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Summary

This master’s thesis examines attitudes and consumer behaviour in the United Kingdom regarding
grocery shopping during the COVID-19 pandemic. The interest for this stems from the change that
has been detected in grocery shopping habits since the pandemic first emerged and because of the
interest in investigating consumers’ attitudes in relation to this. The interest, furthermore, sparks from
the rare opportunity to contribute to adding new knowledge to this topic which has yet to be thor-

oughly examined.

To achieve more knowledge on this subject, a literature review has been conducted that includes
existing scientific literature and studies that deal with COVID-19. This is done to position this mas-
ter’s thesis and place it in the field of existing research in a meaningful and relevant way of manner.
Furthermore, to answer the research question “How does the COVID-19 pandemic affect UK con-
sumers’ attitudes towards grocery shopping? ” different theories have been used. Hereof, The Theory
of Reasoned Action together with The Theory of Planned behaviour which contributes to understand-
ing how attitudes influence behaviour and The Elaboration Likelihood Model which is used to deter-
mine and interpret the cognitive processes that happen within consumers’ heads when they, for in-

stance, are exposed to messages regarding social distancing or the requirement to wear a mask.

Moreover, the thematic analysis method to identify, analyse, and report patterns within the data,
which takes its stance in a survey that holds 55 responses from respondents from the United Kingdom.
The thematic analysis is, hence, chosen with the purpose of gaining a broader understanding of how
the COVID-19 pandemic is affecting UK consumers’ attitudes towards grocery shopping as it pro-
vides the opportunity to depict any prominent themes, agreements, disagreements etc., within the
data. The thesis employs a mixed-method approach analysing on both the statistical findings detracted

from the survey and several elaborating answers provided by the respondents.

The thesis portrays several issues which the section of reflection touches upon. Here, findings within
the data collection, the reliability and applications of results and the topic of online grocery shopping

are further discussed and explained.

The result of this thesis shows that the COVID-19 pandemic has greatly affected UK consumers’

attitudes towards grocery shopping, as the analysis provided clear evidence that the coronavirus
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outbreak has developed an attitude of anxiety and uncertainty among the majority of the UK consum-
ers who answered the survey. Furthermore, the conclusion was that this, therefore, resulted in having
a large impact on the respective consumers’ overall grocery shopping behaviour as the attitude caused

significant behavioural changes.
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1.0 Introduction

Currently, the entire world is affected by the novel coronavirus that, in the year 2020, changed the
lives of millions of people in numerous ways. The coronavirus disease (COVID-19) is an infectious
disease caused by a virus of severe respiratory syndrome and is in medical terms referred to as SARS-
Cov-2 (World Health Organization 2021). The virus first saw the light of day in the Chinese city
Wuhan in late 2019 but travelled with high speed across borders showing its first significant outbreaks
in larger European countries, respectively Italy and Spain. Shortly after that, on March 11, 2020, the
World Health Organization declared the virus a global pandemic after pointing to over 118,00 cases

in more than 110 countries (Ducharme 2020).

Followed by the declaration, many countries tightened their restrictions on travelling between bor-
ders. Slowly, as time went by, people were forced to work from home, physical stores were shut
down, and social gatherings were no longer allowed (Safi 2020). Therefore, the new daily life appears
exceedingly different from before the coronavirus outbreak, as citizens are now living under the var-
ious restrictions that the COVID-19 pandemic has brought with it. Therefore, the global pandemic
has already had a significant impact on people's livelihoods worldwide. In the 21st century, we have
experienced crises such as 9/11, the Ebola outbreak and faced enormous challenges of poverty and
war. However, each of these crises had regional epicentres, whereas the current pandemic terrorises
people, businesses, the economy, and health services worldwide (Bakhtiari 2020). Nothing like the
COVID-19 pandemic has ever been seen in modern history, making it an extremely rare and uncertain

situation (Bakhtiari 2020).

Countries worldwide have all responded differently to the pandemic, with the United Kingdom an-
nouncing their first nationwide lockdown on March 23, 2020. The lockdown meant that citizens were
solely allowed to leave their homes for essential needs, and only gatherings of two people were al-
lowed. With the lockdown, schools, stores, gyms, hairdressers, pubs, etc., shut down, and people were
forced to work and study from home (Duddu 2020). As of March 2021, the United Kingdom has
registered more than 146.000 deaths due to COVID-19 making them one of the hardest-hit countries
in Europe (Gov.uk. 2021a). Therefore, the severity of the pandemic appears very clear to the citizens
of the United Kingdom, and especially the UK supermarkets have introduced several new rules and

restrictions because of the COVID-19 pandemic. Meaning, a trip to the local grocery store is a
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different experience now than before the pandemic (Janes 2021). The major supermarkets Tesco,
Asda, Aldi, and Sainsbury's have all adopted new rules to which you can be denied entry if you do
not adhere. These rules count both purchase limits, limited opening hours and a limit of the number
of customers in-store (Janes 2021). Sainsbury's has even provided elderly and vulnerable customers
with priority access, so they can skip ques and enter stores quicker than other customers (Janes 2021).
Especially during the second and third phase of the pandemic, these increased restrictions and raised
awareness of the severity of the coronavirus have caused consumers to limit their visits to the physical
stores, which has resulted in a rise in online grocery shopping and delivery (Charm et al. 2020).
Statistics by the UK supermarket chains Waitrose and Tesco display that there has been a significant
change in their consumers' shopping habits since the COVID-19 pandemic outbreak. They show that
approximately 60% of individuals who usually go to Waitrose have been doing online shopping for
groceries more frequently since the coronavirus outbreak, with 41% pointing to convenience as one
reason they have made the change in their behaviour (Clements 2020). Furthermore, before the pan-
demic, Tesco states that their online sales were around nine per cent, whereas the sale is now approx-
imately 16% (Clements 2020). Concurrently with the change in consumer behaviour in grocery shop-
ping, researchers have engaged in further exploration of these behavioural changes stating that con-
sumers tend to change their behaviour and preferences of what is important during a crisis. Therefore,
they expect that the coronavirus will most likely cause a permanent shift in consumer shopping be-

haviour (Zwanka & Buff 2020; Wang et al. 2020).

1.1. Research Question and Importance of Study

Considering the changes that COVID-19 has brought to society and considering the rise of online
shopping behaviour, we find it remarkable how much of an effect a global pandemic has on everyday
behaviour, such as shopping for mundane items and going to a physical grocery store. Because we
see that, especially the grocery sector, has been much influenced by the pandemic, we find it inter-
esting to investigate consumers' attitudes in relation to this. It is evident that most adults must pur-
chase groceries from time to time, and one can argue that we manage it without giving it much
thought. However, what happens when a dangerous, uncertain and contagious virus suddenly enters
the picture and interferes? Based on our knowledge regarding how the novel coronavirus outbreak is
impacting consumer behaviour in terms of shopping for groceries, we find it interesting to look further
into the attitudes that have caused consumers to make these changes to behaviour. This has led us to

produce the following research question, which this master's thesis will seek to answer:
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How does the COVID-19 pandemic affect UK consumers’' attitudes towards grocery shopping?

We find our topic of this thesis to be of great importance in terms of understanding consumer behav-
iour during a crisis. As mentioned, it is evident that the grocery sector is currently facing several
challenges as the many restrictions made by the government are forcing physical grocery stores to
take extra precautions (Aull et al. 2020). This, therefore, arguably affects consumers' overall experi-
ence of being at a supermarket as these conditions imply that it is unsafe to be there. Thus, the
COVID-19 pandemic also entails that consumers are somewhat forced to investigate and consider
alternative grocery shopping methods, which presents the possibility of them not returning to physical
grocery stores again after the pandemic has subsided. Because COVID-19 is still relatively new to
our worldview, there is not much research on each event the pandemic has already affected. Thus, we
find this subject and our examination of significant importance to develop knowledge on this specific
topic further. Undoubtedly, identifying peoples' attitudes and behaviours is an essential element of
research as it can help control and manage a crisis situation like the one, we are currently facing. To
sum up, we, therefore, believe that this study will provide researchers and retail stores with a more
thorough knowledge of how the COVID-19 pandemic is affecting consumers in the United Kingdom

in terms of grocery shopping.

1.2 Structure of the thesis

The figure presented below shows the structure of how we have chosen to conduct our master's thesis.
First and foremost, we will introduce our topic of interest, which has led us to produce our research
question. Following this, we will review all existing and relevant literature on the topic of this thesis.
The literature is examined to understand the frame in which our subject exists and review relevant
theory to conduct our analysis later in this thesis. After the literature review, we will present our
methodology section. Hereunder, choice of theory, philosophy of science, research strategy, research
design, and analysis method. The fourth section of our master's thesis concerns our results and,
thereby, the analysis. The analysis is divided into two parts: our statistics and findings from our survey
and a thematic analysis. Following this, we will reflect on relevant elements which we have found
necessary to discuss to provide the reader with a greater understanding of our research process and
our findings. Finally, we will conclude our master's thesis by providing a collective answer to our

research question.
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2.0 Literature Review

The following chapter presents and discusses existing scientific literature and studies that deal with
COVID-19. This presentation takes the form of a traditional literature review that provides an oppor-
tunity to gain broader background knowledge on specific topics and a deeper insight into research
with similar interests to ours (Cronin, Ryan & Coughlan 2008). This allows us to position our thesis
and place it in the field of existing knowledge in a meaningful and relevant way of manner. In line
with the chosen type of literature review, the choice of studies and articles for this chapter has been
selective and closely linked to the main focus of this thesis, namely how consumers in the United
Kingdom are dealing with the COVID-19 pandemic. Moreover, regarding our research question, this
literature review will include a review of relevant theory for us to investigate how the novel corona-
virus has affected UK consumers' attitudes in terms of their grocery shopping behaviour in the fol-

lowing analysis of this thesis.

To provide clarity, the literature review will be divided into three subchapters. First and foremost, we
seek to understand how consumer behaviour and the COVID-19 pandemic correlate and how
COVID-19 has already impacted consumer behaviour in the United Kingdom. Second, we will pre-
sent literature on consumer behaviour concerning e-grocery shopping as we, during the pandemic,
have seen a rise in online grocery shopping. Finally, we will provide theories relating to understand-

ing consumer attitudes to provide a theoretical background for our further analysis.

2.1 Understanding Consumer Behaviour in Light of the COVID-19 Pan-

demic

As we touched upon in our introduction of this thesis, the COVID-19 pandemic is affecting industries
and economies globally, forcing small businesses to shut down, closing corporate offices, and can-
celling social events (Ozili & Arun 2020). Following historical crises and shock events such as the
Spanish flu, Plague, Ebola and the 2002.04 SARS outbreak, it is evident that COVID-19 has made a
significant impact on a global scale, causing unemployment, industry failures and economic down-

turns (Loxton et al. 2020).

The studies presented in this literature review have found that these drastic changes in society also

impact consumer behaviour and have examined how and why consumers are affected by such a thing
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as a global pandemic. Before we look further into these studies and the COVID-19 pandemic, a small

section on consumer behaviour and its definition will be presented.

Consumer behaviour is a topic for which there are countless studies. To have successful marketing,
marketers need to understand their customers, which involves many different factors (Kotler et al.
2019). Various studies on consumer behaviour exist, such as understanding consumer behaviour
within a different industry, a segment, or a specific product. Solomon et al. (2016) state that consumer
products exist to satisfy needs, and this brings us to the definition of what consumer behaviour is said
to be. Because of the many studies on the subject, there also exist different definitions of consumer
behaviour and various models for measuring consumer behaviour. However, most studies agree that
consumer behaviour is influenced by many different factors (Solomon et al. 2016; Sethna and Blythe
2016; Kotler et al. 2019; McCracken 1986; Andersen 2011). According to Solomon et al. (2016),
consumer behaviour is: "the study of the processes involved when individuals or groups select, pur-
chase, use or dispose of products, services, ideas or experiences to satisfy needs and desires". They
stress that a consumer can be anyone, and the item being consumed can be anything. Another paper
states that the non-self-sufficient human has different physiological, psychological, social, and cul-
tural needs. Every attempt to meet any of these needs could be defined as consumer behaviour (Torlak
2000, 17). It seems that the definitions of consumer behaviour can agree on one thing: it is a process

to satisfy needs and desires.

Following this, to understand consumer behaviour in light of the COVID-19 pandemic, we can look
into the studies mentioned first in this chapter. One of the early studies focusing on the coronavirus
outbreak and consumer behaviour was published in June 2020 by Jagdish Sheth (2020). He examined
if consumers will change their consumption habits due to lockdown and social distancing or if they
will return to their old habits as soon as the pandemic is over (Sheth 2020). Through his research,
Sheth (2020) found different immediate impacts of COVID-19 on consumer behaviour. In correlation
to this thesis and its focus on COVID-19's influence on grocery shopping behaviour, Sheth's proposed
impacts of hoarding and the embracement of digital technology is of most relevance to us and will be

elaborated throughout this literature review.

Further research suggests that the COVID-19 pandemic has come as a shock to many and how they
have been dealing with the crisis has been very versatile. However, research indicates that, in general,
the pandemic has left consumers feeling "caught off guard". As a result, they have developed a stock-

up mentality of preparedness, making consumers purchase everyday items that will keep them safe

10
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going forward. These, amongst others, include medical supplies, long-lasting canned food, and other
necessities (Zwanka & Buff 2020; Sheth 2020). Hoarding or what Kameda and Hastie (2015) call
herd mentality can be defined as "(...) an alignment of thoughts and/or behaviours of individuals in a
group, that emerges without purposeful coordination by a central authority or leading figure, and
instead through local interactions among agents" (Kameda & Hastie 2015, 2). Because when con-
sumers experience periods of shock, like with the COVID-19 pandemic, the fear of insecurity makes
them make irrational decisions (Cheung et al. 2015). The overall meaning of both hoarding and herd
mentality can, therefore, be used to describe how COVID-19 is causing consumers to feel anxious,
and as a result thereof, they develop a sense of panic in terms of wanting to prepare themselves for

what is to come (Sheth 2020; Zwanka & Buff 2020; Kameda & Hastie 2015).

Furthermore, this sense of panic is said to be closely related to the term "panic buying", which is

described as:

"(...) behaviour exhibited by consumers where they purchase unusually large amounts or an
unusually varied range of products in anticipation of, during, or after a disaster or perceived disaster,
or in anticipation of a large price increase or upstream shortage" (Yoon et al. 2017; Yuen et al. 2020,

3-4).

In response to COVID-19, Yuen et al. (2020) developed research that identified four primary factors
causing panic buying: 1. Perception. 2. Fear of the unknown. 3. Coping behaviour. 4. Social psychol-
ogy. The research results stated that when consumers perceive the likelihood of contracting a disease
to be high, they are more prone to undertake self-protective activities, hereby including panic buying,

to minimise the perceived risk (Yuen et al. 2020).

Furthermore, Elmore (2017) argues that the fear of the unknown is what's causing panic buying be-
haviours because consumers channel their absence of knowledge regarding crises into behaviours that
are known for being more solacing, giving the consumer the feeling of security and stress relief. Yuen
et al. (2020) also state that panic buying helps consumers gain a sense of control during times of
unpredictability. In contrast, Slovic et al. (2004) say that panic buying is best described as consumers'

way of getting rid of stress and anxiety in a decision-making process.

Sheth (2020) provided us with research that predicted what changes and new habits consumers would

develop due to COVID-19, and since then, reports on these consumer behavioural changes have been

11
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published. One of these reports was published in late December 2020 by the company Swiss Re In-
stitute who investigated how COVID-19 is transforming consumer behaviour. They stress how the
global pandemic has affected almost every aspect of our lives. Some consumers have been most af-
fected by the involuntary and sudden developments such as social distancing and the requirement to
wear a mask. Others have experienced that their behaviour towards digitalisation has accelerated
(Puttaiah, Raverkar and Avramakis 2020). The report questions if the new behaviour and habits will
last once the pandemic is over. For example, we saw a rise in telehealth during the initial phase of
most lockdowns worldwide. However, that need quickly diminished once people learned more about
the virus and its effects. However, online shopping is new behaviour that the report believes will last

after the pandemic since consumers have experienced how convenient it is (Puttaiah, Raverkar and

Avramakis 2020).

The report highlights five key behavioural changes emerging from the COVID-19 pandemic. Two of
these are significantly important and interesting for our thesis, these being increased digital adoption

and change in purchasing behaviour.

Due to COVID-19, countries have more or less shut down, and consumers have been somewhat
forced to adapt to new digital technologies for both work, education, fitness, shopping and entertain-
ment. We see this adaptation all over the world. In fact, in June 2020, it was measured that online
purchases across geographies have gone from six to ten per cent in most product categories since the
COVD-19 outbreak (Puttaiah, Raverkar and Avramfakis 2020). Another study on consumer trends
was published in February 2021, expanding on the top ten global consumer trends in 2021. Here some
of the key takeaways are that consumers are seeking convenience. Going into 2021, consumers seek
to get back into the ease of the 'normal' daily life they had before the COVID-19 pandemic, which
they previously took for granted. However, digital channels gave us this convenience during the pan-
demic, and consumers are therefore also most likely to continue relying on these post-COVID-19.
Therefore, a positive experience across all channels plays a pivotal role in consumers' purchase deci-

sion and loyalty (Silberstein 2021).

Furthermore, with the rise of online channels, the report from Swiss Re Institute also reports that they
have seen noticeable changes to consumers' purchase behaviour. Surveys conducted worldwide found
that consumers are opting more for what is called value-based purchasing, meaning that consumers
are looking for optimal value for their money. Therefore, consumers have become more aware since

the COVID-19 outbreak and are now buying more essentials and are cutting back on spontaneous and

12
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unnecessary purchases (Puttaiah, Raverkar and Avramakis 2020). The report from February 2021
stresses how value does not have to be defined by price. However, the benefits for the consumers are
equally as important. Due to the global pandemic today, consumers are more likely to question if

buying a product solves a problem or what health benefits the product has (Silberstein 2021).

These significant behavioural changes that COVID-19 has caused shows us how consumers today
are thinking more of implications for risk and protection. We have already seen that consumer be-
haviour has changed throughout the pandemic and what started as a sense of panic has become a more
cautious approach that focuses on value, health and convenience (Puttaiah, Raverkar and Avramfakis

2020).

2.1.1 How COVID-19 is Changing Consumer Behaviour in the United Kingdom

As the COVID-19 pandemic has only been around a year and is still causing lockdowns all around
the United Kingdom, studies on how the pandemic has affected UK citizens are limited. However,
we still found that as the year 2020 passed, various statistics on how COVID-19 has had an early
effect on businesses, economics, households etc., were developed. Amongst the statistics, the com-
pany EY conducted a survey in early May 2020 that researched how COVID-19 was reshaping con-
sumer behaviour in the United Kingdom (Carlyle & Rindone 2020). They emphasise how consumer
companies are most affected by COVID-19 and propose an index on future consumer segments that
can help companies prepare and position themselves for what happens next regarding consumer be-
haviour. The survey was conducted based on the remarkable shifts seen in consumer behaviour due
to COVID-19, emphasising social distancing in supermarkets and the rise of new online channels

(Carlyle & Rindone 2020).

EY proposed four new consumer segments that they have seen appear in the UK during the COVID-

19 crisis and five consumer segments that will emerge after the crisis.

Consumer segments during COVID-19:
1. Save and stockpile (38%)

Stay calm, carry on (26%)

Cut deep (25%)

Hibernate and spend (10%)

> own

13
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Consumer segments after COVID-19:
1. Get to normal (33%)

2. Cautiously extravagant (25%)
3. Stay frugal (20%)

4. Keep cutting (13%)

5. Back with a bang (8%)

(Carlyle & Rindone 2020).

The consumer segment 'save and stockpile' represents 38% of UK consumers who are not that con-
cerned about the crisis, however worried about their families. However, the segment 'cut deep' shows
25% of UK consumers as the most affected by the crisis, which has led them to spend less across all
categories. Following this, EY asked the respondents what they believe will happen following the
pandemic, which led to the five new consumer segments. Hereof, 33% of UK consumers respond that
they think that the pandemic will not impact their daily lives and spendings going forward. This seg-
ment primarily has an older age profile and includes people who would not pay for premium products
(Carlyle & Rindone 2020). On the other side of the spectrum, 25% of consumers land in the 'cau-
tiously extravagant' segment, which is a segment of people in the middle-income bracket. They un-
derstand the impact of the crisis on their finances. However, they still expect to spend more when the
world returns to normal. Furthermore, this segment scores highest for caring, meaning that they would
instead purchase goods from a company that cares for its staff, fights the pandemic and supports the
community (Carlyle & Rindone 2020). Furthermore, since the lockdown, the survey found that UK

consumers spend more on food, household products, and personal care (Carlyle & Rindone 2020).

As the pandemic evolved, new statistics were presented. McKinsey and Company surveyed UK con-
sumer sentiment in mid-December 2020. Their survey was published almost a year after the first
outbreak of the coronavirus, and the survey could, therefore, potentially deny or confirm some of the

predictions made by EY.
The survey shows that UK consumers are less pessimistic concerning the economic aspects following

the pandemic. The majority of consumers predict that the financial impact of the coronavirus will

continue for approximately four months, hence why they are holding back on purchases except for
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grocery shopping (Giinday et al. 2020). Mckinsey and Company state that consumers adopt new hab-
its to save money and put more thought into how and what they spend their money on. As with the
survey conducted by EY, Mckinsey and Company also saw four fundamental shifts in consumer be-

haviour:

1. Shift to value and essentials (Up to 65%)
Flight to digital and omnichannel (Up to 40%)
Shock to loyalty (61%)

S

Homebody economy (90%)
(Giinday et al. 2020).

Here, up to 65% of UK consumers say they spend less on non-essential products such as entertainment
costs and restaurant visits, and 61% of consumers have made a change in their preferred stores, brands
or how they shop. The survey shows that more than 55% of UK consumers respond that value and
convenience play a role in deciding where to shop. Furthermore, 8% noted that hygiene also mattered
to their decision (Giinday et al. 2020). The survey also asked the consumers to consider how con-
cerned they felt with doing various activities where avoiding a crowd is difficult. Here, 51% of UK
consumers answered that they were not worried about going to the grocery store, 33% were somewhat
concerned, and 16% were concerned. Moreover, the survey found UK consumers' top priorities when
deciding where to shop. These were: 28% for masks and barriers, 24% for cleaning and sanitisation,
22% for physical distancing, 10% for no-contact purchasing, 9% for store regulations, and 7% for

health checks (Giinday et al. 2020).

The above statistics are included to create a solid foundation for our further research and introduce
how COVID-19 is changing consumer behaviour, specifically in the United Kingdom. Even though
many of the statistics included in this chapter covers the same subject that this thesis revolves around,
we find a gap where the investigation and examination we are to conduct in our following analysis
could add new knowledge and elaborating research to the already existing statistics on the subject.
We seek to investigate how COVID-19 affects UK consumers' attitudes towards grocery shopping
behaviour, as we can conclude that there has been a change in how consumers who live in the United
Kingdom are managing their grocery shopping. Following this, we would like to investigate further

what thoughts and considerations drove them to make these changes. More specifically, explore how
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and if the COVID-19 pandemic that today is a normality in the UK impacts consumers' attitudes and

how these lead them to engage in new behaviours — both during the pandemic and after.

Because we are currently experiencing an ongoing pandemic, it is evident that our behaviour will
constantly evolve and change as we go along and daily life with the various restrictions becomes
more ordinary. Therefore, the statistics carried out at the beginning of the pandemic might show en-
tirely different results than those carried out after a year of living with the pandemic. Therefore, we
hope to contribute with research that shows how much consumer behaviour has changed throughout

the cause of the COVID-19 outbreak.

2.2. Consumer Behaviour During Online Grocery Shopping

Given the current pandemic, it has become significantly more necessary to operate different systems
as several physical stores have been shut down, and many people are forced to work from home due
to the restrictions COVID-19 has brought with it (LaBerge et al. 2020). For many people, the use of
technology can be complex and comes with risk in regard to the safety of one's data. However, con-
sidering the current pandemic, people also face risks by running errands such as grocery shopping, as
it could potentially lead to getting infected with the coronavirus (Sheth 2020). Thus, a new scenario
has emerged that equates a previously accommodating problem with a completely new and unfamiliar

situation.

According to Bellamy et al. (2000), Grocery shopping is an omnipresent activity that most people do
regularly. Kurnia and Chien (2003) argue that purchasing groceries online is an easier way for con-
sumers to use supermarkets' websites to gather their daily goods more efficiently. The wall between
physical and online stores is steadily fading, and as stated by The Nielsen Company (2015), it is
evident that consumers are starting to see the benefits of purchasing groceries online instead of driving

to supermarkets. This is especially evident during the COVID-19 pandemic.

As more food is being consumed and prepared at home due to lockdowns and social distancing, es-
pecially the United Kingdom sees an increase in the use of digital delivery services for takeaway
foods and grocery deliveries (McKevitt 2020). However, before the pandemic, the UK had already
experienced a steady increase in online food sales, and COVID-19 has just accelerated that (Cummins

et al. 2020). Online grocery sales have seen a rise of 14%, meaning that 600,000 more households
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bought their groceries online for the first time last year (Nielsen 2020). As mentioned earlier in this
literature review, Sheth (2020) proposed that an immediate impact of COVID-19 on consumer be-
haviour was that we would embrace digital technology. The most important is new video services,
such as Zoom and Teams, as we work and go to school at home. However, he also implied how new
technology such as online and mobile delivery services would break consumers' old habits of solely

going to a physical store to buy groceries (Sheth 2020).

Furthermore, as already touched upon, McKinsey & Company (2020) stated four fundamental shifts
to consumer behaviour due to the pandemic. Here, in relation to Nielsen (2020), they emphasised an
increase in online spending with up to 40% even post-COVID-19. Their survey also showed that there
is particular growth in terms of UK consumers using restaurant and grocery delivery. McKinsey &
Company state that 21% of UK consumers are using grocery delivery more since COVID-19 started
and that 11% of UK consumers specifically started to purchase groceries online because of the coro-

navirus (Giinday et al. 2020).

When comparing physical stores to online grocery shopping, it is conspicuous that both alternatives
have pros and cons. Visiting a physical grocery store gives you the benefit of immediate purchase
and the opportunity to see, smell, and feel the product you are buying (Mastercard 2008). Further-
more, there is no shipping fee, and you get the experience of customer service and the ability to ask
employees for help (Mastercard 2008). However, shopping online is a different experience, as the
online store's website has to provide visuals and a decent amount of information on each product to
obtain interest from potential customers (Mastercard 2008). When buying online some of the benefits
you do not get from a physical store are comparing prices of products between stores fast. Online
shoppers do not need to look through several magazines to find the cheapest options (Mastercard

2008).

To understand user acceptance of e-grocery better, Fred Davis (1989) developed a model called the
Technology Acceptance Model (TAM). This is a theory within information systems that can be used
to describe how consumers or users come to terms with using technology (Davis 1989). The model
helps to acknowledge behavioural intention and attitude towards people's use of technology, and Da-
vis suggests that several factors contribute to the decision making about how and when people will
use technology (Davis 1989). Davis claims that there are several steps to follow within a decision-
making process, including perceived usefulness, perceived risk, and perceived ease of use (Davis

1989). Among these, the perceived ease of use is of most relevance for our research as it revolves
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around how a consumer is more willing to continue using and learn about new technology systems if
the system is easy to use (Chiu and Wang 2008). Therefore, it can be used in correlation with our
knowledge regarding UK consumers' increase in online shopping. The theory, however, also states
that there can occur risks when using technology and purchasing online, which spikes our interest in
investigating if the dangers of online shopping are somewhat eliminated by the threat of going to a

physical store and getting exposed to the coronavirus (Davis 1989).

2.3 Understanding Consumer Attitudes Through Theory

To investigate how the global pandemic has impacted UK consumers' grocery shopping behaviour,
we must understand consumer attitudes. Therefore, based on the literature mentioned above, we have
chosen to look further into theories with a framework suitable for us to investigate UK consumers'
attitudes and behaviours in regard to answering our problem statement. Therefore, the following chap-
ter will be a presentation of our theories of choice, The Reasoned Action Model, The Theory of

Planned Behaviour, and the Elaboration Likelihood Model.

To commence this chapter on attitudes, we find it relevant to, first and foremost, introduce and explain
what an attitude is and how it can be defined. Richard M. Perloff (2017) stresses that there does not
exist a clear definition of attitude. He, however, proposes one himself: "(...) a learned, global evalua-
tion of an object (person, place or issue) that influences thought and action" (Perloff 2017, 87). He
further explains that an attitude is not a behaviour, however, it might consist of different patterns
related to reacting to social stimuli. Therefore, an attitude is "(...) a predisposition, a tendency, a state
of readiness that guides and steers behaviour in certain predictable, though not always rational ways"
(Perloff 2017, 87). Other researchers have stated that an attitude simply is "a psychological tendency
that is expressed by evaluating a particular entity with some degree of favor or disfavor" or "a learned
predisposition to respond in a consistently favourable or unfavorable manner with respect to a given
object" (Perloff 2017, 87). Here, it is evident that all of the above definitions each emphasise distinc-
tive aspects of the concept of attitude. However, what is significant is that all definitions seem to
agree on the fact that an attitude is made based on some kind of evaluation, thus, why many research-
ers use attitudes as a guide to behaviour. Perloff also emphasises that attitudes often guide our behav-
iour, however, what attitudes affect us and how much they affect us is individual. Therefore, to un-

derstand a certain attitude and behaviour, it is necessary to study which attitudes are more or less
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likely to influence action. To do this, researchers have developed models that can explain and even

predict behaviour (Perloff 2017).

2.3.1 The Reasoned Action Model

One of the major theories developed to study how attitudes influence behaviour is The Reasoned
Action Model (TRA). The model was proposed by Fishbein and Ajzen in 1975 but was extended by
Ajzen in 1991 with The Theory of Planned Behaviour (TPB). Furthermore, in 2010 the two social
scientists published a collective work where they integrated their work and the Theory of Planned
Behaviour into The Reasoned Action Model, thus re-evaluating and extending it with newer processes

(Perloff 2017).

The term reasoned action gives us an indicator of the fact that Fishbein and Ajzen might believe that
people are rational when debating whether to perform a behaviour or not. This is, however, not the
case. The two theorists state that we, as people, are not always rational and that we do not always
think all the decisions that we make through (Perloff 2017). Alternatively, they believe that we form
a set of beliefs on which we act — meaning that through these beliefs, one can predict behaviour.
Furthermore, Fishbein and Ajzen stress that these beliefs are the cognitive basis for all attitudes, in-

tentions and behaviour that follows (Perloff 2017).

Fishbein and Ajzen generally believe that human behaviour unfolds reasonably and sometimes spon-
taneously depending on the information or beliefs that the person thinks about the behaviour in ques-
tion. These beliefs have different origins and could, for example, be a personal experience, education,
TV, the Internet, family, friends etc. (Fishbein & Ajzen 2010). They stress that a person's character-
istics, such as demographic and personality, significantly impact how we experience, interpret, and
remember things. People use these beliefs as a guide to whether or not they should perform the ques-

tioned behaviour. Here, Fishbein and Ajzen (2010) distinguish between different kinds of beliefs.

First and foremost, people have beliefs about what outcome they might experience by performing the
behaviour — is it positive or negative? These are what they call behavioural beliefs and are said to
determine one's attitude toward the behaviour (Fishbein & Ajzen 2010). Secondly, we will most
likely think of what people in our lives would think if we carried out the behaviour — would they

approve or disagree? These are normative beliefs that produce what Fishbein and Ajzen (2010) call a
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perceived norm. Third, people usually construct beliefs about the environmental and personal factors
surrounding the behaviour that might hinder the attempt to carry out the behaviour. This results in
either high or low perceived behavioural control (Fishbein & Ajzen 2010). Following this, research-
ers should be able to predict behaviour from the attitude toward the behaviour, perceived norm and
perceived behavioural control. This ends in what has been labelled behavioural intention and is the
intention to perform the particular behaviour. Naturally, if the intention is relatively identical to the
behaviour in question, one can most certainly count on that the behaviour will be carried out (Perloff

2017).

As shortly presented above, the Theory of Reasoned Action consists of five components. We will
elaborate on each element below in order to gain further knowledge for us to use these in our analysis

later in this thesis.

Attitude toward the behaviour

This is an attitude that is said to be very specific. It is made up of two subcomponents, namely be-
havioural beliefs and outcome evaluations. The behavioural beliefs stem from determined conse-
quences of the behaviour in question, and the outcome evaluations are the act of evaluation of whether

one is willing to risk or ignore these consequences or not (Perloff 2017).

Perceived norm

Perloff identifies norms as: "Norms refer to acceptable, recommended behaviour in a society" (Perloff
2017, 168). Therefore, a perceived norm is said to be the pressure one would feel from society to

perform the behaviour in question.

Behavioural intention

This is an individual's intention to carry out a particular behaviour. Fishbein and Ajzen (2010) stress
that this is one of the components that can be predicted quite accurately through the use of the model,
as all the other components make up the behavioural intention. Perloff states that to obtain knowledge
on this, one should just simply ask if an individual has an intention to perform a particular behaviour.

From that answer, you would then analyse the underlying reasons and beliefs (Perloff 2017).
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Theory of Planned Behaviour

As mentioned earlier, Ajzen introduced the Theory of Planned Behaviour in 1991, which extended
The Theory of Reasoned Action. This involved the introduction of the concept of perceived behav-
ioural control. Perloff identifies the concept as: "(...) the degree to which individuals perceive they
are capable of performing a particular behaviour or can control their performance of the action" (Per-
loff 2017, 172). The Reasoned Action Model stressed that if the intention is strong, one will most
likely perform the behaviour, however, the lack of the necessary skills or actual control over the
performance might prevent someone from acting on the strong intention. Therefore, Fishbein and
Ajzen (2010) stress that intention is only a good predictor of behaviour if the person questioning the
behaviour has complete control over the behavioural performance. Therefore, it is necessary to not
only analyse one's intention but also analyse if the person holds the required skills and abilities to
perform the behaviour. And this is what perceived behavioural control is said to be able to measure

(Fishbein & Ajzen 2010).

Perloff (2017) provides us with the example of a woman feeling positive toward losing weight and
feels a social pressure to do so. However, she cannot seem to find the self-control to stay on a diet. In
this example, the attitudes and norms will, therefore, not predict intention or behaviour. However,
suppose one adds perceived behavioural control to the question. In that case, we can measure if this
woman thinks she can say no to food and, therefore, the attitude and norm she has to lose weight and
stay away from food will indicate whether the behaviour will be performed (Perloff 2017). Thus,
perceived behavioural control can give us more accurate predictions of how attitudes can be used to

predict intentions and, therefore, behaviour.

In their collected work in 2010, Fishbein and Ajzen proposed an overall framework including per-

ceived behavioural control into the Reasoned Action Model, which looks like this:
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(Fishbein & Ajzen 2010).

To sum up their framework, Fishbein and Ajzen stress:
"(...) people are said to perform a behaviour because they intend to do so, they have the req-
uisite skills and abilities, and there are no environmental constraints to prevent them from carrying

out their intentions (i.e., they have favourable intentions and actual behavioural control” (Fishbein

& Ajzen 2010, 22).

Following this step, the model can be used to dig deeper and consider the determinants of intentions.
Meaning, that we obtain knowledge of whether people will intend to perform a behaviour if they
perceive it will provide them with a positive outcome and if they feel a normative pressure to do so

(Fishbein & Ajzen 2010).

Theory of Reasoned Action and Planned Behaviour in Relation to the COVID-19 Pandemic

The Theory of Reasoned Action has been widely used to predict health-related behaviour throughout
the years. This, we also saw in the example that Perloff (2017) provided us with. Here, The Reasoned

Action Model was used as an example to predict behaviour in terms of diet control. Thus, why The
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Reasoned Action Model is also of high relevance when analysing consumer behaviour relating to the
COVID-19 pandemic. Different researchers have already adopted The Theory of Reasoned Action
and Theory of Planned Behaviour and focused it on the COVID-19 outbreak (Zeren 2021). As an
example, we can highlight a study conducted by Munir Ahmad, Khadeeja Iram and Gul Jabeen in
July 2020. Their research focused on perception-based factors that influence the intention to prevent
getting infected with the coronavirus. They analysed this through a modified framework of TRA and
TPB, which included these perception-based factors. Some of the factors were, for example, risk
perception, epidemic knowledge and perceived feasibility (Ahmad, Iram & Jabeen 2020). The study
results found that government’s guidelines on epidemic prevention and risk perception had the most
significant influence on people's intentions (Ahmad, Iram & Jabeen 2020). Therefore, they proved
that these intentions based on the government's guidelines turned into behaviour such as social dis-
tancing, avoiding shaking hands, sneezing into one's sleeve and an increase in hand wash and the use
of hand sanitiser (Ahmad, Iram & Jabeen 2020). Furthermore, the aspect of the perceived norm could
also be said to influence our intentions in this example. Social norms, for example, our friends and
family have a significant impact on our behaviour, therefore, with this example, the different re-
strictions increased people's perceived norm, which led them to quickly adopt these preventive be-

haviours (Zeren 2021).

How TRA relates to the COVID-19 pandemic is, therefore, relatively simple. One's attitude towards,
for example, social distancing is combined with the subjective norms of social distancing. Fishbein
and Ajzen (2010) stated that we outweigh both positive and negative consequences of the said behav-
iour to determine a behavioural intention. Concerning the COVID-19 pandemic, these considerations
might spike questions such as "what will happen if I do practice social distancing?" or "will social
distancing keep me from getting infected with the coronavirus?". If a person determines that social
distancing is a good measure against getting infected, he or she will most likely have a positive atti-
tude towards social distancing. In terms of subjective norms, if a person experiences that the people
around them, for example, friends and family, value the act of social distancing, the person is more

likely to adopt the behaviour themselves.

2.3.2 Elaboration Likelihood Model

In terms of understanding how consumers' attitudes towards grocery shopping are affected by the

COVID-19 pandemic, it is also relevant to understand the cognitive processes that happen within
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consumers' heads when they, for example, are exposed to messages concerning social distancing or
the requirement to wear a mask. One of the models dominating this field is the Elaboration Likelihood
Model (ELM), whose approach stresses that it is impossible to understand how a message affects
someone without analysing the underlying processes of how the message influences our attitudes.
Therefore, ELM is what we call a dual-process model that argues that there exist two routes by which

communications affect attitudes (Perloff 2017).

The Theory, as mentioned above of Reasoned Action and Planned Behaviour, predict and explain
behaviour through a very organised framework, and the TRA is said to provide a map of the journey
that our thoughts go through before they get the possibility to affect our actions (Perloff 2017). Thus,
TRA gave us a link between attitude and behaviour. However, ELM provides us with a more proce-
dural model of how a change in attitude and, as a result of this, behaviour occurs. The keyword here
is that ELM focuses on processes, as scholars believe that if they can understand how people cogni-

tively process messages, they can better understand how it affects our attitudes (Perloff 2017).

ELM is said to be one of the most influential contemporary frameworks for work on persuasive com-
munication and was developed by Richard Petty and John Cacioppo in 1980. According to a concep-
tual paper by Daniel J O'keefe: "The ELM suggests that important variations in the nature of persua-
sion are a function of the likelihood that receivers will engage in elaboration of (that is, thinking

about) information relevant to the persuasive issue" (O'keefe 2008, 1475).

Petty and Cacioppo state that the model initially focused on accounting for differential persistence of
communication-induced attitude change but rapidly developed into two distinct paths to persuasion
based on their empirical findings and theories within the field (Petty & Cacioppo 1986). The ELM
claims that these two separate ways in which people process a persuasive message or communication
are called routes. Furthermore, the model stresses that every time we think about a message, these
routes cross each other, forcing us to make decisions based on our reactions to the message (Perloff
2017). Depending on the level of elaboration, the two routes to persuasion propose either a systematic
way of thinking or a simple way of thinking. Petty and Cacioppo categorise the first type of persuasion
as the central route, and here the level of elaboration is said to be relatively high. Within this type of
persuasion, thorough investigation through extensive information on a given topic is considered be-

fore making any definitive decision (Petty & Cacioppo 1986). The other type of persuasion is
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categorised as the peripheral route, and here the level of elaboration is said to be relatively low.
Within this type of persuasion, the receiver will make decisions based on simple rules, such as be-
lieving in individuals or groups with high credibility (Petty & Cacioppo 1986). Furthermore, O'keefe
states that when receivers choose the peripheral route, "(...) receivers may rely upon various periph-
eral cues (such as communicator credibility) as guides to attitude and belief, rather than engaging in

extensive issue-relevant thinking" (O'keefe 2008, 1475).

To further explain The Model of Elaboration Likelihood, the following figure presents an overview
of the central and peripheral routes to persuasion together with some of the actions that underlie the

overall decision-making process:

PERSUASIVE
COMMUNICATION

PERIPHERAL ATTITUDE SHIFT

Changed attitude is relatively
temporary, susceptible to

Y

MOTWATED TO PROCESS? counerpersuasion, and unpredictive
{Personal involvernent of behavior
need for cognition, etc.) T
YES YES
¥
ABILITY TO PROCESS? IS A PERIPHERAL
(Distraction, repetition, PROCESS OPERATING?
know ledge, &tc.) > (Expertise of source, <
S0urca attractiveness, use
YES of hewristics, eic)
¥
WHAT IS THE NATURE OF NO
THE PROCESSING?
(Argument quality, initial attitude, etc.) 4
MORE MORE RETAIN INITIAL ATTITUDE
FAVORABLE UNFAVORABLE | NO
THOUGHTS THOUGHTS Attitude does not change
THAN BEFORE? THAN BEFORE? from previous position
YES YES
Y ¥
IS THERE A CHANGE IN NO
COGNITIVE STRUCTURE?
(Thought rehearsal, refaction time, etc)
YES YES
(Favorable) (Unfavorable)
CENTRAL CENTRAL
POSITIVE NEGATIVE
ATTITUDE ATTITUDE
CHANGE CHANGE

Changed attitude is relatively anduring,
resistant to counterpersuasion, and
predictive of behavicr

(Petty & Cacioppo 1986).
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The figure mentions attitude changes and Petty and Cacioppo (1986) explains their definition of the

term 'attitude' as being:

"(...) general evaluations people hold in regard to themselves, other people, objects, and is-
sues. These general evaluations can be based on a variety of behavioural, affective, and cognitive
experiences, and are capable of influencing or guiding behavioural, affective, and cognitive pro-

cesses" (Petty & Cacioppo 1986, 127).

Within The Model of Elaboration Likelihood, the two primary factors deciding how a person pro-
cesses a message are motivation and ability. A person processes through the central route if he or she
is genuinely motivated to consider the message or if they are cognitively able to reflect over argu-
ments for and against. Different situations might affect one's ability to reflect on a message and if one
cannot find the motivation to process a message, they tend to process it superficially, meaning they
opt for the peripheral route (Perloff 2017). Petty and Cacioppo underlines that it is impossible to
process every message we receive carefully and thoughtfully, thus why the different factors included
in their Elaboration Likelihood Model make central or peripheral processing most likely (Petty and
Cacioppo 1989).

Another important aspect of ELM is involvement. Perloff writes:

"Individuals are high in involvement when they perceive that an issue is personally relevant
or bears directly on their own lives. They are low in involvement when they believe that an issue has

little or no impact on their own lives" (Perloff 2017, 235).

The ELM claims that when people are highly involved, they are more likely to engage in issue-rele-
vant thinking. Furthermore, Perloff (2017) stresses that this is also where individuals might change
their opinion on something. If they hear a message that they find interesting to consider, they might
start digging for more information and assess the different arguments in the message — this might
change their attitude towards the message if the arguments can persuade them. On the flip side, if a
person is under low involvement, they find no interest in even considering arguments for the message.
Here, they will look for what theorists call 'mental shortcuts', which guides them to determine if they

should agree with the given message or not (Perloff 2017).

The Elaboration Likelihood Model in Relation to the COVID-19 Pandemic
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When considering the Elaboration Likelihood Model in relation to the COVID-19 pandemic, the
model can determine whether the consumers of our survey are moving within the peripheral or central
route of persuasion in managing their grocery shopping. Furthermore, the ELM can provide us with
further insight into how the pandemic influences the consumers' attitudes and, with this, also their
behaviour. Let’s take the example of social distancing provided in the section relating the COVID-
19 pandemic to The Theory of Reasoned Action and The Theory of Planned Behaviour. We see that
individuals could be influenced by factors such as the government’s restrictions to protect people
from getting infected with the virus. Here, one type of individual could decide to rely on governmental
decisions truly and, thereby, not engage in whether or not social distancing is a good measure against
getting infected with the coronavirus. Therefore, this type of individual would be taking the peripheral
route as he/she probably has made no or minimal effort in terms of obtaining knowledge on the given
topic. Thus, the individual might consider the government to have high credibility. However, another
type of individual could decide to question the concept of social distancing and, on that note, choose
to gather information themselves. This would then mean that this individual will be taking the central
route as the desire to find their own in-depth details on the subject indicates that they would then have

a somewhat systematic way of thinking.

2.4 Conclusion of Literature Review

After conducting our literature review, it is evident that there exists an extensive amount of research
on consumer behaviour and the different factors that affect it. Our literature review proves that the
theoretical background on consumer behaviour correlates with the findings of the various studies
examining consumer behaviour concerning the grocery sector in the United Kingdom. Therefore,
through our literature review, we were able to find relevant theories that could provide us with a
framework for our further analysis. We discovered that The Reasoned Action Model, The Theory of
Planned Behaviour and the Elaboration Likelihood Model all analysed how attitudes influence ac-
tions, thus why they can supply us with the tools needed to find an answer to our research question.
Therefore, the key takeaways from our literature review and the theoretical considerations will be the
basis of our analysis in this thesis. And even though some of the literature examined the impact of
COVID-19 on UK consumer's buying behaviour, we still find a gap in the literature that needs more
attention and research. The literature touched upon the fact that the overall environment and experi-
ence of grocery shopping in the UK have changed due to the restrictions and new initiatives that the

global pandemic brought. Concerning this, our research in this thesis will focus on how this new
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environment impacts UK consumers' attitudes towards grocery shopping and how it has affected their

consumer behaviour during the COVID-19 pandemic.

3.0 Methodology

The following chapter will provide an account of the methodological stances applied throughout this
thesis. First and foremost, we will justify our choice of theory and second, the philosophy of science
of this thesis will be elaborated. Hereafter, the research strategy and data collection will be presented
as well as our structure of analysis. Thus, this chapter includes the overall framework for how we

have chosen to structure and execute our thesis.
3.1 Choice of Theory

In this chapter, we will justify our choice of theory. The section will seek to explain how the chosen
theories cooperate with our collected empirical data to answer our research question. Furthermore,
we will account for relevant critique of the theories to emphasise why we decided to work with these

theories in our thesis despite this.

In relation to our research question, the intention for behaviour and what influences this intention is
interesting because we want to find out how the COVID-19 pandemic influences UK consumers’
attitudes. We use the theoretical understanding of an individual's actions and behaviour which was
presented in both TRA and TPB, to analyse and examine what intentions and, hereby, attitudes UK
consumers have concerning grocery shopping during the COVID-19 pandemic and what behaviours
these intentions resulted in. TRA and TPB enable us to access consumer’s thought process analyti-
cally and, thereby, examine whether the consumer's attitudes towards grocery shopping during the
global pandemic are in line with the consumers’ actual actions or whether other factors beyond the
consumers’ control affect their grocery shopping behaviour. With the addition of TPB to TRA, we
can investigate how actions happen based on the intention, attitude and the ability to perform the
questioned behaviour. However, to get a more nuanced picture of how the consumers' attitudes and
actions are influenced, we added the ELM to our theoretical framework. Because in this thesis, we
believe we are looking at two types of decisions in terms of grocery shopping behaviour; the cogni-
tive, conscious and well-considered decisions versus the emotional and impulse-driven decisions,
thus if consumers, based on how the COVID-19 pandemic influences them, take the peripheral or

central route.
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3.1.1 Criticism of TRA and TPB

Despite its popularity, The Theory of Reasoned Action has been met with criticism through time as
some researchers believe that the theory cannot predict an adequate clarification of human social
behaviour (Ajzen 2011). Despite the fact that Fishbein and Ajzen later enlarged TRA with the intro-
duction of TPB, critics have still found issues regarding the usefulness and trustworthiness of the

theory.

One of the major critiques of The Reasoned Action Model is that it suggests that human behaviour is
reasonable and that it is also performed reasonably as it follows beliefs. However, critics have stated
that no behaviour can be described as reasoned, and both The Reasoned Action Model and The The-
ory of Planned Behaviour are, therefore, argued to be too rational. They support this because none of
the models takes things such as emotions or compulsions into account (Fishbein 2008). However, in
an article from 2018, Martin Fishbein, one of the co-creators of both The Reasoned Action Model
and The Theory of Planned Behaviour, states that both TRA and TPB does not, in fact, deny any
emotions or irrationality. Even though not one of the models mentions emotions, they are a part of
the 'background' for establishing a belief about a particular behaviour. He further underlines that these
beliefs might not be rational, however, they are 'reasoned'. Thus, why attitudes, intentions, and be-
haviour vary from person to person and sometimes people's behaviour might come off as irrational,

but it was a very carefully considered behaviour based on their own beliefs (Fishbein 2008).

When considering the usefulness of TRA and TPB, we also questioned how rational people's behav-
iour seemed in both models. However, after reading Martin Fishbein's article, we believe that both
TRA and TRB can give us a reliable tool to analyse and interpret UK consumers' attitudes in regard
to grocery shopping in light of the COVID-19 pandemic. This is because we believe that the theory
is accurate enough to illuminate some of the most essential aspects of which we wish to elaborate in

this thesis, which is what attitudes influence actions and what causes these attitudes to unfold.

Furthermore, because we have yet to experience a similar crisis to COVID-19 in the 21st century, we
anticipate that the relationship between the consumers' intentions and their actions will become sig-
nificantly noticeable for us to analyse as we do not have any other similar actions to compare them
with. Furthermore, because we analyse and interpret from the standpoint of a social constructivist,

we simply seek to understand the underlying thoughts in relation to the UK consumers' view of the
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COVID-19 pandemic and how they understand it in relation to the social world and, therefore, not

striving to obtain an unambiguous answer to our problem statement.

3.1.2 Criticism of ELM

The Elaboration Likelihood Model has more than 30 years of history behind it. As we already estab-
lished in our literature review, the ELM is one of the most influential theories of all time in studying
persuasive communication. However, as it is with all grand theories, the ELM has also received no-
table criticism. One of the most prominent issues that relate to our thesis concerns what critics call
the 'mediating variables of the ELM'. Studies show that the variables that mediate elaboration likeli-
hood in the ELM amongst others include 'affect' 'involvement' and 'cognitive responses' (Kitchen et
al. 2014). Critics have questioned whether peripheral processing actually influences affect and, there-
fore, argues that the ELM is somewhat underspecified. Moreover, even though the model suggests
that in a situation where an individual's elaboration likelihood is high, their feelings may be central
and if one is unmotivated, the effect is a peripheral cue, critics still propose that effect solely occurs
through the peripheral route (Kitchen et al. 2014). Overall, the ELM has been faced with criticism in
terms of determining when an individual's processing shifts from central route processing to periph-
eral route processing, and critics argue that an evaluation of these shifts will allow for a better under-

standing of the elaboration likelihood continuum (Kitchen et al. 2014).

In terms of incorporating ELM in this thesis’s theoretical framework, we believe that The Elaboration
Likelihood Model can function as a supporting tool for our findings in our analysis using TRA and
TPB. Through the theory provided by Fishbein and Ajzen, we can examine our respondents' attitudes
and how these have influenced their behaviour in terms of their grocery shopping patterns during the
COVID-19 pandemic. Therefore, when working with the ELM, our primary interest is not to deter-
mine whether the peripheral or central cues influence affect, but instead to understand the underlying
aspects of the respondents' thought-process in terms of their grocery shopping behaviour. Based on
these processes, we will then be able to depict whether our respondents have taken the peripheral or

central route.

3.2 Philosophy of Science

In the following section, the philosophy of science will be elaborated. Our philosophy of science will

contribute to determining how we select and unfold information. This, amongst others, includes how

30



Study No:
20167436
20164100

we shape our questions, develop our data, and carry out our analysis. Therefore, the philosophy of

science will have a significant impact on the overall outcome of the study.

In our thesis, the subject of the matter concerns UK consumers' attitudes towards grocery shopping.
According to Perloff (2017), attitudes are in no way observable in the same way as other human
organisms, which implies that the exploration of attitudes becomes more a matter of understanding
human behaviour and their attitudes rather than clarifying them (Perloff 2017). When studying mean-
ing, qualitative research is said to be the best fit, as it is said that "(...) it is only through qualitative
research that the world can be studied through the eyes of the people who are studied" (Bryman 2016,
624). However, Bryman stresses that he found several quantitative researchers and studies that sur-
veyed regarding uncovering issues of meaning. Therefore, he underlines that the big gap there is said
to be between quantitative and qualitative research might not be that wide after all (Bryman 2016),
thus, why we employ what is called a mixed method. Our research strategy is predominantly quanti-
tative as we are conducting a survey, however, as we are interested in understanding consumer atti-
tudes, our analysis will account for a more qualitative method as we are not interested in numbers,
rather the respondents' thoughts on the questions asked. The mixed methods will be accounted for in

chapter 3.2.

Because of the mix of methods and our interest in uncovering attitudes, we argue that this thesis will
adhere to the epistemology of interpretivism rather than positivism. This is supported by the fact that
attitudes solely are created subjectively, which means that they cannot depict the whole truth. Thus,
it is not possible to achieve the overall knowledge of the structure behind them (Bryman 2016). In
accordance with this, the philosophy of phenomenology is related. Phenomenology is defined by
Bryman (2016) as something that concerns "the question of how individuals make sense of the world
around them and how in particular the philosopher should bracket out preconceptions in his or her
grasp of the world" (Bryman 2016, 694). Edmund Husserl initially founded the phenomenological
approach at the beginning of the 1900s to develop a scientific standpoint where the world could be
observed through the subjects' experiences of the actual phenomenon (Brinkmann & Tanggaard
2015). Brinkmann and Tanggaard (2015) claim that one of the most essential factors within the phe-
nomenological approach is that the human consciousness will always be intentional and, therefore,
always will be pointed towards something. Furthermore, the general concept of intentionality is con-
centrated towards the idea of an individual being accentuated from a subjective perspective which,

therefore, implies that every individual will most likely encounter a phenomenon as something
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specific. However, the interpretation of a phenomenon can fluctuate from individual to individual
(Brinkmann & Tanggarard 2015). Because individuals do not always perceive phenomena as the

same, it is argued that they will develop different subjective interpretations of the given situation

(Brinkmann & Tanggaard 2015).

Furthermore, the phenomenological approach claims that intentionality contributes to the understand-
ing between the subject and object, which as a result of this, combines them into one entity. This,
therefore, implies that the correlation between an individual and the world becomes one instead of
two objects (Brinkmann & Tangaard 2015). This, in regard to our investigation, is useful as the phe-
nomenological approach can help provide a comprehensive understanding of the attitudes and impact
which the COVID-19 pandemic might have imposed on consumers in the United Kingdom. Moreo-
ver, it is important to state that our primary interest for this thesis is to look upon the individual's
perception of the phenomenon and, therefore, not the actual phenomenon itself. When working from
a phenomenological approach, it is crucial to examine and control data carefully. One of the weak-
nesses of phenomenology is that all data and research must be handled thoughtfully as we, as re-
searchers, have complete responsibility for potentially influencing the individual's perceptions (Koch

1995).

Moreover, we argue that the philosophical standpoint for this thesis also concerns a constructivist
ontology as we are interpreting the social constructions that our respondents created through their
experiences and attitudes towards the COVID-19 pandemic. Social constructivism is a sociological
theory of knowledge and proposes that human thoughts are developed through a frame of understand-
ing, constructed through interaction with others (Esmark et al. 2005). Moreover, social constructivism
argues that no reality is more accurate or false than any other, as it solely comes down to the individual
observer (Esmark et al. 2005). To illustrate a social construct, Charles Cooley's concept of self/self-
identity can be mentioned. In his book 'Human Nature and The Social Order' Cooley presents his
theory of the 'looking glass self' that states that "I am not who you think I am; I am not who I think I
am; [ am who I think you think I am" (Cooley 1902, 168). This example supports that an individual
in society constructs perceptions that could perhaps not exist without the existence of other individu-

als to witness them (Cooley 1902).

Our thesis utilises that consumers' attitudes during times of crisis are a socially constructed phenom-
enon and therefore, also is socially changeable (Bryman 2016). Hence, when conducting our analysis,

we will analyse our empirical data using theories consistent with the social constructivist approach to
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address how the COVID-19 pandemic is changing UK consumers' attitudes towards grocery shopping
(Bryman 2012). Furthermore, based on our knowledge and the example provided by Cooley (1902),
we argue that an individual's thoughts towards the novel coronavirus can be shaped differently de-
pending on their level of interest in the subject. Whilst some individuals might follow the information
provided by the government, others might trust the words of family and friends more in regard to how
to cope with the consequences of the pandemic (Bryman 2012). Thus, the social constructivist ap-
proach will help us understand how UK consumers create their reality around the phenomenon. More
specifically, the approach will help us interpret the respondents' different mentalities regarding the

COVID-19 pandemic.

Both phenomenology and social constructivism act jointly in our thesis to determine how we are
going to pick and unfold information, as both of the scientific approaches have similarities to one
another. According to a conceptual paper published by Wendy Bastalich (2020), the correlation be-

tween phenomenology and social constructivism is that:

"Both phenomenology (...) and social constructivism aim to understand objects’ out in the
world', or some aspect of an 'essential’ reality as it is read from a specific cultural placement (social
constructionism) or from an intuitive act of human consciousness (phenomenology). All insist that
social research reflects upon socially mediated or essentially human understandings of the world"

(Bastalich 2020).

Therefore, to sum up, interpretivism, social constructivism, and phenomenology can contribute to
enlighten us in whatever meaning and knowledge there is to depict from the social world and how

humans experience it (Bastalich 2020).

3.3 Research Strategy

As shortly mentioned, this thesis is going to be conducted through a mixed-method research strategy.
This, amongst others, is due to our interest in collecting tangible data relatively fast to provide solid
answers for our analysis and, further, to obtain more in-depth knowledge about consumer attitudes

(Bryman 2016). This follows the definition of mixed-method research, as that is:

"(...) As a methodology, it involves philosophical assumptions that guide the direction of the

collection and analysis and the mixing of qualitative and quantitative approaches in many phases of
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the research projects. (...) Its central premise is that the use of quantitative and qualitative ap-

proaches, in combination, provides better understanding of research problems than either approach

alone"” (Cresswell & Clark 2007, 5).

Many strategies have been used to distinguish between quantitative and qualitative approaches. Most
often, the difference is found in how the approach is associated with the purpose of a study and,
therefore, the research question. Here, the qualitative method is more often used to answer how and
what, whereas the quantitative approach is more used to discover statistical and mathematical results

(Creamer 2018).

These definitions correlate with our intentions with this thesis. Thus, we apply a mixed method to
gain a deep but simultaneously broad understanding of UK consumers' attitudes. As the definition of
a mixed method implies, we still find a difference between the qualitative and quantitative approach
in our thesis, however, to answer our research question, they are linked and overlap in both the way
we are obtaining our data and how we analyse and come to a conclusion to our research question.
Consequently, the quantitative approach is employed in conducting a survey, which is created to re-
ceive responses from UK consumers to obtain greater knowledge about the individual's perception of
the pandemic, quantifying the overall opinions of the consumers towards grocery shopping during
the COVID-19 pandemic. However, as our research question seeks to understand consumers' attitudes
and behaviour, we will employ the qualitative approach to gain more in-depth answers through our
survey to understand whether our respondent's grocery shopping behaviour changed due to new atti-
tudes obtained during the pandemic. Therefore, the qualitative approach will also be used to expand
our quantitative analysis by adding elements that give us the ability to unveil the attitudes behind the
answers provided to us by the respondents. How the quantitative and qualitative approaches correlate

in our analysis will be elucidated in chapter 3.4.

Regarding our mix of methods and taking the correlation between our research and theoretical frame-
work into deliberation, this thesis will use an inductive method approach. According to Bryman
(2016), the purpose of an inductive approach is to map out and further develop a theory that can
elucidate the phenomenon that is being interpreted. Moreover, when utilising an inductive method,
"Theory is the outcome of the research. In other words, the process of induction involves drawing
generalisable inferences out of observations" (Bryman 2012, 26). In our thesis, the inductive method
approach, together with our survey, will help us identify and develop new knowledge on how the

COVID-19 pandemic impacts UK consumers' attitudes towards grocery shopping. Through
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conceptual papers, news, and other research relating to our topic, our interest in investigating con-
sumer attitudes was initiated. Therefore, before conducting our literature review, the area of interest

was already known.

Since we had a desire to explore a newly emerged phenomenon, not much theory and literature was
to be found specific to our topic. Therefore, our literature review sheds light on the existing literature
and theories on the surrounding factors, which then, in correspondence with our survey, will help us
answer our research question. To clarify, the inductive approach makes it possible to take our empir-

ical data and the related theory and detect meaning from it.

3.4 Research Design and Method

In the following chapter, a clarification of how our thesis is designed as well as the method for both
data collection and our data analysis, will be presented. According to Bryman (2016) “a research
design is a structure that guides the execution of a research method and the analysis of subsequent
data” (Bryman 2016, 10). As our aim for this study is to obtain knowledge regarding UK consumers'
attitudes towards grocery shopping in the light of the pandemic, we trail an explorative research ap-
proach in this thesis. Meaning that we, with our data, would like to elaborate and further develop
research on this matter. Therefore, our aim and intention with this master's thesis have never been to
provide a definitive answer to how UK consumers' attitudes are affected by the COVID-19 pandemic.
We are aware that the pandemic is constantly evolving, hence why we must expect that new and

engaging aspects to our research topic have come to the surface amid our design of this thesis.

3.4.1 Data Collection

When first scheming the framework for this thesis, several options were given to how we could an-
swer our research question in the best possible way. As this thesis employs a mixed method approach,
we found that the best suitable way to gather our empirical data was to conduct a survey, as it also
goes nicely hand-in-hand with the explorative research approach of our thesis. The explorative ap-
proach, together with our mix of methods, namely gives us the possibility to achieve a broader un-
derstanding of consumer attitudes in our survey. Thus, the following section will elaborate on how a
survey is conducted and how we approach it in our thesis. The survey is to be found in appendix 1.0

as a direct link to the questions or in appendix 2.0, where all our findings are presented.

Survey
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As mentioned, to answer our research question, we chose to conduct a survey to gather data on UK
consumers' grocery shopping behaviours during the COVID-19 pandemic. One of the purposes of
choosing this approach is the ability to collect a reasonable amount of data. Survey research is defined
as the most acquainted quantitative research method in social sciences and uses questionnaire design
and scientific sampling to provide data that is more manageable in terms of developing comparatives
(Muijs 2004). Moreover, the approach of conducting surveys is exceedingly helpful for researchers

to divide individuals into different segments and groups (Sukamolson 2007).

Jackson (2011) defines a questionnaire as "questioning individuals on a topic or topics and then de-
scribing their responses", and the overall motivation of conducting a questionnaire is, therefore, the
ability to gather a broader understanding of a specific topic from contrasting or different respondents.
Furthermore, surveys are an excellent method to map current behaviour and obtain indications about
future behaviour from the respondents (Andersen et al. 2019). Surveys come in many different forms,
however, the six most acknowledged are interviews, focus groups, panel sampling, telephone surveys,
mail surveys and online surveys (Andersen et al. 2019). In this thesis, we are interested in collecting
data from UK consumers. Therefore, we chose to conduct an online survey to have easy access to
respondents from the UK. As technology has evolved over the decades, sending out questionnaires
has become significantly easier. First and foremost, an online survey is fast and cheap to do, and the
results are digital. Therefore, they can be processed immediately upon receipt (Andersen et al. 2019).

Through Aalborg University, we have access to_www.surveyxact.dk, which is a software system

where you can develop online surveys and see results and statistics of the answers from your respond-
ents. Thus, why we chose surveyxact to set up our online survey for this thesis. An online survey is
an easy way to gather information from all around the world and, as a result of this, engage in cultures

and behaviours different from one's own (Andersen et al. 2019).

However, according to Andersen et al. (2019), there are both pros and cons of conducting an online
survey. Amongst others, some of the pros of choosing an online survey lie in the ability to achieve
relatively reasonable response rates, and it is an effective way of managing data. However, the cons
of conducting an online survey are the limitations of not being able to engage in a dialogue with
respondents regarding the questions asked. Moreover, despite it being an advantage, there is also a
proposed risk of not collecting enough responses from the survey (Andersen et al. 2019). We have

chosen this survey method as it springs from the combination of interest in gathering a reasonable
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amount of data fast and because conducting in-depth interviews has not been an option due to the

current pandemic.

Initially, we would have preferred to conduct a combination of both an online survey and in-depth
interviews as we would then have had an equal amount of qualitative and quantitative data to analyse
from. As we do not have many acquaintances in the United Kingdom, we determined that the best
way to conduct in-depth interviews was to travel to the UK and ask strangers in various grocery
stores. However, as we were not able to visit the country due to the global pandemic, we decided to
stick with the online survey method, as we would then still be able to reach out to respondents in the
UK, and with our mixed-method approach, we are still able to gather some qualitative data which can

be used in our further analysis.

The self-completion Questionnaire

When conducting an online survey, there are several ways to construct the questionnaire. One way to
do so is through a self-completion questionnaire. Bryman and Bell (2011) define this as a question-
naire that respondents complete by themselves. Along with the rise of technology, how to conduct a
self-completion questionnaire has evolved. Earlier, the most commonly known forms were 'mail' or
'postal questionnaire', where the questionnaires were sent out to the respondents via mail. However,
today an online survey is the most accessible form of a self-completion questionnaire as it allows

respondents to answer fast (Bryman & Bell 2011).

As we are interested in respondents living in the United Kingdom, a self-completion questionnaire
fits our overall data collection for this thesis. Both advantages and disadvantages are found in a self-
completion questionnaire. One of the main advantages of a self-completion questionnaire is the fact
that it is convenient for the respondents, as they can complete it anytime they find it fitting and spend
as much time on it as they want to (Bryman & Bell 2011). However, some of the disadvantages of a
self-completion questionnaire are that there is no way of helping the respondents if they experience
any difficulties answering the questions. Moreover, the administrators of a survey can't probe re-
spondents to elaborate on specific answers, nor is it possible to ask more than a 'few' questions due
to the risk of respondents losing their interest in fulfilling the questionnaire if they have to write a lot

(Bryman & Bell 2011).
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We concluded that the advantages of a self-completion questionnaire outweigh the disadvantages in
our case. As we are interested in consumers in the United Kingdom, we needed to be able to collect
our data efficiently, and as we are interested in exploring our respondents’ attitudes, we also needed
a method where they would be able to answer at their own pace and time. Therefore, we found that

the self-completion questionnaire could help obtain data to find an answer to our research question.

Bryman & Bell (2011) stresses that, usually, a self-completion questionnaire does not involve many
open-ended questions as respondents tend to skip these. Therefore, we naturally had this in mind
when formulating our questions for our survey. However, Bryman and Bell (2011) later underline
that the topic of the survey is of great importance. If, for example, the subject is of particular interest
to the respondent, he or she is more likely to take their time to write down an answer for an open

question.

When designing our survey, we decided to incorporate one open-ended question since we believed
that consumers had taken a stand on their attitudes and behaviours during the COVID-19 pandemic.
Therefore, they would be interested in making their opinion known after answering whether or not
the pandemic had influenced their grocery shopping behaviour. Our open-ended question is as fol-
lows: "Please explain how your grocery shopping behaviour has changed due to COVID-19" (Ap-
pendix 2.7). Andersen (2019) states that open-ended questions provide researchers with more in-
depth data. By that one question, we would then be able to retrieve how consumers, themselves,
describe how the pandemic has changed their grocery shopping behaviour, thus providing us with
qualitative data. However, our questionnaire is predominantly developed based on the method for a
self-completion questionnaire. Thus, the questions asked are closed questions, distinguishing between
two different types: scale questions and multiple choice. Andersen (2019) underlines that closed ques-
tions do not allow the respondent to give more in-depth answers contrary to open-ended questions.
However, these types of questions make it easier to transfer data to computer-based data processing.
As we are interested in uncovering our respondents' attitudes towards grocery shopping, we decided
to incorporate a choice called 'other' in all of our questions. Here, the respondents would be able to
provide a more thorough answer, and we might, despite the closed questions, be able to retrieve more

in-depth answers.
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Closed questions are great to ask simple questions, but they do not allow for nuances in the answers
(Andersen 2019). If a researcher would like to retain the ability to analyse data using a computer but
also want to open up for more nuanced answers, one should incorporate scale questions (Andersen
2019). Thus, why our survey consists of both scale questions and multiple-choice questions. A scale
question can be used to measure if a respondent agrees with a number of statements and how they
rate an item on a scale in terms of, for example, importance (Bryman & Bell 2019). We constructed
our survey so the scale questions would imply if the consumer had even thought about the questions,
we would like them to elaborate on. For example, we are interested in finding out if consumers are
shopping less at physical stores. A scale question could help us answer that, and if the respondent
ticked that they do go to a physical store less, we designed that they are then sent to a follow-up
question composed of multiple choices relating to why that is. In this way, we only collect answers
from respondents who already have an opinion or have changed their behaviour or attitudes towards
grocery shopping due to COVID-19. Therefore, we also believe that there is a greater chance that
they will spend time giving us a credible and in-depth answer that we can use for the more qualitative

part of our analysis and uncover and understand the respondents' attitudes.

The Respondents

When designing our survey for this thesis, several thoughts were given to how we, in the best possible
way, could answer our research question regarding UK consumers' attitudes concerning their grocery
habits during the COVID-19 pandemic. In general, our goal is not to investigate whether there is a
difference amongst genders or a difference amongst age groups but more to obtain a broader under-
standing and insight into the overall attitudes of the individuals concerning our research question.
Therefore, when conducting our survey, we hoped to see representatives within all age groups and
genders. However, we still chose to ask our respondents to provide us with information on both gen-
der and age because this information could potentially show patterns and contribute to obtaining a
greater understanding of consumption across segments. Despite this, this is not our primary focus,
and these patterns will only be analysed and touched upon if our findings show noticeable results
from a specific segment. Because we do not have a wish to illuminate a particular segment of con-
sumers but rather target as many as possible, we chose to distribute our survey in different ways. We
found that the best possible way for us to achieve responses from a younger segment was to post our
survey to survey-exchange groups on Facebook. We believed that the age group here would represent
individuals between 18-25. Moreover, we shared our survey with friends of the United Kingdom

between the age of 25-50 with the intention to have them share the survey amongst their friends and
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family. Thus, we would then receive responses from their friends within approximately the same age
groups as themselves and their parents and perhaps even grandparents, which would then provide us

with answers from all of the respective age groups we chose to include in our survey.

Timespan

We sent out our survey on March 17, 2021. As we needed to reach UK respondents, we contacted
five acquaintances who live in the UK and had them share our survey on their Facebook page. We
also posted it in several Facebook groups whose purpose is for students to share and collect empirical

data for projects or theses like ours — naturally asking specifically for UK respondents.

As our survey is intended to collect data on consumer behaviour during the COVID-19 pandemic, the
stage of the pandemic during the period the survey is active is rather important. On March 17, 2021,
The United Kingdom was amid its third lockdown, with Prime Minister Boris Johnson stating that all
restrictions will be lifted by June 21 at the earliest (Davis 2021). However, the first step of lifting the
lockdown in the UK started on March 8, 2021, where schools reopened. This was followed by hair-
dressers, pubs and restaurants, and outdoor activities on April 12 (Sim 2021). As we, with our survey,
want to collect data on attitudes changed due to COVID-19, we wish to examine UK consumers and
their mindset when being at the centre of the restrictions caused by the pandemic. Thus, we decided
to close our survey on April 20, 2021, as the United Kingdom is slightly lifting its restrictions and

because we have a limited time frame to conduct this thesis.

Reliability/validity

The following section concerns the reliability and validity of our master's thesis and is elucidated to
evaluate the quality of our research. Based on our limited time to conduct this thesis and our desire
to gather as many answers as possible in a short amount of time, we decided to make a concise yet
concrete survey. Therefore, our survey involves 16 questions of which we intend to use for our in-
vestigation. In total, we received 55 responses that contain both multiple-choice but also in-depth
answers. This appears to be a valid number of responses to provide an adequate analysis. We support
this with the fact that we were able to collect 55 responses despite our survey only being distributed
a month. Also, we find the number of responses to be a sufficient amount of data to handle during the
limited time frame we have to conduct our analysis. Furthermore, since we were able to send out our
survey through a highly professional statistical tool and extract our data from it, we find the survey

to have high reliability. This is supported by the fact that we solely base our analysis on all the findings
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presented within surveyxact. Therefore, there is no possibility for any biases. Lastly, we believe our
data to be reliable and valid based on the number of elaborating answers we have received. 35 out of
the 55 respondents choose to elaborate on their answers, which truly gives us the ability to conduct a

more thorough analysis.

Source of Error

Through our survey and the collection of our data, we became aware of a particular source of error.
As earlier mentioned, our survey was distributed through survey-xact.dk. As we were going through
our collected data, we found that the survey allowed respondents to leave the survey without finishing
all of the given questions. This, therefore, means that we, through our survey, fluctuate between the
number of respondents and, therefore, we see a variation in respondents and answers. Meaning, a
respondent might have only answered five questions and then left the survey. However, the five an-
swers still count as part of our data collection, even though we lack answers to 11 questions. Moreo-
ver, this can cause ambiguity among the readers of this thesis as there is expected to be a minor error

in terms of measuring our data in percentages.

3.4.2 Data Analysis

For us to interpret and analyse UK consumers' attitudes towards grocery shopping in the light of the
COVID-19 pandemic, it is essential to employ a method for data reduction, and with this, point out
if there are any common themes to be seen within the answers from the respondents of our survey.
Thus, we have chosen our analysis method to be based on a thematic analysis that we will elaborate

on in the following section.
Method of Thematic Analysis

Thematic analysis (TA) is a well-known method within qualitative research and can be used to the-
matise data (Braun & Clarke 2006). Despite it being widely used, there is, in fact, no clear agreement
as to what the method stands for and further how to make use of it. Thus, the method sometimes can
be interpreted as somewhat poorly branded opposite to other methods, e.g., grounded theory or con-
tent analysis (Braun & Clarke 2006). However, because the thematic analysis does not have a general
layout that must be followed, it can be beneficial in a thesis like ours that works from a constructivist
standpoint together with a mixed-method approach. This is because thematic analysis, despite being

a well-known method within qualitative research, also can be used to thematise quantitative features,
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which would be the 'more' measurable elements like, for instance, age, gender, location, etc. (Braun

& Clarke 2006).

When we researched the field of thematic analysis, we came across a definition provided by the lec-

tures Braun and Clarke (2006) that argue that thematic analysis is:

"(...) a method for identifying, analysing, and reporting patterns (themes) within data.
1t minimally organises and describes your data set in (vich) detail. However, it also often goes further

than this and interprets various aspects of the research topic (...)" (Braun & Clarke 2006, 6).

Furthermore, they propose an interesting framework to the thematic analysis, arguing that the method

can be used and/or explained through a six-phase process which is as follows:
1. Familiarising yourself with your data

In this phase, it is important to immerse yourself in the data to the point where you
are aware of the depth and breadth of the content. This, amongst others, includes read-

ing and re-reading data and taking notes of initial ideas.
2. Generating initial codes

After the first phase, when being familiarised with the data, this phase then suggests
coding relevant features within the data in a systematic way that allows us to collect

data suitable to each code.
3. Searching for themes

Phase three within Braun and Clarke's six-phase process revolves around the search
for themes and proposes that you collect and divide the codes as mentioned earlier into

different themes and, hereafter, search for all relevant data relating to them.
4. Reviewing themes

In phase four, we reach the process of reviewing the different chosen themes, exam-
ining whether or not the themes correlate with the coded extracts and the overall da-

taset and hereby conduct a 'thematic map' of the analysis.
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5. Defining and naming themes
In this phase, it is all about defining and naming the themes together with creating
clear definitions for each of them.
6. Producing the report
The last and final phase concerns the actual writing of the analysis. Here, as mentioned
above, the five phases contribute to the overall understanding of the findings collected
along the way.
(Braun & Clarke 2006).

Despite appearing to be a linear process, Braun and Clarke (2006) argue that it is essential to under-
stand that the six-phase process of thematic analysis is simply guidelines, not rules. Thus, they state
that the process will need to be applied with the flexibility to fit whatever research question and data

involved.

Regarding our thesis, the method of TA contributes to a broader understanding of how the COVID-
19 pandemic is affecting consumer attitudes towards grocery shopping in the United Kingdom. The
reason for this is because it provides the opportunity to depict if there are any prominent themes,
agreements, disagreements etc., to be found within our empirical data. Furthermore, through various
themes, we can perform a more manageable approach to our analysis, making the thesis more readable
by adding a structure and contributing to a more thorough review of our findings concerning our

topic.

Because we chose to conduct a survey to gather our empirical data, we had the opportunity to divide
our questions for our respondents into different topics concerning the different aspects that we would
like to shed light upon in this thesis. Thus, we find it suitable to use a thematic analysis method, which
uses a similar approach, to preserve the common thread in terms of the overall framework of our
thesis. Therefore, we argue that how we have chosen to structure our survey goes well with using the
TA to structure our analysis. We believe it can illuminate qualitative features of our findings in the
elaborating answers of our survey, for example, helping us detect different attitudes and behaviours

in our respondents' answers.

43



Study No:
20167436
20164100

To summarise, the themes that we can create through the thematic analysis method can contribute to
understanding the underlying factors of UK consumers' attitudes towards grocery shopping during
COVID-19. Moreover, TA can help us achieve a broader understanding of the connection between
the mindsets of our respondents and thus explain the basis for their actions/answers. Lastly, one more
reason for choosing to utilise the thematic analysis method is because it correlates well with the sci-
entific standpoint of constructivism. Through TA, we can depict the individual observers' thoughts of
the social world and hereby put them into categories to create an image of how UK consumers are

managing their grocery shopping during the COVID-19 pandemic.

3.5 Structure of Analysis

In the following section, we will present an overview of how we will structure our analysis. Further-
more, we will provide reasons as to why we chose this structure and how it enables us to answer our

research question.

As previously mentioned, our thesis utilises a mixed-method research strategy, which enables us to
conduct an analysis that conveys qualitative and quantitative results. Therefore, our analysis will be
divided into two main parts that each has its own purpose. However, both contribute to illuminating
how UK consumers' attitudes towards grocery shopping have changed due to COVID-19. Both parts
of the analysis will be supplemented with external sources to acquire a greater insight into our re-
search topic and to explain further why we find the attitudes and behaviours throughout our analysis.
In the analysis, we will be using both authoritative and non-authoritative sources to emphasise exam-
ples, statements and conspicuous findings. These will be gathered through data search sites such as

ResearchGate, Google Scholar and Google.

First and foremost, we will elaborate on the quantitative aspects seen in our survey, which can provide
us with an overview of all the measurable factors such as age, gender, and residence segmentation.
Moreover, it helps us uncover patterns in the quantitative data, for example, if we register a predom-

inance of "yes" in a particular age group or if we, for instance, see an overload of "no" amongst men.

The second part of our analysis will then be focusing on the qualitative aspects. Our primary goal is
to use our findings from our quantitative analysis and look further into the answers to the elaborating
questions from our survey to depict and understand the underlying themes of the UK consumers'

attitudes through our thematic analysis. The thematic analysis will be divided into the two most
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significant attitudes extracted from our data, and hereunder, each theme will be divided into sub-

themes regarding different detected behaviours.

4.0 Analysis

In the following chapter, we are going to present our two-part analysis. First and foremost, we will
go through the measurable results from our data set to provide an overview of the fundamental find-
ings of our survey. On the basis of these findings, we will conduct a thematic analysis that includes
the respondents’ in-depth answers, which has been divided into two themes that we found to represent

the most prominent attitudes of our respondents regarding grocery shopping during COVID-19.

4.1 Results

As shortly introduced, the first section of our analysis will present descriptive statistics of the most
significant findings from our survey. This is done to provide a general introduction as well as an
overview of our data for us to go more in-depth in the following thematic analysis. It is important to
state that the thematic analysis will function as our main analysis in this thesis, and the following
descriptive statistics will act as a supporting tool. We achieved 55 answers from UK consumers

through our survey, which the following statistics are built on.
First and foremost, table 1 presents an overview of our respondents’ different age groups and gender

distribution. This is done to illuminate if all segments are equally represented or if we see any re-

markable standouts.
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Respondents

20
18
16
14
12

10

18-25 26-35 36-45 46-55 55+ 18-25 26-35 36-45 46-55 55+ (tom)

Female Male (tom)

Table 1: Age and gender distribution of the respondents

Source: Own creation based on data set

As table 1 presents, we see that most of our respondents are females in the age group 18-25 years. As
the survey has primarily been distributed to survey exchange groups on Facebook, it can be assumed
that most of the receivers of our survey are students who belong to the respective age group. Moreo-
ver, most of the members of the survey exchange group were women, and we, therefore, anticipate
that this is why we see the most representatives from this segment. However, the survey still repre-
sents respondents within all age groups and represents individuals of both genders. This we, as re-
searchers, appreciate, as we can then understand attitudes from a broader perspective as we anticipate
that the attitudes concerning COVID-19 in terms of grocery shopping might be different depending

on age and gender.
The following table 2 presents statistics regarding our respondents' feelings toward the coronavirus.

The question was created to gain insight into UK consumers’ overall perception of the phenomenon

and are as follows:
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14
12

10 Anxious and fearful

Aware of the situation but with a 'keep
calm and carry on' mentality

Completely indifferent

Other

Female Male Female Male Female Male Female Male Female Male

18-25 26-35 36-45 46-55 55+ (tom)

Table 2: Description of UK consumers’ perception of COVID-19

Source: Own creation based on data set

Here, it is evident that a larger segment of our respondents answered that they are “aware of the
situation but with a keep calm and carry on mentality”. This is distributed well between both genders
in most of our respondents’ age groups. However, the majority is young women aged 18-25. When
looking into sources that have already touched upon how we cope with such a thing as a pandemic,
this is a surprising finding. Namely, it is found that women are more anxious and have more negative
thoughts towards COVID-19 than men (Liu et al. 2020). It can further be argued that these negative
thoughts towards the pandemic should be highest among young adults because it is within this seg-
ment that individuals are engaging the most in social activities which, due to the coronavirus, have
been forced to shut down or narrowed down to the absolute minimum (Taub 2021). Furthermore, as
the pandemic has progressed, more and more studies state that young adults' mental health has been
affected the most by the many lockdowns (Rideout 2021). Therefore, our findings are rather surpris-
ing as we expected more women and young adults to state that they felt anxious and fearful about the

pandemic.

One of the primary interests for conducting this thesis was to gain an insight into whether or not
consumers of the United Kingdom have made any significant changes to their grocery shopping be-
haviour due to COVID-19. To avoid biases and retrieve the most reliable answers, we put the simple
question “Has your grocery shopping behaviour changed since the COVID-19 outbreak™ at the be-

ginning of our survey.
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Has your grocery shopping behaviour changed since the COVID-19 outbreak?
14

12

10

Yes

18-25 26-35 36-45 46-55 55+ 18-25 26-35 36-45 46-55 55+ (tom)

Female Male (tom)

Table 3: Changes in UK consumers’ grocery shopping behaviour

Source: Own creation based on data set

As table 3 presents, our respondents only had the possibility of answering ‘yes’ or ‘no’. This was
done based on our interest in asking all of those who answered yes to further elaborate on what
changes had been made. Furthermore, by adding an open-ended question, our respondents had the
possibility to elaborate on how their grocery shopping has changed since the COVID-19 outbreak
with their own words instead of us providing them with possible reasons that could have pointed them
in a particular direction. When analysing table 3, we find that more than half of our respondents did
make a change to their grocery shopping behaviour. We believe this to be an interesting finding as
we, in table 2, established that the majority of the respondents had a “keep calm and carry on” men-
tality. When considering this, one might argue that if you hold such a mentality, you are not likely to
change your behaviour because of it. Despite this, 66% of our respondents answered “yes” to have
made changes to their grocery shopping behaviour. We find this interesting as it indicates that our

respondents hold different attitudes from the ones implied in table 2.

Based on the previous question regarding if the respondents had made any changes to their grocery

shopping behaviour during COVID-19, we asked those who answered yes whether they buy their
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groceries in a physical store more or less. Here, more than 50% answered that they shop less at a
physical store in the light of the pandemic, and we, therefore, asked them to choose between options

that might apply to how and why that might be.

Choose the options that apply to why you shop less in a physical store due to COVID-19

16
14 m Other

12

| feel a sense of panic and anxiety when going
to a physical store

10

| try to save money
6 . .
. | purchase my groceries more online

I stock up on items and buy in bulk

18-25 26-35 36-45 46-55 55+ 18-25 26-35 36-45 46-55 55+ (tom)

Female Male (tom)

Table 4: Why UK consumers shop less at physical stores during the pandemic

Source: Own creation based on data set

Table 4 presents quite an interesting change in the respondents’ grocery shopping habits during the
COVID-19 pandemic, as 44% answered that they made the shift to purchase their groceries online.
As seen in our literature review, a rise in online shopping has been detected during the pandemic, and
the literature, therefore, correlates well with our findings in our survey. We do, however, find it in-
teresting that the majority of our respondents earlier answered that they, in general, were calm about
the situation, when we, within this table, see that most of them purchase their groceries online, which
could indicate that there does, in fact, exist some feeling of fear and anxiousness related to grocery
shopping in physical stores. However, as the responses regarding having a ‘keep calm and carry on’
mentality were retrieved through a question asking our respondents of their general perception of the

COVID-19 pandemic, it is arguable that due to our desire of wanting to investigate their behaviour
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in terms of shopping for groceries, they are forced to reflect and elaborate on their attitudes and be-
haviour in that particular field. Thus, it is evident that our respondents might have a different view on

their grocery shopping behaviour in terms of COVID-19 than the overall phenomenon itself.

The respondents who answered that they, in the light of the pandemic, were doing more online gro-
cery shopping instead of going to a physical store and those who answered that they were doing about
the same amount of online grocery shopping as before the pandemic were asked to choose between

options that might be the reason hereof.

Choose the options that apply to why you purchase your groceries online during the COVID-19

pandemic - respondents who answered "more frequently"
18

12

m | am avoiding having to hold a distance
10 m | am avoiding having to use hand sanitizer
m | am avoiding having to wear a mask
| am avoiding getting infected with coronavirus
| can get more quality products
| can get better deals
| can buy all my groceries in one place

Itis more convenient

18-25 26-35 36-45 46-55 55+ 18-25 26-35 36-45 46-55 55+ (tom)

Female Male (tom)

Table 5: Why UK consumers shop more online during the pandemic - more frequently.

Source: Own creation based on data set
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Choose the options that apply to why you purchase your groceries online during the COVID-19
pandemic - respondents who answered "about the same"
9
8
7
| can buy all my groceries in one place
° m | am avoiding having to use hand sanitizer
m | am avoiding having to hold a distance
5 ®m | am avoiding having to wear a mask
| can get more quality products
4 | am avoiding getting infected with coronavirus

| can get better deals

It is more convenient

18-25 26-35 36-45 46-55 55+ 18-25 26-35 36-45 46-55 55+ (tom)

Female Male (tom)

Table 6: Why UK consumers shop more online during the pandemic - about the same

Source: Own creation based on data set

Table 5 and 6 presents a wide range of answers from our respondents. However, two of the answers,
in particular, stand out. Namely, that it is more convenient to shop online during COVID-19 and that
it reduces the risk of getting infected with the coronavirus. That the percentage of these two answers
were the highest among all of the options does not come as a surprise to us, as it makes perfect sense
that the respondents find it more convenient to purchase their groceries more online during a time
where a trip to a physical store could mean getting infected with the coronavirus. This is also sup-
ported by what we found in our literature review. Here, we saw that some of the biggest consumer
trends of 2021 were that consumers, namely, seek convenience. Following lockdowns, people realise
that they have taken their ‘normal’ life for granted. Therefore, they want to return to the ease of it,
which especially online shopping has provided them with during the pandemic. The literature, there-
fore, argued that consumers would continue to strive after this even post-COVID-19 (Silberstein
2021). Despite this, we still find it interesting that the percentage of convenience is higher than the

percentage of avoiding getting infected with the coronavirus.
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Following this, we found that because the UK has been undergoing three lockdowns and people have
been forced to work and study from home for almost the entirety of 2020, they have also been forced
to manage many of their daily tasks from home and especially parents have experienced challenges
with managing both remote working and taking care of their children (Franklin 2020). Therefore,
based on this, one could argue that this also has made people realise the convenience of online grocery

shopping.

Furthermore, we find it interesting that all female respondents in the age group 26-35 are solely rep-
resented in table 6, meaning that they have been familiar with online grocery shopping before the
COVID-19 pandemic. Here, one can argue that this age group might represent mothers who, based
on having a busy everyday life with children, already have gained insight into some of the benefits
of buying groceries online. Also, this can be supported by the fact that the respective age group pri-
marily answered that some of the most important reasons that apply to why they purchase their gro-
ceries only are due to the ability to buy all groceries at one place and get better deals. Thus, their

reasons to purchase groceries online does not seem to be because of COVID-19.
For us to gain greater insight into our respondents’ actual attitude towards online grocery shopping,

we asked them if they will continue to buy groceries online once the COVID-19 pandemic has sub-

sided or if they will go back to buying all of their groceries in physical stores.
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Will you continue to purchase your groceries online once the COVID-19 situation has subsided?
- respondents who answered "more frequently"

7
6
5
Yes, | will continue to do most of my grocery shopping online
4 Yes, but | will also visit physical stores to get my groceries
No, i will go back to completely shopping my groceries in
physical stores
3
2
1
0
18-25 26-35 36-45 46-55 55+ 18-25 26-35 36-45 46-55 55+ (tom)
Female Male (tom)

Table 7: Future grocery shopping - More frequently

Source: Own creation based on data set

Will you continue to purchase your groceries online once the COVID-19 situation has subsided?

- respondents who answered "about the same"
45

35

2,5
Yes, | will continue to do most of my grocery shopping online

Yes, but | will also visit physical stores to get my groceries

15

0,5

18-25 26-35 36-45 46-55 55+ 18-25 26-35 36-45 46-55 55+ (tom)

Female Male (tom)
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Table 8: Future grocery shopping - about the same

Source: Own creation based on data set

Table 7 and 8 present that the majority of our respondents answered that they would return to physical
stores and continue to purchase their groceries online. This shows us how the attitudes that our re-
spondents had to the overall pandemic resulted in some changed behaviour. Also, as our respondents
answered that they, in the future, will engage in both online and offline grocery shopping, it can be
argued that they seem to believe that they will slowly return to their ‘normal’ behaviour once the

COVID-19 has subsided.

4.1.2 Sub Conclusion

Through our analysis of the descriptive statistics of our data, we obtained the knowledge that the
largest represented group of the respondents of our survey were females in the age group 18-25. We
argued that this could be due to how we chose to send out our survey, which primarily was distributed
to survey groups on Facebook. Despite this, we saw representatives from all age groups and genders,
which allowed us to discover UK consumers’ grocery shopping behaviour from a broader perspective.
Furthermore, the most significant finding in the descriptive statistics concerned how the majority of
the respondents answered that they were carrying a “keep calm and carry on mentality” towards the
COVID-19 pandemic. We argued that this was interesting, as we later found that more than half of
the respondents answered that they had made a change in their grocery shopping behaviour because
of the coronavirus outbreak. Namely, 50% of the respondents shop less at a physical store and 44%
shop more online. Therefore, we concluded that our respondents had made significant changes to how
they would typically manage their grocery shopping. Based on this knowledge, we argued that this
could indicate that our respondents, in fact, do not have a calm mentality towards grocery shopping
during the pandemic. Following this, some of the reasons for the different changes to our respondents’
grocery shopping behaviour during the pandemic showed to be convenience and avoiding getting
infected with the coronavirus. Furthermore, the results showed that convenience was weighted higher
among the respondents than the risk of getting infected with the virus. We argued that the realisation
of convenience in, for example, online grocery shopping could have something to do with the fact
that the pandemic has made people open their eyes to how easy online shopping is as they have
managed their everyday lives working from home. We, therefore, found that the majority of the re-

spondents, after the COVID-19 pandemic has subsided, will continue to shop for groceries online.
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However, the results also showed that the respondents would return to purchase groceries in physical

stores and, with this, combine the two approaches to grocery shopping in the future.

4.2 Thematic Analysis

In the following chapter, we will carry out our thematic analysis. For us to provide an answer to our
research question and uncover the attitudes that the respondents hold toward grocery shopping during
the pandemic and how these have influenced their behaviour, it is relevant to investigate the different
determinants of namely our respondents’ attitudes toward the behaviour, their beliefs and whether
these result in low or high perceived behavioural control. These elements will be analysed through
two generated themes, which are chosen based on our most significant findings in the descriptive
statistics and the more in-depth answers that were given in our survey. As we analyse our respondents’
attitudes towards grocery shopping, the two themes are divided into the two most significant attitudes

that our respondents hold. The two themes identified are:

1. Anxiety and uncertainty

2. Calm and indifferent

4.2.1 Analytical Model

Before we begin our thematic analysis, we will provide a presentation of our model of analysis in
terms of presenting both the method for generating our selected themes and sub-themes and securing
readability by going through why and how we use the concepts of TRA and TPB. We do this to give
the reader of this thesis a better understanding and a fresh memory of how we have chosen to set up

and execute the forthcoming chapter.

Through the thematic analysis method, we have been able to analyse and report patterns within our
data, which we find the most interesting in regard to our research question. This was, amongst other
factors, done via help from the six-phased process proposed by Braun and Clarke (2006). This has
helped us set up a framework that supplements our chosen TRA, TPB and ELM theories to best obtain
a broader understanding of how the COVID-19 pandemic affects consumer attitudes towards grocery
shopping in the United Kingdom. We find that the structure of our survey goes well with how we can
use the method of thematic analysis to structure our analysis, and as already established, we found

two major themes which portray two different attitudes. Thus, we find it relevant to examine this in
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more detail to gain further insight into why our survey respondents hold different perceptions of the

same phenomenon and how these perceptions result in different behaviours.

Each theme will be analysed individually yet provide us with an all-together understanding of how
our respondents' attitudes towards grocery shopping during the pandemic has led to a behavioural
change. To ensure the readability of our analysis, each theme will be divided into sub-themes. These
sub-themes are generated based on different groups or segments of our respondents, which means
that the analysis of each theme will go through the most significantly detected attitudes and behav-
iours of our respondents and analyse each segment individually to better understand which attitudes
led to the behaviour in question. The Theory of Reasoned Action and Theory of Planned Behaviour
will be used as the driving theories for the following thematic analysis, with the focal point being
attitudes in relation to behaviour. Both theories were developed to understand attitudes in order to
predict behaviour. However, in our thematic analysis, the behaviour has already been detected. There-
fore, we are not interested in predicting our respondents’ behaviour but more interested in discovering
the basis for their decisions in relation to their grocery shopping behaviour during the pandemic. The
behaviour examined in our thematic analysis is our respondents’ decision to visit a physical grocery

store during the pandemic or not.

The thematic analysis will be made up of the different concepts that TRA and TPB are built on. These
concepts will be applied to our collected data in the form of our respondents’ elaborating answers
from our survey. Each theme and sub-themes will bring forward the in-depth answers that are most
interesting for the further analysis of the respective segment’s attitudes. First and foremost, each
theme will begin with observing the respondents of the respective theme’s general behavioural be-
liefs. An individual’s behavioural beliefs derive from their deliberation concerning if a behaviour
provides them with a negative or positive outcome. Therefore, when we have determined our re-
spondents’ behavioural beliefs, we can detect their attitude toward the behaviour, which shows us
whether or not our respondents have detected any risks with carrying out the behaviour of visiting a
physical grocery store during the pandemic. If they feel and believe that visiting a physical grocery
store during the pandemic is acceptable and does not propose any risk to themselves or the people
around them, they will most likely hold a positive attitude. However, if they find that they are running
a risk by visiting a physical grocery store, they will have a somewhat negative attitude toward the

behaviour. Throughout our thematic analysis, we will continue to analyse each segment’s behavioural
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intention, which measures if a respondent is likely to visit a physical grocery store or not. As the
different segments of respondents represent different behaviours, the sub-themes will also represent
different levels of intention. We do this to investigate if the level of intention impacts our respondents’
final COVID-19 grocery shopping decision. When adding TPB to the question, our thematic analysis
will, moreover, look into if our respondents believe that they carry the necessary skills and abilities
to visit a physical grocery store during the pandemic, as this is something that might eliminate the
behaviour even though we detect a strong intention in our respondents. The question of control is of
significant interest to us in this matter as we, in our statistical analysis, found that during this time of
crisis, our respondents seem to believe that they have a calm attitude toward the pandemic in general.
However, the behaviour detected showed something else. Therefore, throughout the thematic analy-
sis, we will look into our respondents’ ability to control their performance during a physical grocery

trip to investigate if it is a concept that changes their attitude or behaviour.

In the following section, we will commence our thematic analysis. Thus, the first section will be

elaborating and examining the first major theme found within our data.

4.2.2 Anxiety and Uncertainty

The first major theme of the analysis concerns how UK consumers, in general, have been dealing
with their feelings in terms of managing their grocery shopping during the COVID-19 pandemic. The
theme is generated based on our interesting findings regarding the discrepancy between our respond-
ents’ attitudes and actions. This discrepancy is of significant interest to us, as it shows a major theme
of our respondents, implying how they have a calm mentality towards the pandemic in general. How-
ever, their changed grocery shopping behaviour shows us something else. Namely, most of our re-
spondents’ behaviour revealed implications of a somewhat more anxious and uncertain attitude, thus
why we choose to call this theme “Anxiety and uncertainty”. We determine that this is the attitude
that most of our respondents hold as they expressed that the pandemic had made them make signifi-

cant changes to their grocery shopping patterns.
Within this theme of the respondents being anxious and uncertain, we detect that this attitude has led

to different behaviours. Therefore, the theme will be divided into four sub-themes to illuminate the

various behaviours best.
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First and foremost, we will look into our respondents’ general behavioural beliefs, which guide their
attitude toward the behaviour. 33 of our respondents provided us with an elaboration on how their
grocery shopping behaviour has changed due to COVID-19. Here, we find that a significant amount
states that they have changed their grocery shopping pattern from visiting a physical store several
times a week to only once a week or are relying entirely on online grocery deliveries. From a wide

range of answers, a small extract is:

1. “I only go to Tesco one time a week, I have 3 children and would usually have to go a few

times, but i buy more at once now”"!

2. “Whilst still shopping in store at the beginning we would buy more to last us longer, to mini-
mise the number of trips, aiming for between 10-14 days. We have now moved to click and
collect again trying to increases the time between each order. If we run out of anything then

we pop to the local corner shop.”

3. “I get enough for a few days, so I don’t have to keep going to the shops willy-nilly.”

4. “well i limit the amount of time & visits for food shopping generally once a week maybe twice
And use online for gifts and essential shopping eg clothing and household products that need

replacing”

5. “Ido some online or try to ensure I only have to do one weekly shop, rather than popping out

more often”

(Appendix 2.7)

' To preserve originality as well as truth, all quotes within this thesis are presented verbatim. Thus, spelling and typing
€ITors may OcCur.
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Because of the fact that the above listed respondents have changed their grocery shopping behaviour,
we can detect that the respondents have determined that the behaviour of going to a physical store
often during the pandemic has consequences, meaning that they perceive physical grocery shopping
as a risk. Therefore, we can also anticipate that their behavioural beliefs are negative, thus why it
impacts their attitude toward the behaviour as well. Through all of these answers about the detected
changed behaviour, we are, therefore, also able to predict our respondents’ behavioural intention.
With this theme, it is rather difficult to determine if their intention to visit a physical store is low or
strong because we see that the majority of our respondents continue to engage in physical grocery
shopping, however, they have limited it to a weekly trip. Therefore, we have actually found that,
despite the fact that the respondents who are anxious and uncertain all hold a negative attitude toward
grocery shopping at a physical store during the pandemic, we can detect different levels of their be-
havioural intention. For example, we see our first sub-theme in the respondents that have a strong
intention to still visit a physical grocery store once a week. This specific segment has such a strong
behavioural intention to continue visiting a physical store even though they have determined that it
proposes a risk. Therefore, this segment is a good example of how a strong intention can cause and

measure a huge behavioural change.

Furthermore, in section 2.3.1, we learned that the theory of planned behaviour states that to determine
a person’s perceived behavioural control it is necessary to analyse both if the person has the necessary
skills to perform the behaviour as well as have full control over the behavioural performance. Within
this sub-theme, we can bring forward the responses number one, fourth and fifth from above together

with the following response:

“My expenditure is restricted to essential things only because I can’t see or scroll the things
as i can in the store. So i have to prepare a list of items required and stick to that list. Sometimes i
miss a few items or i am not aware of new prodcuts or offer so i postpone buying them. However,

pre-covid ill visit the store and buy what i see now its buy what I need.” (Appendix 2.7).

In these examples, we can determine that the respondents within this sub-theme, in fact, have a strong
intention to carry out the behaviour of physical grocery shopping as they are still doing it once a
week. Therefore, we argue that because the respondents appear to have put a decent amount of thought

into their weekly trip to a physical grocery store, they seem to have full control over their behavioural
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performance. For example, the statement listed above shows us a respondent that puts time and effort
into preparing a list of items that he/she needs to buy for his/her groceries to last a week. Moreover,
we argue that because the respondent states that he/she sometimes misses items and offers, causing
him/her to postpone buying them, it could indicate that the respondent is very goal-oriented during
the grocery trip. Meaning, that the respondent is not wasting any time looking at unnecessary grocery
items as this would mean losing the control that the person needs to hold to carry out the behaviour.
We also see that almost 40% of our respondents answered that they, in light of the pandemic, are
stocking up on items and buying in bulk (Appendix 2.9). This comes to show that our respondents
have found this method of grocery shopping necessary to maintain control and, thereby, avoid the
feeling of anxiety and uncertainty in regard to managing such daily tasks. After identifying a segment
of respondents who are capable of maintaining control of their behavioural performance during the
COVID-19 pandemic, we also have been able to detect a second sub-theme that represents a segment
of respondents who might not have the same ability to hold full control over their behavioural
performance even though they have the same strong intention to keep visiting a physical grocery

store as the first segment. Here, we can bring forward the following examples:

1. “Frustrated with members of the British public who can’t follow basic social distancing
rules in places like supermarkets or retail stores. I also now feel uncomfortable getting to

)

close to strangers in these places.’
(Appendix 2.5)
2. “Previously me and my girlfriend went together, now only one of us goes per week as this

was a rule of most supermarkets. As per my previous response this seems to be a rule most

people don’t follow, some now view doing the weekly shop as a family day out.”

3. “I am more cautious when shopping. Not walking too close and wear the masks. Not going

to crowded places and shopping in the evening, when people are at home.”
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4. “just more aware of keeping my space.’

(Appendix 2.7)

5. “Idon’t want to keep coming into contact with people and physical items”

(Appendix 1.10)

Despite the fact that it might seem like these respondents have control over their behavioural perfor-
mance as they, like the other segment, have considered and mapped out their grocery shopping trips,
we argue that these seem to be respondents that are more likely to be affected by external factors such
as if too many people from the same household go grocery shopping together, if people do not follow
the rules or if the shops are too busy. Namely, the theory suggests that environmental and personal
factors might hinder the person’s attempt to carry out the behaviour. For example, this is what we see
happening in the second response provided above. Here, one could argue that the respondent does not
hold full control over his/her own grocery shopping experience, as he/she gets affected by other cus-
tomers and their actions. Thus, it is arguable that the respondent gets annoyed with others' behaviour
that is not similar to his/hers and, therefore, the respondent might experience a feeling of not being
able to carry out the behaviour as he/she intended it. Furthermore, as the last response from above
proposes, the respondent fears visiting physical grocery stores as it increases the risk of getting in-
fected with the coronavirus. This is evident, as the respondent states that he/she does not want to keep
coming into contact with other individuals as well as physical items. This might result in our respond-
ent capturing a low perceived behavioural control, as it is arguable that the other individuals sur-
rounding him/her in physical stores appears more as an obstacle rather than providing the respondent
with a safe environment. This might make him/her reconsider carrying out the weekly grocery trip as
he/she might have lost the ability to do it on his/her terms. Moreover, the anxiousness and uncertainty
that we detected in our respondents from our first sub-theme appear to be somewhat different from
the respondents within this sub-theme. As the first sub-theme suggests, the respondents express a
general fear of the coronavirus and, therefore, they have created a tailor-made plan for them to stay
in control and, therefore, minimise the feeling of being anxious and fearful. However, as we see in

the second sub-theme, the respondents are highly affected by external factors such as other
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individuals’ ability to follow the rules and restrictions given by the government, which, therefore,

causes them to feel anxious and fearful based on other people’s actions and not solely the virus itself.

When scrolling through the answers in our survey, we found our third sub-theme as we noticed that
some respondents were concerned about the health of family members or the general elderly
population. One said, “I live on a small Scottish island and have reduced my trips to the shop in order
to reduce contact with the elderly population here (...)” (Appendix 2.7). Another one said, “I try to
minimise the amount I go to a physical store where possible. Now I am living with my parents I only
shop online as not to risk the health and safety” (Appendix 2.10). As with every other segment of our
respondents so far, these respondents also have negative beliefs about carrying out the behaviour of
going to a physical grocery store. However, these respondents do not believe that the behaviour has
consequences for themselves but for people close to them. Thus, they still produce a vague behav-
ioural intention as they see no point in taking the risk of visiting a physical store if it means getting
exposed to the coronavirus and thereby, also the possibility of them infecting an elderly. Therefore,
their intention to visit a physical store is very low, meaning that they will most likely not do it during
the pandemic. To us, this is interesting as this might be the respondents’ perception of social norma-
tive pressures; that you should look out for the elderly and vulnerable in a time of crisis. It is not
surprising that these social pressures exist as there, in the UK, have been several discussions regarding
the effect that the lockdowns might impose on the elderly population's mental health — making them
feel lonely and cut off from the outside world (Gallagher 2020). Here, people have expressed their
concerns, and it has then become a topic of conversation that during the COVID-19 pandemic, we
must look out for our family and the elderly around us (Gallagher 2020). Therefore, it is arguable that
the respondents that expressed this concern have been influenced by social norms, and the anxiety
and uncertainty that these respondents feel is not focused on their own wellbeing but instead the fear
of losing a loved one. This shows us that there exists a lot of reasons for an individual to change
his/her behaviour, and it is not always the individual’s own motivation and intentions that lay the

foundation for the actual behavioural intention.

The fourth and, hereby, last sub-theme we have been able to detect within the first major theme for
this analysis concerns those respondents who answered that they, during COVID-19, are fully com-
mitted to purchasing their groceries online. Once again, we argue that this segment of respondents

has negative beliefs about carrying out the behaviour of going to a physical grocery store. Here, it
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can be discussed that all of the aforementioned scenarios concerning external factors, the risk of get-
ting infected with the virus and the fear of transmitting the virus to family members and the elderly
population all contribute to our respondents having an utmost strong behavioural intention of not
wanting to visit a physical grocery store. To provide examples, one of our respondents said, “I now
have home delivery and shop online,” and another respondent said, “We moved fully to home delivery
and COVID safe click and collect” (Appendix 1.7). This segment of respondents is different from the
other segments. Despite the fact that they all see consequences in visiting a physical grocery store
during the pandemic, this segment has such strong feelings of anxiety and uncertainty that they have
completely chosen to turn their everyday life upside down and from that made a huge behavioural
change. From our theory section 2.3.1, we learned that to be able to predict a person’s attitude toward
a certain behaviour, you must know the individual’s behavioural beliefs, normative beliefs and per-
ceived behavioural control. With this segment, we are in possession of just that. We already estab-
lished that they have a negative attitude toward the behaviour, their normative beliefs could be argued
to stem from avoiding transmitting the virus to elderly family members, and their perceived behav-
ioural control is said to be low, as if this segment visited a physical grocery store during the pandemic,
they would have no control over how the experience played out. Meaning that the low perceived
behavioural control is determined as it seems that this segment, during a physical grocery trip, would
be so influenced by different external factors such as a busy shop or other customers not following
the rules, that they have decided that engaging in this behaviour would not provide them with a pos-
itive outcome. Therefore, they have chosen to fully convert to online grocery shopping. Thus, why

their behaviour can be argued to be somewhat more extreme than the other segments.

To summarise, the most prominent finding within the first theme of our thematic analysis concerns
the general change in our respondents’ intention to their actual behaviours. Through the theory ap-
plied to our data, we see that despite our respondent’s answers leaning towards being calm and having
a ‘carry on’ mentality, they are, in fact, more anxious and uncertain in regard to the COVID-19 pan-
demic when it comes to grocery shopping at physical stores. It can be discussed whether our respond-
ents are aware that they are contradicting themselves in relation to their responses in the survey and,
therefore, we find this interesting as it could, furthermore, indicate that they are in denial in terms of
feeling insecure about the pandemic. This shows us that one can easily have a strong attitude and an
intention directed at something yet, if you peel off the outer layers, you risk finding that the attitude

is, in fact, not what you first believed it to be. Therefore, we also argue that there lies a lot of different
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opinions and reasons behind an attitude and determining someone’s attitude and intention might, in
some cases, not be a good predictor of behaviour. However, despite this, what is especially interesting
here is that there, in fact, lies many considerations and reflections behind the decisions that our re-
spondents have made. Thus, even though their general perception of COVID-19 is ‘calm’, this is
proof of the fact that when our respondents have been faced with the particular behaviour; going to a
physical grocery store during the pandemic, they have been forced to evaluate and question that exact
action. We, therefore, argue that this is, in fact, why they hold an anxious and uncertain attitude

towards going to a physical grocery store and not to the general pandemic itself.

4.2.3 Calm and Indifferent

The second major theme of the analysis concerns those of the respondents’ answers who, in one way
or another, stood out from the rest of the answers of the survey, which were presented within the first
major theme regarding anxiety and uncertainty. The theme is generated based on our interest in in-
vestigating the attitudes that underlie their actions together with the interest in providing a comparison
between theme number one concerning anxiety and uncertainty amongst the respondents. Moreover,
we find this theme to be of significant interest to us as the respondents representing this theme is
clearly outnumbered by the remaining respondents of our survey. As with theme number one, this
theme also illuminates the respondents’ grocery shopping patterns in regard to the coronavirus out-
break. However, instead of depicting uncertainties directed at the dangers of grocery shopping in
physical stores, we see a somewhat different approach among this segment of respondents, which are

going to be analysed in the following section.

We have chosen to call this theme “Calm and indifferent” as this segment of our respondents ex-
pressed that they, in general, are carrying a somewhat neutral attitude towards the coronavirus out-
break. This theme will be divided into two sub-themes to best explain what behaviours the neutral

attitude has influenced.

First and foremost, as with the first major theme, we will look into these respondents’ general behav-
ioural beliefs. Out of the 33 respondents who elaborated on how their grocery shopping behaviour
has changed due to COVID-19, a small yet interesting portion of our respondents stated that they, in
fact, have been shopping more at physical grocery stores than they did pre-COVID-19, and others
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indicate that the pandemic has not had that big of an impact on them and their behaviour, thus why

they resort to humour and lack of commitment when answering our question. Some examples are:

1. “I go more regularly because it’s one of the few things we have been allowed to do since the

lockdowns”.

2. “Ido a lot of shopping because it’s the only reason to go out/the only place to go to. I go

about once a week and look forward to it. Most people follow the Covid regulations when

shopping.”

3. “I’ve been buying more wine!”

4. “More takeaways”

(Appendix 2.7)

Due to the fact that the statements listed above show that the respondents have made rather abnormal
changes to their grocery shopping behaviour, it can be argued that they hold a rather different attitude
toward the behaviour of going to a physical store to do their groceries during the pandemic than the
majority of our respondents. As some of the respondents state that they have been going to physical
stores more often than before the pandemic, we can argue that their behavioural beliefs are positive.
We argue this because they seem to have determined that a physical grocery trip during the pandemic
would provide them with some positivity in an otherwise abnormal and somewhat boring everyday
life, where, for instance, social activities that one would normally engage in, have been shut down.
This is also based on the fact that it seems that these respondents use grocery shopping as their way
of coping with the lockdowns. Thus, these respondents do not seem to find any consequences in
visiting a physical grocery store during the pandemic, and their behaviour is, therefore, quite out of

the ordinary — at least in terms of what we have found in our survey. Despite the fact that we argue
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that these respondents all have a positive attitude toward the behaviour, it seems as if there still exists
a deviation in their behavioural beliefs. For example, we detect that the first sub-theme concerns the
respondents who visit physical grocery stores more often during the COVID-19 pandemic. Here,
we can take the examples of number one and two from the statements listed above. Because the
respondents in both statements mention that they visit physical stores more often because it is one of
the few things that you are actually allowed to do during the pandemic, it shows us that the respond-
ents might feel lonely and bored during lockdown, hence going to physical grocery stores helps them
cope with the negativity of the pandemic. However, we find it interesting how the respondent in
statement two stresses that “(...) Most people follow the Covid regulations when shopping” (Appen-
dix 1.7). This shows us that even though the respondent feels indifferent about physical grocery shop-
ping during the pandemic, he/she is still affected by external factors that might influence his/her per-
ceived behavioural control as the individual seems to measure his intention to shop at a physical store
based on whether or not other people comply with the rules and regulations. Therefore, we argue that,
despite this person having what we labelled as a calm and indifferent attitude towards grocery shop-
ping during the pandemic, it is evident that the COVID-19 pandemic has, in fact, imposed a signifi-
cant change in how we manage daily tasks such as grocery shopping. Because of the fact that this
respondent is considering external factors, such as how other people follow the COVID-19 regula-
tions, it shows us that the pandemic has also caused him/her to make a change in behaviour. Here, we
just found that he/she shops more often than he/she used to, but if the individual believed that people
did not follow the rules, his/her attitude would quite possibly lean more towards being anxious and
uncertain because he/she would then lose the control he/she holds over the ability to carry out a phys-

ical grocery trip on his/her terms.

At the other end of the spectrum, we find a second sub-theme concerning the respondents who resort
to humour when trying to answer how the pandemic has changed their grocery shopping be-
haviour. Here, one can argue that those who answered our survey with a sense of sarcasm and humour
might use it as a coping mechanism to not become overwhelmed by the many risks that come with
COVID-19. In that way, they might persuade themselves not to be afraid of what everyone else is
showing their insecurities towards. Several studies show that humour has the ability to reduce fear
and anxiety and, in that sense, keep the spirit up during times of crisis (Gordon 2020). However, one
might also argue that these respondents have, in fact, not even considered the behaviour in question.

For us to analyse their behavioural beliefs, we need evidence that they have considered if a trip to a
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physical store during the pandemic will provide them with a positive or negative outcome. For exam-
ple, if we look at the respondent saying, “I’ve been buying more wine” (Appendix 2.7), it is evident
that he/she has not given much thought to all the other consequences we have seen considered by the
majority of our respondents. Therefore, it is difficult for us to determine this respondent's behavioural
intention as it does not seem as if this respondent has made any changes because of the pandemic and
the associated dilemmas. Despite this, we do argue that this respondent, as well as the person buying
more takeaway, has made changes to their grocery shopping behaviour. The pandemic might not have
had an effect on if the person buying more wine intended to visit a physical grocery store or not, but
it has had some kind of effect on his/her grocery shopping patterns. Buying more takeaway and wine
during a pandemic might indicate that these respondents, despite the fact that they feel indifferent and
calm about the whole situation, have had a bigger need for self-care and self-pity as the lockdowns
might have imposed a greater impact on their behaviour than they think. In times of crisis, things such
as alcohol and junk food being delivered right to your door have the ability to contribute to ‘short-
term happiness’ or to simply add a ray of comfort in a somewhat abnormal everyday life (Bakaloudi

etal. 2021).

The reason for including the respondent saying, “More takeaways” (Appendix 2.7) was to underline
the difference between this respondent and the ones from our first theme of anxiousness and uncer-
tainty. Unlike the respondents from theme one, this respondent seems to have a very low perceived
behavioural control. We base this on the fact that he/she does not seem to even bother with the weekly
trip to a physical grocery store. This might mean that the respondent has determined that either per-
sonal or environmental factors could possibly hinder his/her attempt to carry out the behaviour of a
pleasant trip to the store. Therefore, this respondent has no control over the situation, and the intention
to even try is, therefore, non-existent. Thus, why it is much easier to sit back and have takeaway
delivered to the door. Furthermore, studies show that the lockdowns are, in fact, making us feel ex-
hausted, tired, depressed and sad as we have been forced to spend more time at home (Smith 2020).
Therefore, some people might have no motivation to live an everyday life as they would do before

the coronavirus outbreak.

4.3 The Elaboration Likelihood Model

On the basis of our thematic analysis, the following chapter will analyse the underlying thought pro-

cesses of our respondents’ attitudes and behaviours through the Elaboration Likelihood Model. The
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analysis is going to illuminate the cognitive processes we see in our two major themes, “Anxiety and
uncertainty” and “Calm and indifferent”, in order to investigate which route to persuasion the re-

spondents under each theme has undergone.

As established in section 2.3.2, The Elaboration Likelihood Model states that there exist two routes
to how people process a message or communication. As the case presented in this thesis concerns
grocery shopping during the COVID-19 pandemic, we work from the standpoint that the respondents
have been exposed to the message of the new restrictions and rules in UK supermarkets. Therefore,

this analysis will be based on the respondents’ thoughts in terms of processing this information.

As the theory suggests, the first step to analyse how an individual processes a message is to look into
whether or not they have the motivation and ability to do so. Here, the theory argues that individuals
are high in involvement when they perceive an issue as personally relevant, however, they are low in
involvement when they believe that an issue has little or no impact on their personal lives. Therefore,
if we look into the first theme of the thematic analysis, one can discuss that the respondents that are
anxious and uncertain hold high involvement together with the ability to process information that,
hereby, makes them capable of influencing action based on the processed information. Thus, we argue
that the respondents of the respective theme are taking the central route to persuasion in terms of
processing information regarding the restrictions that the pandemic has brought with it. This is evi-
dent, as they have made choices on the basis of the message they have received. Here, we, for exam-
ple, saw that some of the respondents had made the choice to only visit physical grocery stores once
a week, and others chose to more or less purchase their groceries fully online. Based on this, we argue
that these respondents had determined that the new restrictions would have a huge impact on their
personal lives as most of these decisions were made to avoid getting infected with the coronavirus.
Therefore, they are also more likely to engage in more issue-relevant thinking concerning the differ-
ent arguments for and against, for example, grocery shopping in physical stores during the pandemic.
The theory suggests that if you are highly involved, you would also start digging for more information
on the issue. However, with the case of the respondents being anxious and uncertain, we argue that
they have probably not looked into if, for instance, social distancing is a good measure against getting
infected with the coronavirus. The reason that we still argue that they have taken the more central
route to persuasion is, however, because we still find that they have had a systematic way of thinking.

These respondents were determined to make a decision based on the message they have received and,
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therefore, they have considered the information presented to them by the government, looking for the
best possible way to still find it ‘okay’ to visit a physical grocery store. We mentioned in the thematic
analysis that the majority of the respondents under the theme “Anxiety and uncertainty” had full
control over their behavioural performance. This is also something that indicates that they have un-
dergone a central process as it shows us that the respondents have really thought the decision through

to the point where they, again, are in control.

However, if we look into the second theme of the thematic analysis, one can argue that the respond-
ents that are calm and indifferent hold low involvement as there does not seem to be many personal
or external factors that have influenced them in their daily actions in relation to shopping for groceries
in physical stores. Thus, we argue that the respondents of the respective theme are taking the periph-
eral route to persuasion in regard to processing information about the restrictions caused by the pan-
demic. To support our findings, we can draw examples from the thematic analysis where we, for
instance, saw that some of the respondents were visiting physical grocery stores more often as it is
one of the few things that are still allowed during lockdown. On the basis of this, we, therefore, claim
that these respondents may not have considered how or if the restrictions and risks that come with the
coronavirus would have an impact on their personal lives. Thus, they are not likely to engage in issue-
relevant thinking in regard to grocery shopping in physical stores during COVID-19. Moreover, we
find it interesting how these respondents also were the respondents that provided us with the least
elaborating data and the shortest answers. We find this to be another indicator of their peripheral
processing as if they had thought about arguments for and against physical grocery shopping during
the pandemic, we anticipate that they would have let us know their thoughts and their reasons for
making these decisions. They ticked “yes” when asked if their grocery shopping behaviour had
changed due to COVID-19, however, the elaborating answers such as “I’ve been buying more wine”
shows us that they, in fact, have not made that major changes and because they answered our survey
with an attitude that is neutral and somewhat frivolous, it shows us how these respondents rely on
mental shortcuts and peripheral cues trusting individuals with high credibility such as the British

government.

4.4 Sub Conclusion

In the thematic analysis, we, first and foremost, established that we had found two distinctive themes

that best describe the attitudes UK consumers hold towards grocery shopping during the COVID-19
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pandemic. The first theme we looked into concerned an attitude of anxiety and uncertainty and
showed us that the respondents within this theme, in general, hold a negative attitude toward the
behaviour of going to a physical store to purchase groceries. Furthermore, through their answers, we
found it hard to determine the overall segments’ behavioural intention, however, through our four
sub-themes, we could determine that there were, in fact, different levels of behavioural intention
among the respondents which, among others, were seen in their decisions regarding grocery shopping
during the pandemic. The first sub-theme we generated concerned the respondents who hold a strong
intention to only visit physical groceries stores once a week. Here, we concluded that this segment
was a good example of how a strong intention can cause behavioural change as we saw that they,
despite feeling risks of grocery shopping at a physical store, still continue to do so, but through a fully
controlled behavioural performance which is evident in their very goal-oriented behaviour. Sub-
theme number two represented respondents who we determined did not have the same ability to hold
full control over their behavioural performance. Here, we concluded that these respondents’ behav-
iour was more likely to be affected by external factors. Our generated third sub-theme revolved
around respondents who were concerned about the health of others. We argued that these respondents’
attitudes had been influenced by social normative pressures and, therefore, changed their behaviour
accordingly. The fourth and last sub-theme were generated through the respondents that were fully
committed to online grocery shopping. We found that this segment was different from the others as
these carry such a strong attitude of anxiety and uncertainty that they made a huge behavioural change
because of it. Moreover, we concluded that these respondents were the segment that seemed to be
influenced by a lot of different factors, thus why we argued that their change in behaviour was more

extreme than the others.

The second major theme that we generated revolved around respondents who showed us a calmer and
more indifferent attitude towards grocery shopping during the pandemic than the respondents within
the first theme. Within this theme, we were able to draw comparatives from theme number one by
showing a group of respondents who were carrying a somewhat neutral attitude towards the corona-
virus and grocery shopping. Therefore, we determined that these respondents had a more positive
attitude towards the behaviour of visiting a physical grocery store. Here, we also generated two sub-
themes that represented the respondents' behaviours. The first sub-theme revolved around respond-
ents who were visiting physical grocery stores more often. We argued that the reason for this could

be because of boredom and loneliness, but we, furthermore, also found it interesting how external

70



Study No:
20167436
20164100

factors such as other customers’ ability to follow the COIVD-regulations were important to these
respondents. The second sub-theme concerned respondents who showed a sense of humour and sar-
casm in regard to the pandemic. Here, we argued that the respondents might use it as a coping mech-
anism to reduce fear and anxiety. However, we also argued that their way of expressing themselves
could be due to the lack of consideration. Lastly, we argued that the respondents within the last theme,
unlike those from theme number one, had a low perceived behavioural control. This we determined
based on the fact that they did not bother to arrange weekly trips to the grocery store and that it might
be easier to have takeaway delivered directly at the doorstep. We argued that this might be because
the COVID-19 pandemic has made people lose the motivation to have a normal everyday life when

nothing during the pandemic has been ‘normal’.

In the analysis of the Elaboration Likelihood Model, we learned that the respondents who were anx-
ious and uncertain had taken the central route to persuasion as we argued they held high involvement
in regard to processing information. Furthermore, we based our finding on the fact that these respond-
ents had made a specific change to their grocery shopping behaviour. Lastly, we determined that they,
based on their actions, engaged in issue-relevant thinking despite not necessarily having been search-
ing for information, for example, on social distancing. Furthermore, we learned that the respondents
who were calm and indifferent had taken the peripheral route to persuasion as we argued they hold
low involvement due to lack of interest in personal or external factors in regard to the pandemic. We
determined that they did not engage in issue-relevant thinking as they did not show any sign of con-
sidering the restrictions and the risks that come with the coronavirus. Lastly, we supported these
findings by the fact that they were the respondents who provided us with the least elaborating answers

hence, we argued that they hold an attitude of being somewhat neutral and frivolous.

5.0 Reflection on our Master’s Thesis

Before we are going to present our conclusion of this master’s thesis, we have found several elements
that we find relevant to discuss and comment on for the receiver to obtain a greater understanding of
the overall research process and findings of this thesis. In order to provide the reader with the best
possible overview of our points of interest, the following section will be divided into subheadings

depending on the different topics that we will be discussing.
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Data Collection

When we reflect back on the research process of this thesis, there has been one particular element
which has made a significant impact on our overall outcome of this thesis. Namely, our data collec-
tion. As we have briefly touched upon, earlier in this study, the original idea of collecting our data
was to conduct in-depth interviews with UK consumers. This should have made the basis of a quali-
tative study in terms of understanding what impact the COVID-19 has had on UK consumers' atti-
tudes towards grocery shopping. However, as the pandemic evolved and restrictions got tightened,
the opportunity and ability to conduct this form of study became impossible for us and we, therefore,
chose to conduct a survey instead. Thus, we made the choice to use a mixed-method approach where
we could then combine quantitative and qualitative findings to gain further insight in regard to an-
swering our research question. We see a topic of discussion in whether the quantitative findings for
this study all have been significant to us as we, for instance, were not that interested in examining our
respondents across gender and age, but instead interested in further elaborating on the overall attitudes
we see among the respective respondents of the United Kingdom. However, we argue that the com-
bination of quantitative and qualitative methods has in fact been very helpful to us, as it contributed
to explore one of the most prominent findings for this study. Namely, we saw a discrepancy in some
of our respondents' perception of the overall pandemic and how it affects them and their grocery
shopping behaviour. Therefore, we believe that the overall outcome of this study might have turned

out to be better than our original idea of how we wanted to collect our data.

The discrepancy that we found in this thesis were the fact that the majority of our respondents an-
swered that they held a “keep calm and carry on” mentality towards the pandemic in general, however
when examining their grocery shopping behaviours during the pandemic, we saw that they, in fact,
showed signs of a more fearful and anxious attitude. We found that this attitude caused major behav-
ioural changes for our respondents and, with this in mind, we find it interesting and relevant to discuss
whether these new behaviours regarding grocery shopping is a permanent change or if the behaviour
will go back to ‘normal’ as soon as the global crisis is over? Furthermore, this sheds a critical light
on the findings of our analysis, as there is no denying that the COVID-19 pandemic is constantly
evolving and, therefore, this also brings us to a topic of discussion about whether our findings are

said to be reliable as well as applicable in the present stage of the pandemic outbreak.

Reliability and Application of our Results
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In our survey it emerged that the majority of the respondents of our survey felt anxious and fearful
about grocery shopping in light of the COVID-19 pandemic. This was also evident in how more than
half of the respondents believed that the behavioural changes they had undergone during the pan-
demic would still be in effect once the pandemic had subsided as they would continue to purchase
groceries online as well as visiting physical stores. However, since the survey was first distributed,
restrictions in the United Kingdom have been eased and society is slowly returning to ‘normal’ life
as before the pandemic (Gov.uk 2021b). Following this, some UK consumers have stated that despite
being happy about the ability to go out into public again after a year in lockdown, they are still expe-
riencing a sense of anxiety and believe that returning to ‘normal’ will be a difficult task. YouGov
reports that 49% of British citizens would find it hard to adjust back to the everyday life that they had
before COVID-19 but when asked at the beginning of the pandemic, 42% said that they would find
it easy (Welle 2021). Supported by these external sources, our findings of this thesis must be dis-
cussed to be reliable and applicable in today’s stage of the COVID-19 pandemic as both the sources
and our findings imply that UK consumers are carrying a rather anxious attitude towards grocery
shopping both during and amid the pandemic. Furthermore, one can discuss whether the UK consum-
ers have actually become more aware of their actual attitudes and feelings towards grocery shopping
in a time of crisis than they were in the beginning of the pandemic. We build this discussion on the
basis that our respondents answered one thing but then turned out to express something else and one
can, therefore, discuss whether they have become more aware of the seriousness of the pandemic
after undergoing lockdown and following restrictions for over a year. Moreover, it is arguable that
people have become more and more accustomed to living in a state of fear of getting infected with
the coronavirus, thus also of coming into close contact with strangers, in for example a physical gro-
cery store. Following this it can be discussed that it is no surprise that the attitude and feeling of

anxiousness and uncertainty is causing a somewhat lasting change in consumer behaviour.

Online Grocery Shopping

When we first began our master’s thesis, we, through our literature review, obtained the knowledge
that there has been an increase in online shopping since the pandemic outbreak. However, we also
learned that online shopping for many equals risk and uncertainty due to factors regarding data pro-
tection (Sheth 2020). We found this to be interesting as we learned that people also face risks when
grocery shopping during the pandemic as it could potentially mean getting infected with the corona-

virus (Sheth 2020). Therefore, when we first started conducting this thesis and collecting our data,
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we were originally interested in investigating whether consumers of the United Kingdom were expe-
riencing risks in both physical and online grocery shopping and whether the risk of online shopping
is diminished by the sudden risk of shopping in physical grocery stores. Therefore, our survey is also
divided into two sections: one regarding grocery shopping at a physical store and a second regarding
online grocery shopping. In both sections, we asked our respondents roughly the same questions. This
involved questions such as if our respondents were shopping more or less at either physical stores or
online and what the reasons thereof were. Our last section, furthermore, regarded if our respondents
experienced a risk by shopping online. Here, we believed that more respondents would have answered
“yes” and from that answer, we would have obtained more knowledge about the attitudes behind this
feeling. However, our findings show that only 5 out of 50 of our respondents answered that they
experienced a risk with shopping online. The table below shows a representation of our findings from

this question.

Do you experience a risk by purchasing groceries online?

20
18
16
14

12

Yes

No
10

Do not know

18-25 26-35 36-45 46-55 55+ 18-25 26-35 36-45 46-55 55+

Female Male

Table 9: Risks in online grocery shopping

Source: Own creation based on data set

74



Study No:
20167436
20164100

Our findings show us that the majority of people answering are young adults. Therefore, we question
why this age group seems to find no risk in online shopping. It can be discussed that because young
adults in the age-group of 18-25 grew up in a globalised society, where the internet and technology
has had a particular influence on them already in their childhood, they might not experience any risks
with online shopping. Already at a young age, young adults of today’s society have been used to
ordering clothes and other items online and, the shift to online grocery shopping because of the
COVID-19 pandemic might not have been that big of a behavioural change to them (Southern Phone
2018). Based on these findings, we find it relevant to discuss whether our data collection has been
adequate. We did not obtain enough data for us to answer the question of whether the risk of online
shopping is diminished due to the sudden risk of visiting a physical grocery store because of the
COVID-19 pandemic. This can, therefore, be argued to be a source of error, as we did not necessarily
have in mind when creating our survey, that we primarily were going to distribute it through survey
exchange groups on Facebook. Hence, we did not take into consideration that the decision might have
meant excluding answers from an older segment which one can argue might be more prone to holding
a sense of risk and fear toward shopping for groceries online as they grew up in a time without easy
access to the internet and they are often said to be reluctant about trying new technologies, precisely
because they are not used to it (Southern Phone 2018). Here, we therefore see a topic that is worth
taking up for further investigation and research, as the topic of discussion still stands if an older
segment of consumers would have provided us with totally different attitudes regarding the shift to

online grocery shopping.
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6.0 Conclusion

To complete this master thesis, we are in the following section going to conclude on our findings and

answer our research question:
How does the COVID-19 pandemic affect UK consumers’ attitudes towards grocery shopping?

Through the analysis of our statistics, we detected more than one attitude towards grocery shopping
during the pandemic. In general, we saw that the majority of the respondents within our survey had
an anxious and uncertain attitude towards the pandemic. This was especially interesting as we also
found a rather significant contradiction between our respondents’ overall attitude towards the general
phenomenon of the COVID-19 pandemic and their grocery shopping behaviour. Namely, it was con-
cluded that the respondents generally showed behaviour that was performed on the basis of an anxious

and uncertain attitude rather than a calm attitude as they otherwise primarily had stated.

We further examined this in our thematic analysis through our two generated themes, which were
concluded to represent the two most significant attitudes found within our respondents’ elaborating
survey answers. Within the analysis of theme number one, it emerged that our respondents showed
several different behaviours despite the fact that they held the same overall attitude towards grocery
shopping during the pandemic. Despite having a fear of getting infected with the coronavirus, all
respondents within the first theme showed different reasons to why they have obtained that feeling.
Therefore, we concluded that there existed different sub-themes within theme number one which each
represented a different behaviour of grocery shopping during the pandemic. We concluded that the
sub-themes represented respondents who strived to maintain control by limiting their grocery shop-
ping at physical stores to only once a week. Moreover, others were heavily impacted by external
factors which affected how they carried out the actual shopping behaviour and some determined that
the best way to avoid getting infected with the coronavirus was by fully committing to purchase their
groceries online. Within theme number two, we, however, concluded that the respondents portrayed
an attitude that was completely different from the respondents within theme number one. This was
due to their exceedingly different way of approaching the survey questions which namely showed us
an attitude that was calm and neutral. Here, we further concluded that there, within this theme, also

existed sub-themes which represented respondents who were, in general, holding an attitude of
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humour and sarcasm and respondents who seemed to not have given the subject of grocery shopping,
during a pandemic, much thought. On the basis of our findings of, respectively, the descriptive sta-
tistics and thematic analysis, we by the use of The Elaboration Likelihood Model found that the re-
spondents within the first theme generally had opted for the central route of persuasion. This we
concluded based on their systematic way of thinking which showed us that they had made significant
changes to maintain control over their behaviour. However, we concluded that the respondents who
generally held a neutral attitude in regard to the pandemic in terms of shopping for groceries at phys-
ical stores, opted for the peripheral route to persuasion. This we concluded based on their rather friv-

olous way of thinking.

We thereby conclude this master’s thesis by stating that the COVID-19 pandemic has greatly affected
UK consumers’ attitudes towards grocery shopping, as we have seen clear evidence that the corona-
virus has created uncertainty and anxiety among the majority of the respective UK consumers who
answered our survey. We conclude that this has impacted their overall grocery shopping behaviour
as most of our respondents, based on the uncertain and anxious attitude, have made major behavioural
changes. For example, only visiting a physical grocery store once a week, conveying fully to online
shopping or have given thought to the well-being of friends and family. Therefore, we conclude that
it is only a minor percentage of the respective UK consumers who do not hold the attitude of being
anxious and uncertain. Thus, it is evident that the COVID-19 pandemic has a huge influence on peo-

ple’s actions and attitudes in even the most ordinary daily routines.
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