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Abstract:

WiththeprevalenceoftheCOVID 19pandemicandthe
growing importance ofe-commerce,research on online
consumerbehaviourisespeciallyimportant.Thepurposeof
thisstudywastodevelopamethodologicalapproachto
assesstherelationshipsandimpactsoffactorsthatdrive
onlineconsumerpurchasingbehaviourinthecontextofthe
COVID19pandemic.Thesurveymethodwasbasedonthe
Cattell survey transformation and implementation of
correlationanalysis.Thissurveyusedasurveymethodto
determinethepredispositiontoonlineconsumerbehaviour
when making a purchase decision. The survey was
conductedononlineshoppersfrom thetop10countriesin
termsofe-commercemarketgrowth.Scientificpapersare
methodologicaltoolkits proposed to assess the buying
behaviour of online consumers, identifying the most
influentialfactors in buying behaviour,assessing the
dynamics ofactivity during the study period,and key.
Identifyingtrendsandtheiractions.Thestudyfoundthat
changes in online consumerpurchasing behaviourare
typicaloftheCOVID19pandemic.Theimpactofconsumer
awarenessandexperienceisincreasing.Onlineconsumers
are becoming more sophisticated,which influences the
activityoftheirpurchasingbehaviour.Thisstudyshowed
changes in the impactofonline consumerpurchasing
behavioural factors during a pandemic. It has been
establishedthatthespeedofconsumerdecision-making
when purchasing goods and services on the Internetis
becomingmoreimportant.
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Introduction

l.l. Background

The retailindustry significantly plays a major role in

determining and developing different countries’gross

domesticproduct(GDP).Asanindustry,retailisconsidered

asacrucialemployingsource.Theretailindustryconnects

thecustomerswiththeirneedsandwants.Sincethe1930s,

marketers attemptto understand customerpurchasing

behaviour(Waguespack & Hyman,1993)to predictthe

customers’actionsandfuturepurchases.However,during

thelastfewdecades,theretailindustryhasundergonegreat

development.Differentchannelswerecreatedthatmadethe

customersactdifferently.Inthe21stcentury,new options

forbuyingandshoppingratherthanthebrick-and-mortar

storesweredevelopedandbeenavailableforthecustomers

.Anoticeableculturalshiftwaswitnessedduetotherapid

technological development;hence,the retailing sector

experiencedmoredevelopmentthatprovidednew retailing

channels,rapidgrowthase-commerce.

1.2. Problem Sment

Theretailsectorhasrapidlydevelopedoverthepastyears
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asthedifferentretailersinvestmoreeffortsandresources

toprovideaseamlessexperiencethroughmultiplechannels.

The developments in the retailsectorled to significant

changesincustomerbehaviourandevidenttransitionofthe

customer activities toward the online channels.

Correspondingly,the pandemic ofCovid-19 have come

withoutanypreviousnoticeanddictatednewregulationthat

hashinderedthesocialinteraction.Thesehindrancesledto

numerous consequences on both online and physical

channels.Onthefirsthand,thepandemichasincreasedthe

demand on the online channels thatcoincide with the

transition ofretailing,which could positivelyimpactthe

retailingsector.Ontheotherhand,thepandemicmighthave

ledtodemandreductiononthephysicalchannels,whichcan

negativelyimpacttheretailers.

Nevertheless,theselectionbetweenthedifferentchannels

formakingpurchasesisdrivenbycustomerbehaviour.Due

tothepandemic’srestriction,it’shighlyexpectedthatthe

buying behaviourhas changed.More specifically,here

comesthefocusofthispaper,whichisaimingtodiscover

theroleofCovid-19onthechangeofthecustomersbuying

behaviour.However,today,thereisascarcityinscientific

literatureconcernedwiththechangeofcustomerbuying
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behaviourinlinewithCovid-19.Thescarcityinthecurrent

literaturehasassistedtheresearchersinidentifyingthegap

ofthisstudyandcontributedtopullingthetriggertoconduct

thisresearch.

1.3.ResearchPurpose

This study is concerned with deepening the knowledge

aboutchange in customerbuying behaviourbroughtby

Covid-19ontheretailingsector.Thefocusofthisstudyis

limited to the Swedish millennials’buying behaviourfor

fashion products with respectto the selection between

onlineandofflinestores.Moreprecisely,thisstudyaimsto

identify and testnew behaviouralpatterns thatwould

influencetheSwedishresidentsinselectingbetweenonline

andofflinestoresforshoppingandbuyingfashionproducts.

Thisstudyisconductedfrom thecustomers'sideviahaving

focusgroupsandaweb-basedsurvey.

Inlightofthecurrenttheoriesincustomerbuyingbehaviour,

thisstudywilldigdeepintotheSwedishmillennials’buying

behaviourtoexploreandexaminetheroleofCovid-19in

influencingtheselectionprocessbetweenonlineandoffline

stores.However,theexpectedfruitfuloutcomefrom this

studyistodeliverasetofnew behaviouralpatternsthat
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wouldexpandthetheoreticalknowledgeinregardtothe

currentcustomerbuyingbehaviour.

1.4.ScopeandDelimitation

This paperfocuses on the change in customerbuying

behaviourduringtheeraofthepandemicofCovid-19.The

scope ofthisstudyislimited to the millennials’buying

behaviourin Sweden;however,this study willnotbe

observing anyothercustomersegmentsratherthan the

millennialsinSweden.Furthermore,togetahighersufficient

data,the study has limited the data collection on the

SwedishmillennialslivinginSwedenbeforeandafterthe

pandemicofCovid-19.Moreprecisely,thedatacollection

has been limited to those living in Sweden before the

outbreakofCovid-19.

Moreover,the scope ofthis studyis limited to fashion

retailing only,where these retailers are concerned with

productssuchasclothes,footwears,andaccessories.Other

productssuchascosmeticsandcareproductsareexcluded

inthisstudy.Additionally,otherkindsofretailersoutofthe

fashionindustryarealsoexcludedfrom thisstudy.

1.5. Contribution

Thispaperisofanexploratoryandconstructivenature.The
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paperisaimingtoprovideadeeperunderstandingofthe

changeofcustomerbuyingbehaviourduringthepandemic

ofCovid-19.

Onthefirsthand,thispaperisexpectedtodeliverasetof

newbehaviouralpatternsthatwouldexpandthetheoretical

knowledge concerning the current customer buying

behaviour.Ontheotherhand,thefindingsofthispaperare

expected to serve organisations in the fashion retailing

sectorin orderto deeplyunderstand thechangeofthe

customerbuying behaviourduring Covid-19,which will

assisttheretailingorganisationsinexploitingthecurrent

andfutureopportunitiesasaresponseofthechangeinthe

customerbehaviour.

1.6. Disposition

Thissectionprovidesanoverview ofthispaper.Figure1

belowillustratesthedispositionofthechaptersofthispaper.

Thispaperconsistsofeightchapters.Chapter1,providesa

backgroundconcernedwiththephenomenonunderstudy;

thischapteraddressestheresearchgap,asitshighlightthe

purpose ofthe study.Chapter2,contains theories and

literaturestudiesofthepreviousscientificpapers.Chapter3,

the Method chapter,is concerned with the research
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philosophy,researchapproach,researchdesign,research

quality,and research ethics.Chapter4,this chapteris

concerned with the data collection methods aboutthe

planning,sampleselection,andtheexecutionofthetwo

empiricalmethods.Chapter 5,is concerned with the

analysedresultsgeneratedfrom boththefocusgroupand

the survey.Chapter6,is concerned with analysing the

empiricalresultsinlinewiththepreviousliterature.Chapter

7,isconcernedwiththeproposedconceptualmodelandthe

discussionoftheconcept.Chapter8,isconcernedwiththe

conclusionofthispaper,inthischapterthepurposeofthe

studyisanswered,astheimplicationsofthestudyare

highlighted.
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Figure1:Illustration
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2-LiteratureReview:

2.1RetailingTransformation

Theexpansionandgrowthoftheinternetareleadingthe

retailing sectorto more developed channels and rapid

growth as e-commerce and digital marketing . The

transformationintheretailingsectorandthetransitionsthat

happenedoverthelastdecadeprovidedthecustomerwith

morefeaturesandpowerinthemarket(Lombart,etal.,2020;

Juaneda-Ayensa,.Theseveraloptionsthatappearedinthe

marketcreatedanunstablesituationwhichledtodifferent

results and implications and more complexity in the

customerattitudeandtheretailers’performances.

Onthefirsthand,massivetransfertowardthedigitalmarket

ande-commerceencouragedcustomerstoshiftfrom brick-

and-mortarstores.On theotherhand,severalbrick-and-

mortarstoresshutdown,andsomeotherretailersshiftedto

e-commerceduetothehigherdemandandtherapidgrowth

ofthe e-commerce market.Therefore,a high levelof

competitionandhighverityandassortmentsexistinthee-

commercemarket,differentiatingitfrom thelocalandbrick-

and-mortarstores.

However,offlineretailersareattempting to interactwith
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differentcustomersbyenteringthee-commerceworldto

attractandreachabroaderrangeofcustomers.Wherefore,

thecustomerbehaviourandshoppinghabitsaregoingwith

the flow and changing accordingly. Customers and

consumers utilize digitalchannels through devices to

comparedifferentarticlesandproductsbydifferentretailers

.

2.2CustomerBuyingBehaviour

“Consumerbehaviouristhemental,emotionalandphysical

activitiesthatpeopleengageinwhenselecting,purchasing,

using and disposing ofproducts and services so as to

satisfyneedsanddesires”.

Customerbuying behaviourterm mainlyfocuses on the

buying activities of the customers before and during

purchasing,whichcoverstheprocessofproductselecting

andbuying.Customerbehaviourisasignificantfactorinthe

retailing industry to predictthe customers’actions and

future purchases. It is crucial to understand the

psychologicalpurchasingpartofthecustomersduringthe

purchasingprocesstoclarifytheirbehaviours.Thecustomer

purchasingprocessdiffersandcanbebuyingorshopping.

Buyingiswhenthecustomerhaspreviousknowledgeofthe
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requiredproduct,targetedit,andpurchaseditdirectlyfora

need.While shopping is the term that refers to the

enjoymentanddesiredrivenbylookingforaproductthatthe

customerdoesnothaveaneed.

However,customersalsodifferintheirpersonalitiesand

attitudes,aswellastheirtrust.Onlineretailingchannelsand

brick-and-mortarstoreshavedifferentexperiencestothe

customer.Hence,thefuturecustomerbehaviourchanges

andadjustaccordinglytothepresentcustomershopping

experience.

2.3.InfluencesonCustomerBehaviour

Customersareasignificantfactorforthecontinuationof

anybusiness,Azad,etal.,(2013)stated the impactof

customerbehaviouronbusinessplanningandefficiencyin

differentareasand scopes.Understanding thecustomer

personality and its buying behaviouris crucialforall

businessestoinfluencethecustomers’performanceand

planningphases.Customerbehaviourcanbeinfluencedby

differentfactorsthatwerecategorizedbyWadera&Sharma

(2018)intointernalandexternalinfluences.Thefactorscan

affectthepurchasingprocessperiodicallyinthreedifferent

stagespre,during,postthepurchasingprocess.
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2.3.1 InternalInfluences

Theinternalinfluencesdifferfrom onecustomertoanother,

affectingthebuyingprocessandthecustomerbehaviour.

Theseinfluencescausedbydifferentdimensionsthatrefer

to the customers,i.e.culture,personalaspects,and

customerloyalty(Wadera&Sharma,2018;Vebrova,2016;

Hoyer&Krohmer,2020).

Culture

Cultureisinheritedfrom onegenerationtoanother;each

generationadds,change,andsavesomeofthistransmitted

culture(Nayeem,2012).Itappearsinhumanactionsand

behaviour,anditaffectsthehuman’sdecisionsandfeatures.

Peoplefrom thesameculturesharemanyvalues,means,

andsimilarities(Tsoukatos&Rand,2007).Allthesecultural

factors named as powerful influences on customers

behaviour and decision making.Therefore,businesses

alwaysattempttolearnmoreabouttheircustomersandthe

differentinterculturalactorsinthemarkettoincreasethe

awarenessandtheknowledgeinternallyformeetingand

exceedingthecustomerexpectation(Ghazali,.,2017).Lee

and Kacen (2008)asserted theinfluenceofthecultural

aspectsoncustomerbehaviour,attitude,and purchasing
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activities.

Personalfactors

Generally,humansactupontheirpersonalitiesandpersonal

characteristicsthatweredeveloped,changed,andaffected

throughlifetimeandyears(Domie,2013).Theglobalization

in the currentcentury led to multiculturalmixing that

developed severalcharacteristicsand gave birth to new

features.Thus,theglobalmulticulturalhumanpersonality

have been established (Bird & Stevens, 2003). The

complexity ofthe marketing process increased forthe

specialists in targeting and predicting theircustomers'

actionsandbehaviours(Domie,2013).

Manyresearchershaveemployedthesecharacteristics,i.e.

ageandfinancialsituation,andpersonalities,i.e.desiresand

enjoyment,ininfluencingcustomerbehaviour.Customers

varyintheirages,andeachagehasdifferentdesiresand

interests.However,anincreaseinageleadsmainlytoa

decreasein purchasing desire(Wadera & Sharma,2018;

Domie,2013).Moreover,thedifferencesintastebetween

thegenerationscaneasilyberecognized,aswellasbetween

thebackgroundsandenvironmentthatthecustomersarein

(Domie,2013).
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2.3.2 ExternalInfluences

Externalinfluencesrelyonaspectsthecustomerscannot

controlit;theseinfluencesaregeneratedbyexternalfactors

thatdirectlyaffectcustomerbehaviouranddecisionmaking.

Forinstance,itmightbeoperatedbytheproduct/service

provider.However,boththecontrollableanduncontrollable

factorscanhaveprosandconsonboththebusinessesand

the customers,i.e.society,motivationalimpacts,social

media,and crisis(Azad,2013;Wadera & Sharma,2018;

Domie,2013;Ling&Yazdanifard,2015).

Motivationalimpacts

Individualbehavioursaremotivatedbyseveralaspectsto

seekaneedorinternalsatisfaction(Kian,2014).Hence,

customersbehaveuponcertainmotivesto perceiveand

fulfila need.The motivationalaspects thatderive the

customertobehaveinthewaytheydo,differfrom oneto

anotherbasedonseveralfactorsthatresearchersnamed

complex(Domie,2013).

Azad,etal.,(2013)declared thatprice discounts are a

consumeradvantagemotivethatretailersinducecustomers

topurchasebothononlineandofflinechannels.Retailers

approach customers and attempt to influence them



Literaturereview

14

psychologicallybyapplying salesand discountsthatare

technicallyconsideredmethodsthatpersuadethecustomer

topurchasebothhedonicandutilitariangoods(Domie,2013;

Ling&Yazdanifard,2015).Alongwiththepromotionsand

marketingstrategies,andactivitiesthataim totouchthe

customerssubconscious,retailersconductsuchstrategies

and activitiesto motivate the customersto make more

purchases.Alltheutilizedmarketingstrategiesinfluencethe

customerbehaviourexternallyandthecustomerdecisions

(Domie,2013).

Crisis

Catastrophiceventshadhappenedsince5000yearsago

and continuing untilthepresentdays.Wars,pandemics,

epidemicsandcatastropheshavebeenwitnessedthrough

the evolution timeline ofthe human being’s civilization.

Someofthesecriseswerecreatedbynature,andtheothers

committed by humans.The crisis through history had

significantsocialimpactsonthesocietiesandcommunities,

extreme scarcity offood,water,shelters orthe basic

necessities oflife (Duquenne & Vlontzos,2013).These

impacts affected the way people live and actin their

differentdailyactivities.Themostprominentexampleisthe

increasement in unemployment,the leading cause for
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peopletoreconsidermanyhabitstheyusedto(Mroz,2015).

However,theseimpactsaffectedthecustomersintheirway

ofbehaving.Manyresearchers claimed the decrease of

purchasingrateandtheincreaseofthesavings.Thechange

in the customerbehaviourdue to crisishascontinuous

impacts thatplaya significantrole in holding the new

customerbehaviourforthefutureandbequeathsomeofit

to thefollowinggenerationsthatwouldbeafactorthat

influencestheirbehaviouraswell(Duquenne& Vlontzos,

2013).

2.4.Covid-19inRetailing

TheCovid-19 pandemic,theglobalcatastropheof2020,

came with unpredicted catastrophic effects on humans’

healthandeconomy(Taqi,.,2020).TheimpactsofCovid-19

forcedthepeopletochangetheirbehaviourinentertaining,

purchasing,working,studying,and manyotherdailylife

activitiesthatpeoplehadthem before.Covid-19broughta

globalpanicandstressfulsituationforallthecustomers

overtheworld,abom ofanewunusualcustomerbehaviour

wasrecognized.Atthebeginningofthepandemic,whenthe

globe faced significantstockpiling ofthe customers for

specificproducts,i.e.food,wasasignofthepandemic's

impactonchangingthecustomerbehaviourtowardanew
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phaseofpurchasingthatdidnotreallyexistinthepast

(Laato,2020).Inthelatestages,thecustomerbehaviour

startsadoptingthedigitalonlinechannelsinmostoftheir

needs and wants especiallyin the countries thatfaced

lockdown and strictrestrictions (Alaimo,2020).Zhao &

Bacao (2021) stated that the usage of the different

technologies increased since the Covid-19 pandemic

appeared,andpeopleperceivedbenefitsfrom theexisting

technology i.e.online retailing,in serving theirdifferent

needs.Duetothepandemicandtheincreaseintheneedfor

onlinechannels,retailersfollowedthestrategyofinvesting

moreintheironlinechannels.Moredevelopmentprojects

wereconductedtoincreaseflexibilityandaccessibility,i.e.

mobile apps, for customers who are seeking more

satisfaction fortheirneeds and desires.The conducted

developmentsfrom theretailers’andtheorganizations'side

wasanencouragingfactorforthecustomerstofeelmore

safeandperceivedtrustfrom theonlinepurchasingmethod

duetonecessity.

2.5.CaseofSweden

2.5.1 Covid-19RestrictionsinSweden

Ludvigsson (2020)referred to the Swedish Constitution
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since1974that“Swedishcitizenshavetherighttomove

freelywithin Sweden and leave the country”.Wherefore,

Swedenisthecountrythatdidnotenforcethelockdownon

itsland sincethebeginning oftheCOVID-19 pandemic.

However,theSwedishgovernmenthad announced some

lawsthatmainlyrelyonthepeople’sresponsibilitytoprotect

the public and limit the transmission of the virus

(Ludvigsson,2020).However,Lofgren (2020)mentioned

severalproceduresandregulationsthatwereimplemented

bythegovernmentthatleadtochangeintheSwedishstreet.

Forinstance,alimitednumberofpeoplecanexistindoors

(i.e.store,shops,gyms)based on thearea’ssize.Four

peoplecangatheratthesametableinarestaurant.After

20:00,noalcoholisallowedtobesold,andmanyother

regulationswithnolimitationforthepeople'sfreedom rather

thanprotectthepublichealth.

2.5.2Millennials

The fashion marketis considered a significantmarket

worldwide,whichwitnessedaremarkableincreasementover

thelasttwodecades.Thefashionmarketisamarketthat

providesahighnumberofemploymentopportunities.Inthe
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fashion market,high competition exists to serve the

customers’ needs with the lowest prices by taking

sustainabilityintoconsideration(Wang,2019).However,this

marketmainlytargetedbythemillennials’generation.Pydria,

etal.,(2017)claimedthatthemostnumerousgenerational

populationsintheglobearethemillennialsgeneration
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3.Method

3.1ResearchPhilosophy

Inordertoestablishthebasiclogicforthisresearchand

clarifytheresearchdesignofthispaper,itisessentialtogo

through and explain the research philosophy thatwas

employedduringthisstudy.Theterm researchphilosophy

referstohowtheresearchersareembarkingontheresearch

when developing knowledge in a particulararea ofan

investigationandthenatureconcernedwiththisknowledge

(Saunders2019,.130).

However,researchphilosophiesaretheassumptionsbased

on Ontology and Epistemology.According to.the term

ontology represents “the basic assumptions that the

researchmakesaboutthenatureofreality”whiletheterm

Epistemologyrefersto “theassumptionsaboutthebest

waysofinquiringintothenatureoftheworld,itviewsabout

themostappropriatewaysofenquiringintothenatureofthe

world”.

Concerning ontology,there are fourdifferentontological

positionsthatare:realism,Internalrealism,relativism,and

nominalism,thesefourdifferentontologicalpositionsdiffer

inthewaytheyviewreality.Themostcontradictingpositions
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arerealism andnominalism.Realism assumesthatthereis

onlyonesingletruthforaspecificphenomenonwherefacts

existand can be revealed to supportthe truth ofthe

phenomenon.Incontrasttorealism,nominalism assumes

thatthereisnotruthforaparticularphenomenonatall,and

allfacts around the phenomenon are made byhuman.

Furthermore,Relativism assumesthattruthisplural,and

therearemanytruths.Whatistruecanvaryfrom timeto

timeandfrom aplacetoanotherbecausethetruthisrelated

totheobservants’pointofviewconcerningthephenomenon;

thus,thereisnosingletruth.

3.2ResearchApproach

“Research approachesare plansand the proceduresfor

researchthatspanthedecisionsfrom broadassumptionsto

detailedmethodsofdatacollectionandanalysis.Itinvolves

theintersectionofphilosophicalassumptions,designs,and

specificmethods.”(Creswell&Creswell,2017)

Saunders,et al.,(2007) and Bryman and Bell(2015)

demonstrated the inductive approach as a research

approach that s to generating research outcomes by

developingatheory.Onthecontrary,thedeductiveresearch

approachtesttheoryaimstoachievetheresearchaim with
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theappropriateoutcome.Generally,qualitativeresearchis

associated inductively, which is different from the

quantitativedataassociateddeductively.

Moreover,Creswell& Creswell(2017)clarified thatthe

selection of an appropriate approach relies on the

philosophicalbackground ofthe research.Forinstance,

qualitative research with a constructivist philosophical

position requires an inductive approach to analysis.In

contrast,thedeductiveapproachwouldbeappliedinthe

processofanalysingquantitativeresearchwithapositivist

philosophicalposition.

However,adapting the mixed pragmatic paradigm as a

philosophicalposition forthis research requires another

dynamicversionofapproacheswithmoreflexibilityinusage

toassuretheconnectionbetweenthetheoryandthedata

(Morgan,2007). Therefore,the suitable approach for

collecting data mixes both qualitative and quantitative

approaches(Easterby-Smith,2018).Wherefore,anabductive

approachwasdeemedmostsuitableforthisresearch.

Anabductiveapproachisacombinationoftheinductiveand

deductive approach. However,the abductive approach

thoroughly provides the research with the potentialto
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exploredeeplyandidentifybroadlyfrom aworldview(Dubois

& Gadde,2002).Iteliminates the barriers between the

different approaches that allow movements between

approachesbackandforthtoapproachthehighefficiency

andeffectivenessofthefinaloutcome(Morgan,2007).

Nevertheless,anabductiveapproachisdistinguishedwith

highcomplexity,leadingtomoretimeandeffortconsuming

sinceitrequiresmixingthedatacollectionmethods-Mixed

methods-thanusingonlyoneofthemethods.Conversely,it

provides a deeperunderstanding interface through the

qualitativeandquantitativeoutcomes.

3.3MixedMethods

“Mixed methodsresearch isan approach to inquirythat

combinesorassociatesboth qualitativeand quantitative

formsofresearch.Itinvolvesphilosophicalassumptions,the

use ofqualitative and quantitative approaches,and the

mixingofbothapproachesinastudy.”(Creswell,2003,.212)

Qualitative and quantitative research approachesare the

mostlycommonfortheresearchers.AccordingtoCreswell

(2003)thestrategyofmixed-methodisbarelyknownbythe

researchers,and the strategy was founded in 1959 by

Campbelland Fisk.The mixed methods research was
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developed overtimebymixing methodsfrom thesame

research approach, i.e. interviews and focus groups,

qualitative methods,and kepton improving by mixing

different methods, approaches, and philosophies.

Tashakkori and Teddlie (2003 ) demonstrated the

differencesbetweenthemulti-methodresearchandmixed-

method research.They distinguished between them by

elucidating the objective ofeach strategy.Conducting a

mixedmethodsresearchrequiresacompleteunderstanding

of the both mixed methods the qualitative and the

quantitativemethods(Easterby-Smith,2018).Currently,the

mixed methods research provides more advantages and

strengthforastudythanusingamonomethodapproach.

The process ofconducting a mixed methods research

differs depending on the studied field and the need of

utilizingdifferentmethodsforcollectingthedata,fulfilling

theresearchpurposeandfiguringasolutionfortheresearch

problem (Easterby-Smith,2018).

Moreover,utilizing mixed methodsprovidestheresearch

withgeneralisableresultsandahighlevelofvaliditythat

subsequently enhances the research's quality to further

academic and professionaluse (Easterby-Smith,2018).

Mergingbothqualitativeandquantitativemethodshandlein
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variedwaysbasedonthedetermineddesign.Researchers

gainseveralalternativesthroughmixedmethodsresearch

whichbasedonthemainpurposeofselectingthestrategy.

3.4ResearchDesign

“Researchdesignsareimportantbecausetheyprovideroad

mapsforhow torigorouslyconductstudiestobestmeet

certainobjectives.

Theresearchdesigncanbeconsideredasablueprintthat

guidesthroughtheresearchanddemonstratesthedecided

decision foreach taken stage.However,mixed-method

research requires more attention and evaluation forthe

selectionoftheresearchdesign(Creswell&Plano,2007).

CreswellandPlano(2007)announcedfourdifferenttypesof

researchdesignsthatcanbechoseninamixedmethods

research,thetriangulationdesign,theembeddeddesign,the

explanatorydesign,andtheexploratorydesign.

Accordingly,theresearchdesignofthisstudyclarifiesthe

topicoftheresearch and provideaholisticview ofthe

progress ofconducting this research.The process of

determiningtheresearchpurposeandtheinterfacewiththe

empiricaldataareaddressedinthedesignoftheresearchto

facilitatetheprogressoffulfillingtheresearchpurpose.
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Furthermore,toincreasethecomprehensionofthestudied

phenomenaanddevelopthestructureofboththequalitative

andquantitativedatacollectionmethods,aliteraturereview

hasbeendeveloped.Thefirstphaseoftheresearchdesign

willbeconstructedbasedonthedevelopedliteraturereview,

semi-structuredinterviews.Onthecontrary,postconducting

thequalitativepartoftheresearch,theliteraturereviewwill

structureaguidelinefordevelopingthequantitativedata

collectionmethod,closed-endedsurveyquestions(Creswell

&Plano,2007).

Subsequently,the figure below visualizes the flow of

extracting,analyzing,andinterpretingtheempiricaldata.

Figure2:Stepsoftheexploratorydesign(owncreation)

3.5MixedAnalysis

Saunders,etal.,(2019)elucidatedtheprocessofanalysing

thecollecteddataasatranslationofthegathereddataby

differentmethodologies through research and referthe
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gathereddatatotheliteraturereviewtoconstructtheproper

resultsfortheresearchandfulfilthepurpose.

In this research,two types of data willbe collected

respectively,qualitative firstthen quantitative data.By

conductingamixedmethodsresearchwithanexploratory

design,theauthorsagreedonadoptingtheproceduresas

showninfigure2.Basedonthechronologicalorder,the

authorswillconductsequentialqualitative-quantitativedata

analysis.

Inthefirstphase,thequalitativedatacollectedbyfocus

groupinterviewswillbeanalysedaccordingtothequalitative

dataanalysismethod.Inthequalitativedataanalysis,the

authors willstructure the collected data in a proper

sequence,transcribetheconversationofthefocusgroups

andorganizethematerials.Categorizationforthecommon

datawillbecreatedinordertofacilitatethecodingprocess

thatwillbeapproachedtodemonstratethedatainasuitable

way for interpretation. The process of analysing the

qualitativedatawillfollowtheprocessofcollectingthedata.

3.6ResearchQuality

AccordingtoHalcomb(2019)aframeworkwasdevelopedin

ordertoassessthequalityofmixedmethodsresearch.The
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developedframeworkcalled“bespokequalityframeworkfor

mixedmethodsresearch”.Theframeworkstagestogether

assessthequalityoftheresearchcomprehensively.Inthis

research, the authors selected the “bespoke” quality

frameworkasatooltoassessthequalityofthispaper.

StartingwiththefirstPlanningstage,inthisresearchthe

construction ofthestudy,research aim and design was

locatedbasedonacriticalliteraturereview

In the fourth stage Disseminating,this research was

conductedeffectivelyinsufficientqualitybasedonthetime

availabilityandtheresearchers'previousexperiencesand

academiclevel.Moreover,thekeyaspectsinthisresearch

weredescribedaccordingtoO’Cathain,Murphy,& Nicholl

(2008)GRAMMSchecklist(figure3).

Box 1 Good Reporting of A Mixed Methods Study
(GRAMMS)

(1) Describethejustificationforusingamixedmethods
approachtotheresearchquestion
(2) Describethedesignintermsofthepurpose,priority
andsequenceofmethods
(3) Describe each method in terms ofsampling,data
collectionandanalysis
(4) Describewhereintegrationhasoccurred,how ithas
occurredandwhohasparticipatedinit
(5) Describeanylimitationofonemethodassociatedwith
thepresentoftheothermethod
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(6) Describeanyinsightsgainedfrom mixingorintegrating
methods

Figure3:AformalchecklistforGoodReportingofaMixed
MethodsStudy(O'Cathain,etal.,2008)

3.7Ethicalconsiderations

Whileconductingaresearch,differentethicalissuescan

arisethatareconsideredcrucialfortheresearcherstofocus

onthroughtheentireresearchingprocess(Easterby-Smith,

2018).Therefore,inthisresearch,theauthorsensuredthat

thevoluntaryintervieweesinthefocusgroupshavereceived

andgotinformedverballywithalltheethicalcodesand

principlesofthisstudy.Thevoluntaryparticipantsinthe

conducted surveyhad to read and agree on the ethical

principlesonthecoverpagetostartansweringthesurvey.

Theethicalconsiderationsinthisstudywereaccordingto

BellandBryman,2007(Easterby-Smith,2018)asshown

below:

- Making sure thatno kind ofharm can touch the

participants

- Theparticipants'dignityandpointofviewisrespected

- Theparticipantsagreeonparticipatingvoluntarily

- Theparticipants'privacyisprotected
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4 DataCollectionMethods

4.1FocusGroup

Focusgroupisavaluablemethodthatassiststheresearchin

providing an insight understanding on how a group of

individualsreacttoaparticulartopic,asitwillalsoenablethe

individualstoexpresstheirpointsofviewsandtosharetheir

experiencesregardingthetopicunderstudy(Easterby-Smith,

2018).However,thefocusgroupsmethodiswellknownin

behaviouralandphycologicalstudies.Concurrently,therehas

been a growing interest in using focus groups in

organisationaland managerialresearch where marketing

studies is notan exception (Coule,2017;Easterby-Smith,

2018).

AccordingtoEasterby-Smith,etal.,(2018),aFocusgroupis

onetypeofgroupinterviews,wheretheinterviewedindividuals

have been put together in groups by the researchers.

Furthermore,focusgroupsarenottobeconductedasseveral

one-to-oneinterviewssimultaneously.Instead,focusgroups

areaboutcreatingasituationofopendiscussionconcerning

theareaunderinvestigationwherealltheparticipantsfeel

comfortedinexpressingtheiropinionsandrespondingtothe

otheropinionsaroundthem.Thereareseveraladvantagesof
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thefocusgroupmethod.Itisauniqueopportunitytocollect

intensivedatafrom theinteractionoftheinterviewees.This

methodassiststheresearchersindeeplyunderstandingthe

areaunderstudyandidentifypotentialgapsandhypotheses,

nottomentionthatfocusgroupsplayasignificantrolein

accelerating the process ofresearch due to the massive

amountofdatathatisgathered(Freitas,1998;Easterby-Smith,

2018).

4.1.1 FormulationofSemi-structuredQuestions

Forthebestutilizationofthefocusgroupssessions,semi-

structuredinterview questionshavebeendeveloped.Before

the focus groups sessions take place,the authors have

developedasetofquestions(appendix1).Thequestionsare

mainlyopen-endedquestionwithanexploratorynaturethat

wouldassistindiggingdeepintothetopic.However,theopen-

endedquestionsprovidetheresearcherswiththeopportunity

ofcreatingadiscussionenvironmentamongthemembersof

afocusgroup(Freitas,1998).Additionally,focusgroupscould

havedifferenttypesofquestionsdependingonthenatureand

thedesignofthesession.However,atypicalnumberofa

focus group question could be around twelve questions

classifiedindifferentcategories(Freitas,1998).

Inthisstudy,theauthorscategorizedthequestionsaccording
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toFreitas,etal.,(1998).Twosetsofquestionsweredeveloped,

firsta primarysetofquestions which consists ofeleven

questions (see appendix 1),second,a secondary setof

questionswhichconsistsoftenquestions(seeappendix2).

Theprimaryandsecondaryquestionsaredescribedasthe

following:

1.Theprimaryquestionsconsistoftwocategories:

Introductory questions, this category consists of five

questionsthatarewarmingupquestions.Thiscategoryaims

tosetthetoneforthefocusgroupandintroducethetopicto

theparticipants.

Key questions,this category consists ofsix open-ended

questions.Thesequestionsarethemainquestionsthatwould

plotthestudy'soutcomes;however,thesequestionsarethe

focalofthesessionsthatwouldcreatethediscussionamong

theparticipants.

2.The secondary questions are categorized into three

categories:

Transitionsquestions,thiscategoryconsistsofsevensemi-

formulatedquestionsthataremodifiedduringthediscussion.

Thesequestionsaim toturnbackthediscussiontowardsthe

keyquestions.Thesequestionsarealsousedtodigdeeper
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intoanideaunderdiscussion.

Endingquestions,thiscategoryconsistsoftwoquestions.

Thesequestionsaim toclosethediscussion.Nevertheless,

thesequestionsallowtheparticipantstocommentoraddona

specificpartofthediscussion.

Finalquestion,isasinglequestionthataimstocheckifthe

participantshaveanyrecommendationsconcerningthetopic

oranyadviceforimprovement.

4.1.2 PilotTesting

Freitas,etal.,(1998)have emphasized the importance of

havingapilotsessionbeforetheactualfocusgroupssessions

areconducted.Therefore,afterthequestionsweredraftedin

thisstudy,apilottestfocusgroupsessionwasconducted.

Thepilotsessionwasexecutedwithonemoderator,onenote-

takerandtwoadditionalparticipantsfrom thesametarget

population as the actualparticipants.The pilotsession

assistedtheresearchersinreconstructingthequestionsand

eliminatingtheunnecessaryquestionsthatwereoverlapping.

Thequestionswereshaped and becamemorediscussion

openingquestions.

4.1.3 SamplingandSelectionofParticipants

In general,what distinguished focus group from group
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interviewisthatfocusgroupisformedbyresearchers,notby

nature(Easterby-Smith,2018).However,manystudieshave

addressedthatinordertoconcluderesearch,asetofsixto

eightfocusgroupsarerequired.Incontrast,otherstudieshave

shown thatoutcomescan be generalized with fourfocus

groupsiftheyprovideasaturationindata.However,Freitas,et

al.,(1998)haveclarifiedthedatasaturationlevelas“whenthe

moderatorcanpredictwhatwillbesaidinthenextgroup,then

theresearchisconcluded.Thisusuallyhappensafterthethird

orfourthsession

Furthermore,whenitcomestothenumberofparticipantsin

each focus group session,the numberof focus group

participantscanbevaryingbetweenfourtofifteenparticipants

(Easterby-Smith,2018).Nevertheless,Freitas,etal.,(1998)

illustratedthatthepropernumberofconductingmarketing

focusgroupsisbetweensixtoeightparticipantsdisscussion.

Moreover,thedeterminationofthepurposeofthestudyplays

asignificantroleinformulatingthegroupsandselectingthe

participants.The participants can be segregated bymany

factorssuchasage,sociallevel,gender,educationallevels,or

anyotherdimensionthatwouldbenefitthestudy(Freitas,

1998).

Inthisstudy,theauthorshavedesignedfourfocusgroups
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sessions with five participants in each.Table 1 below

illustratesthedesignofthefocusgroupssessions.Thetotal

numberoftheparticipantsistwenty,whereelevenarefemales,

and nine are males.Allthe participants are millennials

between(24-39years).Thefocusgroupssessionswereall

combinedbetweenmalesandfemales.Alltheparticipantsare

settled in Sweden before the outbreak ofCovid-19.The

participantsweregatheredfrom theresearchers’connections

inSweden(friends,relativesandcolleagues).Theresearchers

contactedtheparticipantsviaSMSorphonecalls,andallof

theparticipantshaveagreedtoparticipateinthefocusgroups

voluntarily.

Table1:Illustrationofthedesignoffocusgroupssession
Grou
pA

Grou
pB

Grou
pC

Group
D

Tota
l

Numberof
participants

5 5 5 5
20

Maleparticipants 3 2 2 2 9
Female
participants 2

3 3 3
11

Dateofsession 16/0
4

18/0
4

19/0
4

20/04

4.1.4 TheExecutionofFocusGroups

Concerningtheexecution,allthesessionswererecordedand

wereledbythetworesearchers.Thefirstresearchertookthe

moderatorrolebyaskingthequestionsandredirectingthe
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discussionwheneverrequired,whiletheotherresearchertook

theroleofnote-takerandwastakingnotesandassistingin

redirectingthediscussion.However,boththemoderatorand

the note takercontributed to asking follow-up questions

duringallthesessions.

Table2below illustratestheexecutionofthefocusgroups

sessions.Three ofthe foursessions were executed ata

physicalplace,meetingroomsatJonkopingUniversitywith

the rectangulartable were booked.The researchers were

sittingontheheadofthetablewhiletheparticipantswere

seatedonthesidesofthetable.Amobilephonewasplacedin

the middle ofthe table in orderto record the session.

Additionally,printedpaperscontainingtheprimaryquestions

weredistributedtoeachparticipant(seeappendix1).While

onlyonefocusgroupsessionwasconductedonlineviaZoom

up,theresearchersweresittingatthesamemeetingrooms

with having the participants joining in Zoom.The same

procedureforrecordingthesessionwasfollowed;however,

theprimaryquestionsweresentinanonlineformattothe

session’sparticipants.However,Easterby-Smith,etal.,(2018)

discussedthatoneofthebiggestchallengesoffocusgroups

isthatitrequirestoallotoftimeandefforttoorganisethe

participants,as italso requires resources to gatherthe

participants.Therefore,thechallengescouldbereducedby
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havingfocusgroupsasinternetforums.Inrecentyearsvideo

conferencesbecameoneofthemostbeneficialonlinetools

forconductingfocusgroups.Atthesametime,havingonline

focusgroupswillenabletheresearcherstohostparticipants

from differentgeographicallocations,as itwillassistthe

researchersinreducingtimeandresources.

Thedurationofthe
session(inhours) 15 1.75 175

1.
5

6.
5

Online/physical
session

Physi
cal

Phys
ical

Physi
cal

Onlin
e

Total

Table2:Illustratetheexecutionofthefocusgroupsessions
GroupA
GroupBGroupCGroupD
Total
4.1.5 AnalysisofFocusGroupRecords(ClassicalContent

AnalysisMethod)

Thetranscriptionandanalysesofthedatageneratedbyfocus

groupssessionsisatimeconsumingeffort.However,1hour

ofafocusgroupaudiorecordingcanrequirearound5-6hours

totranscript,asitwouldresultinmanypagesoftranscripts

(Easterby-Smith,2018;Doody,2013).Furthermore,afterthe

recordings are concerted to transcripts, the generated

transcripts need to be processed and analysed to reveal

meaningfulinformationfrom thecollecteddata(Doody,2013;

Onwuegbuzie,2009).Moreover,Classicalcontentanalysisis

oneofthetechniquesthatareusedinqualitativedataanalysis
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andcouldbeappliedinanalysingfocusgroupsdata(Easterby-

Smith,2018;Doody,2013;Onwuegbuzie,2009).

AccordingtoOnwuegbuzie,etal.,(2009)andDoody,etal.,

(2013),the classicalcontentanalysis goes through three

majorphases.Thetranscriptsaredividedintosmallerchunks

ofdatainthefirstphases,andthencodesareattachedto

each chunk.In thesecond phase,thecodesaregrouped

basingontheirsimilarities.Inthethirdphase,afterthesimilar

codesaregatheredingroups,therepetitionofthedifferent

codesiscounted.

However, Onwuegbuzie, et al., (2009) describes that

concerningthecodescounting,therearethreedifferentways

thattheanalystcoulduse,(a)theanalystidentifyifeach

participanthasaddressedagivencode,(b)theanalystidentify

ifeachgrouphaveaddressedagivencode,(c)theanalyst

identifyallexamplesifeach memberoreach group have

addressedagivencode.Furthermore,Onwuegbuzie,etal.,

(2009)emphasise thatthe classicalcontentanalysisisa

mixed-methodcontentanalysis.Theoutcomeofthismethod

is both quantitative and qualitative outcomes and often

illustratedwithaquantitativefrequencyofeachcodewitha

qualitativedescriptionfortheinterpretationofeachcode.
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4.2QuestionnaireSurvey

Surveys are considered a type ofinterviews;however,in

studies thatmainlyconductqualitative data,surveys with

questionnaires are commonly used to complement the

qualitativedataconductedbytheothermethods(Yin2018).

Furthermore,accordingtoSaunders,etal.,(2007),inmixed

methodsstudies,afterthein-depthqualitativedatahavebeen

gatheredthroughotherqualitativemethodsatthefirstphase

ofthestudy,thestudycanhaveaseconddatacollection

phase where the survey would be a beneficialmethod.

However,in such studies,the survey is conducted to

determineiftheinformationgatheredbytheotherqualitative

methods could be generalized to a certain predefined

population.Moreover,aquestionnairesurveyisrecognizedas

a time-efficientmethod forcollecting data,and the data

generatedbysurveysiseasilyadministratedcomparingwith

theotherdatacollectionmethods(Yin,2014).However,the

weakness of the questionnaire survey that usually the

respondentrateislow andrequiresefforttomotivatethe

targetedparticipantstorespondtothesurvey,nottomention

thatsurveysoftenprovidelimitedflexibilitytotheparticipants

inexpressingtheiropinions.
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4.2.1 FormulationofQuestionnaire

Afteranalysingthedatafrom focusgroups,aquestionnaire

surveywasdevelopedbasingontheanalysedfocusgroup

output.Theaim ofthesurveyistocomplementthedatathat

havebeengatheredfrom thefocusgroupsandtodetermineif

the factors identified through the focus group can be

generalizedtotheSwedishmillennialsornot.Thedeveloped

questionnaireconsistsoffourteenquestionsdividedintofour

categoriesasthefollowing(seeappendix4):

1.Generalquestions.

Thiscategoryconsistsofthreequestions.Thesequestions

areofmultiplechoicesquestionswheretheparticipantcan

chooseonlyoneoption.Thesequestionsareconcernedwith

the participants' background, age, region, and if the

participantshavelivedinSwedenbeforetheoutbreakofCovid

-19.

2. Questionsrelated to shopping/buying from storesin-

person

Inthiscategory,fourmultiplechoicesareprovided.Allthese

questionsareonlyconcernedwithofflinestores.Allthese

questionsaretotallybasedonthefactorsthathavebeen

identified from the focus group.These questions are all
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multiple-choice questions.In three ofthe questions,the

participantscanselectseveraloptionsastheparticipantsare

enabledtoaddadditionaloptions-freetext-,whilethefourth

questionisamultiple-choicequestionwhereonlyoneoption

couldbeselected.

3. Questionsrelatedtoshopping/buyingonline

Thiscategoryhasthesamestructureasthepreviouscategory.

Theonlydifferenceisthatthiscategoryisconcernedwith

shopping/buyingfrom onlinestores

4. Questionsconcernedwiththemigrationfrom offlineto

onlinestores

Thiscategoryhasthreemultiple-choicequestionsconcerned

with the role of Covid-19 in switching the participants'

behaviour towards online channels and the participants'

expectationofafuturewithfewerofflinestores.

AccordingtoSaunders,etal.,(2012),havingapilotsurvey

wouldincreasethevalidityofthesurveyquestions,asitwould

assisttheresearchersinconductingapreliminaryanalysisfor

the generated data.Therefore,the authors have sentthe

developed questionnaireto sixvolunteersto conducttheir

answers and suggestions forimprovementin this study.

However,afterthevolunteershavesenttheirfeedback,the
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authorshavegonebacktothedrawingboardsandshapedthe

questionnaire. After that,the questionnaire survey was

officiallydistributedtothetargetedparticipants.

4.2.2 SamplingandExecutionoftheSurvey

According to Saunders,etal.,(2012),when conducting a

survey,the survey cannot be distributed to the entire

population concerned with the phenomenon under

investigation.Therefore,thesurveywillbeonlydistributedtoa

samplesetofthetargetedpopulation,andlaterthefindings

could be generalized over the entire target population.

Furthermore,thetargetpopulationisagroupofindividuals

thattheresearchisaimingtostudyandplotaconclusion

basingontheirresponses.

Moreover,whentheresearchersareselectingtheparticipants'

samples,differentapproachescouldbeimplemented.Inthis

study, a combination of approaches in targeting the

participantsofthesurveywasfollowed.Theapproachesare

self-selection sampling,convincing sampling,and snowball

sampling.

Convincingsamplingisconcernedwiththepre-statedcriteria

oftheparticipantsthatresearchershaveidentified criteria

suchasgeographicalavailability,availabilityatacertainrange

oftime,andthewillingnesstoparticipate.Atthesametime,
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self-selectingsamplingoccurswhenresearchersenablethe

participants to choose to take partin the data collection

processfreely.However,snowballsamplingiswhentheinitial

respondentsprovidesubsequentialrespondentstothedata

collectionprocess.

Additionally,accordingtoEasterby-Smith,etal.,(2018),aWeb-

basedsurvey:“Isaform ofsurveywhereawebsitelinkissent

toeachpotentialparticipant,andrespondentscompletethe

surveybyrecordingtheiranswersonline;answersmaybe

checkedforconsistencyandthenstoredonadatabasefor

analysis

Inthisstudy,thequestionnairesurveywasdevelopedonline

on the platform Qualtricss.Later,the survey link was

distributedonlineamongtheauthors'connectionsinSweden

throughthedifferentsocialmediachannels.Thesurveywas

mainlydistributedthroughFacebook,Linkedln,andWhatsApp.

However,theparticipantswereaskedtotakethesurveyfreely.

Furthermore,when the researchers were distributing the

surveyamongtheirconnectionsinSweden,theresearchers

mainlytargetedpeoplewithinthetargetsegment,whichisthe

Swedishmillennials.

Additionally, the researchers have also asked their

connectionstokindlysharethesurveylinkamongtheirown
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millennialsconnectionsinSwedenifpossible.Nottomention

thatthesurveywasdistributedonlineonthe6thofMay,andto

encourage more participants to take the survey,several

remindermessagesweresentonthe9th,12th,15th,and17thof

May.Thesurveywasclosedonthe18thofMay.

4.2.3 AnalysisofSurveyResults

Whenthesurveywasclosedforadditionalresponsesonthe

18th ofMay,the totalnumberofparticipants were 123

participants.Afterthat,thecollected data wentthrough 4

phasesoffilteringandanalysing.

1.Thefilteringphases

UsingthefilteringtoolsatQualtriesplatform,theresponses

werefiltered according to thefollowing diminutions:(l)the

uncompletedanswers,(2)theresponsesforparticipantswho

did not live in Sweden before the year 2019,(3) the

participantswhoareoutofthemillennialsagewereexcluded.

Afterthese filters were applied,the resulted numberof

releveantresponsesbecame94responses.

2.Familiarizingphase

Inthisphase,theresearchersspenttimereadingthroughthe

generateddataofthe94responsesandweregoingbackand
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forthbetweenthegenerateddatafrom thesurveyandthe

resultsofthefocusgroups.

3.Visualizingphase

In this phase,the generated data from the survey was

gathered in tables using the reporting tools atQualtries

platform.

4.Interpretationphase

Inthisphase,theresultsofthesurveyweredeveloped.A

qualitativeinterpretationhasbeenaddedtoeachofthetables,

andthedatawerepresentedinaqualitativecontextsupported

withnumbers.
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5-Analysis

5.1. ChangeinOrientationBetweenOnlineandOffline

Stores

Alaimo,etal.,(2020)assertedthatthecustomersshifted

towarddigitalonlinechannelsinmostoftheirneedsand

wantsinthestagesofthehighepidemicspread.Moreover,

otherresearch mentioned the increase in online retail

channelsusagebymorecustomersandhowpeopleadopted

suchchannelstoservetheirneeds(Zhao&Bacao,2021).

The empiricalresults have revealed thatthe customers’

orientations towards online stores have significantly

increased after the outbreak of Covid-19,and more

individuals have shifted theirpurchasing towards online

stores.

Table3 belowhavederivedfrom thefocusgroupsresults.

This table visualises the change of the interviewees’

orientations between online and offline purchasing,both

beforeandaftertheoutbreakofCovid-19.Whenthedatain

table3werecompared,itwasfoundthattherehasbeena

shiftintheinterviewees’orientationsfrom offlinepurchasing

towardsonlinepurchasing.Onthefirsthand,theresults

show thatthere is a vastreduction in the numberof
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interviewees who were Mostlyoffline purchasers before

Covid-19.In numbers,the interviewees who identified

themselvesas

However, Neutral or (50/50) purchasers are these

interviewees who could not identify the dominant

orientationsoftheirmajorpurchasesorthosewhohave

identifiedthattheirpurchasesare(50%)from onlinestores

and(50%)from offlinestores.Thefocusgroupsresultshave

shownthat(5)intervieweesidentifiedthemselvesasNeutral

purchasers before the outbreak of Covid-19,and (6)

intervieweesidentifiedthemselvestobeNeutralpurchasers

aftertheoutbreakofCovid-19.Thesenumbersshow an

increase by (1) interviewee who shifted from offline

purchasingtowardsNeutralpurchasing.

Table3:Illustratethefocusgroupsorientationsbetween
onlineandofflinepurchasing

Before
Covid-19

After
Covid-19

The
change

Mostlyoffline
purchasers

(12) (6) (-6)

Mostlyonline
purchasers

(3) (8) (+5)

Neutralor(50/50)
purchasers

(5) (6) (+1)

Additionally,thesurveyresultshaveconfirmedthatthereisa
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shifttowardsonlinestoresaftertheoutbreakofCovid-19.

Theresultsofthesurvey(seetable24)showthefollowing:

on thefirsthand,(39%)ofthesurvey’sparticipantsare

onlinepurchasersbeforeandaftertheoutbreakofCovid-19,

while(36%)ofthesurveysparticipantshaveconfirmedthe

role of Covid-19 in shifting their purchases towards

purchasingonline,moreprecisely,those(36%)havebeen

mostlyofflineorientedbeforetheoutbreakofCovid-19and

haveshiftedtobemostlyorientedtowardsonlinestores.

Toconclude,inlinewiththeliterature,theempiricalfindings

have confirmed the claim concerned with shifting the

customers'orientationstowardstheonlinechannels.The

survey’sresultsillustratethat(36%)ofthepreviousoffline

purchasers have shifted towards purchasing online,and

todayalmost(75%)ofthesurvey’spopulationareoriented

towardspurchasingonline.

5.2.FactorsInfluencingCustomerBuyingBehaviour

Thispartisconcernedwiththeidentifiedandtestedfactors

thatinfluencethecustomersinselectingbetweenonlineand

offlinestores.Thefactorsatpoints(6.2.1)and(6.2.2)were

divided into internal and external influences. Internal
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influencesvarybetweenthedifferentindividuals,andthese

factorsareconcernedwiththeindividuals’culture,personal

aspects,and customerloyalty(Wadera & Sharma,2018;

Vebrova,2016;Hoyer& Krohmer,2020).While external

influencesrelyontheaspectthatthecustomerscannot

control,theseinfluencesrefertodimensionssuchassociety,

motivationalimpacts,socialmedia,andcrisis(Azad,2013;

Wadera&Sharma,2018;Domie,2013;Ling&Yazdanifard,

2015).

5.2.1FactorsInfluencingOfflinePurchasing

Internalfactors

Entertainingactivity

Wadera & Sharma (2018) stated thatthe process of

purchasing and shopping is an entertaining activitythat

providescustomerswithsatisfaction.Ithasbeenidentified

empirically that customers are considering shopping

journeysasanentertainingactivity.However,regardlessof

whetherthecustomersneedtobuyornot,theyconsider

shoppingjourneysasanentertainmentactivitytosocialize

withthesurroundingenvironment.From thefocusgroups,

(16)intervieweeshaveidentified thatshopping atoffline

storesisanentertainingactivity.Ithasbeenconfirmedinthe
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survey where (39)participants responded thatthey go

shoppingforentertainmenttosocializewiththeirfriends,as

(17)participantsrespondedthattheygoshoppingaloneto

havefunandseepeoplearoundthem.

Stressrevealactivity

Additionally,anothersignificantfactorhasbeendiscovered

empiricallythatshoppingisastressreliveactivityforsome

individuals.In the focus groups,(2)interviewees have

addressedthisfactor,whileinthesurvey(9),participants

respondedthattheyseeshoppingasastressreliveactivity.

ThisfactorhasbeenaddressedinthestudyofJuaneda-

Ayensa,etal.,(2016)thatcustomers can decide to go

shoppingorpurchaseinordertoboostthemood.

Experiencetheproduct

Theempiricalresultshaveidentifiedthatexperiencingthe

products is a factor that motivates people for

shopping/buyingatofflinestores.From thefocusgroups

results,(12)interviewees have addressed thatthey are

encouraged to go to offline stores because they can

experience the quality,see and touch the product.This

factorhasalsobeenconfirmedbythesurveyresultswhen

(58)participantshaverespondedtothisoption.Incontrast,
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inthesurvey(66)participantsrespondedthattheinabilityof

experiencingtheproductatonlinestoresisafactorthat

discourages them from shopping online. This result

emphasisesthesignificanceofthefactorconcernedwith

Experiencingtheproductininfluencingthecustomersto

select offline stores. Juaneda-Ayensa, et al., (2016)

identifiedthatsomecustomersmightfeelmorecomfortable

bycheckingtheproductsdirectlybeforepurchasingthem by

themselves.

Externalfactors

Immediateandurgentneeds

Serin&Andaç(2012)andDomie(2013)haveagreedthatthe

availabilityofthebrick-and-mortarstoresconvincesthe

customertopurchasetosatisfyacertainneed.However,it

hasbeenfoundthatcustomerstendtogotoofflinestores

whentheyhaveimmediateandurgentneedsforbuyinga

product.Theresultsfrom thefocusgroupsshowedthat(20)

intervieweeshadaddressedthisfactorasamotiveforthem

to select offline stores,while (62) respondents have

confirmedthisfactorinthesurvey.Moreover,theempirical

resultshaveshownthatlongdeliverytimeisafactorthat

discouragespeoplefrom buyingonline.(10)interviewees
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from thefocusgroupshaveaddressedthispoint,as(27)

participantsconfirmedthisoptioninthesurvey.Thispoint

supports the factorconcerned with the Immediate and

urgentneedsasamotivefactorforselectingofflinestores.

5.2.2 FactorsInfluencingOnlinePurchasing

Internalfactors

Savingtimeandeffort

Theempiricalresultshaveidentifiedthatcustomerstendto

purchaseonlinebecausepurchasingonlinesavestheirtime

and effort.On the firsthand,in the focus groups (8),

intervieweeshaveaddressedthatbuyingonlinesavestheir

timeandeffort,while(45)participantshaveconfirmedthis

factorinthesurvey.Ontheotherhand,thesurveyresults

have revealed that what might deter people from

shopping/buying offline that it is a time and effort

consuming activity,(7)intervieweeshave addressed this

pointin the focus groups,while (30)participants have
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confirmedthispointinthesurvey.Thus,purchasingonlineis

consideredtobetimeandeffortsavingcomparingtooffline

purchasing.Juaneda-Ayensa,etal.,(2016)hassupported

thisargumentthatsomecustomersseeofflineshoppingas

atime-wastingactivity.Therefore,customersmightprefer

onlinestoresthatseem tobemoreconvenientforthem in

termsoftime-saving.

Externalfactors

Easytosearchandcompare

Theempiricalresultshaverevealedthatcustomermight

preferonlinestoresbecausetheycaneasilysearchand

compareproducts.(12)ofthefocusgroupsinterviewees

have addressed this factor,while this factorhas been

approvedby(63)participantsinthesurvey.Additionally,it

has also been addressed thatonline stores enable the

customers to easily search forproducts with specific

preferencessuchassustainablematerial,aspecificbrand,

orspecificcriteria.Thispointhasbeenaddressedby(11)of

thefocusgroupsintervieweesandconfirmedby(30)ofthe
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surveyparticipants.ThatcanbeinlinewithwhatWadera&

Sharma(2018)andAzad,etal.,(2013)havementionedthat

thehighestlevelofserviceprovidedthatsatisfiescustomer

needsandseemsmoreconvenientmotivatesthecustomers

more.

Widevarietyofproducts

Theempiricalresultshavealso revealed thatcustomers

preferonlinestoresbecausethereareawidervarietyof

productsonline.(11)intervieweeshaveaddressedthispoint

inthefocusgroupsandconfirmedby(52)ofthesurvey

participants.However,whatsupportsthispointisthat(7)of

the focus groups interviewees have addressed thatlow

varietyofproductsisafactorthatdetersthem from offline

stores,as(21)surveyparticipantshaveconfirmedonthis.

Providecheaperoptions

The empiricalresults have shown thatindividuals might

considerthatonlinestoresprovidecheaperoptionsthan

offlinestores.(11)ofthefocusgroupsintervieweeshave

addressedthispoint.Thispointhasbeenconfirmedby(44)

ofthesurveyparticipants.Alongwith,digitaltransformation

facilitatestheprocessofreachingcheaperoptionsthrough

onlinechannels(Juaneda-Ayensa,2016).
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5.2.3 Covid-relatedFactors

Individualsocialresponsibility

Hassan&Soliman(2021)claimedthatthepandemicandthe

newgeneratedregulationshaveledtoachangeinpeople’s

socialawareness and wayofintegrating.The empirical

resultshaverevealed a significantlyuniquefactorwhich

concerned with the Individualsocialresponsibility.This

factorrefersthatpeoplegotreducedtheirvisitstooffline

storestopreventthemselvesandsocietyfrom theriskof

Covid-19.Concerningthispoint,(6)intervieweesofthefocus

groupshaveaddressedthispoint,and(32)ofthesurvey

participants have confirmed.Additionally,anotherfactor

concerned with Individualsocialresponsibilityhavebeen

addressed,(7)ofthe focus groups interviewees have

mentionedthatbeingincontactwithotherindividualsfrom

Covid-19 high-risk groups would deter them from

shopping/buying atoffline stores.This factorhas been

confirmedby(6)ofthesurveyparticipants.

Changeinlifestyle

Anothersignificantfactorrevealedbytheempiricalresultsis

Changing in lifestyle due to Covid-19;today,people are
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spendingmoretimeathome,theyareworking,studying,

socializingonline,whichhasresultedinpeopleconsidering

purchasingonlinemorethanbefore.Thispointhasbeen

addressed by (7)interviewees in the focus groups,as

confirmedby(27)participantsinthesurvey.
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6.ConceptualModel

6.1. ProposedConceptualModel

Theconceptualmodelshowninfigure4wasthebackbone

that has assisted the authors during this study,“the

conceptualframeworkisthefoundationonwhichtheentire

researchprojectisbasedon“(Williamson,2002,p.58).

Basedonthetheoreticalframeworkandtheempiricalresults

from both the focus groups and the survey,this paper

proposesaconceptualmodelconcernedwiththefactors

that influence customer buying behaviour in selecting

betweenonlineandofflinestores.

Inthepriorstudies,customerbehaviourwasdefinedas“the

mental,emotionalandphysicalactivitiesthatpeopleengage

in when selecting,purchasing,using and disposing of

productsandservicessoastosatisfyneedsanddesires”

(Wilkie,1994,ascitedinPriest,etal,2013).Furthermore,the

term ofCustomerbuying behaviourmainlyrefersto the

customers’buying habits and activities both before and

duringthepurchasingprocess,thisincludestheprocessof

selecting betweenthepurchasing channels(Priest,2013;

Rita,2019).Moreover,Wadera&Sharma(2018),highlighted

thatcustomerbehaviourisdrivenbyinternalandexternal
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factors.Thesefactorsinfluencethecustomers'purchasesin

threedifferentstages:pre,duringandpostthepurchasing

process.

Figure4:Illustratetheconceptforfactorsinfluencingthe

customersbuyingbehaviourinselectingbetweenonlineand

offlinefashionstores(owncreation).

Theproposedconcepthasidentified,tested,anddeveloped

threecategoriesoffactorsthatinfluencingcustomerbuying

behaviour;thecategoriesaredescribedasthefollowing:

Offlineinfluences:thesefactorsmotivatetheindividualsto

selecttheofflinechannelswhentheindividualsare(pre,

during,andpost)purchasingfashionproducts.

Onlineinfluences:thesefactorsmotivatetheindividualsto
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selecttheonlinechannelswhentheindividualsare(pre,

during,andpost)purchasingfashionproducts.

Covid-relaiedfadors:referstothefactorsconcernedwiththe

restrictionsoftheoutbreakofCovid-19andhavecontributed

toencouragingordiscouragingtheindividualsinselecting

betweentheonlineandofflinechannels.

6.2. DiscussionoftheConceptualModel

Onthefirsthand,theproposedfactorshavebeenfrequently

identifiedbypreviousstudiesconcernedwiththeinfluential

factorsoncustomerbuyingbehavior;however,thecombined

findingsofthepreviousstudiesconstructedthemassive

cornerstonesthattheanalysisoftheempiricalresultshave

basedon.

On the otherhand,empirically speaking,the proposed

factorsconcernedwiththeinfluentialfactorsoncustomer

buyingbehaviorhavebeenaddressedandtestedbytwo

empiricalmethods“focusgroupsandsurvey”.Inthefirst

phase,thefocusgroupshaveaddressedthefactors,wherein

inthesecondphase,statementsfrom surveyresultsconfirm

the addressed factors. In this research the authors

determinedthemixedmethodsstrategyasamethodto
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conductthisresearch to gain acompletepictureofthe

studied phenomena and increase the reliability of the

research.

Furthermore,theprocessofconductingamixedmethods

research assistthe researchers in fulfilling the research

purposeandfiguringasolutionfortheresearchproblem

(Easterby-Smith,2018).Nonetheless,the purpose ofthe

research would be thoroughlyfulfilled bycombining the

qualitativemethodthatwillprovidetheresearchwithan

indepthunderstandingofthestudiedphenomenaandthe

quantitativemethodthatwillensurealargequantitysample

tocompletethesufficientresearchresults(Tashakkori&

Teddlie,2003).

However,intheproposedconceptualmodel,theaddressed

factorsinthefocusgroupsareconfirmedbythesurvey

resultsusingtwodifferentapproaches:

Thefirstapproachreferstoconfirm anaddressedfactor

directly;thiswasdonebyusingoneorseveralstatements

from thesurveythatdirectlyapprovetheidentifiedfactor.

Forexample,ithasbeenidentifiedinthefocusgroupsthat

purchasing offline is an Entertaining activity forsome

individuals,twostatementsfrom thesurveyhavedirectly
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confirmedthisfactor.

.
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7.ConclusionandDiscussion

7.1. Conclusion

To conclude,this study is concerned to deepen the

knowledgeaboutthechangeincustomerbehaviourbrought

bytheoutbreakofCovid-19intheretailingsector.Thisstudy

exploresandexaminetheroleofCovid-19ininfluencingthe

selectionprocessbetweenonlineandofflinechannels.The

focusofthisstudyislimitedtotheSwedishmillennials’

buyingbehaviourforpurchasingfashionproductsinregard

to theselectionbetweenonlineandofflinestores.More

precisely,theaim ofthisstudyistoidentifyandtestnew

behaviouralpatterns thatwould influence the Swedish

millennialsinselectingbetweenonlineandofflinestoresfor

shoppingandbuyingfashionproducts.

Inlinewiththesocialrestrictiondictatedbythepandemicof

Covid-19,thechangesincustomerbuyingbehaviourhave

beenstudiedonsamplesfrom theidentifiedpopulation.This

studywasconductedfrom thecustomers'sidebyhaving

focusgroups,and awebbased survey.(4)focusgroups

sessions were conducted with a totalnumberof(20)

interviewees, where the relevant responses of (94)

participantshavebeenanalysedfrom aweb-basedsurvey.
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However,thestudyhasrevealedtwosignificantfindingsand

contributed to propose a conceptualmodel.The fruitful

resultsofthisstudyarepresentedinthefollowingheadlines:

The first finding:there is a vast customers,migration

towardsonlinestoresIthasbeenconfirmedempiricallythat

avastsegmentofthestudy’spopulationhasshiftedtheir

purchases towards online channels.The survey’s results

illustratethat(36%)ofthepreviousofflinepurchasershave

shifted towards purchasing online afterthe outbreak of

Covid-19,andtoday,almost(75%)ofthesurvey’spopulation

areorientedtowardspurchasingfashionproductsonline.

The second finding:There are new behaviouralpatterns

relatedtoCovid-19thatareinfluencingthecustomerbuying

behaviour

Thisstudyhasaddressednew factorsrelatedtoCovid-19

restrictionsthatareinfluencingcustomerbuyingbehaviour.

The Covid-related factors presented in this study are

concernedwiththerestrictionsoftheCovid-19pandemic.

These factors significantly contribute to encouraging or

discouragingtheindividualsinselectingbetweentheonline

andofflinechannels.TheaddressedCovid-relatedfactorsin

thisstudyare:



Conclusion&:Discussion

63

Individualsocialresponsibility,

Ithasbeenconfirmedinthestudythatindividualsmight

choosetopurchaseonlinetopreventthemselvesandthe

societyfrom theriskofCovid-19orbecausetheyarein

contactwithotherindividualsfrom thehigh-riskgroups.

Changeinlifestyle

IthasbeenconfirmedthatchangesinlifestyleduetoCovid-

19(i.e.today,peoplearespendingmoretimehome,working,

studying, and socializing online) have resulted that

individualsstartedtoconsiderpurchasingonlinemorethan

before.

LessentertainmentduetoCovid-19restrictions

Ithasbeenconfirmedinthestudythatofflinepurchasingis

consideredanentertainingactivityforthevastmajorityof

thestudy’spopulation.However,theempiricalresultshave

revealedthatindividualshavegotlowerentertainmentlevel

inofflinestoresdueto therestrictionsofCovid-19,this

resultedindeterringthem from shopping/buyingatoffline

stores.

Finally,Theproposedconceptualmodel

Theconceptisconcernedwiththefactorsinfluencingthe
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customerbuyingbehaviourinselectingbetweenonlineand

offlinefashionstores.TheCovid-relatedfactorsweretested

throughtheproposedconceptualmodelinadditiontotwo

othercategories,whichare:Offlineinfluences:thesefactors

motivatetheindividualstoselecttheofflinechannelswhen

theindividualsare(pre,during,andpost)purchasingfashion

products.

Onlineinfluences:thesefactorsmotivatetheindividualsto

selecttheonlinechannelswhentheindividualsare(pre,

during,andpost)purchasingfashionproducts.

To this end,the study has successfully managed to

accomplish the purpose,as this studyhas successfully

managed to delivera setofnew behaviouralpatterns

regardingthecustomerbuyingbehaviourinlinewithCovid-

19.

7.2. Discussion

7.2.1 TheoreticalImplications

Thispaperisofanexploratoryandconstructivenaturesince

the purpose of the paper is to provide a deeper

understandingofthechangeofcustomerbuyingbehaviour
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duringthepandemicofCovid-19.However,thepaperhas

delivered a setofnew behaviouralpatterns thatwould

expand the theoreticalknowledge regarding the current

customerbuyingbehaviour.Thesenewbehaviouralpatterns

have been identified and confirmed through this study.

Moreover,the paperhas proposed a conceptualmodel

concerned with the factors influencing customerbuying

behaviourinselectingbetweenonlineandofflinefashion

stores.Alltheelementsoftheproposedconcepthavebeen

testedandconfirmedduringthisstudy.

7.2.2 PracticalImplication

Asthepurposeofthisstudyistodeepentheknowledge

aboutthechangeincustomerbuyingbehaviourbroughtby

Covid-19ontheretailingsector.Thefocusofthisstudyis

limited to the Swedish millennials’buying behaviourfor

fashionproductsinregardtotheselectionbetweenonline

andofflinestores.

Thefindingsofthispaperhaverevealedthatthereisavast

migrationofcustomerstowardspurchasingonline,asthe

study results have shown that (36%) of the survey’s

populationhaveswitchedtheirpurchasesaftertheoutbreak

ofCovid-19towardsonlinechannels.However,almost(75%)
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ofthe survey’s population are today oriented towards

purchasingfashionproductsonline.

7.2.3 Limitations

Themajorfactorthathavelimitedthefindingsofthisstudy

wasthelimitednumberofparticipantsinthesurvey,the

totalnumberoftherelevantsurveyresponsesare(94).The

distribution of the survey was limited to the authors'

connectionsandtheirnetwork.Ifthesurveycouldhavebeen

distributed to cover the Swedish map, a more

comprehensiverangeofparticipantswouldhaveprovided

higheraccurate data.However,itwas notpossible to

outsourcethesurveydistributiontosurveyprovidersdueto

thelimitedfinancialresources.

7.2.4 FutureStudies

Thestudyhassuccessfullymanagedtoexplorethechange

oftheSwedishmillennialsbuyingbehaviourcausedbythe

pandemicofCovid-19.Aconceptualmodelwasproposedin

this study,as the studyhas revealed new Covid-related

behaviouralpatterns influencing the selection process

betweenonlineandofflinestores.However,furtherstudies

arerecommendedtointensivelytestanddeveloptheCovid-

relatedfactorstodiscoverifthereareanyadditionalfactors

andtoconductifthesefactorscanbegeneralizedtocover
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the Swedish residence. However, further studies are

recommended to study the expected customer buying

behaviouraftertherestrictionsofCovid-19areover.
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8.Appendix

Thesecondaryfocusgroupquestions

A.Probing(transition)questions

- Couldyoutellusmoreaboutyourpurchasingbehaviour

forexample:when?How?Howoftendoyouuseto

makeonline/physicalpurchases?

- Whataretheproducts,productscategoriesthatyou

oftenusedtobuyonline?

- Yousaidthatyou wouldprefertochoose

online/physical storesover

thephysical/onlinestores,whyisthat?

- Willyoupleaseclarifywhyyour usage of

online/physical storeshas

declined/increasedduringCovid-19?

- Willyoupleaseexplainwhyyouhavethoseexpectations

whenpurchasingfrom online/physicalstores?

- YoumentionedXasanimportantfeatureof

Online/Physicalstores,whataboutYandZfeaturesin

thePhysical/Onlinestores?
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- Wediscussedtheonline/physicalstoresatlength,but

wedidn'thearallotaboutphysical/onlinestores.Any

otherthoughtsonphysical/onlinestores?

B.Endingquestions

- Isthereanyspecificpointwouldyouliketohighlight

from thisdiscussiontoaddorexpandon?

- Arethereanyadditionalopinion,experience,ideayou

wouldlovetoaddtotheconversationaboutthistopic

C.Finalquestions

10.1…DOYOUFEELTHATTHEREAREOTHERIMPORTANTDIMENSIONS

ABOUTTHETOPICTHATHASNOTBEENAPPENDIX3.

Codingandcategorizingthefocusgroupresults:
Gro
up
1

Gro
up
2

Grou
p
3

Gro
up
4

total

Generalimpression |
Onlineimpression

Fashion 5 5 5 3 18
Electronics 2 1 1 3 7

Accessories 1 1 1 3 6
Cosmatics&careproducts 2 3 0 0 5

Grocery 0 0 0 0 0
Offlineimpression 0

Grocery 5 5 5 5 20
Fashion 5 3 3 5 16

Furniture 1 1 1 4 7
BeforeCovid-19 0

MotivesforsearchingonOnlineStores 0



Appendices

70

Easytosearchand
compare 3 3 3 3 12

Searchingforproductswith

standardizedspecificatoins
3 2 3 3 11

Providewiderverity&
uniqueoptions

4
2 2

3
11

Savingtime&effort 2 2 2 2 8
Onlinecampagins 0 2 2 1 5

MotivesforpurchaseOnlineStores 0
Inexistenceofaspecific

productorbrandinthe

nearby/accessibleoffline

stores

3 3 2 3 11

Freeshipping/retum 3 3 2 3 11
Donotmindtopayfor

shiping/return 0 2 0 1
Needbasedpurchases 2 2 2 2 8

Cheaperoptions 3 3 2 3 11
Partialpayment(Klarna) 1 2 1 1 5

Moretimetotryproducts
home 1 1 1 1

4

DeterrentsforpurchaseOnlineStores 0
inabilitytochcksizes/

quality 3 3 3 3 12
longdeliverytime 2 2 3 3 10

processofpickup/return
points 1 2 1 0

4

frequentonlinepurchasedcategories 0
Cosmatics&careproducts 2 4 1 1 8

Fashion 2 3 2 2 9
homedecoratoin/gifts/

accessories 1 1 1 2
5
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electornics 2 0 1 1 4
supplemnts 1 0 1 0 2

uniqueproducts 1 0 0 1 2
Motivesforshoppiungfrom physicl
Stores 0

Asocialactivityfor
entertainment 4 4 4 4 16

Totry,touch,&seethe
product 4 3 2 3 12

Entertainment 2 2 2 1 7
personalassistance

service 1 2 2 0
5

stressrelief 1 0 1 0 2
Motivesforpurchasefrom physicl
Stores 0

Urgent&immediateneeds 5 5 5 5 20
attractivepromotions 4 3 5 4 16

brandloyality 1 0 2 2 5
availability 0 2 0 0 2

Deterrentsforpurchasefrom
physialStores 0

livinginsmalltowns,or

awayfrom physialstores
3 4 1 1 9

time&effortconcuming 3 1 2 1 7
grouppress 1 1 2 2 6

lowverity/similarthemes

andpatternsatoffline

stores
1 2 2 2 7

Getconfusedandstressed 1 1 1 1 4
lesstimefordecision 1 1 1 1 4

samethemeandpatterns 1 0 1 1 3
notcomfotableinchanging

rooms 0 1 0 1 2
shortperiod/noreturnon

saleitems 0 1 0 1 2
frequentofflinepurchased
categories 0
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pleasure/attractive
products 3 3 3 3 12
fashion 2 3 3 2 10

onlinevsofflince
purchaser?

mostlyphysiaclstores
shopper 3 3 3 3 12

mostlyonlinestores
shopper 1 1 1 0

3

nutral 1 1 1 2 5
duringCovid-19
changeinpurchasing
behaviour

basepurchasedecisions
onneeds 4 4 4 4 16

lessconsumptoin 2 5 3 3 13
reductoininunnessesary

purchses 1
4

2 2
9

incraseawarenessabout
overconsumption

1 1 2 1 5

1stonlinepurchasefrom anew
productcategory

Fooddelvery 0 2 3 1 6
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Medicine 1 0 1 1 3
Gamingaccessories 0 1 1 1 3

clothes(jakcet,Underware) 0 1 0 2 3
Grocery 1 0 0 1 2

Supplemnts 0 1 0 0 1
Electronics 0 0 1 0 1

Glasses 0 0 0 1 1
Accessories/gifts 0 0 1 0 1

discouragesforsearching/purchaingfrom physical
stores

restrictoinsofsocial

destancingbyretailersand

government
3 3 4 4 14

lessentertainment 3 2 5 3 13
beingincontactwithrisk

groupmembers
0 3 2 2 7

Changingrooms
restrictions 1 2 1 2 6

opinninghours 2 2 0 2 6
Individualsocial

responsbility 1 2 1 2 6
Encouragesforsearching/purchaingfrom onlinestores

Onlinecampagins 3 2 2 4 11
spendingmoretimehome.

ChangeinLifestyle

(woking,studieng,

socializingonline)

1 2 1 3 7

alternativeoption 2 2 1 3 8
trend 0 2 0 0 2

socialmediainfluncers 0 2 0 0
onlinevsofflincepurchaserduringCovid-19?

mostlyofflinestores
shopper 1 2 1 2 6

mostlyonlinestores
shopper

3
2 2 1 8

nutral 1 1 2 2 6
futureafterCovid-19 |
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afterCovid-19,willthepurchsingbehaviourbeshifted

backtowardsphysialstores

Yes,definetly 2 3 2 2 9
willvisitphysiclastoresfor

entertainmentandsocial

interactoin
3 5 4 4 16

lowervisitstophysial

storesorthesakeof

purchase
3 1 1 2 7

try,touch,&seethe
product 2 2 2 2 8

willchngebasedonthe
natureofproduct 0 1 1 0 2

afuturewithfewerofflinestores
thepurcahseofurgent&

immediateneedswillbe

affected
3 4 4 4 15

Entertainmentwillbelost 2 5 2 3 12
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