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ABSTRACT

The evolution of online shopping started when big players like Amazon began selling all types of
merchandise. Customers understood the ease of shopping online, so the trend grew even stronger. It
is therefore essential to conduct a study of online shopping usage and the perception of customers
during COVID-19, especially in the grocery sector. In this study, approximately 28 respondents from
50 specifically targeted groups were surveyed, and data collection was undertaken through a structured
questionnaire. The regression method was conducted to analyze the collected data. Additionally, 5
interviews were conducted to validate and support the findings. Customers definitely preferred online
grocery shopping (OGS) services during COVID-19 due to safety, convenience, and government
restrictions. The influential factors were very important in this case, like delivery times, good discounts,
and the quality of products. Secondly, OGS services were more stable and alert during the pandemic
situation, following the government’s rules and restrictions. Customers were extremely satisfied with
the safety precautions during COVID-19, the assistance provided through helplines for support, and
the increased customer reach to make groceries as accessible as other reputable online departments.
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1. INTRODUCTION

The COVID-19 pandemic caused many large businesses worldwide to be heavily impacted by negative
effects, especially the food industry. According to Aday and Aday (2020), the percentage of food
purchases from offline supermarkets and use of food service is 50% of what it was before the outbreak.
Farmers have limited access to the resources and labor needed for farming due to road constraints,
leaving more than 40% of Africa’s agricultural land uncultivated. Moreover, the COVID-19 crisis
has caused some governments to change their food trade policies, shifting toward promoting imports
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and restricting exports. In the UK, the highest record made in the online shopping sector was around
87% of people in the UK, which was 10% higher than in 2018 (Aashind, 2022). This shows us the
increased number of users moving toward the online shopping industry. Customers chose online
shopping more frequently than compared to offline methods.

The start of 2020 introduced a series of events that largely affected the online sector and the
majority turned out to be difficult for sales of the daily essentials like groceries, as there were
lockdowns imposed on populations of every city in the UK. There were different types of lockdown
laws imposed by the UK government in response to the coronavirus pandemic, like gathering,
movement and business restrictions (Ferguson and Brown, 2022). Any kind of contact within a
crowd of people was something people became scared of. So, everyone had to stay home and avoid
outside contact. Hence, people preferred to stock up on goods at home so that they would last long
enough without the need to go out to purchase necessities. There was a change in behavior from
normal to panic buying/ impulsive buying (Aljanabi, 2021) during the early stages of COVID-19.
This change was the motivation in the first place for this research. It showed that customers were
turning more towards online grocery shopping and preferring it for daily household goods as well
and not just for clothing or accessories. As customers shifted towards OGS services, a new pattern
of customer behavior emerged in this sector. This study was mainly directed toward understanding
that pattern and the factors influencing customers. OGS services are not a new thing, but due to the
pandemic, there was a whole new group of people who became inclined towards it, and to reduce
the gap between this new relationship, the OGS respondents took new steps to reach their customers
and provide help/support 24/7 (Mathew, 2022).

1.1 Aims and Objectives

The main purpose of this project is to analyze the change in customer behaviors and the influential
factors that made customers more comfortable with OGS during COVID-19. Prior to the pandemic,
even though the same items were available online, people preferred to go out and buy them themselves
due to the difficulty of adapting to the new behavior. Whereas during the pandemic phase, customers
were able to shift to this new change, which in turn created a new buying behavioral pattern.

The main underlying objective of this research is to study the changing landscape and understand
the influential factors in the behavior of customers of online grocery shopping amid a pandemic
due to the growing choice for cashless shopping options for groceries and daily items. This study is
focused on researchers’ motivation to understand whether there were any positive impacts on OGS
services during COVID-19 using the real time feedback from customers. The main research points
are mentioned below:

1. To perform an evaluation of verifiable methods to inspect and learn about the majority of factors
responsible for customer behavior.

2. To examine and verify customer perception from the data collected for buying groceries online
during COVID-19.

3. To clearly provide a heuristic approach to the positive and negative experiences of customers
while online grocery shopping, in order to understand what factors customers care about?

1.2 Research Questions

The aim and objectives lay the foundation for this research project and after carefully understanding
them both, the main questions/problems that this research paper will focus on are below. The below
questions also outline the tasks that define this project:

1. What are the main influential factors responsible for customers choosing online grocery shopping
during COVID-19?
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2. What are the essential considerations for the online grocery shopping industry to take care of
during a pandemic?

3. How does the customer experience during the pandemic lay down the future for the online grocery
shopping industry as a whole?

1.2.1 Structure of the Paper

Section I outlines the foundation and the background to which the whole research is based, and it gives
the underlying concept of the research and its presentation. The existing literature reviews articles,
research papers and supporting studies which were described in detail in Section 2 to form the basis
of the hypothesis. Section 3 describes the methods of data collection, data analysis and sampling of
data and the research methods used to analyze the records. Followed by Section 4, where the data
collected is analyzed and the results based on the hypothesis have been clearly defined. The accepted
and rejected hypotheses are briefly explained with the reason for the specific decision after analysis
of the statistical significance of each influential factor in Section 5. The concluding summary of the
whole research is represented using the results and discussion in Section 6. The limitations/constraints
observed for the overall research, with some suggestions for future study are explained in Section 7.

2. LITERATURE REVIEW

2.1 The Emergence of the Pandemic

The COVID-19 pandemic has caused a very tough situation for the whole world and due to this
many top-running businesses collapsed. The industries saw a situation that no one would have
ever imagined. There were extreme measures taken by the UK government to handle this dreadful
situation. Keeping in mind the economy of the country and handling the lives of millions of people,
the government imposed a lockdown on 16 March 2020. The UK Prime Minister urged everyone to
stay at home and stop any travel and contact until further announcement. The pandemic changed all
the courses of daily activities for the citizens of the country. No one was allowed to go out of their
houses for any contact until unless there was an emergency situation. The lockdowns were imposed
on different states and cities. Hence, people were required to follow strict guidelines to stay healthy
and at home (Martin-Neuninger & Ruby, 2020).

According to the publishing services of the UK government, the observations made on the
consumption of food and drink items were as shown as Table 1 (Public Health England, 2020). The food
and drink categories had shown the highest increase in sales just before the lockdown was imposed.

Table 1. Timespan of records and food/ drink categories sales increase during 2020

The time span during 2019- 2020 The higher difference in sales (%) Highest recorded sales (%)
21 June 2019 — 21 June 2020 11
23 March 2020 43.6
June 2019 — June 2020 17.7
Categories Name of the items % increase in sales during 2020
Drinks Alcohol 27.6
Home cooking 23.5-262
Food/ Drinks
Savory carbs and snacks 18.8
Frozen meat 19.1
Food
Frozen confectionery 17.8
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2.2 Age and Gender Influencing Customer Behaviors in Online Grocery Shopping

Online shopping is a billion-dollar industry with increasing demands every year. In a study undertaken
by U.S. Census (2022), they found that there was an increase in online shoppers by around 36.3%
between the third quarters of 2019 and 2020. Hence, they predicted that the OGS sector would need
to grow to serve the increasing demands of its customers.

With regard to age categorization, according to a study by Gong, Stump and Maddox, in 2013,
younger customers were more drawn to online shopping and had a higher frequency than older ones.
Older adults came across more obstacles while shopping online in terms of value, risk and traditional
patterns (Suman, Vadera, & Srivastava, 2019). Shoppers in the age group of 20-22 years, shopped
online more often than the older age groups and had a tendency to shop more after their first online
shopping experience (Mathew, 2015). The new technologies and user experiences were enhancing
in surprising ways, which was a major reason why older shoppers were showing less interest in
adopting the new online shift, which comes from a lack of user experience rather than the age factor
(Hernandez, 2011).

With regard to female shoppers, they were more inclined toward the components and website
functionalities and the convenience of it. In contrast, male buyers showed higher intentions to shop
online after their first experience. Online shopping is the most in-demand activity on the internet these
days, and buyers are in search of good quality products, good discount offers and flexible delivery
options. In a study conducted by Lin et al. (2019), women buyers have a tendency to pay attention to
relevant details more than men. The interesting part of online shopping these days is despite gender-
specific differences in other mediums, an increasing number of women are using the internet for
online shopping and the gap is subsequently decreasing (Lin et al., 2019):

H1a: AGE is a significant factor in the relationship between purchase intentions and online platform,
with a negative effect.

H1b: Profession is a significant factor in moderating the online purchase intentions. During COVID-19,
customers in different professions had different frequencies of using OGS services.

2.3 Statistical Analysis of Changes in Customer Behavior during COVID-19

The emergence of COVID-19 drastically affected the way customers conducted their grocery shopping.
In 2021, a survey was conducted to research and find some statistical data on this topic about the
percentage of people wanting to shop online or whether they would continue to do so in the future.
As we saw grocery shopping patterns changed during the 2020-2021 pandemic year, as by the end
of May 2020, it was reported that nearly 30% of shoppers agreed that they had seen an increase in
their online grocery shopping activities. Alcoholic beverages were the most commonly bought items
during the year and the least popular items were fish and non-alcoholic beverages (Tighe, 2021).

A survey was conducted in the UK to understand the customers’ preferences in shopping for
groceries online post-pandemic (Coppola, 2022). The results showed that the changes in a customer’s
perception depends on a number of factors like better product options, efficient ordering process,
discounts and lower prices, delivery times, ease of shopping from home, hassle-free shopping and
avoiding multiple trips to the store, time-saving options and many other benefits. But as COVID-19
hit the UK, some other factors were added to the list that many customers preferred online shopping
due to the safety measures, such as avoiding physical contact with other people, safer than visiting
stores/outlets, and home delivery options and strictly following the safety precautions.

Situational factors like perceived value, ease of use, usefulness, benefits and risks lead to the
identification of behavioral intention based on the level of satisfaction (Alaimo, Fiore, & Galati, 2020).
As we can see in the above survey, 42.6% and 6% of customers responded that they were continuing
with online grocery shopping after the pandemic. This is because of the precautions taken by the
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food companies in delivering groceries, which constitutes an important part of customer preferences
following the COVID-19 implications. Hence, this hypothesis forms the first conclusion:

H2a: The frequency of shopping for groceries online has increased during and after the post-pandemic.

2.4 Using Customer Value as a Decision Tool

The empirical research and theory based on customer value is usually defined as CV, and can be
measured by the customer’s utility value based on the perceived costs and benefits of using the
product (Park et al., 2018). There is a difference between the customer value generated from using the
same services in various situations. Like before the pandemic, customer shopping was more inclined
towards self-desired and self-sufficient products, but the after-effects of the pandemic changed it to
only self-sufficient shopping as it was the most essential. Information systems have played a large role
in collecting, organizing and analyzing data to generate useful customer value insights and identify
the key attributes responsible for generating the most effective customer value. (Ainin & Mohd
Salleh, 2014). The value-based hierarchy describes the customers’ preferences based on attributes
such as product performance and the value they gained from it and evaluates user experience. The
CSM process has been very useful in determining customer value, leading to customer satisfaction.
It’s a cycle that involves a customer buying a certain product according to their needs/wants, user
experience for a certain period of time, evaluating results — how well the product performed -> which
in turn will decide the future of the product.

Customer satisfaction is a qualitative descriptive measure and needs statistical analysis with data
and sampling to prove the facts (Nedelcu, Dumitrascu and Cristea, 2010).

Chanpariyavatevong et al. (2021) considered that customer satisfaction measures are a critical
factor in predicting customer retention, customer loyalty, attracting new customers and repurchase
intentions, which is vital to any product or company.

CSM includes this in its process — identifying potential customers and what they require or desire,
analyzing the key buying criteria and evaluating the performance of the products. This could be used
as a tool for identifying the customer value generated while using the CSM framework.

Sellers identify the consequences of their actions in this process of delivering quality products
to their customers while maintaining all the buying criteria specified. The below hypotheses were
derived from the research study above:

Buying criteria: Household products/ Grocery items.

Preventive measures: Maintain social distancing, wear masks, and safe delivery.

Customer Value metrics: Quality products, ease of ordering, convenient deliveries,
safety concerns.

As per the article published by McKinsey in 2020 (Kohli, Timelin, Fabius, & Veranen, 2020),
they categorized the shake-up of customers’ preferences in online shopping in an interesting way:
Temporary trends and Enduring trends. The temporary trends might be high today, but not as much
as in the coming 4-5 years, so they cannot be a part of the strategies involved in this segment to retain
or gain more customers. Temporary trends are as follows: Large basket sizes, reduced self-desired
consumption (on-the-go products), major customers turning towards trusted brands, using trusted
products for sustainability, and staying at home.

The second hypothesis conclusion is as follows:

H2b: Customer satisfaction was derived from factors like safety measures, convenience and flexible
delivery times.
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2.5 Changes in the Basket Sizes of Grocery Shoppers During COVID-19

During the pandemic, there were nationwide lockdown phases all over the world, mainly starting
from March 2020 till the end of 2021, during which many stores/outlets were shutdown leaving
customers with the option of online grocery shopping or very limited access to stores whenever there
was some relief in the lockdowns imposed (Boyle and Bond, 2022). This made offline customers
move online and buy large amounts of food products, daily household essentials and other items. In
turn, this increased the basket size of grocery shoppers because the customer could buy all sorts of
products in just one order. As the different online shopping websites were taking advantage of these
larger purchases, they started introducing exclusive offers to attract more customers and increase
organizational profits. One of the largest followed offers was giving free deliveries/ discounts on
orders above £10 - £25 (Martin-Neuninger & Ruby, 2020).

Directly proportional to this offer, customers preferred to buy more groceries to get the free
deliveries and discounts, which gradually increased the basket size of every order.

The patterns of basket sizes of customers can be seen below (Martin-Neuninger and Ruby, 2020):

1. A general increase in basket sizes of above £10.
2. The sharp increase in basket sizes of above £30.

It is clearly apparent that the online grocery shopping experience has its own complexities, but
as COVID-19 urged many new customers to shift to digital interfaces, the applications and website
navigations became more important. In a national survey study conducted by (Burke, 2002) about
what customers wanted in the physical and virtual stores showed that customers are best satisfied
with the convenience, quality, selection, and value provided by the retailers and OGS sites. As new
technologies are enhancing the shopping experience, the main formula for making customers happy
and satisfied is making the applications tailored to the unique requirements of changing customer
segments and multiple product categories.

H2c: Safety issues, convenience, discounts, quality of products and value provided were significant
factors for customers having a preferred website.

2.6 The Need for CRM Systems in the Post-Pandemic World

Customer Relationship Marketing (CRM) systems have been helping businesses for a long time and
were needed much more than ever during the pandemic. Apart from retaining existing customers,
gaining new customers was also managed through the deployment of CRM systems. This was
achieved by analyzing data and user insights and enhancing business work patterns. CRM also
helped to maximize existing customer value by supporting teams that were working remotely, to
ensure provision of a well-guided and efficient customer experience to both existing and potential
customers (Hannath, 2022).

To keep the economy functioning effectively in crisis conditions like COVID-19, a stable
operational telecommunications infrastructure and a high level of digitalization are of vital importance,
according to arigorous study in 2020 by Katz et al. The study recommends that the public and private
sectors need to collaborate and cooperate to promote the improvement of the digital ecosystem
(Scutariu et al., 2021). According to the research done by Scutariu et al. (2021), using dendrograms for
comparative analysis during the year of 2018 and 2020 with Euclidian distance and Wards methods,
a grouping of 31 European countries was undertaken in 7 clusters. CCS and ECRM were some of
the significant variables used in this study to show the percentage distribution by every country. The
United Kingdom was a part of cluster 4. Hence aligning with the conclusion, the UK was seen to be
risen by 30% in CCS and 22% in ECRM. In research conducted by Limon (2021), a survey analysis
was conducted to understand the frequency and situations of safety measures taken during food
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delivery. In this research, it was stated that the essential factors in food delivery include disinfecting
vehicles used in delivery, cleaning, sanitizing the bags and high levels of hygiene maintained for the
sanitization of food. Changes were observed in customer behavior and adaptations to new methods like
shopping online for groceries and food, home deliveries and online payment transactions (cashless)
due to the increased contamination measures (Eger et al., 2021).

H3a: The safety measures taken by the OGS respondents during the pandemic were a part of the
new approach toward online selling.

H3c: Customer reach through emails, messages and recommendations to establish strong customer
relationship management

2.7 Customer Trends Transforming the Online Grocery Shopping Sector

Following the pandemic, many big companies, outlets and vendors had to change their way of selling
to make it more convenient, safe and easy for customers. Jean-Philippe Nier, head of e-commerce for
Kraft Heinz business in the UK and Ireland, said “The big step for us was really trying to make the
platform a more personalized experience for customers and to push a product that you cannot find
in the retail world” (Creasey, 2021).

1. Increased online shopping during and after a pandemic is the new behavior.

The COVID-19 lockdowns required people to stock up and fill their food storage, as everyone
was staying and working at home. The study shown in this article explained the main reasons why
customers ordered groceries online. 21% of people confirmed that they preferred to stock up grocery
supplies while ordering online (Aull and Begley, 2022).

2. A simple and easy user experience is necessary.

A simple user experience for the customer makes it easier for them to conveniently use the
applications for online grocery shopping. This way, while retaining customers, new customers get
attracted to the easiest features of the online shopping platform.

3. Customers are willing to pay the delivery fees — convenience, ease and quality are important.

Amidst COVID-19, customers expected fewer delivery times and large basket sizes, that is,
high-order deliveries, because high-order value deliveries can signify the presence of “want” and
“should” items in the online shopping basket (Bauerova, 2018). The value proposition has increased
due to delivery and operational efficiencies, increased basket sizes, preferred delivery slots, same-
as-instore pricing, a huge variety of options to choose from and the convenience of providing any
instructions to be followed during delivery.

Many online grocery shoppers used strict measures to help deliver the orders safely by following
the social distancing rules.

4. E-commerce shopping has different features and options to provide.

The distinctive features of online shopping websites guide shoppers into either convenience-
oriented or recreational shopping (LaRose, 2006). This study showed the features highlighted
and broken down into categories, including the most important and significant features of online
grocery shopping:
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Quick and easy selection of products.

Ability to choose from a variety of products and categories.

Ease of ordering and getting it delivered to your doorstep.

Promotions, discounts and offers for orders to provide product selection.
Support and chat feature to help with any issues/ doubts with orders.

Dk e =

2.7.1 Transition to Remote Working

Digital technologies were highlighted as the most important tools in helping this acceleration during
COVID-19. The enduring daily routine patterns were changed in response to adapt to a “new normal”
life through activities like working from home, the rise of e-pharmacy and e-doctors, entertainment
source channel shift from physical to digital and a surge in e-commerce (Kohli, Timelin, Fabius, &
Veranen, 2020).

2.7.2 Shift to Digital Buying and Selling

There was an active surge in digital transactions more so than traditional ones and respondents
considered digital transactions to be more significant, as they are likely to be the most used methods
in the upcoming years (Gavin & Harrison, 2020). More than 90% of respondents transitioned to the
virtual sales model during Covid-19 around the world, according to the reports published by McKinsey
in 2020. The survey conducted by McKinsey showed that 43% of B2B respondents in the UK moved
their all-field sales team to videoconferencing/ phone interactions with their customers, which was
not seen before. This made customers reconsider their shopping habits, making the alternative to the
peripheral habit the core and the peripheral the existing habit (Sheth, 2020).

H3b: Assistance provided through helplines/support pages or emails by the OGS respondents was
considered by the customers to feel valued in the OGS services.

2.8 Conceptual Framework

The emergence of the pandemic introduced many changes in our day-to-day lives, from daily routines
to daily shopping. As people started to understand the seriousness of the pandemic spreading and
became aware of the situations happening around them, there was much fear, anxiety and panic
created amongst them. The government started imposing lockdowns and social distancing measures
very strictly, as it was confirmed to be a highly contagious and widely spreading disease worldwide.

As much as government-imposed measures were important, it was also established that
individually self-imposed safety measures like frequent handwashing, wearing masks, sanitizer usage
regularly and keeping away from crowds proved to be the most effective prevention methods during
COVID-19 (Teslya et al., 2020). There are many existing theories of protection motivation, which
arise out of fear and anxiety of an individual to take preventative measures to avoid a dangerous and
extremely tough situation. Fear is described as a challenging motivational variable for an individual
which makes them take necessary action to feel safe and decreases the intensity of a far worse situation.
COVID-19 was a key situation in which fear was a main motivation for people to take action to stay
safe and away from the pandemic. (Eger et al., 2021). The above research concludes the findings for
analyzing the resultant customer behavior based on emotions like fear, anxiety and safety and how
it impacted actions in online shopping.

The direct effects of government-imposed rules such as lockdowns, shutdowns of cities, malls,
travel, and other physical gathering spots, restrictions on the crowd and strict social distancing created
the impact. The UK government took action to ensure people followed the rules thereby causing
them to adopt online/ digital shopping interactions for almost everything in order to stay safe. People
moved to online grocery shopping options as a PM for a convenient and easy daily shopping shift.
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Figure 1 shows a motivational and perceptual framework combining existing and influential
factors for changes in customer behavior during COVID-19. Following the conclusions identified
based in the above literature reviewed, it is important to validate whether the influential factors are
positively responsible for the change in customer behavior and the new pattern of OGS services. Thus,
the below hypothesis has been perceived to analyze the final results of this research:

H1a: AGE is a significant factor in the relationship between purchase intentions and online platform.

H1b: Profession is a significant factor in moderating the online purchase intentions. During COVID-19,
customers in different professions had different frequencies of using OGS services.

H2a: The frequency of shopping for groceries online has increased during and post-pandemic.

H2b: Customer satisfaction was derived from factors like safety measures, convenience and flexible
delivery times and the reason for the change in customer perception.

H2c: Safety issues, convenience, discounts, quality of products and value provided were significant
factors for customers having a preferred website.

H3a: The precautionary measures taken by the OGS respondents were a significant part of the new
approach and the reason for the change in customer perception.

H3b: Assistance provided through helplines/support pages or emails by the OGS respondents was
considered by the customers to feel valued in the OGS services.

H3c: Customer reach through emails, messages and recommendations through strong customer
relationship management have a strong effect on customers’ intention to shop for groceries
online again.

Figure 1. Combining existing and influential factors for changes in customer behavior during COVID-19 - Motivational and
Perceptual framework

Changes in OGS services during COVID-19

Consumer vs Company factors

Consumer Personal characteristics

Frequency change H2a

during pandemic

Hla
Age

factors

mer

Satisfaction on H2b
delivery times

H1b
Gender

)

IMP factor for H2c

preferred OGS site

Precautions taken H3a
during pandemic Consumer purchase

perceptions

Assistance provided H3b
chatbots/helplines

Customer reach H3c
through text
msgs/emails
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3. RESEARCH METHODOLOGY

3.1 Research Method and Design

Content analysis mostly relies on statistical procedures for sampling a wide range of data and then
categorizing them into meaningful theories by establishing inter-code reliability to test hypotheses
(Lindgren et al., 2020). The study identified vital articles in forming a conceptual background and
hypothesis to lay down the structure of this research. Researchers were broadly categorized into how
well their articles related to this study. Important articles were closely observed and determined in
order to establish the first part of this research. The difference between customer behavior before and
after the pandemic has certainly changed. Accordingly, the work patterns of online grocery shopping
respondents have responded to that change quite well.

In order to test the hypotheses described and analyzed in the literature review, the online
questionnaire method was used. The survey was formed with a total of 17 questions that targeted the
customer OGS behavior both during the pandemic and captured their intentions after the pandemic.
A primary advantage of using online questionnaires is that they can save time, be cost-effective and
give easy access to the desired community with the same characteristics. Researchers can save a lot of
time by working on other tasks and simultaneously collecting the data in the backend (Wright, 2006).

The first five questions were related to understand customers’ personal OGS characteristics,
starting from their age, profession and “whether they shop for groceries online or no”, if they selected
yes, then they would be required to jump to the next questions and if they chose NO, then they should
select an option in the further question, which clearly specifies the reason for it.

The next section of questions from Q6 — Q11 was to understand their perspective on the OGS
services during COVID-19 and what they like/dislike. Then, after Q8, the questions were intended
to understand what motivated them to order groceries from the same OGS website.

From Q12 onwards, it was basically to analyze the behavior of the OGS respondents during
COVID-19 to increase sales and provide safe deliveries to customers. For example, whether they
followed the safety precautions and rules mentioned by the government.

3.2 Method of Data Collection

Data collection was undertaken using the Google forms questionnaire, which is shown in Table
12 of the Appendix. The survey consisted of 17 questions, which started from the customers’
profession to their experiences during the pandemic In OGS services, what they liked and disliked,
how the respondents dealt with the COVID-19 rules like safety precautions, safe deliveries, etc. The
questionnaire was sent to 50 respondents in total, all of whom were living in the UK, were using the
OGS services, and had access to a mobile, laptop, or desktop with an internet connection. There were
responses from 28 people received back. The questionnaire was sent through a link on Instagram,
LinkedIn and WhatsApp and accepted responses over a two-week period.

3.3 Sampling

A sampling of data was used for the quantitative analysis, where responses to the questionnaire from
the public were collected in Google forms to cover a wide range of areas that would best assist the
researchers to analyze customer behavior changes. The questions were formed keeping in mind the
situational changes that occurred in the OGS sector during COVID-19 from both the vendor and the
customer sides as a response to the restrictions. The responses collected were used to categorize and
segment data into valuable results and findings and establish a relationship between the qualitative
content analysis and quantitative data collected. Aligning the data collected from the real-time world,
where people recorded their responses based on their experiences, would help provide judgments and
conclusions. Changes in customer behavior during COVID-19 in the OGS sector were remarkably
progressive. Hence, there are a lot of research articles and studies based on this topic, which helps us
to identify the current gaps and make the OGS sector even more stable and reliable for the upcoming

10
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years, so that in such crisis times, the systems would function 100% accurately (Suman, Vadera, &
Srivastava, 2019; Alaimo, Fiore, & Galati, 2020; Kohli et al., 2020). Similarly, this gap was covered
by analyzing the existing research on customer behavior and recorded customer responses.

The main sampling was undertaken in 5 categories:

1. Age, profession, and reason for yes/no to OGS.

2. Safety precautions are taken by respondents during COVID-19 deliveries.
3. Customer experiences during COVID-19 in the OGS sector.

4. Ease and accessibility of services provided by the respondents.

5. Reason to have a preferred website for shopping for groceries online.

4. RESULTS

4.1 Data Analysis and Interpretation

The results of this survey were split into three main categories from which the below descriptions
and analysis have been derived. The main intention of forming these categories of responses was
to analyze the customer and OGS organizational behavior during COVID-19 and derive the most
promising influential factors:

1. Personal factors aligned:
Hla- Age
H1b — Profession
2. Customer factors:
H?2a - Frequency change during the pandemic in using OGS H2b - Satisfaction with delivery times
H2c — Imp factor for preferred OGS website
3. Company factors:
H3a — Precautions taken during a pandemic
H3b - Assistance provided using chatbots/helplines H3c¢c — Customer reach through
messages/emails

This analysis has been divided into customer changes and, correspondingly, organizational
responses to COVID-19 restrictions.

4.1.1 Personal Factors Aligned

Here, the main purpose is to check and analyze the frequency using the crosstabulation method in
the IBM SPSS statistics tool. The main factor which explains the change in the frequency of buying
groceries online was analyzed according to age and professional parameters. It is useful to keep one
point constant and validate how it aligns with two of the personal characteristics of the respondents.

e Profession: Table 2 shows the respondents’ professional descriptive statistics. According to the
profession, the observations stated that students bought the most during the pandemic and just
less by a difference of 1. Respondents with jobs/businesses have a count of 10. We got a total
of 21 counts, which agreed to have increased the usage of OGS services during COVID-19,
following in line with the vital parameter of this research.

e Age: As shown in Table 3, the responses recorded from the total of 28 respondents show that
most of them were around the 20-30 age group, which aligns with the profession parameter as
well. The age group of 20-30 satisfied the expected count = actual count. These two identified
hypotheses were clearly calculated using the linear regression model to analyze their statistical
significance in further points. Prior to this, age was perceived as a moderating factor, where
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Table 2. Respondents’ professional descriptive statistics

More after
a 3 Yes — More
Less during the pandemic .
: No change during Total
pandemic due to safety A
pandemic
measures
Count 0 1 2 10 13
Job/ Business | xpected 5 1.9 9 9.8 13.0
count
Residual -5 -9 1.1 3
profi
Count 1 3 0 11 15
Student Expected 5 2.1 11 113 150
count
Residual 5 9 1.1 -2
Count 1 4 2 21 28
Total
Expected 1.0 40 20 21.0 28.0
Count
Table 3. Respondents’ age descriptive statistics
Less during the | More after pandemic due No Yes — More during
= . Total
pandemic to safety measures change pandemic
Count 1 3 2 16 22
20-30 Expected 8 3.1 16 16.5 220
count
Age Residual 2 -1 4 -5
group Count 0 1 0 5 6
30-40 | Fxpected 2 9 4 45 6.0
count
Residual -2 1 -4 5
Count 1 4 2 21 28
Total
Expected 1.0 40 2.0 21.0 28.0
Count

the interaction of older generations with the internet is not much accepted as compared to the
younger generations. As the professional factor does not give a confirmed result on moderating
customer behavior, the H1b hypothesis was rejected and Hla was accepted fully to analyze

them with the other factors.

4.1.2 Customer Factors

According to the data collected through the Google questionnaire, the questions were purposefully
framed to focus on the customer behavioral changes that occurred during COVID-19 and, in accordance
with that, how the OGS respondents responded to that change and had a sync with their customers. As
shown in Table 4, the highest percentage observed was in the first point of frequency changes, where
almost (72 percent) of respondents bought groceries more during the pandemic. The two responses
were very close for the delivery times followed, between Highly satisfied (37.9%) and Neutral (34.5%).
Amazon was the most favorite OGS website of around 41.4 percent of the respondents and out of
the 28 respondents, good discounts (36.2%) were the one common factor that was mostly chosen by
the respondents. Along with the quality of products (44.8%), which strongly influenced COVID-19
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Table 4. Consumer OGS preferences/perceptions during COVID-19

Frequency Percent
Less during the pandemic 1 34
Did the frequency of buying More after pandemic dur to 4 13.8
groceries online change safety measures
during pandemic? No change 2 6.9
Yes — More during pandemic 21 72.4
Dissatisfied 1 34
Highly satisfied 11 379

How satisfied are you with
the delivery times followed | Neutral 10 34.5
during pandemic?

Somewhat dissatisfied 3 10.3
Somewhat satisfied 3 10.3
Amaz.on - Fresh and 12 414
Morrisons
Which was your go-to ASDA 3 10.3
onlm.e grocery shoppmg Ocado 4 13.8
website during pandemic?
Others 7 24.1
Tesco 2 6.9
GOf)d dlsc'ounts and less 3 276
delivery times
Good discounts and quality 13 448

of products

Which was the important
factor in ordering from the Just good discounts 3 10.3
same website?

Only good quality of
products mattered

Only less delivery times
mattered

online grocery shopping. The above frequencies and percentages were from a customer perspective,
briefly describing the changes in the OGS patterns during COVID-19. The most positive point was
that most respondents were doing their OGS more during the pandemic and were looking for good
discounts, quality of products and fewer delivery times.

4.1.3 Company Factors

Table 5 shows OGS companies provided services and support during COVID-19. This data analysis
was done based on the frequency analysis. OGS respondents changed their working process and
behaviors where they had to accommodate the new safety measures, delivery timings and quality
of products in a crisis situation. Thus, not only their performance but the way they led this change
in OGS services during COVID-19 was of vital importance. The significance of respondents who
unanimously agreed on the level of satisfaction with the safety precautions taken by the OGS
respondents during COVID-19 was around 96.6%. Out of the total 96.5% responses, 24.1% of the
respondents were unhappy with the help/assistance provided by the OGS, but a good side to this was
definitely the high number of customers (72.4%) that felt the help/ assistance helped them to shop
with ease and convenience.

13



Journal of Global Information Management
Volume 31 - Issue 1

Table 5. OGS companies provided services and support during COVID-19

Frequency Percent

Did you encounter any bad experiences while buying No 17 58.6
groceries online? Yes 11 37.9

Maybe 5 17.2
‘Were you happy with the product recommendations

. e . . No 3 10.3

given specifically based on your shopping experiences?

Yes 20 69.0
Did the frequency of product recommendations increase No 5 172
during the pandemic? Yes 23 79.3
Did the website/applications provide smart assistants or No 7 24.1
chatbots to help you with your orders? Yes 21 72.4

Everyday 1 34
How frequent were the test messages or emails sent to Monthly 12 414
you based on your grocery recommendations? Not at all 4 13.8

Weekly 11 379
Did you get the notifications of your requested products No 7 24.1
when they are back in stock? Yes 21 72.4
During Ithe pandemic were you Sz.itleled with the safety Yes 8 2.6
precautions taken by the companies?

This difference in customer behavior highlights the gap between the satisfaction rate of customers
with OGS services. The relative factors like product recommendations, frequency of text messages/
emails, notifications of products back in stock and bad experiences counter a fair percentage of
the actions the OGS respondents took. These factors form a very strong foundation for the various
customer outreach methods that the OGS sites followed during COVID-19.

4.2 Influential Factors in Customer Behavioral Changes during COVID-19

In this section, the analysis of the dependent variable, which is “Frequency of using OGS change
during COVID-19”, was calculated with the other factors to identify the statistically significant aspect
of the hypothesis and understand whether they can be accepted or not.

Q1: Did the frequency of using OGS change during COVID-19? * Were you satisfied with the
delivery times followed during COVID-19?

Table 6 shows Chi-square tests of influential factor 1. The frequency of change in shopping
for groceries online during COVID-19 has changed drastically, with many new users moving
to remote working and responding proactively to this digital shift. Pearson’s chi-square tests
were performed to determine the statistical significance of satisfaction with delivery times on
frequency of using OGS during COVID-19. The chi-square statistic was 25.229, and the p-value
(.014) is in the same row in “Asymptomatic significance (2-sided)” column, which is less than
the designated alpha level (.05). Hence, the result is significant. The researcher rejects the null
hypothesis and the data confirms that delivery time has a significant influence on customer
satisfaction. Therefore, H2b is accepted fully.
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Table 6. Chi-square tests of influential factor 1

Value df Asymptotic Significance (2-sided)
Pearson chi-square 25.229% 12 .014
Likelihood ratio 15.380 12 221
Linear-by-Linear association 432 1 S11
N of valid cases 28

* 18 cells (90.0%) have expected count less than 5. The minimum expected count is .04

Q2: Did the Frequency of using OGS change during COVID-19? * Does customer satisfaction make
customers prefer to use the same OGS website?

As shown in Table 7, to identify the value of customer satisfaction with the regularly used websites
for online grocery shopping, the chi-square test result for this relation was found to be 13.755 with a
p-value of .317, as a result, was more than the normally accepted p-value of .05, the H2¢ hypothesis
confirmed that the two variables were independent of each other and did not have any statistically
significant effect on the outcome. Hence, the H2¢ hypothesis was rejected fully as the two variables
were not significantly related to each other.

Q3: Did the Frequency of using OGS change during COVID-19? * Did OGS provides smart
assistants/chatbots?

As shown in Table 8, the third combination was between the frequency of change variable and
smart assistants/chatbots, which was statistically proven to be significant with a score of p-value=.053,
which has a difference of 0.003 with the normally accepted p-value. The chi-square value was 7.683,
with 75% of the expected count with less than 5. This data analysis is supposed to be partially accepted

Table 7. Chi-square tests of influential factor 2

Value df Asymptotic Significance (2-sided)
Pearson chi-square 13.755% 12 317
Likelihood ratio 10.657 12 559
Linear-by-Linear association 781 1 377
N of valid cases 28

* 18 cells (90.0%) have expected count less than 5. The minimum expected count is .07

Table 8. Chi-square tests of influential factor 3

Value df Asymptotic Significance (2-sided)
Pearson chi-square 7.683%* 3 .053
Likelihood ratio 8.438 3 .038
Linear-by-Linear association 383 1 536
N of valid cases 28

*6 cells (75.0%) have expected count less than 5. The minimum expected count is .25
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for H3b hypothesis, as there is a slight significance of Smart assistants/ chatbots provided variable
on the frequency of change.

4.3 Model Significance

The linear regression model was performed and used to analyze whether the influential factors in
different formats add any statistical predictive power to the changes in customer behavior/ perception
intentions during COVID-19. As shown in Table 9, there are two models specified to analyze the
constant and variable factors, like in Model 1, Frequency of change, customer satisfaction and
customer-preferred OGS site have been found to be statistically significant (F(3,25)=3.286, p>0.000)
with an adj R2 of .197. As the R2 was found to be .283, and the adj. R2 was .197, which indicated a
slight reduction in the model’s precision of statistical significance between the model factors. Thus,
Model 1 explains 19.7% of the variance in the predicted value of influential factors. It was derived
that for identifying the Frequency of a change of OGS during COVID-19, there were two qualifying
metrics: customer satisfaction and delivery times. But due to the reduction in precision, it wasn’t
correctly defined which factor had the most weightage.

Statistically, customer satisfaction was found to be significant with (t(1,91)=2.234, p>.000),
whereas delivery times was not precisely significant with (t(1,91)=1.445,p=.161).

With the next 2 influential factors: Precautions taken by the OGS and Assistance provided in
the forms of helplines/ support, (F(6,22)= 3.027, p>.000) with an adj. R2 of .303. Hence, Model
2 explains 30.3% of the variance in the predicted values. The frequency of change in the online
grocery shopping variable was found to be statistically significant, with a p-value of (p=0.026) in
the descriptive analysis.

A linear regression was carried out to identify whether the dependent variable had any statistical
significance with the other influential variables that supported the frequency of online grocery
shopping during COVID-19. The objective of Pearson’s correlation test was to determine whether
personal factors, in this case: Age and Profession influenced the change in online shopping behavior
during COVID-19.

Furthermore, the other specified hypothesis has been observed in this matrix, where we tried
to inspect the difference in the variables’ significance in the regression models to analyze the
multicollinearity between the influential factors and the frequency of change in using OGS services
during COVID-19. As shown in Table 10, the frequency of change variable has a significant correlation
with many other variables.

For example, frequency of change variable was significantly related to the OGS providing smart
assistants/ chatbots (.101), customers happy with product recommendations (.312) and the critical
factor that customers preferred websites based on their choices (.378). Hence, the tests analysis and
significant variables agreed to accept the H2a and H3c hypotheses completely. This 2-way correlation
was identified to be significant at 0.05 level (2-tailed) matrix. The difference between the significant
values of the variables was due to multicollinearity.

When adding the three influential factors: customers happy with product recommendations,
customers satisfied with delivery times, and Safety precautions are taken during the pandemic in

Table 9. Model Summary - Linear Regression output

. Change Statistics
Model | R | RSquare A(iéltllls;icl | e Esimae | R Sauare FChange | dft | df2 | Sig
Change .
1 532 283 197 973 283 3.286 3 25 037
2 672 452 303 .907 .169 2.267 3 22 .026
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Table 10. Pearson’s independent variables correlation matrix

Were
Lozl you Important
frequency | satisfied ;
of using with (Exsieiin
Age 0GS deliver Did OGS provide ordering Happy with
& Profession very smart assistants/ from the product
group change times q
q chatbots? same recommendations?
during followed 0GS
COVID during website
-19? COVID
-19?
Pearson ~
Age group correlation
N 28
Pearson. _386*
correlation
Profession Sig
(2-tailed) 042
N 28 28
Pearson | 79 | _ 168 -
correlation
Did Frequency of
using OGS change | Sig
during COVID-19 | (2-tailed) 689 391
N 28 28 28
Pearson 352 150 127 -
Were you satisfied | correlation
with delivery times Si
followed during (Z-gtaile 4 .066 447 521
COVID-19
N 28 28 28 28
Pearson 101 -041 ~119 000 -
correlation
Did OGS provide
smart assistants / Sig 611 835 546 1,000
chatbots? (2-tailed) : ' : :
N 28 28 28 28 28
Peml““. 378% -358 -170 -162 091 -
Important factor correlation
in ordering from Si
the same OGS 8 .047 061 387 410 646
N (2-tailed)
website
N 28 28 28 28 28 28
Pearson 312 -279 051 -262 079 0.13 -
correlation
Happy with
products Sig
recommendations? | (2-tailed) 107 150 796 178 .688 948
N 28 28 28 28 28 28 28

*. Correlation is significant at the 0.05 level (2-tailed)

Model 2, it was found to be statistically significant (F(6,22)=3.027) and p>0.000 with an adj. R2
of .303. After the statistical significance was established between the variables, the points increased
by .146 points for each unit in the influential factor of variable customer reach, .240 points for each
unit of increase in the customers satisfied with delivery times during covid-19 variable and safety
precautions had an effect with 2.961 points for each unit of increase. Thus accepting the hypothesis,
H1a, H2a, H2b, H3a, H3b, and H3c.
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In this case, multiple differences between the professional factors and important factors for
customer-preferred OGS sites depend on factors like situational change, product demand, OGS site
offerings, etc. The H1b and H2¢ hypotheses were rejected, as the variables were independent and did
not have any statistical significance on the relationship between the influential factors for increasing
the frequency of customers using the OGS services during COVID-19.

4.4 Interview Results

An additional interview survey was conducted to five interviewee in this study to supplement the
statistical analysis results. The interviewees found it convenient and timesaving to use online stores
to shop, and three of them would buy everything they needed in life online, including food, daily
necessities, clothes, electronic devices, e.g. one international student often bought water from
online stores because buying large quantities offline was heavy and difficult to carry. The results are
summarized in Table 13 in the Appendix.

First of all, the results showed that most respondents bought more items during the pandemic,
with only one person having the opposite change, which may result from the safety measures after the
pandemic. This result is generally consistent with the statistical results of this study in Section 4.1.

Second, the age of the interviewees covered the range 20-50 years old, and their occupations
ranged from students to managers. Although the results of the statistical analysis reject the Hlb
hypothesis, that is, the profession is a significant factor in moderating online purchase intentions, our
interview results imply that purchase intention may be related to the salary corresponding to different
occupations since a student spends £500 per month, while a manager spends more than £2000 per
month during COVID-19.

Third, most interviewees encountered unsatisfactory experiences when using online grocery stores
for shopping. Safety measures, good discounts, quality of products, and fewer delivery times were
the most significant factors, which also validated H2b accepted by the statistical analysis. However,
the interviews provided details about the changing importance of these factors. The results of the
interviews showed that discounts and product quality were the top considerations for respondents
buying from online grocery stores, followed by delivery times. However, during COVID-19, the
aspect that interviewees were most concerned about for online shopping was delivery speed, followed
by discounts and product quality. It is worth noting that due to the possible health risks associated
with the delivery process due to the pandemic, delivery safety also emerged as a factor of concern
for customers.

Fourth, the interviewees were satisfied with the product recommendations given by the system
based explicitly on the user’s shopping experience, and all online stores involved will notify customers
that the item is back in stock, which supports H3c. It also implies that the advanced big data analytics
algorithm has performed well in customized product recommendations. However, the interviewees’
views on the frequency of product recommendations and the assistance of intelligent assistants or
chatbots from online grocery stores during the pandemic appeared to differ, possibly due to the
different technologies used by different online grocery stores.

Furthermore, the results of the interviews show that most interviewees consider online stores and
their products reliable, accessible, and acceptably priced since people can buy everything they want
at home without visiting different offline stores, searching for the lowest prices, and using electronic
discount coupons. Moreover, as e-commerce grows, the corresponding laws are becoming more
sophisticated. The regulations for goods sold online are even stricter than offline, making information
about all aspects of the goods more transparent.

However, respondents were not equally satisfied with the delivery speed of online stores
compared to the merchandise. According to the respondents, this was caused by store or city control
measures during the pandemic. Although comprehensive security precautions satisfied customers,
the cumbersome process made delivery less efficient, affecting customer satisfaction. Online stores
may need to balance security measures and delivery speed to maximize customer satisfaction.
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4.5 Summary of Lessons Learned

As online groceries have become more popular since COVID-19, more organizations and people have
used them as a routine type of work and interest weekly. More companies and representatives have used
online groceries, which have become more reliable and robust in service delivery and offering more
products on sale. During the interviews, it is noted that there are four reasons to do online groceries:

o Reliability of online shopping stores and their food/items: A high majority of online shops
and service providers provide reliable, high/medium quality of products/food, excellent customer/
delivery service and secure websites/payment methods. There are millions/billions of transactions
daily, with more than 99% of delivery on time.

o Delivery speed: Most of the service providers provide next-day delivery or special delivery
during and COVID-19. It also means food supply chains have been robust.

e Availability of food/items: During COVID-19, a shortage of products with fluctuating prices
was common. Maintaining reliability in product sources and prices can be crucial for most of
the customers.

e Pricing of food/items: Some customers do online groceries mainly due to pricing, as they can
save around 10% or more compared to buying from physical stores. Special offers from promotions
can save more than 20%.

Customers have a greater trust in online groceries. Although security and privacy may still impose
some level of challenges, 1) ease of access and a wide variety of products; 2) the reliable tracking
and delivery/customer service of shopping progress, 3) the robustness of supply chains to provide
fast delivery, and 4) very attractive prices have developed online groceries into a growing business
model, which are beneficial for individual customers or company representatives.

Additionally, two interviewees explain the quality of the products and services, particularly quality
of products, is the main reason for them spending more on online groceries weekly. In other words,
service providers should ensure the freshness (for food), authenticity and reliability of their products.

With the summary of lessons learned and recommendations from our valuable interviewees,
their experiences and feedback have supported our hypotheses. All of them have read our work and
agreed with our suggestions and conclusion.

5. DISCUSSION

Table 11 describes a quick overview of the accepted/ rejected hypothesis and a summary of the results
based on the data analysis and interpretation.

We hypnotized the influential factors for customers to shop online during COVID-19, the
frequency of their shopping and the new pattern that emerged from that situation. One of the most
important factors was the safety precautions undertaken by the OGS respondents during COVID-19
to assist their customers. The impact of price value, attitude, and subjective norms has been positive
on the online grocery purchase intentions of customers during COVID-19 (Tyrviinen & Karjaluoto,
2022). The increase in the frequency of using OGS services during COVID-19 was definitely due to
the imposed restrictions and customers had to use the click-and-collect or home-delivery services.

This study demonstrated that the influential factors like safety precautions taken during the
pandemic by the OGS websites, delivery times followed by them, customer reach through various
methods opted and the preferred site chosen by the customers due to various factors were interrelated
and had a significantly strong impact on the increase of frequency for using OGS services. The
coefficient matrix was calculated to understand the concept of multicollinearity, whose unwanted
relation between independent variables causes the standard error of the coefficients to increase and
eventually causes a statistically significant factor to become insignificant (Daoud, 2017).
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Table 11. Decisions table of accepted/rejected hypothesis

Hypothesis Accepted Rejected
Hla Yes
Hlb No
H2a Yes
H2b Yes
H2c No
H3a Yes
H3b Yes
H3c Yes

There were different types of studies/analyses done after the pandemic, which explained how
online grocery shopping transformed and achieved the change of a decade in just a few days. McKinsey
released several reports regarding the adoption of digital, customer behavior changes and satisfaction
depending on the new experiences. This research therefore contributes to the existing studies of
McKinsey (Galante, Monroe and Lopez, 2013), which has similar findings to their existing research.
Customers look for convenience, but in line with assortment, quality and price points, this is a value
proposition aspect, but the marketing strategies - messages and emails (customer reach) of online
grocers should reinforce these elements as well. The statistical analysis in this study addressed the
new pattern of customer behavioral changes during COVID-19 in the online grocery shopping sector.
The insights, the new trends, customer preferences, value-driven behaviors and the contribution of
OGS services in achieving the new normal were identified.

The Empirical findings suggested that the frequency of using OGS services was increased during
the pandemic due to the safety measures and risk of contamination. Customers were switching to
online services and preferred good quality products, precautionary measures, and flexible delivery
times. Customer satisfaction was directly related to completing the above-listed points when most
were transitioning to the digital shift. COVID-19 introduced a variety of new customer behaviors
in the online grocery shopping sector. As this was a forced behavior, the guarantee of retaining it is
very thin. On the other hand, customers will remain with it depending on how satisfied they are with
different aspects of the services (Kohli, Timelin, Fabius, & Veranen, 2020).

6. CONCLUSION AND FINDINGS

This study intended to understand and analyze the behavioral trends of online grocery shopping
customers during COVID-19. During this research, many other existing articles and studies
highlighting different aspects of this behavior were discovered. The backbone of this research was the
main research questions and the hypothesis conducted as a result, which were the main motivations
of the authors to conduct the survey and analyze the collected data for effective outcomes. The
hypothesis developed based on the explained literature review and contemporary factors were either
accepted or rejected and were briefly described in the results section.

It was found that the factors: of customer satisfaction with delivery times and assistance provided
by the OGS added statistical power to the existing model in all the regression models analyzed.
Controversially, the frequency of change in using OGS services during COVID-19 was positively
revealed to be significant with the above two factors. On the other hand, professional and customer
preferences for preferred OGS site was not fully supported and that is why these two factors were not
found to be relevant. Overall, the frequency of using OGS services was increased during COVID-19
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with supported factors like customer satisfaction with the services provided, concerned safety
measures, and assistance from the OGS services were found to influence customer behavioral trends
in the online grocery context positively.

7. LIMITATIONS AND FUTURE RESEARCH

Since the survey was carried out through Google forms and distributed over Facebook, Instagram,
LinkedIn, and the researchers’ connections, 78.57% of the respondents were younger generations
under 30 years of age. The statistically significant factors of the conducted hypothesis were confirmed
to satisfy the underlying research. However, other researchers are encouraged to validate and verify
other mediating factors that may be identical and more beneficial to understand customer behavior. For
example, OGS services respondents analyze customer shopping patterns during and post-pandemic
and smooth digital acceleration in the technologies used with ease and understandable interfaces.
OGS services respondents provide a new future for the online shopping industry, and this new future
depends on customer satisfaction and their value-driven behaviors. Hence, future researchers are
encouraged to carry out a probability sampling method to ensure more coverage and broader categories
to be considered for a generalized outcome of the study.

From a methodological perspective, researchers are urged to adopt quantitative research methods
to assimilate the deeper mechanisms motivating the entire process of online grocery shopping during
and post-pandemic. Quoted by John C. Maxwell, “Change is inevitable and growth is optional”,
customer perceptions and behaviors change over time, it’s not a constant thing (Chang et al., 2005)
and this study provides analysis for a certain defined period of time, it is not a longitudinal study.
Furthermore, the customer behavioral changes were recorded during and post-pandemic at one point
in time only, thus introducing a bias/ irrelevance, making the results less significant.
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APPENDIX

Full Forms

CCS - Cloud Computing services

CRM - Customer relationship management

CSM - Customer Satisfaction measurement

CV - Customer Value

ECRM - E-commerce, customer relationship management
OGS - Online Grocery Service

PM - Preventive Measure

Table 12. Online questionnaire
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Personal characteristics
according of customers

‘What is your age group?

Below 20

40-50
Above 50

What is your profession?

Student
Job/ Business Homemaker

Do you shop for groceries online?

Yes No

If No, What is the reason?

Costly
Delivery takes too long Not much variety of products
Online shopping is unreliable

Customer perceptions of
OGS during COVID-19

Others
Are you satisfied with the services/products in OGS? Yes No
Do you think the specifications of the products shown on Yes No Maybe

the website are sufficient and correct?

Did the frequency of buying groceries online change
during the pandemic?

Yes - More during the pandemic

No change

Less during the pandemic and more after the pandemic
due to safety measures

How satisfied are you with the delivery times followed
during the pandemic?

Dissatisfied Somewhat dissatisfied Neutral
Highly satisfied Somewhat satisfied

‘Which was your go-to online grocery shopping website
during the pandemic?

Amazon — Fresh and Morrisons
ASDA
Ocado Tesco Sainsbury Others

‘Which was the important factor in ordering from the same
website?

Good discounts and qualityof products

Good discounts and reduced delivery times

Just good discounts Only reduced delivery times
mattered

Only good quality of products mattered

Respondents responding
to OGS services change
during COVID-19

Did you encounter any bad experiences while buying

. R Yes No

groceries online?
Wer(? you happy with the produc? recommftndauons given | v No Maybe
specifically based on your shopping experiences?
Did the frequency of product recommendations increase

. X Yes No
during the pandemic?
Did the website/ applications provide smart assistants or Yes No

chatbots to help you with your orders?

How frequent were the text messages or emails sent to

‘Weekly Monthly Not at all

you based on your grocery recommendations? Everyday
Did you get the notifications of your requested products

X Yes No
when they were back in stock?
During the pandemic, were you satisfied with the safety Yes No

precautions taken by the companies?
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Table 13. Interview Result Summary

No. Questions Interviewee 1 Interviewee 2 Interviewee 3 Interviewee 4 Interviewee 5
1 What is your age group? 20-30 20-30 30-40 40-50 30-40
2 What is your profession? Other Type Student Office Manager Researcher
DINGDONG
—every two
Which online stores do you do Ocado and Taobao, days, for food .
. Taobao, 10 R ) vegetables Taobao. 20times
3 shopping the most, and how . tesco. 4 times Jingdong,
- times per month . Taobao — once per month
frequent is it per month per month Pingduoduo
per week at
least, for life
necessaries
1 buy more
with the years 2020-2021:
passing by, but iy
How much did you buy per not remember 53;?213272733
4 month in 2020, per month in 10000 RMB <500 the number. RMB 201 3 60 8000 RMB
2021 and per month in 2022? And in 2022, o
about RMB 2022 till now
2000-4000 per RMB 160,388
month.
I almost buy
clothes, food, eve'rythmg'
fruits, shoes online, which Foods, daily
Still water. They UL includes clothes, C
‘What do you buy, and what are electronic . necessities,
5 Apple are too heavy for food, life
the reasons? products and ! clothes and
myself necessaries -
50 on - almost Reason: 50 on
anything. N
convenient, save
time
First, I will
worry whether
the delivery
During COVID-19, what speed can be on . - .
6 concerns you the most for No Vouchers time or not. nD;hV:;i/a:::: dl $ (?etll;d\l/letl?/ asndee d
online purchasing? Second, I will be & ¥ speec.
afraid whether
the delivery is
safe or not.
Reliabilit
of onliney 10, you can
shoppin almost find
7 PP 10 9 10 everything 5
Please their food/ onllr}e, @d
items quality is secured
comment
on the L.
followings ] 8, it is largely
3 for online Delivery 10 6 3 mcludeél by 6
groceries (1 Speed pandemic control
is the lowest rule
and 10 is .
R - 10, anything
9 the highest g‘éﬁ}ﬁ:i:ly of 10 9 10 you need can be 5
score",jand found online
provide
reasons) 9, few items are
.. more expensive
10 g(‘;‘/‘;i r‘;fs 10 9 9 than market, but | 5
most are good
price
The most
important for
myself is if it
‘What factors do you think are worth for me to 1 will compare Quality, variet
the most important for online . buy from online | the price first ¥ y Quality and
11 . Interesting X . and delivery
groceries - for you and your groceries. For if they have the time safety
organization/ group/family? example, I only same products;
buy the package
item from online
groceries.
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