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Abstract 
This study investigates customer experience perceptions in the area of sustainable distribution for global E-

Commerce - using 7 premier context variables of mixed methodology. The monumental rise of online retail 

is expected to be worth $7.4 trillion by 2025. Hence the environmental impact of retail has become critical as 

it grows exponentially. The study reveals an inherent contradiction three-fourths off date shows that 68% of 

customers favour ecofriendly deliveries yet a mere one in three can distinguish sustainable logistics feature. 

Secondary data from the sustainability reports of cooperations combined with primary data sourced from 

questionnaires of 130 shopping respondents shows that eco package and carbon neutral delivery influences 

perception contributing to 66.6% variance in brand trust. Nevertheless, gaps are large in customers awareness 

of local sourcing and labour practices. It introduces the sustainability perception index to quantify these 

relationships, proposing 3 strategies for action - augmented transparency by blockchain based supply chain 

tracking to nudges in behaviour and gamified loyalty programs for sustainable choices. 

These results advance stakeholder theory by illustrating how "sustainable presentation" fills in the attitude 

behaviour divide in e-commerce. 

I. INTRODUCTION 

 

E-commerce sector carbon footprint is now larger than aviation at 3.7% of all global emissions (UNCTAD, 

2023) and the last mile delivery contributes 30% of urban traffic congestion (World Economic Forum, 2022). 

The environmental value disputes with increasing Eco awareness of consumers, 73% of millionaires will 

spend more for sustainable last mile delivery. We illustrate this tension use a social judgement lens provided 

by attribution theory (Kelley 1973) by asking customers in our research how creditable is the sustainability 

of e-commerce logistics for you? 

Normalise 24-hour delivery by Amazon lite: “Amazon effect” has increased packaging waste by 165% since 

2015. Second, the level of greenwashing scepticism is spoiling trust - a striking of consumers say only 58% 

are believer brands eco claims. Third - regulatory scrutiny ramps high with a mandatory EU requirement to 

emit per shipment beginning in 2025 (Digital product passport). 
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This paper contributes to the literature in three different ways: firstly, it empirically explores which sustainable 

practices are the primary drivers of purchase intention. Second, it creates a new gap analysis Matrix to 

demonstrate where information gaps are in the communication quality and third contribution is it iterates a 

dynamic model for digital platforms that comprises sustainability communication solutions.  

This is by looking at distribution 4 C e-commerce chain the latest research one in sustainability and therefore 

gives business empowerment of logistics with UN Sustainable Development Goal (SDG): responsible 

consumption. 

 

II. Research Gap 

 

The study established a considerable body of literature on sustainable manufacturing in 2012, Sarkis and the 

subject of Green Marketing (2011), while the focal point on EC-logistics remain largely fragmentary. Our 

systematic review of 120 SSC index journal articles in 2015 and 2023 identified three key knowledge gaps: 

 

Last mile paradox: 90% of studies tackle the production sustainability of organic cotton. Still, only 1.1% 

analyses delivery emissions, 2023. The very last thing neglected is that one cruel drone drop at night can undo 

any eco credentials a product ever had in scientific advances, 2022. 

 

Behavioural operational discrepancy: Most models example 2014 Gonzales Benetton model had assumed 

rational consumer decision making while 72% stop before emptying their eco-cart for faster shipping. In 

consumer expectation of sustainability solutions, our research submerges prospect theory,1979 to rationalize. 

 

Contextual Bind Sports: The majority of existing studies are based in Western countries even though Asia 

is driving 62% of e-commerce growth (McKenzie, 2023). 

The inclusion of Global South respondents corrects this imbalance in our study. We close the loop on this in 

a multisectoral way connecting logistics optimisation theory (Dantzig 1963) to consumer psychological 

holistic understanding of sustainable e-commerce. 

 

III. Literature Review  

Consumer Behaviour Foundations 

 Ajzen (1991) - Theory of Planned Behaviour: Confirmed environmental attitudes predict 38% of green 

purchase variance. 

 Kahneman & Tversky (1979) - Prospect Theory: Explains why consumers overvalue immediate 

delivery over deferred eco-options. 

 Kursevicius et al. (2010) - Status Signalling: Sustainable choices often serve social image purposes. 

Sustainable Logistics 

 McKinnon (2010) - Decarbonizing Logistics: Found route optimization reduces emissions by 22%. 

 Gevaers et al. (2014) - Last-Mile Economics: Showed bike couriers cut costs by 30% in urban areas. 

 Mangla et al. (2023) - Circular Supply Chains: Demonstrated reusable packaging's 17x lifecycle 

advantage. 

E-Commerce Specifics 

 Siems et al. (2021) - Amazon Effect: Quantified how free returns triple logistics emissions. 

 Wiese et al. (2022) - Green Nudges: Default eco-checkout options increased uptake by 48%. 

 Zhang et al. (2023) - Asian Markets: Revealed collect-point deliveries are 3x more accepted than in 

the West. 
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Communication & Trust 

 Kim & Lee (2020) - Blockchain Transparency: 67% higher trust when emissions are verifiable. 

 White et al. (2019) - Eco-Labelling: Standardized icons improved comprehension by 53%. 

Policy & Innovation 

 European Commission (2023) - DPP Regulations: Mandated emission tracking per product. 

 Accenture (2022) - Micro-Fulfilment: Urban warehouses cut delivery distances by 45%. 

Objective 

This study aims to empirically assess how consumers perceive sustainable distribution practices in e-

commerce, addressing three core objectives: 

1. Identify Key Drivers: Quantify the impact of eco-packaging, carbon-neutral delivery, and 

transparency on consumer trust using regression analysis. 

2. Evaluate Regional Differences: Compare perceptions between Western (U.S., EU) and emerging 

markets (India, Southeast Asia) to uncover cultural influences. 

3. Develop Strategic Frameworks: Propose a Sustainability Communication Matrix to help businesses 

prioritize high-impact green initiatives. 

The research builds on the Triple Bottom Line framework (Elkington, 1997), integrating environmental, 

social, and economic metrics. For example, while electric vehicles (EVs) reduce emissions (environmental), 

their higher costs (economic) and job impacts (social) create complex trade-offs. By surveying 130 consumers 

and analysing 15 corporate sustainability reports, we bridge micro-level perceptions with macro-level logistics 

strategies. 

 

IV. Research Methodology 

 

A mixed-methods design was employed: 

Quantitative Phase 

 

 Survey: 130 participants rated sustainability factors on a 5-point Likert scale. 

o Sample: Stratified by age (18–65), geography (60% urban, 40% rural), and shopping frequency. 

o Tools: SPSS for regression analysis; R for geographic clustering. 

 Secondary Data: Emissions data from Amazon’s 2023 Sustainability Report and IKEA’s People & 

Planet dashboard. 

Qualitative Phase 

 

 Interviews: 10 logistics managers from Flipkart and Nestlé discussed implementation challenges. 

 Case Studies: Analysed Apple’s closed-loop supply chain and Patagonia’s Worn Wear program. 

Ethical Considerations: Anonymized survey responses; corporate data used under Fair Use. 
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Key Variables 

Variable                       Operational Definition                         Measurement Scale 

Eco-Packaging  Use of recyclable/biodegradable materials     -1 (Never) – 5 (Always) 

Carbon Footprint  CO₂ emissions per delivery (kg)                 Company-reported data 

Transparency              Public disclosure of sustainability efforts     1 (Low) – 5 (High) 

Example: Amazon’s "Ship in Own Container" option reduced packaging waste by 34% (source: Amazon 

Sustainability Report, 2023). 

Companies Practicing Sustainable E-Commerce Distribution: 

 

1. Amazon: Uses electric vehicles, solar-powered warehouses, and offers eco-packaging options. 

2. IKEA: Employs EVs, recyclable packaging, and solar-powered distribution centers. 

3. Flipkart: Adopted EVs and smart delivery mapping to reduce emissions. 

4. Nestle: Implements smart transport planning and collaborates with green suppliers. 

5. Apple: Powers distribution centers with renewable energy and uses recyclable materials. 

Hypothesis 

 

 H0 (Null): There is no significant impact of eco-friendly packaging, carbon footprint, energy-efficient 

transport, waste management, local sourcing, transparency, and sustainable labor practices on overall 

sustainability perception in e-commerce. 

 H1 (Alternate): There is a significant impact of these factors on overall sustainability perception. 

 Theoretical Basis: Stakeholder Theory (Freeman, 1984) posits that consumer trust moderates this 

relationship. 

 

Interpretation: 
 

 
 

Multiple linear regression is being carried out using the Variable Entered method from the table above. The 

entered variables are those that are found in the table. 
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The regression analysis confirms that the following variables significantly influence consumers’ overall 

perception of sustainability in e-commerce: 

Eco-friendly Packaging (β = 0.608, p = 0.003) 

Practical Implication: Recyclable or minimal packaging (e.g., Amazon’s "Frustration-Free Packaging") 

directly enhances brand trust. 

Carbon Footprint (β = 0.534, p = 0.010) 

Example: Consumers penalize brands with high last-mile emissions—62% abandoned carts upon seeing 

"high-carbon delivery" warnings (Baymard Institute, 2023). 

Energy-Efficient Transport (β = 0.327, p = 0.022) 

Case Study: Flipkart’s EV fleet adoption increased perceived sustainability by 28% among Indian shoppers. 

Waste Management (β = 0.153, p = 0.041) 

Data: IKEA’s furniture take-back program boosted positive reviews by 40%. 

Transparency (β = 0.276, p = 0.015) 

Best Practice: Real-time tracking of emissions (e.g., DHL’s GoGreen Dashboard) reduced skepticism by 35%. 

Conclusion for Significant Variables: We reject the null hypothesis (H₀) for these factors, affirming their 

critical role in shaping sustainability perceptions. 

 

Data Analysis 

Regression Results 

Variable                  β Coefficient               p-value                    Interpretation 

Eco-Packaging           0.608                           0.003                             Strongest predictor 

Local Sourcing          -0.091                               0.221                           Negligible impact 

ANOVA: F (7, 122) = 24.56, *p* < 0.001 → Model is significant. 

Interactive Effect: Transparency amplifies eco-packaging’s impact (β_interaction = 0.15, *p* = 0.02). 

 
 

Findings 

 

 Consumers prioritize eco-packaging, carbon reduction, and transparent communication from e-

commerce brands. 

 Last-mile delivery emissions and energy-efficient transportation heavily influence brand trust. 

 Waste management, such as return packaging and recyclable materials, also shapes perception. 

 Local sourcing and labor practices, while ethically important, are not directly linked to customer 

perception in e-commerce logistics. 
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Recommendations 

 

1. Communicate Clearly: Use websites and apps to share certifications, carbon offset data, and eco-

initiatives. 

2. Eco Options: Offer green delivery options even if they are slower. 

3. Engage Customers: Introduce loyalty rewards for choosing eco-friendly options. 

4. Training & Tech: Equip staff and logistics partners with training and tools to track and reduce 

environmental impact. 

5. Feedback Loops: Use customer feedback to refine green strategies. 

 

V. Conclusion 

In conclusion how people see sustainable distribution practices in E-Commerce is influenced by things like 

the environment, being clear about actions, and using ecofriendly methods like energy efficient transport and 

waste management. Even though many companies are trying to go green, Challenges like higher costs and 

limited availability still make it hard for everyone to adopt these practices. To make it easier for people to 

understand and use these green methods, Businesses should focus on giving clear information, training their 

workers, working with others, and teaching customers about sustainability. By doing this companies can build 

trust keep customers loyal and help create a more sustainable environment. Additionally, companies need to 

continuously improve their sustainable practices by listening to feedback from customers and stakeholders. 

This will help them adapt their strategies, to meet changing demands, and environmental challenges. 

Increasing innovation and investing in technology such as more efficient logistics, or packaging solutions will 

further support their sustainability efforts. As consumer awareness grows businesses that prioritize 

sustainability in their distribution process will not only help the planet, but also gain a competitive edge in the 

market as customers are more likely to support brands that share their values. 
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