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Abstract: This study examines consumer behavior, satisfaction, and loyalty in online grocery 

shopping in Ahmedabad, India, following the COVID-19 pandemic. Employing a quantitative 

approach, data was collected from 122 respondents through structured surveys to assess the role 

of demographic factors, logistics, and technological innovations in shaping consumer 

experiences. ANOVA analyses revealed that while age and gender generally do not significantly 

influence online shopping behavior, specific factors do show demographic variances, indicating 

nuanced preferences among different consumer groups. Findings demonstrate that consumer 

adoption of online grocery shopping is driven by preferences and technological advancements, 

whereas logistics challenges negatively impact satisfaction and loyalty. These insights underscore 

the need for grocery retailers to enhance logistics services and leverage technology to cater to 

diverse customer needs. The study’s implications extend globally, as online grocery shopping 

grows worldwide, offering potential for retailers to optimize customer engagement through 

innovative solutions. 
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INTRODUCTION 

Online grocery shopping has transformed the retail landscape, reshaping how consumers 

purchase food and household products. The rapid evolution of e-commerce platforms, combined 

with changing consumer lifestyles, has created new avenues for retailers to offer convenience, 

personalization, and a broad range of product choices. With the growing popularity of online 

shopping, researchers have turned their attention to understanding the dynamics of consumer 

behavior in this space, including the motivations, preferences, and challenges faced by both 

consumers and retailers.Anckar, Walden, and Jelassi (2002) highlight the importance of creating 

customer value in online grocery shopping. Their research identifies key factors that influence 
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consumer satisfaction, such as ease of use, delivery options, and the overall user experience. They 

suggest that online grocery retailers must focus on seamless integration of technology and 

customer service to meet the evolving demands of modern consumers. Similarly, the study by de 

Kervenoael, Soopramanien, Elms, and Hallsworth (2006) explores the concept of value creation 

through integrated service solutions. They emphasize that offering a combination of online and 

offline services can enhance the shopping experience, particularly when these services are 

tailored to meet individual consumer needs. 

The interaction between private labels and national brands across different channels is 

another critical area of exploration. Arce-Urriza and Cebollada (2012) compare consumer 

behavior in online and offline shopping environments, revealing distinct preferences for private 

labels and national brands. Their findings suggest that online platforms may provide opportunities 

for private labels to gain greater visibility and market share, while national brands continue to 

dominate traditional brick-and-mortar stores. This dynamic is further complicated by the role of 

consumer trust and loyalty, particularly in premium brand purchases. Basu and Sondhi (2021) 

examine the retail choices of consumers when purchasing premium brands, noting a growing 

inclination toward online channels for convenience and product variety, despite concerns about 

product authenticity and quality.Consumer behavior in online grocery shopping is also influenced 

by family dynamics and changing lifestyles. Ayadi and Muratore (2020) investigate the impact 

of children's influence on their mothers' shopping choices in the digital space. Their research 

shows that "Digimums" – tech-savvy mothers – are less susceptible to their children's influence 

when shopping online compared to in-store. This shift highlights how online platforms allow 

consumers to exercise more control over their purchasing decisions, free from the pressures of 

in-store experiences. Similarly, Burningham et al. (2014) explore how significant life events, 

such as new motherhood, can alter everyday shopping practices. Their study reveals that new 

mothers tend to shift their shopping habits toward more convenient and efficient channels, 

including online grocery platforms, as they adjust to the demands of parenthood. 

The COVID-19 pandemic has further accelerated the adoption of online grocery shopping, 

with many consumers opting to switch from traditional stores to digital platforms. De Canio, 

Fuentes-Blasco, and Martinelli (2023) explore the motivations behind this channel-switching 

behavior, noting that while some consumers are driven by safety concerns, others are attracted 

by the convenience and flexibility offered by online shopping. These findings align with earlier 

research by Demangeot and Broderick (2006), who examined the experiential intensity of online 

shopping environments and found that consumers often seek more engaging and immersive 

experiences when shopping online.Together, these studies provide a comprehensive overview of 

the factors that shape consumer behavior in online grocery shopping. They highlight the 

importance of understanding both individual preferences and broader market trends, which can 

help retailers develop strategies that cater to the diverse needs of online shoppers. 

 
METHOD 

Objectives: 

• To examine consumer behavior and preferences towards online grocery shopping in 

Ahmedabad, India, post-COVID-19. 

• To identify the impact of logistics and technological innovations on customer satisfaction 

and loyalty in online grocery shopping. 

Research Methodology: 

This study will employ a quantitative research approach to explore the factors affecting consumer 

behavior and the role of logistics and technology in shaping online grocery shopping experiences. 

Data will be collected through a structured survey administered to 100 respondents from 

Ahmedabad, India, representing various demographic backgrounds. The sample will be selected 

using convenience sampling, ensuring that respondents have experience with online grocery 

shopping. The survey questionnaire will include both closed-ended and Likert scale questions 

focusing on consumer preferences, satisfaction levels, logistics challenges, and the adoption of 
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technological innovations such as mobile apps or delivery platforms. The collected data will be 

analyzed using SPSS software to perform descriptive statistics, correlation, and regression 

analysis. These analyses will help examine the relationships between consumer behavior, 

logistics service quality, and customer satisfaction, addressing the research objectives and 

answering the research questions. 

 

Hypotheses: 

H1: Consumer preferences and technological innovations significantly impact the adoption of 

online grocery shopping in Ahmedabad. 

H2: Logistics challenges negatively affect customer satisfaction and loyalty in online grocery 

retailing. 

 

RESULTS AND DISCUSSION 

Table 1. Age 

Frequency Percent Valid Percent 
Cumulative 
Percent 

Valid Under 18 29 23.8 23.8 23.8 

18-24 76 62.3 62.3 86.1 

25-34 14 11.5 11.5 97.5 

35-44 2 1.6 1.6 99.2 

45-54 1 .8 .8 100.0 

Total 122 100.0 100.0  

This table presents the age distribution of respondents participating in the study. The 

majority fall into the 18-24 age group, accounting for 62.3% of the sample, indicating a high 

representation of younger consumers in online grocery shopping. Those under 18 make up 23.8%, 

followed by 11.5% in the 25-34 age group. The presence of older participants (35-54) is minimal, 

representing only 2.4% collectively. This skew suggests that online grocery platforms may 

primarily attract younger demographics in Ahmedabad. 

 

Table 2. Gender 

Frequency Percent Valid Percent 
Cumulative 
Percent 

Valid Male 65 53.3 53.3 53.3 

Female 55 45.1 45.1 98.4 

Others 2 1.6 1.6 100.0 

Total 122 100.0 100.0  

The gender distribution shows a fairly balanced sample, with 53.3% male and 45.1% female 

participants, and 1.6% identifying as "Others." This balance reflects a diverse perspective on 

online grocery shopping preferences across genders in Ahmedabad, although a slightly higher 

male representation may influence the analysis of consumer behavior. 

 

Table 3. Occupation 

Frequency Percent Valid Percent 
Cumulative 
Percent 

Valid Student 99 81.1 81.1 81.1 

Employed 11 9.0 9.0 90.2 

Homemaker 7 5.7 5.7 95.9 

retired 5 4.1 4.1 100.0 

Total 122 100.0 100.0  
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The majority of respondents are students (81.1%), followed by employed individuals 

(9.0%), homemakers (5.7%), and retired persons (4.1%). This dominance of students suggests 

that the findings may be particularly relevant for understanding young, tech-savvy, and digitally 

inclined consumers in Ahmedabad. Employed and homemaker responses, though limited, still 

provide insights into different professional and lifestyle perspectives on online grocery shopping. 

 

Table 4. ANOVA between Age and Factors 
Sum of 
Squares df 

Mean 
Square F Sig. 

how often do you shop 

for groceries online? 

Between 
Groups 

4.086 4 1.022 .687 .602 

Within Groups 173.881 117 1.486   

Total 177.967 121    

what factors influence 

your decision to start 

shopping for groceries 

online? 

Between 
Groups 

4.698 4 1.175 .352 .842 

Within Groups 386.839 116 3.335   

Total 391.537 120    

what factors influence 

your decision to start 

shopping for groceries 

online? 

Between 
Groups 

16.042 4 4.010 1.775 .138 

Within Groups 264.360 117 2.259   

Total 280.402 121    

what factors influence 

your decision to start 

shopping for groceries 

online? 

Between 
Groups 

8.194 4 2.048 .916 .457 

Within Groups 261.782 117 2.237   

Total 269.975 121    

what factors influence 

your decision to start 

shopping for groceries 

online? 

Between 
Groups 

6.836 4 1.709 2.578 .041 

Within Groups 77.558 117 .663   

Total 84.393 121    

How are employed 

going to continue using 

online grocery 

shopping in future? 

Between 
Groups 

4.633 4 1.158 1.142 .340 

Within Groups 118.711 117 1.015   

Total 123.344 121    

How students going to 

continue using online 

grocery shopping in 

future? 

Between 
Groups 

3.991 4 .998 1.270 .286 

Within Groups 91.910 117 .786   

Total 95.902 121    

 

Table 4 presents an ANOVA analysis investigating the relationship between age groups 

and various factors influencing consumer behavior and decision-making in online grocery 

shopping in Ahmedabad. Each row corresponds to a different survey question, examining 

whether age significantly impacts these factors. The ANOVA results indicate both the F-value, 

which tests the variance between and within age groups, and the significance level (Sig.) which 

reveals if these differences are statistically significant. 

 

For the factor “how often do you shop for groceries online?” the F-value of 0.687 and 

significance level of 0.602 indicate no significant difference across age groups. This suggests that 

the frequency of online grocery shopping does not vary considerably by age, meaning that online 

shopping frequency is relatively consistent among respondents, regardless of age. Regarding 

“what factors influence your decision to start shopping for groceries online?” two questions were 
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analyzed. For the first instance, the F-value of 0.352 and significance of 0.842 suggest that age 

does not significantly impact the decision to start shopping for groceries online. This lack of 

significance implies that individuals of different ages may be driven by similar factors when 

initially choosing to shop online. For the second question variant, the F-value is slightly higher 

at 1.775, with a significance level of 0.138. Although closer to significance, it still falls short, 

indicating a similar trend where age does not significantly influence this decision-making factor. 

The third instance of “factors influencing the decision to shop online” yielded an F-value 

of 0.916 with a significance of 0.457, reinforcing that age is not a critical factor in determining 

these motivations. Interestingly, in “what factors influence your decision to start shopping for 

groceries online?4,” the F-value of 2.578 with a significance level of 0.041 reveals a statistically 

significant difference across age groups. This implies that for this specific factor, age does play 

a role in shaping decisions about starting online grocery shopping, potentially pointing to an age- 

sensitive factor such as convenience, availability, or technological comfort. 

The questions regarding “how likely are you to continue using online grocery shopping in 

the future?” both show no significant difference by age (F-values of 1.142 and 1.270, with 

significance levels of 0.340 and 0.286, respectively). These results suggest that the intention to 

continue shopping online is generally consistent across age groups, indicating a stable acceptance 

of online grocery shopping among respondents. The ANOVA analysis suggests that age does not 

significantly impact most of the factors influencing online grocery shopping decisions and 

behavior, with the exception of one factor where age differences are evident. These insights are 

valuable for online grocery retailers in Ahmedabad, as they highlight age-neutral motivations and 

point to a potential area to tailor marketing efforts according to specific age-related preferences. 

 

Table 5. ANOVA between Gender and Factors 

Sum of 
Squares df 

Mean 
Square F Sig. 

how often do you 

shop for groceries 

online? 

Between 
Groups 

3.243 2 1.621 1.104 .335 

Within 
Groups 

174.724 119 1.468   

Total 177.967 121    

what factors influence 

your decision to start 

shopping for 

groceries online? 

Between 
Groups 

6.378 2 3.189 .977 .379 

Within 
Groups 

385.159 118 3.264   

Total 391.537 120    

what factors influence 

your decision to start 

shopping for 

groceries online? 

Between 
Groups 

2.956 2 1.478 .634 .532 

Within 
Groups 

277.445 119 2.331   

Total 280.402 121    

what factors influence 

your decision to start 

shopping for 

groceries online? 

Between 
Groups 

9.928 2 4.964 2.272 .108 

Within 
Groups 

260.048 119 2.185   

Total 269.975 121    

what factors influence 

your decision to start 

shopping for 

groceries online? 

Between 
Groups 

16.931 2 8.465 14.932 <.001 

Within 
Groups 

67.463 119 .567   

Total 84.393 121    
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How are employed 

going to continue 

using online grocery 

shopping in future? 

Between 
Groups 

3.745 2 1.872 1.863 .160 

Within 
Groups 

119.599 119 1.005   

Total 123.344 121    

How student are 

going to continue 

using online grocery 

shopping in future? 

Between 
Groups 

.554 2 .277 .346 .708 

Within 
Groups 

95.348 119 .801   

Total 95.902 121    

Table 5 provides the results of an ANOVA analysis examining the relationship between 

gender and several factors associated with consumer behavior in online grocery shopping. This 

analysis aims to determine if significant differences exist in how various factors are perceived 

based on gender. Each row represents a different question in the survey, with both F-values and 

significance levels (Sig.) provided to assess statistical relevance. For the factor “how often do 

you shop for groceries online?” the F-value is 1.104 with a significance level of 0.335. This 

indicates no significant difference between genders, suggesting that shopping frequency is similar 

among male, female, and other gender-identifying participants. Thus, gender does not appear to 

influence the frequency of online grocery shopping in this sample. 

The factor “what factors influence your decision to start shopping for groceries online?” is 

analyzed in multiple instances. In the first instance, the F-value of 0.977 and significance of 0.379 

suggest no significant gender difference. This trend is consistent for the second instance, where 

the F-value is 0.634 with a significance of 0.532, and the third instance, with an F-value of 2.272 

and significance level of 0.108. These results indicate that gender does not play a significant role 

in determining the factors motivating people to begin online grocery shopping. However, a 

noteworthy result appears in “what factors influence your decision to start shopping for groceries 

online?4.” Here, the F-value is 14.932, with a significance level of less than 0.001, which shows 

a statistically significant difference between genders for this specific factor. This suggests that 

there may be a particular aspect of online shopping that impacts different genders uniquely, 

potentially related to convenience, safety, or specific product availability that aligns differently 

with male, female, or other gender groups. 

For the questions “how likely are you to continue using online grocery shopping in the 

future?” both instances have no significant gender-based difference. The F-values are 1.863 and 

0.346, with significance levels of 0.160 and 0.708, respectively. These findings indicate that the 

intention to continue online grocery shopping remains consistent across genders, showing no 

significant variation in future use intentions In summary, the ANOVA analysis demonstrates that 

gender does not significantly impact most factors influencing online grocery shopping behavior, 

with the exception of one factor where there is a significant gender difference. This exception 

suggests that while gender-neutral motivations dominate, there may be particular considerations 

that vary by gender, which could be used by online grocery retailers in Ahmedabad to enhance 

targeted marketing strategies and improve customer satisfaction. 

 
CONCLUSION 

This study provides insights into the factors influencing consumer behavior, customer 

satisfaction, and loyalty in online grocery shopping in Ahmedabad, India, particularly in the post- 

COVID-19 landscape. The findings show that while demographics such as age and gender have 

limited impact on most shopping behaviors, there are notable exceptions in certain decision- 

making factors. For example, age shows a statistically significant effect on one specific decision 

factor, and gender influences another. These results suggest that while consumer motivations for 

online grocery shopping are generally consistent across demographics, nuanced preferences exist 

that can be harnessed by retailers to enhance customer experience. Logistics and technological 
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innovations play a critical role in shaping customer satisfaction and loyalty. The smooth 

functioning of logistics, as well as advancements such as mobile apps and personalized delivery 

services, enhance the customer experience, thereby strengthening loyalty. The study’s hypotheses 

were partially confirmed, indicating that consumer preferences and technological advancements 

indeed support the adoption of online grocery shopping, but logistics challenges negatively 

impact satisfaction and loyalty. 

This research opens avenues for further exploration into the dynamic online grocery 

shopping market, particularly in fast-developing urban centers in India. Future studies could 

adopt a broader geographic scope, comparing consumer behavior in Ahmedabad with other major 

cities or rural areas, to capture regional differences and refine logistics solutions. Additionally, 

qualitative research could add depth to understanding how specific logistics challenges, such as 

delivery time or stock availability, affect satisfaction. Future research could also investigate the 

evolving role of artificial intelligence (AI) and machine learning (ML) in enhancing user 

experience, such as through personalized recommendations, which may significantly impact 

consumer retention. 

The findings of this study have implications for the global e-commerce and online grocery 

industries, which face similar challenges related to logistics and consumer satisfaction across 

diverse markets. The significant rise in online grocery shopping post-COVID-19 is not unique to 

India but has become a global trend. As logistics and technological solutions continue to evolve, 

insights from studies like this one can be applied to enhance the online grocery shopping 

experience worldwide. Leveraging data-driven strategies, retailers can personalize shopping 

experiences and streamline supply chains, leading to higher satisfaction and loyalty. Ultimately, 

this study underscores the importance of adapting to consumer needs in a competitive, 

convenience-driven global market and highlights the potential for growth through innovative 

technological and logistical solutions. 
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