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Abstract
Purpose: The COVID-19 pandemic has brought about several 
changes in the regular life of consumers. One such field is eGro-
cery, where a surge in online grocery orders were seen when 
the nation was on lockdown. The purpose of this study is to 
study the impact of COVID-19 on eGrocery and to find a rela-
tion between consumer’s demographic characteristics and the 
satisfaction level of ordering groceries online. Design/method-
ology/approach: The author has conducted primary research 
by doing a survey online. One hundred sixty diverse responses 
were received, which were further analyzed using SPSS soft-
ware and visually represented through Tableau. Findings: The 
paper finds that demographic variables, especially gender and 
age, affect consumers’ behavior while making online grocery 
purchases. Findings also reveal there is a difference among the 
five recognized attributes, Convenient Delivery Slots, Better 
Deals/Discounts, Cash free transactions, Return policy, and so-
cial distancing, before and during the lockdown. We also find 
that respondents leaned towards brick and mortar stores for 
their grocery shopping before the outbreak and more towards 
eGrocery platforms such as BigBasket (45%), Zomato (25%) 
during the pandemic. Originality/value: The main contribution 
of this paper is to analyze the behavior of consumers during 
the pandemic of 2020. Currently, not many relevant papers are 
there for reference. This paper can serve as a reference for the 
students who opt for a similar topic, want to study, and write on 
the COVID-19 outbreak.
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Introduction 
The COVID-19 pandemic has affected over 12 mil-

lion confirmed cases and over 559,000 deaths world-
wide (https://covid19.who.int/). There have been fears 
of moving toward money-related crises and down-
turns. Social removing, self-seclusion, and limitations 
on traveling have provoked a decreased workforce 
over every budgetary territory and increased unem-
ployment. Educational institutions have been closed, 
and the necessity for various products has lessened as 
a no-brainer [1]. The demand for medical supplies, 
such as hand sanitizers, surgical and N95 facemasks, 
and health category products, has increased. Lock-
down and curfew, which led to panic buying among 
people (USA, UK), also saw an increase in demand in 
the food sector. People have been hoarding and stor-
ing food supplies (Lufkin, B. 2020, March 5). 

In this digital age, online shopping is a method 
of sparing time and warmly greeting innovation. In 
India, for the most part, individuals shop offline by 
visiting physical markets and stores. Because of the 
lockdown forced from March 25, 2020, the method 
of consumption of individuals has changed. Sever-
al online grocery marketplaces have emerged during 
this lockdown to convey staple goods directly to your 
doorstep [2]. In light of this worldwide outbreak, we 
summarize the Impact of COVID-19 on eGrocery 
and how the companies have modified their business 
model to provide to the public in India and globally. 

In India, for the most part, individuals are used to 
visiting local corner shops (Kirana stores). In econom-
ic time, an overview finds from 70% of the more than 
90 million in several online customers are impacted 
by the data they gather from the Internet; just 16% of 
online customers wind up purchasing on the Internet 
[3]. It incorporates all items, for instance, Durable and 
Perishable Goods. 

As indicated by the reiteration of online grocery 
platforms, practically all fresh food purchases are 
made offline, while 1-2 % of exchanges are on the 
web (Outlook, 2017, December 13). Due to lockdown 
(COVID-19), basic products are accessible at both on-
line and brick-and-mortar stores. Numerous individ-
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uals would prefer not to face the challenge of safety 
by visiting the physical market to buy their essentials. 
In this way, they like to purchase basic merchandise 
from the web. Such destinations are Big Basket, Go-
fers, Bazaar Cart, and bringing in the regular market 
and taking conveyance at home by paying some de-
livery charges [4]. Many companies who were not in 
this sector have tied up with online delivery services 
to launch grocery delivery services in different cities, 
reaching customers far and wide. Some examples of 
companies who have expanded into the grocery sector 
due to this pandemic include Paytm Mall, Shopclues, 
Snapdeal, Meesho, and NoBroker, a real estate firm.

Review of literature
Haiqiang Chen, Wenlan Qian, and Qiang Wen 

(2020), in their study, discovered the effect of 
COVID-19 on consumption after the outbreak in 
China. They recorded and evaluated the effects of 
COVID-19 on total consumption. Certain questions 
were answered, such as how large the decline in con-
sumption was? The impact on different types and 
classes of consumption. How constant was this effect, 
and how did they start recovering? Wuhan saw a 70% 
decline in their offline consumption during 12 weeks. 
They also observed that China saw diminished offline 
consumption by about 1 trillion RMB in two months, 
or 1% of China’s GDP. However, the focus was on of-
fline consumption, and no essence of online spending 
was mentioned, which is a gap we will cover in this 
paper [5]. 

Yannelis (2020), in their paper, gave the first per-
spective on family spending during the ongoing long 
stretches of the COVID-19 outbreak in the USA. The 
authors have used transaction-level household finan-
cial data in this paper; Americans’ spending reaction 
was observed to the ascent in infection cases and the 
various policies set up by city and state governments. 
The limitation of the study is demographic heteroge-
neity. Their data is skewed towards younger users.

In their study, Riaz Aghaf summed up the impacts 
of COVID-19 on individual parts of the world econ-
omy, center being around essential divisions, which 
incorporate ventures, engaged with the extraction of 
crude materials, auxiliary segments associated with 
the creation of finished products, and tertiary areas to 
incorporate all assistance arrangement enterprises [6]. 

According to Rahman Shaik Shafeequr, growth in 
online buying is based on customer satisfaction as a 

measure of safety, price, quality, and awareness factors. 
In this study, the researcher emphasizes customer sat-
isfaction, which is the key to developing strategic busi-
ness development policies, increasing profitability for 
developing a strong foundation to develop a successful 
business. He concluded that some factors would not 
affect online and conventional buying, but in the long 
run, it will defiantly impact [7]. 

The customers’ buying behavior is classified by 
Barackath B. related to online shopping or offline 
shopping, customers focus on quality, quantity, color, 
fitting, brand name, efficiency, and solace, etc., based 
on their qualifications.

Ramus and Nielson (2005) used the Theory of 
Planned Behavior system to formulate the question-
naire they used in all focus groups [8]. The study re-
veals that buyers consider online shopping as an ad-
vantage compared to traditional grocery shopping, 
which people do in brick-and-mortar stores, etc. 
Based on variables, such as convenience, the range of 
products, and the price of products. Some disadvan-
tages of this online shopping are the risk of accepting 
the substandard quality of goods and the tangible ex-
perience of physically choosing consumption items.

In their paper, Prasad and Raghu studied attributes 
of online grocery shopping. These attributes were mo-
tivational factors, which affected consumers while 
buying groceries online. They studied seven factors: 
convenience, flexible transaction, security, trust, price 
promotion, personalized attention, and service support, 
which affected consumers [9]. A convenience sampling 
technique was used, and research was done in Bangalore, 
Karnataka. A total of 183 responses were collected.

Kaur and Shukla (2017) examined shopping fac-
tors, technical barriers, and social influence for grocery 
shopping in Delhi to study the behavior of respon-
dents. They identified that consumers concerned about 
the quality of products, among other fear factors and 
technical barriers, such as internet speed, bandwidth, 
and unknown grocery shopping websites, hindered the 
acceptance in India. Website design, content, platform, 
and product pics required diversification for adequate 
search and easy ordering process. The results of this 
analysis state that demographic variables had two sig-
nificant factors, which are age and family income [10]. 

Objectives
• This study aims to determine if the satisfaction lev-

el of using eGrocery platforms is affected by cus-
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tomers’ demographic characteristics such as gen-
der, age, and income. The study includes the effects 
of COVID-19 on individual’s motivations for shop-
ping and the types of categories purchased. 

• We also study the difference in consumers’ attitudes 
towards online grocery platforms before lockdown 
and during the lockdown. Five attributes have been 
chosen, and the respondents rate them according 
to importance while purchasing groceries online 
on a 5-point Likert scale.

• An analysis of the surge in online grocery orders, 
pre-lockdown and post-lockdown, has been shown.

• We will also highlight how businesses have 
changed their model to adapt to the changing sce-
nario of online grocery delivery services during the 
COVID-19 pandemic.

Companies
Along with existing players in the market (such 

as BigBasket and Grofers), India also saw new play-
ers emerging in this eGrocery sector. The companies 
looked at the lockdown as an opportunity to learn and 
innovate by expanding rather than as just a crisis [11]. 
One such company, a fresh food brand ID Fresh Food, 
launched a Store Finder feature on their website, which 
provides consumers with information on ID products 
available at stores near them and the quantity sup-
plied every day. They have partnered up with Swiggy, 
Zomato, eat.fit, and Dunzo for deliveries and record-
er their best performance in March with ₹23.8 crore 
sales (https://www.thehindubusinessline.com/econo-
my/e-grocery-start-ups-unwrap-new-business-models-
amidst-lockdown/article31459802.ece#).

Amazon
Amazon started its Pantry service with a rocky 

start due to limited resources and labor shortage. Still, 
eventually, it expanded services of delivering packaged 
food, pulses, and cleaning products to 300 cities during 
the lockdown, according to Abrar. Another service of 
Amazon Fresh delivers vegetables, fruits, etc., in two 
days focusing on the needs of consumers of getting 
them products as early as possible. These steps are a 
challenge to the existing players in the market, such as 
Swiggy and Zomato.

Flipkart
The Walmart-owned company tied up with Tata 

Consumer Products, Spencer’s, and Uber Technolo-

gies and delivered groceries during the lockdown. They 
have also partnered up with Meru, a cab services com-
pany for the same purpose, as stated by Srivastava, M.

Zomato
Zomato started delivering groceries in over 80 cit-

ies across the nation during the lockdown. The ser-
vice was named Zomato Market, and they collaborat-
ed with Grofers for the same and together have been 
meeting consumers’ grocery needs since mid-April 
2020.

Swiggy
Swiggy adopted a similar business model as Zoma-

to and partnered with firms like P&G, Dabur, Godrej, 
Hindustan Unilever, etc., after the lockdown and en-
tered the grocery delivery market [12]. There were 
several restrictions on food delivery companies in the 
early phases of the lockdown; this grocery delivery 
move strategy made them a competitor to BigBasket 
and Grofers. Consumers got another option of choos-
ing a platform, as researched by Gupta, P.

These were some big examples of companies ex-
panding into unknown domains. Even such large 
conglomerates had to change their focus areas to new 
sectors and ventures to get a constant revenue stream. 
Other companies include Meesho, Paytm Mall, Shop-
clues, Snapdeal, NoBroker, Ninjacart, BharatPe, etc., 
who never indulged in grocery dealing before the 
lockdown.

Big Basket and Grofers
In an interview, the CEO of BigBasket, Hari Me-

non, revealed that pre-COVID-19 fulfilled 1.5 lakh or-
ders per day. This number fell to 30,000 orders per day 
during the first few days of the nationwide lockdown, 
as the workforce was limited. The strategy that they 
adopted was to cut down their 3,800 SKUs to 2,500-
3,000 SKUs. They managed to increase their produc-
tivity by 23% and deliver with technology and business 
process re-engineering [13]. Now, they can fulfill 2.83 
lakh orders per day. Figure 6 shows the infographics.

Hypothesis of the study
• H01: There are no statistically significant differ-

ences in the satisfaction level between males and 
females using eGrocery platforms.

• H02: There is no relationship between the age 
group of respondents and the satisfaction level of 
using eGrocery platforms.
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• H03: There is no relationship between income and 
the satisfaction level of respondents.

• H04: There is no significant difference in consum-
ers’ attitude towards eGrocery pre-lockdown and 
during the lockdown period.

Research Methodologies

Sampling
• Area of study

The study has been done in different parts of India.
• Sampling frame

Samples are drawn from this sampling frame. It is 
a list of people within the population. For my research 
purpose, I have selected my batch mates and their rel-
atives in their hometowns, aged 15 and above.
• Sampling size

The Sample Size for the study is 160.
• Sampling technique

The technique used for the survey is Non-Proba-
bility, which includes convenience and snowball sam-
pling.

Data collection
• Data collection method

Primary Data: - Primary data are gathered from first-
hand sources. In this survey, the source of primary data is 
Questionnaire Method created on Google Forms.
• Tools for analysis

IBM SPSS
Tableau
Ms Excel

Questionnaire Design
A formal standardized questionnaire was prepared 

because the survey was in context to study and ana-
lyze the hypothesis. The previous studies were stud-
ied, and based on the various parameters; the ques-
tionnaire was designed [14]. The questionnaire that 
we floated consisted of questions, which has an even 
spread of demographic variables, consumer awareness 
of online grocery applications and websites, consumer 
satisfaction level using eGrocery platforms, and be-
havior during the lockdown period. The snapshot of 
the questionnaire floated will be attached at the end of 
the proposal. 

For basic information regarding respondents’ 
purchasing patterns for grocery and online shop-
ping, multiple-choice questions have been asked in 

the questionnaire for measuring satisfaction level 
and consumers’ attitude against five chosen factors, 
pre-lockdown. During the lockdown period, a 5-point 
Likert scale has been used [15]. 

Results and Discussion 

Respondents Demographic Attributes
The respondents for my research purpose were 

adult females and males in the age group as given be-
low. As shown in Table 1, male respondents (61.3%) 
were more than female respondents (38.8%). Most 
of the respondents (70.6%) were in the age group of 
20-25. The major chunk of respondents were students 
(72.5%), and 75.2% of the respondents were living 
with their parents/family. It can be interpreted that the 
reason for staying with family was lockdown imposed 
by the Government of India across all states.

Table 1
Respondent.

Variable Description Frequency Percent
Gender Male 98 61.3%

Female 62 38.8%
Age Group 15-19 4 2.5%

20-25 113 70.6%
26-32 42 26.3%
Above 33 1 0.6%

Occupation Student 116 72.5%
Employed 31 19.4%
Unemployed 4 2.5%
Business 7 4.4%
Other 2 1.3%

Personal Annual 
Income

Below 150,000 18 11.3%

150,000-350,000 5 3.1%
350,000-600,000 6 3.8%
Above 600,000 30 18.8%
I Don’t Earn Yet 101 63.1%

City Tier 1 101 63.1%
Tier 2 54 33.8%
Tier 3 5 3.1%

Reliability Test
Cronbach’s alpha measures the internal consisten-

cy of data, which is reliability.
Table 2 explained the Cronbach’s alpha came out 

to be 0.753, which is considered good and indicates a 
high internal consistency of our data.
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Table 2
Reliability Statistics.

Cronbach’s Alpha Cronbach’s Alpha 
Based on Stan-
dardized Items

N of Items

0.753 0.769 23

Inferential statistics
We used descriptive statistics and reliability tests 

to set the basis for our variables. Inferential statistical 
techniques like Mann-Whitney U Test, Kruskal-Wallis 
Test, and Wilcoxon Signed Rank Test are used next for 
testing the formulated hypothesis [16]. The analysis and 
interpretations are described in the following figures.

Mann-whitney u test 
• Satisfaction level and gender

H01: There is no statistically significant difference 
in the satisfaction level between males and females us-
ing eGrocery platforms.

A two independent samples test was conducted to 
examine the mean difference in the satisfaction level 
while using eGrocery platforms between two genders. 
The Satisfaction level, the Test variable list, was on a 
5-point Likert scale and gender as a grouping variable. 
The result is as follows: 

The mean rank and sum of ranks for the two 
groups (i.e., the male and female) are shown in the 
Ranks table. Table 3 is useful because it indicates the 
group with the higher satisfaction level, overall; name-
ly, the group with the highest mean rank. In this case, 
the female had the highest satisfaction level.

Table 3
Satisfaction Rank Level. Ranks

Gender N Mean 
Rank

Sum of 
Ranks

On a Scale of 1-5 how 
satisfied are you using 
eGrocery platforms

Male 98 74.45 7296.50
Female 62 90.06 5583.50
Total 160

• Test statistics table
We get to know the significance value of the test in 

this table. We can observe the test statistic, U statistic, 
and the asymptotic significance (2-tailed) p-value in 
the table.

Findings shown in Table 4 reveals that respon-
dents’ gender (Sig.=0.024) has a statistically signifi-
cant influence on the satisfaction level. The p-value is 
less than alpha. (p<0.05). Therefore, H01 has failed to 

be retained, and an alternate hypothesis was accepted. 
Moreover, females can have a higher level of satisfac-
tion than males based on the sample [17]. 

Table 4
Respondent in Gender.  Test Statisticsa

On a Scale of 1-5 how satisfied are 
you using eGrocery platforms

Mann-Whitney U 2445.500
Wilcoxon W 7296.500
Z -2.254
Asymp. Sig. (2-tailed) 0.024

a. Grouping Variable: Gender.

Independent samples kruskal-wallis test
• Satisfaction level and Age

H02: There is no relationship between the age 
group of respondents and the satisfaction level of us-
ing eGrocery platforms.

Independent Samples Kruskal-Wallis test was applied 
taking satisfaction level as Test field and Age Group as 
Groups to examine the significant difference in the satis-
faction level among the age group of respondents.

Table 5
Hypothesis Test.

Null Hypothesis Test Sig.a,b Decision
1 The Distribution of 

on a scale of 1-5 how 
satisfied are you using 
eGrocery platforms is 
the same across cate-
gories of Age Group

Indepen-
dent- Sam-
ple-Kruskal 
Wallis Test 

0.851 Retain the 
Null Hy-
pothesis

a. The Significance level is 0.050.
b. Asymptotic Significance is displayed.

Findings shown in Table 6 tell us that respondents’ 
age group (Sig.=.851) has no statistically significant in-
fluence on the satisfaction level. The p-value is more than 
alpha. Therefore, H02, null hypothesis was retained. As 
also stated in Table 5 Hypothesis test summary is given.

Table 6
Respondent Age Group.
Independent- Sample-Kruskal Wallis Test Summary
Total N 160
Test Statistics 0.794a,b
Degree of Freedom 3
Asymp. Sig. (2-sided Test) 0.851

a. The Test Statistics is adjusted for ties
b. Multiple comparisons are not performed because the overall 
test does not show significant differences across samples.
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Kruskal-wallis test
• Satisfaction level and Annual Personal Income

H03: There is no relationship between income and 
the satisfaction level of respondents.

The Kruskal-Wallis test was applied to examine the 
significant difference in the satisfaction level among 
different income groups of respondents, taking satis-
faction level as Test Variable list and Annual Personal 
Income as Grouping Variable [18]. 

The mean rank given in Table 7 for each Personal 
Annual Income group is used to compare the satisfac-
tion level of different annual income group respon-
dents. 

Table 7
Personal Annual Income Group. Ranks

Personal Annual Income Mean 
Rank

Sum of 
Ranks

On a Scale of 1-5 how 
satisfied are you using 
eGrocery platforms

Below 150,000 18 55.81
150,000-350,000 5 92.30
350,000-600,000 6 104.50
Above 600,000 30 78.48
I don’t earn yet 101 83.49
Total 160

Test Statistics table presents the result of the Krus-
kal-Wallis H test, which is used to assess if the income 
groups and satisfaction level has any relationship.

We can see that the p-value (or significance) is 
0.064, which is more than the alpha (0.05, confidence 
level 95%). Therefore the alternate hypothesis is ac-
cepted, and the null hypothesis is rejected.

Findings shown in Table 8 reveal that respondents’ 
annual income group (Sig.=.064) has a statistically sig-
nificant influence on the satisfaction level of respon-
dents using eGrocery platforms. χ2(2) = 8.877, p = 0.

Table 8
Respondent in Annual Income Group. Test Statisticsa,b

On a Scale of 1-5 how satisfied are you 
using eGrocery platforms

Kruskal Wallis Test 8.877
df 4
Asymp. Sig. 0.064

a. Kruskal Wallis Test
b. Grouping Variable: Personal Annual Income

Wilcoxon test
• Pre-Lockdown VS. During Lockdown

H04: There is no significant difference in consum-
ers’ attitude towards eGrocery pre-lockdown and 
during the lockdown period.

The Wilcoxon test also called the Rank Sum test 
or the Signed Rank test, compares two paired groups 
[19]. The difference between the two pairs is calculat-
ed and then analyzed to find if the two pairs are statis-
tically significantly different from each other or not. 

For this test, 5-point Likert scale questions were 
analyzed based on five attributes: Convenient delivery 
slots, Cash-free transactions, Better deals/discounts, 
Return policy, and Social Distancing. The same set of 
respondents were asked to rate these attributes based 
on their importance on their buying behavior of gro-
ceries online before lockdown and after lockdown 
[20]. Then this data was transformed using Compute 
Variable tool of IBM SPSS into Attributes affecting 
Consumers’ attitude towards eGrocery before lock-
down and Attributes affecting Consumers’ attitude to-
wards eGrocery during the lockdown. Next, the Wil-
coxon test was run on these two groups. 

Findings shown in Table 9 reveal p ≤α, (0.000<0.05, 
95% confidence level). Therefore, H04 was rejected. An 
alternate hypothesis was accepted, which means that 
there are some differences between the two periods 
and that the lockdown period affected the respon-
dents based on the importance of attributes. 

Table 9
Hypothesis Test Summary.

Null Hypothesis Test Sig.a,b Decision
1 The median of dif-

ferences between 
Attributes affecting 
consumers attitude 
towards eGrocery 
before lockdown 
and attitude during 
eGrocery before 
lockdown

Related-Sam-
ples Wilcoxon 
Signed Rank 
Test

0.000 Reject the 
Null Hy-
pothesis

a. The Significance level is 0.050.
b. Asymptotic Significance is displayed.

• Wilcoxon Signed-Rank Test
H05: There is no significant difference in the impor-

tance of social distancing before lockdown and during 
the lockdown.

To examine how the respondents perceived Social 
Distancing, one of the major playing factors during 
lockdown owing to COVID-19 was kept in mind 
while grocery shopping before and during the lock-
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down; another test was done [21]. Table 10 shows re-
lated samples rank test summary. 

Table 10
Wilcoxon Signed Rank Test Summary.

Total N 160
Test Statistics 6501.500
Standard Error 411.549
Standardized Test Statistic 5.923
Asymp. Sig. (2-sided Test) 0.000

In Table 11, the Ranks table shows us three categories, 
Negative ranks, Positive ranks, and Ties. The negative ranks 
(N=0, Mean=.00) indicate that none of the respondents 
gave a rank to Social Distancing (on the 5-point Likert 
scale) higher before lockdown than during lockdown.

The positive ranks (N=155, Mean=78) indicate 
that 155 respondents gave higher ratings to Social Dis-
tancing during lockdown than before lockdown. 

The ties (N=5) indicate that out of 160 respon-
dents, 5 felt that Social Distancing, while grocery 
shopping was equally important before lockdown and 
during the lockdown.

Table 11
Rank Table. Ranks

N Mean Rank Sum of Ranks
Negative Ranks 0a 0.00 0.00
Positive Ranks 155b 78.00 12090.00
Ties 5c

Total 160

a.Importance of Social Distancing during Lockdown< Impor-
tance of Social Distancing before Lockdown
b.Importance of Social Distancing during Lockdown> Impor-
tance of Social Distancing before Lockdown
c.Importance of Social Distancing during Lockdown= Impor-
tance of Social Distancing before Lockdown

Findings shown in Table 12 reveal p ≤α, (0.000<0.05, 
95% confidence level). The test suggests that the two 
medians are different. 

Table 12
Wilcoxon Test Statistics. Test Statisticsa

Importance of Social Distancing 
during Lockdown- Importance of 

Social Distancing before Lockdown
Z -11.203b
Asymp. Sig. (2-tailed) 0.000

a. Wilcoxon Signed Ranks Test.
b. Based on negative ranks.

Therefore, H05 was rejected. An alternate hypoth-
esis was accepted, which means that the respondents 

felt some difference in the importance level of Social 
Distancing before and during the lockdown.

Figures and charts
Several charts and graphs are made on Tableau and 

Excel to visualize better and analyze the data collected.
In Figure 1, we can see a demographic split of the 

data collected from respondents. 38.75% of the re-
spondents were male and in the age group of 20-25, 
whereas 31.87% were females in the same age group.

Figure 1. Gender and Age Group.

According to Figure 2, students and Tier 1 cities are 
the majority users of eGrocery as compared to other 
tier cities and occupations.

Figure 2. City Occupations.
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In Figure 3 and Figure 4, we can see the differ-
ence between grocery shopping of the respondents, 
which has been affected by a novel coronavirus. Usu-
ally, consumers preferred shopping for grocery items 
in supermarkets and local corner shops, but as [22]. 
Then, gradually, the whole nation was affected by 
COVID-19. The government imposed lockdown in 
the majority of the states, with a restriction on timings 
to be out for essential needs; we can see that majority 
of the respondents stopped going out to supermarkets 
(figures 4 and 2 respondents) and instead preferred lo-
cal corner shops and online stores (eGrocery).

In Figure 3, we can see a total of 58 respondents 
voted for local corner shops for grocery shopping 
and a meager 26 for online grocery stores before 
COVID-19. In contrast, the numbers changed to 110 
and 43, respectively. 

It can be interpreted that a major chunk of respon-
dents prefers local shops to eGrocery. It might be be-

cause of several reasons, such as picking out groceries 
oneself, groceries not available online, etc., which we 
will discuss further in the implications part [23]. 

According to Figure 5, approximately 66.73% of 
the respondents shopped for Food/Grocery since 
COVID-19, 47.5% for Health & Wellness products. It 
can be interpreted that people have been giving pref-
erence to safety and precautions first before anything 
else during the pandemic. 

According to Figure 6 and Figure 7, we can see the 
difference between the respondents’ eGrocery app/
website choices where they preferred to shop during 
and before the outbreak.

52.5% of the respondents preferred brick-and-
mortar stores, and 41.4 % preferred BigBasket for gro-
cery shopping before the pandemic. It can be inter-
preted that as most of the respondents were students, 
BigBasket is very famous among them for grocery 
shopping [24]. 

Figure 3. Grocery Shopping. Figure 4. Grocery Shopping of the Respondents.

Figure 5. Shopping in Food Respondent.
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The same set of respondents chooses BigBasket 
(45%) and brick-and-mortar (35%) during the out-
break. We can say that people are still reluctant of 
online transactions and securities, so they still would 
prefer brick-and-mortar to some extent.

Figure 8 represents the five attributes given above. The 
respondents rated on a 5-point Likert scale based on their 
importance on the respondent’s buying behavior towards 
eGrocery before lockdown and during the lockdown.

The figure indicates that the respondents consid-
ered cash-free transactions (average of 4.69) to be the 
most important attribute they considered while buy-
ing groceries online. Social distancing (average 2.81) 
was the least important attribute. The period is before 
lockdown, whereas during the lockdown, there was a 
massive spike in the importance of social distancing 

(average of 4.81), which respondents considered while 
using eGrocery platforms. 

The reason behind such a spike is strongly suggest-
ed due to COVID-19 transmission through respirato-
ry droplets and contact routes. 

According to Figure 9, 37.5% of the respondents 
will prefer online retailers to buy essential grocer-
ies, apparel, etc., 35.63% will prefer brick and mortar 
stores, and 26.88% would prefer online stores for a few 
months shifting towards physical stores.

Summing up, we can say that eGroceries have quite 
benefitted during the lockdown imposed due to novel 
coronavirus. Companies such as BigBasket, Amazon 
pantry, Zomato, and even new players in the market, 
who were not in the grocery sector earlier, came out to 
succeed in their operations after few mishaps. 

Figure 6. Online Grocery Shopping.

Figure 7. Different Respondent of Shopping.
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Figure 9. Respondent in Online Retailers.

Limitations
• Time Factor - the study has been completed in a 

limited time, which may not justify the actual study.
• The study has been using convenience sampling, so 

it might not give proper justification.
• The Research covers a survey of only 160 respon-

dents. Hence, we admit that the sample size is very 
small as compared to the large population.

Implications
The findings and interpretations from this paper 

are important for online grocery retailers. The demand 
for online grocery platforms has been increasing each 
year, and it peaked during this pandemic. Marketers 
and online grocery retailers can gather information 

from this paper and respond to the dynamic needs of 
the consumers in the Indian eGrocery market; they 
can also revamp their business model and strategize 
according to the demands of the consumers at least till 
the COVID-19 episode is over.
• The results show that it is important to recognize 

how demographic characteristics such as age, gen-
der, city, etc., of online consumers, significantly in-
fluence grocery buying behavior. With 66.4% of the 
respondents agreeing that online shops and deliv-
ery services are convenient during the pandemic, 
marketers should keep this in mind when they for-
mulate strategies in the future. Among this, 66.4% 
majority of the respondents belong to the younger 
generation. We interpret that the older generation 
is still reluctant when it comes to shopping online. 
Marketers can tap them by first getting to know 
why their unsurety, for instance, security reasons, 
and work towards developing the same.

• Also, the demographic results will help eGrocery 
retailers to modify their business and marketing 
strategies by focusing more on STP that is, seg-
menting, targeting, and positioning their products 
in the minds of the consumers according to the 
consumers needs.

• The findings indicate that cash-free transaction is a 
highly influencing attribute for consumers’ online 
grocery buying behavior. It is implied that online 
stores should take advantage of this attribute and 
give a richer experience to their customers. Appli-
cations and websites should be made more conve-
nient such as BigBasket and Amazon have done 

Figure 8. Likert Scale.
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for their customers, one-click purchase system for 
repeat purchases.

• Findings also indicate that people still lack trust 
and faith when it comes to security and risk of on-
line payment methods, which can be said one of 
the reasons people prefer physical stores. Some 
studies have been done, which confirmed that 
transaction security is one reason why online con-
sumers are hesitant when it comes to sharing their 
credit information, as studied by Liao and Cheung. 
So, online grocery retailers need to gain the trust of 
the online users, who are still not their customers. 
It can be done so by data encryption and firewalls, 
among other methods.

• As the research is done on a current happening, 
not many papers are relevant for a reference. This 
paper can serve as a reference for the students who 
opt for a similar topic, want to study, and write on 
the COVID-19 outbreak.

Conclusions 
This paper has found demographic variables that 

affect the consumers’ behavior while making online 
grocery purchases. The whole paper has been focused 
on eGrocery during the COVID-19 outbreak. This 
study supports the findings of other studies too.

We found that gender is a major factor influencing 
making online grocery purchases based on our sample 
of respondents. At the same time, income does not, 
according to Baker, S., Farrokhnia, R., Meyer S., Pagel, 
M., Yannelis, C. We also saw how there is a difference 
between the same five attributes, convenient delivery 
slots, better deals/discounts, cash-free transactions, 
return policy, and social distancing, before and during 
the lockdown. People before the outbreak considered 
cash-free transactions to be of utmost importance 
while buying groceries online, but social distancing 
came out to be on top during the lockdown. Avoiding 
public places and direct contact was a major reason 
people preferred to shop while staying home. Respon-
dents were most interested in shopping for food and 
grocery since COVID-19, health and wellness cate-
gory, which includes hand sanitizers, facemasks, and 
disinfectants, coming in second place than any other 
product category studied by Li, J., Hallsworth. AG and 
Coca-Stefaniak, J.A. As represented using figures and 
charts, respondents leaned towards brick and mortar 
stores for their grocery shopping before the outbreak 
and more towards eGrocery platforms such as BigBas-

ket (45%) and Zomato (25%) during the pandemic. 
We see that 35% of the respondents are still favoring 
brick-and-mortar stores during the pandemic. We in-
terpret that some people are still reluctant to buy their 
groceries online, which could be because of several 
reasons, such as security and quality. They prefer go-
ing out and picking out groceries on their own, though 
we caution that our data is skewed towards users, who 
are students in their post-graduation. Professionals 
working in the industry and older generations might 
behave differently under the same circumstances.

EGrocery is the new big thing in the digital era. 
Even though it has been growing at a very slow pace, 
the outbreak proved how convenient and a source of 
revenue supply it could be if adopted properly with 
resources, labor, operations, and a constant supply. 
The companies that changed their business model 
and adapted into grocery delivery services helped the 
consumers by providing multiple options to choose 
from and ease of access to essential daily needs during 
the nationwide lockdown. The trust factor with the 
customers is maintained simply by providing quality 
products and delivering on time as and when required. 
When companies were laying off employees because of 
a shortage of work, online grocery platforms were hir-
ing tens of thousands of workers for their distribution 
centers and warehouses (ET Bureau). As mentioned 
in the paper, the online grocery market is forecasted 
to top $3 billion in sales this year in India and approx-
imately $58 billion in sales in the USA. We are set to 
see how conglomerates are taking advantage of this era 
and turning this crisis into a steady stream of revenue 
while also focusing on their customers’ continuous 
needs and demands. 
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