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Introduction

This sixth editionof theCERRhas takenplace in the SKEMABusiness School cam-
pus of Sophia Antipolis. The topic for this edition follows upon the COVID-19

pandemic which has affected all economies worldwide. This pandemic will have long-
lasting effects in most retail activities worldwide. Our role as researchers and scholars
is to try both to understand such effects and to help firms, especially in the retailing
domain, in overcoming the impacts in their operations and in their marketing.

This is why we have dedicated this now yearly event to the special theme
"Building Resilience in Retail for the post COVIDWorld – Marketing & Op-
erations Perspectives".

We are glad to report that this theme has enjoyed massive support and that 58 sub-
missions have been presented to address such issues. They represent the cutting edge of
research in retailing. This book of Proceedings presents theseworks for your perusal. We
hope that these works will spark even further interest in building the necessary knowl-
edge and managerial tools to overcome the effects of this pandemic and prepare firms
in retail and logistics for any new event of this kind in the future.

The works have been grouped by topic, ranging from retail operations, shopper be-
haviour, retail branding,multi- and omni-channel distribution, corporate social respon-
sibility, supply chain management, etc. The list of presenters and an index of authors are
included at the end.

We hope you enjoy this book.

Sophia Antipolis, 13 July 2021

Xavier Brusset
SKEMA Business School, Université Côte d’Azur, Paris, France

Marta Frasquet
Depto de Comercialización e investigación de Mercados

Universidad de Valencia, Valencia, Spain
Christoph Teller

Institute for Retailing, Sales & Marketing
Johannes Kepler University, Linz, Austria

Herbert Kotzab
Department of Logistics Management,

University of Bremen, Bremen, Germany

©– 2021 – SKEMA Business School,
Legal address Av. Willy Brandt, 59777 Lille, France –
ISBN 978-2-493066-00-8
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I LOVE HOW YOU MADE ME FEEL. 

EXPLORING CUSTOMER EMOTIONAL REACTIONS TO POP-UP STORE ATMOSPHERES  

 

 

Abstract: Scholarly research, focusing on traditional and virtual stores, have confirmed the 

positive effects of their atmospheres on consumer emotions and behavioral reactions; this study 

aimed to understand whether this relationship is established in the context of pop-up stores. 

Moreover, since pop-up stores are short-lived, the study intended understanding whether the 

“time” variable moderates the effect of their atmospheres on customer emotions. A total of 182 

responses, of customers having recently visited a pop-up store in France, where collected and 

analyzed. This exploratory research’s results confirm a positive effect of pop-up store 

atmospheres on consumer reactions and that this relationship is positively moderated by the time 

variable. In comparison to traditional store atmospheres, the current research findings on pop-up 

store atmosphere present many specifies related to those retail formats.  
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I LOVE HOW YOU MADE ME FEEL. 

EXPLORING CUSTOMER EMOTIONAL REACTIONS TO POP-UP STORE ATMOSPHERES. 

1. Introduction: 

Following the economic recession of 2008, the private spending of individuals was seriously 

affected and reduced (KPMG, 2009; Burgess, 2012 and Smajovic & Warfvinge, 2014). About 

7,000 physical stores were closed as costs grew high and revenues remained flat (PWC, 2017). 

As brands lacked funding and means of spending in terms of promotions and communication, 

they turned to adopting pop-up stores or integrating them in their communications strategies. 

 

A significant presence of digital technologies in physical stores was also highlighted (Deloitte, 

2014). French consumers for example, adopted technological tools and become more and more 

connected and active online. 50.7% of the French population in 2017 was connected to the 

internet via a smartphone (Comarch, 2018) and spent a considerable amount of time on digital 

platforms as well as social networks. Consumer behavior has also shifted; consumers seek to 

have fun as they seek entertainment and surprises (Influencia, 2015) and pop-up stores became 

their favorite playground. It is through the design of the pop-up store, its location, and its interior 

that the relationship between the brand and the consumer is established (Boustani, 2019). 

 

Designed theatrically, they are considered an art form (Picot-Coupey, 2014) and appeal to 

hedonic consumers thanks to their novelties and their distinctive characters in terms of the 

atmosphere of the point of sale, the selection merchandise (Boustani
a
 & Lemoine, 2020) 

communications. From an empirical point of view, there is ample evidence to support the new 

conceptualization of the store as an environment of experience, allowing sensory, emotional and 

social connections (Russo Spena, et al., 2012; Kim, et al., 2010). 

Research gap:   
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Originating in environmental psychology, an emotional approach has been used to study point of 

sale environments. This approach argues that an individual's perceptions and behaviors within a 

given environment are the result of emotional states created by that environment. Specifically, 

environmental stimuli affect emotional states of pleasure and arousal, which, in turn, affect 

approach or avoidance behaviors (Baker, et al., 1992). Many studies in the literature specialized 

in ergonomics (Bustamante & Rubio, 2017) link the well-being of the individual to descriptors 

such as comfort and vitality, and physical discomfort to descriptors such as pain, fatigue or 

tension. 

Management science researchers have found that the physical environment plays an important 

role in determining a consumer's desire to stay in a shopping area (Andreu, et al., 2006). Several 

studies have looked at the influence of the atmosphere (Boustani
b
 & Lemoine, 2020) and others 

have manipulated a large number of atmospheric stimuli, such as color, music, and investigated 

their influence on consumer ratings and reactions (Turley & Milliman, 2000; Bäckström & 

Johansson, 2006 and Eroglu, et al., 2003). The external environment was a subject of interest to 

understand whether it has a positive or negative attractiveness for a business environment; the 

study of shop windows or shop window displays is one example (Oh & Petrie, 2012). A physical 

or digital store atmosphere (Floh & Madlberger, 2013) is psychologically represented by 

consumers in terms of two major emotional states, namely pleasure and excitement, which are 

important mediators of expected shopping behavior in a store (McGoldrick & Pieros, 1998, 

Murray, et al., 2010 and Ballantine, et al., 2016). 

This research aims at answering two questions.  

RQ1: The first is related to understanding whether a pop-up store’s atmosphere can influence 

customer emotional states.  

RQ2: The second is related to understanding if the pop-up store’s limited duration moderates the 

influence of the pop- up store’s’ atmosphere 

on consumer’s emotions.   

 

Pop-up store 
atmosphere   

Emotional 
reaction  

Duration 

Figure 1: The influence of a pop-up store's atmosphere on 
customer's emotional reactions 
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2.1. Customer reactions to traditional and virtual store atmospheres:  

 

The study of emotions has long been a thriving area of research in psychology. Psychologists 

have discovered that emotions play a vital role in determining people's behavior and actions. In 

the discipline of marketing, researchers argue that the constitutionality of emotions is very 

relevant and evident in human consumption. However, the existing literature on emotions is 

limited to explain the different dimensions of emotions concerning consumer decision making 

(Gaur, et al., 2014). To fill this gap, marketing researchers have developed theoretical models 

focusing on the measurement of emotions, their causes and consequences, their functions or 

adaptation mechanisms. 

 

A model for measuring consumer emotions, the PAD (pleasure, arousal, dominance) has been 

used in several studies which were interested in the study of consumers' emotional reactions 

following their exposure to atmospheric stimuli from a point of sale. The emotions experienced 

by consumers in the store environment significantly predicted their behavioral responses 

(Donovan, et al., 1994). The three dimensions of the PAD paradigm together represent “the 

myriad of human emotions” (Ainsworth & Ballantine, 2014). 

 

By transposing the studies of the effects of the atmospheres of commercial web sites on the 

behavioral reactions of consumers, the intermediate variable PAD presents limits; the first being 

their inability to capture many effects of the atmosphere of the site and the second concerns the 

purchasing situation and excludes the tactile or other dimensions in comparison with the physical 
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store (Eroglu, et al., 2003). The online environment should increase the excitement as the change 

introduced new attributes, while simultaneously removing and modifying other familiar 

attributes. The change will engender greater complexity, novelty and uncertainty in the resulting 

(modified) environment (Ainsworth & Ballantine, 2014). 

 

The external stimuli presented by an atmosphere can contribute to improving the emotional 

experience of the consumer at the point of sale (Hirschman & Holbrook, 1982 and Helmefalk & 

Hultén, 2017). In this regard, congruent sensory signals have a clear impact on the emotional 

responses of consumers. An emotional approach, which maintains that an individual's 

perceptions and behaviors within a given environment are the result of emotional states created 

by that environment, has been used to study store environments (Baker, et al. al., 1992). More 

specifically, environmental stimuli affect emotional states of pleasure and arousal, which, in turn, 

affect approaching or avoidance behaviors as well as other behaviors such as preference, 

exploration, spending, affiliation and work performance (Yani-de-Soriano & Foxall, 2006, 

Lunardo & Roux, 2015 and Dawson, et al., 1990). 

Studies in environmental psychology have also shown that affective experiences in the store can 

be an important antecedent of approach or avoidance motivations, such as revisiting intentions 

(Jones, et al., 2006) Support on the environmental psychology model was also used to study the 

influence of the atmosphere in a store on consumers' emotional states and subsequently their 

satisfaction (Antéblian, et al., 2013).  

2.2. Postmodern consumers and their relationship to time:  

Postmodern consumers, becoming more skeptical and critical, are less influenced by branded 

messages (Pan, et al., 2012) disseminated by brands. Indeed, they challenge the demands and 

habits deriving from hierarchical structures (Gransby, 1988). Always on the move, these 

consumers are prompted by the desire to experience “portions of experiences”, temporary and 

exciting. They seek immediate and urgent gratification. For these postmodern consumers, the 

importance of all action and choice emphasizes a euphoric present tense and a strong denial of 

any worry about the future (Pomodoro, 2013). At the heart of the principle of an ephemeral store 
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lies the variable of temporality; the lifespan of a pop-up store is not sustainable and any 

subsequent experience that an individual has with that store will be fleeting.  

The culture of “transience and immediacy” (Pomodoro, 2013) is embodied in many social 

consumption trends, especially the shift from ownership to sharing or renting. The freer the 

individual is and freed from any burden or obligation, the more pleasurable experiences he will 

have at the same time. The concept of ephemerality has also allowed consumers to encounter 

momentary 'on the go' brands (Lowe, et al., 2018). These brands appear with product proposals 

at the right time, in the right place and with innovative support that allows the individual to live 

interactive but above all succinct brand experiences. They are constantly seeking to conquer the 

mental space of individuals to "position themselves firmly in the set of perceived alternatives" 

(Alexander, 2002 and Boustani, 2021). 

An important literature has been devoted to studies of consumer behavior towards the choices of 

store formats or the particular temporal and spatial aspects of shopping in terms of distance or 

accessibility (Teller, et al., 2012). Researchers have also studied the effects that places and the 

crowds who visit them can have on consumers' emotional or behavioral reactions (Pecoraro & 

Usitalo, 2014).  

Moreover, it has been shown that consumers engage differently with a brand’s different points of 

contact; whether physical, virtual or temporary. To better contribute to consumer expectations, 

brands are thinking more than ever of presenting engaging physical and virtual channels in which 

“spectators” will come to attend (Pecoraro & Usitalo, 2014). Engagement is not limited to the 

direct relationship between the consumer and the brand; the omnipresence of social networks 

(Okazaki, 2009) such as Facebook, Instagram, Ticktock or SnapChat, reinforces the desire of 

Internet users (or connected consumers) to engage with their extended social network and 

permanently access information. 

In a physical point of contact, represented by a traditional point of sale or an ephemeral point of 

sale, layout, investments in terms of atmospheric dimensions and information affect the 

consumer's relationship with the time to be allocated. In a space called a “third place” (Clauzel & 

Riché, 2013), the consumer creates and maintains links with the place and with the staff present 
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(Boustani & Lemoine, 2021). He tends to build more personal or even family relationships that 

encourage him to spread out and plasticize the time to spend. 

3. Data collection /Methodology:   

 

Figure 2: Conceptual Model with Scale Dimensions 

 

This exploratory study adopts a scale that details the ambient, design and social factors of the 

retail environment. The authors (Driss, F., Hafsia, H., Jerbi, S., 2009) have highlighted the 

variables of a traditional store’s atmosphere which are in phase with the variables of which this 

research is interested. The Lichtlé & Plichon (2014) scale best represents customer emotions at a 

traditional point of sale. The scale’s dimensions envision positive and negative feelings the client 

might have. We believe that this measurement scale best reflects the emotional state of 

customers in the pop-up store. Both scales are adopted and tested in the context of ephemeral 

stores or pop-up stores.  

Data collection was restricted to the French market and customers who visited pop-up stores in 

France between the year 2019 and 2020. Each time a brand announces a pop-up store on social 

media sites (mainly Facebook and Instagram), we went to the page and got in touch with users 

Pop-up store atmosphere  
AMB (Q12-Q17) 
DSG ( Q18- Q22) 
SOC (Q23- Q25)  

Customer emotional 
reactions  

PLE (Q26-Q30)  
EVA (Q31-Q32) 
NER (Q33- Q35) 
PLA (Q36- Q39) 
DET (Q40- Q41) 
OPP (Q42- Q45) 

Time 
DUR (Q80- Q87) 
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who commented on posts or publications related to those stores. If the customer responded to our 

message and confirmed that he visited the pop-up store, we sent him the link of the 

questionnaire. This assured us that the respondent has visited the pop-up store and that the visit is 

recent.  

Using an online platform, the questionnaire was prepared (Rowley, J., 2014), pretested and 

uploaded online. The questionnaire’s administration started in November 2019 and ended in 

March 2020. A total of 182 responses were collected and analyzed using SPSS. The principal 

component analysis was done at first to make sure that the psychometric qualities of each item 

and scale were validated. After verifying a construct’s items and the Alpha or Cronbach meets 

acceptance standards, necessary changes labels were done (see table 1 ). Using regressions, the 

effect of an ephemeral store’s atmosphere on consumer emotional reactions was tested at first 

and followed with the test of the moderation of the time variable on this relationship (see table 2) 

(Thietart, et al., 2014 and Evarard, et al., 2009).  

4. Results and discussion:  

The dimension of the intensity of a pop-up store influences the emotional reactions of 

consumers; only the relationship between intensity and oppression is not established. The 

arrangement of the atmosphere influences the positive and negative reactions of consumers. The 

social dimension does not affect the customer’s feeling of fulfilment or nervousness. The 

dimension of the intensity of a pop-up store’s atmosphere is not the cause of the feeling of 

oppression of consumers as could be the two other dimensions of the layout and the social. These 

two dimensions can cause consumer repulsion as well as other negative reactions.  

The social dimension has an influence on the consumer experience especially at the level of 

evasion, fullness, relaxation and oppression. The more the social dimension increases, the 

escape, pleasure and relaxation of consumers decreases. The social dimension does not influence 

the development  of the consumer or his nervousness. The social dimension can therefore be a 

source of distraction in the consumer's journey during his visit to the ephemeral store and may 

prevent the consumer from constructing his journey or his journey. A distracted consumer is less 

fulfilled and maybe less engaged with the elements of the atmosphere presented by the brand. 
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The two dimensions, Intensity and Layout, have a positive influence on the customer experience. 

Only the social dimension of the atmosphere of a pop-up store does not influence the customer 

experience. This dimension appears to have little or no influence on its relationship to emotional 

reactions or customer experiences within a pop-up store. The brand would have designed the 

atmosphere by emphasizing the aesthetic aspects (intensity and layout) more than the social 

dimension to achieve specific objectives and oriented towards the enhancement of the offer, sale 

or liquidation some products. It should be noted that the dimension of intensity goes in the 

opposite direction to the influence of the dimensions of the customer experience; therefore, the 

more the intensity increases, the visual appeal, the distraction, the escape, the intrinsic pleasure, 

the efficiency, the appreciation or the excellence of services will decrease. 

The literature review presents pop-up stores as places of experience consumption and places of 

interaction with the brand (Russo Spena, et al., 2012). She also presents pop-up stores as new 

experiential marketing formats that facilitate a brand's marketing communication (Pomodoro, 

2013 and Marciniak & Budnarowska, 2018). Pop-up stores influence word-of-mouth sharing 

(Klein, et al., 2016), offer enhanced innovative and interactive experiences (Niehm, et al., 2007) 

and influence long-term relationships with consumers (Lowe, et al., 2018). In the context of this 

study, pop-up stores appear less interactive than pop-up stores with an event character. In the 

first case, the consumer invited to the brand tends to be a spectator (and therefore more 

receptive); Consumer interaction “in the place” is most evident in pop-up stores with an event-

driven nature. 

The social effect is the dimension that weighs the most in the atmosphere of the ephemeral point 

of sale to the point that it stimulates the consumer, excites him and improves his appreciation of 

the time spent and the experience established during this period. It also seems that the consumer 

forgets the stress of the outdoors and feels more comfortable being surrounded by a crowd in an 

environment. It is not the physical atmosphere of the pop-up store (Lunardo, et al., 2012 and 

Driss, et al., 2008) that increases the time spent. It seems that the physical elements of the 

atmosphere do not provide enough stimulation for consumers. The physical context seems to be 

diluted (Roederer & Schwarzberg, 2015) more quickly. In the context of our research, the time 

spent is prolonged (Driss Bakini, et al., 2009) when the consumer feels himself being distracted 

and having a good time. 
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The lifespan of pop-up stores is generally reduced. Consumers perceive the lifespan as a driver to 

the store visit. If the consumer does not visit, he may miss the collections or the offers offered by 

the brand. The opportunist consumer benefits from a visit to the ephemeral store and derives a 

profit from it of acquisition, of doing good business or otherwise. A consumer's visit to a pop-up 

store relates to an "acquisition logic".  

5. Research contributions, limitations and future avenues:  

Our results enrich the review of the literature on the atmospheres of traditional points of sale as 

they present specificities specific to pop-up stores. As a new sales format has been recognized, 

this research highlights the commonalities of a traditional store and a pop-up store and those 

unique to the design of a pop-up store atmosphere. 

Following his visit to a pop-up store, the consumer will express emotional and behavioral 

reactions; the intensities of these reactions will depend on the vocation of the pop-up store and its 

atmospheric design. These reactions occur “in place” but their effect extends beyond the visit to 

the given physical point. The consumer can express himself in “real time” while in the store and 

physical contact with environmental elements, staff and other consumers as well as instant 

“virtual” presence and/or momentary and finally, express his experience after having made his 

visit face-to-face or virtually. 

The pop-up store is becoming essential for brands wishing to differentiate themselves in the 

highly competitive market and to offer thirsty consumers dynamic and constantly renewed 

concepts. To ensure the success of the project, it is imperative to guide the design, offer and 

communication of the project by the prior choice of its orientation or vocation. The pop-up 

store’s atmosphere is the “generating” touchpoint for any emotion that will help create the 

consumer experience. Its role is to allow customers to actively participate in the creation of their 

experience. 

However, managers are invited to understand what type of experience they wish to induce; a 

utilitarian experience or a hedonic experience. The design of the atmosphere respects the 

vocation that the brand wishes to adopt to finally allow the consumer to obtain a type of 

experience (utilitarian or hedonic) in the hope that it is positive. 
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This study is carried out on the French ground could reflect French market specificities, which 

leads us to propose to collect data from North American, African or Asian markets to identify the 

similarities or the differences of the dimensions of the pop-up stores. Given the exploratory 

nature of the qualitative data collection part of our research, the conclusions we bring out deserve 

to be put into perspective. Indeed, our study has limited external validity due to the size and 

composition of our sample. The dimensions of pop-up store atmospheres that differentiate them 

from the dimensions of traditional store atmospheres can also be tested to verify the existence of 

an influence on consumers' emotional reactions, intentions or behavioral reactions. 

Exploratory studies highlight the specificities and traits of characterizing ephemeral stores in 

France. As new dimensions appear to be specific to the atmospheres of pop-up stores, it is the 

creation of a proper scale to measure the atmosphere of a pop-up store deserves to be developed. 
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The effect of a pop-up store’s atmosphere on customer emotional reactions 

    (Regression Weights) 

     Estimat

e 

S.E. C.R. P  

 H1 ATM  x EMT      

1 H1.1.

1 

ITS (Q15, Q16) x EPN (Q27, Q28, Q29, 

Q30)  

-0.963 0.226 -4.255 ***  

2 H1.1.

2 

ITS (Q15, Q16) x EVA (Q31, Q32) -0.895 0.237 -3.772 ***  

3 H1.1.

3 

ITS (Q15, Q16) x NER (Q33, Q34, Q35 0.361 0.153 2.367 0.018  

4 H1.1.

4 

ITS (Q15, Q16) x PLA (Q36, Q37, Q38, 

Q39) 

-1.179 0.256 -4.598 ***  

5 H1.1.

5 

ITS (Q15, Q16) x DET (Q40, Q41) -1.546 0.339 -4.557 ***  

6 H1.1.

6 

ITS (Q15, Q16) x OPP (Q42, Q43, Q44, 

Q45)  

-0.167 0.152 -1.105 0.269  

7 H1.2.

1 

AGM (Q18, Q20, 

Q21) 

x EPN (Q27, Q28, Q29, 

Q30)  

0.928 0.152 6.124 ***  

8 H1.2.

2 

AGM (Q18, Q20, 

Q21) 

x EVA (Q31, Q32) 0.768 0.157 4.898 ***  

9 H1.2.

3 

AGM (Q18, Q20, 

Q21) 

x NER (Q33, Q34, Q35 -0.606 0.106 -5.729 ***  

1

0 

H1.2.

4 

AGM (Q18, Q20, 

Q21) 

x PLA (Q36, Q37, Q38, 

Q39) 

0.91 0.159 5.732 ***  

1

1 

H1.2.

5 

AGM (Q18, Q20, 

Q21) 

x DET (Q40, Q41) 1.368 0.212 6.465 ***  

1

2 

H1.2.

6 

AGM (Q18, Q20, 

Q21) 

x OPP (Q42, Q43, Q44, 

Q45)  

-0.398 0.102 -3.895 ***  

1

3 

H1.3.

1 

SOC (Q23, Q24, Q25)  x EPN (Q27, Q28, Q29, 

Q30)  

-0.226 0.13 -1.744 0.081  

1

4 

H1.3.

2 

SOC (Q23, Q24, Q25)  x EVA (Q31, Q32) -0.302 0.14 -2.161 0.031  

1

5 

H1.3.

3 

SOC (Q23, Q24, Q25)  x NER (Q33, Q34, Q35 -0.14 0.098 -1.433 0.152  

1

6 

H1.3.

4 

SOC (Q23, Q24, Q25)  x PLA (Q36, Q37, Q38, 

Q39) 

-0.286 0.146 -1.952 0.051  

1

7 

H1.3.

5 

SOC (Q23, Q24, Q25)  x DET (Q40, Q41) -0.404 0.202 -1.995 0.046  

1

8 

H1.3.

6 

SOC (Q23, Q24, Q25)  x OPP (Q42, Q43, Q44, 

Q45)  

-0.21 0.099 -2.114 0.034  

  Moderation effects  x (ATM x EMT)      

9

5 

H1.a DUR  (ATM x EMT)      

  ZREMO_XBAR  ZATM_XBAR 0.046 0.074 0.621 0.535 0.015 < 

0.05 
  ZREMO_XBAR  ZDUR_XBAR 0.127 0.07

6 

1.685 0.09

2 

Q81 R DUR2 0.837 

Q82 DUR3             

Q83 DUR4             

Q84 DUR5 3 0.634 0.685 2.140 71.34% 0.799 

Q85 DUR6 0.780 

Q86 DUR7 0.727 

Q87 DUR8             

Table 1: Principle component analysis 
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  ZREMO_XBAR  ZATM_ZDUR -0.155 0.06

4 

-

2.429 

0.01

5 

Table 2: Regression Analysis 
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Introduction 

Technology has had a strong impact on the retail sector. We have built customer journeys that 

are incredibly simple and independent in which customers interact comfortably and efficiently 

with self service technologies (SST) rather than store employees (Meuter et al., 2000; Bitner 

et al., 2002; Curran and Meuter, 2005; Kelly, Lawlor and Mulvey, 2011). However, when it 

comes to physical stores, research suggests that a personal service encounter—i.e. personal 

contact with knowledgeable and helpful store employees—is an important part of the 

customer journey (Burke, 2002; Bäckström and Johansson, 2006; Sousa and Voss, 2006; 

Ahearne and Rapp, 2010; Dabholkar and Spaid, 2012; Resnick, Foster and Woodall, 2014; 

Alhouti et al., 2015; Lee, 2015; Scherer, Wünderlich and von Wangenheim, 2015; Pugh and 

Subramony, 2016). Many retail chains, hence, spend considerable resources trying to provide 

as many customers as possible with a personal service encounter. In this study, we ask when it 

is worth investing in the personal service encounter and when self service technologies are 

more appropriate.  
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Purpose 

Getting the right balance between personal service encounters and SST is clearly important 

for retailers. Relying too heavily on SST may lead to customer dissatisfaction (Dabholkar and 

Spaid, 2012) or eventual defection (Scherer, Wünderlich and von Wangenheim, 2015). On the 

other hand, investing heavily in personal service encounters is relatively costly and, 

furthermore, some customers may prefer a more autonomous in-store experience (Alhouti et 

al., 2015). In this paper, we explore the situations in which a personal service encounter—

defined as a discrete, dyadic interaction between a customer and a service provider at a 

moment in time (Surprenant and Solomon, 1987; Bitner and Wang, 2014)—is an essential 

part of a customer journey. In other words, we highlight when, and for which types of 

customer, a personal service encounter increases the chance of a sale and when a more 

independent customer journey might be more effective. 

 

Methodology 

Our findings build on 3 500 exit interviews conducted with customers of five Swedish fashion 

retailers in 2019. Interviews lasted an average of 4 minutes and were conducted at a variety of 

physical store locations. Customers were questioned about their motivation for visiting the 

store, the type of service encounters they experienced, and the value of their purchase(s), if 

any.  

 

Findings 

We identified different categories of customers based on their stated reasons for visiting the 

physical store. 60% stated that they were looking for a specific product when they came to the 

store and were, hence, categorised as product customers. 33% were categorised as inspiration 

customers because they stated either that they wanted to get some inspiration and ideas or that 

they wanted to see if there was something new in store. The remaining 3%, categorised as 

return and refund customers or click and collect customers, are not discussed in this extended 

abstract due to space limitations.  

When we compared how many of each customer category chose to buy (converted) during 

their visit, we saw that product customers converted at just over twice the rate of inspiration 

customers—32% versus 14%. The conversion rate for each category of customer without a 

personal service encounter is very low—only 16% of product customers and only 3% of 

inspiration customers who didn’t get help from store employees bought something in store. 

This seems to make the case for the importance of the personal service encounter. However, 

we argue that it also indicates something else.  

A very small percentage of the reported personal service encounters involved selling in the 

traditional sense—i.e. classic customer service with all its elements in the form of greeting, 

active contact, questions, presenting alternatives, persuading, closing. While such encounters 

do generate high conversions, they take time that store employees do not always have. The 

percentage of product customers who were converted without a personal service encounter 

was considerably higher than the percentage of inspiration customers, illustrating that product 

customers, who know what they want, do not necessarily require a personal service encounter 

as part of their journey. If they cannot find what they want themselves, they may need 

assistance to locate a particular item or perhaps information about size or fit but this does not 

necessarily imply that they need help from a store employee. In fact, our findings suggest that 

store employees would be more effectively deployed to assist inspiration customers, who are 
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converted at a much lower rate than product customers when a personal service encounter is 

not part of their customer journey. 

Our findings also suggest that product customers could be converted at a higher rate if their 

journeys included more effective self service technologies in store. Product customers can 

easily meet their needs using SST and are accustomed to simple and independent customer 

journeys so, if service is slow, they may leave and make an online purchase instead (Postnord, 

2019), perhaps from a competitor. Hence, retailers may see increased sales if they provide 

effective SST in store, which are not limited to interactive digital technologies but may also 

include signage, images and informative ways of presenting goods and information about 

those goods. 

 

Contributions 

Our findings complicate theoretical discussions about the personal service encounter. While 

many authors suggest that a personal service encounter is an important (perhaps the most 

important) element in the customer journey (Burke, 2002; Bäckström and Johansson, 2006; 

Sousa and Voss, 2006; Ahearne and Rapp, 2010; Dabholkar and Spaid, 2012; Resnick, Foster 

and Woodall, 2014; Alhouti et al., 2015; Lee, 2015; Scherer, Wünderlich and von 

Wangenheim, 2015; Pugh and Subramony, 2016), our findings suggest that a personal service 

encounter is important only for certain categories of customers. For others, adding in-store 

touchpoints with store employees may not lead to increased sales and may even make 

customers less likely to buy in-store. 

 

Practical implications 

Many retail chains believe that the personal service encounter is the solution to declining sales 

figures. Our findings show that retailers can potentially save money and convert more 

customers by providing a more automated journey, which includes self service technologies, 

for some customers and reserving personal service encounters for those for whom it will lead 

to increased sales. The retail industry has a lot to gain from facilitating a more mechanical 

customer acquisition combined with streamlining and prioritising store employees’ time. 

 

Research limitations and outlook 

Our empirical material was collected prior to the Covid-19 pandemic. In a post-pandemic 

retailscape, the increase in familiarity with online shopping during the pandemic and the 

ongoing anxiety regarding infection may increase the likelihood that customers crave a more 

independent customer journey. They may actively avoid personal service encounters due to 

the risk of infection. And, if they cannot easily meet their needs independently in store, they 

may be even more comfortable with moving online instead. Repeating our research could 

provide further insight here. Furthermore, given the rapid increase in online shopping during 

2020 (Postnord, 2020) in a subsequent study, we might reasonably expect to see an increase 

in the proportion of return and refund customers—returning an item previously bought in 

store or online—and of click and collect customers—collecting items ordered online.  
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Abstract  

Purpose –The purpose of our study is to investigate antecedents and consequences of 

consumer trust in online shopping in a comprehensive model in an advanced and emerging 

country. 

Design/methodology/approach – We test our hypotheses by analyzing data including 397 

responses from Austria and 205 from the Republic of Moldova through structural equation 

modeling, particularly partial least squares (PLS) path modeling. The quantitative study 

provides new insights in cross-market e-commerce. 

Findings – Results show that perceived company reputation, perceived security and perceived 

website quality have a positive influence on consumer trust in online shopping. Furthermore, 

the present study finds a positive effect of trust on purchase intention. We also analyzed the 

role of perceived risk and found support for the negative relationship between trust and 

perceived risk as well as perceived risk and purchase intention. Moreover, a significant 

difference between Austria and Moldova was observed with respect to the impact of 

experience and website quality on online trust. 

Originality/value – The findings provide an integrative, cross-market perspective on the role 

of consumers` trust in online shopping. We investigate a multitude of technology-related, 

service-related, user-related, and context-related factors influencing online shopping 

behaviour in a comprehensive model in an advanced and emerging market.  
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 1. Introduction  

Webrooming, one of the crucial issues in the present omnichannel retailing dynamics, denotes the 

purchase behaviour of those shoppers who intentionally seek product information online, and later 

purchase offline (Verhoef et al., 2015; Fernández et al., 2018; Kang, 2018). The traces of this 

rising yet challenging phenomenon have already been pronounced by the researchers across 

various retail sectors like electronics, clothing, and footwear (Flavian et al., 2016; Fernández et 

al., 2018), and expected to expand aggressively into other categories like groceries as well 

(Sopadjieva et al., 2017). According to one of the reports published by PwC, 70% of the shoppers 

globally had agreed on intentionally following the webrooming sequence. Even though 

webrooming is rising across various product categories (Flavian et al., 2016; Frasquet et al., 

2015), and hits hard the profitability of online retailers (Chiu et al., 2011; Lemon and Verhoef, 

2016), the phenomenon has not been given much attention.  

2. Purpose 

In lieu of the gaps encompassing present webrooming literature, the study emerges as the first 

piece of research to propose an extended yet integrated SOR (stimulus-organism-response) - 

MOA (motivation-opportunity-ability) paradigm to decipher the webrooming conduct of the 

shoppers. Additionally, in line with Talwar et al., (2021), the current study by introducing the 

element of ‘consequences’ also highlights much-ignored outcomes associated with the 

webrooming sequence.  

3. Conceptual Framework 

The existing piece of research assimilates the stimulus-organism-response (Mehrabian and 

Russell, 1974) and motivation-opportunity-ability (Blumberg and Pringle, 1982) philosophies to 
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interpret the consumers' motivation behind webrooming. While, on the one hand, the conceptions 

of SOR ideology, a widely applied concept in retailing, allows us to capture the role of both 

cognitive and affective factors in fostering webrooming behaviour (Aw et al., 2021), the MOA 

offers a nuanced structured framework for investigating the role of under-explored factors like 

consumers (actual) skills and online retailer’s support in the execution of the webrooming 

sequence. This holds acute relevance as webrooming stands impossible without online retailer’s 

support and services. Additionally, consumers’ lacking skills as regards filtering required product 

information online might not be able to webroom (Arora and Sahney, 2019).  
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In the current piece of research, motivation, opportunity, and ability components have been 

proposed as the ‘stimulus’ that drives the organism’s positive attitude and intentions towards 

webrooming behaviour. The study argues that it is the perceived value (Daunt and Harris, 2017) 

emerging out of an overall multi-channel shopping (webrooming) experience along with the 

habitual strength occurring from past webrooming experience, and relative advantage of 

webrooming (as against directly purchasing offline) that prompts consumers to webroom. 

However, this only becomes possible because of the opportunities emerging on account of the 

availability of multiple channels (Verhoef et al., 2007; 2015; Lemon and Verhoef, 2016), 

consumers technological empowerment  (Chiu et al., 2011) and online retailer’ support and 

services. Additionally, the role of (actual) consumer skills (Pavlou and Fygenson, 2006) as 

regards combining online and offline channels in the single purchase process has also been taken 

into consideration as an aspect of ‘skills’. Further, the researchers argue that combining the online 

search and offline purchase sequence certainly assists shoppers in reducing risks associated with 

shopping (risk aversion) (Arora and Sahney, 2019), in attaining high shopping effectiveness, 

gaining confidence over prospective product choices (Flavian et al., 2016) and experiencing smart 

shopper feelings. (Flavian et al., 2019). However, it is contended that consumers might also 

encounter a sense of guilt (Harris, 2017) as a result of non-reciprocating to the online channels 

that are exploited in the process. 

3. Design/methodology /approach 

The current research work builds a framework for a deeper understanding of the consumer's 

webrooming behaviour by combining the elements derived from the SOR and MOA ideologies 

based on a systematic literature review of the multi-channel shopping, channel choice, cross-

channel free-riding and existing webrooming literature. The methodology has been adopted in line 

with Arora and Sahney (2017).  

4. Practical Implications and Contribution 

Upon validation, the findings of the study can be utilized by both online and offline retailers for 

handling webrooming shoppers. The proposed model certainly highlights the role of motivation, 

ability and opportunity factors that might influence the webrooming conduct of the shoppers. 

Furthermore, ‘consequences’ emerging out of the webrooming sequence have also been 

highlighted, which adds to the uniqueness of the proposed research work.  
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6. Research limitations and outlook 

The proposed model calls for an empirical verification for the genralization and interpretation of 

the findings of the study. The impact of product type and category has also not been taken into 

consideration, which emerges as another key limitation of the study. Future researchers can test 

the proposed model across specific product categories to derive meaningful results.  

7. Originality 

The current study emerges as the first piece of research to decode webrooming from a unified 

structure that integrates the SOR-MOA beliefs. Although the majority of researchers have indeed 

identified the consumer's motivations behind webrooming (Flavian et al., 2016: Aw, 2019: Aw et 

al., 2020) the aspects of opportunity and ability addressed in the present study were essentially 

ignored. Moreover, after-effects of the webrooming sequences have also been highlighted 

capturing the essence of both negative  (feelings of guilt) and positive outcomes (shopping 

effectiveness, smart shopping, avoidance of regret, risk aversion and choice confidence) of 

webrooming.   
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Introduction 

Consumption of plant-based products (PBPs) is rapidly increasing across all worldwide 

markets (Kerry, 2019), with the European plant protein market alone projected to grow and 

reach $2.6 billion by 2025, at a Compound Annual Growth Rate of 7.4 percent between 2020 

and 2025 (Mordor Intelligence, 2020). In the context of this research, a plant-based product is 

referred to as “a food or drink product in which the main ingredient (or ingredients) is a 

substitute for meat or dairy products” (Beacom et al., forthcoming). Increased consumption 

of PBPs can be attributed to a range of factors, such as changing consumer demands and 

desire to make healthier, more sustainable food choices (de Boer et al., 2017; Peschel et al., 

2019). These consumer trends have incited increased innovation, product development, and 

increased breadth of product offering from PBP producers, and retailers have responded by 

increasing emphasis on and space for PBP categories in store, as well as introduction and 

development of their own private label PBP brands (Mintel, 2018; Weinbren, 2019). 

Consumers will be motivated to choose PBPs for various reasons, and it is important for food 

producers and retailers to be able to understand the most important motives to address, as in 

order to develop a particular food market it is important to understand factors which impact 

consumers purchase behaviour in that sector (Rosenfeld and Burrow, 2017; Peschel et al., 

2019; Nguyen et al., 2020). Although there has been a lot of innovation in PBPs, there is a 

lack of knowledge about how best to promote these products to consumers (de Boer et al., 

2017; Peschel et al., 2019). Identifying the motivations of consumers to purchase PBPs, as 

well as the product attributes they value, and perceived gaps in the market, can help inform 

product development and marketing communications about the product, in order to increase 
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the likeliness of product success on the marketplace and thereby increase retailer and 

producer profitability (de Boer et al., 2017; Kempen et al., 2017; Peschel et al., 2019). 

Further, identifying non-PBP consumers attitudes towards different types of PBPs; the 

barriers that prevent them from choosing these products; and the factors that could motivate 

them to choose these products, can help inform how food companies may produce products 

which will appeal to this unresponsive market, and how best to market products to increase 

acceptance and consumption among this group.   

This study therefore aimed to examine (i) influences on PBP consumers buying behaviour; 

(ii) influences on non-PBP consumers prospective PBP buying behaviour; (iii) consumer’s 

evaluation of PBP attributes; and (v) consumer identified PBP market gaps, in order to 

inform product development, and other marketing considerations.  

 

Methodology 

This research used a mixed methods approach collecting both quantitative data (Study 1 - via 

a consumer survey) and qualitative data (Study 2 - via consumer focus groups).  

Study 1. An online survey collected responses from consumers (n=456) in the United 

Kingdom and Republic of Ireland between June and September 2020. A total of 456 valid 

responses were returned and analysed using IBM SPSS v.27 (descriptive statistics and binary 

logistic regression analyses). The sample contained responses both from PBP and non-PBP 

consumers. 

Study 2. Six focus group discussions were facilitated during July and August 2020 with Irish 

and British participants (n=20). Focus group participants were recruited via expressing 

interest at the end of the Study 1 survey. No non-PBP consumers elected to participant, 

therefore all participants were consumers (either regular or infrequent) of PBPs. Thematic 

analysis was applied to the focus group discussion transcripts and NVivo v.12.6.1 was used 

to organise the codes and identify the themes. Ethical approval was sought and granted to 

conduct this research. 

 

Findings 

The majority of the survey sample were currently living in the ROI (86.2%), and almost 

three-quarters (70.8%) were female. The majority of respondents (71.3%) were living an 

urban or sub-urban location, and household income varied among the sample. Most 

participants (87.7%, n=353) consumed PBPs, while the remainder (n=43) were non-PBP 

consumers. Almost two-thirds (59.9%) of the sample consumed PBPs regularly, while almost 

one-third (27.9%) consumed PBPs infrequently. Similarly, the majority of the Study 2 sample 

were living in the ROI (90%), and approximately two-thirds (65%) were female. The sample 

was fairly well distributed according to age category: 18-25 (20%), 26-35 (35%), 40-54 

(35%), 55-74 (10%).  

 

Influences on PBP consumers buying behaviour 

Quantitative analysis (Study 1) identified that females were almost twice as likely as males to 

consume PBPs (OR=2.955, CI=1.409-6.200, p<0.05), and those living in sub-urban or urban 

areas were more likely to consume PBPs than those living in rural populations, with odds 
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ratios of 3.008 (CI=1.293-7.001, p<0.05) and 5.263 (CI=2.043-13.555, p<0.05) respectively. 

Frequency counts indicated that sustainability reasons, animal welfare reasons, and health 

reasons were the most popular motivations for PBP consumers to choose both meat and dairy 

alternatives. Qualitative analysis (Study 2) similarly found these three motivations to be most 

prominent among the sample. Health was cited most frequently, with five consumers stating 

they choose PBPs for health-related reasons, followed by ethical and environmental reasons 

(n=4), and animal welfare (n=3). Other motivations cited included upbringing (n=2), flavour 

(n=2) and a dislike of dairy products (n=1).  

 

Influences on non-PBP consumers prospective PBP buying behaviour 

For non-PBP consumers, Study 1 findings revealed that the most popular potential 

motivations to choose both meat and dairy alternatives were if they thought it was healthier 

than a meat or dairy product alternative, to try something new, and if they thought it was 

better for the environment. The most prominent barriers identified to consuming meat and 

dairy alternatives by non-PBP consumers were concerns about taste, and not seeing a need to 

change their diet, with approximately half of participants selecting these factors as barriers 

for both meat alternative and dairy alternative consumption. Non-PBP consumers were 

generally unwilling to consider purchasing meat or dairy alternatives, with approximately 

half, or two-thirds, of respondents indicating that they would not consider buying any of the 

dairy alternative products, and with approximately 50-80% indicating they would not buy any 

of the meat alternative products. However, of those who responded that they would consider 

buying dairy alternative products, the most popular options for consideration were plant-

based drinks (almond, coconut, other), plant-based dessert, and plant-based yoghurt. The 

meat alternative products that non-PBP consumers were most open to considering buying 

were natural ingredients (such as mushrooms or lentils) to use as a meat substitute when 

preparing meals from scratch, or ready-made products containing these natural ingredients as 

a meat substitute. 

Consumer’s evaluation of PBP attributes 

Study 1 found that the most important PBP attributes for consumers were taste, ingredient 

list, product information on the label, health, and a sustainably produced product. Likewise, 

preliminary analysis on Study 2 data finds that these attributes were most prominently 

discussed by participants, along with price. 

 

Consumer identified PBP market gaps 

Preliminary analysis of Study 2 data identified three themes which related to PBP product 

development or reformulation: (1) functionality of alternatives; (2) desire for natural, 

unprocessed products; and (3) affinity for locally produced products. 

Theme 1: Functionality of alternatives. PBPs lacking the functionality of their alternative was 

cited or agreed upon by almost one-third (n=6) of participants as problematic. Functionality 

was discussed only with relation to dairy alternatives, for example it was felt by five 

participants that PB drinks did not froth or mix well in tea/coffee, and one participant 

discussed issues with the consistency and functionality of plant-based cheese not melting well 

“consistency is quite different in a lot of them they don't melt very well like dairy cheese 

[P20]”. It was indicated therefore that improvements to the functionality of certain dairy 

products would be a useful product development consideration: “I’m always on the search for 
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a plant-based beverage that goes well in tea [P2]”; “I think there’s a lot of room for 

improvement of plant-based cheese products [P20]”. There appeared to be a desire for 

products to emulate meat or dairy in terms of functionality but not necessarily in taste: “I 

don't want to taste anything that tastes like meat [P18]”, and some expressed the view that 

PBPs should not be trying to mimic meat (n=4), and were more likely to be successful if they 

instead focused on “[making] them into a more interesting product of their own” [P10]” 

Theme 2: Desire for natural, unprocessed products. Seven participants explicitly stated that 

they were interested in natural, unprocessed products: “I don't want like meat replacements as 

much as I do just kind of fresh food [P2]”, and some felt the processed, or unhealthy nature of 

some PBPs (being high in fat, salt or sugar) was a barrier to consumption: “negative 

experiences for me would be the fact that those plant based products that are more processed 

and maybe less healthy [P4]”. It was indicated that natural, healthy PBPs would be a 

favoured addition to the marketplace: “I’m looking for something that’s healthy and like 

limited ingredients… I would love to have those just to grab and go and I just don’t think 

there’s enough right now like that [P2]”.  

Theme 3: Affinity for locally produced products. Almost half (n=9) of participants discussed 

buying from local stores or preferring local produce, and five participants stated how their 

choice of retailer was influenced by whether or not they sold local produce and supported the 

local economy: “I guess the shops that I've mainly use would be [store name] and [store 

name] or [store name], so I try not to shop in ones that aren’t bringing money back into the 

Irish economy [P18]” . When considering market gaps, two participants suggested an Irish 

brand plant-based drink: “it would be interesting if there was an Irish version of an oat milk 

being made [P2]”. 

 

Originality 

The study provides new consumer insights on PBP consumers and non-PBP consumers 

motivations and barriers to consumption, which can influence product development 

marketing activity, as well as identifying gaps in the PBP market which represent potentially 

useful areas for product development.  

 

Practical implications 

Females were identified as being more likely to consume PBPs, therefore future research 

should investigate barriers which exist among male PBP consumption, and how to address 

prospective barriers during the product development and marketing process of these products. 

Those living in urban areas were more likely to consume PBPs, this could be attributed to a 

variety of reasons such as beliefs, norms, and availability; but at the most basic level provides 

justification for careful category management of PBPs in more rural areas, to make available 

the most popular PBPs in order to increase familiarity, acceptance and consumption. 

Awareness of PBP consumer motivations for consuming these products and non-PBP 

consumer barriers to, and prospective motivations for, consumption can aid with product 

development and marketing decision making. For example, developing products which 

consider consumers health motivations, and which are sustainably and ethically produced to 

accord with these consumer concerns. Insight into important product attributes for PBPs and 

consumer perceived gaps in the PBP market provides consideration for how to develop 

products which accord with consumer preferences and desires. Ultimately, developing and 
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marketing products in a way which accords with consumer demand will increase likeliness of 

successful brands, increasing revenue and profits for both producers and retailers.  
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INTRODUCTION 

Marketers continue to use direct mail (DM) in the recent years, even in the digital age (DMA 

2018). This could be due to the improvements in collecting relevant consumer data on customer 

purchase history, demographics and geographics and the shift toward retargeted direct mail 

(RDM). RDM is to use the information from past consumers behaviors and send out tailored 

DMs to reactivate customers and entice them to come back to store and repurchase (Forbes, 

2020). The use of RDM has resulted in increase in effectiveness of DM according to business 

presses. The Forbes, for instance, reported that over 84% of consumers would be more likely 

to open a piece of DM if DM is tailored to their needs (Forbes, 2017). 

Although business press predicts that RDMs have a higher relative performance in comparison 

with traditional DMs because they are tailored to customer’s purchase recency (e.g., Forbes 

2017), yet, there is little academic evidence on the effectiveness of the RDM, compared to 

traditional DMs. Therefore, in this study, we aim to empirically investigate the effect of the 

RDM on actual customer purchase behavior and whether its effectiveness depends on customer 

and RDM characteristics. To examine the effectiveness of RDM, we use a large-scale dataset 

from a direct mail agency in the Netherlands.  
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PURPOSE 

The purpose of this paper is to quantify the impact of RDM efforts on customer actual 

purchases. In particular, we address the following research questions: 

1. What is the impact of RDM on customer purchase behavior, namely purchase 

incidence and purchase amount? 

2. For which groups of customers, in terms of behavioral and demographic 

characteristics (e.g., customer demographics, relationship duration with the retailer 

and communication history), is RDM more effective? 

3. Which type of RDM campaigns are more effective, namely transaction-oriented 

RDM versus relationship-oriented DM? 

CONCEPTUAL FRAMEWORK 

The main difference between traditional DMs and RDMs is in their timing. Firms use a RDM 

to retarget the individual customers based on individual’s purchase recency, and by doing this, 

they try to prevent customers from becoming inactive. Hence, RDMs are expected to be more 

relevant and persuasive compared to the traditional DMs, where DMs are sent to all customer, 

no matter how long ago an individual customer has made a purchase. Therefore, we anticipate 

that the RDMs to have a higher relative performance in comparison with traditional DMs in 

terms of customer response. Despite the increased popularity of retargeted direct mail, yet, there 

is little academic evidence on the effectiveness of the RDM. The current literature on direct 

mailings effectiveness has investigated customer response to traditional DMs (e.g., van Diepen, 

Donkers, and Franses 2009; Feld et al. 2013; Vafainia, Breugelmans, and Bijmolt 2019), 

however, it remains silent on the impact of RDM on customer purchase behavior. The extant 

literature on targeted price promotions effectiveness also highlights the incremental benefits of 

targeted promotional offers (Zhang and Wedel 2009; Ansari and Mela 2003). Thus, the first 

objective of this study is to empirically examine the effectiveness of RDMs compared to 

traditional DMs, which is missing in the existing direct marketing literature. 

The impact of RDM may also depend on individual customer characteristics (Lewis, 

Whitler, and Hoegg 2013). In particular, previous studies in relationship marketing literature 

have shown that response to marketing interventions is highly heterogeneous based on customer 

differences in relationship history (such as relationship duration), communication history (how 

recently and frequently customers have received DMs) and socio-demographics (age and 

gender) (Rust and Verhoef 2005; Neslin et al. 2013). Therefore, the second objective of this 

study is to investigate whether customer characteristics can moderate the impact of RDM on 

customer’s purchase behavior.  

In addition, the direct marketing literature distinguishes between marketing 

communications that directly stimulate product or service sales and those that focus on the 

maintenance and development of customer relationships (Gázquez-Abad, Canniére, and 

Martínez-López 2011). In a similar manner, the RDMs can have two different purposes: i) 

RDMs with a transaction-oriented purpose, focusing on triggering customer to take an action 

and then rewarding customers (i.e., when the firm uses a financial incentive to trigger customer 

response) or, ii) relationship-oriented RDMs that focus on the maintenance and development 

of customer relationships (i.e., when the retailer uses non-financial incentive to strengthen the 

relationship with a firm, like a thank you letter). It is largely unknown whether these results are 

generalizable to context or RDMs. Therefore, our third objective is this research is to understand 

whether the type of RDMs (transaction- oriented versus relationship-oriented) moderate the 

effect of RDM on customer purchase behavior. Figure 1 summarizes our conceptual framework. 

 

 

 

38



3 

Figure 1- Conceptual framework 

 

 

METHODOLOGY 

Data 

We address our research questions using a unique customer-level dataset for 10 optical retailers 

in the Netherlands across eight years (2011-2018). These optical retailers are independent and 

do not belong to large chains. Five out of 10 retailers participated in the RDM program, while 

the rest did not. Both of these two groups of the retailers are very similar in terms of customer 

base and location. For the five retailers who participate in RDM, RDM are sent to all the 

customers depending on their last purchase recency, during a purchase recency period of 

maximum four years, with the goal of inviting the customer to re-purchase. So, during this 

period of 4 years, a customer will receive several transaction-oriented and relationship-oriented, 

where in this DMs the retailer tries to re-activate the customers.  

We track purchase behavior, customer characteristics and DM communication history of 

customers who have valid information on age, gender and registration date. These constraints 

leave us with 17,064 customers in the RDM treatment group (5 retailers that participate in 

RDM) and 15,601 in the control group (5 retailers that do not participate in RDM). 

Propensity Score Estimation and Matching 

In order to retrieve the effect of RDM, it is important to disentangle RDM effect from other 

extraneous effects or trends. To do so, we adopt a quasi-experimental design approach using 

propensity score matching to identify non-RDM receivers similar to RDM-receivers, along 

their observed characteristics (for a similar approach, see Datta, Knox, and Bronnenberg 

(2018)). We match customers in the RDM group to a similar customer in the control group, 

based on individual customer demographics (e.g., age, gender), behavioral measures (e.g., 

initialization period spending, purchase frequency and recency, customer duration of 

relationship with the retailer, frequency and recency other traditional direct mailings sent to 

customer besides RDM), Mahalanobis distance algorithm with replacement. We use an 

initialization period of one year (2011) to construct our hold-our period variables (Narang and 

Shankar 2019).  

As shown in Figure 2, matching improves the percentage balance of propensity scores, making 

the matched treated and control groups comparable. This is important evidence that matching 

results in a valid control group. The matching procedure yields 15,677 treated and 15,677 

matched control users. 
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Figure 2. Distribution of Propensity Scores Before and After Matching 

  

 

Treatment Effect 

To estimate the effect of RDM, we compare the purchase outcomes for customers who receive 

RDM compared to the customers in the control groups, who do not receive RDM. The outcome 

variables in our research are customer purchase incidence as well as purchase amount in each 

quarter during the estimation period (2012-2018), where purchase incidence equals to one if 

the customer i makes a purchase in quarter t1 and purchase amount is customer’s spending 

amount2 in quarter t.  

Given that purchase amount only exists if a customer has made a purchase, we need to address 

the potential bias in the regression parameters in the purchase amount equation. To account for 

this selection bias, we employ the Heckman selection model (Heckman 1979), which has found 

other applications in marketing literature (e.g., Ying, Feinberg, and Wedel, 2006). We model 

the purchase amount, conditional on customer’s purchase incidence as follows: 

(1) ⁡ Purchase_Incidence𝑖𝑡 = 𝛽0⁡ +⁡𝛽1𝑅𝐷𝑀_𝑇𝑟𝑒𝑎𝑡𝑖𝑡 +

(∑ 𝛽2,𝑐ℎ𝑎𝑟𝐶𝑜𝑛𝑠𝑢𝑚𝑒𝑟_𝐶ℎ𝑎𝑟𝑎𝑐𝑡𝑒𝑟𝑖𝑠𝑡𝑖𝑐𝑠𝑖𝑡)
𝑐ℎ𝑎𝑟=5
𝑐ℎ𝑎𝑟=1 + (∑ 𝛽7,𝑑𝑢𝑚𝑚𝑦

𝑑𝑢𝑚𝑚𝑦=14
𝑑𝑢𝑚𝑚𝑦=1 𝑌𝑒𝑎𝑟/

𝑆𝑒𝑎𝑠𝑜𝑛𝑑𝑢𝑚𝑚𝑦) +∈𝑖𝑡⁡ 

We model the purchase amount conditional on the occurrence of purchase as follows:  

(2)⁡𝑆𝑝𝑒𝑛𝑑𝑖𝑛𝑔𝑖𝑡 = 𝛽0⁡ +⁡𝛽1𝑅𝐷𝑀_𝑇𝑟𝑒𝑎𝑡𝑖𝑡 + (∑ 𝛽2,𝑐ℎ𝑎𝑟𝐶𝑜𝑛𝑠𝑢𝑚𝑒𝑟_𝐶ℎ𝑎𝑟𝑎𝑐𝑡𝑒𝑟𝑖𝑠𝑡𝑖𝑐𝑠𝑖𝑡)
𝑐ℎ𝑎𝑟=5
𝑐ℎ𝑎𝑟=1 +

(∑ 𝛽7,𝑑𝑢𝑚𝑚𝑦
𝑑𝑢𝑚𝑚𝑦=14
𝑑𝑢𝑚𝑚𝑦=1 𝑌𝑒𝑎𝑟/𝑆𝑒𝑎𝑠𝑜𝑛𝑑𝑢𝑚𝑚𝑦) +∈𝑖𝑡⁡ if ⁡ Purchase_Incidenceit = 1 

where i is the individual, t is the quarter, RDM_Treat is a dummy variable denoting whether 

the customer is in the treatment group. We also control for the customer characteristics that we 

explained in the data section.  

We measure the heterogeneity in treatment effects to examine the potential moderation effect 

of customer characteristics as well as RDM type (transaction-oriented vs. relationship-

 
1 The reason for choosing quarter as our time unit is that customers at optical retailers do not purchase glasses or 

lenses every day or even every month. 
2 We take the logarithm of the spending to reduce the skewness (e.g., Ataman et al. 2010). 
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oriented), by estimating the Model 1 and 2, where we interact these moderator variables with 

the RDM_Treat variable. 

RESULTS 

We present the results of main RDM treatment effect (estimated model 1 and 2 without the 

interaction terms) as well as the moderators (estimated model 1 and 2 including interactions 

with the moderators) in Table 1 and Table 2, accordingly. Results in Table 1 show a positive 

and significant impact of RDM on customer purchase incidence (β=.11, p<.01). However, the 

RDM is not successful in increasing the customer purchase amount (β=.01, p>.1). This shows 

that although RDM are effective in triggering customer to come to store and make a purchase, 

while they do not affect customer purchase amount. 

In addition, we observe that there exists heterogeneity in the RDM treatment effects. In 

particular, the negative significant coefficient of the transaction-oriented RDMs 

(𝛽𝑅𝐷𝑀∗𝑡𝑟𝑎𝑛𝑠𝑎𝑐𝑡𝑖𝑜𝑛_𝑝𝑖= -.07, p<.01; 𝛽𝑅𝐷𝑀∗𝑡𝑟𝑎𝑛𝑠𝑎𝑐𝑡𝑖𝑜𝑛_𝑠𝑝𝑒𝑛𝑑𝑖𝑛𝑔= -.11) indicates that a 

relationship-oriented RDM has a higher impact on purchase outcomes than a RDM transaction-

oriented RDM. This is in line with the finding of where they found that relational mailings 

yielded a higher value than current promotional mailings (Gázquez-Abad, Canniére, and 

Martínez-López 2011). We also see that the effect of RDM on purchase outcomes varies across 

customers. Most notably, the impact of RDM is higher on customer who receive more 

frequently the traditional direct mailings (𝛽RDM∗Frequency𝐷𝑀_𝑝𝑖= .13, p<.01; 

𝛽RDM∗Frequency𝐷𝑀_𝑠𝑝𝑒𝑛𝑑𝑖𝑛𝑔= .14). In addition, a customer of higher age seems to be less 

responsive RDMs (𝛽𝑅𝐷𝑀∗𝑎𝑔𝑒_𝑝𝑖= -.003, p<.01). 

Table 1- Impact of RDM Treatment on Customer Purchase Outcomes 

Variables (log) Spending Purchase incidence 

RDM treatment 0.01 0.11*** 

Age 0.02*** -0.01*** 

Gender -0.10*** 0.07*** 

Customer duration 0.02*** 0.001* 

Frequency_ DM 0.41*** -0.17*** 

Recency_DM 0.01*** 0.00*** 

Season_dummy   

2 -0.12*** -0.02*** 

3 -0.12*** -0.06*** 

4 -0.06*** -0.04*** 

Year_dummy   

2012 -0.07*** -0.09*** 

2013 -0.16*** -0.18*** 

2014 -0.37*** -0.19*** 

2015 -0.31*** -0.21*** 

2016 -0.34*** -0.18*** 

2017 -0.44*** -0.25*** 

2018 -0.55*** -0.32*** 

Constant 4.17*** -0.67*** 
p<.1=*, p<.05=** and p<.01=*** 
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Table 2- Assessing Potential Moderators of the RDM treatment effect 

Variables (Log) Spending Purchase Incidence 

Interaction RDM type RDM treatment *Transaction-oriented -0.11*** -0.07*** 

Interaction Customer 

characteristics 

RDM treatment *Age -0.001 -0.003*** 

RDM treatment *Gender -0.008 -0.009 

RDM treatment *Customer duration -0.07*** 0.01*** 

RDM treatment *Frequency_DM 0.14* 0.13*** 

RDM treatment *Recency_DM 0.02*** -0.08*** 

p<.1=*, p<.05=** and p<.01=*** The independent variables are the interaction effects to capture 

heterogeneous treatment effects 

ORIGINAL/VALUE 

The key contribution of this paper is that we quantify the impact of RDM efforts on customer 

actual purchase outcomes, namely, purchase incidence and spending and how its effectiveness 

depends on customer characteristics and RDM type. An interesting finding is that the RDMs 

are only effective in increasing the purchase likelihood of customer, while not successful in 

increasing their spending. 

In addition, with this paper, we extend the current direct mailing literature by showing that 

relationship-oriented RDMs have a higher impact on customer’s purchase outcomes, compared 

with transaction-oriented RDMs.  

PRACTICAL IMPLICATIONS 

The results of the study will provide valuable insights for managers when allocating their direct 

marketing budget. First, our results suggests that it pays off to send out RDM to customers, 

with the goal of triggering customers to make a purchase and avoid potential permanent 

churning. In addition, our results challenge the common practice of retailers to target customers 

with the transaction-oriented communications, as we found that relationship-oriented RDMs 

are more effective in terms of impacting purchase outcomes. Finally, our results highlight the 

importance of targeting customers based on (behavioral) customer characteristics, as we found 

that customers who received more traditional DM in the past are more likely to respond to 

RDMs. 

SOCIAL IMPLICATIONS 

In this study, showed that the RDMs are more effective for certain customers, then the retailers 

can optimize the DM campaigns and avoid sending them to all the customers, using less papers 

to print that are thrown away. 

RESEARCH LIMITATION AND OUTLOOK 

One limitation of this study is that we rely on natural variation in the data between the retailers 

that participate in RDM and the ones that do not join. Thus, controlled randomized field 

experiments could provide future researchers with unique opportunities for testing specific 

RDM-related manipulations.  

In terms of next steps of this project, we plan to do several robustness checks to add to the 

validity of our results. In addition, we will conduct several contrafactual analyses to calculate 

the effect size of RDM as well as the impact of moderators on purchase outcomes. 
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Introduction 

The strong competition with online stores and the wide diffusion of mobile technologies is 

forcing traditional retailers to innovate their business models (Andriulo et al. 2015). 

Innovative in-store technologies – such as mobile apps, scan-and-go technologies, smart shelf 

technology, robotics, and artificial intelligence – have dramatically changed the ways in 

which retailers offer their services to consumers (Grewel et al., 2017; Pantano & Vannucci, 

2019). The focus of the current working paper is on supermarkets’ use of self-service 

technologies (SST), defined as “technological interfaces that enable customers to produce a 

service independent of direct service employee involvement” (Meuter et al., 2000, p. 50). 

Among the many SSTs available, self-checkout systems (SCS) have become a popular choice 

of both retailers and consumers around the world (Orel & Kara, 2014). Such systems, 

allowing shoppers to scan, bag, and pay for products with little or no interaction with a 

cashier, are beneficial for both consumers and businesses (see amongst others Orel & Kara, 

2014; Sharma et al., 2021; Zimmerman et al., 2019). Typical advantages for firms include 

lower labor costs, greater productivity and perceived service quality, and improved customer 

satisfaction. Consumers for their part gain greater control, benefit from faster check-out and 

more convenience, and avoid unnecessary interactions with service staff. Despite these clear 

benefits, SCSs may also pose some challenges for customers including perceived risks, 

cognitive efforts associated to the service complexity, and the possibility of longer queues and 

waiting time for self-service options (Andriulo et al., 2015; Sharma et al., 2021). It is 

therefore imperative for retailers to analyze shoppers’ perceptions and reactions. Even if an 

in-store technology could theoretically increase customers service levels, the benefits accrued 

from such new technology are largely dependent on how consumers receive it (Inmar & 

Nikolova, 2017). If not welcomed by customers, the introduction of a technological 

innovation can lead to harmful consequences, such as a lack of customers’ intentions or 

negative word-of-mouth (Aloysius et al., 2018; Inmar & Nikolova, 2017).  

A recent innovation that is becoming widely adopted by supermarkets around the globe is a 

new generation of SCSs, i.e. mobile self-checkout systems (mSCSs). Such technology is 

disruptive in the sense that the two subprocesses of the checkout procedure – i.e. scanning and 

payment – can happen at any location in the store and are no longer restricted to a designated 

location such as a cash register. Unlike with fixed SCSs, mobile systems (also called scan-

and-go technology – allow customers to use an identification device to scan the items as they 
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shop, bag them directly, and then use the retailer’s app to pay (Aloysius et al., 2018; Gerow et 

al.; 2017). Amazon is pushing this innovation even further as their so-called Just Walk Out 

Theory (JWOT) even removes the need for consumers to actually scan the items (see 

Chuawatcharin & Gerdsri, 2019; Park & Zhang, 2021; Pillai et al., 2020). Mobile SCSs are 

now facing a “new life” at supermarkets since more and more retailers introduce the 

smartphone scanning process – relying on barcode scanning or Near Field Communication 

(NFC), replacing the more traditional dedicated device scanning process (Andriulo et al., 

2015). In the literature, ample scholars have analyzed the factors that influence customer 

acceptance of SSTs and traditional SCSs (see amongst others Blut et al., 2016). However, 

studies that focus on mSCSs – particularly those based on smartphone scanning – are rather 

scant (Muherjee et al., 2018). 

Purpose 

Given the limited amount of studies particularly focusing on mobile SCSs and the importance 

to analyze shoppers’ perceptions and reactions towards new in-store technologies, our main 

research goal is to investigate consumers’ behavioral intention to use mSCSs at the grocery 

store. Whereas the USA already has a long history in SCSs, the adoption and usage by both 

retailers and consumers is considerably lower in several European countries (Sharma et al., 

2021). We therefore focus on a country in which the introduction of mSCSs using 

smartphones is only at the inception stage. In Belgium, to date, two supermarkets are testing 

the new shopping process in a pilot project. 

Conceptual framework 

To understand the determinants of consumers’ behavioral intention to use mSCSs, we draw 

on the technology adoption and SST literature (Blut et al., 2016; Demoulin & Djelassi, 2016; 

Sharma et al., 2021). In particular, we test an extension of the Technology Acceptance Model 

(TAM3) based on the conceptual model proposed by Demoulin and Djelassi (2016); see 

Figure 1. The model considers the direct impact of perceived usefulness (PU), perceived ease 

of use (PEOU), and perceived behavioral control (PBC) on consumers’ behavioral intention 

(BI). Next, it analyzes its antecedents which are, respectively, subjective norms, reliability, 

and need for interaction; enjoyment, technology anxiety, and social anxiety; and self-efficacy, 

personal responsiveness, and compatibility. In addition, we investigate the direct impact of 

need for interaction and enjoyment on BI, together with the latter’s moderator impact on the 

proposed negative relationship between need for interaction and mSCS BI. We decided to not 

incorporate actual usage in our framework since only few Belgian supermarkets have 

introduced mSCS using smartphones in some of their stores. Finally, we also control for the 

socio-demographic variables age, gender, and education.     
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Figure 1: Conceptual framework 

Methodology 

In order to test our conceptual framework, we collected quantitative data by means of a self-

administered online questionnaire, programmed in Qualtrics. The survey comprises three 

main parts, including (i) questions on consumers’ grocery shopping behavior and check-out 

process, (ii) multi-item scales measuring the constructs of our model, and (iii) socio-

demographic information. The items were measured on a seven-point Likert scale and adapted 

from literature (see Demoulin & Djelassi, 2016). The questionnaire was pilot tested, only 

small modifications were needed. 

Data was collected using a convenience and snowball-based sampling method. The link to the 

online survey was shared among the network of the authors and posted in relevant groups on 

social networking sites. In addition, a large Belgian grocery retailer agreed to share the survey 

with 5000 of their clients.  

The total number of questionnaires completed was 622. After data cleaning, the total number 

of valid answers available for data analysis was 484 – of which 65.1% are female. The 

respondents’ age ranges between 18 and 75, with an average of 45 (SD = 16). The median age 

is 47. The majority of the respondents hold either a professional bachelor (30.8%) or a 

university degree (34.5%). 83.9% lives in Flanders (the Dutch speaking part of Belgium). 

Most respondents visit a supermarket once or twice a week (81.0%). Offline grocery shopping 

is dominant, with 4 out of 5 respondents shopping for groceries only (58.3) or mainly (22.5) 

in-store. The majority is familiar with traditional SCSs, while only 4.8% already used mSCS.   

Findings 

In order to estimate all relationships postulated in our conceptual framework, we applied 

partial least squares structural equation modeling (PLS-SEM). All analyses were completed in 

STATA – version 14. We first performed a validity and reliability analysis for each measure 
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in the structural model. The goodness of fit (GoF) of the final model is acceptable (GoF = 

0.698; average communality = 0.765 and average R² = 0.637).  

Overall, the model explains the intention to use mSCS fairly well, with an R² of 

approximately 78%. The results show that enjoyment (β = 0.46, p ≤ 0.001), perceived 

usefulness (β = 0.26, p ≤ 0.001) and perceived ease of use (β = 0.23, p ≤ 0.001) significantly 

increase consumers’ BI’s. Perceived behavioral control and need for interaction have no 

impact on BI. Of the demographic variables, only age is significant (β = 0.07, p = 0.007). All 

other proposed relationships are found to be significant.   

Contributions 

The present working paper contributes to the growing body of literature on the adoption of 

mobile SCSs (with the smartphone as scanning device). Focusing on a country in which such 

technology is still in a nascent stage, our findings are particularly helpful for retail managers 

to understand consumers’ BI to use a mSCS and to develop suitable strategies for the smooth 

adoption of such shopping system. 
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Introduction 

In 2020, the world was hit by a terrible pandemic. In a few months, the Chinese health 

emergency linked to the spread of COVID-19 has evolved into a global pandemic. This event 

has led to a humanitarian, social and economic crisis whose effects are still difficult to assess 

(Laborde et al., 2020; Martin et al., 2020; McKibbin and Fernando, 2020a and 2020b; 

Lucchese and Pianta, 2020).  

Restrictions due to the coronavirus emergency imposed people to stay at home and socially 

isolate themselves to prevent being infected (Rossi et al., 2020). This certainly had 
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repercussions on the individual inner and social sphere, but also on purchasing behavior, 

giving a huge boost to the spread of e-commerce. During the lockdown, the consumers’ use of 

the online channel has become a need and many companies have suddenly changed their 

habits to implement practices aimed at smart ways of interaction and at digitizing business 

processes. The spreading of the e-commerce has also affected the grocery sector, where the 

online sales were developing more slowly until that moment in many countries.  

These circumstances also involved Italy where, starting from the end of February 2020, the 

Government had taken extraordinary measures to contain the virus circulation. The consumer 

goods companies were subjected to an incredible ‘stress test’: on the one hand, they have had 

to cope with massive waves of physical store purchases; on the other hand, they experienced a 

very rapid acceleration of sales through the online channel (IRI, 2020). 

Moreover, regardless of the pandemic, the development of digital technologies during the last 

decade has allowed consumers to experiment new services and methods of collecting 

information (e.g., mobile app, mobile payment, click and collect, home delivery, assortment 

customization, social commerce) which can influence their decision-making process (Aiolfi 

and Bellini, 2019; Jara et al., 2018; Jih, 2007; Thirumalai and Sinha, 2011). 

Another interesting phenomenon that affected the Italian grocery market in 2020 was the 

strengthening of local and neighborhood retail rediscovered by consumers during the 

lockdown resulting in an increased attention to the short supply chain, the quality of raw 

materials and the environment. The new retail landscape may have a significant impact in 

terms of increasing market share for some physical retail formats and local companies, as well 

as the importance that consumers attribute to the classic drivers of grocery shopping 

behaviour (convenience, price, assortment, communication). 

Finally, the pandemic has triggered the third and most serious economic and social crisis 

since the start of the new millennium, after 11 September 2011 and the Great Recession of 

2007-2011 (OECD, 2020). Consequently, individuals might be affected by the economic 

crisis resulting into greater attention to price saving in their shopping processes.  

All these evidences raise relevant questions regarding the current and future market dynamics 

and, generally, the global crisis due to the pandemic (Ashraf, 2020; Maital and Barzani, 2020; 

McKibbin and Fernando, 2020a; 2020b; Nicola et al., 2020; Statista, 2020; World Bank, 

2020). 

 

Purpose 

The present study is the first investigation of a wider ongoing research on the effects of the 

COVID-19 pandemic on consumer and purchase behavior.  The changes occurred in the ways 

of interaction between companies and consumers, in the channel dynamics as well as in daily 

purchasing behaviors due to social containment measures, make interesting to understand if 

and how consumers’ shopping behaviors have changed and which factors affect such 

behaviors.  

Specifically, the study intends to investigate the effect of some important classic drivers of 

physical retail channel choice (price, assortment, convenience and communication), already 

tested and validated in literature (Valentini et al., 2011; Yu et al., 20111), and of the most 

recent service components (such as mobile payment) on store preference. Contextually, in 

order to understand the effect of concern about health risks linked to the COVID-19 the study 

takes into considerations the attitude towards COVID-19 pandemic and the perceived risk 

towards shopping in offline stores.  
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Conceptual framework 

Our conceptual framework, derived from literature on consumer behavior, bases on the 

following hypothesis (see Figure 1): 

H1: The higher the importance of convenience, the higher the store preference  

H2: The higher the importance of assortment, the higher the store preference  

H3: The higher the importance of price convenience, the higher the store preference  

H4: The higher the efficacy of communication, the higher the store preference  

H5: The higher the importance of mobile payment, the higher the store preference  

H6: The higher the store preference, the higher the repurchase intention 

H7a: The higher the attitude towards COVID-19, the higher the store preference 

H7b: The higher the attitude towards COVID-19, the lower the repurchase intention 

H8: The higher the perception of risk towards offline shopping, the lower the repurchase 

intention 

H9: The higher the attitude towards COVID-19, the higher the risk towards offline shopping  

 

 

 

Methodology 

Sample 

To test the proposed model, an online self-administered questionnaire was filled by a sample 

of Italian consumers. Data were collected in October 2020 using the free software Google 

Forms. Respondents were immediately asked if they were responsible for family grocery 

Figure 1 Conceptual framework 
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shopping. Only those who answered ‘yes’ were able to complete the questionnaire. The final 

sample size was 636.  

Measures 

Measures for the various variables have been adapted from previous research, with some 

modifications made to adapt to the research context. Convenience was measured through the 

7-item scale developed by Saegert et al. (1985). Measure for assortment consisted of four 

items adapted from Homburg et al. (2002) and Guenzi et al. (2009). Price convenience was 

detected through the three items developed by Handelman and Arnold (1999), while the 3-

item scale by Guenzi et al. (2009) was used for measuring the communication variable. 

Mobile payment was assessed through three items adapted from Bhattacherjee (2001). 

Attitude towards COVID-19 pandemic was assessed using the 6-item scale by Ahorsu et al. 

(2020), whereas the five items measuring risk towards offline shopping were adapted from 

Cox and Cox (2001) and Cox et al. (2006). Finally, store preference and repurchase intention 

were measured, with reference to the COVID-19 pandemic, respectively through the 4-item 

and 3-item scales adapted from the scale proposed by Bhukya and Singh (2016) and Dutta et 

al. (2011), adapted to the research objective. All items were constructed using a 7-point 

anchored scale shown in Appendix-Table 1. In addition, demographic questions and grocery 

retail shopping habit were included. 

Analytical procedure 

Data underwent two phases of analysis. First, a confirmatory factor analysis (CFA) with the 

latent variables considered was performed to obtain evidence of convergent and discriminant 

validity of the measurement scales. Second, the paths of the hypothesized relationships were 

explored through a SEM model with maximum likelihood method employed for the CFA 

(measurement model) and for the analysis of the conceptual model. Data analysis was 

performed using the IBM SPSS 25.0 statistical software and the software LISRE 8.80.  

 

Findings 

Respondent Profile 

The sample was represented by 76% women and 24% men, with a mean age of 37.8 (min = 

18; max = 75). Out of the sample, 74.4% live in families from 2 to 4 components; 16% live 

alone and the remaining 9.5% live in families of 5 or more members. The majority of 

respondents (55.9%) do their grocery shopping 2 to 5 times a week, 5.2% every day while 

38.9% once a week or less. 

Analysis of the measurement model 

As the skew and kurtosis statistics showed that the normality assumption was violated, the 

model was estimated using the Satorra-Bentler method (Satorra and Bentler, 1994). The fit 

statistics indicated that the measurement models fit the data well (χ2 = 3318.691, df = 629, p = 

0.000, CFI = 0.97, RMSEA = 0.08, NNFI = 0.96, SRMR = 0.08). All items substantially and 

significantly loaded onto the expected latent construct (Anderson and Gerbing, 1988). All 

constructs also showed satisfactory levels of Composite Reliability (CR) and Average 

Variance Extracted (AVE), exceeding the recommended cut-off points for the adequacy of 

0.70 and 0.50 respectively (Fornell and Larcker, 1981; Steenkamp and Van Trijp 1991). Next, 

discriminant validity was assessed by the Fornell and Larcker’s (1981) criterion. The average 

variance explained by each latent variable was greater than any of the squared correlations 

involving the variable, suggesting that discriminant validity was achieved. Cronbach’s alphas 

were also used to confirm the scales’ reliability. All constructs surpassed the recommended 
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threshold value of 0.70 (Nunnally, 1978). Table 1 in Appendix reports the reliability and 

validity indexes for each construct. 

Tests of the structural model 

The fit indices indicated an acceptable overall fit of the structural model to the data: Satorra–

Bentler scaled χ2 = 3341.649, df = 631, p = 0.000, CFI = 0.965, RMSEA = 0.082, NFI = 

0.958, NNFI = 0.961, SRMR = 0.080.  

Discussion of the results  

Results showed that convenience and mobile payment significantly affect the store 

preference, thus supporting H1 and H5: the higher the importance attributed to convenience 

and mobile payment services the higher the store preference (βconvenience = 0.478, p < 0.01; 

βmobile = 0.478, p < 0.01). On the contrary, H2, H3 and H4 did not found empirical support in 

the data stating that consumers in period of crisis focus move their attention from classic 

drivers to factors facilitating their shopping experience. A significant relationship also 

emerged between store preference and repurchase intention, with the latter increasing as the 

store preference increases (β = 0.722, p < 0.01). Finally, attitude towards COVID-19 

negatively impacted on repurchase intention (β = -0.121, p < 0.01) and simultaneously 

increased risk toward offline shopping (β = 0.738, p < 0.01), thus supporting H7b and H9.  

Contrary to what has been hypothesized, concern about COVID-19 did not negatively affect 

store preference, but increased it (β = 0.108, p < 0.05), while no significant relationship has 

been found between risk toward offline shopping and repurchase intention. Therefore, H7a 

and H8 have not been supported. 

 

 

 

Note: * p < 0.05; ** p < 0.01; ns: p-value>0.05 

 

Contributions and Implications 

Figure 2 Structural Model with standardized coefficients 
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The topic of the determinants of the store choice has always been of interest to marketing 

researchers and managers due to the importance that the store preference has in terms of 

loyalty.  

Although widely covered in the literature, the discontinuity of the current context makes it 

interesting to deepen this issue in order to understand how the classic store preference drivers 

are impacted by the health emergency and the online channel. While the e-commerce could be 

a threat to the survival of the physical store, digital technologies represent a great opportunity 

to innovate the physical store to satisfy the emerging needs of consumers where the search for 

‘convenience’ appears to be a priority. 

It is therefore not surprising that the store preference is strongly influenced by the levers of 

the commercial service (convenience and mobile payment) that are able to satisfy the need for 

making shopping quickly and easily.   

The search for convenience, which has already been occurring for several years, takes on a 

higher priority in the current context because of the restrictions imposed to maintain the 

distancing. Today, more than in the past, consumers need to speed up the shopping process in 

physical stores. In this context, the levers of shopper marketing should be aimed at satisfying 

these needs. Consumers are certainly not interested in doing ‘in- store browsing’ at the 

physical store, but on the contrary they want to be able to shop quickly and safely. Mobile 

payment is one of the services that meet this goal, so it is not surprising that it shows a 

significant and positive relationship on store preference. 

It is interesting to note that store preference is not threatened by the attitude towards the 

COVID-19. On the contrary, the fear of contagion strengthens store preference and reduces 

the mobility of consumers, who prefer to maintain their relationship with the usual point of 

sale. This opens up interesting opportunities for retailers who can support their relationship 

with consumers by leveraging reassurance and offering a convenience shopping experience. A 

consumer who, in this phase of uncertainty and fear, finds a reassuring context in the usual 

store, will hardly betray him even when the health emergency is over. 

The negative impact on repurchase intention to buy can be interpreted relatively to the 

tendency of consumers to reduce the frequency of visits and to concentrate purchases to 

contain the risks of contagion. 

To summarize, this work opens a first insight on the most relevant determinants of store 

preference in the current context of health emergency and explosion of the digital channel. 

There is no doubt that physical stores must aim to offer a shopping experience based on 

convenience and technological services that satisfy both the practicality and the security 

dimension. Finally, the perception of risk in physical contexts opens up interesting 

considerations on the online channel and on how, the latter, can be integrated by retailers as 

part of an omnichannel strategy. 

Keywords 

Shopper behaviour, store preference, Attitude Towards COVID-19 Pandemic, convenience, 

mobile payment  
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Appendix 

 

Table 1. Measurement scales reliability and validity 

Scale Items CR AVE 
Cronbach’s 

Alpha 

Convenience  

(Adapted from Saegert et al. 1985) 

1. The store allows for fast payments and checkouts.  

2. It is easy to navigate the store.  

3. It is easy to park at the store.  

4. The interior of the store is pleasant. 

5. It is easy to find products in the store.  

6. The store is near my house.  

7. The store has well-known brands. 

0.94 0.70 0.94 

Assortment  

(Adapted from Homburg et al., 2002 and Guenzi et al., 

2009) 

1. The store offers the grocery products I am looking 

for.  

2. In this store the number of different grocery 

categories is very high. 

3. The store has a fair assortment of grocery products.  

4. The store has a wide assortment of grocery products. 

0.96 0.86 0.96 

Price Convenience 

(Adapted from Handelman and Arnold, 1999) 

1. A shopper will find the store prices to be, on average, 

lower than the competition. 

2. The store offers its customers very low prices. 

3. The store prices are lower than their competitors' 

prices. 

0.94 0.84 0.94 

Communication 

(Guenzi et al., 2009) 

1. Communication of this store is transparent. 

2. Communication of this store is complete. 

3. Communication of this store makes me want to buy 

here. 

0.93 0.81 0.92 

Mobile Payment 

(Adapted from Bhattacherjee, 2001)  

1. The store allows payments via mobile devices 

(smartphones, tablets).  

2. The store allows mobile payment that makes the 

handling of payments easier. 

3. The store allows the use of payment via mobile 

devices that allow the fast use of mobile apps. 

0.95 0.86 0.95 
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Store Preference 

(Adapted from Bhukya and Singh, 2016) 

1. Since the appearance of COVID 19, I like grocery 

shopping at this store.  

2. Since the appearance of COVID 19, grocery shopping 

at this store gives me pleasure.  

3. Since the appearance of COVID 19, among all other 

retail stores located in this vicinity, I like to shop at 

this grocery store only. 

4. Since the appearance of COVID 19, this grocery store 

is my preferred choice to shop. 

0.91 0.71 0.91 

Repurchase Intention 

(Adapted from Dutta et al., 2011) 

1. If you need a grocery product in the future, how likely 

are you to shop at this grocery store? 

2. If you ever purchase a grocery product again, how 

likely are you to buy it from this grocery store? 

3. How likely are you to revisit this grocery store for 

your shopping needs? 

0.96 0.90 0.96 

Attitude Towards Covid-19 Pandemic 

(Ahorsu et al., 2020) 

1. I am most afraid of Covid-19. 

2. It makes me uncomfortable to think about Covid-19. 

3. My hands become clammy when I think about Covid-

19.  

4. I am afraid of losing my life because of Covid-19.  

5. I cannot sleep because I’m worrying about getting 

Covid-19.  

6. My heart races or palpitates when I think about 

getting Covid-19. 

0.89 0.55 0.88 

Risk towards offline shopping 

(Adapted from Cox and Cox, 2001 and Cox et al., 2006) 

1. Going shopping is risky. 

2. Going shopping can lead to bad results. 

3. Going shopping have uncertain outcomes. 

4. Going shopping makes me feel anxious. 

5. Going shopping would cause me to worry. 

0.92 0.65 0.92 
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Introduction 

COVID-19 pandemic has challenged people around the world since 2019, forcing countries to 

prevent the spread of the virus, e.g. via “lockdowns”, during which people are supposed to 

socially distance themselves from other individuals and during which businesses are 

temporary closed (Smith et al., 2020; Pantano et al., 2020). Such situations of crises result in 

people being uncertain about their current situation as well as the future, resulting in different 

types of psychological distress and even triggering a fear of death (Li et al., 2020). To boost 

their mood, when feeling bad, previous research has shown that people tend to make more 

impulse purchases (Maxwell and Kover, 2003). Recent research has also demonstrated this 

behaviour during the COVID-19 pandemic, identifying a dynamic effect between perceived 

uncertainties and impulsive buying (e.g. Xiao et al., 2020). Psychological distress and 

uncertainty during the pandemic can arise from different factors like social isolation (Smith et 

al., 2020), an overload of input through social media (Glowacz and Schmits, 2020), mixed 

information (Li et al., 2020) and the threat of life due to the virus (Naeem, 2020; RKI, 2021).  

Because of the closed stores, as well as the danger of the virus to health and even life, online 

shopping has become the only alternative for many people and has been used even more 

frequently than it was before the crisis (PwC, 2020; Pantano et al., 2020). Online shopping 

has also become an increasingly relevant topic before the crisis among older people who have 

not grown up with the internet (Lian and Yen, 2014). Since this age group in particular is at 

risk of life-threatening symptoms from COVID-19 (RKI, 2021), it is interesting to look at the 

different age groups and in particular the online shopping behaviour of older adults. 

Ambivalent to the life-threatening risks posed by the virus, younger people also show 

psychological uncertainties during the pandemic (Glowacz and Schmits, 2020). 

Purpose 

While prior research has already examined how people’s impulsive consumption is affected 

by COVID-19 (e.g. Li et al., 2020) as well as why impulsive buying arises during crises like 

the COVID-19 pandemic (e.g. Xiao et al., 2020), we extend literature by investigating the 

effect of impulsive buying on individuals’ online shopping behaviour. Hence, we formulate 

our research question: Is online shopping behaviour influenced by impulsive buying during 

COVID-19 pandemic? In doing so, we also investigate comparisons with individuals’ 

behaviour before the COVID-19 pandemic. Furthermore, the different age groups as well as 

the impact of psychological uncertainties shall be considered in respect of the research 

question.  
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Conceptual framework 

We draw on Lazarus and Folkman’s (1984) coping theory, according to which individuals 

have to permanently evaluate environmental influences of which emotions arise from. If these 

influences are perceived as threatening, challenging or dangerous, individuals try to cope with 

them. Recent research has already applied coping theory in the context of the COVID-19 

crisis, showing that individuals attempt to cope with negative emotions during the pandemic 

through impulsive buying (Xiao et al., 2020; Li et al., 2020). Naeem (2020) identified 

impulsive buying behaviour to be triggered by, among other things, misinformation, 

misinterpretation, the danger of going out and recommendations to stay home. Furthermore, 

we refer to terror management theory (Greenberg et al. 1986), stating that events reminding 

people of death create insecurity. The theory argues that individuals try to cope with the 

reminder of mortality with their cultural worldview as well as enhancing their self-esteem (i.e. 

by possession and wealth) (Greenberg et al., 1986; Greenberg and Arndt, 2011). Hence, we 

expect a greater consumption of individuals during COVID-19 pandemic, representing a 

reminder of mortality. 

Since brick-and-mortar stores have been temporarily closed and people are scared of going 

outside due to the virus (Naeem, 2020), online shopping has become even more important 

(PwC, 2020; Retail Customer Experience, 2020). Online shopping represents a shopping 

opportunity enabling easy access for impulsive buying from home (Thakur et al., 2020). 

Hypothesis 1: Impulsive buying has a positive effect on online shopping behaviour during 

COVID-19 pandemic. 

Hypothesis 2: The effect of impulsive buying on online shopping behaviour during COVID-19 

pandemic is stronger than before the pandemic. 

Previous research has already investigated a dynamic effect between perceived uncertainty 

during the COVID-19 pandemic and impulsive buying (Xiao et al., 2020). Naeem (2020) has 

already identified several psychological aspects that increase impulsive buying during the 

COVID-19 pandemic. These include fear of illness, empty shelves or higher prices as well as 

disinformation or the risk of contracting the virus. Interestingly, research by Huang and Zhao 

(2020) in China has shown that younger people are particularly affected by psychological 

problems like depression or anxiety during the COVID-19 pandemic. Glowacz and Schmits 

(2020) confirmed these results, identifying younger people to suffer from higher 

psychological distress. While all groups of ages are affected by restrictions like the 

“lockdown” as well as risk of illness due to COVID-19, older people are more often affected 

by life-threatening symptoms (RKI, 2021). Thus, age has become an interesting factor to be 

considered during the COVID-19 pandemic.  

Hypothesis 3: Age moderates the effect of impulsive buying on online shopping behaviour 

negatively. 

Hypothesis 4: Psychological uncertainty (1) moderates the effect of impulsive buying on 

online shopping behaviour during Corona pandemic negatively and (2) the moderation differs 

between age groups and (3) psychological uncertainty shows different degrees of expression 

according to age group. 

Finally, our research model is illustrated in figure 1. 
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Figure 1: Research Model. 

 

Methodology 

To test the hypotheses, an online questionnaire was used to collect data in Germany at the 

time of the second lockdown from 14 December 2020 to 14 January 2021 during which all 

non-grocery stores were closed. The questionnaire was distributed via e-mail and social 

networks. A sample of N=527 consumers (51.8% female and 48.2% male) was generated. 

The participants age range from 15 to 83 years, with an average age of around 38 years. 

Four items to measure impulsive buying were taken from Ridgway, Kukar-Kinney and 

Monroe (2008) and adapted to test impulsive buying before (α=0.836; AVE=0.566; 

CR=0.838) and during (α=0.861; AVE=0.618; CR=0.865) the pandemic. The construct 

psychological uncertainty with its four items was adapted from Rafferty and Griffin (2006) 

(α=0.840; AVE=0.586; CR=0.848). To test our dependent variables, we follow Kim and 

Benbasat (2006) as well as the globalwebindex (2020), asking for the frequency of online 

shopping before and during the pandemic using single-item measures. 

We decided against dividing the age according to the calculated median for an equal division, 

since the sample contains predominantly younger participants. We divided the sample into six 

age groups, ranging from 15-24 years (N=144; 27.3%), 25-39 years (N=159; 30.2%), 40-49 

years (N=92; 17.5%), 50-59 years (N=70; 13.3%), 60-69 years (N=36; 6.8%) and over 70 

years (N=26; 4.9%).  

For testing our research model, we calculated a covariance-based structural equation model 

(CBSEM) by using AMOS 26 for customers´ buying behaviour before and during COVID-19 

pandemic as well as the moderating effect of psychological uncertainties during the pandemic 

(Reinartz et al. 2009). We have calculated various models for six different age groups. We 

used SPSS to calculate the mean value of psychological uncertainty of each age group 

(Weiber and Mühlhaus, 2014). 

Findings 

Results of the CBSEM analyses show a positive effect of individuals’ impulsive buying on 

their online shopping behaviour before as well as during the COVID-19 pandemic. 

Furthermore, the effect during the pandemic (ß=0.282, p<.001) is greater than before the 

pandemic (ß=0.157, p<.001). These findings support hypotheses 1 and 2.  

Results of the CBSEM analyses calculated for the different age groups are illustrated in table 

1, supporting hypothesis 3. 

 

 

Impulsive Buying 

before/during COVID-19 

pandemic 

Online Shopping 

Behaviour before/ during 

COVID-19 pandemic 

Age 

Psychological 

Uncertainty 
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  Impulsive Buying before/ during COVID pandemic   

Online 

Shopping 

Behaviour 

15-24 

years old 

25-39 

years old 

40-49 

years old 

50-59 

years old 

60-69 

years old 

over 70 

years old 

Before COVID 0.168** 0.175** n.s. n.s. n.s. n.s. 

During COVID 0.350*** 0.336*** 0.245** n.s. n.s. n.s. 

Sig.:* p <0.1;** p <0.05;*** p <0.001       

Table 1: Standardized Regression Weights. 

 

We could not identify a significant moderating effect of psychological uncertainty when 

considering all groups of age and thus have no supporting results for the first part of 

hypothesis 4. However, there is a significant moderating effect for the youngest (15-24 years 

old, ß=-0.510, p<.1) and oldest (over 70 years, ß=-1.726, p<.05) aged. Not showing a 

standardised regression coefficient between -1 and +1, the values testing for multicollinearity 

were measured, indicating for no multicollinearity (impulsive buying: tolerance=.961; 

VIF=1.04 and psychological uncertainty: tolerance=.961; VIF=1.04) (Belsley et al., 1980). No 

other age group showed significant results. These diverse findings between the age groups 

support our suggestions of the second part of hypothesis 4. Furthermore, mean values of each 

age group showed different degrees of expression of psychological uncertainties. Especially 

the two groups of 15-24 (MV=4.28, SD=1.43) and 60-69 (MV=4.31, SD=1.35) year olds 

showed greater psychological uncertainties compared to the other groups supporting the last 

part of hypothesis 4. 

Contributions 

While previous research in the context of COVID-19 pandemic explored the reasons for 

impulsive buying (e.g. Xiao et al., 2020), our research was able to show that impulsive buying 

led to an increased online buying behaviour during COVID-19 pandemic. Thus, results are 

consistent with previous literature identifying people to react with coping processes and in 

this case impulsive buying during a crisis (Biggs et al., 2017; Xiao et al., 2020). In addition, 

results are consistent with terror management theory (Greenberg et al., 1986), predicting an 

increased consumption during the pandemic (Kasser and Sheldon, 2000). Results are in line 

with research by Wood (1998) showing a significant effect of impulsive buying on online 

shopping behaviour before the crisis up to the age of 39. Furthermore, 40-49 year olds also 

show a significant effect of impulsive buying on online shopping behaviour during the 

pandemic. These findings are in line with research by Pantano et al. (2020), saying that older 

people more often use online shopping during than before the pandemic due to benefits like 

safe shopping. 

Although recent research recognised psychological uncertainties during the COVID-19 

pandemic (e.g. Li et al., 2020; Xiao et al., 2020), no moderating effect of psychological 

uncertainties was found in our research when considering all age groups. However, 

ambivalent findings of psychological uncertainty and mortality rate due to COVID-19 of 

younger adults were found. Previous research has also measured psychological uncertainties 

during the pandemic, particularly in young people, with these caused by infections with the 

virus of close people, contact via digital media or intolerance of uncertainty (Glowacz and 

Schmits, 2020). Psychological uncertainties of the age groups over 60 can be explained by the 

greater risk to life due to the virus (RKI, 2021). 
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Practical implications, research limitations and outlook 

The particular influence of social distance on younger adults should be given special 

consideration in future research and during future crisis to protect this age group from 

psychological uncertainties. Retailers should particularly target younger and older people for 

approaches such as click and collect. Furthermore, retailers should be aware of older people 

as an increasing target group for online shopping. In general, retailers should be empathic 

during the pandemic to keep customers loyal in the long term (Pantano et al., 2020). 

Especially in online shopping, psychological uncertainties of younger and older consumers 

should not be exploited by encouraging impulsive buying through e.g. website design or price 

discounts (Ling and Yazdanifard, 2015). Retailers should also clearly communicate that 

sufficient goods are available and that panic buying is not necessary. 

Limitations for our study are the small sample size of older consumers and the resulting 

uneven distribution of age groups. Furthermore, the data were collected during the second 

lockdown in Germany, with the pandemic characterised by different stages and 

manifestations. Data from before the pandemic were recorded retrospectively, which could 

lead to possible biases. Nevertheless, interesting results were achieved with the study. The 

survey at different times during and after the crisis as well as the focus on younger and older 

consumers could be interesting for future research. 
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Introduction 
The customer's need for individualization is a megatrend that is particularly reinforced by online 
retailing and its product diversity (Ternès et al., 2015). Companies individualize products and 
services to achieve higher customer loyalty, to increase the benefits for the customer 
(Reichwald et al., 2009), and to gather additional information about customer needs (Fogliatto 
et al., 2012). The opportunity for customer individualization is already established for many 
years in the manufacturing industry through modularization and postponement strategies 
(Kölmel et al., 2019; Shaik et al., 2015). In contrast, when it comes to the design of last mile 
logistics, customer participation has been denied mainly to date (Nguyen et al., 2019).  
This results from the fact that individual adjustments result in considerable additional costs for 
the retailer or logistics service provider (Witten and Schmidt, 2019), which customers are 
usually unwilling to pay. Accordingly, we expect that customers will only pay a surcharge for 
delivery if this results in a direct benefit. Such a benefit may be achieved if the offered delivery 
options make a sustainable contribution. The last mile offers various potential for optimization 
as it is the most expensive, inefficient, and polluting part of the supply chain and negatively 
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affects sustainability issues (Gevaers et al., 2011). Due to increasing customer demands in terms 
of sustainability, it is expected that customers would preferably select sustainable deliveries, 
thus increasing their willingness to accept the associated costs. 
In this context, we are focusing on the food retailing sector because it has special requirements 
for packaging and transport, which are also embedded mainly in law (Dworak and Burdick, 
2002; Vahrenkamp et al., 2012). There are legal regulations and controls in the areas of food 
hygiene, temperature safety, data protection, and product traceability. For example, food is 
guaranteed by law to remain fresh until the best-before date (Hagenmeyer, 2006). For this 
guarantee, an uninterrupted cold chain between producers and consumers is essential 
(Vahrenkamp et al., 2012).  
Purpose 
To be able to offer individualization options and evaluate them in terms of sustainability, it is 
first necessary to investigate logistics options in the last mile for the delivery of online ordered 
goods. Therefore, this paper deals with delivery options that can be offered to customers in 
online grocery retailing, leading to the following research question: 
Which delivery options are suitable for individualizing the delivery of online ordered food 
under sustainable aspects? 
The identification of delivery options is intended to serve as the basis for discrete choice 
experiments (DCE), which will be further used to determine customers' preferred delivery 
options. Delivery options are represented by different attributes and associated levels. An 
attribute is, for example, the transport vehicle or the time of delivery. In the case of transport 
vehicles, associated levels could be cargo bikes, e-vehicles, drones, or parcel robots.  
Methodology 
A literature review was conducted to determine the relevant attributes and levels for the delivery 
of online purchased groceries. The literature review is based on the approach of Denyer and 
Tranfield (2009). The Scopus database was used for the search using the search terms 'e-
commerce', 'online retailing', 'consumer logistics', 'home delivery', 'last mile', in combination 
with 'sustainability' and 'food' or 'grocery'. As the identified delivery options serve as the basis 
for creating a DCE, the number of attributes and levels must be limited. This is because too 
many attributes and levels lead to cognitive overwhelm and decreasing motivation to finish the 
survey for the DCE (Backhaus et al., 2015).  
The selection of suitable attributes and levels is based, among other things, on the possibility 
of creating multiple levels for an attribute, which is an essential requirement for a DCE 
(Hensher et al., 2015; Louviere et al., 2000). Therefore, some attributes are not considered in 
our approach, such as several services, e.g. the possibility to change delivery options 
subsequently, an emission offset for delivery, or the take-home of returned empties. Also, some 
attributes are not considered because the contribution to sustainability is not clear, which is, 
however, the focus of this investigation. This applies, for example, to the choice for a specific 
logistics service provider. Here, there is no basic information about whether and which logistics 
service provider is more likely to behave sustainably. Furthermore, the shipping costs are not 
included in our selection, although it is a decisive factor in deciding to order a product online 
(Garver et al., 2012; Nguyen et al., 2019). However, we consider the shipping costs as a result 
of the selected delivery options and not as a delivery option itself.  
Findings 
The literature review resulted in a total of six attributes and associated levels that are relevant 
for individualization in the last mile. Different means of transportation are considered of high 

68



importance in terms of sustainability impacts, as it is one of the sources of greenhouse gas 
emissions, noise, and congestion in the urban area (Saenz et al., 2016). There are a variety of 
different types of vehicles that are used for the delivery of packages. These include conventional 
motor vehicles as well as some innovative alternatives, such as e-vehicles, cargo bikes, drones, 
parcel robots, or autonomously driving vehicles (Mangiaracina et al., 2019). However, these 
innovative solutions have not yet been sufficiently tested on the market and often still face legal 
problems (Clausen et al., 2016). Accordingly, the three levels for this attribute are set as 
follows:  

1. Conventional vehicle: Transporters and vehicles whose engine is based on fossil fuels 
2. E-Vehicle: Electronically operated vehicles 
3. Cargo bike: The engine relies purely on muscle power 

Furthermore, the delivery speed can be considered for the individualization of deliveries. 
Having adequate lead time allows for improved route planning and increased capacity 
utilization, which reduces CO2 emissions per package (Witten and Schmidt 2019). Short 
delivery times, in contrast, negatively affect CO2 emissions (Manerba et al., 2018). The most 
common option is still the standard shipping, which takes on average 2-5 working days, but 
also same-day or next-day deliveries are becoming increasingly popular in online retailing 
(Winkenbach and Janjevic, 2018). Consequently, we define the three levels:  

1. Standard shipping: If you order today, the delivery will be made in the next 2-5 
working days 

2. Next-day delivery: If you order today, the delivery will be made on the next day 
3. Same-day delivery: If you order today, the delivery will be made on the same day 

Also, the customer can be offered different time slots for deliveries. The purpose of this is to 
ensure the customer's presence and avoid potential further delivery attempts, which have a 
negative impact on sustainability. Time windows for delivery are often limited to date and 
collide with consumers' work schedules. Therefore, after-hours delivery options are crucial for 
this market's growth (Grant et al., 2014). We define three levels for this attribute:  

1. 08:00-12:00: Delivery takes place in the morning between 8 and 12 o'clock 
2. 12:00-16:00: Delivery takes place in the afternoon between 12 and 16 o'clock 
3. 16:00-20:00: Delivery takes place in the evening between 16 and 20 o'clock 

A significant optimization potential for the last mile is seen in the place of delivery. Offering 
different delivery places contributes to avoiding failed home deliveries, resulting in multiple 
delivery attempts, increased costs, and high CO2 emissions. The most common delivery option 
is standard home delivery, where goods are delivered to the customer's doorstep and handed 
over in person (Brabänder, 2020). Another alternative is home delivery with a drop-off location 
or dropping off the package at a neighbour's home. Likewise, the click and collect model option 
includes self-collection by the customer from the store, a pick-up point, or a packing station 
(Mangiaracina et al., 2019; Schnedlitz et al., 2013). Individual drop-off locations, as well as 
self-collection by the customer, are more sustainable than home deliveries, as there is the option 
of bundling individual shipments (Ziegler 2018), and there is no defined time window for the 
deliveries (Hübner et al., 2016). Also, the recipient does not have to be present to receive the 
shipment but can pick it up at a later time (McKinnon und Tallam 2003). We use three levels 
for the attribute of the delivery location:  
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1. Attended home delivery: Home delivery with a personal collection of goods 
2. Unattended home delivery: Home delivery without a personal collection of the goods 

but with individual drop off locations such as the garden or garage or delivery to a 
neighbour's house 

3. Collection by customer: Delivery is made to a store (click and collect), packing station, 
or pick-up station and is collected by the customer 

The packaging of deliveries is also considered a delivery option, making an important 
contribution to sustainability. In online retailing, packaging provides the opportunity to close 
potential information gaps and thus offers the customer added value (Kölmel et al., 2019). Also, 
the increasing environmental awareness of many consumers can be met by environmentally 
compatible packaging (Schmidt, 2019). Packaging has a high impact on energy consumption 
during transportation (Schnedlitz et al., 2013). It also contributes to the problem of excessive 
waste production and environmental pollution, as especially disposable packages are often 
perceived as a throwaway product (Pålsson et al., 2017). For these reasons, reusable packaging 
is increasingly being used alongside conventional disposable containers, even if it is sometimes 
assumed that reusable packaging is less economically efficient (Mollenkopf et al., 2005). 
Accordingly, we define the two levels for the packing attribute:  

1. Disposable packaging: Packaging that can be used only once and is considered waste 
after delivery 

2. Reusable packaging: Packaging that can be reused several times 
Lastly, shipment information is used as an attribute. Knowing when and where the ordered 
package is located, additional delivery attempts can be avoided, as the customer can ensure his 
or her presence for delivery based on this information (Lörcher, 2019). As this information also 
increases the probability of a successful first delivery, the provision of detailed shipment 
information is also assumed to make a positive contribution to sustainability. Furthermore, 
successful delivery enhances the shopping experience and, thus, the customer's benefit. We 
define three levels of shipment information: 

1. Standard information: You receive only the standard information after the order, on 
which day the delivery is expected to arrive 

2. Progressive Tracking: You get information for each process step that the package goes 
through. For example, when the package is sent, when it arrives at the last delivery 
centre, or when it is loaded into the delivery vehicle 

3. Live Tracking: You always receive the latest information about where the parcel is at 
the moment, and you get detailed information about the delivery time 

The presented attributes and associated levels are summarized in Table 1. 
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Table 1: Attributes and levels for individualizing the delivery of online ordered food 
Attributes Levels 

Means of transport 
Conventional transporter 
E-vehicle 
Cargo bike 

Delivery speed 
Standard shipping 
Next Day 
Same Day 

Time slot 
08:00-12:00 
12:00-16:00 
16:00-20:00 

Place of delivery 
Attended home delivery 
Unattended home delivery  
Collection by the customer 

Packaging Disposable 
Reusable 

Shipment information 
Standard information 
Progressive tracking 
Live tracking 

Contributions 
So far, the idea of individualization of deliveries is an under-researched area, and the knowledge 
in the field on individualized sustainable last mile logistics solutions is limited. The theoretical 
contribution of our article is accordingly a synthesis of relevant delivery options that enable 
both individualized and sustainable delivery on the last mile. Due to increasing customer 
demands for the delivery of goods ordered online, we see great potential for retailers and 
logistics service providers in the area of last-mile individualization.  
Outlook 
Further investigation of our presented attributes and levels can help understand customers' 
preferred delivery options. Retailers and logistics service providers can then integrate these 
insights into strategic planning, which can lead to customer-specific service improvements and 
thus enhance their own competitive positioning. To enable this, the presented delivery options 
serve as a basis to measure customer preferences using discrete choice experiments and run 
simulations evaluating the customer's chosen delivery option's sustainable impact. This allows 
to capture customer preferences and, by providing feedback on the sustainable impacts, enables 
critical reflection and, if desired, an adaptation of logistics options by the customers towards 
more sustainable deliveries (Freitag and Kotzab, 2020).  
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Abstract 

This article examines the positive and negative perceptions of loyalty programs (LPs) based 

on a qualitative study with 25 consumers. It highlights in particular customers’ need for more 

equity from retailers, and shows that despite some positive perceptions of LPs, (e.g., 

programs restoring purchasing power, in particular through private label offers), many 

shortcomings lead to customer frustration, especially when they argue that loyalty programs 

seek to steer their purchases and incite them to consume, or when they encourage them to 

engage in opportunistic behavior. 

 

Keywords: Loyalty programs; positives and negatives perceptions of LPs; iniquity; theory of 

justice; distribution 

 

LES PERCEPTIONS POSITIVES ET NEGATIVES DES PROGRAMMES DE 

FIDELITE DU POINT DE VUE DES CONSOMMATEURS : CAS D'ETUDE DANS 

LA DISTRIBUTION ALIMENTAIRE ET LA PARFUMERIE 

 

Résumé 

Cet article étudie les perceptions positives et négatives des programmes de fidélité (PF) sur la 

base d’une étude qualitative auprès de 25 consommateurs. Il met particulièrement au jour le 

besoin des clients pour davantage d’équité de la part des distributeurs, et montre que malgré 

quelques perceptions positives des PF (e.g., des programmes redonnant du pouvoir d’achat, 

notamment via les offres sur les marques de distributeurs (MDD)), beaucoup de lacunes 

amènent à la frustration des clients, notamment lorsqu’ils déclarent que les programmes de 

fidélité cherchent à leur dicter leurs achats et à les inciter à la consommation, ou encore 

lorsqu’ils les incitent à adopter des comportements opportunistes. 

 

Mots-clés : Programmes de fidélité ; perceptions positives et négatives des PF ; iniquité ; 

théorie de la justice ; distribution 
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LES PERCEPTIONS POSITIVES ET NEGATIVES DES PROGRAMMES DE 

FIDELITE DU POINT DE VUE DES CONSOMMATEURS : CAS D'ETUDE DANS 

LA DISTRIBUTION ALIMENTAIRE ET LA PARFUMERIE  

 

Introduction  

En principe, les récompenses associées au PF permettent d’établir une réciprocité entre le 

client et l’entreprise (Kumar et Shah, 2004), dans le but de rendre la relation d’échange plus 

équitable. Cependant, malgré l’abondance de la littérature sur les PF, peu de recherches se 

sont intéressées à la question de l’équité dans les PF (Lacey et Sneath, 2006). Pourtant, nous 

pensons qu’elle pourrait expliquer les raisons de l'échec de nombreux programmes, qui 

demeurent encore ambigües à la fois pour les chercheurs et pour les distributeurs (Steinhoff 

et Palmatier, 2016). En effet, d’après la théorie de l’équité, les individus devraient recevoir 

des récompenses proportionnelles à leurs efforts ou à leurs inputs (Adams, 1965).  

Objectif de la recherche 

Cet article se donne pour objectif de comprendre quelles sont les perceptions positives et 

négatives des membres actifs des PF, placés en situation à la fois de valorisation et de critique 

vis-à-vis des PF. En effet, selon Lacey et Sneath (2006), les membres des PF manifestent des 

perceptions concernant leurs inputs (e.g. argent, temps, effort, coût d’opportunité) et les 

outputs des PF (e.g. bénéfices tangibles et intangibles), et, ils éprouvent un sentiment d’équité 

dans l’échange lorsqu’ils perçoivent qu’ils sont équitablement récompensés. Dans le cas 

contraire, le programme sera perçu comme inéquitable au regard des efforts consentis par les 

clients, suscitant ainsi des évaluations négatives (Pez, 2012). La théorie de la justice fournit 

une base théorique pour étudier l’équité perçue, étant donné qu’elle conceptualise la justice 

comme une équité (Shulga et Tanford, 2018). 

Revue de la littérature 

Les effets positifs des programmes de fidélité  

Les programmes de fidélité sont mis en œuvre dans le but d’encourager l’achat répété en 

récompensant les clients fidèles via des bénéfices économiques, hédoniques et symboliques 

(Mimouni-Chaabane et Volle, 2010). Ils sont conçus de telle sorte qu’ils délivrent à leurs 

membres un traitement préférentiel par rapport aux non membres (Söderlund et Colliander, 

2015), générant ainsi des sentiments de gratitude à court terme qui entraînent la performance 

de l’entreprise à long terme sur la base des comportements réciproques liés à la gratitude 

(Palmatier et al., 2009). Cette gratitude est définie comme « l’appréciation émotionnelle des 

bénéfices perçus, accompagnée par le désir de réciprocité » (Palmatier et al., 2009, p. 1). En 

effet, les jugements de satisfaction à l’égard du PF impactent positivement la fidélité au 

magasin à travers l’engagement émotionnel et normatif envers le dit programme (Pandit et 

Vilches-Montero, 2016).  
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Les effets négatifs des programmes de fidélité  

Les PF peuvent inciter les consommateurs à renoncer à leurs informations personnelles en 

échange d’avantages qu’ils ne recevraient peut-être jamais (Lacey et Sneth, 2006). De plus, 

les clients peuvent être découragés à participer activement à des PF en raison de leur nature 

non standardisée, a fortiori lorsque les règles de rédemption des récompenses sont complexes 

(Shugan, 2005). De même, l’association d’une reconnaissance promise avec le caractère 

hautement standardisé des PF présente un aspect discordant (El Euch et Roux, 2012). Pez et 

al. (2017) ont exploré ce côté sombre des PF, en examinant les effets négatifs de la pression 

des PF sur le bien être psychologique des clients. Ils ont montré que la pression perçue peut 

être source de regret post achat, d’inconfort dans la relation et de mal-être pour les 

consommateurs. Ces actions provoqueraient chez certains clients l’effet inverse, en suscitant 

la réactance à l’égard des PF (Wendlandt et Schrader, 2007).  

Méthodologie 

Vingt-cinq participants actifs aux PF de la distribution alimentaire et de la parfumerie ont été 

interviewés en 2016 en région parisienne. Notre choix pour les PF de ces deux secteurs était 

lié au fait que, d’une part, ils sont les plus répondus dans le domaine du retail, et de l’autre 

part, leur système de récompense est basé majoritairement sur des récompenses économiques 

matérialisées par des réductions sur le prix et le cumul de points. Par conséquent, ils peuvent 

susciter chez les bénéficiaires de ces programmes des effets positifs et négatifs similaires et 

simultanés (cf., annexe 3). L’échantillon est un échantillon de convenance dans lequel nous 

avons interrogé des personnes qui présentaient des différences en termes de niveau social, 

scolaire, financier, d’âge et de situation familiale (cf., annexe 2). Des entretiens semi-directifs 

ont été conduits dans plusieurs endroits (domicile du participant, bars, université, centres 

commerciaux). Un guide d’entretien (cf., annexe 1) a été élaboré sur la base de la revue de la 

littérature. L’analyse de contenu des discours recueillis a été réalisée selon une double 

approche, à la fois inductive et déductive (Gavard-Perret et al., 2012). L’unité de codage 

choisie était la phrase, l’élément de phrase ou le paragraphe selon son homogénéité de sens 

(Miles et Huberman, 2003). Le traitement des données a été réalisé de façon manuelle. Un 

double codage a été effectué à l’aide d’une grille de codage semi-structurée. Ainsi, nous 

avons suivi en premier une approche déductive en utilisant des catégories prédéfinies issues 

de la littérature. Ensuite, elle a été complétée au fur et à mesure de notre lecture des textes 

des entretiens par une logique inductive, en développant des sous-catégories à l’intérieur des 

catégories principales. Ainsi, chaque thème sélectionné était ventilé suivant son degré de 

proximité avec les catégories identifiées. 

Résultats et analyses 

Des programmes de fidélité qui redonnent du pouvoir d’achat aux consommateurs 

L’analyse de discours des répondants montre que les PF offrent prioritairement la possibilité 

de faire des économies sur les marques de distributeurs MDD : « À chaque fois que je vais 

prendre des produits de la marque Monoprix, je cumule des points, donc j’achète toujours 

Monoprix [sourire] » (Charlotte). Fatima associe le PF à un mécanisme permettant 

d’arrondir ses fins de mois : « En fin de mois, souvent ça me fait ça…j’ai acheté pour 100 €, 
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je vais payer 85 €. Peut-être ça ne me fera pas payer de découvert, parce que parfois on est à 

15 € près d’un découvert ». Une autre répondante affirme que le PF est le seul moyen lui 

permettant de faire des économies dans ce qu’elle achète, et le PF agit comme une motivation 

pour qu’elle continue ses achats auprès de l’enseigne : « Sans la carte, je n’aurais pas les 

réductions et je n’aurais pas les cadeaux. Sinon j’aurais moins tendance à acheter chez eux » 

(Kawtar). Ces résultats ne sont pas sans rappeler que la satisfaction vis-à-vis du PF influence 

positivement la durée de vie du client (Meyer-Waarden, 2007). 

Des programmes cultivant le sentiment de reconnaissance des marques envers les clients  

L’analyse du discours des répondants montre que même si les bénéficiaires des PF estiment 

que ces derniers font désormais partie du contrat de base des distributeurs, certaines 

enseignes fond, visiblement, de leur PF un axe phare dans leur stratégie marketing, comme 

illustré dans le verbatim suivant : « Yves Rocher, au niveau fidélité, ils déchirent tout » 

(Malika). En effet, plus de la moitié des répondantes dans ce domaine déclarent avoir le 

sentiment d’être privilégiées : « Je reçois des petits cadeaux, parce qu'on m'envoie un mail 

pour mon anniversaire...En plus, il y a tout le temps quelqu'un pour me renseigner » (Cindy).  

Malgré les effets positifs que nous ayons évoqués ci-dessus, un répertoire de critiques émerge 

des données analysées.  

Un système plus bénéfique à l’enseigne que pour le client  

Les répondants questionnent en premier lieu leur intérêt par rapport à celui des entreprises. 

Des termes comme « dérisoire », « insuffisant », « ne veulent pas donner », « difficile à 

atteindre », « c’est rien », « regret » sont alors évoqués pour exprimer l’injustice perçue.  

Des catégories de produits imposées aux clients : restriction de la liberté de choix 

Quelques répondants n’apprécient pas les nouveaux modèles de gratification qui tendent à se 

généraliser dans la distribution alimentaire, et qui consistent à sélectionner des catégories de 

produits sur lesquelles les PF opèrent : « ...Moi, qui suis marié et qui a trois enfants, je suis 

obligé de choisir, ben pourquoi je choisis ? Je suis un très bon client carrefour ! » (Eric). 

Incitation à la consommation ou l’effet pervers des programmes de fidélité  

Certains répondants expriment une sorte de regret dû à la pression exercée par les PF 

lorsqu’ils les incitent à acheter des quantités qu’ils n’ont pas prévu pour pouvoir prétendre à 

une récompense : « Parfois, j'ai le sentiment de faire des dépenses qui sont bon finalement 

pas si responsable que ça » (Viviane).   

Récompenses inadéquates avec les besoins des clients  

Certains répondants se plaignent du manque de personnalisation des PF et de l’incongruence 

des récompenses non-économiques avec les besoins des consommateurs. L’idée du cadeau 

est quelque chose qui séduit certains répondants, mais pas tous : « Ils (Sephora) m’envoient 

des cadeaux qui ne sont jamais en adéquation avec mes goûts » (Malika). De telles critiques 

ne sont pas sans rappeler que la fidélisation est perçue comme un discours masquant la 

sincérité réelle des entreprises à l’égard de leurs clients (El Euch et Roux, 2012). 
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Des programmes en manque d’éthique 

Des termes comme « arnaque », « fichage », « chantage », « outils statistiques », « pièges », 

« dépendance » montrent que les clients suspectent les distributeurs de pratiques non-

éthiques : « Je sais que je ne suis qu’un outil pour eux…je sais qu’ils nous fliquent » (Claire). 

Incitation des clients à adopter des comportements opportunistes  

Une répondante estime que ces dispositifs marketing poussent les clients à devenir fidèles 

aux PF et non pas aux marques : « Je suis fidèle mais pas fidèle à la marque, je suis fidèle à 

la réduction, c’est un peu malsain » (Claudia). Ainsi, les clients les plus opportunistes du fait 

qu’ils sont animés par une logique purement calculatoire, vont adhérer à plusieurs PF, et ils 

deviennent des cherry pickers (Leenheer et al., 2007 ; Meyer-Waarden, 2007). 

Conclusion, discussion et implications managériales 

Cette recherche exploratoire met en évidence les fondements argumentatifs des membres 

actifs des PF placés en situation à la fois de valorisation et de critique vis-à-vis des PF. 

Malgré les bénéfices ponctuels perçus, les répondants pointent les faibles niveaux de 

récompense, la restriction de la liberté du choix ainsi que l’incongruence des récompenses 

avec les besoins des consommateurs :  trois aspects matérialisant l’iniquité perçue dans les PF. 

Des critiques corroborant l’hypothèse de Shulga et Tanford (2018), suggérant que si les 

membres des PF n'obtiennent pas les récompenses qu'ils estiment mériter, ils perçoivent le PF 

comme injuste et peuvent quitter l'entreprise. 

Par rapport aux études antérieures, notre recherche dépasse les contributions centrées sur les 

aspects positifs des PF (e.g., Mimouni-Chaabane et Volle, 2010) et celles qui font l’inventaire 

des causes de rejet (Pez, 2012) et de résistance des consommateurs envers les PF (El Euch et 

Roux, 2012), en explorant de manière simultanée leurs perceptions positives et négatives 

auprès de participants actifs dans les PF.  

Nos résultats ont montré que lorsque le PF est attractif, il agit comme une motivation pour le 

client à continuer ses achats auprès de l’enseigne. Donc, les managers doivent parvenir à 

limiter les expériences négatives et mettre l’accent sur le renforcement de la satisfaction des 

clients, en offrant des bénéfices économiques, hédoniques et symboliques à la hauteur de leur 

engagement. L’objectif étant d’éviter que le PF soit une source d’insatisfaction alors qu’il est 

sensé rajouter une couche de satisfaction supplémentaire. Par exemple, la nouvelle stratégie 

des distributeurs qui consiste à orienter les récompenses sur leurs propres marques ou sur une 

sélection de produits de grandes marques n’intéresse pas tous les consommateurs. Elle est 

perçue chez certains consommateurs, notamment dans l’alimentaire, à la fois comme une 

atteinte à leur liberté de choix et comme une incitation à la consommation, générant ainsi un 

sentiment de frustration (Stauss et al., 2005). Il est donc très important que les managers 

élargissent le champ de promotions dans le cadre des nouveaux PF à d’autres produits que les 

grandes marques ou les MDD, afin que tous les clients y puissent trouver leur compte. 

Autrement, ils risquent d’éloigner leurs clients fidèles. Par ailleurs, comme l’offre de 

« vrais » cadeaux crée de la surprise et de l’émotion auprès des clients, il serait important que 

les managers en parfumerie redoublent d’efforts en termes de personnalisation des 

récompenses.  
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Annexe 1 – Guide d’entretien 

Le guide d’entretien utilisé est décrit dans l’encadré qui suit. 

 

 A quelles enseignes appartiennent les cartes de fidélité dont vous disposez ? Quelle est la carte de 

parfumerie ou de la distribution alimentaire que vous utilisez fréquemment ?  

Importance des récompenses pour l’utilisateur du programme 

 Qu’est ce qui traverse votre esprit en premier lieu quand je vous parle de la carte X ? 

 La question des récompenses est-elle importante à vos yeux ? Pourquoi ? 

Bénéfices perçus de la participation au programme de fidélité 

 Concrètement, quels sont les avantages que vous percevez de la participation à ce programme ? 

Qu’est-ce que vous appréciez le plus en lui ? 

Les sentiments positifs et négatifs procurés aux utilisateurs du programme 

 Êtes-vous satisfait quant aux récompenses offertes (valeur/nature) ? 

 Est-ce que les avantages du programme font de vous un client privilégié ? Cette dimension est-elle 

importante à vos yeux ? Pourquoi ?  

 Est-ce que ça vous demande beaucoup d’efforts pour obtenir des récompenses ? 

 Est-ce que vous sentez une forme de pression exercée par le programme pour vous inciter à l’achat ? 

 À votre avis, qu’est-ce qui manque dans ce programme ? Pourquoi ? 

Influences du programme sur les catégories de produits achetées et sur la fidélité 

 Pensez-vous être impliqué dans une catégorie de produits grâce au programme ? Comment ? 

 Pensez-vous que le programme a modifié votre comportement d’achat ? Comment ? 

 Êtes-vous moins sensible aux offres de la concurrence depuis que vous êtes adhérent au programme ? 
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Annexe 2 : Caractéristiques des personnes interrogées 

Prénom Âge Situation personnelle 
Situation 
professionnelle 

Carte fréquemment 
utilisée 

Nombre de cartes 
concurrentes 

Durée 

Anne  54 ans En couple, 1 enfant Secrétaire Yves Rocher  2 20’ 

Baya  53 ans Mariée, 4 enfants Femme au foyer Yves Rocher  2 22’ 

Claudia  33 ans En couple Cadre commercial Sephora  1 60’ 

Kawtar  30 ans Célibataire Doctorante Yves Rocher  1 39’ 

Stela  27 ans Célibataire Doctorante Sephora  1 40’ 

Malika  33 ans Célibataire 
Assistante 

commerciale 

Sephora  
3 69’ 

Cindy 24 ans En couple Étudiante Sephora  1 43’ 

Tatou  20 ans Célibataire Étudiante Yves Rocher  4 45’ 

Viviane 56 ans Mariée, deux enfants Agent administratif Nocibé  1 42’ 

Helena 54 ans Célibataire 
Responsable 

communication 

Sephora  
3 70’ 

Thérèse 48 ans En couple, 2 enfants Au chômage Nocibé 1 25’ 

Fahima  30 ans Marié, sans enfant Étudiante Yves Rocher  2 24’ 

Isabelle 52 ans Mariée, 3 enfants Ingénieur Intermarché 3 29’ 

Charlotte  36 ans Mariée, 1 enfant 
Ingénieur 

pédagogique 

Monoprix  
1 34’ 

Valérie 48 ans Mariée, 3 enfants Directrice d’école Monoprix  2 26’ 

Randa 32 ans Célibataire Enseignante Auchan  1 64’ 

Fatima 50 ans Mariée, 2 enfants 
Éducatrice jeunes 

enfants 

E-Leclerc  
3 67’ 

Malek 54 ans Marié, 3 enfants Pharmacien E-Leclerc  2 32’ 

Marie 69 ans Mariée, 3 enfants Retraitée Carrefour  1 24’ 

Claire  49 ans En couple Infirmière Carrefour  2 30’ 

Eric  55 ans Marié, 3 enfants Directeur associé Carrefour  1 60’ 

Assia 30 ans Mariée, 2 enfants Femme au foyer Auchan  3 57’ 

Mansour 40 ans Marié, 2 enfants Consultant Carrefour  2 68’ 

Sophie 46 ans Mariée, 3 enfants Professeur des écoles Auchan  3 32’ 

Kader 48 ans Marié, 2 enfants Manutentionnaire E-Leclerc  3 35’ 
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Annexe 3 : exemples des perceptions positives et négatives citées simultanément par un 

même répondant :  

Catégories  Verbatim sur les effets positifs Verbatim  sur les effets négatifs 

Bénéfices économiques  

VS.  

 Incitation à la 

consommation  

« Je sais que si je vais à X, je trouverai à la 

fois les produits que je cherche et qu'en plus 
j'aurais des réductions. Ma fidélité sera 

récompensée quoi ! » (Viviane ; 56, F, 

agent administratif) 

« On résiste à certaines choses…mais on finit tout le temps 

par acheter des choses qu’on n’a pas prévu d'acheter en 
réalité…c'est un effet je dirais pervers…parfois j'ai le 

sentiment de faire des dépenses qui sont bon finalement pas 

si responsable que ça » (Viviane). 

Bénéfices économiques 

 VS.   

 Incitation à adopter des 

comportements 

opportunistes + Problème 

d’éthique 

« Il y a souvent pas mal de promotions soit 

en réductions immédiates, soit on cumule 

sur un compte de fidélité qui vous permettra 

d’éditer un chèque, et c’est déduit en caisse 
de vos achats… je ne vais pas cracher sur la 

soupe, mais c’est ponctuel » (Claire ; 49, F, 

infermière). 

« Je suis venue aujourd’hui parce qu’avec la carte j’ai eu 
trois produits pour le prix de deux, la remise est immédiate, 

donc si ! Je suis venue parce que c’est immédiat. Si ça avait 

été différé sur le mois d’après, par exemple, un versement 

sur la carte, je ne serais pas venue » (Claire). 

« Je sais que je ne suis qu’un outil pour eux…je sais qu’ils 

nous fliquent avec leur carte de fidélité » (Claire) 

Bénéfice hédonique 

 VS.    

Restriction de la liberté 

de choix + frustration 

« Ça me faisait plaisir de pouvoir 

m’acheter un truc en plus, voilà, je ne suis 

pas à 10 euros près, mais c’est vrai que le 
fait que le magasin t’offre ce petit geste là 

tu peux te dire qu’aujourd’hui, je vais me 

faire un petit plaisir, m’offrir un truc à moi 
en dehors des courses » (Randa ; 32, F, 

enseignante). 

« Avant, X, c’était très intéressant, tous les achats que tu 

faisais, ils te font 1% ou 2% sur l’ensemble du ticket sous 

forme de points en monnaie. Là, ils t’obligent si tu veux 

avoir des points à acheter ce qu’il y a sur les têtes de 

gondole, des produits qu’ils sélectionnent » (Randa). 

« Ça fait plus d’un an et demi depuis qu’ils ont mis ça en 
place, et moi, je ne tombe jamais voire très rarement sur 

des produits dont j’ai besoin » (Randa). 

Bénéfice économique + 

Bénéfice de 

reconnaissance 

 VS. 

 Incitation à la 

consommation + seuil de 

points difficile à atteindre 

« Sans la carte, je n’aurai pas les 

réductions et je n’aurai pas les cadeaux. 

Sinon j’aurais moins tendance à acheter 

de chez eux » (Kawtar ; 30, F, doctorante). 

Il y a une carte qu’ils envoient à tout le 

monde peu importe qu’ils achètent ou 

pas, mais la deuxième carte est envoyée à 

ceux qui achètent seulement et là aussi ça 

fait une distinction » (Kawtar) 

« Ils ont tendance à dire à l’achat de 3 produits, ils donnent 

100 pétales qui est l’équivalent de 10 euros d’achat…c’est à 

cause de la carte que ça m’est arrivée d’acheter des 

produits que je n’utilise pas » (Kawtar). 

« Les pétales ça demande beaucoup de temps pour 

atteindre le seuil et sincèrement je l’obtiens une fois par 

année » (Kawtar). 

Bénéfice économique + 

Bénéfice de 

reconnaissance 

 VS. 

 Incongruence des 

récompenses avec les 

besoins  

« J’ai vraiment l'impression que c'est une 

carte de fidélité où le prix baisse quand je 
passe à la caisse » (Cindy ; 24, F, étudiante) 

« Je reçois des petits cadeaux, parce qu'on 

m'envoie un mail pour mon 

anniversaire...oui, on se sent un peu 

privilégiée de recevoir des offres…En plus, 

il y a tout le temps quelqu'un pour me 

renseigner » (Cindy). 

« Les cadeaux, je trouve ça sympa mais ce n'est pas très 

utile. Enfin, je ne m’en sers pas au final. Parce que soit, ça 

ne correspond pas à mes goûts personnels soit, je n’en ai 

pas besoin, enfin des sacs j'en ai plein » (Cindy). 

 

Bénéfices hédoniques 

 VS. 

 Restriction de la liberté 

de choix+ incitation à 

adopter un comportement 

opportuniste 

« Lorsque j’ai une réduction, je fais 

waouh ! je vais pouvoir m’acheter un autre 

truc dans un autre magasin [sourire], 

comme si j’ai gagné quelques euros, des 

euros que j’avais et du coup je m’autorise à 
dépenser plus » (Claudia ; 33, F, cadre 

commercial) 

« Ils nous imposent encore leurs marques propres comme 

aux supermarchés » (Claudia). 

« On est fidèle mais pas fidèle à la marque, je suis fidèle à 

la réduction, c’est un peu malsain, ça veut dire que si une 

autre enseigne fait des réductions ou les mêmes prix, je ne 
serai plus fidèle » (Claudia). 
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Introduction 

Over the past 20 years, multi-channel customers have been found to be more satisfied, more 

loyal, and more profitable than others (Flavian et al., 2019). The shift from multi-channel to 

omni-channel confirms this trend. In order to maintain this loyalty and profitability, 

companies are focusing on analysis of customer satisfaction and feedback. This is why Hult et 

al. (2019, p.10) refer to customer satisfaction as “the holy grail of modern retail”. 

Nevertheless, retailing research too often remains focused on satisfaction in relation to a 

single channel, limiting itself to antecedents and consequences at store level (Hunneman et 

al., 2017) or website level (Dholakia and Zhao, 2010).  

While omni-channel blurs the boundaries between channels (Hickman et al. 2019), there have 

been few studies modeling satisfaction on these two main channels and how their interactions 

contribute to overall cross-channel satisfaction. Montoya-Weiss et al (2003) show that the 

quality of service delivered by the website and the physical channel complement each other in 

improving overall satisfaction. The multiplication and coordination of channels increases the 

possibility of positive disconfirmation of the expectations of the most demanding customers 

and increasing their loyalty (Wallace et al., 2004). Since observed dissatisfaction is less 

related to the complexity of the multi-channel system than to the failures of a specific 

channel, the satisfaction rate and its impact on loyalty should be higher for multi-channel 

customers (Wallace et al., 2004; Lariviere et al., 2011). In-store satisfaction reinforces online 

satisfaction (Jin et al., 2010). Satisfaction and loyalty reinforce each other; for the same level 

of satisfaction, this effect is greater online than offline (Shankar et al., 2003).  

As noted by Hult et al (2019), no other research analyzes the formation of overall satisfaction 

across channels, including the reciprocal interactions between store and website satisfaction 

and the factors that moderate them.  

 

Purpose 

The present study examines how overall customer satisfaction is formed from the image and 

perceived congruence of the two main existing channels and the satisfaction induced by each. 

It shows that overall satisfaction with the retailer is not only generated by satisfaction with the 

store and the website, but also directly and indirectly by the image of each channel. The 

contribution of these variables depends on the personal and situational characteristics of the 

customer. Not only is the relationship confirmed from store satisfaction to website 

satisfaction, but for the first time, in rarer cases the reverse is also observed. On the other 
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hand, while the perceived congruence of channels can improve satisfaction with the channel 

for certain types of customers, in other cases it can also worsen customers’ overall 

satisfaction. 

 

Conceptual framework 

This research mobilizes three concepts: customer satisfaction, channel image and channel 

congruence. Figure 1 presents the conceptual model, supported by several hypotheses. 

 

Figure 1 – Conceptual model 

 

 

According to the literature: 

H1 – Store satisfaction and website satisfaction both influence overall satisfaction.  

H2 – Store satisfaction reinforces website satisfaction (a) and, conversely, website satisfaction 

reinforces store satisfaction (b). 

H3 – The image of store contributes directly and positively to store satisfaction (a) but also to 

overall satisfaction (b). 

H4 – The image of the website contributes directly and positively to website satisfaction (a) 

but also to overall satisfaction (b). 

H5 – The image of the store and the image of the website combine in judging the perceived 

congruence of the channels. 

H6 – Perceived channel congruence positively influences store satisfaction (a) and website 

satisfaction (b), but also overall satisfaction (c). 
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Many personal and situational variables can also moderate the satisfaction process: type of 

buyers (Hult et al., 2019), attitude towards the retailer (Jin et al., 2010), involvement in the 

product category and age of customers (Kumar et al., 2013), channel usage (Theodoridis and 

Chatzipanagiotou, 2009). 

 

Methodology 

Our online study covers 909 customers of a French mortar-to-click retailer specializing in 

women’s and children’s clothing. This retailer is particularly advanced in terms of cross-

channel and omni-channel. On the basis of actual sales recorded by the retailer over the 

previous 24 months, the sample is divided into 3 sub-samples: 246 customers who purchased 

only in-store (store-exclusive shoppers), 251 customers who purchased only on the website 

(website-exclusive shoppers) and 412 customers who purchased through both channels 

(mixed shoppers). 

The model to be tested using Structural Equation Modeling (SEM) by the Maximum 

Likelihood Method, is a non-recursive structural equation model. It incorporates reciprocal 

interdependence between store satisfaction and website satisfaction. To avoid 

underidentification of the model, the methodology follows recommendations of Martens and 

Haase (2006). 

 

Main findings 

Figure 2 shows the results obtained on the full sample. 

 

Figure 2 - Results of structural modeling on the full sample  

(***p<0.00; **p<0.01; *p<0.05) 
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Store satisfaction and website satisfaction jointly influence overall satisfaction, regardless of 

the moderating variable. However, website satisfaction contributes more than store 

satisfaction to overall satisfaction. 

On the other hand, the idea of a reciprocal relationship between satisfaction on each channel 

is subject to different conditions. On the full sample, store satisfaction tends to reinforce e-

satisfaction. But this statement only concerns mature customers (35-54 years old), exclusive 

store shoppers and mixed shoppers, and those who visit the website the least or are most 

involved in the product category. The inverse effect is not significant. Nevertheless, in some 

rather limited cases, website satisfaction improves store satisfaction for store-exclusive 

shoppers. On the other hand, it considerably worsens store satisfaction for the oldest shoppers 

and those who have the best opinion of this mortar-to-click retailer. Reciprocity between store 

and website satisfaction is therefore only observed for store-exclusive shoppers and those 

most involved in the product category, with quite powerful effects for both categories. 

Perceived congruence significantly improves store satisfaction. But it has no effect on the 

store satisfaction of exclusive-store shoppers. On the other hand, it strongly reinforces store 

satisfaction for the oldest customers. Perceived congruence improves website satisfaction, 

though to a lesser extent. But its beneficial effects are limited to the website-exclusive buyers. 

Finally, congruent channels have a direct effect on overall satisfaction, but when they do, this 

effect is negative. Multi-group analyses show that channel congruence reduces the overall 

satisfaction of mixed shoppers. In most of these cases, the cumulative direct and indirect 

impact of congruence on overall satisfaction is in fact negative. 

 

Contributions 

Most research has focused on the relationship between satisfaction and loyalty on a single 

channel.  

For the first time, this study simultaneously mobilizes the image of the channels, their 

congruence, the satisfaction induced by each channel, their reciprocal interaction and overall 

satisfaction. It deepens the work of Frasquet and Miquel (2017), who had shown a positive 

effect of multi-channel integration on overall satisfaction, but did not take into account either 

the perception of the channels or the satisfaction with each channel. Our study also shows that 

the sometimes reciprocal interactions between store satisfaction and website satisfaction seem 

to take precedence over the perceived congruence of the channels. 

Firstly, overall customer satisfaction is not only generated by customers’ satisfaction with 

their experience of the store and the website, but also directly by their image of these two 

channels. Satisfaction with the purchasing channel most used always dominates the overall 

satisfaction judgment. The concern reported by Shankar et al. (2003) that e-satisfaction may 

reduce overall satisfaction is not at all verified. On the other hand, although it has a secondary 

but powerful effect on the overall satisfaction of exclusive website and mixed buyers, 

satisfaction with the alternative channel contributes less than the image of the stores for 

exclusive website buyers. This finding suggests that exclusive website customers rely more 

on a memorized image of stores than on real shopping experience in them. 

Secondly, the greater the in-store satisfaction, the greater the satisfaction on the website. But 

this observation is valid only for customers who are strongly attached to the store presence 

and continue to prefer it. We identify for the first time a reciprocal interaction between the 

store and the website in terms of satisfaction. However, this reciprocity, often with a more 
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powerful feedback effect from the website to the store, is limited to a few unusual cases, 

namely exclusive store buyers, strongly involved in the product category. 

Thirdly, channel congruence generally improves website satisfaction and especially store 

satisfaction, as if it had a role in protecting or defending the original channel when faced by 

the development of the internet channel. Exclusive website shoppers, and the youngest and 

oldest age categories refer to it a lot, but its contribution is often small. On the other hand, 

channel congruence does not directly improve overall satisfaction and may sometimes even 

reduce it. 

 

Practical implications 

Researchers and managers are now stressing the extreme porosity between physical and 

virtual channels and the need for more channel integration to improve the overall customer 

experience. Indeed, following the purchase process, the combination of several channels 

increases the overall satisfaction towards the retailer inasmuch as the satisfaction induced by 

each channel accumulates.  

However, the detailed analysis of the formation of this satisfaction shows the pre-eminence of 

the customer over the retailer’s initiatives. The interactions between in-store and website 

satisfaction are always subordinated to the personal or situational characteristics of customers. 

A retailer may therefore facilitate or encourage virtuous interaction between its channels by 

making the transfer of information and products more fluid (click and collect for example); 

but in the end, it is the customer alone who decides whether or not to bring the channels closer 

together. In this research, the limited effects of perceived channel congruence corroborate this 

analysis. Whatever the retailer does to further integrate its channels upstream, this desired 

integration is less effective than the integration triggered by customers when they themselves 

make the connection between satisfaction on one channel and on the other. In some cases, the 

retailer’s attempt to integrate its channels may even reduce overall satisfaction if customers do 

not want this integration, just as a high level of satisfaction on the website can reduce in-store 

satisfaction. 

Although surprising in the era of the omni-channel, this last point is supported by the decisive 

impact of the image of each channel on both the satisfaction it generates and overall 

satisfaction. Customers’ perceptions continue to be dissociated from the channels in order to 

categorize them better (Swoboda and Winters, 2021), and these perceptions guide them. The 

retailer’s original channel (in this case, the store) then appears to serve as an anchor for 

customers throughout the process of confirming or disconfirming expectations. The 

suggestion by Wallace et al. (2004) that dissatisfaction issues are less related to the 

complexity of the multi-channel system than to the failures of a particular channel seems to be 

true even today. The distinction between channel image and channel experience is crucial 

here, since the image of the store has a significant influence even among those who do not 

shop there or do so infrequently. 

As in the days of multi-channel, a retailer would therefore have every interest in developing 

and enhancing each of its channels rather than trying to integrate them by force: depending on 

their own expectations, customers will do so themselves. Even now, a mortar-to-click retailer 

should first capitalize on its stores, among other reasons in order to improve the overall 

satisfaction of those who do not frequent them much or who do not or no longer shop there. 
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Research limitations and outlook 

Our study should be generalized to retailers in other sectors, some of which have evolved 

from click to mortar, to determine whether the interactions between the two channels are not 

now dominated by satisfaction with the website. Moreover, since the respondents in our study 

are almost all women, it should be replicated with a more gender-balanced sample, which 

would also make it possible to include gender as a new moderating variable (Hult et al., 

2019). In an increasingly omni-channel context, consideration of mobile phone as a third 

purchasing channel would also be an advantage. 
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Introduction 

Practical relevance 

In times of omni-channel-retailing, more and more firms launch mobile (shopping) 

applications to engage customers (Boyd et al., 2019). Their core element is a shop function 

that is similar to the online store (Bang et al., 2013; Kim et al., 2017). However, shopping 

apps also include a number of additional features (Kim et al., 2016), e.g. online magazines, a 

QR code and barcode reader or storefinder. For retailers, shopping apps are an attractive way 

to get in touch with their customers and to strengthen the customer relationship (Peng et al., 

2014; Taylor and Levin, 2014).  

Theoretical relevance 

Most of the recent literature focuses on the intention to use mobile apps. According to Kim et 

al. (2016), the usage of a specific app may depend on its features. Consequently, it is highly 

important to examine which features consumers perceive as useful and thereby influence 

usage intentions, as suggested by the Technology Acceptance Model (TAM) (Davis et al., 

1989). However, there is little research analyzing influencing factors of the download 

intention. This topic is eminently relevant as it is not possible to use a mobile app without 

downloading it (Peng et al., 2014; Wang, 2017). This study investigates the research gap 

regarding retailers’ possibilities, in form of sales promotions, to encourage consumers to 

download a shopping app and subsequently use it in the long-term.  

Purpose 

As previous literature has shown, sales promotions can be subdivided in monetary and 

nonmonetary promotions (Buil et al., 2013; Büttner et al., 2012; Palazon and Delgado-

Ballester, 2009). We consider these incentive types in order to detect whether a rebate is 

necessary to stimulate a download or whether app features as nonmonetary incentives 

themselves represent the decisive advantage. Thus, our study aims to reveal which type of 

incentive is most effective for increasing the intention to download (short-term) and 

subsequent use (long-term). Furthermore, channel preferences may moderate the impact of 
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nonmonetary incentives on the perceived usefulness of the app, as consumers can use these 

incentives differently in the online or offline channel.  

Conceptual framework 

Monetary incentives usually have a positive short-term impact on consumers’ behaviour. A 

suitable example is a rebate (see Yi and Yoo, 2011). Further, prior research has shown that 

the perceived usefulness has an impact on consumers’ behavior in the technology 

environment (e.g. Chopdar et al., 2018; Hubert et al., 2017; Kim et al., 2016; Natarajan et al., 

2017-2018; Roy, 2017). We propose a moderation effect, where the perceived usefulness of 

the shopping app can enhance the impact of the rebate on the download intention. 

We consider app features to be nonmonetary incentives. These features can be subdivided in 

online and offline features (Baier and Rese, 2020; Gao and Su, 2018). One example of an 

online feature is an online magazine. One example of an offline feature is a QR code and 

barcode reader, named as scan and shop function. App features may also have an impact on 

the use intention as a long-term consequence as they are a part of the shopping app. 

According to the Technology Acceptance Model by Davis et al. (1989), this relationship can 

be explained by the perceived usefulness of the app. In conclusion, online and offline features 

have an impact on consumers’ perceived usefulness of the shopping app and consequently on 

the download respectively use intention. 

Due to the subdivision in online and offline features, consumers’ channel preference must be 

considered. We assume that consumers prefer shopping apps with features opposite to their 

channel preference. Hence, offline features enable customers with an online preference to 

switch to their preferred channel. Online features present new shopping features for 

consumers with an offline preference that can support their offline purchase.  

Methodology 

The main study uses a scenario-based online experiment with a 2 (rebate: yes, no) x 2 (online 

magazine: yes, no) x 2 (scan and shop function: yes, no) between-subjects design. Data from 

332 respondents were collected. A supplementary scenario-based online experiment with a 2 

(channel preference: online vs. offline) x 3 (incentive: product availability check, scan and 

shop function, combination of both) between-subjects design was conducted with data from 

198 respondents. Both studies were conducted in the fashion context. Data was analyzed with 

M/ANCOVA and PROCESS. 

Findings 

Findings suggest that a rebate (monetary incentive) increases the download intention. Online- 

and offline app features (nonmonetary incentives) have positive impacts on the use intention, 

however, the offline feature only works when it is offered in combination with the online 

feature. The relationships are mediated by the perceived usefulness of the shopping app. 

Moreover, the nonmonetary features interact with the channel preference of the consumers, 

who react more positively toward features offered in a non-preferred channel. A 

supplementary study supports this finding. 

Contributions 

This research is novel, as it analyzes the impact of monetary (rebate) and nonmonetary 

(online and offline features) incentives on both, the download and use intention of a shopping 

app separately. Such a differentiated view is important as stimulating a download is only a 

first step in creating positive effects on customer loyalty through app usage. Further, it 

contributes by examining which features consumers perceive as useful. Finally, the study 

considers the omni-channel environment regarding consumers’ channel preference.  
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Practical implications 

Results show that a rebate seems to be attractive for stimulating downloads. Further, retailers 

should offer packages of online and offline features that support channel switching in any 

direction. They should additionally promote these features more specifically to the relevant 

target customers regarding consumers’ channel preference.  

Research limitations and outlook 

Firstly, our scenarios focus on the fashion industry. A cross-industry analysis could test the 

generalizability of results. Secondly, we analyze only a few specific nonmonetary incentives. 

Future research could integrate additional features. Finally, as we conducted a scenario-based 

experiment, further research could examine our findings in a real setting. 
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Introduction 

The COVID-19 pandemic has uprooted our shopping habits. With mask-wearing, social 

distancing, disinfecting shopping-carts, and other safety measures, shopping for daily supplies, 

once a routine errand, has become very different from what it used to be. 

Recent consumer panel data shows that in Austria consumers have not shifted to online 

shopping for FMCG to the extent that was predicted at the start of the pandemic, with online 

market share only rising by 0.3 percentage points (from 2.2% in 2019 to 2.5% in 2020) 

(Madlberger, 2021). With restaurants closed and a lot of time spent at home more shopping 

than ever takes place in physical grocery stores, which is reflected in an overall growth rate of 

7% for the entire market in 2020 (Handelsverband, 2021). 

There are some hard facts on the development of buying patterns during the pandemic (Nielsen 

2020, Gallup 2020, JKU 2020a, JKU 2020b), but they provide little insight into the quality of 

the COVID-19 shopping experience in stores. As social encounters with other shoppers play a 

substantial role in shaping the in-store experience (Argo and Dahl, 2019), the focus of this paper 

will be on customer-to-customer interactions (CTC) in stores. 

Purpose 

There is still little research on COVID-19 in the marketing context. The aim of this research is 

to help understand how COVID-19 affects the shopping experience in physical stores and CTC-

interactions in particular.  

Previous research suggests that both positive and negative CTC-interactions play a substantial 

role in shaping the in-store experience (Heinonen et al. 2018, Nicholls 2010). As shopping 

during the pandemic is stressful for many consumers, special emphasis is put on negative 

encounters and shopper misbehaviour. Misbehaviour can be defined as behaviour that 

deliberately violates generally accepted codes of conduct in consumption situations (Schaefers 

et al., 2016; Fullerton and Punj, 1997). 

This research addresses the following two questions: 

 How does COVID-19 affect CTC-interactions in stores? 

 How does COVID-19 influence the perception of consumer misbehaviour concerning 

CTC-interactions in stores? 
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Research approach 

As the topic of research is new, this research is exploratory in its nature. For study 1, Austrian 

consumers (n=76) were invited to report on their positive and negative interactions with other 

consumers while shopping during the COVID-19 pandemic. Conventional qualitative content 

analysis, according to Hsieh and Shannon (2005) was conducted using NVivo 12 to discover 

changes in the shopping experience and to identify critical incidents with other customers as 

well as categories of consumer misbehaviour.   

In study 2 an online survey via the platform CloudResearch (MTurk) (n=1025; MAge = 40.07, 

SDAge = 12.10; 55% female) was used to gather data on stress experienced while grocery 

shopping during the pandemic (adapted from Albrecht et. al., 2017), approach and avoidance 

behaviour (adapted from Donovan and Rossiter, 1982 and Puzakova and Kwak, 2017) and the 

categories of COVID-related consumer misbehaviour identified in study 1. The perceived 

seriousness of COVID-19, COVID-empathy (Pfattheicher et al., 2020), perceived risk of 

contracting COVID-19 (Jaspal et al., 2020), need for affiliation (adapted from Hill, 1987) and 

a previous COVID infection and its severity were also investigated, to show how these factors 

influence the shopping experience, interactions with other shoppers and the perception of 

consumer misbehaviour.  

Findings 

Study 1 shows that the shopping experience has substantially changed. Its quality has 

deteriorated for most of the shoppers. Especially in the early days of the pandemic, shopping 

induced a lot of stress and encouraged avoidance behaviour.  B25: “A very strange atmosphere 

was in the air and I just wanted to get out.” A17: “Nobody wanted to have the attention of other 

shoppers. Everyone wanted to do their shopping as quickly as possible, in order to be safe 

again.”  

In this atmosphere negative CTC-interactions occur more often; A9: “Since the outbreak of the 

COVID pandemic, it seems to me that all shoppers are a lot more tense, nervous, and irritable. 

People often react to small things in a very aggressive way, or they feel offended.”  

Study participants report different types of consumer misbehaviour: Masks and violating social 

distancing guidelines are the most common pain points: “More and more people are not keeping 

distance, and I am particularly uncomfortable with people not properly wearing their mask… 

Unfortunately, I see this sloppy mask wearing more often now,” says A14. Touching products 

is also a big complaint: „It would be important to me that people disinfected their hands at 

entering the store and touch only what they are buying,” says A7.  

While some are hesitant to address misbehaving shoppers, others are eager to confront those 

who do not follow the rules. Very often this I done in a rude way, which constitutes a sort of 

misbehaviour in itself. B 32: “I was shocked what fear can do to people and with how much 

pleasure misconduct of others is criticised, even condemned. Rude insults and rebukes seem to 

be commonplace.” B12 complains about self-proclaimed experts and sees “no reason that some 

people enter the supermarket with the intention of lecturing others”  

Panic buying and hoarding is also considered misbehaviour. Study participants stress the 

contagious aspect: “This behaviour was unpleasant for me, as – in this heated situation – I 

started to buy toilet paper and pasta as well.” Shoppers also mention coughing and sneezing 

in stores, but as people can only prevent this behaviour to some extent, it does not qualify as 

deliberate misconduct in this research. 

Study 2 also shows that shopping is very unpleasant for many and that people show avoidance 

of the store (“I would like to leave and get out of the grocery store as quickly as possible.” 
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(33.4% = 7, 21.4% = 6 on a 7-point Likert-scale from 1 = strongly disagree to 7 = strongly 

agree), as well as other shoppers (“The grocery store is where I try to avoid other people”; 

29.9% = 7, 18.7% = 6). 

To account for misbehaviour in Study 2, a 5-item 7-point Likert-scale (1 = not inappropriate 

at all; 7 = very inappropriate) on different levels of consumer misbehaviour was used. Four 

out of five categories identified as consumer misbehaviour in study 1 have a mean score of 

lower than 4 (see table 1). In line with the findings of study 1, not wearing a mask is considered 

the most inappropriate followed by not social distancing and buying excessive amounts and 

touching products. The majority of the shoppers does not consider reminding others about 

COVID-19-regulations inappropriate. Only 12.1% think that people are out of line. This is also 

consistent with findings of study 1, as a deeper analysis of the qualitative data shows that tone 

is the deciding factor. A19: “Someone told me that I was not wearing a mask…It is important 

to mention that he said it in a very polite way and was very helpful. I was truly surprised and 

grateful.” 

  

 not at all   

inappropriate 

very  

inappropriate  

 

 1 2 3 4 5 6 7 
mean 

score 

Not wearing or not properly wearing a 

mask (mask sloppiness) 
12.8% 3.1% 2.8% 6.6% 5.5% 11.7% 57.5% 5.5 

Not keeping the distance considered 

safe in physical distancing guidelines 

(not physical distancing) 

10.5% 4.9% 3.4% 8.1% 11.5% 18.1% 43.5% 5.3 

Buying excessive amounts of products 

(hoarding) 
9.1% 4.1% 5.6% 12.4% 13.6% 20.6% 34,5% 5.2 

Touching products that one does not 

buy (contamination) 
9.4% 9.7% 9.7% 20.6% 16.5% 15.7% 19.1% 4.5 

Reminding others about Covid-19-

appropriate behaviour (policing) 
22.6% 13.6% 10.7% 21.2% 10.6% 9.2% 12.1% 3.6 

Table 1: Appropriateness of behaviour of shoppers during the COVID-19 pandemic 

 

The analysis revealed that the seriousness-perception of COVID 19 has a significant effect on 

not physical distancing (Mseriousness_low: 4.04; Mseriousness_high: 5,63, p = 0.001), touching 

(Mseriousness_low: 3.51; Mseriousness_high: 4.69, p = 0.001), mask slopiness (Mseriousness_low: 4.09; 

Mseriousness_high: 5,87, p = 0.001), policing (Mseriousness_low: 4.45; Mseriousness_high: 3,41, p = 0.001), 

and hoarding (Mseriousness_low: 4.81; Mseriousness_high: 5,26, p = 0.028).  In line with seriousness, 

COVID-empathy shows a similar significant effect on not physical distancing (Mempathy_low: 

4.08; Mempathy_high: 5,50, p = 0.001), touching (Mempathy_low: 3.53; Mempathy_high: 4.60, p = 0.001), 

mask slopiness (Mempathy_low: 4.22; Mempathy_high: 5,72, p = 0.001), policing (Mempathy_low: 4.17; 

Mempathy_high: 3,52, p = 0.001), and hoarding (Mempathy_low: 4.44; Mempathy_high: 5,27, p = 0.028).  

Perceived risk to contract COVID-19 has an influence for those who have not yet been infected 

on not physical distancing (p = 0.001), touching products (p = 0.001) and mask sloppiness (p = 

0.001) but not for policing (p = 0.02). These results do not uphold for those who have already 

contracted the virus as they obviously show a highly significant lower perceived risk (even if 

more than half consider it rather likely to be infected again). Stress during the shopping 

experience turned out to be significant only for not physically distancing (Mstress_low: 5,25; 

Mstress_high: 5,52, p = 0.044) and touching (Mstress_low: 4,28; Mstress_high: 4.83, p = 0.001). The other 

types of consumer misbehavior were not significant.  
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To summarize, people who consider the COVID-19 pandemic as serious, who empathize with 

others, and experience high levels of risk and stress seem to be more likely to judge consumer 

misbehavior by their peers.  

Original value and implications 

While people first assumed that the pandemic would be over within weeks, this view has turned 

out to be too optimistic and it now looks as if our shopping routines will be changed by COVID-

19 for the foreseeable future. The longer the pandemic will last the less likely it is that things 

will go back to how they were pre COVID. Some changes of instore-behaviour and interaction 

between shoppers seem to be permanent. Understanding transformation in consumer behaviour 

is at the core of successful retail marketing.  

Shopping in stores has always been and will always be a social experience. During the 

shutdowns caused by the pandemic, the visit to the local grocery store was the only human 

contact for some people, especially among the elderly who are at the same time the most 

vulnerable to COVID-19. Providing a shopping environment that feels safe and enjoyable and 

allows for positive encounters with others is of great value to society. Besides, retailers should 

be aware that they are providing the setting for customer encounters, which affect the 

experience with their retail brand. 

Research limitations and outlook 

This exploratory research is work in progress and requires further analysis of the underlying 

data. 
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Introduction 

“COVID-19 will reshape our world. We don’t yet know when the crisis will end. But we can 

be sure that by the time it does, our world will look very different. How different will depend 

on the choices we make today” (Josep Borell, EEAS 2020). 

As news of a new strain of Coronavirus threatening Wuhan started spreading across the globe, 

every country and its citizens sat watching. The seriousness of this pandemic did not transpire 

until cases of COVID-19 also started spreading across the globe with a major crisis surfacing 

in Europe (Italy, Spain, France, Germany, Austria, Netherlands, and the United Kingdom) and 

later the USA. The pandemic forced most governments to take unprecedented steps to contain 

the virus by imposing strict social distancing rules and a complete lockdown in many 

countries. We are yet to comprehend the full effect this lockdown has on individuals but early 

studies report emotional complexities with ‘fear’, ‘anger’, ‘stress’, ‘anxiety’ and ‘boredom’ 

being particularly prominent in Italy (Stella, Restocchi & De Deyne, 2020) and France (Droit-

Volet, et al., 2020). 

For decades, researchers have shown that consumers’ emotional states have strong influence 

on their buying and consumption behaviour (e.g. Goenka & van Osselaer, 2019; Holbrook & 

Hirschman, 1982; Kawaf & Tagg, 2017; Richins, 1997; Westbrook & Oliver, 1991) and on 

other issues such as the sharing and management of limited resources (Kennedy & Vining, 

2007; Morales & Harris, 2014). As we move toward a post lockdown world, these emotional 

states that have been intensifying for months are no doubt bringing a wave of changes in 

consumer behaviour. On one hand, warnings of a wave of economic recession spread as 

people adapt to life in lockdown reducing their expenditures considerably (Fernandes, 2020). 

Another major factor in warnings of a recession is the length of the lockdown period, closing 

down of businesses which of course directly contributes to higher unemployment rates, hence, 

further contributing to decreasing spending and moving toward a global recession (Sułkowski, 

2020).  

On the other hand, despite these warnings of a major economic recession, one of the earliest 

trends we see from China as lockdown eases is a ‘spending spree’; “the French brand 

Hermes’ Guangzhou flagship store in China reportedly did $2.7 million in sales on the day it 

reopened in April” (Singh, 2020). Indeed, Hermes is not the only brand, this phenomenon, 

known as ‘Revenge Buying’, is on the rise in china, trending on its most popular Social 

Network Site (SNS) – Weibo.  

The phrase ‘Revenge Buying’ (‘Baofuxing Xiaofei’, ‘报复性消费’ in Chinese) was first used 

in China in the 1980s to describe the pent-up demand for foreign products that China had 

denied its citizens when the nation was closed off to the outside world (Williams & Hong, 

2020). Since China’s opening up policy of the late-70s, western brands began flooding into 

the welcoming embrace of a new and gigantic marketplace resulting in a shopping spree that 

was described as ‘Revenge Buying’ (Hall, 2020).  

News articles report that, since February 2020, when much of China was under some form of 

quarantine measures, local SNS began filling with tales of real or imagined ‘Revenge 

Buying’; documenting consumer fantasies of a future in which malls, luxury department 

stores and restaurants would once again be open for business – in the hopes that a nice meal 

or an expensive handbag would salve the wound of the lockdown (Hall, 2020).  

Purpose 

In this paper, we aim to explore the concept of ‘Revenge Buying’ and its implications on 

sectors such as retail, entertainment, hospitality and tourism. In addition, we investigate the 

early consumption and buying trends in the immediate post lockdown phase in China. Much 
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of the discussions around revenge buying appear in non-academic sources, with very little 

attention to this phenomenon from a consumer research perspective. As such, in this research 

we aim to plant the seeds of early discussions around revenge buying, in an attempt for further 

theorisation and investigation. To date, our understanding of the term is limited despite its 

popularity and trendiness on social networking sites.   

Methodology 

First, from China’s largest microblogging platform, Sina Weibo, we collect 30,543 original 

microblogs containing the phrase ‘Revenge Buying’ (i.e., ‘报复性消费’ in Chinese) covering 

the period from November 1st 2019 to April 30th 2020, the time of the immediate peak of 

covid-19 with pre and post lockdown phases. We conduct text mining analysis to establish the 

use and popularity of the phrase ‘Revenge Buying’ and the most frequent words and phrases 

associated with it.  

The procedures used are described as follows: 

1. Count the number of original microblogs for each day over the observation period and 

establish a dynamic view of the usage of the phrase ‘Revenge Buying’. 

2. Conduct text pre-processing (e.g., removing white spaces) to filter out non-Chinese 

characters that are useless for understanding the context and establish a stop-word list 

to filter out meaningless prepositions, adverbs, etc. 

3. Use the Python programming language and the Jieba segmentation module to segment 

each microblog into key words or phrases and remove the single-character segments 

(which are often meaningless).  

We also obtained survey data conducted in March and April in 2020 from ZHONGYAN 

TECHNOLOGY, a major marketing research company specialising in consumer survey in 

China (BESTCEM, 2020). The survey was conducted online and 8,000 users across platforms 

were targeted, out of which 1,361 responded (i.e., 17% response rate). The final set contains 

1,000 valid responses and the participants are from diverse backgrounds (see appendix 1 for 

demographics). The survey explores buying and consumption trends in China before, during 

and immediately after COVID-19 lockdown (more details are available upon request).  

Findings 

We present the results from text mining analysis of 30,543 microblogs containing the 

‘Revenge Buying’ phrase. First, by browsing through the dataset, we note quite a number of 

examples of ‘Revenge Buying’. Some examples are: “Since I had to start school, I would do 

revenge buying. I'm going to start buying shoes, the most expensive ones” 

(“既然非要我开学 那我就报复性消费 我要开始买鞋了 哪贵买哪个”) and “Too many cars 

and people tonight, is everyone revenge buying?” (“今晚车和人超多 大家报复性消费吗”).  

More systematically, Figure 1 below shows the daily number of microblogs (i.e., Weibos) 

over the observation period. Overall there is a clear pattern of increasing and then decreasing 

mentioning of ‘Revenge Buying’ in Weibo posts over time. The number peaked on March 

19
th

 2020 with more than 1,400 daily Weibo posts, coincidently, this is the date of the first 

confirmed ‘no new infections’ in China since the outbreak. It is also interesting to note, 

although the number of Weibo posts stayed low before the outbreak (e.g., the months of 

November and December 2019), it was still above zero, which means that the usage of the 

phrase ‘Revenge Buying’ already existed in Weibo discussion and was stimulated 

significantly following the outbreak.  
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Figure 1 Daily Number of Weibos Containing 'Revenge Buying' 

Moreover, our analysis complies the most frequent (i.e., with more than 1,000 appearances) 

words/phrases in the 30,543 original Weibo posts (see appendices for full table). Since the 

posts all contain ‘Revenge Buying’ (‘报复性消费’), it is not surprising to see that ‘buying’ 

(‘消费’) and ‘revenge’ (‘报复性’) have topped the table. There are also words/phrases clearly 

related to COVID-19 such as ‘epidemic’ (‘疫情’) and ‘returning to work’ (‘复工’) and related 

to timing such as ‘beginning’ (‘开始’), ‘now’ (‘现在’), ‘after’ (‘过后’) and ‘ending’ (‘结束’). 

Interestingly, the posts also tend to mention concrete examples of products for implementing 

‘Revenge Buying’ such as ‘bubble tea’ (‘奶茶’) and ‘Haidilao’ (‘海底’), the latter literally 

means ‘seabed’ but actually referring to one of the most popular hot pot restaurant chains in 

China.  

We then examine the data from 1000-participant survey to identify any patterns that may 

indicate a wave of ‘Revenge Buying’ or similar. Figure 2 below shows the dining out rates 

across age groups (in birth year) pre-pandemic, during and after the COVID-19 lockdown in 

China. The dining out rate is defined as the percentage of participants in each age group who 

dined out at least once in a week during the specified periods. These periods are: (1) pre-

pandemic: The 2019 spring festival (4
th

 – 19
th

 February), (2) during lockdown: The 2020 

spring festival (24
th

 January – 8
th

 February), and (3) post lockdown: the point of data 

collection, participants were asked about their post lockdown behaviour ‘in the past week’ 

from late March to April 2020. Figure 2 shows that after the lockdown was eased in China, 

the dining out rate has recovered for all the age groups. But the recovery has only been slow.  

 

Figure 2 Dining Out Rates Across Age Groups (Birth Year) 
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Figure 3 below shows the offline consumption before, during and after COVID-19 lockdown 

by different categories. The offline consumption rate for each category is defined as the 

percentage of participants who purchased products or services in that category at least once 

during the specified periods. Figure 3 shows that the offline consumption shrank significantly 

in the period of during COVID-19 lockdown except for Fresh Food, and consumption 

noticeably concentrated on Kitchen Cleaning and Health products. On the other hand, the 

offline consumption clearly bounced back in the period of post COVID-19 lockdown while its 

level remained below its pre-pandemic equivalent for all the categories except for Health.  

 
Figure 3 Offline Consumption Rates by Categories 

Contributions 

The findings of this research contribute to consumer research in relation to buying and 

revenge buying during and post lockdown. The popularity of ‘Revenge Buying’ on the 

Chinese Social Network Site – Weibo has received considerable attention from news 

reporters, yet, thus far, the concept has attracted little to no attention from academics. 

‘Revenge Buying’ is a phenomenon of high relevance to our understanding of what shapes up 

the post COVID-19 buying behaviour and its impact on the economy. Existing literature has 

long discussed issues of consumption that are closely relevant such as compensatory 

consumption (Gronmo, 1988; Woodruffe, 1997) and addictive consumption (Elliott, 1994).  

While we are unable at this stage to clearly show a significant change in behaviour as a result 

of ‘Revenge Buying’, we are able to discuss the nature of the concept as it appears in the 

preliminary analysis of this dataset. Thus far, the premise we have is that ‘Revenge Buying’ is 

a consumer fantasy embracing the possibilities of a post-lockdown life (Holbrook & 

Hirschman, 1982). This process refers to ‘compensatory consumption’, a result of feeling 

‘deficits’ or ‘lacks’ in life (Grunert, 1993; Woodruffe, 1997). In this sense, “the lack might be 

of tenderness and affection associated with feelings of loneliness and boredom […] in general 

terms, the phenomenon is that a lack of x could be cured by a supply of x, but may also be 

cured by a supply of y. If y is used, this process is called compensation” (Woodruffe, 1997, 

p325). This notion directly challenges existing economic understanding of consumer 

behaviour that focuses on directly satisfying needs with actions. Rucker and Galinsky (2008) 

explain that the more powerless a person feels, the more they engage in compensatory buying, 

particularly of high value – high status products. Indeed, one of the global implications of the 

pandemic, the lockdown, means most individuals find themselves lacking control and 
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drowning in ‘mundane’ tasks as lockdown takes over. As such, elements of retaliation are still 

possible in this instance. Revenge in this case is not necessarily of the nature of “holding a 

grudge” or “wishing to inflict pain or harm” on others (Grégoire, Tripp, & Legoux, 2009) it is 

an act of retaliation on the circumstances that had stripped us of our freedoms.   

This research contributes novel insights based on real time evidence from within the COVID-

19 pandemic and the immediate post-lockdown period in China. We present evidence of 

recovery, albeit slow, in consumption rates across the major sectors (e.g. clothing, luxury, 

cosmetics, hospitality, tourism, entertainment, etc.).  

Practical implications 

This research is of immediate and direct implications to retailers and businesses. The 

discussions of revenge buying are particularly relevant to brands and businesses as they 

navigate recovery in post lockdown times. For example, the theoretical discussion around the 

emotional states that have pushed consumers to the fantasy of revenge buying at the point in 

lockdown when such behaviours were not possible, could be used as a basis for predicting and 

encouraging post lockdown recovery behaviours in future marketing and communication 

campaigns and in the design of experiences in stores and online.  

Research limitations and outlook 

There are limitations to this work as it is preliminary analysis in nature, this also only focuses 

on the very immediate period post-lockdown in one country, China. It is crucial that future 

research continues to establish these patterns over an extended period of post-lockdown 

especially as most of the world has been experiencing recurrent periods of lockdowns as 

uncertainty continues as a major part of the scene today.  

Future research should fully theorise the ‘revenge buying’ concept, the learnings from this 

phenomenon is not only relevant in a post pandemic world but could also be applicable to 

other phenomenon where similar conditions may arise including post war, post natural 

disasters, and so on.  
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Appendix  

Word Frequency Table: 

Ranking English Chinese Frequency Ranking English Chinese Frequency 

1 buying 消费 39711 27 economy 经济 1621 

2 revenge 报复性 38606 28 appear 出现 1603 
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3 epidemic 疫情 10725 29 recently 最近 1581 

4 beginning 开始 4559 30 this 这个 1558 

5 none 没有 3462 31 many 很多 1527 

6 everyone 大家 3147 32 understand 理解 1341 

7 price rising 涨价 3136 33 sad 允悲 1333 

8 revenge 报复 3022 34 don’t 不要 1319 

9 self 自己 2679 35 time 时候 1281 

10 just 就是 2615 36 recover 恢复 1260 

11 now 现在 2355 37 however 但是 1254 

12 already 已经 2337 38 because 因为 1253 

13 one 一个 2259 39 things 东西 1249 

14 after 过后 2220 40 after 之后 1234 

15 ending 结束 2126 41 feel like 觉得 1168 

16 real 真的 2121 42 company 企业 1158 

17 still 还是 2095 43 know 知道 1133 

18 bubble tea 奶茶 1984 44 anticipate 迎来 1131 

19 what 什么 1928 45 not 不是 1127 

20 today 今天 1899 46 impact 影响 1126 

21 perhaps 可能 1839 47 feeling 感觉 1092 

22 able to 可以 1757 48 China 中国 1071 
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23 Haidilao 海底 1756 49 industry 行业 1061 

24 

returning to 

work 

复工 1743 50 life 生活 1027 

25 won’t 不会 1743 51 going out 出门 1003 

26 we 我们 1710     
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Participants Demographics:  

 
Figure 4 Geographical Distribution (Severity of COVID-19 Impact) 

 

 

 
Figure 5 Age Distribution (Birth Year) 

 

 

 
Figure 6 Income Distribution (Annual Income in RMB) 
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Introduction 

The COVID-19 pandemic undoubtedly had an enormous impact on the whole retailing 

industry. While some retailers experienced a substantial increase in sales (namely the retailers 

of essential goods such as food, drugstore products and healthcare) others suffered from a 

sales drop (e.g. fashion, footwear, leisure,…) (Roggeveen and Sethuraman, 2020). Grocery 

shopping is among those retail areas where the outbreak of COVID-19 highly stimulated 

sales. 

Studies in context of pandemics often focus on health issues and possible mitigation measures 

(Laato et al., 2020). These topics are naturally of primary importance considering the harmful 

impact of pandemics. However, there are also significant economic effects. Consumer 

behavior in pandemic times is a topic which has been neglected in present literature and needs 

further investigation (Laato et al., 2020; Brandtner et. al, 2021). 

 

Purpose 

The aim of the present study is to estimate the acceptance of online grocery shopping during 

COVID-19. In particular, it shall be analysed whether the outbreak of COVID-19 lead to an 

increased willingness to buy food online. So far, online grocery shopping has absolutely been 

a niche market in Austria with a share of only 1% of the total grocery purchases 

(Gittenberger, 2019). However, it is well known that the pandemic dramatically changed 

consumers’ purchasing behaviour (Loxton et al., 2020). This study aims to provide prospects 

on consumers’ demand for online grocery shopping during COVID-19. The results are 

intended to reveal whether food retailers should intensify their e-commerce endeavours based 

on consumers’ demand prospects.  

 

Conceptual framework 

The stimulus-organism-response (SOR) model provides the conceptual foundation for this 

research. According to the SOR model, there are certain external impulses (stimuli) which 

effect an individual (organism) to react with a certain behaviour (response) (Mehrabian and 

Russell, 1974). The SOR model is a widely used and well proven framework to analyse 
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