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Abstract

Purpose: The purpose of this paper is to investigate the effect of interaction between product category (fresh vs. indulgent product) and
shopping options (shipping charge and delivery time) on customer satisfaction and purchase intent in an e-commerce context. When
ordering groceries online, consumers begin to allocate a larger share of their grocery budget toward product categories that generally
contain healthier items at the expense of product categories that generally contain more indulgent products. Moreover, customers are
extremely sensitive to shipping options such as shipping charges and delivery time. Therefore, this research investigates the issue at a
more segmented level to focus on the impact that one dimension of logistics service quality - product category, shipping charge, and
delivery time have on customer satisfaction and purchase intent. Research design, data, and methodology: To test the theoretically
derived priori hypotheses concerning product category, shipping charges, delivery time, satisfaction, and purchase intent, this research
presented a scenario-based experiment. Eight treatment groups were assigned by the method of product category (fresh produce vs.
indulgent product), shipping charge (free vs. paid), and delivery time (one-day vs. two to three days). A total of 240 subjects were
divided into groups and exposed to one of the eight scenarios. Participant’s purchase intention was the dependent variable, and ANOVA
and L-matrix were used to analyze for main and interactive effects between factors. Conclusions: Results indicated that in tests 1 and 2,
free shipping and fast delivery time increased consumer satisfaction as well as purchase intent, and fast delivery moderated the impact
of free shipping on consumer satisfaction and purchase intent. Test 3 showed that the effect of free shipping on consumer satisfaction
and purchase intent moderated by fast delivery for indulgent products. In contrast, fast delivery for fresh products moderated the effect
of paid shipping on consumer satisfaction and purchase intent. Consistent with this proposed mechanism, the relative importance of
fresh produce versus indulgent products highlights the effect of shipping options on consumer satisfaction and purchase intent when
ordering the target product in an e-commerce context. We conclude with a discussion of the theoretical and practical implications of our
findings.
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2. Literature Review

2.1. Consumer Preference
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2.4. Shipping Options
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MHIE X F& S X 232 HiS, 3. AMKIE X F2HIE X SIS, 4
AMNE X FEHIES X 232 HIE, 5. HIAMMKIE X F2HIES X 22y
& 6 HIAM HZE X 22HE X 23 His, 7. H[AIM HIZE X SEHIS

bl

El

-
;
El

S, 2 A

X gaHiS 2|1 8 HAd HE X 72 HiS X 23 HiSO0| /ULt 2
= 7S 87| ALIZ|2 & SO FA9|2 30 2 EIUCE
= GTE 37HK|2| HElE TSI A 12| B2, HiEH|I81t HH
SAIZHO| W2}t 242fo] AH|A HHS(RIEEet F10io|E)S BESIRL
2 29 B2, HiSHI8at HiSAIZE MO[0] &= HES, E'P‘I':'*i
2 39 %%% oM S E52l Xto[0]] 2t HiEH|Eat BiSAIZE Ao

| &= A0 WE S-S BESIAUCL
olof EEP— ATEAE ChEa 20k JM, L 2H|XP 7|0sks |
Ho| HiEHIE2 dofelvk S/, 28X} 7|Ciohs FRElES fIg
E|2T0HHIE2 2017k MR, 2H|Xt 7|CHoh= XHQ| HiEAIZE
2 EQZR UM, iEH|Ent AH[Xt| ”Fiﬂf ToHel=0f ”*Mﬁl
7t A=71r AR, BiESA| 2 H[ARe| 2HESIL oI 0f ket
7f °'=7F’ Of 53R, HHEHI 81t BiSAIZE AOI0f H=%E0 iHIXPE
Eof el =0l Aot TS OIXl=71 LEm, HiSH| 8t B
%:-/\I7+ Afojof aH[xte| 0j

50| ZE Q02N 2H|XF EEEeF POHO|E0f oMLt eSO
X[=7 DX 2, 2H|XH FOIKIEES, HISHIE XL HiSAIZHO0] &~
HIXte| 2FEEDL Ol =0f DX = Fetof et A8 Q! AH|X} O
STES T -ISIAL Bt

?lof ofE 7HK| S =XS LS| 2ol &8

2

rEl

Z_

[xte] d2=E 7|

A
Z2 SN 7K B 1 T EZ0| MEHAM w HIMM HIZ), 2. HiES
A2 (EY v 232 HIE) T12| 10 3 HIEESHIE (FE w. =)0 2 AH]|
Xto| BHEEEQt FLOfo|=0fl ofiist FEE O|X|= 7t Yol MEs
Edl| A™SE X} S HTwo-Way & Three Way Congruence: 2 X 2 X 2 ANOVA),
O|E IoH 2 A= LmarixE O1Z310] M| 7HX| MY H=xTFOIHIZES
20| B HISHIE, HiSAIZhAoIM Zi2te| T g A7detn 7hstt
RE HE F Biksimple main effecy)S 72 O'O|CE 1 Zf H|K}
O MZ=ALO|0]| Pairwise ComparisonsS 7|2 8 CHH|ZHZf(Contrast
Esimates)?| Z20k= X|G7HK| AHSfOM Zhafet == Qs M2R F39

AHAMMB EE FEE Z0[C} CH22 2 7o) Ot o7 2HE3
7HA] EHRlAlEE Tt 7|2 AIE & MHAME)0)| MEF KA [CH Figre
1)

Delivery
Time

Satisfaction

Shopping

& Purchase intent

Charge

Figure 1: Research Model for Three Domains(Grocery
product, Indulgent product & Fresh Product)
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3.2. Manipulation & Measurement

= g 282N 2210 MEFuUES AIAIE w BILIF
2), HIEHE (2 w 72) X HIEAIRE(EE w 232)2 20U,
=22t FOES SoM MUNSEFe ME2 TE Ml 7| BAE

X O|ROIFCE ARy, LY AT LEAX|QI O|0IE 22101 4T 29

MHAME OiE T 10 =0l ®F T SIHE WHSIICE =M, 55
B0 P2 2 5 U 2R (o efec)t 22 Ol biasS 17
Stol, AR LRI 2H|RPZ LS = 232 52| HIEAIZ
o Xfo|7} eizfst MZEFLE M2 SFoM HMAAZICE Ox[ZHe
2 HO=E 12{o}0], HIF 2oL XY 2= (12N 2o
O|ESk= MIEO| ot 2y B0 &Y & s MUNES ME
= HHSI=S SIACE 0|2 ST, 222 FOiNIES Mo X X5t
B FH[ol1 Q= WA HFe B2, 7H RS fle HAhd =
TN, A IohS & 4 ACHD THAE Het AN 88X &
28S ZEBIALE AL 0| =& & 2 BIMts 58S, SHH
T W =AEYE 52| 582 Zefols Ut 42XIE a2
AT A=5E 2ol =22 MUMSO tiet 2T M2 J2I 3TAHIE
AN 237K 2EEE 4 MR 2T HES 218l 61032
F=2| Yt HY ZMEG)E S0 HA2= 27 SIRAC, HIMK|
2| MElio] ZR0 = MMMES 2Pt AEES HEY et St 3

A IF8E AN g2 S HIUEHELR oIt

TRt FRHiSI 22 HISHIE0 Tt HAXKIS| Xol=, &8 &
S ikattribute framing effoctyS O ESH] M|A[SHACE HIEHIEOH| EHOF &
oA SiLte| £8R0HE 72 E= FE2 HHO & 21 RESHACL
M HAATO| BIEHIES| F 7HX| YEE 0I8310] AL &

— od=
2ifo| ¢ Yoz HiEH|IE0| REY M= AH[XR7H HIEO T
[X=X

oh 2EIS LI MEFOIE BRSO HIkslD, HjsH|80| &Y
e SEHo 2 HIIICHs Wang(1996) AT AME E8IQCL & £
of| 2k MEHo| F|HiE GHO| LIEHt= A2 S Sl bidirectionl
framing effoc) 2 HHSHH O|= MEH H|S2| H|E Of7|SHt 1 FHSBIRY

L, B4 3ke

Ok OlE ST, A MEHIMMMEZ)0IHAM F2HIEel 4
(% TE 15712 15000:2| HE 7t FRHIE O 2 FASIYN, [E
12 HA 3kg (= 1570)2] 125009 70t 250092] |- HH
= S/ E HAISIILE. Ol 2l ¥~ confounding fm&w
| XtO|Z 73t | kM RIS FEHIZHA
15)_I 7}z *%% HiS X2|0fA =
Z0f| HiSH|ES it giat 2Tk

HiS A2t x*E*OH 2ot A A0 MEH HIEAZE 24X
(extraneous)0 |0 AH[X} PHESO|LL FOHQ| = 0f| CHSIO] XX %to| H#H4=0|C}
(Liu, Parlar; & Zhu 2007; Shang & Liu2011). L AH|XH= BHE O H2 o 22
X 7 MHA ZE, E5| 2 HIEAZLS |Ske A= FX|Q| AHEO|

[
2
=
ok) ru
|o

ruHI |.n
o
N

FEMEHN £= 2

Ch. B2 2HIAF S2 F2 2 MES 7IHels Alts aZE ARt
(me starvedy 22 211 O, BiEAIZIO| ZO{X|H ?‘UHOH I1H3H ot
=S| ‘Y2 hCollier & Bienstock, 2006). 2221 TOH2| 2 HijS 2 &
Fo| 2H[Xfe| 7|7 |EL 2 HAIEY|= °H:f(Kurm1; 2018). [H2RA 2
A= HISAZIO] Cheh =72 SIS 232 B2 L0
ZABIOH, ARED HIAHHE 27 %%'&HI HESIAUCE

= g7 B i MEF SSAME w HILUEHS), HiS
HIEFE w 72), 12|11 HIEAIZKEY w 23200 U2t 28K} 2HE
Eof PO{O|=0f OffH XIOJHE EOl=A| WSt} SHACE. AH|Xt
O| UEREE FF}| oK Raffaty & Griffin 2009)0] AFESH 22
S0 320 Cifsl 78 M &=(1: O J=X| BiCt 7. 0 AZCHZ
=5 SR} 2EE0| OX(8 Ze2 & 2EL2 oIS -_rLUH
F=E Soff #et 0 X1I%01| Cis HIEFXOIC)) Ttafel=2| &
Harlam et al. (1995)0] AHE S 25 M-85t 78 A (1: 02 ZL%XI
BiCf, 7. O 2ZCh= -_r“éﬁ?i f7OHS= Al <o dait ME T
o S=2E Sl L= fles d

ﬁ
52 Z40kn AKX gicet 20 o B2 g ot
x|zt 23]

ZEAIZAC

4. Results
4.1. Manipulation & Realism Checks

M ZEX|9| H=olM ARBE Ml 7HX| B T 2212 FOHEE S
MHIE v HIA MR, HIEHIE(EE w R2), 12|10 BiIEAIZHE Y w.
2322 L[HXIZ 510ig Xl Bt XSS taget simul)E X[SHE
£ ORI EIIRES0| 242t MyZ0| Ofsi=E HII5H| 2ot
O|XHel 2 B = MK 28 H(woway or three-way contingence Tabley=
M2 MZAMEL HiSHIE 02|10 BiSA|IZHE HelshH| oL SteE R
| QA CHBachrach & Bendoly, 2011). All 7HX| A H==0f| CHoE ZEHAZ <
$tQo|mt ﬁﬂr ﬂ7| = Bt 220 (Acton etal, 2009), 280012 H7FX}

0| A Aol E20IM MAZUCE OIS S5, A
HZHAM ME) S01 St HAME 2822 & S7R0A =
Z A7|1 AEHEHIAMHIE)O] OFl H|AIM Iﬂa( I*ﬂﬂa) Ch

i
)
o

R
ba

M

D\I
2

2w 2-3%' HH~O—_
2M0IM I 2IAIZICE.

Rafferty & Griffin (2009)01] 2/8H H|QHE! 28| X}2| T+ = Harlam etal. (1995)
ol o8 X2 AFREl FOHR=E 212t K| ot 2 SiTol Z&H0|
MR|EE o At 2F oY =F0| 7014S RUCL O EH
AH10]| 2 H=0| DR QF 00| 0| 3 2H r§°*ﬂf(oonbach’s ool 2t
2 8002, & 22| B, 8594, OX[HC= o 3 0[AtS o
of

BE A0 MElYE SHEEIACE

| XHE EI1I/\I7<I§ :rL—.-_-O}XI %OP:

D$iRHs 20
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RS2 FOIT! AL 27t AA| 22t Fof &=o| 2|25
78 WeX| B O50| 22101 0 Aol AAS Aaket 4
UReEXE  HEFe=N Ay Mzl =Ho  wHdE
HI 51K ChDabholkar, 1994). 78 E2|FE HZO|M Ex 6328 /A0
FOUE 010N SAHFCE FO[FH H2E LIER} A|L2|20] CHst
RSl el MA| dE HEE E2{Yez UE F =EE
Aoz THR|RACt
4.2. Test 1

A 2H 1 & 2 Of|M, ZIW, LY AH|XL7E 2200 HES FostE
7IthSke AMEE HIMMHEIES|  TICH  HEBHIEEZ  2000@-
2500240 2k=80, 386 %01l 71 T2 SEEZ SHU2H, 2000210 =54,
261 %2 5 W M= 2 SHSIRACE 7|Cf BiSAIZE 22121 KIE-04
Ee=FE F 1Y 02t SETH AHXIE MY B w=136, 567%), 1
ct SESIRACE OX|Y2 2 AH|XEt
7|thSks AMEE HIAMDHES| FEHIES fIoh ZATOHHIE2
20000 O|&(194,392%), 15000 O & (1=69,288%)2| T=ME LIEFGATY,
M e HIAMEIES| L& 910, HiSH|&2| Xto|of whf AH|Xt
b FOiel=&= XIO|7 US ZO|Ch, Ee= HiEH|RO| AH|A}
g

r=

r

t(n)_L

5

U OOzt AT EXfE ZAOICh, 2k 7HE 19|
b= HiSHI80| RE0 4% HOt R&Q 49 AH[KIO| BHEE
(@88 v5.4:65), 1(238)= 148, p= 07 (oneside) 2 T-IH2| = (M(@.82 vs. 445), (238)~
255, p = 005 (onesidy= SHAIRIQE = EAEoZ Q05 Xj0|7}
USS EOJEL} EDE HESA[ZH} AHXIO| PHEEE G JLOHO| = of
AERA7E IS AO|Cp 2h= 7HY 29| Hik= HEEA|7H0] 23 ELC}
SHUOI R AH|X} PR (ME6 vs. 458), 1238)= 241, p =001 (oneside))2t
TOHOIE (M@A87 vs. 442), 1(237)= 3.10, p =002 (oneside)) 25 SAHXHCZ
a2l X0|E LIEHARACE

e s
AR IR

|.|-|

£

ru\l
5]
rir

4.3. Test 2

o 28 89l 7t 32 SR} S Zik= Chgat Zrt
R, HESH|8ut HISAIZE ALO[O] A=AREO0| AH|XRR| THEEEO
k2 OX|X] gb= AH22 LIEHGCHF Charge X Time (1,236) =77, p= 40)
HiSH| 82| Faut FA| SHXCZE ROl K| UULLKF Charge(1, 136)
=225 p = 14), HIEA[ZIO| 2R SAXRE |olot ZItE ARUCKH],
136) Time =5.80,p=02).

A HIEESA[ZHO] F2uloA RlSHU7| WHR20]| HiSH|E| izt
HiSA|ZtO| OjiHgt FRk0| QU= X|E HHEJCL T F2oF FEE
TRl tiSH80 2 e 23U2 TEE|E= HIEAIZH ALO[0fA
H|wSh= The F=at B W (comparison of simple main effecs)S $-2SHIICE
Ol Qldh, o= 0252 510 F theato| Type I BrarE TSI,

-

= '
b AHIR} BEREO| QOIFES MWEUTE KW, AH|X} PEEEO|
AN FZH{S} BISAIZH AO(HY v 23Y) for & HIES = 515
463)= 52,1238) =266, p= 0OHA = SHXESZ |3t XIO|E ERIOLE,
S ZHiE HISAIZE AO|(EY v 23Y) fr S=2HIS =@77-452)=25,
1238) = 110, p = 14)0M= SHELE [t X{O|7} LIEHLEX| REUCE
Zdut Moz ZZHIEO| ATt HiSAIZtel ZEZuE Ql,
AH|XIO| R0 FEE FE AR LIEIGTE

5 UR, HESHIEAE HESAZE ALO[O] ABEEE AH[XIO|
TOHo|=0f Bk OJX|X| b= A2 E LIEHGTH (|1, 236) = 06, p = 80)
J2{Lt HiSH|[8ut HiEA|ZE B 21210 FHuke 25 EAXNCE
[0Iot HOZ LIEHHTHE Charge(l, 136)=6.77,p=01 & F Time(l, 136)=96,
p=002). [[2tA 7+ 3 2= 71 3 10} OREEZER| 2 7|24 QUL

2FA] HiSH| 8t HiESA|ZHo)| [HE 242t0| BESE0Of| CHSHO] it
Fol0[5tRRA7|  THZO0l, HiSH|EO0| ZEWM=Ql HiSA|Zto| 2t
TOHO|=0f ofiTt FFO| AU XIE HIEYACE 5 FEot FE=2
TEElE tiSHIE §Y EE 232 TR/ HiEAIZH ALO[0fA]
Hlwsh= the Faob Huz AFUCEL 3 Zaf R}, AH|XG
TOHO|=0f RO FZ2HHEDt HIEAIZE ALY w. 23Y) for FE
BiE=(507- 459) = 48, (238) = 281, p= N2t = HiSIH HISAIZE
AIO|(EHY s 23Y) for B2 HHE=466 - 425) = 41, 1238) =201, p=05) 2F
EAXMoZ Qoo ZIE AUCE kA 7Hd 3 29| AL, AMMKEDt
HIAM MZ2| 2AR10] HiSH| 81t HiSA[ZEAOOf FLOfol=0f 2Hat
HDEEE EXMSIX| oL, £8 Ee= RE HiS BFOIM Ut
3 AO|of FOHe|=o| K07} SAHXLE [olot ZutE LEHY
ALt

Z Groen et al. (1999)0] H|OFSt LmatricesZ 0|23+ GLIM 242 E3f|, 2T
[m]

2-
i

=

4.4. Test 3

2 20iM HMNED BIAERIES] 2 Sl0] AR TSRSt
TOHCl=E, HiEHIEat BiSAIZE A0l d2%80| fl= Ae=Z
2ol Sk MRt A 30M HIMMRZ MRS T2 7O
2H|RQ| RERECF POHO|=S YOI UL SIIC dY 32 Hge=
oF 2 ol 48im JHd, HiEH|Eat HiE AIZE ALOIOf 2H|XtC)
U=RE A FOie|=0f OXj= QuktAls aH|Xtel 22t Foj
HESSUUNE w HIMUUKE O Qo) =2 2 ZAOICRo| Chol
AL} SICE F H|LARZD AHMES 2Fo0H0] BiSHIEt
BISAIZE AOIOf §=AE0| AH[R[2| RHEEREef FOHC|=0f Ofet

YS0| U= XIS BASIIA} SHACE

=

4.4.1 Indulgent Product
A, HIAMKES| A2, HISHIE (RE w 22 HEZME3] w
508),1(118)= 97,p=.19)0ll SAHLZ FOISIX| RUATH, TLOH2| =508
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V8. 476), (118)= 1,57, p < 012 AP 99% LEITFEUA SHFCZ [t

22 AURACE DLt BIBAIZAE Y w 232)0] AL, EEMGA w.
497), (118)= 194, p < 05)2F TOHRIZ=M(5.17 vs. 469), (118)= 240, p < O1)
DE0M SAXCE Rolpt ANE ARACKTable ).

Table 1: Effect of Shipping Options on Satisfaction &
Purchase Intent for Indulgent Products

Satisfaction Purchase Intent

Dif,;/leiigce ) Dif'}/leiz:ce T

Eraeisvs. (5.3:1.-252.08) 0.97 (5.0:8;12.76) 1574

S | 62490 | Jgpe | 63749 | 440
Days o B

***p<.01, **p<.05, *p<.10 (one-tailed, where one-tailed = two-
tailed/2)

5 HMZCH 41), HIAMRIZE2| 42, HiESHIE2t HISA[ZH ALO[0f|
IoA0| AH|AfR| 220l Fof EEZo| Fes OlXls X
ARSHRICE O b HiSHIED) HEESAIZE AfO|Q] A=ERE0|
HIXte| BIEE0f| FekS OlX|= A2 2RI ACKE(, 116) = 369, p
= 057). =3t HISH|EO| FHRIKHI, 116) = 104 p = 3= EAHCZ
oI | SHR| §URUSLE AlZEO| F3uk= SHARCZE Fofst AutE

ZESISCKR(, 116) = 373, p = 056). Table 2= O| B K| EAF B4 (two-way
ANOVA)% S0t HiESH|8aF HiSA[ZE AlO|e] H=EE ZANE
LFEHAHC KFigure2).

>

B Po

Table 2: Effect of Shipping Options on Satisfaction for
Indulgent Products

Sten, FEHiECl ZR0T St 232 Ao FOiel=Tt
SAHCZ {olgt O UEMHCL & HIMMRZC 0=
F=HIE0| Ot FREES0|A S2HIE0] 23 BISLECH O =7t
H &2 A2 LIECE

6.00

530

560

540

5.20

5.00 - One Day

Satisfaction

480 23 Days

460

440

420

400

Free Paid

Figure 2: Effects of Interaction between Shipping Options
on Satisfaction for Indulgent Products

Table 3: Satisfaction of Indulgent Products_Pairwise
Comparisons between Delivery Time for Shipping Charge

Shipping Charge
Free Paid
Delivery One-day 5.76 5.08
Time 2-3 Days 4.87 5.07
Simple Contrast .89 .01
Main
Effect t(118) 2.75%* .00

***p<.01 **p<.05 & *p<.1

Shipping Options Main Effect Table 4: Effect of Shipping Options on Purchase Intent for
— Indulgent Products
Shipping Free vs. Paid F(1, 116) = 1.04, o i -
Charge : p=.31 Shipping Options Main Effect
Delivery One-day vs. F(1, 116) = 3.73, Shipping Charge Free vs. Paid F(1, 115) = 2.97,
Time 2-3 Days p = .06* p=.09
. . ) F(1, 115) = 6.08,
Intgg:;lton F_charge xtime(1, 116) = 3.69, p = .057* Delivery Time One-day vs. 2-3 Days D= .02

**p<.01, **p<.05, *p<.10

bk T2t Hln AF Zan AHXF HFE0| QoM REEiS
HESAIZE ALO|(576- 487) for B2 HiE= 89, (116275, p = 0070Hl=
SAXMeZ |olpt AUE ARUCLL FEHIEI HISA|ZE AO|(FY
w 239 for FEHIE =508 —507)= 01, (116) = 00, p = 9)OA = [t
AE 2X| ZOIRACkEbe 3). 7+ 420 AR, HIMMME 2

HiSHIE1} BiSAIZE ALO[O]| &K HEREO]| 2ot d= X2 EXY

Interaction Effect F_charge x Time (1, 115) = 6.38, p = .014**

***p< 01, **p<.05, *p<.10

ORX|YHo2(TH 42), HIAIMKIES| A2, HiESHIE1E HISAIZE ALO|
Ol 2H|Xte| 22l Fofe|=0f Feke 0|X|= X| ZASIACE 11 At
HiSH| 80t HiSAIZE ALO|Q| 2l ZF0| AH|Xe| FOiR|=0 Fets
O|X|= HoZ SHOIZ|ACKE], 115) = 628, p = 01). EETF =&k 2 M0f|A]
HiEH| 82| = KE], 115)=296, p= 09)2F A|7HO| =& = 95%2] A2
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TN SAHNCZ Folst ZutE AETIACKEI, 115) = 608, p = 02).
Table 4 & Figure 3= HiSH|E1F A7 ALO|0]| §2AHE-S2 ALME LIEHHCE
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Figure 3: Effects of Interaction between Shipping Options
on Purchase Intent for Indulgent Products

Che 20t | 24} AH[XLO| ORI 0] RUA0IA FZH{E 0t Hy

SAIZH A0 |((559—461) 97,1115 =353, p= 0005)0fl= AN Z Folot
ZUE AL FEHISI HIEAIZE AO(F Y w 23Y) for REHIS
(47586 - 47667)=-008, (118)= 00, p=49)0f|Al= R[S+ ZIE HX| I
Cf mi2tM 7R 420| 42, HIMMKIES| 42, HiSH| 82t HiSA|Zt
ALO|Of| AH[X} O 0] 2hSE A2 EXY SICH, R& HiE
0| Ofl R& HEEO|AM AH[XIS| FONR| == FUHIEO| 23 HiSE

OO &2 A= LIERICE Ol DHEEQF ZAntet MEks 20| gt
RACE

0

N

442 Fresh Products

MMKIEC 42, HIEHIE (RE w §E)2 TEIME46 w 42),
(118 122,p =10 ol M[eHE 22 FO[SI T, 01| =(M@57 vs. 4.15),
1(118)=2.11, p = 2)°| B 95% AE|TF0M SAHXCZ Folpt /2 &
QUCE ORIV IX| 2 BISAIZHEY w 23Y)0| AL TEEEMES] ws. 417),
1(118)=174,p=04)2F T-OH 2| E(M@.57 vs. 4.15), (118=240,p=01) ZF0| A &
AMe=Z Rofgt ANE ARUCL MMHIES| 4R, FEHIS0| F=H)
SECL 20 20| 23 Bt PHEEEQL OO0 I B2 Fets
oj%Ick

AMNEC| B2, HiESHI S0t HIESAZE ALO|Of| &2 2}E0] AH|X} B
S0 Y2 OlX|= X|E ZABIACE O A1} HiSH[E D} HiS A2
ALO|9| A=AEE0| AH|AF BEEEOf| e O|X|X] Y= A= &0l

Z|ACKE, 116)= 78, p= 38). T2+ 0] A, HiESH|B2| T2 kK|, 116)
=150,p=2)= SAXRLE }20| SHX| AL, AlZte| Faik= o

HHLZ Folot ZUE AESHICKR(], 116)=322,p=09).

AMNEC| 42, HIESH[RO| 2R B! HIEA|ZH0| a2} SHEEEOf|

OfEgt F2H0| U= XIE HERUTE MK BEE0| 0|M B&
Bi50t BiSAIZE AO|(EY v 23Y) for F-E2HIES=@54- 437) = .17, 1(238)
=60, p=270ll= SAXE2E [Folot 27t LIEFIX| RRtLL FEHY
S0t HISAIZE AO|(E Y vs. 23Y) for F-EHHE=448-397)=51,1(116)=185,
p=M)0IM= SAXCE Folst ANE S = AMKNES| 4
?, FEHIE0| Of REHISUAM AH|AF DS E = FAUIE0| 23

HISECHH &2 A2 2 LIEIRICE

AMNEC| B2, iESH|E0t HiESA[ZE ALO]Of| AH|AtR| 22421 Of
Eo|0f| FekS Ol X| ZARBIAACE 1 A1} HiESH|&D} HiSA(ZH
ALO|2| &= %HZ0| AH|XIe| T2l =0 FekS O|X|= A= ZolkL|
RACKE({, 116) =449, p= 04). £3F F21} 2A0f|A] HISHIE| F2IKH|,
116)=449,p= 042t A|Zt| FZTKH(, 116 =474, p=03)2F 95%2] 4127
M SAX o2 Rolot ANNE LHEBIACH (Table 5 & Figure4).

Table 5: Effect of Shipping Options on Purchase Intent for
Fresh Products

Shipping Options Main Effect
Shipping Charge Free vs. Paid F(L, 119) =4.74,
p=.03
] . One-day vs. 2-3 F(1, 116) = 4.74,
Delivery Time Days b=.03
Interaction Effect F_charge x Time (1, 116) = 4.49, p = .04**

***p<.01, **p<.05, *p<.10
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Figure 4: Effects of Interaction between Shipping Options
on Purchase Intent for Fresh Products

HUMZS| B2, FEo #EE THEkls HiSH I% P E=23
22 TRl BIEAZE AO|OfA B Wdk= B FamtE Bluet 2

5

I}, AH|XO| PESZOf AUNM FZHESTE HIEAZE ALO|(F R w23
for FE2HIES =458-457) =01, (238) = 004, p= W)= SAXSZ F9
IS X ZH2LL FEHISL HISAIZE ALl (B w. 23Y) for

I'IJ9

Jo re



122 Product Category and Shopping Options of Logistic Service Quality
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5. Discussion

5.1. Summary & Implication
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Table 6: Summarizing Results & Drawing Conclusions.
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Test Hypothesis

Results

Test_1 H_1 & 2: Shipping Options

® Free shipping charge and fast delivery is significantly increased consumer
satisfaction and purchase intent respectively.

H_3: Interaction between Shipping

* No interaction of shipping charges and delivery times influenced customer
satisfaction and purchase intent.

options for fresh product

Test 2 options for grocery products * The difference in means between delivery times for paid shipping increased

consumer satisfaction and purchase intent respectively.
* Interaction of shipping charges and delivery time influenced customer
Test 3 H_4 1:Interaction between Shipping satisfaction and purchase intent respectively.

— options for indulgent product * The difference in means between delivery times for paid shipping increased
consumer satisfaction and purchase intent respectively.

) . I * Interaction of shipping charges and delivery time influenced purchase intent.

Test_3 H_4_2:Interaction between Shipping * The difference in means between delivery times for paid shipping increased

purchase intent.

5.2. Limitation and Future Research
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