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Abstract
Purpose: The paper attempts to understand and analyze the 
factors that influence different types of end consumer’s be-
havior while shopping for groceries both online and offline, 
considering the Covid-19 pandemic situations. Design/ Meth-
od/ Approach: A sample size of 145 members of age vary-
ing from 18 to 60 were surveyed through a digital form of 
a questionnaire. Few factors which generally impact the cus-
tomer ’s shopping behavior were categorized into six different 
factors: Purchase, Personal, Behavioral, Operational, Custom-
er Engagement, and Pandemic factors. The respondents were 
asked to rank the elements according to their preferences. 
Findings: Factors like Quality of the Product, Hygiene practices 
followed by the delivery person, representation of products 
on website/application, Accessibility and Availability of the 
products were given priority amid pandemic, over other fac-
tors which influence customers shopping behavior. We have 
also found that FMCG advertisements that promise hygiene 
and safety during product delivery convinced the respon-
dents, convinced the respondents. Practical Implications: The 
study gives an understanding of the factors influencing the 
retail customers amid the pandemic. This study can develop 
marketing strategies to target the middle-class and age group 
of 18-45.Originality/ Value: Factors influencing the customer’s 
decision to buy groceries online amid the Covid-19 pandemic 
induced consumer shopping behavior and preferences. Fur-
thermore, the results show how the respondents were affect-
ed by the Hygiene promotions made by FMCG companies 
during the lockdown.
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1. Introduction
A disease is called an epidemic when many people 

in a given population are infected quickly. An epidemic 
that spreads uncontrollably to large areas, including to 
other countries, is called a pandemic. These are chal-
lenging to control. One such disease is Ebola, which 
originated in Africa and affected thousands of lives. 
Spanish flu(1918), SARS (2002), and Covid-19(2020) 
are a few other examples of pandemics [1]. These in-
fect thousands of people and trigger an unusual panic 
across nations. When a pandemic hits a country, the 
inevitable direct costs are medical assistance for treat-
ing people and implementing controls to contain the 
disease. During the event having the diseases, harsh 
measures are taken by the countries, which are epi-
demics of the disease. The measures include shutting 
down public places, imposing a curfew, shutting down 
businesses. These measures may help the governments 
contain the disease from spreading, but restricting the 
transportation of people and goods may lead to a few 
rare side effects. These measures take a toll on fuel, gas, 
and other energy sources and mainly the economy on a 
broader level, which is left crippled as the businesses are 
shut, and the revenue is not generated [2]. The smaller 
companies in every sector tend to exist because they fail 
to generate revenues in such situations.

One of the most affected sectors is the retail sector. 
This sector is mainly because of situations like limit-
ed business hours, hike in fuel prices, unavailability of 
labor. The industry is affected by both online and of-
fline modes. Offline mode is a traditional way where a 
customer walks to a store physically and buys grocer-
ies. Online mode is when the customer uses a grocery 
delivery application [3]. A Grocery delivery applica-
tion is an on-demand, third-party e-commerce service 
whose primary function is ordering groceries for de-
livery. Delivery through an application is an innovative 
disrupting technology that saves cost and time. These 
applications have increased the chances of a larger gro-
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cery order by 20% as the customers would not have the 
patience to stand in queues and wait [4]. They would 
rather pay extra to get the groceries delivered to their 
doorstep. The service providers, like Grofers, Ama-
zon’s BigBasket, Milkbasket, have taken a step further 
and are making it more convenient. The retail gro-
cery stores have made these companies their E-com-
merce partners. They have developed a methodology 
in understanding the needs of customers by profiling 
customers and serving them conveniently. Because of 
this, customers spend less time choosing what to order. 
They would save their regular monthly groceries list in 
the application and pay on delivery. Factors influence 
the decision-making of a customer [5]. 

This study helps to understand the factors and how 
they affect customers to choose one application over 
other applications. This choice also helps to under-
stand the e-loyalty and e-satisfaction of the customers. 
This paper tries to understand and analyze the fac-
tors which influence different types of end consum-
ers while shopping for groceries while considering 
situations like Covid-19 through the data gathered by 
surveying a sample. Furthermore, it explains how a 
majority of middle-class income and age groups 18-45 
can be catered [6]. 

2. Literature Review
Covid-19 is the newly evolved disease caused by 

Coronavirus, which spreads rapidly and is declared a 
pandemic. The only way of prevention is self-isolation 
and social distancing. From May 25, 2020, India has 
imposed a nationwide lockdown because of a pan-
demic. This restriction is one of the largest lockdowns 
ever. This act has affected not only the economy but 
also the lifestyles of people [7]. The rule was imposed 
on transportation and business hours. The restriction 
resulted in a surge in demand and a drop in the supply 
of goods. The situation led to customer’s panic-struck 
buying, reduced business hours, and stock shortage in 
supermarkets and local grocery stores. There was a fi-
nal surge in demand for products while the supply of 
products declined. As the norms of the lockdown and 
situation demanded, customers started following so-
cial distancing [8]. The businesses could run only for 
limited hours. Because of the problem, the challenges 
like minimum store crowd limit, waiting in queues, 
unavailability of desired products, hygiene were faced 
by customers regularly during this period. This chal-
lenge led to an opportunity for Electronic Commerce 

applications, which deliver the groceries to a custom-
er’s doorstep. The customer experience will be essen-
tial from the company’s (service provider’s) perspec-
tive [9]. 

There are other factors related to product satisfac-
tion, and product value is considered to be affecting 
the consumers to select a product. Consumers are 
willing to compare the products with available prod-
ucts. Very shortly - “Get assured discounts on all MRP 
products” may change to “Experience world-class 
quality and hygiene at competitive prices.”Customers 
will want to have the best prices. Depending on the 
structure of the company, they will all be close to each 
other and MRP [10]. In a convenient study conducted 
in the national capital region (NRC), one of the most 
prominent Indian retail formats was introduced; qual-
ity display, visual appeal, local brands, and Discount-
ed prices have impacted customer purchase decisions 
while shopping online and offline.In this case, one 
thing that can be done is to offer a different variety of 
the same product other in Cost, Quality, and time tak-
en to deliver. (In project management, one of the three 
constraints – Cost, Quality, time, has to be compro-
mised for the other two to be perfect [11]. If we can pull 
out an analogy from this, we can say that among cost, 
quality, quantity (in this case), and delivery time, all of 
them cannot be fulfilled.). The consumers are trying 
to purchase a product; some usually try to compare 
the prices with other available products. Especially in 
cases where the item is branded and packed, custom-
ers prefer the same thing elsewhere at a lower cost, and 
customers will go for it. Nowadays, delivery platforms 
are coming up with their brands (Eg: Big Basket’s BB 
Royal Basmati Rice) and setting the prices as per the 
market [12]. This delivery platform is a profitable idea 
since companies create a brand while selling prod-
ucts by obtaining margins. Purchasing method, Time 
window, Minimum order requirement play a crucial 
role in customer’s grocery buying behavior amid the 
Covid-19pandemic. Even in times like this, customers 
still prefer to shop in-store purchasing methods.

Most companies that serve in a city are available 
only in some areas due to reasons like strict protocols 
due to Covid-19. Being open is essential, primarily 
where competition is still serving [13]. Alternatively, 
else firstly, we lose out on sales. Secondly, the compet-
itor’s customer base increases. Many customers who 
relied on online delivery platforms in the standard 
time, when they could not go out to buy groceries 
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due to lockdown, have stuck to the media since the 
continuity in business during these times matters a 
lot. It is during these times that customers judge the 
platforms and their reliability. After the lockdown 
rules have eased out, it is essential to go back to pre 
Covid-19 standards of procuring and ensure stability 
in the supply chain [14]. It assures the customers know 
that a product, as they need it, will be available at all 
times irrespective of place of delivery (in metro cities 
especially).

Though it is heartening to see the rapidly increas-
ing digitalization of Kirana shops, the element of hu-
man touch that one has often experienced in these 
shops remains intact. Nevertheless, e-grocers have 
their challenges as they yearn for growth. Anyway, if 
they can add that human touch at scale by playing the 
role of a trusted advisor or guide to the customer, they 
might end up taking a gigantic leap forward. The fac-
tors that deal with the technicality of the online gro-
cery delivery application [15]. 

Both Kirana retail stores and E-retailing services 
continue to progress as people living in urban areas 
try to adopt more modern lifestyles, which eventually 
leads to a preference for E-retail services due to their 
convenience. According to a report generated by the 
Global Agricultural Information network- GAIN, on-
line or e-retailing services have 5% of the total sales 
in the retail sector in India, which is low compared to 
other countries. E- grocery Retail service is a minor 
retail channel (representing 5of total retail grocery 
sales); it is the fastest-growing retail segment with the 
highest potential [16]. Moreover, the report claims 
that it would increase by 27% by the end of 2019, 
considering these online retailers’ support from a de-
veloping country like India. Grocery shopping might 
reach maturity and saturation shortly, but we can see 
the growth of e-commerce models for Grocery deliv-
ery in India. 

‘A survey was conducted on Indians about the im-
pact of the Coronavirus (Covid-19). Most of the re-
spondents could not get all their essential groceries via 
retail food apps [17]. Only about 25 percent could get 
everything easily at retail stores in the 48 hours pre-
ceding the survey period.’(Statistic_id1106418_opin-
ion-on-Impact-of-Covid-19-Lockdown-on-Purchasing-
Grocery-India-2020-by-Channel.Pdf, n.d.).’When the 
organizations provide services through E-commerce 
in their market, with minimum capital investment, 
their market grows from national to international 

level. As this happens, the service providing organiza-
tion can find many customers and attract more inves-
tors.’(Assistant, n.d.)

Tesco supermarkets based in the UK were the first 
franchise to follow internet shopping services [18]. 
They observed an ‘In-Store Picking Up model’. The 
program allowed the customers to choose and order 
any product available in the local store using the in-
ternet as a service. The products selected by the cus-
tomers are sent from the local branch to their residen-
tial address. This model helped Tesco understand and 
profile the customer’s shopping pattern. When Tesco 
supermarkets tried to understand their customers, 
they were able to serve them better [19]. After intro-
ducing this kind of service, the customers were willing 
to visit/ order from the same service provider.

The use of the internet for ordering groceries has 
gone through various developments and, at pres-
ent, is on the customer’s mobile phone. As the model 
evolved, the aspects of customers’ online ordering be-
havior have also been impacted. This aspect is mainly 
because of the value of sociability [20]. Research shows 
that the customers spend time researching the prod-
ucts, which influences their buying behavior. Some 
authors worked and published about the comparison 
between factors affecting online shopping and con-
ventional shopping at stores. The identified shopping 
experience, awareness about dynamic pricing, privacy 
concerns, buying strategy, price perceptions, reprisal 
intentions, and self-protection intentions factors sig-
nificantly influence consumer behavior and their fu-
ture purchase decisions [21]. 

Furthermore, Customers will want to know the 
source of the products to judge the reliability and 
quality in some cases. Transparency is essential in this 
regard. From a company’s perspective (which is out of 
the purview of this paper), sourcing is a critical factor 
since a reliable supplier will help us avoid stock-outs, 
which builds the customer base. When a customer 
finds all the essentials of his liking at one place at all 
times, he will go for it. Moreover, as this happens fre-
quently, his confidence in the company will improve, 
which will help the company maintain customer re-
lationships [22]. Customer emotions store ambiance 
impacts customer’s purchase decisions when they 
shop online. Comparison of products, Ease of access, 
Detailed labeling of the Product, Reasonable price for 
the corresponding quality were some of the factors 
which influenced customers in a study.
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Services offered and delivery conditions affect con-
sumer online shopping according to them. While the 
season in India presently demands hygiene, its need of 
the hour for service providers encourages best practic-
es for packaging [23]. Packaging plays a significant role 
while delivering packed groceries to consumers. Cus-
tomers are willing to return or cancel the purchase or-
ders if the packaging is not proper. The packaging issue 
includes broken seals, unhygienic packaging. Organi-
zations should give attractive packaging and packaging 
design attention. The advertisements made by the com-
panies are said to show an effect on customer buying 
behavior. Advertisements on websites and Facebook 
impact people from rural and urban areas [24]. 

Alternative evaluations or additional options, need 
awareness, information search, deciding to purchase, 
and post-purchasing behavior are factors influencing 
conventional shopping. While the customers come 
across advertise banners or online promotions which 
may catch customers’ attention and influence over 
products. Majorly these factors are classified into four 
categories [25]. Factors like customer lifestyle and 
habits fall under Customer satisfaction. Comprehen-
sive information, Trust, transparency, and application 
functionalities are under the Operational satisfaction 
category. At the same time, trust is essential for cus-
tomers shopping online asit poses additional risks 
compared with offline shopping. The customers want 
to reach their products while ordering. They are will-
ing to compare the product prices and the brands they 
are available. Shopping experience and convenience in 
return for goods are under logistic Satisfaction. And 
purchasing process, pricing, and payment under tech-
nological factors [26]. 

Few other factors, like situational factors, are said 
to impact customers’ purchase behavior very strong-
ly. During situations like pandemics, the behavior of 
consumers can be influenced. The pandemic forces 
businesses to restrain their working hours [27]. This 
force causes an issue with availability and accessibility. 
Customers might be motivated to shop the groceries 
online if they perceive the offered services by the on-
line grocery delivery service provider to be helpful, 
saving their efforts of going out. The applications must 
be easy to use. These are implications for retail and 
marketing managers who are trying to or are already 
in the online retail business [28]. 

Perceived risk is considered one of the significant 
concerns in decision-making for online shoppers. 

As cybercrimes rise, customers are concerned about 
their privacy being violated as their data like name, 
address, and credit card details might be exposed. If 
the service providers do not assure such incidents, 
they might not attract business. Return policy where 
customers face troubles with their orders and would 
like to return the goods after the delivery. Electronic 
word of mouth through social media, prior shopping 
experience- online, offline, and product-wise, and 
online purchase intentions also impact customer’s 
shopping behavior [29]. 

A study was conducted on a younger age group of 
those who were attending college. They were analyzed 
in four sections: age, purchase perception, website 
quality, and attitude towards online purchasing be-
havior. The group was expected to shop online rather 
than stick to traditional retail shopping by visiting the 
store. The study results revealed that the purchase per-
ception and website quality had shown a significant 
relation with the attitude towards online shopping.

Since trust comes into play in dire situations like 
these, the brand value becomes more important, as 
customers will prefer the trusted brands and those 
being used widely. For example, in India, as the Govt 
encourages consumers to opt for Indian-made goods, 
this will further narrow down the brands which Indi-
an customers will prefer. The policy enables customers 
to choose the products from the local brands [30]. 

The same way supply chains adapt to the situa-
tion as demanded, and customers also change their 
behavior as per the situation. This situation main-
ly depends on the packaging and different payment 
methods available and applications. Our study shows 
that Covid-19 has significantly changed the buying 
pattern of consumers. Understanding these patterns 
and making important decisions based on the data 
provided by these patterns is essential for a company 
to succeed during situations like this. The analysis is 
done by advanced analytical methods, which develop 
designs and help the service provided to serve the cus-
tomer better [34]. This pandemic can be seen as an op-
portunity to adopt new technologies like blockchain, 
Machine learning, Artificial Intelligence, Internet of 
Things. Decisions of the consumers can be influenced 
by the company when the pattern is recognized. After 
recognizing the need of the consumers, Swiggy, Big-
Basket, and other major delivery platforms started an 
Ad campaign promising no contact delivery. These 
revolutionary measures change the way customers 



Issue 25. December 2022 | Cardiometry | 747

look at buying groceries and are responsible for the 
change in decisions [31]. 

Considering supply and demand uncertainty, 
maintaining inventory is a problem, especially for 
FMCG, like groceries. The customers would want to 
consider a more reliable e-grocer as one does not wish 
to discover that only five of the ten ordered initially 
products are delivered due to stock-outs and given 
customers to choose the next best alternative if an item 
is rated out of stock at the time of packaging. Though 
it sounds straightforward, performing this at scale re-
quires a lot of planning and coherent decision-making. 
Price, Promotions, Store atmosphere, added services, 
Accessibility, and availability of the products impact 
customer purchase behavior in stores. [32] 

A study conducted amid pandemic in Bangladesh 
on customer internet shopping behavior states that 
product, time-saving, payment, administrative fac-
tors, infrastructure, internet stability, transportations, 
time-saving, and delivery have been considered as the 
essential factors to attract customers amidpandemic. 
Another study conducted during phases of national 
lockdown amid the Covid-19 pandemic in India re-
vealed that customer buying behavior was affected, 
the sale of grocery items has gone up. Some customers 
continued to shop offline as the online services were 
unavailable during the period. [33]. 

3. Objective and Scope
Objective 1: To understand how consumer’s per-

spectives on buying groceries impacted during and 
after the Covid-19pandemic. The affecting factors are 
chosen from the literature review and categorized into 
six main factors: purchasing, operational, behavioral, 
personal, and Customer Engagement, and Pandemic 
factors, respectively. 

Objective 2:To determine whether the mode and 
the frequency of purchase of groceries impact the de-
mographic segmentation of respondents.

Scope: This study investigates the purchase behav-
ior of middle-aged people (18-45) mostly. The partic-
ipants are primarily employees or students residing in 
major cities in India.

4. Methods and Materials
This paper focuses on services availability and 

delivery conditions as an external factor extending 
the online consumer purchase process in the online 
grocery area. The online questionnaire allows the re-

spondents to rank the factors which influenced their 
purchase behavior during the Covid-19 period. The 
survey was conducted online in person, which was 
not possible during the Covid-19 period due to social 
distancing. Most respondents fall under the category 
of young upper-middle-class with facilities like the 
internet and personal gadgets. The individuals were 
chosen as the unit of analysis for the study. Each of the 
responses of the data source and the data was collected 
only once throughout the research period.

Questionnaire: There survey consisted of two sec-
tions. In the first section, the respondent’s information 
like age, occupation, and gender was collected to an-
alyze the demographic segmentation of the respon-
dents.

Furthermore, questions are framed which capture 
the mode (online, offline) and frequency of grocery 
shopping (whenever required, weekly twice, weekly 
once, and monthly once) of respondents during and 
post Covid-19 lockdown in India.

The next section of the questionnaire is framed to 
understand the factors which have influenced the re-
spondent’s grocery shopping style. For research pur-
poses, The factors were categorized into six factors. 
The respondents ranked their preference of choice. 
To establish a relationship between demographic data 
and shopping behavior(advertisement impact, mode, 
and frequency of grocery shopping) Pearson-correla-
tion coefficient method was conducted using IBM’s 
SPSS software.

To analyze customer service factors, a one-sam-
ples-test was conducted to determine whether the 
probabilities of the elements chosen by respondents 
are the same or not.

To analyze the Purchase, Personal, Behavioral, Op-
erational, and pandemic factors, Friedman test for a 
nonparametric alternative to the Repeated measures 
ANOVA was performed for the second section using 
SPSS software. It was used to determine whether or 
not there is a statistically significant difference be-
tween the means of three or more factors ranked in 
which the same subjects show up in each group.

Data Analysis: For the first objective, the Pear-
son-correlation method was used to find a significant 
positive relationship between demographic factors, 
purchase mode&frequency, and Pandemic advertise-
ments about groceries.

Pearson Correlation Coefficient: Table 1 shows the 
research illustrates that the age(-0.228), gender(-0.046), 
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occupation(-0.118) negatively co-related to the sig-
nificant advertisement impact(p<0.001) at 1% level of 
significance, between demographic factors, purchase 
mode, and frequency and advertisements related to 
hygienic delivery amid pandemic. Pearson Correlation 
between demographics, mode, and frequency of gro-
cery shopping and pandemic advertisements.

A One-Sample Chi-Squared T-Test: Service pro-
vided: The three options respondents were asked 
to choose according to their preference were fully 
equipped service, return policy, and on-house offer.

H1:The categories of factors do not occur with 
equal probability.

A one-sample Chi-squared T-test between the fac-
tors fully equipped service, return policy, and house, 
an offer was conducted and rendered a Chi-squared 
value of 27.903, which was significant with p-val-
ue<0.001, which is lesser than 0.05. From Table 8, we 
have sufficient evidence to conclude that the catego-
ries of the factors do not occur with equal probability. 
Hence, we reject the null hypothesis. 

Friedman’s Test: To verify the second objective to 
analyze the respondent’s ranked data among the factors, 
Friedman’s test of differences among the repeated mea-
sures was conducted(Taghizadeh & Fesghandis, 2011).

Purchase factors: The first group of factors are cat-
egorized as purchase factors under which the respon-
dents ranked their preference between cost, quality, 
quantity, and on-time delivery.

H2: There is a significant difference between the 
purchase factors ranked.

A nonparametric Friedman test of differences be-
tween the factors cost, quantity, quality, and on-time 
delivery was conducted and rendered a Chi-squared 
value of 30.658, which was significant with a p-value of 
0.00, which is lesser than 0.05. From Table 7, we have 
sufficient evidence to conclude that the factors are 
ranked to statistically significant differences. Hence, 
we reject the null hypothesis. Therefore, Table 2 shows 
the Purchase factors which influenced respondents 
most to least concerning the mean ranks are On-Time 
Delivery (2.82), quality (2.73), quality (2.37), and cost 
(2.08), respectively.

Personal factors: The second group of elements is 
categorized as individual factors under which the re-
spondents ranked their preference between Packag-
ing, Availability of payment options, different hygiene 
initiatives taken by the companies, and Hygiene prac-
tices followed by the delivery person.

Table 1
R- Pearson Correlation.

Age Gender Occu-
pation

Fre-
quency

Mode Ad 
cam-
paign

Ad 
impact

Age 1 -0.142 0.656** 0.104 0.178* 0.165* -0.228**
Gender 1 0.034 0.036 0.018 0.139 -0.046
Occupation 1 0.106 0.041 0.054 -0.118
Frequency 1 -0.216** -0.153 -0.017
Mode 1 -0.031 -0.400**
Ad cam-
paign

1 0.098

Ad impact 1

Correlation. *. Correlation is significant at the 0.05 level 
(2-tailed). **. Correlation is significant at the 0.01 level (2-tailed).

Friedman Test Mean
Table 2
Purchase Factors.

Purchase Factors Mean Rank
Quantity 2.37
Quality 2.73
LTD 2.82
Cost 2.08

Table 3
Personal Factors.

Personal Factors Mean Rank
Hygiene initiatives by companies 2.31
Packaging of delivery 2.65
Payment options availability 2.22
Hygiene practices by delivery person 2.82

Table 4
Behavioral Factors.

Behavioral Factors Mean Rank
Accessibility 3.61
Brand Loyalty 2.66
Personal Beliefs 2.60
Product Satisfaction 3.42
Social Influence 2.71

Table 5
Operational Factors.

Operational Factors Mean Rank
Ease of use 2.80
Price comparison 3.72
Representation of products 3.79
Payment options 3.30
Payment security 3.72
Service availability 3.66
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H3:There is a significant difference between the 
Personal factors ranked.

A nonparametric Friedman test of differences be-
tween the Personal factors- Packaging, Availability of 
payment options, different hygiene initiatives taken 
by the companies, and Hygiene practices followed 
by the delivery person was conducted and rendered 
a Chi-squared value of 20.777, which was significant 
with a p-value of 0.001 lesser than 0.05. From table 7, 
we have sufficient evidence to conclude that the fac-
tors are ranked to statistically significant differences. 
Hence, we reject the null hypothesis. Therefore, Table 
3 shows the Personal factors which influenced respon-
dents most to least concerning the mean ranks are Hy-
giene practices followed by the delivery person (2.82), 
Packing of delivered goods(2.65), Hygiene initiatives 
by companies (2.31), and Payment options available 
(2.22) respectively.

Behavioral factors: The third group of factors is 
categorized as behavioral factors under which the re-

spondents ranked their preference between social in-
fluence, product satisfaction, brand Loyalty, Personal 
Beliefs, and Accessibility.

H4: There is a significant difference between the 
Behavioural factors ranked.

A nonparametric Friedman test of differences be-
tween the factors cost, quantity, quality, and on-time 
delivery was conducted and rendered a Chi-squared 
value of 53.158, which was significant with a p-val-
ue of 0.00, which is lesser than 0.05. From Table 7, 
we have sufficient evidence to conclude that the fac-
tors are ranked to statistically significant differences. 
Hence, we reject the null hypothesis. Therefore, Table 
4 showsthe Behavioral factors which influenced re-
spondents most to least concerning the mean ranks 
are accessibility (2.82), Product Satisfaction (2.65), 
Social Influence (2.31), Brand Loyalty (2.66), and Per-
sonal Beliefs (2.22), respectively.

Operational factors: The fourth group of factors 
are categorized as Operational factors under which 
the respondents ranked their preference between Ease 
of use, Price comparison between products available, 
Proper Representation of Product, Payment options, 
Payment security, and Service availability.

H5: There is a significant difference between the 
Operational factors ranked.

A nonparametric Friedman test of differences 
between the Ease of use, Price comparison between 
products available, Proper Representation of Product, 
Payment options, Payment security, and Service avail-
ability was conducted and rendered a Chi-squared val-
ue of 30.658, which was significant with a p-value of 
0.001which is lesser than 0.05. From Table 7, we have 
sufficient evidence to conclude that the factors are 
ranked to statistically significant differences. Hence, 
we reject the null hypothesis. Therefore, Table 5 shows 
the Operational factors which influenced respondents 
most to least concerning the mean ranks are Proper 
Representation of Product (3.79), Price comparison 
between products available (3.72), Payment securi-
ty (3.72), Service availability (3.66), Payment options 
(3.30), and Ease of use (2.80) respectively. 

Pandemic factors: In the last analysis, the respon-
dents were asked to give their preferences by ranking 
the overall characteristics, which included all the sig-
nificant aspects like Personal beliefs, Hygiene factors, 
Purchase factors, Customer Service provided, Easy UI 
of the application, Payment System (payment options 
and security), and Accessibility and Availability. 

Table 6
Pandemic Factors.

Pandemic Factors Mean Rank
Ease of use 3.48
Cost Quality and Quantity 3.90
Payment System (options and security) 3.67
Personal Beliefs 3.46
Customer Services Provides 3.61
Accessibility and Availability 4.77
Hygiene Factors 5.12

Table 7
Friedman test statistics.

Pur-
chasing 
Factors

Behav-
ioral 

Factors

Per-
sonal 

Factors

Oper-
ational 
Factors

Pan-
demic 
Factors

K (number of 
factors)

4 4 5 6 7

N (number of 
respondents)

145 145 145 145 145

Q 30.658 20.777 53.159 30.620 82.900
P-value 0.00 0.00 0.00 0.00 0.00

Table 8
One-sample chi-square test for customer service factor.
Total N 145
Test Statistic 27.903a
Degree Of Freedom 2
Asymptotic Sig. (2-sided test) 0.000
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H6: There is a significant difference between the 
Pandemic factors ranked.

A nonparametric Friedman test of differences be-
tween the factors Personal beliefs, Hygiene factors, 
Purchase factors, Customer Service provided, Easy UI 
of the application, Payment System (payment options 
and security), and Accessibility and Availability was 
conducted. Table 2 rendered a Chi-squared value of 
82.9, which was significant with a p-value<0.001. From 
Table 7, we have sufficient evidence to conclude that 
the factors are ranked to statistically significant differ-
ences. Hence, we reject the null hypothesis. Therefore, 
Table 6 showsthe pandemic factors which influenced 
respondents most to least concerning the mean ranks 
are Hygiene factors (5.12), Availability and Accessibil-
ity (4.77), Purchase factors- cost, quality, quantity, and 
on-time delivery (3.90), Product Satisfaction (3.67), 
Customer Service provided (3.61), Easy User Interface 
(3.48), and Personal beliefs (3.46) respectively.

5. Findings and Results
• 39% of the male respondents preferred On-time 

delivery over quality, quantity, and cost, whereas 
41% of the females, 44% of the total sample, select-
ed quality over the other three factors.

• 86% belonged to the 18-45 age group.
• 38% of the respondents were working profession-

als, and 36% were students.
• 70 % of the respondents agreed that pandemic 

changed their purchase behavior and the factors 
they consider while purchasing groceries, whereas 
18% remained neutral.

• 77% of the respondents were influenced by the no-con-
tact delivery ad campaigns by various platforms.

• 49% of the respondents preferred a better return 
policy in case of any issue from the service provid-
er’s end, instead of on-house offer/ fully equipped 
customer service.

• 33% of the respondents said they bought grocer-
ies whenever required, while 30% buy groceries 
monthly.

• 38% ranked On-Time Delivery above Cost, Qual-
ity, and Quantity. At the same time, 34 % ranked 
quality above the other three. Only 12% ranked 
cost above the other three, which is agreeable giv-
en the situation. 40% of the respondents preferred 
cost the least among the above three factors. 

• 40 % of the respondents preferred Hygiene prac-
tices followed by a delivery person over hygiene 

initiatives, Packaging, Availability of Payment op-
tions.

• 39% preferred Accessibility over Brand Loyalty, 
Personal Beliefs, Product satisfaction, Social Influ-
ence. Moreover, 29% felt Personal Beliefs were the 
least important among the above.

• 36% of the respondents preferred Service availabil-
ity over Payment options, Proper Representation 
of Product, Payment security, Ease of use, Price 
comparison between products, and only 6 % of the 
respondents felt Payment options were the most 
critical factor among the above ones. 43% of the 
respondents ranked Proper Representation of the 
Product in the bottom two among the above factors.

• 39 % of the respondents gave importance to Hy-
giene factors over the following seven broad fac-
tors influencing their purchases - Easy UI of the 
application (Cost, Quality and Quantity), Payment 
System (payment options and security), Personal 
beliefs, Customer Service provided, Accessibility 
and Availability, Hygiene factors. Only 30% of the 
respondents thought that Customer service was in 
the top 3 of their preferences in the above seven, 
whereas 70 % believed that Hygiene factors were in 
their top 3 picks. 61% of the respondents felt that 
Personal beliefs were one of the least three pre-
ferred factors. 

6. Discussion
This study aims to understand the impact of Covid-19 

on online and offline grocery shopping as the situation 
led consumers to take precautions like hygiene and sani-
tation of the goods/products they purchase online. Since 
pandemic lockdown has begun, due to strict measures 
by the government, various industries have been affected 
in their ways. Supply Chains were disrupted, and since 
it became difficult for the end consumers to go out and 
buy essentials, it was inevitable that their preferences 
changed. Retailers and e- retailers always attempt to un-
derstand the key factors influencing customers’ purchase 
behavior by adopting marketing strategies according 
to the situation. There has been a surge in the usage of 
these internet-based delivery applications. For future 
predictions and understanding of the impact during 
this period, some common factors are considered and 
are categorized into six main elements. For the factors, 
the possibility of human intervention existed, the factors 
influencing pandemic behavior like pandemic advertise-
ments were considered for the study.
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Demographic Factors: This paper targeted dif-
ferent age groups, occupations, and gender. Further-
more, the questionnaire was set to capture their mode 
of purchase- online or offline, frequency of groceries 
purchased- whenever required, twice a week, weekly, 
and monthly once. A Pearson correlation method was 
used to determine whether the respondents were in-
fluenced by the advertisements promoting the unique 
packaging, zero-contact delivery, and other hygiene 
factors. The results show that the target respondents 
were not affected by the marketing promotions made 
by the companies. 

Purchasing Factors: These are the general supply 
chain management (SCM) factors, which also are seen 
in conventional store shopping. These are the major 
factors that customers consider while making deci-
sions. The way customers choose from among these 
critical factors was studied in our survey. The im-
portance of quality (amongst cost, Quality, time, and 
scope) of the Product cannot be stressed too much.

Cost: Cost is a major deciding factor while shop-
ping for anything for customers. They would live to 
explore the available costs of the product. Even for 
companies to sustain in the market, they need to set 
a price-taking competition into consideration. Some-
times cost is not given much preference because of the 
situations. In our study, the cost was least considered 
when compared to other purchase products.

Quantity: The more, the better is the general ideol-
ogy of customers who shop groceries. Customers gen-
erally will not be ready to compromise on the amount. 
In comparison, some companies have created a brand 
image where quantity is not given priority, but the cus-
tomers still choose their products in lesser quantity. 
Our survey shows that amount was preferred lesser 
when compared to other purchase factors amid pan-
demic.

Quality: The Quality of the Product decides its 
place in the market. Our survey respondents showed 
that the customers had chosen quality as a priority 
over other purchase factors. The quality of the prod-
uct brings customer satisfaction and improves brand 
loyalty.

On-Time Delivery: Customers usually consid-
er the services/applications which provide quick and 
on-time delivery. Late delivery creates dissatisfaction 
among the customers. The customers are generally 
not bothered about the reason or issue, which caused 
the delay in the delivery. Our study shows that respon-

dents preferred On-time delivery over quantity and 
cost.

It is mainly the experience of the quality which 
pushes the customer to go for one specific company. 
The study showed that cost lost its importance after 
the pandemic. The factors like quality and delivery 
time were preferred over cost. Respondents were not 
willing to choose a product with a lower price. The 
study confirms that quality is the most critical factor 
among quality, quantity, cost, on-time delivery. Of-
fering a wide variety of one specific item to meet the 
needs of different customers is a good move. Since 
each customer thinks differently and achieves the 
right balance (which is other for different customers), 
these four factors are critical to cater to all the different 
types of customers with different mindsets. Owing to 
Covid-19, the number of people who prefer cost over 
quality has decreased further. It only stresses the im-
portance of maintaining the standards and letting the 
customers know about it through marketing. We have 
already seen advertising in regards to quality has in-
creased drastically. 

Behavioral factors: The factors by which the cus-
tomer’s behavior is stimulated are considered as Be-
havioural factors. These factors are measurable, and as 
they directly impact decision-making, it is easy to pro-
file customers as per their requirements. A customer’s 
thought process is defined by these factors since these 
are tangible and also eases the last mile operations.

Packaging: It is considered as the protection of the 
groceries. The packaging made by the retailers is not 
only expected to protect the product during product 
transit. However, it should also prevent the develop-
ment from damages during its shelf life in warehous-
es and customer’s home. If there is a broken seal or 
opened package, customers would not hesitate to re-
turn the delivery.

Availability of payment methods: All e-com-
merce applications these days accept different pay-
ment methods. From using the debit card to cash on 
delivery, payments are made for delivery services. Be-
cause of a pandemic, the customers might not pay the 
deliveries through money as it involves physical con-
tact. 

Hygiene initiatives by the companies: After the 
outburst of the Covid-19 pandemic, the world health 
organization (WHO) has provided necessary mea-
sures that should be considered during food and gro-
cery delivery. The customers check this information 
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before ordering. Hygiene and zero-touch initiatives 
taken by the companies serve the customers better. 
Customers have preferred the companies that handle 
such initiatives.

Hygiene practices by a delivery person: The deliv-
ery person might contaminate the products as human 
touch is involved. The measures taken by the delivery 
person like protective equipment, social distancing, 
and awareness of hygiene importance are crucial. The 
customers are very particular about the practices fol-
lowed by the delivery person. Some respondents have 
preferred this factor over other factors.

Covid-19 has made consumers too aware of hygiene 
as consumers would want to go only for packed prod-
ucts instead of wholesale (loose). Also, Cash on Delivery 
has been the least opted mode of payment (since human 
contact will be involved), and for companies, marketing 
regarding hygienic factors is the new normal. 

Personal factors include the availability of price 
comparison, trust, and loyalty, product satisfaction, 
availability of products at the lowest price, perceived 
risk, individual perceptions. The belief that was built 
all the while during pre-Covid-19 times helps the 
company during times like these. 

Social Influence: Every customer is an individual 
but still belongs to a group. Electronic word of mouth 
can influence a customer’s purchase intention. When 
a product affects a particular group, a customer or an 
individual belonging to that group can also be impact-
ed. During a pandemic, the customers tend to reach 
out to their groups to inquire about products. This in-
quiry affects their purchase behavior.

Product satisfaction: When a product is up to the cus-
tomer’s expectation, they tend to have a positive experi-
ence and would prefer the same effect when shopping for 
a similar item. If customers are not satisfied with any prod-
uct, the word spreads faster, influencing their social circles 
about the same. Hence product satisfaction is essential for 
both customers and companies to stay in the market.

Brand loyalty: Retail loyalists are known for the 
commitment they show towards the brands. If a cus-
tomer gets satisfied with a specific brand, they tend to 
stick to it for a longer time. Even if the prices fluctuate 
because of the unstable market, the customers tend to 
show brand loyalty. During the pandemic, the supply 
chain slowed down because of the restrictions imposed 
on businesses, and customers expected their brands to 
be available. Brand loyalty might increase if the compa-
nies are keeping up the supply as per demand.

Personal beliefs: Perception and motivation shape 
the personal opinions of a customer. Salient ideas about 
Ease of use, Compatability, Usefulness, Privacy, and 
usefulness impact customer shopping behavior(Eri et 
al., 2011). During lockdown in India, the customers 
perceived some brands to have standards to handle 
the deliveries during the pandemic and continued to 
shop from them. This shopping can be the other way 
as well, where the customers might perceive that the 
brand might not survive the pandemic, and they have 
changed and adjusted their preferences accordingly.

Accessibility: The services accessible even after the 
pandemic effect will stay longer in the market. Even if 
the revenue was generated because of the number of 
orders received during the initial phase of the pandem-
ic, the companies were stubborn and stayed and found 
ways to serve the customers. Customers preferred these 
services as their accessible amid pandemics.

6.1. Customer Engagement Factors
These factors come into play when a consumer has 

something to learn from the company or any issues 
with his purchase.

Fully equipped customer service - Someone from 
the company must be present to answer any customer’s 
doubts. This presence is one difference between on-
line and offline purchases. FAQs, Chatbots, and other 
AI-aided solutions work fine only when they are com-
prehensive enough. Compromise should not be made 
in this case since it might be the difference between 
this and other Websites/Applications. Nothing better 
than a human present to answer all the questions have 
and help in the purchase.

Issue Resolution - It is pretty possible in large sup-
ply chains that mistakes happen. Customers might re-
ceive faulty products or a different product from what 
they have ordered. A fully equipped issue resolution 
team is necessary for FMCG delivery companies.

On-House Offers - Considering the competition 
between online delivery applications, customer reten-
tion is very important. If the customer is not willing 
to accept the company’s mistake, it has to decide to 
provide the customer with an offer for his next order 
or a free coupon.

6.2. Operational Factors
Ease of use - When the service providers develop 

an application for their customers, they will have to 
take various customers. These customers are of differ-
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ent ages and backgrounds. One cannot always expect 
all the users of the app to be tech-savvy. If it takes half 
an hour to place an order for one soap bar, the inter-
face is probably flawed or/and not customer-centered. 
While an easy UI is bringing business, a complex UI 
might cause customer dissatisfaction.

Price comparison: Price plays a significant role in 
the retail market. When a customer is using an appli-
cation, they might want to compare the prices between 
brands. The respondents preferred the price compar-
ison feature in the application. This comparison also 
shows that the services provided are transparent.

Proper Representation of Product: The products 
are shown on the websites, applications, and advertise-
ments might not seem the same when the customers 
buy them. The customers often find themselves in the 
dilemma of whether the expectations meet reality or 
not. Proper representation of the product is essential 
for any e-commerce application or website. This rep-
resentation is where customers see their product vir-
tually before ordering, and it helps them make a pur-
chase decision.

Payment options available: There are many pay-
ment options available: e-wallets, debit cards, credit 
cards, coupons. An e-commerce app should accept 
payments through more than one option as all the 
customers might not use the same type of payment 
system because of the availability of multiple options. 

Security of payment gateway - Cyber threats have 
been increasing. Double payments/payment gateway 
failures because the money will be debited and credit-
ed back after a specific time may seem honest from the 
company’s perspective. However, customers will not 
want to pay two or three times for the same product, 
despite service providers’ promise to refund it within 
a stipulated time. Every time this happens, we lose a 
part of the customer. This loss is an essential factor for 
both service providers and consumers.

6.3. Pandemic Factors
From the factors affecting customers’ groceries 

purchase behavior, the factors like Personal beliefs, 
Hygiene factors, Purchase elements, Customer Service 
provided, Easy UI of the application, Payment System 
(payment options and security), and Accessibility and 
Availability from regular features were selected ran-
domly and categorized as pandemic factors. The sur-
vey results show that factors Hygiene and Accessibility 
were preferred over other factors. The prime reason 

was the lockdown restriction in the country to control 
the spread of the Covid-19 pandemic. The pandemic 
situation has created an awareness about hygiene in 
customers. 

7. Conclusion
This study was conducted to investigate whether 

the traditional factors which influence the customers 
to shift from offline to online shopping of groceries 
amidpandemic. There was a considerable impact on 
the retail sector. With the country under lockdown, 
service providers came up with different marketing 
strategies to cater to the customers amid the Covid-19 
pandemic. For example, companies like Amazon’s 
BigBasket (groceries delivery application) and Swiggy 
(food delivery application) have adopted the concept 
of ‘Zero contact delivery’. Our survey showed that the 
respondents affected by the campaign and most tra-
ditional in-store groceries shoppers have shifted to 
online shopping. The results state that the pandemic 
has influenced online customer shopping, primarily 
groceries, irrespective of gender, age, and occupation. 
Even though the survey is done through a convenient 
sampling method, our research shows that the respon-
dents’ mode of groceries has been shifted to online 
from traditional offline shopping. The increase in the 
necessity and awareness of hygiene can be claimed to 
be the change. Our research shows that Hygiene fac-
tors and Availability and Accessibility of products and 
advertisements regarding the same have affected cus-
tomers’ online shopping behavior amid the Covid-19 
pandemic. Furthermore, Delivery time, Hygiene prac-
tices followed by the delivery person, Availability and 
Accessibility of the products, Representation of the 
products, Return policy were preferred in the respec-
tive categories by customers.

Limitations and Future Scope
The study was performed using an online ques-

tionnaire and not physically because of the lockdown 
and social distancing. Furthermore, even though the 
respondents of the designed survey were from dif-
ferent occupations, incomes, and age groups, most 
of them were students who had the convenience of 
e-commerce apps. The study is convenient sampling 
which is non-random sampling which leads to limita-
tions that apply to non-random samples. The factors 
considered in the study are taken from the literature 
review; the respondents might not find the desired el-
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ement. The statistical methods used in the methodol-
ogy have their limitations.

Future Scope
This research paper can be used as a base paper 

for marketing strategy purposes as it understands 
customers’ preferences amid lockdown. Our research 
concludes that the respondent’s groceries shopping 
behavior has been impacted because of the pandem-
ic. The respondents have also shown interest in the 
brands which provided solutions that showed prom-
ising hygiene practices. Most of the respondents were 
middle-class income and age group ranging from 18-
45. Thus, by analyzing and taking the results and find-
ings of this research paper, marketing strategies can be 
used to cater to the younger generation.
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