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Abstract 

 

The importance and meaning of delivery in e-commerce is explained in the paper. It also tried 

to answer questions about the importance of factors that form final customer satisfaction 

when delivering products. The results of the analysis indicate that the ultimate satisfaction 

with delivery is formed from the recommendation (positive comments of other customers) and 

to the delivery of a particular package. The research has shown that buyers advance certain 

product delivery expectations and if there are discrepancies in the delivery process such as a 

deviation from the expected delivery time of the product, customers will negatively perceive 

ultimate satisfaction, regardless of whether the delivered product is authentic to the one it has 

ordered. Key factors that are analyzed are money and time savings, positive feedback from 

other customers, communications with the supplier, packet tracking, reclamation, delivery 

costs, delivery speed, and privacy. Based on the analysis it can be concluded that the most 

important are positive comments of other customers, speed, delivery costs and privacy, which 

does not mean that other factors are not essential. 
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1. INTRODUCTION 

 

Electronic commerce represents a modern form of trade in the new digital age, for there are an 

increasing number of Internet users on a global scale. An important precondition for the 

Internet development, therein the e-commerce, has undoubtedly been a strong and fast 

development of its technological background (Smith, 2001). The emergence of virtual shops 

has enabled customers to buy online, which is today the fastest and cheapest way of 

purchasing products and services. E-commerce is considered a form of trade which bears 

highest profit, for its low costs and simplicity. It should be pointed out that, due to more 

intense competition that the Internet provides, customers are offered lower prices and more 

choice (Malkawi, 2007). Technological development has greatly enabled not just the 

possibility of buying via the Internet, but more efficient processes inside the business logistics 

system as well. Within this context, the importance and significance of new technologies in 

the supply chain framework should be highlighted, and they should be seen as a group of 

organizations and processes a product goes through from the starting source to the final 

product delivered to the customer (Schoenfeldt, 2008). This suggest easier manoeuvring 

goods within the distribution (marketing) channel, easier communication between all the 

participants in the business logistics system and, finally, more efficient delivery, which is one 

of the key element to the customer.  

 

For the final consumers, the delivery is important because most customers are not familiar 

with the whole process of distribution (marketing) channel, and see delivery as absolutely the 



most important item in the channel, for it represents the moment when the customer comes 

into contact with the desired product. Today, electronic commerce represents one of the 

fastest growing areas in the world, and its role in the total trade is becoming more and more 

important. Considering all the above, companies are compelled to constantly invest in all the 

aspects and processes involving e-commerce, including business logistics, i.e. the delivery of 

the products to the final consumers.  

 

Consequently, the focus of this paper is the importance and significance of delivery in e-

commerce, since distribution is one of the key elements in e-commerce. Therefore, the goal of 

this paper is to do research on customers attitudes on the importance and significance of 

delivery, and to determine the factors which influence the delivery and, subsequently, the 

final satisfaction of the customers who buy via e-commerce on the fast-moving consumer 

goods market (FMCG) in the Republic of Croatia. Besides that, the paper has tried to select 

the assortment of products customers most often buy and the factors which mostly influence 

the decisions when buying online. 

 

 

2. ELECTRONIC COMMERCE AS THE MODERN FORM OF TRADE 

 

Electronic commerce has emerged due to the development of the Internet as a global network 

which was used in the 1960s as a communication network between the four universities in the 

USA, and, afterwards, as an international network available to all the users. In the very 

beginning, e-commerce was considered to be a strategic weapon, but today, it is seen as a 

marketing tool (Piris et al., 2004). In the present day, exactly the same networking system in 

e-commerce is used, in order for the sellers who use online trade to find customers who need 

their product, and to satisfy the needs of the customers. The supply of goods and services via 

the Internet has represented the ever growing and one of the most important components in 

the trade of an economy, from the very beginning of e-commerce until today. The effective 

benefit of e-commerce to a company manifests itself in the availability of an additional 

trading network with the aim of creating organizational value. There is a positive correlation 

between a companyʼs perception of the importance of e-commerce as a component of the 

corporative strategy and the very success of the company (Chang et al., 2003).  

 

Since e-commerce is a relatively new term in the area of information sciences, it is extremely 

difficult to find a clear definition of the term. Panian has defined e-commerce as “the process 

of buying, selling or trading of products, services or information via an available computer 

network, the Internet, which offers a great deduction in cost and time” (Panian, 2013). OECD 

(Organisation for Economic Co-operation and Development) provides a definition of e-

commerce in a broad and in a narrow sense. In a broad sense, e-commerce means buying or 

selling goods between business subjects, households, individuals, governments and other 

public or private organizations via a computer network. The definition in a narrow sense is 

similar to the one in a broad sense, except here, the medium is the Internet, and not a 

computer network (OECD, 2001). Electronic commerce is mostly carried on via the Internet, 

so this type of commerce can be called Internet commerce. Electronic commerce can for its 

purposes use other computer networks, such as: Intranet, local networks (LAN), value-added 

networks (VAN), EDI network, GSM and other mobile networks, and GPRS and other 

satellite systems. For the functioning of e-commerce, it is extremely important to ensure the 

infrastructure in the sense of information-communication technology, and organization of the 

accompanying processes. The information-communication tools are very important in the e-

commerce infrastructure, because they support business transactions and the activities inside 



the network, and ensure the quality of multimedia contents. Everyday use of the Internet and 

the increasing number of users has resulted in the positive growth of e-commerce. The very 

nfact that, in 2011, over two billion of the world population used the Internet with the aim to 

gain various information or make a purchase via this powerful global network indicates the 

potential and significance of the Internet as a medium today, and especially in the future 

(Terzi, 2011 ).  

 

As all other forms of trading, e-commerce also has its advantages and disadvantages. With 

this type of commerce, the advantages can be divided into the advantages for the customers 

and the society, and the advantages for the sellers. The advantages for the customers are 

speed, practicality, safety and many conveniences. Bearing in mind that today, any product is 

available on the Internet, the user can via a search engine easily find the desired product and 

can choose the most convenient shop. One of the advantages of e-commerce, besides its 

practicality, is the fact that it saves time and money. By purchasing something online, the user 

does not have to waste time touring the shops, nor spend gasoline; the product is simply 

chosen and it comes to the home address. The products bought via the Internet are often 

cheaper because the company has no extra costs of distribution on the shelves etc. Shopping 

via the Internet is interactive and direct. In most cases, the customers in an e-shop can contact 

the supplier relating the product and track the product up to the point of the delivery. E-

commerce also provides a broader assortment and a better supply, unlike a physical shop, 

which does not offer certain products because of storage costs etc. Good quality web sites 

mostly provide more information and in a more helpful way than they can be offered by the 

most capable shop assistant in a store. The simplicity is one more advantage of e-commerce, 

for the customers do not have to physically roam different stores comparing the product they 

want to buy; with e-commerce, all that is needed is to open a couple of Internet windows, 

compare the products, and easily choose the favourite (Kenneth et al., 2015).  

 

E-shops work round the clock, even on holidays, so the customers do not have to wait for the 

stores to open, but rather shop at any time from the comfort of their home. However, as the 

case is with everything else, e-commerce as well has its disadvantages. They are evident to 

consumers in several segments. Most often, with this type of commerce, the consumers 

express disbelief in two segments: privacy and safety. This kind of mistrust is triggered by 

various online frauds. Many other factors, like the reliability, have their roots in that concept 

(Mandić, 2009). A computer virus can be replicated and spread onto other files. Since it can 

be replicated, it can become a threat to many other files, and there is also a possibility of 

unauthorized access to computer systems. Furthermore, one of the disadvantages is the 

inability to touch the product before it is paid for and delivered. That is the reason why 

customers often prefer buying at a physical shop, since there, they can test and touch the 

product they are purchasing. Additional frustrations can arise from the wait for the delivery; 

this is not the case in classic shops, which is also one of the main focuses of this paper.  

 

Like customers, sellers also find disadvantages in e-commerce. The biggest problem they face 

is the assurance of the transaction, since persons prone to electronic crime, are constantly 

trying to breech security of e-shops in any possible way and create more costs for the sellers. 

The conclusion can be drawn that, alongside all the disadvantages of e-commerce, there are 

many more advantages, and therefore, e-commerce has become the modern way to shop. 

Already fairly long time ago, the significance and importance of information-communication 

technology (ICT) was recognized as an important factor in the increase of work force and 

capital efficiency in the USA (Oliner, 2000). When talking about business activities of a 

company dealing with e-commerce (commerce via the Internet), certain questions arise 



related to exceptional development and popularity of e-commerce. The role of e-commerce is 

the key for accessing information on modern needs of the customers and enables electronic 

interaction and trade, while knowledge management is focused on the development of 

products and services for the customers (Helms et al., 2007.). 

 

Electronic commerce, i.e. buying and selling via the Internet enables the customers and sellers 

(retail business subjects) trading on the best markets in the world, which in the end results in 

making profit and the scope for all the participants. Following this, from the macro-economic 

perspective, the growing trading activity contributes to the countries easier and faster exit out 

of the crises and reduction of their negative effects on the economy (Savrul, Kilic, 2011). The 

studies conducted a long time ago have foreseen that e-commerce, for example its B2B 

segment, will, in the long run, enhance the gross domestic product of some countries by 5% 

(Sachs, 2000). So, the importance and significance of electronic commerce, as well as its 

potential for specific national economies, was already realized way back in the past. Namely, 

the fact that those economic subjects that have the Internet access achieve more export in the 

total sale than those that do not have the access, was recognized a long time ago (Clark, 

2001).  

 

The choice of an electronic shop model is extremely important for a company to be 

successful. Trading houses that want to modernize their business use traditional online shops. 

Those types of trading houses open their own web site where they offer their products to the 

buyers. The ordering is made via telephone or e-mail, and the delivery is done in the 

traditional way. The role of electronic commerce is the key for accessing the information on 

the modern needs of the buyers and enables electronic interaction and trade, and, on the other 

hand, a successful knowledge management directed at the improvement of products and 

services for the customers (Helms et al., 2008).  

 

The goal of electronic trading is the reduction of all the real elements. Electronic shops are not 

placed in the physical space, this type of a store does not have products in stock and it is not 

necessary to employ sales personnel. A number of researches analyse key factors for the 

success of electronic stores. Huff mentions nine key factors for business subjects that deal in 

electronic trade (Huff et al., 2000). The first group are the factors like added value in the 

sense of more conveniences for the customers, the abundance of information, 

disintermediation, i.e. lesser mediators, reintermediation, or the appearance of new mediators, 

then, lower prices and more choice of products and services. Following that, the focus is on a 

specific market segment, maintaining flexibility, geographical segmentation, technological 

support, managing key factors, providing special services to the customers and creating 

effective relationships (Sung, 2006). The last group relates to understanding the specific 

culture which prevails on the Internet. 

 

 

3. DISTRIBUTION AND ELECTRONIC COMMERCE 

 

Today, when the consumers are more and more dependant on the Internet, e-commerce has 

definitely become a trend, since the number of users who shop via the Internet is growing day 

after day in Croatia as well.  

 

The buyers who order products online expect the delivery to be made as quickly as possible 

and at as lower cost as possible. Therefore, it is necessary that the supply chain management 

(SCM) is run efficiently, i.e. every participant in the supply chain should aim at high 



efficiency. Over the last few years, its efficiency has grown on a large scale, primarily due to 

the significant role of the newest information and communication technologies which enable 

the direct relationship between the participants in the supply chain. The basic goal of the use 

of information technologies in the supply chain management is more accurate, faster and 

more encompassing exchange of information. Let us mention only the use of the RFID 

technology, which enables the exchange of information between the computer system and the 

produced goods, machines, tools, containers and transport vehicles without human 

intervention and, there is no need for the labelled product to be optically visible to the scanner 

in order to be scanned. This technology for the conversion of the analogue into the digital uses 

radio frequency waves for transmission of data between the movable object and the scanner in 

order to identify, track and locate the object (Devi, 2007). 

 

The very supply chain management is a systemic, strategic coordination of traditional 

business functions inside the specific economic subject and through other economic subjects 

in the supply chain, with the aim of improving long-term performance of an individual 

economic subject and the supply chain in general (Mentzer et al., 2001). Supply chain 

management can also be seen as a process of planning, organizing and controlling the flow of 

materials (raw materials) and services from the supplier to the final users/consumers. The 

listed integral approach encompasses the suppliers, supply management, integral logistics and 

execution (Bloomberg et al., 2006).  

 

The aim of supply chain management is, first of all, to achieve that the right product reaches 

the final buyer in the shortest time and at minimal costs. In line with that, the distribution of 

products bought via the Internet becomes an important factor in the customer's decision-

making. 

 

In the 21 century, technological progress is at a high level and this implies that the product 

will reach the buyer in the shortest time possible. With today’s smart phones, computers and 

other technologies, the customers who is buying via the Internet can easily communicate with 

the seller and track their product from the moment of the order until the delivery. Likewise, 

the seller can via the Internet easily track every participant in the distribution channel, due to 

the continual communication technological progress. Due to the increasing number of users 

who opt for purchasing via the Internet, we can say that the distribution channel itself has to 

constantly adapt to the trends of e-commerce, which makes it more advanced and more 

modern than the traditional distribution channel. When talking about the very distribution of 

the products to the final customers, the retail can use different channels creating a distribution 

network inside the supply network. Levy and Weitz (2009) mention four types of retail 

channels: stores, catalogues, the Internet and the multichannel approach, i.e. some sort of 

combinations of the listed channels. As it was expected, the Internet, as the new medium, has 

led to a series of new phenomena in the supply chain. First, the disintermediation, i.e. drop in 

the number of mediators in the supply chain and then the multichannel approach. But, 

considering the disintermediation, a certain number of new Internet mediators have appeared, 

and they have created their place due to their specialization. Electronic channel of distribution 

forms a complicated system which is managed via the Internet. All begins at the moment 

when a customer starts using the computer network (the Internet). This type of business 

activity is quite simple for the customers, for they can track the goods at any moment since 

the actual order. There are four periods while providing this service: the period when a buyer 

searches the web site, the period of purchasing, the period of shipment and order completion, 

and the period of the delivery, i.e. the period of the receipt of the ordered goods or services 

(Zelenika et al., 2011).   



In classical retail, we meet two levels of stock management; the level related to retail 

distribution centre and the one related to the retail store (Rushton et al., 2010). But, when 

talking about electronic distribution channel, then there is no stock management in retail 

stores. Customers who buy via the Internet often expect conveniences, such as: delivery cost 

included in the price, the possibility to return the goods, payment safety, lower prices than 

those in the physical stores, easy access to various information, fast delivery and the 

possibility of different post-buying services. Electronic distribution channel enables cost-

effectiveness, which leads to lower prices for buyers on one hand, and, on the other hand, 

provides larger assortment of products in relation to classic stores. Namely, there are high 

costs related to stocks. The distribution of goods bought via the Internet lowers the price of 

the product considerably, and the electronically created contents are cheaper and more 

available. All the activities conducted in this type of a distribution channel have the goal of 

achieving better efficiency by maximizing the sales, with the satisfaction of customers and 

lowering of the costs, and being economic for all the participants. The modern information 

technology has enabled more effective systems of planning in the framework of distribution, 

which has then reduced the delivery time.  

 

It is exceptionally important to find the balance in the delivery speed of the ordered goods and 

the delivery costs. The delivery is one of the key moments in the logistics process, from the 

production of goods and services, to the key moment when goods or services are delivered to 

the final consumer, i.e. when the buyers finally receive the counter value for their money. The 

delivery, alongside receiving and processing orders, represents one of the most important 

parts of the distribution management. By purchasing via the Internet, the buyer can find 

reviews from other buyers (satisfaction with the product, delivery speed etc.) while choosing a 

product on the seller’s web site. If the reviews are positive, it can additionally encourage the 

purchase.  

 

E-commerce offers the great advantage to the consumers, for they can individually 

communicate with the supplier, via e-mail and similar forms of online communication. While 

communicating with the supplier, the customers can track their product up until the delivery, 

which diminishes the fear that the delivery will not take place at the agreed time. Unlike the 

traditional stores, where the customer physically enters and chooses the desired product, 

which disturbs privacy of choosing and buying a product, while buying online, this privacy is 

greatly assured. Relating to the very delivery costs, by ordering the product online, there is a 

possibility of ordering products with no delivery costs. Free delivery costs have a positive 

effect on the decision on the purchase, since the savings related to going to the classical store 

are then achieved (gasoline or public transport costs etc.) 

 

 

4. EMPIRICAL RESEARCH ON THE IMPORTANCE AND SIGNIFICANCE OF 

DELIVERY IN E-COMMERECE IN THE REPUBLIC OF CROATIA 

 

4.1. The sample   

The sample consisted of 320 respondents, students, employed and unemployed individuals at 

the age from 16 to 72, out of which 65% were female (N=210), and 35% male (N=112). The 

respondents were asked about their age, so, according to the age distribution, the dominant 

age group was the one between 25 and 30 (37.30%), and the second between the ages of 20 

and 25 (36,68%). The first three age groups made 79.62% out of the total age distribution of 

the respondents in the sample. The overview of the distribution frequency according to age is 

shown in Table 1. 



Table 1. Age structure of the respondents   

Age Frequency % Frequency  Accumulated series % 

up to 20 18 5.64% 5.64% 

20-25 117 36.68% 42.32% 

25-30 119 37.30% 79.62% 

30-40 31 9.72% 89.34% 

30-50 19 5.96% 95.30% 

more than 50 15 4.70% 100.00% 

Total 319 100%   

Source: Compiled by the author 

 

Following the earlier notes, the representation of distribution of frequency according to age is 

shown in Chart 1, where it is evident that the distribution of the respondents according to age 

does not follow normal distribution, i.e. the distribution of extremes according to age can be 

detected at the left distribution end, i.e. the respondents older than 50 (4.70%). 

 

Chart 1. Histogram of the respondents age structure (% frequency) 

 
Source: Compiled by the author 

 

The respondents were also asked about their education, and the results of the analysis suggest 

that the dominant group of the respondents have high expertise (N=119), i.e. 38.64%. The 

second most dominant group was the respondents with secondary education (N=76), 24.68%. 

Only 19.83% of the respondents in the sample had a masters or a doctorate degree (N=58).   

 

Table 2. Educational structure of the respondents  

Category Frequencies % Frequencies Accumulation % 

secondary 

education 76 24.68% 24.68% 

higher education 55 17.86% 42.53% 

high education 119 38.64% 81.17% 

masters 52 16.88% 98.05% 

doctorate 6 1.95% 100.00% 

Total 308 100.00%   

Source: Compiled by the author 
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The distribution of the respondents according to the level of education is represented on Chart 

2, where it can be concluded that the distribution does not follow the form of normal (bell-

like) curve. Moreover, the potential untypical distribution values of the respondents according 

to the level of education can be found in the category of the individuals with a doctorate 

degree (N=6), 1.95%.  

 

Chart 2. Histogram of the respondents according to the level of education (% frequency) 

 
Source: Compiled by the author 

 

Furthermore, the respondents were asked about their work status. Most of the respondents are 

employed, and 35% of them declared to be students. Only 10% of the respondents in the 

sample said they were unemployed. The overview of the respondents’ structure according to 

the current work status is shown in Picture 4. The respondents also answered the questions 

about their pay bracket. Most respondents are in the pay bracket of up to 3000kn (31.56%), 

while the next largest group is between 3000 and 5000kn (28.44%). It is evident that the 

higher the pay bracket, the number of the respondents is lowering, so the sample encompassed 

only 16.25% of the respondents with monthly salary of more than 7000kn. The results of the 

analysis are shown in Table 3. 

 

Table 3. Structure of the respondents according to pay brackets  

Pay brackets Frequency % frequency Accumulation % 

up to 3000kn 101 31.56% 31.56% 

3000 - 5000kn 91 28.44% 60.00% 

5000 - 7000kn 76 23.75% 83.75% 

more than 7000kn 52 16.25% 100.00% 

Sum 320 100.00%  

Source: Compiled by the author 

 

The respondents were asked about the type of goods they purchase over the Internet, and, as it 

was expected, most respondents buy clothes, shoes and jewellery (59.38%), and then 

electronic products (22.81%). A detailed structure of the goods the respondents buy via the 

Internet is shown in Table 4 and Chart 3.  
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Table 4. Structure of the respondents according to the type of goods they buy via the Internet  

Type of goods Frequency % frequency Accumulation % 

Electronic products 73 22.81% 22.81% 

Household products (furniture, light 

fixtures, dishware etc.) 24 7.50% 30.31% 

Clothes, shoes, jewellery 190 59.38% 89.69% 

Food products 17 5.31% 95.00% 

Other   16 5.00% 100.00% 

Total 320 100.00%  

Source: Compiled by the author 
 

Chart 3. Bar chart distribution of the respondents according to the type of goods they buy  

 
Source: Compiled by the author 

 

4.2. Methodology of the research 

 

In the research, data was collected on the respondents who purchase a certain percent of the 

products over the Internet. The data was collected in the period from 1 September to 10 

September 2017, by means of an online questionnaire created with the Google survey 

application. The respondents were students, and employed and unemployed individuals who 

were asked about the significance of the delivery factors while purchasing via the Internet. 

The respondents were also asked about their socio-demographic characteristics, such as 

gender, age, education, monthly salary etc. At the beginning of the questionnaire, the 

respondents were given standard instruction where it is pointed out that the research deals 

with “The analysis of the significance of the delivery while buying over the Internet”, and 

every instrument in particular had a specific instruction which explained what the respondents 

were asked to do. 

 

4.3. Data analysis 

 

Various statistical procedures were used in the research, in line with the set research 

problems. The initial analyses that deal with the description of the sample and the connection 

between the variables were made in the SPSS 21 program. 

 

The questionnaires, for the purpose of this research, were translated into Croatian, and 

therefore, the metric characteristics of such translated scales are not known, yet the 
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psychometric analysis of the variables was not conducted, which is certainly something for 

future researchers to take under advisement. The construct validity relates to the empirical 

conclusion on the question wether the scale measures the targeted construct, and, as a way of 

confirming this, factor analysis was used (Petz, 1981). Thereby, the homogeneous survey 

should be of a one-factor structure, while in a heterogeneous survey, there should be as many 

factors as there ate constructs, i.e. subscales. For the purpose of a detailed analysis of the 

sample characteristics and acquiring the data on gender differences, and the differences in the 

family background, a series of t-tests was conducted (for all of the observed variables).  

 

Likewise, the variance analysis was conducted, in order to research whether there were 

discrepancies in the observed characteristics, depending on the area the respondents are 

studying in. For the purpose of gaining initial insight into the relation between the variables in 

the model, and testing of another aspect of the scalesʼ validity (convergent validity), the 

regression analysis between the observed variables was also analysed. 

 

4.4. The analysis of the empirical research 

 

With the purpose of acquiring as concrete results as possible on the dynamics of the 

movement of the variables, the model of multiple linear regression was used, in order to 

analyse whether the delivery factors have statistical significance on the final satisfaction upon 

the delivery. The tested models will try to prove that the independent predictors can foresee 

the movement of the perceived grade of the customersʼ satisfaction with the delivery, i.e. that 

the satisfaction with the delivery will grow if the predictors used in the model grow. The 

results of the regression analysis are shown below. 

 

Table 5. Summary of the regression model results 

R 
Determination 

coefficient 

Corrected 

determination 

coefficient  

Standard regression 

deviation 

 

F p 

0.50 0.25 0.23 0.76 9.31 <0.01 

Source: Compiled by the author 

 

The initial results of the regression model of satisfaction with the delivery suggest that the 

model has explained 25% of the total deviations; however, although, based on the indicator of 

the determination coefficient, it can be concluded that the results of the model are volatile 

(       , the indicator is nevertheless statistically significant (F=9.31; p<0.05). Hence, 

different respondents perceive the factors that are important for them while buying online in a 

different way. The results of that are heterogeneous (dispersed) data and low determination 

coefficient. Furthermore, statistical significance of the entire regression model was analysed 

by means of an aggregated test, based on which conclusions can be made on the significance 

of at least one independent variable in the regression model. The results are presented in 

Table 6. 

 

Table 6. Table of the variance analysis of delivery satisfaction model  

Model 
  

Sum of 

quadrants Liberty levels 

Middle of 

the quadrant 
F p 

Model of 

customersʼ 

satisfaction with 

the delivery 

Explained 59.161 11 5.378 9.311 <0.05 

Unexplained 175.016 303 0.578   

Total 234.178 314    

Source: Compiled by the author 



The results of the aggregated test indicate that at least one of the variables in the model is 

significant (F=9.31; p<0.05), and below, all individual influences of the variables in the 

model of satisfaction with the delivery will be tested separately. The results are shown in 

Table 7. This test tells us that, while shopping via the Internet, at least one of the observed 

factors will definitely be important to the respondents. 

 

Table 7. Table of the coefficients in delivery satisfaction model  

Model of customersʼ satisfaction 

with delivery 

Non-standardized 

coefficients 

Standardized 

coefficients t p 

 ß SE ß 

Satisfaction 1.463 0.406  3.60 <0.05 

Inability to shop online -0.016 0.037 -0.024 -0.42 >0.05 

Money savings -0.025 0.042 -0.037 -0.59 >0.05 

Delivery -0.159 0.048 -0.241 -3.31 <0.05 

Positive comentaries 0.295 0.047 0.418 6.12 <0.05 

Time savings 0.055 0.051 0.084 1.17 >0.05 

Communication with supplier 0.051 0.051 0.058 1.00 >0.05 

Package tracking 0.025 0.051 0.029 0.49 >0.05 

Reclamation 0.085 0.074 0.064 1.14 >0.05 

Delivery costs 0.164 0.055 0.157 2.99 <0.05 

Privacy 0.085 0.040 0.115 2.14 <0.05 

Speed 0.159 0.060 0.143 2.64 <0.05 

Source: Compiled by the author 

 

Based on the results of regression analysis, it can be said that there is a significant number of 

factors which are deemed statistically significant by the users of electronic delivery. 

Following that, the construct of delivery will have a negative influence on the final 

satisfaction of the customers (t=-3.31; p<0.05), i.e. at the moment of ordering a product, the 

user is forming certain expectations, and, based on the results of the analysis, the very 

delivery process from the point of the user will be negatively perceived, but statistically 

significant factor for the total final satisfaction. That is, when a buyer forms certain 

expectations while ordering a product, any deviation during the delivery process, like the 

prolonged time of the delivery (delivery speed), will have a negative effect on the final 

perception of satisfaction, regardless of the fact that the delivered product is authentic to the 

one the final user has ordered. Positive commentaries are also a statistically significant 

variable of the satisfaction with delivery model, i.e. the more positive commentaries on a 

specific product, the greater final satisfaction (t=6.12; p<0.05).  

 

Another statistically significant factor of satisfaction is the construct of delivery costs, i.e., if a 

certain product is labelled free delivery costs, the final satisfaction of the consumers will rise 

(t=2.99; p<0.05).  

 

The construct of privacy is also a statistically significant predictor of complete satisfaction 

model, so it can be concluded that, with the rise of the level of privacy, the level of total 

perceived satisfaction rises as well (t=2.14; p<0.05).  

 

Delivery speed is also a statistically significant predictor of total satisfaction with buying 

online model; the faster the delivery, the greater the satisfaction of the customers (t=2.64; 

p<0.05).  



To conclude, the users who order products via the Internet, do not deem every factor of 

delivery equally important, i.e., based on the results of the analysis, it can be concluded that 

the constructs of delivery (in general), positive commentaries, free delivery label, privacy and 

speed, are statistically significant predictors of total satisfaction model, while buying via the 

Internet, and all the predictors, besides delivery, positively influence the movement of total 

satisfaction, which are the results that were expected. 

 

 

5. CONCLUSION 

 

At the end of this paper, it can be concluded that the importance and significance of delivery 

in e-commerce is still an unexplored topic. From the overview of the available literature, it is 

evident that very little researchers have conducted research on this topic and most literature 

consists of expert opinions and case analyses. Although this literature is abundant, it does not 

offer a concrete answer to the main question of this paper, i.e. the importance and significance 

of delivery, and its influence on customersʼ decision-making related to e-commerce. 

 

This research paper has tried to answer the question of the importance of delivery in e-

commerce, i.e. to what extent delivery influences the decision to buy via the Internet. Besides 

that, the paper has tried to answer certain questions about the importance of the factors which 

form final consumers’ satisfaction with the delivery of the product, and the results of the 

analysis point to several statistically significant factors, wherein it cannot be directly assumed 

that other factors are not important during the delivery. Final satisfaction with the delivery is 

formed at the very beginning, from the recommendation (positive commentaries from other 

buyers), until the delivery of the specific package; in this process, the consumer goes through 

several phases, and it should be assumed that, to individuals, certain factors are more 

important than others. More specifically, the conducted research on the retail market in the 

Republic of Croatia, indicates that buyers form certain expectations on the delivery of the 

products upfront, and, if there are deviations in the process of delivery, like the postponed 

delivery, the customers will perceive the final satisfaction negatively, regardless of the fact 

that the delivered product is authentic to the one they have ordered. Important factors which 

are analysed are money savings, time savings, positive commentaries from other buyers, 

communication with the supplier, package tracking, reclamations, delivery costs, delivery 

speed and privacy. The results of the conducted research suggest that the most important 

factors are positive commentaries from other buyers, delivery speed, delivery costs and 

privacy. These results do not thereby imply that other factors (communication with the 

supplier, package tracking, reclamations etc.) are not of importance. Namely, they suggest 

that these factors, when we talk about buying online, are not most important among all the 

analysed factors. Future researches should focus on the theme of soft spots concerning the 

delivery in e-commerce. This would thoroughly define the factors that bother customers most 

during the delivery of products bought over the Internet. The aim would be to improve the 

delivery, and thereby, to boost the final satisfaction of the customers when the product arrives 

at the home address. 
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