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Abstract:  

Background: The retail sector is rapidly developing over the past years.  Retailers are 

investing more efforts and resources to provide a seamless experience through multiple 

channels. These developments led to significant changes in customer behaviour. 

Customers buying activities and way of selecting the products and retailers faced different 

changes and developments. The online retailing sector is entitled to continuous 

development. The latest development was due to the Covid-19 global pandemic that came 

without any previous notice. The customer behaviour starts adopting the digital online 

channels in most of their needs and wants. The appearance of new customer behaviour 

patterns due to Covid-19 lead to the emergence of new customer behaviour. 

Purpose: This study is of an exploratory and constructive nature. It is concerned with 

deepening the knowledge about the change in customer buying behaviour brought by 

Covid-19 on the retailing sector. The aim of the study is to identify and test new 

behavioural patterns that would influence the Swedish millennials’ in selecting between 

online and offline stores for shopping and buying fashion products.  

Method: An abductive approach was followed in this paper. Mixed methods of both 

qualitative and quantitative were used to fulfil the purpose of this exploratory research. 

The research followed a sequential exploratory design of two data collection phases. The 
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empirical data was conducted from (4) focus groups sessions with a total number of (20) 

interviewee, and (94) relevant responses from a web-based survey.  

Conclusion: The study has revealed two significant findings and contributed to propose 

a conceptual model. The fruitful results of this study are: (1) there is a vast customers’ 

migration towards online stores. (2) there are new behavioural patterns related to Covid-

19 that are influencing the customer buying behaviour. (3) A proposed conceptual model 

which is concerned with the factors influencing the customer buying behaviour in 

selecting between online and offline fashion stores. 
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1. Introduction 

This chapter introduce the reader to the area of the study. This chapter addresses the 

research gap, highlights the purpose and the contribution of this study. 

1.1.Background  

The retail industry significantly plays a major role in determining and developing 

different countries’ gross domestic product (GDP). As an industry, retail is considered as 

a crucial employing source (Syaglova & Salamovska, 2019). The retail industry connects 

the customers with their needs and wants (Juaneda-Ayensa et al., 2016). Since the 1930s, 

marketers attempt to understand customer purchasing behaviour (Waguespack & Hyman, 

1993) to predict the customers’ actions and future purchases (Srivastava & Barmola, 

2010). However, during the last few decades, the retail industry has undergone great 

development. Different channels were created that made the customers act differently. In 

the 21st century, new options for buying and shopping rather than the brick-and-mortar 

stores were developed and been available for the customers (Reinartz & Imschloß, 2017).  

A noticeable cultural shift was witnessed due to the rapid technological development; 

hence, the retailing sector experienced more development that provided new retailing 

channels, rapid growth as e-commerce and digital marketing (Rita et al., 2019). The 

digital transformation encouraged customers to shift from the brick-and-mortar stores and 

led these stores to gradually shut down and shift to e-commerce due to the change in the 

customer way of behaving (Verhoef et al., 2015). Customer behaviour is a psychological 

part that refers to the customers' personalities and their way of purchasing (Srivastava & 

Barmola, 2010). Customers buying activities and way of selecting the products and 

retailers steam from their own buying behaviour (Priest et al., 2013). Coinciding with the 

increase of the offered services and options provided by the online channels, a significant 

attraction of more new and existing customers toward the newly developed online retail 

solutions and alternatives increased (Rita et al, 2019). 

Continuous development and transition in the online retailing sector. The latest was due 

to the Covid-19 global pandemic that came without any previous notice (Zhao & Bacao, 

2021). The Covid-19 pandemic had a significant impact on the retailing sector since a 

new customer behaviour pattern was born under the influence of the epidemic (Laato et 
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al., 2020). The unpredicted shift of customers towards online channels due to necessity 

was apparent. New preventive approaches and regulations were generated concerned with 

the manifested increase of the social awareness associated with fear and stress (Hassan & 

Soliman, 2021). The pandemic was a reason for changing the customer behaviour toward 

a new way of purchasing that rarely existed in the past (Laato et al., 2020). However, the 

present customer shopping experience impacts the future customer behaviour towards 

specific changes and adjustments (Rita et al., 2019). The new way of behaving and acting 

that customers adopt during crisis influence their traditional purchasing behaviour, which 

is bequeathed to the following generations (Duquenne & Vlontzos, 2013).  

1.2.Problem Statement 

The retail sector has rapidly developed over the past years as the different retailers invest 

more efforts and resources to provide a seamless experience through multiple channels. 

The developments in the retail sector led to significant changes in customer behaviour 

and evident transition of the customer activities toward the online channels. 

Correspondingly, the pandemic of Covid-19 have come without any previous notice and 

dictated new regulation that has hindered the social interaction. These hindrances led to 

numerous consequences on both online and physical channels. On the first hand, the 

pandemic has increased the demand on the online channels that coincide with the 

transition of retailing, which could positively impact the retailing sector. On the other 

hand, the pandemic might have led to demand reduction on the physical channels, which 

can negatively impact the retailers.  

Nevertheless, the selection between the different channels for making purchases is driven 

by customer behaviour. Due to the pandemic’s restriction, it’s highly expected that the 

buying behaviour has changed. More specifically, here comes the focus of this paper, 

which is aiming to discover the role of Covid-19 on the change of the customers buying 

behaviour. However, today, there is a scarcity in scientific literature concerned with the 

change of customer buying behaviour in line with Covid-19. The scarcity in the current 

literature has assisted the researchers in identifying the gap of this study and contributed 

to pulling the trigger to conduct this research.  

1.3.Research Purpose  
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This study is concerned with deepening the knowledge about change in customer buying 

behaviour brought by Covid-19 on the retailing sector. The focus of this study is limited 

to the Swedish millennials’ buying behaviour for fashion products with respect to the 

selection between online and offline stores. More precisely, this study aims to identify 

and test new behavioural patterns that would influence the Swedish residents in selecting 

between online and offline stores for shopping and buying fashion products. This study 

is conducted from the customers' side via having focus groups and a web-based survey.  

In light of the current theories in customer buying behaviour, this study will dig deep into 

the Swedish millennials’ buying behaviour to explore and examine the role of Covid-19 

in influencing the selection process between online and offline stores. However, the 

expected fruitful outcome from this study is to deliver a set of new behavioural patterns 

that would expand the theoretical knowledge in regard to the current customer buying 

behaviour.  

1.4.Scope and Delimitation 

This paper focuses on the change in customer buying behaviour during the era of the 

pandemic of Covid-19. The scope of this study is limited to the millennials’ buying 

behaviour in Sweden; however, this study will not be observing any other customer 

segments rather than the millennials in Sweden. Furthermore, to get a higher sufficient 

data, the study has limited the data collection on the Swedish millennials living in Sweden 

before and after the pandemic of Covid-19. More precisely, the data collection has been 

limited to those living in Sweden before the outbreak of Covid-19.  

Moreover, the scope of this study is limited to fashion retailing only, where these retailers 

are concerned with products such as clothes, footwears, and accessories. Other products 

such as cosmetics and care products are excluded in this study. Additionally, other kinds 

of retailers out of the fashion industry are also excluded from this study.  

1.5.Contribution 

This paper is of an exploratory and constructive nature. The paper is aiming to provide a 

deeper understanding of the change of customer buying behaviour during the pandemic 

of Covid-19.  
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On the first hand, this paper is expected to deliver a set of new behavioural patterns that 

would expand the theoretical knowledge concerning the current customer buying 

behaviour. On the other hand, the findings of this paper are expected to serve 

organisations in the fashion retailing sector in order to deeply understand the change of 

the customer buying behaviour during Covid-19, which will assist the retailing 

organisations in exploiting the current and future opportunities as a response of the change 

in the customer behaviour.  

1.6.Disposition 

This section provides an overview of this paper. Figure 1 below illustrates the disposition 

of the chapters of this paper. This paper consists of eight chapters. Chapter 1, provides a 

background concerned with the phenomenon under study; this chapter addresses the 

research gap, as its highlight the purpose of the study.  Chapter 2, contains theories and 

literature studies of the previous scientific papers. Chapter 3, the Method chapter, is 

concerned with the research philosophy, research approach, research design, research 

quality, and research ethics. Chapter 4, this chapter is concerned with the data collection 

methods about the planning, sample selection, and the execution of the two empirical 

methods. Chapter 5, is concerned with the analysed results generated from both the focus 

group and the survey. Chapter 6, is concerned with analysing the empirical results in line 

with the previous literature. Chapter 7, is concerned with the proposed conceptual model 

and the discussion of the concept. Chapter8, is concerned with the conclusion of this 

paper, in this chapter the purpose of the study is answered, as the implications of the study 

are highlighted. 
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Figure 1: Illustration of the disposition of this paper (own creation) 
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2. Literature Review:  

This chapter provides information derived from the relevant literature regarding the area 

of this study.  

2.1.Retailing Transformation 

The expansion and growth of the internet are leading the retailing sector to more 

developed channels and rapid growth as e-commerce and digital marketing (Rita,  2019).  

The transformation in the retailing sector and the transitions that happened over the last 

decade provided the customer with more features and power in the market (Lombart, et 

al., 2020; Juaneda-Ayensa, . The several options that appeared in the market created an 

unstable situation which led to different results and implications and more complexity in 

the customer attitude and the retailers’ performances (Rita,  2019; Juaneda-Ayensa,  

2016). 

On the first hand, massive transfer toward the digital market and e-commerce encouraged 

customers to shift from brick-and-mortar stores. On the other hand, several brick-and-

mortar stores shut down, and some other retailers shifted to e-commerce due to the higher 

demand and the rapid growth of the e-commerce market (Verhoef,  2015). Therefore, a 

high level of competition and high verity and assortments exist in the e-commerce market, 

differentiating it from the local and brick-and-mortar stores (Rita,  2019). 

However, offline retailers are attempting to interact with different customers by entering 

the e-commerce world to attract and reach a broader range of customers (Rita,  2019). 

Wherefore, the customer behaviour and shopping habits are going with the flow and 

changing accordingly. Customers and consumers utilize digital channels through devices 

to compare different articles and products by different retailers (Juaneda-Ayensa,  2016). 

The appearance of digital marketing added additional benefits. The customer got the 

chance of receiving the desired goods and products by ordering them from the couch 

while sitting, resting and paying from the bank card. The access to different stores and 

brands for shopping or comparing requires a minimum cost that attracts many users and 

buyers (Rita,  2019).  
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Furthermore, the transition of retailing into the digital market stimulates the retailers for 

more development in their process to reach more customers (Verhoef,  2015). For 

instance, many companies are adopting VR (virtual reality) in their marketing process 

and services to avoid several existing gaps in the market and increase customer 

satisfaction. Retailers utilize different unique approaches to gain a competitive advantage 

in the market and cover a broad customer segment (Lombart, et al., 2020). 

Jayawardhena & Farrell (2011) and Rita, Oliveira, and Farisa (2019) stated, the 

customers' main reasons for moving to the online channels due to its benefits of 

repurchasing and features of wish lists and recommendations that all based on algorithms 

of how often the customer visits the website or the application. With additional benefits 

for the retailers, the customer's loyalty can be understood and the customer attitude and 

desires based on the method the customer utilises in evaluating the offered services 

(Jayawardhena & Farrell, 2011). The retailers can evaluate the customer decisions and 

identify the problems based on a database that contains different information about the 

online customers' activities, faced problems, and choices. The retailers gain access to 

several stages of online customer behaviour and can monitor it. That facilitates the 

process of forecasting and providing the required products upon the customers’ 

expectations (Nguyen,  2018). 

The ability to satisfy and fulfil the customer order through the online channels and the 

smoothness in finalizing the purchasing are reasons for changing customer behaviour. 

The transition of customer behaviour into the digital market positively affected the rate 

of sales and the customers' satisfaction. The increase in the services on the online channels 

and the product diversity played a significant role in changing customer behaviour 

(Nguyen,  2018).  

2.2.Customer Buying Behaviour  

“Consumer behaviour is the mental, emotional and physical activities that people engage 

in when selecting, purchasing, using and disposing of products and services so as to 

satisfy needs and desires” (Wilkie, 1994, as cited in Priest, et al., 2013) 

Customer buying behaviour term mainly focuses on the buying activities of the customers 

before and during purchasing, which covers the process of product selecting and buying 
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(Priest,  2013; Rita,  2019). Customer behaviour is a significant factor in the retailing 

industry to predict the customers’ actions and future purchases. It is crucial to understand 

the psychological purchasing part of the customers during the purchasing process to 

clarify their behaviours (Srivastava & Barmola, 2010). The customer purchasing process 

differs and can be buying or shopping. Buying is when the customer has previous 

knowledge of the required product, targeted it, and purchased it directly for a need. While 

shopping is the term that refers to the enjoyment and desire driven by looking for a 

product that the customer does not have a need for (Blachman, 2018). 

However, customers also differ in their personalities and attitudes, as well as their trust. 

Online retailing channels and brick-and-mortar stores have different experiences to the 

customer (Juaneda-Ayensa,  2016). Hence, the future customer behaviour changes and 

adjust accordingly to the present customer shopping experience (Rita,  2019).  

Moreover, online channels face obstacles concerned with the customers’ lack of 

confidence in payment methods, qualities and specifications of the products. Online 

stores have an advantage in the market since it provides the customers with the possibility 

to locate and find the proper desired products to persuade them to use the online channels 

(Juaneda-Ayensa,  2016). Therefore, new customer behaviour appearing upon the market 

digitalization (Verhoef,  2015).  

While for offline channels, customers had different issues that influence their purchasing. 

For example, their purchasing can be affected by the limited volume and the available 

options in the offline stores (Nguyen,  2018). Identically, the further improvements on the 

online channels increasing the attraction for more new and existing customers since the 

new developed technology provide the opportunity to offer more services and options to 

the users (Rita,  2019).  

The customers gain different services and experiences in each channel (Juaneda-Ayensa,  

2016). Customer buying behaviour might be affected by the quality of the service and the 

satisfaction of the previous experiences (Jayawardhena & Farrell, 2011). For instance, on 

the first hand, the customization option appears flexibly on the online channels (Nguyen,  

2018). On the other hand, offline channels provide professional employees with different 

experiences that provide more satisfaction to several customers (Jayawardhena & Farrell, 

2011). 
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2.3.Influences on Customer Behaviour 

Customers are a significant factor for the continuation of any business, Azad, et al., (2013) 

stated the impact of customer behaviour on business planning and efficiency in different 

areas and scopes. Understanding the customer personality and its buying behaviour is 

crucial for all businesses to influence the customers’ performance and planning phases. 

Customer behaviour can be influenced by different factors that were categorized by 

Wadera & Sharma (2018) into internal and external influences. The factors can affect the 

purchasing process periodically in three different stages pre, during, post the purchasing 

process. 

2.3.1 Internal Influences 

The internal influences differ from one customer to another, affecting the buying process 

and the customer behaviour. These influences caused by different dimensions that refer 

to the customers, i.e. culture, personal aspects, and customer loyalty (Wadera & Sharma, 

2018; Vebrová,  2016; Hoyer & Krohmer, 2020). 

Culture 

Culture is inherited from one generation to another; each generation adds, change, and 

save some of this transmitted culture (Nayeem, 2012). It appears in human actions and 

behaviour, and it affects the human’s decisions and features. People from the same culture 

share many values, means, and similarities (Tsoukatos & Rand, 2007). All these cultural 

factors named as powerful influences on customers behaviour and decision making. 

Therefore, businesses always attempt to learn more about their customers and the 

different intercultural actors in the market to increase the awareness and the knowledge 

internally for meeting and exceeding the customer expectation (Ghazali, ., 2017). Lee and 

Kacen (2008) asserted the influence of the cultural aspects on customer behaviour, 

attitude, and purchasing activities.  

However, the culture was studied from different perspectives by several researchers. On 

the first hand, Lee and Kacen (2008) and Nayeem (2012) claimed that the culture that can 

affect the customer buying behaviour could be generated from the environment that the 

customer has grown up in. For instance, if the customer has collectivist characters that 

can be influenced by the family, friends, or colleagues, and would prioritize other 
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collective responsibilities or need than proceeding with self-shopping activity (Lee & 

Kacen, 2008). At the same time, Nayeem (2012) elucidated how the customer with the 

collectivist background can be affected by society, i.e. prestige and reputation, which 

impulse the customer to proceed with purchase activities for no personal needs rather than 

appearance. On the other hand, Lee and Kacen (2008) mentioned that customers with 

individualist characteristics could behave based on personal predilections that lead to 

their satisfaction. Consequently, Nayeem (2012) stated that customers from individualist 

societies peruse and pursue their purchases before taking decisions. However, with both 

individualist and collectivist backgrounds, customers are aware of different aspects rather 

than the culture, i.e. price, quality, brand.  

Nayeem (2012) elucidated the influence of the culture on the customer from a different 

perspective. Thus, individual societies can have collective views on certain products, 

styles, or brands. Societies influence the customers' way of thinking by shaping a 

symbolic pattern that most customers in a particular society would follow. An 

embodiment of that, the Swedish clothing style is recognized by the vast majority that it 

has the same type and pattern (Hussey, 2013). Mccrory (2020) claimed that in order to 

adopt the Swedish clothing style, some specific values and traditions should be followed, 

i.e. quality, colours. This refers to the environment in Sweden that is primarily full of 

snow and requires some changes in colours, and some colours traditionally refer to 

particular event or trend and local brands.    

Personal factors 

Generally, humans act upon their personalities and personal characteristics that were 

developed, changed, and affected through lifetime and years (Domie, 2013). The 

globalization in the current century led to multicultural mixing that developed several 

characteristics and gave birth to new features. Thus, the global multicultural human 

personality have been established (Bird & Stevens, 2003). The complexity of the 

marketing process increased for the specialists in targeting and predicting their customers' 

actions and behaviours (Domie, 2013).  

Many researchers have employed these characteristics, i.e. age and financial situation, 

and personalities, i.e. desires and enjoyment, in influencing customer behaviour. 

Customers vary in their ages, and each age has different desires and interests. However, 
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an increase in age leads mainly to a decrease in purchasing desire (Wadera & Sharma, 

2018; Domie, 2013). Moreover, the differences in taste between the generations can easily 

be recognized, as well as between the backgrounds and environment that the customers 

are in (Domie, 2013).  

The enjoyment stimulated from purchasing and shopping leads to an increase of those 

practices as customers gain more satisfaction (Wadera & Sharma, 2018). Rather than 

enjoyment, customers can determine to go shopping or purchase to boost the mood 

(Juaneda-Ayensa,  2016). These actions depend on the customer's personality, and it has 

a significant influence on the customer behaviour, which can be considered motive to 

accomplish the purchasing directly with no obstructions (Wadera & Sharma, 2018). 

Additionally, customers who have the intention for experiencing products and evaluate it 

directly can select the brick-and-mortar store, which provides them with more 

comfortability and satisfaction. In contrast, other customers might consider offline 

shopping as time-consuming. Therefore, a high preferability appears from customers’ 

side in selecting the online stores that provide them more flexibility and time for decision 

making (Juaneda-Ayensa,  2016). 

Likewise, the customer's financial situation can define its economic environment and how 

the customer can approach own purchasing decisions. Therefore, young customers can 

have lower chances to satisfy their purchasing desire due to their financial situation based 

on their economic resources, financial capabilities, and savings that influence their 

purchasing decisions (Frączek & Klimontowicz, 2015). However, customer behaviour 

can be influenced by the financial situation (Hoyer & Krohmer, 2020).  

Correspondingly, customers usually tend to specific retailers or brands based on previous 

experiences that stimulate emotional aspects and satisfy the customer's desire, which 

establishes the attitude of brand loyalty (Mansoor & Jalal, 2011).  Customer loyalty is a 

decisive factor that influence the customer behaviour for repetitive and sustainable 

purchasing activities (Frączek & Klimontowicz, 2015). The brand or retailer loyalty is 

generated on several aspects that customers feel comfortable with, namely the offered 

services, qualities, trustworthiness (Vebrová,  2016), and customer involvement such as 

providing more details and information (Wadera & Sharma, 2018; Vebrová,  2016). 

2.3.2 External Influences 
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External influences rely on aspects the customers cannot control it; these influences are 

generated by external factors that directly affect customer behaviour and decision-

making. For instance, it might be operated by the product/service provider. However, 

both the controllable and uncontrollable factors can have pros and cons on both the 

businesses and the customers, i.e. society, motivational impacts, social media, and crisis 

(Azad,  2013; Wadera & Sharma, 2018; Domie, 2013; Ling & Yazdanifard, 2015).  

Motivational impacts  

Individual behaviours are motivated by several aspects to seek a need or internal 

satisfaction (Kian,  2014). Hence, customers behave upon certain motives to perceive and 

fulfil a need. The motivational aspects that derive the customer to behave in the way they 

do, differ from one to another based on several factors that researchers named complex 

(Domie, 2013).  

Azad, et al., (2013) declared that price discounts are a consumer advantage motive that 

retailers induce customers to purchase both on online and offline channels. Retailers 

approach customers and attempt to influence them psychologically by applying sales and 

discounts that are technically considered methods that persuade the customer to purchase 

both hedonic and utilitarian goods (Domie, 2013; Ling & Yazdanifard, 2015). Along with 

the promotions and marketing strategies, and activities that aim to touch the customers 

subconscious, retailers conduct such strategies and activities to motivate the customers to 

make more purchases. All the utilized marketing strategies influence the customer 

behaviour externally and the customer decisions (Domie, 2013).  

Lee and Yazdanifard (2015) and Domie (2013) elucidated the mission of the marketing 

strategies in establishing impulsive purchasing behaviour that led the customer to 

purchase and buy products and goods based on moment decisions. Impulsive purchasing 

and buying sum different types of conducted purchases, for instance, unplanned or 

unexpected purchases that the customers do not need. Impulse buying is distinguished 

with moment decisions that return happiness and satisfaction for the customer at the 

moment (Lee & Kacen, 2008). According to Sirhindi (2010) customers conduct their 

impulsive buy through physical and offline stores, which is considered beneficially 

convince to get persuaded in stores personally. On the contrary, Sirhindi (2010) 

mentioned that the increase of the online purchasers and the online marketing strategies, 
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i.e. promotions and discounts, are leading channels to be more convenient for the online 

purchasers and new users.  

An external factor rather than the customer him/herself might be a motive or influence 

that persuade the customer to conduct such purchasing process, i.e. a friend, family 

member (Ling & Yazdanifard, 2015). Customers have different personalities and 

cognitive which affect this type of purchasing. Hence, social aspects can influence the 

impulse . The customer's financial situation can determine the type of buying, i.e. 

impulsive buying might be affected by the settled budget of the customer regardless of 

whether the product is attractive or convincing and vice versa (Domie, 2013). Nayeem 

(2012) stated that customers from varied backgrounds, i.e. individualism-collectivism 

influenced their buying behaviour due to cultural values, especially in making high 

involvement purchases that require many consideration pre-purchasing. Moreover, 

impulsive buying has some consequences on different customers, for instance, regretting 

the buy due to financial aspects (Lee & Kacen, 2008) or lack of information about the 

bought product (Ling & Yazdanifard, 2015).  

Additional external influence is the location of the brick-and-mortar stores and their 

availability for the customers, which plays a significant role in convincing the customers 

to attain the buying for satisfying specific need or desire (Serin & Andaç, 2012; Domie, 

2013). As well as the variety and quantity at the stores enthuse the customer to visit and 

buy (Wadera & Sharma, 2018; Domie, 2013). However, online stores provide a wider 

variety and broader range of products with cheaper options due to the digital 

transformation (Juaneda-Ayensa,  2016). Nevertheless, the provided services on both 

online and brick-and-mortar stores differ, and each satisfies different purposes that 

customers are looking for (Wadera & Sharma, 2018). Customers nowadays have many 

retailers, either online or offline; each fulfils different customers’ needs and desires. 

Wherefore, customers get influenced by the highest level of services that seem more 

convenient, satisfying, and unique and have higher quality than the other retailers 

(Wadera & Sharma, 2018; Azad,  2013).  

Crisis 

Catastrophic events had happened since 5000 years ago and continuing until the present 

days. Wars, pandemics, epidemics and catastrophes have been witnessed through the 
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evolution timeline of the human being’s civilization. Some of these crises were created 

by nature, and the others committed by humans. The crisis through history had significant 

social impacts on the societies and communities, extreme scarcity of food, water, shelters 

or the basic necessities of life (Duquenne & Vlontzos, 2013). These impacts affected the 

way people live and act in their different daily activities. The most prominent example is 

the increasement in unemployment, the leading cause for people to reconsider many 

habits they used to (Mróz, 2015). However, these impacts affected the customers in their 

way of behaving. Many researchers claimed the decrease of purchasing rate and the 

increase of the savings. The change in the customer behaviour due to crisis has continuous 

impacts that play a significant role in holding the new customer behaviour for the future 

and bequeath some of it to the following generations that would be a factor that influences 

their behaviour as well (Duquenne & Vlontzos, 2013). 

2.4.Covid-19 in Retailing  

The Covid-19 pandemic, the global catastrophe of 2020, came with unpredicted 

catastrophic effects on humans’ health and economy (Taqi, ., 2020). The impacts of 

Covid-19 forced the people to change their behaviour in entertaining, purchasing, 

working, studying, and many other daily life activities that people had them before. 

Covid-19 brought a global panic and stressful situation for all the customers over the 

world, a born of a new unusual customer behaviour was recognized. At the beginning of 

the pandemic, when the globe faced significant stockpiling of the customers for specific 

products, i.e. food, was a sign of the pandemic's impact on changing the customer 

behaviour toward a new phase of purchasing that did not really exist in the past (Laato,  

2020). In the late stages, the customer behaviour starts adopting the digital online 

channels in most of their needs and wants especially in the countries that faced lockdown 

and strict restrictions (Alaimo,  2020). Zhao & Bacao (2021) stated that the usage of the 

different technologies increased since the Covid-19 pandemic appeared, and people 

perceived benefits from the existing technology i.e. online retailing, in serving their 

different needs. Due to the pandemic and the increase in the need for online channels, 

retailers followed the strategy of investing more in their online channels. More 

development projects were conducted to increase flexibility and accessibility, i.e. mobile 

apps, for customers who are seeking more satisfaction for their needs and desires. The 

conducted developments from the retailers’ and the organizations' side was an 
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encouraging factor for the customers to feel more safe and perceived trust from the online 

purchasing method due to necessity (Zhao & Bacao, 2021).  The overall consumption and 

general customer behaviour were changed during the Covid-19 pandemic, and more 

people started to utilize the online channels for reaching their needs (Alaimo,  2020). 

However, the pandemic has led the general global situation to change the people attitude 

and way of behaving due to the new legislation, which showed a significant change in the 

people’s trust, way of integrating and social awareness (Hassan & Soliman, 2021).  

2.5.Case of Sweden 

2.5.1 Covid-19 Restrictions in Sweden  

Ludvigsson (2020) referred to the Swedish Constitution since 1974 that “Swedish citizens 

have the right to move freely within Sweden and leave the country”. Wherefore, Sweden 

is the country that did not enforce the lockdown on its land since the beginning of the 

COVID-19 pandemic. However, the Swedish government had announced some laws that 

mainly rely on the people’s responsibility to protect the public and limit the transmission 

of the virus (Ludvigsson, 2020). However, Löfgren (2020) mentioned several procedures 

and regulations that were implemented by the government that lead to change in the 

Swedish street. For instance, a limited number of people can exist indoors (i.e. store, 

shops, gyms) based on the area’s size. Four people can gather at the same table in a 

restaurant. After 20:00, no alcohol is allowed to be sold, and many other regulations with 

no limitation for the people's freedom rather than protect the public health.  
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2.5.2 Millennials 

The fashion market is considered a significant market worldwide, which witnessed a 

remarkable increasement over the last two decades. The fashion market is a market that 

provides a high number of employment opportunities. In the fashion market, high 

competition exists to serve the customers’ needs with the lowest prices by taking 

sustainability into consideration (Wang,  2019). However, this market mainly targeted by 

the millennials’ generation. Pyöriä, et al., (2017) claimed that the most numerous 

generational populations in the globe are the millennials generation. In Sweden, 

millennials are the most active users in this market, according to Statista (2020). The 

majority of the millennials have a high purchasing power that makes them capable of 

conducting some purchase activities with high demand since they more independent 

(Castellini & Samoggia, 2018). The millennials generation represent those who are 39 to 

24 years old now. Many researches and articles disagree on specifying the generations-

old range and the labour market entry. Additionally, these generations might differ from 

one country to another but still converge . Furthermore, in Sweden, the millennials 

represent about a quarter of the whole country’s population with an approximate number 

of 2.5 million (World Population Review, 2021), with relatively a high employment rate 

(Statista, 2020) and high participation in higher education (Statista, 2019). 
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3. Method 

This chapter sheds the light on the justification and reasoning behind the adopted 

approaches and methods. 

3.1.Research Philosophy  

In order to establish the basic logic for this research and clarify the research design of this 

paper, it is essential to go through and explain the research philosophy that was employed 

during this study.  The term research philosophy refers to how the researchers are 

embarking on the research when developing knowledge in a particular area of an 

investigation and the nature concerned with this knowledge (Saunders 2019, . 130).  

However, research philosophies are the assumptions based on Ontology and 

Epistemology. According to (Easterby-Smith,  2018, . 109). the term ontology represents 

“the basic assumptions that the research makes about the nature of reality” while the 

term Epistemology refers to “the assumptions about the best ways of inquiring into the 

nature of the world, it views about the most appropriate ways of enquiring into the nature 

of the world”.  

Concerning ontology, there are four different ontological positions that are: realism, 

Internal realism, relativism, and nominalism, these four different ontological positions 

differ in the way they view reality. The most contradicting positions are realism and 

nominalism. Realism assumes that there is only one single truth for a specific 

phenomenon where facts exist and can be revealed to support the truth of the 

phenomenon. In contrast to realism, nominalism assumes that there is no truth for a 

particular phenomenon at all, and all facts around the phenomenon are made by human. 

Furthermore, Relativism assumes that truth is plural, and there are many truths. What is 

true can vary from time to time and from a place to another because the truth is related to 

the observants’ point of view concerning the phenomenon; thus, there is no single truth. 

However, in relativism, a phenomenon is to be defined, experienced and previewed 

differently by different people. Moreover, Internal realism assumes that the truth exists, 

but it’s unclear in meaning, and facts are concrete but are not reached directly. However, 



Method 

 

 

 

18 

this approach is emphasizing more on measurements and numeric facts to achieve the 

truth (Easterby-Smith,  2018). 

Epistemology, as indicated earlier, the approach of epistemology is a part of the research 

philosophy that is concerned with the nature of knowledge and the best ways of enquiring 

into this knowledge. Epistemology claims about “what can be known”, “what exists may 

be known”, and “how and what is possible to know” S.Bashir Et.al, (2017). According to 

Easterby-Smith, et al., (2018), there are two different main positions for epistemological 

positions: positivism and social constructivism. These two positions are opposites to each 

other. On the first hand, positivism views that the social world exits externally and that 

its reality is to be measured with quantitative tools rather than being sensed and tested 

qualitatively. On the other hand, social constructionism views that social reality is based 

on people and derived from peoples’ viewpoint. Thus, in social constructivism, reality is 

preferable to be sought by qualitative methods to get the best benefits of it and conduct 

people’s experiences (Easterby-Smith,  2018). 

Additionally, pragmatism is another research paradigm that is distinguished with its 

complexity and efficiency in seeking results and understanding the studied phenomena 

(Kaushik & Walsh, 2019). A pragmatic paradigm is a mix of two philosophical positions 

from both ontological and epistemological perceptions. Easterby-Smith, et al., (2018) 

elucidated pragmatism by compromising two of the ontological positions, the internal 

realism and relativism, and the rejection of two positions in demonstrating the truth is 

based on theories and frameworks, truth has no base or dependency, and multiple realties 

do exist. However, Morgan (2007) stated the pragmatism from epistemological 

perception by combining both the positivist and constructionist positions and focusing on 

their strengths with ignoring the weaknesses, to study the phenomena and infer generality, 

context, and transferability from data. 

 “Pragmatism a philosophical position that argues that knowledge and understanding 

should be derived from direct experience” (Easterby-Smith,  2018) 

 In terms of philosophical underpinning, the pragmatism philosophy allows the 

researchers to reach appropriately sufficient data to achieve the research purpose (Doyle,  

2009). In other words, pragmatism is a philosophical movement that facilitates the 

process of answering the research questions and fulfilling the research purpose by 
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providing a unique method by mixing the philosophical and methodological approaches 

(Johnson & Onwuegbuzie, 2004). Pragmatism robust the research by providing the 

researchers with the opportunity of utilizing an appropriate method for studying and 

understanding the phenomena.    

Moreover, the suitable philosophical position for this research is the mixed pragmatic 

paradigm since it focuses on the processes of learning and enhancing the knowledge that 

is valuable in management research. It will also improve the understanding of the studied 

phenomena and lead to conducting robust research (Morgan, 2007). It will facilitate the 

process of gaining more rich data from the actions and the experiences of the individuals 

(Easterby-Smith,  2018). 

3.2.Research Approach 

“Research approaches are plans and the procedures for research that span the decisions 

from broad assumptions to detailed methods of data collection and analysis. It involves 

the intersection of philosophical assumptions, designs, and specific methods.” (Creswell 

& Creswell, 2017) 

Saunders, et al., (2007) and Bryman and Bell (2015) demonstrated the inductive approach 

as a research approach that s to generating research outcomes by developing a theory. On 

the contrary, the deductive research approach test theory aims to achieve the research aim 

with the appropriate outcome. Generally, qualitative research is associated inductively, 

which is different from the quantitative data associated deductively. 

Moreover, Creswell & Creswell (2017) clarified that the selection of an appropriate 

approach relies on the philosophical background of the research. For instance, qualitative 

research with a constructivist philosophical position requires an inductive approach to 

analysis. In contrast, the deductive approach would be applied in the process of analysing 

quantitative research with a positivist philosophical position. 

However, adapting the mixed pragmatic paradigm as a philosophical position for this 

research requires another dynamic version of approaches with more flexibility in usage 

to assure the connection between the theory and the data (Morgan, 2007). Therefore, the 

suitable approach for collecting data mixes both qualitative and quantitative approaches 
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(Easterby-Smith,  2018). Wherefore, an abductive approach was deemed most suitable 

for this research.  

An abductive approach is a combination of the inductive and deductive approach. 

However, the abductive approach thoroughly provides the research with the potential to 

explore deeply and identify broadly from a worldview (Dubois & Gadde, 2002). It 

eliminates the barriers between the different approaches that allow movements between 

approaches back and forth to approach the high efficiency and effectiveness of the final 

outcome (Morgan, 2007). 

Nevertheless, an abductive approach is distinguished with high complexity, leading to 

more time and effort consuming since it requires mixing the data collection methods -

Mixed methods- than using only one of the methods. Conversely, it provides a deeper 

understanding interface through the qualitative and quantitative outcomes. 

3.3.Mixed Methods 

“Mixed methods research is an approach to inquiry that combines or associates both 

qualitative and quantitative forms of research. It involves philosophical assumptions, the 

use of qualitative and quantitative approaches, and the mixing of both approaches in a 

study.” (Creswell, 2003, . 212) 

Qualitative and quantitative research approaches are the mostly common for the 

researchers. According to Creswell (2003) the strategy of mixed-method is barely known 

by the researchers, and the strategy was founded in 1959 by Campbell and Fisk. The 

mixed methods research was developed over time by mixing methods from the same 

research approach, i.e. interviews and focus groups, qualitative methods, and kept on 

improving by mixing different methods, approaches, and philosophies. Tashakkori and 

Teddlie (2003 ) demonstrated the differences between the multi-method research and 

mixed-method research. They distinguished between them by elucidating the objective of 

each strategy. Conducting a mixed methods research requires a complete understanding 

of the both mixed methods the qualitative and the quantitative methods (Easterby-Smith,  

2018). Currently, the mixed methods research provides more advantages and strength for 

a study than using a monomethod approach . The process of conducting a mixed methods 

research differs depending on the studied field and the need of utilizing different methods 
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for collecting the data, fulfilling the research purpose and figuring a solution for the 

research problem (Easterby-Smith,  2018). 

Moreover, utilizing mixed methods provides the research with generalisable results and 

a high level of validity that subsequently enhances the research's quality to further 

academic and professional use (Easterby-Smith,  2018). Merging both qualitative and 

quantitative methods handle in varied ways based on the determined design. Researchers 

gain several alternatives through mixed methods research which based on the main 

purpose of selecting the strategy. The methods can be combined by identifying the 

priority of each in the research. . Creswell (2003) and Tashakkori and Teddlie (2003 ) 

clarified the findings of the mixed methods research that can be integrated to exchange 

outcomes and value that enhance the overall outcomes of the research.  

In this research, the authors determined the mixed methods strategy as a method to 

conduct this research to gain a complete picture of the studied phenomena and increase 

the reliability of the research. However, the purpose of the research would be thoroughly 

fulfilled by combining the qualitative method that will provide the research with an in-

depth understanding of the studied phenomena and the quantitative method that will 

ensure a large quantity sample to complete the sufficient research results (Tashakkori & 

Teddlie, 2003 )   

3.4. Research Design  

“Research designs are important because they provide road maps for how to rigorously 

conduct studies to best meet certain objectives” (Clark & Creswell, 2008, . 159) 

The research design can be considered as a blueprint that guides through the research and 

demonstrates the decided decision for each taken stage. However, mixed-method research 

requires more attention and evaluation for the selection of the research design (Creswell 

& Plano, 2007). Creswell and Plano (2007) announced four different types of research 

designs that can be chosen in a mixed methods research, the triangulation design, the 

embedded design, the explanatory design, and the exploratory design.  

Accordingly, the research design of this study clarifies the topic of the research and 

provide a holistic view of the progress of conducting this research. The process of 
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determining the research purpose and the interface with the empirical data are addressed 

in the design of the research to facilitate the progress of fulfilling the research purpose. 

The determined research design is the exploratory design since the purpose of the research 

is to explore a phenomenon. The research design will be separated into two different 

phases. Additionally, this research’s aim is to come with valuable information that can be 

utilized for academic and professional purposes. Therefore, the first phase will be the 

qualitative method that will support and facilitate the process of establishing and 

identifying new valuable variables for the second quantitative phase to improve the 

research’s outcomes (Creswell & Plano, 2007). 

Furthermore, to increase the comprehension of the studied phenomena and develop the 

structure of both the qualitative and quantitative data collection methods, a literature 

review has been developed. The first phase of the research design will be constructed 

based on the developed literature review, semi-structured interviews. On the contrary, 

post conducting the qualitative part of the research, the literature review will structure a 

guideline for developing the quantitative data collection method, closed-ended survey 

questions (Creswell & Plano, 2007). 

Subsequently, the figure below visualizes the flow of extracting, analyzing, and 

interpreting the empirical data. 

 

Figure 2: Steps of the exploratory design (own creation) 
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Saunders, et al., (2019) elucidated the process of analysing the collected data as a 

translation of the gathered data by different methodologies through research and refer the 

gathered data to the literature review to construct the proper results for the research and 

fulfil the purpose. 

In this research, two types of data will be collected respectively, qualitative first then 

quantitative data. By conducting a mixed methods research with an exploratory design, 

the authors agreed on adopting the procedures as shown in figure 2. Based on the 

chronological order, the authors will conduct sequential qualitative -quantitative data 

analysis. 

In the first phase, the qualitative data collected by focus group interviews will be analysed 

according to the qualitative data analysis method. In the qualitative data analysis, the 

authors will structure the collected data in a proper sequence, transcribe the conversation 

of the focus groups and organize the materials. Categorization for the common data will 

be created in order to facilitate the coding process that will be approached to demonstrate 

the data in a suitable way for interpretation. The process of analysing the qualitative data 

will follow the process of collecting the data. Along with the coding process  will proceed 

and the authors will thoroughly describe the data based on determined themes that clarify 

the valuable findings of the operated discussions. This will declare the final qualitative 

outcomes that provide value for the research and support the development of the 

quantitative data (second phase) with new variables and information that can enhance the 

general results of the research and efficiently achieve the purpose of the study. 

Subsequently, following the development phase, the quantitative data analysis will 

commence following the quantitative data collection in order to gain sufficient 

information and results that effectively satisfy the aim.  

The second phase stages will begin by identifying and summarizing the received data 

from the conduct developed surveys (quantitative data collection) to illustrate the sample 

size of the participants. Thereupon, the quantitative phase analysis in this research is 

descriptive, wherefore it will be analysed to emphasize objective measurements with 

numerical input. Interpretation of the quantitative data will be attained by different 

methods to identify evidential data to participate in serving the purpose of exploring a 

phenomenon in this research. 
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Finally, the quantitative outcomes will be interpreted in a qualitative context in order to 

assist the first phase outcomes (qualitative outcomes). Qualifying the quantitative 

findings will be conducted to facilitate the process of exploring the studied phenomena 

and generalizing the qualitative outcomes with observing the most appropriate outcome 

for the study (Creswell & Plano, 2007).  

3.6.Research Quality   

According to Halcomb (2019)  a framework was developed in order to assess the quality 

of mixed methods research. The developed framework called “bespoke quality 

framework for mixed methods research”. The framework stages together assess the 

quality of the research comprehensively. In this research, the authors selected the 

“bespoke” quality framework as a tool to assess the quality of this paper.  

Starting with the first Planning stage, in this research the construction of the study, 

research aim and design was located based on a critical literature review. The purpose of 

using the selected mixed-method approach was clarified, and a proper argumentation was 

provided. In the method chapter, an in-depth explanation was provided about the selected 

philosophy, research design, data collection methods, and the mixed analysis. Lastly, the 

research was conducted with the availability of sufficient time and resources. 

Moving to the second Undertaking stage, for design quality, the selected design 

“sequential exploratory design” was described according to Creswell & Plano (2007), and 

was implemented in an appropriate way that is mainly used as mixed methods design and 

suits the determined, pragmatic paradigm (Creswell 2003). Moreover, the sequential 

research design of this paper is based on collecting data from focus groups that help in 

identifying new variables that are tested in the followed conducted survey to achieve a 

more rigorous comprehensive study (Creswell & Plano, 2007). While for data quality, the 

data collection methods were described detailly, elucidation of how they can serve the 

study was provided, and the execution of these methods was detailly described. Regarding 

the sampling of each utilized method, the approached participants were according to the 

determined sample in both methods. Moreover, the collected data and the findings were 

analysed, and a mixed interpretation was made according to the sequential exploratory 

design to serve the study’s purpose. 
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In the third stage Interpreting, for interpretive rigor the quantitative method was 

developed according to the qualitative results, and both methods results were mixed and 

adequately interpreted. The interpretation of the data has a coherent structure and 

categorized based on both the outcomes and the theory. The authors in this research 

worked on reducing and eliminating their own interpretation “bias” in the data collection 

and analysis process. Therefore, the authors believe that if other researchers worked on 

the same data, they would get the same conclusion. Lastly, the conclusion of this study 

corresponds to the research purpose. While for inference transferability, in this study, a 

description of the sample and sampling transparency were provided to generalize the 

study.  

In the fourth stage Disseminating, this research was conducted effectively in sufficient 

quality based on the time availability and the researchers' previous experiences and 

academic level. Moreover, the key aspects in this research were described according to 

O’Cathain, Murphy, & Nicholl (2008) GRAMMS checklist (figure 3). 

 

Figure 3: A formal checklist for Good Reporting of a Mixed Methods Study (O’Cathain, et al., 2008) 

3.7.Ethical considerations 

While conducting a research, different ethical issues can arise that are considered crucial 

for the researchers to focus on through the entire researching process (Easterby-Smith,  

2018). Therefore, in this research, the authors ensured that the voluntary interviewees in 

the focus groups have received and got informed verbally with all the ethical codes and 

principles of this study. The voluntary participants in the conducted survey had to read 
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and agree on the ethical principles on the cover page to start answering the survey. The 

ethical considerations in this study were according to Bell and Bryman, 2007 (Easterby-

Smith,  2018) as shown below: 

- Making sure that no kind of harm can touch the participants 

- The participants' dignity and point of view is respected 

- The participants agree on participating voluntarily 

- The participants' privacy is protected 

- The provided data are confidential and used for research purpose only  

- The participants' identity will stay anonymous 

Moreover, the authors in this research worked according to ethical principle for protecting 

the integrity of the research according to Bell and Bryman, 2007 (Easterby-Smith,  2018):  

- The purpose of the research presented for the participant with no deception 

- The communication about the research done with a high level of honesty and 

transparency 

- The findings and provided data in this research are true with no misleading or 

false reporting.  
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4. Data Collection Methods 

This chapter is concerned with the planning and execution of the data collection methods  

4.1.Focus Group  

Focus group is a valuable method that assists the research in providing an insight 

understanding on how a group of individuals react to a particular topic, as it will also 

enable the individuals to express their points of views and to share their experiences 

regarding the topic under study (Easterby-Smith,  2018). However, the focus groups 

method is well known in behavioural and phycological studies. Concurrently, there has 

been a growing interest in using focus groups in organisational and managerial research 

where marketing studies is not an exception (Coule, 2017; Easterby-Smith,  2018).  

According to Easterby-Smith, et al., (2018), a Focus group is one type of group 

interviews, where the interviewed individuals have been put together in groups by the 

researchers. Furthermore, focus groups are not to be conducted as several one-to-one 

interviews simultaneously. Instead, focus groups are about creating a situation of open 

discussion concerning the area under investigation where all the participants feel 

comforted in expressing their opinions and responding to the other opinions around them.  

There are several advantages of the focus group method. It is a unique opportunity to 

collect intensive data from the interaction of the interviewees. This method assists the 

researchers in deeply understanding the area under study and identify potential gaps and 

hypotheses, not to mention that focus groups play a significant role in accelerating the 

process of research due to the massive amount of data that is gathered (Freitas,  1998; 

Easterby-Smith,  2018).  

However, Easterby-Smith, et al., (2018) highlights that the quality of focus groups is 

totally based on the discussion between the individuals. Therefore, it can be difficult for 

the researchers to moderate the discussion if the group participants are not willing to share 

their experience or opinion. Nevertheless, the major challenge for the moderator of a 

focus group is to create a comfortable environment where everyone can participate and 

express (her/him)self freely (Freitas,  1998; Easterby-Smith,  2018). 
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To this end, in this research, the focus groups method is adapted to enrich the research 

with more valuable information that will be generated during discussions and interaction 

between different perspectives of the different individuals. 

4.1.1 Formulation of Semi-structured Questions  

For the best utilization of the focus groups sessions, semi-structured interview questions 

have been developed. Before the focus groups sessions take place, the authors have 

developed a set of questions (appendix 1). The questions are mainly open-ended question 

with an exploratory nature that would assist in digging deep into the topic. However, the 

open-ended questions provide the researchers with the opportunity of creating a 

discussion environment among the members of a focus group (Freitas,  1998). 

Additionally, focus groups could have different types of questions depending on the 

nature and the design of the session. However, a typical number of a focus group question 

could be around twelve questions classified in different categories (Freitas,  1998).  

In this study, the authors categorized the questions according to Freitas, et al., (1998).  

Two sets of questions were developed, first a primary set of questions which consists of 

eleven questions (see appendix 1), second, a secondary set of questions which consists of 

ten questions (see appendix 2). The primary and secondary questions are described as the 

following:   

1. The primary questions consist of two categories:  

Introductory questions, this category consists of five questions that are warming up 

questions. This category aims to set the tone for the focus group and introduce the topic 

to the participants.   

Key questions, this category consists of six open-ended questions. These questions are 

the main questions that would plot the study's outcomes; however, these questions are the 

focal of the sessions that would create the discussion among the participants.  

2. The secondary questions are categorized into three categories: 

Transitions questions, this category consists of seven semi-formulated questions that are 

modified during the discussion. These questions aim to turn back the discussion towards 
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the key questions. These questions are also used to dig deeper into an idea under 

discussion.  

Ending questions, this category consists of two questions. These questions aim to close 

the discussion. Nevertheless, these questions allow the participants to comment or add on 

a specific part of the discussion.  

Final question, is a single question that aims to check if the participants have any 

recommendations concerning the topic or any advice for improvement.  

4.1.2 Pilot Testing   

Freitas, et al., (1998) have emphasized the importance of having a pilot session before the 

actual focus groups sessions are conducted. Therefore, after the questions were drafted in 

this study, a pilot test focus group session was conducted. The pilot session was executed 

with one moderator, one note-taker and two additional participants from the same target 

population as the actual participants. The pilot session assisted the researchers in 

reconstructing the questions and eliminating the unnecessary questions that were 

overlapping. The questions were shaped and became more discussion opening questions.  

4.1.3 Sampling and Selection of Participants  

In general, what distinguished focus group from group interview is that focus group is 

formed by researchers, not by nature (Easterby-Smith,  2018). However, many studies 

have addressed that in order to conclude research, a set of six to eight focus groups are 

required. In contrast, other studies have shown that outcomes can be generalized with 

four focus groups if they provide a saturation in data. However, Freitas, et al., (1998) have 

clarified the data saturation level as “when the moderator can predict what will be said 

in the next group, then the research is concluded. This usually happens after the third or 

fourth session”.  

Furthermore, when it comes to the number of participants in each focus group session, 

the number of focus group participants can be varying between four to fifteen participants 

(Easterby-Smith,  2018). Nevertheless, Freitas, et al., (1998) illustrated that the proper 

number of conducting marketing focus groups is between six to eight participants. 

However, focus groups should avoid having too many participants that the moderators 
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might not be able to lead the session. In contrast, when the number of participants is too 

little, there is a risk of not having a productive session. However, in light of the number 

of participants of a focus group session, Freitas, et al., (1998) have clarified that “it could 

be said that the minimum number of people in the focus group would be four and a 

maximum would be twelve “.  However, a small focus group would provide the 

opportunity for everyone to participate in the discussion.  

Moreover, the determination of the purpose of the study plays a significant role in 

formulating the groups and selecting the participants. The participants can be segregated 

by many factors such as age, social level, gender, educational levels, or any other 

dimension that would benefit the study (Freitas,  1998). 

In this study, the authors have designed four focus groups sessions with five participants 

in each. Table 1 below illustrates the design of the focus groups sessions. The total 

number of the participants is twenty, where eleven are females, and nine are males. All 

the participants are millennials between (24-39 years). The focus groups sessions were 

all combined between males and females. All the participants are settled in Sweden before 

the outbreak of Covid-19. The participants were gathered from the researchers’ 

connections in Sweden (friends, relatives and colleagues). The researchers contacted the 

participants via SMS or phone calls, and all of the participants have agreed to participate 

in the focus groups voluntarily.  

Table 1: Illustration of the design of focus groups session 

 

4.1.4 The Execution of Focus Groups  

Concerning the execution, all the sessions were recorded and were led by the two 

researchers. The first researcher took the moderator role by asking the questions and 

redirecting the discussion whenever required, while the other researcher took the role of 

note-taker and was taking notes and assisting in redirecting the discussion. However, both 
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the moderator and the note taker contributed to asking follow-up questions during all the 

sessions.  

Table 2 below illustrates the execution of the focus groups sessions. Three of the four 

sessions were executed at a physical place, meeting rooms at Jönköping University with 

the rectangular table were booked. The researchers were sitting on the head of the table 

while the participants were seated on the sides of the table. A mobile phone was placed 

in the middle of the table in order to record the session. Additionally, printed papers 

containing the primary questions were distributed to each participant (see appendix 1). 

While only one focus group session was conducted online via Zoom up, the researchers 

were sitting at the same meeting rooms with having the participants joining in Zoom.  The 

same procedure for recording the session was followed; however, the primary questions 

were sent in an online format to the session’s participants. However, Easterby-Smith, et 

al., (2018) discussed that one of the biggest challenges of focus groups is that it requires 

to allot of time and effort to organise the participants, as it also requires resources to 

gather the participants.  Therefore, the challenges could be reduced by having focus 

groups as internet forums. In recent years video conferences became one of the most 

beneficial online tools for conducting focus groups. At the same time, having online focus 

groups will enable the researchers to host participants from different geographical 

locations, as it will assist the researchers in reducing time and resources.  

Table 2: Illustrate the execution of the focus group sessions 

 

4.1.5 Analysis of Focus Group Records (Classical Content 

Analysis Method)  

The transcription and analyses of the data generated by focus groups sessions is a time-

consuming effort. However, 1 hour of a focus group audio recording can require around 

5-6 hours to transcript, as it would result in many pages of transcripts (Easterby-Smith,  

2018; Doody,  2013). Furthermore, after the recordings are concerted to transcripts, the 
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generated transcripts need to be processed and analysed to reveal meaningful information 

from the collected data (Doody,  2013; Onwuegbuzie,  2009). Moreover, Classical content 

analysis is one of the techniques that are used in qualitative data analysis and could be 

applied in analysing focus groups data (Easterby-Smith,  2018; Doody,  2013; 

Onwuegbuzie,  2009).  

According to Onwuegbuzie, et al., (2009) and Doody, et al., (2013), the classical content 

analysis goes through three major phases. The transcripts are divided into smaller chunks 

of data in the first phases, and then codes are attached to each chunk. In the second phase, 

the codes are grouped basing on their similarities. In the third phase, after the similar 

codes are gathered in groups, the repetition of the different codes is counted. 

However, Onwuegbuzie, et al., (2009) describes that concerning the codes counting, there 

are three different ways that the analyst could use, (a) the analyst identify if each 

participant has addressed a given code, (b) the analyst identify if each group have 

addressed a given code, (c) the analyst identify all examples if each member or each group 

have addressed a given code. Furthermore, Onwuegbuzie, et al., (2009) emphasise that 

the classical content analysis is a mixed-method content analysis. The outcome of this 

method is both quantitative and qualitative outcomes and often illustrated with a 

quantitative frequency of each code with a qualitative description for the interpretation of 

each code.  

In this study, the records of the focus groups sessions were transformed into transcript 

data. For the transcription process, each researcher was responsible for the transcript of 

two focus groups. The researchers were listening to the records and writing down the 

discussion using Microsoft Word. Later, after the transcripts were done, the two 

researchers spent time reading all the four transcripts and familiarizing themselves with 

the data.  

Later, the classical content analysis method took place. The two researchers have 

executed the classical content analysis together. The first phase of analysis was to divide 

each transcript separately into chunks and then code these chunks, and later, the codes 

were shaped and refined among all the four transcripts. In the second phase, the similar 

codes from all the four transcripts were gathered according to their similarities, and then 

the codes were refined again and categorized on a Microsoft Excel sheet. In the last phase, 
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using Excel, the authors have counted the frequency of the pre-identified codes (see 

appendix 3). The data later was visualised in tables that show the frequency of the given 

codes. Each table supported with an interpretational description text with a number of 

quotes that support the description.  

4.2.Questionnaire Survey  

Surveys are considered a type of interviews; however, in studies that mainly conduct 

qualitative data, surveys with questionnaires are commonly used to complement the 

qualitative data conducted by the other methods (Yin 2018). Furthermore, according to 

Saunders, et al., (2007), in mixed methods studies, after the in-depth qualitative data have 

been gathered through other qualitative methods at the first phase of the study, the study 

can have a second data collection phase where the survey would be a beneficial method. 

However, in such studies, the survey is conducted to determine if the information gathered 

by the other qualitative methods could be generalized to a certain predefined population.  

Moreover, a questionnaire survey is recognized as a time-efficient method for collecting 

data, and the data generated by surveys is easily administrated comparing with the other 

data collection methods (Yin, 2014). However, the weakness of the questionnaire survey 

that usually the respondent rate is low and requires effort to motivate the targeted 

participants to respond to the survey, not to mention that surveys often provide limited 

flexibility to the participants in expressing their opinions. 

4.2.1 Formulation of Questionnaire  

After analysing the data from focus groups, a questionnaire survey was developed basing 

on the analysed focus group output. The aim of the survey is to complement the data that 

have been gathered from the focus groups and to determine if the factors identified 

through the focus group can be generalized to the Swedish millennials or not.  

The developed questionnaire consists of fourteen questions divided into four categories 

as the following (see appendix 4):  

1. General questions. 

This category consists of three questions. These questions are of multiple choices 

questions where the participant can choose only one option. These questions are 
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concerned with the participants' background, age, region, and if the participants have 

lived in Sweden before the outbreak of Covid-19.  

2. Questions related to shopping/buying from stores in-person 

In this category, four multiple choices are provided. All these questions are only 

concerned with offline stores. All these questions are totally based on the factors that have 

been identified from the focus group. These questions are all multiple-choice questions. 

In three of the questions, the participants can select several options as the participants are 

enabled to add additional options -free text-, while the fourth question is a multiple-choice 

question where only one option could be selected.  

3. Questions related to shopping/buying online  

This category has the same structure as the previous category. The only difference is that 

this category is concerned with shopping/buying from online stores 

4.  Questions concerned with the migration from offline to online stores  

This category has three multiple-choice questions concerned with the role of Covid-19 in 

switching the participants' behaviour towards online channels and the participants' 

expectation of a future with fewer offline stores.  

 

According to Saunders, et al., (2012), having a pilot survey would increase the validity 

of the survey questions, as it would assist the researchers in conducting a preliminary 

analysis for the generated data. Therefore, the authors have sent the developed 

questionnaire to six volunteers to conduct their answers and suggestions for improvement 

in this study. However, after the volunteers have sent their feedback, the authors have 

gone back to the drawing boards and shaped the questionnaire. After that, the 

questionnaire survey was officially distributed to the targeted participants.  

4.2.2 Sampling and Execution of the Survey  

According to Saunders, et al., (2012), when conducting a survey, the survey cannot be 

distributed to the entire population concerned with the phenomenon under investigation. 

Therefore, the survey will be only distributed to a sample set of the targeted population, 
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and later the findings could be generalized over the entire target population. Furthermore, 

the target population is a group of individuals that the research is aiming to study and plot 

a conclusion basing on their responses.  

 

Moreover, when the researchers are selecting the participants' samples, different 

approaches could be implemented. In this study, a combination of approaches in targeting 

the participants of the survey was followed. The approaches are self-selection sampling, 

convincing sampling, and snowball sampling.  

Convincing sampling is concerned with the pre-stated criteria of the participants that 

researchers have identified criteria such as geographical availability, availability at a 

certain range of time, and the willingness to participate . At the same time, self-selecting 

sampling occurs when researchers enable the participants to choose to take part in the 

data collection process freely. However, snowball sampling is when the initial 

respondents provide sub sequential respondents to the data collection process.  

Additionally, according to Easterby-Smith, et al., (2018), a Web-based survey: “Is a form 

of survey where a website link is sent to each potential participant, and respondents 

complete the survey by recording their answers online; answers may be checked for 

consistency and then stored on a database for analysis”.  

In this study, the questionnaire survey was developed online on the platform Qualtricss. 

Later, the survey link was distributed online among the authors' connections in Sweden 

through the different social media channels. The survey was mainly distributed through 

Facebook, LinkedIn, and WhatsApp. However, the participants were asked to take the 

survey freely. Furthermore, when the researchers were distributing the survey among 

their connections in Sweden, the researchers mainly targeted people within the target 

segment, which is the Swedish millennials. 

Additionally, the researchers have also asked their connections to kindly share the survey 

link among their own millennials connections in Sweden if possible. Not to mention that 

the survey was distributed online on the 6th of May, and to encourage more participants 

to take the survey, several reminder messages were sent on the 9th, 12th, 15th, and 17th of 

May. The survey was closed on the 18th of May.  

4.2.3 Analysis of Survey Results  
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When the survey was closed for additional responses on the 18th of May, the total number 

of participants were 123 participants. After that, the collected data went through 4 phases 

of filtering and analysing.  

1.  The filtering phases 

Using the filtering tools at Qualtrics platform, the responses were filtered according to 

the following diminutions: (1) the uncompleted answers, (2) the responses for participants 

who did not live in Sweden before the year 2019, (3) the participants who are out of the 

millennials age were excluded.  

After these filters were applied, the resulted number of releveant responses became 94 

responses.  

2. Familiarizing phase  

In this phase, the researchers spent time reading through the generated data of the 94 

responses and were going back and forth between the generated data from the survey and 

the results of the focus groups.  

3. Visualizing phase 

In this phase, the generated data from the survey was gathered in tables using the reporting 

tools at Qualtrics platform. 

4. Interpretation phase  

In this phase, the results of the survey were developed. A qualitative interpretation has 

been added to each of the tables, and the data were presented in a qualitative context 

supported with numbers.  
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5. Empirical Data 

This chapter is presenting the qualitative empirical data collected by the focus group 

interviewing method and the quantitative empirical data collected by the conducted 

surveys. The data are structured sequentially based on both the sequence of the focus 

group interviews questions and the survey questions. 

5.1.Results from Focus Groups 

In this part, the qualitative empirical data collected by the focus group interviews are 

presented. The data are presented, interpreted and divided into several sections according 

to the questions in the appendix 1. The presenting of the data based on two phases the 

written expansion and the tables. The tables provide an overall view with a scale from 

“0” to “5” for each group that elucidates the responses of the interviewees from each 

group. However, zero “0” in the cells means that none of the interviewees mentioned or 

agreed on the selected variable. At the same time, from “1” to “5” represent the number 

of the interviewees in each group that has addressed or agreed on the selected variables.  

5.1.1 General motivations and deterrents for online shopping  

This section presents the general factors concerned with the customers' selection for 

online stores. More precisely, factors in this section are applicable for the periods before 

and after the outbreaks of Covid-19. 

General motivations for shopping at online stores  

However, 12 interviewees have mentioned that what motivates them the most for 

shopping online is that it is easy to search the products and compare the products in many 

dimensions such as prices and features.  Additionally, 11 have confirmed that online 

stores provide them with the ability to search products according to specific preferences 

that are difficult to be searched at offline stores. Moreover, 11 have stated that online 

stores provide a wider variety of options than offline stores. However, only 8 have 

mentioned time and effort saving in online shopping, and 5 mentioned that marketing 

campaigns attract them for shopping online.  
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“online stores provide wider variety… and you can easily compare the prices online …” 

(A.4)  

“more convenient, no need to spend effort in going out and searching ...” (A.5) 

“if I’m looking for a specific item I browse the online platforms and purchase online…” 

(A.3) 

“for me that time I had no car and was lazy to take the bus for 20 minutes to go to the 

shopping mall… therefore I used to prefer to shop online because it’s much easier for me 

and it was time and energy saving to purchase online…” (C.5) 

“for me I refuse to buy products that does not meet a decent level of environmental and 

social sustainability… when I buy a shirt for example I go and check behind the sellers’ 

homepage, and if the item does not meet my criteria I go and check another platform …” 

(D.5)  

“I have a special e-mail for memberships …  I receive dozens of e-mails for discounts 

and offers in daily basis and I can’t remember that I have ever went to check that mailbox 

before Covid-19…” (D.5) 

Table 3: General motivations for shopping online 

 

General motivations for buying online  

Furthermore, 11 of the interviewees have stated that what motivates them the most to 

make a purchase from online stores is the unavailability of certain products at the 

surrounded physical stores or the inexistence of a specific brand in the region where they 
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live. Additionally, 11 have mentioned that, in general, they think that online stores 

provide cheaper options of products compared to physical stores.  

“for me online store would be if I don't have the brand within my city so I would order it 

online instead ...” (B.4) 

“for online what motives me is the lack of brands available around me …” (B.2) 

“there is a lot of Swedish brands like clothing brands they only have online shopping…” 

(B.3) 

“one of the things that come to my mind for buying online is when I’m looking for a 

specific item which is out of stock in the local physical store of a brand...” (C.2) 

For online store, in Jönköping there is no brands that I like for instance, I go online to 

get more variety of this brand with cheaper prices…” (D.3) 

“I buy products online for cheaper price, in general I'm good with having memberships 

… I rarely buy with a full price because I always have the 20% membership because I 

buy a lot online…”  (B.4) 

Moreover, 11 have stated that the free shipping/return is an essential factor that motivates 

them to choose to buy between the different online stores or between physical and online 

stores, while only 3 interviewees among all the groups have mentioned that shipping and 

return costs do not matter for them as long as the purchase is satisfying.   

“depends on the product sometimes it's worth it but it’s almost every time when I order 

online there is no transportation costs because the amounts I order within it’s above the 

minimum, so that the delivery is for free …” (B.4) 

“Another thing that motivates me to purchase online that if the platform has free shipping 

…” (C.5) 

“I don’t mind paying for delivery even if the return is not for free... because from my point 

of view it’s a valuable service that make me pleased ...” (A.5)  

“… if there is something that I really wanted, so yes I would say the shipping pricing 

doesn't matter when I shop…” (B.2) 
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Furthermore, 5 interviewees have mentioned that partial payment options like “Klarna” 

where they pay after a couple of weeks of the date of purchase, is a factor that motivates 

them towards online purchasing. Additionally, 4 interviewees mentioned that when they 

buy online, they get more enough time to try and check the products home.  

“…with Klarna you just order try and then return the list and then you get an invoice 

after a couple of weeks…” (B.4) 

“The only thing that I find interesting and that motivates me to buy online is to use Klarna 

services ... you pay within 14 days, you get, you wear, and you pay later... and this option 

is not available in physical stores” (A.2) 

“... personally, I don’t like to go out and try things…  I prefer to stay home buy them, try 

them, and return them if I don’t like them…” (A.5) 

“More flexible… I think it's much easier I can take pictures see how it looks and take my 

time…” (B.3) 

“… I take my time trying the items home to select the best alternatives…” (C.2) 

Table 4: General motivations for buying from online 

 

General deterrents for shopping/buying online  

Another thing, 12 interviewees have mentioned that what used to deter them from buying 

online is the inability to check sizes and examine the quality of the products. Additionally, 

10 stated that long delivery time is a factor that makes them away from purchasing online. 
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However, only 4 interviewees among all the groups have mentioned that the process of 

purchasing online has a lot of complexity concerned with matching the size, checking the 

materials of the product, and the return process.  

“I don’t trust the online clothing channels since they announce thing and ship something 

else, the products do not look the same as in real… Moreover, the quality and the 

experience are difficult and tricky to have online…” (D.2) 

“… I don’t want to lose in shopping online because I don’t know how the quality will be 

and if the size is going to fit… it’s a long process to wait until the order is arrived, and 

you pick the order and return the order and so…” (A.2) 

“for me online stores put allot of details and criteria for the size and stuff... and I find it 

complicated…” (C.2) 

“… another reason why I do not prefer online shopping cause it would take me 3 days to 

get it so that's wasting my time I'd rather buy offline” (B.2)  

“... because when you order online you go to pick up the order... you bring it home to try 

the items ... and then you go to printout the fright label and search the nearest point to 

drop the items that you want to return… is not this an effort also?” (A.4) 

Table 5: General deterrents for shopping/buying online 

 

5.1.2 General motivations and deterrents for offline stores  

This section presents the general factors concerned with the customers' selection for 

offline stores. More precisely, factors in this section are applicable for the periods before 

and after the outbreaks of Covid-19. 

General motivations for shopping at offline stores  
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However, 16 interviewees have stated that their first motive to go shopping at physical 

stores is to have entertainment and to socialize with people at shopping malls/stores. 

While 12 interviewees mentioned that they go to physical stores to see the items face to 

face and check the quality and the size.  

“… I like to go shopping with friends and see people around…” (B.2) 

“For me shopping at physical stores was a journey for entertainment… I used to go 

frequently to shopping malls, wherever I have free time or want to hang out with 

friends…” (C.1) 

“I go to physical stores to touch and see the products and try them… I go shopping for 

entertainment and hanging out with friends” (D.3) 

“I like to go try and see and touch, and then I will decide if I want to get it or not… I 

don’t want to lose in shopping online because I don’t know how the quality will be and if 

the size is going to fit…” (A.2)  

Moreover, 5 interviewees have mentioned that when shopping physical stores, they get 

the opportunity to get support and advice from the sales assistance in stores. Furthermore, 

only 2 of all the interviewees mentioned that for them shopping at physical stores is a 

stress relive activity for them.  

For me it’s both for entertainment and stress release … I go for shopping stores to have 

fun and forget anything else … when I pass by exams and lots of work, the day I’m done 

I go for shopping…” (A.2) 

“I go to stores to experience the products by myself…  there are some features that you 

can be aware about by having a direct contact with the customer service face to face in 

the physical stores…” (D.1) 

“For me I love visiting shopping malls … it’s a stress relief activity that makes me feel 

happy …” (C.2) 

Table 6: General motivations for shopping offline 
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General motivations for buying at offline stores  

All the interviewee stated that urgent and immediate needs are the significant motive that 

drive them to make a purchase from a physical store. However, 16 interviewees have 

confirmed that attractive sales and appealing promotions are what motivated them to pull 

the trigger to purchase at a physical store.  Furthermore, 5 interviewees stated that loyalty 

to a specific brand or stores is considered as a motive for them to make the purchase. 

“…also, when in emergencies as occasions or parties some products I need to purchase 

immediately from the nearest physical store …” (D.3) 

“… if I will go to the physical store it would be only for if I have an occasion and it's an 

emergency and I know I won't get the things on time so I will go to the physical store to 

just buy something for that specific event …” (B.3) 

“…whenever there's an emergency you can directly go down there and buy it…” (B.2) 

“... there is always the final sales part you only find in the physical stores …” (A.2) 

“… for me physical stores can drive me to purchase things that I’ve never thought of and 

do not have any need for them… I only make the purchase because I found the price 

attractive, or I found a huge discount on the item…” (C.4) 

“…I even used to shop frequently whenever I find something attractive with attractive 

discounts… I would say that before Covid-19 rarely needed to search for specific item a 

shirt for example…” (C.1) 
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Table 7: General motivations for buying offline 

 

General deterrents for shopping/buying at offline stores  

To continue, 9 interviewees have mentioned that what deters them from shopping or 

buying at offline stores is that they live in small towns with a limited number of shopping 

stores or live away from shopping centres. However, 7 said that they avoid offline 

shopping because it is an activity that requires a lot of time and energy.  

“… I used to be a loyal customer for Zara … in Sweden Zara’s’ stores are not existing in 

Jönköping where I live, which made me turn to their online channel and buy Zara’s 

product online…” (A.2) 

“…when I used to live in Stockholm, I used to be more oriented towards physical stores, 

but since I moved to Jönköping the situation have changed because the options are limited 

in Jönköping …” (A.5) 

“we are living in a city that there's not much availability for brand, for example, there is 

no ZARA in Jönköping… if you need something you would better order it online …” (B.3) 

“it’s too much effort to go from a physical shop to another to compare the products… it’s 

time and effort consuming…” (A.5) 

Moreover, 7 interviewees have addressed that offline store often has a limited variety of 

assortments, and the different offline retailers provide similar themes and patterns of 

products. However, 2 interviewees mentioned that offline stores have short periods for 

returns and do not provide the option of return for products on final sales.  
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“… it feels sometimes that the different stores have a single supplier or they are coping 

the same designs… whenever I want to buy something unique I would definitely search 

for it online …” (D.5)   

“… some physical stores have only seven days return or no return, while online stores 

have longer days for return which is better…” (B.3) 

Furthermore, 4 have identified that they do not prefer purchasing offline because they get 

confused from the different options and promotions in front of them or get stressed when 

they have to compare products at physical stores or because they have to make a direct 

decision purchase.  

“Physical stores bring me confusion if I enter and I found 40-50 different type of shirts 

then I get lost and stressed of having to many assortments into my face …” (D.5) 

“… I get stressed and lost when i see too many choices at physical shops… sometimes 

when my eyes fall on something unique, I like I just buy it and go…” (A.5)  

Table 8: General deterrents for shopping/buying offline 

 

5.1.3 Covid-related Motive and Deter Factors  

This section presents the identified covid-related factors that influence the customers' 

selection between online and offline stores. More precisely, a major part of the factors 

presented in this section did not exist before the outbreaks of Covid-19. 
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Concerning the change in buying behaviour during Covid-19    

It was found that 16 interviewees confirmed that their overall buying behaviour during 

Covid-19have change, and they started to base their purchasing decisions basing on needs 

more than pleasures.  Additionally, 13 of the interviewees have addressed that they have 

reduced their consumption during Covid-19. However, 3 interveners mentioned that their 

awareness concerning overconsumption has increased.  

“I would say that from the beginning of Covid-19 I limited my purchases only to the 

necessary items...” (A.4) 

“if you compare me buying online before the Covid-19 and now it's less because there 

are no events that much to go, so I don't need that much cloth… it would be only that 

necessary things that I really need I would buy it, do I really need these items, when and 

where would I wear them, why I would pay this amount of money for something I might 

not use… “(B.3) 

“… personally, Covid-19 have influenced me in thinking more than twice about any 

purchases I do and drove me to avoid unnecessary purchases …” (D.4) 

“… my purchasing behaviour have dramatically changed … I believe Covid-19 have 

encouraged me to reduce the unnecessary purchases and avoid stocking clothes …” (D.5) 

“… I could say that during Covid-19 I got a higher level of awareness of what do I really 

need and started to reduce the unnecessary purchases …” (C.4) 

Table 9: Change in purchasing behaviour 

 

Covid-related factors discouraging offline shopping/buying  
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It was found that 14 interviewees addressed that the restrictions of social distancing 

dictated by the pandemic and implemented by the retailers or the governments are one of 

the big reasons that discourage them from going shopping at physical stores. However, 

13 mentioned that shopping at offline stores and shopping malls are less entertaining with 

the pandemic.  

“For me it’s the changing rooms is what I fear the most… as long as I’m in changing 

rooms I freak out and keep on sanitizing my hands and avoiding touching walls as much 

as possible … whenever I touch an item to check the quality or to try I think that maybe 

someone that have Covid-19 have checked the same item before …” (C.3) 

“…however, during Covid-19 the restrictions make me go more towards the online 

shops… when I go to a shopping store and find allot of signs and people avoiding me or 

I have to wait outside the store until the security let me in… it became a time-consuming 

activity and not that entertaining comparing to situations before Covid-19…” (A.1) 

“…  once a personal assistant kept almost 4-5 meters distance when she was helping me, 

that day, I felt unsatisfied and decided to check the item online …” (C.4) 

Furthermore, 7 interviewees mentioned that being in contact with members from high 

groups is one of the factors that discourage them from going shopping in the crowd of 

offline stores. Moreover, 6 interviewees have addressed that individual social 

responsibility is what discourages them from going shopping offline and limiting their 

shopping journeys to the necessary purchases.   

“…  what makes me avoid crowded places is that I frequently visit my mom … she is 

above 65 years…” (C.3) 

“…  when I had my dad visiting me in Sweden I was kind of obliged to isolate myself for 

my dad’s safety…  that time I limited my purchases to online only …” (C.4) 

“…  I do believe that we have to follow the social distancing restrictions as much as 

possible to prevent the community from the danger of Covid-19 …” (D.5) 

“… I guess it’s a duty to stay home and avoid physical contact with people… if everyone 

has purchased online then the spared of Covid-19 would have been decreased…” (C.4) 
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Table 10: Covid-related factors discouraging offline shopping/buying 

 

Covid-related factors encouraging online shopping/buying  

Additionally, 11 interviewed see that the online marketing campaigns became more active 

during the pandemic, which has captured their attention towards shopping online more. 

Furthermore, 7 mentioned that their overall lifestyle has changed; they are mostly sitting 

home, working behind the computer screens, which made them consider shopping online 

more than before.  

“From my perspective retailers got infected by Covid-19 and got a huge reduction in 

sales… they wanted to be competitive in the market therefore they have put more 

emphasis on the online channels and have provided competitive promotions and 

attractive offers just to seduce the more customers and try to compensate the reductions 

in sales that they got from physical stores…” (C.5) 

“…  now I discovered lots of online channels that provide competitive prices with good 

quality and make very good promotions…” (A.2) 

“… what I want to say that the nature of  Covid-19 have changed the overall environment 

and opened the more eyes towards online stores… I would love also to mention that today 

our work more online oriented, so in my brain I discovered the benefits from working 

online so I started to think about other benefits for things that could be done online such 

as shopping … “ (C.1) 
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“… I’m sitting behind my screen most of the times so why don’t i check the offers 

online…”  (A.4) 

However, 7 mentioned that they had seen online shopping as an alternative option for 

offline shopping for some categories.  

“… we do not have the lockdown story in Sweden we only have recommendation for 

people and some restriction so I think we have the option to buy online and offline… but 

I would say like the thing at the beginning we were scared and then we looked for online 

alternatives and shopping and now we got used to online more than before…” (B.2) 

Table 11: Covid-related encouraging online shopping/buying 

 

5.1.4 Post-Covid Expectations  

This section is mainly concerned with the future after Covid-19. This section conducts the 

expectations related to the change in the customer behaviour after the restrictions of 

Covid-19 are over.  

Orientations between online/offline stores (before COVID19) 

When the interviewees were asked to identify if they were mostly online or offline 

shoppers before Covid-19, 12 of the interviewees have identified that they were mostly 

offline shoppers, 3 have said that they were more oriented towards online shopping, while 

5 said that they were neutral in between, or could not identify.  

Table 12: Online/offline orientations (before Covid-19) 
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Orientations between online/offline stores (during Covid-19) 

When the interviewees were asked, if today they tend to shop more online or offline, the 

responses are as the following: 6 interviewees believe that they are still shopping mostly 

from offline stores, 8 interviewees believe that today they are mostly shopping online, 

and the rest 6 believe that they are in between ( %50 online, %50 offline).  

Table 13: Online/offline orientations (during Covid-19) 

 

Concerning the expectations of shifting back towards offline 

stores(after Covid-19)  

When the interviewees were asked if after Covid-19 they will shift back towards offline 

stores, 16 of the interviewees have expected that they will return for offline shopping 

mostly for entertainment and social interaction. Additionally, 8 interviewees mentioned 

that they would be shifted back towards physical shopping to try, see, and check the 

products.  

“For me I will also get back to have shopping in stores joy… but I don’t think the rate of 

my shopping visits for entertainment will be at the same level as what it has been before 

Covid-19…” (A.2) 

“I cannot wait until I get back for shopping in stores for joy… but still I will keep on 

following the attractive offers on online stores…” (C.2) 
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“I would go back strongly to the physical store for entertainment and socializing which 

is currently during Covid-19 decrease…” (D.2) 

“I guess I will get back for checking the items on physical stores and go for shopping 

malls for entertainment” (C.4) 

Furthermore, 7 interviewees expect that they will less visit offline stores for the purpose 

of buying. However, 2 mentioned they will base their shifting back base on the nature of 

the product.  

“… I will definitely go shopping in malls like I used to do and I will keep buying from 

some online stores that I became loyal to…” (C.1) 

“… it depends on the product… for some products I got used to buy them online and I’m 

satisfy with the quality, while for other products I would love to get them offline...” (D.5)  

Table 14: The expectations of shifting back towards offline stores (after Covid-19) 

 

Concerning the expectations of a future with fewer offline stores 

When the interviewees were asked about their expectation of a future free of offline 

stores, they have identified the following significant features that will be affected: 15 of 

the interviewees mentioned that the purchases of urgent and immediate needs would be 

highly affected. However, 12 emphasized the entertainment part and said that they would 

lose an important activity for entertainment and socializing.  
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“If you think about it if you don’t go out and the online shopping boosted then the people 

will lack a lot of social skill … It is fun activity, as it’s also a way to know new people 

and maybe meet new cultures and societies and shape your social skills …” (D.1) 

Furthermore, 10 mentioned that a reduction of offline stores would result in people losing 

their jobs and cause a high level of unemployment. Moreover, 9 believe that they will 

have fewer impulse purchases, and their purchases will be more based on actual need. 

Additionally, 6 expect that the prices of items will be reduced. However, 3 expect higher 

environmental sustainability if the offline stores reduced.  

“…a way of entertainment will disappear and less social interaction plus the purchases 

of the human in general will decrease due to the elimination of the impulse purchases of 

the hedonic needs…” (D.3)  

“… it will be difficult to buy things when you have immediate needs… you will have to 

plan your purchases in advance and might need to have extra stock of everything”(D.5) 

“…due to the reduction of the expenses for the retailers I would say the products’ prices 

will decrease…” (D.5) 

“… I believe buying online would contribute in having a huge impact on the 

environmental sustainability… just imagine the reduction in CO2 emission because 

people are not driving or taking public transpiration to shopping centres… (C.5)  

Table 15: The expectations of a future with fewer offline stores 

 

5.2. Survey Results  
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In this part, the data collected from the survey are presented, the data are presented and 

interpreted into several sections according to the categorization of the survey 

questionnaires in appendix 4.  

5.2.1 Concerning Shopping/Buying from Stores In-person 

Q5 - What motivates you for shopping at offline store in-person? 

The participants responded to what motivates them for shopping at offline stores as the 

following: (58) selected that they go shopping at offline stores to try, touch, and see the 

product, (39) selected that it’s a social activity to meet with friends, (17) selected that it 

is a an entertainment activity, (9) selected that shopping offline is a stress relive activity, 

(7) selected Others,  some of the interesting comments was “ Not dying hungry maybe?! 

Other than food, everything i order it online” 

Table 16: Motives for shopping at offline stores 

 

Q6 - What influence you to buy at stores- in person? 

The participants responded to what influence them for buying at offline stores like the 

following: (62) responded that they are buying at offline stores for urgent and immediate 

needs, (33) responded attractive promotions, (15) responded brand loyalty, (4) responded 

Others, some of the interesting comments was “The experience of purchasing at store 

makes me happy”  
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Table 17: Influencing factors for buying at offline stores 

 

Q7 - What discourage you from shopping/buying products at stores- in person? 

The participants responded to what discourages them from shopping/buying at offline 

stores as the following: (32) responded that it is an individual social responsibility, (30) 

responded it’s time consuming activity, (22) responded it is less entertainment due to 

Covid-19 restrictions, (21) responded low variety, (13) responded I live in a small town, 

or far from shopping stores, (6) responded Others, some of the interesting comments was 

“Shop assistant are too annoying sometimes, going in into my change room and ask: 

…går det bra där??  Dem här byxorna ser på dig jätte braaa!.. I don’t need your help, i 

want privacy and I don’t want to interact with anyone”  

Table 18: Discouraging factors for shopping/buying at offline stores 

 

Q8 - Which of the following statements describes you the best? 

When the participants were asked to choose between three options concerned with the 

needs of their overall purchases from offline stress, (49) participants with an approximate 
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percentage of (52%) chose that their purchases from offline stores are based on the 

attractiveness of the products and not on their actual need for the products, while (36) 

participants with an approximate percentage of (38%) chose that their purchases from 

offline stores are based on actual needs for the products, (9) participants with an 

approximate percentage of (10%) have a neutral opinion and chose None of above. 

Table 19: Actual need vs attractiveness-based purchases from offline stores 

 

5.2.2 Concerning Shopping/Buying Online   

Q9 - What motivates you for shopping at online store? 

The participants responded to what motivates them for shopping at online stores like the 

following: (63) responded that it is Easy to search and compare products online, (52) 

responded Wider variety, (45) responded it is saving time and effort, ( 30) responded that 

online shopping provides The ability to search products according to specific 

preferences, (5) responded Others,  three of these who selected others mentioned 

discounts codes as a motive factor.  
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Table 20: Motives for shopping at online stores 
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Q10 - What influence you to buy at online stores? 

The participants responded to what influence them for buying at online stores like the 

following: (44) responded that online stores Provide cheaper options than physical stores, 

(37) responded to the Inexistence of specific brands/producers at nearby physical stores, 

(31) responded that Online stores are just an alternative for physical stores, (27) selected 

Changing in lifestyle due to Covid-19, (21) responded Online campaigns, (9) responded 

More time to try products home, (2) responded Others without writing any feedback.  

Table 21: Influencing factors for buying at online stores 

 

Q11 - What discourage you from shopping/buying at online stores? 

The participants responded to what discourages them from shopping/buying at offline 

stores as the following: (66) responded that Inability to touch, try, and check the product, 

(27) responded Long delivery time, (23) responded Complex process to pick up ant return, 

(12) responded it is Less entertaining comparing to shopping offline, (9) responded 

Others, four of these who chose Others addressed in the text that nothing would 

discourage them from shopping/buying online, one had addressed return payment, while 

the rest of the (9) did not address anything. 
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Table 22: Discouraging factors for shopping/buying at online stores 

 

Q12 - Which of the following statements describes you the best? 

When the participants were asked to choose between three options concerned with the 

needs of their overall purchases from online stress, (47) participants with an approximate 

percentage of (50%) chose that their purchases from online stores are based on the 

attractiveness of the products and not on their actual need for the products, while (46) 

participants with an approximate percentage of (49%) chose that their purchases from 

online stores are based on actual needs for the products, (1) participants with an 

approximate percentage of (1%) have a neutral opinion and chose None of above. 

Table 23: Actual need vs attractiveness-based purchases from online stores 
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5.2.3 Concerning the Migration from Offline to Online Stores  

Q13 Do you think that Covid-19 have encouraged you to increase your purchases 

online? 

When the participants were asked to choose between four options concerned with the role 

of Covid-19 in encouraging them to purchase online, (37) participants with an 

approximate percentage of (39%) answered that Nothing changed, they are online 

purchasers even before Covid-19, (34) participants with an approximate percentage of 

(36%) answered Yes, today they are more oriented towards purchasing online due to 

Covid-19, (21) participants with an approximate percentage of (22%) answered No, they 

are mainly purchasing from physical stores before and after the outbreak of Covid-19, 

(2) participants with an approximate percentage of (2%) answered No, before Covid-19 

they used to purchase mainly from online stores, but now they are mainly purchasing 

from physical stores.  

 

Table 24: The role of Covid-19 in encouraging participants towards purchasing online 

 

Q14 - When the restrictions of Covid-19 are over, to what extent will your 

shopping/purchases be shifted back towards physical stores? 

When the participants were asked about their expectations concerning shifting back their 

purchases to physical stores after the restrictions of Covid-19are over, (14%) of the 

participants answered that they would Not at all shift back to physical stores, while (6%) 

answered that they would Ultimately shift back towards physical stores, the rest (80%) of 

the participants were in between Not at all and Ultimate.  
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Table 25: The expected level of shifting back towards offline stores after Covid-19 restrictions are over. 

 

Q15 - What are your expectations about a future with fewer physical stores and 

shopping centres? 

The participants responded to the expectations of a future with fewer physical stores as 

the following: (38) responded that The purchases of urgent and immediate needs will be 

affected, (38) responded that The fun part of shopping process will be lost, (37) responded 

that the Unemployment rate will be increased, (28) responded that it would be Lower 

satisfaction, (26) responded that there would be Reduction in social skills, (19) responded 

that there would be Reduction in unnecessary purchases, (4) responded Others without 

providing any additional ideas.  

 

Table 26: The expectations of a future with fewer physical stores 

 

 

  



Analysis 

 

 

 

61 

6. Analysis  

This chapter is concerned with presenting the analyses of the empirical findings in 
relation to the gathered literature.  

6.1. Chang in Orientation Between Online and Offline Stores  

Alaimo, et al., (2020) asserted that the customers shifted toward digital online channels 

in most of their needs and wants in the stages of the high epidemic spread. Moreover, 

other research mentioned the increase in online retail channels usage by more customers 

and how people adopted such channels to serve their needs (Zhao & Bacao, 2021). The 

empirical results have revealed that the customers’ orientations towards online stores 

have significantly increased after the outbreak of Covid-19, and more individuals have 

shifted their purchasing towards online stores. 

 

Table 27 below have derived from the focus groups results. This table visualises the 

change of the interviewees’ orientations between online and offline purchasing, both 

before and after the outbreak of Covid-19.  When the data in table 27 were compared, it 

was found that there has been a shift in the interviewees’ orientations from offline 

purchasing towards online purchasing. On the first hand, the results show that there is a 

vast reduction in the number of interviewees who were Mostly offline purchasers before 

Covid-19. In numbers, the interviewees who identified themselves as Mostly offline 

purchasers before Covid-19 are (12). In contrast, only (6) have identified themselves as 

offline purchasers after the outbreak of Covid-19. These numbers show a reduction by 

(6) interviewees that have shifted from offline stores. While on the other hand, only (3) 

interviewees have identified themselves as Mostly online purchasers before Covid-19, 

while (8) have identified themselves to be Mostly online purchasers after Covid-19, these 

numbers show an increase by (5) interviewees who shifted towards purchasing online 

after the outbreak of Covid-19.  

 

However, Neutral or (50/50) purchasers are these interviewees who could not identify 

the dominant orientations of their major purchases or those who have identified that their 

purchases are (50%) from online stores and (50%) from offline stores. The focus groups 

results have shown that (5) interviewees identified themselves as Neutral purchasers 
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before the outbreak of Covid-19, and (6) interviewees identified themselves to be Neutral 

purchasers after the outbreak of Covid-19. These numbers show an increase by (1) 

interviewee who shifted from offline purchasing towards Neutral purchasing. 

 

Table 27: Illustrate the focus groups orientations between online and offline purchasing 

 Before Covid-19 After Covid-19 The change 

Mostly offline purchasers (12) (6) (-6) 

Mostly online purchasers (3) (8) (+5) 

Neutral or (50/50) purchasers (5) (6) (+1) 

 

Additionally, the survey results have confirmed that there is a shift towards online stores 

after the outbreak of Covid-19. The results of the survey (see table 24) show the 

following:  on the first hand, (39%) of the survey’s participants are online purchasers 

before and after the outbreak of Covid-19, while (36%) of the surveys participants have 

confirmed the role of Covid-19 in shifting their purchases towards purchasing online, 

more precisely, those (36%) have been mostly offline oriented before the outbreak of 

Covid-19 and have shifted to be mostly oriented towards online stores.  

 

To conclude, in line with the literature, the empirical findings have confirmed the claim 

concerned with shifting the customers' orientations towards the online channels. The 

survey’s results illustrate that (36%) of the previous offline purchasers have shifted 

towards purchasing online, and today almost (75%) of the survey’s population are 

oriented towards purchasing online. 

 

6.2. Factors Influencing Customer Buying Behaviour  

This part is concerned with the identified and tested factors that influence the customers 

in selecting between online and offline stores. The factors at points (6.2.1) and (6.2.2) 

were divided into internal and external influences. Internal influences vary between the 

different individuals, and these factors are concerned with the individuals’ culture, 

personal aspects, and customer loyalty (Wadera & Sharma, 2018; Vebrová,  2016; Hoyer 

& Krohmer, 2020). While external influences rely on the aspect that the customers cannot 
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control, these influences refer to dimensions such as society, motivational impacts, social 

media, and crisis (Azad,  2013; Wadera & Sharma, 2018; Domie, 2013; Ling & 

Yazdanifard, 2015).  

6.2.1 Factors Influencing Offline Purchasing  

Internal factors  

Entertaining activity  

Wadera & Sharma (2018) stated that the process of purchasing and shopping is an 

entertaining activity that provides customers with satisfaction. It has been identified 

empirically that customers are considering shopping journeys as an entertaining activity. 

However, regardless of whether the customers need to buy or not, they consider shopping 

journeys as an entertainment activity to socialize with the surrounding environment. From 

the focus groups, (16) interviewees have identified that shopping at offline stores is an 

entertaining activity. It has been confirmed in the survey where (39) participants 

responded that they go shopping for entertainment to socialize with their friends, as (17) 

participants responded that they go shopping alone to have fun and see people around 

them. 

Stress reveal activity   

Additionally, another significant factor has been discovered empirically that shopping is 

a stress relive activity for some individuals. In the focus groups, (2) interviewees have 

addressed this factor, while in the survey (9), participants responded that they see 

shopping as a stress relive activity. This factor has been addressed in the study of Juaneda-

Ayensa, et al., (2016) that customers can decide to go shopping or purchase in order to 

boost the mood. 

Experience the product 

The empirical results have identified that experiencing the products is a factor that 

motivates people for shopping/buying at offline stores. From the focus groups results, 

(12) interviewees have addressed that they are encouraged to go to offline stores because 

they can experience the quality, see and touch the product. This factor has also been 
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confirmed by the survey results when (58) participants have responded to this option. In 

contrast, in the survey (66) participants responded that the inability of experiencing the 

product at online stores is a factor that discourages them from shopping online. This result 

emphasises the significance of the factor concerned with Experiencing the product in 

influencing the customers to select offline stores. Juaneda-Ayensa, et al., (2016) 

identified that some customers might feel more comfortable by checking the products 

directly before purchasing them by themselves. 

External factors  

Immediate and urgent needs  

Serin & Andaç (2012) and Domie (2013) have agreed that the availability of the brick-

and-mortar stores convinces the customer to purchase to satisfy a certain need. However, 

it has been found that customers tend to go to offline stores when they have immediate 

and urgent needs for buying a product. The results from the focus groups showed that 

(20) interviewees had addressed this factor as a motive for them to select offline stores, 

while (62) respondents have confirmed this factor in the survey. Moreover, the empirical 

results have shown that long delivery time is a factor that discourages people from buying 

online. (10) interviewees from the focus groups have addressed this point, as (27) 

participants confirmed this option in the survey. This point supports the factor concerned 

with the Immediate and urgent needs as a motive factor for selecting offline stores.  

6.2.2 Factors Influencing Online Purchasing  

Internal factors  

Saving time and effort 

The empirical results have identified that customers tend to purchase online because 

purchasing online saves their time and effort. On the first hand, in the focus groups (8), 

interviewees have addressed that buying online saves their time and effort, while (45) 

participants have confirmed this factor in the survey. On the other hand, the survey results 

have revealed that what might deter people from shopping/buying offline that it is a time 

and effort consuming activity, (7) interviewees have addressed this point in the focus 
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groups, while (30) participants have confirmed this point in the survey. Thus, purchasing 

online is considered to be time and effort saving comparing to offline purchasing. 

Juaneda-Ayensa, et al., (2016) has supported this argument that some customers see 

offline shopping as a time-wasting activity. Therefore, customers might prefer online 

stores that seem to be more convenient for them in terms of time-saving.  

Additionally, another significant factor that has been addressed in empirical results that 

people get more time to try products home when they buy online, (4) interviewees from 

the focus groups have addressed this point, while (9) participants have confirmed this 

point in the survey. Conforming to what Juaneda-Ayensa, et al., (2016) stated that 

customers might prefer to select online store rather than offline to gain more time to try 

and make the purchase decisions. 

External factors  

Easy to search and compare  

The empirical results have revealed that customer might prefer online stores because they 

can easily search and compare products. (12) of the focus groups interviewees have 

addressed this factor, while this factor has been approved by (63) participants in the 

survey. Additionally, it has also been addressed that online stores enable the customers 

to easily search for products with specific preferences such as sustainable material, a 

specific brand, or specific criteria. This point has been addressed by (11) of the focus 

groups interviewees and confirmed by (30) of the survey participants. That can be in line 

with what Wadera & Sharma (2018) and Azad, et al., (2013) have mentioned that the 

highest level of service provided that satisfies customer needs and seems more convenient 

motivates the customers more.  

Wide variety of products  

The empirical results have also revealed that customers prefer online stores because there 

are a wider variety of products online. (11) interviewees have addressed this point in the 

focus groups and confirmed by (52) of the survey participants. However, what supports 

this point is that (7) of the focus groups interviewees have addressed that low variety of 

products is a factor that deters them from offline stores, as (21) survey participants have 



Analysis 

 

 

 

66 

confirmed on this. In line with what Wadera & Sharma (2018) and Domie (2013) have 

mentioned, customers decision can be influenced by the available variety and quantity of 

the store. While Juaneda-Ayensa, et al., (2016) claimed that online stores provide a higher 

variety and broader range of products, wherefore customers that are seeking wider variety 

can get motivated toward online stores.  

Provide cheaper options  

The empirical results have shown that individuals might consider that online stores 

provide cheaper options than offline stores. (11) of the focus groups interviewees have 

addressed this point. This point has been confirmed by (44) of the survey participants. 

Along with, digital transformation facilitates the process of reaching cheaper options 

through online channels (Juaneda-Ayensa,  2016).  

6.2.3 Covid-related Factors  

Individual social responsibility  

 

Hassan & Soliman (2021) claimed that the pandemic and the new generated regulations 

have led to a change in people’s social awareness and way of integrating. The empirical 

results have revealed a significantly unique factor which concerned with the Individual 

social responsibility. This factor refers that people got reduced their visits to offline stores 

to prevent themselves and society from the risk of Covid-19. Concerning this point, (6) 

interviewees of the focus groups have addressed this point, and (32) of the survey 

participants have confirmed. Additionally, another factor concerned with Individual 

social responsibility have been addressed, (7) of the focus groups interviewees have 

mentioned that being in contact with other individuals from Covid-19 high-risk groups 

would deter them from shopping/buying at offline stores. This factor has been confirmed 

by (6) of the survey participants.  

 

Change in lifestyle  

 

Another significant factor revealed by the empirical results is Changing in lifestyle due 

to Covid-19; today, people are spending more time at home, they are working, studying, 
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socializing online, which has resulted in people considering purchasing online more than 

before. This point has been addressed by (7) interviewees in the focus groups, as 

confirmed by (27) participants in the survey. As well, Mróz (2015) stated that people way 

of living and acting in their daily life activities get affected by pandemics. Change in 

customer behaviour was noticeable during Covid-19  when people started adopting the 

online channels or increase their usage for the online channels (Alaimo,  2020).  

 

Less entertainment due to Covid-19 restrictions 

  

The empirical results have revealed that people have got lower entertainment level in 

offline stores due to the restrictions of Covid-19. This resulted in deterring them from 

shopping/buying at offline stores. (13) of the focus groups interviewees have addressed 

this point and been confirmed by (22) of the survey participants. Additionally, the 

empirical results have also revealed that some individuals consider online stores just an 

alternative option to offline stores. (8) of the focus groups interviewees have addressed 

this point, while (31) of the survey participants have confirmed this point. This is in line 

with previous research by Laato, et al., (2020), which showed that people were affected 

by Covid-19 in their entertaining and purchasing behaviour. 
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7. Conceptual Model 

This chapter is concerned with the proposed conceptual model and discussion of its 
elements and validity. 

7.1.Proposed Conceptual Model  

The conceptual model shown in figure 4 was the backbone that has assisted the authors 

during this study, “the conceptual framework is the foundation on which the entire 

research project is based on “ (Williamson, 2002, p. 58). Based on the theoretical 

framework and the empirical results from both the focus groups and the survey, this paper 

proposes a conceptual model concerned with the factors that influence customer buying 

behaviour in selecting between online and offline stores. 

 

In the prior studies, customer behaviour was defined as “the mental, emotional and 

physical activities that people engage in when selecting, purchasing, using and disposing 

of products and services so as to satisfy needs and desires” (Wilkie, 1994, as cited in 

Priest, et al., 2013). Furthermore, the term of Customer buying behaviour mainly refers 

to the customers’ buying habits and activities both before and during the purchasing 

process, this includes the process of selecting between the purchasing channels (Priest,  

2013; Rita,  2019). Moreover, Wadera & Sharma (2018), highlighted that customer 

behaviour is driven by internal and external factors. These factors influence the 

customers' purchases in three different stages: pre, during and post the purchasing 

process. 
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Figure 4: Illustrate the concept for factors influencing the customers buying behaviour in selecting between 

online and offline fashion stores (own creation). 

The proposed concept has identified, tested, and developed three categories of factors that 

influencing customer buying behaviour; the categories are described as the following:   

 

Offline influences: these factors motivate the individuals to select the offline channels 

when the individuals are (pre, during, and post) purchasing fashion products. 

 

Online influences: these factors motivate the individuals to select the online channels 

when the individuals are (pre, during, and post) purchasing fashion products. 

 

Covid-related factors: refers to the factors concerned with the restrictions of the outbreak 

of Covid-19 and have contributed to encouraging or discouraging the individuals in 

selecting between the online and offline channels.   

7.2.Discussion of the Conceptual Model  

On the first hand, the proposed factors have been frequently identified by previous studies 

concerned with the influential factors on customer buying behavior; however, the 

combined findings of the previous studies constructed the massive cornerstones that the 

analysis of the empirical results have based on.  
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On the other hand, empirically speaking, the proposed factors concerned with the 

influential factors on customer buying behavior have been addressed and tested by two 

empirical methods “focus groups and survey”. In the first phase, the focus groups have 

addressed the factors, wherein in the second phase, statements from survey results 

confirm the addressed factors. In this research the authors determined the mixed methods 

strategy as a method to conduct this research to gain a complete picture of the studied 

phenomena and increase the reliability of the research.  

 

Furthermore, the process of conducting a mixed methods research assist the researchers 

in fulfilling the research purpose and figuring a solution for the research problem 

(Easterby-Smith,  2018). Nonetheless, the purpose of the research would be thoroughly 

fulfilled by combining the qualitative method that will provide the research with an in-

depth understanding of the studied phenomena and the quantitative method that will 

ensure a large quantity sample to complete the sufficient research results (Tashakkori & 

Teddlie, 2003 ).  

 

However, in the proposed conceptual model, the addressed factors in the focus groups are 

confirmed by the survey results using two different approaches:  

The first approach refers to confirm an addressed factor directly; this was done by using 

one or several statements from the survey that directly approve the identified factor. For 

example, it has been identified in the focus groups that purchasing offline is an 

Entertaining activity for some individuals, two statements from the survey have directly 

confirmed this factor. The first statement, Shopping is a social activity as individuals go 

shopping for entertainment and having good times with friends, this statement was 

confirmed by (39) participants. While the second statement is that individuals Mostly go 

shopping alone for entertainment and see people around them, (17) participants 

confirmed this statement.  

 

The second approach is partially similar to the first approach in term of confirming the 

factors with direct statements; however, in this approach, the addressed factors are also 

supported by statements that would confirm the factors indirectly. The indirect 

confirmation of an addressed factor is done by using statements that exile a factor on the 

opposite extreme of the addressed factor, resulting in confirming the addressed factor 
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indirectly. For example, in focus groups, it was addressed that individuals might prefer 

purchasing offline because they can Experience the product at offline stores. This factor 

was confirmed directly by (58) participants who addressed their motive for shopping 

offline is To see, touch, and check the products. In contrast, the factor was confirmed 

indirectly by (66) of the participants who responded that Inability to touch and check the 

product online deters them from buying online. 
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8. Conclusion and Discussion  

In this chapter the purpose of this study is fulfilled and the implications are highlighted. 
In addition, limitations and further studies are discussed. 

8.1.Conclusion  

To conclude, this study is concerned to deepen the knowledge about the change in 

customer behaviour brought by the outbreak of Covid-19 in the retailing sector. This 

study explores and examine the role of Covid-19 in influencing the selection process 

between online and offline channels. The focus of this study is limited to the Swedish 

millennials’ buying behaviour for purchasing fashion products in regard to the selection 

between online and offline stores. More precisely, the aim of this study is to identify and 

test new behavioural patterns that would influence the Swedish millennials in selecting 

between online and offline stores for shopping and buying fashion products.  

In line with the social restriction dictated by the pandemic of Covid-19, the changes in 

customer buying behaviour have been studied on samples from the identified population. 

This study was conducted from the customers' side by having focus groups, and a web-

based survey. (4) focus groups sessions were conducted with a total number of (20) 

interviewees, where the relevant responses of (94) participants have been analysed from 

a web-based survey.  

However, the study has revealed two significant findings and contributed to propose a 

conceptual model. The fruitful results of this study are presented in the following 

headlines: 

The first finding: there is a vast customers’ migration towards online stores 

It has been confirmed empirically that a vast segment of the study’s population has shifted 

their purchases towards online channels. The survey’s results illustrate that (36%) of the 

previous offline purchasers have shifted towards purchasing online after the outbreak of 

Covid-19, and today, almost (75%) of the survey’s population are oriented towards 

purchasing fashion products online. 
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The second finding: There are new behavioural patterns related to Covid-19 that are 

influencing the customer buying behaviour  

This study has addressed new factors related to Covid-19 restrictions that are influencing 

customer buying behaviour.  The Covid-related factors presented in this study are 

concerned with the restrictions of the Covid-19 pandemic. These factors significantly 

contribute to encouraging or discouraging the individuals in selecting between the online 

and offline channels. The addressed Covid-related factors in this study are: 

 

Individual social responsibility,  

It has been confirmed in the study that individuals might choose to purchase online to 

prevent themselves and the society from the risk of Covid-19 or because they are in 

contact with other individuals from the high-risk groups.  

 

Change in lifestyle  

It has been confirmed that changes in lifestyle due to Covid-19 (i.e. today, people are 

spending more time home, working, studying, and socializing online) have resulted that 

individuals started to consider purchasing online more than before. 

 

Less entertainment due to Covid-19 restrictions 

  

It has been confirmed in the study that offline purchasing is considered an entertaining 

activity for the vast majority of the study’s population. However, the empirical results 

have revealed that individuals have got lower entertainment level in offline stores due to 

the restrictions of Covid-19, this resulted in deterring them from shopping/buying at 

offline stores.  

 

Finally, The proposed conceptual model  

The concept is concerned with the factors influencing the customer buying behaviour in 

selecting between online and offline fashion stores. The Covid-related factors were tested 

through the proposed conceptual model in addition to two other categories, which are:  

Offline influences: these factors motivate the individuals to select the offline channels 

when the individuals are (pre, during, and post) purchasing fashion products. 
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Online influences: these factors motivate the individuals to select the online channels 

when the individuals are (pre, during, and post) purchasing fashion products. 

To this end, the study has successfully managed to accomplish the purpose, as this study 

has successfully managed to deliver a set of new behavioural patterns regarding the 

customer buying behaviour in line with Covid-19.  

8.2.Discussion  

8.2.1 Theoretical Implications 

This paper is of an exploratory and constructive nature since the purpose of the paper is 

to provide a deeper understanding of the change of customer buying behaviour during the 

pandemic of Covid-19.  However, the paper has delivered a set of new behavioural 

patterns that would expand the theoretical knowledge regarding the current customer 

buying behaviour. These new behavioural patterns have been identified and confirmed 

through this study. Moreover, the paper has proposed a conceptual model concerned with 

the factors influencing customer buying behaviour in selecting between online and offline 

fashion stores. All the elements of the proposed concept have been tested and confirmed 

during this study.  

8.2.2 Practical Implication 

As the purpose of this study is to deepen the knowledge about the change in customer 

buying behaviour brought by Covid-19 on the retailing sector. The focus of this study is 

limited to the Swedish millennials’ buying behaviour for fashion products in regard to the 

selection between online and offline stores. 

The findings of this paper have revealed that there is a vast migration of customers 

towards purchasing online, as the study results have shown that (36%) of the survey’s 

population have switched their purchases after the outbreak of Covid-19 towards online 

channels. However, almost (75%) of the survey’s population are today oriented towards 

purchasing fashion products online.  

These findings will be valuable for firms within the fashion retailing industry and will 

assist fashion retailers in forecasting the expected demands on their channels. 

Additionally, the findings will contribute to assisting the fashion retailers in allocating 
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their resources between the different online/offline channels. Not to mention that 

understanding the customer buying behaviour will assist the retailers in gaining 

competitive advantages as it would enable the retailers to respond to the changes in the 

market wisely.  

8.2.3  Limitations  

The major factor that have limited the findings of this study was the limited number of 

participants in the survey, the total number of the relevant survey responses are (94). The 

distribution of the survey was limited to the authors' connections and their network. If the 

survey could have been distributed to cover the Swedish map, a more comprehensive 

range of participants would have provided higher accurate data.  However, it was not 

possible to outsource the survey distribution to survey providers due to the limited 

financial resources. 

8.2.4 Future Studies 

The study has successfully managed to explore the change of the Swedish millennials 

buying behaviour caused by the pandemic of Covid-19. A conceptual model was 

proposed in this study, as the study has revealed new Covid-related behavioural patterns 

influencing the selection process between online and offline stores. However, further 

studies are recommended to intensively test and develop the Covid-related factors to 

discover if there are any additional factors and to conduct if these factors can be 

generalized to cover the Swedish residence. However, further studies are recommended 

to study the expected customer buying behaviour after the restrictions of Covid-19 are 

over.  

Additionally, it has been noticed during this study that the overall fashion consumption 

of the study samples has been reduced due to the migration towards online channels. The 

empirical results of this study have addressed that most of the customers' online purchases 

for fashion products are based on actual needs. In contrast, offline purchases are mainly 

based on the appeal and attractions of the products. Therefore, it is recommended for 

further studies to conduct the impact of Covid-19 restrictions on the customer buying 

behaviour in term of reducing the consumption of fashion products and reducing the 

unnecessary purchases of fashion products.  



References 

 

 

 

76 

 

9. References 

Alaimo, L. S., Fiore, M., & Galati, A. (2020). How the Covid-19 Pandemic Is Changing 

Online Food Shopping Human Behaviour in Italy. Sustainability, 12(22), 1-18. 

Azad, N., Azizi, B., Asgari, H., & Bagheri, H. (2013). A study on important factors 

influencing customers’ impulsive buying behavior: A case study of Shahrvand 

food chain. Management Science Letters, 3(2013), 1415–1420. 

Bird, A., & Stevens, M. J. (2003). Toward an emergent global culture and the effects of 

globalization on obsolescing national cultures. Journal of International 

Management, 9(2003), 395-407. 

Blachman, A. (2018). my total retail. Retrieved May 02, 2021, from 

https://www.mytotalretail.com/article/the-difference-between-buying-and-

shopping-and-why-it-matters-for-retailers/ 

Bryman, A. (2007). Barriers to Integrating Quantitative and Qualitative Research. 

Journal of Mixed Methods Research, 8(1), 8-22. 

Bryman, A., & Bell, E. (2015). Business Research Method (Forth ed.). New York: Oxford 

University Press. 

Castellini, A., & Samoggia, A. (2018). Millennial consumers’ wine consumption and 

purchasing habits and attitude towards wine innovation. Wine Economics and 

Policy, 7(2018), 128-139. 

Clark, V. L., & Creswell, J. W. (2008). An Expanded Typology for Classifying Mixed 

Methods Research Into Designs. In The Mixed Methods Reader (pp. 159-196). 

Thousand Oaks, Calif: Sage Publications. 

Coule, T. (2017, March 26). Theories of knowledge and focus groups in organizatoni and 

management reaserch. reaserchgate. 

Creswell, J. W. (2003). Research design: qualitative, quantitative, and mixed methods 

approaches (3rd ed.). Los Angeles: SAGE Publications. 

Creswell, J. W., & Creswell, J. D. (2017). Research Design: Qualitative, Quantitative, 

and Mixed Methods Approaches (Fifth Edition ed.). London: SAGE Publications, 

Inc. 



References 

 

 

 

77 

Creswell, J., & Plano, V. C. (2007). Choosing a mixed methods design. In Designing and 

Conducting Mixed Methods Research (pp. 58-88). Thousand Oaks, CA: Sage. 

Domie, S. P. (2013). Assessing The Factors Influencing Consumer Switch From Local To 

Imported Products. Vaasan ammattikorkeakoulu. Retrieved April 18, 2021, from 

http://urn.fi/URN:NBN:fi:amk-2013052310385 

Doody, O., Taggart, L., & Slevin, E. (2013, March). Focus group interviews part 3: 

Analysis. British journal of nursing, 22(5), 266-9. 

Doyle, L., Brady, A.-M., & Byrne, G. (2009). An overview of mixed method research. 

Journal of Research in Nursing, 14(2), 175–185. 

Dubois, A., & Gadde, L.-E. (2002). Systematic combining: an abductive approach to case 

research. Journal of Business Research 55, 553– 560. 

Duquenne, M.-N., & Vlontzos, G. (2013). The impact of the Greek crisis on the 

consumers’ behaviour: some initial evidences? British Food Journal, 116(6), 890-

903. 

Easterby-Smith, M., Thorpe, R., Jackson, P. R., & Jaspersen, L. J. (2018). Management 

& Business Research (6th ed.). SAGE Publications Ltd. 

Frączek, B., & Klimontowicz, M. (2015). Financial literacy and its influence on young 

customers’ decision factors. Journal of Innovation Management, 3(1), 62-84. 

Freitas, H., Oliveira, M., & Jenkins, M. (1998). THE FOCUS GROUP, A 

QUALITATIVE RESEARCH METHOD Reviewing The theory, and Providing 

Guidelines to Its Planning, ISRC Working Paper 010298,. Merrick School of 

Business, University of Baltimore (MD, EUA),. 

Ghazali, I., Abdul-Rashid, S. H., Dawal, S. Z., Aoyama, H., Tontowi, A. E., & 

Sakundarini, N. (2017). Cultural Influences on Choosing Green Products: An 

Empirical Study in MALAYSIA. Sustainable Development, 25(6), 655-670. 

Halcomb, E. (2019). Appraising Mixed Methods Research. In P. Liamputtong (Ed.), 

Handbook of Research Methods in Health Social Sciences (pp. 1051-1067). 

Singapore: Springer. doi:https://doi.org/10.1007/978-981-10-5251-4_121 

Hassan, S. B., & Soliman, M. (2021). COVID-19 and repeat visitation: Assessing the role 

of destination social responsibility, destination reputation, holidaymakers’ trust 

and fear arousal. Journal of Destination Marketing & Management , 19(2021), 1-

11. 



References 

 

 

 

78 

Hoyer, W. D., & Krohmer, H. (2020). The Retirement Planning Crisis: Finding A Way 

Out With A Consumer Behavior Perspective. Review of Marketing Research, 

17(1), 77–85. 

Hussey, V. (2013). The Local Europe AB. Retrieved April 21, 2021, from 

https://www.thelocal.se/20130626/48704/ 

Jayawardhena, C., & Farrell, A. M. (2011). Effects of retail employees’ behaviours on 

customers’ service evaluation. International Journal of Retail & Distribution 

Management, 39(3), 203-217. 

Johnson, R. B., & Onwuegbuzie, A. J. (2004). Mixed Methods Research: A Research 

Paradigm Whose Time Has Come. Educational Researcher, 33(7), 14-26. 

Juaneda-Ayensa, E., Mosquera, A., & Murillo, Y. S. (2016). Omnichannel Customer 

Behavior: Key Drivers of Technology Acceptance and Use and Their Effects on 

Purchase Intention. Frontiers in Psychology, 7(1117). 

Kaushik, V., & Walsh, C. A. (2019). Pragmatism as a Research Paradigm and Its 

Implications for Social Work Research. Social Sciences, 8(9), 3-17. 

Kian, T. S., Rajah, S., & Yusoff, W. F. (2014). Job satisfaction and motivation: what are 

the difference among these two? European Journal of Business and Social 

Sciences, 3(2), 94-102. 

Laato, S., Islam, A. N., Farooq, A., & Dhir, A. (2020). Unusual purchasing behavior 

during the early stages of the COVID-19 pandemic: The stimulus-organism-

response approach. Journal of Retailing and Consumer Services, 57(1). 

Lee, J. A., & Kacen, J. J. (2008). Cultural influences on consumer satisfaction with 

impulse and planned purchase decisions. Journal of Business Research, 61(3), 

265–272. 

Ling, L. P., & Yazdanifard, R. (2015). What Internal and External Factors Influence 

Impulsive Buying Behavior in online Shopping? Global Journal of Management 

and Business Research: E-Marketing, 15(5), 25-32. 

Lombart, C., Millan, E., Normand, J.-M., Verhulst, A., Labbe-Pinlon, B., & Moreau, G. 

(2020). Effects of physical, non-immersive virtual, and immersive virtual store 

environments on consumers’ perceptions and purchase behavior. Computers in 

Human Behavior, 110(1), 1-13. 

Ludvigsson, J. F. (2020). The first eight months of Sweden’s COVID-19 strategy and the 

key actions and actors that were involved. Acta Paediatrica, 109(12), 2459-2471. 



References 

 

 

 

79 

Löfgren, E. (2020, December 18). Sweden rolls out series of new coronavirus measures, 

including face masks. Retrieved May 14, 2021, from The Local Sweden's news in 

English: https://www.thelocal.se/20201218/swedish-prime-minister-stefan-

lofven-press-conference-coronavirus/ 

Mansoor, D., & Jalal, A. (2011). The global business crisis and consumer behavior: 

Kingdom of Bahrain as a case study. International Journal of Business and 

Management, 6(1), 104-115. 

Mccrory, S. (2020). SCANDINAVIA STANDARD. Retrieved 04 21, 2021, from 

https://www.scandinaviastandard.com/what-is-swedish-fashion-a-guide-to-cool-

dressing-in-a-cool-climate/ 

Morgan, D. L. (2007). Paradigms Lost and Pragmatism Regained: Methodological 

Implications of Combining Qualitative and Quantitative Methods. Journal of 

Mixed Methods Research, 1(1), 48-76. 

Mróz, B. (2015). The Implications of The Economic Crisis for Polish Consumer 

Behaviours. Modern management review , XX(22 (4/2015)), 115-128. 

Nayeem, T. (2012). Cultural Influences on Consumer Behaviour. International Journal 

of Business and Management, 7(21), 78-91. 

Nguyen, D. H., Leeuw, S. d., & Dullaert, W. E. (2018). Consumer Behaviour and Order 

Fulfilment in Online Retailing: A Systematic Review. International Journal of 

Management Reviews, 20(1), 255–276. 

O’Cathain, A., Murphy, E., & Nicholl, J. (2008). The quality of mixed methods studies 

in health services research. Journal of health services research & policy, 13(2), 

92-98. doi:10.1258/jhsrp.2007.007074 

Onwuegbuzie, A. J., Dickinson, W. B., Leech, N. L., & Zoran, A. G. (2009). A Qualitative 

Framework for Collecting and Analyzing Data in Focus Group Research. 

International Journal of Qualitative Methods, 8(3). 

Priest, J., Carter, S., & Statt, D. A. (2013). People as Consumers. In Consumer Behaviour 

(Vol. 1, pp. 1-11). Edinburgh: Edinburgh Business School-Heriot-Watt 

University . 

Pyöriä, P., Ojala, S., Saari, T., & Järvinen, K.-M. (2017). The Millennial Generation: A 

New Breed of Labour? SAGE Open, 7(1), 1-14. 

Rahman, M. S., Hossain, M. A., Hoque, M. T., Rushan, M. R., & Rahman, M. I. (2021). 

Millennials’ purchasing behavior toward fashion clothing brands: influence of 



References 

 

 

 

80 

brand awareness and brand schematicity. Journal of Fashion Marketing and 

Management: An International Journal, 25(1), 153-183. 

Reinartz, W., & Imschloß, M. (2017). From Point of Sale to Point of Need: How Digital 

Technology Is Transforming Retailing. The Future of Retailing, 9(1), 42-47. 

Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of e-service quality and customer 

satisfaction on customer behavior in online shopping. Heliyon, 5(1), 1-14. 

Saunders, M. (2012). Research methods for business students (6 ed.). New York: Pearson. 

Saunders, M. N., Lewis, P., & Thornhill, A. (2019). Research Methods for Business 

Students (8th ed.). Pearson Education Limited. 

Saunders, M. N., Lewis, P., Thornhill, A., & Bristow, A. (2019). Research Methods for 

Business Students (8th ed.). Pearson Education. 

Saunders, M., Lewis, P., & Thornhill, A. (2007). Research Methods for Business 

Students. Essex: Pearson Education Limited. 

Serin, H., & Andaç, T. (2012). An investigation of the preferences of furniture consumers 

depending on education and age factors in Turkey. African Journal of Business 

Management, 6(22), 6658-6666. 

Sirhindi, A. (2010). A critical review of in-store online impulse purchase behavior. 

Oklahoma State University, Stillwater, US: Unpublished. 

Srivastava, S., & Barmola, K. (2010). The Role of Consumer Behaviour in Present 

Marketing Management Scenario. Productivity, 51(268-275), 3. 

Stanciu, S., Radu, R. I., Sapira, V., Bratoveanu, B. D., & Florea, A. M. (2020). Consumer 

Behavior in Crisis Situations. Research on the Effects of COVID‐19 in Romania. 

"Dunarea de Jos" University of Galati, Faculty of Economics and Business 

Administration(1), 5-13. 

Statista. (2019). Statista.com. Retrieved May 16, 2021, from 

https://www.statista.com/statistics/532396/sweden-participation-in-higher-

education-by-age-group/ 

Statista. (2020). Statista.com. Retrieved May 16, 2021, from 

https://www.statista.com/statistics/527218/sweden-employment-rate-by-age-

group/ 

Syaglova, Y., & Salamovska, S. M. (2019). DIGITAL TRANSFORMATION IN 

MARKETING AND BUSINESS – IMPLICATIONS ON RETAIL 



References 

 

 

 

81 

TECHNOLOGIES AND CUSTOMER ENGAGEMENT. Digital transformation 

in marketing, 4(1), 215-225. 

Taqi, H. M., Ahmed, H. N., Paul, S., Garshasbi, M., Ali, S. M., Kabir, G., & Paul, S. K. 

(2020). Strategies to Manage the Impacts of the COVID-19 Pandemic in the 

Supply Chain: Implications for Improving Economic and Social Sustainability. 

Sustainability, 12(22), 1-25. 

Tashakkori, A., & Teddlie, C. (2003 ). Handbook of Mixed Methods in Social & 

Behavioral Research. SAGE. 

Tsoukatos, E., & Rand, G. K. (2007). Cultural influences on service quality and customer 

satisfaction: evidence from Greek insurance. Managing Service Quality, 17(4), 

467-485. 

Vebrová, T., Venclová, K., & Rojík, S. (2016). Customer Segmentation by Factors 

Influencing Brand Loyalty and Customer Involvement. Acta Universitatis 

Agriculturae et Silviculturae Mendelianae Brunensis, 64(5), 1797-1804. 

Verhoef, P. C., Kannanb, P., & Inman, J. J. (2015). From Multi-Channel Retailing to 

Omni-Channel Retailing Introduction to the Special Issue on Multi-Channel 

Retailing. Journal of Retailing, 91(2), 174–181. 

Wadera, D., & Sharma, V. (2018). Impulsive Buying Behavior in Online Fashion Apparel 

Shopping: An Investigation of the Influence of the Internal and External Factors 

among Indian Shoppers. South Asian Journal of Management, 25(3), 56-82. 

Waguespack, Blaise & Hyman, Michael. (1993). Consumer behavior: Still normative 

after all these years. 

Wang, H., Liu, H., Kim, S. J., & Kim, K. H. (2019). Sustainable fashion index model and 

its implication. Journal of Business Research, 99(2019), 430-437. 

Wilkie, W. L. (1994). Consumer Behavior. New York: John Wiley & Sons Inc. 

Williamson, K. (2002). Research Methods for Students, Academics and Professionals, 

2nd Edition. Wagga Wagga: Centre for Information Studies. 

World Population Review. (2021). World Population Review,. Retrieved May 16, 2021, 

from https://worldpopulationreview.com/countries/sweden-population 

Yin, R. K. (2014, p.160). Qualitative Research from Start to Finish, Second Edition. New 

York: The Guilford Press. 

Yin, R. K. (2018). Case Study Research and Applications: Design and Methods (Sixth 

Edition). London: SAGE Publications. 



References 

 

 

 

82 

Zhao, Y., & Bacao, F. (2021). How Does the Pandemic Facilitate Mobile Payment? An 

Investigation on Users’ Perspective under the COVID-19 Pandemic. Int. J. Environ. Res. 

Public Health, 18(3), 1-22. 



Appendices  

 

 

 

83 

10. Appendix  

10.1. Appendix 1.  

The primary focus groups questions 

A. Warmup questions   

These questions are open-ended questions aimed at setting the tone for the focus group.   

1. Today’s topic is concerned with the role of Covid-19 in accelerating 

the switch of purchasing behaviour from physical stores to online 

stores. What are your general feelings about the topic?   

2. Are you familiar with the social distancing restrictions of Covid-19 on 

the shopping stores? Is there anything you would like to know more about?  

3. Are you familiar with the following concepts: purchasing behaviour, 

online stores, and physical stores? Is there anything you would like to know 

more about it?  

4. When talking about online stores, what brand or products’ categories come 

to your mind?   

5. When talking about physical stores, what brands or products’ categories 

come to your mind?   

B. Before Covid-19  

6. A couple of years before Covid-19, what were your motives to use 

online stores? And what were your motives go to physical 

stores? why?  (purchase, browse, price, entertainment, loyalty, location, 

product verity, flexibility, show room, experience, check the quality, no fright 

costs, other)   

C. During Covid-19  
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7. What factors that has or would discourage you from purchasing from 

physical stores? And what factors that has or would make you 

more encouraged to purchase online?  

8. From your experience, do you think that Covid-19 pulled the trigger to shift 

or encourage your purchasing behaviour towards the online stores? How 

has your purchasing behaviour changed over the period of Covid-19?    

D. The future after Covid-19  

9. When Covid-19 is over, do you think that your purchasing behaviour will 

be shifted back towards the physical stores?   

10. When you hear about the migration from physical stores to online stores, 

what words, phrases, or ideas come to your mind?   

11. What are your expectations about a future free of physical 

stores? Any significant features will be missed? 
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10.2. Appendix 2.  

The secondary focus group questions 

A. Probing (transition) questions   

- Could you tell us more about your purchasing behaviour for example: when? How? 

How often do you use to make online/physical purchases?  

- What are the products, products categories that you often used to buy online?  

- You said that you would prefer to choose online/physical stores over 

the physical/online stores, why is that?  

- Will you please clarify why your usage of online/physical stores has 

declined/increased during Covid-19?  

- Will you please explain why you have those expectations when purchasing from 

online/physical stores?  

- You mentioned X as an important feature of Online/Physical stores, what about Y and 

Z features in the Physical/Online stores?  

- We discussed the online/physical stores at length, but we didn’t hear allot about 

physical/online stores. Any other thoughts on physical/online stores?  

B. Ending questions   

- Is there any specific point would you like to highlight from this discussion to add or 

expand on?  

- Are there any additional opinion, experience, idea you would love to add to the 

conversation about this topic?  

C. Final questions   

- Do you feel that there are other important dimensions about the topic that has not been 

addressed?   
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10.3. Appendix 3.  

Coding and categorizing the focus group results: 

 

  
Group 

1 

Group 

2 

Group 

3 

Group 

4 
total  

General impression   

Online impression   

Fashion 5 5 5 3 18 

Electronics 2 1 1 3 7 

Accessories 1 1 1 3 6 

Cosmatics & care products 2 3 0 0 5 

Grocery 0 0 0 0 0 

Offline impression 0 

Grocery 5 5 5 5 20 

Fashion 5 3 3 5 16 

Furniture 1 1 1 4 7 

Before Covid-19 0 

Motives for searching on Online Stores 0 

Easy to search and compare 3 3 3 3 12 

 Searching for products with 

standardized specificatoins  
3 2 3 3 11 

Provide wider verity & unique options 4 2 2 3 11 

 Saving time & effort  2 2 2 2 8 

Online campagins 0 2 2 1 5 

Motives for purchase Online Stores 0 

Inexistence of a specific product or 

brand in the nearby/accessible offline 

stores 

3 3 2 3 11 

Free shipping/return 3 3 2 3 11 

Do not mind to pay for shiping/return   0 2 0 1   

Need based purchases 2 2 2 2 8 

Cheaper options 3 3 2 3 11 

Partial payment (Klarna) 1 2 1 1 5 

More time to try products home 1 1 1 1 4 

Deterrents for purchase Online Stores 0 

inability to chck  sizes / quality  3 3 3 3 12 

long delivery time  2 2 3 3 10 

process of pick up / return points 1 2 1 0 4 

frequent online purchased categories  0 

Cosmatics & care products 2 4 1 1 8 

fashion  2 3 2 2 9 

home decoratoin/ gifts / accesories  1 1 1 2 5 
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electornics  2 0 1 1 4 

supplemnts  1 0 1 0 2 

unique products  1 0 0 1 2 

Motives for shoppiung from physicl Stores 0 

A social activity for entertainment 4 4 4 4 16 

To try, touch, & see the product 4 3 2 3 12 

Entertainment 2 2 2 1 7 

personal assistance service  1 2 2 0 5 

stress relief 1 0 1 0 2 

Motives for purchase from physicl Stores 0 

Urgent & immediate needs 5 5 5 5 20 

attractive promotions  4 3 5 4 16 

brand loyality  1 0 2 2 5 

availability  0 2 0 0 2 

Deterrents for purchase from physial Stores 0 

living in small towns, or away from 

physial stores   
3 4 1 1 9 

time & effort concuming  3 1 2 1 7 

group press  1 1 2 2 6 

low verity/similar themes and patterns at 

offline stores  
1 2 2 2 7 

Get confused and stressed  1 1 1 1 4 

less time for decision  1 1 1 1 4 

same theme and patterns  1 0 1 1 3 

not comfotable in changing rooms  0 1 0 1 2 

short period / no return on sale items  0 1 0 1 2 

frequent offline purchased categories  0 

pleasure/attractive products  3 3 3 3 12 

fashion  2 3 3 2 10 

online vs offlince purchaser ?   

mostly physiacl stores shopper  3 3 3 3 12 

mostly online stores shopper  1 1 1 0 3 

nutral  1 1 1 2 5 

during Covid-19   

change in purchasing behaviour    

 base purchase decisions on needs  4 4 4 4 16 

less consumptoin  2 5 3 3 13 

reductoin in unnessesary purchses  1 4 2 2 9 

incrase awareness about 

overconsumption  
1 1 2 1 5 

1st online purchase from a new product category    

Food delvery  0 2 3 1 6 
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medicine 1 0 1 1 3 

Gaming accessories  0 1 1 1 3 

clothes (jakcet, Underware)  0 1 0 2 3 

Grocery 1 0 0 1 2 

supplemnts  0 1 0 0 1 

electronics  0 0 1 0 1 

Glasses  0 0 0 1 1 

Accessories /gifts 0 0 1 0 1 

discourages for searching/purchaing from physical stores    

restrictoins of social destancing by 

retailers and government  
3 3 4 4 14 

less entertainment  3 2 5 3 13 

being in contact with risk group 

members  
0 3 2 2 7 

Changing rooms restrictions  1 2 1 2 6 

opinning hours  2 2 0 2 6 

Individual social responsbility  1 2 1 2 6 

Encourages for searching/purchaing from online stores    

Online campagins 3 2 2 4 11 

spending more time home. Change in 

Lifestyle (woking, studieng, socializing 

online)   

1 2 1 3 7 

alternative option  2 2 1 3 8 

trend  0 2 0 0 2 

social media influncers  0 2 0 0   

online vs offlince purchaser during Covid-19?    

mostly offline stores shopper  1 2 1 2 6 

mostly online stores shopper  3 2 2 1 8 

nutral  1 1 2 2 6 

future after Covid-19   

after Covid-19, will the purchsing behaviour be shifted back towards physial 

stores 
  

Yes, definetly  2 3 2 2 9 

will visit physicla stores for 

entertainment and social interactoin  
3 5 4 4 16 

lower visits to physial stores or the sake 

of purchase  
3 1 1 2 7 

try, touch, & see the product 2 2 2 2 8 

will chnge based on the nature of product 0 1 1 0 2 

a future with fewer offline stores    

the purcahse of urgent & immediate 

needs will be affected 
3 4 4 4 15 

Entertainment will be lost  2 5 2 3 12 
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Unemployment   2 2 3 3 10 

less impulse purcahses  2 2 2 3 9 

low customer servie assistance 2 2 2 1 7 

higher environmntal sustinability  1 2 1 1 5 

lower prices  2 2 0 2 6 

reductoin in loyality  1 1 1 1 4 

more scam websites 1 1 0 1 3 

retailers will lose an importnt channel for 

marekting and sales  
1 0 0 1 2 

the ability to pay cash  1 0 0 0 1 
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10.4. Appendix 4.  

The developed questionnaire surveys 

 

1. This survey is concerned with a study on the role of Covid-19 in changing the customer 

buying behavior towards online stores, which means, today we -the customers- are more 

oriented to purchase online than what we used to be before Covid-19.    Participation in 

this survey is voluntary and completely anonymous. If you decide to participate you will 

be given a set of questions which you will be answering as truthfully as possible.   The 

data generated from this survey will be analyzed and used by the authors of this research 

paper. However, the data will be stored safely on a secure university server which is 

unavailable to the public.   Please note:- That this survey is only limited to the 

fashion products such as:  clothing, footwear, and accessories. Therefore, please think 

about your purchases for fashion products when you are answering this survey.   

o Click here      I have read and understood the above information 

 
 
 

Q2 What is your age? 

o 18-23 years old   

o 24-39 years old 

o 40-55 years old  

o 55+ years old  

 
 
 

Q3 In which region in Sweden do you live? 

▼   Blekinge län (1) ... Östergötlands län (21) 

 
 
 

Q4 I have been in Sweden since 

o 2019 or before 

o 2020  

o 2021   
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Q5 What motivates you for shopping at store in-person?  

▢ Shopping is a social activity, I enjoy going out with friends to malls and 
shopping centers  

▢ I mostly go shopping alone for entertainment and seeing people around me   

▢ Shopping is a stress relive activity, I go shopping whenever I have stress   

▢ I go shopping to try, touch, and see the product   

▢ I go shopping to get help from sales assistance -customer service-   

▢ Others________________________________________________ 

 
 
 

Q6 What influence you to buy at stores- in person? 

▢ I usually go buying from stores when I have urgent & immediate needs 

▢ Attractive promotions often influence me to buy things at stores even if I'm 
not in need for these things 

▢ Brand loyalty is what persuade me to buy at a   

▢ Others ________________________________________________ 

 
 
 

Q7 What discourage you from shopping/buying products at stores- in person? 

▢ It’s less entertaining activity due to the restrictions of Covid-19  

▢ I’m in contact/living with a high-risk group member  

▢ It is an individual social responsibility (to prevent myself and the society 
from the risk of Covid-19)  

▢ Low variety (similar themes and patterns at most of the stores)  

▢ It is an activity that consumes my time and effort  

▢ I live in a small town, or far from shopping stores  

▢ Others________________________________________________ 

 
 
 

Q8 Which of the following statements describes you the best? 

o My purchases from stores -in person- are mostly based on an actual need 

with specific criteria. For example, When I’m in need for a yellow shirt, I go and buy 

a yellow shirt from a physical store. 

o My purchases from stores -in person- are mostly based on the attractiveness 

of the item (price, discount, appeal). For example, When I’m in need for a blue shirt 

bug not in need for any trousers, I might end up in buying a pair of trousers and a 

white shirt just because they were attractive.  

o None of above 
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Q9 What motivates you for shopping at online store?  

▢ Easy to search and compare products online 

▢ The ability to search products according to specific preferences (such as: 
sustainable materials, brand, criteria .. etc) 

▢ Wide variety of products  

▢ Saving time and effort   

▢ Others________________________________________________ 

 
 
 

Q10 What influence you to buy at online stores?  

▢ Online stores are just an alternative option for physical stores 

▢ Online campaigns (such as e-mails and social medias offers that contains 
discount codes, memberships discounts, promotions … etc) 

▢ Changing in lifestyle du to Covid-19 (today, I’m spending more time home, 
I’m working, studying, socializing online) 

▢ Inexistence of a specific brand/product at the nearby physical stores   

▢ Provide cheaper options than the physical stores  

▢ More time to try products home  

▢ Others _______________________________________________ 

 
 
 

Q11 What discourage you from shopping/buying at online stores? 

▢ Because it’s less entertaining comparing to shopping at physical stores, I 
miss the social interaction part 

▢ Inability to touch, try, and check the quality of products 

▢ Long delivery time 

▢ Complex process to pick up and return 

▢ Others________________________________________________ 

 
 
 

Q12 Which of the following statements describes you the best? 

o My purchases from online stores are mostly based on an actual need with 

specific criteria. For example, When I’m in need for a yellow shirt, I go and buy a 

yellow shirt from an online store. 

o My purchases from online stores are mostly based on the attractiveness of 

the item (price, discount, appeal). For example, When I’m in need for a blue shirt but 
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not in need for any trousers, I might end up in buying a pair of trousers and a white 

shirt just because they were attractive. 

o None of above   

 
 
 

Q13 Do you think that Covid-19 have encouraged you to increase your purchases online?  

o Yes, today I’m more oriented towards purchasing online because of Covid-

19 

o Nothing changed, I am an online purchaser even before Covid-19 

o No, I used to purchase mainly at physical stores before Covid-19, and still 

doing.  

o No, I used to purchase mainly at online stores before Covid-19, but now I’m 

buying mainly at physical stores.  

 
 
 

Q14 When the restrictions of Covid-19 are over, to what extent will your 

shopping/purchases be shifted back towards physical stores?  

o Not at all 1 

o 2   

o 3  

o 4  

o Ultimate extend 5   

 
 
 

Q15 What are your expectations about a future with fewer physical stores and shopping 

centers? 

▢ The purchases of urgent and immediate needs will be affected   

▢ The fun part of shopping process will be lost  

▢ Reduction in social skills   

▢ Lower satisfaction  

▢ Reduction in unnecessary purchases   

▢ Unemployment rates will be increased   

▢ Others ________________________________________________ 

 
 
 

 

 


