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ABSTRACT 

This exploratory study utilised the Theory of Planned Behaviour (TPB) to interpret 

the attitudes and behaviour of consumers towards the adoption and 

abandonment of online grocery shopping in South Africa during the 2020 COVID-

19 pandemic. The study also explored how consumer actions manifested as new 

and sustained behaviour. 

The qualitative approach utilised 12 in-depth individual interviews and two focus 

groups of eight people each, with data collected from both online and non-online 

shopping consumers in Johannesburg, South Africa. 

While convenience and service quality remained considerations in online 

shopping decisions, the pandemic and associated health risks surfaced as 

important overriding triggers to shift shopping behaviour. The dynamic socio-

demographics and social inequities in South Africa also highlighted affordability 

and financial concerns as essential determinants.  

The prolonged state of emergency and recurrent infection waves encouraged 

new habits in online grocery shopping; however, freshness concerns encouraged 

the continued patronage of traditional brick-and-mortar stores, resulting in mixed 

attitudes towards shopping methods. Because of the rapid disease spread 

accompanied by almost immediate dramatic and punitive lockdowns, people did 

not have time to plan their survival behaviour and entered the lockdown with 

unplanned reactive behaviour. It was only later that grocery consumers could 

rationalise and begin logically planning their choices. A minor TPB revision is 

proposed to account for the impact of an external shock on the planning of 

behaviour by individuals. 

Key Words: 

Online shopping, grocery, situational factors, South Africa, COVID-19, situational 

factors, consumer attitudes, consumer behaviour. 
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1 CHAPTER 1: INTRODUCTION 

1.1 Purpose of the study 

The purpose of this qualitative study was to identify the situational factors 

influencing consumer attitudes and behaviour towards online grocery shopping 

in South Africa during the 2020 COVID-19 pandemic. Data was collected from 

both online and non-online shopping consumers in South Africa. 

1.2 Context of the study 

The year 2020 has earned its place in history as the year of the extraordinary, in 

which it seemed that everything that could go wrong, did. The combined physical 

vulnerability and ambiguity of living through a pandemic and the resultant 

economic, political, and inequality it exposed, appeared to be an essential 

ingredient required to trigger an awakening and behavioural change in every 

aspect of our lives (Brand South Africa, 2020). The outbreak also prompted 

multiple levels of switching behaviour, especially towards shopping online, this 

however did not favour the old, less tech-savvy and vulnerable societies (Li, et 

al., 2020). 

COVID-19 is a coronavirus and part of a family of viruses which include the 

common flu, severe acute respiratory syndrome, and Middle East respiratory 

syndrome (Mahase, 2020). Mahase (2020) elaborates that the first cases of 

COVID-19 were linked to a seafood market in the city of Wuhan in China, capital 

of the central Hubei province and that this market was closed on 01 January 2020 

as part of efforts to contain an outbreak. 

As the virus spread across the world, economic and humanitarian difficulties 

emerged in several countries. To name but a few, Volkswagen suspended 

production in Europe (Taylor & Schwartz, 2020), and the Tokyo Olympic Games 

was postponed to 2021 (McCurry, 2020). Tourist destinations in Paris, Rome and 
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Venice were deserted, restaurants were closed, and more than 10 million people 

in the United States of America (USA) alone lost their jobs. While it was 

impossible to know the long-term economic effect from the virus, it was estimated 

that with a prolonged shutdown of between four and five months, the average 

decline in the global gross domestic product (GDP) would be close to -10.4%. On 

12 July 2020 South Africa already in lockdown surpassing three months expected 

(GDP) decline of -10.8% (Fernandes, 2020). 

South Africa is an emerging economy with a population of 59,3 million inhabitants 

and is growing at 1.28% annually (Statista.com, 2020). The high level of 

urbanisation, (66% of people living in cities), improved life expectancy (from 46 

years of age in 1950 to 64.9 in 2019) and high literacy (87% of adults), are 

important indicators of a developing nation with improved standards of living 

(Center for Strategic and International Studies, 2020; Worldometers, 2020).  

Despite the positive statistical outlook, South Africa also has the highest levels of 

inequality in the world, which manifest through an income distribution which is 

skewed towards the wealthiest 20% of the population holding over 68% of income 

compared to the average of 47% in similar emerging markets (International 

Monetary Fund, 2020).  

The unequal access to opportunities and large regional disparities, (income per 

capita in Gauteng is almost twice the income levels found in the mostly rural 

provinces like Limpopo and Eastern Cape) is what drives further inequality 

(International Monetary Fund, 2020). The International Monetary Fund report 

further states that living close to the economic centres increases job 

opportunities, provides income, and fuels spending on food and other essentials. 

These socio-economic variables provide insight into an unequal society and raise 

questions on how the virus unequally affected the marginalised (Hangoma, 

2020).  

From a healthcare perspective, hospital data released by the National Institute of 

Communicable Diseases (NICD) on 19 June 2020 provided more insight into the 
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race, gender, sex, and underlying health issues of those infected by the 

coronavirus in South Africa. According to the NCID, of the 4,718 COVID-19 

admissions at the time of the report, 48.5% were of unknown race, 63.7% were 

Black Africans, 19.1% were Coloured, 11.6% were White, and 5.6% were Indian 

(National Institute of Communicable Disease, 2020).  

By comparison, the population data released by Statistics South Africa in their 

2019 mid-year report, estimate a national population contribution of 80.7% for 

black African, 8.8% Coloured, 7.9% white and 2.6% Indian people (Statistics 

South Africa, 2019). The data Illustrate a disproportionately lower percentage of 

confirmed infections with black South Africans; this, however, only means that 

fever tests were conducted in rural, marginalised communities (Spotlight, 2020). 

These healthcare inequalities in South Africa put the country’s most vulnerable 

people in the frontline of the disease (Mahole, 2020). 

Access to the internet and mobile phones have a significant positive impact on 

the financial inclusion of rural and marginalised communities (Evans, 2018). 

South Africa has a developed internet infrastructure with 62% of the population 

having access to the internet, 36.54 million users and this number is growing at 

3.1% annually (Datareportal, 2020). The author further explains that of the 

internet users between the ages of 16 and 64, the majority, (94%) access the 

internet with mobile devices (90% smartphones), compared to 76% on laptops 

and desktop computers. The average internet speed on mobile devices is 27% 

higher compared to fixed-line internet (Kemp, 2020). Of the internet users 

between the ages of 16 and 64, 91% search online for products and services and 

56% have purchased products, of which 37% used a laptop, and 33% used a 

mobile device. Interestingly, there are 103.5 million mobile connections, more 

than the population of the country; this may be explained by the high number of 

pre-paid connections (83% of which 70% is broadband) which supports internet 

access (Kemp, 2020). To emphasise and highlight the above, most internet users 

in South Africa access the internet with their mobile phones, mostly to search 

online for products, while only a fifth make any purchases.   
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The last point on internet access to consider is that income and home internet 

access are correlated, which may affect marginalised communities’ ability to self-

isolate and manage the risk of infection by purchasing food online during a 

lockdown (Chiou & Tucker, 2020). 

Corresponding to the developed internet and mobile infrastructure, South Africa 

is also the 37th largest e-commerce market in the world with a revenue of 3 billion 

USD and growing at 15% in 2019 (ecommerceDB, 2020). Online grocery 

shopping is, however, still small and of the 36.5 million South Africans with 

internet access only 8% had purchased food and groceries online during the past 

year (The Media Online, 2020).  

The lockdown brought on by COVID-19 saw the temporary ban on in-store sales 

of non-essential products and services (Government Gazette, 2020; 

sacoronavirus, 2020). These lockdown conditions, resulted in consumers 

switching to digital shopping alternatives with 37% of consumers saying they are 

shopping more online (The Media Online, 2020). The author continues to explain 

that many South African consumers saw online shopping as a safer and more 

secure alternative during the lockdown, similarly online shopping platforms 

experienced an increase in the demand for groceries, medicines, and other 

essential products.  

This relatively small market segment coupled with a third of consumers who 

expressed a willingness to shop online indicate the likelihood of a prolonged 

behavioural change towards online grocery shopping (The Media Online, 2020). 

The report highlights that the rapid rise in online grocery sales has also exposed 

constraints which raises the concern of some consumers abandoning shopping 

for groceries online, either prematurely or simply by discontinuing. 

The importance of situational variables or triggers in the decision to start but also 

to stop buying groceries online is well documented, highlighting that the adoption 

decision is changeable and influenced by the changes in needs prompted by a 

new situation (Robinson, et al., 2007; Hand, et al., 2009). Consumers also 
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behave differently to purchasing different types of products online due to 

incentives and complexity (Wang & Somogyi, 2018).  

By applying the Theory of Planned Behaviour (TPB) in investigating the 

relationship between beliefs of risk, along with beliefs about perceived 

behavioural control over these risks, respondents who believed in the 

trustworthiness of the internet and in their ability to buy online were more likely to 

make internet purchases than those who did not (George, 2004). Further studies 

added experience as a predictor of purchase intention and perceived behavioural 

control (Kim & Chung, 2011).  

In the context of online grocery shopping, a bad experience could, therefore, 

result in a negative attitude towards the behaviour. 

The Theory of Reasoned Action (TRA) and the TPB focus on theoretical 

constructs concerned with individual motivational factors as determinants of the 

likelihood of performing a specific behaviour (Ajzen, 1985; Sheppard, et al., 

1988). Ajzen (1985) and Sheppard, et al. (1988) further elaborate that the TRA 

and TPB both assume that the best predictor of behaviour is behavioural 

intention, which in turn is determined by attitude toward the behaviour and the 

social normative perceptions regarding the behaviour. The TPB is an extension 

of the TRA and includes an additional construct: perceived control over 

performance of the behaviour (Ajzen, 2020). 

The TRA assumes that most behaviours are likely to be under volitional control 

and that perceptions of control are correspondingly strong. In other words, people 

can perform an activity and refrain from doing the activity if they want to (Ajzen, 

1985). 

The assumption of perfect volitional control however placed limitations on the 

theory’s ability to deal with behaviours that present difficulty to execute. 

Performing any activity entails possession of certain skills and knowledge or 

requires the cooperation of other people and it may demand the ability to 

overcome certain barriers such as the lack of time and money.  
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It is for this reason that Ajzen (2020), added the construct of control, calling the 

revised model the TPB.  

In the TPB, actual control over a behaviour is said to moderate the effect of 

intention on behaviour such that the intentions are likely to be followed by 

performance. 

Building on Bandura’s (1977) construct of self-efficacy, Ajzen (1985) postulates 

that the extent to which people believe they have control over behaviour could 

moderate the effects of attitude and subjective norms on intention (Bandura, 

1977). 

Ajzen (2020) therefore adds perceived behavioural control, defined as people’s 

perception of their ability to perform as a third determinant of intention. 

The main difference between the two theories is that TPB includes actual and 

perceived behavioural control as additional determinants of intentions and 

behaviour (Ajzen, 2020). 

This study aimed to identify the situational triggers that influence the adoption 

and abandonment of online grocery shopping during a crisis period in South 

Africa, as related to the literature on the TPB in general and on internet shopping. 

1.3 Problem statement 

1.3.1 Main problem 

Identify the situational factors influencing online and non-online consumer 

attitudes and behaviour in terms of adoption and abandonment of online grocery 

shopping in South Africa during the 2020 Covid-19 pandemic.  

The statement of the research problem provided two research questions to be 

answered through the study: 
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1.3.2 Research questions 

1. What concerns determine consumer attitudes toward online grocery 

shopping, which in turn influence online grocery shopping behaviour? 

2. What situational factors influence the adoption and abandonment of online 

grocery shopping during the Covid-19 pandemic in South Africa. 

1.4 Contribution and significance of the study 

Prior studies on online consumer behaviour have mainly been quantitative 

(Hansen, 2008; Redda, 2019; Algharabat, et al., 2018; Wang & Somogyi, 2018; 

Bauerova & Klepek, 2018; Li, et al., 2020; Lee, et al., 2015; Hansen, 2005; 

Mapanda & Appiah, 2018). This study will take a qualitative approach to explore 

underlying factors and reasons driving consumer attitudes and behaviour. The 

COVID-19 context is previously unknown, so an exploratory approach is both 

appropriate and required (Robinson, et al., 2007). 

The study aimed to explore the theoretical concepts and constructs relating to 

consumer attitudes and behaviour as well as the factors affecting the adoption 

and discontinuation of online shopping during the 2020 COVID-19 pandemic in 

South Africa. 

The study intended to provide guidance to online sales platforms which may 

assist them in taking the required decisions towards improved online customer 

acquisition and retention. 

1.5 Delimitations of the study 

In the context of a country with significant inequalities and regional disparities, 

the study identifies with consumers across the cultural spectrum living in urban 

Johannesburg. The study targeted consumers who have both the financial means 

and access to online grocery shopping and, equally important, delivery. 

Customers also needed to be able to select from a range of online shopping 
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alternatives. By this definition, consumers of lower economic status and in rural 

locations were omitted from the study. 

The transferability of the outcome of the study is limited to markets with a similar 

social dispensation. 

The exploratory study aimed to identify the triggers which may affect consumers 

attitudes towards the intention to engage in online grocery shopping.  

Analysis of the theoretical concepts of ‘innovation adoption’, ‘complexity’ and 

‘ease of use’ were excluded from this study; however, these terms are used in 

the context of the adoption or abandonment of engaging in online grocery 

shopping.  

1.6 Definition of terms 

Abandon (in marketing terms): To give up control or influence. 

Adoption (in marketing terms): Decision to make full use of an innovation. 

COVID-19 A disease caused by a new strain of coronavirus. The acronym COVID 

is derived from; ‘CO’ for corona, ‘VI’ for virus, and ‘D’ for disease (Iba, et al., 

2021).  

Online grocery shopping:  Either brick-and-mortar or grocery store that allows 

online orders or a stand-alone e-commerce service that includes groceries. 

Situational factors (in marketing terms): External factors, outside of one’s control. 

Attitudes towards behaviour (customer context): These attitudes are the 

individual’s subjective probability about the value of the outcomes of the 

behaviour (Ajzen, 2020). 

Behaviour (customer context): “Behaviour” is in terms of the target of the 

behaviour, the action involved, the time frame within which it occurs and the 

specific context (Ajzen, 2020). 
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1.7 Assumptions 

It was assumed by this study that consumers living in rural South Africa do not 

have the financial means nor motivation to purchase their groceries online. This 

in part driven by the continued inequality between urban and rural societies in 

South Africa (Kwarteng & Pilik, 2016). It was further assumed that due to the high 

cost and complexity of delivering online purchases to rural locations, online 

grocery sales platforms would not consider delivering to rural locations financially 

feasible unless they are so operationally established (Groenewald & Okanga, 

2015).  

1.8 Ethics 

Participants in the study were provided with enough information which allowed 

them to provide informed consent to participate in the research.  

Information will neither be shared nor sold in the interest of protection personal 

information. 

Guarantees were provided for anonymity, safeguarding the identity of participants 

which cannot be linked to their response in any way. Participant details are not 

mentioned in the discussions and results of the study and all transcripts and data 

of the study are securely saved on a separate computer hard drive. 
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2 CHAPTER 2: LITERATURE REVIEW 

2.1 Introduction 

The literature review that follows, explores, clarifies, and compares the salient 

factors that influence people’s behaviour towards the adoption and abandonment 

of online grocery shopping in South Africa during the COVID-19 pandemic.  

Of particular interest are the antecedents to and expression of behavioural 

intentions, exploring empirical evidence on the forming of the attitudes and 

behaviours that drive the adoption or abandonment of shopping online for 

groceries within the constraints of the COVID-19 pandemic that continue to 

impact word economies.  

2.2 The role of situational factors on the adoption and 

abandonment of online grocery shopping during the 

COVID-19 pandemic in South Africa 

During the COVID-19 pandemic in South Africa, people had to review their 

attitudes towards shopping in general (Brand South Africa, 2020). The 

lockdowns, restrictive movement, the risk of infection and financial constraints all 

potentially forced the re-evaluation of online shopping and more specifically 

online grocery shopping (Robinson, et al., 2007; Chiou & Tucker, 2020; 

Hangoma, 2020; Li, et al., 2020).  

Considerations around the situational variables or triggers brought on by an 

important life events such as the COVID-19 pandemic confront traditional beliefs 

about the process of adoption in the context of a discontinuous innovation and  

decisions to adopt may be reversed with continuous change (Hand, et al., 2009; 

Algharabat, et al., 2018; Hansen, 2005; Bauerova & Klepek, 2018; Wang & 

Somogyi, 2018; Mapanda & Appiah, 2018). 
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Several existing theories encompass the concepts of interest, and these are 

outlined in the following paragraphs before deciding which of them is most 

suitable as the theoretical foundation for this study. 

The discussion starts with a review of the TPB, providing a platform from which 

to explain and predict behaviour towards online grocery shopping and provide 

insight for further consideration (Ajzen, 2020; Redda, 2019; Kim & Chung, 2011; 

Hansen, 2008; Madden, et al., 1992; George, 2004).  

The TPB is widely used in studies concerning the adoption of online shopping, 

through the application of the constructs of the theory, that is behavioural Beliefs, 

normative beliefs and control Beliefs (Li, et al., 2020; Kan & Fabrigar, 2017; 

George, 2004). 

The proposed review of this theory also concerns the effect of situational triggers 

on actual behaviour. Moreover the review aims to explore if these factors 

influence a shorter decision process than postulated by other cognitive processes 

as described by the theory of Diffusion of Innovation, the Technology Acceptance 

Model (TAM) and the Expected Utility Theory (EUT) (Mapanda & Appiah, 2018; 

Hansen, 2005; Lee, et al., 2015).  

The EUT dominated the analysis of decision-making under risk in the 70’s and 

was generally accepted as a normative model for rational choice and widely 

applied as a descriptive model of economic behaviour (Kahneman & Tversky, 

2012). Kahneman and Tversky (2012) further raise one critique of decision-

making under risk that it can be viewed as a choice between a prospect and an 

uncertainty, thereby constituting a cognitive process. 

Similarly, the extended TAM examines the influence of perceived usefulness and 

perceived ease of use as determinants of a person’s attitude towards a particular 

behaviour (Bauerova & Klepek, 2018). This suggests a cognitive process in 

decision-making. 

The Diffusion of Innovation theories explain how the communication and uptake 

of new ways of business in the field of technology takes place (Rogers, 2003). 
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The effectiveness and nature of the communications influence the level of 

adoption of a technology and experience of the adoption influences whether the 

uptake continues (MacVaugn & Schiavone, 2010). Rogers’s process of adoption 

was further developed by Hansen (2005) to include perceived social norms, 

compatibility, relative advantage given, complexity of the adoption process, and 

risk. 

The TPB encapsulates the constructs of EUT, TAM and the theories around the 

Diffusion of Innovation, in that they all postulate a cognitive process towards the 

intention of a particular behaviour. EUT promotes a normative model for rational 

choice, TAM examines the determinants of attitude formation, and the Diffusion 

of Innovation theory explores the effectiveness of communication that influences 

behaviour. Thus, TPB is a good theoretical foundation for this study with the 

added constructs of situational or contextual triggers. 

2.3 The Theory of Planned Behaviour (TPB) 

The TPB is a theory used to understand and predict behaviours, which posits that 

behavioural intentions immediately determine behaviours and under certain 

circumstances, perceived behavioural control. Behavioural intentions are 

determined by a combination of three factors: attitudes toward the behaviour, 

subjective norms, and perceived behavioural control (Ajzen, 1985; Ajzen, 1991; 

Ajzen, 2020). 

The TPB identifies with this study in that it is a philosophy designed to predict and 

explain behaviour, including our behaviour in respect of online shopping in 

general (Ajzen, 1991). The TPB is an extension of the TRA. The latter is limited 

in that it does not deal with behaviour over which people have no control 

(addressed by perceived behavioural control) (Sheppard, et al., 1988). 

As in the original TRA, an important factor in the TPB is a person’s intention to 

engage with a particular behaviour, for example, online grocery shopping (Ajzen, 

1991; Redda, 2019; Madden, et al., 1992). By inference, intentions are assumed 
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to capture the motivational factors that influence the adoption of online shopping 

and are also indicative of how hard people are willing to try, or how much of an 

effort they are planning to put into shopping for groceries online.  

Buying groceries online, however, depends at least to some degree on such non-

motivational factors as the availability of the required opportunities and 

resources, for example, money, computer skills, access to the internet and 

suitable online sales and delivery infrastructure (Ajzen, 1985; Ajzen, 1991; Ajzen, 

2020). Collectively, these factors represent people’s actual control over whether 

they will adopt online grocery shopping or not (Ajzen, 1991; Kan & Fabrigar, 

2017). 

Another important point is that behavioural control can be expressed in behaviour 

only if the person can decide on his/her own whether or not to buy groceries 

online, given that the person has both the resources and opportunity, that is, the 

intention and ability to achieve the behaviour (Ajzen, 1985; Ajzen, 1991; Kan & 

Fabrigar, 2017).  

As mentioned earlier, according to the TPB, behavioural intentions are informed 

by three factors: (Ajzen, 2020; Kan & Fabrigar, 2017; George, 2004; Redda, 

2019)  

1. attitude towards online grocery shopping (behavioural beliefs) 

2. subjective norm concerning online grocery shopping (normative beliefs) 

3. perceived behavioural control (control beliefs) 

To put it differently, the authors concur that a favourable attitude and a supportive 

subjective norm (what is acceptable by people and society), provides the 

motivation to potentially engage in buying groceries online, however a concrete 

intention to do so is formed only when perceived control (actual ability) over the 

behaviour is strong enough. In fact, Kan and Fabrigar (2017) confirmed that 

perceived behavioural control predict intention more than attitude and subjective 

norms towards behaviour. 
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Figure 1: The TPB (Ajzen, 1991; Bandura, 1977). 

With reference to Figure 1 

1. The attitude towards buying groceries online is assumed to be a function 

of the most important beliefs regarding buying groceries online or not – 

these are termed behavioural beliefs (Ajzen, 1991; Ajzen, 2020; George, 

2004; Madden, et al., 1992). Collectively, the authors concur that 

behavioural beliefs are believed to produce either a positive or negative 

attitude towards a behaviour. 

2. Concerning normative beliefs, there are two types to be observed: An 

injunction normative belief is the expectation that a person or group of 

people approves or disapproves of buying groceries online, and, 

descriptive normative beliefs are beliefs as to whether important others 

such as opinion leaders themselves buy groceries online (Ajzen, 1991; 
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Ajzen, 2020; Sheppard, et al., 1988). Both types of beliefs contribute to the 

overall perceived social pressure to buy groceries online. 

Attitude and subjective norm represented by behavioural and normative 

beliefs potentially inform Research Question 1: What concerns determine 

consumer attitudes toward online grocery shopping, which in turn 

influences online grocery shopping behaviour? 

3. Thirdly, perceived behavioural control is assumed to be based on 

accessible control beliefs (Ajzen, 1991; Ajzen, 2020). The author explains 

that these beliefs are concerned with the presence of factors that can 

facilitate or hinder buying groceries online. This may include the required 

computer skills and abilities, the availability or lack of time, money, internet 

access, physical infrastructure, and the cooperation of others. 

Buying groceries online results in information about the actual (as opposed to the 

anticipated) outcomes, experiences, and reactions by others (Ajzen, 2020). The 

author explains that this feedback is likely to change some of the behavioural, 

normative and control beliefs and thus influence future intentions regarding the 

behaviour in question. The TPB has received some criticism in the past, one of 

which is that while there are several other strong determinates toward the 

intentions, strong habits (formed by experience) have been found to outperform 

intentions in predicting behaviour (Kan & Fabrigar, 2017). 

Control beliefs emanating from perceived behavioural control potentially 

inform Research Question 2: What situational factors influence the 

adoption and abandonment of online grocery shopping during the COVID-

19 pandemic in South Africa? 

A last point for consideration is the concept of perceived self-efficacy which is 

concerned with the verdict of how well one can execute courses of action required 

to deal with prospective situations (Ajzen, 2020; Bandura, 1977). 

Research has shown that people’s behaviour is strongly influenced by their 

confidence in their own ability to perform, (i.e., by perceived behavioural control) 
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(Ajzen, 2020). Self-efficacy is a strong motivator towards the choice of activities, 

preparation for an activity, and effort expended during performance (Bandura, 

1977; Redda, 2019). 

The TPB places the construct of self-efficacy belief or perceived behavioural 

control within a more general framework of the relations among beliefs, attitudes, 

intentions, and behaviour (Ajzen, 1991; Ajzen, 2020; Redda, 2019). For 

exploratory purposes, self-efficacy will be included as a potential influencing 

factor in the adoption or abandonment of online grocery shopping in South Africa. 

In summary, the more favourable the attitude and subjective norm with respect 

to a buying grocery online, and the greater the perceived behavioural control, the 

stronger should be an individual’s intention to buy groceries online (Ajzen, 2020; 

Algharabat, et al., 2018; George, 2004; Hand, et al., 2009; Madden, et al., 1992; 

Redda, 2019). The authors concur that the relative importance of attitude, 

subjective norm, and perceived behavioural control in the prediction of intention 

is expected to vary across behaviours and situations. 

Thus, in the context of online grocery shopping in South Africa during the COVID-

19 pandemic, it may be found that only attitudes have an impact on intentions, or 

that attitudes and perceived behavioural control are sufficient to account for 

intentions. Furthermore, it is possible that all three predictors, including self-

efficacy, make independent contributions. This however, remains to be proven in 

context. 

2.3.1 Behavioural and normative beliefs towards attitude formation 

In psychology, an attitude refers to a set of emotions, beliefs, and behaviours 

toward an object, person, thing, or event (Cherry, 2020). The author explains that 

attitudes are often the result of experience or upbringing, and they can have a 

powerful influence over behaviour. While attitudes are enduring, the author 

highlights that they may also change. 
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From this definition, it may be inferred that attitudes towards online grocery 

shopping are learnt either from actual personal behaviour or are informed by 

significant others.  

For this section, we look at the behavioural impact from three factors i.e., the risks 

associated with online shopping, the complexity or the ease of use and 

experience. 

Beliefs about risk and online grocery shopping 

The beliefs about internet privacy and trustworthiness as elements of risk are well 

documented, with online consumers who believed in the trustworthiness of the 

internet having a more positive outlook towards the behaviour of making an online 

purchase (George, 2004; Mapanda & Appiah, 2018; Redda, 2019). Conversely, 

literature also describes that some consumers do not trust the internet, either 

from a secure payment perspective, or from a poor service experience and may 

have a negative outlook towards making online purchases (Hansen, 2005). 

In addition to the risks associated with the internet and online vendors, different 

types of products also present varying risks of purchase. For example, online 

purchase of perishable / heterogeneous products relies on timely delivery, 

quality, and freshness, while non-perishable / homogeneous products have less 

risk of rapid deterioration (Lee, et al., 2015; Wang & Somogyi, 2018). In the 

context of a pandemic, the freshness, physical handling, and sanitation indeed 

may add risk, although this contradicts earlier findings that online sales in food 

and groceries increased during the initial stages of lockdown (The Media Online, 

2020). This may in part explain the relatively slower development of online 

grocery sales compared to other types of product categories in South Africa. 

The elements of risk concerning security and health are proposed as follows: 

• Payment and security risk may affect the adoption of online grocery 

shopping in South Africa. 

• Freshness and associated health risk may affect the adoption of online 

grocery shopping in South Africa. 
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Beliefs about the difficulty or ease of buying groceries online. 

Empirical evidence is at one that consumer attitudes towards the adoption of 

online grocery shopping are negatively associated with their perceived 

complexity (Hand, et al., 2009; Wang & Somogyi, 2018). In contrast, there is a 

positive relationship between perceived ease of use and behavioural intention 

(Bauerova & Klepek, 2018; Hansen, 2005; Hansen, 2008; Harjinder & Shukla, 

2016).  

The elements of complexity as a potential deterrent are proposed as follows. 

• Online grocery shopping adoption may be affected by the complexity 

associated with the ordering and delivery processes of groceries. 

• Online grocery shopping adoption may be affected by the ease of use of 

online grocery platforms. 

Beliefs about online grocery shopping experience 

Concerning experience, comparing consumers who have engaged with other 

online platforms, be it online banking, making bookings or other forms of digital 

shopping, to consumers who have not, it was found that online grocery shopping 

is compatible with other non-store retail formats. However, it is less compatible 

with physical stores (Lee, et al., 2015), thereby implying that experience favours 

a more positive attitude towards online shopping (Kim & Chung, 2011). These 

authors highlight that consumers prefer technology that is familiar to that which 

is not. Consumers who have previously purchased groceries online, furthermore, 

also attach higher relative advantage (possibilities for saving time and money) to 

online grocery shopping than consumers who have not purchased groceries 

online (Hansen, 2008). 

The elements of experience as a potential informant are proposed as follows: 

• Consumers who have purchased groceries online previously may have a 

positive attitude and greater behavioural intention to buy groceries online. 
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• Saving money and time may influence the adoption of online grocery 

shopping. 

• Poor service delivery, in terms of product availability, freshness, and 

quality, may affect behavioural intention towards online grocery shopping. 

Normative beliefs 

Normative beliefs are the immediate antecedent of subjective norms, which, in 

turn, influence online shopping behaviour (Redda, 2019). 

Inexperienced online consumers may be poorly informed and may, therefore be 

more perceptive toward possible guidance from friends and relatives (Hansen, 

2005). The author explains that another point to consider is that many consumers 

are members of a household in which decisions regarding grocery purchases 

both on and offline may be a matter for the whole family to consider. In the context 

of the pandemic in South Africa and the associated lockdowns and limitations on 

movement, it can be expected that families and friends collaborated on the 

potential benefits of buying essentials and groceries online. 

The elements of the subjective norm as potential informants are proposed as 

follows: 

• Normative beliefs informed by both individuals and groups in society, 

together with the opinions of significant others may influence the adoption 

of online grocery purchases. 

Self-efficacy beliefs towards online shopping 

Beliefs about self-efficacy in conducting online transactions positively influence 

consumers perceived behavioural control, which ultimately influenced the online 

shopping behaviour concerns (Redda, 2019). Consumers who believe in their 

own ability to buy online were more likely to make online grocery purchases than 

those who did not, ie. have a more positive outlook towards the behaviour 

(George, 2004; Mapanda & Appiah, 2018; Redda, 2019). 
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The elements of self-efficacy as potential informants are proposed as follows: 

• Consumers who believe in their own abilities in purchasing groceries 

online may have a positive attitude towards the behaviour. 

2.3.2 Control beliefs towards attitude formation 

The term situational refers to the combination of circumstances at a given 

moment; a situation, or a critical, problematic, striking set of circumstances, or 

how something is positioned vis-à-vis its surroundings (The Free Dictionary, 

2020) 

As mentioned earlier, perceived behavioural control is assumed to be based on 

accessible control beliefs, which are concerned with the presence of factors, 

which affect the performance of a particular behaviour (Ajzen, 1991; Ajzen, 2020).  

Situational factors have usually been ignored in consumer behaviour research 

despite strong suggestions from theory (Bandura, 1977). More recently the 

importance of situational variables, or life events such as illness or caring for the 

elderly has been highlighted as triggers towards a positive attitude in the adoption 

of online shopping (Robinson, et al., 2007). The authors emphasised 

convenience as a catalyst toward the behaviour. Importantly, however further 

research suggests that when such situations passed, many consumers reverted 

to shopping for groceries in-store (Hand, et al., 2009). The adoption decision, 

therefore, is variable and influenced by the changes in needs prompted by the 

new situation or circumstance. In this context, online shoppers may consider 

online shopping as a complementary, rather than as an alternative mode of 

shopping for groceries, with users continuing to purchase instore as well as online 

(Hand, et al., 2009; Robinson, et al., 2007). 

While conditions in China during the initial stages of the outbreak may not have 

resembled conditions in South Africa, some theoretical inference may be drawn 

(Li, et al., 2020). In fact, in South Africa, the pandemic did trigger multiple levels 

of switching behaviour among consumers (The Media Online, 2020). Motivation 
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in China to switch included perceived usefulness informed by the ease of use and 

trust in retailers; indeed, the authors highlight the overriding factor in a time of 

significant change and crisis was perceived usefulness (Li, et al., 2020). The 

authors explain that this construct characterises online shopping as a means of 

reducing the risk of getting infected, as well as the helpfulness of online shopping 

in one’s daily living during the outbreak.  

A point of contrast and sometimes overlooked is that shoppers do not always 

undertake a pre-adoption evaluation of the characteristics of the innovation in 

terms of relative advantage, compatibility, and complexity (Verhoef & Langerak, 

2001). The authors explain that the adoption decision is changeable and 

influenced by the changes in needs prompted by the new situation or 

circumstance.  

Empirical evidence supports the importance of situational factors as triggers in 

consumers decisions, similarly, to adopt or abandon the activity (Hand, et al., 

2009). The authors further explain that the significance of a specific situation as 

a trigger has important implications as it infers that under these conditions 

decisions to adopt online grocery shopping is driven by circumstance rather than 

a wise explanation and decision process.  

The elements of perceived behavioural control as potential informants are 

proposed as follows: 

• The Covid-19 pandemic and lockdown conditions in South Africa may 

have triggered the adoption of online grocery shopping. 

• Consumers may abandon online grocery shopping once the pandemic has 

passed. 

• Consumers may continue buying groceries online, while still buying 

instore. 

• Consumers buy all types of groceries online. 

• Other situational factors also influence the adoption of online grocery 

shopping in South Africa. 
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Figure 2: Concerns that motivate the adoption and abandonment of online 

grocery shopping (Ajzen, 2020; Bandura, 1977; Redda, 2019). 

2.3.3 Propositions 

The purpose of this qualitative study was to identify the situational factors 

influencing consumer attitudes and behaviour towards online grocery shopping 

in South Africa during the 2020 COVID-19 pandemic.  

This research problem gave rise to the following two research questions: 

Research Question 1 

What concerns influence consumer attitudes toward online grocery shopping, 

which in turn influences online grocery shopping behaviour? 

Proposition 1 
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Within the context of the TPB, concerns that influence consumer attitudes and 

behaviour towards online grocery shopping include the following: 

• Payment and security risk. 

• Freshness and associated health risk. 

• Consumers who have purchased groceries online previously may have a 

positive attitude and greater behavioural intention to purchase groceries 

online. 

• Saving money and time. 

• Poor service delivery in terms of product availability, freshness, and 

quality. 

• Normative beliefs informed by both individuals and groups in society, 

together with the opinions of significant others. 

• Consumers who believe in their own abilities to purchase groceries online 

may have a positive attitude towards the behaviour. 

Research Question 2 

What situational factors influence the adoption and abandonment of online 

grocery shopping during the COVID-19 pandemic in South Africa? 

Proposition 2 

The situational factors that influence the adoption and abandonment of online 

grocery shopping in South Africa during the COVID-19 pandemic include the 

following: 

• The COVID-19 pandemic and lockdown itself and associated health risks. 

• Lockdown conditions and restrictions. 

• Management of the lockdown by the Government in South Africa. 

• Availability of technology required for online shopping, e.g., computer 

equipment, smartphones, and internet access. 

• Ability to use technology required for online shopping. 
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• Availability of credit facilities (e.g., credit cards) required to participate in 

online shopping behaviour. 

2.4 Conclusion of literature review 

The TPB provided a platform from which to explain and predict behaviour towards 

online grocery shopping and provide insight for further consideration (Ajzen, 

2020).  

During the COVID-9 pandemic in South Africa, people had to review their 

attitudes towards shopping in general. The lockdown, restrictive movement, the 

risk of infection and financial constraints all potentially forced the re-evaluation of 

online shopping and more specifically, online grocery shopping (Robinson, et al., 

2007).  

Following the constructs of the TPB, literature concerning behavioural beliefs, 

normative beliefs and perceived behaviour control were reviewed, which served 

to highlight and inform potential issues deserving further exploration. 

Beliefs over risk concerning security, trustworthiness and health matters 

concerning product freshness and quality, hypothesise that these factors 

negatively affect the adoption of online grocery shopping (George, 2004; Hansen, 

2005; Mapanda & Appiah, 2018; Redda, 2019).  

Beliefs about the complexity of internet use and online purchase engagement 

serve as potential deterrents to the adoption of online grocery shopping, while 

ease of use may help to encourage and support a positive attitude and intention 

towards the behaviour (Bandura, 1977; Hand, et al., 2009; Hansen, 2005; 

Harjinder & Shukla, 2016; Wang & Somogyi, 2018). 

Beliefs concerning experience and past behaviour support a positive attitude 

towards the behaviour and, the lack of experience and past behaviour may serve 

to support the subjective norm which also has a positive influence on attitude and 

intention towards the behaviour (Kim & Chung, 2011; Li, et al., 2020). 
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Beliefs concerning one’s own abilities in purchasing groceries online support a 

positive attitude; however, this also fits well within the construct of perceived 

behavioural control, which serves more directly towards the behaviour (George, 

2004; Mapanda & Appiah, 2018; Redda, 2019). 

The literature concerning situational variables and their impact on consumer 

decision-making is quite limited; however, arguments strongly support that major 

life events do serve as triggers for change. Similarly, evidence support that should 

situations pass the behaviour again may be reversed (Ajzen, 1991; Ajzen, 2020; 

Bandura, 1977; Hand, et al., 2009; Li, et al., 2020; Robinson, et al., 2007).  

While it is not the purpose of this study to indulge in a discussion concerning The 

Theory of the Adoption of Innovation, the literature confronts traditional beliefs 

about the process of adoption in the context of discontinuous innovation and that 

decisions to adopt may be reversed with continuous change (Hand, et al., 2009). 

Table 1: Research propositions to research questions – summary from the 

literature review.  

Research Question 1: what concerns determine consumer attitudes toward online 

grocery shopping, which in turn influences online grocery shopping behaviour? 

Research Propositions: Concerns identified from the literature: 

Within the context of the 

Theory of Planned Behaviour, 

concerns that influence 

consumer attitudes and 

behaviour towards online 

grocery shopping include the 

following: 

 

• Payment and security risk. 

• Freshness and associated health risk. 

• Consumers who have purchased groceries 

online previously may have a positive attitude 

and greater behavioural intention to purchase 

groceries online. 

• Saving money and time. 

• Poor service delivery in terms of product 

availability, freshness, and quality. 
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• Normative beliefs informed by both individuals 

and groups in society, together with the 

opinions of significant others. 

• Consumers who believe in their own abilities in 

purchasing groceries online may have a 

positive attitude towards the behaviour. 

Research Question 2: What situational factors influence the adoption and 

abandonment of online grocery shopping during the Covid-19 pandemic in South 

Africa? 

Research Propositions: Situational Factors: 

The situational factors that 

influence the adoption and 

abandonment of online 

grocery shopping in South 

Africa during the Covid-19 

pandemic include the 

following: 

 

• The Covid-19 pandemic and lockdown itself 

and associated health risks. 

• Lockdown conditions and restrictions. 

• Management of the lockdown by the 

Government in South Africa. 

• Availability of technology required for online 

shopping, e.g., computer equipment, 

smartphones, and internet access. 

• Ability to use the technology required for online 

shopping. 

• Availability of credit facilities (e.g., credit cards) 

required to participate in online shopping 

behaviour. 
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3 CHAPTER 3: RESEARCH METHODOLOGY 

This study called for the identification and interpretation of concerns which were 

proposed to influence consumer attitudes and behaviour towards online grocery 

shopping in South Africa during the COVID-19 pandemic. 

Paradigms are conceptual and practical tools that are used to solve specific 

research problems (Kaushik & Walsh, 2019). While a postpositivist paradigm is 

associated with quantitative methods, characterised by precision, 

generalisability, reliability, and replicability, a interpretivist paradigm is typically 

associated with qualitative research methods identified by more conversational, 

expression in which the researcher relies on the participants' point of view, 

understandings, and experiences to develop subjective meanings of the research 

problem (Morgan, 2014; Roth & Mehta, 2002).  

The interpretivist orientation was best suited to exploring the situational concerns 

that influenced the adoption and abandonment of online grocery shopping in 

South Africa during the COVID-19 pandemic because the situation was novel, 

and people had not been faced with these issues before (Morgan, 2014). Data 

therefore needed to be sought through interviews and conversations (Rose & 

Johnson, 2020). There was no theory to test yet, so quantitative research was 

inappropriate. 

3.1 Research design 

Within the context of identifying and interpreting the concerns that determine a 

consumer’s attitude towards, and the triggers that influence the adoption and 

abandonment of online shopping in South Africa during the COVID-19 pandemic, 

a qualitative research design was proposed as this aided in exploring and probing 

the deeper and latent perceptions and feelings that people may have towards this 

behaviour (Polkinghorne, 2005; Rose & Johnson, 2020) 

Specifically, the research aimed to explore the two main research questions 

stated in Chapter 1 and restated at the end of the literature review chapter. 
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The study was conducted in two phases. Firstly, and since it was the first time 

that people in South Africa were confronted with a pandemic, little was known 

about people’s behaviour and decision-making processes under such situations. 

To deeply explore people’s motivations in this regard, one-on-one conversation 

and discussion were required. Secondly, the important and most pertinent 

findings and views emerging from the in-depth discussions were explored to 

generate rich understanding of the participants experiences and beliefs through 

focus groups (Gill, et al., 2008). 

The first phase consisted of individual semi-structured interviews with 12 

purposively selected online grocery shoppers (Babin & Zikmund, 2018). 

Applying a multimethod approach (more than one dataset being drawn using a 

single paradigm), the second phase integrated the themes identified from the 

interviews and the literature to construct a focus group interview guide. The focus 

group data were collective data since the individuals in the groups discussed and 

influenced one another, giving a different perspective. The two focus groups were 

facilitated by the researcher, one group comprising online grocery shoppers and 

the second group non-online grocery shoppers. 

The findings from the two phases were integrated with each other, and then 

compared to and combined with the literature to provide responses to each 

research question in turn (Sarre & Moran-Ellis, 2014). 

3.2 Population and sample 

3.2.1 Population 

The population consisted of all people living in urban Johannesburg who met the 

following criteria: 

• Participants must be economically active and have the actual ability and 

resources to shop online (Ajzen, 2020).  
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• Participants must be over the age of twenty-five, assuming participants 

have been active online shoppers from the age of 20 already and that 

shopping for groceries online is likely to increase as shoppers become 

more active and used to shopping online (Chahal, 2015; Elbel, et al., 

2022).  

• Although no attempt was made to generalise the findings, the participants 

were drawn from a broad demographic (Hand, et al., 2009; Hansen, 2005).  

o The sample population included participants from urban township 

Soweto, the Johannesburg inner city, suburban West Rand, and 

suburban Sandton, thereby including people from the low to upper 

income demographic (Elbel, et al., 2022). 

o In terms of occupation, participants came from a broad base, 

including, an au pair, tattoo artist, animal welfare worker, computer 

specialist, office workers, company managers and given the 

conditions under COVID-19, participants worked both from home 

and their place of work. 

3.2.2 Sample and sampling method 

Participants in the research were recruited online by a professional recruitment 

agency (Kim & Chung, 2011). 

Phase one: the online grocery-shopping participants were purposively selected; 

12 Interview participants were required (Babin & Zikmund, 2018). 

The sample of 12 participants, proved adequate in number, as by example with 

research question 1, determining attitude towards online grocery shopping, a 

point of saturation or diminishing return was reached at transcript 7 where no new 

insights were gained (Carmichael & Cunningham, 2017; Mason, 2010). The main 

reasons for the small number of interviews to reach saturation was the structured 

interview questions and being closely linked to the literature. 
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Table 2: Data saturation 

Transcripts Number New Codes Allocated Cumulative Codes 

1 3 3 

2 1 4 

3 5 9 

4 2 11 

5 1 12 

6 0 12 

7 2 14 
8 0 14 

9 0 14 

10 0 14 

11 0 14 

12 0 14 

Phase two: the focus group participants were purposively selected from the same 

population as described above. The two focus groups were distinct in that one 

group were to have purchased groceries online, and the other group not  (Hand, 

et al., 2009; Hansen, 2008; Robinson, et al., 2007). 

Each focus group of eight participants consisted of two males and six females. 

The assumption was that woman perceive higher risk when shopping online and 

that males and females have different online habits, women tend to be 

homemakers and generally do the grocery shopping (Sooyong & Taesik, 2011). 

Table 3: Profile of participants 

Description of participants (for each of the two groups); 

one group of online grocery shoppers and one of non-

online grocery shoppers 

Number to be 

sampled 

Male aged +25 years 2 

Female +25 years 6 

Total Focus Group participants per group 8 
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3.3 The research instruments. 

The research instrument proposed for each of the two phases of the study 

followed the constructs of the TPB focusing on the behavioural beliefs that 

influence attitude towards intention, normative beliefs, perceived behavioural 

control and self-efficacy (Ajzen, 2020). Propositions from each of these 

constructs were defined and were grouped under separate moderator 

statements. Each moderator statement served to encourage and motivate 

discussion and dialogue (Roberts, 2020; Robinson, et al., 2007). As an example, 

to question 10 on Appendix A encouraged discussion on normative beliefs: What 

do you think of the way other people dealt with the pandemic and the lockdown? 

Refer to Appendix A for the individual respondents’ interview guide and Appendix 

B for the focus group facilitation guide. 

3.4 Procedure for data collection 

To recruit participants, Respondent Recruitment Services (R.R.S) was contracted 

for selecting the appropriate participants. R.R.S has a comprehensive database 

of people who regularly participate in research projects. The interviews were 

conducted online by the researcher with the use of MS Teams and the focus 

groups were conducted by the researcher on site at R.R.S.’s facilities in Craighall 

Johannesburg. The interviews and the focus groups were conducted by the 

researcher with no support or interference by R.R.S or staff at the focus group 

venue. 

R.R.S. was briefed to recruit participants who were economically active, living in 

urban Johannesburg and who were over the age of 25. For the individual 

interviews, two males and ten females who had previously purchased groceries 

online were required and for the two focus groups, one group was recruited based 

on having purchased groceries online and the second group based on not having 

purchased groceries online. R.R.S. screened participants before final selection. 
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Concerning the collection of data during the interviews and focus groups, 

studying experience and behaviour required intensive exploration with 

participants (Polkinghorne, 2005). For both the interviews and the focus groups 

the interviewer (researcher) facilitated and probed the uncovering of latent beliefs 

concerning the uptake and abandonment of online grocery shopping. The 

process started with a general introduction of the subject, followed by very open 

questions, taking care not to lead the participants (Polkinghorne, 2005). In the 

focus groups, participants interacted with the researcher and each other, sharing 

experiences and providing rich data for building themes and narratives 

(Robinson, et al., 2007). 

3.5 Data analysis and interpretation 

All interviews followed the interview guide (Appendix A) and focus group sessions 

followed the moderator guide (Appendix B) and were recorded with permission 

from the participants (Anney, 2015). The recordings were then transcribed and 

analysed using coding for words or phrases that represented themes (Braun & 

Clarke, 2019; Hand, et al., 2009; Robinson, et al., 2007).  

Coding the transcription data followed a process whereby: 

• The transcripts were analysed, and then coded by constructing gerund 

codes, for example, “seeing and touching what I buy is important”, and 

“saving and buying bulk”. 

• Gerund codes were then grouped to form categories and using the same 

example as above, created “Product freshness and quality”, and “Value 

and saving” as categories. 

•  These two categories together formed the theme “Product Freshness, 

quality and value for money”. 

The conversion to gerund codes is an additional analytical step to Saldana’s 

(2016) process (Carmichael & Cunningham, 2017). 
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The themes captured important elements about the data in relation to the 

research questions and represented some level of patterned meaning within the 

data set. The thematic analysis sought to describe these patterns and it was 

important to distinguish between inductive and deductive thematic analysis 

(Braun & Clarke, 2006).  

The desired outcome were theories suggesting people’s behaviour towards 

online grocery shopping (Babin & Zikmund, 2018).  

Following the constructs of the TPB, figures 3 and 4 illustrate the process of 

analysis in defining the themes uncovered in respect of behavioural beliefs and 

control beliefs respectively. 

Figure 3: Research question 1 coding and analysis: What concerns determine 

consumer attitudes towards online grocery shopping behaviour? General attitude 

towards online shopping. 
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Figure 4: Research question 2 coding and analysis: What situational factors 

influence the adoption of online grocery shopping during the C-19 pandemic in 

South Africa? General attitude towards the situation. 

Limitations of the study: 

• The sample of 12 interview participants and the 16 focus group 

participants were not intended to be representative of online grocery 

shopping in general but were purposively selected to provide detailed, rich 

data with which to construct theoretical propositions that may be tested 

separately. 

• The qualitative study results are not generalisable to the population of 

South Africa (Braun & Clarke, 2019), but may be transferable to similar 

contexts. 

3.6 Trustworthiness 

The meaning of reliability and validity from a qualitative research perspective has 

been the topic of much debate (Golafshani, 2003). The author explains that 

reliability and validity have been conceptualised as trustworthiness, rigour, and 

quality in qualitative research. While reliability and validity are more suitably 

associated with quantitative study, the concepts of credibility, transferability 

confirmability and dependability as criteria of trustworthiness are more suited to 

qualitative enquiry (Anney, 2015). 

3.6.1 Credibility 

To ensure credibility, the study applied triangulation by using two different 

research instruments, interviews and secondly focus groups to add depth and 

richness to findings of the study (Rose & Johnson, 2020).  

Detailed thick description of the methodology and context of the study is provided, 

allowing the comparison of the context of this study to other possible contexts to 

which transfer may be contemplated (Tracy, 2010; Anney, 2014). 
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3.6.2 Dependability 

Dependability was established in two ways. Firstly, this was ensured through an 

audit trail which involved an examination of the research process and outcome to 

validate the data. Secondly a code-re-code strategy was followed which involved 

coding the same data twice giving a period of two weeks between each coding. 

The result of the two coding processes was then compared to test for consistency 

(Anney, 2014). 

3.6.3 Confirmability 

A journal was kept of all steps and processes to allow the results of the enquiry 

to be corroborated by other researchers (Anney, 2014). 
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4 CHAPTER 4: PRESENTATION OF FINDINGS 

4.1 Introduction 

The purpose of this qualitative study was to identify the situational factors 

influencing consumer attitudes and behaviour towards online grocery shopping 

in South Africa during the 2020 COVID-19 pandemic. Data were collected from 

both online and non-online shopping consumers in South Africa. 

Participants for the research were recruited online by a professional recruitment 

agency (Kim & Chung, 2011). 

Data were collected in two phases, first in-depth interviews where 12 participants 

were purposely selected (Babin & Zikmund, 2018). Secondly, two focus groups 

were purposely selected. The two focus groups were distinct in that one group 

had previously purchased groceries online, and the other group had not (Hand, 

et al., 2009; Robinson, et al., 2007; Hansen, 2008).  

Of particular interest of this exploratory study were the precursors to and 

expression of behavioural intentions, exploring the factors which lead to forming 

the attitudes and behaviours that influenced the adoption or abandonment of 

shopping online for groceries.  

In the context of online grocery shopping in South Africa during the COVID-19 

pandemic, it was found that attitude, perceived behavioural control and self-

efficacy all made independent contributions to behavioural intention and actual 

behaviour (Li, et al., 2020). 

Applying the TPB also involved the effect of situational triggers on actual 

observed behaviour. The situational factors brought on by the pandemic triggered 

faster decision-making than postulated in the Theory of Diffusion of Innovation, 

The TAM and the EUT with regards to cognitive processes (Hansen, 2005; Lee, 

et al., 2015).  
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4.2 Research findings research question 1 

Attitude and subjective norms represented by behavioural and normative beliefs 

informed Research Question 1: What concerns determine consumer attitudes 

toward online grocery shopping, which, in turn, influences online grocery 

shopping behaviour? 

An attitude can be referred to as a set of emotions, beliefs, and behaviours toward 

an object, person, thing, or event. Attitudes are often also the result of experience 

and can have a powerful influence over behaviour (Cherry, 2020). From this 

definition, it may be inferred that attitudes towards online grocery shopping are 

learnt either from actual personal experience or are informed by significant 

others. 

4.2.1 Theme 1: Perishable grocery freshness, the associated health risks, 

and value for money influenced the abandoning of online grocery 

shopping. 

Product Freshness and quality 

Consistent with previous research findings, participants were familiar with online 

shopping and trusted the internet as a shopping platform (Wang & Somogyi, 

2018). This study's findings suggest that while participants started shopping more 

frequently online because of the restrictions imposed by the pandemic, shopping 

for groceries online, was, for several participants limited to non-perishable 

groceries.  

Shopping online for fresh produce, perishable products such as vegetables, 

meat, fish, poultry, fruit, fresh milk, bread, cakes, pastries, and flowers for 

example, not only presented the risk of infection during the pandemic, but also 

not knowing how long products had been on shelf, and how they had been 

physically handled. This added to the perceived risk of wasting money. 

Participants preferred to shop in-store for these types of products, where they 

could see, touch, and decide for themselves. These findings which were 
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consistent with previous research findings in the literature, were exacerbated by 

the pandemic (Lee, et al., 2015). However related studies on online food 

shopping in Taiwan found that online sales in especially fresh produce and grain 

increased during the pandemic (Chang & Meyerhoefen, 2020). Participants in the 

Taiwanese study preferred to shop for fresh products online to avoid infection. 

The complexity of buying fresh produce online also influenced online grocery 

shopping behaviour. This is consistent with a more recent and related study 

conducted in Italy (Alaimo, et al., 2020). Participants did not trust the freshness 

of perishable groceries and preferred to see what they bought. 

Insights from both the in-depth interviews and focus groups include the following: 

"Fresh products bought online do not last. I tried buying my fresh groceries online 

to avoid infection, but it did not last. It went off before I could use it.  

“We started buying groceries online but not food. We tried buying groceries 

online, but you don't know what you get – I cannot see and feel what I buy online. 

I would not buy groceries online; I am concerned with freshness.” 

“While I am used to shopping online, Groceries, especially fresh food, I want to 

see before I buy these items, buying groceries is all about freshness and expiry 

dates.” 

The preference shown by participants to shop for fresh products in-store has 

implications for online grocery vendors and retailers. Shopping for fresh groceries 

in-store comes with the opportunity cost to vendors where shoppers will also buy 

their non-perishable groceries while in-store, consequently negatively influencing 

online shopping behaviour. 

Online vendors may consider providing sell-by and use-by dates and provide 

packaging that will both serve to preserve freshness during transportation and 

handling but also protect against contamination and damage. 
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The pandemic and the fear of infection also presented additional risks as 

participants did not trust delivery and hygiene practices, supporting earlier 

research (Lee, et al., 2015). 

"I could not expect my kids to clean every item upon delivery while I was at work". 

“I used to buy groceries online before, but things have changed since COVID; I 

am concerned for safety reasons. I wipe everything before I can bring it into my 

house”. 

The concern for safety, and the need for sanitising online shopping deliveries was 

not a significant and broadly communicated concern. Online vendors however 

could benefit from proving the added value of “clean”, products. This may take 

the form of a premium service. 

Value and saving: 

Research findings in part, support earlier research that suggest consumers who 

have previously purchased groceries online, attach higher value to saving time 

or money (convenience) by shopping online, than consumers who have not 

purchased groceries online (Hansen, 2008). Under pandemic conditions 

however, it was found that where people had increased financial constraints, 

because of job losses and salary cuts, several participants commented that 

buying groceries online was expensive and that better deals are found in-store, 

even if these same participants had previously purchased other goods online.  

Insights from both the in-depth interviews and focus groups include the following: 

“I bought enough to stay out of the shops longer, I went to the shops and bought 

bulk.” 

“My husband and I buy groceries at the end of the month for the whole month. 

We had to bulk shop for essentials such as maize meal and for the rest such as 

bread, milk, and vegetable we went to the Woolworths or Pick & Pay two to three 

time a week, now with COVID, the only thing I do is buy bulk, it's way cheaper.” 
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Savings and bulk deals on essentials were sought in-store, especially within less 

well-to-do communities. Participants from these communities also expressed the 

view that online shopping presented a higher risk to shop online in not receiving 

what they had ordered or receiving perishable products no longer in optimal 

condition. Therefore, they preferred to shop in-store.  

“When I have the cash, I prefer to buy my groceries at Makro. I buy bulk to last a 

few months, yes, they Makro always have specials, "We find online prices a bit 

expensive, and returning items is difficult.” 

Buying essential products in bulk and establishing buying groups to take 

advantage of bulk savings were important to several participants, such deals on 

product formats are not offered online, which is an important oversight for online 

retailers to address.  

“I prefer to go in-store to buy my groceries, I have a budget, and it gives me better 

control. Online shopping is not always cheaper, but it is convenient.” 

Shopping in-store, participants also reported switching from known brands to 

retailer brands or private label brands with the objective of saving money.  

“With a tight budget, I shop in-store and buy fewer brands. I buy bigger packs and 

non-branded.” 

“I go online to shop and check prices or deals and then go in-store. I went to the 

shops and bought bulk. We had to buy essentials in bulk. It needed to last the 

whole month. Before COVID-19, we bought groceries more frequently. Now we 

buy in bulk; it needs to last the whole month." 

The convenience of shopping online for groceries remained important for 

respondents, however it should be noted that several participants regarded the 

convenience of having a brick and mortar store around the corner equally 

important (Robinson, et al., 2007). 
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All participants were concerned with getting value “saving time and money”, 

whether shopping in-store or online (Hansen, 2008), however for bulk purchasing 

in-store was more convenient. 

The implication for online vendors is that while online shoppers consider shopping 

online to be convenient, volume sales are lost to bulk purchases in-store and not 

necessarily at the same banner. As evident from the research findings bulk 

purchases are mostly done at wholesale outlets. 

For online vendors to benefit from and provide value to online shoppers, bulk 

purchase deals should be offered. This may require separate operational 

practice, for example, using light commercial vehicles instead of high frequency 

motorcycle deliveries. This may also positively impact online vendor profitability. 

4.2.2 Theme 2: Online reviews and vendor application ratings influence 

decisions. 

Triggers for change: 

Before the pandemic, online shopping in South Africa was generally limited to 

non-essential products such as high-tech equipment, fashion, gaming, and 

electronics. Shopping platforms such as Takealot were the first in the segment 

and served consumers with these products. In line with previous research 

findings, participants with previous online shopping experiences found it easier 

to shop for groceries online during the pandemic (Kim & Chung, 2011; Alaimo, et 

al., 2020).  

Insights from both the in-depth interviews and focus groups include the following: 

“My past online shopping experience made shopping online for groceries much 

easier, and it was a mission to go in-store; shopping online for everything was 

convenient." 
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“Before I used to love going into the shops, but now a mixture of both, I do a lot 

more online shopping now. It is also cheaper online as finances are deep, so I 

look for specials.” 

The pandemic and lockdown conditions, however, also encouraged and fast-

tracked the adoption of online grocery shopping (Chang & Meyerhoefen, 2020). 

“I did online shopping before COVID, but not for groceries. We started buying 

groceries online with the lockdowns. We were not buying groceries online before 

the pandemic, but the insane queues at month-end at grocery stores, made us 

start buying groceries online. The pandemic has encouraged me to shop for 

groceries online.” 

While evident that participants tried shopping for groceries online, not all retail 

online sales platforms were ready. As a result, consumers were disappointed with 

delivery services and, in some cases, the condition in which products were 

delivered. This disappointment resulted in participants deciding to continue 

shopping in-store, thereby abandoning the idea of online shopping (Hand, et al., 

2009). 

“We did try and shop for groceries online during COVID, but it did not work very 

well since everyone was trying it and the systems did not cope very well. I had 

shopped online previously, but with COVID and lockdowns, deliveries took much 

longer, it seems the outlets did not cope.” 

“I stopped shopping online for groceries as I got irritated by not getting what I 

ordered”. 

"While I could stay out of the shops and be safe, I could not deal with the delays 

in buying online. Before COVID-19, we used to do our shopping in-store, and on 

weekends, we tried shopping for groceries online, but it did not work very well. 

Everyone tried it but the system, I think, was overloaded. During COVID-19, 

deliveries took much longer, up to 10 days”. 



 

- 51 - 

With the pandemic and lockdown conditions serving as important triggers to shop 

online and past online shopping experience helping with the unplanned adoption, 

the initial surge in online shopping behaviour seems to have overwhelmed online 

grocery shopping vendors.  

In a separate study, the demand shock created by hoarding and panic buying 

behaviour and the closure of restaurants contributed to the possible shortage of 

products (Hobbs, 2020). Supply-systems depending on just-in-time 

manufacturing and delivery practise could not cope with the increase in demand 

for products. 

Not having many options however, especially given lockdown conditions, 

participants continued to shop online, albeit not exclusively for groceries and 

within groceries a mix of perishable and non-perishable groceries. 

Reviewing and deciding: 

The beliefs about internet privacy and trustworthiness as elements of risk are well 

documented, indicating that online consumers who believed in the 

trustworthiness of the internet have a more positive outlook towards the 

behaviour of making an online purchase (George, 2004; Mapanda & Appiah, 

2018; Redda, 2019). Conversely, literature also describes that some consumers 

do not trust the internet, either from a secure payment perspective, or from a poor 

service experience and may have a negative outlook towards making online 

purchases (Hansen, 2005). 

Research findings suggest that while there is certainly an awareness about the 

caveats of shopping online, privacy and security risks did not serve as major 

deterrents to online shopping behaviour in South Africa during the COVID-19 

pandemic.  

Participants agreed, that by using known and reputable banks they are protected 

from fraudulent activity and believed their personal information to be safe. 

Insights from both the in-depth interviews and focus groups include the following: 
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“Payment portal is not such a risk for me because my bank covers me for that. I 

am not concerned about online payment and security risks - the bank systems 

protect me.” 

The choice of online retailer also played an important part in managing 

transactional risk, with participants showing preference for shopping at known 

and reputable retailer online shopping platforms.  

“Now I browse online and found many more options. Before COVID, I used to 

shop randomly, now I do shop online, and I am more methodical I buy from 

reputable known companies.” 

The quality of products and after-sales-service for returns were also positively 

associated with known retailer online sales platforms.  

“While I was not concerned about the risk of my details being compromised - it 

was more that I paid for things that I did not receive.” 

The use of online retailer specific mobile phone applications improved 

transactional confidence and provided for a positive outlook towards online 

shopping in general. 

“I am concerned about payment security when I shop online - app helps to give 

confidence.  The choice of online platform plays and important part in security 

risk / fear.” 

The benefit of having online reviews by other consumers and the star-rating of 

online applications served as important indicators for consumers to engage or not 

with a particular online sales channel.  

“The places that I shopped before, so I knew they were safe, I have been buying 

things online for a long time and I've never really been scared because I know 

what to look for and how to check if a site is secure, payment protection.” 

The reputation of brick and mortar banners also influenced consumers’ decisions 

to engage with a particular banner's online sales platform. 
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“The retail brand does give some sense of security, but it also depends on what 

you are buying I am scared to share my details online. But less so with reputable 

companies, I check the sellers rating.” 

4.2.3 Conclusion of the response to Research Question 1:  

The concerns influencing consumer attitudes towards online grocery shopping 

and behaviour were prompted by the COVID-19 pandemic in South Africa.  

While attitudes towards product freshness and value for money were influencing 

factors before the pandemic (Hansen, 2008; Lee, et al., 2015), the fear of 

infection and the heightened socio-economic challenges during the pandemic 

encouraged behaviour towards abandoning buying fresh perishable products 

online. This also encouraged buying bulk and seeking greater value in traditional 

brick and mortar outlets.  

During the early stages of the pandemic, especially during the first lockdown 

stages where people were compelled to stay at home, online shopping in general 

was fast-tracked. While people had purchased other goods online before the 

pandemic, many online grocery vendors were overwhelmed after the 

commencement of the pandemic and service levels were affected negatively.  

As a result of the initial poor service and delivery issues, shoppers abandoned 

the idea of continuing to buy groceries online, especially fresh, and perishable 

products. They preferred to buy these products in-store. 

Payment and security concerns did not serve as major influencers, primarily 

because participants had purchased goods online before and trusted the process 

and known vendors. However, participants relied on online reviews and trusted 

applications to shop online. (Alaimo, et al., 2020) 
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4.3 Research findings research question 2: 

Control beliefs represented by perceived behavioural control informed Research 

Question 2: What situational factors influenced the adoption and abandonment 

of online grocery shopping during the Covid-19 pandemic in South Africa? 

Never have South African’s been in a position, where every aspect of their lives 

was affected by a life-changing event such as the COVID-19 pandemic. 

For most participants the situation arrived without time for preparation and with 

fear of the unknown and fear of being infected by or infecting others with the virus. 

In both the in-depth interviews and focus group sessions, people in general 

adhered to lockdowns and associated restrictions and had to adjust to a “new 

normal”. Several people had to accept reduced working hours, salary cuts and 

some had to close their businesses. This important factor had people review their 

lives and make the needed changes. 

4.3.1 Theme 1: Life changing event: 

The COVID-19 pandemic and lockdown conditions brought on significant change 

in terms of physical movement. Participants in the study suddenly could not go 

about their usual lives and were restricted from seeing friends or family in person, 

going to work and their children attending school. These restrictions also 

influenced how participants did their shopping and encouraged the early and 

unplanned adoption of online grocery shopping.  

Triggers for change: 

The pandemic and the fear of getting infected served as major catalyst for 

change. During the initial stages of the pandemic participants became anxious 

and even paranoid and had the need to isolate and limit physical contact with 

other people. The implications for South Africa’s socioeconomic circumstances, 

were far-reaching as participants could not visit restaurants, go on vacation, and 

conduct their shopping as usual (Ozili, 2022). The impact on normal brick and 
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mortar retail stores was immediate as participants had no choice other than to try 

online shopping platforms, especially since shopping was limited to only 

essentials. 

Insights from both the in-depth interviews and focus groups include the following: 

“I feared getting infected and infecting others. I had to deal with so many people 

with COVID and being a frontline worker, it affected my family life and my job.” 

“We were more alert, more aware of risks, social distances – paranoid. I felt 

paranoid and uncomfortable - a lot of people at one place.”  

“I was ill but did not want to go to hospital. I did not know what measures to take 

to protect myself.” 

“I went out once and it gave me the horrors - locked myself up for two weeks 

thereafter. The anxiety and the paranoia of all these people. In the shops you see 

people walking without sanitising. As the lockdown restrictions eased, not every 

shop continued with sanitizing, not everybody wears their masks correctly.” 

Close relations with family and friends were affected as participants were not 

allowed to move around during the harsh South African lockdown conditions; 

moreover they feared getting infected or spreading the virus. Social isolation also 

fast-tracked digital communications as people endeavoured to stay connected 

with family, friends, and colleagues. 

“In our family birthdays are important, so it's been difficult, we missed seeing each 

other on birthdays but I could not take any risks. We decided not to socialise with 

our friends in person - this took a big strain on our friendships.” 

“For me the reality kick-in when we started getting messages of people that we 

knew, passing away from the virus.” 

Relationships and interacting with people: 
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Participants’ interpersonal relationships were under strain from being 

containment with family and close associates in one location and on the other 

hand by not seeing other people.  

“It was tough not having adult conversation. We were stuck in the house, day-in-

day-out. We also got to know who people really are.” 

“Before COVID we could go out, braai and socialize. We used to go out a lot - 

basically every weekend. It was tough not to connect to people, especially for 

birthdays and special occasions.” 

“Working from home there is not much social interaction with the ladies at work.” 

“With the baby, also you cannot do the things that you want to, visit friends and 

family - there are risks.” 

“It is just my wife and I, so not being able to see our families was difficult.” 

“I found it challenging to do my work – impersonal, I needed someone here.  The 

lockdowns affected us a lot - we could not see anyone. Working from home and 

being in the same place and with the same people made me depressed.” 

“I made a point of going to the shops every day. It was just an excuse to get out.” 

Locked down at home, served as trigger to explore, browse, and shop online. 

Conversely, the same could also act as trigger to leave the house and shop for 

products in-store. 

Some participants found their relationships relied on more regular digital, online 

contact, while reflecting on one-another’s situation, sharing and learning. 

“We now have more family time since we do not have to go to work.” 

“Being at home also Improved family connections. I adopted a new hobby and 

became closer to me sister.” 
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“My social media interaction has gone up, especially WhatsApp. Especially on 

weekends.” 

“I increased use of technology - MS Teams. Our behaviour towards online 

communication has changed.” 

“I reached out to other people; it helped a lot - none of us have lived through a 

pandemic before.  Other people’s behaviour influenced the way in which I looked 

at the pandemic.” 

Lifestyle adjustment: 

The pandemic generated significant lifestyle changes for participants. People had 

no choice, they had to adapt to survive.  

Restrictive movement and less disposable income meant that some had to accept 

reduced working hours, salary cuts and even had to close their businesses.  

“Lockdown conditions under COVID restricted my movement.” 

“My income stopped immediately. I could not work and earn during the lockdown 

months. It was very difficult to cope during those times.” 

“Everything also became very expensive. Financially there was no relief. I find 

myself working until 10 o'clock. I never thought working from home would be like 

this - the demands just go up.” 

The pandemic, the scale of the event and the lockdown conditions did not give 

participants the time to plan cognitively or develop the motivation to start 

shopping for groceries online. 

Participants initially did not have control over several factors. Everything 

happened suddenly, there was no time to think, often no Wi-Fi at home, no choice 

but to work from home or to switch children to online schooling, to invest in 

equipment such as laptops and no time to buy non-essentials such as clothing 

in-store. 
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“I had to get WIFI for my home. Everything was immediate - no time to think and 

process. Level 5 lockdown was panic and anxiety.” 

“I run a lot of programs, especially now with what we had COVID, we are looking 

after orphans, families that cannot support.” 

“We experience a lot of domestic problems with families.” 

“I could not take the kids to the playground.” 

Level five lockdown created a panic. People felt out of control and did not know 

how to protect themselves.  

“We took many things for granted, I never used to wash my hands so much, wash 

the groceries before packing it away.” 

Furthermore, working from home came with network issues and during the winter 

that followed loadshedding added further complexity. 

Working from home has been a major change for me. It's been a tough time, the 

adjustments, the changes that had to be made.  

Work wise I had to cut back on working hours to support my kids, now having a 

different schedule. 

The restriction on movement, financial implications and digital transformation are 

some of the critical factors that required participants to review their lives. They 

furthermore had no time to think matters through; they had no choice and simply 

had to adapt.  

In a study on the social consequences of mass quarantine during epidemics, 

psychological stress, heightened communication inequalities, food insecurity, 

economic challenges, diminished access to healthcare, alternative delivery of 

education and gender-based violence were identified as the negative social 

consequences of community based quarantine (Chu, et al., 2020). Their study 

revealed highly varied country policies and how well or poorly countries 



 

- 59 - 

addressed the needs of individuals, especially those who were socially 

marginalised. Research findings suggest that also in South Africa the pandemic 

highlighted these social inequalities. This was reflected in the varied responses 

and insights from participants.  

4.3.2 Theme 2: Behavioural change 

Financial constraints served as an important behaviour influencer with shopping 

online and in-store decisions motivated by saving and seeking value. In the 

context of the pandemic, the convenience of shopping online also served as 

important motivation to avoid being infected. 

Shopping related changes 

Shopping decisions concerning where to shop, who should do the shopping, 

when to shop and what to buy undoubtedly changed because of the pandemic 

and lockdown conditions.  

Financial status and traditional shopping behaviour especially in the context of 

South Africa’s demographic composition and high levels of inequality were 

highlighted. Consequently, financial constraints and health risks encouraged 

buying in bulk and, in some cases, forming buying groups.  

Insights from both the in-depth interviews and focus groups include the following: 

“We had to cut out the things in our lives we deemed as necessary, which during 

COVID were wants and not needs.” 

“I used to buy groceries online - now I cannot do that anymore - I must go to the 

bazaar.” 

“It is all about bargain hunting - I sit and check what's the deals.” 

“We had to buy bulk to save.” 
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Lockdown conditions under COVID-19 regulations, encouraged participants to 

shop for groceries online and several participants commented that they do all 

their shopping online.  

“We tend to shop online more, we have more time, especially to check prices.” 

“We've done all our shopping online.” 

“I felt doing things online I would avoid the queues.” 

With several participants having faced financial constraints due to the pandemic, 

people had to pay attention to where and how they shop. 

“I would try and shop online for some things. I think people also started to pay 

attention to where we spend, it became a big thing for me personally.” 

“It was such a mission to go into stores, so we just buy everything online. I 

checked with other people if a site is safe and can be trusted from a payment 

security point of view. I check the reviews written online by other people.” 

These findings suggest that during the pandemic, an important situational factor 

and life event, people had to review their attitudes towards shopping in general. 

The lockdowns, restrictive movement, the risk of infection and financial 

constraints all forced the re-evaluation of online grocery shopping, which is 

consistent with previous findings (Chiou & Tucker, 2020; Hangoma, 2020; Li, et 

al., 2020; Robinson, et al., 2007). 

For several participants, the decision to shop for groceries online was later 

reversed, supporting the literature in this respect (Algharabat, et al., 2018; 

Bauerova & Klepek, 2018; Hand, et al., 2009; Hansen, 2005; Mapanda & Appiah, 

2018; Wang & Somogyi, 2018). 
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4.3.3 Theme 3: Forming new habits. 

Participants spent more time online for entertainment, work, education, to 

communicate more regularly and over greater distances, exploring, browsing, 

and shopping. 

Digital transformation and fatigue 

Participants agree that there was an increase in online communication and data 

demand due to the lockdowns. Restrictive movement, the fear of infections and 

tough lockdown regulations eventually resulted in reaching digital saturation and 

fatigue and the inability to disconnect. 

“I battled with technology; I am not one for computers. I struggled with work/life 

balance initially. I became a lot better using the internet and the various 

communication applications. Then I became very comfortable with online 

shopping.” 

“The thing that changed for me was the online schooling. Because both my kids 

are almost in their final years - moving from going to school to online classes was 

the hardest thing.” 

I spent a lot of money on the phone.  

Older family members did not cope with technology.  

There was no data to call or petrol to drive. But we stayed in touch on Facebook 

and with WhatsApp.  

We still need the human touch / connection and people were fatigued on online 

quickly.  

I think I got communication fatigue at some point.  

I found that I put my phone off at a point - did not want to hear about another 

person’s problems.  
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I also started having goals, trying to keep up with the momentum of waking up 

early, exercise, some meditation, but I just found my mind going downhill. You 

can only do so much alone. 

Participants all reached varied levels of digital saturation during the pandemic, 

whether being connected to the internet, communicating with friends or family, 

working, for entertainment or shopping. This digital fatigue resulted in the desire 

to disconnect and seek a balance between the physical and the virtual. 

4.3.4 Conclusion of the response to Research Question 2 

Situational factors have historically been ignored in consumer behaviour research 

despite solid suggestions from theory (Bandura, 1977). More recently, the 

importance of situational variables or life events such as illness or caring for the 

elderly has been highlighted as triggers for a positive attitude in adopting online 

shopping (Robinson, et al., 2007). Research also suggested that when such 

situations pass, many consumers revert to shopping for groceries in-store (Hand, 

et al., 2009). The adoption decision, therefore, is variable and influenced by the 

changes in needs prompted by the new situation or circumstance. In this context, 

online shoppers may consider online shopping as a complementary rather than 

an alternative mode of shopping for groceries, with users continuing to purchase 

in-store and online (Hand, et al., 2009; Robinson, et al., 2007).  

In this study the pandemic and lockdown conditions served as important triggers 

influencing the adoption of online grocery shopping, convenience and the 

avoidance of infection were important additional motivators for adopting the 

behaviour (Robinson, et al., 2007). Despite the drivers towards adoption, the poor 

service and quality delivery from online retailers and the risks associated with 

product freshness served as a catalyst to abandon online shopping for groceries, 

particularly as lockdowns eased and people could resume normal activities 

(Verhoef & Langerak, 2001). 

The study further revealed that while participants adopted a diverse method of 

shopping for non-perishable groceries online and perishable in-store, shopping 
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for groceries online has undoubtedly become a new habit and is sustained 

(Cullen, 2022). 

The pandemic and lockdown conditions also fast-tracked the adoption of digital / 

online communication – all participants spent significant more time online, 

whether for entertainment, communicating with friends and family, working,  

having online meetings, education, or shopping. 

While an analysis of the theory of the Diffusion of Innovation was specifically 

excluded from the study, it is worth mentioning that the communication and 

uptake of online shopping in general were positively influenced by the pandemic 

(Rogers, 2003). Indeed, lockdown conditions and the increased communication 

around online shopping influenced the level of adoption of online shopping 

(MacVaugn & Schiavone, 2010). Broadly, however it should be noted that this 

includes not only grocery shopping but in general all types of products including 

readymade meals / takeouts. 

As in the original TRA, an important factor in the TPB is a person’s intention to 

engage with a particular behaviour, for example, online grocery shopping (Ajzen, 

1991; Madden, et al., 1992; Redda, 2019). By inference, the authors explain that 

intentions are assumed to capture the motivational factors that influence the 

adoption of online shopping and are also indicative of how hard people are willing 

to try, or how much of an effort they are planning to put into shopping for groceries 

online.  

Buying groceries online, however, depends at least to some degree on such non-

motivational factors as the availability of the required opportunities and 

resources, for example, money, computer skills, access to the internet and 

suitable online sales and delivery infrastructure (Ajzen, 1985; Ajzen, 1991; Ajzen, 

2020). Collectively, these factors represent people’s actual control over whether 

they will adopt online grocery shopping or not (Ajzen, 1991; Kan & Fabrigar, 

2017). 
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The intention to shop for groceries online was lost by the participants who 

ultimately lost the perceived control (Kan & Fabrigar, 2017). The fear of infection, 

financial constraints, the freshness and quality of perishable groceries and digital 

fatigue all contributed towards adopting a mix between online and in-store 

grocery shopping. 

The ability to use technology or the availability of credit, banking facilities however 

did not present negative motivation or issues around control beliefs. 

Given the situation under the pandemic and lockdown conditions, participants 

initially were confronted with the unknown and had to adapt. Participants initially 

seem to have struggled with technology, getting equipment and access to the 

internet and Wi-Fi at home. Eventually however people started to cope with the 

situation and while plans were made and some did not work out as planned, 

people adjusted. Consistent with previous research, self-efficacy or people’s 

confidence in their own ability played a role in motivating online shopping 

behaviour, however it should be noted, not all types of online shopping. While 

people had experience and the self-confidence to shop online for clothing, 

electronics, or take-out meals shopping online for groceries was a new need. 

4.4 Behavioural Intention 

A person’s intention to engage with online grocery shopping are assumed to 

capture the motivational factors that influence the adoption of online shopping 

and are also indicative of how hard people are willing to try, or how much of an 

effort they are planning to put into shopping for groceries online (Ajzen, 1991; 

Redda, 2019; Madden, et al., 1992).  

Research findings suggest that during the pandemic people were motivated to 

shop online for groceries foremost by convenience, the fear of infection and 

infecting others, and secondly by financial, cost savings and where essential 

products were not comparatively providing value online, consumers decided to 

shop for these in-store and in bulk. This was particularly the case in financially 
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challenged communities, where the risk associated with poor online service was 

also too big. 

Another important motivation factor was found to be product freshness, 

particularly regarding perishable groceries including fruit, vegetables, meat, and 

fresh flowers. Participants agreed that while they do buy groceries online, most 

preferred to buy perishable products in-store. 

COVID-19 and the risk of infection played a significant role in deciding to shop 

online for groceries. Research findings suggest that lockdown conditions 

prompted participants to try online grocery shopping. Participants also changed 

their in-store shopping habits by reducing the number of family members doing 

the in-store shopping and by changing the frequency and time of day when 

shopping in-store. Participants furthermore searched online for deals and went 

in-store to purchase. These participants preferred to see product options in front 

of them. 

4.5 Actual behaviour 

In support of earlier research findings, the pandemic as an important life event, 

triggered the decision to adopt online grocery shopping, illustrating that the 

decision was driven by circumstance rather than a wise explanation and decision 

process (Hand, et al., 2009). 

Furthermore, research findings suggest that the adoption of, or the abandoning 

of online grocery shopping, is changeable and influenced by the change in needs 

prompted by the pandemic (Verhoef & Langerak, 2001). 

The overwhelming majority of participants had tried online grocery shopping 

during the pandemic, especially during the initial lockdown conditions, however 

abandoned the activity as exclusive grocery shopping platform as lockdown 

measures eased. 
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While participants continue to buy other types of products online, including non-

perishable groceries, perishable food including fruit, vegetables, flowers and 

meat / fish and poultry are bought in-store.  

New habits have however been formed as compared to before the pandemic and 

lockdown conditions. Participants now use online shopping platforms more than 

before in particularly for grocery shopping. 

4.6 Conclusion of the study in relation to the TPB 

The COVID-19 pandemic was undoubtedly an important live event and based on 

the findings of this study the pandemic provided significant situational triggers for 

behavioural change in all aspects of life.  

The hard lockdown conditions, especially during the initial stages of the 

pandemic, influenced the early adoption of online grocery shopping and online 

shopping in general. Control beliefs expressed in the availability of non-

motivational factors such as access to the internet, computers, and other 

resources, together with ability or self-efficacy, played an essential part in actual 

behaviour.  

Behavioural beliefs 

Behavioural beliefs concern the participant’s attitude towards the elements of risk 

associated with the privacy and trustworthiness of online shopping, the difficulty 

or ease of shopping online and experience. 

The positive attitude expressed by participants towards internet privacy, security 

and trust, positive influenced online shopping behaviour as it did not deter 

participants from shopping online. The elements of payment and security-risk 

were mitigated using reputable payment-portals and vendor-applications, 

moreover, using the star ratings provided on vendor internet sites by fellow online 

shoppers helped in making decisions. These findings are in line with previous 

research (George, 2004; Mapanda & Appiah, 2018; Redda, 2019). 
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In support of earlier research, the poor delivery and quality concerns around 

online grocery shopping, negatively influenced online shopping behaviour. 

Participants had tried shopping online for groceries however, they found 

deliveries were not to expectation, especially during the early days of the 

pandemic and lockdown conditions (Hansen, 2005). 

Product freshness and the quality of perishable groceries served as a major 

catalyst for shopping online with participants preferring to shop for perishable 

groceries in-store, where they can see and test product quality. Further concerns 

were raised as to the opportunity cost of buying fresh products online, where 

products are delivered in less-than-optimal condition, thereby having to re-

purchase these items. Research findings support earlier research in this regard 

where the risk in buying fresh perishable products online served to negatively 

influence online shopping behaviour (Lee, et al., 2015; Wang & Somogyi, 2018). 

While the difficulty or ease of use of buying groceries online is known to influence 

shopping behaviour either negatively or positively (Bauerova & Klepek, 2018; 

Hansen, 2005; Hansen, 2008; Harjinder & Shukla, 2016), participants during the 

early stages of the pandemic however, had no choice but to try and shop online. 

Experience in shopping online for other goods and services played an important 

role in positively influencing shopping for groceries online. Participants have 

shopped online for other goods before and found shopping for groceries 

compatible (Lee, et al., 2015; Kim & Chung, 2011). 

Participants who had previously purchased groceries online also attached higher 

value to convenience than those who had not purchased groceries previously. 

This in line with earlier research (Hansen, 2008). The convenience of not having 

to go into stores, especially in the context of the pandemic was influenced by the 

fear of getting infected by the virus, so more than just an element of convenience.  

Normative beliefs 

During the initial stages of the pandemic and lockdowns, participants were 

confined, and their freedom of movement limited. People had no choice other 
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than being in the same place with family or friends or alone, for extended periods. 

Given the limitations of shopping in-store for essentials only and the fear of being 

infected, participants discussed and collaborated with each other, either while 

together with family or online with friends further away on the benefits and 

caveats of shopping online. In this situation inexperienced online shoppers were 

more receptive to the influence of others (Redda, 2019).  

Control beliefs 

Perceived behavioural control is assumed to be based on accessible control 

beliefs, which are concerned with the presence of factors which affect the 

performance of a particular behaviour (Ajzen, 1991; Ajzen, 2020). 

The importance of a life event, such as the COVID-19 pandemic served as 

important trigger towards the adoption of online grocery shopping in South Africa 

(Robinson, et al., 2007). The convenience of not having to go in-store and avoid 

being infected served as catalyst to shop online. 

Supporting earlier research, once the pandemic eased and lockdowns were 

reduced, participants went back to buying their groceries in-store (Hand, et al., 

2009). 

In this context participants considered shopping for groceries online 

complementary rather than an alternative mode of shopping for groceries (Hand, 

et al., 2009; Robinson, et al., 2007). 

The first decision to shop for groceries online, however, was driven by the 

pandemic and lockdown conditions rather than a wise explanatory or cognitive 

process. 

Participant’s own ability to transact online influenced behaviour positively and 

supports earlier research that self-efficacy is integrated in a consumers perceived 

behavioural control. 
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Despite the mixed mode of grocery shopping adopted by participants, new habits 

have been formed as participants continue to shop for their groceries online, 

which before the pandemic was not the case. 

Figure 5 illustrates how situational factors influence behaviour in the presence of 

control beliefs and self-efficacy. 

 

Figure 5: Review of the TPB based on the findings of the study (Bandura, 

1977). 

In conclusion, the proposed revision of the TPB includes the following: 

• The addition of digital fatigue as a new element determining consumer 

attitudes towards online shopping behaviour.  

• Provision for situational behaviour under extreme life-changing events, 

such as the COVID-19 pandemic, where participants did not follow a 

normal cognitive process of decision-making and the behavioural intention 

step. 

• Self-efficacy and performance confidence manifest with the prolonged 

extreme life changing events and new habits are formed through repeat 

behaviour. 
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4.7 Consistency matrix: 

RQ 

# 

Research 

Question 

Proposition 

# 

Proposition 

(literature review 

response to RQ) 

Findings 

from study 

1 What concerns 

influence 

consumer attitudes 

towards online 

grocery shopping, 

which in turn 

influence online 

grocery shopping 

behaviour? 

1 Payment and 

security risks 

Payment, security, and 

privacy risks did not 

serve as deterrent to 

online grocery 

shopping. 

Using known online 

grocery vendors and 

platforms, helped in 

managing 

transactional risk. 

The use of online 

retailer specific 

applications improved 

transactional 

confidence. 

Online reviews and 

star-ratings of 

applications served as 

important indicators to 

participants to shop on 

a particular vendor or 

to shop at another. 

 

 

  2 Freshness and 

associated health 

risks 

Shopping for groceries 

online was for most 

participants limited to 

non-perishable 

products. 

Heath risk but also the 

financial risk of buying 
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RQ 

# 

Research 

Question 

Proposition 

# 

Proposition 

(literature review 

response to RQ) 

Findings 

from study 

fresh products online 

and receiving delivery 

of products that are no 

longer fresh. 

People preferred to 

shop for fresh produce 

in-store where they 

can touch and see 

what they buy. 

The pandemic 

exacerbated the risk of 

buying fresh products 

online – fearing being 

infected. 

The complexity and 

the fear of being 

infected with the virus 

influenced shopper 

behaviour as 

participants did not 

trust delivery and 

hygiene practices. 

Participants had the 

need to wipe all online 

purchased groceries 

before taking it into 

their homes. Some 

could not expect their 

children at home to 

take this risk. 

Online grocery 

shoppers preferred to 

stay out of the shops 

by shopping online, 
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RQ 

# 

Research 

Question 

Proposition 

# 

Proposition 

(literature review 

response to RQ) 

Findings 

from study 

thereby avoiding being 

infected. This decision 

was later reversed as 

the pandemic and 

lockdown conditions 

eased. 

  3 Consumers who 

have purchased 

groceries online 

previously may 

have a positive 

attitude and 

greater behavioural 

intention to 

purchase groceries 

online. 

Previous online 

shopping experience 

made shopping online 

for groceries much 

easier for participants. 

The pandemic and 

lockdown conditions 

fast-tracked shopping 

for groceries online. 

Poor service delivery 

and quality of products 

however served as a 

bad experience which 

resulted in abandoning 

the idea of shopping 

for groceries online.  

  4 Saving time and 

money. 

Online shoppers value 

the convenience of 

shopping online, 

saving time and in 

some cases money. 

Shopping online 

especially during the 

initial lockdowns was 

expensive and 

influenced participants 

to seek greater value 
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RQ 

# 

Research 

Question 

Proposition 

# 

Proposition 

(literature review 

response to RQ) 

Findings 

from study 

in-store and in buying 

bulk. 

Shopping in-store gave 

participants better 

control over their 

budgets. 

Participants also found 

it more convenient to 

shop for their 

essentials at the 

corner store, thereby 

not having to pay 

online delivery costs. 

Participant shopped 

online, but went into 

store to buy, and 

switched from buying 

known brands to 

buying retailer brands 

to save money. 

  5 Poor service 

delivery in terms of 

product availability, 

freshness, and 

quality. 

The quality of service 

and returns policy was 

positively associated 

with known online 

shopping vendors. 

The use of online 

retailer specific 

applications served as 

important indicators on 

where to shop. 

Online reviews and 

vendor star-rating also 

served to influence the 
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RQ 

# 

Research 

Question 

Proposition 

# 

Proposition 

(literature review 

response to RQ) 

Findings 

from study 

choice of shopping 

vendors and whether 

to shop online or not. 

  6 Normative beliefs 

informed by both 

individuals and 

groups in society 

together with the 

opinions of 

significant others. 

With the lockdown 

conditions imposed 

under the Covid-19 

pandemic, participants 

did reach-out and 

reflect to others, this 

was further 

encouraged with the 

increase in online 

communication. 

People were contained 

in one place, isolated, 

this further increased 

online social 

interaction. 

  7 Consumers who 

believe in the own 

ability to purchase 

groceries online 

may have a 

positive attitude 

towards the 

behaviour. 

Indeed, research 

findings agree that a 

positive outlook and 

attitude towards one’s 

ability positively 

influenced online 

shopping behaviour. 

Participants did not 

raise concern about 

their ability to use the 

internet or to shop 

online. 

2 What Situational 

factors influence 

the adoption and 

1 The Covid-19 

pandemic and 

lockdowns itself 

The pandemic served 

as major catalyst for 

change. 
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RQ 

# 

Research 

Question 

Proposition 

# 

Proposition 

(literature review 

response to RQ) 

Findings 

from study 

abandonment of 

online grocery 

shopping during 

the Covid-19 

pandemic in South 

Africa? 

and associated 

health risks. 

The pandemic forced 

online shopping 

behaviour. People did 

not have a choice. 

Participant’s 

movement was 

restricted. 

People lost their jobs, 

had to do with less 

disposable income. 

Everything was 

immediate – no time to 

plan. 

 

  2 Lockdown 

conditions and 

restrictions. 

The lockdown 

conditions limited in-

store shopping to 

essential items only. 

This fast-tracked on-

line shopping and 

online grocery 

shopping. 

  3 Management of the 

lockdowns by the 

Government of 

South Africa. 

Participants were not 

concerned with the 

management of 

lockdown conditions by 

the SA Government. It 

was understood to be 

necessary.  

  4 Availability of 

technology 

required for online 

People had no time to 

plan, some had to get 

internet at home. To 
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RQ 

# 

Research 

Question 

Proposition 

# 

Proposition 

(literature review 

response to RQ) 

Findings 

from study 

shopping. 

Computers, 

Smartphones, and 

internet access. 

work from home, to 

facilitate home 

schooling.  

With the prolonged 

lockdown conditions, 

restrictive movement, 

the increased use of 

online platforms, work, 

education and social 

interaction, participants 

started reaching digital 

fatigue, where they 

wanted to disconnect 

and take time away 

from the monotony. 

  5 Availability of credit 

facilities, eg. Credit 

cards, required to 

participate in online 

shopping 

behaviour. 

The availability of 

credit cards or online 

credit did not serve as 

major influencer for 

shopping online. 

 

Table 3: Consistency matrix 

4.8 Recommendations 

This study explored the underlying factors and reasons driving consumer 

attitudes and behaviour towards online grocery shopping adoption during the 

COVID-19 pandemic in South Africa. 

Commercial recommendations 
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A positive attitude towards the internet have previously been associated with a 

positive attitude towards online shopping in general. The opposite however also 

stands true with a negative attitude towards the internet, negatively affecting 

online shopping behaviour (George, 2004; Mapanda & Appiah, 2018; Redda, 

2019). 

This study established that using known online vendors and trusted retailer’s 

online sales platforms together with vendor reviews and star-ratings, significantly 

reduces transactional risk and improves self-efficacy among research 

participants.  

To make best use of this knowledge, it is recommended that online vendors 

provide online reviews and ratings in real time, updated frequently to provide 

patrons with the required information to make informed decisions. 

While the freshness and quality of perishable groceries are known to influence 

online shopping grocery behaviour (Lee, et al., 2015; Wang & Somogyi, 2018), 

the COVID-19 Pandemic exacerbated and highlighted the health risks of buying 

fresh and perishable groceries online. Respondents preferred to see the 

condition of their vegetables and other fresh products before they bought them.  

Due to the associated health risk and fear of wasting money expressed by 

participants in this study, online vendors may want to consider special packaging 

for fresh products, indicating sell-by and use by dates. In addition, vendors may 

consider dispatching these products directly from a controlled environment which 

could maximise quality, freshness and reduce the risk of contamination. 

Shopping for groceries online is positively associated with convenience and 

saving time and money (Hansen, 2008). The pandemic highlighted the socio-

economic inequalities amongst the people of South Africa. Both the participants 

who had shopped for groceries online previously and those who had not, raised 

the need for saving and buying essential grocery items in bulk. 

Online vendors will do well by offering special bulk deals on essential items online 

and to extend this service to rural communities. 
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The transactional, product quality and freshness and value offering 

recommendations may serve to both attract and retain new online grocery 

shoppers.  

Academic recommendations 

During the pandemic and lockdown conditions, participants spent significantly 

more time online, working, children attending online school, connecting with 

friends and family, and shopping. Participants eventually reached a level of online 

fatigue where they needed to disconnect.  

It is recommended that the element of digital fatigue be added as antecedent to 

behavioural intention - the forming of attitudes towards behavioural beliefs in the 

TPB. 

The pandemic itself served as major catalyst for adopting online grocery 

shopping. While an important life event is known to trigger online shopping 

behaviour (Robinson, et al., 2007), the prolonged pandemic and lockdown 

conditions in South Africa triggered the forming of new habits. Participants 

continue to shop for groceries online after the pandemic passed, the new 

behaviour therefore has been sustained. 

It is recommended that situational behaviour “indicative of an important and 

prolonged live event” be added as an element in the forming of attitudes towards 

the forming of control beliefs, antecedent to actual behaviour in the TPB. Thereby 

suggesting a shorter and less cognitive decision-making process. 

4.9 Suggestions for future research: 

The study represented a small segment of the greater South African population; 

moreover, it focused on consumers living in urban Johannesburg. Some of the 

study's participants came from the more marginalised communities in South 

African society and favoured more bulk buying or group buying behaviour 

because of the pandemic. More insight is needed to understand how online 
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shopping, in general, can benefit these communities both in urban and rural 

South Africa. The concept of stokvels and online grocery shopping also presents 

an opportunity for further research as this may have far reaching benefits for both 

vendors and consumers alike. 

Further research into the effect of other shocks such as the 2022 war in Ukraine 

would add greater insight to the phenomenon of situational behaviour that 

emerged from this study. This may contribute to increased evidence either for or 

against the notions that emerged here and foster further discussion about the 

value of the TPB and the addition of consideration for situational and unplanned 

behaviour. 

A quantitative study would aid in confirming this study's findings to a broader 

research base, particularly concerning the behaviour of not buying fresh grocery 

items online. Such a study may also provide insight into the sustained behaviour 

of buying groceries online and whether buying fresh perishable groceries online 

remains problematic from a freshness and health perspective. 

 

 

 

 

 

 



 

- 80 - 

5 REFERENCES 

Ajzen, I. (1985). From Intentions to Actions: A Theory of Planned Behavior. In: 

B. Jurgen, ed. Action Control: From Cognition to Behavior. Berlin, Heidelberg: 

Springer, pp. 11-39. 

Ajzen, I. (1991). "Organizational Behavior an Human Decision Processes", 

Academic Press Inc., vol. 50, pp. 179-211. 

Ajzen, I. (2020). "The theory of planned behaviour: Frequently asked 

questions", Wiley Periodicals LLC, 25 April, pp. 1-11. 

Alaimo, L. S., Mariantonietta, F. and Galati, A. (2020). "How the Covid-19 

Pandemic Is Changing Online Food Shopping Behavior in Italy", Sustainability, 

18 November, pp. 1-18. 

Algharabat, R. S., Tarhini, A., Alalwan, A. A. and Deh, R. M. (2018). "An 

Analysis of the Factors Influencing the Adoption of Online Shopping", 

International Journal of Technology Diffusion, vol. 9, no. 3, pp. 68-87. 

Anney, V. N. (2015). "Ensuring the Quality of the Findings of Qualitative 

Research: Looking at Trustworthiness Criteria", Journal of Emerging Trends in 

Educational Research and Policy Studies, vol. 5, no. 2, pp. 272-281. 

Babin, B. and Zikmund, W. (2018). Essentials of Marketing Research. 6th ed. 

Boston: Cengage Learning. 

Bandura, A. (1977). "Self-efficacy: Toward a unifying theory of behavioral 

change", Psychological Review, vol. 84, no. 2, pp. 191-215. 

Bauerova, R. and Klepek, M. (2018). "Technology Acceptance as a Determinant 

of Online Grocery Shopping Adoption", Acta Universitatis Agriculturae et 

Silviculturae Mendelianae Brunensis, vol. 66, no. 3, pp. 737-746. 



 

- 81 - 

Bentler, P. M. and Speckart, G. (1979). "Models of attitude–behavior relations", 

Psychological Review, vol. 86, no. 5, pp. 452-464. 

Boyer, K. K., Olson, J. R., Calantone, R. J. and Jackson, E. C. (2002). "Print 

versus electronic surveys: a comparison of two data collection methodologies", 

Journal of Operations Management, vol. 20, no. 4, pp. 357-373. 

Brand South Africa. (2020). Exploring the heart of a nation in unprecedented 

times | Brand South Africa.  

Available from:< https://www.brandsouthafrica.com/covid19/exploring-the-heart-

of-a-nation-in-unprecedented-times>. 

[Accessed on 21 September 2020]. 

Braun, V. and Clarke, V. (2006). "Using thematic analysis in psychology", 

Qualitative Research in Psychology, vol. 3, no. 2, pp. 77-101. 

Braun, V. and Clarke, V. (2019). "Quality in Sport, Excercise and Health", 

Reflecting in reflexive thematic analysis, vol. 11, no. 4, pp. 589-597. 

Carmichael, T. and Cunningham, N. (2017). "Theoretical Data Collection and 

Data Analysis with Gerunds in a Constructivist Theory Study", The Electronic 

Journal of Business Research Methods, vol. 15, no. 2, pp. 59-73. 

Center for Strategic and International Studies. (2020). Urbanization in Sub-

Saharan Africa | Center for Strategic and International Studies.  

Available from<: https://www.csis.org/analysis/urbanization-sub-saharan-

africa>. 

[Accessed on 24 September 2020]. 

Chahal, P. (2015). "A study on the Role of Consumers Gender and Age on 

Online Shopping", International Journal in Commerce, IT & Social Science, vol. 

2, no. 7. 



 

- 82 - 

Chang, H.H., and Meyerhoefen, C. D.  (2020). "Covid-19 and the Demand for 

Online Food Shopping Services: Emperical Evicence from Taiwan", American 

Journal of Agricultural Economics, vol. 103, no. 2, pp. 448-465. 

Chaudhuri, S. and Terlep, S. (2020). More Cooking, Less Shampooing: The 

Coronavirus Consumer Starts to Emerge; Unilever, P&g, Other Consumer-

Goods Giants Report Major Shifts in Shopper Behavior Amid Lockdowns - 

Proquest. 

Available from: 

<https://search.proquest.com/docview/2393528786?accountid=190861>. 

[Accessed on 25 June 2020]. 

Cherry, K., 2020. Verywell Mind. 

Available from:<https://www.verywellmind.com/attitudes-how-they-form-change-

shape-behavior-2795897>. 

[Accessed on 10 October 2020]. 

Chiou, L. and Tucker, C. (2020). "Social Distancing, Internet Access and 

Inequality", National Bureau of Economic Research ,vol. 1, no. 1, p. 27. 

Chu, I. Y. H., Alam, P., Larson, H. J. and Lin, L. (2020). "Social Consequences 

of Mass Quarantine during Epidemics: A systematic review with implications for 

COVID-19 response", Journal of Travel Medicine, vol. 27, no. 7. 

Cullen, M. C. S. (2022). "Online shoppig behaviour in South Africa during the 

Covid-19 pandemic". s.l., Springer, Cham. 

Datareportal. (2020). "Datareportal.com".  

Available from:<https://datareportal.com/reports/digital-2020-south-africa>. 

[Accessed on 19 September 2020]. 

ecommerceDB. (2020). "eCommerce Market South Africa - Data, Trends, Top 

Stores | ecommerceDB.com".  

Available from: <https://ecommercedb.com/en/markets/za/all>. 

[Accessed on 13 Septemer 2020]. 



 

- 83 - 

Elbel, B. et al. (2022). "Age Specific Differences in Online Grocery Shopping 

Behaviour and Attitudes among Adults with Low Income in the United States in 

2021", Nutients, vol. 14, no. 4427. 

Evans, O. (2018). "Connecting the poor: the internet, mobile phones and 

financial inclusion in Africa". Digital policy, regulations and governance, vol. 20, 

no. 6, pp. 568-581. 

Fernandes, N. (2020). Economic Effects of Coronavirus Outbreak (COVID-19) 

on the World Economy.  

Available from: 

<https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3557504>. 

[Accessed on 07 June 2020]. 

George, J. F. (2004). "The theory of planned behavior and Internet purchasing". 

Internet Research, vol. 14, no. 3, pp. 198-212. 

Gill, P., Stewart, K., Treasure, E. and Chadwick, B. (2008). "Methods of data 

collection in qualitative research: Interviews and focus groups", British Dental 

Journal, vol. 204, no. 6, pp. 291-295. 

Golafshani, N. (2003). "Understanding Reliability and validity in Qualitative 

Research". The Qualitative Report, vol. 8, no. 4, pp. 597-607. 

Government Gazette, 2020. Goverment Notice R398. SA Government Gazette, 

657(43148), pp. 6-8. 

Groenewald, D. and Okanga, B. (2015). "Effectiveness and efficiency of the 

delivery systems of the e-retail enterprises in South Africa",. Journal of 

Contemporary Management, Vol. 12, pp. 838-861. 

Hand, C. et al. (2009). "Online grocery shopping: the influence of situational 

factors", European Journal of Marketing, vol. 43, no. 9/10, pp. 1205-1219. 

Hangoma, P. (2020). "Health equity and COVID-19: global perspectives",  

International Journal for Equity in Health, vol. 19, no. 1, pp. 5-6. 



 

- 84 - 

Hansen, T. (2005). "Consumer adoption of online grocery buying: a discriminant 

analysis". International Journal of Retail & Distribution Management, vol. 33, no. 

2, pp. 101-121. 

Hansen, T. (2008). "Consumer values, the theory of planned behaviour and 

online grocery shopping", International Journal of Consumer Studies, vol. 32, 

no. 2, pp. 128-137. 

Harjinder, K. and Shukla, R. K. (2016). "Consumer's Attitude towards Online 

Grocery Shopping In Delhi City",  International Journal of Multidisciplinary 

Approach & Studies, vol. 3, no. 2, pp. 29-40. 

Hobbs, J. E. (2020). "Food supply-chains during th Covid-19 Pandemic",  

Canadian Journal of Agricultural Economics, vol. 68, no. 2, pp. 135-258. 

Iba, T. et al. (2021). "Proposal of the Definition for Covid-19-Associated 

Coagulopathy", Journal of Clinical Medicine, vol. 10, no. 191. 

International Monetary Fund. (2020). International Monetary Fund.   

Available from: <https://www.imf.org/en/News/Articles/2020/01/29/na012820six-

charts-on-south-africas-persistent-and-multi-faceted-inequality>. 

[Accessed on 19 September 2020]. 

Kahneman, D. and Tversky, A. (2012). "Prospect Theory: An Analysis of 

Decision Under Risk", Handbook of the Fundamentals of Financial Decision 

Making. s.l.:World Scientific, pp. 99-127. 

Kan, M. P. and Fabrigar, L. R. (2017). Theory of Planned Behavior. 

Encyclopedia of Personality and Individual Differences, pp. 1-8. 

Kaushik, V. and Walsh, C. A. (2019). "Pragmatism as a Research Paradigm 

and its Implications for Social Work Research", The Journal of Social Sciences, 

vol. 8, no. 255, pp. 3-17. 



 

- 85 - 

Kemp, S. (2020). Datareportal.com. 

Available from: <https://datareportal.com/reports/digital-2020-south-africa>. 

[Accessed on 19 September 2020]. 

Kim, H. Y. and Chung, F.E. (2011). "Consumer purchase intention for organic 

personal care products",  Journal of Consumer Marketing, vol. 28, no. 1, pp. 40-

47. 

Kwarteng, M. and Pilik, M. (2016). "Exploring consumers' propensity for online 

shopping in a developing country: A Demographic Perspective", International 

Journal of Entrepreneurial Knowledge, vol. 4, no. 1. 

Lee, D. et al. (2015). "Grocery Shopping via T-Commerce in Korea: New 

Shopping Channel Adoption Behavior Based on Prior E-Commerce 

Experience", International Foo and Agribusiness Management Review, vol. 18, 

no. 2, pp. 1-16. 

Li, J., Hallsworth, A. G. and Coca-Stefaniak, J. A. (2020). "Changing Grocery 

Shopping Behaviours Among Chinese Consumers At The Outset Of The 

COVID‐19 Outbreak", Royal Dutch Geographical Society, vol. 111, no 3, pp. 

574-583. 

MacVaugn, J. and Schiavone, F. (2010). "Limits to the diffusion of innovation: A 

literature review and integrative model", European Journal of Innovation 

Management, vol. 13, no. 2, pp. 197-221. 

Madden, T. J., Ellen, P. S. and Alzen, I. (1992). "A Comparison of the Theory of 

Planned Behavior and the Theory of Reasoned Action". Personality and Social 

Psychology Bulletin, vol. 18, no. 1, pp. 3-9. 

Mahase, E. (2020). China coronavirus: what do we know so far.  

Available from: <https://bjm.com/content/368/bjm.m308.long>. 

[Accessed on 07 June 2020]. 



 

- 86 - 

Mahole, B. (2020). It’s no coincidence that Covid-19 disproportionately.  

Available from: <https://www.dailymaverick.co.za/opinionista/2020-08-04-its-no-

coincidence-that-covid-19-disproportionately-infects-and-kills-black-people/>. 

[Accessed on 20 September 200]. 

Mapanda, F. V. and Appiah, M. (2018). "2018 International Conference on 

Intelligent and Innovative Computing Applications (ICONIC)". Plaine Magnien, 

IEEE. 

Mason, M. (2010). "Samples Size and Saturation in Phd Studies Using 

Qualitative Interviews", Forum: Qualitative Social Research, vol. 11, no. 3. 

McCurry, J. (2020). Olympics to be postponed to 2021 due to the coronavirus 

pandemic.  

Available from: <https://www.theguardian.com/sport/2020/mar/24/tokyo-

olympics-to-be-postponed-to-2021-due-to-coronavirus-pandemic>. 

[Accessed on 28 June 2020]. 

Morgan, D. L. (2014). "Pragmatism as a Pradigm for Social Research", 

Qualitative Inquiry, 03 February, pp. 1-9. 

National Institute of Communicable Disease. (2020). NICD releases detailed 

data on demographics of those infected by COVID-19 - Medical Brief.   

Available from: <https://www.medicalbrief.co.za/archives/nicd-releases-detailed-

data-on-demographics-of-those-infected-by-covid-19/>. 

[Accessed on 20 September 2020]. 

Ozili, p. (2022). "Covid-19 in Africa: socio economic impact, policy response and 

opportunities", International Journal of Sociology and Social Policy, vol. 42, no. 

3/4, pp. 177-200. 

Polkinghorne, D. E. (2005). "Language and Meaning: Data Collection in 

Qualitative Research", Journal of Counseling Psychology, vol 52, no. 2, pp. 

137-145. 



 

- 87 - 

Redda, A. H. (2019). "Attitudes towards Online Shopping: Application of the 

Theory of Planned Behaviour", Acta Universitatis Danubius. Œconomica, vol. 

15, no. 2, pp. 148-159. 

Roberts, R. E. (2020). "Qualitative Interview Questions: Guide for Novice 

Researchers", The Qualitative Report, vol. 25, no. 9, pp. 3185-3203. 

Robinson, H., Dall'Olmo Riley, F., Rettie, R. and Rolls-Wilson, G. (2007). "The 

role of situational variables in online grocery shopping in the UK",  The 

Marketing Review, vol. 7, no. 1, pp. 89-106. 

Rogers, E. M. (2003). Diffusion of Innovation. 5th ed. New York: Free Press. 

Rose, J. and Johnson, C. W. (2020). "Contextualizing reliability and validity in 

qualitative research: toward more rigorous and trustworthy qualitative social 

science in leisure research", Journal of Leisure Research, vol. 51, no. 4, pp. 

432-451. 

Roth, W. and Mehta, J. (2002). "Sosiological Methods & Research", Sage 

Publications, November, pp. 131-173. 

sacoronavirus. (2020). COVID-19 Risk Adjusted Strategy - SA Corona Virus 

Online Portal. 

Available from: <https://sacoronavirus.co.za/covid-19-risk-adjusted-strategy/>. 

[Accessed on 26 September 2020]. 

Saldana, J. (2016). The coding manual for qualitative researchers. s.l.:Sage. 

Sarre, S. and Moran-Ellis, J. (2014). "Methodological Insights from Researching 

Temporarily in Families with Teenage Children", International Jurnal of Child, 

Youth and Family Studies, vol. 5, no. 4.1, pp. 666-685. 

Sheppard, B. H., Hartwick, J. and Warshaw, P. R. (1988). "The Theory of 

Reasoned Action: A Mata-Analysis of Past Research with Recommendations 

for Modifications and Future Research", Journal of Consumer Research, vol.  

15, no. 3, p. 325. 



 

- 88 - 

Sooyong, B. and Taesik, L. (2011). "Gender differences in consumers' 

perception of online consumer reviews", Electronic Commerse Research, vol. 

11, no. 2, pp. 201-214. 

Spotlight (2020). COVID-19: Stark differences between public and private 

sector testing • Spotlight. 

Available from: <https://www.spotlightnsp.co.za/2020/06/24/covid-19-stark-

differences-between-public-and-private-sector-testing/>. 

[Accessed on 25 September 2020]. 

Statista.com (2020). South Africa - urbanization 2009-2019 | Statista.  

Available from: <https://www.statista.com/statistics/455931/urbanization-in-

south-africa/>. 

[Accessed on 24 September 2020]. 

Statistics South Africa. (2019). SA population reaches 58,8 million | Statistics 

South Africa. 

Available from: <http://www.statssa.gov.za/?p=12362>. 

[Accessed on 20 September 2020]. 

Taylor, E. and Schwartz, J. (2020). Volkswagen suspends production in Europe 

amid spreading coronavirus.. 

Available from: <https://www.businesslive.co.za/bd/companies/industrials/2020-

03-17-volkswagen-suspends-production-in-europe-amid-spreading-

coronavirus/>. 

[Accessed on 28 June 2020]. 

Teddlie, C. and Tashakkori, A. (2012). "Common “Core” Characteristics of 

Mixed Methods Research: A Review of Critical Issues and Call for Greater 

Convergence", American Behavioral Scientist, vol. 6, no. 56, pp. 774-788. 

The Free Dictionary (2020).  

Available from: <https://www.thefreedictionary.com/situational>. 

[Accessed on 11 October 2020]. 



 

- 89 - 

The Media Online (2020). COVID-19 fastracks online shopping in South Africa.  

Available from:<https://www.themediaonline.co.za/2020/05/covid-19-fastracks-

online-shopping-in-south-africa/>. 

[Accessed on 20 September 2020]. 

Timans, R., Wouters, P. and Heilbron, J. (2019). "Mixed Methods research: 

what it is and what it could be", Theory and Society, 29 March, pp. 193-216. 

Tracy, S. J. (2010). "Qualitative Quality: Eight "Big-Tent" Criteria for excellent 

Qualitative Research", Qualitative Inquiry, vol. 16. no. 1, pp. 837-851. 

Verhoef, P. C. and Langerak, F. (2001). "Possible determinants of consumers’ 

adoption of electronic grocery shopping in the Netherlands", Journal of Retailing 

and Consumer Services, vol. 8, no. 5, pp. 275-285. 

Wang, O. and Somogyi, S. (2018). "Consumer adoption of online food shopping 

in China", British Food Journal, vol. 120, no. 12, pp. 2868-2884. 

Worldometers. (2020). Worldometers. 

Available from: <https://www.worldometers.info/demographics/south-africa-

demographics/#median-age>. 

[Accessed on September 2020]. 

 

 

 

 

 

 

 

 

 



 

- 90 - 

APPENDIX A 

Individual interview guide 

Introduce self, go through participant information guide – they keep this. 

Go through consent form, request their signature and acquiescence to recording 

- interviewer keeps this. 

1. Please describe how things have changed for you under the COVID 

pandemic? 

a. Prompts on lifestyle. Home and work environments, social, 

wellbeing, family, consequences of the restrictions - find more 

areas that could be affected (no probes about online shopping 

specifically) 

b. How have you felt during the various phases of the lockdown? 

2. Please describe the adjustments you have made to cope with the 

changes resulting from the pandemic / lockdown?  

a. Probe for social, economic, family constraints and adjustments 

to them 

3. How did you / are you keep in touch with your friends, family, and 

colleagues during the lockdown? 

4. How has your use of technology changed during 2020? 

a. Probe: computers, internet, meeting platforms (Like Zoom, MS 

Teams, Skype, attending work events, learning opportunities, 

conferences… 

b. Were you able to develop new technology skills during the 

pandemic? If so, how did you go about it and what resources were 

available to you? 

5. What was your approach to dealing with the pandemic and the 

lockdown? 

a. Probe: did you have a definitive plan? Or did you wait and see 

what happened? 

6. What support systems did you have in the way of family, friends, 

colleagues or other? 
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a. How did you use these support systems? 

7. What influence did other people have on how you coped with the 

pandemic and the lockdown? 

8. Did you feel helpless at any stage? What did you do then? 

9. Did you feel fully in control of your responses as any stage? What did 

you do then? 

10. What do you think of the way other people dealt with the pandemic and 

the lockdown? 

11. What do you think people should do to respond to the pandemic and the 

lockdown? 

12. What do you think the government should have done to manage the 

pandemic and the lockdown? 

13. Please tell me about your goals or targets you set yourself to get though 

the pandemic and the lockdown. 

a. How did you go about achieving them? 

b. Did you achieve any of them? 
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APPENDIX B 

Focus group moderator guide. 

1. Please tell me about your online shopping experiences, if any? (General 

any kind of shopping) 

2. Please describe the reasons you have / have not tried online shopping? 

3. Did you try online shopping because of the lockdown or were you doing it 

before the pandemic? 

4. What are your feelings about grocery shopping online? 

a. Probe: Have you done any grocery shopping online yourself? 

Or anyone in your family? What did they say about doing it? 

b. Probe: Has anyone in your family purchased groceries online? 

What did they say about it? 

5. What concerns did you have when deciding to try online grocery 

shopping? 

6. How did you overcome your concerns? What factors made the concern 

seem less risky? 

7. What types of products did you buy when shopping online for groceries? 

a. Probe: non-perishable foods, canned foods, dry goods (e.g. Pet 

food). Perishables?  

b. Probe: what types of perishables - meat, fish, dairy, fruit and 

vegetables. 

c. Why did you not buy any specific item? 

8. What online sales platform do you prefer and why? 

               a. How often would you buy from them? 

                b. Which types of products would you buy from them? 
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APPENDIX C 

Participant information sheet 

 

A theoretical framework for online grocery shopping during the 2020 

COVID-19 pandemic. 

 

Dear Participant 

 

My name is Daniel Woudberg, and I am a MPhil student at the Institute of Marketing 

Management’s Global School of Business IMMGSM in Johannesburg, South Africa. As 

part of my studies, I am conducting research to identify the situational factors influencing 

consumer attitudes and behaviour towards online grocery shopping in South Africa 

during the 2020 COVID-19 pandemic. Data will be collected from both online and non-

online shopping consumers in South Africa. My findings may be helpful to better 

understand consumer behaviour under changing conditions. 

 

I am inviting you to be a participant in my study and allow me to interview you for 

approximately one hour. This will involve an on-line Teams Meeting at the time proposed 

by the recruitment agency. The interview will be completely confidential, and while it 

will be recorded any information that could identify you and anything that you tell me 

will be kept confidential. I will use a code to represent your participation in the documents 

and in my final research report and any articles resulting from it. 

 

I also request that you allow me to audio record the interview so that I do not miss 

anything that you tell me and to make sure that I capture the interview accurately.   

 

Your participation is completely voluntary, and you may decline to answer any specific 

questions or withdraw from the study at any time without any negative consequences 

whatsoever.  

You will receive remuneration for participating in my study which is managed by the 

recruitment agency on my behalf.  

 

If you have any questions about the study, please contact me or my supervisor using the 

details below.  

 

Many thanks for considering my request for your valuable input. 

 

Yours sincerely,  
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Daniel Woudberg 

daniewoudberg@gmail.com 

+27 82 578 2526 

 

Professor. Terri Carmichael 

Terri.carmichael@wits.ac.za 

+27 82 458 9583 
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APPENDIX D 

 

Participant consent form 

 

A theoretical framework for online grocery shopping during the 2020 

COVID-19 pandemic. 

DH Woudberg 

 

 

I, ………………………………………., agree to participate in the research project 

named above. The study has been explained to me and I understand what my participation 

will involve.  

 

Please circle the relevant options below. 

 

 

a. I agree that my participation will remain confidential   YES

 NO 

 

b. I agree that my participation is voluntary and that I 

can withdraw at any time without consequence    YES

 NO 

 

c. I agree that the researcher may use anonymized quotes. 

from my interview in the research report and                                   YES

 NO 

publications 

 

d. I agree that the interview may be audio recorded    YES

 NO 

 

e. I agree that I will be remunerated for participating in the study             YES      

NO 
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Signature: ……………………………………………………….… 

 

 

Name: ………………………………………………………………  

 

 

Date: ….……………………………………………...……………. 

 


