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Digitalization has forced retailers to reevaluate their business models and channel strategies. Traditional 

brick-and-mortar retailers are no longer the standard and most of today’s retailers offer customers 

multiple sales channels to purchase from. The present study focusses on the grocery retail industry, 

which is rapidly shifting towards a more online purchasing setting. There is a need for further research 

regarding customer experience and customer loyalty, in an online grocery setting, with the aim to identify 

important online attributes. Previous studies on online grocery and purchasing behavior have neglected 
to consider customers’ shift from the physical to the online store. Therefore, this study contributes to 

explain how factors of Brand Equity, Online Customer Experience (OCE) and E-loyalty affect customers’ 

willingness to stay with same grocery retailer while moving from offline to online. The study used a 

quantitative research approach by distributing a questionnaire on social media, resulting in 128 useful 
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offline and online. An online grocery retailer’s Website, Products, Interaction and Convenience were 

shown to be important online attributes. Feeling secure with providing personal information and using a 
credit card online, was important. Lastly, maintaining a relationship with their online grocery retailer and 

feeling emotionally satisfied after their online purchase was essential. Future research could 
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In this introducing chapter, the background and problematization regarding customers’ 

behavior in the digital world of online grocery retail are described. Furthermore, the 

research purpose, research question and disposition of the study is presented.  

 

 Background  
 

Gartner (2021) have defined digitalization as “the use of digital technologies to change a 

business model and provide new revenue and value-producing opportunities; it is the process 

of moving to a digital business” (Gartner, 2021, para. 1). Digitalization is one of the most 

transformational on-going processes in today´s society and the retail sector is an industry that 

both affects and is affected by this development. Retailers affect the transformation by offering 

digital products and services, and themselves are affected by new customer behavior related to 

the digitalization (Hagberg et al., 2016). Moreover, the digital development has forced retailers 

to reevaluate their business models and channel strategies. Traditional brick-and-mortar 

retailers are no longer the standard and most of today’s retailers offer their customers multiple 

sales channels to purchase from (Hänninen et al., 2020). This is called multi-channel retailing, 

which is defined as the set of activities involved in selling merchandise or services to consumers 

via more than one channel, for example physical and online store (Levy & Weitz, 2009).  

 

One specific industry in retailing that is much affected by the digital transformation is the 

grocery industry, which is rapidly shifting towards a more online purchasing setting (Rayesha 

et al., 2020). During the last couple of years, we have seen more and more retailers adding an 

online channel to become multi-channel retailers, and the grocery sector is no exception. There 

has been a significant increase of grocery retailers opening up an online alternative which is 

often integrated into the physical channel (Frasquet et al., 2017; Melis et al., 2015). According 

to E-barometern, a study made by Postnord, that annually views the progress and growth of the 

Swedish online retailing industry, the most significant transformation in 2020 towards online 

shopping was grocery retailing (Postnord, 2020). The study further showed that online grocery 

retailing increased with 95% in 2020, which accounted for a 14 billion revenue. In this context, 

multi-channel has become important to retailers as, according to Frasquet et al. (2017), multi-

channel customers both tend to spend more money and stay more loyal to the retailer than one 

channel only customers. Moreover, a multichannel strategy allows retailers to exploit the 

1. Introduction 
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interplay between offline and online channels to increase customer loyalty. However, a big 

challenge for retailers is to retain customers when they shift from offline to online shopping 

(Frasquet et al., 2017).  

 

 Problematization  
 

Digitalization provides retailers with important information about customers and their needs. 

Despite this, previous research has shown that online retailers are facing major challenges in 

retaining customers and achieving customer loyalty (Rafiq et al., 2012). Anderson and 

Srinivasan (2003) labeled online customer loyalty as E-loyalty and defined it as “the customer’s 

favorable attitude toward an electronic business, resulting in repeat purchasing behavior” 

(p.125). Wang et al. (2000) stated that long-term sustainability and profitability will not be 

achieved until online retailers understand and grasp the challenge of E-loyalty. Moreover, the 

internet has led to increased comparison-shopping because of the feasibility of searching for 

and switching to alternative online retailers. These factors create a highly competitive online 

market, which makes the creation of customer loyalty even more crucial to online retailers than 

offline (Rafiq et al., 2012). There is much research on E-loyalty regarding online retailing in 

general but, according to some scholars the online grocery sector is still quite unexplored (Melis 

et al., 2015; Mortimer et al., 2016; Singh & Rosengren, 2020). 

The online grocery sector continuously grows at a high pace and online is becoming a 

prominent purchasing channel for grocery shoppers (Singh, 2019). Nevertheless, research on 

customer experience in online grocery retailing is rather limited and fragmented. Several 

scholars have argued that the customer experience is a fundamental driver of market success 

which also affects customer satisfaction and their intentions to stay loyal (Klaus & Maklan, 

2013; Lemon & Verhoef, 2016; Verhoef et al., 2009). Despite the importance of the customer 

experience, Singh (2019) stated that there is a need for deeper understanding of the customer 

experience in the online grocery retail market. Therefore, key attributes of the customer 

experience need to be identified to deeper conceptualize reliable research (Singh, 2019). A 

further examination of the customer experience in an online grocery setting with the aim to 

identify important online attributes, could provide insights that helps to explain customers’ 

willingness to stay with the same grocery retailer while moving from offline to online.  
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Groceries are quite different from other products that are sold via online channels due to 

perishability, the involvement of sensory stimuli and special logistical requirements (Badenhop 

& Frasquet, 2021). As customers shop groceries in physical stores, they are used to being able 

to touch and smell the products. Therefore, there is a particular perceived risk involved in online 

grocery shopping as customers have to rely on the retailer to deliver products of high quality. 

These attributes may be one reason to why the grocery sector has been lagging in the adoption 

of online retailing (Eriksson et al., 2019). Online grocery shopping further differs from other 

shopping activities in terms of customers’ attitude. While many shopping activities, such as for 

clothes and electronics, often are perceived as something enjoyable and positive, grocery 

shopping is more associated with utilitarianism and a goal-oriented chore (Badenhop & 

Frasquet, 2021; Singh, 2019). However, this does not necessarily mean that customers of online 

groceries do not expect a pleasant shopping experience. Some important factors for customers 

when shopping groceries online are convenience, fast delivery and frictionless purchasing 

experience (Singh, 2019).  

Earlier studies have focused on customers’ intentions to purchase, repurchase and switch 

retailer in the online grocery sector (Rayesha et al., 2020; Singh & Rosengren, 2020; Singh, 

2019). According to Rayesha et al. (2020), the attitude, in terms of favorable or unfavorable 

feelings towards online shopping, has a significant impact on customers’ intentions to purchase 

groceries online. This is connected to Anderson and Srinivasan’s (2003) definition of E-loyalty 

which they describe as “the customer’s favorable attitude toward an electronic business, 

resulting in repeat purchase behavior” (p.125). Singh (2019) argued that online grocery 

customers want a frictionless and enjoyable shopping experience in order to receive full return 

on their investment. Hence, when customers do not get the experience they expect, their 

intention to repurchase will be negatively affected which will most likely increase switching 

intentions (Singh, 2019).  

In Singh and Rosengren’s (2020) study, the authors used the push-pull and mooring framework 

(PPM) to identify several factors that drive online grocery customers’ intentions to switch. PPM 

is based on factors that push customers away and factors at a competitor that pull customers 

towards it (Bansal et al., 2005; Singh & Rosengren, 2020). The results of the study showed that 

low customer service, high perceived price, technical issues and delivery issues are factors that 

can drive online grocery customers to switch retailer. Singh and Rosengren (2020) further 

argued that availability of attractive alternatives and positive word-of-mouth about other 
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retailers also are important factors that impact online grocery customers’ switching behavior. 

In a previous study about online grocery, Melis et al. (2015) investigated the online store choice 

of multi-channel grocery shoppers in U.K. Results from the study showed that grocery 

customers tend to choose the same store online as offline, at least in the beginning (Melis et al., 

2015). The study further showed that as the online shopping experience develops, customers 

are more likely to explore other options (Melis et al., 2015).  

Badenhop and Frasquet (2021) did a study to examine if Brand Equity has any impact on online 

grocery shoppers’ choice of retailer. The authors defined Brand Equity in a retailer context as 

Retailer Awareness, Retailer Associations, Retailer Perceived Quality and Retailer Loyalty 

(Badenhop & Frasquet, 2021). Findings of the study showed that there was a string of aspects 

regarding Brand Equity that influenced customers’ loyalty towards a retailer. Retailer Brand 

Awareness was connected to the creation of associations related to the retailer, which in turn 

had an impact on Perceived Quality from that same retailer (Badenhop & Frasquet, 2021). 

Lastly, Badenhop and Frasquet (2021) argued that Perceived Quality of the retailer is of 

significant value when it comes to customer loyalty in online grocery.  

 

Similar to Badenhop and Frasquet (2021), Anselmsson et al. (2017) made a study on Retailer 

Brand Equity with the aim to understand how customers evaluate retailers from a Brand Equity 

perspective. Anselmsson et al. (2017) developed a Brand Equity measurement model that 

included dimensions of Brand Equity and specific retailer attributes. The measurement model 

contributed to explain the relationship between Retailer Brand Equity and customers’ 

evaluation of retailer. Anselmsson et al. (2017) further argued that the measurement model can 

provide some explanation on how Retailer Brand Equity can build customer loyalty 

(Anselmsson et al., 2017).    

 

There has been some earlier research about online grocery with main focus on customers’ 

purchase intention and attitude towards online grocery shopping (Mortimer et al., 2016; 

Rayesha et al., 2020; Singh & Rosengren, 2020; Singh, 2019). However, scholars have argued 

that the online grocery sector is still quite unexplored and there is a need for further research 

regarding customer experience and customer loyalty (Melis et al., 2015; Mortimer et al., 2016; 

Singh & Rosengren, 2020). Furthermore, Badenhop and Frasquet (2021) claimed that they were 

the first to consider Brand Equity in the online grocery sector. Hence, there is to some extent a 

lack of knowledge in the field of explaining Brand Equity’s relationship with customers’ 
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willingness to stay with the same grocery retailer while moving from offline to online. Most of 

previous studies on online grocery and purchasing behavior have neglected to consider 

customers’ shift from the physical to the online store. Therefore, this study contributes to 

explain customers’ willingness to stay with the same grocery retailer while moving from offline 

to online. To explain customers’ willingness to stay, factors of Brand Equity, Online Customer 

Experience (OCE) and E-loyalty were chosen. Based on the problematization, these concepts 

could help gain deeper knowledge within the field of this thesis. To the best of our knowledge, 

there is no previous research about this within the Swedish grocery market. Also, the Swedish 

grocery market was chosen to make this thesis feasible and reaching respondents within the 

same country is more practicable. Thus, the present study could be useful to Swedish grocery 

retailers as it provides valuable insights on what is important for customers willingness to stay 

with the same grocery retailer while moving from offline to online. 

 

 Research purpose 
This study’s purpose is to explain how factors of Brand Equity, Online customer Experience 

(OCE) and E-loyalty affect customers’ willingness to stay with the same grocery retailer while 

moving from offline to online. 

 

RQ: How does Brand Equity, Online Customer Experience (OCE) and E-loyalty affect 

customers’ willingness to stay with the same grocery retailer while moving from offline to 

online? 

 

 Disposition 
Chapter one aims to give the background and problematization of customers’ behavior in the 

digital world of online grocery retail. The research purpose and research question of the study 

is also presented. Chapter two presents the method that this study used, including research 

approach and philosophy. Chapter three outline a review of the theoretical framework that is 

relevant for the purpose of this study. From the presented framework, a conceptual model was 

developed. Chapter four consists of the empirical method, where the data collection and sample 

selection are argued for and also operationalization of the questionnaire. The empirical findings 

generated from the questionnaire are presented in chapter five; also, a discussion upon the 

findings is further given in chapter six. To conclude the thesis, chapter seven aims to draw 
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conclusions and answer the research question. Lastly, limitations and suggestions for future 

research is reflected upon.  

The following chapter describes the used research approach and philosophy when writing 

the theoretical framework and developing hypotheses. Also, how the theories were chosen is 

also accounted for.  

 

 Research philosophy and approach  
Since the purpose of this thesis is to explain how factors of Brand Equity, Online Customer 

Experience (OCE) and E-loyalty affect customers’ willingness to stay with the same grocery 

retailer while moving from offline to online; a positivistic research philosophy was used. 

Positivistic philosophy is most related to quantitative studies where the main focus is to explain 

rather than understand human behavior. Moreover, the purpose of positivism is to generate 

hypotheses based on previous research in order to explain the relationships of the results. This 

type of philosophy enables objectivity in the research, since the purpose of it is to draw 

statistically significant results (Bryman et al., 2019). The chosen research philosophy is 

connected to the choice of research approach which in this thesis is a deductive approach. A 

deductive approach reviews existing literature to formulate hypotheses and from this present a 

conceptual model, that is then empirically tested (Bryman et al., 2019). Since the present study 

is built upon existing literature about Brand Equity, OCE, E-loyalty and Switching Behavior, 

the deductive approach seems most fitting. This study uses a quantitative research approach, 

which aims to statistically test hypothesis through a questionnaire.   

 

 Literature in use  
Most of the theoretical frameworks are retrieved from peer-reviewed articles in scientific 

journals, particular marketing journals. Many of these theories are commonly addressed in 

studies by recognized and well-cited scholars which provides relevance and credibility. 

However, despite a rapid growth in the online grocery sector, several scholars argue that it to 

some extent has been neglected in research (Melis et al.,  2015; Mortimer et al., 2016; Singh & 

Rosengren, 2020). Also, Badenhop and Frasquet (2021) examine Brand Equity in their study 

but argues that they are the first to consider the framework in the online grocery sector. Again, 

the transition from offline to online shopping has to some extent been neglected in previous 

research. To the best of our knowledge, there is no previous research about this within the 

2. Theoretical Method  
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Swedish grocery market and therefore this study will contribute with an explanatory literature 

in the online grocery retail sector. Explanatory approach refers to explain a relationship between 

different concepts, which is the purpose of the thesis.  
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The next chapter presents and explains previous research and literature on Brand Equity, 

Online Customer Experience (OCE), E-loyalty and Switching Behavior. Based on the 

literature, a conceptual model was developed, and hypothesis were formulated.  

 

 Brand Equity  
According to Aaker (1991), the concept of Brand Equity is to define the marketing effects and 

outcomes because of a brand’s name or association. Brand Equity is usually divided into four 

different dimensions: Brand Awareness, Brand Loyalty, Perceived Quality and Brand 

Association (Aaker, 1991). Brand Awareness is described by Aaker (1991) and Keller (1993) 

as customers’ ability to identify a brand regardless of the conditions, or how strong the presence 

of a brand is in customers’ mind. Brand Awareness is divided into brand recognition and recall, 

which refers to customers’ prior exposure of a brand and ability to retrieve a brand when given 

a specific product (Keller, 1993).  

 

Mourad et al. (2019) argued that Brand Awareness affects how likely it is that customers will 

recognize and recall a specific brand under different conditions. Keller (1993) stated that there 

are three main reasons to why awareness of a brand is central in the buying process. Firstly, 

when customers think of buying a product, Brand Awareness could place a brand in customers’ 

‘’consideration set’’. A “consideration set” includes the final brands customers consider before 

making a purchase decision (Keller, 1993). Secondly, awareness may affect the decisions 

within the ‘’consideration set’’, depending on the level of involvement. If the customers have 

low involvement, or does not have a specific brand preference, the ‘’consideration set’’ may 

lead the customers to buy from these brands anyways. Thirdly, the decision making is 

influenced by the strength of the Brands Awareness in customers’ memory (Keller, 1993). 

 

Brand Loyalty refers to customers’ repetitive behavior in buying from the same brand over 

time, regardless situational influences, and marketing efforts from competitors (Keller, 1993; 

Oliver, 1999). Brand Loyalty can also be described as the attachment customers have to a brand, 

or a deeply held commitment to re-purchase the same brand (Keller, 1993; Oliver, 1999). 

Sasmita and Suki (2015) argued that Brand Loyalty influences customers to rebuy a preferred 

brand with a positive biased emotional tendency. Chahal and Bala (2010) means that the 

concept of Brand Loyalty can be divided into attitudinal- and behavioral loyalty.  

3. Theoretical Framework 
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Attitudinal loyalty is the involvement and commitment that customers have for a certain brand. 

In other words, intentions to continuously rebuy from the same brand, is strongly influenced by 

a positive attitude towards the brand (Chahal & Bala, 2010). Behavioral loyalty refers to the 

actual repeated purchase over time. However, Chahal and Bala (2010) stated that behavioral 

loyalty alone does not explain the whole picture, since behavior needs to be accompanied with 

a positive attitude towards the brand. Behavioral and attitudinal loyalty together, reflect 

customers’ stickiness towards a given brand, even if there is a change in price or product 

characteristics (Chahal & Bala, 2010).  

 

Perceived Quality is the third dimension and was defined by Aaker (1991) as customers’ 

perception of the quality of a product or service related to its purpose rather than the actual 

product itself. This is not objectively determined because customers’ perceptions may differ 

due to distinct personalities, needs and preferences (Aaker, 1991). According to Aaker (1991), 

Perceived Quality is an intangible overall feeling that is relative to its intended purpose and the 

alternatives of the purpose. Lastly, Brand Association refers to the attributes of a brand that 

customers hold in memory and associates with a certain brand, or what the brand means to the 

customers (Pappu et al., 2005). Aaker (1991) claimed that customers’ Brand Association will 

be stronger as the exposure of the brand increases. Strong Brand Associations generate reasons 

to repeatedly buy a brand, which creates positive attitudes or feelings towards the brand (Pappu 

et al., 2005). Even if the four-dimension definition of brand equity dates back to 1991, scholars 

still use the definition in today’s studies (Mourad et al., 2019). 

 

 Online Customer Experience (OCE) 
OCE has become more important since a significant increase of E-commerce has pushed 

customers from offline towards online shopping (Darley et al., 2010; Hwang & Jeong, 2014; 

Singh, 2019). Rose et al. (2012) defined OCE as “a psychological state manifested as subjective 

response to the e-retailer’s website” (p.309). This definition considers the importance of 

customers’ emotional state of mind during the online experience (Rose et al., 2012). Other 

scholars described OCE as a subjective experience resulting from the interaction between 

customers and the E-retailer’s web environment (Klaus, 2013; Trevinal & Stenger, 2014).  
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Hwang and Jeong (2014) claimed that the interface of an E-retailer’s website, such as design 

and functionalities, have an impact on customers decision to purchase online. Accessibility, 

product descriptions and loading speed of the website are other factors that influence customers’ 

intentions to purchase online (Hwang & Jeong, 2014). Sing (2019) argued that more focus 

should be placed on the customer journey as a key driver to the customer experience rather than 

on the website itself. Rose et al. (2012) further stated that experiential value, both affective and 

cognitive, is important to customers’ online experience. Hwang and Jeong (2014) argued that 

online shopping is beneficial to customers due to greater availability of information and lower 

search costs. Therefore, online customers have become less acceptant of unreliable and 

mediocre service which has made customers more likely to switch retailer (Singh, 2019). 

    

 E-loyalty  
The significant increase in E-commerce has led to an expansion from Brand Loyalty towards 

E-loyalty (Anderson & Srinivasan, 2003). Anderson and Srinivasan (2003) defined E-loyalty 

as customers’ positive attitude toward an online business that results in repeated purchasing 

behavior. Today’s competitive online environment makes the concept of E-loyalty important 

for businesses to understand since it can lead to long-term business success (Zheng et al., 2017). 

Zheng et al. (2017) argued that only consider repurchase intentions from cross-sectional data, 

will not fully explain E-loyalty. Hence, to understand the length of E-loyalty, both repurchase 

behavioral intentions and actual repeated behavior should be included (Zheng et al., 2017).  

 

Satisfaction and trust are two key factors that affect loyalty between customers and companies 

(Anderson & Srinivasan, 2003; Faraoni et al., 2019). Anderson and Srinivasan (2003) labeled 

online satisfaction as E-satisfaction, which was defined as “the contentment of the customer 

with respect to his or her prior purchasing experience with a given electronic commerce firm” 

(p.125). Faraoni et al. (2019) further described E-satisfaction as an emotional state of mind 

resulting from the evaluation of a transaction with a given online retailer. Trust has shown in 

previous studies to be a key driver of customers’ willingness to engage in E-commerce and 

expanding their Brand Loyalty to E-loyalty (Anderson & Srinivasan, 2003; Faraoni et al., 2019; 

Rafiq et al., 2012; Selnes, 1998).  

 

However, Yoon (2002) argued that there are different stages of trust, such as transactional 

security and website properties, that is important to customers. Faraoni et al. (2019) named 

online trust as E-trust which was defined as an attitude that reflects customers’ confidence of 
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making an online purchase. Anderson and Srinivasan (2003) further described the importance 

of trusting a website and claimed that customers are more likely to repurchase if they trust the 

page, regardless of other satisfactory aspects. Trust is also said to make customers more 

favorable in their attitude towards an online retailer (Anderson & Srinivasan, 2003).  Besides 

E-satisfaction and E-trust, E-commitment is another important factor that affects E-loyalty. 

Rafiq et al. (2012) defined E-commitment as a customer’s devotion to continue a relationship 

with an online brand. Dahui et al. (2006) argued that there are different types of commitment 

whereas customers’ affective commitment is one, which is based on their emotional attachment 

and identification with a brand.  

 

Calculative commitment is another one, which refers to customers’ recognition with the 

switching-costs of leaving a brand (Dahui et al., 2006). The last one is normative commitment, 

that gives customers a sense of obligation to the brand. However, the normative commitment 

is believed to be less relevant in the relationship between customers and an online brand (Dahui 

et al., 2006; Rafiq et al., 2012). Calculative commitment is relevant when switching costs are 

high and there is a lack of attractive alternatives. In online retailing, switching costs tend to be 

low and there are numerous of attractive alternatives available (Dahui et al., 2006). Hence, to 

analyze long-lasting E-loyalty, affective commitment based on customers’ attachment and 

identification to a brand tends to give more accurate results (Chen & Hitt, 2002; Dahui et al., 

2006; Rafiq et al., 2012).  

 

 Customers’ Switching Behavior and Willingness to Stay  
In order for retailers to become successful, it is important to identify factors that drive loyalty 

and what makes customers’ willing to stay or not. However, understanding customers’ 

switching behavior is equally important (Singh & Rosengren, 2020). Singh and Rosengren 

(2020) argued that loyal customers are not only costly to replace, but it also implies that a 

retailer will miss out on potentially high margins that loyal customers provide. Bansal and 

Taylor (1999) defined switching as “replacing or exchanging the current service provider with 

another service provider” (p.200). In other words, if customers are willing to stay or not with 

the current provider. While loyalty focuses on positive factors that makes customers’ willing to 

stay, switching behavior touch upon negative factors that drive customers to leave (Singh & 

Rosengren, 2020). Moreover, whereas loyalty mostly consider internal factors of a given 

retailer, such as products or service quality, switching behavior also consider external factors, 

such as attractiveness of alternative competitors (Bansal & Taylor, 1999; Singh & Rosengren, 
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2020). To provide a greater understanding about customers’ switching behavior, Bansal et al. 

(2005) conducted a push-pull and mooring framework (PPM) in a service context.  

 

The PPM framework, originally push-pull framework, has its roots from the migration literature 

with the aim to investigate why migrants move from one place of origin to another (Singh & 

Rosengren, 2020). The push-pull framework is based on negative factors that push people away 

and positive factors that pull people towards it (Bansal et al., 2005; Singh & Rosengren, 2020). 

Later on, the framework was further developed as Moon (1995) argued that push and pull 

factors interact with “mooring variables”, such as personal or social factors. These mooring 

variables can either facilitate or hinder the migration to a new destination (Bansal et al., 2005).  

 

Bansal et al. (2005) identified similarities between migration and customers’ switching 

behavior, which led to conducting a PPM framework. Push factors in Bansal et al.’s (2005) 

PPM framework are quality, satisfaction, value, trust, commitment and high price perceptions. 

Bansal et al. (2005) stated that “the lower the perceived service quality, satisfaction, trust and 

commitment to the service provider and the higher the perceived prices, the higher the 

likelihood consumers will intend to switch service provider” (p.100). Pull factors are described 

as attractiveness of alternatives, in this case competitors, which may positively influence 

customers’ intention to switch (Bansal et al., 2005). Lastly, the mooring variables of Bansal et 

al.’s framework are attitude towards switching, prior switching behavior, variety seeking and 

switching costs. 

 

The PPM framework has been applied to a variety of different services in earlier research, such 

as online gaming (Hou et al., 2011), auto repair (Chih et al., 2011), hair styling (Bansal et al., 

2005) and online grocery (Singh & Rosengren, 2020). Singh and Rosengren (2020) claimed 

that they were the first to apply the PPM framework in an online grocery setting. In Singh and 

Rosengren’s (2020) PPM, customer service, delivery issues, high price perception and technical 

issues were identified as determinants for pushing customers away. In terms of pull effects, 

word-of-mouth was added to Bansal et al.’s (2005) attractiveness of alternatives. Lastly, the 

mooring variables of Singh and Rosengren’s (2020) PPM framework only included switching 

costs and prior switching behavior.  
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 Conceptual Model 
Customers are affected by several factors in their choice of grocery retailer. To explain 

customers’ willingness to stay with the same grocery retailer while moving from offline to 

online, a conceptual model was created (See figure 1). The main component of the model is 

customers’ willingness to stay with the same grocery retailer online, which was inspired by 

research on Switching Behavior and the PPM-framework. The main component is presented in 

the box to the right (See Figure 1). Brand Equity, OCE and E-loyalty are placed in the boxes to 

the left along with arrows that aim to illustrate how these concepts individually affect 

customers’ willingness to stay with the same retailer while moving from offline to online. In 

the theoretical framework, Brand Equity is referred to as how strong presence a brand has in 

customers’ minds. This concept consists of four dimensions which are Brand Awareness, Brand 

Loyalty, Perceived Quality and Brand Association. The model aims to explain how grocery 

retailers’ Brand Equity in general affect customers’ willingness to stay with the same grocery 

retailer while moving from the offline to online.  

 

OCE is the next concept, which is defined as a subjective response to an online brand’s website, 

which influence customers’ intentions to purchase. Website, Products, Interaction and 

Convenience between customers and the E-retailer’s web environment are all important factors 

of OCE. Hence, the conceptual model is used to explain how important OCE is for customers’ 

willingness to stay with the same grocery retailer while moving from the offline to online. E-

loyalty is the last concept in the model, which is a further development of Brand Loyalty but 

focuses mainly on online businesses. It is defined as customers' attitude toward an online 

business, that results in repeated purchasing behavior and repurchase behavioral intentions. E-

loyalty has three main elements which are E-trust, E-commitment and E-satisfaction. The 

conceptual model aims to explain how factors of E-loyalty affect customers’ willingness to stay 

with the same grocery retailer while moving from offline to online. The following hypothesis 

are formulated based on the conceptual model. 
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Hypothesis 1: There is a positive relationship between Brand Equity and customers’ 
willingness to stay with the same grocery retailer while moving from offline to online. 
 
Hypothesis 2: There is a positive relationship between OCE and customers’ willingness to 
stay with the same grocery retailer while moving from offline to online. 
 
Hypothesis 3: There is a positive relationship between E-loyalty and customers’ willingness 
to stay with the same grocery retailer while moving from offline to online. 
 

Figure 3.1 
Conceptual Model 

 
Note. How Brand Equity, OCE and E-loyalty affect customers’ willingness to stay with the same 

grocery retailer while moving from offline to online.  
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This chapter describes the use of sampling method and why a questionnaire was used. In the 

sample selection, the targeted respondents are presented and argued for. The 

operationalization consists of variables used in the questionnaire and how it was created. 

The chapter ends with reliability and validity. 

 

 Data collection 
The data collection method of this study was a questionnaire. A questionnaire has several 

advantages, such as its consistency due to fixed responds alternatives that makes the data 

analysis and interpretation of the results straightforward (Malhotra & Dash, 2016). Also, 

questionnaires are a quick data collection method as it can be distributed in large quantities at 

the same time to gather data in a time-efficient way (Bryman et al., 2019). The questionnaire 

was distributed through our own social media channels. The questionnaire was first conducted 

in English due to most of the questions were inspired by other English questionnaires. Since 

this study aims to target Swedish online grocery shoppers, the questionnaire was translated into 

Swedish before it was distributed (Appendix A). The obtained data from the survey is 

considered to be cross-sectional data due to the social survey design and the aim to collect data 

of respondents’ current opinion. The questionnaire was designed to explain relationship 

between variables and to show patterns of association (Bryman et al., 2019). The distribution 

of the questionnaire began on the 5th of May and ended on the 12th of May, which means that 

the total distribution-time was one week.  

 

 Sample selection 
Regardless if the study is qualitative or quantitative, it is important to define the research 

population. In this study, the population was the Swedish online grocery shoppers. To generate 

a representative sample, respondents who have not shopped groceries online before were 

excluded (Bryman et al., 2019). Denscombe (2016) described two approaches when you 

determine a sample from a population: probability sample and non-probability sample. 

Probability sample means that the respondents are chosen randomly from the population. Non-

probability sample means that the researcher has some kind of authority to decide who gets 

sampled from the population. A non-probability approach is often used when the researcher has 

trouble to contact the entire population. Both sample methods intend to represent the entire 

4. Empirical Method   
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population (Denscombe, 2016). This study used a non-probability sample due to the issue that 

customers who does not use social media were excluded. For those who use social media, the 

questionnaire was voluntarily and everyone who had at least shopped groceries online once 

before could participate. To narrow down the sample selection even more, customers under the 

age of 20 were excluded. The reason to target customers above their 20’s, was that according 

to Statistiska Centralbyrån (SCB) (2021) people start moving from their childhood home to 

either a tenancy or a condominium. If the respondents have their own household, they are 

probably more likely to be responsible for the grocery shopping than if they still live at their 

parents’ house. In this way, the respondents were a better representative sample selection of 

online grocery shoppers. Since the present study focused on the shift from the physical grocery 

store to online, the respondents were required to have shopped groceries at a grocery retailer 

that has both an offline and an online store. To ensure this, the study only included ICA, 

WILLYS, Hemköp, Coop and City Gross as they are the only grocery retailers in Sweden that 

have both physical and online stores (ICA Gruppen, 2020; MatSpar, 2021; Axfood, 2020).  

 

In order to easier reach the targeted sample, Bryman et al. (2019) emphasized that a web-based 

questionnaire should formulate an invitation or descriptive text. Also, when the data selection 

is a questionnaire, there are risks for distortion as the respondent might not finish the questions 

or decides to not answer the questionnaire (Bryman et al., 2019). To minimize the distortion, 

Denscombe (2016) suggested that you should state the time needed to complete the 

questionnaire and make the subject interesting and relevant. Therefore, the questionnaire of this 

study began with ‘’We are two students from Kristianstad University who search for those of 

you that have shopped groceries online at least once before. The questionnaire is about how 

you choose online grocery retailer. Your answer is anonymous, and it only takes a few minutes 

of your time!’’.  

 

To ensure that the respondent read the instructions, the questionnaire provided an initiated 

question if the respondent has ever shopped groceries online. The intention with the question 

was to control that the respondent fits the sample selection. If the respondent had not shopped 

groceries online before, the answers were not taken into account for. The questionnaire was 

answered by 140 respondents, whereas 128 were useful. Since the questionnaire was distributed 

via social media, the response rate is difficult to determine, because there is no clear number on 

how many people the questionnaire reached out to. 12 of the respondents answered ‘’no’’ to 
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the control question: ‘’Have you ever shopped groceries online before?’’. This means that there 

is a nonresponse of around 8,6% (Table 4.1). 

 
Table 4.1 
The Sample 

                       Responses     Percent    
Useful                   128             91.4           
Non-useful             12              8.6          
 Total                     140            100 

 Note. How many responses that were useful or not 
 

 Operationalization  
A quantitative study’s main concepts need to be converted into measurable variables, also 

known as operationalization (Bryman et al., 2019). The main concepts of this thesis are Brand 

Equity, Online Customer Experience (OCE) and E-loyalty, which were all encountered for in 

the questionnaire. Customers’ willingness to stay with the same grocery retailer while moving 

from offline to online is based on Switching Behavior and the PPM-framework. The 

questionnaire was designed to answer the research question; How does Brand Equity, OCE and 

E-loyalty affect customers’ willingness to stay with the same grocery retailer while moving 

from offline to online. The intentions of the questionnaire’s design were to formulate 

straightforward questions to avoid misunderstandings, minimize actual time spent answering it 

and to hopefully increase response rate (Bryman et al., 2019).  

 

4.3.1 Independent variables 

According to Denscombe (2016), an independent variable is the one that has an effect on the 

dependent variable. This means that a variation in an independent variable will have an impact 

on the dependent. This study consists of three independent variables: Brand Equity, OCE and 

E-loyalty.  

 

4.3.1.1 Brand Equity 

The first independent variable in this study was Brand Equity and it was measured through an 

ordinal question with 14 statements divided into Brand Awareness, Brand Loyalty, Perceived 

Quality and Brand Association (Table 4.2). The respondents answered using a seven-point 

Likert scale, where 1=Strongly disagrees and 7=Strongly agrees. A Likert scale is an 
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appropriate method when you measure respondents’ attitude and opinions (Bryman et al., 

2019). Most of the statements about Brand Equity were based on measurements from Sasmita 

and Suki’s (2015) and Anselmsson et al.’s (2017) studies. However, the statements were 

adapted to be suitable for the purpose of this study and the paragraphs that follow present a few 

examples. Regarding the measurement of Brand Awareness, Sasmita and Suki (2015) used the 

statement “I can recognize this particular product/brand in comparison with other competing 

product/brand that appeared in social media” (p.283). Furthermore, “I can recognize this store 

among other competing stores” (p.198) was a statement about Brand Awareness in Anselmsson 

et al.’s (2017) study. In order to be relevant in this thesis, the statements were changed to for 

example “When I think about shopping groceries, I think about a specific grocery retailer” 

(Table 4.2).  

 

Sasmita and Suki (2015) measured Brand Loyalty using the statement “I usually use this 

particular product/brand as my first choice in comparison with the other product/brand” (p.282). 

To be suitable for this study, the statement was altered to “I have a preference for one grocery 

retailer” (Table 4.2). Additionally, Anselmsson et al. (2017) measured Brand Loyalty using the 

statement “I consider myself to be loyal to this store” (p.198), which in the present study was 

adjusted to “I consider myself loyal to the same grocery retailer” (Table 4.2). In this way, the 

statements became applicable in a grocery setting and not specified to a certain brand or grocery 

retailer. Anselmsson et al. (2017) measured Perceived Quality with statements as “When 

shopping at this store, I expect to see high quality merchandise” (p. 198) and “this store offers 

a high level of customer service” (p.198). These statements were modified to for example “A 

high Perceived Quality regarding products is decisive in my choice of grocery retailer” (Table 

4.2). Another example on Brand Association was the statement: “I trust the company who owns 

the particular product/brand that appeared in the social media” (Sasmita & Suki, 2015, p.282). 

This was modified to “A well-known grocery retailer provides trustworthiness” (Table 4.2). 
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Table 4.2 

Brand Equity 

Q6: Do you agree on the following statements? 
Brand Awareness 
When I think about shopping groceries in general, I think about one specific retailer.  
I choose the same grocery retailer because I am familiar with it. 

My involvement in grocery shopping is low, I don't spend much time searching for alternatives. 

Brand Loyalty 
I have a preference for one grocery retailer. 

I consider myself loyal to the same grocery retailer. 

It is important for me to shop at the same grocery retailer. 

Perceived Quality 
A high Perceived Quality regarding products is decisive in my choice of grocery retailer. 

A high Perceived Quality regarding service is decisive in my choice of grocery retailer. 

High quality makes me prefer one brand before another. 

I am prepared to pay a premium price for higher quality. 

Brand Association 
It is important that I shop at a well-known grocery retailer 

A well-known grocery retailer provides positive feelings towards the retailer 

A well-known grocery retailer provides trustworthiness  
A well-known grocery retailer is associated with high quality  

  Note. Questions regarding Brand Equity’s dimensions and whether the respondent agrees or not 

 

4.3.1.2 Online Customer Experience (OCE) 

OCE was the second independent variable and was measured through an ordinal question that 

consisted of 18 online attributes (Table 4.3). A Likert scale between 1=Not at all important and 

7=Very important was used. The chosen online attributes for this question were based on Rose 

et al.’s (2012) and Singh’s (2019) research on OCE. Rose et al. (2012) and Singh (2019) divided 

the online attributes into many different categories, but in this study the attributes were divided 

into fewer categories to create a clearer overview. Therefore, the online attributes were 

categorized as Website, Products, Interaction and Convenience (Table 4.3). Small 

modifications to some of the online attributes were made to make sure that they became 

understandable and applicable to the present study. For instance, recipes was added to 

“feasibility to search for products” and “customized recipe suggestion” was further added as a 

new online attribute.              
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Table 4.3 
OCE 

Q7: How important are following online attributes when you shop groceries online? 
Website  
Design of the website  
Loading time of website  

User friendly website  

Feasibility for searching for products and recipes 

Easy to order groceries  

The payment process is fast and smooth  

The payment process feels secure  

Product issues 
Product assortment  

Product information  

Product quality  

Availability of product reviews  

Price  

Interaction 
Customized product offers  

Customized recipe suggestions  
Interactive customer service  

Convenience 
Delivery time  

Timesaving  

Less physical effort  

 Note. Questions regarding what Online Customer Experience attributes are important to the respondent  

 

4.3.1.3 E-loyalty 

The third independent variable in this study was E-loyalty, which was measured through an 

ordinal question with four factors (Table 4.4), where a seven-point Likert scale was used. The 

respondents were asked to answer how important the factors are to them between 1=Not at all 

important and 7=Very important. The factors in this question were based on previous literature 

on E-loyalty (Anderson & Srinivasan, 2003; Dahui et al., 2006; Faraoni et al., 2019; Rafiq et 

al., 2012), but were modified to be applicable on this study about online grocery. Anderson and 

Srinivasan (2003) measured E-trust with statements such as “This website can be counted on 

to successfully complete the transaction” (p.135) and “This website is reliable for online 

shopping” (p.135). In this study, the factors were altered to “Feeling secure providing personal 

information to an online grocery retailer” and “Feeling safe using a credit card when purchasing 
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groceries online”. The third factor (Table 4.4), was inspired by Dahui et al.’s (2006) 

measurement statement: “To stop using this website would require considerable personal 

sacrifice” (p.443). In order to be relevant for this study, it was modified to an online grocery 

setting so that the importance of the factor could me measured. Lastly, “Feeling emtionally 

satisfied after my purchase” was based on Anderson and Srinivasan’s (2003) statement about 

E-satisfaction: “I am satisfied with my decision to purchase from this website” (p.134).   

 
Table 4.4 
E-loyalty 

Q8: How important are the following factors when shopping groceries online? 

Feeling secure providing personal information to an online grocery retailer   

Feeling safe using a credit card when purchasing groceries online  
Maintaining a relationship with your online grocery retailer 

Feeling emotionally satisfied after my purchase 
  Note. Questions regarding what E-loyalty factors are important when the respondent shops online 

 

4.3.2 Dependent variable 

Denscombe (2019) stated that an alteration in an independent variable, alters the dependent 

variable. Thus, a change in the dependent variable has no influence on the independent variable. 

The present study aims to explain how factors of Brand Equity, OCE and E-loyalty affect 

customers’ willingness to stay with the same grocery retailer while moving from offline to 

online. Therefore, the study’s dependent variable is customers’ willingness to stay with the 

same grocery retailer while moving from offline to online. The dependent variable was 

measured through an ordinal question with four statements, where the respondent could answer 

according to a seven-point Likert scale.  

 

Three of the statements were adopted from Singh and Rosengren’s (2020) study which was 

based on the PPM-framework. Singh and Rosengren (2020) asked the question ‘’It takes time 

to go through the steps of switching to another online grocery store’’ (p.6), whereas the present 

study’s questionnaire altered it into three different ones; ‘’I prefer shopping groceries at one 

retailer’’, ‘’I am likely to shop groceries from the same retailer online as offline’’ and ‘’I am 

reluctant to switch to other online grocery retailers’’ (Table 4.5). The rewrite allowed for more 

suitable statements to the present study’s purpose, and straightforward data with lower risk of 

misunderstanding the statements (Bryman et al., 2019).  
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Singh and Rosengren (2020) only accounted for why online grocery shoppers switch, while the 

present study aims to explain customers’ willingness to stay with the same grocery retailer 

while moving from offline to online. The fourth statement was originally created to fit this study 

‘’What grocery store I shop at is important for me’’ (Table 4.5). Singh and Rosengren (2020) 

measured all their statements with the same seven-point Likert scale, where 1 was ‘’strongly 

disagree’’ and 7 ‘’strongly agree’’. A mean summative score for customers’ willingness to stay 

with the same grocery retailer while moving from offline to online, was then calculated as one 

dependent variable.  

 
 Table 4.5 

Customers’ willingness to stay with the same grocery retailer while moving from offline to online 

 Note. Questions regarding willingness to stay with one grocery retail and whether the respondent 

agrees or not 

 

4.3.3 Control variables 

The present study used different control variables and the first one was if the respondent had 

ever shopped groceries online before. This variable was constructed to exclude those who have 

not shopped groceries online before. The other control variables regarded the respondent’s 

characteristics, such as Gender, Age and Income. Bryman et al. (2019) refer to these 

characteristics as common control variables in questionnaires. The characteristic of the 

respondents allows for exploration of how opinions differ depending on Gender, Age and 

Income. To ensure that the respondent fit the sample selection, the fifth control variable asked 

where they usually shop groceries at, with the alternatives ICA, WILLYS, Hemköp, Coop and 

City Gross, which are the only Swedish supermarkets with both offline and online retail.  

 

 Critical reflection  
It is important that the questionnaire is easy to follow, and the questions are easy to answer 

because the respondents have to read and answer the questions themselves. Moreover, there is 

no one available to help the respondents if they think some questions are ambiguous and 

Q9: Do you agree on the following statements? 
I prefer to shop groceries at one retailer 

I am likely to shop groceries from the same retailer online as offline 

I am reluctant to switch to other online grocery retailers 

Which grocery retailer I shop at online is important for me 
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difficult to understand (Bryman et al., 2019). After a critical review of the present study’s 

questionnaire, some interpretation issues were identified. For example, in question 6 about 

Perceived Quality the respondents were supposed to answer if “high quality makes me prefer 

one brand before another”. However, as the main focus of this study is on the grocery retailer 

it would have been me appropriate to formulate the statement as “high quality makes me prefer 

one grocery retailer before another”. In this way, it had ensured that the respondents based their 

answers on the grocery retailer rather than on the product brands. Further on, question 6 did not 

clearly state if the respondents were supposed to base their answers on a certain store format or 

shopping groceries in general. As Brand Equity refers to the grocery retailer’s brand in whole, 

both physical and online, the aim was to investigate Brand Equity’s impact on customers’ 

grocery shopping in general. Perhaps this could have been stated to avoid misunderstandings 

and interpretation issues. In question 9, the first statement “I prefer to shop groceries at one 

retailer” is general and can again be difficult to interpret if the respondents have based their 

answer on a physical or an online store.   

 

 Reliability 
Reliability means to treat the replication and consistency of the study. The study is reliable if it 

can be replicated with the same results. To ensure reliability in the present study, the 

questionnaire was constructed with basis from well-established and peer-reviewed articles 

(Anderson & Srinivasan, 2003; Anselmsson et al., 2017; Dahui et al., 2006; Faraoni et al., 2019; 

Rafiq et al., 2012; Rose et al., 2012; Sasmita & Suki, 2015; Singh, 2019; Singh & Rosengren, 

2020). The previous mentioned articles ensure high reliability because the studies have been 

reviewed before publishing. This means, that the information provided from these articles is 

well-established which also increase the reliability. Also, the present study’s measure 

instrument was created from previous literature and has demonstrated a high internal 

consistency (Table 5.5). Another measure to ensure reliability, was to test the questionnaire 

beforehand. The reason to test a questionnaire beforehand, is to assure whether it will be 

successful or not (Saunders, 2019). Therefore, the questionnaire was sent to five persons, with 

their feedback, the questionnaire was then published. Saunders (2019) also argued that 

confidentiality and anonymity can increase reliability, and that is why the questionnaire was 

completely anonymous. 

 



Mårtensson & Winnberg 

 24 

 Validity 
Bryman et al. (2019) means that a study’s validity can be studied both internal and external. 

Internal validity is based on how well the study measure what its intended to measure. In a 

study which aims to collect data through a questionnaire, the internal validity could be seen as 

the statistic results demonstration of the variables (Saunders, 2019). To ensure internal validity 

in the present study, the definition of customers’ willingness to stay with the same grocery 

retailer while moving from offline to online, was described as an interpretable concept. 

However, as there were some interpretation issues with the questionnaire, this might have 

affected the internal validity. Also, to limit mistakes and errors of manually collect data, there 

was a test beforehand to ensure that the data was collected automatically (Denscombe, 2016). 

To limit measurement errors, the questionnaire was inspired by previous well-established 

research (Bryman et al., 2019). The external validity of the present study consists of information 

regarding the research question, coherence and design (Saunders, 2019). This gives the reader 

a chance to assess the study’s external validity.  
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In the following chapter the empirical findings are presented. The chapter starts with the 

characteristics of the respondents and descriptive statistics. Then Cronbach’s Alpha of the 

independent and dependent variables are revealed. In the end of this chapter a correlation 

matrix is given, and a regression analysis of the hypotheses is displayed.  

 

 Descriptive statistics 
The 128 respondents’ characteristics was measured by the control variables Gender, Age and 

Income. The sample consisted of almost an equal number of men and women as 67 (52.3%) 

were female and 61 (47.7%) were male respondents (Table 5.1).  

 
Table 5.1 

Gender Distribution   

 
 
 
 
 
 

The age of the respondents varied a lot whereas 21 years old was the youngest and 58 was the 

oldest respondent. The average age of the respondents was 32 years old (Table 5.2). 

 
Table 5.2 

Age 

 Minimum Maximum Mean N 
Age 21 58 32.23 128 

 Note. The respondent’s age 
 

The income of the respondents fluctuated from the lowest income of 2 500 SEK per month to 

the highest of 500 000 SEK per month, but the average income was 41 580 SEK per month 

(Table 5.3).  

 

 
 

 

5. Empirical Findings 

 Frequency Proportion 
Female 
Male 

67 
61 

52.3% 
47.7% 

Total 128 100% 
Note. The respondent’s gender 
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Table 5.3 

Income (Swedish Crowns) 

 
 
 

Figure 5.1 shows which grocery retailer the respondents usually prefer to shop at. ICA is with 

no doubt the most popular grocery retailer as 54% of the respondents answered that they 

usually shop groceries at ICA (Figure 2). 

 

Figure 5.1 

Where do you shop groceries? 

 
Note. Respondent’s grocery 

 

Mean values and standard deviations for the independent and dependent variables are presented 

in Table 5.4. The mean value of Brand Equity was 5.0600 which indicates that the overall 

response of the independent variable is on the upper half of the Likert scale. Brand Equity’s 

mean value was measured by adding all of the dimension’s questions together. Of the 

dimensions, Perceived Quality had the highest mean value of 5.7051. Based on the mean value 

it could be argued that Perceived Quality is the most important dimension of Brand Equity. 

When measuring Perceived Quality, the four statements from the dimension were summarized, 

see Table 4.2. The other dimensions of Brand Equity were measured in the same way.  

54%

27%

8%

5%
6%

WHERE DO YOU USUALLY SHOP GROCERIES?

ICA WILLYS Coop Hemköp City Gross

 Minimum Maximum Mean N 
Income 2 500 500 000 41 580 128 
Note. The respondent’s income 
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The mean value of OCE was 5.4100 which means that the response of the second independent 

variable also was on the upper half of the Likert scale. OCE’s Website both had the highest 

online attribute and had the overall highest mean value of 6.0647; this indicates that the 

website’s functionality and design are important factors. Other important factors for online 

grocery customers were Convenience and Perceived Quality that also showed a high mean 

value. Interaction had the lowest mean value which shows that Interactions with an online 

grocery retailer is not as important as other online attributes. However, Interaction is still 

important to some extent as the mean value is on the upper half of the Likert scale. When 

measuring OCE’s different online attributes they were summarized, in Table 4.3 for example, 

interaction was measured by summarizing the three statements regarding interaction.   

The mean value of E-loyalty was 5.2539 which means that loyalty towards an online retailer is 

important. E-loyalty was also measured by summarizing the statements, see Table 4.4. The 

mean value of the dependent variable, customers’ willingness to stay with the same grocery 

retailer while moving from offline to online was 4.9336. This might indicate that customers 

prefer to shop at one online grocery retailer and preferably at the same as offline. 

 Table 5.4 

Descriptive statistics on the independent and dependent variable 

Note. The mean and standard deviation of respondents’ answers on the questions 
 

 Cronbach’s Alpha 
The Cronbach’s Alpha test presented the reliability of the summative scores within a range of 

0.701 and 0.953. According to Pallant (2016) Cronbach’s Alpha measures the internal 

consistency of a measurement. A higher internal consistency means that the study is more 

 Minimum Maximum    Mean Std. Deviation 
Mean Brand Equity 
Mean Brand Awareness 
Mean Brand Loyalty 
Mean Perceived Quality 
Mean Brand Association 
Mean OCE 
Mean Website 
Mean Products 
Mean Interaction 
Mean Convenience 
Mean E-loyalty 
Willingness to stay with the 
same grocery retailer while 
moving from offline to online 

1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 

7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 

5.0600 
4.8750 
5.0130 
5.7051 
4.6641 
5.4100 
6.0647 
5.4266 
4.4193 
5.7370 
5.2539 
4.9336 

      1.2300 
      1.3070 
      1.5040 
      1.2410 
      1.6690 
      1.1140 
      1.1810 
      1.1590 
      1.3740 
      1.3690 
      1.2380 
      1.5530 

N=128     
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reliable. The variables are considered to have a high internal consistency when it is over 0.7 

(Pallant, 2016). In Table 5.5 the independent and dependent variable’s Cronbach’s Alpha are 

presented. Brand Equity’s dimensions had a range of 0.701 and 0.945 which means that they 

are all considered to have a high internal consistency. OCE’s attributes displayed a range of 

0.745 and 0.951 that also made the measurements reliable. E-loyalty revealed an internal 

consistency of 0.772, which is acceptable. The dependent variable illustrated a high internal 

consistency of 0.891.  

 
Table 5.5 
Cronbach’s Alpha 

 
 
 

 

 

 

 

 

 

 

 

 Correlation  
In a material where more than 100 samples are included, the data can be seen as normally 

distributed (Ghasemi & Zahedias, 2012). Since this study consisted of 128 respondents the data 

was seen as normally distributed. When the data is normally distributed, the correlation could 

be calculated with Pearson’s correlations test, which measures the correlation between the 

variables. Pearson’s correlations test was made to study whether there was a risk for 

multicollinearity. The correlation extends from -1 which means that there is a negative 

correlation, to 1 which indicates a positive correlation. A negative correlation between two 

variables means that an increase in one variable lead do a decrease in the other one. A positive 

correlation means that an increase in one variable leads to an equivalent increase in the other 

one (Pallant, 2016). Pallant (2016) further argued that a high correlation (>0.9) between 

independent variables can cause multicollinearity.  

 

Variable N of items Cronbach’s Alpha 
Brand Equity 
Brand Awareness 
Brand Loyalty 
Perceived Quality 
Brand Association 
OCE 
Website 
Products 
Interaction 
Convenience 
E-loyalty 
Willingness to stay with the 
same grocery retailer while 
moving from offline to online 

14 
3 
3 
4 
4 
18 
7 
5 
3 
3 
4 
4 

0.939 
0.701 
0.858 
0.893 
0.945 
0.953 
0.951 
0.866 
0.745 
0.806 
0.772 
0.891 

Note. The Cronbach’s Alpha on the variables 
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The present study showed that there was no correlation above 0.9 (Table 5.6). However, the 

highest significant correlation between two independent variables was 0.898 which is arguably 

high and can therefore cause multicollinearity. When two independent variables correlate 

highly with each other, it can cause issues with analyzing what and which independent affects 

the dependent variable (Pallant, 2016). Therefore, to avoid issues and misleading results in the 

regression analysis, the independent variables: Brand Equity, OCE and E-loyalty will be tested 

individually against the dependent variable. This has no effect on the actual study, since the 

independent variables are separately constructed in the conceptual model and in the empirical 

method.  

 

Table 5.6 displays that the highest correlation between the dependent variable and independent 

variable was Brand Equity’s correlation with customers’ willingness to stay with the same 

grocery retailer while moving from offline to online (0.755**). This indicates that high Brand 

Equity has a positive relationship with customers’ willingness to stay with the same grocery 

retailer while moving from offline to online. In the present study, Brand Loyalty correlates most 

of the dimensions in Brand Equity with the dependent variable. This implies that customers’ 

who are loyal to a brand choose the same brand online. The independent variable that correlates 

the second most with the dependent variable is E-loyalty (0.612**). Therefore, high loyalty 

towards an E-retailer has a positive relationship with customers’ willingness to stay with the 

same grocery retailer while moving from offline to online. The lowest positive correlation 

between an independent variable and the dependent variable was OCE (0.525**). This implies 

that online attributes are important for customers’, however, in the present study it is not valued 

as highly. Also, OCE’s online attribute Website correlates the least of all independent variables 

with customers’ willingness to stay with the same grocery retailer while moving from offline 

to online. Thus, Table 5.6 shows that all correlations are positive. This indicates that all of the 

independent variables had a positive correlation with customers’ willingness to stay with the 

same grocery retailer while moving from offline to online.  
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 Table 5.6 
Correlation Matrix 

 

 Regression analysis  
The hypotheses of the present study were tested through a multiple linear regression analysis. 

Multiple linear regression is an appropriate method to use when multiple independent and 

control variables are included to explain the variance in the dependent variable (Körner & 

Wahlgren, 2016). In the present study, Brand Equity, OCE and E-loyalty’s impact on 

customers’ willingness to stay with the same grocery retailer while moving from offline to 

online were analyzed. However, due to the noticeable risk of multicollinearity, the three 

concepts were tested individually on the dependent variable. The results from the regression 

analysis on the dependent variable is demonstrated in Table 5.7.  

 

The total regression of all three models is significant as they show a ***significance along with 

a significant F-value. Furthermore, an adjusted R2 value of 56.3% (model 1), 27.2% (model 2) 

and 31.11% (model 3) shows how much of the variance in customers’ willingness to stay with 

the grocery retailer while moving from offline to online is explained by Brand Equity, OCE 

and E-loyalty. The VIF value measures the correlation between the independent variables and 

a high VIF value (>10) indicates multicollinearity (Pallant, 2016). However, as the correlation 

between the independent variables were suspiciously high, three separate regressions were 

made. The regression analyses of this study show a highest VIF value of 1.065, which is within 

Pallant’s (2016) requirement.  

Variable 1 2 3 4 5 6 7 8 9 10 11 12 
1 Brand Equity 
2 Brand Awareness 
3 Brand Loyalty 
4 Perceived Quality 
5 Brand Association 
6 OCE 
7 Website 
8 Products 
9 Interaction 
10 Convenience 
11 E-loyalty 
12 Willingness to stay with 
the same grocery retailer 
while moving from offline to 
online 

1 

0.846** 

0.896** 

0.826** 

0.863** 

0.722** 

0.612** 

0.640** 

0.644** 

0.634** 

0.632** 

0.755** 

 

1 

0.726** 

0.596** 

0.615** 

0.697** 

0.639** 

0.612** 

0.621** 

0.577** 

0.495** 

0.651** 

 

 

1 

0.674** 

0.671** 

0.574** 

0.465** 

0.525** 

0.523** 

0.497** 

0.488** 

0.696** 

 

 

 

1 

0.618** 

0.673** 

0.581** 

0.650** 

0.553** 

0.582** 

0.682** 

0.600** 

 

 

 

 

1 

0.566** 

0.453** 

0.453** 

0.530** 

0.536** 

0.524** 

0.642** 

 

 

 

 

 

1 

0.898** 

0.888** 

0.841** 

0.884** 

0.558** 

0.525** 

 

 

 

 

 

 

1 

0.819** 

0.639** 

0.724** 

0.467** 

0.436** 

 

 

 

 

 

 

 

1 

0.627** 

0.707** 

0.494** 

0.443** 

 

 

 

 

 

 

 

 

1 

0.651** 

0.488** 

0.496** 

 

 

 

 

 

 

 

 

 

1 

0.506** 

0.460** 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

1 

0.612** 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
1 

Note. How the variables correlate with each other. ***p<0.001 **p<0.01 *p<0.05 
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The first hypothesis that was tested using multiple linear regression was: There is a positive 

relationship between Brand Equity and customers’ willingness to stay with the same grocery 

retailer while moving from offline to online. The result from model 1 (Table 5.7) shows that 

Brand Equity has a significant positive impact on the dependent variable (b=0.952***, 

***p<0.001), which means that Hypothesis 1 is supported. As a result, this indicates that a high 

Brand Equity is an important factor for customers’ willingness to stay at the same grocery 

retailer online as offline. From Table 5.7 it is also possible to answer Hypothesis 2: There is a 

positive relationship between OCE and customers’ willingness to stay at the same grocery 

retailer while moving from offline to online. Hypothesis 2 is also supported as the regression 

analysis on OCE shows a positive significance (b=0.728***, ***p<0.001) on the dependent 

variable. Hence, the result implies that OCE has a positive influence on customers’ willingness 

to stay with the same grocery retailer while moving from offline to online.  

 

Model 3 in the regression analysis tested Hypothesis 3: There is a positive relationship between 

E-loyalty and customers’ willingness to stay with the same grocery retailer while moving from 

offline to online. The result in Table 5.7 shows that Hypothesis 3 is supported as E-loyalty has 

an significant impact on the dependent variable (b=0.736***, ***p<0.001). Hence, it is 

possible to argue that E-loyalty is important in customers willingness to stay with the same 

grocery retailer while moving from offline to online. Table 5.7 further demonstrates the control 

variables that were analyzed in the regression. The control variables Gender, Age and Income 

do not show any significant effect on the dependent variable in neither of the models. Therefore, 

it is not possible to statistically prove that Gender, Age or Income of the customers have any 

impact on their willingness to stay with the same grocery retailer online while moving from 

offline to online.  
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Table 5.7 
Regression Analysis  

               Willingness to stay with the same grocery retailer while moving from offline to online 
Variables Model 1 b Std. 

Error 
Model 2 b Std. 

Error 
Model 3 b Std. 

Error 
Control       
Gender 
Age 
Income 

0.157 
0.005 
-0.000002746 

0.186 
0.011 
0.000 

-0.120 
 0.003 
-0.000002357 

0.239 
0.014 
0.000 

-0.115 
-0.005 
-0.000001697 

0.232 
0.014 
0.000 

Independent       
Brand Equity 
OCE 
E-loyalty 

0.952*** 0.075  
0.728*** 

 
0.104 

 
 
0.736*** 

 
 
0.097 

Total Regression       
Constant 
Adj. R^2 
F-value 
VIF value, highest 
Sig. 

0.024 
0.563 
40.244 
1.065 
0.000*** 

0.551 1.138 
0.272 
12.370 
1.061 
0.000*** 

0.742 1.347 
0.311 
14.679 
1.054 
0.000*** 

0.670 

N=128       
Note. The relationship between the variables. The two excluded control variables were: If you have 
ever shopped groceries online before and where you usually shop groceries at. 
***p<0.001 **p<0.01 *p<0.05 
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This chapter discusses the empirical findings in the present study and how the concepts affect 

customers’ willingness to stay with the same grocery retailer while moving from offline to 

online. The results are compared with previous research of the concepts to discuss 

similarities and findings. This chapter is divided into Brand Equity, Online Customer 

Experience (OCE) and E-loyalty.  

 

6.1.1 Brand Equity 

The empirical findings display that there is a significant positive relationship between Brand 

Equity and the dependent variable. Badenhop and Frasquet’s (2021) study revealed that a chain 

of Brand Equity’s dimensions influence customers’ evaluation of grocery retailer. This is in 

line with the present study as it shows that Brand Awareness, Brand Loyalty, Perceived Quality 

and Brand Association all positively correlate with customers’ willingness to stay with the same 

grocery retailer while moving from offline to online. Brand Loyalty correlates the most with 

the dependent variable, which aligns with previous studies on loyalty in multichannel retailing 

(Badenhop & Frasquet, 2021; Frasquet et al., 2017). Badenhop and Frasquet’s (2021) study 

showed that offline loyalty was the strongest determinant of online loyalty. This supports the 

present study as one of the statements that measured the dependent variable was “I am likely to 

shop groceries from the same retailer online as offline”. 
 

Frasquet et al. (2017) argued that a retailer’s brand is a significant factor in driving purchase 

intentions towards both the offline and the online channel. In a previous study, Melis et al. 

(2015) further discussed that online customer tend to choose the well-known market leader 

when shifting from offline to online shopping. This seems to be the case in the present study as 

the results show that ICA, the most known grocery brand in Sweden (ICA Gruppen, 2020), 

accounted for 54% of the respondents’ choice of grocery retailer. Furthermore, the empirical 

findings indicate that Brand Awareness and Brand Associations also play important roles in 

customers’ willingness to stay with the same grocery retailer while moving from offline to 

online. This is in line with Badenhop and Frasquet’s (2021) study that showed how customers’ 

purchase intention of groceries at a given multichannel retailer, is affected not only by their 

overall attitude toward online grocery shopping, but also by their beliefs and perceptions of the 

retailer as a brand.  

6. Discussion 
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Results from the present study further display that Perceived Quality, just like the other 

dimensions, positively influence customers’ willingness to stay with the same grocery retailer 

while moving from offline to online. The mean value of the respondents answers on Perceived 

Quality in this study was significantly high. This indicates that high quality, regarding both 

products and service, is a decisive factor in customers’ willingness to stay with the same grocery 

retailer while moving from offline to online. Badenhop and Frasquet (2021) came to the same 

conclusion as their study showed that Perceived Quality of the retailer impacts customer loyalty 

in online grocery shopping. 

 

6.1.2 Online Customer Experience (OCE)  

The present study’s hypothesis that OCE has a positive impact on customers’ willingness to 

stay with the same grocery retailer while moving from offline to online is supported. This 

indicates that an E-retailer’s Website, Products, Interaction and Convenience are important 

online attributes, at least according to the 128 customers who responded to the questionnaire. 

This is in line with previous research that has revealed similar results within their studies. For 

example, Hwang and Jeong (2014) argued in a study, that the interface of an E-retailer’s 

website, such as design and functionalities, have an impact on customers decision to purchase 

online. Findings in a study by Rose et al. (2012) showed that the website’s ease-of-use is of 

great importance for customers’ online experience. Moreover, accessibility, product 

descriptions and loading speed of the website were other factors that influenced customers’ 

intentions to purchase online (Hwang & Jeong, 2014). All of these factors are included in the 

present study on OCE and shows a significant positive effect on customers willingness to stay 

with the same grocery retailer while moving from offline to online. 

 

The empirical findings further show that factors regarding convenience, such as timesaving and 

delivery, is important to online grocery customers. This is supported by Singh’s (2019) study 

where the results showed that customers expressed strongly negative reviews of their online 

shopping experience when groceries were not delivered on time. Why this is so important to 

customers can be because of the convenience and comfort of having the products delivered 

home is one of the main reasons to shop groceries online (Singh, 2019). Results from the present 

study indicate that the design of the website is an important online attribute. But, this contradicts 

Singh’s (2019) research as it showed that online grocery customers do not care much about the 

visual appeal of the website. One explanation for this can be that unlike many other shopping 
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activities, grocery shopping is more associated with utilitarianism and a goal-oriented chore. 

However, Singh (2019) claimed that online grocery customers still expect a pleasant online 

experience since if the retailer does not meet the customers’ expectations, they might be more 

likely to switch retailer.          

  

6.1.3 E-loyalty   

Empirical findings of this study display a significant positive relationship between E-loyalty 

and customers’ willingness to stay with the same grocery retailer while moving from offline to 

online. This study measures E-loyalty through E-trust, E-satisfaction and E-commitment. In 

previous studies, trust has shown to be a key driver of customers’ willingness to engage in E-

commerce and expanding their Brand Loyalty to E-loyalty (Anderson & Srinivasan, 2003; 

Faraoni et al., 2019; Rafiq et al., 2012; Selnes, 1998). Several previous studies concluded that 

E-trust, such as transactional security and website properties, is essential to develop E-loyalty 

(Anderson and Srinivasan, 2003; Faraoni et al., 2019; Rafiq et al., 2012; Yoon, 2002). This 

aligns with the present study where the respondents of the questionnaire consider both privacy 

of personal information and payment security as important factors when they shop groceries 

online.  

 

Faraoni et al. (2019) further argued that customers are more likely to repurchase if they trust 

the page, regardless of other satisfactory aspects. E-satisfaction is another key element of E-

loyalty which Faraoni et al. (2019) described as an emotional state of mind resulting from the 

evaluation of a transaction with a given online retailer. Findings indicate that feeling 

emotionally satisfied after an online purchase of groceries is central to the respondents in this 

study. Hence, it is important for online grocery retailers to not only offer high quality products, 

but also consider the whole shopping experience as it affects customers’ emotional satisfaction.  

 

 In a study by Rafiq et al. (2012), the findings showed that E-commitment will strengthen 

customers’ devotion to continue a relationship with an online brand. Results from the present 

study show that maintaining a relationship with the online grocery retailer has an impact on 

customers’ willingness to shop groceries at the same retailer online as offline. This indicates 

that it might be worth for grocery retailers to focus on increasing customers’ commitment. 

Dahui et al. (2006) and Rafiq et al. (2012) argued that affective commitment, which refers to 

customers’ emotional attachment and identification with a brand, is important in E-loyalty 

Dahui et al. (2006) further claimed that the more committed customers are to a retailer, the less 
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likely it is that they would switch to another retailer. Therefore, it is essential for online grocery 

retailers to integrate features that increase the sense of commitment, for example suggestions 

on personal recipes.  

 

 

The last chapter of this thesis aims to draw conclusions and answer the research question. 

The chapter ends with theoretical and managerial implications, limitations, and ideas for 

future research. 

 

 Concluding remarks 
The online grocery sector continuously grows at a high pace and online is becoming a 

prominent purchasing channel for grocery shoppers (Singh, 2019). Nevertheless, research on 

customer experience in online grocery retailing is rather limited and fragmented. There has 

been some earlier research about online grocery with main focus on customers’ purchase 

intention and attitude towards online grocery shopping (Mortimer et al., 2016; Rayesha et al., 

2020; Singh & Rosengren, 2020; Singh, 2019). However, scholars have argued that the online 

grocery sector is still quite unexplored and there is a need for further research regarding 

customer experience and customer loyalty (Melis et al., 2015; Mortimer et al., 2016; Singh & 

Rosengren, 2020). Furthermore, Badenhop and Frasquet (2021) claimed that they were the first 

to consider Brand Equity in the online grocery sector. Hence, the present study aimed to explain 

how factors of Brand Equity, Online Customer Experience (OCE) and E-loyalty affect 

customers’ willingness to stay with the same grocery retailer while moving from offline to 

online.   

 

The present study demonstrates that there is a positive relationship between the three concepts 

and customers’ willingness to stay with the same grocery retailer while moving from offline to 

online. However, the results show that none of the characteristics Age, Gender and Income have 

any significance on customers’ willingness to stay with the same grocery retailer while moving 

from offline to online. The empirical findings further show that the retailers’ Brand is a 

significant factor in customers’ willingness to stay with the same grocery retiler, both offline 

and online. This significant finding could be valuable to marketers in grocery retailing as a 

strong Brand Equity positively affect customers’ willingness to stay with the same grocery 

retailer while moving from offline to online. Furthermore, the online grocery retailer’s Website, 

7. Conclusion  
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Products, Interaction and Convenience is shown to be important online attributes to the 

respondents in this study. Convenience, such as timesaving and delivery, has the highest mean 

value of all online attributes, which indicates that these are the most important to the customers 

in this study when they shop groceries online. Hence, it might be essential for grocery retailers 

to prioritize fast and smooth delivery of groceries. Furthermore, the respondents in this study 

consider feeling secure with providing personal information and using a credit card online, as 

important factors when shopping groceries online. In conclusion, this study demonstrates that 

Brand Equity, OCE and E-loyalty are all essential factors in customers’ willingness to stay with 

the same grocery retailer while moving from offline to online.   

 
 Theoretical and managerial implications 

The present study provides a number of contributions. To the best of our knowledge, there is 

no previous research about how factors of Brand Equity, OCE and E-loyalty affect customers’ 

willingness to stay with the same grocery retailer while moving from offline to online within 

the Swedish grocery market. Further on, there is to some extent a lack of knowledge in the field 

of explaining Brand Equity’s relationship with customers’ willingness to stay with the same 

grocery retailer while moving from offline to online. Most of previous studies on online grocery 

and purchasing behavior have neglected to consider customers’ shift from the physical store to 

online.  

 

To explain how factors of Brand Equity, OCE and E-loyalty affect customers’ willingness to 

stay with same grocery retailer while moving from offline to online, a conceptual model was 

developed. The content of the model is based on previous research (Anderson & Srinivasan, 

2003; Badenhop & Frasquet, 2021; Dahui et al., 2006; Hwang & Jeong, 2014; Faraoni et al., 

2019; Frasquet et al., 2017; Melis et al., 2015; Rafiq et al., 2012; Rose et al., 2012; Selnes, 

1998; Singh, 2019; Singh & Rosengren, 2020; Yoon, 2002). A questionnaire based on the 

model was then conducted to measure the concepts. The three concepts and customers’ 

willingness to stay with the same grocery retailer online as offline, all have a high internal 

consistency of a Cronbach’s Alpha above 0,7. This suggests that the measurements are reliable 

and can be used in future research.  

 

The present study contributes with some empirical donations by explaining how Brand Equity, 

OCE and E-loyalty affect customers’ willingness to stay with the same grocery retailer while 

moving from offline to online. All of the hypotheses that suggests a positive relationship 
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between the concepts and customers’ willingness to stay at the same grocery retailer while 

moving from offline to online. Hence, this study does not only provide explanations for 

customers’ willingness to stay with the same grocery retailer while moving from offline to 

online from one single concept, but from multiple perspectives. Therefore, the results indicate 

that Brand Equity, OCE and E-loyalty are all considered to be important in customers 

willingness to stay with the same grocery retailer while moving from offline to online. The 

results in this study could be useful to grocery retailers as it provides some valuable insights on 

how to increase grocery customers’ willingness to stay with the same grocery retailer while 

moving from offline to online.   

 

 Limitations and future research 
The present study is based on how the concepts Brand Equity, OCE and E-loyalty affect 

customers’ willingness to stay with the same grocery retailer while moving from offline to 

online. The concepts were chosen from previous well-established literature, whereas these 

concepts had significant results on purchase intentions, willingness to engage in E-commerce 

and Switching Behavior (Anderson & Srinivasan, 2003; Badenhop & Frasquet, 2021; Dahui et 

al., 2006; Hwang & Jeong, 2014; Faraoni et al., 2019; Frasquet et al., 2017; Melis et al., 2015; 

Rafiq et al., 2012; Rose et al., 2012; Singh, 2019; Singh & Rosengren, 2020; Selnes, 1998; 

Yoon, 2002). However, there could be other concepts that are useful when studying the online 

grocery sector. For example, in the present study Brand Equity is supposed to represent how 

strong of a presence the customers’ offline grocery retailer have in their mind. Hence, there 

could be other concepts that explain the relationship as well.  

 

The PPM-framework on Switching Behavior has influenced the present study, however, there 

is no complete framework on customers’ willingness to stay with the same grocery retailer 

while moving from offline to online. This could be a limitation since previous research on this 

is to some extent unexplored. Also, there are some validity issues with the measurement of the 

present study’s questionnaire. Due to the interpretation difficulties on some of the questions, it 

might weaken the validity of the questionnaire. The possibility of diverse interpretations of the 

respondents’ answers is a limitation as it might affect the purpose of the present study. 

Therefore, to avoid misinterpretations future research should be clearer and for example state 

if the questions regard an online or offline setting. One more limitation and suggestion for future 

research is to focus on one specific Brand or retailer. Perhaps this could lead to a more detailed 

analysis of what retailer attributes affect the shift from offline to online, and what makes 
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customers stay. A further suggestion is to choose ICA since they are the largest grocery retailer 

in Sweden, to understand the factors behind its success.   

 

An additional suggestion for future research is to extend the timeframe, which could allow us 

to reach more respondents. This could then contribute with a better representative sample 

selection of online grocery customers which could generate more generalizable results. 

Furthermore, this study could not show a significant relationship between Gender, Age, Income 

and customers’ willingness to stay with the same grocery retailer while moving from offline to 

online. Hence, there could be other demographical factors, such as education, civil status and 

place of residence that could have an impact. Lastly, a qualitative approach could be an 

interesting approach, since it might contribute with deeper understanding of customers’ 

willingness to stay with the same grocery retailer while moving from offline to online.   
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