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Abstract 
This study investigates the influence of key factors in delivery services such as courier 
performance, delivery location, delivery time, and availability of complaint services on 
customer satisfaction in the context of online shopping applications. Using a quantitative 
approach and data collected from 300 valid responses in Medan were collected using 
purposive sampling, this study utilised PLS-SEM through SmartPLS to test the proposed 
model. The results show that all four factors have a significant and positive impact on 
customer satisfaction, with delivery time showing the strongest influence. On the other 
hand, the existence of an easily accessible and responsive complaint system strengthens 
consumers' trust in e-commerce platforms. Implications for e-commerce platforms and 
logistics providers are also discussed in this study, thus providing a clear understanding 
of the performance of e-commerce platforms in Indonesia. In addition, this study also 
makes a practical contribution by suggesting that e-commerce companies should focus 
more on improving delivery efficiency and post-purchase service, as well as building a 
proactive customer complaint system. Academically, the results of this study add to the 
literature in the field of logistics management and customer satisfaction in the digital era, 
and open up room for further research that can explore additional factors such as shipping 
costs, item security, and app user experience. 
 
Keywords: Complaint Handling, Courier, Delivery Service, Delivery Location, Delivery 
Time 

 

 
1. Introduction 

The growing e-Commerce services today make people prefer to use online shopping 
applications to buy products according to current trends and lifestyles. Products 
purchased are generally products that have attractive offers such as discounts or discounts 
given. These offers are often given if the purchase is made during the mid-year sale 
festival on a certain date to get product discounts or free shipping to the buyer's location. 
This is the basis for many complaints from buyers because the products purchased are not 
in accordance with the types and images available in the application. In addition, the delay 
and length of delivery time is also an important assessment after making a purchase. 
Service support is also an issue that needs attention, because friendly service from the 
courier is also the final assessment of the buyer before giving an assessment of the 
satisfaction of the product that has been purchased from the store or online shopping 
partner of the application provider. 

Courier delivery services are currently very helpful in accelerating the process of 
receiving products to buyers. The choice of flexible shipping services is one of the 
conveniences obtained when making purchases on online shopping applications. 
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Monitoring the delivery process also becomes easier for buyers, especially if there is a 
delay. The problem that often occurs is the impatience of the courier in the delivery 
process if the customer is not at the delivery address, especially if the payment is through 
COD (Cash on Delivery). The courier immediately takes the initiative to carry out the 
return process without the consent of the buyer. This is what underlies the buyer's 
dissatisfaction with the courier's service during the package delivery process for the 
buyer's product purchase as shown in Figure 1: 

  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1. Package Purchase Process Based on Delivery Status 
 
In Figure 1 above, it can be explained that the process of sending the buyer's package 

can also be monitored through the buyer's online shopping application such as when the 
delivery time arrives and the delivery status of the package which will later be sent by the 
courier can also be obtained through the online shopping application owned by the buyer. 
When sending the buyer's package, the courier's response is also considered too long to 
respond to the package to be received if the payment is made through the COD (Cash on 
Delivery) system which requires the buyer's trust in the courier during the package 
delivery process.  

The delivery location is the location given according to the information in the online 
shopping application. as for the problems that often occur during the delivery of buyer 
packages related to the delivery location, among others because: (1) incomplete or unclear 
addresses from buyers who write incomplete addresses such as without house numbers, 
rt / rw, postal codes, or important landmarks, which have an impact on couriers having 
difficulty finding the exact location, lost or misdirected packages and delayed or failed 
shipments; (2) the location is not detected by the system (GPS error), because online 
shopping applications are usually integrated with digital maps (such as google maps) and 
inaccurate or unavailable locations in the system cause incorrect shipping coordinates so 
that they do not reach the recipient's address. In addition, buyers are also unable to utilise 
the real-time tracking feature appropriately; (3) location name mismatch (address and gps 
point are out of sync), this happens because buyers often choose a GPS point that does 
not match the typed address such as the address mentions city a but the location point is 
in city b so that the courier can send to the GPS point, not the actual address which makes 
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the courier confused and delays delivery; (4) remote or difficult to access locations, in 
other words, the address is in a narrow alley, an area without a street name, or a rural area 
which makes couriers or third party logistics can experience obstacles accessing the 
location; (5) sudden location changes by the buyer, who sometimes changes the delivery 
location after the order is confirmed or on the way because not all platforms provide this 
feature flexibly, so the courier is confused and the order can be delayed and has a risk of 
the package being returned to the warehouse or the original address; (6) no recipient at 
the destination location, this often happens because there is no one who can receive the 
package when the courier arrives, and it usually happens that the delivery is made during 
working hours, and the package can be returned or needs to be rescheduled. 

The delivery time of the buyer's package will depend on the real-time conditions 
through which the buyer's package travels but sometimes this delivery time can be a 
problem due to: (1) delivery delays where the package does not arrive at the promised 
estimated time due to order overload (high season), logistical constraints, or weather 
problems; (2) differences in estimates and real time delivery, this happens a lot because 
of the mismatch between the system displaying the estimated time and the reality at the 
time of the delivery process which takes longer than the initial estimate; (3) inflexible 
scheduling, this happens when the courier arrives at a time that does not match the buyer's 
availability and not all platforms provide a ‘choose delivery time’ feature; (4) too long 
processing at the seller, this happens because the product has been ordered and paid for, 
but the seller is late in processing the order (packing & handing over to the courier); (5) 
problems in the warehouse or transit because the package is held for too long in the transit 
warehouse or logistics distribution centre; (6) no delivery service on holidays and results 
in the package arriving later than expected; (7) misrouting or misplacement of shipments, 
this is because the package is sent through a route or path that is longer than it should be, 
or into the distribution path of the wrong region; (9) lack of real-time information because 
the application does not update the delivery status accurately or in real-time so that 
customers do not know when the package actually arrives; (9) unilateral cancelled 
shipments, because orders are cancelled by the system due to extreme delays or logistical 
problems. 

Based on the description of the problem above, dissatisfaction can occur because the 
information provided through the online shopping application does not match the real 
situation despite the many obstacles and obstacles experienced by the courier during the 
process of sending the buyer's package. This is what interests researchers to conduct 
research on the use of online shopping applications that have never been published 
regarding the wishes of buyers and the efforts made by application platforms to make 
changes to their systems and services in order to maintain buyer confidence and not turn 
to other online shopping application platforms. 

 
2. Theoretical Background 
2.1  Customer Satisfaction 

Customer satisfaction is often defined as the degree to which a product or service 
meets or exceeds the expectations of customers. According to a study by Kumar et al. 
(2020), customer satisfaction is "the emotional response of a customer to the perceived 
quality of a product or service, which is influenced by their expectations and experiences" 
(p. 45). This definition emphasizes the subjective nature of satisfaction, highlighting the 
role of individual expectations. From the service quality perspective, customer 
satisfaction is closely linked to the dimensions of service quality. Zeithaml et al. (2018) 
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propose that customer satisfaction is a function of the perceived service quality, which 
includes tangibles, reliability, responsiveness, assurance, and empathy. This framework 
suggests that higher service quality leads to increased customer satisfaction. 

The Expectation-Confirmation Theory (ECT) posits that customer satisfaction is 
determined by the confirmation or disconfirmation of pre-purchase expectations. 
Bhattacherjee (2021) states that "satisfaction arises when the actual performance of a 
product or service meets or exceeds the expectations set prior to the purchase" (p. 112). 
This theory underscores the importance of managing customer expectations to enhance 
satisfaction. 
 
2.2. The Role of Couriers 
 According to a study by Wang et al. (2020), couriers are defined as "individuals or 
companies responsible for the delivery of goods from a seller to a buyer, ensuring timely 
and safe transportation." This definition highlights the dual focus on speed and safety, 
which are critical components of customer satisfaction in delivery services. In a more 
comprehensive view, a book by Kumar and Singh (2021) describes couriers as "the final 
link in the supply chain, acting as the face of the company to the customer." This 
perspective underscores the importance of couriers in shaping customer perceptions and 
experiences, as they often represent the brand during the last-mile delivery process. 

Couriers are essential for optimizing last-mile delivery, which is often the most 
complex and costly segment of the logistics process. A statistical analysis by Zhang et al. 
(2021) revealed that efficient courier operations can reduce last-mile delivery costs by up 
to 30%. This efficiency is crucial for maintaining competitive pricing in e-commerce. 
 
2.3. Delivery Locations 

According to a study by Wang et al. (2020), delivery locations are defined as specific 
geographical points where goods are delivered to customers. These locations can vary 
from residential addresses to commercial establishments, and their characteristics can 
significantly influence delivery efficiency and customer satisfaction. In their research, 
Kumar and Singh (2021) emphasize that delivery locations should be assessed based on 
their accessibility and convenience for both the delivery personnel and the customers. 
They argue that locations that are difficult to access can lead to delays and increased costs, 
ultimately affecting customer satisfaction. In research by Chen et al. (2023) explores the 
differences in delivery locations between urban and rural settings. They found that urban 
areas often have more sophisticated logistics networks, which can lead to faster delivery 
times. In contrast, rural areas may face challenges such as longer distances and fewer 
delivery options, affecting overall customer satisfaction. 

Delivery locations significantly influence the efficiency of logistics operations. 
Studies have shown that strategically chosen delivery points can reduce transportation 
costs and improve delivery times. For instance, a case study by Lee and Park (2021) 
demonstrated that optimizing delivery routes based on customer locations led to a 20% 
reduction in delivery times and a corresponding increase in customer satisfaction. 
 
2.4. Delivery Time 

According to a study by Wang et al. (2020), delivery time is defined as "the total 
time taken from the initiation of an order to the successful delivery of the product to the 
customer." This definition highlights the importance of measuring the entire delivery 
process rather than just the transportation phase. In their research, Kumar and Singh 
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(2021) describe delivery time as "the perceived duration by the customer from the point 
of order confirmation to the receipt of goods." This perspective emphasizes the subjective 
experience of customers, which can significantly influence their satisfaction levels. A 
recent article by Zhao et al. (2022) defines delivery time in the context of logistics as "the 
time efficiency of the supply chain, which includes warehousing, order processing, and 
transportation." This definition underscores the operational aspects of delivery time and 
its impact on overall supply chain performance. 

 
2.5. Complaint Service 

According to Kowalski et al. (2020), complaint service is defined as "a structured 
process through which customers can express dissatisfaction and seek resolution, thereby 
facilitating a dialogue between the customer and the service provider." This definition 
emphasizes the importance of communication in resolving issues. Tax and Brown (2019) 
describe complaint service as "an essential mechanism for service recovery that allows 
organizations to rectify service failures and restore customer trust." This perspective 
highlights the proactive role of complaint services in mitigating negative experiences. In 
their study, Lee and Kim (2021) define complaint service as "a feedback loop that not 
only addresses customer complaints but also informs service improvements and 
operational adjustments." This definition underscores the dual role of complaint services 
in both resolution and organizational learning. 
 
2.6. Conceptual Framework 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1. Conceptual Framework 
Based on the conceptual framework above, the following hypotheses can be 

drawn: 
H1 :  The role of couriers has a positive and significant effect on the customer 

satisfaction with goods delivery services  
H2 :  Delivery locations has a positive and significant effect on the customer 

satisfaction with goods delivery services  
H3 :  Delivery time has a positive and significant effect on the customer 

satisfaction with goods delivery services  
H4 :  Complaint service has a positive and significant effect on the customer 

satisfaction with goods delivery services 
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H5 :  The role of couriers, delivery locations, delivery time and complaint service 
have a positive and significant effect on the customer satisfaction with 
goods delivery services 

 
3. Methods 

This study employs a quantitative research design using survey methodology to 
explore consumer satisfaction with delivery services on online shopping applications. The 
data collection process involved the administration of an online survey targeting users of 
various online shopping platforms. The survey incorporated demographic profiling 
questions to ensure a comprehensive understanding of the participants' demographics. 
The population used in this study was 300 respondents and the determination of the 
sample using saturated sampling the entire population was sampled. Simple random 
sampling was used to ensure that every online shopping platform user had an equal chance 
of being included in the study. This approach increases the generalisability of the 
findings. Data analysis used structural equation modelling (SEM) to examine the 
relationship between the identified variables related to customer satisfaction. This 
analysis used SmartPLS, a software designed for path analysis and hypothesis testing. 
The statistical approach included path analysis facilitated by SmartPLS, which allowed 
for a robust evaluation of the hypothesised relationships. The model assesses multiple 
pathways to understand how courier, delivery location, delivery time, and complaint 
service availability affect overall customer satisfaction. This comprehensive 
methodology ensures reliability and validity in examining the factors that influence 
customer satisfaction in the context of delivery services in online shopping apps. 

 
4. Results and Discussion 
4.1 Measurement Model Evaluation 

a. Convergent Validity 
Construct AVE Cronbach's 

Alpha 
Composite 
Reliability 

Courier Performance 0.652 0.823 0.881 
Delivery Location 0.697 0.789 0.864 
Delivery Time 0.744 0.812 0.894 
Complaint Service 
Availability 

0.681 0.831 0.886 

Customer Satisfaction 0.726 0.845 0.902 
 

b. Discriminant Validity (Fornell-Larcker Criterion) 
All square roots of AVEs were greater than inter-construct correlations, indicating 

good discriminant validity. 
 

4.2 Structural Model Evaluation 
Path Coefficients and Significance (Bootstrapping with 300 samples) 
Hypothesis Path β (Beta) t-Value p-Value Result 

H1 Courier → 
Satisfaction 

0.241 3.768 0.000 Supported 

H2 Location → 
Satisfaction 

0.189 2.841 0.005 Supported 

H3 Delivery Time 0.372 5.127 0.000 Supported 
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Hypothesis Path β (Beta) t-Value p-Value Result 
→ Satisfaction 

H4 Complaint 
Service → 
Satisfaction 

0.212 3.224 0.001 Supported 

R² for Customer Satisfaction = 0.641 
 
4.3 Discussion 
The rapid expansion of e-commerce demands not only attractive online storefronts but 
also reliable and efficient delivery services. Consumers today expect their orders to arrive 
quickly, safely, and with minimal hassle. In this environment, the performance of 
couriers, adherence to delivery times, the intricacies of different delivery locations, and 
the effective management of complaint services play pivotal roles in shaping overall 
customer satisfaction. In this article, we examine these factors and present a discussion 
targeted specifically at e-commerce managers, logistics coordinators, and delivery service 
providers seeking to enhance the online shopping experience. 
 
4.3.1 Role of Couriers in Customer Experience 

Couriers are central to the delivery process and, as a result, have a pivotal influence 
on customer satisfaction. Previous research indicates that timely deliveries, effective 
communication regarding shipment status, and courteous interactions directly correlate 
with higher satisfaction levels (Kawa & Zdrenka, 2024). The physical and digital 
communication experience provided by couriers is essential to maintaining trust and 
loyalty among customers. Couriers are at the forefront of the delivery process; their 
professionalism, reliability, and communication skills directly impact consumer 
perceptions of online shopping services. According to Harter, Stich, and Spann (2024), 
deviations from the communicated delivery timeline have the potential to affect 
repurchase behavior significantly. This finding underscores that a courier’s inability to 
deliver within the promised time frame even if early or late can undermine customer trust 
and result in negative customer experiences. The inherent challenge is not simply to 
deliver packages, but to do so in a manner that meets or exceeds customer expectations. 
For instance, a courier who maintains clear communication, adheres to promised delivery 
windows, and handles packages with care can transform a routine delivery into an 
experience that reinforces customer loyalty. In contrast, even small inconsistencies in the 
delivery process may lead to negative perceptions that jeopardize a customer’s intent to 
engage in further transactions. Studies in the field suggest that timely delivery has a direct 
influence on creating a reliable brand image that is crucial in maintaining repeat business 
(Harter et al., 2024).  
 
4.3.2 Impact of Delivery Time on Customer Satisfaction 

Delivery time is a critical measure of performance in online retail. Harter, Stich, and 
Spann (2024) demonstrate that deviations from promised delivery schedules, especially 
delays beyond the anticipated timeframe, detrimentally affect repurchase behavior. 
Customers often exhibit heightened frustration when deliveries are late, even more so 
than when items arrive earlier than expected. Delivery time is arguably the most visible 
metric in the performance of an online shopping service. Research by Teotia (2025a) 
emphasizes that faster delivery speeds are strongly correlated with higher levels of 
customer satisfaction. Customers value punctuality and are particularly sensitive to 
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delays, which are often perceived as a sign of inefficiency or disinterest in the consumer’s 
time. The dissatisfaction expressed by consumers when deliveries do not meet the 
scheduled timeframes can escalate into formal complaints and, ultimately, a decline in 
repurchase intentions.  

This rapid-response demand in online shopping mirrors the broader trend towards 
quick commerce. When consumers experience prompt and predictable delivery services, 
their overall experience is enhanced, thereby increasing both satisfaction and loyalty. 
Conversely, delivery delays can trigger a cascade of negative reactions, including an 
increased rate of complaints, diminished trust in the e-commerce platform, and reduced 
willingness to engage in future transactions. Consequently, maintaining stringent 
standards for shipment and transit times is not merely an operational requirement, but a 
strategic imperative for online retailers (Teotia, 2025a). Importantly, the repercussions of 
deviating from promised delivery times extend beyond customer inconvenience. Late 
deliveries, as noted by Harter et al. (2024), can have a more substantial negative impact 
than early deliveries. This asymmetry suggests that while customers might appreciate an 
early arrival, being kept waiting or receiving items after the promised time can severely 
affect the overall shopping experience. 
 
4.3.3 Influence of Delivery Locations on Satisfaction 

Delivery location can significantly affect customer satisfaction. The convenience of 
having a choice between home delivery and designated pick-up points – influenced by 
the proximity to fulfillment centers – plays a role in the overall customer experience 
(Vakulenko et al., 2019). Inaccuracies or challenges related to reaching the specified 
delivery location can lead to delays and dissatisfaction, as highlighted by customer 
testimonials and case studies. Geographic factors play a critical role in determining 
customer satisfaction with delivery services. The disparity in service quality between 
urban and rural areas has been well documented. For example, research by Schwind et al. 
(2019) shows that the mobile internet experience, which influences the real-time tracking 
of deliveries, differs considerably between urban and rural consumers due to variations 
in network quality. Urban areas benefit from better infrastructure and a greater selection 
of express delivery options, which often translates into higher satisfaction levels.  

In urban settings, the availability of diverse delivery options, such as same-day and 
express services, allows consumers to select solutions that best meet their needs. The 
ability to choose a delivery mode that aligns with personal schedules and urgency is 
pivotal to enhancing customer satisfaction, as evidenced by studies in the field (Teotia, 
2025b). Urban consumers generally have a higher expectation for prompt service due to 
the competitive nature of metropolitan logistics, where multiple platforms vie to offer the 
fastest service. On the other hand, customers in rural areas often contend with 
infrastructural limitations that restrict delivery options. Although timely deliveries remain 
important, the limited variety of services available in these regions means that the impact 
of service differentiation is less pronounced. The research by Teotia (2025b) suggests that 
while rural consumers are sensitive to delays, their overall satisfaction is less dependent 
on the availability of various expedited options compared to their urban counterparts. In 
essence, tailored strategies that consider the unique infrastructural and demographic 
realities of each location are essential for maximizing customer satisfaction across 
different regions. 
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4.3.4 Availability and Effectiveness of Complaint Services 
The responsiveness and availability of complaint services are instrumental in 

mitigating dissatisfaction stemming from delivery issues. Effective complaint 
management reaffirms a consumer's trust in the platform and can even result in increased 
loyalty when problems are promptly resolved (Multi-stakeholder Perspective of Courier 
Service Quality in B2C E-commerce, 2020). Even a well-organized delivery strategy can 
encounter unforeseen challenges. This is where the role of complaint services becomes 
paramount. Effective and responsive complaint handling not only resolves individual 
issues but also plays a significant role in restoring customer trust. Chopra, Arora, and 
Pandey (2021) demonstrate that analyzing customer feedback data allows businesses to 
identify and address recurring delivery issues actively. For consumers, the availability of 
efficient complaint channels serves as an assurance that their concerns will be heard and 
resolved in a timely manner. When consumers face delivery challenges whether through 
delays, damage, or miscommunication, the manner in which these issues are addressed 
can create a lasting impression. A proactive complaint service that offers quick responses 
and effective resolutions can mitigate the negative impact of delivery problems. Such 
service recovery not only salvages the immediate transaction but can also foster long-
term loyalty by showing that the company values customer feedback and is committed to 
improvement (Chopra et al., 2021). In contrast, when complaint services are slow or 
perceived as unhelpful, the resulting frustration can compound existing delivery issues. 
The customer’s experience can quickly deteriorate, leading to negative word-of-mouth 
and a decrease in the likelihood of repeat purchases. Thus, investing in robust complaint 
service mechanisms is essential for e-commerce companies aiming to maintain high 
levels of customer satisfaction, even in the face of occasional delivery challenges. 
 
5. Conclusion 
Customer satisfaction in the realm of online shopping is influenced by a complex 
interplay of factors, each of which contributes to the overall delivery experience. 
Couriers, for example, are not simply responsible for transporting goods; they stand as 
the primary interface between the seller and the customer. Their ability to deliver on time 
and communicate effectively can strengthen customer relationships and drive repeat 
business (Harter et al., 2024). Furthermore, delivery time is a critical determinant of 
satisfaction. Research indicates that faster delivery speeds lead to higher customer 
satisfaction, while delays provoke negative responses that can reduce the likelihood of 
future business (Teotia, 2025a). The differences between urban and rural delivery 
services also underscore the need for location-specific strategies. Urban consumers 
benefit from a diverse range of expedited options, whereas rural consumers may prioritize 
consistency over variety (Schwind et al., 2019; Teotia, 2025b). Finally, the management 
of complaint services is an indispensable component of the overall delivery ecosystem. 
Effective complaint resolution mechanisms not only remedy isolated incidents but also 
foster a culture of continuous improvement, reinforcing customer trust and loyalty 
(Chopra et al., 2021). In summary, e-commerce managers and logistics coordinators 
should adopt a holistic approach that simultaneously addresses courier performance, 
delivery time, location-specific challenges, and the efficiency of complaint handling 
systems. Only by integrating these elements can online retailers hope to deliver an 
exemplary customer experience and maintain a competitive edge in today’s dynamic 
market. As the online shopping landscape continues to evolve, future research and 
operational improvements in these areas will remain essential. By prioritizing reliability, 
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efficiency, and responsiveness at every step of the delivery process, e-commerce 
platforms can build stronger relationships with their customers, driving both loyalty and 
long-term business growth. 
 

References 
Brandstätter, V., & Olaverri-Monreal, C. (2020). Efficient transport logistics: An 

approach for urban freight transport in Austria. arXiv preprint arXiv:2006.11377. 
Chen, L., & Wang, T. (2023). "The Influence of Complaint Service Availability on 

Customer Satisfaction in Online Shopping." E-commerce Research and 
Applications, 45, 101-115 

Chopra, A., Arora, M., & Pandey, S. (2021). Delivery issues identification from customer 
feedback data. arXiv preprint arXiv:2112.13372. 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2021). *A Primer on Partial 
Least Squares Structural Equation Modeling (PLS-SEM)*. Sage Publications. 

Harter, A., Stich, L., & Spann, M. (2024). The effect of delivery time on repurchase 
behavior in quick commerce. Journal of Marketing Research, 61(2), 123-137. 
Retrieved from https://journals.sagepub.com/doi/10.1177/10946705241236961 

Hendra Jonathan Sibarani (2021). Digital Marketing Implementation on Development 
and Prospective Digital Business (Case Study on Marketplace in Indonesia). 
Malaysian E Commerce Journal, 5(2): 64-68 

Kawa, A., & Zdrenka, W. (2024). Logistics value in e-commerce and its impact on 
customer satisfaction, loyalty and online retailers' performance. The International 
Journal of Logistics Management, 35(2), 577-600. Retrieved from 
https://www.emerald.com/insight/content/doi/10.1108/IJLM-02-2023-
0078/full/html  

Kotler, P., & Keller, K. L. (2016). *Marketing Management* (15th ed.). Pearson. 
Kumar, R., & Singh, A. (2022). "Analyzing the Effect of Delivery Locations on Customer 

Satisfaction in E-commerce." Journal of Retailing and Consumer Services, 64, 102-
110 

Multi-stakeholder perspective of courier service quality in B2C e-commerce. (2020). 
Frontiers in Psychology, 11, 1-12. Retrieved from 
https://pmc.ncbi.nlm.nih.gov/articles/PMC8139509/  

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A Multiple-Item 
Scale for Measuring Consumer Perceptions of Service Quality. *Journal of 
Retailing*, 64(1), 12–40. 

Schwind, A., Wamser, F., Wunderer, S., Gassner, C., & Hoßfeld, T. (2019). Mobile 
internet experience: Urban vs. rural – Saturation vs. starving? arXiv preprint 
arXiv:1909.07617. 

Smith, J., & Lee, K. (2020). "The Role of Couriers in Last-Mile Delivery: Implications 
for Customer Satisfaction." International Journal of Logistics Management, 31(4), 
789-805 

Teotia, V. S. (2025a). Impact of delivery speed on customer satisfaction in online 
shopping: A focus on quick commerce. International Journal of Scientific Research 
in Engineering and Management, 9(5), 45–50. 

Teotia, V. S. (2025b). Does delivery service differentiation matter? Comparing rural to 
urban e‑consumer satisfaction and retention. Journal of Business Research, 142, 
476–484. 

Vakulenko, Y., Shams, P., Hellström, D., & Hjort, K. (2019). Online retail experience 



IJEELSC, Vol. 2 No. 01, January 2026   
DOI: https://doi.org/10.61990/d5jbr464                 e-ISSN 3123-6383 

International Journal of Economics, Education, Law and Social Sciences. 
IJEELSC, PT. ZILLZELL MEDIA PRIMA, 2026. 
 
 

37 

and customer satisfaction: The mediating role of last mile delivery. The 
International Review of Retail, Distribution and Consumer Research, 29(3), 306-
320. Retrieved from https://www.mdpi.com/2071-1050/16/11/4743  

Zhang, Y., & Zhao, X. (2021). "Delivery Time and Customer Satisfaction in E-
commerce: A Study of Last-Mile Delivery." Journal of Business Logistics, 42(3), 
234-250. 


