[u] B
Handelshoyskolen Bi

GRA 19703 Master Thesis

Thesis Master of Science 100% - W

Predefinert informasjon

Startdato: 09-01-2023 09:00 CET Termin: 202310
Sluttdato: 03-07-2023 12:00 CEST Vurderingsform: NorsR 6-trinns skala (A-F)
Eksamensform: T
Flowkode: 202310|111184|[INOO|IWIIT
Intern sensor: (Anonymisert)
Deltaker
Navn: Tina Bondad Kristiansen og Tara Hassanali Holter

Informasjon fra deltaker
Tittel *: Sustainable Initiatives for E-Commerce Returns
Navun pa veileder *: Eirill Bo

Inneholder besvarelsen Nei Kan besvarelsen Ja
konfidensielt offentliggjeres?:
materiale?:

Gruppe
Gruppenaun: (Anonymisert)
Gruppenummer: 274
Andre medlemmer i
gruppen:



|BI|

Sustainable Initiatives for E-Commerce Returns:

Investigating the Impact of Returns in E-Commerce and Exploring how
to Enhance the Operations through Adopting Sustainable Reverse

Logistics Initiatives.

Master of Science in Business

with a major in Supply Chain and Operation Management

BI Norwegian Business School

Supervisor: Examination Code: Hand-in date:

Eirill Bo GRA 1974 - Master Thesis June 30th, 2023

This thesis was written as part of the Master of Science in Business at BI Norwegian Business School. Please note that
neither the institution nor the examiners are responsible - through the approval of this thesis - for the theories and
method used, or results and conclusions drawn in this work.



ACKNOWLEDGEMENT

We express our deepest gratitude to our supervisor, Firill Bg, whose unwavering
support and guidance have been invaluable throughout this research journey. She
has not only served as a remarkable mentor for us, but she has also proved to be
an inspirational and motivating figure for us throughout the entire process. Her
expertise, dedication, and unwavering belief in our abilities have greatly enhanced

our academic growth and expertise.

Our sincere thanks go out to all participants who generously volunteered their
time and contributed their insights to our study. It would not have been possible
for our research to take place without their willingness to participate. Our
gratitude especially goes to Victoria Rummelhoff Ilich, from PostNord AS, for her

invaluable guidance, which helped us complete the thesis.

We sincerely thank our friends, colleagues, and families for their invaluable
support, encouragement, and belief in our abilities throughout this research. Their
intellectual discussions, constructive criticism, and unwavering support have
significantly contributed to our development. We are sincerely grateful for their

patience and unwavering support throughout this thesis.

Lastly, we would like to express our sincere thanks to all those who have
contributed to our academic and personal development. We would like to
acknowledge the support, guidance, and encouragement you have given us

throughout this thesis's development and our academic journey.

BI Norwegian Business School

Oslo, July 2023

&/ua B. ]glsha/!sm Do Mogennals ke

Tina Bondad Kristiansen Tara Hassanali Holter




ABSTRACT

The purpose of this master's thesis is to provide practical guidelines for
e-commerce companies to develop more sustainable return policies by examining
the economic, environmental, and social aspects of managing returned products
through the Triple Bottom Line (TBL) framework. Hence, the research question
of this study is: “How can Norwegian e-commerce actors implement strategic
initiatives to effectively enhance the sustainability of their reverse logistics

operations?”.

Through a mixed-method approach, this master's thesis examines sustainable
operations in the e-commerce industry with a particular focus on Norwegian
actors. By combining quantitative and qualitative methods and applying an
abductive approach, this study extends existing theories on reverse logistics to
address return challenges by providing insights, recommendations, and

formulating hypotheses based on interviews and consumer surveys.

With specialization in Supply Chain- and Operations Management, the authors
were motivated by a common interest in exploring new ways to manage reverse
logistics processes in accordance with the TBL and Sustainable Development
Goals (SDGs). In this study, the authors sought to identify and analyze the
challenges, opportunities, and best practices associated with sustainable reverse
logistics. Besides exploring VR/AR's potential to reduce returns by mitigating
uncertainty, the thesis also explored the emergence of Al as a viable alternative to
addressing e-commerce consumers' —uncertainties, improving customer
experiences, and contributing to Norway's sustainable e-commerce ecosystem.
Additionally, the findings indicated that the proposed tax or fee on high return
frequencies could act as a catalyst for change, addressing both the economic and
sustainable challenges associated with excessive returns. Furthermore,
collaboration with 3PL providers was discussed to explore how long-term
perspectives and collaborative relationships can reduce the incidence of returns in

reverse logistics operations.



Table of Contents

1.0 INtrodUCEION...cccieicrueiieeiseecssnicsnensnesssesssneesansssaesssesssssssanssssssssasssssssansssassssasssnes 1
1.1 Background for the Thesis........cccceevieiiiiiiieiiienieeieee e 1
1.2 Purpose of the ThesSiS.......couiiriiiiieiieeiiee e 4
1.3 Research QUESLION. .........coouiiiieeiiiee ettt 6
1.4 THESIS SHUCKUIE.....ccuviieiiieeciee et e eciieeesiteeeteeeeteeeereeesreeeseseeessseeesseessaeeans 6

1.4.1 Ilustration of Thesis Structure...........ccoeceeriiiiieniienieneeeee e 8

2.0 Literature Review 9

2.1 The Purpose and the Literature Reviews Format...........ccccoeevveviieencieennnnnn. 9
2.1.1 LIterature GapP......cc.eeeeeevieriieeiieniieerieseeeeteesseeeseessnesseesseeeseessnesnsaens 9
2.2 Supply Chain Sustainability..........ccccceevieriieiiienieiiieieeieeee e 10
2.2.1 Sustainable Business Models..........ccccecerieniniienieniniinieienieneeens 11
2.2.2 Measuring Sustainability..........cccceevieriiniiiiiieeieeieeeee e 12
2.3 REVETSE LOZISTICS. ..ceeutieiieeiiieiieiieeiie ettt ettt ettt e 15
2.3.1 Last Mile DEIIVETY......ccouieriieiiiiiieiie et 16
2.3.2 Consumers' Willingness to Pay.........ccccceevvvieeciiicciieeieeeee e 18
2.4 Utilizing TeChNOIOZY......cooiuiiieiiieeiie ettt e e 19
2.4.1 Virtual E-COMMETCE.......cccuiiiiiiiiiiiinieeiie ettt 20
2.4.2 Implementation of Technology in E-Commerce...............ccccvvennennne. 21
2.5 Supply Chain Collaboration............cceeeeveeriierieeniieiieeieeie e eeee e eees 23
2.5.1 Promoting Sustainability Through Collaborative Incentives............ 24
2.5.2 Outsourcing to Third-party Logistics Providers...........cccccceevivennenne 26
2.6 Barriers of Implementing RLS..........cccoooiiiiiiiiiiiiiieeeeceeee e 27
2.7 Conceptual Framework..........coccieviiiiiiiiiiiieieeeee e 30

3.0 Research Methodology and DeSi@n........ccouvuriecscsnriccssssnnecssssansessssssssscsssnnns 31
3.1 Research Strategy and Desi@n........cceeevvieeriiiiniieeciee e 31
3.2 Data CollECtION. .. ..eeeieiiiieiieeieeee et 32

3.2.1 Primary Data.......ccooeeciiieiiieeiieeeieeee e 32
3.2.1.1 SAMPING...iiiiiiiiiiiiiieieeee ettt 33
3.2.1.2 Representatives of the Interviews.........cceceeeverieecieenieeneennen. 34
3.2.1.3 Survey to CONSUMETS.......ccocuveeriieeriieeriieeeiieenieeesreeenieeeenaeeas 37

3.2.3 Secondary Data........cccccvieiiiiiieeiieie et 38
3.2.3.1 Literature ReVIEW.......ccceeviieiiieiieeiieeie ettt 38

3.3 Data ANALYSIS....eeeeieiieiieeiie ettt 40

3.3.1 Overview of Data Analysis Approach...........cccceeeveeeevieencieeenieeenen. 42



Table of Contents

3.4 Quality 0f ReSearch........cccocveviieiiiiiiiiiiee e 43
3.4.1 Trustworthiness and Authenticity...........ccceeeeeeiienieiiiienieiieeieeiee 44
3.4.1.1 The Principle of AuthentiCity..........cccocueeiieniiiiiiniieiieieeees 46
3.4.2 Ethical & Societal Considerations............cccceveeeeveeeiieesiieeserieeseeeenns 47
3.4.2.1 Ethical Considerations............cceevveeerieeerieeeiieeeeieeeeeeeenneenns 47
3.4.2.2 Societal Considerations............cecveeerveeerveeeiveeeieeeseeeeseneeennnes 48
4.0 Empirical FINdings.......ccocceinveieirsnicsssnicssnnsssanssssanssssanssssessssssssssssssssssssssasssns 49
4.1 Expert within Digital Innovation for Growth, E-commerce Actors and
Consumer QUESTIONNAITE. ......vveeruvieeriieeiieeerreeerreeeaeeesereeereeeereeesseeesseeessnes 49
4.1.1 The Existing Landscape of Reverse Logistics Operations............... 50
4.1.2 Utilizing TeChNoloy.......c.coevvuiiiriiieiiie ettt 53
4.1.3 Addressing Barriers for Sustainable Initiatives............cccoeevveenieennn. 55
4.1.4 SUStAINADIILY ... .cooviiiiieiieieeieeee e 58
4.2 Hypothesis FOrmulation............cceecuierieniienienieeiiesie e 61
4.3 Verification of Hypothesis.........cccueeiieriiieriieniieiecieeeee e 65
4.3.1 Hypothesis L.....cooouieiiieiieiieeiiee ettt 65
4.3.2 HYPOLhESIS 2...ueeiiiiiiiieiienieeieeese ettt 69
4.3.3 HYPOLhESIS 3...uiiiiiiieciiieeciie ettt ettt evee s e e e e v e eenneeens 71
5.0 Analysis and Discussion 77
5.1 How VR/AR Technology Can Decrease the Number of Returns.............. 77
5.2 How a Law or new Intensive Can Reduce the Number of Returns........... 80
5.3 How Collaboration with 3PL Providers Can Reduce the Number of
RELUINS. ...ttt e e e e e et e e e ennaaeeeens 82
5.4 The Sustainable Aspect of the Initiatives.........ccecveeecieeeciie e 84
5.4.1 Economic DImenSion..........cccueeeiieeeiiieeiieeeieeeeieeesveeesveeesevee e 84
5.4.2 Environmental DImenSion.........c.ceevueeeriieeriieenieeeiieeeieeeieee e 85
5.4.3 Social DIMENSION. ........ceciieiieriieeieeniieeie et re e e 86
5.5 Identified Barriers Based on Findings...........cccevvieiienienciienieeieeieeen 89
6.0 CONCIUSION....cccueeieirieeirtecitecstinsteistecssnecssessssessseesssesssnssssssssassssssssssssassssasanne 93
6.1 Practical and Social Implications...........c.ceevveveiierieniiinienieeieee e 94
6.2 Theoretical IMPlICAtIONS..........coouiiiiiieriiiiiieieeeeee e 95
6.3 LIMIEAIONS. ...eeeiiiieiiieeiiieeeieeeereeesiteeesteeeseeeeeteeesteeesseeessseeessseeensseeesseeas 96
6.4 Further Research Guideling............cccveeviiieeiiieeciiiecie e 97

Bibliography.....ccccccceiiccicsniicnissnnicssssniicssssssnccsssssssssssssssesssssssssssssssssssssssssssssssasssss 99



List of Appendices

APPECNAIX A.coueirinreninneisrecsnnnsanissecssseessnssssesssassssssssssssassssasssssssssssssssssassssssssssssasssss 109
Table A.1 Interview Guide for Qualitative Interview.............ccceeeeeeunineennnee. 109
Table A.2 Interview Guide for Hypothesis Verification...........c.cccceverveenenn. 112
Table A.3 Survey Guide for CUSTOMETS. ......cccueeriieiieriieeiie e 114

Appendix B 117
Interview Report B.1: NHH Professor, EXpert..........coccovevviniininncnicncnnene 117

APPENAIX Cl.oonrrnericrsrsnniessssnricsssssssessssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 119
Interview Report C.1: POStNOTd AS........oooiiiiiiiieiiecie e 119
Interview Report C.2: Lett ButikK........cccooveiiiniiiiiiiiiicececeee, 121

APPENAIX Dicoerrrirreiininieisninsssnicsssnisssnisssanssssassssssssssssssssssssssssssssssssssssssssssssssasssss 123
Interview Report D.1: Guideline..........cocueeviiiriiiiiieniieiieieeeee e 123
Interview Report D.2: Komplett.........ccceevviieiiieeiieeieceeeeee e 125
Interview Report D.3: Apotek 1 Netthandel............ccoooveeeiiiiiiiiiiinieiiien, 127

Appendix E 129
Interview Report E.1: Meta Living........ccoovvveeiiieiiiiicieeceeeee e 129

Interview Report E.2: EImera Group.........ccoceevvevienienieniienieieeieseeieeienene 130



List of Figures and Tables

Figure 1:
Figure 2:
Figure 3:
Figure 4:
Figure 5:
Figure 6:
Figure 7:
Figure 8:
Figure 9:

Figure 10:
Figure 11:
Figure 12:
Figure 13:
Figure 14:
Figure 15:
Figure 16:
Figure 17:
Figure 18:
Figure 19:

Merchandise Sales, Returns and Return Fraud...........cooovvvvviiiiiiinninnns 2
Thesis Structure made by The Authors’.......c..coocviieviiieciieeieeeeeeee 8
The Triple Bottom Line by EIKIngton..........cccceeevvieeiiienciieniieeeieeeee, 12
Reverse LogistiCsS PrOCESSES. ......ccvveriieriieiiieiieeie et 15
Conceptual Framework...........cccoevviieeiiiiiiiiecieeeee e 30
[lustration of Data Analysis Process..........ccceevveevvierierciienienieeniieeiens 41
Zooming in on the Data Analysis Approach..........ccccceevieviiiiiiininnnenn, 42
Further Clarification of Data Analysis Approach by the Authors’....... 43
Core Privacy Principles and Operationalizing the Principles............... 47
Miniature of Clarification of Data Analysis Approach....................... 49
Findings from Survey to Consumers (1)........ccceeveeeviienienciieneeeneennen. 54
Findings from Survey to Consumers (2)......cccceevveerveenieenieenieeneeennnn 55
Findings from Survey to Consumers (3).......cccceerveeerveeeiveenceeenineeens 57
Findings from Survey to Consumers (4).......cccceeveeeveeneenveenieenneennnn 57
Hypothesis Formulation - Clarification of Data Analysis Approach.. 62
Formulation of Hypothesis 1 Based on Findings...........cccccceeeenienee. 62
Formulation of Hypothesis 2 Based on Findings.........c..ccccevueeienee. 63
Formulation of Hypothesis 3 Based on Findings...........cccccecuvveennennns 64

Hypothesis Verification - Clarification of Data Analysis Approach...65

Figure 20: Illustration of How the Initiatives Can Affect the TBL...................... 89
Table 1: Strategies for Barriers of Reverse Logistics Adoption.............cccceeeee. 28
Table 2: Overview of the Objects in the Quantitative Data Collection................. 36
Table 3: Data Collection Method: Primary- and Secondary Data......................... 40

Table 4: PostNord’s results for some of the customer cases



List of Abbreviations

3PL Third Party Logistic

Al Artificial Intelligence

AR Augmented Reality

EU European Union

LM Last Mile

RL Reverse Logistic

SCC Supply Chain Collaboration

SCM Supply Chain Management

TBL Triple Bottom Line

TOI The Institute of Transport Economics

VR Virtual Reality



Chapter 1: Introduction

1.0 Introduction

1.1 Background for the Thesis

With the rapid growth of global e-commerce platforms, the escalating number of
product returns has become a pressing issue for online retailers, significantly
impacting their profitability (Nanayakkara et al., 2022; Kapner, 2023). Returns,
particularly those resulting from declining consumer spending due to inflation,
have emerged as a significant concern (Kapner, 2023). For too many marketing
managers, product returns are a bitter pill to swallow (Andrew Petersen & Kumar,
2009). After all, they can be an enormous drain on revenue. There is the money to
be refunded to customers, plus the cost of repackaging, restocking, and reselling

the returned items (Andrew Petersen & Kumar, 2009).

Furthermore, the returns processing centers often encounter many items that do
not meet the repackaging and reselling criteria (Kapner, 2023). The challenge for
online retailers is, therefore, to process returns quickly, and get the goods back
onto their virtual shelves, minimizing deprecation, even leading up to some
retailers, namely Amazon, sometimes telling returners to keep the product. It

would cost them too much to process a return (Bomey, 2021).

The aftermath of the COVID-19 pandemic has witnessed a gradual recovery in
various parts of the world, accompanied by a significant surge in e-commerce, as
exemplified by Sweden's 40% growth in online retail (PostNord, 2021). Retail
sales are on track to increase between 6% and 8% year-over-year. Non-store and
online sales year-over-year are expected to grow between 11% and 13% (National
Retail Federation & Appriss Retail, 2022). NRF also stated that the total returns
accounted for $816 billion in lost sales for US Retailers (National Retail
Federation & Appriss Retail, 2022). The financial implications are significant, as
evidenced by estimations suggesting that approximately 30% of received products

are critically used returns, costing retailers an average of 66% of the item's price
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(Optoro, 2019, cited in Kapner, 2023). Similar trends have been observed in other
countries, with the fashion industry experiencing notable return rates for clothing
items, dresses, skirts, and shoewear (Yocabe, 2023). These statistics indicate the
magnitude of merchandise returns in the retail industry, with online retailers
facing returns rates surpassing 22% (Rintaméki et al., 2021). Furthermore, return
fraud and policy abuse are prevalent among young online shoppers, emphasizing
the significance of effective reverse logistics management (Riskified, 2022;
Nanayakkara et al., 2022). The most emerging example of return fraud retailers
have experienced in the past year is wardrobing (returns of used, non-defective
merchandise) of an average of 50% (National Retail Federation & Appriss Retail,
2022).

HTH $84.9 Billion
$4-95 Tfl“lﬂn Amount of fraudulent
] % of total
NRF 2022 U.S. retail e
industry sales $816 Billion
Amount of merchandise

returned as a % of total
sales (avg. 16.5%)

Figure 1: Merchandise Sales, Returns and Return Fraud. Source: National Retail Federation &

Appriss Retail (2022).

The rapid expansion of global e-commerce and the resulting complexities within
supply chains have brought forth concerns regarding the environment and
retailers' sustainable practices, particularly regarding carbon emissions resulting
from return activities and unnecessary long-distance transportation (Kristiansen,
2022). An experiment conducted by a Norwegian TV program, "TV 2 Hjelper

Deg," demonstrated an example of consumer affairs within the online fashion
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industry. The investigation was based on purchasing seven products from the
e-commerce actor Zalando, where the items were immediately returned. The total
traveling distance for the seven items was 26 242 kilometers for six months of
tracking (Kristiansen, 2022). Retailers, driven by competitiveness and the demand
for fast fashion, have increasingly embraced practices that contribute to shorter
product life cycles and the disposal of excess and returned inventory in landfills
(Kapner, 2023). Although some retailers opt for liquidation as a streamlined
approach to managing rejected inventory, the convenience-driven policies of long
return windows and free shipping have encouraged more online purchases and
subsequent returns (Kapner, 2023). Retailers also face pressure from shareholders
and other investors to adopt sustainable practices (Deloitte, n.d.). Investors are
increasingly conscious of how their reputations are affected by the retailers they
support (Deloitte, n.d.). Indeed, a study by a global bank found that 59% of
investors surveyed invest in companies that align with their values (Deloitte, n.d.).
Some global retailers are adopting new practices such as reducing toxic emissions
in response to these shareholders' demands (Deloitte, n.d.). However, it is evident
that while some companies adapt their policies to address the increasing return
rates, many others fail to prioritize effectively managing return items (Kapner,
2023). Creating transparency and awareness regarding the handling of returns
may pave the way for necessary changes in the industry (Kapner, 2023). To create
a sustainable future, retailers should address evolving customer and shareholder

expectations in their business strategies and environmental practices (Deloitte,

n.d.).

Sustainable business models aligned with environmental goals are becoming
increasingly important in the era of e-commerce (Nosratabadi et al., 2019).
Managing product returns effectively is an essential aspect of sustainable business
models since it impacts financial performance as well as environmental
sustainability (Srivastava & Lee, 2006). For retailers, it is vital to understand the
costs associated with product returns, although there is yet to be a standardized

method for estimating these costs (Gustafsson et al., 2021). This thesis offers
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practical guidelines for e-commerce companies to develop more sustainable
return policies by examining the economic, environmental, and social aspects of
managing returned products through the TBL framework. Furthermore,
integrating sustainable business models and customer value creation is essential
for achieving sustainable development goals (Muller et al., 2018). It has been
demonstrated that design thinking and value mapping are effective tools for
creating perceived value and appealing to environmentally conscious consumers
(Geissdoerfer et al., 2016). Exploring sustainable business models and customer
value within the thesis makes it possible to identify gaps, assess effectiveness, and

develop sustainable strategies that align with the TBL framework.

1.2 Purpose of the Thesis

This thesis aims to examine how Norwegian e-commerce actors can effectively
implement strategies to enhance the sustainability of their reverse logistics
operations. While reverse logistics operations involve many processes, the authors
will focus mainly on the increased scale of product returns by e-commerce
consumers. Since previous research indicates that "ease of returns" is one of the
most important factors influencing customer satisfaction (Pham & Ahammad,
2017), the authors will also consider the e-commerce actors' return policies. There
is an increasing preference among consumers for online shopping due to its
convenience. However, the effects of e-commerce on the environment remain
uncertain (Escursell et al., 2021). In order to minimize the frequency of returns in
the Norwegian e-commerce industry, the authors explore strategies that can be
implemented during the purchasing stage. By emphasizing proactive initiatives at
the point of purchase, e-commerce actors can reduce the occurrence of returns,
which has financial and environmental implications. Also, the thesis aims to
examine how long-term perspectives and collaborative relationships can reduce
the incidence of returns in reverse logistics. The use of third-party logistics (3PLs)
is becoming increasingly widespread due to globalization, the expansion of
e-commerce, and increased client demand (Qureshi, 2022). Adopting a long-term

perspective on returns management can provide insights into sustainable solutions
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for minimizing returns by recognizing that it is not solely a transactional process

but an ongoing relationship between businesses and consumers.

The authors of this study, with specialization within Supply Chain- and
Operations Management, were motivated by a mutual interest in exploring new
ways to manage reverse logistics processes in accordance with the Triple Bottom
Line (TBL) and Sustainable Development Goals (SDGs). Using the Norwegian
e-commerce industry as a case study, this study aims to identify and analyze the
challenges, opportunities, and best practices associated with sustainable reverse
logistics operations. The handling of returns significantly impacts the
environment (Agrawal & Singh, 2019); coupled with a dysfunctional RLs system
within the organization, this impact is accentuated. There is undeniable evidence
and an obvious need for improvement in this area. Companies must embrace a
sustainable shift to maintain positive public perception (Macchion et al., 2017).
Ultimately, the author intends to provide practical recommendations and
guidelines for Norwegian e-commerce actors to assist them in developing and
implementing sustainable practices, which will reduce environmental impact,
improve resource utilization, and enhance overall sustainability performance in

the reverse logistics operations.

This thesis objective can be summarized in three focus areas to find a solution that
is meant to reduce the returns within e-commerce:
1. What strategies can be employed during the purchasing stage to minimize
the frequency of returns?
2. How can long-term perspectives and practices be utilized to reduce the
occurrence of returns?
3. How can collaborative relationships contribute to reducing the frequency

of returns in reverse logistics operations?
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1.3 Research Question

Given the objectives and information outlined in this research, the following

research question was undertaken:

RQ: How can Norwegian e-commerce actors implement strategic initiatives to

effectively enhance the sustainability of their reverse logistics operations?

Environmental sustainability and increased competition are driving firms to
develop more green activities and extend their reverse logistics processes to be
less costly and more efficient. This research question is based on the assumption
that there is a need for improving RLs practices in the e-commerce industry in
Norway due to the high activity of returns in the e-commerce retailing market.
Specifically, the study will focus on the challenges associated with consumer
returns in e-commerce. Therefore, a better understanding of the current return
policies and practices' environmental- and cost effects is needed to identify the
most critical areas to improve and which processes can be more efficient and
sustainable. In doing so, it is essential to emphasize the aspect of sustainability,
frameworks for the implementation of RLs, and the current RLs practices of
e-commerce actors in Norway. Further, the barriers to implementing RLs and
using 3PL providers will be covered to explore how Norwegian e-commerce
actors can overcome the challenges related to RLs today. As part of this thesis,
potential initiatives, such as government incentives and AR/VR technology, will
also be considered since this may be implemented in the purchase stage to prevent

consumer returns.

1.4 Thesis Structure

The thesis is divided into six major chapters, each following several sections to
ensure the essential information is concisely highlighted. The Watson (1994b:
S80) framework "What, Why, and How" is applied to conduct the research study.

This framework mainly focuses on the first three chapters of this thesis. In the
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first chapter, the authors present the introduction by explaining "What" and
"Why." The authors discuss the background for the problem statement and the
motivation to further research the topic and aspect of the chosen part within the
explained case. The second chapter consists of a literature review, which shows
"How" from a conceptual standpoint. Here, the authors have divided further into
what has already been researched and relevant existing theories relevant to the
topic presented. This approach allows the authors to establish a solid theoretical
foundation for further discussion, analysis of the data, and conclusion. Thirdly,
chapter three presents the methodology the authors have used for this thesis,
which explains the "How" practically in the framework. The purpose of this
chapter is to present the choice of the research strategy and design, as well as the

specific methods used for collecting and analyzing the data.

In chapter four, a summary of the authors' data collection findings is presented, in
addition to formulating three hypotheses under the three stated focus areas,
followed by hypothesis verification. Next, in chapter five, the significant findings
from the data collection are discussed and analyzed in light of the research
question and theoretical background presented in chapter two. The final chapter of
the thesis concludes with a conclusion from the findings, where the authors also
further note the implications, limitations, and future research guidelines. The
detailed structure of the thesis is illustrated in Figure 2, along with highlights of

the main sections that illustrate how the sections interrelate over the entire paper.
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1.4.1 Illustration of Thesis Structure

CHAPTERT
Introduction & Research Question

CHAPTER2:

Literature Review

Chapter 2.1; Chapter 2.2: Chapter 2.3: Chapter 2.4:

y The Purposg and the Supply Chain Sustainability Reverse Logistics Utilizing Technology
Literature Reviews Format

Chapter 2.6:
Barriers of Implementing
RLs

Chapter 2.5:
Supply Chain Collaboration

Chapter 2.7:
Conceptual Framework

CHAPTER 3
Methodology & Design

Chapter 3.1: Chapter 3.2: Chapter 3.3: Chapter 3.4:
Research Strategy & Design Data Collection Data Analysis Quality of Research

CHAPTER 4:

Empirical Findings

Chapter 4.1:
Interviews and Consumer Survey

~ Chapter 4.1.1: Chapter 4.1. . ‘_:h"fP“S’ “{‘13: » Chapter 4.1.4:
Existing Lunds?ape of RLs utilizing Technology RIFiE RE USROG sustainability
Operations Initiatives

Chapter 4.2:
Hypothesis Formulation

Chapter 4.3:
Hypothesis Verification

Chapter 4.3.1: Chapter 4.3.2: Chapter 4.3.3:
Hypothesis 1 Hypothesis 2 Hypothesis 3

CHAPTERS:

Analysis & Dicussion

Chapter 5.2:
Government:
Law or Intensive

Chapter 5.1:

Chapter 5.3:
VR/AR Technlogy

3PL Providers

Chapter 5.4:
The Sustainable Aspect of
the Solutions

Chapter 5.5:
Identified Barriers

CHAPTER 6:

Conclusion

Chapter 6.1: Chapter 6.2: Chapter 6.3: Chapter 6.4:
VR/AR Technlogy VR/AR Technlogy VR/AR Technlogy VR/AR Technlogy

Figure 2: Thesis Structure made by The Authors’.
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2.0 Literature Review

2.1 The Purpose and the Literature Reviews Format

Previous literature was considered when constructing this master thesis. This
enabled the authors to determine which issues were already addressed and which
required further investigation. Through integrating sustainability and the Triple
Bottom Line, the authors examined RLs further and explored possible ways to
improve this aspect of online business. This thesis specifically investigated what
initiatives can be implemented in terms of utilization of technology, collaborative
relationships, collaboration with 3PL providers, and potential barriers, given the
problematic situation that has emerged today. The authors also focused on the
aspect of a prevention strategy in terms of finding the root of the problem and
then investigating what precautions can be taken to prevent returns in the first
place. Based on these objectives, the authors conducted their research and built on

the results of previous literature.

2.1.1 Literature Gap

Several limitations affected the scope and depth of the study, including the
absence of previous studies on the Norwegian e-commerce industry and
consumers of Norwegian e-commerce. Further, there is substantial research
regarding RLs in the existing literature. However, with the rise of the sustainable
shift, the focus has been prominently on direct recovery and reprocessing in the
RLs system in the e-commerce industry. Though there have been several
experiments toward the collection of product return by consumers, few of the
studies focus on the identification of the cost-effectiveness of return policies in
the context of the Norwegian e-commerce industry, as well as the identification of
how different initiatives can be implemented in the purchasing stage can

contribute to minimizing the probability of consumers returning their purchase.

With global sustainable goals in mind, the literature offers only a few studies.

This results in a literature gap on settling issues and future initiatives related to the
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sustainable impact associated with product returns. Consumer attitudes toward
sustainable products are generally positive; however, the price consumers are
willing to pay for these options is not necessarily aligned with their attitudes. In
this area, there needs to be more literature that provides insight into the actual
market situation in Scandinavia, particularly Norway. While e-commerce has
evolved over the last two decades, previous literature still needs to gain explicit
knowledge of the challenges and opportunities connected with its implementation
and the components required to satisfy the triple bottom line. As for technological
development to reduce product returns, there is still a great need in the literature
to identify the appropriate incentives Norwegian e-commerce actors can
implement to enhance the sustainability of reverse logistics operations due to the

high intensity of product returns.

Moreover, while reverse logistics is a requirement in European countries, such as
Norway, there are significant barriers to its implementation within the European
context. In many cases, especially for small and medium-sized companies, low
awareness and the absence of pressure from customers mean that few efforts are
made to address environmental issues (Hillary, 2004). Many authors have
considered and discussed the several barriers to RL implementation in general
(Govindan & Bouzon, 2018). However, there needs to be more research as
regards the implementation of RLs, as well as barriers, in the context of the

Norwegian industry.

2.2 Supply Chain Sustainability

In recent years, there has been an increased focus on sustainability in the industry,
and many companies have found that adopting sustainable practices can give
them a competitive advantage (Macchion et al., 2017). The study by Morioka et
al. (2017) highlights how coercive, mimetic, and normative pressures, such as the
United Nations and the Sustainable Development Goals, impact sustainable

businesses. The UN has published a comprehensive global plan of action for
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people, the planet, and prosperity (United Nations, 2022), broken down into 17
target goals that must be reached by 2030.

2.2.1 Sustainable Business Models

Based on a review by Nosratabadi et al. (2019), sustainable business model
construction constitutes an essential component of a business strategy. However,
the actual application of this concept will vary according to the type of industry
and business the actor is engaged in (Nosratabadi et al., 2019). Further,
Geissdoerfer et al. (2018) explained three elements of a business model: value
proposition, value creation and delivery, and value capture. The Circular
Economy requires all three business model elements to be circular to achieve

optimal sustainability performance (Geissdoerfer et al., 2018).

Regarding circular business models, Geissdoerfer et al. (2018) stress that this
must maximize product and service value for society's well-being, minimize
depletion of natural resources, and ensure long-term capacity to address social,
economic, and environmental issues concerns. Tolkamp et al. (2018) also
highlight that sustainable business models focus on resolving societal and
environmental problems and should have a value proposition that provides both
financial and non-financial value. Sudusinghe & Seuring (2022) also specified
that resell/reuse, remanufacture, and recycling are the most discussed CE
strategies within Supply Chain Collaboration. Despite recycling being the most
popular method for waste prevention, recycling only addresses the final stage of
the product life cycle, leaving aside overproduction and consumption of materials

(Muranko et al., 2020).

Additionally, Nosratabadi et al. (2019) examined the number of articles published
regarding the sustainable business model in several journals. They concluded that
the number had increased substantially in the last two decades, with only two

documents published in the area in 2002 compared to 62 and 74 documents in

2016 and 2017, respectively (Nosratabadi et al., 2019).
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2.2.2 Measuring Sustainability

According to Shim et al. (2021), sustainable management is attained when
companies prioritize their communities, the environment, and profits in a
balanced manner. To evaluate sustainability, Elkington (1994) introduced the
concept of the "triple bottom line," which provides a practical framework for
distinguishing economic, environmental, and social sustainability. This
framework promotes a win-win-win approach, encompassing "People, Planet,
Profits" as its core elements, as later developed by Elkington. Based on

Elkington's (1994; 2004) work, Figure 3 summarizes the triple bottom line.

PLANET

Environmental Rc&pomil)i]i(\'

The positive and negative impact an or
has on its natural environment. This includes
reducing its carbon footprint, usage of natural
resources, toxic materials and so on, but also the
active removal of waste, reforestation and
restoration of natural harm done.

SUSTAINABILITY

The positive and negative impact an
organization has on its most important
stakeholders. These include employees,
families, customers, suppliers, communities,
and any other person influencing or being
affected by the organization.

The positive and negative impact an
organization has on its most important
stakeholders. These include employees,

families, s, suppliers, ities,
and any other person influencing or being
affected by the organization.

PROFIT PEOPLE

Economic Progress Social Conditions

Figure 3: The Triple Bottom Line by Elkington (1994,2004)

The TBL emphasizes the microeconomic perspective by incorporating economic,
environmental, and social considerations, whereas the definition of sustainability
alone leans towards a macroeconomic perspective (Gimenez et al., 2012).
Kleindorfer et al. (2005) further explain sustainability principles, highlighting the
importance of environmental management, closed-loop supply chains, and a
comprehensive view of the triple bottom line that integrates profit, people, and the

planet in strategic decision-making.
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Sustainable supply chain management (SCM) involves integrating social and
environmental concerns into business processes to enhance company
performance, supplier relationships, and customer satisfaction without
compromising economic viability (de Ron, 1998; Seuring & Muller, 2008; Pagell
and Bobeli, 2009 as cited in Gimenez et al., 2012). Geissdoerfer et al. (2018)
emphasize the need for companies to balance economic and environmental
sustainability in their supply chain management practices. This balance is
particularly relevant in industries like fashion, which face criticism for their
excessive consumption and waste (Dissanayake & Sinha, 2015). Macchion et al.
(2017) point out that sustainable SCM reduces operating costs, optimizes resource
utilization, and reduces pollution and waste. Moreover, Prajapati et al. (2022)
emphasize the significance of sustainability for competitiveness, highlighting the
positive impact of green supply chain management practices on operational and
financial performance. Steenis et al. (2018) suggest that incorporating multiple
sustainable design strategies provides a more comprehensive understanding of
functionality, behavior, and cost trade-offs instead of relying solely on a single
approach. However, they also note that the additional benefits diminish with each
new strategy, resulting in a diminishing increase in consumer purchases and
willingness to pay for sustainable products. It is important to emphasize this when
encouraging companies to implement new and multiple strategies for a more

sustainable approach.

The rise of e-commerce has further emphasized the need for sustainable business
models that align with companies' environmental goals (Nosratabadi et al., 2019).
Tolkamp et al. (2018) highlight the importance of balancing profitability with
environmental and social challenges in sustainable business models. In
e-commerce, managing product returns efficiently and cost-effectively has gained
significant interest (Srivastava & Lee, 2006). Understanding the actual costs of

product returns is crucial for retailers to gauge their financial performance,
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although no standardized method exists for estimating these costs (Gustafsson et

al., 2021).

Cullinane and Cullinane (2021) studied the environmental impacts and costs of
returns in the clothing industry. They found that increasing prices to cover the
high return rate is challenging, and returns contribute to additional kilometers
traveled by various means of transportation. The study also identified initiatives to
reduce energy use and costs and improve the environmental sustainability of
returns. E-commerce companies can adopt more sustainable return policies, such
as incentivizing customers to keep their purchases and offering repair or reuse
options to minimize returns and associated costs. Implementing such policies
improves a company's financial performance and enhances its reputation by
appealing to environmentally conscious consumers (Cullinane & Cullinane,
2021). As the e-commerce industry evolves, companies with sustainable return
policies can differentiate themselves from competitors and attract customers who
prioritize environmental concerns. Muller, Kiel & Vogt (2018) emphasize the
importance of customer value in sustainable business models, highlighting the
need to create perceived value through design thinking and value mapping.
Geissdoerfer, Bocken & Hultink (2016) outline a four-step process for sustainable
business modeling that includes exploration, conceptualization, identifying gaps

and improvements, and assessing effectiveness and value.

In conclusion, measuring sustainability within the TBL framework involves
considering economic, environmental, and social factors. Sustainable supply
chain management integrates social and environmental concerns to improve
company performance without sacrificing economic viability. E-commerce
companies can enhance sustainability by implementing more sustainable return

policies, reducing costs, and appealing to environmentally conscious consumers.
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2.3 Reverse Logistics

Reverse Logistics (RLs) is a vital component of the supply chain that most
businesses pay great attention to nowadays (Nanayakkara et al., 2022). The term
RLs is defined as "the method of planning, implementing and controlling the cost
and efficiency of material flow, in-process inventory, finished good and related
information from the point of consumption to the point of origin, in order to
recover value" (Daugherty et al., 2001). Figure 4 illustrates four main elements
characterizing an RLs process: a collection process, a combined
inspection/selection/sorting process, a reprocessing or direct recovery process,
and a redistribution process. The process after collection, the disposition process,
is emphasized as one of the crucial decisions which may significantly affect the
reverse logistics performance from a sustainability perspective. It also plays an
essential role in improving the operational efficiency of reverse logistics (Agrawal

& Singh, 2019).

Collection Inspection / Selecting/Sorting Direct Recovery

Repair
Refurbishing
Remanufacturing
REIGEVEL
Recycling

(Re-processing)

Figure 4: Reverse Logistics Processes. Source: De Brito & Dekker (2002)

As reverse logistics practices are essential to promote environmental initiatives,
improve customer service & corporate image, and reduce pollution (Prakash et al.,
2015), it is clear that e-commerce actors can make their return policies more
sustainable and reduce the impact they have on the environment in several ways
(Mondal & Giri, 2022). Moreover, it is evident that the return policy practice in
e-commerce also varies across industries and stores (Mukhopadhyay & Setoputro,

2004).

15



Chapter 2: Literature Review

In order to fully understand how the return policies of different e-commerce
actors affect the sustainability of their operations and the consumers' return
behavior, it is vital to explore reasons for returns and customer satisfaction drivers
in more detail. Kaushik et al. (2020) investigated the probable reasons for return
in the online apparel industry, where the findings showed that "fit and size
variation," "found a better product,”" and "lenient return policies," among others,
were identified as crucial factors for online apparel return. Disconformity of
expectations was also accounted for as a prompt explanation behind item returns
(Kaushik et al., 2020). Moreover, the various forms of returning behavior result
from retailers increasingly competing through lenient return policies that lower
perceived risk for online purchases and thus increase demand. The key to
managing the diversity in online returning behavior is understanding it (Saarijarvi

etal., 2017).

Concerning the impact of return policies on customer satisfaction, a study
conducted by Pham and Ahammad (2017) examined customer satisfaction in the
UK, where results revealed that "ease of return," amongst other drivers, was quick
to get a refund from an unwanted product, was one of the key drivers of customer
satisfaction. They also emphasized that good return management is the second
important factor in keeping customers happy, and e-commerce actors, therefore,
need to apply a customer-friendly return policy (Pham & Ahammad, 2017).
Furthermore, the results of a study conducted by Vasi¢ et al. (2019) confirmed
that security, information availability, shipping, quality, pricing, and time
presented significant predictors of customer satisfaction. Likewise, the results
demonstrated that shipping is the most powerful predictor of customer satisfaction

(Vasi¢ et al., 2019).

2.3.1 Last Mile Delivery

Online shopping has revolutionized consumers' approach to clothing purchases,

allowing them to purchase multiple items in a variety of colors and sizes, with the
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option to return items that are not satisfactory. Nevertheless, this convenience has
increased shipping volumes, including last-mile (LM) deliveries and returns,
adversely affecting the environment (Velazquez & Chankov, 2019). The
sustainable aspect of logistics and transportation choices is becoming more
evident to consumers. Logistics providers are increasingly required to strive to
reduce their carbon footprint continuously. Nevertheless, consumers are often
unwilling to pay more or wait longer for their goods in return for a greener service

(Gevaers et al., 2014).

A study conducted by Ignat and Chankov (2020) concluded that displaying the
environmental impact of the delivery with no additional benefits changes
customers' preferred delivery to a more sustainable delivery. As a result,
customers are willing to wait longer, pay more, or choose a less convenient
location for environmentally sustainable delivery. However, when additional
economic benefits are offered, customers seem willing to choose a less convenient
location. They seem willing to pay more for environmentally friendly delivery
and location benefits when there are cost benefits. Accordingly, customers were
more likely to choose a more sustainable last-mile delivery when they were aware
of the delivery's environmental and social impacts or when offered economic
benefits. In addition, Rausch, Baier & Wening (2021) emphasized the importance
and need for better information and education to promote sustainable purchasing.
Similarly, Prakash and Pathak (2017) argued in their study that environmental
knowledge substantially influences consumers' desire to purchase
environmentally friendly products. However, as stated by Ignat & Chankov
(2020), e-commerce consumers are likely to choose the most economically
convenient delivery option for them, regardless of whether or not they are
conscious of environmental or social impacts, as there is no transparent

information regarding these issues.

Allen et al. (2017) highlighted pressures on last-mile operators associated with

managing high levels of product returns. Retailers often incorporate the delivery

17



Chapter 2: Literature Review

costs for online shopping orders into the item price. Consequently, end consumers
are not expressing adequate price signals, leading to the perception that delivery is
free. This creates a demand for retailers to provide ever-faster and more
responsive delivery arrangements to gain market share. (Allen et al., 2017). This
may negatively affect the conscientiousness of e-commerce consumers, and their
results indicated that there is a high potential for making last-mile delivery more
sustainable by giving consumers the ability to make informed decisions when
purchasing online. Notably, an increased level of conscientiousness during online

purchases can be linked to a decrease in product returns.

2.3.2 Consumers' Willingness to Pay

Consumers exhibit positive attitudes, social norms, perceived behavior control,
willingness to pay, and environmental consciousness that significantly affect their
purchase decisions. Specifically, the willingness to pay is essential to the
consumer's decision-making process, especially the product price (Kumar et al.,
2021). Further, a review by Ketelsen, Janssen & Hamm (2020) examined
consumers'  willingness to pay and purchase behavior towards
environmentally-friendly food packaging. Despite consumers' positive attitudes
toward eco-friendly products, their actual behavior is not necessarily reflective of
their actual behavior, mainly due to barriers such as higher costs, limited

availability, and perceived lower quality (Ketelsen et al., 2020).

A study by Escusell, Llorach-Massana & Roncera (2021) discussed that 77% of
consumers are willing to pay an additional 10% for sustainable packaging.
Further, their results also revealed that consumers shopping online prioritize other
variables, such as price, volume, and delivery time, over sustainability. However,
Rausch, Baier & Wening (2021) assessed attributes of sustainable online
purchasing and found that consumers prioritize less packaging and more on
demand in fair wages and environmentally friendly production processes. It was
also stated that customers prefer sustainable packaging, free shipping, and data

security when doing online shopping (Rausch et al., 2021).
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Even though ethical shopping is gaining popularity, fewer ethically conscientious
customers are making ethical purchases (Carrington et al., 2014). Rausch, Baier &
Wening (2021) found that female consumers value sustainable attributes more
than male consumers, particularly social and environmental aspects. Four aspects
were identified by Carrington et al. (2014) as contributing to the discrepancy
between ethical intentions and acts. These factors included moral identity, social
norms, commitment readiness, and purchasing style (Carrington et al., 2014). For
academics, industry, and society, it would be advantageous to have a more
excellent knowledge of and capacity to close the gap between ethical purchasing

intentions and actual consumption habits (Carrington et al., 2014).

2.4 Utilizing Technology

Consumers today increasingly utilize technology as an effective tool in their
shopping experiences (Pookulangara & Koesler, 2011). As for the e-commerce
actors, using new technologies can change business strategies and innovation
capabilities, resulting in increased opportunities for product and process
innovation (Chen et al., 2017). Gustafsson et al. (2021) looked further into return
avoidance practices already in the purchasing stage, which aimed to facilitate the
customer in their decision-making around which size to order - and in so doing to
avoid returns. They tested existing fitting technology on a Scandinavian fashion
footwear retailer with e-commerce operations, on the background that 55% of
returns are subject to poor fit. However, the results could have been better due to
the technology's difficulty in calibrating to that particular type of fashion footwear
(Gustafsson et al., 2021).

It is essential to address the customer experiences of the utilization of
technologies since the consumers' perceived value and insecurity negatively
influence customer perceived value, which again influences customer satisfaction
(Pham et al., 2020). Pookulangara & Koesler (2011) highlighted the value of how

consumers "perceive the ease of use" and the "perceived usefulness" when
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studying consumers' intention to use new technology. Venkatesh & Davis (2000)
also studied technology acceptance, where the results indicated that perceived
usefulness is influenced by perceived ease of use; the more manageable the

system is to use, the more valuable it can be.

A study by Hoyer et al. (2022) describes that customer experience involves
cognitive, sensory/emotional, and social aspects. Based on Hoyer et al.'s (2022)
description, consumers with a high need for cognition are more likely to engage in
extensive information processing. In contrast, those with a low desire for
cognitive abilities prefer a more simplistic, heuristic approach (Hoyer et al.,
2022). Using new technologies benefits those with a lower need for cognitive
capabilities. Consumers may also differ according to their need for emotion. A
consumer with a high need for emotions will be more sensitive to the emotional
aspects of their surroundings and possess higher emotional intelligence (Hoyer et
al., 2022). In this case, new technology can be highly beneficial as it provides
greater sensory stimulation and a more enriching experience (Hoyer et al., 2022).
Furthermore, consumers with a strong desire for socialization may react more
favorably to technologies that facilitate more accessible connections with other
people, leading to a more fulfilling social experience than those with a lower

desire (Hoyer et al., 2022).

2.4.1 Virtual E-Commerce

Ogunjimi, Rahman, Islam & Hasan (2021) found that customers reported
frustration, inconvenience, and discomfort due to poor physical conditions, a lack
of fitting rooms, and long queues at physical clothing retail stores. There is also
evidence that many people are increasingly inclined to purchase products online
rather than visit brick-and-mortar stores, with online actors gaining more and
more customers in recent years. Moreover, Ogunjimi et al. (2021) specify in their
study that the younger generation of customers especially prefers online shopping.
Furthermore, a study conducted by Martinez-Navarro et al. (2019) in which they

explored how virtual reality (VR), together with other technological innovations,
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will affect the future of e-commerce, which they define as "vCommerce". VR can
be considered a unique form of experience in which subjects experience the
virtual world as if it exists in the real world (Slater, 2009, cited in
Martinez-Navarro et al., 2019). Likewise, Hoyer et al. (2022) demonstrate how
significantly new technologies, such as Augmented Reality (AR) and Virtual
Reality (VR), are revolutionizing the customer experience. As for future
developments of new technologies, Martinez-Navarro et al. (2019) conclude in
their study that VR technology is a promising advancement for e-commerce,

which will revolutionize the shopping experience in the future.

The authors' Cheng, Cohen & Mou (2023) also emphasize the use of Al and how
it has been instrumental in advanced e-commerce developments over the last few
years by providing solutions for facilitating digital transformation and improving
the performance of e-commerce. A positive consumer response is also more likely
to be generated by vCommerce than physical stores, as the consumer can place
the products in a more natural consumer interaction. This allows them to shop for
products in a familiar context, which may enhance their shopping experience,
increase purchases (Martinez-Navarro et al., 2019), and contribute to decreasing
the likelihood of returning products. In the case of massive amounts of data,
technology, such as Al, has more significant problem-solving capabilities, but
with the downside that personal data protection may be compromised (Cheng et

al., 2022).

2.4.2 Implementation of Technology in E-Commerce

Further research by Wedel et al. (2020) was carried out on how virtual reality can
be utilized across different stages of the customer journey in e-commerce. Wedel
et al. (2020) describe how VR/AR applications have proven to increase purchase
intentions and revenues in the purchase stage. With AR, it is possible to transform
stores into showrooms and facilitate planned purchases by allowing customers to
locate products in the store through reverse image searches (Wedel et al., 2020).

As well as emphasizing the use of VR and AR in personalizing shopping
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experiences, improving shopping efficiency, and optimizing product trials, the
authors discuss how the technologies can be used in the future (Wedel et al.,
2020). A customer's shopping experience could be enhanced, and purchases may
be increased by installing in-store VR devices and in-home applications.
Martinez-Navarro et al. (2019) maintain that deploying VR devices and
applications in-home will allow consumers to interact with them more naturally in
familiar contexts. Among the additional uses of these technologies is the creation
of virtual retail spaces that simulate retail stores and provide consumers with new
user interfaces, such as smart dressing rooms, virtual product displays, and

interactive shelf talkers (Wedel et al., 2020).

The further advancement of technologies such as virtual-try-on and smart mirror
technology is recognized by Ogunjimi et al. (2021) as innovations that are
revolutionizing the retail environment by enhancing the customer experience.
Shopper-facing advanced technologies can be vital to creating a different physical
shopping experience for consumers and delivering benefits to retailers such as
improved traffic, conversion, and baskets or streamlined operational cost. These
benefits can only be realized if customers engage with the technologies. To
encourage engagement, retailers must consider some critical success drivers of
retailing technology (Linzbach et al., 2019). As for the technology in the future, it
may facilitate saving personal information (Chang et al., 2023), such as measuring
your body, preferences in product types, and style preferences for future

purchases in the e-commerce context.

A study by Yang et al. (2020) showed that practitioners and academics must
ascertain how online sellers balance minimizing returns and allowing returns.
Motivated by the practice of online business, their study focused on exploring two
types of operational innovation: offline showrooms and artificial intelligence
adoption. Their findings showed that creating offline showrooms may help
consumers have opportunities to touch and try products, thus increasing their

acceptance of the product. Adopting artificial intelligence may lower product fit

22



Chapter 2: Literature Review

uncertainty and improve after-sales services (Yang et al., 2020). Also, as we
continue to develop our understanding of consumer intentions and behaviors, it is
imperative to build long-term trust relationships between users and Al technology
(Chang et al., 2023). Furthermore, according to Miiller et al. (2018), e-commerce
has enabled the digitalization and connectivity of industrial processes, resulting in
process optimization, enhanced efficiency, flexibility, quality, and customization,
which can result in increased efficiency, flexibility, and quality. However, the
obstacles to effectively deploying this new technology for small and

medium-sized operators must be addressed further (Miiller et al., 2018).

2.5 Supply Chain Collaboration

Collaboration in a sustainable context could be defined as organizations sharing
their resources and knowledge and collaborating to achieve a common goal,
where developing; strategic partnerships, working together on joint projects, and
cross-promoting each other's products or services can be part of this process
(Savaskan & Van Wassenhove, 2006). Consequently, it is possible to increase
efficiency, reduce costs, and improve the organization's overall quality (Savaskan
& Van Wassenhove, 2006). Further, when managing supply chains that have
become increasingly complex and involve a wide range of stakeholders,
collaboration has been adopted as a strategy for organizations to achieve shared
goals by working together recursively (Sudusinghe & Seuring, 2022). As a result,
supply chain collaboration should improve an organization's competitive
advantage (Chen et al., 2017) and improve environmental, social, and economic

performance (Gimenez et al., 2012).

It has been found by Kalverkamp (2018) that collaborating with multiple supply
chains can allow actors with open-loop supply chains to be integrated into
closed-loop supply chains. The three most frequently discussed issues that merge
sustainability and collaboration within the supply chain are internal collaboration,
vertical collaboration, and horizontal collaboration (Chen et al., 2017). In their

review, Sudusinghe & Seuring (2022) discovered that internal SCC is primarily
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cross-functional coordination. In contrast, the external collaboration includes
sharing information with suppliers and customers, implementing penalties and
incentives for sustainable actions, and working with the government (Sudusinghe
& Seuring, 2022). External collaboration tries to create relationships with external
supply chain players and parties, whereas internal collaboration focuses on
operational-level collaboration within the organization (Sudusinghe & Seuring,

2022).

Chen et al. (2017) further emphasize that internal and external collaboration are
the two levels for achieving sustainability. Furthermore, regarding collaborating
in the supply chain towards a circular economy, Sudusinghe & Seuring (2022)
stated that the three most usually suggested CE methods are resale/reuse,
remanufacturing, and recycling. Further, the same authors also identified three
standard connections between sharing information and other practices in
collaborative  supply chain management: communication with key
suppliers/customers, product development, and process design/modification, since
information plays a crucial role in these activities. Green et al. (2012) also
emphasize the importance of information sharing in ensuring the efficiency of
supply chain networks. Olorunniwo & Li (2010) further specify the importance of
collaboration and information sharing in the RLs, where they further explored the
coordination and tracking of the return process from customers. Savaskan & Van
Wassenhove (2006) emphasize the importance of customer collaboration
regarding product returns. They state that some companies work directly with
customers to facilitate the return of used products, which are then collected and
returned to the manufacturer by the company (Savaskan & Van Wassenhove,

2006).

2.5.1 Promoting Sustainability Through Collaborative Incentives

Policymakers need to utilize appropriate initiatives to reduce waste and contribute
to changing consumer behavior in a more environmentally-friendly direction (Cai

& Choi, 2020). Lu, Qi & Liu's (2014) focused on how different existing
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components can contribute and work together toward sustainability, where
government policies extending the producer's responsibility, waste-to-energy
programs, and recycling incentives were highlighted for companies to adopt better
practices. Likewise, Sudusinghe and Seuring (2022) emphasize the importance of
setting penalties and incentives for sustainability-related actions and sharing
responsibility for product recovery as two practices that ensure product return. As
shown in efforts to reduce dependence on fossil fuels and to promote electric
vehicles, considerable measures have been taken to increase public awareness and
acceptance (Xu et al., 2020). The central and local governments in China have
introduced a series of policies to encourage the adoption of electric vehicles
(Wang et al., 2018). Other financial incentives have been implemented to promote
sustainability efforts, such as the exemption of purchase tax, value-added tax, and

road tolling taxes (S. Wang et al., 2017).

Research shows that e-commerce actors could incentivize customers to make
reliable orders with better practices in the purchasing stage. If customers were
willing to invest more effort in the purchasing stage, such as engaging with
product fit information, less effort would be needed in the post-sales stage
(Gustafsson et al., 2021). For the SDGs to succeed, everyone must contribute to
the goals, including government officials, businesses, civil society organizations,
and individuals (Cai & Choi, 2020). The global plan does not include specific
subgoals in the years before 2030; the individuals or the industry set the plans for
the next several years to determine whether the primary goals can be achieved by
2030. Because the plan is flexible and provides little guidance regarding
approaching the issue (Gimenez et al., 2012), the motivation must be well
communicated to the general public. Cai & Choi (2020) further clarifies that
collaboration across industries, the disclosure of sustainability reports, and the

firm's actions are crucial to success.
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2.5.2 Outsourcing to Third-party Logistics Providers

Outsourcing logistics functions to a third-party reverse logistics provider has been
a resource of competitive benefits for most companies (Azadi & Saen, 2011).
Kaynak et al. (2014) studied the adoption of reverse logistics, where the findings
revealed that the inclusion of RL activities such as coordination and cooperation,
centralization, consolidation, third-party RL collaboration, and integration were
functions that can benefit the organization. According to Wang et al. (2021), 3PL
refers to the process by which a manufacturer accomplishes cross-docking,
door-to-door distribution, and product packaging through a 3PL provider. The
3PL providers business is developed due to the emerging demand for advanced
logistics services. Du & Evans (2008) state that typical services outsourced to
3PL providers are transportation, warehousing, inventory, value-added service,
information services, and supply chain reengineering. Furthermore, Azadi & Saen
(2011) found that most companies quote greater flexibility, operational efficiency,
enhanced customer service levels, and a better center on their core businesses as

part of the advantages of appealing to the services of 3PL providers.

According to a study by Wang et al. (2021), 3PL services have been gaining
popularity worldwide with a continuous increase in demand from businesses due
to globalization, and consumers' demand for fast and free shipping also increases.
However, a further study by Ngah et al. (2021) in Asia, which covers
approximately 50% of the global e-commerce market, also shows that having the
proper logistic provider to support e-commerce actors is crucial. This study
explored the factors contributing to consumer satisfaction, whereas if the
consumer would order from the e-commerce actor again based on their experience
with the 3PL provider. As stated by Ngah et al. (2021), the reliability and
flexibility of the 3PL provider were the two most important factors for achieving
a positive customer satisfaction rating. This further also strengthens the
relationship between e-commerce actors and their 3PL providers and enables the
e-commerce actors to continue to use the 3PL providers. In addition, collaboration

and trust become mandatory in the sustainable supply chain management
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scenario, which De Paula et al. (2019) strongly emphasized. Their study revealed
that it is hard to implement any practice without the stakeholders' collaboration,
mainly considering practices involving logistics issues, which demand from
supply chain level of integration, commitment, trust, and information sharing (De

Paula et al., 2019).

Research by Lam and Dai (2015) revealed that the two traditional and essential
logistics services, 1) transportation and 2) inventory and warehousing, form the
most crucial quality characteristics required for the logistics service providers to
develop their environmental sustainability performances. It was also shown that
firms emphasizing sustainability as a competitive priority will benefit by
communicating sustainability efforts to customers (Lam & Dai, 2015). Moreover,
it is shown that to reduce the inventory level in the system, fast and reliable
transportation is needed, which may escalate the transportation costs, thus calling
for the service of 3PL providers. As shown, the efficient utilization of 3PL is

expected to bring benefits in reducing total costs (Qureshi, 2022).

2.6 Barriers of Implementing RLs

The emergence of stricter environmental regulations and the growing
environmental consciousness of customers have forced industries to be more
aware of their environmental operations management with the help of reverse
logistics (Govindan & Bouzon, 2016). In order to implement RL systems, an
overview of research on the barriers that hinder RL must be taken (Bouzon et al.,
2016). Both external and internal barriers can withhold firms from implementing
RLs. External barriers involve impediments from outside of firms that disrupt the
adoption of green activities, whereas internal barriers are the hindrances that exist
within the company itself that obstruct the adoption of green efforts (Hillary,
2004, cited in Govindan & Bouzon, 2018).

Rogers and Tibben-Lembke (2001) defined reverse logistics practices and barriers

to implementing good reverse logistics practices. Their study identified barriers:
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lack of awareness, lack of top management commitment to introduce RL in the
firm, and financial constraints (Rogers & Tibben-Lembke, 2001). Their findings
revealed inattention and the lack of importance placed on reverse logistics, which

also is related to corporate strategy regarding disposition.

More recently, Naseem et al. (2021) found 14 barriers to implementing effective
reverse logistics in developing countries like Pakistan. Undoubtedly, returns in
e-commerce businesses can make a difference between the success and failure of
a company, and it directly affects the company’s reputation and buyer experience.
Due to the adoption and implications of reverse logistics still being in their early
stages in many developing countries, and the e-commerce companies giving more
attention to forward logistics and ignoring logistics’ upstream flow in the supply
chain, they saw the need to identify the barriers and obtain the solutions to those
identified barriers (Naseem et al., 2021). They categorized the identified barriers
into; management-related, infrastructure, coordination, policy, and financial and
economic barriers. As possible solutions to the identified barriers, the authors

demonstrated the following possible strategies for reverse logistics adoption;

Demonstrated Solutions for Barriers of Reverse Logistics Adoption

Developing infrastructure and Providing visual details of
Increase top management e .
facilities for supporting reverse actual products on e-commerce
support and awareness L o
logistics activities platform
Determining clear policies Establishing e-collaboration with Improving quality issues with
and processes third-party logistics providers customer coordination

Table 1: Strategies for Barriers of Reverse Logistics Adoption. Source: Naseem et al. (2021)

Furthermore, other studies conducted in Asia demonstrate similar barriers to
implementing RL. A study conducted by Prakash et al. (2015) indicated that the
lack of coordination with 3PL providers, lack of systems to monitor returns, and
customer perception towards reverse logistics were the key barriers to reverse

logistics execution in the electronic business of India. It was also found that top
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management was unwilling and less interested in RL and that legal rules were one

of the most influential drivers for implementing RL (Prakash et al., 2015).

Govindan & Bouzon (2018) classified 36 selected barriers into seven clusters,
which, among others, encountered; technology and infrastructure related- and
market and competitors related issues. The technology and infrastructure-related
issues cover the availability of specific IT systems for RL to be successful. This
cluster also involves the absence of technical skills (Govindan & Bouzon, 2018).
The market and competitors-related issues include how many companies do not
recognize RL as a factor for creating competitive advantage (Govindan &
Bouzon, 2018). Firms might get a competitive advantage from RL
implementation, e.g., higher profits or lower costs, more significant market share,
and differentiation. However, it is also essential for companies to face pressure
from competitors to induce them to adopt environmental initiatives (Govindan &

Bouzon, 2018).
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2.7 Conceptual Framework

Reverse Logistics
Operations

The Triple Bottom Line

Collaborative
Relationships

Utilizing Technology Outsourcing to 3PL-

Providers

Identifying Strategic
Inititatives for
Reducing Returns

Barriers of
Implementing
Strategic Inititatives

Answer to the research
question

Figure 5: Conceptual Framework

In Figure 5, the authors illustrate how they built their theory based on the
reviewed literature. This master's thesis examines the relationship between Triple
Bottom Line (TBL) concepts and reverse logistics (RLs) with mutual influence.
As a result, it is necessary to identify the integration of reverse logistics practices
according to TBL. In addition, it discusses the effects of technology, collaborative
relationships, and outsourcing operations to 3PL providers on developing
strategies for initiatives to reduce returns. The thesis also identifies barriers that
may hinder the implementation of these initiatives. As a means of improving
reverse logistics, the authors have emphasized RL methods, SDGs, as well as

TBL.
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3.0 Research Methodology and Design

In this chapter, the authors discuss the methodological choices they have made in
order to answer the research question: ”How can Norwegian e-commerce actors
implement strategic initiatives to effectively enhance the sustainability of their
reverse logistics operations?”. It will elaborate on the methods used, their
reasoning, and how they were conducted. The authors understood that planning,
structuring, and providing sufficient data for analysis was essential. Accordingly,
the authors explained in their paper what research strategy and design they chose,
how they collected their data, thus primary and secondary data, and how they
analyzed the data. Lastly, trustworthiness and authenticity are discussed, as well

as ethical and social considerations.

3.1 Research Strategy and Design

For the research strategy, the authors believed a mixed-method research approach
was the best way to gather the necessary information and data they needed. Using
methodological triangulation and incorporating a quantitative study, it was
possible to obtain data on customer behavior and how it affects the RLs. The two
methods have different epistemological principles, whereas a quantitative analysis
involves collecting numerical data and portraying the relationship between theory
and research as deductive (Bell et al., 2019). On the other hand, a qualitative
study emphasizes words and images instead of numbers (Bell et al., 2019). It is
necessary to gain a closer look into the relevant e-commerce actors involved. This
mixed-method allowed the authors to gain in-depth insight into the different RLs

processes and prospective initiatives for adopting sustainable operations.

The authors have in this research used a descriptive case study on e-commerce
actors, where the authors believed that an abductive approach would suit the
mixed method the most. Descriptive case studies are recommended to expand on
trends and themes discovered by survey research (Bell et al., 2019). Norwegian
e-commerce actors are the focus of the study, where several of these actors have

spoken out about their commitment to a sustainable business model, from
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production to consumption and sale. This has especially gained traction since the
pandemic's start, where the "COVID-19 pandemic accelerated e-commerce
growth years into the future" (Berthene, 2022). The abductive approach combines
deductive and inductive reasoning (Awuzie & McDermott, 2017). Researchers
saw abduction as the systemized creativity and intuition to develop "new"
knowledge (Kovacs & Spens, 2005). As e-commerce is a relatively new
phenomenon, the authors found that both inductive and deductive research
reasoning was lacking when used alone. Abductive reasoning allowed the authors
to apply existing theories on RLs to a new field of research and test if existing
theories and literature are suitable to identify initiatives and recommendations for
improving the return aspect of today's RLs. Abductive reasoning allowed the
authors to seek to identify conditions that would make the return problem less

puzzling, ensuring that surprising facts become expected (Bell et al., 2019).

3.2 Data Collection

The authors' data collection was divided into two sections: primary and secondary
data. Interviews with representatives of e-commerce companies, 3PL providers,
experts and researchers, and a consumer survey formed the basis of the primary
data. The authors also preferred secondary data because it often gave researchers

greater access to information than possible with primary data (Vartanian, 2011).

3.2.1 Primary Data

The primary source of data was interviews conducted by the authors themselves.
Interviews were organized and planned at an early stage with representatives of
several different e-commerce actors. After acquiring extensive knowledge from
these interviews, the authors explored other possible interview objects to explore
a broader aspect of the research question from a perspective other than the actors'.
In order to investigate ways to operate reverse logistics operations with a focus on
transportation and sustainable processes promoted to their customers, the authors
partnered with a leading Norwegian 3PL provider, PostNord. PostNord and the

authors communicated via email prior to the official interview.
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Moreover, the authors contacted another 3PL company, LettButikk AS, which
focuses on outsourcing operations and collaborating with other 3PL companies,
such as PostNord, on obtaining transport services effectively. In addition, the
authors interviewed representatives from Meta Living, a company specializing in
3D technology, to gain a deeper understanding of the technological aspects of
reverse logistics processes. A representative from Elmera Group was interviewed
with the purpose of gaining a better understanding of the role that the Norwegian

government plays in reverse logistics operations.

As a final step in obtaining a field expert interview that was not directly related to
the business operations, the authors interviewed a professor from NHH in addition
to representatives from the Institute of Transport Economics (T@I), who have
researched the objective and purpose of this thesis and therefore are capable of
contributing. Lastly, the authors used quantitative data, consisting of a survey, to

collect data directly from the consumers.

3.2.1.1 Sampling

For both the qualitative and quantitative parts of the research, the authors believed
that purposive sampling was the best way to answer the research question. One
then has to be able to use their judgment to select the best cases suitable for their
research and objective, sometimes called “judgemental sampling” (Saunders et
al., 2015). This means the sample population is not chosen randomly but carefully
thought out to maximize the information needed to answer the questions and
research. It should be noted that Bell et al. (2019) emphasize that purposive
sampling 1s widely used in qualitative research. Therefore quota sampling is
another term that could be used to describe it when connecting it to quantitative
research. According to Saunders et al. (2015), there are different types of
purposive sampling strategies, and heterogeneous and snowball sampling was
chosen as the strategy that gave the information the authors sought. A

heterogeneous strategy picks participants with diverse characteristics in order to
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maximize the variation in the data collected (Saunders et al., 2015), and enables

them to detect patterns among the observed participants.

During the first round of data collection, a sample of four interviews was
conducted, with three interviews conducted with Norwegian e-commerce actors
and one interview conducted with an NHH professor who is an expert in digital
innovation for growth. In addition, a survey was sent out to the consumers of
e-commerce in order to obtain the opinions of consumers themselves. As a result
of the consumer survey, 98.5% of 265 respondents referred to Norway as their
country of residence. Based on the data obtained, it appears that the authors were
targeting the correct audience, considering the limitations associated with the
Norwegian e-commerce market. As part of the second round of data collection, a
sample of five interviews was conducted, with two of the objects operating as 3PL
providers to e-commerce actors. Further, two of the objects were conducted with
experts in different fields, the first of whom was a provider and expert within
technology, and the second was a law expert. Finally, the second round involved a
presentation and interview with researchers and experts from The Institute of

Transport Economics.

3.2.1.2 Representatives of the Interviews

Semi-structured interviews were constructed to interview representatives of the
e-commerce actors and the 3PLs. The authors constructed questions to initiate a
direction using semi-structured interviews but were also flexible enough to omit
questions to adapt to different interviewees (Saunders et al., 2015). This strategy
allowed the interviewees to influence the direction of the interview and
encouraged two-way communication where both parties could ask questions
(Doyle, 2020). This made it possible to adjust or add questions after each
interview when new data was collected. The questions asked were open-ended,
and by this, it was possible to further expand on themes that arose (See Appendix
A, Table A.1 & A.2). The objective of the interviews was to gather as much data

and information about the cost-and sustainable aspect of today's RLs in the
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e-commerce industry. Further, their reverse logistics processes were described,
and potential future initiatives were emphasized. RL's sustainability side is
heavily influenced by how e-commerce actors manage returned products and what

they can do up front to make the process more sustainable.

Since representatives from the interviews were located in different places in
Norway, most interviewees were conducted through video conference, where the
meetings ranged from 45 minutes to 90 minutes. The interviewees' names remain
anonymous to outsiders to strengthen the credibility and quality of the
information and respect ethical considerations. However, the organization's names
are mentioned to maintain the integrity of our data. This will be discussed further

in 3.4 Quality of Research. The participants were also made aware of the limits to

the anonymity the authors could offer, as well as the challenges that can be posed

to maintaining anonymity (Saunders et al., 2015b).

Throughout the data collection process, the authors formally presented their
findings to the NHH professor, an expert in digital innovation growth, and
research representatives from TOI. The authors also gathered data by engaging in
a physical meeting at the TOI office in Oslo with their respective researchers from
the project "KONTAKTFRI," including participants from PostNord and Eirill Be
from the Department of Accounting, auditing, and corporate finance at BI Oslo.
The authors formally presented their findings to the research group and received
constructive feedback accordingly. A further discussion of the findings was
conducted during an interview with Tech-experts from Meta Living and with a
representative from Elmera Group. This allowed them to discuss the issue further
in-depth and get alternative perspectives from a broad view of expertise. The
exact basis for the meeting was used for the interview with Meta Living and
Elmera Group. However, it focused on their area of expertise, hence the
technological and legal aspects of the thesis. This was done to gather opinions on
barriers and perspectives regarding implementing such an initiative in a broader

merchandise context. Finally, the authors were invited to the final seminar for the
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"KONTAKTFRI" project at PostNord's head office in Oslo. A meeting with a
representative of PostNord was arranged in advance for their findings to be
presented on their behalf since the authors could not attend. In Table 2, the
authors provide an overview of the representatives, using the term "object" later in

the thesis to facilitate reading.

Interview

Interview Type Interview

Object Organization and Length Style

Expert: Video

A Semi-
0 Digital May 8th,
Object 1 NHH T Conference structured
Ing?gfvtt'r?“ 90 minutes 2023 / Open
Video
E-commerce March 7th,
Object 2 Guideline Conference
j actor G0 minites 2023
Video
Object 3 Ko E-commerce March 21st,
plett AS Conference
Object 4 actor 75 minutes 2023
Video Semi-
Apotekl E-commerce May 10th,
Object 5 Conference structured
i Netthandel actor 60 minutes Interview
Semi-
structured
/ Open
Object 11 Bonum Expert: In-person May 25th, stri?:rt‘:j; ed
Object 12 Utvikling AS Technology 60 minutes 2023 / Open
Semi-
Expert: In-person May 3ist,
Object 13 Elmera Group Lepgeal Prfeanbr ol 53 st;xg:;:n;‘ed

Table 2: Overview of the Objects in the Quantitative Data Collection
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3.2.1.3 Survey to Consumers

The second target for the primary data collection was a survey, or questionnaire,
given out to Norwegian consumers (See Appendix A, Table A.3). Surveys are one
of the most common methods of observation that are used in the social sciences
today, where the options for creating questionnaires can be either open-ended or
closed-ended questions (Babbie, 2016). In this master thesis, the authors gave the
respondents the same set of questions in a predetermined order, making it an
efficient way of collecting responses before a quantitative analysis (Saunders et
al., 2015). The majority of the questionnaires were closed-ended, with Likert
Scales utilized (Babbie, 2016). This format made it possible to determine the
degree to which the respondent agreed or disagreed with a particular statement.
Two open-ended questions were also included in the survey to obtain information
about the respondent's country of origin and what additional comments the
respondents had regarding potential changes they would like to see to increase the

sustainability of e-commerce.

The authors sought to understand consumer response toward new implementation
of initiatives for more sustainable reverse logistics processes. Given the
importance of sustainability and the origin of apparel, the authors sought to
determine how this affects consumer behavior. Also, the results of the consumer
questionnaires were required to validate that Norwegian e-commerce consumers
intentionally purchase several products due to lenient return policies or in the
absence of sufficient information, which diminished the consumer's confidence in
the purchase. It allowed the authors to get a broader picture alongside the
qualitative data. The survey was published on different Facebook groups,

LinkedIn and sent to friends and acquaintances.

As a further step to ensuring that the author's purpose for the survey was intact, a
pre-test for the survey was conducted to determine whether respondents
understood the questions in order to prevent potential issues, such as unclear

questions, misspellings, or unfamiliar words (Perneger et al., 2015).
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3.2.3 Secondary Data

Internal validity, sometimes called measurement validity, refers to the ability to
construct questionnaires and interviews to measure what is intended to measure
(Saunders et al., 2015). To get an accurate analysis, knowing the reality of what is
supposed to be measured is crucial. This introduces a problem; if it is known what
is supposed to be measured, questionnaires would be unnecessary (Saunders et al.,
2015). To address this problem, secondary data collected from previous literature
and research were utilized to increase reliability further. The intention was to
gather necessary data about the e-commerce industry and return rates that can
further be analyzed and support the need for new initiatives to make the reverse

logistics processes more sustainable.

The existing data can then be analyzed to generate new hypotheses or answer
critical research questions. Also, data from extensive sample surveys may be of
higher quality and representative of the population (Tripathy, 2013). Secondary
data includes data from other researchers, records from organizations and
companies, and company websites. These data types can provide additional or

different knowledge, interpretations, or conclusions (Saunders et al., 2015).

3.2.3.1 Literature Review

The authors provided a solid theoretical foundation for the thesis framework using
previous literature. Furthermore, the authors have used previous literature to
construct interview guides to obtain valuable and relevant data that will be useful
to build on previous research in the future. Webster & Watson (2002) state that a
comprehensive review concentrates on concepts. Further, it must cover relevant
literature on the topic and not be restricted to a particular methodology, journal, or
geographical region. In light of this, the authors did not limit their research and
instead sought to undertake a broad literature search first, followed by a more
focused literature search later. It was explicitly from this literature that the authors
could understand how far the industry had come regarding sustainability and

business models, as well as further towards the technological aspect of the
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research. Therefore, it was necessary to find research and studies focusing on the
consumer, the main object of returns within e-commerce, and the reason for the
attitude toward returns. The authors also recognized the potential of outsourcing
in the e-commerce industry in the literature review, which can contribute to a

more sustainable practice for the industry.

A comprehensive review of the academic literature has been conducted based on a
variety of publications, including the International Journal of Sustainable
Engineering, Journal of Operations Management, International Journal of
Production Economics, Journal of Electronic Commerce Research, International,
Journal of Logistics Management, International Journal of Physical Distribution
& Logistics Management, Journal of Business Logistics, Resources, Conservation
& Recycling, Journal of Cleaner Production, International Journal of Supply
Chain Management, Sustainable Production <& Consumption, Journal of
Theoretical & Applied Economic Commerce, Journal of Retailing and Consumer
Services, International Journal of Production Research, Sustainability and

Technological Forecasting & Social Change.

A summary of all the data sources and collection methods is shown in Table 3:
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Type of Data Data Collection Method

1 - Consumer Survey
2 - Semi-structured interviews:
e E-commerce actors
« 3PL providers
« Expert within Digital Innovation Growth: Professor (NHH)
* Expert/Researchers: The institute of Transport Economics (T@I)
¢ Expert within Technology
* Expert within Law

Primary Data

Seminar: KONTAKTFRI
* PostNord, T@Il, SwipBox, Unloc and Eirill Be

Official documents:
Official statistics, annual reports, market research reports, news articles, white
papers

Secondary Data

Academic literature from Journals:
Literature reviews, research papers

Table 3: Data Collection Method: Primary- and Secondary Data

3.3 Data Analysis

When analyzing qualitative data, it is essential to make sense of the subjective and
socially constructed meanings behind the participants' answers (Saunders et al.,
2015). Social constructionism refers to people's interpretations of what occurs
around them, and qualitative data is acquired through more social interaction
(Saunders et al., 2015). A thematic approach to analyze the qualitative data was
used. This means the authors looked out for themes and patterns, then arranged
them into categories to make it easier to analyze and comprehend large sets of
qualitative data (Saunders et al., 2015). However, the authors also obtained their
own qualitative data from customer surveys. Together with the quantitative data
also obtained from the consumer survey, these will be incorporated with the data

obtained from the interviews.
Data analysis began with secondary data and a literature review, which provided

the basis for constructing interview guides based on what the authors considered

relevant and what areas needed further investigation. Additionally, two separate
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sessions were conducted during the interviews, as illustrated in Figure 6. It was
evident from the first round of interviews that the thematic approach fitted into
the semi-structured interviews, given that several of the objects brought up the
same topics and problems related to the research question. As part of adequately
analyzing the quantitative data, the authors transcripted all of the conversations
following each interview. Relevant quotes were highlighted according to the
specific focus areas established by the authors early in the study. Also,
summarized interview reports were prepared and sent to the interview object for
their approval if any misunderstandings had occurred or if there were any
additional points the object wished to add to the report. This further gave the
authors further clarification in the analysis when communicating at a second stage

with the objects.

Upon conducting the first round of interviews and the consumer survey, the
authors developed three hypotheses based on their observations of key findings,

patterns, and similarities. These hypotheses are presented in 4.3 Verification of
Hypothesis.

Interview with e- Interview with 3PL
o . commerce actors and Hypothesis providers, tech-and Hypothesis Identification of
e R A expert, and Survey to Formulation legal experts, and Verification Possible Initiatives
Consumers researchers

Review of the
previous literature:

* Reverse
Logistics in e-
commerce

« Sustainability

« Technology

* Collaboration

* Outsourcing to
3PLs

The development
and construction
of aninterview
guide based on
literature, focus
areas, and the
research
question

Send out consumer
survey and
continuous follow
up on the answers

Conduct semi-
structured
interviews with e-
commerce actors
and expert from
NHH within digital
innovation growth

* Transcribe the
interviews

* Write interview
reports

Search for key
findings, patterns
and similarities in
the interviews

Find links
between the
literature, survey
and interviews

Extract and
translate quotes

¢ Formulate
hypotheses

Present the
selected hypothesis
to the 3PL providers,
experts within tech
and legal, and the
research experts
from T@I1

Conduct semi-
structured/open
interviews

In-person
presentation of
findings to T@I

* Transcribe the
interviews

Figure 6: Illustration of Data Analysis Process.

Discuss and,
verify or discard
hypotheses

Find links
between the
literature and
interviews

Extract and
translate quotes

Identify and
discuss possible
initiatives for
reducing returns
in e-commerce

Find links
between the
literature, survey
and interviews
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3.3.1 Overview of Data Analysis Approach

The authors will further clarify in this section how the data analysis approach in
this thesis has been conducted, including who was included in the formulation of
the hypothesis and further verification of the hypothesis. These parts of data

analysis are the focus of this section, as illustrated in Figure 7.
Interview with 3PL
pro‘"ders' e
Formulation legal experts, and Verification
researchers

Figure 7: Zooming in on the Data Analysis Approach.

In formulating the hypothesis, the authors collected data following the previously
mentioned focus areas, where each hypothesis was formulated and correlated with
a specific focus area. The purpose here is to make predictive statements and
manipulate the data to determine whether the hypothesis will minimize return
rates and increase sustainability. The authors, therefore, considered observations
and data from the consumer survey sent out by the authors; the first round of
interviews with actors in e-commerce and an expert from NHH within digital
innovation growth were considered. For further verification of the hypothesis, the
authors conducted a second round of interviews with two specific 3PL providers,
a legal- and tech expert, and the experts from TOI (Appendix A, Table A.2).
Figure 8 shows an illustration and further clarification of the authors' data analysis

approach.
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Focus area 1

Hypothesis 1

E-Commerce
Expert: NHH e

q Object 1 Objects 2,3,4,5

Hypothesis Formulation

Hypothesis Verification

( )

Experts: Tech and Experts/Researchers:

Legal Tol 3PL Providers

Object 11,12, 13 Object 8, 9, 10 Object 6, 7

Figure 8: Further Clarification of Data Analysis Approach by the Authors’.

3.4 Quality of Research

This research has some limitations considering the choice of a qualitative
methodological approach with in-depth interviews of the e-commerce actors, 3PL
providers, experts, and researchers. As part of the qualitative research process, it
is essential to consider two significant limitations: (1) the selection of the
interviewees and (2) the difficulty of assessing the honesty and veracity of their
responses (Biot & Mouhcine, 2020). The qualitative study covers a limited
number of e-commerce actors operating and geographically located in Norway,
which limits the scope of the number of actors on the market. Furthermore, the
difficulty of verification of the statements from the 3PL providers due to the
minimal amount of further information on this way of operating besides the
demand for collaboration and previous literature. However, the authors believe
that this study can provide a fair illustration of the costs associated with the

current return policies of various Norwegian e-commerce companies and
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contribute to a better understanding of how sustainable initiatives may be

implemented in the future.

The quantitative analysis the authors have conducted examines Norwegian
consumers of e-commerce actors with restricted information. The limitations may
be that the sample is biased since the respondents may not represent the entire
population of Norwegian e-commerce consumers. Additionally, although the
authors have conducted a pre-test of the survey, the authors have limited control

over how respondents interpret and respond to the questions.

Empirically and practically analyzing the effects on RLs regarding returns within
e-commerce and how sustainability can be enhanced by implementing strategic
initiatives is context specific. Several of the e-commerce actors operate in
different markets, and the reasons for return, volume, and product life-cycle
differentiates. Therefore, it can be hard to grasp a precise examination of how the

actors operate based on the context-specific appearance.

3.4.1 Trustworthiness and Authenticity

Law (2002, as cited in Curtin & Fossey, 2007) suggests that establishing the
trustworthiness of research increases the reader's confidence that the findings are
worthy of attention. Appraising quality and trustworthiness criteria include
quantitative analysis, not only qualitative studies, supporting the author's choice
of a mixed-method approach in this master's thesis. An illustration by Jackson
(2002, as cited in Curtin & Fossey, 2007) states that trustworthiness refers to
establishing the validity and reliability of qualitative research. As quantitative
studies are concerned with the generalizability and reproducibility of findings, the
concepts of reliability and validity are also seen as appropriate criteria to use
when evaluating the adequacy of quantitative research (Ryan et al., 2007). Where
the authors have considered the consumer survey as generalized, and where the

answers indicate that the right respondents have been targeted.
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Further, to verify the research process, the authors are responsible for making
judgments about the quality of data collection. In addition to this, following
Lincoln & Guba (1985), there are five criteria to enable the trustworthiness of the
research conducted; (1) credibility, (2) dependability, (3) transferability, and (4)
confirmability. The authors have chosen these criteria to illustrate trustworthiness

in this thesis.

Credibility corresponds roughly with the positivist concept of internal validity
(Rolfe, 2004). This strategy is rooted in the truth value, which asks whether the
researcher has developed and articulated confidence in the findings based on the
phenomenon under investigation. Mainly related to qualitative research, it is
essential to recognize that the truth might derive from the participant's lived
experiences which do not necessarily lead to universal truths (Lemon & Hayes,
2020). In the authors' research process, particularly the qualitative data collection,
consideration of political, social, and economic agendas that might influence the
interview response have been evaluated. Therefore, the choice of anonymity of
the object, and only including organization, intentionally strengthen credibility

intending to acquire honesty.

Dependability relates more to reliability or consistency in qualitative research.
Data consistency will be achieved when the steps of the study are verified by
examining such items as raw data, data reduction products, and process notes
(Campbell, 1996, as cited in Golafshani, N., 2003). It also substitutes reliability
and asserts that findings are distinctive to a specific time and place, and
explanations are consistent across the data (Lemon & Hayes, 2020). In order to
achieve a complete record and transcription of everything said during the
interviews, the authors of this thesis divided the tasks by having one lead the
interview, and the other take notes. It should be noted, however, that the
interviews were conducted in Norwegian, where there is a risk of the translation

needing to reflect the quality and context. In order to achieve the highest level of
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quality, a great deal of attention was paid to quality proofreading and ensuring as

accurate a translation as possible.

Transferability is a form of external validity and provides the lens for evaluating
qualitative research findings. (Golafshani, N., 2003). Precise attention to detail in
the research was done when the authors conducted the analysis. The
transferability of the study was measured in terms of how the findings can further
be applied in other contexts or studies. The authors needed to find out the sites
that may wish to transfer the results; however, they were responsible for providing
thick descriptions so that those seeking to disseminate the findings to their site
could judge transferability (Lincoln & Guba, 1985). As the authors were working
within a limited time frame, they conducted an extensive investigation, inquiring
into possible initiatives and contacting experts to verify how far technology has
come in implementing such initiatives during the purchasing process.
Furthermore, the authors also conducted research on the legal aspect of

implementing initiatives in light of current laws and incentives.

Confirmability is established when credibility, dependability, and transferability
are achieved (Lincoln & Guba, 1985). Confirmability gets to the objectivity of the
phenomenon under investigation and addresses whether the interpretations and
findings from the participants' lived experiences do not include the researcher's
biases (Lemon & Hayes, 2020). Peer debriefing sessions are, therefore, to be
included in the research. As part of this process, the transcripts, findings, and
interview reports sent out to all objects are evaluated to determine the validity of
the findings. In order to ensure the quality of context, the interview reports were
sent to the objects in English, which allowed them to clarify any statements or

misunderstandings that may have arisen.

3.4.1.1 The Principle of Authenticity

In addition to the four criteria presented by Guba and Lincoln, the principle of

authenticity also improves trustworthiness and ethical standards in a research
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process. Schwandt, Lincoln & Guba (2007) argue that authenticity extends the
trustworthiness criteria because it enables questions to be asked about how
interpretations are made and how this process has evolved (Johnson & Rasulova,
2017). The authors seek to make the study authentic by emphasizing validity in
the design, method, and discussion by capturing multiple perspectives from
several Norwegian customers in the quantitative analysis. The research question,

and study in general, will intentionally be nondiscriminatory and objective.

3.4.2 Ethical & Societal Considerations

3.4.2.1 Ethical Considerations

In qualitative research, the most common tools used for data collection are
interviews and participant observations (Ryan et al., 2007). Since anonymity is
impossible, assuring that the participants' identities will not be revealed is vital for
ethical considerations. The privacy ordinance in this master thesis will be under
GDPR by harmonizing privacy in the processing of personal data. The emphasis
will be placed on six general data protection principles by Goddard (2017),
illustrated in Figure 9.

Proactive design and conceptualisation of
privacy

Fairness and Purpose
Lawfulness Limitation

Needs to be embredded both in the design
systems of IT-architecture and general
organizational business practices of research

Data
Minimisation

Integrity and
Confidentality

Storage

Limitation cciiacy

Accountability with appropriate technical and

organizational measures

Figure 9: Core Privacy Principles and Operationalizing the Principles. Source: Goddard (2017)
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Consequently, the authors did not include personal information and assessments
associated with individuals in the study but only included job titles to indicate the
interviewees' points of view. In addition, an agreement containing permission for
conducting the interview, allowing publication and storage of private data, was
included. The authors strictly emphasized The Privacy Act (Personvernloven,

2018), as this regulation protects fundamental rights and personal data.

3.4.2.2 Societal Considerations

On the 30th of March 2022, the European Commission presented a package of
bills and initiatives to promote sustainable products and sustainable product
choices (Godal et al., 2022). In the long run, this package aims to cover the whole
European market with eco-design regulations. New requirements are proposed to
make the products more reliable, reusable, upgradeable, repairable, easier to
maintain, refurbish and recycle, and energy and resource-efficient (Godal et al.,
2022). One of the requirements focuses primarily on the longevity of the products,
which reduces the risk of the garments ending up in landfills. Besides this, the
proposals are mainly about the production of sustainable textiles. There is no
focus on the process between returns of used or new products and the apartment
of remanufacturing or recycling. Therefore, the research is illuminating the
importance of environmental challenges regarding the disposition of returned

products.
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4.0 Empirical Findings

The findings of the research are presented in this section. As shown in Appendix

A, Table A.1 & A.2, the structure of the findings is consistent with the interview

guide for qualitative interviews. This section has been divided into three parts;
results from interviews with e-commerce actors, data collected from consumer
surveys, and an interview with an expert within digital innovation for growth. The
next part contains three hypotheses based on these findings and previous research
theories. The last part features the verification of the three hypotheses, where two
experts in the field of technology have verified the first hypothesis. A legal expert
has verified the second hypothesis. A research group and two third-party logistics
providers verified the final hypothesis. In

chapter three, the authors summarized the {m _' =

methodology and structure of the collection

E-Commerce
Expert: NHH et

of empirical findings, as illustrated in Figure q - oz 148
)
10.

Hypothesis Formulation

Hypothesis Verification

[ 1

Experts: Tech and Experts/Researchers:
Legal Tol

Figure 10: Miniature of Clarification of Data Analysis

Approach. 3PL Providers

Object 11,12, 13 Object8, 9,10 Object6, 7

4.1 Expert within Digital Innovation for Growth, E-commerce Actors and

Consumer Questionnaire

The purpose of the interviews with e-commerce actors was to gain a better
understanding of the current state of return processes and how this affects costs
and sustainability. In order to add more perspective and depth to the findings, an
expert within digital innovation for growth was consulted, setting the stage for the
next section of the thesis. Further, as implementations of new strategies and
practices affect e-commerce consumers, the findings from consumer surveys were
utilized to supplement the findings from the interviews with e-commerce actors

and the interview with the expert within digital innovation for growth.
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4.1.1 The Existing Landscape of Reverse Logistics Operations

In order to optimize costs and sustainability, it was essential to address the
existing landscape of how the returned actors handle the e-commerce products,
mainly focusing on the processes associated with human labor. In order to
minimize the time required for inspecting returned products, most e-commerce
respondents stated that contacting the customer before the return is an integral

part of their practice.

When customers report their reason for return, typically through e-mail
and by providing photographic evidence, we take their honesty into
account and do not devote much time to exploring alternative solutions.

(Object 2)

When customers decide to return a product, it must be approved by the
company beforehand. (...) We prefer to get the information about the
reason for return where the customer is located, i.e., at their home, and

then assess whether the customer has the right to a refund. (Objects 3 & 4)

(...) Requiring documentation of the returned product reduces the
uncertainty and the manual work involved in receiving a returned item.

(Object 5)

However, although information sharing may minimize the time for part of the
reverse logistics process, a growing concern regarding the increased amount of

product returns within the e-commerce industry was expressed;

This is also based on the fact that it is extremely easy to return goods
today. There is a high level of ignorance in society today, which means
that customers do not think about the consequences of the choices they
make. (...) If you think about the main motives for shopping online, this is

often impulse action or inconvenience. (Object 1)
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Due to an increased fraction of returns, and the less conscious nature of online
shopping, several interview respondents indicate that a challenge concerning

reverse logistics is the costs associated with managing the return being made.

Based on the impressions I have after dialogue with different actors
working the handling returns, logistics carriers, master’s students, and

others, the highest cost is to handle and sort the returned products.

(Object 1)

We have descriptions of how we handle the different returns, but not a

clear manual. (Objects 3 & 4)

As observed, the majority of the processes still heavily rely on manual procedures
due to the varied reasons behind returns. Since some of the products require
different reverse logistics procedures, it is making it difficult for the e-commerce
actors to fully develop an automated system that can accommodate a wide range

of options.

(...) We must decide whether the product should be refurbished, recycled
or repaired, resold or disposed of. When we receive the returned product,
it is received at the service reception and further distributed according to
the product type and grounds for return (...) If the product has a fault or
defect, we replace the part that needs to be replaced while also inspecting
whether other parts of the products can be used in other defective
products. We disassemble the product, sort according to the product
category and EU regulations, and reuse parts of the products if possible
(Objects 3 & 4).

It is also evident that the return process can be quite complex for some business

domains. A careful inspection according to the EU regulations is displayed as an

absolutely essential part of the inspection process, as accurate assessment avoids

51



Chapter 4: Empirical Findings

errors. Consequently, it is shown that it is necessary in some circumstances to
perform the tasks manually with a lot of competence to ensure that the products

are handled correctly.

When dealing with returned products such as waders, we spend
approximately 10-15 minutes for each pair of trousers. Most of the time is
spent unpacking the item and examining the seams and tapes (...)
Considering that around 4.000 swimming trunks are sold annually, and
approximately 3% are returned by the consumers, it becomes evident that

the handling process will require a severe amount of time and attention to

detail. (Object 2)

The time can vary from several hours, often caused by technical errors, to
just a few minutes (...) In addition, we must spend time mapping out

whether there is a user or production error. (Object 3)

The handling time for merchandise is approximately around 15 minutes,
while for prescription drugs, it extends to around 25-30 minutes in total.

(Object 5)

The findings related to the existing landscape of reverse logistics operations
revealed that the practices of how the returned products are handled vary due to
how certain products require distinctive expertise and how other products do not
have an equally extensive evaluation process for inspection. Moreover, the
findings displayed the complexity of the different reverse logistics processes and
how they can vary based on the type of industry, which thus also affects which
costs the e-commerce actors are exposed to. Despite low return rates, it becomes
apparent that human labor accounts for a significant portion of the associated
costs when considering the time spent handling and inspecting each product.
Returns require human intervention, in which personnel are responsible for

opening the packages, inspecting the items, identifying any defects or errors, and
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then deciding on their disposition. The manual processes demonstrate the
necessity for skilled labor, which also consumes a great deal of time and

resources.

4.1.2 Utilizing Technology

In the literature review chapter of this thesis, the authors elaborated upon how
VR/AR technology can be used as an advantage in the purchasing process. The
interview asked explicitly about the actors' perceptions of this phenomenon. The
interviews showed a positive attitude toward implementing technology in the
purchasing process to minimize the insecurity around purchasing online. The
answers given in the interviews were primarily focused on how this

implementation would increase customer confidence and meet their expectations.

In the future, we see that size and customers buying the right product are
essential. Technology within the size guide is something we look into more

closely; a "virtual fitting room". (Object 2)

The company's website also provides a solution for the customer via
augmented reality, where they can use their smartphones to visualize the
product in their environment at home. This aims not only to promote the

product but to ensure that it meets the customer's expectations. (Object 3)

In addition, the consumer questionnaire revealed that Norwegian e-commerce
consumers are optimistic about a shift towards implementing new technology.
When asked about what changes they would like to see in the current return
policies of Norwegian e-commerce stores to make them more sustainable, i.c.,
due to the reduction of product returns, the responses indicate that the consumers

are eager to feel more confident in online purchases.
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Some virtual technology is needed to prevent us consumers from
intentionally purchasing multiple sizes. It becomes too silly to gamble on

online shopping.

Virtual fitting rooms or more accurate sizing charts could potentially

decrease uncertainty when buying clothes.

Virtual fitting rooms or more accurate sizing charts could potentially

decrease uncertainty when buying clothes.

I would prefer to know about the fit in advance. As an example, I could
place my measurements on a user's thighs, waist, etc., and then test them

in augmented reality.

Additionally, the survey further confirmed these statements, where 27.1% of the
respondents indicated that virtual try-on technologies (including -clothing,
furniture, equipment, electronics, etc.), and 30.5% could be implemented by
e-commerce actors in order to reduce consumer returns. As illustrated in Figure
11, the results also indicate that better product descriptions, images, and more

accurate sizing charts score highly among Norwegian e-commerce consumers.

Offering incentives Other

for keeping products
instead of returning
them

y 0.8%

Better product
descriptions and
images

[16.9%

30.5%

'hat initiatives do you think eCommerce
actors can implement to reduce the
number of returns by consumers?

More accurate
sizing chart

[ 246

Virtual try-on

27.1%
technology

Figure 11: Findings from Survey to Consumers (1).
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On the subject of understanding consumer intentions in the purchasing stage of
buying online, the consumers were asked if they had ever ordered multiple sizes
of the same product with the intention of returning some of them. Approximately
50.8% of respondents indicated that they had ordered multiple sizes with the
intention of returning some of them prior to responding to this survey (See Figure

12).

{ Have you ever ordered multiple sizes of the
same product with the intention of
returning some of them?

Would adding your exact body
| measurements to the specific product 8459
| reduce the uncertainty and therefore the "

need to buy multiple sizes?

Would you be more likely to make a

| purchase online if virtual technology was A
| available to help you see and try on the 87,7%
products before buying?

Figure 12: Findings from Survey to Consumers (2).

The authors also found it essential to discover how consumers feel about
providing their body measurements before purchasing and if this could reduce the
likelihood of purchasing multiple items with different sizes. Based on the results
illustrated in Figure 12, it is apparent that consumers would be more confident in
their purchase if personal characteristics, such as body measurements, were
included. A further 87.7% of the respondents expressed an interest in purchasing
online if a virtual buying experience was available to enable them to see and try

on the products prior to making their purchase.

4.1.3 Addressing Barriers for Sustainable Initiatives

As part of focusing on new strategies that can reduce the frequency of returns, the
authors sought to understand consumers' attitudes toward sustainable return
practices and their willingness to pay for such implementations. Concerning the

sustainable aspect of doing business, although some actors contribute to
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initiatives, consumers' willingness to pay is still one of the main barriers. It has
been observed that some actors are required to shoulder the costs of more
sustainable initiatives themselves since consumers express a willingness to
support the green shift. However, there is a lack of contributions and willingness

to pay for it in practice.

A study done with 60-70 participants showed that everyone was concerned
with sustainability around online shopping, but very few were actually

willing to pay or contribute towards a change. (Object 1)

Customers are concerned about the environment but are not always
willing to pay for more expensive, environmentally friendly products (...).
If the price increases more than 10%, most customers do not want to

choose the more environmentally friendly product. (Object 2)

Since consumers lack the willingness to participate in addressing this issue, it
would be prudent to create an intensive structure that would work as a

collaboration toward preventing the return of consumer products continuously.

Everyone benefits from cooperation, but no intensive structure requires
cooperation. It requires the authorities to create an intensive structure to

make it work. (Object 1)

The consumer survey also revealed that Norwegian e-commerce consumers'
attitudes toward sustainable practices are slightly unconcerned. The majority of
the respondents, 38.5%, clarified that sustainable practices are somewhat

important, and 32.3% are indifferent.
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Not important Up to 15% extra

Somewhat
important No more than

g 5% extra
2%

Very

. 16.9%
important ' )

138.5%

low important is it that the company
you purchase from has sustainable
practices?

low much would you be willing to pay
extra for a more sustainable return
practice?

44.6%
No extra ‘ )

Indifferent

Figure 13: Findings from Survey to Consumers (3).

To investigate the consumers’ willingness to pay, the results corresponded to the
consumers’ attitudes toward sustainable return practices. 44.6% of the
respondents stated they were unwilling to pay more than 5% extra for more
sustainable return practices. Additionally, 46.2% answered that they were
unwilling to make any additional payments. Given how irrelevant sustainable
practices are when making purchases, it is not surprising that consumers are

unwilling to pay for them.

Would your purchase decisions be more
eliberate if returns incurred fees, or if the
impany tracked returns and charged for
exceeding a limit?

Figure 14: Findings from Survey to Consumers (4).

Moreover, it seems that the consumers would be more deliberated if they were
aware that a fee would be imposed for each return made or if the e-commerce
actor monitored their returns and charged them on a per-return basis, that is, if the

number of returns exceeds a specific limit.
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4.1.4 Sustainability

A tendency emerged through the interviews that KPI indicators, including
measures of CO2 emissions, are more easily tracked on sendings in the forward
logistics, namely sending from factory to warehouse and warehouse to consumer,
than in the reverse logistics, namely shipping back to the actor from the consumer.
However, the actors are measuring other factors, such as the amount of recycled

material used in the product.

The transport of the product sent out is measured, but the return is not
measured to the same extent (...). There is a more significant focus on

getting the products out than getting the products back. (Object 5)

We could have integrated a better return solution with our partners, but
such solutions also require tech integration. Furthermore, our low return

rate indicates that this is not our high priority. (Object 3)

We have measurements of C20 emissions on the inbound logistics, on the

inbound logistics from the factory to our warehouse. (Object 2)

We primarily focus on environmentally friendly outbound transport, but
then we have the return logistics under the same network to the same
extent. We want to increase green transport, e.g., filling the cars as much

as possible, using electric cars, etc. (Object 4)

Further, it has been recognized that sustainability focuses primarily on forward
logistics because of the large number of products that are handled this way;
however, due to the increasing number of packages returned in the last decade,
better practices must be developed before non-optimal and non-sustainable

practices become the "normal."
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There are cases where it is cheaper to destroy the products than actually
to handle it. In a sustainable discussion, such practices are condemned to

have to be changed. (Object 1)

The authors further found that disposition decisions in reverse logistics play a
significant role in how the actors conduct operations, as seen from the findings
and exposition of industries such as fast fashion. According to this research,
actors have developed a variety of initiatives and projects centered on disposition
decisions in a more sustainable manner, and these initiatives are still in

development.

We have developed new production methods if part of a product is
damaged. This is so that parts can be sent to the consumer quickly,
avoiding the entire product needing to be replaced or disposed of. There is
not much profit in this, but rather it is a service we offer to ensure the
products have a longer shelf life over time and are easier to repair for

customers. (Object 2)

We try to secure a "kick-back agreement” with the suppliers when possible.
This means that we are responsible for the return, i.e., we do not return
damaged products to the supplier. Instead, it means that we are
responsible for returning the items and that we can reuse the reusable

parts. (Object 4)

We have a collaboration in Sweden that builds new products from existing
products so that we can resell them. This does not generate much profit,
and there is actually a high cost linked to this, but we do what we can to

minimize the impact on the environment and nature. (Object 2)
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Finally, it was imperative for the authors to understand the process involved in
achieving sustainable solutions through collaborations. This entailed examining

procedures that facilitated coordination with 3PL providers;

We mainly use PostNord QR solutions (..) We collaborate with
Porterbuddy, where new solutions are needed to return the processes. The
absence of something may hamper the goal of achieving efficient return

solutions. (Object 3)

The return process should be designed to provide a positive customer
experience, thereby making an important and profitable investment. For
example, we can see that same-day deliveries and outbound transport,
when combined with fast delivery, have almost become a matter of course
for customers. We strive to focus on which intensives we can lay the
foundation for so that the customers will be even more satisfied, pushing
their expectations even higher. Our goal is to be one step ahead of the

competition. (Object 4)

The expert interview with Object 1 also revealed concerns regarding the potential
cost and environmental implications of collaborating with 3PLs due to the
increased scale of returns;

Working with 3PLs is a temporary solution that can act as a "breather"”
until a permanent solution can be found for more sustainable solutions.
There is still a need for government regulation regarding reverse logistics
and returns, as well as the awakening of the populace to make people less

ignorant regarding these issues. (Object 1)

Although the object expressed concerns regarding collaboration with 3PLs and

outsourcing operations, positive thoughts were also expressed if certain
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constraints were met. It was also noted that the interview respondent did not

possess a great deal of information regarding the use of 3PLs in Norway;

Aside from the platform "Turnr" launched by Schibsted, I am not familiar
with this field. Although the return problem can be gradually reduced if
the returned products are collected and distributed in an efficient manner
while at the same time working actively to increase consumer awareness, 1
believe it will gradually help reduce the return problem. Also, this requires
the right equipment and investment in technology in order to optimize the

processes correctly for sorting and handling, etc. (Object 1)

The findings indicate that, in general, the e-commerce actors do indeed place
considerable effort into contributing to the sustainability of their operations
practices. However, it has also revealed that sustainable practices are more
concerned with forward than reverse logistics. Based on these findings, the
authors found that most of these initiatives were not primarily concerned with
profit since there are indeed extra costs associated with many of these initiatives.
Instead, they were motivated to contribute toward protecting the environment and

improving the company's sustainable image.

4.2 Hypothesis Formulation

The authors' data collection through the interviews found three specific focus
areas they wanted to explore further. This is because they wanted to incorporate
the customer further also itself to be able to find a solution to the return aspect of
reverse logistics. The three main focus areas are as follows:
1. What strategies can be employed during the purchasing stage to minimize
the frequency of returns?
2. How can long-term perspectives and practices be utilized to reduce the

occurrence of returns?
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3. How can collaborative relationships contribute to reducing the frequency

of returns in reverse logistics operations?

Based on these focus areas, the authors formed three hypotheses to explore

further, based on their findings, while incorporating the consumer's answers on

the surveys sent out. See Figure 15 for further
clarification of where the authors are in the

data analysis process explained in Chapter 3.

Focusarea 1
Hypothesis 1

E-Commerce

Expert: NHH e

Object 1 Objects 2,3,4,5
Figure 15: Hypothesis Formulation - Clarification of ! IE J
Data Analysis Approach. oo

[ )f 1

1. Virtual technology, such as virtual try-on, can decrease the number of

returns from consumers by reducing uncertainty about fit and style.

Focus area: What
strategies can be
employed during the
purchasing stage to
minimize the frequency
of returns?

Reducing
product
returns
Hypothesis 1:
Virtual technology, such as
virtual try-on, can
Demand for decrease the number of

initiatives returns from consumers by
reducing uncertainty about
fit and style.

Uncertainty in
shopping
experience
Trend of
ordering

Getting more
information
increase
customer
satisfaction

Consumer
experience

Lack of of
product

multiple Lack of  visualisation

products product
description

Figure 16: Formulation of Hypothesis 1 Based on Findings.
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This hypothesis is based on the assumption that consumers may be more likely to
purchase products online if they can virtually try them on, reducing the likelihood
of returns due to incorrect sizing or dissatisfaction with the product's appearance.

Returns in e-commerce are influenced by various factors, including uncertainties
surrounding how products actually look and fit. The inability to physically
interact with products prior to purchase leads to uncertainty, especially in areas
such as sizing, style, and overall appearance. This uncertainty contributes to
higher return rates as consumers tend to order multiple sizes or variations of the

same product to ensure a satisfactory purchase.

However, this may also lead to more returns if the virtual technology does not

accurately represent the product, leading to consumer disappointment.

2. A law or intensive that requires e-commerce actors to pay a tax or fee on
high return frequencies. This will help to reduce the number of returns and

enhance the sustainability of RLs in the Norwegian e-commerce industry.

Focus area: How can
long-term perspectives
and practices be
utilized to reduce the
occurrence of returns?

Lenient return Hypothesis 2: Absence of
policies A law or intensive that willingness to
requires e-commerce actors

More to pay a tax or fee on high

deliberated return frequencies. This will

pay

help to reduce the number of
purchase returns and enhance the .
decisions sustainability of RLs in the Consumer's
Norwegian e-commerce attitude
industry. towards
sustainable

practices

Cost of
human labor

Effective
Trend of ordering collaboration
multiple products requires an
intensive structure

Figure 17: Formulation of Hypothesis 2 Based on Findings.

The hypothesis proposes that implementing a law or intensive that mandates

e-commerce actors to pay a tax or fee on high return frequencies can reduce the
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number of returns and minimize the environmental impact associated with reverse
logistics in the Norwegian e-commerce industry. E-commerce has experienced
significant growth in recent years, providing consumers with convenient access to

a wide range of products.

However, this convenience has also increased the frequency of returns, which can
negatively affect both businesses and the environment. Lenient return policies and
low costs associated with returns have made it easier for consumers to return

products, resulting in higher return rates.

3. By leveraging the services of 3PL providers who prioritize sustainability,
Norwegian e-commerce actors can effectively mitigate costs and enhance

sustainability through a reduction in return rate.

Focus area: How can
collaborative
relationships contribute to
reducing the frequency of
returns in reverse logistics
operations?

A return The need for
process better
designed to Hypothesis 3: integrations for
provide By Ieverqgmg the services of return
positive 3PL providers who prioritize solutions
sustainability, Norwegian e-
custc?mer commerce actors can
ULl effectively mitigate costs and 4
enhance sustainability easurements
through a reduction in return of CO2
rates. emissions
Extra costs
associated with
sustainable
inititatives

Initiatives
centered on
Agreements with disposition
suppliers to decisions
minimize impact
on environment

Figure 18: Formulation of Hypothesis 3 Based on Findings.

It is suggested in hypothesis 3 that Norwegian e-commerce actors can benefit
from partnering with third-party logistics providers to reduce costs and

environmental impact, which will, in turn, result in a reduction in return rates. In
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order to assess the validity and practical implications of all the hypotheses, prior

empirical research and case studies were necessary.

4.3 Verification of Hypothesis

Focussrean fosissen —

In order to evaluate and verify the hypotheses B L
developed above, the authors conducted interviews

with experts from the fields of technology and law,

an expert/research group from TOI, and two 3PL

providers. See Figure 19 for further clarification of e

where the authors are in the data analysis process ( )
B‘pe"f;;:fh B Experts: T 3PL Providers

eXplained in Chapter 3. Object 11,12, 13 Object 8,9, 10 Object 6,7

Figure 19: Hypothesis Verification - Clarification of Data Analysis Approach.

4.3.1 Hypothesis 1

First hypothesis is the following:

Virtual technology, such as virtual try-on, can decrease the number of returns

from consumers by reducing uncertainty about fit and style.

Based on the hypothesis, interviews were held with experts within technology
(Objects 11 & 12). It appears that virtual technology can reduce the number of
returns from consumers by reducing uncertainty about fit and style. Despite this, it
has been suggested that the Norwegian market may not be ready yet, which may
result in more negative consequences than positive features, such as high costs for
e-commerce actors and poor user experience for consumers. Thus, artificial

intelligence (Al) was suggested as a viable alternative.
Initially, to better understand their expertise and capabilities, the authors allowed

the objects to elaborate on how they utilize 3D modeling and technology in the

context of new housing projects.
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The immersive 3D environment allows customers to experience home
selection with virtual walkthroughs in a fully interactive 3D environment.
The new concept is powered by Unreal Engine, dynamic lighting and
textures that creates a lifelike atmosphere, fully capturing the materials,
lightning, and shadows. These features are providing an unparalleled

representation of the properties and their interiors. (Object 11)

When asked about customization, and how their solution can be tailored to
specific needs, and how this can affect the consumers buying experience more

positively.

Our 3D visualizing feature allows the customers to change colors and
materials to furnishing and decor options. Also, it allows customers to
visualize and experiment with various design possibilities. We believe that
this level of customization also fosters a sense of ownership and
connection, increasing the likelihood of purchase and long-term
satisfaction (...) It also streamlines the decision-making process, resulting

in a more efficient and enjoyable buying experience”. (Object 12)

In terms of cost reduction, the company is asked to explain how the
implementation of 3D platforms and VR/AR technologies can help reduce costs
for e-commerce operators in the long run;
The use of 3D platforms and VR/AR technologies can eliminate
travel-related constraints and associated costs. A contractor, especially
when working on real estate projects, will therefore spend less time
showing everything to the customer since 3D modeling makes it easier for

the customer to visualize the project. (Object 11)
In the property industry, in which we operate, we see that our concept

helps to reduce the use of time with each individual customer. We see that

our partners, such as a furniture store, do not have to spend as much time
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with the end users as the sales go through our concept. (Object 12)

Even so, some actors or industries may find it challenging to invest in VR/AR

technology because of the high costs and processes required to utilize it;

In the case of a well-known chain, such as Zalando, they offer a wide
variety of both shoes and clothing. All products would have been scanned
in so slowly that by the time they are completed, they would already be out
of range. Additionally, this requires a significant amount of manual labor
and is extremely expensive. Sorting the clothes, moving them to the studio,
adjusting the lighting, and fixing the camera are among the necessary
steps (...) Additionally, there are many technical steps necessary to align

the 3D model with the person who is visualizing it. Object 12)

When it comes to luxury brands, such as Gucci, they have the budget, they
do not replace items as frequently as Zalando, they have time, and their
catalog is smaller and more stable. In this case, quality is placed above
mass production. A solution of this type is likely to be of greatest benefit to
luxury brands. As a result of the higher prices, customers are taking more

care when making their purchases. (Object 11)

During the discussion of sustainability within the e-commerce industry and how
technological advancements can enhance consumer confidence when purchasing

products, it became evident that technological advancements play a key role.

The integration of technology can, as previously mentioned, reduce the
need to physically try-on the products, and, consequently, the
environmental impact associated with transport to physical stores. It is
important to note that the disposal and processing of electronics and

hardware must be handled in an environmentally friendly manner. (Object
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11)

1t is always beneficial for the customer to view a product in a more natural
setting prior to purchasing it, regardless of whether it is an apartment or a
dress. The clothes may look good on a model, but we cannot always tell if
they will fit our body type. Real estate development projects today allow
customers to visualize homes in 3D, where they can choose colors and

furnishings that will complement their surroundings. (Object 12)

In addition, it was also important to address potential barriers related to the

implementation of virtual fitting rooms in the Norwegian e-commerce industry;

One issue is that the hardware is not yet ready for this type of technology
(...) When it comes to products such as clothing, which do not cost much,
this is unlikely to be particularly profitable (...) It is important for the
hardware to reach a point where it can display nice 3D images. We can
view 3D images at the present time, but in my opinion, it is not good

enough to attract customers to shop with them in the future. (Object 11)

Realistically, most companies do not want their products to be marketed
with a poor resolution that does not accurately represent the product (...)
Furthermore, such integration also requires advanced technical skills and

resources to function efficiently. (Object 12)
Moreover, barriers related to GDPR compliance were addressed;
Companies should comply with the GDPR rules imposed by the EU (...)

And consumer data must be accessible somehow, and have the option of

being deleted if required. (Object 12)
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To comply with the law, the company must clearly indicate what kind of
information it has on its customers, and the customer must confirm that

such information is collected. (Object 11)

Further, when asked about market perceptions of these solutions in terms of their

user-friendliness;

Some individuals may find it difficult to navigate a 3D environment. The
quality of the service can be adversely affected by a poor connection to the
servers on which it is hosted. This is a source of frustration for customers,
as they naturally wish for everything to operate smoothly. The dress you
are viewing, for example, may appear pixelated as a rvesult. (...) It is
probably too early for the market to be ready for it at this time. (Object
12)

In my opinion, the next step should be the development of artificial
intelligence (Al). The application of artificial intelligence enables
customers, for example, to upload a picture of themselves in order to see
what their body shape looks like and propose products based on this
information. This is probably much more convenient for customers now.
On the other hand, the downside of artificial intelligence is that there is no

guarantee that it will be precise. (Object 11)

4.3.2 Hypothesis 2

The second hypothesis is the following:
A law or intensive that requires e-commerce players to pay a tax or fee on high

return frequencies. This will help to reduce the number of returns and the

environmental impact of reverse logistics in the Norwegian e-commerce industry.
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Based on the hypothesis, interviews were held with a legal expert (Object 13).
Objects supported the hypothesis and confirmed that e-commerce players could
be required to pay a tax or fee, which is likely to impact the scale of returns
positively. A discussion of the barriers associated with current laws and structures

was required due to the complexity of the global e-commerce market.

For further verification, the first step toward implementing a new law or
introducing a new incentive was to identify some of the essential factors. As a

result, the object was asked if there was any conflict between existing law;

The main issue here, which is difficult for you to bypass, is the consumer
perspective. There are several elements to consider regarding consumers
if a tax is to be imposed. Firstly, there's the Consumer Purchase Act
(Forbrukerkjopsloven, 2002), and secondly, the Right of Withdrawal Act
(Angrerettloven, 2014). The right of withdrawal allows consumers to
return both services and products within 14 days after delivery. The
contractual relationship between the parties doesn't arise until after 14
days, once the withdrawal period has expired. In some cases, e-commerce
actors also have information obligations towards consumers, and failing
to meet them may extend the withdrawal period. Implementing such a
system that imposes on consumers, who haven't legally entered into a

contractual relationship, would be challenging. (Object 13)

A further objective of the authors is to investigate alternative approaches to
reducing the increased scale of returns, where a fee is not directly imposed on the

consumer, but on the e-commerce entity;

I don't see an immediate barrier to this. This can be related to the aviation
tax, where airlines were imposed a fee that resulted in higher airfare
prices. I primarily work with the consumer segment and not so much with

tax regulations. Legally speaking, it shouldn't be a problem for the
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government to introduce taxes as long as they don't contradict existing

laws. (Object 13)

A new law or an incentive may also be able to contribute to more sustainable

return practices in the e-commerce sector in Norway;

In my opinion, such a measure would be an easier way to address the
issue of returns and would probably be more politically acceptable.
Regulations that restrict consumer rights are difficult to implement. In any
case, it should be noted that customers are not eligible to exercise their
Right of Withdrawal free of charge, unless the cancellation relates to a
purchase. (Object 13)

It was also noted that political and environmental factors were important barriers

to consider when discussing the implementation of the measure;

The implementation of such a measure would require a good CRM system
that is capable of handling returns. As a result, the actors involved incur
an investment cost. There is generally a lag in the adoption of cloud-based
solutions by Norwegian businesses, including CRM that is up to date. It is
important to note that many of the systems are outdated (...) Although
larger companies are unlikely to have any issues with this, smaller
physical stores with an online store may experience the burden of the
expense (...) I also do not see any immediate environmental barriers;
expanding consumer rights often comes at the expense of the environment,

without taking into account the environmental costs involved. (Object 13)

4.3.3 Hypothesis 3

The third hypothesis is the following:
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By leveraging the services of 3PL providers who prioritize sustainability,
Norwegian e-commerce players can effectively mitigate costs and environmental

impact through a reduction in return rates.

Based on the hypothesis, interviews were held with PostNord AS (Object 7),
Lettbutikk AS (Object 6), and Expert-researchers from The Institute of Transport
Economics (Objects 8, 9 & 10). This hypothesis was supported by the objects,
which argued that the collaboration of 3PL providers with e-commerce actors
positively impacted sustainability. Further, barriers and risks associated with

collaborating with 3PL providers were discussed.

In the literature review of this thesis, the authors elaborated upon how
e-commerce actors outsource their operations, such as warehouses and
transportation, to 3PL providers. Therefore, the authors have included questions
regarding the method of operation to obtain a comprehensive overview directly

from the source, as well as from experts within the field.

To be able to understand the benefits and how 3PL providers negotiate in terms of
economies of scale as a key factor, the 3PL providers further elaborates how their

consumers see the utility value of using them;

We collect a larger volume of packages, and give our customers access to
our agreement with the carriers. The more customers we get, the higher
volume discounts we can offer to our customers. A larger proportion of
customers will give us a greater and better basis for negotiations when we
enter into agreements with our carriers. This will then be more favorable
than if the customers go directly to the carrier (..) We also have
agreements with several carriers, such as PostNord, Instabox, Helthjem,
DHL, UPS and Bring. We want to have agreements with several carriers
to be able to offer our customers a wide selection of delivery methods.

(Object 6)
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Transport-services is our livelihood (...) Our department deals with
customer environments and business development. As part of this area,
you will find all of the products and digital services, such as apps, portals,
the store network, collection points, as well as parcel machines. The green
shift and environmental operations are also a major part of our work.

(Object 7)

The key role of sustainability in the 3PL providers current and future operations

were emphasized,

Our goal is to achieve zero emissions by 2030. This will require a lot of
work and changes in policies. It should be noted, however, that the plan is
set in accordance with The Paris Agreement. Our agenda places a high

priority on this issue. (Object 7)

Further, the interview with the 3PL provider of transport and logistics indicates
that they are able to contribute significantly to the development of more
sustainable decisions by working closely with their collaboration partners, such as

3PLs, and e-commerce actors.

We are continuously working with individual customers to reduce both the
air in the packaging, but also to be able to help customers make the right
choices when it comes to e.g. reusable packaging (...) We also have to
carefully consider how to set up the return transport for customers to

make it as sustainable as possible. (Object 7)

Table 4 illustrates the significant results that have been achieved by Object 7

through their involvement in internal projects with their customers;
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PostNord: Some of the customer cases of the 130 projects per year...

Company 1
(2022)

Conducted periodic
transport analyses on
all group companies. In
the case of
acquisitions, analysis
was done after 3-6
months of operation.
Identified potential for
improvement
(frequency, optimal
flow of goods and
packaging methods)
across the group.
With continuous
control and analysis,
we ensured that there
is little potential that
has not been exploited
at all times.

Achieved result
Reduced transport
costs by 7.7%

Company 2
(2022)

When Company 2's
recipients suddenly
started commenting
that the packages were
damaged, PostNord
found out that the
company had started
with a new eco-friendly
paper packaging.
These often cracked
and led to great
discontent and spoiled
products.
Company 2 then
changed to other
environmentally
friendly packaging,
damage was reduced
and the customer
experience increased.

Achieved result
Improved customer
experience from CSI
of 4.3t0 4.7

Company 3
(2020)

The customer's B2C
volume increased

rapidly, but did not have

the suitable area or
process for e-
commerce in their
warehouse. Which
presented major
challenges at volume
peaks in the form of
long lead times.
consulting designed a
new storage area,
shelving system and
process for e-
commerce.

This resulted in more
efficient order
processing and less
vulnerability during
hectic periods.

Achieved result
Order processing
time reduced by

approx. 50% and -1
FTE in stock
handling.

Company 4
(2022)

Some of Company 4's
customers demanded
zero-emissions
deliveries. Consulting
built routes in the major
cities using route
optimization to meet the
requirements of the
recipient and have the

greatest possible
environmental impact on
the total volume of the

company.
The effect corresponds
to about 181.000 km by
car or 107 sgm of sea ice
in the Arctic from
melting.

Achieved result
Reduced CO2
emissions by 8.5% =
36.000 kg

Table 4: PostNord s results for some of the customer cases. Source: PostNord AS, 2022.

Also, they provide sustainable return procedures with great environmental and

financial benefits compared to other actors operating with similar operations;

Competitors focus more on picking up returned products at the consumer's
residence. While it is more convenient to place the return on the doormat
and in the letterbox, it is not environmentally friendly. Consolidation at the
place of submission is more desirable, from both an environmental and a

financial standpoint. (Object 7)

By simultaneously reducing transportation costs in terms of collecting several
e-commerce actors under one roof with 3PLs, collaborating with transport- and
logistics providers, and actively working towards sustainable operations in

regards to reversal logistics by consolidating the transportation services, it is

74



Chapter 4: Empirical Findings

evident that this will have significant benefits for e-commerce actors in terms of

cost reduction and environmental impact.

We have an agreement with our customers to reduce their transport costs
by 5% each year. We see this solution as a collaboration and partnership,
where we have a common goal of what we want to achieve together (...)
The advantage of outsourcing warehouses lies in consolidating pick-up
and delivery operations into a single streamlined process. This will
eliminate the need to distribute the delivery across smaller warehouses.

(Object 7)

With the benefits mentioned, there are still challenges associated with being a 3PL
provider that has to handle multiple and different e-commerce actors, and barriers

of collaborating with 3PLs;

It is a challenge to sit as a third party, and have contact as well as
delivering at both ends (...) The biggest challenges lie in this. None of the
carriers, or the business models of the carriers, are set up to involve a
third party. After all, they have created these models so that there will be a
1:1 customer relationship (...) There is nothing in the infrastructure that
says that the way we operate should actually work, but then you find
solutions along the way, and work together. (Object 6)

EU rules must be taken into account. To reduce returns, a research project
is underway. This may require organizations to change their business
practices. Political factors affect the economy, both nationally and
regionally. Europe is vulnerable to conflicts, such as the conflict between
Ukraine and Russia, from an economic and political standpoint. Most
drivers originate from Ukraine or White Russia. In spite of PostNord only
hiring Norwegian truck drivers, the reduced availability of truck drivers

results in increased competition for Norwegian employers. Therefore, both
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outgoing and incoming logistics costs are affected. Technological factors
should also be considered. Using technology to further reduce returns
would be beneficial, since the customers have a low rate of returns (...) If
you implement new solutions such as reducing the need for the returned
product to be sent back to the e-commerce actor, but rather in between the
customer that is returning the product, and a new customer ordering the
returned product, it is necessary to have a platform and software solution
that will allow you to handle such processes simultaneously. It is also
necessary to determine who will ensure that such products are controlled

and quality checked. (Object 8)

Finally, as the hypothesis focuses on how e-commerce actors can mitigate costs
and environmental impact through a reduction in return rates, the authors sought

to understand 3PL providers role in regards of decreasing returns;

The 3PL providers charge the e-commerce actors for the transportation of
returns, but they do not charge the customer, i.e. the e-commerce actors'

policies are too lenient. (Object 9)
For the 3PL provider, in-store delivery is the most cost-effective and

environmentally friendly solution. Unfortunately, this is not the preferred

choice of the customers. (Object 10)
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5.0 Analysis and Discussion

The purpose of this section is to analyze and discuss the findings in light of the
theoretical background. Analyzing the relevant findings in accordance with the
literature review will lead to a clarification of the authors research question:
“How can Norwegian e-commerce actors implement strategic initiatives to
effectively enhance the sustainability of their reverse logistics operations?”. In
order to assess how the different initiatives can contribute to sustainability,
Elkington's Triple Bottom Line (1994) has been emphasized. As a final step in
their analysis and discussion, the authors employed the PESTEL framework to

identify potential barriers.

5.1 How VR/AR Technology Can Decrease the Number of Returns

As Martinez-Navarro et al. (2019) and industry trends demonstrate, virtual try-on
technology is effective in addressing uncertainties in online shopping and,
therefore, in reducing returns. The findings showed that incorporating technology
can effectively reduce the number of returns from consumers by mitigating
uncertainties related to fit and style in online shopping. By providing enhanced
visual representations, increasing consumer confidence in purchase decisions, and
offering time and cost savings, virtual technology addresses the underlying causes
of uncertain returns. Previous studies show that implementing virtual try-on
features can significantly decrease return rates, enhance customer satisfaction, and
improve purchase accuracy, where Wedel et al. (2020) also concluded with this in

their study.

The growing adoption of virtual technology by e-commerce actors across various
industries further underscores its potential to reduce return frequencies. As the
findings indicated, all actors are eager to implement newtype of technology but
remain silent until the technology becomes available for adoption. The

significance of this can be seen in the light of the need to face more pressure from
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competitors to encourage them to adopt environmental initiatives to gain a

competitive advantage (Govindan & Bouzon, 2018).

Nevertheless, the authors can imply that collaboration between the actors should
be established from their findings. As the initial investment can be a high cost, the
findings show that luxury brands can benefit the most from technologies, such as
VR/AR, as they have the budget, time, and smaller, more stable catalogs. The
emphasis on quality over mass production aligns well with 3D modeling and
VR/AR for showcasing products. It also reflects Miiller et al. (2018) study
findings where there are obstacles to successfully deploying this type of

technology in small and medium-sized companies.

Virtual try-on features streamline the shopping process by eliminating consumers'
need to order multiple sizes or variations of a product to assess fit and style. This
saves time, effort, and potential return shipping costs for both consumers and
e-commerce actors. Based on the author's findings, consumers are optimistic
about applying VR/AR technologies, and by implementing new features that
allow consumers to view the products in their entirety, whereas the uncertainty
associated with ordering online will be reduced considerably. The authors
identified uncertainty as one of the most prominent reasons consumers
intentionally purchase more of the same products, as well as lenient refund
policies. As virtual technology reduces uncertainty, consumers are more likely to
feel more confident when making online purchases. The ability to virtually try on
products can mitigate the risk of dissatisfaction upon receipt, leading to more
informed and deliberate purchases. The findings also show that the increased
confidence customers get by being able to use this tool can lead to a decrease in
returns. As previously mentioned, most of the respondents in the consumer survey
stated that they would feel more confident in their purchase if the products were

thoroughly described and visualized.
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Moreover, Yang et al. (2020) found that Al would contribute to lower product fit
uncertainty and improve after-sales services. Virtual try-on technology offers a
more accurate and immersive representation of products, allowing consumers to
see how items appear on themselves or in their surroundings. By virtually trying
or seeing products, consumers gain a clearer understanding of fit, size, color, and
style, thus reducing the likelihood of ordering multiple sizes or variations and
returning them. Nevertheless, the findings of the authors based on their
discussions with experts within the tech sector indicated that consumers and the
Norwegian market, in general, are not ready for VR/AR technologies as of today,
because the technology is still in its infancy and too advanced to be user-friendly

at this stage for the average household.

The findings further indicated that,in comparison with AR/VR technologies, Al is
instead something that would have more potential for consumer acceptance and
may be, to a greater extent, more user-friendly. The use of artificial intelligence
can also be more realistic in terms of the investment costs associated with
e-commerce actors. In Cheng et al.'s study (2023), it was emphasized that
artificial intelligence has facilitated digital transformation and enhanced
e-commerce performance in recent years. However, the findings also indicate that
Al has significant capabilities for solving problems, but with the potential risk
that personal data may be compromised as a result. It is vital to establish trust
between the user and the technology in order to guarantee long-term consumer
trust in Al (Cheng et al., 2023) and other types of technology. Otherwise, it may
be possible for personal data to be compromised and potentially shared without

the consumer's permission.
A ripple effect of incorporating technology into consumers' purchasing process

will contribute to realizing goal number 12, stated in the SDGs set by the EU,

which sets forth a more sustainable consumption model.
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5.2 How a Law or new Intensive Can Reduce the Number of Returns

The findings show that economic incentives can influence consumer behavior and
business practices. Sudusinghe & Seuring (2020) and Chen et al. (2017) have
demonstrated that imposing financial costs on returns can lead to reduced return
rates and increased purchase deliberation among consumers, where it is
emphasized that external collaboration with the government is a level for
achieving sustainability. Additionally, research has shown that e-commerce
companies implementing stricter return policies experience lower return rates,
whereas Mondal & Giri (2022) clarify that actors can make their return policies

more sustainable to reduce their environmental impact.

By applying similar principles through the proposed taxation or fee system, it is
plausible to anticipate a similar impact on the Norwegian e-commerce industry. A
more environmentally-friendly consumer behavior can be achieved by
implementing initiatives, as previously stated by Cai & Choi (2020). By
introducing a law or intensive that requires e-commerce players to pay a tax or fee
on high return frequencies, it will become economically less favorable for
consumers to return products frequently. This financial disincentive aims to
discourage excessive or frivolous returns, ultimately reducing the overall number
of returns. Incentives provided by governments in the past have shown to be
effective in encouraging consumers to adopt more environmentally friendly
habits, as demonstrated by Xu et al. (2020). This is also supported by the authors'
findings, which demonstrate that it is a competitive market for offering favorable
return policies, which the literature describes as initiatives for consumers that

serve as insurance when shopping online.

As previously stated by Ketelsen et al. (2020) and Carrington et al. (2014), despite
the increasing popularity of ethical shopping, fewer ethically conscientious
customers are completing ethical shopping transactions. These results can also be
attributed to the returns that are being made. Upon reviewing the author's

findings, it is evident that consumers' willingness to pay for sustainable options is
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at most 5-10 %. Additionally, this statistic is supported by findings from Escusell,
Llorach-Massana & Roncera (2021). In addition, this can also be correlated with
the customer's actions, in that they do not hesitate to return products following
their ethical obligations. As a result of this, it is clear that there is no specific
demand for the consumer or e-commerce actor to pay additional tax or fees.
However, the adverse environmental effects that consumption, and subsequently
its returns, has on specific industries, it is necessary to implement an initiative
involving the government to prevent long-term environmental damage. In
accordance with the authors' findings, product returns are highly influenced by
human labor, which can be further emphasized by Agrawal & Singh (2019), who
see disposition decisions as critical decisions that have a profound impact on
reverse logistics sustainability. It is also evident from the findings that sometimes,
it may be more economical to simply destroy the products rather than use one of
the more sustainable methods. When the probability of returns is minimized at an
early stage set by the government, it becomes possible to achieve sustainable
initiatives within the operations to maintain acceptable initiatives for choosing the
best disposition decision. It refers to improving the reverse logistics process, also

elaborated in Figure 4 by De Brito & Dekker (2002).

The authors' findings show that including the government in the solution can be
seen as a worthwhile initiative, as seen from past initiatives, where it is observed
that humans are creatures of habit in terms of the smoking law in Norway
(Tobakkskadeloven, 1973), the Air Passenger Tax (Skatteetaten, n.d.), and the
penalties imposed on those who incorrectly source. Given these examples, we can
discern how effective they are, and given that the demand for this proposal is
close to non-existent, this can further enable consumers to change their shopping
patterns and help contribute to a more sustainable "normal" long-term. This is
also relevant for e-commerce actors, who will be pushed to carry out initiatives
following a potential law, where they must adopt initiatives that enhance the
shopping experience for consumers and reduce the need for returns. Additionally,

involving the government to this extent, the findings show that this process will
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need to be carefully considered concerning consumer rights when purchasing
products in general, which are outlined in Norway as the Consumer Purchase Act
(Forbrukerkjepsloven, 2002) and the Right of Withdrawal (Angrerettloven, 2014).
Additionally, new requirements proposals for e-commerce actors must not conflict
with those established by the EU. A ripple effect will lead to the development of a
more sustainable "normal," as outlined in the Sustainable Development Goals of
the EU, particularly goal number 12, which seeks to move toward more

sustainable consumption patterns.

5.3 How Collaboration with 3PL Providers Can Reduce the Number of

Returns

In order to enhance the sustainability of reverse logistics operations within
e-commerce, the authors explored how 3PLs could reduce product returns; their
findings indicated that 3PLs had some limitations in their ability to influence.
The 3PLs do not have the authority to decide the return practices of the different
e-commerce actors. However, they can advise their customers in making more
accurate judgments and appropriate decisions regarding return policies, ultimately
leading to enhanced sustainability. As the 3PLs charge their customers for their
services, such as transportation of returned products, it was evident that the
e-commerce actors, in most cases, intentionally chose not to charge their
e-commerce consumers. The reason for this is that, as Allen et al. (2017) state,
retailers have incorporated the delivery costs into the item price as a result of the

pressure of last-mile operations.

A previous review by Ketelsen, Janssen & Hamm (2020) demonstrated that
consumers' actual attitude does not necessarily reflect their actions, primarily
because of higher costs. This may also reflect the free return policy of
e-commerce actors. The results of Pham and Ahammad (2017) also revealed that
"ease of return" was one of the most important factors influencing customer
satisfaction. Consequently, it is reasonable to state that it is difficult for the 3PLs

to take action directly to reduce the increased scale of returns. Moreover, it was
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also evident that the 3PLs focused more on outbound logistics rather than reverse
logistics operations, as this accounts for the most significant proportion of
services. E-commerce actors giving more attention to forward logistics and
ignoring logistics' upstream flow in the supply chain has also been addressed as a

barrier in previous research by Naseem et al. (2021).

Furthermore, Escusell, Llorach-Massana & Roncera (2021) state that price,
volume, and delivery time are emphasized over sustainability to achieve customer
satisfaction. Also, the consumer survey indicated that consumers were either
indifferent to sustainable practices or considered them somewhat essential but
were not willing to pay much extra for them. As willingness to pay has been
shown to be essential to the consumer's decision-making process (Kumar et al.,
2021), it is imperative for the 3PLs to prioritize services that facilitate consumer

satisfaction in a highly competitive market.

However, the authors identified efforts concerning the environmental impact of
returned products, such as achieving high levels of truck utilization during
transportation, using electric cars, and promoting sustainable packaging
agreements. The findings indicate that 3PLs are able to obtain better deals with
other suppliers, such as packaging tool suppliers. These mentioned efforts comply
with SDG 12 and contribute to more sustainable consumption patterns. Finally,
the authors noted the Transparency Act, which requires organizations to publish a
report on the due diligence assessments in accordance with paragraph §4
(Forbrukerkjepsloven, 2002, § 4). It is intended to promote trust and transparency
among large Norwegian enterprises that offer goods and services in or outside
Norway (Apenhetsloven, 2021). The law will also encourage 3PLs, and
e-commerce actors, in general, to develop even more sustainable practices in the
following years. The authors' findings show that greater openness can contribute
to reducing greenwashing when it comes to the 3PL providers that offer
sustainable services to the e-commerce actors, where it is possible to verify the

sustainability of the 3PL providers' practices carefully.
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5.4 The Sustainable Aspect of the Initiatives

5.4.1 Economic Dimension

The findings revealed that the first hypothesis requires an initial investment in
technology, which can be costly for e-commerce actors to prioritize, especially in
a time of increased inflation. However, further findings also showed that
implementing new technology potentially decreases costs, where virtual try-on
technology can help reduce costs associated with returns for both consumers and
e-commerce actors. By reducing the number of returns, retailers can save on
logistics expenses, restocking fees, and potential product damage. Where the
authors' findings revealed that the return process requires human labor, noting that
the cost involved with this can be minimized to a greater extent. Further,
consumers can save on return shipping costs, potentially increasing customer
satisfaction and loyalty. Additionally, there is potential for increased sales and
conversion rates; by reducing uncertainty about fit and style, virtual technology
can positively impact sales and conversion rates. Data collected from the
consumer survey show that consumers with a more accurate understanding of
how a product looks and fits are more likely to complete their purchase, resulting

in higher sales for e-commerce actors.

According to the authors, implementing a new law or incentive could also
adversely affect e-commerce actors with a high return frequency, where they may
face a financial burden. This can encourage e-commerce actors to improve their
return policies and processes, reducing return costs. However, the findings also
revealed that e-commerce actors may suffer high investment costs as a result of
outdated systems. The larger corporations with greater economic power will be
able to adapt more quickly to necessary arrangements, such as investing in CRM
systems and software development. A burden may be associated with initial

investments for small and local physical stores with websites.
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The authors saw from the findings that a collaboration between 3PL providers
could be remarkably valuable for e-commerce actors in terms of cost reduction.
One of the key benefits of collaboration with 3PL identified by the authors lies in
consolidating the transport services, which streamlines the delivery operations
into one single process. Kaynak et al. (2014) illuminated that an organization
could benefit from integrating reverse logistics functions by consolidating and
collaborating with third-party. Cullinane & Cullinane (2021) also identified
measures to reduce energy use and costs and improve environmental
sustainability by increasing the level of cross-company consolidation and
reducing the distance to and between consolidation points. The consolidation of
the transportation processes will also lead to a reduction in the overall

transportation costs while at the same time increasing truck utilization rates.

Further, it was also evident that collaboration with 3PL providers allowed their
customers to obtain quantity discounts for more sustainable options since
agreements often are volume-based. A 3PL's costs, however, may be affected by
external factors. The influence of external factors, such as regulations relating to
sustainable procedures, may require the 3PLs to adjust their practices, which

again will result in an increase in costs.

5.4.2 Environmental Dimension

The findings show that when there are fewer returns, it is correlated with
resourcing efficiency. This means that fewer products require repackaging,
refurbishing, or disposal. This reduction in reverse logistics activities helps
conserve energy, materials, and water that would otherwise be utilized during the
return process. However, a tax or fee for returning products does not directly
address other environmental concerns, such as packaging sustainability. By
reducing resource consumption, virtual technology and an eventual law from the
government will contribute to a more sustainable and resource-efficient

e-commerce industry.
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Additionally, the findings reveal that minimizing returns within e-commerce can
reduce emissions, where returns in e-commerce contribute to reverse logistics
operations involving the transportation, handling, and processing of returned
products. These processes have a significant environmental impact, including
increased carbon emissions, packaging waste, and energy consumption. Providing
incentives to consumers and e-commerce actors for reducing returns will
contribute to reducing the overall environmental footprint of the e-commerce
sector. In regards to implementation of new technologies, one can also see the
downside of implementing technology, which can contribute to a negative
environmental impact, such as energy consumption associated with running
virtual try-on platforms or producing devices required to access them. A
conscious effort must be made to manage the disposal and processing of
electronics and hardware used in VR/AR technology in an environmentally

friendly manner.

In terms of collaboration with 3PLs, the previously mentioned quantity discounts
may influence their customers to choose more sustainable packaging options at a
lower price, thereby promoting more sustainable operations. Collaboration with
3PLs also facilitates the development of environmentally-friendly practices, as
evidenced by their goal of achieving zero emissions by 2030. However, the
authors recommended carefully examining 3PL providers' sustainability profiles
and environmental reputations in order to assess whether their business models
align with the company's environmental goals as illustrated by Nosratabadi et al.
(2019) The intended benefits may be undermined by greenwashing or inadequate

environmental practices.

5.4.3 Social Dimension

The findings showed that implementing virtual technology can have the potential
to improve the overall online shopping experience, and enhance the customer
experience, by reducing uncertainty and improving convenience. Consumers are

enabled to make more informed purchasing decisions, increasing satisfaction and
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reducing frustration associated with returns. This positive experience strengthens
the relationship between consumers and e-commerce retailers. Likewise,
e-commerce businesses will be financially motivated to address the issue of high
return frequencies due to the potential financial implications associated with
paying taxes or fees. E-commerce players can implement various initiatives to
prevent increased costs, such as improving product descriptions, providing
accurate sizing information, improving product visuals, investing in customer
support, and reducing the likelihood of returns, which can be considered a
positive attribution to customer experience. Furthermore, consumers will bear
additional costs when returning products by imposing taxes or fees on high return
frequencies. This financial burden can serve as a deterrent, making customers
more thoughtful and deliberate in purchasing decisions, ultimately decreasing

returns.

Additionally, virtual try-on technology can make online shopping more accessible
to individuals with specific needs or limitations. For example, individuals with
physical disabilities or mobility issues may find it challenging to try on products
in physical stores. Virtual technology provides a more inclusive shopping
experience by enabling them to visualize products from the comfort of their own
homes. As virtual technology within e-commerce is not as widespread yet, some

consumers may not be comfortable relying on the technology.

The findings also showed that implementing a tax or fee for returning products
can lead to customers being unfairly penalized, where the reason for the return
may be due to quality issues or dissatisfaction. The use of lenient return policies
of the different e-commerce actors combined with customers' expectations of a
pain-free trade has been shown to increase the customers' impulse purchases. The
positive aspect of this is that it may promote a greater degree of thoughtfulness
and reduce impulse purchases. In the event that the company implements
appropriate policies in accordance with the tax or fee, its financial performance is

likely to improve. Additionally, it enhances its reputation by appealing to
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environmentally conscious consumers (Cullinane & Cullinane, 2021). This will
result in more deliberate consumption on the part of consumers. It is also possible
that the fee imposed on actors in the e-commerce sector will result in a greater
focus on quality rather than mass production of clothing of low quality, thus

improving the overall customer experience.

The collaboration with 3PLs has been shown to benefit e-commerce actors
concerning sustainability and, last but not least, increase customer satisfaction.
The authors, therefore, highlight a solid commitment to customers as a critical
element of enabling their e-commerce actors to remain engaged with them.
Furthermore, the findings demonstrate the ability to be flexible in terms of
collaborating with and handling products for a wide range of e-commerce actors
under the same roof. It has also been shown that the 3PL's flexibility ability is

critical to achieving positive customer satisfaction (Ngah et al., 2021).

It was also demonstrated that the 3PL's profiles are affected by the consumer as
well. Likewise, it can be found that the reputation of e-commerce actors' social
responsibility also affects their consumers' consciousness. Outsourcing operations
typically significantly impact the reverse logistics processes; the way returned
products are collected, sorted, and disposed of. Last but not least, promoting their
sustainable responsibility by obtaining agreements through their collaboration
with 3PL-providers. It is also important to note that the e-commerce actors will
have access to sustainable agreements, as previously mentioned. As a final result,
sustainable practices will have a positive impact on consumers' social awareness
when they are promoted to them. In spite of this, the more e-commerce actors the
3PLs have to manage, control, and supply services to, the more complex it
becomes to nurture each relationship. Further, because outsourcing operations
require the e-commerce actors to relinquish some control over their reverse
logistics operations, they must consider the compatibility between their

objectives.
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In Figure 20, the authors have summarized the effects of the initiatives in relation
to the TBL model.

Virtual :
Technology N

Resource Efficiency

Reducing Emissions

Government:
" ¢ A Negative
Law or Intensive environmental impact

» Indirect solution for
other concerns

ANNigeulR)ISNS JejusILOIIAUT

Greenwashing

Outsourcing to Y&
3PL providers

Figure 20: [llustration of How the Initiatives Can Affect the TBL.

5.5 Identified Barriers Based on Findings

Identifying barriers to the proposed initiatives to enhance the sustainability of
reverse logistics operations was deemed necessary by the authors. It is important
to note that the identified barriers may vary depending on each actor's specific
context and abilities. Based on the PESTEL framework, the authors identified
advantages and opportunities and minimized threats associated with adopting

these measures (Issa et al., 2010).
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-

m

-

Barriers of Implementing the Proposed Measures

- Virtual Technology Government: Law or Intencive Outsourcing to 3PL-providers

Government regulations.
Policies related to virtual
technology and e-commerce.
Insufficient physical
infrastructure.

Consumers' willingness to pay.
Cost of virtual try-on
implementation can make the
final solution non-profitable.
Difficult to integrate,

Consumer preferences and
experiences for advanced
technology.

Technological compatibility and
integration.

Immature technologies.

Needs reliable backup-systems.
Shortage of skilled employers

due to technological complexity.

Acceptance towards new
purchasing processes.

Sustainability considerations.
Waste management (disposal of
electronic waste).

Data privacy and security.

Opposition from e-commerce
actors.
Government support.

Impact on profitability.
Consumer behavior.

Financial burden for small- and
medium sized companies due to
outdated systems,

Consumer perception and
expectations.

Behavioural change challenges.
Consumer's shopping
preferences are unpredictable.

Technological compatibility and
integration of CRM-systems.
Infrastructure capacity
limitations.

Environmental consciousness.
Environmental impact
assessment

Compatibility with existing laws
and regulations.

Compliance and ensuring
consumer rights.

Gradual transitions.

Affected by conflicts in the EU.
Labor shortage.

Cost considerations (market demand
and uncertain economic conditions).
Increased competition.

The pricing structure of the contract
is contingent upon volume, thereby
granting advantageous contract
agreements to lager market
participants characterised by a
greater share of goods and sales.

Trust and relationship building.
Population demographics.

Technological compatibility and
integration.
Ensuring control and quality check.

Lack of pressure from customers.
Insufficient emphasis on prioritising
reverse logistics processes, with a
greater emphasis on outbound
logistics.

Greenwashing.

Lack authority to determine
environmental decisions for e-
commerce actors. Offering guidance
towards the appropriate course of
action, without contractual
obligations to enforce compliance.

Table 5: The Authors' PESTEL Framework for Identifying Barriers

The authors identified several barriers in relation to the implementation of the
proposed initiatives, including the implementation of VR/AR technologies, the
implementation of incentives for high return frequencies, and the use of
collaboration with 3PL providers. The results showed that legal, economic, and
political-related barriers were among the most critical. The authors found that
lenient return policies, which again affected consumer preferences, perception,
and awareness, were the most prominent barrier to all proposed initiatives. The

authors also underline that there were findings of external barriers related to
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governmental pressures, whether the absence of policies or incentive legislation

(Kaviani et al., 2020).

The findings emphasized significant barriers associated with the integration of
VR/AR technologies in the current state of the market. The most significant
barriers were the economic-related factors, such as the costs of implementation
and the consumers' willingness to pay for utilizing the investment. Concerns have
been raised regarding the market readiness for advanced technology, such as
VR/AR, which forces the e-commerce actors to consider heavy investments in
technology with caution. On the one hand, the consumers show a positive attitude
towards such implementations. However, there are a lot of considerations that
need to be assessed carefully. The authors, therefore, saw the need to recognize
and remain aware of the degree to which e-commerce consumers adopt VR/AR
technologies. VR/AR devices and Al hardware must also be manufactured, used,
and disposed of in a way that complies with environmental factors. Lastly,
ensuring compliance with GDPR regulations regarding personal data protection is

also essential to include as a potential barrier.

Regarding hypothesis 2, which was associated with legislation or incentives
requiring e-commerce companies and consumers to pay a tax or fee on high return
frequencies, it was evident that political- and economical factors weighed the
heaviest. The findings displayed how government support was essential, which
may lead to an environmental impact assessment of the reverse logistics processes
in order to quantify the scale of returns. Moreover, the authors also saw barriers
respecting e-commerce actors and consumer behavior. Initially, concerns
regarding opposition from e-commerce actors and how this will affect
profitability as they operate in a global market. Consumer behavior was also
addressed, as such drastic changes can lead to challenges. Finally, it is noted that
new legislation or incentives must be compatible with existing regulations in

Norway.
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Further, the authors identified several barriers to collaborating with 3PLs, whereas
the political, economic, and legal barriers were the most prominent. The findings
show that the Norwegian 3PLs promote sustainable practices. However, there is a
lack of authority over final decisions in regards to sustainability. In addition, the
findings illustrate that the priorities are more focused on outbound logistics rather
than reverse operations. This implies that e-commerce actors have to adhere to
certain limits set by 3PLs. However, there is still room for them to decide whether
they wish to invest in more expensive environmental alternatives. If the 3PLs
were to have too strict contractual agreements regarding environmental actions,
3PL providers might lose e-commerce actors to their competitors. The price of
cooperation has also been shown to be affected by economic factors such as
market uncertainty. Due to political factors and conflicts, a labor shortage may
also occur, again increasing the price of goods and demand for the workforce in

Norway.

Moreover, the 3PLs also base their contractual agreements on volume, indicating
that enhanced benefits can be more readily available to more prominent
e-commerce actors than more minor market participants. According to the
authors, among the technological factors, technological compatibility and
integration and ensuring control and quality over new implementations were
identified as potential barriers. There were also sociocultural barriers since
Norway is a widespread country, and its inhabitants, as well as its customers, tend
to stay in certain areas. It has therefore been identified that 3PLs are primarily
focused on the areas with the largest populations. As a result, the locations of the

3PL terminals are limited to certain parts of Norway.
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6.0 Conclusion

This thesis aimed to further investigate the return aspect of the Norwegian
e-commerce industry, where the authors had three specific focus areas: (1) What
strategies can be employed during the purchasing stage to minimize the frequency
of returns? (2) How can long-term perspectives and practices be utilized to reduce
the occurrence of returns? (3) How can the reverse logistics of returns in online
shopping be enhanced to promote greater environmental sustainability?
Therefore, this study's research question was: "How can Norwegian e-commerce
actors implement strategic initiatives to effectively enhance the sustainability of

their reverse logistics operations?".

In conclusion, VR/AR technologies can potentially reduce returns by mitigating
uncertainty, but their limited accessibility and high investment costs complicate
widespread adoption. However, artificial intelligence (Al) is emerging as a viable
alternative that can effectively address e-commerce consumers' uncertainties.
With Al-powered solutions, businesses can enhance customer experiences,
minimize returns, and contribute to a more sustainable and efficient e-commerce
ecosystem. In the Norwegian e-commerce industry, the proposed tax or fee on
high return frequencies can act as a catalyst for change, providing an opportunity
to address the sustainable and economical challenges that are associated with
excessive return rates. Creating economic disincentives and promoting
responsible consumption, this initiative can contribute to the establishment of a
more sustainable e-commerce ecosystem that balances consumer needs with
environmental considerations. Moreover, it may encourage e-commerce actors to

take additional steps to improve the online shopping experience.

The approach of adopting new technology and implementing an economic
disincentive will ultimately contribute to the long-term viability and success of
the Norwegian e-commerce industry, ensuring its continued growth while
enhancing its sustainable impact. While collaboration with 3PL providers offers

sustainability and cost reduction benefits, addressing reverse logistics challenges
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and promoting environmental sustainability requires a combined effort from
e-commerce actors, 3PL providers, and regulatory initiatives. Through continued
collaboration, transparency, and a shared commitment to sustainable practices, the
e-commerce industry can make significant strides in minimizing the

environmental impact of reverse logistics operations.

6.1 Practical and Social Implications

The findings of this master's thesis have both practical and social implications for
Norwegian e-commerce's sustainability in reverse logistics operations. Practical
implications include the potential use of VR/AR technologies and artificial
intelligence to reduce returns by removing uncertainties and providing
personalized recommendations. By imposing a tax or fee on high return
frequencies, responsible consumption can be encouraged, and the environmental
impact minimized. Lastly, collaboration with 3PL providers can optimize

transportation routes and improve return processing.

Socially, the tax or fee encourages responsible consumption, while environmental
sustainability is promoted through strategic initiatives. The environmental impact
of e-commerce actors can be reduced through the optimization of transportation,
the reduction of packaging waste, and the improvement of the return process. By
promoting responsible consumption, these practices contribute to developing a

more sustainable e-commerce industry.

This thesis aimed to provide insight into this research topic to actors within the
Norwegian e-commerce industry. It was evident from the interviews that the
interviewees were very interested in the research topic and emphasized that the

author's research question was relevant.

[ find this topic to be very interesting. The consequences of the choices we
make now will have an impact on future generations, therefore, measures

must be taken now to minimize those effects. (Object 1)
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I believe that this is an interesting subject that deserves further

investigation. (Object 3)

6.2 Theoretical Implications

The authors believe this thesis offers exceptional insight into how e-commerce
actors can implement effective initiatives to enhance the sustainability of their
reverse logistics operations. This thesis differs from previous literature and
research as a whole with the focus areas presented and the thesis's objective.
Firstly, previous literature significantly focuses on reverse logistics in general,
with the circular economy strongly emphasized. However, the author's findings
regarding specific initiatives that could be undertaken to decrease returns within
e-commerce are very significant, particularly in light of the focus areas and the
research the authors have undertaken in this instance. As a second point, there
needs to be more research on the Norwegian market, specifically from the
consumers, where the country of origin plays a vital role in understanding what
consumers require to minimize the number of returns they incur. In addition, this
includes the consumer's willingness to pay, where previous publications have
examined what consumers in other countries are willing to pay and what they are

willing to pay for.

The research done by the authors is also unique in terms of exploring further
collaborations with the government in e-commerce. In contrast, previous research
has focused on the circular economy within other areas such as product recovery,
for instance, recycling of bottles or facilitation of transportation. This thesis
explores the collaboration with the government in return in e-commerce, a
growing problem these days and must be addressed accordingly. Additionally,
literature concerning collaboration, specifically with 3PL providers, indicates that
this type of collaboration is beneficial. However, the literature does not consider
the lack of human labor associated with such collaborations, whereas this thesis

does precisely that.
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As the authors obtained further data collection in the interviews of specifically
VR/AR technologies, the authors also found the significant issue of
user-friendliness for the consumer, where the technology is too advanced for a
typical household as for today. In contrast, the literature within this study category
discusses the technical part of use, where the focus lies on how it can potentially
be used in the different purchasing stages. In contrast, this thesis explores further

the issues associated with it.

To conclude, this thesis involved further experts who worked in different sectors
but were able to complement each other in the issues discussed to address the

scope of the study as a whole adequately.

6.3 Limitations

The authors acknowledged that the scope of the research is limited, particularly
concerning the process of returning products. Although reverse logistics covers
the entire process of managing returned products, the dissertation did not devote
considerable time to the transportation component. It is important to consider this
limitation since transportation is an integral part of the efficient and cost-effective
management of returned products. Nevertheless, the authors did focus on some
aspects of transportation, including consolidation, routing, carrier selection, and
coordination with 3PL providers. Additionally, a limitation arises from the
verification process of hypothesis 3, which involved two Norwegian 3PL
providers. It is possible that relying on these companies to verify the hypothesis
introduces bias, as they have vested interests in promoting their services. To
overcome this limitation, the authors included counterarguments from the
interview with the expert on digital innovation and growth, indicating that using
3PLs may be better suited as a temporary rather than a long-term solution. This
alternative perspective aimed to mitigate the potential bias introduced by the

involvement of the 3PL providers.
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In addition, the authors acknowledged the lack of opportunities to quantify the
financial impact of adopting new initiatives in Norway, specifically in regards to
the proposed incentive or law imposing a fee on e-commerce actors with a high
return rate. The lack of empirical data and precedents in the Norwegian context
made it difficult to estimate the potential financial consequences for businesses
and consumers accurately. Last but not least, the thesis focused primarily on
strategies that could be implemented before consumers make an online purchase
rather than post-purchase processes, with the exception of the collaboration with
3PL providers. To develop a deeper understanding of the challenges and potential
optimization in managing returned products effectively, future research should
consider these limitations and further explore the transportation aspect in Norway,

as well as the post-consumer phase of reverse logistics operations.

6.4 Further Research Guideline

Research in the future should seek data from a variety of markets in order to
generalize the findings of this study beyond the Norwegian market. In order to
analyze potential similarities and trends in the practices of e-commerce, it is
helpful to include consumers from diverse geographical regions. Researchers can
comprehensively understand how return policies and costs differ across markets
and organizations by examining the return policies and costs of e-commerce
actors worldwide. In addition, it is recommended to cross-check the interview
responses provided by the e-commerce actors with cooperating organizations or

with additional e-commerce actors in the market.

Given the significance of political and legislative changes in the retail industry, it
is important for future research to closely follow the development of the political

initiatives by the European Commission as discussed in 3.4.2.2 Societal

Considerations. Tracking political agendas can provide valuable insight into

potential reorganization requirements and structural changes that may affect the
retail industry. Researchers can also conduct case studies on prominent

e-commerce players, such as Zara and its revised return policy in Spain in the
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future (Henriksen, 2023). In order to gain insight into the implications for online
shopping behavior and overall market dynamics, researchers can analyze the

effects of introducing return fees and shipping costs on consumer behavior.

Future research may also include the examination of the impact of the
development of a new 3PL warehouse by PostNord in Norrkoping, Sweden (Ludt,
2023), on the efficiency and customer benefits offered by the market leader in the
provision of 3PL services. Further, it has been noted that same-day delivery and
perhaps artificial intelligence will shape the future of e-commerce (Ingaldi &
Ulewicz, 2019). Taking advantage of e-commerce is now a new reality that must
be addressed, and companies that are unable to meet this challenge will find
themselves at a disadvantage (Idiano, 2021). Retailers' operations and profits are
also profoundly affected by the number of returns made on online purchases.
Online consumers are increasingly using artificial intelligence (Al) to assist them
in making purchases. Previous and existing virtual fitting technologies focus on
letting consumers ascertain the effectiveness of matching different clothing items
in order to minimize the matching uncertainty associated with online clothing
sales (Yang et al., 2020). A comprehensive and practical solution to this problem

requires further research and guidelines.

98



Bibliography

Bibliography

Agrawal, S., Singh, R. K., & Murtaza, Q. (2015). A literature review and
perspectives in reverse logistics. Resources, Conservation and Recycling,
97, 76-92. https://doi.org/10.1016/j.resconrec.2015.02.009

Allen, J. W., Piecyk, M., Piotrowska, M., McLeod, F., Cherrett, T., Ghali, K.,
Nguyen, T. D., Bektas, T., Bates, O., Friday, A., Wise, S. K., & Austwick,
M. Z. (2017). Understanding the impact of e-commerce on last-mile light
goods vehicle activity in urban areas: The case of London. ScienceDirect,
61, 325-338. https://doi.org/10.1016/1.trd.2017.07.020

Andrew Petersen, J., & Kumar, V. (2009, November 29). Getting Smart About
Product Returns. WSJ. https://www.wsj.com/articles/SB100014240529702
03585004574392464143500106

Angrerettloven. (2014). Lov om opplysningsplikt og angrerett ved fjernsalg og
salg utenom faste forretningslokaler. (LOV-2014-06-20-27). Retrieved
from: https://lovdata.no/dokument/NL/lov/2014-06-20-27

Awuzie, B., & McDermott, P. (2017). An abductive approach to qualitative built
environment research. Qualitative Research Journal, 17(4), 356-372.
https://doi.org/10.1108/qrj-08-2016-0048

Azadi, M., & Saen, R. F. (2011). A new chance-constrained data envelopment
analysis for selecting third-party reverse logistics providers in the
existence of dual-role factors. Expert Systems With Applications, 38(10),
12231-12236. https://doi.org/10.1016/j.eswa.2011.04.001

Babbie, E. R. (2016). The Practice of Social Research (12th ed.). Boston:
Cengage Learning.

Bell, E., Harley, B. & Bryman, A. (2019). Business Research Methods (5th ed.).
Oxford University Press.

Berthene, A. (2022, March 16). Coronavirus pandemic adds $219 billion to US
ecommerce sales in 2020-2021. Digital Commerce 360. Retrieved April

11, 2022, from https://www.digitalcommerce360.com/article/coronavirus-
impact-online-retail/

Bomey, N. (2021, December 28). Retailers surrender to unprecedented costs on
online returns. Axios. https://www.axios.com/2021/12/28/gift-returns-2021

-returning-items-amazon
Bouzon, M., Govindan, K., Rodriguez, C. J., & De Souza Campos, L. M. (2016).

Identification and analysis of reverse logistics barriers using fuzzy Delphi
method and AHP. Resources Conservation and Recycling, 108, 182—-197.
https://doi.org/10.1016/j.resconrec.2015.05.021

Cai, Y-J. & Choi, T-M. (2020). A United Nations’ Sustainable Development
Goals perspective for sustainable textile and apparel supply chain
management. http://doi.org/10.1016/j.tre.2020.102010

Carrington, M. J., Neville, B. A. & Whitwell, G. J. (2014). Lost in Translation:
Exploring the Ethical Consumer Intention - Behavior Gap. In Journal of
Business Research, Vol. 67(1), 2759-2767.
https://doi.org/10.1016/j.jbusres.2012.09.022

Chen, L., Zhao, X., Tang, O., Price, L., Zhang, S. & Zhu, W. (2017). Supply

99


https://doi.org/10.1016/j.resconrec.2015.02.009
https://doi.org/10.1016/j.trd.2017.07.020
https://www.wsj.com/articles/SB10001424052970203585004574392464143500106
https://www.wsj.com/articles/SB10001424052970203585004574392464143500106
https://lovdata.no/dokument/NL/lov/2014-06-20-27
https://doi.org/10.1108/qrj-08-2016-0048
https://doi.org/10.1016/j.eswa.2011.04.001
https://www.digitalcommerce360.com/article/coronavirus-impact-online-r
https://www.digitalcommerce360.com/article/coronavirus-impact-online-r
https://www.axios.com/2021/12/28/gift-returns-2021-returning-items-amazon
https://www.axios.com/2021/12/28/gift-returns-2021-returning-items-amazon
https://doi.org/10.1016/j.resconrec.2015.05.021
https://dx.doi.org/10.1016%2Fj.tre.2020.102010
https://doi.org/10.1016/j.jbusres.2012.09.022

Bibliography

Chain Collaboration for Sustainability: A Literature Review and Future
Research Agenda. In International Journal of Production Economics, Vol.
194, 73-87. https://doi.org/10.1016/].ijpe.2017.04.005

Cheng, X., Cohen, J. & Mou, J. (2023). Al-Enabled Technology Innovation in
E-Commerce. In Journal of Electronic Commerce Research, Vol. 24(1),
1-6. https://ezproxy.library.bi.no/login?url=https://www.proquest.com/sch
olarly-journals/ai-enabled-technology-innovation-e-commerce/docview/27
91348407/se-2

Cullinane, S., & Cullinane, K. (2021). The Logistics of Online Clothing Returns
in Sweden and How to Reduce its Environmental Impact. Journal of
Service Science and Management, 14(01), 72-95. https://doi.org/10.4236/
jssm.2021.141006

Curtin, M., & Fossey, E. (2007). Appraising the trustworthiness of qualitative
studies: Guidelines for occupational therapists. Australian Occupational
Therapy Journal, 54(2), 88—94. https://doi.org/10.1111/].1440-1630.2007.
00661.x

Daugherty, P. J., Autry, C. W. & Allinger, A. E. (2001). Reverse Logistics: The
Relationship Between Resource Commitment and Program Performance.
In Journal of Business Logistics, Vol. 22(1), 107-123. https://doi.org/10.1
002/j.2158-1592.2001.tb00162.x

De Brito, M. P. & Dekker, R. (2002). Reverse logistics - a framework.
Econometric Institute Report EI 2002-38.

Deloitte. (n.d.). Customer and Investor Sustainability Focus Has Retailers Seeing

Green. WSJ. https://deloitte.wsj.com/articles/customer-and-investor-sustai
nability-focus-has-retailers-seeing-green-01655488530
De Paula, 1. C., De Campos, E. a. R., Pagani, R. N., Guarnieri, P., & Kaviani, M.

J. (2019). Are collaboration and trust sources for innovation in the reverse
logistics? Insights from a systematic literature review. Supply Chain
Management, 25(2), 176-222. https://doi.org/10.1108/scm-03-2018-0129

Dissanayake, G. & Sinha, P. (2015). An examination of the product development
process for fashion remanufacturing. In Resources, Conservation &
Recycling. Vol. 104, 94-102. https://doi.org/10.1016/j.resconrec.2015.09
.008

Doyle, A. (2020, June 27). What Is a Semi-Structured Interview? The Balance
Careers. Retrieved April 14, 2022, from https://www.thebalancecareers
.com/what-is-a-semi-structured-interview-2
061632

Du, F., & Evans, G. A. (2008). A bi-objective reverse logistics network analysis
for post-sale service. Computers & Operations Research, 35(8),
2617-2634. https://doi.org/10.1016/j.cor.2006.12.020

Elkington, J. (1994). Towards the Sustainable Corporation: Win-Win-Win
Business Strategies for Sustainable Development. In California
Management Review, Vol. 36(2), 90-100. http://dx.doi.org/10.2307/411657
46

Elkington, J. (2004). Chapter 1: Enter the Triple Bottom Line. Retrieved from:

https://www.johnelkington.com/archive/TBL-elkington-chapter.pdf

100


https://doi.org/10.1016/j.ijpe.2017.04.005
https://ezproxy.library.bi.no/login?url=https://www.proquest.com/scholarly-journals/ai-enabled-technology-innovation-e-commerce/docview/2791348407/se-2
https://ezproxy.library.bi.no/login?url=https://www.proquest.com/scholarly-journals/ai-enabled-technology-innovation-e-commerce/docview/2791348407/se-2
https://ezproxy.library.bi.no/login?url=https://www.proquest.com/scholarly-journals/ai-enabled-technology-innovation-e-commerce/docview/2791348407/se-2
https://doi.org/10.4236/jssm.2021.141006
https://doi.org/10.4236/jssm.2021.141006
https://doi.org/10.1111/j.1440-1630.2007.00661.x
https://doi.org/10.1111/j.1440-1630.2007.00661.x
https://doi.org/10.1002/j.2158-1592.2001.tb00162.x
https://doi.org/10.1002/j.2158-1592.2001.tb00162.x
https://deloitte.wsj.com/articles/customer-and-investor-sustainability-focus-has-retailers-seeing-green-01655488530
https://deloitte.wsj.com/articles/customer-and-investor-sustainability-focus-has-retailers-seeing-green-01655488530
https://doi.org/10.1108/scm-03-2018-0129
https://doi.org/10.1016/j.resconrec.2015.09.008
https://doi.org/10.1016/j.resconrec.2015.09.008
https://www.thebalancecareers.com/what-is-a-semi-structured-interview-2061632
https://www.thebalancecareers.com/what-is-a-semi-structured-interview-2061632
https://www.thebalancecareers.com/what-is-a-semi-structured-interview-2061632
https://doi.org/10.1016/j.cor.2006.12.020
http://dx.doi.org/10.2307/41165746
http://dx.doi.org/10.2307/41165746
https://www.johnelkington.com/archive/TBL-elkington-chapter.pdf

Bibliography

Escursell, S., Llorach-Massana, P. & Roncera, M. B. (2021). Sustainability in
E-commerce Packaging: A Review. In Journal of Cleaner Production, Vol.
280. https://doi.org/10.1016/].jclepro.2020.124314

Forbrukerkjopsloven. (2002). Lov om Forbrukerkjop. (LOV-2002-06-21-34).
Retrieved from: https://lovdata.no/dokument/NL/lov/2002-06-21-34

Forbrukertilsynet. (2023, May 23). Redegjorelse - Forbrukertilsynet.
https://www.forbrukertilsynet.no/apenhetsloven/redegjorelse

Geissdoerfer, M., Morioka, S. N., de Carvalho, M. M. & Evans, S. (2018).
Business Models and Supply Chains for the Circular Economy. In Journal
of Cleaner Production, vol. 190, 712-721. https://doi.org/10.1016/j.jclepro.
2018.04.159

Geissdoerfer, M., Bocken, N. M. P. & Hultink, E. J. (2016). Design Thinking to
Enhance the Sustainable Business Modelling Process - A Workshop Based
on a Value Mapping Process. In Journal of Cleaner Production, Vol. 135,
1218-1232. https://doi.org/10.1016/j.jclepro.2016.07.020

Gevaers, R., Van De Voorde, E., & Vanelslander, T. (2014). Cost Modelling and
Simulation of Last-mile Characteristics in an Innovative B2C Supply
Chain Environment with Implications on Urban Areas and Cities.
Procedia - Social and Behavioral Sciences, 125, 398-411.
https://doi.org/10.1016/j.sbspro.2014.01.1483

Gimenez, C., Sierra V. & Rodon, J. (2012). Sustainable operations: Their impact
on the triple bottom line. In International Journal of Production
Economics, Vol 140, 149-159. https.//doi.ore/10.1016/].ijpe.2012.01.035

Godal, O., Frislid Nilsen, J., Johnson, T., Grjotheim, K., Skjerping Lund, M., &
Nikolaisen, T. (2022, April 5). EU vil gjore barekraftige produkter til
normen. At Regjeringen.no. https://www.regjeringen.no/no/tema/europa
politikk/aktuelt/aktuelt/rapporter-fra-eu-delegasjonen-2022/EU-vil-gjore-b
arekraftige-produkter-til-normen/id2907327/

Goddard, M. (2017). The EU General Data Protection Regulation (GDPR):
European Regulation that has a Global Impact. International Journal of
Market Research, 59(6), 703—705. https://doi.org/10.2501/ijmr-2017-050

Govindan, K., & Bouzon, M. (2018). From a literature review to a
multi-perspective framework for reverse logistics barriers and drivers.
Journal of Cleaner Production, 187, 318-337.
https://doi.org/10.1016/j.jclepro.2018.03.040

Green, K.W., Zelbst, P.J., Meacham, J. & Bhadauria, V.S. (2012). Green Supply
Chain Management Practices: Impact on Performance. In International
Journal of Supply Chain Management, Vol. 17, 290-305.

Gustafsson, E., Jonsson, P., & Holmstrom, J. (2021). Reducing retail supply chain
costs of product returns using digital product fitting. International Journal
of Physical Distribution & Logistics Management, 51(8), 877-896.
https://doi.org/10.1108/ijpdlm-10-2020-0334

Hillary, R. (2004). Environmental management systems and the smaller
enterprise. Journal of Cleaner Production, 12(6), 561-569.
https://doi.org/10.1016/j.jclepro.2003.08.006

101


https://doi.org/10.1016/j.jclepro.2020.124314
https://lovdata.no/dokument/NL/lov/2002-06-21-34
https://www.forbrukertilsynet.no/apenhetsloven/redegjorelse
https://doi.org/10.1016/j.jclepro.2018.04.159
https://doi.org/10.1016/j.jclepro.2018.04.159
https://doi.org/10.1016/j.jclepro.2016.07.020
https://doi.org/10.1016/j.sbspro.2014.01.1483
https://doi-org.ezproxy.library.bi.no/10.1016/j.ijpe.2012.01.035
https://www.regjeringen.no/no/tema/europapolitikk/aktuelt/aktuelt/rapporter-fra-eu-delegasjonen-2022/EU-vil-gjore-barekraftige-produkter-til-normen/id2907327/
https://www.regjeringen.no/no/tema/europapolitikk/aktuelt/aktuelt/rapporter-fra-eu-delegasjonen-2022/EU-vil-gjore-barekraftige-produkter-til-normen/id2907327/
https://www.regjeringen.no/no/tema/europapolitikk/aktuelt/aktuelt/rapporter-fra-eu-delegasjonen-2022/EU-vil-gjore-barekraftige-produkter-til-normen/id2907327/
https://doi.org/10.2501/ijmr-2017-050
https://doi.org/10.1016/j.jclepro.2018.03.040
https://doi.org/10.1108/13598541211227126
https://doi.org/10.1108/ijpdlm-10-2020-0334
https://doi.org/10.1016/j.jclepro.2003.08.006

Bibliography

Henriksen, J. (2023, February 2). Endrer netthandel-praksis for vareretur. Sl -
Spania I Dag. https://www.spaniaidag.no/2023/02/02/endrer-netthandel-
praksis-for-vareretur/

Hoyer, W. D., Kroschke, M., Schmitt, B., Kraume, K. & Shankar, V. (2022).
Transforming the Customer Experience through New Technologies. In
Journal of Interactive Marketing, vol. 51(1), 57-71.
https://doi-org.ezproxy.library.bi.no/10.1016/j.intmar.2020.04.001

Idiano, D. (2021). E-Commerce Calls for Cyber-Security and Sustainability: How
European Citizens Look for a Trusted Online Environment. Sustainability,
13(12), 6752. https://doi.org/10.3390/sul3126752

Ignat, B., & Chankov, S. (2020). Do e-commerce customers change their
preferred last-mile delivery based on its sustainability impact? The
International Journal of Logistics Management, 31(3), 521-548.
https://doi.org/10.1108/ijlm-11-2019-0305

Ingaldi, M., & Ulewicz, R. (2019). How to Make E-Commerce More Successful
by Use of Kano’s Model to Assess Customer Satisfaction in Terms of
Sustainable Development. Sustainability, 11(18), 4830.
https://doi.org/10.3390/sul 1184830

Issa, T., Chang, V., & Issa, T. (2010). Sustainable Business Strategies and
PESTEL Framework. GSTF International Journal on Computing, I1(1).
https://doi.org/10.5176/2010-2283 1.1.13

Johnson, S., & Rasulova, S. (2017). Qualitative research and the evaluation of
development impact: incorporating authenticity into the assessment of
rigour. Journal of Development Effectiveness, 9(2), 263-276.
https://doi.org/10.1080/19439342.2017.1306577

Kalverkamp, M. (2018). Hidden Potentials in Open-loop Supply Chains for
Remanufacturing. In the International Journal of Logistics Management,
Vol. 29(4), 1125-1146.

Kapner, S. (2023, May 23). Retailers Clamp Down on Returns. WSJ.

https://www.wsj.com/articles/online-retailers-tighten-return-policies-to-bo

ost-profits-9bfbcec2
https://doi-org.ezproxy.library.bi.no/10.1108/1JL.M-10-2017-0278

Kaviani, M. A., Tavana, M., Kumar, A., Michnik, J., Niknam, R., & De Campos,
E. a. R. (2020). An integrated framework for evaluating the barriers to
successful implementation of reverse logistics in the automotive industry.
Journal of Cleaner Production, 272, 122714.
https://doi.org/10.1016/j.jclepro.2020.122714

Kaushik, V., Kumar, A., Gupta, H., & Dixit, G. (2020). Modeling and prioritizing
the factors for online apparel return using the BWM approach. Electronic
Commerce Research, 22(3), 843-873.
https://doi.org/10.1007/s10660-020-09406-3

Kaynak, R., Kocoglu, 1., & Akgiin, A. E. (2014). The Role of Reverse Logistics in
the Concept of Logistics Centers. Procedia - Social and Behavioral
Sciences, 109, 438—442. https://doi.org/10.1016/1.sbspro.2013.12.487

Ketelsen, M., Janssen, M. & Hamm, U. (2020). Consumers’ Response to
Environmentally-friendly Food Packaging - A Systematic Review. In

102


https://www.spaniaidag.no/2023/02/02/endrer-netthandel-praksis-for-vareretur/
https://www.spaniaidag.no/2023/02/02/endrer-netthandel-praksis-for-vareretur/
https://doi-org.ezproxy.library.bi.no/10.1016/j.intmar.2020.04.001
https://doi.org/10.3390/su13126752
https://doi.org/10.1108/ijlm-11-2019-0305
https://doi.org/10.3390/su11184830
https://doi.org/10.5176/2010-2283_1.1.13
https://doi.org/10.1080/19439342.2017.1306577
https://www.wsj.com/articles/online-retailers-tighten-return-policies-to-boost-profits-9bf6ccc2
https://www.wsj.com/articles/online-retailers-tighten-return-policies-to-boost-profits-9bf6ccc2
https://doi-org.ezproxy.library.bi.no/10.1108/IJLM-10-2017-0278
https://doi.org/10.1016/j.jclepro.2020.122714
https://doi.org/10.1007/s10660-020-09406-3
https://doi.org/10.1016/j.sbspro.2013.12.487

Bibliography

Journal of Cleaner Production, Vol. 254.
https://doi.org/10.1016/].jclepro.2020.120123

Kleindorfer, P. R., Singhal, K. & Van Wassenhove, L. N. (2005). Sustainable
Operations Management. In Production and Operations Management, Vol.
14(4), 482-492. https://doi.org/10.1111/5.1937-5956.2005.tb00235 .x

Kovécs, G., & Spens, K. M. (2005). Abductive reasoning in logistics research.
International Journal of Physical Distribution & Logistics Management,
35(2), 132-144. https://doi.org/10.1108/09600030510590318

Kristiansen, R. K. (2022). Dette skjer med klaerne du sender tilbake: - Helt
vanvittig. TV 2 HIELPER DEG. https://www.tv2.no/a/14554847/

Lemon, L., & Hayes, J. (2020). Enhancing Trustworthiness of Qualitative
Findings: Using Leximancer for Qualitative Data Analysis Triangulation.
The Qualitative Report. https://doi.org/10.46743/2160-3715/2020.4222

Lincoln, Y. S., & Guba, E. G. (1985). Naturalistic inquiry. Beverly Hills,

CA: Sage.

Linzbach, P., Inman, J. J., & Nikolova, H. (2019). E-Commerce in a Physical
Store: Which Retailing Technologies Add Real Value? In NIM Marketing
Intelligence Review, 11(1), 42—47.
https://doi.org/10.2478/nimmir-2019-0007

Lu, L., Qi, X. & Liu, Z. (2014). On the Cooperation of Recycling Operations. In
European Journal of Operational Research, Vol. 233(2), 349-358.
https://doi.org/10.1016/j.ejor.2013.04.022

Ludt, @. (2023, May 3). PostNord bygger stort 3PL-lager. Bjorgu Mtlogistikk.

https://www.mtlogistikk.no/postnord-bygger-stort-3pl-lager/772652?2fbclid
=I[wARONIbgOShmULNzErmu6 VXNGtJpOn6VCwwcevsilw9iXx5pVO

Xael86XwGQ

Macchion, L., Da Giau, A., Canito, F., Caridi, M., Danese, P., Rinaldi, R. &
Vinelli, A. (2017). Strategic approaches to sustainability in fashion supply
chain management. https://doi.org/10.1080/09537287.2017.1374485

Martinez-Navarro, J., Bigneé, E., Guixeres, J. Alcaniz, M. & Torrecilla, C.
(2019). The Influence of Virtual Reality in e-commerce. In Journal of
Business Research, Vol. 100, 475-482.
https://doi.org/10.1016/j.jbusres.2018.10.054

Mondal, C. & Giri, B. C. (2022), Analyzing Strategies in a Green E-commerce
Supply Chain with Return Policy and Exchange Offer. In Computers &
Industrial Engineering, Jol. 171.
https://doi.org/10.1016/j.cie.2022.108492

Morioka, S. N., Bolis, L., Evans, S. & Carvalho, M. M. (2017). Transforming
Sustainability Challenges into Competitive Advantage: Multiple Case
Studies Kaleidoscope Converging into Sustainable Business Models. In
Journal of Cleaner Production, vol. 167, 723-738.
https://doi.org/10.1016/j.jclepro.2017.08.118

Mukhopadhyay, S. K., & Setoputro, R. (2004). Reverse logistics in e-business.
International Journal of Physical Distribution & Logistics Management,
34(1), 70-89. https://doi.org/10.1108/09600030410515691

Miiller, J. M., Kiel, D. & Voigt, K-1. (2018). What Drives the Implementation of

103


https://doi.org/10.1016/j.jclepro.2020.120123
https://doi.org/10.1111/j.1937-5956.2005.tb00235.x
https://doi.org/10.1108/09600030510590318
https://www.tv2.no/a/14554847/
https://doi.org/10.46743/2160-3715/2020.4222
https://doi.org/10.2478/nimmir-2019-0007
https://doi.org/10.1016/j.ejor.2013.04.022
https://www.mtlogistikk.no/postnord-bygger-stort-3pl-lager/772652?fbclid=IwAR0NlbgOShmULNzErmu6VXNGtJp0n6VCwwcevsi1w9jXx5pVQXae186XwGQ
https://www.mtlogistikk.no/postnord-bygger-stort-3pl-lager/772652?fbclid=IwAR0NlbgOShmULNzErmu6VXNGtJp0n6VCwwcevsi1w9jXx5pVQXae186XwGQ
https://www.mtlogistikk.no/postnord-bygger-stort-3pl-lager/772652?fbclid=IwAR0NlbgOShmULNzErmu6VXNGtJp0n6VCwwcevsi1w9jXx5pVQXae186XwGQ
https://doi.org/10.1080/09537287.2017.1374485
https://doi.org/10.1016/j.jbusres.2018.10.054
https://doi-org.ezproxy.library.bi.no/10.1016/j.cie.2022.108492
https://doi.org/10.1016/j.jclepro.2017.08.118
https://doi.org/10.1108/09600030410515691

Bibliography

Industry 4.0? The Role of Opportunities and Challenges in the Context of
Sustainability. In Sustainability, Vol. 10(1), 247.
https://doi.org/10.3390/su10010247

Muranko, Z., Tassell, C., van der Laan, A.Z. & Aurisicchio, M. (2020).
Characterisation and Environmental Value Proposition of Reuse Models
for Fast-Moving Consumer Goods: Reusable Packaging and Products. In
Sustainability, Vol. 13(5). https://doi.org/10.3390/sul13052609

Nanayakkara, P. R., Jayalath, M. M., Thibbotuwawa, A., & Perera, H. N. (2022).
A circular reverse logistics framework for handling e-commerce returns.
Cleaner Logistics and Supply Chain, 5, 100080.
https://doi.org/10.1016/j.clscn.2022.100080

Naseem, M., Yang, J., & Ziquan, X. (2021). Prioritizing the Solutions to Reverse
Logistics Barriers for the E-Commerce Industry in Pakistan Based on a
Fuzzy = AHP-TOPSIS Approach. Sustainability, 13(22), 12743.
https://doi.org/10.3390/sul132212743

National Retail Federation & Appriss Retail. (2022). 2022 Consumer Returns in
the Retail Industry. In NRF National Retail Federation. Retrieved June 19,
2023, from https://cdn.nrf.com/sites/default/files/2022-12/AR3021-

Customer%?20Returns%20in%20the%20Retail%20Industry 2022 Final.p

df?fbelid=IwAR2QAQ3uL S41yIlwDwP47xL.-bX0Zr6bdISB76CygVIgOI
GLhOO82BYUEEJxc

Ngah, A. H., Anuar, M. M., Rozar, N. N., Ariza-Montes, A., Araya-Castillo, L.,
Kim, J. J. and Han, H. (2021). Online Sellers’ Reuse Behaviour for
Third-Party Logistics Services: An Innovative Model Development and
E-commerce. In Sustainability, 13(14), 7679.
https://doi.org/10.3390/sul13147679

Nosratabadi, S., Mosavi, A., Shamshirband, S., Zavadskas, E. K., Rakotonirainy,
A. & Chau K. W. (2019). Sustainable Business Models: A Review. In
Sustainability, Vol. 11(6), 1663. https://doi.org/10.3390/sul1061663

Ogunjimi, A., Rahman, M., Islam, N. & Hasan, R. (2021). Smart Mirror Fashion
Technology for the Retail Chain Transformation. In 7Zechnological
Forecasting and Social Change, Vol. 173.
https://doi.org/10.1016/j.techfore.2021.121118

Olorunniwo, F. O. & Li, X. (2010), Information sharing and collaboration
practices in reverse logistics. In Supply Chain Management, Vol 15
454-462. https://doi-org.ezproxy.library.bi.no/10.1108/135985410110804
37

Panigrahi, S. K., Kar, F. W, Fen, T. A., Hoe, L. K. & Wong, M. (2018). A
Strategic Initiative for Successful Reverse Logistics Management in Retail
Industry. International Management Institute, vol. 19(3_suppl), 151-175.

http://doi.org/10.1177/0972150918758096

Perneger, T. V., Courvoisier, D. S., Hudelson, P. M., & Gayet-Ageron, A. (2015).
Sample size for pre-tests of questionnaires. Quality of Life Research,
24(1), 147-151. https://doi.org/10.1007/s11136-014-0752-2

Personvernloven. (2018). Lov om behandling av personopplysninger.
(LOV-2018-06-15-38). Retrieved from: https://lovdata.no/dokument/NL/

104


https://doi.org/10.3390/su10010247
https://doi.org/10.3390/su13052609
https://doi.org/10.1016/j.clscn.2022.100080
https://doi.org/10.3390/su132212743
https://cdn.nrf.com/sites/default/files/2022-12/AR3021-Customer%20Returns%20in%20the%20Retail%20Industry_2022_Final.pdf?fbclid=IwAR2QAQ3uLS4IyIwDwP47xL-bX0Zr6bdlSB76CygVJgQIGLhO082BYUEEJxc
https://cdn.nrf.com/sites/default/files/2022-12/AR3021-Customer%20Returns%20in%20the%20Retail%20Industry_2022_Final.pdf?fbclid=IwAR2QAQ3uLS4IyIwDwP47xL-bX0Zr6bdlSB76CygVJgQIGLhO082BYUEEJxc
https://cdn.nrf.com/sites/default/files/2022-12/AR3021-Customer%20Returns%20in%20the%20Retail%20Industry_2022_Final.pdf?fbclid=IwAR2QAQ3uLS4IyIwDwP47xL-bX0Zr6bdlSB76CygVJgQIGLhO082BYUEEJxc
https://cdn.nrf.com/sites/default/files/2022-12/AR3021-Customer%20Returns%20in%20the%20Retail%20Industry_2022_Final.pdf?fbclid=IwAR2QAQ3uLS4IyIwDwP47xL-bX0Zr6bdlSB76CygVJgQIGLhO082BYUEEJxc
https://doi.org/10.3390/su13147679
https://doi.org/10.3390/su11061663
https://doi.org/10.1016/j.techfore.2021.121118
https://doi-org.ezproxy.library.bi.no/10.1108/13598541011080437
https://doi-org.ezproxy.library.bi.no/10.1108/13598541011080437
https://doi.org/10.1177/0972150918758096
https://doi.org/10.1007/s11136-014-0752-2
https://lovdata.no/dokument/NL/lov/2018-06-15-38

Bibliography

lov/2018-06-15-38

Pham, L., Williamson, S., Lane, P. L., Limbu, Y. B., Nguyen, P. D., & Coomer, T.
N. (2020). Technology readiness and purchase intention: role of perceived
value and online satisfaction in the context of luxury hotels. International
Journal of Management and Decision Making, 19(1), 91.
https://doi.org/10.1504/ijmdm.2020.104208

Pham, T. T. H., & Ahammad, M. F. (2017). Antecedents and consequences of
online customer satisfaction: A holistic process perspective. Technological
Forecasting and Social Change, 124, 332-342.
https://doi.org/10.1016/j.techfore.2017.04.003

Pookulangara, S., & Koesler, K. (2011). Cultural influence on consumers’ usage
of social networks and its’ impact on online purchase intentions. Journal
of  Retailing  and  Consumer  Services, 18(4), 348-354.
https://doi.org/10.1016/j.jretconser.2011.03.003

PostNord. (2021). E-commerce in Europe 2021. In Statista. Retrieved June 19,

2023, from https://www.postnord.se/siteassets/pdf/rapporter/e-commerce-

in-europe-2021.pdf

Prajapati, D., Pratap, S., Zhang, M., Lakshay & Huang, G. Q. (2022). Sustainable
Forward-reverse Logistics for Multi-Product Delivery and Pickup in B2C
E-commerce Towards the Circular Economy. In International Journal of
Production Economics, Vol. 253.
https://doi.org/10.1016/j.ijpe.2022.108606

Prakash, C., Barua, M. K., & Pandya, K. (2015). Barriers Analysis for Reverse
Logistics Implementation in Indian Electronics Industry using Fuzzy
Analytic Hierarchy Process. Procedia - Social and Behavioral Sciences,
189, 91-102. https://doi.org/10.1016/j.sbspro.2015.03.203

Qureshi, M. R. N. (2022). A Bibliometric Analysis of Third-Party Logistics
Services Providers (3PLSP) Selection for Supply Chain Strategic
Advantage. Sustainability, 14(19), 11836.
https://doi.org/1 141911

Rausch, T.M., Baier, D. & Wening, S. (2021). Does Sustainability Really Matter
to Consumers? Assessing the Importance of Online Shop and Apparel
Product Attributes. In Journal of Retailing and Consumer Services.
https://doi.org/10.1016/j.jretconser.2021.102681

Rintamiki, T., Spence, M. T., Saarijérvi, H., Joensuu, J. & Yrj6l4, M. (2021).
Customers’ Perceptions of Returning Items Purchased Online: Planned
Versus Unplanned Product Returners. In International Journal of Physical
Distribution &  Logistics  Management, Vol. 51(4), 403-422.
https://doi-org.ezproxy.library.bi.no/10.1108/IJPDLM-10-2019-0302

Riskified. (November 21, 2022). Percentage of shoppers who admitted to
committing return fraud or e-commerce policy abuse in the United States
in 2022, by age group [Graph]. In Statista. Retrieved June 19, 2023, from
https://www-statista-com.ezproxy.library.bi.no/statistics/1341605/shoppers
-admitting-return-fraud-e-commerce-policy-abuse-us-age-group/

Rogers, D. S. & Tibben-Lembke, R. (2001). An examination of reverse logistics
practices. In Journal of Business Logistics 22(2), 129-148.

105


https://lovdata.no/dokument/NL/lov/2018-06-15-38
https://doi.org/10.1504/ijmdm.2020.104208
https://doi.org/10.1016/j.techfore.2017.04.003
https://doi.org/10.1016/j.jretconser.2011.03.003
https://www.postnord.se/siteassets/pdf/rapporter/e-commerce-in-europe-2021.pdf
https://www.postnord.se/siteassets/pdf/rapporter/e-commerce-in-europe-2021.pdf
https://doi.org/10.1016/j.ijpe.2022.108606
https://doi.org/10.1016/j.sbspro.2015.03.203
https://doi.org/10.3390/su141911836
https://doi.org/10.1016/j.jretconser.2021.102681
https://doi-org.ezproxy.library.bi.no/10.1108/IJPDLM-10-2019-0302
https://www-statista-com.ezproxy.library.bi.no/statistics/1341605/shoppers-admitting-return-fraud-e-commerce-policy-abuse-us-age-group/
https://www-statista-com.ezproxy.library.bi.no/statistics/1341605/shoppers-admitting-return-fraud-e-commerce-policy-abuse-us-age-group/

Bibliography

https://doi.org/10.1002/].2158-1592.2001.tb00007.x

Ryan, F., Coughlan, M., & Cronin, P. (2007). Step-by-step guide to critiquing
research. Part 2: qualitative research. British Journal of Nursing, 16(12),
738-744. https://doi.org/10.12968/bjon.2007.16.12.23726

Saarijarvi, H., Sutinen, U., & Harris, L. C. (2017). Uncovering consumers’
returning behaviour: a study of fashion e-commerce. The International
Review of Retail, Distribution and Consumer Research, 27(3), 284-299.
https://doi.org/10.1080/09593969.2017.1314863

Saunders, M. N. K., Lewis, P., & Thornhill, A. (2015). Research Methods for
Business Students PDF eBook (7th ed.) [E-book]. Pearson Education.
Retrieved April 14, 2022, from
https://ebookcentral-proquest-com.ezproxy.library.bi.no/lib/bilibrary/reade
r.action?docID=5138717

Saunders, B. E., Kitzinger, J., & Kitzinger, C. (2015b). Anonymising interview
data: challenges and compromise in practice. Qualitative Research, 15(5),
616—632. https://doi.org/10.1177/1468794114550439

Savaskan, R. C. & Van Wassenhove, L. N. (2006). Reverse Channel Design: The
Case of Competing Retailers. In Management Science, Vol. 52(1), 1-14.
https://doi.org/10.1287/mnsc.1050.0454

Schwandt, T. A., Lincoln, Y. S., & Guba, E. G. (2007). Judging interpretations:
But is it rigorous? trustworthiness and authenticity in naturalistic
evaluation. New Directions for Evaluation, 2007(114), 11-25.
https://doi.org/10.1002/ev.223

Shim, J., Moon, J., Lee, W. S. & Chung, N. (2021). The Impact of CSR on
Corporate Value of Restaurant Businesses Using Triple Bottom Line
Theory. In Sustainability, Vol. 13(4), 2131.
https://doi.org/10.3390/su13042131

Skatteetaten. (n.d). Air Passenger Tax. Retrieved from:

https://www.skatteetaten.no/en/business-and-organisation/vat-and-duties/e

xcise-duties/about-the-excise-duties/air-passenger-tax/
Srivastava, S. K., & Lee, J. (2006). Managing product returns for reverse

logistics. International Journal of Physical Distribution & Logistics
Management, 36(7), 524-546.
https://doi.org/10.1108/09600030610684962

Steenis, N.D., van der Lans, I.A., van Herpen, E. & Trijip, H.C.M. (2018). Effects
of Sustainable Design Strategies on Consumer Preferences for Redesigned
Packaging. In Journal of Cleaner Production, Vol. 205, 854-865.
https://doi.org/10.1016/j.jclepro.2018.09.137

Sudusinghe, J. I. & Seuring, S. (2022). Supply Chain Collaboration and
Sustainability Performance in Circular Economy: A Systematic Literature
Review. In International Journal of Production Economics, Vol. 245.
https://doi.org/10.1016/j.ijpe.2021.108402

Tobakkskadeloven. (1973). Lov om vern om tobakkskader.
(LOV-1973-03-09-14). Retrieved from: https://lovdata.no/dokument/NL/lo
v/1973-03-09-14

Tolkamp, J., Hujiben, J. C. C. M., Mourik, R. M., Verbong, G. P. J] & Bouwknegt,

106


https://doi.org/10.1002/j.2158-1592.2001.tb00007.x
https://doi.org/10.12968/bjon.2007.16.12.23726
https://doi.org/10.1080/09593969.2017.1314863
https://ebookcentral-proquest-com.ezproxy.library.bi.no/lib/bilibrary/reader.action?docID=5138717
https://ebookcentral-proquest-com.ezproxy.library.bi.no/lib/bilibrary/reader.action?docID=5138717
https://doi.org/10.1177/1468794114550439
https://doi.org/10.1287/mnsc.1050.0454
https://doi.org/10.1002/ev.223
https://doi.org/10.3390/su13042131
https://www.skatteetaten.no/en/business-and-organisation/vat-and-duties/excise-duties/about-the-excise-duties/air-passenger-tax/
https://www.skatteetaten.no/en/business-and-organisation/vat-and-duties/excise-duties/about-the-excise-duties/air-passenger-tax/
https://doi.org/10.1108/09600030610684962
https://doi.org/10.1016/j.jclepro.2018.09.137
https://doi.org/10.1016/j.ijpe.2021.108402
https://lovdata.no/dokument/NL/lov/1973-03-09-14
https://lovdata.no/dokument/NL/lov/1973-03-09-14

Bibliography

R. (2018). User-Centred Sustainable Business Model Design: The Case of
Energy Efficiency Services in the Netherlands. In Journal of Cleaner
Production, Vol. 182, 755-764.
https://doi.org/10.1016/j.jclepro.2018.02.032

Tripathy, J. P. (2013). Secondary Data Analysis: Ethical Issues and Challenges.
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4441947/

United Nations (2022). The 17 goals and 2030 agenda.
https://sdgs.un.org/goals
https://sdgs.un.org/2030agenda

Vartanian, T.P. (2011). Secondary data analysis. New York: Oxford University
Press.

Vasi¢, N., Kilibarda, M., & Kaurin, T. (2019). The Influence of Online Shopping
Determinants on Customer Satisfaction in the Serbian Market. Journal of
Theoretical and Applied Electronic Commerce Research, 14(2), 0.
https://doi.org/10.4067/s0718-18762019000200107

Velazquez, R., & Chankov, S. (2019). Environmental Impact of Last Mile
Deliveries and Returns in Fashion E-Commerce: A Cross-Case Analysis
of Six Retailers. https://doi.org/10.1109/ieem44572.2019.8978705

Venkatesh, V., & Davis, F. D. (2000). A Theoretical Extension of the Technology
Acceptance Model: Four Longitudinal Field Studies. Management
Science, 46(2), 186-204. https://doi.org/10.1287/mnsc.46.2.186.11926

Wang, C-N., Nguyen, N-A-T., Dang, T-T. and Lu, C-M. (2021). A Compromised
Decision-Making Approach to Third-Party Logistics Selection in
Sustainable Supply Chain Using Fuzzy AHP and Fuzzy VIKOR Methods.
In Mathematics, 9(8), 886.
https://doi.org/10.3390/math9080886

Wang, N., Tang, L., & Pan, H. (2018). Analysis of public acceptance of electric
vehicles: An empirical study in Shanghai. Technological Forecasting and
Social Change, 126, 284-291.
https://doi.org/10.1016/j.techfore.2017.09.011

Wang, S., Li, J., & Zhao, D. (2017). The impact of policy measures on consumer
intention to adopt electric vehicles: Evidence from China. Transportation
Research Part A-policy and Practice, 105, 14-26.
https://doi.org/10.1016/j.tra.2017.08.013

Watson, T. J. (1994). Managing, Crafting and Researching: Words, Skill and
Imagination in Shaping Management Research. British Journal of
Management, 5(sl), 77-S87.
https://doi.org/10.1111/1.1467-8551.1994.tb00132.x

Webster, J. & Watson, R. T. (2002). Analyzing the Past to Prepare for the Future:

Writing a Literature Review. MIS Quarterly, Vol. 26(2), xiii-xxiil.
Management Information Systems Research Center, University of

Minnesota.

Wedel, M., Bigne, E. & Zhang, J. (2020). Virtual and Augmented Reality:
Advancing Research in Consumer Marketing. In International Journal of
Research in Marketing, Vol. 37, 443-465.

107


https://doi.org/10.1016/j.jclepro.2018.02.032
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4441947/
https://sdgs.un.org/goals
https://sdgs.un.org/2030agenda
https://doi.org/10.4067/s0718-18762019000200107
https://doi.org/10.1109/ieem44572.2019.8978705
https://doi.org/10.1287/mnsc.46.2.186.11926
https://doi.org/10.3390/math9080886
https://doi.org/10.1016/j.techfore.2017.09.011
https://doi.org/10.1016/j.tra.2017.08.013
https://doi.org/10.1111/j.1467-8551.1994.tb00132.x

Bibliography

https://doi.org/10.1016/j.1jresmar.2020.04.004

Xu, G., Wang, S., Li, J., & Zhao, D. (2020). Moving towards sustainable purchase
behavior: examining the determinants of consumers’ intentions to adopt
electric vehicles. Environmental Science and Pollution Research, 27(18),
22535-22546. https://doi.org/10.1007/s11356-020-08835-9

Yang, G., Ji, G., & Tan, K. H. (2020). Impact of artificial intelligence adoption on
online returns policies. Annals of Operations Research, 308(1-2),
703-726. https://doi.org/10.1007/s10479-020-03602-y

Yocabe. (March 28, 2023). Fashion items with highest online return rates in
Europe in 2022 [Graph]. In Statista. Retrieved June 19, 2023, from
https://www-statista-com.ezproxy.library.bi.no/statistics/1385698/fashion-
online-return-rates-by-category-europe/

Apenhetsloven. (2021). Lov om virksomheters &penhet og arbeid med
grunnleggende menneskerettigheter og anstendige arbeidsforhold.
(LOV-2021-06-18-99). Retrieved from: https://lovdata.no/dokument/NL/
lov/2021-06-18-99

108


https://doi.org/10.1016/j.ijresmar.2020.04.004
https://doi.org/10.1007/s11356-020-08835-9
https://doi.org/10.1007/s10479-020-03602-y
https://www-statista-com.ezproxy.library.bi.no/statistics/1385698/fashion-online-return-rates-by-category-europe/
https://www-statista-com.ezproxy.library.bi.no/statistics/1385698/fashion-online-return-rates-by-category-europe/
https://lovdata.no/dokument/NL/lov/2021-06-18-99
https://lovdata.no/dokument/NL/lov/2021-06-18-99

Appendices

Appendix A

Table A.1 Interview Guide for Qualitative Interview

Research from Panigrahi et al. (2018) has suggested some interview questions in
their study of strategic initiatives for successful reverse logistics management in
the retail industry. We have used their interview guide as a starting point of our
qualitative interview questions to get an overview of the different e-commerce

actors operations in relation to RLs.

“Company X will be used as a common term in our interview guide, as this
guide will be used for several e-commerce actors. The common term of

“Company x” will be changed to the specific company ahead of the interview.

Generelle spersmal

1. Kan du fortelle oss kort om hva dine arbeidsoppgaver gar ut pa i Bedrift
X?

2. Hva er de viktigste tjenestene dere tilbyr som nettbutikk, og hva skiller
dere ut fra andre nettbutikker 1 samme bransje?

Kartlegging av interne prosesser for hindtering av returer

3. Hvordan er deres ndvarende tilnerming til handtering av returnerte
varer fra deres kunder?
a. Hvor lang tid ca. Disponerer en ansatt 1 gjennomsnitt for
héndtering og sortering av de enkelte returnerte varene?
4. Hva er de storste kostnadsdriverne forbundet med handtering av
returnerte varer?

Returvilkér
5. Hvordan hindterer dere kundenes forventninger av returvilkar, og hvilke

skritt tar dere for & sikre en positiv kundeopplevelse i forbindelse med
returer?

Milje- og beerekraft

6. Hvordan oppfatter Bedrift X den miljemessige pavirkningen av returer,
og hvilke trender ser dere for dere som fremtredende i dette omradet?
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7. Hvilke konkrete malinger (KPIer) bruker dere for 4 fastsla om den
omvendte logistikk-styringen er vellykket eller mislykket?

Kundenes forventninger og betalingsvilje for milje- og baerekraft

8. Hvordan er deres opplevelse av kundenes forventninger til Bedrift X nar
det gjelder miljo- og berekraft?
a. Har dere tanker rundt betalingsvilje for mer barekraftige
produkter, leveranser, returer?

Bruken av fremtidsrettet teknologi

9. Hoyvilke spesifikke teknologier eller prosesser bruker Bedrift X for &
optimalisere sine omvendte logistikkoperasjoner og redusere kostnader?

10. Hva er deres tanker rundt bruken av teknologi i kjepsprosessen i
fremtiden? Sett fra kundenes perspektiv.
a. Har dere noen spesifikke meninger rundt bruken av VR- og/eller
AR-teknologi i1 kjepsprosessen?

Samhandling pa tvers av sektorer

11. Hvordan samarbeider Bedrift X med andre bedrifter, leveranderer eller
interessenter?
a. Hvordan vil et samarbeid pé tvers av e-handelsgkosystemet bidra
til & redusere returer fra kunder?

12. Har dere iverksatt samarbeid med andre nettbutikker, leveranderer eller

samarbeidspartnere for a redusere retur-problematikken vi opplever i
dag?

Tredjeparts logistikkleveranderer

13. Hvordan ser Bedrift X pa outsourcing av lagerstyring og
transporttjenester?

14. Sett bort ifra hvilke tiltak som er implementert hos dere nér den
returnerte varen er i deres disposisjon, hva er deres tiltak for & serge for
at prosessen videre holdes s& miljovennlig som mulig?

(f-eks. transport)

Kartlegging av potensielle barrierer
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15. Hva er de storste utfordringene Bedrift X stir ovenfor i hdndtering av
omvendt logistikk, og hvordan héndterer selskapet disse utfordringene?

Oppsummering
Vi har na presentert en rekke spersmal relatert til vart forskningsomrade.
Er det noe vi har utelatt eller er det sporsmal du mener vi burde ha stilt

angdende dette emnet? Onsker du d tilfoye noe annet til slutten av dette
intervjuet?
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Table A.2 Interview Guide for Hypothesis Verification

Generelle spersmal

1. Kan du kort forklare hva din bedrift jobber med, og hva din/deres rolle
er i Bedrift X?

Hypotese 1

Virtuell teknologi, som for eksempel virtuell proverom, kan redusere antall
returer fra forbrukere ved a redusere usikkerheten rundt passform og stil.

1. Hvordan kan deres tjenester veere med pa & mete kundenes behov i dag?

2. Hvordan tenker dere at bruken av VR/AR teknologi kan bidra til &
redusere kostnader forbundet med omvendt logistikk?

3. Hvordan kan bruken av teknologi, som for eksempel VR/AR teknologi,
vaere med pa 4 forbedre det barekraftige aspektet av omvendt logistikk?

4. Hva anser dere som de storste utfordringene forbundet med slik

teknologi?
a. Har dere noen tanker rundt brukervennligheten av slik
teknologi?
5. Hva er de mest fremtredende barrierene for bruk av slik teknologi i
fremtiden?
Hypotese 2

En lov eller intensiv som palegger e-handelsaktorer a betale skatt eller avgift
pd haye retur-frekvenser. Dette vil bidra til d redusere antall returer og
miljobelastningen av omvendt logistikk i det norske e-handelsmarkedet.

1. Hva er din umiddelbare tanke rundt en slik implementering?

2. Hvordan tenker du at en slik lov ville bidratt til mer miljevennlige

prosesser nar det gjelder omvendt logistikk?

Vil en slik innfering vare 1 konflikt med eksisterende lovverk?

4. Hvordan ville en slik innfering péavirket det norske markedet og
akterene som opererer i Norge?

5. Hvilke barrierer anser du som mest fremtredende néar det gjelder
innforing av nye lover eller intensiv?

(98]

Hypotese 3

Ved a utnytte et samarbeid med en tredjeparts logistikkleverandor som
prioriterer beerekraft, kan norske e-handelsaktorer effektivt redusere kostnader

og miljopavirkning gjennom en reduksjon i andel returer.
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1. Hvordan anser deres kunder, her e-handelsaktorer, deres tjenester som
viktige nar det kommer til omvendt logistikk?

2. Har dere spesifikke resultater dere har oppnédd nér det kommer til
milje- og baerekraft?

3. Hva anser dere som de sterste utfordringene av & vare en tredjeparts
logistikkleverander?

4. Hva er de mest fremtredende barrierene ved & samarbeide med en
tredjeparts logistikkleverander?

En oppsummering avslutningsvis

Hypotesene er blitt presentert, og vi har na fatt deres tanker rundt slike
implementeringer basert pa det norske markedet. Er det noe dere ensker & legge
til, eller noe du/ dere mener vi har glemt & legge vekt pa under dette emnet?

113



Appendices

Table A.3 Survey Guide for Customers

. What is your age and gender?
(a) Female

(b) Male

(c) Prefer not to say

. What is your age?
(a) Under 18
(b) 18-24

(c) 25-34

(d) 34 or older

. Please indicate your country of residence.
(Which country do you call home? Please state your answer in english,
ex. Norway)

Open-ended:

. Which of the following best describes your current status?
(a) Full-time student

(b) Part-time student

(c) Employed full-time

(d) Employed part-time

(e) Unemployed and looking for work

(f) Other

. How often do you purchase products online?

(a) Less than 2 times a month
(b) 2-5 times a month

(c) 5-8 times a month

(d) More than 8 times a month

. How frequently do you return products that you have purchased online?
(a) Very frequently (more than 75% of the time)

(b) Often (50-75% of the time)

(c) Sometimes (25-30% of the time)

(d) Rarely (less than 25% of the time)

(e) Never

. Have you ordered multiple sizes of the same product with the intention
of returning some of them?

(a) Yes

(b) No

. How often do you order multiple sizes of the same product with the

intention of returning some of them?
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(a) Very frequently (more than 75% of the time)
(b) Often (50-75% of the time)

(c) Sometimes (25-30% of the time)

(d) Rarely (less than 25% of the time)

(e) Never
9. How important is it that the company you purchase from has
sustainable practices?
(a) Very important
(b) Somewhat important
(c) Indifferent
(d) Not important
10. How much would you be willing to pay extra for a more sustainable
return practice?
(a) No extra
(b) No more than 5% extra
(c) Up to 15% extra
(d) More than 15% extra
11. What initiatives do you think e-commerce companies can implement to
reduce the number of returns by customers?
(Select one or more)
(a) Offering incentives for keeping products instead of returning
them (ex. Loyalty points or discounts for future purchases)
(b) Better product descriptions and images
(c) Virtual try-on technology (including clothes, furniture,
equipment, electronics, etc.)
(d) More accurate sizing chart
(e) Other:
12. Have you ever chosen to keep a product that you did not want because
you did not want to go through the hassle of returning it?
(a) Yes
(b) No
13. Would you be more likely to make a purchase online if virtual
technology was available to help you see and try on the products before
buying?
(a) Yes
(b) No
14. Would your purchase decisions be more deliberate if returns incurred

fees, or if the company tracked returns and charged for exceeding a
limit?

(a) Yes

(b) No
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15. What changes would you like to see in the current return policies of
Norwegian e-commerce stores to make them more sustainable?

Open-ended:
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Appendix B

Interview Report B.1: NHH Professor, Expert

Please note that the answers provided in this interview are based on the participant's personal
experiences and opinions.

Date: May 8th, 2023

Tor W. Andreassen, a professor at the Norwegian School of Economics (NHH), focuses
on creating value through service quality and innovation. Andreassen is part of the
research center "Digital Innovations for Sustainable Growth," which is funded by large
companies and the Research Council of Norway, and includes around 35 researchers.

Andreassen sees a significant problem with the way returns are handled today. Some
companies find it cheaper to destroy products than to handle returns, and he believes
there is a high level of ignorance among consumers that leads to a significant number of
returns. He suggested several solutions to this problem, including collaboration between
industry stakeholders to establish a common sizing standard, introducing taxes on returns
and distribution to reduce the number of returns, including these costs in the product
price, and raising consumer awareness about the environmental impact of returns.

Regarding challenges related to standardizing sizes for clothing and shoes across all
retailers, Andreassen mentioned that different sizing systems across countries pose a
challenge. If the government were to implement a law that required cooperation, there
would be a dilemma as there is no incentive structure in place to encourage it. Therefore,
it would be necessary for the government to create an incentive structure to make
cooperation work. He also suggested raising awareness among consumers about their
choices and noted that taxes and fees on both consumers and retailers could play a role in
promoting sustainable practices. As an example Andreassen suggested that a solution
could be, informing the consumers that a return may incur a fee of 150 NOK which can
be an effective way to raise awareness. He also noted that taxes and fees on both
consumers and retailers could play a role in promoting sustainable practices.

He pointed out that picking the product, transport, and handling costs are the primary cost
drivers for returns in eCommerce. An illustrative example within the food industry in
Norway is the service provided by ODA, which offers doorstep delivery of food boxes. It
is notable that a significant portion of the overall costs associated with this service are
attributed to expenses related to labor and the manual handling of goods. Other
companies, such as Amazon, are therefore investing in automating their product-picking
process to save on labor costs. Last mile delivery is also a significant cost driver, and
being close to the market is essential for reducing these costs. Moreover, Andreassen also
mentioned Fjellsport in Sandefjord as an example of a Norwegian eCommerce company
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that has implemented successful and sustainable reverse logistics practices to reduce the
environmental impact of returns.

In terms of logistics providers and eCommerce retailers, Andreassen suggested that
logistics providers typically charge for returns, but retailers do not pass that cost onto
customers. He suggested that retailers' policies are too lenient, and some retailers should
introduce a small return fee for the customers to pay. Andreassen also discussed the
potential of technology in online shopping, such as creating avatars of themselves on
their phones to 3D scan their bodies to determine if clothing and shoe sizes are a good fit.
Additionally, Rummelhoff and Bo suggested having a system in place, such as a limit on
the number of returns per year, rather than blacklisting customers who return large
volumes of items. They also noted that good logistics solutions that do not penalize
customers for faulty or damaged products are essential, and retailers should work together
and take measures such as introducing a return fee.
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Appendix C

Interview Report C.1: PostNord AS

Please note that the answers provided in this interview are based on the participant's personal
experiences and opinions, and do not necessarily represent PostNord's official stance on these
matters.

Date: March 17th, 2023

We conducted an interview with the Business Developer in PostNord Norway regarding
his responsibilities in the company and the process of its return services. The interviewee
is responsible for the customer environment, business development, digital services, app,
portals, store network, pick-up points, and package vending machines as well as being a
part of the Management Group of PostNord. He also mentioned that he is involved in
PostNord’s effort towards zero emissions by 2030, and provides consultancy services for
optimal e-commerce warehouses and online shops.

The interviewee stated that 15% of private customers in e-commerce return their
packages, with 2% of those packages not collected by the consumers for various reasons.
Meanwhile, 11% of the returns are customer-initiated. The return rate varies across
industries, with textiles having a much higher return rate than other types of industries.
PostNord provides two return solutions: return drop-off and return pick-up. The former
allows customers to drop off their returns at the same location where they picked up their
packages, while the latter, which is rarer, involves PostNord picking up the package at the
customer's address.

Regarding return pick-up, the interviewee stated that companies that follow the law are
obliged to provide good return solutions, just like outgoing solutions. This obligation
applies to all online purchases that must have return solutions, even though the majority
of the items are small packages.

In terms of the different return solutions offered by e-commerce companies, the
interviewee noted that about half of the company's outbound volume is imported. Thus,
returns outside of Norway must be declared for export. Some companies offer simple
solutions where the return label is included in the shipment. Others offer more complex
return solutions where consumers must contact customer service and receive a return
label by email or mail. PostNord has a solution at its 1600 drop-off locations where
customers can print out their return label. Additionally, some e-commerce companies
enable consumers to display a QR code at the drop-off point that can be printed out on the
spot.

Regarding the green shift concerning the return process for foreign destinations, the

interviewee mentioned several solutions. One example is the Green Deal in Vestby, where
returns can be sent to be forwarded in Norway to avoid transportation out of the country.
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Another solution is the fulfillment center in Langhus, which provides various return
services such as repack for resale.

With reference to the pricing of the different label options, PostNord is paid for the
shipping. They must also produce a return label for everything shipped. Therefore,
including a return label encourages consumers to return items easily, typically with free

shipping.

The representative mentioned that they need to consider how they set up return
transportation for customers to make it as sustainable as possible. The company
consolidates everything when sending returns outside of Norway, such as Sweden, to
make it more environmentally friendly and cost-effective. However, there is a lot of
concern about the impact of free shipping and free returns, especially on the environment,
inflation, and increased operating costs. PostNord has been recruiting people to monitor
the van industry to tackle work-related crime that affects the cost of operations. They
acknowledge the role of large customers in setting the bar for the industry, and they hope
other smaller operators can follow suit.

The representative reported that there have been some changes in the industry lately, with
more players testing out minimum value before offering free shipping, and less plastic is
being used, with more recyclable material. However, there is still pressure to offer free
shipping and free returns, which has resulted in a lot of returns for the company. They
also highlighted clothes and textiles as the biggest segment for returns.

The representative mentioned that the company has a margin of about 5%, which is
impressive given the intense price competition in the industry. The company's operational
costs go towards customer choices in terms of freight services, and the volume of returns.

When asked if PostNord could deliver to more customers if they didn't have to handle
returns, the representative mentioned that they have a system that coordinates with stores
to collect returns. Thus, the cost is marginal, and it is not a significant issue.

In summary, PostNord has been working on consolidating returns to make it
environmentally friendly and cost-effective. They are hopeful that large customers can set
the bar high for smaller operators to follow. The company is aware of the challenges
posed by free shipping and free returns, and they have been looking at ways to tackle this
issue. In conclusion, the interview provided valuable insights into PostNord's
responsibilities and the different return options available to customers. The company's
efforts to reduce emissions in the return process are commendable.
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Interview Report C.2: Lett Butikk

Please note that the answers provided in this interview are based on the employee's personal
experiences and opinions as a support staff member and do not necessarily represent Lettbutikk's
official stance on these matters.

Date: March 16th, 2023

We had the opportunity to interview the support employee who works in the Quickship
department at Lettbutikk. The Quickship department offers an EDI program and shipping
services with multiple transporters in Norway. The employee is responsible for support in
this department where he currently works alone. The main service offered by Lettbutikk
is 3PL, where they manage the entire warehouse operation for Norwegian online and
retail stores from their warehouse in Enebakk. The services include stocktaking,
pick-and-pack, shipping, and handling returns.

Regarding customizing solutions for customers, Lettbutikk typically grows with the
customer's needs. For example, if a customer is a new business and has a small
warehouse, they may outsource their logistics to Lettbutikk. When they need to expand
their business, they may choose to utilize Lettbutikk's services for larger warehouse
operations.They also offer volume discounts to customers, as the number of customers
increases. This can be beneficial as they have better bargaining power when negotiating
with transporters.

Quickship has a dedicated team that handles returns, and once they are received, they are
processed and placed back into the customer's online store. They use ShipHero, a VMS
system, to inform customers that their returns are ready to be placed back in their store.
For shipping, Lettbutikk uses an EDI system called Webshipper, which is like a booking
system for shipping. It sends messages to transporters to produce a shipping label,
whether it is for an outgoing shipment or return.

According to the interviewee, the biggest challenge faced by Lettbutikk is acting as a
third-party intermediary between transporters and customers, as the transportation
business model is designed for a direct 1:1 relationship between the two parties. The
interviewee believes that finding solutions to these challenges is a source of both
challenge and pleasure for the company.

When asked about the evolution of the company as a third-party intermediary since its
inception in 2016, the interviewee noted that there is now closer cooperation with
transporters, and the company offers services with more transporters than ever before.
They also have built an environmentally friendly warehouse in Enebakk that is 80%
self-operated, which has made their processes more efficient.

Regarding the future of outsourcing inventory management, the representative noted that
investing in efficient warehouse management systems, such as Autostore, is proving to be
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very effective. Additionally, the representative noted that there is a huge opportunity for
e-commerce companies to establish themselves abroad, though there are added
complexities such as customs, taxes, and different regulations. The representative stated
that Lettbutikk currently has a warehouse in Denmark and is in the process of
establishing one in Sweden, and that international transporters must be considered. The
representative also noted that there has been a slowdown in the e-commerce market due
to Covid-19 and increased competition, which has made it more difficult to operate and
maintain competitive prices. However, the representative believed that it would be
advantageous for larger e-commerce companies to outsource their inventory management
to a third party such as Lettbutikk, as it would streamline transport and costs for the
companies involved.

Regarding the costs associated with handling returns, the interviewee highlighted that the
largest cost is human labor. However, the interviewee does not see human labor being
replaced by robots in the near future, as there is still a need for manual assessment.

On the topic of customer demand for environmentally friendly products, the
representative noted that there is an increasing demand for such products, but ultimately
price seems to be the most decisive factor for customers. The representative stated that
there is a balancing act for e-commerce companies, who also have bills to pay. Start-ups,
in particular, tend to opt for cheaper alternatives, while larger companies may have more
leeway to offer environmentally friendly options at a slightly higher cost. However, the
representative acknowledged that in the past year, direct transport prices have increased
by almost 30% due to inflation and uncertainty in Europe, as well as rising fuel costs.
This makes it even more challenging for customers to choose more expensive,
environmentally friendly options. The representative noted that the only solution to this
issue is better competition in the transport market in general.

In summary, the representative from Lettbutikk noted that there is an increasing demand
for environmentally friendly products, but price remains the most decisive factor for
customers. Efficient warehouse management systems are proving to be effective, and
there is a great opportunity for e-commerce companies to establish themselves abroad,
though there are added complexities. Overall, the interviewee also emphasized the
importance of cooperation and competition in the transport industry to achieve greater
efficiency and profitability.
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Appendix D

Interview Report D.1: Guideline

Please note that the answers provided in this interview are based on the participant's personal
experiences and opinions, and do not necessarily represent Guideline s official stance on these
matters.

Date: March 7th, 2023

Guideline is a company that primarily sells sports equipment to retailers, which accounts for 98%
of its revenue. The company began selling directly to consumers in March 2020 due to the
pandemic, but also because they saw an opportunity to offer their products to the market as part of
their product portfolio. The sales to consumers only account for 2% of their revenue. The
interviewee from Guideline, whose position is Product and Brand Director, is responsible for
product development, sourcing, procurement, e-commerce, branding, and marketing.

The most prominent challenges that Guideline faces as an e-commerce company in
reverse logistics right now concern e-commerce return handling and selling to the EU.
Guideline experience very few returns, as products such as fishing rods and reels are not
usually ordered in multiple sizes, and they have few products returned. However, the
company sells in all countries in Europe, and when customers return products from a
country that has exited the EU, such as the UK, there are challenges regarding customs
clearance, tariff rates, and VAT in and out of the EU. In these cases, the company has to
clear the product through customs and then deliver it to the customer in the UK, and the
customer receives a bill for the tariff rate, VAT on the product's price, and shipping cost.
If the product needs to be returned to the EU due to a defect, there is a significant
challenge for Guideline. The company must cover the guarantee and manufacturing
defects if the return falls within the warranty/purchase law.

Furthermore, Guideline has invested in a new IT platform for e-commerce, where they
have added a separate project for complaint and return management. The most important
thing for them is to create products that can be repaired and/or replaced. When a
complaint or return comes in, it is registered correctly in their systems so that they can
create statistics and work towards good product development. In the long run, they
therefore want their products to become better. Therefore, Guideline uses specific
measurements to determine whether their reverse logistics are successful or unsuccessful.
They measure C20 emissions in the incoming logistics from the factory to their
warehouse, as well as how many recycled products they have and the proportion of
recycled materials in their products.

Regarding measures to ensure that the process remains as environmentally friendly as
possible in connection with returns from the customer, Guideline performs a service
check on the goods that arrive at their warehouse to ensure product quality and ensure
they meet the standard set. The customer must also make an active choice when returning
a product and must contact Guideline to receive a return label by email, print out the
return label, and attach it to the package before sending it back. Guideline covers the
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costs of the return, and if the price is over 2000 NOK, they also cover the shipping costs
upon purchase. However, if the return concerns a user error, the customer is responsible
for the costs associated with the return process.

When asked about how Guideline views the fact that the customer must mail the return
shipment in connection with returns as an environmentally friendly solution, they respond
that it can lead to a reduction in the number of returns because the customer must be more
active in the return process, and it can make the original purchase more thoughtful.

Regarding changes in societal trends and demand related to quality and sustainability,
Guideline has a strategy of not following short-term trends. They want to develop designs
and quality that stand the test of time and represent a functional and neutral design that
does not change as quickly.
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Interview Report D.2: Komplett

Please note that the answers provided in this interview are based on the participant's personal
experiences and opinions, and do not necessarily represent Komplett's official stance on these
matters.

Date: March 21st, 2023

During the interview with representatives of Komplett, various aspects of the company's
e-commerce practices, customer patterns, and reverse logistics challenges were discussed.
Fossengen is the department manager for PC-pilot, repairs, and returns, while Opheim is
the transport manager, responsible for all transportation at Komplett.

Komplett has been engaged in e-commerce for 26 years, with physical stores being its
biggest competitors. The company has adjusted its product prices accordingly and
differentiates itself by providing fast delivery services. For the past 3-4 years, Komplett
has been offering same-day delivery services in the areas between Jstfold and Vestfold,
including Oslo, which constitutes about half of Norway's population.

Regarding returns and refunds, Komplett first of all has a return rate of approximately
3%, which is relatively low. The overall return rate is 2.19% and is decreasing. They
adhere to the law and strive to understand the customer's concerns. In advance of the
customer actually returning the product, Komplett determines in collaboration with the
customer whether there is a legitimate reason for the return and guides them accordingly.
Komplett processes the returned product to verify that it meets the customer's description
and tries to issue refunds within 1-2 weeks. If the refund takes more than 30 days, the
customer is entitled to a full refund.

One of the challenges that Komplett encounters in their return process concerns the
refund procedure, specifically when it comes to transferring funds from the bank to the
customers. The company is working on improving this process, especially when dealing
with banks that take too long to issue refunds, which has left customers dissatisfied in the
past.

The reverse logistics process at Komplett involves several stages. When a customer
returns a product, the product is inspected to determine its condition. Depending on the
condition of the product, it may be sent to a partner for repair or returned to Komplett. At
Komplett, the product is received at the warehouse and sorted based on the type of
product and the reason for the return. The employee emphasized that it is important to
determine if there is a fault with the product or if it is a user error. If the product has a
fault, Komplett has a parts warehouse, where the faulty parts can be replaced. The
product is then disassembled, and the parts that can be reused are sorted according to EU
regulations. Komplett also receives payment for sorted waste, which is an incentive to
sort waste correctly.

Several factors are considered when determining the disposition of returned products.
Products that can be repaired are fixed, and the repaired parts can be used in other
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products. The company seeks to obtain a "kick back agreement" with suppliers, where the
company is responsible for the return of faulty products and can use the components that
can be reused. Whenever an item cannot be repaired, it is either recycled or sent to a
company that Komplett collaborates with in Sweden for resale, who shares the same
values and environmental philosophy. The company evaluates the quality of the product
and activities according to reverse logistics management to determine the best disposition
for returned products.

The time it takes to handle returned products varies depending on the type of product.
Some products can be visually inspected and sorted within a few seconds, while others
may require several hours of testing and repair. The company undertakes repairs of
products after receiving training from suppliers that ensure product quality and safety,
and aligned with this, Komplett are actively striving to improve their internal procedures.
Komplett believes that repairing products is profitable in the long run, despite the belief
that it may not be worth the time and resources spent on repairs in the past.

Komplett is considering using technology to guide customers with their products at home,
ensuring that the product meets the customer's expectations. They have an AR solution on
their website that enables customers to use their phone to visualize the product at home.
They also aim to improve communication between the return and content departments,
provide better product descriptions, and representative images. Additionally, they are
working on a service that helps customers feel more confident that the product will fit
into their home in terms of size, lighting, etc., and that their settings are tailored to their
unique needs. This service will help ensure that the product stays with the customer.

Komplett's primary goal is to promote sustainability in its reverse logistics process. The
company seeks to repair and reuse products whenever possible, and recycle or donate
products that cannot be reused. The company also wants to obtain kick back agreements
with suppliers to help achieve its sustainability goals.
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Interview Report D.3: Apotek 1 Netthandel

Please note that the answers provided in this interview are based on the participant's personal
experiences and opinions, and do not necessarily represent Apotek 1 Netthandel's official stance
on these matters.

Date: March 10th, 2023

We conducted an interview with an eCommerce representative from Apotek 1 Netthandel
regarding their experience and challenges in eCommerce. When asked about the
company's experience with eCommerce, the representative mentioned that it started about
7-8 years ago, and has since expanded due to its growing popularity.

One of the prominent challenges the pharmaceutical eCommerce actor faces in reverse
logistics is dealing with returned prescription and non-prescription items. According to
Norwegian law, some non-prescription items, such as Paracet, do not have a right of
withdrawal. This is a significant problem that the company faces in reverse logistics.

Regarding the company's customers' environmental concerns regarding their products, the
representative noted that very few customers are concerned about the environmental
impact of their products. However, some customers care about how products are
packaged, and the company tries to be sustainable in their practices.

When asked about the typical process of reverse logistics after a customer returns a
product, the representative noted that they encourage customers to contact them before
returning a product to avoid returns that do not have a right of withdrawal. They also aim
to receive documentation from customers, such as when a product is damaged during
transport, to receive compensation. Moreover, in terms of improving the reverse logistics
process, the representative noted that while there are few complaints about their products,
they face more issues with products delivered by external suppliers.

In the pharmaceutical industry, there are regulatory requirements for handling returns. For
example, medical consumables such as diapers, diabetes equipment, and wound dressings
have no right of withdrawal. The company has chosen to return these products to their
warehouse if they have not been in the customer's possession. However, with prescription
drugs, there is a right to destruction, and it is illegal to return them to the warchouse if
they have been in the customer's possession, regardless of how long.

Regarding how the company decides which pharmaceutical products can be returned and
their process for handling returns, the representative noted that trends and market demand
often influence product changes. For example, during the outbreak of the conflict in
Ukraine, there was a high demand for the non- prescription medicine, JODIX. With the
increasing demand for this product, the company received more returns than usual. In this
case, the company chose to disable online purchases, so customers had to buy the product
in-store, where employees could inform them of the return policy. In addition, on the

127



Appendices

subject of ensuring that the products are properly taken care of, and thus avoid the goods
ending up as a return due to damage or errors, they have certain policies to follow for
particular products such as refrigerated items. In the case of diabetes medicine, customers
have to physically pick them up in the store, even if they ordered them online, to ensure
the product is properly stored.

Overall, the pharmaceutical eCommerce actor's representative provided valuable insights
into the challenges faced by eCommerce companies in the pharmaceutical industry, such
as dealing with returns, compliance with strict regulations, and ensuring the proper
handling of products during transport.
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Appendix E

Interview Report E.1: Meta Living

Please note that the answers provided in this interview are based on the participant's personal
experiences and opinions, and do not necessarily represent Meta Living's official stance on these
matters.

Date: May 25th, 2023

Meta Living is a Norwegian company specializing in project management and marketing
services for real estate businesses. They offer personalized assistance throughout the
entire process, ensuring optimal results. Their comprehensive marketing services include
custom websites, strategic ad placement, printed materials, high-quality prospectus,
marketing videos, and social media campaigns.

During the interview, Meta Living representatives discussed their expertise in utilizing
3D modeling and technology for new development projects. They highlighted the
immersive 3D environment powered by Unreal Engine, providing customers with
realistic virtual walkthroughs and interactive experiences. Customization options allow
customers to change colors, materials, and furnishings, enhancing the buying process and
overall customer experience.

The cost reduction benefits of implementing 3D platforms and VR/AR technologies were
emphasized, enabling contractors to save time and resources by reducing the need for
physical demonstrations to customers. This streamlined approach also benefits partners
such as furniture stores. Meta Living emphasized the sustainability aspect, highlighting
how technological advancements decrease the environmental impact associated with
product transportation. Proper disposal and processing of electronics and hardware were
stressed.

The representatives acknowledged potential barriers to adopting VR/AR technologies,
including high costs, manual labor, hardware limitations for virtual fitting rooms, limited
user-friendliness, and GDPR compliance for data handling. Looking ahead, the
representatives mentioned the potential of artificial intelligence (Al) development to
enhance customer convenience, although precision cannot be guaranteed. Overall, the
interview provided valuable insights into Meta Living's expertise in utilizing 3D
modeling and technology for real estate development projects. Their personalized project
management approach, combined with comprehensive marketing services, positions them
as a valuable partner for real estate businesses.
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Interview Report E.2: Elmera Group

Please note that the answers provided in this interview are based on the participant's personal
experiences and opinions, and do not necessarily represent Elmera Group's official stance on
these matters.

Date: May 24th, 2023

The interview participant serves as a corporate legal representative in Elmera Group,
which is the parent company in a group of several companies selling counseling, services
and computer software to energy companies.

The representative discussed the potential conflict between existing laws and the
introduction to a new law imposing obligations on e-commerce actors and consumers.
The importance of considering the consumer perspective were emphasized, particularly
consumer protection laws such as the Consumer Purchase Act (Forbrukerkjopsloven,
2002) and the Right of Withdrawal Act (Angrerettloven, 2014). However, it was noted
that the respondent did not see any immediate barriers to imposing a fee on e-commerce
actors.

Regarding sustainable return policies, the interviewee believed that this approach could
be more manageable and politically acceptable. It was noted that customers are not
entitled to cost-free returns, unless the purchase involves contract termination. Further,
barriers to implementing a new law or a new incentive were identified, including the need
for a robust CRM system and potential costs for small businesses. The interviewee also
mentioned the environmental impact of greater consumer rights and highlighted the
relevance of the Freedom of Information Act and the European Union’s Green Deal.

As a result of the interview with the representative for Elmera Group, the authors were

able to gain a deeper understanding of the rights of consumers, and how a potential
measure such as a fee might impact Norwegian e-commerce actors.
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