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Abstract

The e-commerce adoption is constantly growing. The
rapid growth of e-commerce can be derived from the new
consumer need for convenience and comfort in their
purchasing process (Seybert,2012).  Within e-commerce,
one of the markets that still experience this struggle is the
online grocery market. Online shopping has become a
highly profitable retail format, achieving high sales
values across much of the developed world. Although yet
far from reaching its full potential in several markets, the
current percentage of online grocery sales is certainly
something to follow closely. The objectives of the study
are to analyse the level of awareness and acceptance of
online grocery apps among working community, to
identify the value drivers on convenience, price and
quality of products (expectations/attitude), to understand
the desire and willingness to use the online grocery apps
and to estimate the preference of Mobile Apps.
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Introduction

The e-commerce adoption 1is constantly
growing. The rapid growth of e-commerce can
be derived from the new consumer need for
convenience and comfort in their purchasing
process (Seybert,2012).  Within e-commerce,
one of the markets that still experience this
struggle is the online grocery market. There are
two possible aspects of what is causing this.
First, there could be a lack of willingness from
the grocers, since the business model is not yet
profitable enough to implement.The technical
aspects within the business model that challenge
the grocer is how to manage the stock of goods,
present the groceries, how and at what times to
deliver the goods and how to manage returns of
goods. Secondly, it could be a problem within
consumer attitudes, which directly influences
consumer intentions and behaviour. It is
however still believed that the market has great
potential for growth, due to the traditional

grocery market’s size.

Review of Literature

Accordingly, Robinson, Riley, Reetie& Rolls-
Willson (2007), supporting earlier findings by
Morganosky&Cude  (2000), noted  that
convenience seems particularly relevant when
some situational constraints - such as ill health,
changing homes or jobs, breaking a limb,
having a baby, working late, children leaving
home, working from home, aging, etc. — come
into play. In addition, the authors argue that the
disappearance of such situational constraints is
also often the primary reason for stopping or
diminishing the frequency of online grocery
shopping.
In this sense, online grocery shopping has been
found to be, by several studies, highly
discretionary (Hand, Riley, Harris, Singh
&Rettie, 2009; Robinson, Riley, Reetie& Rolls-
Willson, 2007; Morganosky&Cude, 2000), as it
may be forsaken when a specific trigger
disappears or when, for some reason, consumers
become unhappy with the level of service. This
indicates that even the high demand for
convenience that often drives the adoption of
online grocery shopping may be highly
contingent ~ upon  particular  individual
circumstances (Hand, Riley, Harris, Singh
&Rettie, 2009).
This leads to the frequent re-evaluation of the
decision to conduct grocery shopping in online
formats. Consequently, post-adoption
evaluations become particularly crucial to the
decision of whether or not to continue using an
online grocery store (Hand, Riley, Harris, Singh
&Rettie, 2009).
Taken together, past findings suggest that online
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grocery shopping is complementary to, rather
than a substitute of, traditional grocery shopping
(Hand, Riley, Harris, Singh &Rettie, 2009;
Robinson, Riley, Reetie& Rolls-Willson, 2007;
Morganosky&Cude, 2000). As evidence has
been found that most consumers shop
personally, at least, for perishables and/or
special products (i.e., items shopped with an
uncommon purpose, as for example a dinner
party) (Robinson, Riley, Reetie& Rolls-Willson,
2007; Morganosky&Cude, 2000).

Need for the Study

Online shopping has become a highly profitable
retail format, achieving high sales values across
much of the developed world. Although yet far
from reaching its full potential in several
markets, the current percentage of online
grocery sales is certainly something to follow
closely. As traditional and click-only grocery
retailers begin to learn from past errors and
learn to take better advantage of the
technological innovations developed for the
digital world, more companies are venturing
into this segment with improved business
models and service levels. They are becoming
more value-conscious due to the current
economic crisis, which together with the time

Data Analysis

scarcity felt, leads to an increasing demand for
lower  search  costs, higher shopping
convenience, better price deals and more
rewarding purchase experiences. Such trends
are motivating a renewed interest in online
grocery shopping in the coming years.

Objectives of the Study
The objectives of the study are as follows:

e To analyse the level of awareness and
acceptance of online grocery apps
among working community.

e To identify the value drivers such as
convenience, price and quality of
products(expectations/attitude)

e To understand the desire and willingness
to use the online grocery apps.

e To estimate the preference of Mobile
Apps over Websites.

Methodol

ogy

The research design for this study is empirical in
nature. Theresarch tool used for the study is a
structured questionnaire. The sample size was
restricted to 150 people belong to the working
community and who undertake online purchase
of groceries. The sampling method was
convenience sampling.

The demographics of the sample chosen for the study is as given below:.
Table 1 : Demographics of the Sample

Gender Percentage Occupation Percentage
Male 30.0% Salaried 68.7%
Female 70.0% Self Employed 12.0%
Age Percentage Others 19.3%
18-25 yrs 25.3% Annual Income Percentage
25-30 yrs 27.3% <Rs. 5 lakhs 55.3%
30-40 Yrs 20.7% More than Rs. 5 lakhs 44.7%
Above 40 Yrs 26.7% Awareness Percentage
Educational Qualification Percentage Yes 91.3%
Graduate 8.68% No 8.7%
Post Graduate 18.0% Use Online Grocery Apps Percentage
Professional 58.6% Yes 52.7%
Others 14.6% No 47.3%
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Table 2 : Online Grocery App Used by Respondents
App used Number of Respondents Percentage
Big basket.com 64 81%
Aaramshop.com 5 6.3%
Zopnow.com 0 0%
Maligakadai.com 10 12.7%
Total 79 100%

It is seen that the current market leader of online grocery, Bigbasket. Eventhough
Aaramshop.com, Zopnow.com, Maligaikadai.com are popular, most of the people are using Bigbasket.

The market share of Bigbasket is clearly proven here.
Table 3 : Will Buy Grocery Online In Future

Will buy grocery online Number of Respondents Percentage
Yes 58 81.7%
No 13 18.3%
Total 71 100%

This table includes only responses given by respondents who do not currently buy groceries online. It
is clearly seen that there is a huge scope for purchase of online grocery in future.
Table 4 : Preference for Type of Ap

Preference for app Number of Respondents Percentage
SmartPhones 115 76.7%
Websites 35 23.3%
Total 150 100%

Various modecould be used for online purchase of grocery. The above shows that respondents prefer
Smart Phones over Internet Websites. India being the Second largest user of Smart Phones after China,

this would surely act as a catalystfor improving purchase of grocery online.
Table 5 : Online grocery Apps are Beneficial to Users

Is Beneficial Number of Respondents Percentage
Yes 143 95.33
No 7 4.67
Total 150 100

It is very clear that most of the respondents feel it to be beneficial for carrying on their day-to-day life.
This gives and indication for the scope for purchase of online grocery by the working community.
Table 6 : Reasons For Which Online Grocery App is Used/ Can be Used

Reasons Number of Respondents Percentage
Easy to Order 57 39.9%
Variety 16 11.2%
Discount & Offers 6 4.20%
Saves time 32 22.4%
Avoid Long queues 19 13.3%
Others 13 9.0%
Total 143 100%

Various reasons make online grocery purchases beneficial to users.

Majority of the

respondents feelit helps them to to avoid long queues in super markets and local stores. India being the second
most populous country buyers usually have to wait in queues for billing. The other reasons are saving on time,

varieties on offer, discounts and ease of ordering.
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considering Easy returns(Cash back in case of perishable goods), COD, Credit card purchase as other beneficial

factors (13%).
Table 7: Reasons Why Online Grocery Apps Are Not Beneficial

Reasons Number of Respondents | Percentage
Quality Issues 3 42.86
Shopping Hobby is getting affected 2 28.57
Not having Physical world touch 2 28.57
Others 0 0
Total 7 100

From the table it is very clear that respondents are worrying about quality, lack of physical
world attachment and shopping hobby. These are the major non-beneficial stuffs that make a minor

population to raise voice against Online grocery.
Table 8 :Occasions which Warrant/May Warrant Online Purchase of Grocery

Occasions No. of Respondents Percentage
When home delivery is required 52 34.67
When something special is required 23 15.33
When prices are to be compared 20 13.33
When there is shortage of time to compare quality 55 36.67
Other reasons 0 0
Total 150 100

The above table depicts the ultimate need of online grocery. From the table it is very clear
that majority of the respondents prefer online grocery only when they do not have time to find
different things in different places and when they need home delivery. The need to compare prices of

products and ordering special items queues back in the need criterion.
Table 9 : Rating of Factors Influencing OnlinePurchase Of Grocery

Not at all Moderatel Extremel
Factors Concerned Concerneg Concerne)(’l Total
Convenience 42 63 45 150
Price 63 44 43 150
Quality 8 24 118 150

The above table depicts the concerns of respondents on convenience, price and quality
parameter. From the chart we can very well make out that people are extremely concerned about
quality followed by convenience and price. At certain stage people are not concerned about price and

convenience but there is no compromise on quality of the product.
Table 10 : Factors Influencing Shopping Online

Factors No of Respondents Percentage
Website User Friendly 2 1.33
COD 51 34
Credit/Debit card payments 22 14.67
Offers and Discount 75 50
Total 150 100
From the above

The above table depicts the attracting features while purchasing online.

table, it is very evident people are getting attracted more to Offers & Discounts, COD and
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Credit/Debit card payment. The user friendliness of website is given not much when compared with
that of other attractions.
Table 11: Level of Importance Attached to FactorsOf Satisfaction Relating To

Online Grocery Purchases

Somewhat
Factors Very Important Important INot Important 11‘(()).tz(1)lf
No. of No. of No. of espondents
respondents respondents respondents
Design of website 84 60 6 150
Discount offers 74 20 56 150
Advertisements 35 70 45 150
Value of Money 82 48 20 150
Adequate Search Options 79 42 29 150
Product Assortment 84 46 20 150
COD 100 30 20 150
Internet Banking 112 28 10 150
Credit/Debit card 106 35 9 150
Free shipping 120 23 7 150
ID & Password Confirmation 115 25 10 150
Order Confirmation Screen 124 16 10 150
Tracking of items 114 24 12 150

The above table depicts the various satisfaction factors and the people’s importance for the
same. concerns of people on Convenience, Price and Quality parameter. From the chart it is very
evident that people are considering Free shipping, Order Confirmation, Tracking of Items, ID &
Password as very important aspect. Also they are considering aspects like COD, Internet banking and
Adequate search options as moderately important ones. In addition the aspects like Advertising and
Website design are not of much important.

Table 12 : Issues Relating to Online Shopping

Factor Not an issue |[Minor issue | Issue Major issue Total
No guarantee 18 33 77 22 150
Possibility of forgery 26 17 34 75 150
dighly priced product 40 32 15 63 150
Lack of Physical examination 39 13 19 79 150

the severity of various issues faced during Online grocery. Almost allthe factors such as Lack of
Physical examination, Highly Priced product and Possibility of forgery are considered as Major
issues. Except for No guarantee almost all the issues are flagged as major issue.
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Chi-square test

Ho : There is no association between gender and awareness about online grocery

Tablel3 : Chi Square Test For Association Between Gender & Awareness
About Online Grocery

Aware of online grocery Chi-square P value
Gender Yes No Total Value
Male 38 7 45
Female 99 6 105 2.857(a)
Total 137 13 150 0.000**

Since the chi square value is 2.857

with a P value more than 0.01, it can be
hypothesised that the null hypothesis is
accepted at 1 percent level of significance.
This proves that there is association between
gender and their awareness about online

grocery.
Findings of the Study

Current market leader of online
grocery,  Bigbasket. = Eventhough
Aaramshop.com, Zopnow.com,
Maligaikadai.com are popular, most of
the people are using Bigbasket.

There is a huge scope for purchase of
online grocery in future.

Respondents prefer Smart Phones over
Internet Websites.

India being the second largest user of
Smart Phones after China, this would
surely act as a catalyst for improving
purchase of grocery online..

Most of the respondents feel it to be
online purchase of groceries helps in
making their day-to-day life more
comfortable. This gives an indication
for the scope for purchase of online
grocery by the working community.
Majority of the respondents feel online
purchase of grocery helps them to avoid
long queues in super markets and local
stores. The other reasons are saving on
time, varieties on offer, discounts and ease
of ordering. In addition to the above listed
benefits, people are considering ease of
returns (Cash back in case of perishable

goods), COD, Credit card purchase as
other beneficial factors (13%).
Respondents are worrying about
quality, lack of physical world
attachment and shopping hobby. These
are the major non-beneficial stuffs that
make a minor population to raise voice
against Online grocery.

Majority of the respondents prefer
online grocery only when they do not
have time to find different things in
different places and when they need
home delivery. The need to compare
prices of products and ordering special
items queues back in the need
criterion.

Concerns  of  respondents  on
convenience, price and quality
parameter. From the chart we can very
well make out that people are
extremely concerned about quality
followed by convenience and price. At
certain stage people are not concerned
about price and convenience but there
1S no compromise on quality of the
product.

Attracting features while purchasing
online. From the above table, it is very
evident people are getting attracted
more to Offers & Discounts, COD and
Credit/Debit card payment. The user
friendliness of website is given not
much when compared with that of
other attractions.
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e This proves that there is association
between gender and their awareness
about online grocery.

Suggestions

Positive attitudes are needed in order to get
the consumer to try and adopt online grocery
shopping. Since attitudes are by far the most
influential factor within intentions of online
grocery shopping one can with certainty say
that the respondents are attitudinal in their
reason to decide whether or not to purchase
groceries online. To conclude and to answer
the research question of this research it can be
stated that positive attitudes does have a
positive influence on intentions within online
grocery shopping.

Conclusion

The willingness to purchase or adapt a
certain behaviour depends on what type of
consumer you are. Therefore one could argue
that the respondents that are -currently
purchasing their groceries online can be
identified as innovators, early adopters or
early majority of the market of online grocery
shopping. Functional barriers such as risk is
said to be an influencing factor towards
attitudes within e-commerce (Ram et al.,
1989). One can, based on the current
behaviour and attitude relationship argue that
the functional barrier of risk within the
respondents are low. Furthermore trust, which
also is a determining variable within attitudes,
is presumed to be high since the attitudes are
positive.

References

[1] Bell, D.R., Corsten, D. & Knox, G.
(2011) ‘From point of purchase to path to
purchase: How preshopping factors drive
unplanned buying’, Journal of Marketing, vol.
75, January, pp. 31-45.

[2] Chen, S.J. & Chang, T.Z. (2003)" A
descriptive model of online shopping process:

Some empirical results’, International Journal
of Service Industry Management, vol. 14,n° 5,
pp. 556-569.

[3] Constantinides, E. (2004) ‘Influencing
the online consumer's behaviour: The web
experience’, Internet Research, vol. 14, n® 2,
pp.- 111 —126.

[4] Creswell, J.W. & Plano Clark, V.L.
(2011), Designing and conducting mixed

methodsresearch, " edition, California: Sage
publications Inc.

[5] Delaney-Klinger, K., Boyer, K.XK.
&Frohlich, M. (2003)’ The return of online
grocery shopping: A comparative analysis of
Webvan and Tesco's operational methods’,
TheTQM Magazine, vol. 15, n° 3, pp. 187-196.
[6] Hand, C., Riley, F.D., Harris, P.,
Singh, J. &Rettie, R. (2009) ‘Online grocery
shopping: The influence of situational
factors’, European Journal of Marketing, vol.
43,n°9, pp. 1205-1219.

[7] Hansen, T. (2005) ‘Consumer
adoption of online grocery buying: A
discriminant analysis’, International Journal
of Retail & Distribution Management, vol. 33,
n®2, pp. 101-121.

[8] Lowrey, T.M., Otnes, C.C. &
McGrath, M.A. (2005) ‘Shopping with
consumers: reflections and innovations’,
Qualitative Market Research: An
International Journal, vol. 8, No 2, pp. 176-
188.

[9] Malhotra, N.K. & Birks, D.F.

(2007), Marketing Research: An applied
approach, 3rd European Edition, Essex:
Prentice Hall/Financial Times

[10] Park, C.W,, Iyer, E.S. & Smith, D.C.
(1989) ‘The effects of situational factors on
in-store grocery shopping behaviour: The role
of store environment and time available for
shopping’, Journal of Consumer Research,
vol. 15, March, pp. 422-433.

[11] Parsons, A. & Conroy, D. (2006)
‘Sensory stimuli and e-tailers’, Journal of
ConsumerBehaviour, vol. 5, February, pp. 69—

Available online: https://edupediapublications.org/journals/index.php/lJR/

Page |377




International Journal of Research
Available at https://edupediapublications.org/journals

e-ISSN: 2348-6848
p-ISSN: 2348-795X

4

Volume 05 Issue 07
March 2018

81.

[12] Ramachandran K.K., Karthick, K.K. &
Kumar, M.S. (2011) ‘Online shopping in the
UK’, International Business & Economics
Research Journal, vol. 10, n° 12, pp. 23-36.
[13] Ramus, K. & Nielsen, M.A. (2005)
‘Online grocery retailing: what do consumers
think?’,/nternet Research, vol. 15, n° 3, pp.
335-352.

[14] Tashakkori, A. &Teddlie, C. (2003),
Handbook of mixed methods in social
andbehavioural research, California: Sage
Publication Inc.

[15] Thomas, A. & Garland, R. (2004)
‘Grocery shopping: list and non-list usage’,
[16] Marketing Intelligence & Planning,

vol. 22, n° 6, pp. 623—-635.

[17] Verhoef, P.C. &Langerak, F. (2001)
‘Possible determinants of consumers' adoption
of electronic grocery shopping in the
Netherlands’, Journal of Retailing and
ConsumerServices, vol. 8, pp. 275-285.

[18] Wolfinbarger, M. &Gilly, M.C. (2001)
‘Shopping online for freedom, control, and
fun’, California Management Review, vol. 43,
n° 2, pp. 34-55

[19] Xia, L. (2010) ‘An examination of
consumer browsing behaviours’, Qualitative
MarketResearch: An International Journal,
vol. 13, n° 2, pp. 154-173.

Level of Importance attached to each factor of satisfaction relating to
online grocery purchases

Somewhat
Factors Very Important Important Not Important 11‘(()).tz(1)lf
No. of No. of No. of espondents
respondents respondents respondents
Design of website 84 60 6 150
Discount offers 74 20 56 150
Advertisements 35 70 45 150
Value of Money 82 48 20 150
Adequate Search Options 79 42 29 150
’roduct Assortment 84 46 20 150
"OD 100 30 20 150
nternet Banking 112 28 10 150
Credit/Debit card 106 35 9 150
‘ree shipping 120 23 7 150
D & Password Confirmation 115 25 10 150
Drder Confirmation Screen 124 16 10 150
[racking of items 114 24 12 150

The above table depicts the various satisfaction factors and the people’s importance for the same.
concerns of people on Convenience, Price and Quality parameter. From the chart it is very evident that
people are considering Free shipping, Order Confirmation, Tracking of Items, ID & Password as very
important aspect. Also they are considering aspects like COD, Internet banking and Adequate search
options as moderately important ones. In addition the aspects like Advertising and Website design are

not of much important.

Available online: https://edupediapublications.org/journals/index.php/lJR/

Page | 378




e-ISSN: 2348-6848

p-ISSN: 2348-795X

Volume 05 Issue 07
March 2018

International Journal of Research
Available at https://edupediapublications.org/journals

4

Issues relating to online shopping

Factor Not an issue |[Minor issue | Issue Major issue Total
No guarantee 18 33 77 22 150
Possibility of forgery 26 17 34 75 150
dighly priced product 40 32 15 63 150
Lack of Physical examination 39 13 19 79 150

the severity of various issues faced during Online grocery. Almost allthe factors such as Lack of
Physical examination, Highly Priced product and Possibility of forgery are considered as Major
issues. Except for No guarantee almost all the issues are flagged as major issue.

16 factors influencing shopping online

Factors No of Respondents Percentage
Website User Friendly 2 1.33
COD 51 34
Credit/Debit card payments 22 14.67
Offers and Discount 75 50
Total 150 100

the attracting features while purchase. From the above table, it is very evident people are getting
attracted more to Offers & Discounts, COD and Credit/Debit card payment. The user friendliness of
website is given not much when compared with that of other attractions.

Chi-square test

Ho : There is no association between gender and awareness about online grocery
Table 4.17: Chi square test for association between gender and awareness about online grocery

Aware of online grocery Chi-square P value
Gender Yes No Total Value
Viale 38 7 45
‘emale 99 6 105 2.857(a) | 0.000**
Total 137 13 150

Since the chi square value is 2.857 with a P value more than 0.01, it can be hypothesised that the null
hypothesis is accepted at 1 percent level of significance.
This proves that there is association between gender and their awareness about online grocery.
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