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INTRODUCTION

Relevance of the study

With the expansion of the internet and its acceptance as a new sales and marketing channel,
online shopping has emerged as a viable purchasing mode with significant growth potential.
Companies from completely different spheres are now actively offering their products and services
on the Internet, and customers are increasingly switching to digital channels. In this respect, the
retail companies are not an exception — the global e-commerce sales and their share in total sales
of retail companies shows consistent growth. According to statistics, e-commerce sales almost
tripled, comparing 2014 and 2019 figures (Statista, 2020), and the share increased by 4% (from 10
to 14%) in three years from 2017 to 2019 (eMarketer, 2019). So, online purchases of goods are

continuously gaining popularity.

In this respect, Russia currently is not lagging behind and even surpasses other countries
in some ways. Initially, Russia was adopting e-commerce much slower than the majority of
developed countries. However, in last years and, especially, with the advent of COVID-19
pandemic industry has shown a dramatic and one of the fastest growths (22%, 28% and 44% in
2018, 2019 and 2020, respectively) (Data Insight, 2021), while customers have demonstrated great
pace of new technologies acceptance. According to the research done by Online Retail
Association, in the 2020 the share of e-commerce in the total retail turnover reached 9.6% (with
absolute maximum of 10,9% in the first half of the year), compared with only 6.1% in 2019 and
around 4% in 2018 (Online Retail Association, 2021, 2020, 2019). So, Russia is now approaching
the level of the most developed countries in terms of online sales, such as the United States and
China, with shares of 14% and 24.9% respectively (UNCTAD, 2021).

Online grocery has been also expanding its presence in Russia in the last years, catching
up with western trends. It showed stable high growth (50% in 2018, 70% in 2019), but its share in
total grocery market was still only 0.15% in 2018, while already in 2016, the share of online
grocery in South Korea was 16,6% (the largest), 6,9% in the United Kingdom and around 4% in
the US (Statista, 2019). According to PWC’s Global Consumer Insight survey (PWC, 2019),
around 54% of Russian consumers were interested in purchasing groceries online in 2018 that was
really close to the figure for the US which is 59% (eMarketer, 2019). However, the share of people
who really bought some food products online in Russia was only 16% in 2019, comparing with
48% in the US. At the same time, the research has shown that positive online grocery shopping

experience has a great favorable effect on repeating purchase intention (e.g. Mortimer et al., 2016;



Chiu et al., 2014; Abdul-Muhmin, 2010). From this we can conclude that people in Russia needed
some trigger to start buying food online and 2020 has given such a push with COVID-19 pandemic.

Due to the COVID-19 related introduction of self-isolation and increased health concerns
people were trying not to leave their apartments without a serious need which has led to boost in
delivery services use and online shopping. In 2020 online grocery sales in Russia soared by 314%
compared to 2019 - from 43 billion to 135 billion rubles (INFOLine, 2021). Moreover, according
to the survey, conducted by Yandex, 56% of customers are not planning to reduce the share of

online grocery purchases even after all restrictions are lifted (Yandex, 2020).

Relying on this evidence, we can suppose that online grocery will develop actively further
even when the situation with COVID-19 will stabilize. So, to catch up with trends and to gain a
competitive advantage more and more conventional retailers will be using internet shopping as
part of their business strategy. And pure online services will also grow. At the same time, the
importance of customer satisfaction in traditional and online shopping has been recognized largely
in the literature, showing that it has a significant impact on acquisition of new customers and
retention of already existing ones (Yi and La, 2004; Fraering and Minor, 2013; Rita et al., 2019).
Thus, currently it is very appropriate and relevant to study customer perception of grocery e-
commerce to get better understanding which factors affect customer satisfaction with the service

in order to provide companies with the basis to improve their services, retain and attract clients.
Research gap

The review of fundamental and current literature on a global scale showed a great number
of research has been conducted concerning online grocery customer experience, including ones
identifying what consumers see as positive and negative aspects of this experience, what motivate
them for its adoption (e.g. Morganosky and Cude, 2000; Robinson et al., 2007; Blitstein et al.,
2020), what barriers interfere customers from shopping for groceries online (e.g. Ramus and
Nielsen, 2005; Huang and Oppewal, 2006; Alam et al., 2016) and so on. Customer satisfaction
with e-grocery was also studied from different perspectives, considering its drivers (e.g. Souitaris,
and Balabanis, 2007; Sreeram et al., 2017) and how it influences other constructs such as trust or
loyalty (e.g. Mortimer et al., 2016; Park and Thangam, 2019). So, even though, online grocery
shopping is rather narrow topic (compared with the whole online shopping experience which is
investigated to a much greater extent), due to its active adoption in some countries and high interest
from real business, there is a certain interest for exploration and large applicability of obtained

results.



However, most of the existing models and frameworks have been derived mainly from the
research conducted in limited number of countries, due to uneven geographical expansion of
grocery e-commerce. The factor of different cultural, social and economic background cannot be
fully eliminated, so the results cannot be transferred directly to any other context. As it was
mentioned, online grocery was developing actively in Russia only during last years. Before, there
was only a small number of offers and the number of customers was limited. Thus, there is a lack
of researches on the topic that was applied specifically to Russian context. It is still quite new

experience for people and for investigators as well.

Moreover, the COVID-19 pandemic definitely has introduced changes in the global and
national environment, modifying customer behavior in many spheres, including traditional and
online grocery shopping. Researches, understanding that such serious shift can create new
behavioral patterns, change motivational factors and people's perception of the service, already
have started to include COVID-19 context in their studies (e.g. Dannenberg et al., 2020; Chang
and Meyerhoefer, 2020; Bauerova, 2021). Thus, consideration of the customer's position toward
online grocery in connection with the changed external conditions is another gap that exists.

So, according to the defined issues, the research gap, to be addressed, lies in the lack of
research of online grocery, as a whole, and customer shopping experience and attitude towards it

specifically in Russia and taking into account the influence of COVID-19 pandemic.
Research purpose and tasks

Hence, taking into account specified research gap, the purpose of this study is to investigate
factors that can affect and determine customer satisfaction with online grocery shopping in the
conditions of the Russian market during the COVID-19 pandemic. Moreover, the following

research questions were formulated:

RQ1. What are the drivers of customer satisfaction with online grocery shopping

experience?

RQ?2. Is there any impact, imposed by COVID-19 pandemic on customers’ evaluation of

these drivers?

RQ3. Do findings, obtained on the sample including Russian customers, correspond with

existing findings for other countries?

The work involves conducting a primary study, that is, collecting real data, on the basis of
which hypotheses defined by analyzing the available literature on the topic will be tested. To

achieve the stated goal and answer the research questions, the following tasks were set:



1. To analyze the literature concerning the phenomenon of e-grocery and drivers of
customer satisfaction with it;

2. To create a conceptual model of customer satisfaction with online grocery shopping
experience and to determine the research hypotheses, relying on existing studies;

3. To conduct a primary study in form of the survey to test stated hypotheses, verify
the model and generalize results;

4. To prepare a systematic summary of the results obtained and to discuss their

theoretical and practical implications and significance.

At last, since the topic of interest is rather novel and not so much studies are available on
it, the research of this master’s thesis will be of exploratory type. The structure of this work
corresponds to the tasks set. The first chapter provides an analysis of the existing literature and
theoretical basis necessary for understanding the object and subject of research, namely, the e-
grocery service concept and customer satisfaction construct are considered. In addition, the first
chapter contains a brief description of the main differences between offline and online shopping
experience, a specification of drivers of customer satisfaction with online grocery shopping, and
at the end the research model and the hypotheses of the current study are presented. The second
chapter is devoted to the methodology of the primary research, the description of the general
population and obtained sample, the structure of the survey, statistical data processing tools. The
third chapter presents the substantive results of the conducted research and verification of the
proposed hypotheses, accompanied by the description of theoretical and practical implications,

limitations and areas for future research.



CHAPTER 1. ONLINE GROCERY SHOPPING AND DRIVERS OF
CUSTOMER SATISFACTION WITH THIS EXPERIENCE

1.1. E-grocery, difference between offline and online shopping experience

The Internet for a long time has not been a new channel of interaction between business
and its customers, most companies now apply multi-channel strategy or even go completely online
as well as their clients who demand more and more online presence. Retail industry and
specifically grocery sector is not an exception. Generally, e-grocery represents services of ordering
food products online with the possibility of home delivery. Companies, offering this type of
service, can be divided into 3 groups. The first is online branches of traditional grocery retailers —
it appears when company extends its offline presence to the Internet and offers customers to form
an order on the website. Then products are picked at a local supermarket and delivered or the client
is invited to take it away from a store. In Russia many food retailers already provide such
opportunity, among them there are Lenta, Perekrestok and VkusVill. A second type of Internet
grocery is delivery service. It is an intermediary between traditional offline stores and customers.
Such companies conclude contracts with retailers and offer customers a possibility to order food
from their favorite shops to be delivered. The Russian representatives of this type of e-grocery
service are, for example, Sbermarket and Igooods. The last type is pure online retailers. They don’t
cooperate with traditional grocery retailers and offer customers food products from their own
warehouses. In Russia there are Samokat, Utkonos, Yandex.Lavka and currently many others.

Researchers, conducted many studies, have long proved that traditional (offline) and
online shopping experiences are very different and consumer perception of risks and benefits of
the Internet store is in a way distinct from the ones of in-store shopping (Broekhuizen, 2006;
Featherman and Wells, 2010). This also applies directly to e-grocery (Anesbury et al., 2016;
Munson et al., 2017). Thus, in order to get a better understanding of research background and form
a basis for building the model, we need to have an overview of the most noticeable difference
between online and offline shopping. Doing it, we will be relying on online shopping attributes,
investigated by a number of researchers (Szymanski and Hise, 2000; Dholakia and Zhao, 2010;
Jiang et al., 2013). These studies have classified the attributes of online stores into four categories:
merchandise (including product related characteristics such as assortment and product

information), customer service and promotions, navigation and convenience, and security.

The first and the most general point, differentiating offline and online shopping, lays in
total difference between website and traditional store. For example, online shops cannot use in-

store marketing, in traditional understanding, while marketing specialist have investigated and
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developed various methods of using traditional distribution channels for promotion (Fam et al.,
2011). The whole environment of the store, including the sequence of sections, background music,
products at the cash desk, shelf space use, promotional events (such as testing) and many others,
influences consumer behavior. The packaging of the products is also actively used in these
practices, for example, Chandon et al. (2009) demonstrate that the number of facings has a strong
positive impact on brand evaluation. Another way to bring larger attention to brand is to place
product in specific locations on the shelf, for example, study by Atalay et al. (2012) shown that
brands in the horizontal center receive more visual attention. It is clear that in online store all these
practices cannot be applied in the same manner. What determines the success of attracting and
retaining customers, and also has a primary influence on the decision to make a purchase, is the
design and functionality of the website (Zhou et al., 2009), which includes such technological
aspects as navigation, appearance, and layout (Cyr, 2008). The interface of an online store affects
the experience of consumers (Griffith, 2001) and, if well designed, it can reduce costumers' search
costs and the time required to process information, which will minimize the effort required to
perform selection and purchase tasks (Hoque and Lohse, 1999). Moreover, offering products or
services online give an opportunity to use specific promotional activities, such creating
personalized recommendations or discounts, by collecting information about customer preferences
(Lee and Kwon, 2008). So, both online and offline companies carefully design their stores, but
their tools are different and customers are subject to dissimilar stimuli.

The next distinction will be intangibility of the products (Alba et al., 1997). Its most
obvious element is physical intangibility, meaning that in online store there is no chance to hold
product in hands, examine it from every side, check its integrity or freshness. However,
intangibility in online context is a multi-dimensional construct (Laroche et al., 2001) which affects
not only goods, but also services, and the influence will differ for various group inside these two
categories. As it creates the additional risk for customer, intangibility becomes one of the key
inhibitors of adopting electronic commerce (Featherman and Pavlou, 2003). To mitigate the risks
of product intangibility and make a final decision customers demand more information and
additional security measures (such as opportunity of the return). At the same time, this factor can
have a positive influence on brand loyalty (Arce-Urriza and Cebollada, 2012). People, afraid of
making a mistake and buying bad product, tend to believe well-known brands and, thus, some
studies indicate advantages enjoyed by such brands in virtual environments (Ho-Dac et al., 2013;
Gonzalez-Benito et al., 2015).

As it was mentioned, to decrease the level of perceived risk of buying products online,

customers seek for additional information. In general, customers have long been using the Internet
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as the source of prepurchase information search (Rowley, 2000; Maignan and Lukas,1997),
looking for availability, comparing different offers, checking the reliability of the company and so
on. In order to reassure customer to make a final decision and buy product online, there have to be
all necessary information about product on the website, so that person has less doubts about its
intangibility (Park and Kim, 2006). Thus, many researches, dedicated to the factors influencing
consumer purchase behavior in an e-commerce environment, are focused on the availability of
information (Wolfinbarger and Gilly, 2001). Taking this into account, e-stores provide pictures,
written descriptions of product characteristics, reviews which serve as a reference point and many
other additional information, intending to make decision-making easier and the probability of the
wrong choice lower. Another side of great information availability in the Internet is a possibility
to compare. In online store products can be easily compared by price, weight, content or other
characteristics and not even within one platform. Consumer can find the best offer for the moment

and make an order from several places at once, saving money with less extra efforts.

The last factor that substantially differentiate online shopping is security risk (Miyazaki
and Fernandez, 2001). Studies show that online shopping security and privacy is great concern for
customers (Chen et al., 2016), users are worried about possible disclosure of their private
information and about safety of financial transactions (Malhotra, Kim, & Agarwal, 2004). With
the development of the digital technologies, the Internet, on the one hand, is becoming a safer
place, but, at the same time, there appear new kinds of fraudulent activities, and scandals related

to the disclosure of user information do not subside.

So, of course, there are factors that are important for any shopping experience, no matter
online or offline, such as product quality, price, service and others. However, also there are many
factors that differentiate these experiences, making it impossible to replicate best practices to
attract and retain customers and leaving wide space for research. Therefore, it is crucial to
understand what particularly drives customer satisfaction in online shopping environment (for the
purposes of this work, in e-grocery), hence, what elements of the offer should be managed properly
to bring the buyer to the purchase and build his/her loyalty to the company.

1.2. Customer satisfaction
Customer shopping definition

In marketing, customer satisfaction is one of the most examined constructs. It is defined
as an end result of meeting customer's expectations for product (service) performance and
determined by comparing prior expectations with the impression of what was actually received

(Oliver, 1980). If real performance of something is at the level or better than customer’s
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expectations, customers will be satisfied, and if this performance is less, they will be dissatisfied,
followed by them spreading this negative experience among other customers. It is also determined
as «customer’s fulfilment response» which is an evaluation as well as an emotion-based response,
so it is both cognitive and affective in nature (Oliver, 1997). An affective component includes a
pleasurable state of accomplishment from emotions such as happiness, surprise or delight during
the shopping experience (Ha and Perks, 2005), while a cognitive component is based on attribute
assessment and perceived performance (Oliver and Swan, 1989). Customer satisfaction is

generally agreed to be a post-purchase and/or post-use evaluation (Oliver, 1981; Fornell, 1992).

As it was previously stated a number of times, customer satisfaction plays an important
role in shopping (both online and offline), as it is one of the determinants influencing consumer
decisions to continue buying or not and as it affects many other critical shopping experience related
constructs, such as trust or loyalty (Szymanski and Hise, 2000; Yi and La, 2004; Fraering and
Minor, 2013; Rita et al., 2019). Customer satisfaction in an online field is also argued to be a key
factor of profitability (Guo et al., 2012), including since satisfied consumers are more likely to
purchase more in the future than dissatisfied ones (Sanchez-Garcia et al., 2012). At the same time
maintaining customer satisfaction is one of the hard challenges. Therefore, exploring customer
satisfaction is necessary, especially for relatively new products and services, such as e-grocery. In
order to improve business performance, online retailers should have systematic and deep
comprehension of its drivers and how to manage them properly. Thus, many researches have been
conducted to get a profound understanding on what form and exert customer satisfaction in
different contexts. For the sake of selecting drivers that can be included in the model of this
particular study, it is necessary to explore what models have been already created by previous
researchers in the general context of online shopping and directly in relation to online grocery

shopping. There will be a short review on some of them.
Models of customer satisfaction with online shopping

In the academic field a great variety of researches of customer attitude and behavior in

online shopping context is presented. Some of them propose quite simple models, including a
couple of exogeneous (independent) variables and one endogenous variable. Such mono-models
usually investigate factors or drivers directly influencing the construct of interest (e.g. customer
satisfaction). An example of this type of study can be a research of Guo et al. (2012), evaluating
factors influencing consumer satisfaction towards online shopping in China. It has explored the
effect imposed by eight major drivers on satisfaction, including website design, security,
information quality, payment method, e-service quality, product quality and variety, and delivery
service. The conceptual model, created and analyzed in the paper, is presented below (see figure
13



1). The results of this study revealed positive relation between all observed variables and customer

satisfaction in Chinese context.

Website Design

H,
Secunty H,
Information Quality H

Payment Method H, \
xt Consumer
H; _

E-Service Quality satisfaction
Product Quality _/
Product Varety
Delivery Service

Figure 1. Conceptual model of customer satisfaction with online shopping
(source: Guo et al., 2012)

It was the simplest model that can be encountered in the existing researches, but still it
serves for the purposes of enriching the theoretical body of research and making initial
assumptions for practical implementation of the results, as it is conducted in specific

circumstances, applying previous international knowledge to Chinese market.

Another group of studies are based on previously created theoretical concepts and models.
For example, in respect to online shopping, researches often choose to build their models on
theories of technology adoption. These include a number of well-established and constantly
applied models such as theory of reason action (TRA) (Fishbein and Ajzen, 1975), theory of
planned behavior (TPB) proposed by Ajzen in 1991, technology acceptance model (TAM) (Davis,
1989), unified theory of acceptance and use of technology (UTAUT) introduced by Venkatesh et
al. in 2003 and others. Models, relying on these theories, are more theoretically conceptualized,
since their structure has been already reasoned. An example of the study, implementing this
approach for investigated model building, is a research of Tandon et al. (2017) that applied TAM
to examine key determinants influencing customer satisfaction towards online shopping in India.
The investigated conceptual model is presented below (see figure 2). It includes 3 factors of
customer satisfaction, namely website functionality, perceived usability and perceived usefulness,
each consisting of a number of constructs of lower order. The eventual findings of the paper
demonstrated that perceived usefulness and website functionality have a positive impact on

dependent variable, whereas perceived usability has a significant negative effect.
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Figure 2. Conceptual model of customer satisfaction with online shopping
(source: Tandon et al., 2017)

In general, both considered studies have followed the same purpose, but implemented
different model rationalization approach. While first one explored the previous researches
available in the field and somehow determined the most important factors that would be included
in the model, the second one based its research on reliable theory that has been already verified by

other researchers in the field and applied it to the new context, testing its applicability.

The last group of studies involves highly complex, integrated models with a large number
of variables (both dependent and independent), direct and indirect causal relationships, mediation
and moderation effects. Their structure is usually aggregated from several previous studies and to
be rationalized also relies on theoretical concepts. When researchers create and try to conceptualize
such models, they are pursuing a goal to develop a comprehensive assessment of construct or
constructs of interest, observe various possible effects and their interaction. An example of the
complex model (see figure 3) is presented in the study, done by Sreeram et al. (2017). This paper
aimed to build and test an integrated model of purchase intention in online grocery shopping. The
model was based on TAM theory and S-O-R framework (Mehrabian and Russell, 1974). Several
antecedents of online grocery shopping were incorporated in the model, in addition to factors
proposed in TAM. They include physical effort, time pressure, entertainment value, product
assortment, economic values, website design aesthetics, social influence and others. The ultimate
dependent variable was chosen to be customer satisfaction, but also its influence on customer

loyalty was investigated. Eventually, the proposed model was verified by the research.
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Stimulus Organism Response

Figure 3. Integrated conceptual model, including factors affecting satisfaction and loyalty in

online grocery shopping (source: Sreeram et al., 2017)

For purposes of the current study, author decided to stick to the simplest approach of
creating a research model, since this study is only an initial step to delve into the topic in a new
context (Russia during COVID-19 pandemic) and it is not intended to be very complex and
introduce new conceptual frameworks. The available customer satisfaction studies were analyzed
and the most common factors were selected for further investigation. However, in order to
introduce the additional value to the study, a couple of rather novel and under explored factors
were also added to the model after thorough consideration. In the following paragraph chosen
drivers of customer satisfaction and the rational for their examination in regards to online grocery

shopping will be presented.
1.3. Drivers of customer satisfaction with online grocery shopping
Perceived product assortment

Since the initial need of the customer who decided to go for grocery shopping or to try
online grocery ordering will be (in the most cases) purchasing some food products, the end result
— getting desired goods — is expected to substantially influence customer satisfaction. In some
older studies such as Szymanski and Hise (2000) attributes, connected with the product
characteristics such as assortment and variety offerings, are referred as merchandise. These factors

showed to positively impact customer satisfaction online (Ahn et al., 2004; Alam and Yasin, 2010)
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and, in general, it seems obviously reasonable to expect that satisfaction level would be higher
when consumers perceive online stores to offer advantageous product range. This is especially true
for the situation when customers seek for not widely available products or when in traditional

supermarkets there is a deficit for some reason.

In addition, product assortment can be considered as an element of such often studied factor
of behavioral intention and technology acceptance as performance expectancy (Pappas et al., 2014;
Tandon et al., 2018). It is defined as «a degree to which individuals believe that using a system
will help them to attain gains in job performance» (Venkatesh et al., 2003, p. 24). Thus, since job
performance, as | have mentioned, in case of e-grocery lays in purchasing goods, performance
expectancy includes anticipation to receive a wide range of products, offered by one store, so that
there is no need to look for something in others, not getting the desired result. The following

hypothesis was formulated, regarding this factor:

H1. Perceived product assortment has a significant positive influence on customer

satisfaction with online grocery shopping experience in Russia
Perceived product quality

Another factor which is closely related to the previous one and may be even more important
for customers is product quality. It is an integral property of the product, expected standard of
service excellence. As it was revealed earlier, intangibility can be considered one of the main
barriers for adoption of e-commerce. While buying food or any other products online, customers
can rely only on the information presented at the website of the store and on the reviews from other
costumers. It is impossible to fully verify the quality and freshness of the product before it is
delivered and even if there is a possibility to return or change the spoiled good, the negative
experience will be already obtained and satisfaction may be negatively influenced. This idea also
has been supported by previous studies where researchers have included product performance risk
as a variable determining customer attitude and behavior (Yu et al., 2012; Tandon et al., 2018). It
implies «the possibility of the product malfunctioning and not performing as it was designed and
advertised and therefore failing to deliver the desired benefits» (Featherman and Pavlou, 2003, p.
5). So, it should be important for e-grocery companies to ensure good product quality perception
among their customers to maintain high level of satisfaction due to the fact that it is one of the

most raising doubts issues.

H2. Perceived product quality has a significant positive influence on customer satisfaction

with online grocery shopping experience in Russia
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Perceived price value

Price is defined as the amount of money a product or service cost, or the amount of value
exchanged by customers to benefit from owning or using a product or service (Kotler and
Armstrong, 2010). It is another P (after product) in the renowned marketing 4P’s model, proposed
by Edmund McCarthy in the 1960s, which show that it is one of the 4 main dimensions of product
or service, managing which marketer can increase the perceived value. Regarding ordinary
shopping and e-grocery experience, while product itself is the end result that customer receive and
that is usually perceived as a gain, price and the end sum (which may include delivery costs) which
is paid are perceived as loss and customers strive to reduce them. However, it is not always the
real price that affects decision making. In this respect, Jacoby and Olson (1997) propose to separate
the concept of the objective price and the price perception that customers imply. Hence, perceived
price can be defined as the level of (monetary) price at a vendor in comparison with the customer’s
reference price (Kim et al., 2012). In its turn, customer’s reference price is formed by their
experience (e.g. by prices in traditional stores or prices of other e-retailers). Several investigations
have been conducted, confirming the role of price perception as an attribute of customer
satisfaction and purchase intention (Jiang and Rosenbloom, 2005; Lin et al., 2011; Tandon et al.,
2018). Moreover, in online environment with higher performance risk, price perceptions
significance shown to be increasing, again since the product is not available for physical evaluation
before purchase and costumers rely on price cues as additional quality indicator. Therefore, it is

reasonable to add it in the model.

H3. Perceived price value has a significant positive influence on customer satisfaction with

online grocery shopping experience in Russia
Perceived delivery performance

Time and cost savings are usually mention by buyers as the main advantages of performing
shopping online (Lee and Koshi, 2007). In their turn, perceived time savings can involve a reduced
duration of purchase at the store itself and, additionally, avoidance of long travels, heavy traffic
and time for searching a parking space. According to Verhoef and Langerak (2001), costumers
also perceive the reduction of the physical effort, as an important advantage of online grocery
shopping. All these are creating a special convenience of the experience and are provided by the
main offering of the e-commerce — delivery (Morganosky and Cude, 2000; Harris et al., 2017).
Researches indicate that the on time and safe delivery increase customer satisfaction and stimulate
repurchase intention (Ahn et al., 2004; Lee and Koshi, 2007; Guo and Liu, 2012). However,
delivery is usually more than anything is prone to errors. Delivery problem is a common

phenomenon that exists in the online shopping environment. There can be a delay, damage of the
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products during transportation, errors in order assembly, leading to missing or wrong goods
shipped. These situations, if they are experienced by customer, have a great negative impact on
satisfaction. Consequently, the perceived delivery performance should be also added to the model,
since existing findings on online shopping reveal that it can explain much of the variation in

customer satisfaction.

H4. Perceived delivery performance has a significant positive influence on customer
satisfaction with online grocery shopping experience in Russia

Store brand preference

Even though evaluating consumer attitude to brands is a popular topic in the marketing
literature, its applicability to food retailing, and especially to e-grocery purchases, has not yet been
established. Existing studies place more attention to the exploration of product brands and their
perception by customers online and offline (Pozzi, 2012; Anesbury et al., 2016), and not to brands
of the stores. However, still the latter is observed by some researchers. For example, Rafiq and
Fulford (2005) support the proposition that customers loyal towards a given retailer brand are
ready to adopt brand extensions and use them more preferably than other e-stores because of the
name awareness, perceived quality, and other brand associations. Schoenbachler and Gordon
(2002) also proposed that hybrid firms, maintaining both online and physical channels, are favored
over e-tailers by customers, because of the higher trust level. This is again can be explained by
higher degree of perceived risk in online environment, hence, customers try to stay safe in this
way. However, Melis et al. (2015) suggest that such behavior is typical for customer only at the
beginning of their e-commerce adoption. Their findings show that new multi-channel grocery
shoppers tend to choose the online store of their preferred offline chain, but when online grocery
shopping experience increases, their focus switches to a comparison between stores within the
online channel and other characteristics than brand become more influential. Therefore, it is
interesting to add the store brand preference attribute in the model and see if it affects customer

satisfaction in Russia, since many of them just entered e-grocery market.

H5. Store brand preference has a significant positive influence on customer satisfaction

with online grocery shopping experience in Russia
Perceived website (app) quality

Website characteristics seems to be the most researched factor, added almost in every
model concerning online shopping (Szymanski and Hise, 2000; Alam and Yasin, 2010; Guo and
Liu, 2012; Tandon et al., 2018). However, in the last years with the raising rate of smartphones

usage, mobile applications also have become a point of interest for studying (Kim et al., 2017). In
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general, the majority of website and app characteristics and elements are analogous, but attitude
towards their usage and perceived convenience and usability of these means can be different for
customers (Almarashdeh et al., 2018). Still, it can be supposed that overall customer usage
experience is similar for both website and apps, thus, further in the text when website
characteristics are discussed, the same will be applicable to mobile applications. Though, in the

final research model customers, using different means, will be separately analyzed.

Customers interact with the company primarily through the website, so its every element
from visual first impression to transaction process significantly affects customer satisfaction with
the whole online shopping experience. It was proved that a website with good system quality,
information quality, and e-service quality is the main factor to achieve a success in e-commerce
(Sharma and Lijuan, 2015). There have also been developed a great number of dimensions of
website design and functionality among which there are visual appeal (appearance) (Cyr, 2008;
Blut, 2016), navigation (Park and Kim, 2006; Lee and Kozar, 2012), content and information
availability (Wolfinbarger and Gilly, 2003; Dholakia and Zhao, 2010), convenience and usability
(Lee and Kozar, 2012), website service quality (Wu, 2011; Guo et al., 2012), security (Szymanski
and Hise, 2000; Guo et al., 2012), customization (Liang et al., 2007) and others. Based on the
review of the literature, for the purposes of this research the following attributes will be proposed
as components of perceived website (app) quality — perceived website (app) appearance,
perceived content quality, perceived navigability, perceived customization and perceived security.

These features should have a positive impact on customer satisfaction.

H6. Perceived website (app) quality is a multidimensional construct, consisting of
perceived website (app) appearance, perceived content quality, perceived navigability, perceived

customization, perceived security.

H7. Perceived website (app) quality has a significant positive influence on customer

satisfaction with online grocery shopping experience in Russia

Website (app) appearance is the attribute that influence the first impression of the customer
toward e-store and is considered as a key component of website quality. Visual design of a
shopping website can have an influence on various factors of online buying behavior such as
perceived ease of use, perceived usefulness, perceived enjoyment, and ultimately acceptance of
online shopping (Hasan, 2016). Users can be either attracted or distracted by the color scheme,
layout, structure and display of the website on the device screen. Though, design of the site has to
be visually appealing and functional at the same time, so that it was easy for users to learn how to
operate. Wells et al. (2011) suggested that attractive visual website design can enhance customer

perception of product and vendor quality, building trust. Cyr (2008) explored 3 perspectives of the
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website design, including information design, navigation design and visual design, as factors of
the website trust, satisfaction and e-loyalty. The visual design among all was proved to have a

positive influence on customer satisfaction.

Content of the grocery e-store consist of various different elements, including pictures,
product information, price information, reviews, information about services and optionally
additional content such as thematic sets, recipes and so on. Customers need all this information to
make a right final decision and the absence of at least one of them can negatively affect the
perceived reliability of the website and, consequently, willingness to buy due to the increasing
risk. Customer satisfaction also depend on the ease with which relevant information can be found.
Information availability (Wolfinbarger and Gilly, 2003) is considered as a significant influential
factor in online shopping context and the researches also show that high level of information
quality (consisting of information accuracy, comprehensibility, completeness and relevance) will
enhance customer satisfaction in online shopping (Liu et al., 2008). So, e-stores are expected to
provide enriched and comprehensible content to support and assist customer shopping experience,
facilitating making better decisions and increasing satisfaction.

Navigation, search and filtering functions greatly affect the usability of the website and
overall convenience of the online shopping experience (Szymanski and Hise, 2000). Customers
can find needed goods by category, price, brand or any other characteristic, they can enter the
name of the product in the search and immediately get what they want. Accordingly, a well-design
and structured interface and navigation function create time and browsing benefits, reducing effort
involved and leading to higher online shopping satisfaction. For instance, Lee and Kozar (2012)
confirmed that navigability has a strong positive influence on purchase intention. The similar
conclusion was reached by Park and Kim (2006) who stated that user interface quality and
navigability among other attributes affects relational benefit which is significantly related to each

consumer’s site commitment and actual purchase behavior.

Customization can be defined as tailoring the products to the individual needs and
preferences of the customers. In the e-retailing environment companies can provide additional
benefits for consumers by utilizing customization strategies, since it is much easier to gather
different customer related information in the Internet, even without any active customer
involvement, track the behavioral patterns and understand what a particular individual wants.
Thus, investing in personalization technologies, e-retailers can satisfy unique needs of each
customer, providing the right information or product to the right client at the right time. Thirumalali
and Sinha (2009) have investigated an applicability of 3 customization strategies (transaction,
decision and product customization) in regard to three well-established product types —
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convenience goods (which includes groceries), shopping goods and specialty goods. The results
of the study showed that for convenience goods customer value will be highest in response to the
transaction customization. This means that for products such as groceries which are purchased
frequently and characterized by a routinized purchase behavior, customers are highly receptive to
technologies that make the transaction process (ordering, payment) more convenient, personal,
and interactive. In this respect, Liang et al. (2007) also explored the relation between personalized
content recommendation and user satisfaction and came to a conclusion that personalization of
shopping experience can reduce information overload and, hence, increase customer satisfaction.
Therefore, perceived customization of the website and overall ordering experience also will be

included in the research model.

Security is the last attribute of perceived website quality which will be added in the model.
It is usually concerned with website’s ability of protecting consumer personal (privacy) and
financial (security) information, collected from transactions, from an unauthorized use or
intentional disclosure (Guo et al., 2012). In this research concepts of privacy and security will be
combined and presented as security. So, security and privacy issues are one of the most disturbing
for customers adopting online shopping. Their first concern is connected with payment and safety
of credit/debit card usage and another one implies unwillingness or fear to provide honest personal
data, often customers avoid websites that require it for registration or just give incorrect or
incomplete details. Miyazaki and Fernandez (2001) in their study found out that longer Internet
experience may lead to lower security risk perception towards online shopping and, in contrast, to
more concerns regarding online privacy due to accumulated knowledge. All in all, as researches
show (Guo et al., 2012; Tandon et al., 2018; Tran et al., 2020) security (and privacy) risk tend to
have a negative impact on customer satisfaction and trust in e-companies, while offering proper

safety measures can enhance perceived website reliability and increase trust in e-store.
Perceived ease of use

Perceived ease of use (or usability) has been identified as one of the factors affecting not
only online shopping experience and satisfaction, but also primarily adoption of e-commerce.
When digital technologies and the Internet was only starting to develop and extend globally, Davis
(1989) has presented the Technology Acceptance Model (TAM) which was intended to explain
the acceptance of information technology for different tasks. In further researches it (and its
updated versions) was actively used to explore internet shopping adoption intention. The model
suggests that an attitude toward using an information system is based on two primary factors —
perceived usefulness and perceived ease of use. The first is defined as «the prospective user’s
subjective probability that using a specific application system will increase his or her job
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performance within an organizational context». While perceived ease of use is determined as «the
degree to which the prospective user expects the target system to be free of effort» and logically
how easy it is to learn to use the system (Davis et al., 1989). Both this technology adoption drivers
were proved to have a considerable positive impact on customer satisfaction (either direct or
through attitude to online shopping), as the more convenient, beneficial and effortless the online
shopping experience is, the more people would be pleased with the experience and be willing to
continue its utilization (Featherman and Pavlou, 2003; Tandon et al., 2017). However, Prasetyo et
al. (2021) at their most recent study, dedicated to online food delivery service (OFDS) and
conducted in the context of COVID-19 pandemic, got the results showing that usability factors,
such as navigational design and perceived ease of use were not significant to customer satisfaction
and loyalty in OFDS during the current situation. One possible explanation to this finding is that
customers were forced to use OFDS due to the situational factors and, hence, used the relevant
services anyway, paying less attention to their convenience. Thus, it is interesting to include the
ease-of-use variable in the research model. Moreover, not only the direct influence will be tested,
but also the possible moderation of perceived ease of use on the effect of perceived website (app)

quality on customer satisfaction.

H7b. Perceived ease of use will moderate the effect of perceived website (app) quality on

customer satisfaction with online grocery shopping experience in Russia
1.4. COVID-19 pandemic as a situational factor, affecting customers

In addition to the just described factors, there are others that can influence customers’
behavior and attitudes in the online shopping environment. Another large group of such parameters
can be defined as situational factors. These factors may become significant when some external
influence create specific conditions that temporarily change consumers’ preference, attitude or
intention toward a certain service, which may eventually affect their permanent preferences and
behaviors (Kim et al., 2017). Belk (1975), who was one of the first researchers considering
situational factors for offline shopping, specified five variables that affect purchase behavior:
antecedent states, physical surrounding, temporal perspective, social surroundings and task
definition. Particular examples can include illness, hurry, unemployment and which is interesting
for this particular research — COVID-19 pandemic. Situational factors are somehow less usually
investigated in consumer behavior research, both in general and specifically in regards to internet
shopping, and they are rarely added in the research models. However, some authors still recognize
their role and state that these may be very important in the understanding of different processes
and constructs, including internet services adoption, purchase intention and customer satisfaction.
For example, Dabholkar and Bagozzi (2002) claim that situational factors may prevent consumers
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from adopting a new product (or technology), even if they possess right consumer traits and are
ready to do it under other circumstances. Hand et al. (2009) in their study, considering e-grocery,
came to a conclusion that situational factors such as having a baby or health problems can become
triggers for starting to buy groceries online. At the same time, this was found to be just temporary

impact - many customers gave up e-grocery with the change in initial situation.

Since COVID-19 has dramatically changed the word and somehow influenced every single
customer, it has to be addressed as the most visible and strong situational factor currently. And
there are already some studies that explore online grocery shopping in the pandemic context
(Dannenberg et al., 2020; Bauerova, 2021; Alaimo et al., 2021). For example, Bauerova (2021)
has investigated whether COVID-19 has influenced the structure of customers (by generations)
buying groceries online in the Czech Republic. It was found out that the acceptance of e-grocery
accelerated dramatically not only in the Millennial generation, but also in the Baby Boomers
generation which had the slowest acceptance rate in the last five years. So, as it is obvious from
the market review presented in the introduction, in Russia due to the COVID-19 pandemic the
percentage of groceries being bought online has increased significantly and customers have shown
raised interest to its adoption. Hence, it is reasonable to include the situational factor, addressing
costumer life during the pandemic, into the research model and explore its direct impact on
customer satisfaction together with the possible moderating effect it poses on the influence of

drivers on satisfaction.

H1la. Variable, concerning consumer life during COVID-19 pandemic, will moderate the
effect of perceived product assortment on customer satisfaction with online grocery shopping

experience in Russia

H2a. Variable, concerning consumer life during COVID-19 pandemic, will moderate the
effect of perceived product quality on customer satisfaction with online grocery shopping

experience in Russia

H3a. Variable, concerning consumer life during COVID-19 pandemic, will moderate the
effect of perceived price value on customer satisfaction with online grocery shopping experience

in Russia

H4a. Variable, concerning consumer life during COVID-19 pandemic, will moderate the
effect of perceived delivery performance on customer satisfaction with online grocery shopping

experience in Russia
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H5a. Variable, concerning consumer life during COVID-19 pandemic, will moderate the
effect of store brand preference on customer satisfaction with online grocery shopping experience

in Russia

H7a. Variable, concerning consumer life during COVID-19 pandemic, will moderate the
effect of perceived website (app) quality on customer satisfaction with online grocery shopping

experience in Russia
1.5. Research model and hypotheses

Based on the literature analysis, the following research model (see figure 4) was created. It
involves 14 latent variables (including 1 of a higher level) which are namely: customer satisfaction,
perceived product assortment, perceived product quality, perceived price value, perceived delivery
performance, store brand preference, consumer life during COVID-19 pandemic, perceived ease
of use and perceived website (app) quality — aggregated variable, consisting of perceived website
appearance, perceived content quality, perceived navigability, perceived customization and
perceived security. At the picture the hypothesis, formulated in the previous paragraphs basing on
the reviewed studies on the topic, that will be tested in this research, are also indicated.

Consumer life during
COVID-19 pandemic

H7a
Perceived product H
assortment
Hla
H

1
Perceived product 2

quality H2a -

H3 H3a _ Customer satisfaction
Perceived price value 3 —

H4

Perceived delivery
performance

H5

Store brand H7 Perceived ease of use
preference

H6

Perceived website (app)
quality

Perceived website Perceived content . o Perceived . .
(app) appearance quality Perceived navigability customization Perceived security

Figure 4. Proposed research model (source: developed by author)
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CHAPTER 2. DEVELOPMENT OF THE RESEARCH DESIGN AND
COLLECTION OF THE DATA

2.1. Methods and research design

The research design of this master’s thesis is aimed at testing hypotheses, which were
developed by performing the analysis of the literature and by making an overview of the current
e-grocery market situation in Russia, using empirical means. Thus, the present study follows

quantitative methodology.

Quantitative methods imply the collection and analysis (usually with the help of statistical
tools) of numerical data and can be used to for different purposes such as searching for patterns
and average trends, doing forecast, discovering or testing cause-and-effect relationships and so on.
Under certain conditions (i.e. sufficient level of data quality) the results of the quantitative
researches, gained on an established sample, can be generalized for the whole investigated
population. There are four main quantitative research methods, including observation, survey,
experiment and using secondary data, previously collected for other purposes. For the purposes of
this research, it was decided to use survey as data collection method, since it seems to be the most
frequently utilized method in the studies on the topic and the most easy and convenient mean of
obtaining quantitative data. Survey was conducted online, because the Internet is the easiest
approachable source of getting respondents from target group and since COVID-19 is still present,
it is hardly possible to address people directly. Besides, questionnaire was translated into Russian,
since it is a native language for respondents and this way misunderstandings and misinterpretations

of questions and core concepts can be eliminated.

Designed questionnaire (see appendix 1) consists of 34 questions, aimed at filtering
respondents, understanding their demographics, behavior patterns and attitude towards (online)
grocery shopping and COVID-19. The first part of the questionnaire is introductory and focuses
on eliminating respondents without relevant experience and characteristics. People were asked to
indicate their city of residents (general and particularly during the pandemic), availability of
experience and frequency of online purchases in a number of product categories (including
grocery), the moment of the first online order of groceries in relation to the pandemic (before or
after) and motivation for it. Then, respondents were asked about their typical approach towards

buying groceries and what e-stores they use and through which mean (website or app).

The second part of the questionnaire includes questions regarding drivers of customer
satisfaction which will be analyzed to test the proposed hypotheses. In this part when respondents
were asked to evaluate perceived website (app) quality, they were divided into to corresponding
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groups, so that they have better understanding the quality of which mean they should assess. In
addition, in this part respondents were requested to respond questions about their life during
COVID-19 pandemic.

In order to receive an evaluation of the investigated constructs, their scales had to be
developed. Operational definitions of the variables and their scales were adopted from prior
research on online shopping and were adapted to country and topic (e-grocery) specifics. Though,
it is important to specify that elements for such variables as store brand preference, perceived
content quality and perceived customization were more seriously redesigned or even formulated
from scratch by author. It was done because exactly these constructs, in the form in which they
were intended to be used in this study, were not presented in any available research (among those
which were reached during literature analysis), therefore, no complete needed scales have been
found. However, in the process of creating the wording of statements, the author still relied heavily
on reliable sources. The sources for variables’ items are presented in the appendix (see appendix

2) and the questions themselves can be seen directly in the questionnaire (see appendix 1).

COVID-19 related construct was the only one which scale was developed specifically,
totally from scratch, since it is, generally, rather new variable which is not yet operationalized.
Moreover, this construct bears rather unique meaning (assessing consumer life during COVID-19
in Russia) which is important particularly for the present study. Thus, the questions for this variable
were formulated on the basis of the analysis of current investigations and trends in consumer
behavior in Russia (Deloitte, 2020; PWC, 2020; IPSOS, 2020). According to these studies, people
were greatly influenced by uncertainty and turbulence that the pandemic have brought to all
spheres of life from economical to social. They expectedly pointed out that care and well-being
were their general priorities and value of money was the most important need for them as
consumers. The situational factors that were supposed to have an impact on customers’ groceries
buying behavior and that were consequently added in the research involve overall attitude towards
risks of getting the virus, preference or obligation to stay at home, change in financial well-being
and experienced deficit of food products, and level of emotional distress. The final version of

included items can be seen in the questionnaire (question 29).

Statements of all items were positively worded and respondents were asked to assess them
in regards to their online grocery shopping experience. Respondents could vary their level of
agreement according to individual perception. It is also necessary to mention that all items were
measured by the standard 5-point Likert scale where 1 correspond to «strongly disagree» and 5 to

«strongly agree».
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Finally, the last part of the questionnaire comprises general questions on respondents’
socio-demographic characteristics: gender, age, level of education, field of employment and

income level.
2.2. Sample and data collection

Residents of Moscow and St. Petersburg aged 18 to 45 years with experience in online

grocery shopping were taken as the general population for this research.

Implementation of geographical limitation is connected with the fact that in these regions
citizens have experienced (and still experience) the pandemic to the greatest extent. In these cities
the severest restrictions related to the spread of coronavirus infection were introduced, including
self-isolation and lockdown. Moreover, there were observed the largest rates of contamination and
mortality. Therefore, people were subjected to lasting significant changes in their lifestyle. Apart
from that, Moscow and St. Petersburg were the leaders in the volume of food sales via the Internet
channel in 2020, there the e-grocery has reached 2,2% share of total turnover of food products,
which is in a way bigger than in other areas (INFOLine, 2021). So, residents of these cities are the
most active users of online grocery services. In addition, it was these cities that became the first
markets for the largest grocery delivery companies even before the COVID-19 outbreak and,
hence, all national and many local services are operating there. Accordingly, due to all the factors
specified above, in sample were added only people that permanently live in Moscow or St,
Petersburg or ones who have stayed in there at least a month from the beginning of March 2020.

The age constraint also was developed due to some specific reasons. Firstly, studies show
that in Russia the highest rates of overall digital literacy are demonstrated by people under the age
of 44 (NAFI, 2020), meaning that people inside this age boundary show the best capability to be
active in the Internet and are more prone to adopt new technologies. Besides, according to many
studies, most often purchases in the Internet are made by people in the age group of 25-45 years,
along with this the most active segment of online buyers is users aged 25-34 years (PWC, 2019;
PPC.World, 2019). The same patterns can be observed on the e-grocery market (\Vc.ru, 2019;
Rusopros, 2020). Approximately 40% of customers of food products delivery services are
considered to be family people aged 35 with a planned budget and a high value of their own time.
The most promising audience is people under 35, who generate about 40% of orders (INGATE,
2020). In addition, respondents from the age group 18-24 were not excluded from the population,
since they are also actively use Internet channel for shopping and they are definitely a perspective
target audience. In this research were not included people over 45 years, because they bear distinct

characteristics (e.g. lower level of digital literacy and, thus, lower readiness and willingness to use
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Internet for shopping purposes) and presumably have different behavioral patterns and attitude in

relation to e-grocery.

After defining the general population, it was also decided to set quotas by age and gender
in order to increase the representativeness of the data obtained on the reached sample. For these
purposes, a non-probability quota sampling method is used. Withall, the exact demographic
structure of the general population is not determined (it is not of a significant importance for the
current study) and quotas are decided to be equal. 50% of males and females should be present as

well as the equal quantity of the respondents of 3 defined age sub-groups: 18-25, 26-35, 36-45.

Regarding the total number of the answers needed to create a reliable sample, it was
decided to set the goal at obtaining at least 200 respondents. This target was established to
correspond with the chosen exploratory research type and to be sufficient for conducting statistical
analysis, using SEM method. For problem or phenomenon exploration studies the minimum
sample size is set to be 150-200 respondents (Malhotra, Birks, Wills, 2012). In regards to SEM,
the required sample size depends on various factors, including number of latent variables,
indicators, paths, required accuracy and so on. Taking into consideration the characteristics of the
research model and relying on the available literature (Kline, 2011; Hair Jr et al., 2016), the
recommended sample size will also be around 200 respondents, since the model is not very

complex.

To acquire necessary number of responses the convenience and snowball sampling
methods were used. Questionnaire was distributed online via two main channels. The first one is
Russian social network Vkontakte which is the 3 website by traffic in Russia and the 2" most
popular social media platform, used by 78% of internet users aged 18-60 (GlobalWebIndex, 2020).
The posts with an appeal to fill out the questionnaire were proposed to different pages and
communities where target audience was expected to be found, which include pages of e-grocery
services and universities’ communities (for the younger respondents). In addition, some direct
requests were sent to people from an older age group. The second channel of obtaining respondents
was online panel of «Anketolog» webservice. Here needed audience was targeted in accordance
with the limitations of the research and each answer was paid. In total, through the second source

60 answers on the questionnaire were acquired.

The overall number of received answers amount to 220. The number of views on different
posts containing the link to the questionnaire was around 8600, so the approximate response rate
is 2.1%. Additionally, it can be mentioned that in complete there were 301 clicks on the
questionnaire link, so 81 individuals refused or could not complete the survey for some reason.

There was no missing data because all the questions were marked as mandatory for filling.
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Responses were carefully inspected and all unsuitable for any reason were eliminated. Eventually,

a total of 202 responses were allowed for further statistical analysis.

The results, regarding the quota fulfillment, could be seen in the table below (see table 1).

All in all, regardless some minor deviation, all groups (by age and gender) are equally represented

in the sample.
Table 1. Sample structure by gender and age (source: developed by author)
Gender

Female Male Total

18-25 34 33 67

26-35 34 33 67

Age group
36-45 35 33 68
Total 103 99 202

The following table (see table 2) presents socio-demographic characteristics of the sample.

The majority of respondents are the citizens of St. Petersburg, having Bachelor’s or higher

academic degree, with average or lower-average income level and different employment statuses.

Table 2. Respondents’ socio-demographic characteristics (source: developed by author)

Characteristic Item Frequency Percentage
City of Moscow 74 36,63%
residence St. Petersburg 125 61,87%
Qufer have ived n SPo s Mskduring Covid- 31 55
Education Secondary degree 9 4,45%
Specialized secondary degree 10 4,95%
Incomplete higher degree 5 2,47%
Bachelor’s degree 105 52%
Master’s degree 59 29,2%
Postgraduate or Doctoral degree 14 6,93%
Employment Unemployed 10 4,95%
status Student 34 16,83%
Freelancer 16 7,92%
Operational or service worker 10 4,95%
Specialist 93 46,04%
Middle manager 23 11,39%
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Table 2. Respondents’ socio-demographic characteristics (continuation)

Employment ~ TOp manager or executive 2 1%

status Business owner 7 3,46%
Other 7 3,46%

Income level  There is not enough money even for food 2 1%
There is enough money just to buy food 10 4,95%
There is enough money to buy food and clothing 109 53.95%
Buying durable goods does not cause difficulties 69 34.15%
There is enough money to buy a new car/flat 10 4,95%
We have no financial difficulties at al 2 1%

In respect to more specified, topic-oriented information, obviously all respondents had an
online shopping experience, purchasing goods or services in the Internet. They were additionally
asked to indicate frequency of buying goods from 4 product categories, including clothing,
footwear and accessories, food (ready-made meals or delivery from restaurants), particularly
grocery and other goods (see figure 5). In the sample there were no respondents who had not
bought groceries online at least once and there were only 3 respondents (1,5%), purchasing less
than once every few months. Along with this, 21,78% of respondents indicated that they use e-
grocery services several times a week, 37,62% - several times a month, 20,79% and 18,32% - once

a month or once every few months, respectively.

Online shopping experience. Frequency of purchases by product

category
100%
90%
80%
70%
60% Several times a week
>0% Several times a month
40%
30% Once a month
20% Once every few months
10% . - . ® Less than once every few months
0%
Clothing, Food (ready- Grocery Other goods = Never
footwear, made, delivery (books, make-
accessories from up, electronics,
restaurants) household
goods etc.)

Figure 5. Frequency of purchases by product category (source: developed by author)
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Moreover, the majority of respondents claimed that they first tried e-grocery shopping
before the announcement of the first COVID-19 pandemic lockdown (54,95% - long before and
11,88% - just before). Only 33,17% (67 of 202 respondents) they made their first food products’
order online after the lockdown introduction. Among them, 68,66% were motivated by
unwillingness or inability to visit an offline store, 17,91% decided to try because e-grocery became
increasingly popular, 7,5% respondents were attracted by active promotional campaigns and 6%
did it for different reasons, including temporary health problems (not related to COVID-19).

In order to have a better understanding of the sample and customer experience and also
to ensure the wide scope, respondents were questioned about the online stores and services where
they have ever made grocery purchases. As it can be seen from the Table 3, the most popular
services among sample members are Samokat and Yandex.Lavka. Besides, it should be noticed
that two general e-retailers were added as options, since they were ones of the first who started to

sell groceries in the Internet and reasonably more respondents have placed some orders there.

Table 3. E-grocery stores and services tested by respondents (source: developed by author)

Store/service Frequency Percentage
Samokat (Camoxar) 96 47,52%
Yandex.Lavka (SIuaexc.JIaBka) 83 41,1%
VkusVill (Bkycsuii) 69 34,16%
Sbermarket (Coepmapxker) 60 29,7%
Vprok.ru (ITepexpecTox) 56 27,72%
Lenta (JIearouka) 31 15,35%
5ka delivery (TTstepouka qocTaBKa) 30 14,85%
Utkonos (YTkoHoC) 25 12,38%
iGoods.ru 16 7,9%
eg;%rgx(.igglaugtigg Okey, Metro, Spar, 23 11,39%
Ozon 132 65,35%
Wildberries 101 50%

Respondents also had to indicate the most frequently used store, experience with which
would be evaluated with the further questions. Looking at the distribution of choices (see table 4),
we can conclude that answers for the questionnaire will be rather heterogeneous, since respondents
have chosen to assess different e-stores. This contributes positively to the scalability and

applicability of results because they will not relate to one specific store.
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Table 4. E-grocery stores marked by respondents as the most frequently used ones
(source: developed by author)

Store/service Frequency Percentage
Samokat (Camoxkar) 50 24,75%
Yandex.Lavka (Sugexc./IaBka) 32 15,84%
Sbermarket (Coepmapxker) 25 12,38%
VkusVill (BkycBuimn) 24 11,88%
Vprok.ru (ITepekpecTox) 22 10,89%
5ka delivery (ITsrepouka qocTaBKa) 13 6,44%
Lenta (JIenrouka) 12 5,94%
Utkonos (YtkoHoc) 10 4,95%
iGoods.ru 4 2%
egs%rgx(-iggguggg(); Okey, Metro, Spar, 7 3.46%
Ozon 2 1%
Wildberries 1 0,5%

The last couple of customer behavior specifying questions concerned the devices that
respondents utilize while making orders in online grocery stores. In general, respondents (73,27%)
showed a tendency to employ mobile applications to place and manage orders. However, still
websites are also not avoided — 42% of respondents at least sometimes visit e-grocery stores’

websites via PC and 35,64% do it via mobile phone or tablet.

Finally, respondents were asked to describe their usual behavioral pattern for purchasing
grocery products. The two main options were offered - either «I regularly shop for a large amount
of groceries and sporadically for a few complementary items» or «I prefer to buy groceries little
by little and sometimes sporadically». Eventually, answers distributed almost equally with a
moderate preponderance to the second variant (41,1% and 58,9%, respectively). This can be both
beneficial and costly for grocery e-retailers. For one side, small and frequent orders are expensive
for companies in terms of logistics, but, for other side, it implies ongoing order formation and
continuous cash flow, and it can create situation when customers may need some product

unexpectedly and they will order it so as not to go to the store for just one item.

2.3. Data analysis

In order to conduct required statistical analysis of the proposed model, SPSS and AMOS
programs were utilized. Two main methods of statistical analysis were implemented — exploratory

factor analysis and structural equation modeling, including confirmatory factor analysis and
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relationships testing. Such research design is traditional and was applied in many previous studies.
The objective of exploratory factor analysis lays in confirming the reliability and internal
consistency of factors included in the model. The questionnaire allows to collect only estimates of
the observed variables (items) which then comprise the meaningful latent constructs. Even though
the majority of the variables in the model were measured using multi-item scales that were
previously tested and verified by other researchers, it was still necessary to reconfirm the reliability
of the resulting latent constructs. Additionally, some items for a number of variables were
reformulated to comply with the research topic and respondents’ background, and scale for the
factor «Customer life during COVID-19 pandemic» was developed from scratch, thus, they
particularly need validation.

After ensuring factors’ consistency, the next method can be applied to directly investigate
regression paths and hypothesized relationships between exogeneous and endogenous variables.
SEM modelling is often used for these purposes in marketing and management research. It enables
researchers to simultaneously examine a series of interrelated dependence relations between a set
of variables while accounting for measurement error. It provides functionality for checking overall
goodness of fit (validity and reliability) for measurement and structural model. Moreover, in
comparison with the traditional regression analysis, SEM allows to add higher order latent
constructs into the model and check their internal consistency and validity. In regards to this study,
there is one higher order latent variable - perceived website (app) quality, presumably consisting
of 5 first order latent variables. Additionally, moderation effects imposed by not only nominal
(such as age group or gender), but also interval variables can be tested, using this statistical method.
There are two major methods of SEM: the covariance-based SEM (CB-SEM) and the partial least
squares SEM (PLS-SEM). In this thesis, the first method will be utilized with the Maximum
Likelihood estimation approach. Even though PLS-SEM is mostly used for exploratory researches
(Hair et al., 2017), when investigated theory is less developed which is a case for current research,
the CB-SEM can be also used for this purpose. It is implemented if the goal of the research is
theory or model testing and confirmation, or comparison of alternative theories. After all, there are

no exact restrictions and properly negotiated conditions for using this or that type of analysis.
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CHAPTER 3. MODEL ANALYSIS AND DISCUSSION

3.1. Exploratory and confirmatory factor analysis

In order to primarily evaluate the reliability of scales, the Cronbach’s alpha (CA) indicator
was calculated. It shows internal consistency of factor measurement items if higher than 0,7 and it
serves as a prerequisite for conducting exploratory factor analysis (EFA). For all predetermined
variables, except the COVID-19 related one, CA was estimated to be higher than 0,7 threshold
(for majority — 8 out of 13 - it is even higher than 0,8). The indicator for the covid scale is 0,676,
which is not too bad, but it needs further investigation.

After the Cronbach’s alphas were checked, it was possible to move on to EFA which
explains how and to what extent are the observed variables (items) related to the underlying latent
construct. So, it is conducted in order to check for unidimensionality of the latent variables — that
all involved items measure the same concept. It was done in a number of steps. First of all,
independent variables were separated by their meaning, forming two big groups. One includes
direct drivers of customer satisfaction, namely perceived product assortment (assortment),
perceived product quality, perceived price value, perceived delivery performance (delivery) and
store brand preference. The second consists of the components of perceived website (app) quality:
perceived website (app) appearance (appearance), perceived content quality (content), perceived
navigability, perceived customization and perceived security. Dependent variable (customer

satisfaction) and moderators (covid and perceived ease of use) were tested separately.

To perform exploratory factor analysis, the principal component method and the Varimax
rotation technique were utilized as the most frequently used. The following indicators of reliability

and validity of scales were measured and evaluated:

o Kaiser-Meyer Measure (KMO) - shows unconditional adequacy of factor analysis if
higher than 0,6. Also the Bartlett’s Test has to be significant (p<0,05) to reject the null
hypothesis about the absence of correlation between items.

e Cumulative percent of variance explained - should be higher than 0,5-0,6 to indicate
the internal consistency of the factor.

e Communalities - the extent to which an item correlates with all other items. Higher
communalities are better, the usual threshold is 0,5. If communalities for a particular
variable are low (between 0.0-0.4), then that variable may struggle to load significantly
on any factor.

e Factor loadings - should be higher than 0,5 to prove convergent validity for EFA. Cross-
loadings (when one variable is loading on two factors) also should be detected. If
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difference between factor loadings for variable is lower than 0,1, it can be nominated

for deletion from model. It is also an indicator of violation of discriminant validity.

For the first group of variables aggregate EFA presented good results with KMO equal to
0,871 (p<0,05), communalities more than 0,6 (except for price_3 item = 0,509) and factor loadings
higher than 0,5. Overall, 4 factors were extracted instead of 5 predetermined — delivery and product
quality items were loaded on one factor. The cumulative percent of variance explained amount for
67%. However, for the purposes of the research it is not preferable to combine variables, so
individual EFA should be conducted for delivery and product quality to ensure the possibility to
divide them in two different factors. Besides, one item (delivery_4) showed a minor cross-loading
between price and delivery factors, so the final structure of constructs has to be reviewed. After
running separate EFASs for each variable and relocation of two items for other factors (delivery_4
to price value and delivery 5 to product quality), the desired structure was achieved (resulting in
5 factors) and all reliability and validity requirements were met (see appendix 3). It was meaningful
to relocate 2 delivery items to other factors, since one of them is connected with the price of
delivery (so it logically corresponds to the general price value of the service) and the second

corresponds to the carefulness of delivery in terms of saving good product quality.

For the second group of variables, involving elements of perceived website (app) quality,
aggregate EFA was also good, but it detected some possible problems. KMO for the model was
0,895 (p<0,05), factor loadings were mostly higher than 0,5, however, there appeared problems
with communalities of the 3 items that was a sign to nominate them for a deletion from the model
or restructuring final variables. The cumulative percent of variance explained amount for 63%,
however, again only 4 instead of 5 factors were extracted and their structure hardly represented
the initial scales. Thus, again individual EFAs for every factor had to be conducted. Eventually,
the appropriate structure of factors was obtained (6 final constructs) and all reliability and validity
requirements were met (see appendix 3). The perceived content quality variable was divided into
two factors which were named «perceived completeness and usefulness of product information»
and «perceived usefulness of additional contenty, relying on the meaning of items included. One
item (navigation_5) from perceived navigability variable was decided to be deleted, since it

showed low loading and communality and weakened the reliability of the whole construct.

Regarding the validity and reliability of customer satisfaction and ease of use variables, no
problems were detected, their item structures were saved in its original form (see appendix 3). In
its turn, COVID-19 related variable was the most difficult to form properly. Initially, EFA showed
not best results in terms of reliability (involving problems with communalities for some items) and
offered to create 2 factors: one including covid_1,2,3,6 items and another including covid_4 and
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5 items. After conducting proper analysis, it was decided to keep only 3 items (covid_1,2 and 6)
and rename the final factor as «COVID-19 anxiety». It consists of the fear of getting the virus, the
desire to stay at home and perceived level of anxiety and stress associated with the pandemic. The

second possible factor indicated too low reliability measures, so it was eliminated.

After performing exploratory factor analysis, as we have a clearer view on the factor
structure, measurement model should be also tested using confirmatory factor analysis (CFA). In
this type of statistical investigation, the following indicators have to be measured and evaluated:

e Critical ratios (C.R.) - when higher than 1,96 for variables confirm unidimensionality
of the constructs which is a good sign for a model, proving the convergent validity.

e Standardized regression weights (SRW) - should be higher than 0,5. It also contributes
to confirming unidimensionality and to proving convergent validity.

e Average Variance Extracted (AVE) - should be higher than 0,5 for latent variables
(contribute to proving convergent validity) and it also should be higher than squared
correlations between constructs to meet (fulfill) Fornell-Lacker criterion of
discriminant validity. If it is met, it means that latent variables account for more
variance in their associated indicator variables than it shares with other constructs in
the same model.

e Composite reliability (CR) - should be higher than 0,7, confirming reliability, implying
that items have shared high covariances and measure same underlying concepts.

e Face validity also should be measured. It implies that factors should make sense
regarding the logic of the research topic and model.

e Modification indexes (MI) for errors covariance - should not exceed 9. If there are
higher values for MI between errors of variables in one construct it can mean that there
is external factors influencing both of them. If there are higher values of MI between
error and construct this can show cross-loading of factors.

Face validity of the constructs can be claimed right away, since all latent variables are
meaningful and proved to be applicable for the analysis by previous researches. Moreover, critical
ratios were above the threshold for all items. Some higher than acceptable modification indexes
were found, but they were fixed by adding covariances between problematic errors. The final
indicators for constructs appeared to be pretty high (see appendix 4), confirming validity and
reliability of the measurement model. The most problematic latent variable is newly created
«Perceived usefulness of additional content». Its AVE is significantly lower than 0,5 (0,4) and
composite reliability slightly lower than the 0,7 threshold (0,67). Even though it is not very good

condition for future analysis and it is a sign to remove the latent variable from the model, it was
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decided to keep this construct and suppose that its lower quality can be neglected for the goals of
the research. However, all propositions about this variable that can be possibly extracted from the

model will need critical evaluation and further verification.

All in all, the measurement model was validated for the further analysis of possible

relationships between latent variables.
3.2. Research model and hypotheses testing

Figure 6 represents an updated version of the research structural model:

COVID-19 anxiety

Perceived product
assortment
Perceived product
quality -

Perceived price value

Perceived delivery
performance

Store brand Perceived ease of use
preference
Perceived website (app)
quality
Perceived website

(app) appearance
Perceived usefulness . o Perceived . .
of additional content Perceived navigability customization Perceived security

Figure 6. Structural research model (source: developed by author)
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usefulness of product
information

In accordance with the results of the factor analysis, COVID-19 related variable (that is
expected to perform as a moderator) was reduced and renamed to correspond to the meaning of
the included observed variables. Additionally, perceived content quality latent construct was
divided into two separate variables. In other respects, the model remained the same. In order to
test principal hypotheses, primary the model was created and analyzed without moderation effects.

These were added and tested on the second step.

At this point the validity and reliability of the second order latent construct — perceived

website (app) quality - was also evaluated and it can be concluded that all lower order latent
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variables, created from the observed scales, are the significant dimensions of perceived website
(app) quality. Critical ratios for all variables were estimated to be higher than 1,96, proving the
unidimensionality of the resulting latent construct, composite reliability is well above the threshold
and AVE is higher than 0,5, contributing to proving convergent validity. All standardized
regression weights of the element factors were proved to be significant and higher than 0,5. So,
the corresponding hypothesis is to be confirmed. Also, it should be mentioned that this latent
construct was tested for possible presence of moderation effect imposed by the channel that
respondents evaluate — website or mobile application. Analysis have shown that for both groups
all lower order variables are significantly loading on the aggregate factor and SRWSs in both cases
are comparable. The pairwise parameter comparison test indicated that there is no detectable
difference between groups which means that attributes of the quality perceived by users are the

same for apps and websites of grocery e-stores.

Table 5. CFA measures for perceived website (app) quality latent variable
(source: developed by author)

. SRW Composite reliability AVE
Latent variable > 0,5 (p<0,05) 50,7 >05
Perceived website (app) quality 0,91 0,62
Perceived website (app) 0.72
appearance ’
Perceived navigability 0,804
Perceived completeness and
. . 0,81
usefulness of product information
Perceived usefulness of
additional content 0,817
Perceived customization 0,853
Perceived security 0,692

H6. Perceived website (app) quality is a multidimensional construct, consisting of
perceived website (app) appearance, perceived content quality, perceived navigability, perceived

customization, perceived security — confirmed

This coincides with the finding of previous researches. Customers of online grocery stores
would like to see modern and visually appealing website or application design, created in a way
to facilitate the process of searching, selecting, ordering and paying for goods. Customers
obviously seek for easy navigation and high usability. Thus, complicating and expanding the
structure of a website or application (e.g. by creating too much divisions by product categories or
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specific event) or adding supplementary functions may not always lead to a higher level of
evaluation of the quality of an online grocery store. Regarding the content, presented by the e-
store, it is important for customers to have a reliable information about the product characteristics,
both necessary (e.g. composition or expiration date) and additional such as the amount of proteins,
fats and carbohydrates or short brand story, since this information becomes the main reference
point in the absence of the possibility to check the goods’ quality physically. Besides, consumers
as well see a benefit in additional content (such as pictures or reviews), helping them to make a
decision on what product to choose. Moreover, buyers value customization and personalization
provided by online shopping experience, in general, and by the website (app) offerings (e.g. an
opportunity to create a favorites’ list or to get personal recommendations), in particular. This
variable showed to have the largest factor loading, thus, for companies it can be particularly useful
to develop more personalized content, website layout and offerings in order to please customers.
Finally, even though the standardized coefficient of the effect of perceived security on satisfaction
is lower than others, this is still considerable factor for users. Grocery e-retailers have to provide
adequate level of privacy and security, so that customers had less concerns about safety of their
personal and financial data and, consequently, had higher trust level for the companies. All these
elements are meaningful factors for customers, assessing their shopping experience via website or
an application, and if managed properly, they can create a positive perception of the platform
quality and functionality which further appears to have a significant influence on overall customer

satisfaction with the e-grocery shopping.

Before looking at regression paths and identifying possible relations between exogenous
and endogenous variables one more model quality confirmation should be made. In order to assess
how well obtained data fits theoretical model, goodness of fit indicators were estimated. They
include Chi-square/df that should be lower than 2, showing that the model is appropriate (also its
p-value should be higher than 0,05); Goodness of fit index (GFI), Tucker Lewis Index (TLI) and
Comparative Fit Index (CFI) that ideally should be higher than 0,9; RMSEA, which calculates the
size of the standardized residual correlations. MacCallum, Browne and Sugawara (1996) have used
0,01, 0,05, and 0,08 RMSEA value thresholds to indicate excellent, good, and mediocre fit,
respectively. However, others have suggested 0.10 as the cutoff for poor fitting models. For the
research model Chi-square/df = 1,848 (however, p<0,05) and RMSEA = 0,065 which are rather
good measures. In respect to goodness of fit indexes, the obtained values are below the stated
threshold (GFI = 0,8; CFI = 0,856; TLI = 0,845), that is, the model clearly needs to be refined to
ensure good predictive and explanatory power. However, as it is only preliminary research which

does not have a goal to provide completely valid and reliable results (the fact of rather small sample
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also should be taken into consideration), these values can be accepted for building some initial
conclusions, based on the model. In addition, squared multiple correlation (SMC), which shows
the proportion of the total variation of the variable explained by the model and can be considered
as a substitute for R?, accounts for 96,8% for customer satisfaction variable, implying rather good

explanatory power of the model.

Moving on particularly to testing the research hypotheses, firstly the principal relations
(without moderation effects) were investigated. Influences were assessed, basing on standardized
regression weights and their significance. The path coefficients, corresponding to the hypothesized

relationships, are presented in the table below:

Table 6. Statistics of hypotheses testing (source: developed by author)

Paths Std. coefficients Significance
perceived website (app) quality - satisfaction 0,204 (0,036)
perceived price value - satisfaction -0,027 (0,801)
perceived delivery performance - satisfaction 0,64 (0,000)
perceived product quality - satisfaction 0,064 (0,492)
store brand preference - satisfaction -0,165 (0,001)
perceived product assortment - satisfaction 0,183 (0,019)

H1. Perceived product assortment has a significant positive influence on customer
satisfaction with online grocery shopping experience in Russia — confirmed (at 95% confidence

level)

Perceived product assortment was proved to be a driver of customer satisfaction with online
grocery shopping experience, corresponding to the previous researches on the topic. Customers
would like to have an access to wide selection of food products in grocery e-store, including those
that are not so easy to find in regular stores. They appreciate the opportunity to find everything
they need and form an order on one website which allows them to save their time and money.
However, if we look at comparative intensity of the influence of perceived product assortment on
customer satisfaction, we can suppose that it is significant, but lower than effects from other

relevant factors.
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H4. Perceived delivery performance has a significant positive influence on customer
satisfaction with online grocery shopping experience in Russia — confirmed (at 95% confidence
level)

Delivery service is one of the main value proposition points of the online grocery stores.
Customers usually decide to try e-grocery because they don’t want to go to traditional offline store,
they do not want to spend time on a round trip, on walking between the rows and shelves and
searching for the desired goods or on standing in line, as well as they do not want to carry heavy
bags. So, in general, they are looking for a way to reduce the effort and resources spent on grocery
shopping. In the situation of a pandemic, going to the store also becomes potentially dangerous for
customers, since this is a typical place where a large number of people gather and where you have
to hand-touch everything, hence, the risk of getting the virus or infecting others becomes quite
high. In this regard, the delivery of products becomes even more preferable. Therefore, when
customers have a positive experience with the food products delivery and their perception of its
performance (convenience and time saving) is affirmative, their satisfaction with the whole
shopping experience will be in a way higher. Good delivery (careful, personalized and on time)
probably can even outweigh some shortcomings of product assortment or website quality. The
measured regression weight of this driver is the highest among other significant drivers which can

imply higher comparative intensity of the observed effect.

H5. Store brand preference has a significant positive influence on customer satisfaction

with online grocery shopping experience in Russia — not confirmed

The relation between store brand preference and customer satisfaction was confirmed to be
significant, but the direction of the effect turned to be negative. This can mean that among
consumers there is no obvious preference of grocery e-stores or delivery services of well-known
offline food retailer brands over pure grocery e-retailers. People who choose online services
offered by traditional stores are less satisfied with the e-grocery experience. It can be supposed
that grocery e-retailers provide better quality of the service and conduct a broader marketing
campaign, since it is their main business and they are making every possible effort to attract and
retain clients. At the same time, perhaps, customers with high digital literacy are not skeptical to
confide and accept new, completely online market players, because they already have such
experience in other product categories. So, when they see that e-store under well-known is less
satisfactory they will probably switch. For traditional food products retailers the transition of
customers to online channel is not so desirable, hence, they offer this service just not to lose
potential clients and not pay enough attention to ensure service quality. So, in respect to this
possible negative effect, offline retail companies have to apply additional measures to ensure
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customer satisfaction with online shopping experience, for example, by further improving the
performance of the drivers reviewed in work or by actively introducing online channel for existing

customers, in this way utilizing the benefit of brand trust and loyalty.

H7. Perceived website (app) quality has a significant positive influence on customer
satisfaction with online grocery shopping experience in Russia — confirmed (at 95% confidence

level)

Coinciding with the previously conducted researches, the proposed model show that the
better users assess website functionality or, in conditions of the present research, perceived website
(application) quality with all its internal elements, the higher is their satisfaction with the online
grocery shopping experience. As it was previously said, the website or app is the only channel
through which customers communicate and interact with the online store and also it is a first
critical point of evaluation of service reliability and performance. Delivery is evaluated after the
purchase is done and assessment of its performance influences the re-purchase decision, while
website is evaluated during the first acquaintance with the service. If it is inconvenient to use, has
an unattractive design or does not provide the necessary information about products, potential
consumer can refuse even to try making an order. Therefore, in addition to providing good product
(assortment, quality, price) and service (delivery and customer support) performance, it is
necessary for e-grocery stores to ensure high website (app) quality, taking into consideration all
elements indicated in the model.

H2. Perceived product quality has a significant positive influence on customer satisfaction

with online grocery shopping experience in Russia - rejected

H3. Perceived price value has a significant positive influence on customer satisfaction with

online grocery shopping experience in Russia - rejected

The influence of perceived price value and perceived product quality on customer
satisfaction was not confirmed for the current research model. Effects were estimated to be
insignificant. However, it doesn’t mean that these factors are totally out of customers attention.
Such results could be obtained due to many reasons that require further study. We can only make
some assumptions. For instance, regarding price value, probably its influence turned out to be
negligible because when people turn to online grocery shopping, they don’t expect to save money.
Their primary request is convenience and reduction of efforts, so most of them are not comparing
prices or special offers (discounts) in digital and traditional stores intentionally and possible
savings go unnoticed, without affecting overall satisfaction with the service. As for perceived

product quality, it can be supposed that customers who already use food product delivery services
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have managed to make sure that when ordering online (in a particular store) they will receive
exactly the same product and in the same quality as in a regular store. Besides, the reason for the
effect insignificance may lie in the category of products that people more frequently buy online.
If it is, for example, not fresh vegetables or fruits or not fragile products (such as eggs), it is quite
difficult to spoil them. Perhaps they perceive companies’ performance in this area as consistently
good. Consequently, the satisfaction with the service depends more on other factors in which
possible problems are more expected to arise. In any case, it seems hardly possible that customer
satisfaction will not be negatively affected if they receive stale or damaged product. Many previous
studies have indicated that perceived product performance risk can be a significant inhibitor for
adopting e-grocery and for re-purchase intention (Yu et al., 2012; Tandon et al., 2018). Therefore,
additional research taking into account possible effects' moderators and situational variables are

needed to obtain a better understanding of the influence imposed by this factor.
Moderation effects

After testing the hypotheses on general effects imposed by the observed drivers on
customer satisfaction, situational factor, referring to anxiety that customers experience due to
COVID-19 pandemic, and perceived e-grocery service usability (or ease of use) factor were added
to the model as moderators. The first was tested for interaction with effects of all other independent
latent variables on the dependent one, while second was applied only to the relation between

perceived website (app) quality and satisfaction.

The goodness of fit indicators of the model, containing moderation, turned out to be highly
satisfactory. Chi-square/df measure was estimated to be much lower than 2 (0,558) with the p-
value being higher than 0,05 (0,572) that allow to confirm the null hypothesis and verify
appropriateness of the model. GFI, CFI and TLI indicators all are higher than 0,95 and RMSEA
value is lower than 0,05 (p>0,05). In addition, squared multiple correlation (similar to R meaning)
for dependent variable accounts for 80,7%. All these imply that this model has good explanatory

power and is reliable.

Starting with the newly added variables, the statistical analysis has shown that there is no
significant direct influence of COVID-19 anxiety on customer satisfaction with online grocery
shopping experience. In contrast, ease of use was confirmed to influence customer satisfaction.
However, some significant interaction effects were detected for both moderators. COVID-19
moderated the effects of perceived price value, perceived delivery performance, perceived
assortment and perceived website (app) quality on satisfaction. Further each confirmed hypothesis

will be considered in more details.
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Hla. COVID-19 anxiety will moderate the effect of perceived product assortment on
customer satisfaction with online grocery shopping experience in Russia — confirmed (at 95%

confidence level)

Anxiety, experienced by customers due to the COVID-19 pandemic, strengthens the
positive relationship between perceived product assortment and satisfaction (see figure 7). The
interaction effect coefficient is not high (0,104), yet it is significant. So, if customer is highly
concerned of the risks, connected with getting the virus, and, in general, is exposed to high stress
level, he or she will appreciate wide product assortment more than other consumers. Of course,
the reason for existence of this effect should be explored more specifically in future research.
However, preliminary, we can assume that possibly this can be due to the fact that anxious
customers want to reduce contacts with people, including facing delivery workers, as much as
possible. Meanwhile, if they have to order products from different stores, they will have to interact
with several people and goods from several places, which increases the possibility of getting the
virus. In addition, already stressed customers most likely do not want to make additional efforts to
find the desired products in different e-stores, they are more willing than others to order everything
at once in one place, in order to reduce possible problems and additional stresses associated with

service performance.
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H3a. COVID-19 anxiety will moderate the effect of perceived price value on customer
satisfaction with online grocery shopping experience in Russia — confirmed (at 95% confidence

level)

Even though the existence of significant direct influence of perceived price value on
satisfaction was not confirmed in the initial model, adding situational factor as a moderator
changed the result. So, if previously we supposed that customers possibly do not put cost savings
as a significant factor which influence their satisfaction and motivation for buying products online,
considering the new insight we can assume that customers with low exposure to COVID-19 related

anxiety, eventually, look for price value as a benefit offered by e-grocery experience.

High levels of COVID-19 anxiety, experienced by the customers, changes the slope of the
effect, making it negative. This is rather strange finding that cannot be easily interpreted on the
basis of available knowledge and gathered data. People, highly concerned of the pandemic risks,
are showed to have higher satisfaction with e-grocery experience even in condition of negatively
perceived price value. It is rather logical if we stick to the assumption that saving is not so
important for them, since they see different benefits (convenience, time saving or reducing of
social contacts) in online grocery shopping. However, it is not obvious why satisfaction may
become lower if they additionally get reasonable prices and discounts. This finding definitely

needs further investigation and re-examination.
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H4a. COVID-19 anxiety will moderate the effect of perceived delivery performance on
customer satisfaction with online grocery shopping experience in Russia — confirmed (at 95%

confidence level)

Anxiety, experienced by customers due to the COVID-19 pandemic, strengthens the
positive relationship between perceived delivery performance and satisfaction (see figure 9). So,
again the results of the analysis show that customers, highly concerned of the risks and exposed to
stress in conditions of the pandemic, are more demanding towards delivery performance of online
grocery stores. If they encounter some problems with delivery, they may become highly
unsatisfied, because it will impose additional tension and distress on them. But, at the same time,
if company provides good delivery service, it may outweigh faults in other areas, and customers

will be highly pleased with the overall experience.
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Figure 9. Moderation effect of COVID-19 anxiety on relationship between perceived delivery

performance and customer satisfaction (source: developed by author)

H7a. COVID-19 anxiety will moderate the effect of perceived website (app) quality on
customer satisfaction with online grocery shopping experience in Russia — confirmed (at 95%

confidence level)

COVID-19 related anxiety showed to dampen the positive effect imposed by perceived
website (app) quality on customer satisfaction (see figure 10). The interaction effect coefficient is
not quite low (-0,087), yet it is significant. This means that for customer with high stress level

website quality is not as much important as for users who don’t feel especially anxious during the
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pandemic. The first ones will be ready to utilize the service any way, paying less attention and
assigning less importance to website (app) properties. Perhaps their satisfaction is more influenced
by other factors (such as delivery performance and assortment richness) and again they value the
convenience and effort savings provided by the service more than great website (app)
functionality. In its turn, satisfaction of customers, less burdened with additional anxiety factors,
is determined by functionality of the website to a greater extent, since they are more critical to the
service, because they can easily go to traditional store if they don’t like something. However,
eventually, as the size of the effect is not so big, we can suppose that the difference (even though

it exists) is not really large and still website quality is an important driver of satisfaction for

everybody.
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Figure 10. Moderation effect of COVID-19 anxiety on relationship between perceived website

(app) quality and customer satisfaction (source: developed by author)

H7b. Perceived ease of use will moderate the effect of perceived website (app) quality on
customer satisfaction with online grocery shopping experience in Russia — confirmed (at 95%

confidence level)

The positive relationship between perceived website (app) quality also was found to be
weakened by the perceived ease of use. Thus, satisfaction of customers who find online ordering
process easy will be less strongly affected by particular elements of the website functionality and
appearance. So, grocery e-retailers have to not only create visually appealing and well-operating

website or application, they also think how to make an overall online shopping experience clear,
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simple and convenient for users. In this way, negative influence of some possible minor

shortcomings of the website design on satisfaction can be mitigated.
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Figure 11. Moderation effect of perceived ease of use on relationship between perceived website
(app) quality and customer satisfaction (source: developed by author)

The moderating effect of COVID-19 anxiety for the two remaining drivers (perceived
product quality and store brand preference) was not detected (was estimated as insignificant). The

summary of hypotheses testing results is presented in the table 7:

Table 7. Hypotheses testing results (source: developed by author)

Hypothesis Results
H1. Perceived product assortment has a significant positive influence on
. . : . : ) . . Supported

customer satisfaction with online grocery shopping experience in Russia

Hla. COVID-19 anxiety will moderate the effect of perceived Supported

product assortment on customer satisfaction with online grocery positive interaction

shopping experience in Russia is observed
H2. Perceived product quality has a significant positive influence on Not supported

customer satisfaction with online grocery shopping experience in Russia

H2a. COVID-19 anxiety will moderate the effect of perceived
product quality on customer satisfaction with online grocery Not supported
shopping experience in Russia

H3. Perceived price value has a significant positive influence on customer

satisfaction with online grocery shopping experience in Russia Nt stz

H3a. COVID-19 anxiety will moderate the effect of perceived price
value on customer satisfaction with online grocery shopping Supported
experience in Russia — confirmed (at 95% confidence level)
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Table 7. Hypotheses testing results (continuation)

H4. Perceived delivery performance has a significant positive influence

on customer satisfaction with online grocery shopping experience in Supported
Russia
H4a. COVID-19 anxiety will moderate the effect of perceived Supported
delivery performance on customer satisfaction with online grocery e :
shopping experience in Russia — confirmed (at 95% confidence [EEEINYE TS B
level) is observed
H5. Store brand preference has a significant positive influence on Not.sup_ported,
X . . ) ) . ) . negative influence
customer satisfaction with online grocery shopping experience in Russia is observed

H5a. COVID-19 anxiety will moderate the effect of store brand
preference on customer satisfaction with online grocery shopping Not supported
experience in Russia

H6. Perceived website (app) quality is a multidimensional construct,
consisting of perceived website (app) appearance, perceived content

quality, perceived navigability, perceived customization, perceived SUEEEe

security.

H7. Perceived website (app) quality has a significant positive influence

on customer satisfaction with online grocery shopping experience in Supported

Russia
H7a. COVID-19 anxiety will moderate the effect of perceived Supported
website (app) quality on customer satisfaction with online grocery negative interaction
shopping experience in Russia is observed
H7b. Perceived ease of use will moderate the effect of perceived Supported
website (app) quality on customer satisfaction with online grocery | pegative interaction
shopping experience in Russia is observed

3.3. Theoretical and practical implications

The findings of this research contribute to the development of understanding of rather novel
and still under researched topic of customer satisfaction towards online grocery shopping in
Russia. Thus, this study can provide meaningful implications for other researchers, academicians

and practitioners from the corresponding field.

From the theoretical perspective, this research sets an outline for further investigations, as
it is one of the initial studies of online grocery shopping in Russia. In this thesis the research model,
consisting of various drivers of customer satisfaction, accumulated from previous studies, was
developed and tested. The study validated the role of perceived website (app) quality, perceived
product assortment and perceived delivery performance as significant factors, positively affecting

customer satisfaction with e-grocery shopping. At the same time, perceived product quality and
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perceived price value that were demonstrated by other studies to also have direct influence on
satisfaction, in this particular model appeared to be insignificant. Store brand preference - a
variable which was proposed by author as an additional dimension of customer satisfaction and
was not previously added in reviewed models - was found to negatively affect satisfaction. It
supposes to mean that customers don’t perceive e-stores of well-known offline retailers as more

preferable in comparison to pure e-retailer services just because of their brand name.

Besides, in this research the elements of perceived grocery e-store website or application
quality were examined, including perceived appearance, navigability, content quality (which was
divided into to variables - perceived completeness and usefulness of product information and
perceived usefulness of additional content), customization and security. All these components
have been already tested together or separately by various researchers and they have been claimed
to be parameters forming customer perception of the website. The current research confirmed this
finding as well — all factors were significantly loaded on the higher order construct of perceived
website quality with relatively large standardized coefficients (> 0,7), indicating high general
importance of all components. However, it is difficult to estimate the relative importance of each
element in building positive website perception, this is a point for further investigation. Moreover,
it should be mentioned that studies usually focus particularly on website properties and not talk
much about applicability of the results towards mobile applications that nowadays are very
popular, including on the e-grocery market. This research has shown that both website and mobile
application users consider all introduced variables while making orders in online stores, but again

their relative importance for different platforms is only to be explored in future researches.

In addition to the perceived website quality, ease of use factor was incorporated in the
research model. It involves the perception of the simplicity of working with the website and
general easiness of adoption of e-grocery shopping process, and it also has been already
incorporated in many researches on the corresponding topic. This variable was considered not as
another element of the website quality, rather as a moderator of the relationship between the
respective driver and customer satisfaction. Basing on the results of the statistical analysis, both
direct effect of the ease of use and moderation on the influence of perceived website quality on

satisfaction were found out to exist. Herewith, the interaction turned to be negative.

Withal, the COVID-19 context was taken into consideration and was added as a situational
variable, expected to moderate the effects imposed by drivers on customer satisfaction. It was done
since currently the pandemic significantly affects all spheres of customers’ life and it has changed
a great number of purchasing behavior patterns. In addition, online grocery in Russia experienced
a dramatic expansion during the last 2 years, in large part owing to COVID-19 coming. In the
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research an attempt was made to create a scale for COVID-19 related variable that was intended
to assess the major issues, encountered by customers during the pandemic. From 6 initial questions,
formulated by author, relying on recent consumer behavior investigations and public opinion polls
in Russia, only 3 were showed to be enough consistent to form a meaningful variable that was
named «COVID-19 anxiety». They include the following statements: «I am concerned of getting
the virus», «I am trying to stay home as much as possible due to Covid-19 pandemic», « | have
experienced increased stress and anxiety during Covid-19 pandemic». The resulting factor was
proved to be a significant moderator for effect imposed on customer satisfaction by only four out
of six drivers, including perceived product assortment, delivery performance, price value and
website (app) quality. The positive influence of assortment and delivery performance was
strengthened by COVID-19 anxiety, while positive effect of website quality was weakened. The
direct influence of COVID-19 anxiety on customer satisfaction with online grocery shopping
experience was not detected. In respect to perceived price quality, discovered interaction is not
very obvious in terms of making any preliminary conclusions, therefore, further investigation is

needed.

So, generalizing the theoretical implications of the present study, it can be said that it has
extended an application of previous findings, obtained in researches on the topic of customer
online grocery shopping experience, to the Russian context in conditions of evolving popularity
of e-grocery services and COVID-19 pandemic. Besides, a factor of store brand preference was
introduced and proved as a new possible dimension of customer satisfaction, initializing a direction
for future research. Finally, author has made an attempt to operationalize variable, concerning
consumer life during COVID-19 pandemic, and obtained small and rather general, but still
internally consistent construct, appealing to COVID-19 related anxiety which further (after

additional testing and adjustment) can be used as a factor in various models.

In respect to the practical implications, the findings of the present study can be useful for
online grocery retailers in various ways, primarily since they can get valuable insights about factors
leading to higher satisfaction with the service which is very important in terms of attracting and

retaining customers.

Research have shown that Russian e-grocery retailers and delivery services should pay
special attention to development of the website (app) components, ensuring wide product
assortment and providing careful and on time delivery. While designing website or mobile
application layout for grocery e-store, companies have to thoroughly consider all components,
including functionality, usability, visual attractiveness, complete and useful content,
personalization and security. All of them affect customers’ perception of website quality, which
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in its turn influences their overall satisfaction with the online shopping experience. Users
appreciate appealing and modern visual design; it is the initial point that they evaluate during the
first website (app) visit. Then, customers will try to find the information or desired products, this
process should be facilitated by convenient navigation and filtering functions. Moreover, the
necessary and supplementary information about the products, as well as additional content such as
goods’ visuals and reviews, also have to be offered in order to create reliable reference points by
means of which customers can make deliberate decisions and reduce the perceived risks associated
with the intangibility of the products. Providing more personalized shopping experience (by giving
an opportunity to create list of favorites, by offering personalized recommendations or special
discounts based on the purchase history) is likewise strengthens customer satisfaction. The final
concern is ensuring security of customers’ personal and financial information and providing safe
transaction procedures. In addition, it should be mentioned that some drawbacks in the
functionality and overall quality of the website could be possibly moderated by high usability of
the service. If website and its functions are perceived clear and easy to use, customers’ satisfaction

becomes less affected by individual components quality.

However, good website is only part of the success. The great service and wide range of
products seems to be more weighty parameters, especially during COVID-19. The primary model
has shown that delivery performance has the largest regression coefficient, which means that
probably this driver among all imposes the strongest effect on satisfaction. Customers, first of all,
seek convenience and time-saving while shopping for grocery online, so when they get their order
fast, in a convenient way, at a suitable time and place, they are more likely to continue purchasing
from e-store, even though it may have some shortcomings with the website (app). This cause-
effect relationship is now strengthened for some customers by increased anxiety due to COVID-
19 pandemic. The delivery performance and wide product assortment become even more critical
in building customer satisfaction, while website quality fades into the background. Yet companies
should not discount this driver, as soon as the situation with the coronavirus subsides and when all
market players reach the stage of maturity, providing services of comparable quality, the quality

and usability of the website can become a serious competitive advantage.

As for the perceived price value and quality of products, influence of which on customer
satisfaction was found out to be insignificant in the present research, they also cannot be
completely ignored. Even though, as it was already assumed, now customers don’t seek for price
advantage when they decide to purchase groceries online, because they are more motivated by
other benefits. It does not mean that in future with stabilization of COVID-19 situation and further

market development this won’t change. Herewith, the significant moderation effect of increased
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anxiety on perceived price value influence to some extent confirms the likelihood of this
assumption. For customers with low COVID-19 related anxiety (compared to ones with high)
perceived price value differently (in a positive way) affects the satisfaction with e-grocery

experience.

The last, but not least point that can be considered by practitioners is the customers’
preference of either online stores of the well-known offline retailer brands (the first group) or
grocery pure e-retailers (the second group). This dimension of customer satisfaction is novel for
analysis and definitely needs additional research. However, relying on the results of this particular
study, the proposition can be made that the first group stores in Russia should not expect that
customers will trust them more or will be more likely to choose them from all the available
alternatives, just because of the brand name. If such companies treat the online store only as an

additional channel, they may eventually lose customers.
3.4. Limitations and future research directions

This study has several limitations that could be covered in future researches. First of all,
the sample collected for the analysis was acceptable, but still rather small, and the general
population, on which the research was focused, also was limited. So, in further studies extended
population can be investigated in order to obtain more generalizable and more widely applicable
results, as well as larger samples should be gathered to observe patterns more clearly and
accurately. Or, at the same time, another particular group of customers can be examined and its
difference from others, for example, older people who was excluded from this study. Besides,
another limitation of this research is not perfect model fit, which can lead to lower explanatory

power and reliability of the findings. So, additional testing is preferred.

Moreover, researches of e-grocery market both during COVID-19 and after the situation
stabilizes are needed, because it seems that COVID-19 context significantly affects customer
behavior and preferences. In this study only one specific dimension of consumer life during the
pandemic was initially addressed (perceived COVID-19 related anxiety), so it requires further
refinement itself and also influence of other possible dimensions could be detected and analyzed.

Furthermore, the present study included only some of the main factors that can affect
customer satisfaction with online grocery shopping experience, while there are many others that
can be also investigated such as perceived risks associated with online shopping, customer service
quality, perceived usefulness, social influence, entertainment value, payment method etc. (Guo et
al., 2012; Sreeram et al., 2017; Tandon et al., 2018). Besides, in this study only their general

importance was tested, so there is a gap to investigate the relative importance, in order to give an
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advice for companies about the areas of principal concentration. Likewise, other dependent
variables can be explored which also important for companies in terms of retaining and attracting

customers. Among them there are trust, loyalty, purchase and re-purchase intention and others.

Since website functionality and its components have been proved to significantly influence
customer satisfaction, further researches may also expand in this direction. There are again the
great variety of elements of the website and to test them all it will take more than one study. In
addition, as it has been already mentioned, previous researches for the most part focused just on
website properties, while the applicability of the findings to mobile applications which, according

to statistics, e-grocery customers use more frequently was not widely discovered.

Investigation of all indicated aspects in condition of Russian realities can considerably
expand the understanding of customer attitude and behavior towards online grocery shopping that
now is gaining an increased popularity. It is highly relevant for practitioners and companies,

operating in the sphere, especially while the market is still developing.

55



CONCLUSION

In conclusion, a short review of the main parts of the present study will be made and one

more time the results of this master's thesis research will be outlined.

The purpose of the research was to investigate factors that can affect and determine
customer satisfaction with online grocery shopping in the conditions of the Russian market during
the COVID-19 pandemic. This purpose was successfully accomplished. First of all, the relevance
and practical applicability of the research were confirmed by reviewing current trends on the
Russian grocery retail market and determining the gap in available academic studies. In the process
of conducting the study, online grocery concept was explored as well as major differences between
online and offline shopping experience for customers. Relying on existing literature on the topic,
the major drivers of customer satisfaction with e-grocery shopping were discovered and the model,
involving direct effects of perceived website (application) quality, perceived product assortment,
perceived product quality, perceived price value, perceived delivery performance and store brand
preference on satisfaction, was proposed. It should be mentioned that perceived website quality
construct was designed to be a higher order latent variable and it comprised from 5 elements
initially, including website (app) appearance, content quality, navigability, customization and
security. Later, during the model testing, content component was divided into two variables —
completeness and usefulness of products’ information and usefulness of additional content.
Moreover, model was enriched by two moderator variables: perceived ease of use of e-grocery
service (moderating relationship between website quality and satisfaction) and situational factor,
related to customer life during COVID-19 pandemic (moderating all observed direct effects
imposed by factors on satisfaction). An attempt to create a scale for this variable was made by
author and, eventually, initial construct has changed its meaning and become more specific,

evaluating COVID-19 related anxiety experienced by customers.

To test the suggested model an empirical study was conducted in form of the online survey.
The general population for the research was determined, involving residents of Moscow and St.
Petersburg aged 18 to 45 years with experience in online grocery shopping. A questionnaire was
designed, based on the literature review, and answers were collected through social media and
targeted respondents’ panel. Final sample, utilized for statistical analysis, comprised of 202

respondents. Received data was prepared for future processing.

Two methods were used to conduct a statistical analysis of the data — exploratory factor
analysis (for confirming the internal consistency and reliability of considered constructs) and
structural equation modeling (for testing effects and confirming model validity and fit). Based on
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the analysis results, 9 out of 14 hypotheses were supported. Perceived product assortment, delivery
performance and website (app) quality were found out to positively affect customer satisfaction,
while store brand preference influence was proved to be negative. COVID-19 anxiety, in its turn,
was showed to further strengthen the effect imposed by assortment and delivery performance
perception on satisfaction. The influence of website quality was weakened by both COVID-19

anxiety and perceived ease of use variables.

Relying on obtained results, several propositions and possible insights for practitioners
were discussed. Theoretical contribution of the study was also reviewed. For the most part,
research findings correspond to the results, obtained by researchers in previous studies. However,
due to specific context of the investigation and existing limitations, provided conclusions and

propositions need further exploration and verifying.
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APPENDIX 1. Questionnaire

1. B kaxom ropoje Bor nmposkuBaete B Hacrosmuii momert? / What city do you currently live in?

e  Mocksa / Moscow
e Cankr-IlerepOypr / St. Petersburg
e Jlpyroe (ykaxwure) / Other (indicate)

2. B kakom ropoje (ropoaax) Ber xunm ¢ Hayana mapta 2020 rona? Iloxkanmyiicta, yka3siBailTe
TOJIBKO TOpOJia, B KOTOPBIX BBI mpoxuBanu HenpepsiBHO HE MeHee Mecsna. / In which city(s)
have you lived since the beginning of March 20207 Please indicate only the cities in which you
have lived continuously for at least a month.

e  Mocksa/ Moscow
e Cankr-IlerepOypr / St. Petersburg

e Jlpyroe (ykaxxute) -> 3aBEpILIUTH OMPOC, €CIU yKa3aH TOJIbKO 3TOT BapUAHT

3. Bbl korga-uuOyap MOKyManu TOBaphl WK yciiyru B uHTepHere? / Have you ever bought goods

or services online?
e Jla/Yes

e Her/ No -> 3aBepumth orpoc

4. Onummre uMmeromuiics y Bac onbiT onmaliH nmokynok. Kakue ToBapbl M Kak 4acTO Bbl

nokynaetre B unTepHeTe? / Describe your online shopping experience. What products and how

often do you buy online?

Heckonbko | Heckonbko Paz B Paz B Pexe uem Huxorpna /
pa3 B pa3 B MecCA1L MECAIL / HECKOJIBKO pa3 B never
HEJIEITIO / / several once a MecsIeB / HECKOJIBKO
several times a month once every MecsIeB /
times a week month few months rarely

Onexna, o0yBb,
akceccyapsl /
Clothing, footwear,
accessories

TI'otoBas ena
(mocTaBKa TOTOBBIX
pafMOHOB MU TAHUA

WIH 00 3
pecropanos) / food

(ready-made,

delivery from
restaurants)
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IIponykTel
nuranus / Grocery

3agepuwiums
onpoc

3asepuwiums
onpoc

Jpyrue ToBapsl
(kHHMTH,
KOCMETHYCCKUEC
MPOYKTHI, TOBAPHI
I oMa,
QJIEKTPOHHUKA U
1.11.) / Other goods
(books, make-up,
electronics,

household goods

etc.)

5. Korna npowusomen Bamr niepBsiit 3aka3 npoaykToB nutanus B uatepHere? / During what period

was your first order of food on the Internet?

[Tocie 0OBsBIIEHHS TIEPBOTO JIOKAayHa B cBsi3u ¢ nangemueit COVID-19 / After the
announcement of the first lockdown due to the COVID-19 pandemic -> nepeiitu k
BOMpocCy 6

Hesamosro 10 00bsaBIIEHHs IEPBOTO JIOKAayHa B ¢Bsi3u ¢ nanaemueii COVID-19 /
Shortly before the announcement of the first lockdown due to the COVID-19
pandemic -> nepeiiTu k Borpocy 7

3a105r0 /10 00BABIICHHUS MIEPBOTO JIOKAayHa B cBsi3u ¢ manaemueir COVID-19 / Long
before the announcement of the first lockdown due to the COVID-19 pandemic ->

nepeT K Borpocy 7

6. Uto cnoasurio Bac coBepmmTh MOKyNKy MpoAyKTOB MUTaHUs OHJaH? Bribepure Hanbonee

noaxoasmuiuii Bapuant orseta. / What prompted you to make a purchase of groceries online?

Choose the most appropriate answer.

51 He Mor\He xoTen nocemars npoaykroBbie Marasussl / | couldn't\didn't want to visit
traditional grocery stores

3T0 cTao momyspHoO, u s perui monpoodosats / It became popular, and | decided to
try

MeHs npuBIIeKIa akTHBHAs MapKeTHHroBas kammanwus / | was attracted by an active
marketing campaign

Mse 66110 cky4no / | was bored

Npyrue npuunns (yrkaxwure) / Other reasons (please, specify)
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7. Kakoe moBelneHHe TOYHEe XapakTepusyeT Bac kak mokymarenst MPOJIYKTOB IHTaHHS B
npuniune? / Which behavior pattern is closer to you while shopping for groceries?

e Sl perynsipHO NOKyIar OOJbIIOE KOJMYECTBO MPOIYKTOB, PACCUUTAHHOE Ha
OTIpeNIeIeHHOE BpeMs, M [0 Mepe HaI00HOCTH TOKYTAI0 JOMOJHUTEIbHBIE TOBapHI / |
regularly shop for a large amount of groceries and sporadically for a few
complementary items

e Sl mpeanounTaro MOKyHaTh MPOAYKThI TUTAHUS TIOHEMHOTY (€KETHEBHO HIIH
HECKOJIBKO pa3 B HEJEII0), a TAK)KE MHOT /I IMTOKYIIal0 MPOAYKThI crioHTaHHO / I prefer
to buy groceries little by little and sometimes sporadically

e Jlpyroe (ykaxwure) / Other (specify)

8. Kaxkwue ycrpoiicTa u mardopmsl Bel gaie Bcero ucnosib3yere B MpoIecce MOKyNKH TOBapOB?
/ What devices do you use most often for online purchases?

O Kommnsrotep (depes caidt) / computer (website)

O Cwmaptdon unm miaHmer (uepes caiit) / mobile (website)

O CwmaprdoH wm miaHmeT (depe3 npuiioxkenue) / mobile (app)
O

HNpyroe / Other

9. OueHute, HACKOJIBKO BbI COrNIacHBI CO CIESAYIOIUMHU YTBEPIKACHUAMHE, Kacalomumucs Bamiero
OIbITa OHJIAIH MOKYMOK npoaykToB nutanus: / Evaluate to what extent do you agree with the

following statements regarding your experience of online grocery shopping:

IlomHOCTEIO HE IlomHOCTEIO
cornaceH(a) cornaceH(a)
1 2 3 4 5

O O O O O

9.1. MHe ObLIO JIETKO HAYYHUTCS MMOKYMATh MPOAYKTHI OHaiiH / It was easy for me to learn
internet grocery shopping

9.2. CaiiThl ¥ IPUIIOKEHUSI IO TIOKYTKE MPOIYKTOB OHJIAWH JIETKO MCIOb30Bath / Internet
grocery shopping websites are easy to use

9.3. 4 mory serko u ObICTPO ChOpMUPOBATH 3aKa3 B MPOTYKTOBOM OHJIAiH Mara3une / | can
easily and quicky form an order at grocery e-store

9.4. MHe nerko ynpapisTh (OTCICKHBATH, OTMEHSTh, U3MEHSTh) 3aKa3aMH, pPa3MeIICHHBIMU

onuaiin / It is easy to manage (track, cancel, modify) orders placed online
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10. VkaxwuTe OHJIAMH-Mara3wHbl, B KOTOPbIX BBl COBepIanyd MOKYNKH MPOMYKTOB MUTAHUS [

Indicate the online stores where you made grocery purchases

O

o oo o0oo0ooooQooqQoaooo

Samokat (Camoxar)

Yandex.Lavka (SIanexc.JIaBka)
VkusVill (BkycBuiin)

Sbermarket (Coepmapker)
Vprok.ru (ITepexpectox)

Lenta (JIentouka)

5ka delivery (ITarepouka gocTaBka)
Utkonos (YTkonoc)

iIGoods.ru

Ozon

Wildberries

Jpyrue (ykaxute) / Others (specify)

11. Kakoii us YKa3aHHbIX BBIIIC OHJIaMiH-MarasyuHoB Bbel Moriau OBl Ha3BaTb OCHOBHBIM JJI

coBepiieHust mokymnok npoaykros nuranus? / Which one of the above indicated online stores

could you call the main one for you for making grocery purchases?

Samokat (Camoxkar)

Yandex.Lavka (SInnexc.JIaBka)
VkusVill (Bkycsun)

Sbermarket (C6epmapker)
Vprok.ru (ITepexpectox)

Lenta (JIentouka)

Ska delivery (ITsTepouka gocTaBka)
Utkonos (YTkoHOC)

iGoods.ru

Ozon

Wildberries

Hpyrue (ykaxute) / Others (specify)
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12. Ouenure, HACKOIBKO BBI COTIIACHBI CO CICAYIONIMMH YTBEPXKACHUSIMH, KaCAIOIIHMUCS
Barirero omnbita oHaitH mokynok npoaykros nutanus: / Evaluate to what extent do you agree

with the following statements regarding your experience of online grocery shopping:

ITonHocTrIO HE ITonHOCTEIO
cornaceH(a) corjaceH(a)
1 2 3 4 5

O O O O O

12.1. 4 MNpCAIIOIUTAI0 IMMOKYIIATh IMPOJAYKTBI M 3aKa3bIBATh JOCTABKY U3 OHJIAMH Mara3nHoOB,
CBSI3aHHBIX C XOPOIIO H3BECTHBIMH OpeHIaMHU MPOIYKTOBBIX puteiiepoB (JleHra,
[Mepexpecrok, Brycewmt u 1.4.) / | prefer to use online stores and delivery of well-
known traditional grocery store brands (Lenta, Perekrestok, Vkusvill)

12.2. HOKyHaH MNPOAYKTBI B MHTCPHETC, 1 HOBCPSAIO Mara3uHaM U HNOCTABKE, CBA3AHHBIM C
XOpOIIO H3BECTHBIMH OpeHJaMH MNPOIYKTOBBIX puTeiiiepoB (Takum kak JleHra,
[Mepexpecrok, BkycBWLT U T.11.), OOJIbIIIE, YEM CAMOCTOSTEIBHBIM OHJIAHH-Mara3uHam
(takum kak Sugexc.JlaBka, Camokar, YTronoc u T.1.) / While shopping online | trust
stores or delivery services, connected with well-known offline stores (Lenta,
Perekrestok, Vkusvill) more, than pure e-stores (SIunexc.J/IaBka, Camokar)

12.3. Y mens OyneT O0IbIie ormaceHuid, €CIM MHE TIPUIETCS IEPBEIA pa3 MOKYHaTh MPOTyKTHI
B CaMOCTOATCIbHOM OHHaﬁH-MaFaBHHe, 4CM B CJIydac OHHaﬁH-MaFaSHHa, CBA3aHHOT'O C
U3BECTHBIM OpeHoM mpoaykroBoro pureitnepa / | will have more doubts if | have to
buy products for the first time in pure online store (than it would be if I ordered products

from an online store of a well-known offline brand)

Caenyomue BONPOCHI OTHOCATCH K YKasaHHOMY Bammu 0OCHOBHOMY OHJIaMH-

Maras’uHy 1Jist COBEPIICHUSA MMOKYIIOK NMPOAYKTOB IIUTAHUSA B I/IHTepHeTe

13. Omnennre, HACKOIBKO BBI COTTaCHBI CO CIEAYIONIMMHU YTBEPKACHUSMH, KaCarOIIUMUCS
Barrero onbitTa oHnaitH mokymnok npoaykros nutanus: / Evaluate to what extent do you agree

with the following statements regarding your experience of online grocery shopping:

[TonHOCTBIO HE [TonHOCTBIO
cormnaceH(a) coriaceH(a)
1 2 3 4 5

O O O O O
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14.

13.1.

13.2.

13.3.

13.4.

[TpoayKThl B OHJIAMH MarasuHe MPOIar0TCs Mo pasymHoii riere / Products in online
grocery stores are reasonably priced

IIponyKTOBBIN OHJIAMH Mara3uH IpeiaracT Xopollee COOTHOIEHHUE LIEHbI U Ka4eCTBa
/ Online grocery shopping provides me good value for money

CKUAKY U aKkIHH, IpejiaraéMble MPoyKTOBBIM OHJIAlfH MarasuHoM, 4acTo
npuBJeKaTeabHbI ¥ BhIroaHbI / Discounts and promotions offered by online grocery
stores are often attractive which provide me value for money

51 MOry COKOHOMUTB, ITOKYyIIas MPOYKTHI ortaiid / | can save money by buying

groceries online

Onenute, HackolbKO Bbl cOIVIacHBI €O CIEAYIOLIMMHU YTBEP)KICHUSMH, KacarolIMMHCS

Baitero omnbita oHJIaiH MOKYIOK poaykroB nutanus: / Evaluate to what extent do you agree

with the following statements regarding your experience of online grocery shopping:

[TonHOCTBIO HE [TonHOCTBIO
corjaceH(a) corjaceH(a)
1 2 3 4 5

O O O O O

141

14.2.

14.3.

14.4.

. 51 noBoJsieH pazHOOOpa3ueM NPOAYKTOB U ACCOPTUMEHTOM, MpeiIaraéMbIMHU OHJIAWH
marasuaom / | am satisfied with the variety of products offered by grocery e-stores
OmnunaiiH MarasuH npejiaracT IIMPOKUNA aCCOPTUMEHT MTPOLYKTOB, HYKHBIX B
noBceAHeBHO# xu3nu / Online grocery stores provides wide assortment of products
useful in my daily life

ACCOPTUMEHT B IPOJYKTOBOM OHJIAliH Mara3suHe TakoM )K€ IIMPOKUN WIIN JaKke IINpeE,
yeMm B 00bIYHBIX MarasuHax / The assortment of online grocery stores is as wide or
even wider than in traditional stores

B onutaiin mMarasuse s MOTy HaTH T€ MPOAYKThI, KOTOPBIE HEIETKO HATH B OOBIYHBIX
maraszuHax / While shopping on internet I can find some grocery products that are not

easily available in physical stores
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15

16.

. OrneHnTe, HACKONBKO BBI COTTaCHBI CO CIEAYIOIIMMH YTBEPKICHHUSIMH, KACAFOIIMMHUCS
Barirero omnbita oHaiiH MoKynok npoaykros nutanus: / Evaluate to what extent do you agree

with the following statements regarding your experience of online grocery shopping:

ITonHocTrIO HE ITonHOCTEIO
cornaceH(a) corjaceH(a)
1 2 3 4 5

O O O O O

15.1. [Tokymnka NpoayKTOB OHJIAMH MMO3BOJISIET MHE TPATUTh MEHbBIIIE BPEMEHH, YeM MOKYIIKa
NPOJIYKTOB B OOBIYHBIX MarazuHax Omaroaaps pocraBke/ Online grocery shopping
enables me to accomplish shopping more quickly than traditional stores, owing to
delivery

15.2. JTocraBka npoayKToB — 3T0 oueHb yno0Ho / Delivery of groceries is very convenient

15.3. TNokymnka mpoayKTOB OHJIAMH TO3BOJISIET MHE BBIOpATh YIOOHBIH METO.T TOCTaBKH /
Online grocery shopping allows me to choose a convenient delivery method (pick up,
contactless delivery, courier delivery, express)

15.4. JlocTaBka MpoyKTOB U3 OHJIAMH Mara3uHa OCYyIIECTBIISIETCS 110 pa3yMHOM 1ieHe /
Delivery from online grocery stores is reasonably priced

15.5. TIpoayKThl OOBIYHO TOCTABISIOTCS AKKYPATHO M HE MOBPEXKIAIOTCS B MPOIIECCE
tpancnoptipoBkH / Grocery products from online stores are delivered carefully and

they are not damaged during transportation

Onenute, HacKoibKOo BBl corymacHel €O ClEIYIOUIMMH YTBEPKICHHUSIMH, KacaroIIUMUCS
Bariero ombita oHaitH Mokymnok mpoayktoB nutanus: / Evaluate to what extent do you agree
with the following statements regarding your experience of online grocery shopping:
[TonHOCTBIO HE [TonHOCTHIO
cormnaceH(a) coriaceH(a)

1 2 3 4 5

O O O O O

16.1. [TpoayKThl, JOCTaBIIsIEMbIC U3 OHJIAH MarasuHa, 00baHO cBexue / Grocery products
from online stores are fresh
16.2. TIpoayKThl U3 OHJIAIH Mara3uHa BBITJIAAT MIPUBIEKATENLHO MOCIE JOCTABKH /

Grocery products from online stores look appealing after being delivered
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16.3. Tlokymast mpoyKThI OHJIAMH, sl TOTYyYar0 MMEHHO T€ TOBAPhI, KOTOPHIC 5 3aKa3all, B
TOM BHJIE, B KAKOM OHH IpeicTaBiIeHbl Ha caiite / While shopping for groceries online

| receive exactly the products that I ordered

IHoroopum mnoapodOHee 0 BameM omnbiTe NMOKYNOK NMPOAYKTOB NMUTAHWS B BbHIOPAHHOM

OHJIAMH-MAara3uHe

17. B BeiOpaHHOM OHJaiH-MarasuHe Bwl darie Bcero cosepiaere mokynkw... / In the selected
online grocery store, you most often make purchases ...
e Ha unrepHer-caiite onnaiin-marasunaa / On the website -> Bectu mo BeTke BOIpocoB
CO CJIOBOM «CaiT»
e B mpunoxxenunu oHjaiH-MarasuHa it cmaptdona/mianmiera / In the

smartphone/tablet app -> BecTr 110 BeTKe BOIIPOCOB CO CIIOBOM «IIPHIIOKECHHE

* Jlanee Be pa3HbIe BETKU OBLIU MPEIJI0KEHBI PECTIOHIEHTaM, B 3aBUCHUMOCTH OT TOT0, KaKOH
BapHaHT OHH BBIOPATU B MPEABIAYIIEM BOIIpoce. BeTku OTINYaIuch TOJIBKO TeM, KaKoe CJIIOBO

OBLIO YKa3aHO B BOIIPOCAX — CalT Ui IIPUITOKCHUC

18. Orennre, HACKOIBKO BBI COTMIACHBI CO CIEAYIONIMMH YTBEPKIACHHUSIMH, KaCalOIIUMHUCS
Barrero ombita oHnaitH mokymnok mpoaykros nutanus: / Evaluate to what extent do you agree

with the following statements regarding your experience of online grocery shopping:

[TonHOCTBIO HE [TonHOCTHIO
coriaceH(a) cornaceH(a)
1 2 3 4 5

O O O O O

18.1. JIu3zaiiH 1 CTPYKTypa caiita (MPHIOKEHsI) OHJIAH Mara3nHa o0JierdaeT mporecc
nokymku ToBapoB / The layout of grocery online retailing and delivery websites
facilitates shopping

18.2. JluzaiiH caiita (MpuitoskeHHs ) OHJIAIH Mara3uHa COBPEMEHHBIN M MPUBJIEKATEIbHBIH /
The design of online grocery retailing and delivery websites is modern and appealing

18.3. Caiit (mpuoXkeHue) OHJIAH Mara3uHa BBITISAUT U PabOTaeT OJMHAKOBO XOPOIIIO TIPU
nocryne ¢ pasHbix ycrpoicts / Online grocery retailing and delivery websites look

and work equally good from different devices
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19. Ormennre, HACKOIBKO BBI COrMACHBI CO CIEAYIONMMHU YTBEPIKACHHUSIMH, KACAIOIIUMHECS
Baruero omnbita oHaitH mokynok npoaykros nutanus: / Evaluate to what extent do you agree

with the following statements regarding your experience of online grocery shopping:

ITonHocThIO HE ITonHOCTEIO
cornaceH(a) corjaceH(a)
1 2 3 4 5

O O O O O

19.1. HaBurauus Ha caiiTe (B IpUJIOKEHUH ) OHJIAH Mara3nHa 00JieryaeT nporecc MOKynKu
toBapoB / Navigation at online grocery retailing and delivery websites facilitates
shopping

19.2. ®yHkMY MOUCKa U PUIBTPALMK HA caiiTe (B IPUIOKEHUH) OHJIAH MarasuHa
MOJIE3HBI ¥ 00JIeT4yaroT mporecc nokynku ToBapoB / The search and filter functions at
online grocery retailing and delivery websites are helpful and facilitate shopping

19.3. HaBuramus Ha caiiTe (B IpHJIOKCHUH ) OHJIAIH Mara3nHa moMoraeT MHe ObICTPO HANTH
uH(popMalrio U xenaembie ToBapsl / Navigation helps me to find information or
product within the shortest time frame

19.4. Caiit (mpuiio>keHNe) OHJIAWH Mara3uHa MpPOCT B UCIOJIB30BAHUH, JTAXKE €CITH
ucnonb3yeTcs B nepsbli pa3 / Online grocery retailing and delivery websites are easy
to use, even if used for the first time

19.5. Temarnyeckue MOIOOPKH (AKITUH, IS ACTEH, /U MTUKHHUKA U T.1.) Ha caifTe (B
MIPUJIOKEHNH ) OHJIAH Mara3uHa 00JIer4aroT mpoliece MOKynku ToBapoB / Thematic
sets at online grocery retailing and delivery websites (promotion, for picnic, for kids)

facilitate shopping

20. Omennre, HACKOJIBKO BBI COTIACHBI CO CIIEAYIOUIMMH YTBEP)KACHUSMH, KaCarOIIUMUCS
Barrero onbitTa oHnaitH mokymnok npoaykros nutanus: / Evaluate to what extent do you agree

with the following statements regarding your experience of online grocery shopping:

[TonHOCTBIO HE [TonHOCTBIO
cormnaceH(a) coriaceH(a)
1 2 3 4 5

O O O O O
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20.1. Ha caiiTe (B mpUJIOKCHHUH ) OHJIAIH Mara3uHa IpeIcTaBlIeHa BCsi HHGOpMAITUs O
IpOoayKTax (CoCTaB, CPOK XpaHEHHs, CTpaHa MPOU3BOACTBA H T.J1.) HEOOX0gUMast st
cosepurenus nmokynku/ Grocery e-stores provide complete information about products
(content, storage life, country of production etc.) necessary for making purchase
decision

20.2. Ha caiite (B mprI0’KEHNH ) OHJIAMH Mara3uHa MpeCTaBlIeHa JOMOTHUTEIbHAS
uHpOpMaLKs 0 IPOAYKTaxX (HapuMep, KOJIMIECTBO OEIIKOB, )KUPOB U YTIEBOAOB), UTO
ob6nergaer mporece mokymnku / Grocery e-stores provide additional information about
products (the amount of proteins, fats and carbs, product story etc.) which facilitates
shopping

20.3. Uudopmanus o mpoayKTax, MpeICTaBICHHAS Ha caiiTe (B IPHIIOKESHUH ) OHJIAH
MarasnHa, JOCTaTOYHA AJI IIPUHATUSA PCIICHUSA O ITOKYIIKC 0e3 comuennii / The
information provided in online grocery stores is sufficient to make a purchase without
doubts

20.4. JlomoHUTENbHBIA KOHTEHT (HaIprUMep, PEeLeNThl TOTOBBIX OJII0), peiiaraeMblii Ha
caiiTe (B IPHJIOXKEHUH ) OHJIAaliH Mara3uHa, obJierdaer npormecc mokymnku / Additional
content (e.g. recipes), offered by grocery e-stores, facilitates shopping

20.5. ®ororpaduu NpoAYKTOB, IPEJCTABICHHBIC HA CaiiTe (B IPHIIOKEHUH ) OHJIAH
MarasuHa, 00JieryaroT mpouecc NpuHATHS penleHus o nokymke / Pictures of the
products displayed at online grocery retailing and delivery websites provide ease for
purchasing

20.6. Hanware 0T3BIBOB M OIIEHOK Ha caiiTe (B MPUJIOKEHUH ) OHJIAH Mara3uHa o0JierdaeT
IpoLecc NPUHATHUS pemeHus o nokynke / Presence of reviews or marks of the
products at online grocery retailing and delivery websites facilitates decision making

process

21. Ouennrte, HACKOJNBKO BBl COTMIACHBI CO CIEAYIONIMMH YTBEPKICHUSIMH, KACAIOIIMMHUCS
Barrero onbita oHnaitH mokynok npoaykroB nutanus: / Evaluate to what extent do you agree

with the following statements regarding your experience of online grocery shopping:

[TonHOCTBIO HE [TonHOCTBIO
cormnaceH(a) coriaceH(a)
1 2 3 4 5

O O O O O
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21.1. Tloxynast mpOyKThI OHJIAHH, MOKHO TTOJTYYUTh TIEPCOHATBHBIC CKUIKH U
pexomennanuu / While shopping for groceries online one can get more special
discounts and personal recommendations

21.2. Tlokynast mpoIyKThI OHJIAlH, MOKHO C(hOPMHUPOBATH CIIMCOK M30paHHBIX TOBAPOB U
TPaTUTh MEHbIIIE BpeMeHHu Ha (hopmupoBanue 3akaza / Online grocery shopping
provides an opportunity to create a list of favorite products and spend less time
ordering

21.3. Tlporecc MOKYNKY MPOYKTOB OHJIAKH O0Jiee MepCOHATM3UPOBAH, YeM MPOIECC
MOKYIIKK IPOIyKTOB B 00bryHOM Marazure / Online grocery shopping experience is

more personalized than traditional one

22. OreHuTe, HACKOJIBKO BbI COrMIACHBI CO CIEAYIOIIMMH YTBEPKIACHUSIMH, KACAIOIMMHUCS
Baimero omnbita oOHJIaiH MOKYIOK poaykToB nutanus: / Evaluate to what extent do you agree

with the following statements regarding your experience of online grocery shopping:

[TonHOCTBIO HE [TonHOCTHIO
corjaceH(a) corjaceH(a)
1 2 3 4 5

O O O O O

22.1. Caiit (mpuiokeHue) OHJIaliH Mara3uHa 00ecreynBaoT HaAJEKAIUE MEPBI
6e3omacHocTr / Online grocery retailing and delivery websites have adequate security
measures

22.2. 51 wyBCTBYIO ce0sl 3alIMINEHHO, NCTIOJB3YS TUIATEXKHYIO KapTy Ha caiiTe (B
npuioxeHnn) onnaitn Marazusa / I feel safe while using my credit card/debit card on
online grocery retailing and delivery websites

22.3. 51 Bepto, 4TO cailT (MpHIIOKEHUE) OHJIAH Mara3uHa He OyAeT pacKpbIBaTh MOIO
MepCOHANIbHYI0 HH(popMaIuio 6e3 moero paspemienus / | trust that online grocery
retailing and delivery websites will not reveal my personal details without my

permission

A Tenepb NOroOBOPUM 0 TOM, HACKOJIbKO BbI 10BOJIbHBI CBOMM OCHOBHBIM OHJIAVH-

Mara3uHoM Jifl NOKYIIKHU MPOAYKTOB IMUTAHUSA
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23. OueHuTe, HACKONBKO BBI COTTACHBI CO CIEAYIOIMMH YTBEPKICHHUSAMHU, KACAFOIIUMUCS
Barirero ombita oHaitH nokynok npoaykros nutanus: / Evaluate to what extent do you agree

with the following statements regarding your experience of online grocery shopping:

ITonHocTrIO HE ITonHOCTEIO
cornaceH(a) corjaceH(a)
1 2 3 4 5
O O O O O

23.1. B 1ienoM 51 T0BOJIBHA OMBITOM MOKYIKH MpoaykToB oxmaiin / Overall, | am satisfied
with online grocery shopping experience

23.2. Tlokyrmka mpoIyKTOB OHJIalH — A0BOJIbHO ITPOCTOH mporiecc / Buying grocery products
online is generally very simple

23.3. Tokymka nMpoayKTOB OHJIAIH A0BOJIBHO yoOHa / Buying grocery products online is
generally very convenient

23.4. Tlokynka MpoayKTOB OHJIAIH UMEeT OOJIbIIe JOCTOMHCTB, YeM HexocTtaTkos / Online
grocery shopping has more advantages than disadvantages

23.5. 1 maHupyro MPOI0IDKaTh OKYMaTh MPOAYKThI oHaiiH / I plan to continue buying

groceries online

24. OreHuTe, HACKOIBKO BbI COTMIACHBI CO CIEAYIOIIMMH YTBEPXKIACHUSIMH, KACAIOIMMHUCS
Baimeit sxxu3au B yenousx manaemun Covid-19: / Evaluate to what extent do you agree with

the following statements regarding your life during COVID-19 pandemic:

[TonHOCTBIO HE [TonHOCTBIO
cornaceH(a) cornaceH(a)
1 2 3 4 5
O O O O O

24.1. 51 obGecriokoeH TeM, 4To MOTy 3apa3utbest Bupycom Covid-19 / 1 am concerned of
getting the virus

24.2. 51 craparoch OCTaBaThCs A0Ma B MIEPHO/IbI TUKOBOW aKTHBHOCTH PACIPOCTPAHCHUS
Covid-19/ I am trying to stay home as much as possible during Covid-19 pandemic

24.3. 51 xakoe-To BpeMs paboTai qoMa yiaajueHHo B nmepuoj manaemuu Covid-19 /| have

been working from home during Covid-19 pandemic for some time
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24.4.

24.5.

24.6.

S1 CTONKHYJICSI ¢ HEXBATKOW MPOAYKTOB B OOBIYHBIX Mara3uHax BO BPeMs TaHIEMHH
Covid-19/ I encountered deficit of grocery products in offline stores during Covid-19
pandemic

C navana nangemun Covid-19 s ucnbeiran puHaHCOBBIE TPYAHOCTH (IIOTEPS pabOTHI,
CHIDKEHHE JJOX0I0B/yBEIMYEHHE pAacX0/I0B, yBeaudenue mnex u 1.4.) / During Covid-19
pandemic | have experienced financial difficulties (job loss, reduced income/increased
expenses, price rise)

51 ornyInar MOBHIIIEHHBIN CTPECC M TPEBOT'Y B CBsI3H ¢ manaemucii Covid-19 /|

experience increased stress and anxiety due to Covid-19 pandemic

25. VYxaxwure coii o / Indicate your gender

Mysxckoii / Male

YKencknit / Female

26. VYxaxwure cBoii Bo3pact: / Indicate your age

Mutagme 18 / less than 18
18-24
25-29
30-34
35-39
40-44
45-49

50 u crapmie / more than 50

27. OTMmeTbTe CBOM YPOBEHb O0pa30BaHMS:

HesakonueHnHoe cpennee oOpa3oBaHue

[Tonnoe cpennee (11 kmaccos)

Cpennee crienuaibHOE (TEXHUKYM, KOJIEDK U T.1I.)
Bricmee: bakamaBpuar/cnenuaiiuret

Bricuiee: Maructpatypa

Bricuiee: JlokTopaHTypa v acnupaHTypa

Hpyroe
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28. BriOepute cBotO cepy 3aHATOCTH:

Bbe3paboTHbIit/0e3paboTHAS, JOMOXO3SHH/ IOMOX03sTHKa
CrypaeHT/cTyIeHTKa

PaGounii nim coTpyAHUK 00CITy>KHBAIOIIETO IepcoHaa (B KOMITAHHUH )
Crnernuanuct (B KOMIIaHUH )

PykoBoauTenb cpeaHero 3BeHa (B KOMITAHUN )

PykoBoauTemns BBICIIETO 3B€HA (B KOMITAHUH ), YIPABIISIONUN KOMIIAaHUH
®putancep, caMO3aHATHIN

Biagenen cooctBeHHOTO OM3HECA

Hpyroe

29. Kaxkoe yTBepskJIeHHE JTydllle BCEro onuchiBaeT Bain ypoBeHnb qoxona?

Jlener He XBaraeT Ja)ke Ha NPUOOPETEHNE IPOAYKTOB IUTAHUS

Jlener xBaTaer TOJbKO Ha IPUOOPETEHHUE TPOJYKTOB TUTAHUS

I[eHer JO0CTAaTOYHO IJIA HpI/IO6peTCHI/IH HCO6X0)II/IMI>IX MMPOAYKTOB IMMUTAHUSA U OACIKIBI,

HO Ha 0oJiee KPYTNHBIC ITOKYIIKU ITPUXOJUTCA OTKIIAAbIBATH

HOKyHKa OOJILIINHCTBA TOBApPOB IMTCIIbHOI'O ITIOJIb30BAHU (XOJ'IO,Z[I/IJ'IBHI/IK,

TeJ'IeBI/I30p) HC BBI3BIBACT pr,HHOCTeﬁ, OJHAaKO HpI/IO6peCTI/I aBTOMOOWIIb WJTN

KBapTUPY MBI HE MOKEM
Mpb1 MOKeM MO3BOJIUTH cede MpuoOpecTH aBTOMOOMIIb UITH KBaPTUPY

Jlener mocTaTo4HO, 4TOOBI BOOOIIE HA B YeM ce0e HE OTKA3bIBATh
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APPENDIX 2. Sources of variables’ scales

Scale items

Variables

to choose a convenient delivery

Construct Names Sources
| am satisfied with the variety of
products offered in grocery e-stores prod_ass_1
Online grocery stores provide wide
assortment of products useful in my prod_ass_2
daily life
Perceived y Guo et al., 2012
product The assortment of online grocery Szymanski and Hise,
assortment stores is as wide or even wider than prod_ass_3 2002
in traditional stores
While shopping on internet | can
find some grocery products that are rod ass 4
not easily available in physical prod_ass_
stores
Grocery products from online stores
are fresh prod_qual_1
Perceived Grocery pro_ducts from_online_stores prod_qual_2 Singh and Soderlund,
oroduct quality look appealing after being delivered — 1= 2020
While shopping for groceries online
| receive exactly the products that | prod_qual_3
ordered
Products in online grocery stores are .
reasonably priced price_1
Online grocery shopping provides fice 2
me good value for money price_ Prasetyo and Fuente,
. . 2020
Percelv:ed price Discounts and promotions offered Tand tal. 2018
value by online grocery stores are often fice 3 ancon et al.,
attractive which provide me value price_ Venkatesh et al., 2012
for money
I can save money by buying .
groceries online price_4
Online grocery shopping enables me
to accomplish shopping more .
quickly than traditional stores, delivery_1
Perceived owing to delivery Ahn etal., 2004
delivery Deli ¢ o Liu etal., 2008
elivery of groceries is very . )
performance convenient dellvery_2 Lee and JOShI, 2007
Online grocery shopping allows me delivery 3

72



method (pick up, contactless
delivery, courier delivery, express)

Delivery from online grocery stores
is reasonably priced

Grocery products from online stores
are delivered carefully and they are
not damaged during transportation

delivery 4

delivery 5

Store brand
preference

| prefer to use online stores and
delivery of well-known traditional
grocery store brands (Lenta,
Perekrestok, Vkusvill)

While shopping online I trust stores
or delivery services, connected with
well-known offline stores (Lenta,
Perekrestok, Vkusvill) more, than
pure e-stores (SIamekc.JIaBka,
Camoxar)

I will have more doubts if | have to
buy products for the first time in
pure online store (than it would be if
I ordered products from an online
store of a well-known offline brand)

brand_pref 1

brand_pref 2

brand_pref 3

created on the basis of

Schoenbachler and
Geoffrey, 2002

Perceived
website (app)
appearance

The layout of grocery online
retailing and delivery websites
facilitates shopping

The design of online grocery
retailing and delivery websites is
modern and appealing

Online grocery retailing and
delivery websites look and work
equally good from different devices

web_appear_1

web_appear_2

web_appear_3

Wolfinbarger and
Gilly, 2003

Lee and Joshi, 2007

Perceived
content quality

Grocery e-stores provide complete
information about products (content,
storage life, country of production
etc.) necessary for making purchase
decision

Grocery e-stores provide additional
information about products (the
amount of proteins, fats and carbs,
product story etc.) which facilitates
shopping

The information provided in online
grocery stores is sufficient to make
a purchase without doubts

content_1

content_2

content_3

created on the basis of

Lee and Joshi, 2007,
Liu etal., 2008
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Additional content (e.g. recipes),
offered by grocery e-stores,
facilitates shopping

Pictures of the products displayed at
online grocery retailing and delivery
websites provide ease for
purchasing

Presence of reviews or marks of the
products at online grocery retailing
and delivery websites facilitates
decision making process

content_4

content_5

content_6

Perceived
navigability

Navigation at online grocery
retailing and delivery websites
facilitates shopping

The search and filter functions at
online grocery retailing and delivery
websites are helpful and facilitate
shopping

Navigation helps me to find
information or product within the
shortest time frame

Online grocery retailing and
delivery websites are easy to use,
even if used for the first time

Thematic sets at online grocery
retailing and delivery websites
(promotion, for picnic, for kids)
facilitate shopping

navigation_1

navigation_2

navigation_3

navigation_4

navigation_5

Kapoor and Vij, 2018
Lee and Kozar, 2012

Perceived
customization

While shopping for groceries online
one can get more special discounts
and personal recommendations

Online grocery shopping provides
an opportunity to create a list of
favorite products and spend less
time ordering

Online grocery shopping experience
is more personalized than traditional
one

custom_1

custom_2

custom_3

created on the basis of
Liang et al., 2007

Perceived
security

Online grocery retailing and
delivery websites have adequate
security measures

| feel safe while using my credit
card/debit card on online grocery
retailing and delivery websites

security_1

security_2

Tandon et al., 2017
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I trust that online grocery retailing
and delivery websites will not reveal

my personal details without my security_3
permission
It was easy for me to learn internet
grocery shopping EOU_1
Internet grocery shopping websites EOU 2
Perceived ease | ¢ €asy to use N
of Use _ _ Tandon et al., 2017
I can easily and quicky form an EOU 3
order at grocery e-store -
It is easy to manage (track, cancel,
modify) orders placed online EOU_4
Overall, | am satisfied with online satisfaction 1
grocery shopping experience -
Buying grocery products online is satisfaction 2
generally very simple -
Customer Buying grocery products online is Lee and Joshi, 2007

satisfaction

generally very convenient

Online grocery shopping has more
advantages than disadvantages

I plan to continue buying groceries
online

satisfaction_3

satisfaction_4

satisfaction_5

Tandon et al., 2017

Consumer life
during COVID-
19 pandemic

I am concerned of getting the virus

I am trying to stay home as much as
possible during Covid-19 pandemic

I have been working from home
during Covid-19 pandemic for some
time

I encountered deficit of grocery
products in offline stores during
Covid-19 pandemic

During Covid-19 pandemic | have
experienced financial difficulties
(job loss, reduced income/increased
expenses, price rise)

I experience increased stress and
anxiety due to Covid-19 pandemic

covid_1

covid_2

covid_3

covid_4

covid_5

covid_6

developed by author
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APPENDIX 3. EFA results

CA KMO % of . Factor
Factor ltems >06 | Vvariance ComT%ng‘l't'es loadings
>07 1 (h<005) | >05 ! >05
Store brand brand_pref_1
preference brand_pref 2 076 | 0657 | 67,56% >0,6 >0,7
brand_pref_3
Perceived price | price_1
value price_2
price_3 0,83 0,774 61,21% >0,5 >0,7
price_4
delivery 4
Perceived prod_ass 1
product prod_ass_2
assortment 0,852 0,767 71,29% >0,6 > 0,75
prod_ass 3
prod_ass 4
Perceived prod_qual 1
product quality prod_qual_2
-~ 0,887 0,828 74,3% > 0,65 >0,8
prod_qual_3
delivery 5
Perceived delivery_1
delivery delivery 2 0821 | 0718 | 74,25% > 0,75 > 0,85
performance .
delivery_3
Perceived web_appear_1 0,786 0,67 70,77% >0,6 > 0,76
website (app) web_appear 2
appearance - -
web_appear_3
Perceived navigation_1 0,877 0,805 73,37% >0,6 >0,79
navigability navigation_2
navigation_3
navigation_4
Perceived content_1 0,812 0,709 72,95% >0,75 >0,8
completeness content 2
and usefulness -
of product content_3
information
Perceived content_4 0,69 0,63 54,57% >0,5 >0,7
usefulness of content 5
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additional content_6
content
Perceived custom_1 0,761 0,689 67,85% > 0,64 >0,8
customization custom 2

custom_3
Perceived security_1 0,817 0,714 74,1% >0,7 >0,8
security security 2

security_3
Customer satisfaction_1 0,896 0,83 71,89% >0,6 > 0,75
satisfaction satisfaction_2

satisfaction_3

satisfaction_4

satisfaction 5
Perceived ease | EOU 1 0,883 0,732 74,15% > 0,64 >0,8
of use EOU 2

EOU_3

EOU_4
COVID-19 covid_1 0,748 0,641 66,6% > 0,57 > 0,75
anxiety covid_2
(extracted from | 4vid 6

consumer life
during COVID-
19 pandemic)
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APPENDIX 4. Results of model testing

usefulness of product information

Latent SRW ?:ﬂggﬂsult;e AVE
variable > 0,5 (p<0,05) 0,7 >0,5
Store brand preference 0,77 0,53
brand_pref 1 0,632
brand_pref 2 0,889
brand_pref 3 0,643
Perceived price value 0,82 0,47
price_1 0,686
price_2 0,75
price_3 0,674
price_4 0,631
delivery 4 0,697
Perceived product assortment | 0,85 0,6
prod_ass 1 0,893
prod_ass_2 0,86
prod_ass_3 0,734
prod_ass 4 0,564
Perceived product quality 0,89 0,67
prod_qual_1 0,86
prod_qual_2 0,883
prod_qual_3 0,782
delivery 5 0,735
Perceived delivery performance | 0,83 0,61
delivery 1 0,733
delivery 2 0,844
delivery_ 3 0,768
Perceived website (app) 0,8 0,57
appearance
web_appear 1 0,765
web_appear 2 0,886
web_appear 3 0,595
Perceived navigability 0,87 0,62
navigation_1 0,863
navigation_2 0,723
navigation_3 0,825
navigation_4 0,741
Perceived completeness and 0,81 0,59

content_1
content_2
content_3

0,713
0,645
0,917
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Perceived usefulness of 0,67 0,4
additional content
content 4 0,68
content_5 0,65
content_6 0,57
Perceived customization 0,76 0,52
custom_1 0,629
custom_2 0,748
custom_3 0,776
Perceived security 0,83 0,61
security 1 0,805
security_2 0,811
security 3 0,731
Customer satisfaction 0,9 0,63
satisfaction 1 0,778
satisfaction 2 0,8
satisfaction_ 3 0,839
satisfaction 4 0,802
satisfaction 5 0,756
Perceived ease of use 0,89 0,66
EOU 1 0,706
EOU 2 0,864
EOU_3 0,875
EOU 4 0,793
COVID-19 anxiety 0,76 0,53
covid_1 0,91
covid_2 0,662
covid_6 0,565
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