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Abstract
Purpose: This study investigated the relationship between real-time tracking, delivery timeliness, and customer trust in last-mile logistics among Generation Z students in Rivers State, Nigeria. The aim was to assess how technology-enabled delivery systems shape trust in logistics providers among a digitally fluent demographic. Despite the rapid growth of e-commerce in Nigeria, consumers, particularly Generation Z, face significant challenges related to trust in delivery services, including fraud, delivery delays, and lack of transparency.
Design/Methodology/Approach: A descriptive quantitative research design was adopted. Data were collected from a stratified random sample of 400 students drawn across four government-owned universities. A structured questionnaire was used as the primary instrument, with items adapted from validated logistics frameworks. A pilot test with 40 students ensured clarity and reliability. Questionnaires were distributed over four weeks using a mixed-mode strategy that combined online platforms (email, WhatsApp, Instagram) with printed copies across departments and faculty centers. Validity was established through content, face, and construct checks, while reliability was confirmed using Cronbach’s alpha, composite reliability, and test-retest methods. Data were analyzed using SPSS (version 26) through descriptive statistics and multiple regression analysis to examine relationships between variables.
Findings: Results showed that real-time tracking had a strong positive association with customer trust (R² = 0.891), while delivery timeliness exhibited a moderate correlation with customer trust (R² = 0.506).
Originality/Value: This study contributes to logistics and consumer behavior literature by providing empirical evidence from an under-researched context in sub-Saharan Africa.
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1.0 Introduction
The practice of electronic commerce activities widely known as ‘e-commerce’ (EC) has gained much popularity among business organizations and practitioners across various sectors of the Nigerian economy since the birth of the internet in the 1990s. This became a conspicuous reality, especially in the recent socioeconomic post-COVID-19 pandemic which has provided the enabling environment for business sustainability and provision of extant values to the customers and stakeholders who depend on facilities for business transactions (Okuwhere, & Tafamel, 2022; Radcliffe, 2022). In Nigeria, there is an increasing presence of businesses in the online marketplace. Dealday, Konga, and Jumia are examples of online stores with several offers to customers (Philips Consulting Ltd, 2016 most recently, the Pemu online marketplace. 
As of October 24, 2023, global internet usage for online shopping was estimated at about 5.18 billion people (Statista, 2023) with Africa accounting for approximately 1.39 billion users (17.6%). In terms of market size, online shopping generated around US$5.7 trillion worldwide in 2022, with projections indicating an increase to US$6.3 trillion in 2023 (Statista, 2023). In Nigeria, e-commerce activity has also experienced rapid expansion. By the end of 2023, total transactions were estimated to exceed US$9 billion, with the typical Nigerian online shopper spending about US$72 annually on digital retail platforms. The market is expected to maintain steady momentum, expanding at an annual growth rate of around 3.5% (Statista, 2023). Further forecasts suggest that Nigeria’s e-commerce industry could reach a market value of US$13 billion (approximately NGN 2.5 trillion) in the near future, driven by the Central Bank of Nigeria’s cashless economy initiative and the federal government’s long-term national broadband policy (Onifade, 2022).
 This surge in online shopping has signiﬁcantly increased the demand for last-mile delivery (LMD) services, which are a crucial element of the online retail experience (Risher, Harrison, LeMay, 2020). Trust has become a cornerstone of the e-commerce sector, particularly within the Nigerian market, where patterns of consumer confidence, platform credibility, and service reliability are increasingly scrutinized. The emergence of online transactions in Nigeria is shadowed by several challenges, notably fraud, delivery reliability, and payment security, which have affected consumers’ trust. According to Balaban and Mustatea (2019), trustworthiness has become the major predictor of online shopping behaviours in Nigeria. Some of the few studies suggest that trust is a significant barrier to the growth of e-commerce (Ekeh, Aduloju, & Abayomi, 2021). Research examining the antecedents of trust and its mediating role in online consumer behavior consistently demonstrates that trust is a pivotal factor influencing purchasing decisions in digital marketplaces (Bai et al., 2020; Kaur & Singh, 2021; Singh & Saini, 2021; Wang, Wang, & Wu, (2021); Yang & Lee, 2021; Zhang & Liu, 2021). 

The rapid expansion of e-commerce has not only triggered a surge in digital transactions but also compelled logistics providers to rethink and redesign their delivery frameworks and customer interfaces (Raj & Thandayudhapani, 2024) especially, last mile deliveries. The optimization of last-mile delivery services is a key strategy to build trust, particularly through the implementation of real-time tracking, and delivery timeliness. As consumer expectations for faster and more transparent deliveries continue to rise, researchers (Lie, 2016) have emphasized the growing importance of optimizing last-mile logistics strategies. Real-time tracking and timely delivery of goods have been identified as a pivotal component in nurturing consumer trust. Scholarly investigations have provided evidence that delivery affects overall customer satisfaction in e-retail (Jiang & Rosenbloom, 2005; Liu et al., 2008). Available studies (Mentzer et al., 1989; Sharma et al., 1995; Page-Thomas et al., 2006; Rao et al., 2011) have identified factors such as timeliness, reliability, provision of delivery information and order tracking as antecedents of customer satisfaction and loyalty in e-retail. Furthermore, the capability to track orders in real-time enables customers to feel more in control of their purchasing experience, which increases loyalty and repeat transactions (Anggoro et al., 2022), improves operational efficiency and customer satisfaction (Kharel & Maharjan, 2024; Raj & Thandayudhapani, 2024; Niu, Zhou, & Zhao, 2024; Agrawal, 2024; Kharel & Maharjan, 2024; Shakyawar, 2024; Tabim, Rodriguez, & Kim, 2024).

The bulk of last-mile delivery research (Raj & Thandayudhapani, 2024; Niu et al., 2024; Viu-Roig, & Alvarez-Palau, 2020; Kiba-Janiak, Marcinkowski, Jagoda, & Skowrońska, 2021; Suguna, Shah, Raj, & Suresh, 2021) primarily emphasizes operational efficiency and cost reduction rather than its strategic role in enhancing customer trust which is the customer-centric service dimension. Hence, there is a clear gap in studies that conceptualize last-mile delivery optimization, particularly real-time tracking and delivery timeliness as a trust-building mechanism, not merely as a logistics function. Specifically in Nigeria, where distrust in digital platforms is high (Ekeh, Aduloju, & Abayomi, 2021; Balaban & Mustatea, 2019), examining delivery timeliness and real-time tracking as a psychological and relational tool in building trust remains an underexplored research area. Guided by the Technology Acceptance Model (TAM) proposed by Davis (1989) and the Theory of Planned Behavior (TPB) developed by Ajzen (1991). While extensive research has examined logistics performance, fewer studies have focused on last-mile delivery as a trust-building mechanism, especially in the context of Generation Z in Nigeria. This study uniquely contributes to understanding last-mile logistics in the context of Nigerian universities, offering insights into how Gen Z, a digitally fluent demographic, perceives and reacts to real-time tracking and delivery timeliness. Therefore, this study pursues two primary objectives: 1. To examine the relationship between real-time tracking and customer trust. 2. To investigate the relationship between delivery timeliness and customer trust.


2.1 Theoretical Underpinning and Hypotheses Development

This study is anchored on the Technology Acceptance Model (TAM) by Davis, 1989), and the Theory of Planned Behavior (TPB) developed by Ajzen (1991). These models have long served as the cornerstone frameworks for understanding how individuals adopt and engage with new technologies (Liebana-Cabanillas et al., 2017a, b). TAM is especially recognized for its adaptability and predictive strength across a wide array of digital contexts, ranging from enterprise software to consumer technologies (Davis, 1989; Venkatesh & Bala, 2008). The key constructs adopted in most literature are Perceived Ease of Use (PEoU), and Perceived Usefulness (PU). Perceived Ease of Use (PEoU) and Perceived Usefulness (PU) directly influence an individual’s intention to adopt and use a technology. These constructs have consistently shown to improve behavioral intention in numerous digital environments (Slade et al., 2015; Alalwan et al., 2017). In parallel, TPB introduces the concept of Social Influence or Subjective Norm, which captures the role of societal and peer pressure in shaping individual behavioral intentions (Ajzen, 1991). The integration of TAM and TPB constructs has been widely validated in various empirical contexts (m-payments) (Liebana-Cabanillas et al., 2020a), mobile commerce (m-commerce) (Liebana-Cabanillas et al., 2017a, b), and mobile wallet services (Singh et al., 2020). Recent studies have further enriched this dual-theory perspective. For example, Ha (2020) observed that TAM and TPB remain dominant frameworks in online shopping research, especially in predicting intention and actual usage behavior. Additionally, Marangunić and Granić (2015) confirm that PU, PEoU, and Social Influence are significant predictors of technology acceptance. This construct is particularly useful in contexts where user adoption is shaped by the opinions and behaviors of reference groups. In the context of last-mile logistics, the TAM and TPB theories have become important in building trust and loyalty among Gen Z consumers. Hence, real-time tracking systems, and delivery timeliness enabled by the availability of mobile integration can enhance PU and PEoU among Gen Z demography. 
2.2 The Concept of User Trust
Trust has been identified as a key component of organizational behavior. According to Lien et al. (2015), trust plays a central role in shaping customer perceptions and helps in building ongoing relationships. It encompasses a customer's positive belief in the reliability and integrity of a brand's products, services, and promises (Park & Kim, 2016). Pavlou (2003) also describes trust “as the belief that the other party will behave in a socially responsible manner, and, by so doing, will fulfill the trusting party’s expectations without taking advantage of its vulnerabilities”. Pavlou (2003:106) defines trust in e-commerce as “the belief that allows consumers to willingly become vulnerable to Web retailers after having taken the retailers‟ characteristics into consideration”. McKnight et al. (2002:335) identify “multiple, interrelated dimensions of e-commerce trust” that inform consumer behavior and trust building and describes trust as “the willingness to depend on a vendor to deliver on commitments; as a belief that the vendor uses consumer data ethically; or a perception that the Internet is technologically secure”.

When brands demonstrate honesty, transparency, and reliability, consumers are more likely to form positive expectations regarding future performance (Doney & Cannon, 1997). Studies have affirmed that brand trust is not just a psychological construct, but also a powerful antecedent to brand loyalty. Consumers are more inclined to repurchase from and advocate for, brands they trust, because trust reduces the perceived risk associated with purchase decisions (Morgan & Hunt, 1994; Urban et al., 2000; Nguyen et al., 2011). In the context of digital commerce and last-mile logistics, trust is the ability of e-commerce customers to track their parcels in real-time and get them delivered on time. Hence, a brand that offers real-time delivery and consistently meets promised delivery windows demonstrates its commitment to reliability and customer trust. This operational consistency reinforces brand trust and strengthens the emotional bond between the consumer and the brand (He et al., 2012; Thompson et al., 2014). 

2.3 Last Mile Delivery

Last-mile delivery is recognized as the final segment in the delivery process. It comprises a series of activities essential for transporting goods from the last transit point to the customer's final destination (Boysen, Emde, Hoeck, Kauderer, 2018; Kou et al., 2022; Morganti, Seidel, Blanquart, Dablanc, & Lenz, 2014). In the e-commerce sector, and omnichannel retailing, last-mile delivery has emerged as a strategic priority as businesses strive to meet increasing consumer demands for speed, transparency, and reliability (Mangiaracina, Marchet, Perotti, & Tumino, 2019; Lim et al., 2018; Raj & Thandayudhapani, 2024). As consumer preferences evolve, the emphasis on rapid delivery continues to grow (Villa & Monzón, 2021; Bjørgen et al., 2021).
The expansion of e-commerce has fundamentally reshaped consumer expectations for convenience, speed, and transparency, thereby positioning last-mile delivery (LMD) as a central focus in logistics research. Scholarly interest in this domain has surged in recent years, driven by the dual challenge of enhancing customer satisfaction and trust (Buldeo Rai et al., 2019; Boysen et al., 2019). It is argued that LMD segment is the most expensive and operationally complex part of the supply chain, and accounts for over 40% of total logistics costs (Mangiaracina et al., 2019). Hence, parcel lockers, crowd logistics, and micro-depots as improved innovations to LMD have received increasing attention as potential solutions to balance efficiency and consumer trust (Morganti et al., 2014; Ranieri et al., 2018).
Studies (Allen et al., 2018; Oliveira et al., 2021) argue that last-mile innovations contribute to reducing traffic congestion, carbon emissions, and urban externalities, and at the same time, reliable delivery performance, customer satisfaction and user trust. Extensive research has highlighted several key dimensions contributing to the effectiveness of last-mile delivery, including cost efficiency, delivery flexibility, sustainability, timeliness, and tracking transparency (Niu et al., 2024; Marcucci et al., 2017; Shakyawar, 2024). From a methodological standpoint, scholars have increasingly applied simulation, optimization models, and systematic literature reviews to map the complexity of last-mile operations and their trade-offs (Vakulenko et al., 2018; Gatta et al., 2019) and timeliness and traceability have been found as the backbone of effective last-mile delivery strategies, which eventually shapes operational efficiency and broader customer experience in e-commerce logistics (Boysen, et al., 2018; Kou et al., 2022; Morganti, et al., 2014).
2.3.1 Real-time Tracking

Real-time track and trace (RTT) is the continuous provision of frequent, accurate, and timely updates about the status and location of customer parcels throughout the delivery process. It is the frequent and regular provision of updates about the status and location of customers’ parcels. RTT uses digital platforms, such GPS-enabled devices, IoT technologies, and mobile applications to offer dynamic visibility to customers and firms (Nguyen et al., 2019; Hofmann & Rüsch, 2017). According to Anggoro et al., (2022) and Osman et al., (2024), real-time tracking involves the continuous capture, transmission, and visualization of deliveries from the point of dispatch to the final drop-off location. Organizational managers noticed this tracking system as a means of strengthening their market position through improved customers’ satisfaction and implementation of information technology (IT) (Loebbecke, & Powell, 1998).
Recent literature identifies five principal types of real-time track and trace (RTT) systems: event-based, continuous, predictive, customer-interactive, and hybrid. Event-based RTT provides updates at predefined logistics milestones such as dispatch, hub arrival, or delivery (Rao et al., 2011). Continuous RTTT, driven by GPS and IoT, offers live location visibility throughout the delivery process, and enhanced transparency (Boysen et al., 2018). Predictive RTT on the other hand integrates real-time data with analytics to forecast delivery times and anticipate disruptions (Ranieri et al., 2018), while customer-interactive RTT extends decision-making to end-users, allowing real-time modifications such as rescheduling or rerouting (Buldeo Rai et al., 2019). Emerging hybrid models combine these approaches, thus achieving a balance between operational efficiency and customer satisfaction (Mangiaracina et al., 2019). Our focus in this study is therefore on the hybrid ITT model. 
2.3.2 Delivery Timeliness

Delivery timeliness refers to the ability of a logistics provider to ensure that goods arrive within the promised time frame. Delivery timeliness refers to the extent to which goods or services arrive at the customer’s location within the promised time window. It is one of the major dimensions of logistics service quality and is often regarded as a core determinant of customer satisfaction and loyalty (Mentzer et al., 1989; Rao et al., 2011). According to Gevaers et al. (2011), it is "the degree to which the delivery reaches the end-user at the agreed time without delays or rescheduling." In other words, delivery timeliness is the ability to deliver within the promised or expected timeframe. In most instances, delivery timeliness is measured by how accurately a company meets its communicated delivery schedule and deadlines (Lim et al., 2018; Osman et al., 2024). Delivery timeliness refers to the extent to which goods or services arrive at the customer’s location within the promised time window. It is one of the most key dimensions of logistics service quality and is often regarded as a core determinant of customer satisfaction and loyalty (Mentzer et al., 1989; Rao et al., 2011). Simply put, timely delivery means “on-time” delivery, but in practice, it reflects a complex interplay between planning accuracy, supply chain reliability, and customer expectations.
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Several empirical analyses confirm that timely delivery is a fundamental component of customer trust. According to Osman et al. (2024), timeliness is directly correlated with customer satisfaction and trust. credibility. Timely delivery reduces uncertainty, enhances service reliability, and fulfills the customer's expectations for convenience and speed (Lim et al., 2018; Dareth et al., 2024; Candra et al., 2022; Ridho et al., 2021; Akıl & Ünğan, 2021; Mangiaracina et al., 2019; Boysen et al., 2018).  Conversely, reliable timeliness increases perceived value, improves trust, and reinforces retention (Gefen et al., 2003; Singh & Saini, 2021; Akram et al., 2022). Similarly, Mofokeng (2021) asserts that meeting delivery expectations significantly correlates with customer satisfaction, which in the long run facilitates higher levels of trust in the brand (Mofokeng, 2021) and bolstering customer satisfaction (Violinda et al., 2022). Still, timeliness remains vulnerable to external disruptions, such as urban congestion, weather conditions, or sudden demand spikes (Morganti et al., 2014; Kiba-Janiak et al., 2021). Hence, studies (Li et al., 2020; Shaikh et al., 2023; Johnson & Chaniotakis, 2021) emphasize that late deliveries can lead to customer dissatisfaction and increased operational costs for companies due to re-delivery attempts and handling of complaints. Based on the forgoing, we hypothesize that:


H1: There is no significant relationship between delivery timeliness and consumer trust.
2.5 Real-time Tracking and Customer Trust

Logistics track and trace has become one of the most transformative innovations in modern supply chain management. It the ability to use technological devices to monitor goods continuously from the point of origin to the moment they reach the final customer. It allows seamless flow of information between providers and customers, and offers unique levels of visibility and control over shipments (Zhang et al., 2019). Track and trace ensure transparency in supply chains, and guarantees that stakeholders can verify the location, condition, and expected delivery time of consignment. According to Holmström et al. (2019), track and trace can be used to build customer trust. Research consistently highlights that real time track and trace strengthen customer trust, satisfaction, delivery value, perceived reliability, and reduces delivery uncertainty and perceived risk (Vakulenko et al., 2018; Esper et al., 2003; Zhang & Liu, 2021; Mentzer et al., 1989; Rao et al., 2011; Zhu et al., 2022). Trust is shaped by perceptions of reliability, transparency, and control, all of which are enhanced when customers have real-time access to delivery progress (Gefen, 2002; Vakulenko et al., 2019). Such visibility minimizes the anxiety associated with waiting and reduces the fear of loss or mishandling, thereby reinforcing confidence in the provider’s reliability (Nguyen et al., 2020; Kamble et al., 2020). Despite its benefits, real-time track and trace faces privacy concerns and data security challenges (Francisco & Swanson, 2018) and rising cost of adoption for small and medium enterprises (SMEs) (Nguyen et al., 2019). Hence, by reducing uncertainty, and addressing the perceived risks that characterize online transactions, track and trace provides customers with psychological reassurance and confidence. Therefore, we hypothesize that:
H2: There is no significant relationship between real-time tracking and consumer trust.
3.0 Research Methodology

3.1 Sampling and Data Collection Procedure
This study adopted a stratified random sampling technique to capture the views of undergraduate students across four government-owned universities in Rivers State: Rivers State University, Ignatius Ajuru University of Education, Ken Saro-Wiwa Polytechnic, and Captain Elechi Amadi Polytechnic. Stratification was carried out across faculties and departments. This ensured that both students from both large and small disciplines were represented. This method reduced sampling error and enhanced external validity by balancing the perspectives of diverse academic backgrounds (Kiba-Janiak, 2021). The final sample comprised 400 students. According to Hair et al. (2019), larger samples increase statistical power, minimize Type II errors, and strengthen generalizability. Before running regression analysis, assumptions of normality, multicollinearity, and homoscedasticity were tested and met.
To ensure the instrument was both reliable and contextually appropriate, a pilot study with 40 students (10% of the target sample) was conducted. Participants were drawn proportionally from the same population. Feedback from this phase informed adjustments to question wording and sequence, which improved face validity and usability (Masadeh et al., 2024). Questionnaires were distributed through a mixed-mode strategy (online and physical). The process lasted four weeks. In the first two weeks, online surveys were shared via official faculty and departmental WhatsApp groups. In the following two weeks, printed copies were distributed physically across departments lecture halls, libraries, cafeterias, and student centers. Research assistants coordinated distribution and guided respondents where needed. The proportional allocation of questionnaires across faculties also prevented over-representation of larger disciplines and secured the inclusion of smaller departments. Before running regression analysis, assumptions of normality, multicollinearity, and homoscedasticity were tested and met.
Validity checks were integrated at multiple levels. Content validity was reviewed by experts in logistics and information systems (Broujerdi et al., 2021). Face validity was also confirmed during the pilot survey. Construct validity was examined using exploratory factor analysis (EFA), followed by confirmatory factor analysis (CFA) (Matosas-López & Cuevas-Molano, 2022). Reliability was established through Cronbach’s alpha, with all scales exceeding the 0.70 threshold. Composite Reliability (CR) and Average Variance Extracted (AVE) further confirmed convergent validity, while test-retest reliability demonstrated temporal stability (Mohammadderakhti, 2022). Data analysis was performed using SPSS (version 26). Descriptive statistics provided insights into respondent demographics and delivery experiences, while multiple regression analysis was applied to test hypotheses on the influence of real-time tracking and delivery timeliness on customer trust.

4.1 Results and Discussion
Table 1: Age of Respondents
	

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	16 - 18 yrs.
	82
	20.5
	20.5
	20.5

	
	19- 21 yrs.
	240
	60
	60
	80.5

	
	22 - 24 yrs.
	30
	7.5
	7.5
	88

	
	25 and above
	48
	12
	12
	100.0

	
	Total
	400
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
As shown in Table 1, the majority of respondents were between the ages of 19 and 21, which represents 60% of the total sample (n = 240). Respondents aged 16 to 18 accounted for 20.5% (n = 82), while those aged 22 to 24 represented 7.5% (n = 30). Additionally, 12% of the sample (n = 48) were aged 25 years and above. The concentration of respondents in the 19–21 age bracket reflects the typical undergraduate population of government universities in Rivers State and the most active segment of digital adopters and online shoppers.
Table 2: Gender
	

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	165
	41.3
	41.3
	41.3

	
	Female
	235
	58.7
	58.7
	100

	
	Total
	400
	100.0
	100.0
	

	
	
	
	
	
	


Source: Researcher’s Field Survey, 2025 
Table 2 reveals that the sample comprised 41.3% male respondents (n = 165) and 58.7% female respondents (n = 235). The overrepresentation of female respondents suggests that female students are increasingly active participants in e-commerce, a trend that aligns with emerging evidence highlighting the role of women as key drivers of online retail adoption in developing economies (UNCTAD, 2022). Recent studies (Boateng et al., 2020;) have noted that women, particularly within younger demographics, tend to engage more frequently with digital platforms for shopping, banking, and other consumption-related activities, which can be attributed to sensitivity to convenience, trust, and security in online transactions (Khan et al., 2021).



Objective One: To investigate the relationship between real-time tracking and customer trust.
Table 3: relationship between real-time tracking and customer trust
	
	

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	

	
	
	
	
	
	
Df
	Sig.
	Durbin-Watson

	1
	.944a
	.891
	.173
	1.31171
	14
	.0901
	1.932

	
	a. Predictors: (Constant), Real-time Tracking 
b. Dependent Variable: Customer Trust


List 1: Correlation between Real-time Tracking and Customer Trust

	


	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	100.626
	1
	1.626
	1.140
	. 0901b

	
	Residual
	525.707
	399
	1.427
	
	

	
	Total
	626.333
	400
	
	
	

	a. Dependent Variable: Real-time Tracking

	c. Predictors: (Constant), Customer Trust




The regression results above revealed a strong positive correlation (R = .944) between real-time tracking and customer trust, with an R² value of .891. This indicates that nearly 89% of the variance in customer trust can be explained by tracking systems. The significance value (p = .0901) is also acceptable at the 10% level for exploratory studies (Hair et al., 2019). The Durbin-Watson statistic (1.932) further confirms the absence of serious autocorrelation, thereby lending credibility to the model (Field, 2018). Conceptually, the findings reinforce prior literature which emphasizes real-time tracking as a trust-building mechanism (Kamble et al., 2020; Vakulenko et al., 2019; (Vakulenko et al., 2018; Esper et al., 2003; Zhang & Liu, 2021; Zhu et al., 2022). These findings resonate with prior research that emphasized the dual role of logistics technologies in enhancing both transparency and psychological assurance (Holmström et al., 2019; Kamble et al., 2020). Real-time tracking reduces uncertainty and allows customers to monitor progress, thereby reinforcing perceptions of reliability and trust (Nguyen et al., 2020). According to Feng, (2021), the adoption of innovative technologies like real-time tracking systems can improve positive customer satisfaction levels.

Objective Two: To investigate the relationship between delivery timeliness and customer trust.
Table 4: Correlation between Delivery Timeliness and Customer Trust.


	

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics

	
	
	
	
	
	R Square Change
	df
	Sig.
	Durbin-       Watson

	1
	.711a
	.506
	.027
	1.19450
	.222
	14
	.346
	   1.932

	a. Predictors: (Constant), Delivery Timeliness

	b. Dependent Variable: Customer Trust



	

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	200.172
	1
	1.086
	.631
	. 346b

	
	Residual
	481.162
	399
	1.721
	
	

	
	Total
	681.333
	400
	
	
	

	a. Dependent Variable: Delivery Timeliness

	b. Predictors: (Constant), Customer Trust



The second objective sought to examine the relationship between delivery timeliness and customer trust. The regression model revealed a moderate correlation (R = 0.711) between the two constructs. This suggests that as delivery timeliness improves, there is a corresponding positive tendency in the level of trust customers place in logistics providers. The coefficient of determination (R² = 0.506) indicates that approximately 50.6% of the variance in customer trust can be explained by delivery timeliness. However, the adjusted R² value of 0.027 represents a drastic decline. This therefore implies that the predictive power of delivery timeliness is limited once adjustments for the model and sample size are considered. The ANOVA output yielded an F-value of 0.631 and a p-value of 0.346, far above the conventional 5% significance threshold. Prior research has consistently underscored the importance of timely delivery in reducing uncertainty and reinforcing customers’ faith in logistics providers (Esper et al., 2003; Vakulenko et al., 2019; (Lim et al., 2018; Dareth et al., 2024; Candra et al., 2022; Ridho et al., 2021; Akıl & Ünğan, 2021; Mangiaracina et al., 2019; Boysen et al., 2018). Reliable delivery timeliness increases perceived value, improves trust, and reinforces retention (Gefen et al., 2003; Singh & Saini, 2021; Akram et al., 2022). Yet, the current results suggest that while timeliness is valued, its effect on trust may be contingent upon other dimensions of last-mile delivery, such as real-time tracking visibility, communication quality, and the overall consistency of the logistics service (Holmström et al., 2019; Kamble et al., 2020). The strong positive correlation between real-time tracking and customer trust reinforces the predictive power of Perceived Usefulness (PU) and Perceived Ease of Use (PEoU) in TAM, highlighting how technology adoption directly influences trust in logistics. Although delivery timeliness was found to have a moderate relationship with trust, the lack of statistical significance suggests that other factors, such as real-time tracking, may have a stronger influence on trust formation. This aligns with previous literature that emphasizes the importance of operational transparency in e-commerce logistics.
5.0 Conclusion and Recommendations

5.1 Conclusion
This study set out to examine the influence of delivery timeliness and real-time tracking on customer trust in last-mile logistics among Generation Z consumers in Rivers State, Nigeria. The findings demonstrate that real-time tracking exhibits a strong positive correlation with customer trust, which explains about 89% of the variance. However, the statistical significance falls marginally outside the conventional 5% threshold. This therefore, indicates that while tracking significantly shape consumer perceptions of trust, their influence may be moderated by other contextual factors like communication quality, delivery accuracy, or prior service experiences. Delivery timeliness, on the other hand, showed a moderate relationship with customer trust, and accounted for just over 50% of the variance but without reaching statistical significance. This suggests that timeliness despite being key in shaping perceptions of service quality, may not guarantee trust without other service attributes. For logistics providers, enhancing the visibility of delivery progress through real-time tracking and ensuring timely deliveries are key strategies to strengthen customer trust. Furthermore, continuous improvements in transparency and communication are essential for fostering long-term loyalty among Generation Z consumers.
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