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Abstract

This research is carried out with the objective to determine what are the factors that affect the
decision of online grocery shoppers to switch from one online grocery store to another. In order
to do so, four main factors were considered in the study to fulfill the objectives including

hedonic value, price perceptions, customer services and issues associated with the delivered

products.

The online grocery shoppers from Punjab province of Pakistan along with capital city [slamabad
are taken as target population of the study and a sample of 310 was collected online from
shoppers. Data was collected online through Google form and then analyzed with reliability
statistics, correlation statistics and regression analysis to predict the factors significantly

contribute in switching intention of customers.

The results of analysis show that all four factors i-e hedonic value, prices perception, customer
services and issues of delivered products significantly negatively influence the decision of online

grocery shoppers to switch.
Keywords: Online Grocery Shoppers, Switching Intention, Hedonic Value, Prices Perception,

Customer Services and Issues with Delivered Products

Vi



Table of Contents

D T o s ted ety e dhin st e os Haps s Sria ocon s e e S IR S R R 1
O e 0 I e e o e T b i o N R S e S l
B ek O I O I Y. et e e et L L o e S VR o |
152 R Ero DI MIdE DL ALION c.ctsiciiiiiovsmsvesinasavensos simsenmussmis oo s e aa e o e e e e e SRS S O 3
S R e A R MM STUTIIR . oo e i e mnnsinomsi s s siom s ar e e e T N S e T SRS 4
P NS TAN O DI RTIVES .o L e v ibos bt v e B S S i T SR R N 4
PSS Ionificance O FThe SEIAY ..ot sivis i mesbenaviosins st s SR S N 5
GRS cOpEI D RBE SUOAY . ol i in il budibisdnnmnsnn e Bl oo L R P A A 5
(10T TT Mo i S R e v syt 6
T g e B R ey YR B o S Lo s ek 6
2:1'@Online Shopping Behavior OF CUSIOMIET ... iuunsvicerinssnisninsenss Haniveasoita dosiorae o A N 6

2 2 Hedonic Values ForCUSTOMNCTS ... oo ceiinisionmiovsssussinavenstraisonisessnssstnniintssnonybharse b S 8
2.2.1 Relationship of Hedonic Values and Customers Switching Intention...........ccccc.c.c.... 10

23 Cistomer'Service for Online Shoppers. ... b e e 11
2.3.1 Relationship of Customer Services and Customers Switching Intention .................... 13

2 AN CUSIOMETS PrICE PerCeDTION 1 . tuictveneviorsn sass st svinn sinsin s b e R o e S 15
2.4.1 Relationship of Price Perception and Customers Switching Intention .............ccc........ 16

2 SIS ues With Online PUr e has g o e e T 18

2.5.1 Relationship of Issues with Online Purchasing and Customers Switching Intention.. 19

26 Theore tica] FrameWorle . o, ..o cocviiieeanes i s st e i d o e e bt e A et i e 21
Ty DOt e L B ) 21
O 1 T g B b (e Py et 23

vii



Vo100 0 O P e T e B ey 23

B e ST IOTES PV ot sttt s etie i o et s o st e oR S e S iR 23
32 ResearchApproach.....................................................7 .................................................. 23
SRS PonuR R and - SAMPLE [uciieiumerioim sttt ittt e s 23
SN S g LECTIMIGUE . e ot i e B e O o e 24
AR MRt s o ATC NS T UTIEEES & e oshes s binmimisnsashuesiibdotaressim e 1o e e s o e S A ot 24
BICMST B0 TEATRAIVEIS oot avvsssmisrssunsyssimissansoatatomss ssuestswiFs vanuna s tnrd et e U 25
AT ANA RIS IPIOCEHAIITES .. ocmiinniaomsnsiisionason s ernnieraia desomaiads S bnienestann s el SOl TN 25
Su RSB e e nEV ISR URION 4. .. o i s dsossnisbasinsssinsits dius oo T TANRC 25
S T T g 0 s ot 25
SRS OTPEBtIO N ANAIEIS. ... oo iinsiinse st e sriss S e e s L 26
B4 Nultiple  Re gress om ANBLYSIS:: i i sissivisinimes sassiissssivniiss i e et i) 26
Chan (e A NS o re e s o viasitieva s o o or s SH s o i e R G R S 27
RSV S A BRI 1S CUS S IO TIST Ervn s ot smme s doiesdincn it s bt Sy sy T AUy D S N 27
iiable P iGendet o fONUNE Grocery SHOPPOES: ... .. ctoste it iihs oS bt ot te e S 27
ifable 2t Aigei o Onlne Grocery ShOPPEIS! .y i avimsiaeesssiesissehrsmniin st s sh ro T SN e 27
iLable 32 ocation 0 F Online GroCerY STOPPETS ;v ssvreisssissrnsisassasissi toirtassnsisarisss sttt 28
Tabled ‘Qualification ofOnline Grocery ShOPPErS .. . ic.ioiiieie et dite i a e e TS 29
Table'5. Monthly Income of Online GroCery ShOPPELS|.....sieecizereessonssssscrsssntasenssissrsnerar atssss 29
lable-6 Eamily Size ofi @ nlne G rocery S o P PerS . o e e 30
lablei7 Reliability Analysis & Validity ..o vt et S T e . 30
ilablei8! Table:Correlation ANALYSIS . .. vutois oot sanris doh e S s e o 33
(ab1e19; Re PTesSION ATRAIYSIS .. ofev: sieisaitsriisinrvsisroisns Habaist Ry e 2 S DO S S s MNP 34
DS USSIONIOTRESUIS vririrviminimsiivsatmimrons i e e o e S 35
Eonclusioniand Recommendations i st oo w e hauie sl T S e S e 41

viii



5.1 Conclusion........ L T et e M b s 2 6 iy L S o i e o ]

5.2 Recommendations.................... e e e vl crivee A2 |

5.3 Future Directions.......cccoeoveveeceecrennennes A S e K S ol o

5.4 Reflection.....ovr e AL T R R L e b 43
References..........cc... Sieysavseis e I o e b e 45

Questionnaire .................. Y SRR IPUC AU L ST, AR ST, Chdei b AL 57




