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Abstract                                                                                  

E-commerce is developing every day with fast growth on the Internet. There have been 

speculations that the online dominate offline up to the point where in the future, offline will 

move to online, and as a result, the offline shopping spaces will be obsolete. Therefore, this 

thesis aims to conduct a study to determine the impact of e-commerce on physical stores in the 

clothing industry and grocery sector. A qualitative study using a survey tool for data collection, 

where a five-point Likert scale was used to estimate the factors influencing consumers 

shopping in online and offline spaces. The study used a comparative and abductive approach, 

in which the findings obtained online were compared to that of offline, and the analysis of the 

findings was connected to the literature review in the theoretical discussion. The study reveals 

no drastic impact of e-commerce on physical stores; instead, several factors influence 

consumers to shop in offline and online environments. This implies that consumers will decide 

to select their shopping environment based on their needs at that time, shopping experiences, 

convenience, latest trends, prices & discounts on the products, and more. Therefore, the study 

suggests that managers in both industries be involved in a hybrid business that offers its 

products and services online and offline. Also, these managers should carry out marketing 

strategies in these shopping environments to improve consumer experience and maximize their 

competitive advantage. 

 

Keywords: online environment, offline environment, shopping factors, clothing industry, 

grocery sector. 
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1.Introduction 

 

This chapter presents the research introduction, problem, and purpose of the study. An 

overview of the development of e-commerce and its consequences on physical stores. Then the 

research questions are set. 

 

In the past decade, people's shopping habits have changed drastically. Ecommerce is 

continuously blamed for most of the impact on the retail environment. The physical presence 

has decreased, especially in some industries, but this does not imply people are shopping less. 

Instead, we can relate it to a change in consumers' shopping behavior and their way of shopping. 

Besides shopping from retail stores, consumers also shop over the Internet. As digitalization 

continues to progress, it becomes hard for many traditional retail owners. This e-commerce 

growth leads to a decrease of customer loyalty, leading to a drop in revenues in these physical 

stores. E-commerce's continuous rapid growth has influenced some retailers to have an online 

presence to meet its prospect’s customers. Companies in most industries are becoming hybrid, 

and it is widespread. By offering several channels, retailers are trying to reach more consumer 

segments and create synergies such as the stores act as billboards for the brands meanwhile 

catalogs provide reminders for the customers to buy and the Internet provide an ever-present 

storefront (Avery et al., 2013).  

According to Bureau, U.S Census Data report (2020), 90 percent of retail sales happen in 

physical/offline locations. Despite online sales overgrowing, many consumers prefer buying 

from physical retail spaces. E-commerce being the fastest growing shopping environment, 

brands are still continuously opening physical spaces. Online brands such as Amazon are 

coming offline and opening physical stores. Despite e-commerce overgrowing, the value is still 

in physical stores. Right now, physical stores have the opportunity to get back its importance 

over internet stores. As people are yearning during the pandemic to get out of the house, 

strategic retail locations will become a destination once again for consumers to interact with 

brands more meaningful and impactful (Kyle Jeffery, 2020). Physical spaces are very good at 

cultivating meaningful and direct relationships with customers, which is impossible through 

digital spaces. 

 

 



 

6 

1.1 A History of Ecommerce   

 

We live in the age of digital innovation where the biggest store in the world does not have a 

physical store. E-commerce has been a topic of debate around the world, most especially in 

recent times. Internet shopping is freeing customers from having to shop from physical shops 

in person, changing people's everyday lives (Ming-Sung Cheng et al. 2009). E-commerce is 

defined as the use of electronic networks such as the Internet and as a distribution channel. 

(Kardaun,1999) defines e‐commerce as dependent on digital communication and information 

technology. Ever since the Internet came in 1995, e-commerce has constantly been developing 

with its fast growth. The Internet assists most business transactions and aids businesses in 

interacting with their customers (Al-Natour et al., 2011). E-Commerce has the following 

categories: business to business (B2B), business to customer (B2C), customer to customer 

(C2C), and business to government (B2G), and an online store will offer at least one of the 

above. 

With advanced growing technology, businesses seize the opportunity to strengthen cross-

border sales. For instance, in the European Union, tariffs are not imposed on products exported 

or imported from any of the member state countries (Diacon & Donici, 2011). According to 

(Jorge et al ., 2020), e-commerce revenue for cross-border travels within the European Union 

was worth €137bn in 2018, an increase of 13.4% compared to the previous year. The progress 

in digitalization is gradually becoming very hard for many traditional retail store owners. Retail 

shops have been around for a very long time, and they differ depending on the customs and 

traditions of the particular country. Trading began in the ancient times when sales were not as 

advanced as it is today. As time goes by, it has given room for stores to progress and improve, 

which has made it possible for retail stores to be found worldwide. Due to the increasing 

competition, many retail store owners have merged digital technology with their physical retail 

servicescapes.  

Online purchase has been growing remarkably over the years, and presently with the ongoing 

pandemic, it has given more opportunity for further growth. With this continuous rapid growth 

of E-commerce, all retailers will have no choice but to get on board by creating websites for 

their businesses to remain competitive in the retail environment. Despite the challenges from 

rising e-commerce, increased costs, and structural shifts, retail is not yet on its knees. E-

commerce continues to dominate in growth, but it is becoming evident that for many brands, 

retail spaces remain a key outlet for customers to interact with their omnichannel offer. 
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(Spotlight: Retail Revolutions – 2018 Outlook 2018). As earlier said, retailers have tackled the 

benefits and challenges the Internet has brought since its existence by merging the physical 

retail environment to the online retail environment to have several platforms to further interact 

with their customers. However, retailers with just retail spaces such as shopping malls are not 

far behind; they have paid more attention to strengthening the retail spaces' worldly standards 

and providing diversified up-to-date experiences and services in the shopping centers. It is a 

win-win spot for customers who shop in this environment (Michael E., 2014).  

1.1.1 E-commerce in the industries of the study 

Fashion Industry 

Internationally the Internet has been seen as a tool that promotes the growth of businesses. E-

commerce in the fashion industry is viewed as a successful means to expand business activities 

worldwide. However, retail spaces are seen by most fashion companies as an environment 

where they rely on in order to design and develop perfect shopping experiences for their brand. 

Despite how essential physical spaces have been over the years, e-commerce in the sale of 

fashion products has observed considerable growth. Recently, the growth of e-commerce has 

been connected with the covid-19 pandemic, which in an attempt to minimize the spread of the 

virus, physical stores have been shut down, forcing most businesses to have an online presence. 

According to a forecast report by Satish M, Susan W, Michael O & Sanjeev K (2018), the 

fashion market worldwide is estimated to reach $765 billion by 2022, which is a significant 

difference compared to the $281 billion in 2018. They note that 58% of the worldwide 

population did buy online in 2018, and about half bought either accessories, shoes, or clothing. 

Fig.1 in appendix 1 presents the chart of e-commerce fashion forecasts. 

Grocery Industry 

Many events have led e-commerce to penetrate the grocery industry in the retail environment, 

and ever since the Internet came into existence, many businesses that utilize the Internet for 

sales have grown significantly as the years go by. Statista (2018) wrote about how e-commerce 

sales in 2017 grew to $2304 billion, and it is estimated to keep growing to $4878 by 2021. 

More goods are being purchased online, and this is not due to customers being lazy but the lack 

of time to move over to physical spaces for shopping, and for most businesses, it is no longer 

if they should take the business online but how to get the business online. Nowadays, most 

products and, if not, all products are available online for shopping, and most offer very 
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captivating prices, which will make customers think twice before shopping on physical spaces, 

not to mention the accurate shipping methods provided by most stores online (Firebear Studio, 

2019).  

A European statistical agency outlines the statistics for the grocery stores online and what they 

came up with was how the rate of shopping groceries online is very far back compared to other 

industries online such as clothing, sporting items, household items, and travel goods. This can 

be seen in fig. 2 of appendix 1. In comparison to other industries, online groceries is one of the 

sectors which has not been significantly developed, and in 2017, only 5.5% of sales were made 

online on groceries (Global Data, 2017). Meanwhile, other industries such as clothing had 

18.9%, and house appliances had 10% on its purchase online. From that period till now, there 

has been a change. Another report by Statista (2018) states that in the year 2017, there were 

about 1,66 billion people who buy online globally, and that number is estimated to increase to 

2,14 billion by 2021. The online grocery sector will continue to grow due to the number of 

customers purchasing digitally. According to Global Data (2017), about 10% of groceries will 

be sold online by the end of 2021. 

1.2 Problem Discussion  

The thesis focuses on E-commerce and how it disrupts physical stores, specifically in the 

clothing industry and grocery sector. Digital business transformation is disturbing most 

businesses in almost all industries and not just the grocery and clothing sector. It does so by 

breaking barriers between people and businesses. Digital business transformation can be seen 

as merging up-to-date online technologies into businesses, leading to a fundamental change in 

the way organizations perform their activities. However, many businesses have found it very 

hard to keep up with the digital era because of their failure to hurriedly create and apply 

business strategies that adapt to the new digitalization, such as the bankruptcy of Blockbuster, 

which was a company that rents out movies (Hess et al., 2016). There is a continuous increase 

in online shopping in many European countries. The surge in internet usage because of how 

the security is greatly improved and how prices of products can be easily compared has 

influenced customers to shop from the comfort of their homes or wherever they find themselves 

irrespective of the time.  

In Eurostat (2020), the current coronavirus pandemic has forced consumers to remain indoors 

by distancing themselves socially, and with the high streets on lockdown, e-commerce will 
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thrive more and more.  According to them, the number of men shopping online is slightly more 

than that of women, but online shopping has significantly surged in the past years among all 

the age groups. The grocery retail industry is one of the industries disrupted by e-commerce, 

and it is gradually moving from traditional grocery stores to online grocery stores called e-

grocery. In the United States, the grocery industry is presently worth about $800 Billion 

(Sharma, 2019). From a past study, this move from physical stores to online stores is because 

online grocery shopping is more convenient and faster irrespective of the time or place 

(Morganosky M.A & Cude B.J., 2000). Nevertheless, the rate at which consumers and retailers 

in the grocery industry adjust to digital technology is prolonged compared to other industries 

like clothing (Ramus & Nielsen, 2005).  

Consumers are very reluctant to adjust to online purchases because they are afraid to receive 

low-quality goods (Chintagunta et al., 2012). Meanwhile, it has not been easy for grocery 

retailers to boost their strategy of making sure the perishable goods retain their quality while 

being delivered to customers, and this has brought up a fascinating question: Has the era of e-

grocery shopping finally arrived? (Anckar et al., 2002). Consumer behavior carries out a 

significant part in the disruption of the shopping environment. Consumers choose what 

environment they prefer shopping from, whether online or offline depending on the selected 

industry. According to Solomon (2004), consumer behavior examines the steps involved when 

individuals or groups choose to identify, buy, and utilize products or services that satisfy their 

basic needs and desires. According to Kardes (2002), consumer behavior is the study of how 

people or consumers respond to the marketing of products and services. 

This concept of consumer behavior is that many individuals purchased goods for the benefits 

obtained from the product. Sproles (1989) came up with a style that helps understand what 

consumer decision-making towards a product is all about. The concepts are perfectionist, 

conscious of the brand, conscious of fashion, hasty and negligent consumers, confused due to 

much variety, brand-loyal consumers, amused and self-indulgent shopping consciousness, and 

conscious of the price. With consumer behavior having a significant influence on the shopping 

environments, e-commerce can have a significant impact on physical stores or not. This will 

depend on which environment consumers choose to shop. Today fashion brands understand 

how important it is to be online, but some find it difficult to extend their values online, mainly 

due to the offline shopping environment, which attracts customers for several reasons (Keller, 

2008).  
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Despite the advent of multichannel retailing in fashion industries, past research has proved that 

the fashion retail environment is essential for customers. Recent research by Meena et al. 

(2018) proves that online and offline environments play an essential role in the fashion 

industry. However, the growth of e-commerce results in a decrease in revenue due to limited 

consumers purchasing from physical stores, and also, customers still have the opportunity to 

browse online on clothing sites even when they are in physical retail spaces.   

1.3 Purpose  

The overall purpose of this thesis is to determine the impact of e-commerce on physical stores 

in the fashion industry and grocery sector. There have been several interpretations of the 

situation occurring, which proves the online environment dominates the physical environment. 

It has been forecast that physical store sales will gradually transfer online, which will cause 

physical shopping spaces to go obsolete (Hortaçsu & Syverson, 2015). Most prior research has 

laid a focal point on the influence of e-commerce generally, and regarding consumer behavior, 

researchers have focused basically on recognizing essential factors of customer awareness and 

acceptance of e-commerce generally and not industry-specific. Over the past months, the 

Covid-19 pandemic has forced retail shop owners to close their stores in the meantime in order 

to minimize the rapid spread of the virus. Within these difficult times, retailers have decided to 

move online to meet sales through promotions (Nguyen et al.,2020).  

This pandemic has forced most people to shop from the comfort of their homes. This has 

influenced the study to find out how much of impact e-commerce has on retail stores. Some 

companies are swayed by the fact that physical shops are still the best way to engage with 

customers. The authors have narrowed down their research by comparing two industries which 

are food and clothing. This thesis will give businesses in these industries a better understanding 

of consumer buying behavior and attitude towards E-commerce and physical stores. Thus, 

determining the influence of e-commerce on physical stores. An abductive approach is used, 

and the data collection method is through a survey tool using a qualitative method. The use of 

online surveys is a convenient and accurate way of data collection, providing an excellent 

response rate due to its ability to be shared easily via emails and social media platforms. The 

survey is designed to collect data from people from the age range of 18 to 63 years old, both 

male and female, as it is vital to capture responses from different demographic groups. 
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1.4 Research Questions  

In order to address the issue presented, the authors asked the following research questions; 

i) What is the influence of e-commerce on physical stores? 

ii) What factors influence consumers for shopping online or offline (physical store)? 
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2. Literature Review 

 
This chapter looks into the literature of significant studies concerning the research questions 

and thesis topic, which will assist in constructing the analysis. 

 

2.1 Digital transformation of Organisation 
 

According to Colber et al. (2016), IT technologies are an important element for the business 

organization structure in the age of globalization. The development of modern technology has 

made organizations face new & significant challenges. The present age of ubiquitous 

computing began in 2013; communication and networking technologies dominate businesses 

and more strongly bind the technology and people than ever before. Revolutionary innovations 

such as mobile applications and virtual reality diminish traditionally known barriers between 

physical and virtual worlds, leading to vast networks of humans, devices, and objects 

(Schwarzmüller et al., 2018). Digitalization's economic and social impact is still a work in 

progress, as traditional businesses assess the potential consequences. Modern businesses are 

approaching the market in a new manner these days, primarily by creating and providing digital 

goods and services, allowing them to connect with customers.  

Moreover, it is noticed that digital technologies improve companies in operating their 

businesses faster and at a lower cost (Sambamurthy et al., 2003). The concept "digital 

revolution" does not only apply to digital technologies but also to the concept that digital 

technology helps people by overcoming conventional challenges. They tend to prefer this 

digital solution over the traditional one (Patel, 2019). For many executives, the terms 

digitization and digital transformation are interchangeable. The issue is that even the providers 

often use ambiguous definitions of terms resulting in a buzzword that is merely used for 

marketing purposes (Talin, 2019). Digital transformation is, in fact, industry restructuring. 

Many use the concept "digital market transition", which is more precise because it emphasizes 

the business elements of the transition. The following factors influence/drive digital enterprise 

transformations: company strategy, technological innovation, Consumer behavior, and 

perceptions, as well as external environmental influences, are also variables to consider 

(Gilchrist, 2018).  

The process of transforming anything into a digital form is known as digitization. In 1954, the 

word "digitization" was introduced (Dictionary, M. W., 2019). Companies must fully adopt 

digitalization to retain their competitive advantage by maximizing the use of cutting-edge 
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emerging technology and integrating technology as core components of their development 

strategies (Vermesan, O., & Bacquet, J., 2017). “Digitalization” or “to digitalize” is defined as 

“the use of digital technology to change a business idea to develop new sales and value-

generating opportunities; it is the process of transforming to a modern business (Schreckling 

& Steiger, 2017). Using current information and computing systems, digital transformation 

entails doing things differently and creating a new business model. Although digital 

transformation is a newer and easier-to-understand phrase, it still causes semantic confusion. 

Digital transformation tries to overcome the terminological uncertainty by taking an umbrella 

role that includes digitization and digitalization as constituent components and views them as 

small but vital steps in the overall digital transformation of an organization. 

2.2 Digital disruption of retail and E-commerce 

Since the mid-2000s, when the Internet became a legitimate option for consumers, e-commerce 

has developed at an astounding level (Szolnoki et al., 2016). The Internet has a significant 

effect on humanity and prompts a modern age where almost everyone and everything is online 

(Navimipour & Zareie, 2015; Nguyen & Simkin, 2013; Saberi & Ekhtiyari, 2019). Currently, 

e-commerce provides innovative and efficient tools for online shopping. As a result, online 

shopping becomes an energy-efficient activity wherein the consumers have a vast number of 

alternatives without relation to geography (Chuan et al., 2018). For more than a decade, e-

commerce has seen exponential growth. As of the most recent eMarketer forecasts, worldwide 

B2C e-commerce revenues will increase by 20.1% in 2014, achieving $1.500 trillion 

(eMarketer, 2014).  

The ongoing e-commerce study recognizes that cognitive and affective online experiences 

relevant to shopping websites influence online consumer loyalty and purchase intentions (Rose 

et al., 2012). For example, convenient access to information or a simple transaction. 

Furthermore, the quality of the product and service and the price influence online customer 

satisfaction.  As per market research firm Mintel (2012), the most effective method for 

consumers to buy new clothes is in stores, and according to studies, the overall number of hours 

people spend during shopping has decreased (Chu & Lam, 2017). Some authors point the finger 

squarely at e-commerce for the current state of affairs. (Fashion Online, 2012). One of the 

biggest obstacles to purchasing fashion online is a lack of experiential information (Merle et 

al., 2012) and physical interaction with the product. 
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Nowadays, more and more products are bought online. It is not due to our laziness but rather 

to a lack of time and a general question of practicality. Many of us would think twice about 

going shopping today, particularly when we do not have much time or do not want to go outside 

because of the quick shipping and wide range of goods available online at attractive prices. 

While logic would imply that retailers' ability to communicate and build brands online has led 

to more concentrated and impactful physical store identities, the ability of retailers to 

communicate and build brands online has led to more focused and impactful physical store 

identities. Some argue that discussing brick-and-mortar versus online channel competition in 

either/or terms is insufficient and that the most viable model for the future is a hybrid of the 

two (Donegan, 2000). Others forecast a market split with lower margin, lower involvement 

goods (such as produce) sold primarily through online channels, and higher margin, in-store 

experience goods (such as clothing) sold primarily through store channels (Hickins & 

Michael,2000).  

2.3 Consumer behavior 

A consumer is someone who owns or consumes products or services. The decision-making 

process for consumers starts when the buyer recognizes an unmet need, wish, or purpose. 

Necessities may be physical or psychological, and companies frequently try to satisfy all types 

of needs (Babin et al., 1994). A consumer's decision-making approach is determined by many 

factors, including cultural, social, personal, and psychological influences. Consumer behavior 

is influenced by 'cultural factors' in the broadest and most profound sense. The consumer 

purchasing process provides two valuable perspectives: the purchasing decision-making 

process of consumers and the variables that impact the buying process (Rowley, 1997). The 

Internet is changing people's buying habits all across the globe. It has developed into a 

marketing, shopping, and commercial business (Rowley, 1998). Compared to the past, the 

Internet has a more significant impact on people's everyday lives (Hess et al., 2016) 

The third most common online activity is online shopping (Li, N., & Zhang, P., 2002). After 

e-mail, instant messaging, and web browsing. Several factors influence consumers' online 

purchasing choices. Geographical scope, reduced mobility, tight deadlines, the popularity of 

substitutes, and the demand for exclusive products all impact customers' behavior and 

purchasing intentions on the Internet. The convenience and accessibility of online shopping are 

essential for most customers (Wolfinbarger & Gilly, 2001). The type of product or service 

influences online purchasing choices as well. One element that impacts this compatibility is 
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the lack of assistance and physical contact while shopping on the Internet. Another reason is 

the desire to feel, touch, smell, or test the material while shopping on the Internet. A person's 

reaction to a judgment action is influenced by three factors: prior experiences, the situation or 

past, and the stimulation (Helson, 1964). 

2.4 Retail and Consumer buying behavior 

Recent times have been the most competitive in the industry's history, specifically for 

conventional brick-and-mortar and mall-based stores (Isidore, 2017). The word "retail 

apocalypse" was coined to illustrate the mass initiation of many brick-and-mortar retail outlets 

in North America (Peterson, 2017). Although many of these shifts can be given credit for 

increased online sales, recorded customer expectations have changed buying behavior. This 

shows that a shifting customer with diversity is more attracted to non-traditional stores with 

greater customer engagement and experiences (Albinsson & Yasanthi Perera, 2012; Grewal et 

al., 2009: Morgan, 2017; Pantano & Gandini, 2018). The quick changes in the retail sector are 

aided by these new creative retailing techniques (Hristov & Reynolds, 2015; Pantano & 

Gandini, 2018). Customers do have a deep motivation to go shopping, so they want retailers to 

deliver more than just goods.  

They pursue dedicated in-store experiences compatible with their ethical and environmental 

beliefs, such as innovative product and service choices and mutual exchanges with other 

consumers (Sicola et al., 2016). Non-traditional retailers, on the other hand, have implemented 

a novel customer-centric approach (Deloitte, 2017), focusing on customer interaction and 

immersive interactions to boost product sales.  Customers' needs are met by non-traditional 

retail businesses, which generate one-of-a-kind experiences for their customers (Deloitte, 

2017). For instance, formats used in today's world, discount stores, fast food restaurants, 

supermarkets, convenience stores, and department stores are all examples of retail outlets 

(Deloitte, 2017). There has been the emergence of warehouse retailers, specialty shops, and 

hypermarkets. Consumer needs, habits, and behavior are all factors in the development of 

contemporary retail (Deloitte, 2017). 

Marketing channels such as retailing arise due to the external and internal forces of both the 

supply and demand sides (Coughlan et al ., 2001). The marketing channel encourages service 

outputs that consumers value on the demand side. Service outputs include larger quantities, 

physical convenience, waiting and shipping time, and assortment (Coughlan et al ., 2001). 
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Retailers should consider atmospherics, according to (Kotler,1974). Atmospheres and 

entertainment elements should be prioritized (Bloch et al ., 1994). According to Arnold and 

(Reynolds,2003), hedonic shopping motivations have received less attention despite 

entertainment as a retailing strategy. Furthermore, consumer behavior is influenced by personal 

attitudes, queue lengths, and other factors (Goodwin & McElwee, 1999). As a result, both 

measurable and abstract factors, such as employee personality, geographic region, and 

atmosphere, are critical for customer satisfaction.  

Supermarkets have an advantage over conventional stores considering the physical 

environment, ambiance, and other physical features, improving the infrastructure to draw more 

consumers. In addition, supermarkets provide Coffee shops and restaurants as examples of 

amenities (Nguyen & Simkin, 2013) 

2.5 E-commerce and consumer behavior 

Sales e-commerce can be divided into two segments: B2B (business-to-business) and B2C 

(business-to-consumer). Conventional retailers in physical stores have begun to consider e-

commerce due to the rapid increase in the number of consumers choosing online retailers with 

their shopping requirements (Devderea  & Toader, 2018). A recent Romanian study provided 

a new view on online consumer behavior (Sabou et al., 2017). This study looked into several 

issues that customers may face, including delivery times that are longer than stated, delivery of 

incorrect or faulty goods/services, theft issues with no adequate resolution was obtained, 

technological failure, and difficulty locating warranty information. (Goldsmith & Goldsmith, 

2002) research on e-commerce adoption adds helpful information.  

The study looked at internet access, past online shopping experience, how often they purchase 

online, how much they pay on internet orders, how likely they are to buy again, and how they 

feel about buying online. According to the findings of this research, online shoppers find online 

shopping to be more fun, safer, and faster than conventional shopping. Those who prefer online 

shopping have been more inventive and have a greater understanding of the Internet. Numerous 

surveys of online customer behavior have shown that perceptions toward the Internet and 

online purchasing are systematically linked to online purchasing activity (Eastlick & Lotz, 

1999; Goldsmith & Bridges, 2000; Katz & Aspden, 1997). Consumer behavior in looking for 

buying, using, reviewing, and disposing of goods and services that they believe would meet 

their needs (Schiffman, 2007).  
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These also involve decision-making procedures that occur before and after the operations 

above (Belch & Belch, 1998; Cavoski & Markovic, 2015; Schiffman et al., 2010). Focusing on 

the product form, the individual attributes of the customers, and the product's current state 

feature purchased, this procedure may vary. In general, consumers go through the following 

phases in their decision-making process (Engel et al., 1994): Issue identification, evidence 

processing, alternative assessment, purchasing judgment, and post-purchase evaluation. The 

procedure can vary depending on the circumstances. Specific stages may be skipped in some 

cases, but as decision complexity and product price rise, the likelihood of each stage being 

present rises, and the process lengthens (Engel et al., 1994). External and internal stimuli are 

often used to affect customer behavior. External factors are influenced by environmental 

influences, while consumers' minds typically influence internal factors (Cavoski & Markovic, 

2015). It was also indicated that when shopping, users had two kinds of motives: practical and 

non-functional (Cavoski & Markovic, 2015). 
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3. Methodology 

 
In this chapter, the research design and choice of the method are discussed in detail. The 

preferred approach is used in the collection of data and interpretation—accordingly, a 

description of how the material has been collected and processed. 

This thesis aims to provide a deeper understanding of the impact of E-commerce on physical 

stores focusing on the clothing industry and grocery sector. This thesis aims to answer are; 

what is the influence of e-commerce on physical stores between the clothing industry and 

grocery sector? Furthermore, what factors influence consumers for shopping online or offline 

(physical store)?  

3.1 Research Design 

This research has been designed according to the “onion model'' which was explained by 

(Saunder et al., 2009). The model has six layers, and they are as follows: philosophies, 

approaches, strategies, choices, time horizons, and data collection methods. The research 

designs are to assist the researchers in achieving the purpose of the thesis and answer the 

research questions or hypothesis accurately (Bell, E., et al., 2018). The research is qualitative 

but uses a quantitative approach for the data gathering process. There are different data 

collecting methods when it comes to quantitative approaches. Structured observations and 

interviews, surveys, and experiments are quantitative methods (Bell, E., et al., 2018). Since this 

paper is qualitative and uses a quantitative approach in the data collection, the researchers have 

decided to use a survey as a standardized data collection method. The same predetermined sets 

of questions are sent to correspondents. The paper will be resorting primarily to questionnaires 

as the data collection method, the reason being the limitation of the time and the area of interest 

is global in this case.  

3.1.1 Research Philosophy 

The research philosophy decides how the data has been collected, analyzed, and used to fit the 

specific research topic. The research philosophies which most researchers commonly use are 

interpretivism, positivism, and realism. Realism relies on how the human thinks independently, 

and this philosophy is solely based on the assumptions of developing knowledge by using some 

scientific methods (Saunders et al., 2012). The interpretivism research approach is when the 

researcher interprets the component of the research study. Equally, the researcher who uses the 



 

19 

interpretive approach presumes that to have access to realism, it can only be socially, such as 

language, awareness, and shared meaning (Saunders et al., 2012). In this case, the chosen 

research philosophy is Positivism. Positivism intends to generalize findings by discovering data 

and facts when observing a social reality (Saunders et al., 2016).  

This philosophy sticks to the view that just factual information obtained through observation 

can be trusted, and what the researcher does is only limited to collecting information and 

interpreting it in a very unbiased way. This means the research finding is not just observable 

but quantifiable (Saunders et al., 2012). They said that researchers could adopt some positivism 

characteristics, such as using data collected originally from interviews or questionnaires. The 

social reality in this thesis is consumers' motivation for online or offline shopping. It can be 

observed by gathering extensive data while conducting a survey.  

3.1.2 Research Approach  

Typically, it includes inductive deductive and abductive approaches. In an inductive approach, 

the researcher starts by observing, finding patterns, formulating hypotheses that guide the 

study, and finally coming up with its conclusions. On the other hand, deductive approach 

research comes up with theories relating to the research topic and then formulate hypotheses 

(Saunders et al., (2012). In this thesis, the researchers have used an abductive approach. An 

abductive approach is the mixture of the inductive and deductive approaches following a 

different process. The researchers have examined the literature and started with a social theory 

that they find compelling: the impact of e-commerce on physical stores. Then set research 

questions to limit the scope of the study. We move from a more general level to a more specific 

one and have done that by asking correspondents about the factors influencing their shopping 

online and offline. The researchers have used a survey method for the collection of data to 

answer the specific research questions. The data collected will use a comparative analysis 

between e-commerce and physical stores.  

3.1.3 Research Strategy 

A survey strategy was used for this thesis which consists of questionnaires. A questionnaire 

can be a broad term. There are instances where the answers of persons who respond to the 

questionnaire are recorded. Examples are in cases of face-to-face interviews or telephone 

interviews. (Bell, E., et al., 2018) describe questionnaire surveys as when respondents respond 

to surveys with or without the presence of the researchers. Also, the responses are more valid 
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when the researcher is not present to influence the respondent’s choice of answers. This 

research benefits from a large amount of data. Questionnaires were sent out through emails and 

various social media sites such as Facebook, Instagram, and WhatsApp. Individuals to whom 

the survey was sent were allowed to share it, which increased the number of responses. The 

amount of the distributed questionnaires was also influenced by the fact that the researchers 

had limited time to conduct the study.  

The questionnaires consist of more straightforward, simplified/close-ended questions which 

use the Likert-style rating scale, which gives the researcher various options to choose on the 

extent he or she is in accordance with a particular statement or not (Saunders et al., 2009). The 

five-point Likert-style scale ranges from 1 (strongly disagree) to 5 (strongly agree). In 

conjunction with the nature of the questionnaires, and by the means it was sent, it reached a 

considerable number of respondents. Furthermore, the respondents could answer the 

questionnaire digitally, which made this process easier and less time-consuming (Bell, E., et 

al., 2018).  

3.1.4 Data collection method 

There are two different data sources, primary and secondary data (Saunders et al., 2016). 

Primary data are research-specific, while the secondary is gathered from prior studies. 

Interviews, observation, focus groups, and other forms of direct data collection method which 

utilizes means of directly obtaining data at first hand are called primary data. Primary data is 

more research specific; however, the downside is the time and costs involved in data collection. 

The authors used a structured survey questionnaire as a means of primarily collecting data. The 

researchers used google forms to build the survey and were distributed through social media 

platforms and email. The sample size of the thesis is 65 people from the age range of 18 and 

above because it is important to get insights from correspondents who are of age and are in 

charge of their purchase decisions. Getting responses from different age groups was very 

important as they have different buying behavior towards deciding whether to purchase online 

or offline when it concerns clothing and grocery.  

A probability sampling technique that includes a random selection of who should be included 

was used in the thesis. The researchers used a snowball sampling technique to identify the 

target population. The snowball effect occurs when the participants of the research further ask 

other people they know to participate in the same study (Bell, E., et al., 2018). As earlier said, 
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the questionnaires were posted online via various social media outlets, which helped the 

researchers collect the required data, as their acquaintances and their network helped bolster 

the snowball effect. The questions stated in the survey are presented in the Appendix 2 section 

of this thesis. The first section of the survey begins with general questions about the 

participants: age, gender, nationality, location, marital status, residential status, education 

status, employment status, and disposable income. There was also a question about the 

correspondent preferred shopping method regarding clothing and grocery, and the options they 

had to choose from were either offline, online, or both.  

The second section of the survey consists of a general questioning of the factors influencing 

consumers (consumers motivation) shopping offline and online. The last section which is the 

third consists of the correspondents' view on shopping and their preferred shopping 

environment before the pandemic. Secondary data is a product of already studied materials. 

They mainly involve data obtained from government reports, newspapers, company websites 

etc. Secondary data is readily available for researchers to make use of. The secondary data used 

for this thesis was obtained from various scholarly journals, web articles, and blogs. The 

existing theories have been used to give readers an idea of what other researchers have written 

on the topic and how the findings align with the theories. 

3.2 Data analysis 

Data analysis is an essential process in which the collected data is put in order that is clear, 

comprehensible, and provides a conclusion for the researcher. Analysis of the data assists 

researchers in getting an insight into the topic, which helps understand the specific phenomena 

(Aaker et al., 2010). The data were analyzed and presented by using bar charts and pie charts 

from the Google survey. According to Bell, E., et al., (2018), diagrams are among the most 

accurately used methods of displaying quantitative data. The descriptive data, such as the 

demographic background, were compared among the different age groups, sex, and 

geographical area. The respondent's marital status, education, employment status, and income 

will be analyzed in detail. The data was presented using charts and tables. As mentioned earlier, 

a five-point Likert-style scale is used for most of the questions in the survey. The data analysis 

is content and comparative design. A comparative design here is when two or more things are 

compared to each other.  
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In this thesis, the clothing industry is compared to the food sector based on the respondent's 

responses, and the online shopping environment is compared to the physical shopping 

environment. From the comparative analysis of the retail environment and e-commerce 

between the grocery and clothing industry, the researchers concluded the influence of e-

commerce on physical stores in both industries. According to Bell, E., et al., (2018), social 

phenomena can be better understood when they are compared to two or more cases or 

situations. 

3.3 Reliability 

Reliability investigates if the measures of the concept are consistent (Bell, E., et al., 2018). 

According to psychologists, there are three types of consistency: over time consistency, internal 

consistency, and inter-rater reliability (Cacioppo & Petty, 1982). The researchers used internal 

consistency, which is how consistent people respond on multiple-item measures, and it can 

only be assessed by collecting and analyzing data. The researchers have used the above method 

by taking the correspondents' responses on the preferred online method of shopping and the 

preferred offline method of shopping, measuring it to the clothing industry, and the same was 

done to the grocery sector. A 5-points Likert scale measure is used for each question, making 

the 3rd point seen as neutral responses. The whole idea of reliability is to minimize any form 

of bias or errors in this research. The researchers sent questions to respondents to answer at 

their convenience, and reminders were sent to everyone and not just a specific group of people. 

Thus, all the respondents were treated the same. 

3.4 Validity   

According to Bell, E., et al., (2018), validity is when the results obtained from the data 

measurement represent what they are meant for.  There exist several types of validity. The 

researchers have decided to implement criterion validity. Criterion validity is “the extent to 

which people’s scores on a measure are correlated with other variables (known as criteria) that 

one would expect them to be correlated with. When the criterion is measured at the same time 

as the construct, criterion validity is referred to as concurrent validity; however, when the 

criterion is measured at some point in the future, it is referred to as predictive validity” (Paul 

et al., 2015). To put it into perspective, concurrent validity is well displayed when a test 

correlates to a measure that has been validated in the past. In this case, the results based on the 

pandemic Covid 19 and how it is impacting the correspondent method of shopping is a 
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concurrent validity. Meanwhile, results on the correspondent shopping method towards the two 

industries after the pandemic and its impacts on physical stores are predictive validity. 

3.5 Ethics  

Regarding the study's ethical approach, the authors did not mount pressure on the respondents. 

Instead, the respondents were told to answer the survey questionnaires in their free time. They 

were informed of the context of the study, how long it took to complete the questionnaire, and 

the number of questionnaires available in the survey. The respondents were also informed that 

the survey follows personal data protection, which means respondents' data complied with 

privacy laws and regulations that protect anonymity. Finally, they were told how the data 

collected from the survey results would be used only for analytical purposes of the phenomena 

under study.  The authors store the data collected from the survey using google forms. 

3.6 Limitations  

This thesis faced a few limitations. Firstly, to draw a perfect conclusion on the research topic, 

a mixed-method approach would have been the best. A mixed-method is using both qualitative 

and quantitative approaches for the collection of data. Interviewing managers in a hybrid 

company in both industries would have helped the authors have a perfect validity of the study. 

However, due to the covid-19 pandemic and its restrictions, it was difficult for the researchers 

to obtain these interviews.  

Furthermore, the reliability test would have been more accurate if the researchers used 

Cronbach's α, also known as the Greek letter alpha method, which is the most preferred method 

for testing internal consistency reliability. Also, the data was collected using convenient 

sampling, which can create much bias. In addition, the covid-19 pandemic has forced 

companies to go on a temporal lockdown which in turn, customers have no alternative rather 

than shop online. Due to this reason, the responses might be influenced by the pandemic.  

Also, the authors tried avoiding bias in the study by sending out an equal number of survey 

questionnaires to people located in both developed and less developed countries. After several 

reminders, more responses from respondents from less developed countries and very few from 

those in the developed countries. This has dramatically impacted the results of the findings. 

Lastly, the authors initially decided to achieve at least 100 responses for the study. 

Unfortunately, due to the time constraint, the authors could not wait for the responses from all 



 

24 

individuals the survey was shared to via social media platforms. For this reason, the authors 

were forced to move ahead with the responses available to meet up the thesis deadline. 
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4. Findings 

This section presents the findings which were collected from the survey. The data will be 

presented descriptively by using charts and tables.   

 

 

4.1 Number of respondents 

 

The authors sent the survey questionnaire to 100 people, out of which 65 respondents replied 

while the rest did not.  

 

4.2 Demographic sample 

Q1.  Age 

  

The chart below shows that most of the respondents making a total number of 43 (66.2%) are 

between 26 to 35 years old, followed by 18 (27.7%) being between 18 to 25 years old. The 

third of the total respondents, 4 (6.2%), is between 36 to 45 years old. The major part of 

respondents is the younger generations. 

 

 

 

 

 
  Fig. 1 

 

 

 

 

 

Q2.  Location 

 

The chart below shows the location of the correspondents at the time they answered the survey. 

Some of the respondents preferred not to share their location. 

 

 

 

 

                                         

 

 Fig. 2 
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Q3.  Gender  

 

Below shows an almost even response from both genders, despite the female respondents 

(53.2%) being slightly more than the male respondents (47.7%). Every single respondent was 

comfortable sharing their gender. 

 

 

 

 

 

 Fig. 3 

 

 

 

Q4.  Employment status  

 

The finding below shows most of the respondents are self-employed (43.1%), followed by 

those who are unemployed (27.7%), then we have those who are private company staff (16.9%) 

and lastly respondents who are civil servants (12.3%). 

 

 

 

 
  Fig. 4 

 

 

 

 

 

Q5.  Disposable monthly income 

 

Regarding disposable monthly income, it is the percentage after taxes. The results below prove 

(30.6%) respondents earn between 10-20%. Meanwhile (27.4%) of the respondents earn 

between 30-40%, and (19.4%) of the respondents earn below 10%. Also, (11.3%) of the 

respondents earn between 40-50%, while (11.3%) earn above 50% monthly.    

 

 

 

Fig. 5 
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Q6. Marital status 

 

In the data collected, the majority (81.5%) of the respondents are single, while (16.9%) are 

married and (1.5%) are divorced. 

 

 

 

 

 Fig. 6 
 

 

 

 

 

4.3 Presentation of research findings   

  

Q1. Frequency of the use of the Internet for shopping purposes 

 

Below shows that most of the respondents (46.88%) use the Internet very often for shopping 

while the other respondents (43.75%) occasionally use the Internet for shopping. Very few 

respondents (9.38%) never use the Internet for any shopping purpose. 

 

 

 

                                   

 

Fig. 7 

 

 

 

 

Q2.  Preferred Clothing and Grocery environment  

 

The fig below shows the respondents' responses to the preferred clothing environment 

compared to their preferred grocery environment. The authors noticed that shopping online for 

groceries and clothing (4.69% and 9.38%, respectively) had the least number of respondents 

who preferred this shopping environment. Regarding shopping offline, most respondents 

preferred shopping grocery (67.19%), followed by (37.50%) who preferred shopping for 

clothing. Meanwhile, regarding shopping in both environments, the majority (53.13%) shop 

for clothing while (28.13%) shop for groceries. This means concerning shopping for clothing, 

most of the respondents shop online and offline while shopping for groceries; the majority 

preferred offline only. 
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                                                       Fig. 8 

Q3. View on shopping 

  

The pie chart below shows the least respondents who agree to view shopping as a social activity 

only. Meanwhile, 38.5% of respondents agree to view shopping as a need-driven activity only. 

However, most respondents agree to view shopping as both a social and need-driven activity.  

                                         

 

 

 

 

 

 

 

 

 

    Fig. 9 

 

Q4. Preferred shopping environment before the pandemic 

 

It is observed below that the majority of the respondents preferred shopping environment 

before the pandemic was offline (physical stores), followed by 34.4% being both (offline and 

online), and lastly, 6.3% preferred shopping environment was online. 

 

 

 

 

 

 

      Fig. 10 
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Q5. Would maintain preferred shopping environment after the pandemic  

 

The pie chart below shows that most respondents agree they will maintain their preferred 

shopping environment even after the pandemic. However, 24.6% of the respondents were not 

sure, while 12.3% of the respondents rejected the idea of maintaining their preferred shopping 

environment after the pandemic. 

 

 

 

 

 

 

 

 

 

 

 
                        Fig. 11 

 

4.4 Factors that influence shopping  

 

The following section presents the comparative analysis of the factors which influence the 

respondents to shop online and offline. The same questions were asked for both online and 

offline shopping environments. The responses about online will be compared to that of offline. 

 

F1. I am attracted to discounts here 

 

The chart below shows that most respondents agree to be attracted to discount offline, followed 

by neutral ones. There is a tie between respondents who strongly agree to those who strongly 

disagree about being attracted to discounts offline. Meanwhile, most respondents were neutral 

regarding being attracted to discounts online, followed by those who agree and strongly agree.  

 

                                        

 

 

 

                  
            

 

 

                                   Fig. 1 

 

F2. I shop here because it is convenient 
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The figure shows that most respondents agree to shop online and offline because it is 

convenient, offline having more responses than online. All the other options had from 20% 

response and below.                              

 

     

 

 

 

 

 

 

 

 

                              Fig. 13 

 

F3.  I shop here because of a wide variety of clothing brands and products 

 

It is observed that more correspondents agree to shop online and offline because of a wide 

variety of clothing brands and products. This, therefore, means some fewer shoppers strongly 

agree and are neutral.  Disagree and strongly disagree had the minor response.  

 

 
                            Fig. 14 

 

F4. I shop here because of a wide variety of grocery brands and products 

 

The figure below shows that most respondents (63.79%) agree that a wide variety of grocery 

brands and products influence them to shop offline. Meanwhile, 55.38% of respondents agree 

that a wide variety of grocery products influence them to shop online. The responses for the 

other options are either 20% or below. 
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  Fig. 15 

 

 

 

 

 

F5. I buy here because I easily find whatever I need 

 

Fig 16 shows that 54.39% of the respondents agree that they shop offline because they can 

easily find whatever they need, and compared to online, 49.23% of the correspondents agree 

to this statement. Meanwhile, the respondents who are neutral regarding this statement for 

online and offline are 26.15 and 21.05%, respectively. The rest of the responses for the other 

options are below 20%. 

 

 

 

 

 Fig. 16 

 

 

 

 

F6. I get discounts when I buy here 

 

The chart below reveals an equal number of respondents who agree and are neutral regarding 

buying offline because they get discounts. For online, most of the respondents agree and are 

neutral to get discounts when shopping. Fewer respondents strongly agree, disagree, and 

strongly disagree with shopping offline and online due to discounts.  

 

 

 

     

 

  Fig. 17 
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F7. I like to shop here with friends and family’s 

 

The information in fig 18 exhibits 47.37% agreeing that friends and family members influence 

their shopping offline, followed by 28.07 being neutral and the rest of the options from 10.5% 

response and below. Meanwhile, 39.06% agree that friends and family influence their shopping 

online, followed by 23.44% who are neutral, the same number of respondents (15.63%) 

strongly agree and disagree, and lastly, 6.25% strongly disagree.   

 

 

 

 

 

                                

 

 

 

 

Fig. 18 

 

F8. I like to buy here to see what the latest trend is 

 

It is observed in the fig below that 43.08% of the respondents agree, and 24.62% are neutral on 

buying online to see the latest trends, while an equal number of respondents agree and are 

neutral to shopping offline to see the latest trend. Less than 30% strongly agree, disagree, and 

strongly disagree for both online and offline. 

 

 

 
     

                                  

 

 

 

 

 

 

 

                                   Fig. 19 

 

F9. I enjoy spending time shopping here 

 

Fig 20 reveals that the respondents who agree to enjoy spending time shopping offline are 

slightly higher than online. For respondents who are neutral on this statement, it is quite the 

reverse online is slightly higher than offline. The other options responses are less than 20% for 

both online and offline. 
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    Fig. 20 

F10. The view of the shopping environment here is attractive 

It is observed that the number of respondents who agree to this statement is almost the same 

for online and offline. The number of responses for each of the other four options is below 

20%.  

  

                                   Fig. 21 

F11. The prices here influence me to shop 

The fig below reveals a significant descending order of response in both shopping 

environments, beginning with agreeing to disagree strongly. In comparison, offline recorded 

more responses on strongly agree and neutral regarding this factor while online recorded more 

response on agree, disagree and strongly disagree.  

 

 

 

     Fig. 22 
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F12. Seeing and touching the product here is important to me 

The bar chart shows respondents who strongly agree and agree touching and seeing the product 

offline is important is higher than that of online. While the responses from the respondents who 

are neutral, disagree and strongly disagree with this statement online are higher than that of 

offline. 

 

     

 

 

 

 

                                          Fig. 23 

F13. I am able to accomplish what I plan to buy when I shop here 

Fig 24 reveals that 57.89% of the respondents agree they accomplish what they plan to buy 

when they shop offline compared to 55.38% for online. Each of the other option responses is 

below 20% for both online and offline.                                    

 

 

 

     

 

 

                                    Fig. 24 

F14. I like to shop here when it is for other people 

The chart below reveals 43.86% of the respondents agree they like to shop offline when it is 

for other people and there is a simultaneous decrease in response for neutral, disagree, and 

strongly disagree. While 32.31% of the respondents disagree with shopping online for other 

people, respondents who agree and are neutral to the above statement range between 25 to 30%.  

The number of respondents who strongly disagree with online and those who strongly agree 

with this statement for online and offline is below 10%. 
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    Fig. 25   
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5. Analysis 

 

This chapter presents the author’s analysis based on the data presented in the finding section. 

The authors compare the findings on environmental influences and the different industries. 

Also, the correspondents’ influences on online shopping are compared to that of offline 

shopping. 

 

5.1 Environmental influences on shopping 

According to fig 7 in the findings, most respondents use the Internet often for shopping 

purposes while others occasionally use the Internet for shopping purposes. This, therefore, 

implies that the respondents do some shopping either often or occasionally online. However, it 

is noticed still in fig 7 that out of the overall correspondent, few of the correspondents (9.38%) 

do not use the Internet at all for shopping and prefer just offline shopping instead. Fig 8 shows 

the comparison of the respondent's preferred clothing and grocery shopping environment. It 

was noticed that most respondents preferred shopping for groceries offline only, while for 

clothing shopping, the majority of respondents preferred both online and offline. The number 

of respondents who preferred online only for clothing shopping is higher than those who 

preferred online only for their grocery shopping based on fig 8. This implies that the 

respondents do not feel comfortable buying groceries online, unlike clothing.  

The authors observed that the data in fig 9 proves that people view shopping as a need-driven 

activity and a social activity. This means they love shopping individually and in groups as well. 

The respondents who view shopping as only a need-driven activity were more than those who 

only view shopping as a social activity. This means if they are to choose between shopping 

individually or shopping in groups, most people will prefer shopping individually rather than 

with friends or family. The authors decided to find out the respondents preferred shopping 

environment before the covid-19 pandemic. Based on the results shown in fig 10, most people 

preferred shopping through physical stores only while others preferred shopping in physical 

and online stores. The least respondents preferred shopping online only. Lastly, more 

respondents have agreed to maintain their preferred shopping environment after the pandemic, 

but others are not quite sure; meanwhile, few are confident of not maintaining their preferred 

shopping environment after the pandemic based on fig 11. 
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5.2 Personal factors affecting online/offline shopping 

In this section, the data collected from the offline responses is compared to online responses. 

The authors ask the respondents some factors which will influence them to shop in these 

environments. Looking at fig 12, the authors noticed that most of the respondents either 

strongly agree or agree to be attracted to discounts online/offline, and the least respondent 

disagrees nor strongly disagrees with this statement. The data showed that 55.38% are attracted 

to online discounts while 58.34% are attracted to discount offline. Meaning the percentage 

offline is slightly higher than that of online. The number of online respondents who were 

neutral to this statement was way higher than that of offline, the same as the respondents who 

were not in agreement with this statement was more offline than online.  

Also, the respondents shop both offline and online because it is convenient based on the data 

found in fig 13. According to these results, less than 20% of either online or offline respondents 

were neutral to this statement. A small number of respondents were not in accordance with this 

statement in both shopping environments. Comparing the two environments, respondents are 

attracted to offline stores' convenience more than online stores. Fig 14 proves most respondents 

are influenced to shopping offline and online because of a wide variety of clothing brands and 

products, despite online having more respondents than offline. Some respondents choose to be 

neutral to this statement, while a handful of respondents disagree/strongly disagree with this 

statement for both shopping environments. Meaning more respondents will shop online due to 

a wide variety of clothing brands and products available online compared to offline.  

Meanwhile, when it comes to the availability of grocery brands/products, fig 15 demonstrates 

that respondents who completely agree to this statement online (13.85%) had a slight increase 

than those offline (12.07), and for respondents who agree, it is the reverse as the percentages 

are 63.79 and 55.38 respectively. Online had more respondents who were neutral to this 

statement when compared with offline. For respondents who oppose this statement, offline 

recorded more respondents in comparison to online. This proved that respondents would be 

influenced to shop in physical stores more when compared to online stores due to a variety of 

the availability of grocery products/brands. In fig 16, the authors realized respondents buy 

online/offline as a result of finding whatever they need. However, offline recorded more 

responses in contrast to online. This implies people are shopping in physical stores more, due 

to them finding what they want to buy easily. 
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Another point to note is that fig 17 reveals an equal number of respondents agree and are neutral 

to shopping online due to getting discounts. For offline, more respondents agree and are neutral 

to this statement. Looking at the response of those who strongly agree, offline recorded more 

in comparison to online. While for those who oppose this statement, online recorded more 

responses to offline. This suggests that people buy offline beyond online due to the discount 

they get during shopping. Also, fig 18 shows 54.69% completely agree or simply agree to 

shopping online with friends and families, and 57.9% for offline. More respondents were 

neutral to this statement offline than online, while more respondents opposed this statement 

online than offline. This reveals that more people will prefer shopping with friends and family 

members in physical spaces instead of online.   

Furthermore, due to the availability of the latest trends, the respondents are more attracted to 

online shopping than physical shops, as shown in fig 19 in the findings. The responses from 

respondents who strongly agree and agree are way higher online in comparison to offline. 

Offline recorded more responses from respondents who were neutral and disagreed with this 

statement while online had more responses from people who strongly disagreed when 

compared to offline. Based on this analysis, we can assume the availability of the latest trends 

online influences more customers to shop in this environment. Looking at fig 20, 51.78% were 

recorded as respondents who agree/strongly agree to enjoy spending time shopping offline, 

while 50% were recorded online. Online had more neutral responses to this statement than 

offline, and offline had more respondents who opposed this statement compared to offline. This 

implies that more people enjoy spending time shopping in a physical environment than an 

online environment.  

It is observed in fig 21, online (58.46%) had slightly more responses compared to offline 

(57.89%) based on the respondents agreeing to the view of the shopping environments being 

attractive. Looking at respondents who strongly agree, offline (12.28%) recorded more 

responses than online (10.77). This implies more people found the view of the offline shopping 

environment attractive in comparison to the online shopping environment. Price is another 

factor that influences the respondents to shop, as shown in fig 22. The data reveals 61.54% of 

the respondents are influenced by the prices online, while 60.28% of respondents are influenced 

by prices in physical stores. This implies, more respondents will shop online due to the prices 

offered in comparison to offline. Also, about 36% of both online and offline respondents were 

neutral towards this factor, while this factor did not influence about 24% of responses for both 

environments.  
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Seeing and touching products is another factor that is important to the respondents, as seen in 

fig 23. The data proves that more respondents strongly agree/agree to shop in physical stores 

than online stores because they find it extremely important to touch and see the products before 

purchasing. Also, respondents who were neutral to this statement are more online than offline, 

same as those who were against. When shopping, customers love to make sure they accomplish 

what they plan to buy. The authors found out more respondents accomplish what they plan on 

buying when shopping offline than online, as found in fig 24. Comparing the handful of 

respondents who disagree/disagree entirely with this factor between the shopping 

environments, online recorded more offline responses. Some respondents were neutral to this 

statement.  

Regarding shopping for others, fig 25 shows that more respondents agree to shop for others via 

physical stores when compared to online stores. There is not much difference between 

respondents who completely agree online to offline. More respondents were recorded against 

this statement online in comparison to offline. About 28% online as well as offline were neutral. 

Therefore, most people will prefer shopping in physical stores when it concerns other’s needs 

and wants in comparison to shopping online.  
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6. Theoretical Discussion 

 

The findings and the analysis will be discussed based on the following theories: Digital 

transformation of Organization, Digital disruption of Retail & E-commerce, Consumer 

behavior, Retail & Consumer buying behavior, and E-Commerce & Consumer buying 

behavior. The chapter is divided into two sections, just as the analysis. 

6.1 Environmental influences on shopping 

Based on the analysis, respondents often use the Internet for shopping as presented in figure 7 

of the findings. From the findings, we can see that most respondents use the Internet for 

shopping purposes, which implies that internet usage plays a vital role in shopping. The Internet 

has a significant effect on humanity, where almost everyone and everything is online (Nguyen 

& Simkin, 2013; Navimipour & Zareie, 2015; Saberi & Ekhtiyari, 2019). It was concluded 

from figure 8, most people do not feel comfortable buying groceries online and will prefer 

shopping from physical stores, while for buying clothing, any shopping environment is a 

preference. This is possible due to better user experience on different online platforms when it 

concerns buying clothes. It can be related to previous studies, which presumes digital 

technologies improve companies' business operations faster and at a lower cost (Sambamurthy 

et al., 2003). According to Mintel (2012), it is appropriate that people prefer buying new clothes 

from stores.  

Also, the analysis proves the respondents see shopping as both a social activity and a need-

driven activity, as seen in fig 9. However, people still like going shopping with friends and 

families in physical stores, which cannot be achieved by online shopping. More still, fig 10 

proves that most respondents' prime choice of shopping before the covid-19 pandemic was 

physical stores while others prefer both shopping environments. The main reason for this is the 

lack of information available online (Merle et al., 2012) and the lack of physical interaction 

with the products (Retail week Ecommerce in Fashion, 2021). However, Donegan (2000) 

suggests that the best model for the future would be a hybrid model of online and offline. 

 

 

 



 

41 

6.2 Personal factors affecting online/offline shopping 

In Figure 12, there is no major significant difference in the number of respondents attracted to 

discounts online and offline. It was clear that when it comes to discounts, respondents 

purchasing decisions are for both environments. This is a new finding in relation to the 

collected theory. In Figure 13 and based on the analysis, respondents found offline shopping 

more convenient than online shopping. Meaning people are more shifted towards the overall 

shopping experience the physical stores provide. This buying behavior relates to the greater 

customer engagement and experiences retail stores have to offer (Albinsson & Perera, 2012; 

Grewal et al., 2009: Morgan, 2017; Pantano & Gandini, 2018). Customers have a more 

profound need for shopping in retail stores, and new creative retailing techniques deliver more 

than just goods (Hristov & Reynolds, 2015; Pantano & Gandini, 2018).  

The authors further asked if the respondents are influenced by the variety of clothing/grocery 

items online and offline. In Figure 14, the data indicate that online platforms over powers 

physical stores when it comes to clothing variety. This relates to innovative tools and efficient 

interface of online platforms, thus motivating the consumer to shift to online as this is the 

platform where the consumers have a wide variety of alternatives without any geographical 

restriction (Chuan et al., 2013). As mentioned in 2.5 of the literature reviews, consumers are 

looking for their product, buying, reviewing the product that meets their needs (Schiffman, 

2007). In Figure 15, the responses are for the availability of grocery brands/products. It 

indicates that people are attracted to the availability of products in physical stores. 

On the other hand, others respond in favor of online stores when shopping due to a variety of 

grocery products. Most of the responses prove offline stores influence people more to shop a 

variety of groceries. Based on the theory in 2.4, innovative products & service choices are the 

in-store experiences that drive consumers to retail stores (Sicola et al., 2016).           

More still, the respondents were presented with the statement, “I buy here because I easily find 

whatever I need.” More respondents prefer offline stores to find the product they need, as seen 

in Figure 16. This indicates the consumer's purchase decision being impacted by the variety of 

services, experience, and products the physical stores provide. Retailers have focused more on 

novel customer-centric approaches (Deloitte, 2017). Customer-centric focuses more on 

customer interactions and helps boost product sales. Therefore, customers quickly get 

information about the product offline when confused by the customer sales executive. This 
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service provided by physical stores has a positive effect on customers when buying in this 

shopping environment. 

In figure 19, the respondents preferred online stores when in search of the latest trends. The 

internet has become a vital option for customers, and e-commerce has developed at an 

outstanding level (Szolnoki et al., 2016). All this development has made it possible for 

consumers to see the latest trends over the internet. Again, respondents were asked if they found 

the “View of the shopping environment attractive.” From Fig 21, it indicates both online and 

offline shopping environments' view influences the consumers. However, online has slightly 

more respondents who agree, while offline has more respondents who completely agree. E-

commerce study recognizes cognitive and affective online experience relevant to shopping 

websites that influence online consumer loyalty and purchase intentions (Rose et al., 2012).  

On the other hand, offline stores provide various shopping experiences such as on-demand 

customer support, touch and feel the product (fig 23), comparing between products and other 

amenities such as in-store coffee shops or restaurants, etc. When shopping, customers make 

sure to accomplish what they plan to buy, and as shown in fig 24, more respondents can 

accomplish what they plan on buying offline.  
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7. Conclusion  

 
This section includes the conclusion based on the analysis and the managerial implications 

and suggestions for future research.  

 

There have been several assumptions that the online environment dominates the physical 

environment, and it has been forecast that physical store sales will gradually transfer online, 

which will cause physical shopping spaces to go obsolete (Hortaçsu & Syverson, 2015). The 

authors did this study to determine the impact of e-commerce on physical stores in the fashion 

industry and grocery sector.  

In order to realize this study, the authors asked the following research questions; 

i) What is the influence of e-commerce on physical stores? 

ii) What factors influence consumers for shopping online or offline (physical store)? 

 

The correspondents of this study use the internet very often for shopping, which explains their 

preference for shopping individually rather than with friends or family. However, they see a 

reason for shopping groceries in just physical stores, but when it comes to clothing, either 

shopping environment is acceptable. This implies that clothing retailers should maximize their 

competitive advantage by carrying out marketing strategies for physical stores and online 

stores. From the findings, it is safe to say that there is not a drastic impact of e-commerce on 

physical stores. Instead, several factors influence consumers to shop in offline and online 

environments. People make decisions and select the best shopping environment based on their 

needs, consumer’s experience, convenience, latest trends, prices & discounts on the product, 

and more. Both shopping environments have their advantages that influence the consumer's 

buying behavior, while retailers in these environments should work towards improving the 

consumer experience.   

 

7.1 Managerial implications  

 
Fig 7 shows people shop online often, and focusing on the study industries, customers prefer 

doing their grocery shopping in physical stores. This does not imply they do not shop for 

groceries in online spaces. In regards to Clothing, the customers shop either online or offline 

(fig 8). Exploring 5.2, which analyses the finding of the personal factors influencing customer's 

shopping, allows managers to better understand the factors that attract customers to shop online 
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and offline. Overall, the findings prove customers still find the physical environment as 

necessary as the online environment, and they will shop in any environment based on their 

needs, discounts offered, prices, latest trends, the ability to want to touch and feel the product 

and more. Therefore, the authors recommend that managers in both industries not be 

comfortable having solely physical spaces or solely online spaces but rather be involved in a 

hybrid business that offers its products and services online and offline. Donegan (2000) 

suggests that the best model for the future would be a hybrid model of online and offline. The 

era has arrived, and it is no longer a thing for the future but now something for the present. 

Managers should get on board and carry out marketing strategies in these shopping 

environments to improve consumer experience and maximize their competitive advantage. 

 

7.2 Future research 

 

Further studies should be carried out using a mixed-method approach, which is a qualitative 

and quantitative approach. Doing interviews with respondents and managers from either 

industry will improve the study's validity, and testing hypotheses can avoid any form of 

assumptions. It will be interesting to expand the study to other countries and industries to assist 

managers who are operating or plan to operate in these countries to have first-hand information 

about customers in those regions' preferred shopping environment. Having more respondents 

in a further study can improve the validity of the research.  
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APPENDIX 1 

 

 

 

 

 

 

 

 

 

 

 

Fig 1. (Forester analytic, 2018) 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig 2. Percentage of individuals who ordered goods or services, over the Internet, for 

private use, in member states for 2017. Food/groceries rank relatively low in the overall 

ranking of goods or services ordered over the Internet. 
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APPENDIX 2 

Data collected from respondents is to determine the impact of e-commerce on physical stores 

and to know how the factors listed below will influence consumers' choice of shopping 

environment. 

Survey Questions 

1.        What is your age group? 

·        18-25 

·        26-35 

·        36-45 

·        46-above 

2.        Are you okay sharing your location? If yes 

3.        Please mention your Sex? 

·         Male 

·        Female 

·        Prefer not to say 

4.   What is your employment status? 

·        Unemployed 

·        Self employed 

·        Civil Servant 

·        Private company staff 

5.   What is your disposable monthly income? 

·        <10% 

·        10-20% 

·        30-40% 

·        40-50% 

·        Above 50%       

5.   What’s your marital status? 
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·        Married 

·        Single 

·        Divorced 

·        Widow 

·        Separated 

6.     How often do you use the internet for shopping purposes? 

·        Often 

·        On occasions 

·        Never 

7.     What is your preferred clothing shopping environment? 

         .    Online 

         .    Offline 

         .    Both 

8.      What is your preferred grocery shopping environment? 

         .    Online 

         .    Offline 

         .    Both 

9.      What factors influence your shopping online and offline? 

Participants will have to choose between 1 “Strongly Agree, to 5 Strongly Disagree” in 

answering each factor. 

        .    I am attracted to discounts here (“here” stands for online and offline) 

        .    I shop here because it is convenient 

        .    I shop here because of a wide variety of clothing brands and products 

        .   I shop here because of a wide variety of grocery brands and products 

        .   I buy here because i easily find whatever i need 

        .   I get discounts when i buy here 

        .   I like to shop here with friends and family’s  
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        .   I like to buy here to see what the latest trend is 

        .   I enjoy spending time shopping here 

        .   View of the shopping environment here is attractive to me 

        .   The prices here influence me shop 

        .    Seeing and touching the product here is important to me 

        .    I am able to accomplish what i plan to buy when i shop here 

       .     I like to shop here when it is for other people 

10. How do you view shopping? 

       .     As a social activity (shopping in a group) 

       .     As a need driven activity (shop alone) 

       .     Both 

11. What was your preferred shopping environment before the pandemic? 

·         Online  

·         Offline (physical shop) 

.         Both 

12. Would you maintain your preferred shopping environment after the pandemic? 

·         Yes 

·         No 

            .         Not sure 

 


