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Abstract
Purpose – The purpose of this study is to investigate Western and Central European consumers and
web retailers with respect to the importance and accessibility of delivery information online prior to
purchase.

Design/methodology/approach – To investigate the importance and accessibility of delivery
information online, a survey was conducted of 715 internet consumers from the UK, Hungary and the
Czech Republic to explore how important they rate online delivery information. In addition to this,
retailing web sites from leading retailers in the UK, Hungary and the Czech Republic were content
analysed in order to establish the extent to which they provided online delivery information.

Findings – The research identifies that consumers rate delivery pricing guides, delivery guarantees
and delivery schedules as the most important delivery information they expect online prior to
purchase. However, content analysis of retailer web sites reveals that many retailers do not adequately
provide information about how they “guarantee product delivery”.

Practical implications – It is recommended here that prior to purchase online retailers should make
detailed delivery information more accessible to consumers (e.g. pricing guides, timing schedules, etc.)
and should consider using delivery service guarantees to assure consumers of delivery service
standards and retailer responsibilities.

Originality/value – This paper makes a decisive contribution to e-shopping behaviour and online
retailing by providing insight into why visits to retailing web sites may not be followed up by
purchase. This insight results from an examination of an often neglected area of the online buying
process, namely “order delivery and fulfilment”. By examining the expectations of e-consumers across
Europe it investigates the role access to delivery information can have in managing customer delivery
service expectations and in building trust in online retailers.

Keywords Internet shopping, Electronic commerce, Delivery, United Kingdom, Czech Republic,
Hungary

Paper type Research paper

Introduction
Retailing today involves selling not only in stores, but also through the web and other
non-store electronic channels, termed e-services or e-retailing (Mathwick et al., 2002).
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According to Forrester (2004), more than 60 million Europeans shopped online in
mid-2004, an increase of 50 per cent from early 2003. The Internet Media Research
Group (IMRG, 2005) more recently reported that in the UK alone, consumers purchased
£1.5 billion worth of goods on the internet in May 2005, 36 per cent more than they did
in 2004. Although these statistics present a positive picture of B2C online retailing in
Europe, industry analysts warn that dissatisfaction with delivery services is costing
the online retailing industry a significant loss of orders (IMRG, 2005). In essence, home
delivery remains the Achilles’ heel of online retailing.

Earlier researchers have highlighted the impact of delivery and fulfilment on
customer evaluations of service quality, service satisfaction and purchase intent in
traditional retailing (Douglas et al., 1998) but these studies neglect empirical
investigation with respect to online retailing. To fill this need, industry analysts have
identified that online shoppers have many questions about the delivery costs, shipping,
returns and privacy of online purchases (Forrester, 2005). Despite this apparent
concern on the part of consumers for matters relating to delivery, consumers online
often have to settle for a “take it or leave it” approach to delivery services. This is
evinced by a review of five major US online retailers in which none of the retailers were
able to answer all the questions posed online about delivery (Forrester, 2005). Another
industry review of 100 prominent UK retailing sites revealed that: 80 per cent did not
make it possible for the customer to specify delivery instructions; 46 per cent offered no
delivery time options; 75 per cent did not let customers choose a delivery date or offer
Saturday delivery; 26 per cent made the customer register or log-in before delivery
costs were shown; and 54 per cent did not make it clear if a signature would be required
at point of delivery (IMRG, 2005). All these accounts of vague delivery times, uncertain
delivery costs and sketchy delivery information appear to be deterring millions from
shopping online and inhibiting future repeat purchase activity.

This paper provides a brief review of consumer trust and uncertainty in online
retailing and the importance of information, specifically delivery information for
building consumer trust online. Following this review, an empirical study of
consumers and web retailers from Western and Central Europe is presented,
examining the importance consumers ascribe to the provision of delivery information
and the extent to which online retailers make this delivery information accessible to
consumers prior to purchase.

Literature review
Despite growth in the penetration of the internet in households throughout Europe, and
recent growth in B2C e-commerce, there are elements in online retailing that could
occasion feelings of uncertainty amongst consumers and impact on consumer
perceptions of service satisfaction, trust and perceived risk. These factors, in turn,
could influence future customer purchase intentions, loyalty and word-of-mouth
communications. It is crucial, therefore, to understand what creates a satisfying and
quality customer service experience online (Szymanski and Hise, 2000; Srinivasan et al.,
2002; Pavlou, 2003). Here we focus on consumer perceptions of trust in online retailing.
Previous research shows that trust directly or indirectly influences e-retailing adoption
(Lee and Turban, 2001; Palmer et al., 2000); online purchase intentions (Grazioli and
Jarvenpaa, 2000); repeat transactions (Jarvenpaa et al., 2000); web site traffic and visits
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(Pan et al., 2002); perceived service quality as well as loyalty and satisfaction (Gefen,
2002; Gummerus et al., 2004; Ribbink et al., 2004).

Perceived risk is a basic tenant of trust, if there was little risk and complete
certainty of transaction performance online, trust would not be needed. Uncertainty in
online purchasing may be driven by:

. defects in the system (i.e. system dependent uncertainty); and

. actions of the parties (e.g. retailers) involved in the exchange (i.e. transaction
specific uncertainty) (Lee and Turban, 2001; Bart et al., 2005).

There is much research that discusses the role of security and privacy on determining
trust in e-retailing, as a result of system performance (Bhimani, 1996; Benassi, 1999;
Warrington et al., 2000; Yousafzai et al., 2003). This research shows that retailers can
have a substantial influence on reducing system-based uncertainty by ensuring that
the electronic infrastructure performs as consumers expect (e.g. through encrypted
transactions, installing firewalls, utilizing authentication mechanisms, etc.). However,
Bart et al. (2005) specify that online retailers need to go beyond privacy and security as
influential drivers of trust and especially trustworthiness of an online retailer. The
following have been identified as antecedents of retailer trust: virtual advisors,
unbiased information, keeping promises and reliable order fulfilment (Urban et al.,
2000); web site appearance, recognition of company, extended warranties (Warrington
et al., 2000); site reputation, information (Zeithaml et al., 2000); and structural
assurance, site reputation and quality (McKnight and Chervany, 2002). Of particular
interest here are the findings of Urban et al. (2000) who identified that the quantity,
quality and timeliness of information provided to consumers online can enhance trust
in an online vendor.

In an offline service context, it has been found that consumers will seek out
information to reduce the risk probability of purchase (Murray, 1991) and that making
informed decisions can increase the probability of purchase satisfaction (Glazer, 1991).
In an online context, the findings are not that much different. Access to product
information online results in consumers making better quality decisions (Cook and
Coupey, 1998) and significantly influences consumers’ e-satisfaction (Szymanski and
Hise, 2000; Ballantine, 2005). Industry analysts further advise that to build trust,
e-commerce sites need to provide answers and information to the specific questions
shoppers have at each step in the buying process (Forrester, 2005). This is supported
by Ha (2004), who in the context of online book retailers, found that retailer
trustworthiness (i.e. brand trust) was significantly influenced by the quality of the
information offered by the retailer’s web site. Of interest to this study is the importance
and accessibility of delivery information on retailing sites.

With respect to offline purchasing, where home delivery is required, timely and
accurate order and delivery information are viewed by consumers as essential part of
customer service (Bowersox and Closs, 1996). With specific reference to online
retailing, fears associated with delivery fulfilment rank fairly high in a list of
dimensions of online purchase risk (Cases, 2002). Through the provision of delivery
information, online retailers may mitigate the perceived risk of shopping online and
delivery in particular (Burt and Sparkes, 2003). This position is supported by the recent
work of Bart et al. (2005) who identified that for purchase-orientated sites (e.g. travel
and e-retailers), from a list of 12 site characteristics, the most influential on online trust
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was order fulfilment and privacy. However, despite its importance, little research has
been undertaken to examine the specific types of pre-purchase delivery information
that consumers rank as important and also, the delivery information that online
retailers are providing.

The aim of this study is to explore the importance and accessibility of delivery
information online and specifically examine:

. The importance consumers ascribe to differing types of pre-purchase delivery
information provided online.

. The types of pre-purchase delivery information web retailers currently make
accessible to consumers online.

Method
As electronic retailing becomes more international throughout Europe and as countries
in Central Europe engage in increased trade with Western Europe, there is a growing
need to profile European online retailing activities and national market expectations.
Of interest to this study is the Western European country of the UK (Britain) and the
Central European countries of Hungary and the Czech Republic. These countries were
selected because of economic (EB, 2005) and cultural differences (Kolman et al., 2003;
Tse et al., 2004), and differing rates of national internet penetration and e-commerce
adoption (Table I).

Consumer survey
To profile the importance consumers from the Czech Republic, Hungary and the UK
attach to the accessibility of pre-purchase delivery information online a cross-sectional
survey design is used. The survey consisted of items measuring the perceived
importance of delivery information, web usage frequency, past shopping experience
and sample characteristics (e.g. gender, age). To measure the perceived importance,
participants evaluated seven types of delivery information (Table II) using Likert
scales (i.e. 1 ¼ very unimportant to 7 ¼ very important).

With comparative international research such as that undertaken here, the primary
emphasis is to ensure that any observed differences between the countries or cultures
sampled is a direct result of country or cultural differences and not the effect of other
extraneous variables or sample differences (e.g. age, education or income) (Reynolds
et al., 2002; Sin et al., 1999). To control for sample differences and ensure
between-country comparability, non-probability convenience sampling of university
students (Reynolds et al., 2002) and a matched sampling technique based on sample

UK Czech Republic Hungary

Internet penetration 2005 (per cent population)a 58.7 34.5 30.2
User growth rate 2000-2005 (per cent)a 128.4 253.0 326.6
Total e-readiness ranking 2004 (out of 64)b 2 27 30
e-Readiness category score: consumer and business
adoption (out of 10)b 8.85 6.81 6.49

Sources: aInternetWorldStats (2005); bEIU (2005)

Table I.
Internet adoption and

usage indicators
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characteristics of age and education (i.e. degree classification and year enrolled) was
used. Three Universities were selected through cross-institutional links, one each in the
UK, Hungary and Czech Republic and convenience samples recruited and surveys
administered during first, second and third year undergraduate business classes.
One-way analysis of variance (ANOVA) was used to test for significant differences in
importance ratings between consumers in the three countries sampled.

Web site content analysis
To profile the accessibility of delivery information on retailing web sites, content
analysis (CA) was conducted. This method is increasingly being used and recognised
as a stable research technique for investigating the dynamic communication
environment of the web (McMillian, 2000; Weare and Lin, 2000). Recommended CA
procedures were followed in general (Kolbe and Burnett, 1991) and as applied to the
specific web context (McMillian, 2000; Weare and Lin, 2000).

Sample. Selecting a true random sample of web sites is near to impossible given the
growing number of web sites and incomplete search engines or site listings available
(Bates and Lu, 1997). The most popular methods for defining a sampling frame include:

. a recognised category listing of web sites (i.e. fortune 500 companies); and

. the use of search engines to identify sites that meet certain criteria (McMillian,
2000).

As the sites of interest here are retailing sites and the geographic context is the UK,
Hungary and the Czech Republic, in the absence of an established category list for each
country, a sampling frame of retailing web sites for each region was compiled using
leading search engines and directories (e.g. www.yahoo.com, www.google.com as

Attribute Description Example

Terms and
conditions

General terms and conditions about the
sale and/or delivery of the products
purchased

Seven-day return policy

Vendor Information about the company who will
be delivering the products purchased to
end customers

FedEx, Royal Mail, retailer, third party
courier

Method Information about the different methods
for delivery

Retailer, courier, postal service,
electronic delivery

Pricing guide Information about how much delivery of
the product will cost and how this cost is
calculated

Pricing guide by weight, location,
number of items

Timing or
schedule

Information about estimated or
scheduled time delivery “might” occur

Monday to Friday, weekends, between
9 a.m. and 5 p.m.

Geography Information about where the retailer
delivers to

National or international

Guarantee A written assurance that the products
purchased will be delivered according to
that specified by the retailer and the
responsibility assumed by the retailer if
problems in delivery occur

What will happen if goods not delivered,
or there is a delay in delivery or faulty
goods arriveTable II.

Pre-purchase product
delivery information
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based on www.dmoz.org). Weare and Lin (2000) further support this technique
highlighting that sampling frames based on search engine results lead to samples that
are skewed to the most heavily trafficked parts of the web, thus representing what the
average user finds.

Web sites were selected for inclusion in the sampling frame if they met the following
criteria:

. the site was listed in the first or second page of search results (Jansen and Spink,
2006);

. the site had e-commerce functionality (i.e. consumers can purchase online); and

. sites fell into one of 11 retailing categories (i.e. grocery, book, music, fashion,
consumer electronics, furniture, DIY or hardware, sports, travel, computing, and
multi-category or department store).

These categories were selected to provide a general snapshot of delivery and fulfilment
options used in the retail industry and to reflect the specifications of products that can
be delivered using both offline (e.g. postal, courier) and online delivery methods (e.g.
email, network downloads). A minimum of five web sites within each category were
selected with at least one pure online retailer (i.e. no offline presence) and one
online/offline retailer per category. A sample was not selected from the list compiled,
but all sites selected from the search engine results were content analysed (Appendix).

Units of analysis. Coding units and context units are recommended as measurement
tools in CA (Budd et al., 1967). The context unit for coding in this study is defined as
pages at the web site, however, given that could span into hundreds and thousands of
web pages, a core web site design principle, the three-click rule, was used. This rule
denotes that visitors should be able to navigate to anywhere on a site from the home
page, including making a purchase, in three clicks (Nielsen, 1999). In accordance, the
context unit was constrained to an average of five web pages per web site for CA. The
framework developed to guide web page analysis was based on seven content-category
coding units that were derived from the literature about delivery information. These
are described in detail in Table II. Latent coding (i.e. subjective assessment) was used
to assess the item counted as being a true representative of the variables of interest and
manifest coding was used to record the accessibility (i.e. 1 ¼ yes accessible or 0 ¼ not
accessible) of the delivery information within the five-pages analysed on each web site.

Coding procedures. In this study, to retain independent reliability, the key
investigators were not involved in data collection (Krippendorff, 1981), with three
researchers recruited to gather and code the data from each respective country-list of
web sites. Unaware of the purpose of the study and working independently, each coder
was provided with detailed coding instructions and discussion about the coding units
to ensure consistency of interpretation. Given the use of a nominal coding response (i.e.
1 ¼ yes accessible or 0 ¼ not accessible), Cohen’s k was used to test intercoder
consistency with a majority of the reliability indexes reporting satisfactory levels of
consistency between 0.7 and 0.8 (Kolbe and Burnett, 1991; Perreault and Leigh, 1989).

Results
Importance of delivery information online
A profile of the survey participants is provided in Table III. The sample consisted of
715 business students, with 34 per cent from the UK (n ¼ 230); 34 per cent from
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Hungary (n ¼ 245); and 32 per cent from the Czech Republic (n ¼ 240). The participant
profile was equally distributed across students studying in their first, second and third
years in university education. The participant profile is very young with 65 per cent of
total respondents aged between 21 and 25 years of age and has an equal gender
distribution with 318 male (45 per cent) and 397 female participants (55 per cent).
Examination of the participants’ web usage and web purchase experience reports
medium to high level of web usage frequency, with 58 per cent using the web on
average between once-a-day to 3-5 times a day. About 57 per cent of the sample
reported past experience with purchasing or shopping online.

Survey results indicate that overall the majority of consumers rated each type of
delivery information accessible on retailing web sites as either mildly important,
important or very important when shopping online (Table IV).

Closer examination of mean scores for the total sample shows that in descending
order, participants rate information about delivery costs as the highest in importance
(mean ¼ 6.44); followed by a delivery guarantee (mean ¼ 6.37); a delivery schedule or
time (mean ¼ 6.26); a general purchase or delivery terms and conditions (mean ¼ 6.18);
the geographic area for delivery (mean ¼ 5.88); information about the differing
delivery methods (mean ¼ 5.75); and lastly information about the delivery vendor
(mean ¼ 5.51). When asked at what stage in the buying process they would prefer to
have access to the above information (e.g. before purchase occurs, after purchase

Czech Republic
(n ¼ 240)

Hungary
(n ¼ 245)

United
Kingdom
(n ¼ 230)

Total sample
(n ¼ 715)

Variable n Per cent n Per cent n Per cent n Per cent

Age (years)
17-20 66 28 133 54 44 19 243 34
21-25 173 71 111 45 180 78 464 65
26 þ 1 1 1 1 6 2 8 1
Gender
Male 81 34 89 36 148 64 318 45
Female 159 66 156 64 82 36 397 55
Degree level studying
Year 1 80 33.3 80 33 77 34 237 33
Year 2 80 33.3 85 34 73 32 238 33
Year 3 80 33.3 80 33 80 35 240 34
Web usage frequency
Once a month – – 5 2 4 2 9 1
Twice a month – – 2 1 7 3 9 1
1-2 times a week 9 4 16 7 1 1 26 4
3-5 times a week 81 34 68 28 20 9 169 24
Once a day 35 15 52 21 44 19 131 18
Twice a day 59 24 50 20 75 32 184 26
3-5 times a day 36 15 29 12 36 16 101 14
5 or more times a day 20 8 23 9 43 18 86 12
Web purchase experience
Yes 106 56 71 29 228 99 405 57
No 134 44 174 71 2 1 310 43

Table III.
Profile of survey
participants
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occurs, at point of delivery), over 96 per cent (n ¼ 685) indicate that this information
should be available to consumers prior to purchase.

Further examination of these results using a one-way ANOVA and Tukey’s HSD
multiple comparison test, reports that significant differences do exist between
participants in the three countries as to the level of importance they place on the
accessibility of delivery information on retailing web sites prior to purchase (Table V).
Further examination of the post hoc comparison tests actually showed that in fact,
participants in the Czech Republic generally place greater importance on the ability to
access pre-purchase delivery information than participants in either Hungary or
the UK.

Specifically, it was identified that participants in the Czech Republic place greater
importance on the accessibility of terms and conditions, delivery vendor information
and information about the delivery method used than participants in Hungary and the
UK. Significant differences were also reported between the three countries with respect
to the importance they placed on the accessibility of a delivery guarantee, information
about delivery costs and pricing and delivery geography on retailing web sites. These
results show that participants from the Czech Republic rate these types of delivery
information as more important than participants in Hungary and the UK, however, no
significant differences were evident between participants in Hungary and the UK.With
respect to the accessibility of delivery timing information or schedules, the Czech
Republic rated these as more important than participants from Hungary and the UK,
however, only significant differences existed between participants in the Czech
Republic and Hungary. No significant differences were reported between the Czech
Republic and the UK or between Hungary and the UK.

In summary, it is evident that significant differences do exist between participants
in the Czech Republic, Hungary and the UK as to the level of importance they place on
the accessibility of different types of delivery information from retailing web sites. Of
further interest is the finding here that participants in the Czech Republic significantly
place more importance on accessing six of the seven types of delivery information from
retailing web sites than participants in both Hungary and UK. Participants in Hungary
and the UK only differed significantly in their importance ratings for three out of the
seven types of delivery information.

Total sample
(n ¼ 715)

Czech
Republic
(n ¼ 240)

Hungary
(n ¼ 245)

United
Kingdom
(n ¼ 230)

Web site attribute Mean SD Mean SD Mean SD Mean SD

General sales terms and conditions 6.18 1.139 6.50 0.678 6.19 1.158 5.83 1.378
Delivery vendor information 5.51 1.240 6.01 0.860 5.49 1.308 5.03 1.305
Delivery method information 5.75 1.178 6.21 0.764 5.82 1.127 5.19 1.350
Delivery guarantee 6.37 0.984 6.60 0.671 6.30 1.104 6.22 1.080
Delivery pricing information 6.44 0.927 6.67 0.617 6.27 1.065 6.37 0.992
Delivery timing or schedule 6.26 0.881 6.41 0.600 6.13 0.979 6.29 0.991
Delivery geography or region 5.88 1.150 6.32 0.777 5.72 1.115 5.58 1.358

Notes: SD ¼ Standard deviation; a rating score 1 ¼ least important to 7 ¼ very important

Table IV.
Means of attribute

importance rating scores
and standard deviations
for the UK, Hungary and

Czech Republica
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Accessibility of delivery information online
A total 159 web sites spanning across 11 product categories were content analysed,
with 55 retailing web sites in the UK, 53 from the Czech Republic and 51 from retailing
sites in Hungary. Descriptive results from the CA indicate that for the aggregate
sample (n ¼ 159), 23 per cent did not have a pricing guide; 28 per cent did not have a
delivery schedule; 33 per cent did not report information about the differing delivery
methods used; 37 per cent did not have general terms and conditions of sale accessible;
and 45 per cent did not provide information about geographic area for delivery.
However, even more alarming, over half of the leading retailing web sites sampled did
not provide or make accessible to consumers online prior to purchase information
about the delivery vendor (55 per cent) or provide a delivery guarantee (54 per cent) –
an assurance of the retailers’ responsibility and service response as a direct result of
failure with service delivery.

x 2 analyses were used to test if accessibility of the delivery information on a
retailer’s web site is independent of the country of origin. Results are reported in
Table VI. For the accessibility of a pricing guide and delivery schedule information,
country of origin had no statistical effect on accessibility. However, country of origin

Delivery information (df) Mean (range) SD F-value/Tukey HSD p

General sale terms and conditions (2,712) 22.052 0.000 * *

Czech Republic (CR) 6.50 (6.42-6.59) 0.678 CR £ H 0.005 * *

Hungary (H) 6.19 (6.04-6.33) 1.158 H £ UK 0.001 * *

United Kingdom (UK) 5.83 (5.65-6.01) 1.378 UK £ CR 0.000 * *

Delivery vendor information (2,712) 41.457 0.000 * *

Czech Republic (CR) 6.01 (5.90-6.12) 0.860 CR £ H 0.000 * *

Hungary (H) 5.49 (5.32-5.65) 1.308 H £ UK 0.000 * *

United Kingdom (UK) 5.03 (4.86-5.20) 1.305 UK £ CR 0.000 * *

Delivery method information (2,712) 50.663 0.000 * *

Czech Republic (CR) 6.21 (6.11-6.31) 0.764 CR £ H 0.000 * *

Hungary (H) 5.82 (5.68-5.96) 1.127 H £ UK 0.000 * *

United Kingdom (UK) 5.19 (5.02-5.37) 1.350 UK £ CR 0.000 * *

Delivery guarantee (2,712) 10.233 0.000 * *

Czech Republic (CR) 6.60 (6.51-6.69) 0.671 CR £ H 0.002 * *

Hungary (H) 6.30 (6.16-6.44) 1.104 H £ UK 0.638
United Kingdom (UK) 6.22 (6.08-6.36) 1.080 UK £ CR 0.000 * *

Delivery pricing information (2,712) 12.523 0.000 * *

Czech Republic (CR) 6.67 (6.59-6.75) 0.617 CR £ H 0.000 * *

Hungary (H) 6.27 (6.14-6.41) 1.065 H £ UK 0.517
United Kingdom (UK) 6.37 (6.24-6.49) 0.992 UK £ CR 0.001 * *

Delivery timing information (2,712) 6.321 0.002 * *

Czech Republic (CR) 6.41 (6.34-6.49) 0.600 CR £ H 0.001 * *

Hungary (H) 613 (6.01-6.25) 0.979 H £ UK 0.127
United Kingdom (UK) 6.29 (6.16-6.42) 0.991 UK £ CR 0.266
Delivery geography information (2,712) 30.269 0.000 * *

Czech Republic (CR) 6.32 (6.22-6.42) 0.777 CR £ H 0.000 * *

Hungary (H) 5.72 (5.58-5.86) 1.115 H £ UK 0.352
United Kingdom (UK) 5.58 (5.40-5.75) 1.358 UK £ CR 0.000 * *

Notes: * p , 0.05; * * p , 0.01

Table V.
ANOVA and Tukey HSD
multiple comparison test
results: perceived
importance of delivery
information in the UK,
Hungary and
Czech Republic
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did have a significant effect on the accessibility of the remaining types of delivery
information. Further examination of the contingency tables identified that retailers
from the Czech Republic and Hungary provided more information to consumers online
about general terms and conditions of sale and the differing delivery methods they use
than UK web retailers. By contrast, retailers in the UK and Hungary provide more
information to consumers online about the delivery vendor they use and the
geographic location to where they can deliver than retailers in the Czech Republic. Of
further interest from the results is the provision of a delivery service guarantee to
consumers online prior to purchase. x 2 analysis indicates that country of origin has a
significant effect on the provision of a delivery guarantee, and that web retailers in
Hungary and the Czech Republic provide more assurance to consumers through a
delivery service guarantee, than retailers in the UK. In fact, of the 86 web sites sampled
that did not have a delivery guarantee, over half (55 per cent), were retailing web sites
in the UK.

Importance and accessibility of delivery information online
A comparative assessment of the above results was conducted comparing the mean
scores of consumer ratings of the importance of delivery information and the
accessibility of delivery information online at leading retailing web sites (i.e. most to
least accessible). This comparative assessment is presented in Table VII and reveals
that large gaps exist between what delivery information consumers rank as most
important and what delivery information retailers make most accessible to consumers
on their retailing web sites. Overall, consumers rank pricing guides, delivery
guarantees and a timing schedule as the three most important delivery information
items when shopping online. Although, expectations are met with respect to the
accessibility of pricing guides and timing schedules, delivery guarantees are the second
least accessible type of delivery information item on retailers’ web sites. For the UK
sample, this gap is even wider with delivery guarantees ranked as the least accessible,
although ranked as the second most important delivery information expected by UK
consumers. This result is also consistent with the Czech Republic, although in
Hungary, guarantees were ranked as the most important delivery information item,
and was the fourth most accessible item on a retailer’s web site.

Conclusion
Delivery service is a vital component of customer service as customer expectations
relate to both the goods delivered and the delivery service received. Nowhere is this
more evident than online. For customers on the web, expectations of reliable product
delivery are key and delivery information available prior-to-purchase strengthens
customer service confidence and perceived retailer trustworthiness. The provision of
delivery information through retailing web sites is one way by which online retailers
can help to manage consumer delivery expectations and build trust before purchase
even occurs. However, e-retailers in Western and Central Europe not only significantly
differ in the delivery information they provide to consumers, but consumers in these
countries differ in the delivery information they perceive as important. Common to all
three countries is the fact that online retailers are failing to match consumer
expectations concerning the delivery information that should be available online.
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In this study, the results indicate that consumers rank delivery pricing guides,
delivery guarantees and delivery schedules as the three most important types of
delivery information they expect to have access to online. However, what is
surprising is that very few online retailers, especially in the UK and the Czech
Republic, provide consumers with the necessary information about how they
guarantee product delivery. Online retailers in Hungary, provide consumers far
more with the delivery information they expect to aid the buying process.
Consumers expect their goods to be delivered wherever they are, whenever they
need it. However, the uncertainty of online shopping is a major inhibitor of
e-retailing adoption. Delivery service guarantees – a written assurance that the
products purchased will be delivered according to that specified by the retailer and
the responsibility assumed by the retailer if problems in delivery occur – may be
one way to increase consumer confidence in online shopping. Previous research
suggests that a service guarantee is a helpful positive cue that may enhance the
certainty that a service will perform as expected (Boshoff, 2003), especially in
situations with greater service heterogeneity and risk (Boshoff, 2003; Ostrom and
Iacobucci, 1998). However, it should be noted, that research also suggests that the
effectiveness of a guarantee in reducing uncertainty is co-dependent on
characteristics of the product, the consumer and conditions of the offer (Heiman
et al., 2001). Since, factors relating to delivery from retailers online are perceived to
be high risk (Cases, 2002), and consumers in this study from both Western and
Central Europe rate delivery information as “very important” prior to purchase,
online retailers need to go beyond consumer perceptions of privacy and security and
also focus on consumer expectations of delivery information as influential drivers of
retailer trustworthiness – reducing the transactional uncertainty of purchasing
online.

This study brings to the forefront further questions for investigation about the
role of web sites in the provision of delivery information as a means to manage
consumer expectations and satisfaction with online retailing. Future research might
focus on the role of order and delivery information as a dimension of e-retailing
service quality; a more in-depth study might examine one category of online
retailers (e.g. bookstores) and a matched sample of customers to further explore the
types of delivery information relating to e-trust, purchase intent and e-loyalty. It
also raises questions about the temporal effect of e-retailing quality and satisfaction
and the stage at which it is measured in the purchase process (i.e. prior to purchase
or at point of delivery).

However, every study is not without its limitations. In the study reported here, a
student sample was used which may not be representative of the general population
of online shoppers in the UK, Czech Republic and Hungary. Thus, the results
presented may be limited in generalisability. Further research should apply the
research questions investigated here to a more representative sample of the online
user population. Secondly, site selection for the CA was limited to retailers with
prominent site listing on leading web search tools, and thus might not be
representative of the information provision activities of the retailing industries in
each respective country. In future research, use of independent traffic rankings, like
that provided by Alexa Internet services (www.alexa.com), might result in a more
accurate snapshot of web site activity. Thirdly, the samples collected were in the
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UK, the Czech Republic and Hungary and thus generalisability to other countries
may be limited.

References

Ballantine, P.W. (2005), “Effects of interactivity and product information on consumer
satisfaction in an online retailing setting”, International Journal of Retailing & Distribution
Management, Vol. 33 No. 6, pp. 461-71.

Bart, Y., Shankar, V., Sultan, F. and Urban, G.L. (2005), “Are the drivers and role of online trust
the same for all web sites and consumers? A large exploratory empirical study”, Journal of
Marketing, Vol. 69, pp. 133-52.

Bates, M.J. and Lu, S. (1997), “An exploratory profile of personal home pages: content, design and
metaphors”, Online and CDROM Review, Vol. 21, p. 332.

Benassi, P. (1999), “TRUSTe: an online privacy seal program”, Communications of the ACM,
Vol. 42 No. 2, pp. 56-7.

Bhimani, A. (1996), “Securing the commercial internet”, Communications of the ACM, Vol. 39
No. 6, pp. 29-35.

Boshoff, C. (2003), “Intentions to buy a service: the influence of service guarantees, general
information and price information in advertising”, South African Journal of Business
Management, Vol. 34 No. 1, pp. 39-44.

Bowersox, D.J. and Closs, D.J. (1996), Logistical Management: The Integrated Supply Chain
Process, McGraw-Hill, New York, NY.

Budd, R.W., Thorp, R.K. and Donohew, L. (1967), Content Analysis of Communications,
Macmillan, New York, NY.

Burt, S. and Sparkes, L. (2003), “E-commerce and the retail process: a review”, Journal of Retailing
and Consumer Services, Vol. 10 No. 5, pp. 275-86.

Cases, A. (2002), “Perceived risk and risk-reduction strategies in internet shopping”,
International Review of Retail, Distribution and Consumer Research, Vol. 12 No. 4,
pp. 375-94.

Cook, D. and Coupey, E. (1998), “Consumer behaviour and unresolved regulatory issues in
electronic marketing”, Journal of Business Research, Vol. 41 No. 3, pp. 231-8.

Douglas, M.L., James, R.S. and Ellram, L.M. (1998), Fundamentals of Logistics Management,
Irwin/McGraw-Hill, New York, NY.

EB (2005), Background Notes: UK, France, Hungary, Poland & Czech Republic, US State
Department: Bureau of Economic and Business Affairs, Washington, DC, available at:
www.state.gov/r/pa/ei/bgn/ (accessed April 2005).

EIU (2005), The 2004 E-readiness Rankings, Economist Intelligence Unit, available at: http://eb.
eiu.com/site_info.asp?info_name ¼ err2004 (accessed 28 March 2005).

Forrester (2004), 2004 European Online Retail Consumer, Forrester, Amsterdam, available at:
www.forrester.com

Forrester (2005), Poor Contextual Help Erodes Shoppers’ Trust, Forrester Research, Cambridge,
MA, available at: www.forrester.com

Gefen, D. (2002), “Customer loyalty in e-commerce”, Journal of the Association of Information
Systems, Vol. 3, pp. 27-51.

Glazer, R. (1991), “Marketing in an information-intensive environment: strategic implications of
knowledge as an asset”, in Sheth, J.N., Eshghi, A. and Krishnan, B.C. (Eds), Internet
Marketing, Harcourt, Orlando, FL, pp. 31-62.

The provision of
delivery

information

271



Grazioli, S. and Jarvenpaa, S. (2000), “Perils of internet fraud: an empirical investigation of
deception and trust with experienced internet consumers”, IEEE Transaction on Systems,
Man and Cybernetics, Vol. 30 No. 4, pp. 395-410.

Gummerus, J., Liljander, V., Pura, M. and van Riel, A. (2004), “Customer loyalty to content-based
web sites: the case of an online health-care service”, Journal of Services Marketing, Vol. 18
No. 3, pp. 175-86.

Ha, H-Y. (2004), “Factors influencing consumer perceptions of brand trust online”, Journal of
Product & Brand Management, Vol. 13 No. 5, pp. 329-42.

Heiman, A., McWilliams, B. and Zilberman, D. (2001), “Demonstrations and money-back
guarantees: market mechanisms to reduce uncertainty”, Journal of Business Research,
Vol. 54 No. 1, pp. 71-84.

IMRG (2005), E-retail Industry Home Delivery Trust Scheme Phase 2 Gets Go Ahead, Interactive
Media in Research Group, available at: www.imrg.org/idis%20pr%20220705.pdf
(accessed 20 September 2005).

InternetWorldStats (2005a), Internet Usage in Europe, Internet World Stats, available at: www.
internetworldstats.com/stats4.htm#eu (accessed 29 March 2005).

InternetWorldStats (2005b), Top 22 Countries with the Highest Internet Penetration Rate,
Internet World Stats, available at: www.internetworldstats.com/top25.htm (accessed 4
February 2005).

Jansen, B.J. and Spink, A. (2006), “How are we searching the world wide web? A comparison of
nine search engine transaction logs”, Information Processing & Management, Vol. 42,
pp. 248-63.

Jarvenpaa, S.L., Tractinsky, N. and Vitale, M. (2000), “Consumer trust in an internet store”,
Information Technology and Management, Vol. 1 No. 12, pp. 45-71.

Kolbe, R.H. and Burnett, M.S. (1991), “Content analysis research: an examination of applications
with directives for improving research reliability and objectivity”, Journal of Consumer
Research, Vol. 18, pp. 243-50.

Kolman, L., Noorderhaven, N.G., Hofstede, G. and Dienes, E. (2003), “Cross-cultural differences in
Central Europe”, Journal of Managerial Psychology, Vol. 18 No. 1, pp. 76-88.

Krippendorff, K. (1981), Content Analysis: An Introduction to its Methodology, Sage, London.

Lee, M. and Turban, E. (2001), “A trust model for consumer internet shopping”, International
Journal of Electronic Commerce, Vol. 6 No. 1, pp. 75-91.

McKnight, D.H. and Chervany, N.L. (2002), “What trust means in e-commerce customer
relationships: an interdisciplinary conceptual typology”, International Journal of
Electronic Commerce, Vol. 6 No. 2, pp. 35-59.

McMillian, S.J. (2000), “The microscope and the moving target: the challenge of applying content
analysis to the world wide web”, Journal of Mass Communication Quarterly, Vol. 77 No. 1,
pp. 80-98.

Mathwick, C., Malhotra, N.K. and Rigdon, E. (2002), “The effect of dynamic retail experiences on
experiential perceptions of value: an internet and catalogue comparison”, Journal of
Retailing, Vol. 78 No. 1, pp. 51-60.

Murray, K.B. (1991), “A test of services marketing theory: consumer information acquisition
activities”, Journal of Marketing, Vol. 55, pp. 10-25.

Nielsen, J. (1999), Designing Web Usability, New Riders Publishing, Indianapolis, IN.

Ostrom, A. and Iacobucci, D. (1998), “The effect of guarantees on consumers’ evaluation of
services”, The Journal of Services Marketing, Vol. 12 No. 5, pp. 362-78.

IJRDM
34,4/5

272



Palmer, J.W., Bailey, J.P. and Faraj, S. (2000), “The role of intermediaries in the development of
trust on the www: the use and prominence of trusted third parties and privacy
statements”, Journal of Computer Mediated Communication, Vol. 5 No. 3, available at:
www.ascusc.org/jcmc/vol5/issue3/palmer.html

Pan, X., Ratchford, B.T. and Shankar, V. (2002), “Can differences in e-tailer prices be
explained by service quality”, Journal of the Academy of Marketing Science, Vol. 30 No. 4,
pp. 433-46.

Pavlou, P.A. (2003), “Consumer acceptance of electronic commerce – integrating trust and risk
with the technology acceptance model”, International Journal of Electronic Commerce,
Vol. 7 No. 3, pp. 101-34.

Perreault, W.D.J. and Leigh, L.E. (1989), “Reliability of nominal data based on qualitative
judgements”, Journal of Marketing Research, Vol. 25, pp. 135-48.

Reynolds, N.L., Simintiras, A.C. and Diamantopoulos, A. (2002), “Theoretical justification of
sampling choices in international marketing research: key issues and guidelines for
researchers”, Journal of International Business Studies, Vol. 34 No. 1, pp. 80-9.

Ribbink, D., van Riel, A.C.R., Liljander, V. and Streukens, S. (2004), “Comfort your online
customer: quality, trust and loyalty on the internet”, Managing Services Quality, Vol. 14
No. 6, pp. 446-56.

Sin, L.M., Cheung, G.W.H. and Lee, R. (1999), “Methodology in cross-cultural consumer research:
a review and critical assessment”, Journal of International Consumer Marketing, Vol. 11
No. 4, pp. 75-96.

Srinivasan, S.S., Anderson, R. and Ponnavolu, K. (2002), “Customer loyalty in e-commerce: an
exploration of its antecedents and consequences”, Journal of Retailing, Vol. 78 No. 1,
pp. 41-50.

Szymanski, D.M. and Hise, R.T. (2000), “E-satisfaction: an initial examination”, Journal of
Retailing, Vol. 76 No. 3, pp. 309-22.

Tse, T., Tiong, J. and Kangaslahti, V. (2004), “The effects of cultural norms on the uptake
information and communication technologies in Europe: a conceptual analysis”,
International Journal of Management, Vol. 21 No. 3, pp. 382-92.

Urban, G.L., Sultan, F. andWilliam, Q. (2000), “Making trust the center of your internet strategy”,
Sloan Management Review, No. 1, pp. 39-48.

Warrington, T.B., Abgrab, N.J. and Caldwell, H.M. (2000), “Building trust to develop
competitive advantage in e-business relationships”, Competitiveness Review, Vol. 10 No. 2,
pp. 160-9.

Weare, C. and Lin, W. (2000), “Content analysis of the world wide web: opportunities and
challenges”, Social Science Computer Review, Vol. 18 No. 3, pp. 272-92.

Yousafzai, S.Y., Pallister, J.G. and Foxall, G.R. (2003), “A proposed model of e-trust for electronic
banking”, Technovation, Vol. 23, pp. 847-60.

Zeithaml, V.A., Parasuraman, A. and Malhotra, A. (2000), “A conceptual framework for
understanding e-service quality: implication for future research and managerial practice”,
Working Paper 00-115, Marketing Science Institute, Cambridge, MA.

The provision of
delivery

information

273



U
ni
te
d
K
in
gd

om
(n

¼
55
)

H
un

ga
ry

(n
¼

51
)

C
ze
ch

R
ep
ub

lic
(n

¼
53
)

C
om

pa
ny

U
R
L

C
om

pa
ny

U
R
L

C
om

pa
ny

U
R
L

sa
m
ed
ay
bo
ok
s

w
w
w
.s
am

ed
ay
bo
ok
s.
co
.

uk
B
oo
kl
in
e

w
w
w
.b
oo
kl
in
e.
hu

V
lt
av
a

w
w
w
.v
lt
av
a.
cz
/

Se
ek
bo
ok
s.
co
.u
k

w
w
w
.s
ee
kb

oo
ks
.c
o.
uk

L
ib
ri

w
w
w
.li
br
i.h
u

M
al
l

w
w
w
.m
al
l.c
z/

B
C
A

w
w
w
.u
k.
bo
l.c
om

A
nt
ik
vá
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