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Introduction 

Online shopping is becoming one of the fastest growing retail 
channels for consumers (Jacobs & de Klerk, 2010). According to 
Forrester Research, apparel, accessories, and footwear 
contributed approximately $13.8 billion spent online between 
2003 and 2006 in the U.S.    
Marketing literature has shown five major dimensions of 
quality websites, which includes information quality, trust, ease 
of use, visual appeal, and transaction. Trust has been shown to 
be a major gauge in a consumer’s evaluation of a website. Trust, 
in this classification, includes the good reputation, the ability to 
deliver products as promised, and the security of the website 
(Kim, Williams, & Lee, 2003)  
Trust has been shown to be a crucial element for consumer 
online purchasing and a high level of consumer trust encourages 
online purchasing and helps to retain online customers. One 
reason that many consumers are reluctant to purchase online is 
the risk involved with online retailers. An example of this is the 
risk of delayed attainment of the product after purchase due to 
shipping time frames, a term coined temporal separation 
(Campbell & Walker, 2010).    
Consumption delay is of particular importance for online 
purchasing given the shipping and delivery period, which can 
delay the time the consumer can use the product after purchase 
(Park & Kim, 2007). Waiting, in these situations, can also have a 
negative effect on consumers’ satisfaction levels. For example, 
the longer customers believe they have waited to receive a 
service or product, the more dissatisfied they will be with the 
outcome (the delivered service or product).  
 Consumption delay of a product purchased from an online 
retailer can negatively influence a consumer’s evaluation of the 
outcome. Stock availability information, such as confirmation of 
shipping and whether the product is in stock, affected the 
perceived time risk, attitude towards the website, and online 
purchase intention (Park & Kim, 2007).  
 
 

Proposal 

 This study will look at the shipping preferences of college 
students in a rural, Midwest university. The objects included in 
the survey will include objects classified into needs and wants 
categories. Students will then answer what their shipping 
preferences are for both categories. Survey participants will be 
given several different options for shipping preferences, much 
like shipping preferences that are given during online 
transactions. They will choose which shipping preference they 
would most likely choose for a needed item, such as a textbook 
or other item needed for a course. They will also choose which 
shipping preference they would most likely choose for a wanted 
item, such as an electronic device or clothing.  

Abstract 

. 
 

Shipping Samples 

Proposal 

We predict that students will choose the free or standard shipping for 
needed items and be willing to pay more for shipping for items that 
are wanted. We will also be applying instant versus delayed 
gratification to our study. We believe survey participants will want 
instant gratification for items that are not a necessity, which therefore 
leads to their willingness to pay more for shipping. We also believe 
survey participants will be satisfied with delayed gratification it items 
that are needed, not necessarily wanted, which will result in the 
choice of slower, cheaper shipping options. 
 

 Sample shipping rates for products “purchased” 3/3/13 

Melanie Mabrey – mamabrey@mail.fhsu.edu 
Evan Talkington – eltalkington@mail.fhsu.edu 

 Jessica Drum – jldrum2@mail.fhsu.edu 
    

The option of overnight delivery has been shown to have an 
increase in consumers’ ratings of the perceived usefulness and 
trust of a website compared to websites without overnight 
delivery. This is probably due to the fact that the overnight 
delivery option successfully lessens the uncertainty and 
perceived risk due to the temporal separation by allowing the 
possibility of a shorter time frame between purchasing and 
receiving an item (Campbell & Walker, 2010). 
Hedonic and utilitarian motivations for online shoppers have 
also become a point of interest in the study of consumer 
purchasing decisions. In the past, the Internet was thought to 
only address a consumer’s utilitarian and functional needs 
online. Today, hedonic value, or the pleasure associated with 
online shopping, has also been shown to be an integral part of 
the consumer’s online experience and satisfaction (Bridges & 
Florsheim, 2008).   
 When comparing a typical web-shopping environment to a 
more functionally oriented online grocery website consumers’ 
needs from the website differ. For the more utilitarian, or 
needed, purchasing at the grocery website, the usefulness of 
interactive shopping was a strong predictor of the consumers’ 
attitudes. On the other hand, enjoyment was a stronger 
predictor of consumers’ attitudes for web shopping compared to 
online grocery shopping (Childers, Carr, Peck, & Carson, 2001).  

Introduction Continued 

This study reviews previous research in online consumer 
characteristics in relation to instant and delayed gratification. 
Little previous research regarding online shoppers’ willingness to 
wait for product arrival has been explored. We propose that 
consumers will be willing to pay more for expedited shipping to 
mimic in-store instant gratification. 3 

 Gap.com- 1 pair of jeans 

 Textbooks.com- 1 used textbook 

 Walmart.com- 1 digital camera 
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