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ABSTRACT 

Consumers have always been important in internet shopping. Because of technical 

improvements in the business sector and their influence on consumers, online purchase has grown 

in popularity. Groceries sell regardless of the situation of the economy. Without toothpaste, soap, 

vegetables, and foods, one cannot subsist. Due to time and geographical restrictions, consumers 

prefer online shopping over the fast-paced city life. The accessibility of payment options, as well 

as the availability of offers and discounts, are all suggestive features for online purchase. Several 

characteristics are heavily influenced by distribution at the door and convenience. When buying 

groceries, customers' demands are sometimes obeyed. Customers order groceries online from the 

retailer's website or through online grocery shops, and the food is delivered to their door. 

Purpose – This study sought to identify and compare customer preferences across leading 

online grocery shopping websites as well as common categories that influence online purchasing 

behaviour. The goal is to learn more about the elements that influence the consumer's choice to 

go grocery shopping on Amazon, Big Basket, or Grofers. 

Design/Methodology/Approach – Customers who have purchased groceries online were 

requested to answer the survey questionnaire using Google forms. The The convenience sampling 

method was utilised to collect 311 responses for data analysis.. 

Findings – The study found that a customer purchase decision and loyalty towards a single 

online shop highly depends on the factors which gives a positive experience to the customer. It 

was found that any factor which leads to a dissatisfied online experience makes the customer to 

switch to other online grocery selling website immediately. 

Research Limitations/Implications - This research looked at customer feedback and 

concluded based on a small number of elements that influence the online consumer experience. 

There might be a few other elements that influence customers' online grocery shopping behaviour. 

Originality/Value – This research will benefit both the scholars and the e-commerce players 

in understanding the reasons which would lead to a change in behaviour of a customer while 

buying grocery online. This will help the grocery selling websites to focus on the important factors 

which may lead to a negative online customer experience and work on it. 

 

Keywords: Online Customer Experience, Grocery Shopping, Switching, Loyalty. 
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INTRODUCTION 

Online shopping for food has turned into a typical and vital part of our life. Shopping for 

food is one of the exceptional kinds of buying that needn't bother with any preparing of time. 

Shopping for food has become easier in recent years due to internet shopping platforms. Lately, 

web purchasing has collected a great deal of certainty, which is the reason food shopping through 

web-based stages has filled in ubiquity. The year 2020 changed the entire web buying medium, 

drawing in clients who had recently been reluctant to purchase on the web Ayedee & Kumar 

(2020). 

Basic foods have regularly been bought in stores, where clients can contact and actually 

look at things preceding buy, as well as administer the shipment of touchy items. E-grocery 

shopping has grown very fast in India and thud has increased the profitability of the business. 

Most clients have one or two misgivings about getting transitory things, for example, fish over the 

web since the help's dependability and responsibility are called into uncertainty. E-basic food item 

shops can lay out brand value, which will prompt recurrent business and market entrance in this 

industry. The fundamental benefit of looking for everyday food items online is its comfort. 

Whenever we buy on the web, we can undoubtedly search for and secure the things we really want 

without having to walk around those extensive passageways genuinely Bapat et al. (2021a). 

Buyers have made web buying a need in their regular routines Bapat et al. (2021b). 

Consumers have become more open to mechanical advancement in the business area, 

bringing about an expansion in the recurrence of online buys. Everyday food products sell 

regardless of the state of the economy Karthik et al. (2021). Toothpaste, cleaner, veggies, and 

nourishment are all necessities. Because of the fast pace of city life, as well as time and 

geographical constraints, customers prefer to purchase online. The variety of options available, the 

ease with which payments may be made, as well as unique offers and constraints, are all important 

aspects of online buying. Many elements make a section as significant impacts, like doorstep 

conveyance and comfort. Regular food items are bought at different times in light of the 

customer's need and convenience Dange et al. (2021). 

LITERATURE REVIEW 

Sathiyaraj et al. (2015) has highlighted how customers acquire items from an online 

shopping site based on factors such as discounts and restrictions, item assortment, free home 

conveyance, site ease of use, and money conveyance instalment option. According to the findings 

of the research, customer satisfaction had no effect on demographic characteristics. Buyers choose 

an easy-to-use website to get food goods online rather than searching for food in traditional ways 

Gowda & Chaudhary (2018). 

Over the most recent quite a long while, India has encountered a virtual blast of online basic 

food item entrances. Shopping for food, which was previously respected a tedious and repetitive 

task, is now seen as a pleasure all due to online grocery shopping. Consumers need a user-friendly 

website for grocery shopping with details of products . As per the discoveries of Hanif & Ravi 

(2015), consumers, irrespective of income gropus categories are delivered products at door step , 

thus is attracting all income groups. Subsequently, there is a huge of space for development Noor 

et al. (2011). 

Kang et al. (2016) This study examines factors influencing online shopping for food and in 

volumes using innovative categorization theories. The factors like lifestyles related to food, shift 

to online grocery shopping due to technological innovation has its impact on online shopping 
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behavior Sarangdhar et al. (2020). The elements that decide the reception of online shopping for 

food, as well as the quantity of web-based food varieties bought, are talked about in this study. 

Food-related way of life characteristics, especially quality perspectives, affect the probability of 

taking on internet-based shopping for food with regards to reception. The elements of convenience 

significantly affect the reception of online shopping for food Kumar et al. (2020a).  

The internet based staple business is one of India's quickest developing regions, as per the 

article. Individuals in the service business are the probably going to encounter this, trailed by the 

business class and retirees Sambargi & Gopal (2016). This paper explored the Indian internet 

based staple business top to bottom. The significant inspiration for purchasing food web based, as 

per Budhiraja & Mittal (2016), is to save time and exertion. Purchasers in this model are by and 

large content with the nature of the things they get, and merchants ordinarily give clients 

substitution choices. The author additionally looks at a customer’s food buying habits , both on 

the web and in an actual store. The issue with this system is that booked online order sometimes 

delays due to unforeseen conditions and nonavailability of products Kumar et al. (2020b).  

Anesbury et al. (2016) This paper examines the advantages of the retailers and brand 

managers. In any case, the survey illuminates’ organizations that individuals hope to promptly see 

their favourite brands. This outcome isn't generally clear; for instance, vendors might be enticed to 

feature things as of now at a bargain or brands for which they produce more benefits on the main 

page. According to the research, such techniques, which may increase the customer's search time, 

may not be the best option. Although it may be tough to choose which brand should display on the 

cover page/first page, it is critical to make the search option simple from the customer's 

perspective so that it is simple, straightforward, and faster to pick the products/brands they are 

acquainted with Ranjana (2021). 

As indicated by a review done by online food retailers have various issues Kaur & Shukla 

(2016). Because of a general absence of real information on consumer needs, wants and demand, 

developing a e-grocery profitable enough for online retailers would be challenging. It is critical to 

understand the elements influencing online grocery buying, as well as the technical challenges. 

Other than gender, wealth is the most essential demographic characteristic to consider when 

analysing online food shopping. To assess the variables respected to be vital in internet based 

staple purchasing, as well as to perceive the issues and mechanical impediments that are accepted 

to affect online shopping for food inclinations Hansen (2008).  

Rajesh (2017) In his review, he frames his objectives for finding the factors that impact 

online basic food item purchasing. The study found that it was product description, delivery and 

item substitution were the most important reasons for online shopping. E-advertisers will arrange 

their promoting system around these fundamental necessities to give their clients unmistakable 

and extraordinary shopping encounters Haridasan & Fernando (2018). 

Munson et al. (2017) Consumer behaviour has changed because of the exceptional 

opportunities and challenges offered by online shopping for food. As per Munson et al. (2017), the 

essential social and technological factors that could prompt these changes, for example, simplicity 

of cost examination, attitude toward purchasing short-lived items on the web, and logistical 

considerations. The study's goal is to learn how customers feel about e-grocery and what they 

enjoy about it Wang et al. (2016). 

As indicated by the kavitha (2017), The review analyses how buyers are moving their food 

and shopping for food propensities from the nearby Kirana store to online web organizations. The 

reason for the review is to figure out how purchasers feel about e-staple and what they like. This 

exploration will help decide whether e-basic food item will outperform conventional buying 
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techniques in future and if it would increase the number of individuals shopping online for food. 

One of India's quickest developing areas is online food shopping. Customers like it since 

they have more access the web and really like to shop on the web. They ordinarily buy from 

online organizations that offer the best customer support and fulfilment, as well as those that save 

time and effort since shopping isn't restricted by time. The customers assumptions are definitely 

unique while buying food online versus at an actual store. Due to the Internet, most of the 

members know about the brand Viknesh et al. (2021). 

Notwithstanding the far-reaching utilization of online food and shopping for food, little 

examination has been done to explore the qualities that impact customer online food buys Heng et 

al. (2018). The information show that four interpretable measures significantly affect the worth of 

purchaser criticism: Amazon Operation, Physical Aspect, Taste Feature, and Subjective Speech. 

Customer surveys believe objective audits to be more valuable than emotional ones. Moreover, 

the value of a customer review is conversely corresponding to the length of the survey. The 

discoveries show that encouraging more positive comments will assist potential buyers make 

better selection and business profits Chen & Dibb (2010).  

Kaur (2018) Examines the acts of Online Grocery Portals in Customer Relationship 

Management that resulted in increased customer loyalty, as well as how these exercises add to the 

organization's rising worth. While all internet based staple organizations endeavour to improve 

shopper joy, some are more effective than others. This study adds to how we might interpret the 

attributes that have brought about buyer fulfilment from the exploration paper's online interfaces. 

It will likewise help organizations in distinguishing the imperfections that add to client fulfilment 

with online staple stages. They should also understand the reasons for not effectively able to serve 

the customers Pitts et al. (2018). It was found that every one of the entryways is insufficient in at 

least one region where they should work with tirelessness for the necessary outcomes further 

upgrading the ability in view of the factors under study Desrochers et al. (2019). 

Azhar & Bashir (2018) Online grocery stores, as indicated by the report, are turning out to 

be more famous than ever. With the developing number of people looking for basic foods on the 

web, considering e-dedication in this context is significant. Regardless of its rising significance, 

online food buying e-loyalty is a little-concentrated topic the thriving web-based business writing. 

The motivation behind this exploration is to research and comprehend the interceding job of e-

loyalty in internet-based food purchasing dedication. The indicators of the study (comfort, 

promoting, site design, and monetary security) are utilized to additionally foster the model by 

focusing on e-satisfaction leading to e-loyalty. There is contribution in three essential 

classifications, as indicated by the study. To begin, the research investigates an existing e-

satisfaction model in the critical but understudied area of online grocery purchasing. The study 

provides new insights by deepening our understanding of e-loyalty, hence addressing a research 

gap.  

Technology Acceptance as a Determinant of Online Grocery Shopping Adoption, Bauerová 

& Klepek (2018) According to the overview, the Internet and new developments have had an 

impact on routine purchases. Consumers are increasingly turning to the internet to fulfil their 

buying demands. The web and innovation have altered the ways of obtaining products and 

services as a result of the dominance of online-based shopping. As seen by the development in 

individual Internet grocery trades, online grocery buying is the most advanced sort of web-based 

purchasing. An effective arrangement of innovation support for online shopping for food is critical 

in the specialized business. On the business side, e-grocery is unable compete owing to the fact of 

operational efficiency and logistics issues. 
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The motivation behind this review, as indicated by Kian et al. (2018), is to study the 

elements that impact customers decisions Pentina & Hasty (2009). 

CONCEPTUAL FRAMEWORK 

A model was created to investigate the influence of many elements that contribute to online 

shopping as well as consumer loyalty and commitment to a particular online grocery store. 

Variables such as product quality, loyalty benefits, special offers, brand image, and high-quality 

service impact consumer happiness and trust, causing them to stay or switch between various 

online stores. The following are the study's independent variables: 

1. Demonstrated expertise: Customer Service and Responsiveness. 

2. Task-related performance: Delivery, Return and Refund, and Order Cancellation Management. 

3. Effectiveness of service: ease of use, website navigation, and quick delivery. 

4. Price, Product Quality, and Selection. 

5. Graphic Influence: Website Simplicity and Appearance. 

6. Special Offers: Discounts and Premium Membership. 

And dependent variables are: 

1. Frictionless customer experience. 

2. Pleasurable customer experience. 

3. Behavioural response Figure 1. 

 

FIGURE 1 

PLATFORMS 

Statement of Problem 

Considering the 3 major players i.e. BIGBASKET, GROFERS and AMAZON GROCERY, 

the customers tend to experience all these platforms, evaluate certain factors and then stay or 

switch to another online shop. As per online reviews and research it is found that there are 

customers who try buying grocery from different platforms and then eventually become loyal to 

one. It is also noticed that a loyal customer switches to another platform for a certain factor which 

is not satisfied by the online shop Vanessa & Japutra (2021). 

Considering factors like price, quality, service and experience the research has been done to 

identify the reasons which makes a customer to stay or switch among different grocery sellers.  

This research would assist merchants and rising online companies in properly preparing and 
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studying consumer behaviour toward online grocery shopping so that they could retain their 

consumers loyal to them and compete with the current competition Pan et al. (2017). 

Research Purpose 

The purpose of this study is: 

⮚ To analyse the factors which leads to switching or staying between different online shops. 

⮚ To study the variation in purchase intent of consumer towards purchases of grocery 

 products from different online shops. 

⮚ To focus on factors influencing consumer choice Mortimer et al. (2016). 

RESEARCH METHODOLOGY 

Primary data was acquired via a well-designed questionnaire delivered online through 

Google Docs to 313 consumers of all classes, which included questions about variables in our 

study model based on demographic distributions. Also, secondary data from numerous study 

publications' literature evaluations. Closed-ended questions on a five-point Likert scale were 

offered to respondents. The approach of convenient sampling is used. 

Data Analysis Tools 

Based on the response, the data was analysed using various statistical methods. To calculate 

the mean frequency analysis was conducted and, reliability analysis was performed to get 

Cronbach's Alpha. This was accomplished using IBM SPSS STATISTICS 25.0's Descriptive 

Analysis feature. Following this, the Kaiser-Meyer-Olkin (KMO) and Bartlett's tests were 

performed. Hypotheses are tested via regression analysis. Based on the value of independent 

variable, value of dependent variable was predicted by using regression Mkansi et al. (2018). 

Data Analysis and Intrepretation 

The respondents were asked certain question in the beginning of the survey where their 

choices and preferences in regards with grocery shopping were asked. It was found that 72.1 % of 

the respondents preferred buying grocery through supermarkets before the pandemic. 45.5% 

bought grocery from Kirana /Provisional stores and only 22.4% people preferred the online shops 

before year 2020. 

After the world was hit by the pandemic, the survey results show that 52.1% people bought 

grocery through online shops whereas the remaining population still bought grocery from 

Kirana/provisional stores and supermarkets Hand et al. (2009).  

When asked which Online grocery selling shop, they bought their groceries from, 42.2% 

respondents mentioned Big Basket, 36.4% mentioned Amazon Grocery and 14.1% respondents 

mentioned Grofers. There were few respondents who mentioned Jio Mart and few local vendors 

who started selling online. But because the major population mentioned about BIGBASKET, 

AMAZON and GROFERS, therefore our research results would be based on these three online 

groceries selling shops. 

Demographic Profile 

The demographic profile of the responders is shown in the table below. After gathering 
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primary data by questionnaire from 313 respondents, 50.8 percent of whom were male and 49.2 

percent of whom were female, The age bracket 18-24 has the highest proportion of respondents 

(68.4 percent), while the age group 37-44 has the lowest proportion of respondents (2.2 percent). 

Postgraduates gave most replies, accounting for 54% of the total, while PhDs received just 

1.6% of the total. 85.6 percent of those who replied to the poll were students or employed 

members, while 7 percent were jobless Tables 1- 4. 

Frequency Distribution of Demographic Profile 

Table 1 

AGE 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

18-24 214 68.4 68.4 68.4 

25-30 70 22.4 22.4 90.7 

31-36 12 3.8 3.8 94.6 

37-44 7 2.2 2.2 96.8 

45 and above 10 3.2 3.2 100.0 

Total 313 100.0 100.0  

 

Table 2 

GENDER 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Male 159 50.8 50.8 50.8 

Female 154 49.2 49.2 100.0 

Total 313 100.0 100.0  

 

Table 3 

QUALIFICATION 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Pre- University 6 1.9 1.9 1.9 

Graduation 133 42.5 42.5 44.4 

Post-Graduation 169 54.0 54.0 98.4 

PhD 5 1.6 1.6 100.0 

Total 313 100.0 100.0  

 

Table 4 

OCCUPATION 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Student 176 56.2 56.2 56.2 

Employed 92 29.4 29.4 85.6 

Unemployed 22 7.0 7.0 92.7 

Self-Employed 23 7.3 7.3 100.0 
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Total 313 100.0 100.0  

Reliability Analysis 

SPSS was used to conduct reliability analysis after the constructs were transformed. The 

Cronbach's alpha value indicates the items' internal consistency (Arif et al, 2016). The alpha value 

should be larger than 0.6. The Cronbach's Alpha found is 0.903, which is larger than 0.6, 

indicating that the data is credible and may be used for future study Table 5. 

Table 5 

THE INCREDIBLE DATA 

Reliability Statistics  

Cronbach’s Alpha No. of items 

0.903 28 

 

Kaiser-Meyer-Olkin (KMO) and Bartlett’s test 

According to the table, the value obtained for KMO and Bartlett's Test is 0.891, which is 

more than 0.50. This implies that the data gathered is sufficient for structure identification and 

subsequent analysis Table 6. 

Table 6 

KMO AND BARTLETT'S TEST 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.891 

Bartlett's Test of Sphericity 

Approx. Chi-Square 2832.136 

df 378 

Sig. 0.000 

REGRESSION ANALYSIS 

Hypothesis For Regression 

H1 to H8 are the hypotheses formulated between relationship commitment and its 

corresponding antecedents. 

Task Related Performance 

H1a: There is no significant relation between Task related performance and frictionless 

customer experience. 

Demonstrated Expertise 

H2a: There is no significant relation between Demonstrated Expertise and frictionless 

customer experience. 

Service Efficiency 

H3a: There is no significant relation between Service Efficiency and frictionless customer 

experience. 
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Economic Benefit 

H4a: There is no significant relation between Economic Benefit and frictionless customer 

experience. 

Visual Appeal 

H5a: There is no significant relation between Visual Appeal and Pleasurable customer 

experience. 

Special Offers 

H6a: There is no significant relation between Special Offers and Pleasurable customer 

experience. 

Frictionless Customer Experience 

H7a: There is no significant relation between Frictionless Customer Experience and 

Behavioural Response. 

Pleasurable Customer Experience 

H8a: There is no significant relation between Pleasurable Customer Experience and 

Behavioural Response. 

H1 through H8 (0.000) have significant values less than 0.05; hence, all null hypotheses are 

rejected Table 7. 

Table 7 

ANALYSIS 

Regression Analysis  

Hypothesis Relation Unstandardized B R square  Significance Decision 

       

H1 
TRP----

>FCE 
0.506  0.29 0.000 

Reject 

H0 

H2 DE--->FCE 0.416  0.229 0.000 
Reject 

H0 

H3 SE---->FCE 0.451  0.235 0.000 
Reject 

H0 

H4 EB---->FCE 0.584  0.300 0.000 
Reject 

H0 

H5 
VA----> 

PCE 
0.685  0.386 0.000 

Reject 

H0 

H6 ST----> PCE 0.605  0.408 0.000 
Reject 

H0 

H7 FCE--->BR 0.625  0.352 0.000 
Reject 

H0 

H8 PCE--->BR 0.390  0.254 0.000 
Reject 

H0 

                   FCE= 0.506 TRP+0.416 DE+ 0.451 SE+ 0.584 EB+C 



Academy of Marketing Studies Journal                                                                                                    Volume 27, Special Issue 2, 2023  

                                                                          10                                                                                     1528-2678-27-S2-001 

Citation Information: Pandey, R. Gowda, K.R. Bapat, G.S Kumar, S. & Shashidhar, C. (2023) Online grocery shopping: a study of 
consumer behaviour on staying and switching between amazon, big basket and grofers. Academy of Marketing 
Studies Journal, 27(S2), 1-12.  

This shows that Economic Benefit with Beta Value 0.584has more impact on Frictionless 

Customer experience followed by Task Related Performance. 

PCE=0.685 VA+0.605 ST+C 

This shows that Visual appeal with Beta value 0.685 has more impact on Pleasurable 

Customer experience followed by Special Treatment. 

BR= 0.625 FCE+0.390 PCE+C 

Frictionless customer experience with Beta value 0.625 has more significant impact on 

Behavioural response than Pleasurable customer experience. 

CONCLUSION 

The suggested structure enumerates the factors that influence customers' online purchasing 

decisions. This conceptual framework diagram depicts the customer experience features and 

elements that influence their propensity to patronise, as indicated by their intention to repurchase 

and word of mouth. Customers, as mentioned previously, expect a smooth and enjoyable online 

grocery shopping experience; retailer’s must keep their promises and provide outstanding service 

so that their investment is completely reimbursed. The findings show that factors like service 

quality, return and refund policies, and special offers, when successfully experienced by clients, 

might lead to a loyal attitude toward a particular online organisation. Inconsistency in such 

services, on the other hand, leads to the client switching to another brand. The poll found that the 

most crucial aspect in a flawless customer experience is product cost, followed by service quality. 

It also shows that a website's quality, as well as its simplicity and visual beauty, create a more 

enjoyable experience, whereas clients are more likely to switch to another firm if a website is 

challenging. Customers' behaviour in terms of referrals and repurchase intent is significantly 

impacted when they do not obtain the benefits they want (both intrinsic and extrinsic), leading to a 

search for other firms that may meet their expectations. Customers' contributions on online 

forums, rather than their direct usage of the service, indicate how they feel about their buying 

experience. 
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