan, 2004). Hence, depending
on task definition, consumers have different features and thereby behave differently.
In delivery and returns, gift shoppers tend to return their items first in the store in
order to have a rapid refund and return and to avoid any inconvenience caused by
other options (Gehrt & Yan, 2004). Therefore, consumers, depending on their task,
may have different preferences on delivery and return options. Thus:

H11: Task definition influences consumer decisions on delivery and return options.

2.1.5. Antecedent states
Antecedent states are ‘temporary conditions which the consumer either brings to a
situation or, alternatively, which may change significantly as a result of that situation’
(Nicholson et al., 2002, p. 135). They have a major impact on consumer shopping
decisions (Kardes, Cronley & Cline, 2011) and include a person’s moods (e.g., anx-
iety, pleasantness) or physiological conditions (e.g., fatigue, illness) (Belk, 1975).
Consumers who are in a bad mood tend to choose an option that makes them go out
and cheer themselves up, and consumers who are tired tend to choose an option that
enables them to avoid more feelings of fatigue (Chocarro et al., 2013). Accordingly, it
is reasonable to assume that consumers may select delivery and returns options dif-
ferently depending on their emotions and their feelings. Thus:

H12 & H13: Antecedent states (a person’s moods and physiological conditions)
influence consumer decisions on delivery and returns options.

2.1.6. Spill-over effect
This situational factor comes from the impact of a previous consumer decision on
the consumer’s current situation. Hence, consumers encounter new environmental
settings created by a previous consumer’s decision, apart from the situational factors
mentioned above (Gensler, Verhoef & B€ohm, 2012). The literature proposes that
spill-over effects exist and have an impact on consumer shopping decisions (e.g.,
Verhoef, Neslin & Vroomen, 2007). Thus, this study proposes that this additional set-
ting also has an impact on the selection of consumer delivery and returns options,
and explains two situational factors: the channel spill-over effect and the previous-
stage decision spill-over effect.
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2.1.6.1. Channel spill-over effect (or channel lock-in). Channel spill-over effect refers
to taking into account the channel used in the previous stage of the shopping process
and the probability of using the same channel in the next stage of a shopping journey
(Verhoef et al., 2007). This effect mostly occurs when the following two stages of
shopping happen together, and consumers prefer to use the same channel for both
stages in order to avoid additional costs and improve efficiency (Xue & Harker,
2002). This cost avoidance makes the purchase channel the most important driver for
consumers when they select a delivery and returns option (Verhoef et al., 2007). For
instance, consumers using an offline channel tend to receive their product immedi-
ately after the purchasing stage or prefer to return purchased items to the same store
from which they purchased them (Hsiao, 2009). Consequently, this purchase stage
probability effect influences the selection of consumer options in the delivery and
return stage. Thus:

H14: The channel spill-over effect influences consumer decisions on delivery and
returns options.

2.1.6.2. Previous-stage decision spill-over effect. Previous-stage decision spill-over
effect refers to actions that take place in the previous stages of the shopping process
and affect consumer decisions in the next stage. This spill-over effect can influence
consumer shopping decisions in different shopping stages (Gensler et al., 2012).
Consumers may associate a certain option based on the previous-stage decision
(Verhoef et al., 2007). In deliveries and returns, consumers’ decisions in the purchase
stage can be the number of items purchased (Wang, Harris & Patterson, 2012).
Therefore, to avoid the inconvenience of carrying many items, consumers may prefer
to select an option that is more convenient for them. Thus:

H15: The previous-stage decision spill-over effect influences consumer decisions on
delivery and returns options.

2.2. Situational factors and demographic characteristics

Even though Belk (1975) proposed that consumer demographic characteristics make
consumers perceive situations differently, no research studies have examined the con-
nection between situational factors and individual characteristics. Evidence in the real
world shows this connection, however, especially in a multichannel environment. On
the one hand, several reports addressing offline purchases show that demographic
characteristics affect the level of importance of situational factors in shopping deci-
sions (Nicholson et al., 2002; Verhoef & Langerak, 2001). With respect to online pur-
chases, contradictory findings have been reported. Some reports state that online
shoppers who are more affluent, well-educated and upscale perceive situations differ-
ently; other studies say the opposite. Okholm, Thelle, M€oller, Basalisco and Rølmer
(2013) show that different age groups behave differently. For example, Gehrt and Yan
(2004) show that multi-channel shoppers who are young have a greater preference
than older consumers to shop with someone. Moreover, consumers aged 18 to 40 are
more likely than other age groups to feel time scarcity and consider the time of day
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as an important factor. This result is consistent with Metapack (2015), which found
that young consumers select same-day delivery and prefer collection points. Semenik
and Hanson (1976) found that low-income consumers buying in stores tend to be
more concerned about the store’s selection of merchandise or fast checkout. Gender
is also considered in other reports. Metapack (2015) showed that males are more
likely to consider the time of day when making purchases. In summary, based on
the evidence:

H16: The level of importance of situational factors in delivery is significantly different
from individual characteristics.

H17: The level of importance of situational factors in return is significantly different
among individual characteristics.

3. Methods

Consistent with the literature review, the theoretical framework comprises 15 situ-
ational factors, in addition to the consumers’ individual characteristics. Our study
was conducted to confirm the hypotheses, using a questionnaire with two main sec-
tions: the first section on delivery and the second section on returns. Questions were
adapted from Chocarro et al. (2013) with the purpose of exploring the effect of differ-
ent situational factors on the selection of delivery and returns options. Before distrib-
uting the questionnaire, we conducted a pre-test on a convenience sample of 10
university students and professors. They were selected to ensure readability and a
logical arrangement of questions and to confirm the translation accuracy. As a result,
a few minor modifications were needed to improve comprehension of the questions.

Following Chocarro et al. (2013), we asked respondents to rate the magnitude of
the influence of those factors on them when selecting a delivery or returns option.
Thus, respondents needed to indicate their level of agreement with a series of state-
ments using a five-point scale from ‘strongly disagree’ to ‘strongly agree’. The analysis
of the data is based on the calculation of a score for each statement, summing the
values selected from each respondent. The most influential situational factors were
selected from the highest scores obtained in this exploratory analysis. The results give
information about which situational factors are the most influential in the selection
of delivery and returns options. The second part of the analysis uses the demographic
questions – gender, age and educational level – to analyse the influence of
those factors in the selection of the most relevant situational factors. To do so,
the study uses multivariate analysis of variance (MANOVA) and analysis of
variance (ANOVA)

3.1. Participants and data collection

The survey was conducted in Spain in June 2017. The web-based questionnaire was
distributed to 650 randomly selected nationwide respondents by email obtained via
retail managers, social network groups (e.g., Facebook, WhatsApp), and students, staff
and faculty at universities, schools (subjects, leisure clubs, etc.). Of the 650
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questionnaires distributed, a total of 266 responses were received, which represents a
response rate of 49.92%. Subsequently, we omitted 56 responses because the respond-
ents did not complete the questionnaire. To ensure that the samples were fairly repre-
sentative of the mean and variance of the Spanish national population (2017),1 we
ran one-sample Z tests and chi-square tests. The results of these tests with a¼ 0.05
showed that the mean and variance of the samples were fairly representative of the
Spanish national population’s mean, Z (m¼ 39.518, r¼ 11.56)¼�0.1524 and chi-
square ¼ 0.0445. Moreover, the demographic details showed that approximately 56%
were males and the remainder were females, which shows that the data were nearly
gender-balanced. The age distribution of this sample was as follows: 35.7% were
24 years of age or less, 42.48% between 25 and 39 and around 21.80% were over 40.
The age categorisation was aligned with Metapack (2015). The sample had a some-
what higher proportion of better-educated respondents. Over half (64.66%) had a
higher level of education or had completed a bachelor’s degree, master’s degree
or PhD.

4. Data analysis and results

4.1. Selecting the most influential situational factors and influencing
consumers’ decisions

To obtain the most influential situational factor in the selection of delivery and
returns options, we used the data collected in the questionnaire in each section.
Because our exploratory study does not show the negative or positive influence of the
factor, like Chocarro et al. (2013), the centre scale (neither agree nor disagree) was
excluded from the measurement. The centre scale was, however, used to compare the
final score of each situational factor. Tables 1 and 2 show the final scores obtained
from the analysis, in addition to the percentage of participants per response scale for
each situational statement in the delivery and returns sections. The final result not
only highlights the most influential situational factors but also shows which factors

Table 1. Results of the exploratory study on delivery

Delivery
Strongly
disagree Disagree

Neither agree
nor disagree Agree

Strongly
agree

Final
score

Geographic distance to store (Physical settings) 1.50 5.64 11.28 43.23 38.35 64.29
Time pressure (Temporal perspective) 1.50 3.38 13.16 45.11 36.84 62.59
Channel spill-over effect (Spill-over effect) 5.26 8.27 17.29 39.85 29.32 58.65
Person’s moods (Antecedent states) 2.26 8.27 23.31 28.57 37.59 58.27
Time of day (Temporal perspective) 3.01 8.27 13.53 49.62 25.56 57.52
Environment influence (Physical settings) 2.63 6.39 16.92 45.86 28.20 56.95
Previous-stage spill-over effect (Spill-over effect) 4.14 13.53 21.43 37.22 23.68 53.20
Human variables (Physical settings) 11.28 14.29 24.44 37.97 12.03 49.44
Weather conditions (Physical settings) 10.53 19.17 33.46 27.82 9.02 43.05
Store variables (Physical settings) 16.54 25.56 34.59 19.17 4.14 43.05
Interacting with other people (Social settings) 12.78 23.68 34.59 22.56 6.39 42.29
Interacting with salespersons (Social settings) 8.27 16.92 32.33 33.83 8.65 42.29
Person’s physiological cond. (Antecedent states) 13.91 19.92 39.47 18.05 8.65 41.54
Being accompanied by someone (Social settings) 16.92 21.05 40.98 15.79 5.26 40.60
Task definition (Task definition) 7.52 22.18 39.10 23.68 7.52 37.97

Source: Authors.
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influence the selection of consumer delivery and returns options and which factors
do not (see Table 3).

In the delivery section, the three most influential factors selected were: temporal
setting: time pressure; physical setting: distance to store; and the spill-over effect:
channel spill-over effect. Because it was possible to score the situational factors based
on the demographic characteristics, three other highest scores were selected for each
demographic characteristic. The final results from both sides (from general categorisa-
tion and each demographic characteristic) showed the same result. Regarding the
influence of situational factors in the selection of consumer delivery options, the
result showed that all of the hypotheses were supported, except two situational fac-
tors: task definition (H11) and having someone accompany the shopper (H8). This
result was obtained by combining the final score with the centre score. The results
clearly showed that these two factors are not related to consumer decisions when
they are selecting a delivery option. (See Table 1).

In the returns section, the most influential situational factors were similar to those
in the delivery section: temporal setting: time pressure; physical setting: distance to
store; and spill-over effect: channel spill-over effect. As in the delivery section, the
three most influential situational factors in each demographic characteristic were
similar to those in the main result. Regarding the influence of situational factors in
the selection of consumer return options, the results showed the same outcome as
those in the delivery section. All of the hypotheses were supported, except two situ-
ational factors: task definition (H11) and having someone accompany the shopper
(H8). The results clearly showed that these two factors are not relevant to consumer
decisions in selecting returns options. (See Table 2).

Table 2. Results of the exploratory study on returns

Returns
Strongly
disagree Disagree

Neither agree
nor disagree Agree

Strongly
agree

Final
score

Time pressure (Temporal perspective) 1.50 3.01 9.77 43.23 42.48 67.11
Geographic distance to store (Physical settings) 0.75 6.39 13.16 42.86 36.84 62.22
Channel spill-over effect (Spill-over effect) 8.65 13.16 19.92 38.35 19.92 54.32
Person’s moods (Antecedent states) 3.76 12.03 16.92 48.87 18.42 52.63
Environment influence (Physical settings) 7.52 16.54 21.05 36.47 18.42 52.44
Interacting with salespersons (Social settings) 4.14 10.53 23.68 37.22 24.44 52.44
Human variables (Physical settings) 12.03 15.79 22.56 35.71 13.91 51.69
Time of day (Temporal perspective) 4.14 10.53 23.31 41.73 20.30 50.56
Previous-stage spill-over effect (Spill-over effect) 3.01 13.16 27.44 35.34 21.05 48.31
Store variables (Physical settings) 24.06 25.56 31.95 13.91 4.51 48.31
Interacting with other people (Social settings) 7.14 17.67 26.32 33.83 15.04 47.93
Weather conditions (Physical settings) 12.41 19.55 31.95 26.32 9.77 45.11
Person’s physiological cond. (Antecedent states) 15.41 21.05 36.84 19.92 6.77 42.67
Being accompanied by someone (Social settings) 13.91 24.81 39.85 16.92 4.89 39.66
Task definition (Task definition) 5.64 16.92 38.72 28.57 10.15 38.53

Source: Authors.

Table 3. Summary of the hypotheses results
Supported Rejected

Hypotheses on delivery H1–H7, H9, H10, H12–H15 H8, H11
Hypotheses on returns H1–H7, H9, H10, H12–H15 H8, H11

Source: Authors.
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Task definition and some of the factors in social settings were not selected among
these three key factors. This was due to their not being that relevant to the delivery
and return stages. Nevertheless, the two most relevant settings (physical and tem-
poral) were consistent with those that emerged in other exploratory studies by
Nicholson et al. (2002) and Chocarro et al. (2013), although those exploratory studies
comprised consumers’ channel selection behaviour. This result showed that these two
settings are important in consumer shopping decisions at each stage of the consumer
shopping journey.

4.2. Situational importance and demographic characteristics

4.2.1. Situational importance in delivery section and demographics
H16, which states that the importance of each situational factor varies across individ-
ual demographics, was partially supported. Moreover, the univariate analysis showed
a significant result for some situational factors.

4.2.1.1. Age. A separate ANOVA was run for each situational factor with an alpha
level of 0.05. There were significant differences between age groups in getting help
from employees (F (2, 263)¼ 3.460, p¼ 0.033, partial g2¼ 0.026). The result showed
that respondents under 25 years of age scored higher than other groups, which indi-
cated that getting help from an employee had significant differences among young
respondents. In addition, the results showed that the climate had more significant dif-
ferences among 25- and 40-year-old respondents than other age groups (F (2,
263)¼ 3.342, p¼ 0.037, partial g2¼ 0.025). Moreover, in the remaining situational
factors, the differences between different age groups were not significant. (See
Table 4).

4.2.1.2. Gender. The results showed that tests and the null hypothesis from the
observed covariance matrices of the dependent variables were equal across gender
groups. In multivariate tests, in Wilks’s lambda tests, the p-value is more than 0.05,
and the null hypothesis was not rejected, which indicated the absence of a significant
difference between males and females when considered jointly with those dependent

Table 4. ANOVA results for differences between age characteristics and situational importance
Age < 25 24�Age < 40 40�Age

Situational factor (Mean) (Mean) (Mean) F-value

Getting help from an employee 1.19 0.81 0.9 3.460
Climate 1.01 1.03 1.03 3.342

Note: Wilks’s lambda¼ 0.805, F (32, 496), p¼ 0.006, partial g2¼ 0.103, p< 0.05.
Source: Authors.

Table 5. ANOVA results for differences between gender characteristics and situational importance
Female Male

Situational factor (Mean) (Mean) F-value

Store atmosphere (store variables) 1.13 0.87 3.941

Note: Wilks’s lambda¼ 0.938, F (16, 249), p¼ 0.434, partial g2¼ 0.062, p< 0.05.
Source: Authors.

2130 M. M. ZAREI ET AL.



variables. Wilks’s lambda equals 0.938, and then F (16, 249), P¼ 0.434 and partial
g2¼ 0.062. Univariate analysis with an alpha level of 0.05, however, indicated signifi-
cant differences between males and females in store atmosphere (store variables) (F
(1, 264)¼ 3.941, p¼ 0.48, partial g2¼ 0.15). This indicates that females scored higher
than males. In the remaining situational factors, however, no significant differences
emerged between gender groups. (See Table 5).

4.2.1.3. Educational level. A separate ANOVA was conducted for each situational fac-
tor with an alpha level of 0.05. The results showed a significant difference between
educational groups in getting help from an employee (F (1, 264)¼ 9.514, p¼ 0.002,
partial g2¼ 0.035), in the consumer’s feelings status (e.g., being tired) (F (1,
264)¼ 5.067, p¼ 0.025, partial g2¼ 0.019), and in store atmosphere (store variables)
(F (1, 264)¼ 5.111, p¼ 0.25, partial g2¼ 0.019). The results indicated that lower edu-
cational level in these three situational factors scored higher than higher educational
level. Moreover, no significant differences were found between different educational
level groups and the remaining situational factors. (See Table 6).

4.2.2. Situational importance in returns section and demographics
H17, stating that importance of situational factors in the returns section varies across
demographic characteristics, was totally supported. Univariate analysis showed a sig-
nificant result in some situational factors.

4.2.2.1. Age. A separate ANOVA was conducted for each situational factor, with each
ANOVA evaluated at an alpha level of 0.05. Significant differences were found
between age groups in getting help from an employee (F (2, 263)¼ 4.571, p¼ 0.011,
partial g2¼ 0.019), and respondents under 25 years of age scored higher than other
age groups. In addition, in consumer’s feelings status (F (2, 263)¼ 3.189, p¼ 0.043,
partial g2¼ 0.024), respondents under 25 years of age scored higher than other age
groups. The result also indicated no significant differences between different age
groups and other remaining situational factors. (See Table 7).

4.2.2.2. Gender. Univariate analysis with an alpha level of 0.05 indicated significant
differences between males and females about in-store atmosphere (store variables) (F
(1, 264)¼ 5.596, p¼ 0.48, partial g2¼ 0.21). In fact, females scored higher than males
and, as in the other sections, no significant differences emerged between different
gender groups and other situational factors. (See Table 8).

Table 6. ANOVA results for differences between educational level characteristic and situ-
ational importance

Higher education Lower education
Situational factor (Mean) (Mean) F-value

Getting help from an employee 0.82 1.24 9.514
Consumer’s feelings status 1.47 1.80 5.067
Store atmosphere (store variables) 0.87 1.18 5.111

Note: Wilks’s lambda¼ 0.890, F (16, 249), p¼ 0.019, partial g2¼ 0.110, p< 0.05.
Source: Authors.
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4.2.2.3. Educational level. A separate ANOVA was obtained for each situational fac-
tor with an alpha level of 0.05. The results showed a significant difference between
educational groups in the interaction with other people (F (1, 264)¼ 8.715, p¼ 0.003,
partial g2¼ 0.032) and in getting help from an employee (F (1, 264)¼ 12.126,
p¼ 0.001, partial g2¼ 0.044). This showed that lower educational level scored higher
than higher educational level. Moreover, the results showed no significant differences
between different educational level groups and other situational factors. (See Table 9).

5. Discussion and contribution

Situational factors have usually been ignored in consumer behaviour research, both in
general and in specific contexts, such as consumer shopping behaviour, despite a
strong recommendation from previous researchers (e.g., Hand et al., 2009). Moreover,
no one has explored the impact of these situational factors in the context of the selec-
tion of consumer delivery and returns options. Hence, this study investigates the pos-
sible influence, based on Belk’s (1975) framework, of 15 situational factors in
decisions on delivery and returns options in the apparel sector by exploratory study
and through a discussion of its analytical results.

The preliminary results show that situational factors play a major role in decisions
about delivery and returns options. This result also reveals 13 situational factors that
particularly affect consumers’ selection of delivery and returns options. In addition, it
identifies the most influential factors in delivery and returns, including time pressure,
distance to store and the channel spill-over effect, and is consist with previous
research (Chocarro et al., 2013; Collier, Moore, Horky & Moore, 2015; Nicholson

Table 8. ANOVA results for differences between gender characteristics and situational importance
Female Male

Situational factor (Mean) (Mean) F-value

Store atmosphere (store variables) 1.22 0.91 5.596

Note: Wilks’s lambda¼ 0.862, F (16, 249), p¼ 0.434, partial g2¼ 0.138, p< 0.05.
Source: Authors.

Table 9. ANOVA results for differences between educational level characteristics and
situational importance

Higher education Lower education
Situational factor (Mean) (Mean) F-value

Interaction with other people 1.80 2.28 8.715
Getting help from an employee 2.01 2.54 12.126

Note: Wilks’s lambda¼ 0.894, F (16, 249), p¼ 0.026, partial g2¼ 0.106, p< 0.05.
Source: Authors.

Table 7. ANOVA results for differences between age characteristics and situational importance
Age< 25 24�Age< 40 40�Age

Situational factor (Mean) (Mean) (Mean) F-value

Getting help from an employee 1.37 0.93 1.07 4.571
Consumer’s feelings status 1.15 0.81 1.5 3.189

Note: Wilks’s lambda¼ 0.8, F (32, 496), p¼ 0.004, partial g2¼ 0.106, p< 0.05.
Source: Authors.
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et al., 2002), although those exploratory studies cover consumers’ channel selection
behaviour. According to the findings, firstly, distance to store is an important deter-
minant, so one recommendation for practitioners is to collect the addresses of con-
sumers, because this will help practitioners to understand whether consumers would
be more willing to go to the store or ask for home delivery or returns, and thereby
lead them to develop a strategy in which more geographic areas have different deliv-
ery and returns options. Secondly, and similarly, regarding time pressure, the likeli-
hood of choosing one delivery and returns option or just returns option might vary
depending on whether it is a workday or over the weekend, when people feel less
time pressure. Practitioners could design different options in which consumers per-
ceive different levels of time pressure. Third, the spill-over effect says that the way in
which people make purchases affects how they prefer to obtain the product. In con-
text, this might affect business models, including the use of showrooms, in which
consumers are willing to go to the store to view products but cannot obtain them
there and, instead, have to wait for delivery to receive their purchases.

The second major findings are seen between situational factors and demographic
characteristics. With respect to deliveries, the results show some situational factors
that significantly affect different groups of demographic characteristics. For instance,
getting help from an employee is significantly important for consumers who are
under 25 years of age. These consumers typically prefer to select a delivery option in
which they can receive more help from an employee because they do not have
enough experience in selecting a delivery option. Moreover, analyses of age character-
istics show that the weather is another situational factor that is significantly important
for consumers over 40 years of age. In fact, consumers over 40 years of age are more
concerned about the weather than those who are younger. In terms of gender charac-
teristics, the results show that store variables are the most important factor for
females. A common explanation is that females do more window shopping than
males (Holmberg & Ohnfeldt, 2010); hence they prefer to go to a store rather than
buying online. Lastly, in terms of educational level, situational factors such as getting
help from an employee, consumer’s feelings status (i.e., being tired) and store atmos-
phere are significantly important among those with a lower educational level because
consumers with a higher educational level tend to use different sources for obtaining
assistance, instead of getting help from employees (Frasquet et al., 2015).

Likewise, the results significantly show that the importance of these situational fac-
tors depends on individual characteristics. For instance, getting help from an
employee is significantly important among consumers less than 25 years of age when
selecting a returns option. This finding indicates that, as with delivery, young con-
sumers prefer to obtain more information from an employee because they may have
less experience in selecting a returns option. At the same time, consumers over 40
show that feelings status (i.e., being tired) is an important factor in choosing a
returns option. A typical reason is that those in this age group have lower energy
than other age groups, therefore feelings status (i.e., being tired) affects their decisions
about returns options. In terms of gender, as with delivery, the store atmosphere is
significantly important for females in selecting a returns option because they shop
more than males (Holmberg & Ohnfeldt, 2010). Last but not least, in terms of
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educational level, the results show that interaction with other people and getting help
from an employee are two situational factors that are important for those with a
lower educational level. This result implies that consumers with a lower educational
level acquire knowledge from others when they want to select a returns option.

This study makes a number of distinct and significant research contributions.
First, in an academic context, it covers the shortcomings of previous research on the
impacts of situational factors on consumer decision making about delivery and
returns options. Covering this area offers a cognitive improvement about behaviour
concerning decision making on consumer delivery and returns options. In addition,
examining the impact of situational factors helps to identify the most influential situ-
ational factors and explicitly incorporates them into other research designs. The
second contribution, in terms of methodological approach, is the design of an experi-
mental study and exploratory analysis, which allows it to identify the key drivers in
decision making on delivery and return options. Third, in terms of practice, it helps
logistics planners to develop better strategies in a retail setting. Practitioners, particu-
larly those in Spain, can benefit from this study in several ways. In general, logistics
designers can take situational factors into consideration when designing delivery and
return options in apparel. Logistics designers’ efforts may be geared up to create or
alter particular delivery or return options, for example, to motivate specific shoppers
to select particular delivery or returns options. As a result, retailers can be better pre-
pared and use a more efficient logistics process.

6. Study limitations and suggestions for future studies

This study suffers from four main limitations. First, this study is based on an explora-
tory method that does not include information about the positive or negative influ-
ence of situational factors. Other methods must be used instead to demonstrate the
direction of the influence of each situational factor. Second, this study obtained a low
response rate that may have resulted from the length of the questionnaire. The demo-
graphic profile, however, showed that the data obtained are approximately representa-
tive of the Spanish population. Third, the delivery and returns options included only
two alternatives – home delivery/returns and delivery/returns at another location –
because of our simplifying the questionnaire and data. The option for delivery/returns
at another location could, however, be divided into two other formats, such as a
third-party location and retailer location. Finally, this study investigated only one
product category. Future research might consider different products such as electronic
items, which are top-selling items for online retailers, and it is easy to translate the
in-store experience to the online environment, so that the results can be generalised.
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