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MARKETING | RESEARCH ARTICLE

Motivations influencing virtual supermarket 
shopping: An exploratory study using means-end 
chains analysis
Thanh Hoai Nguyen1*, Hai Quynh Ngo1 and Thu Trang Dương1

Abstract:  Virtual supermarket shopping has entered a phase of commercial main-
streaming as retailers aim at broadening the customer base, especially in the 
context of COVID 19 emergence. With the expansion of virtual supermarket shop-
ping (VS-shopping) consumption, there is an increasing need to investigate the 
variety of consumers’ motivations for engaging in such behavior. This study sought 
to address this gap by using the means-end chain theory method to explore the 
motivational complexity of VS-shopping. Based on data collected (n = 67) through 
the soft-laddering approach, six types of motivation are identified, include Quality of 
life, sense of accomplishment, Family well-being, Financial security, Self-direction, 
and Health consciousness. The results are expected to complement both theoretical 
contributions (additional understanding related to the virtual supermarket) and 
practical contributions (providing valid knowledge for retailers to create a more 
favorable service and marketing strategies for VS-shopping consumption).
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1. Introduction
Retailers are now realizing that the consumer experience they give to their customers is a way to 
obtain a competitive advantage from other brands, so a huge development in this field is being 
made. To help retailers finding solutions, technology provided important changes and improve-
ments in the shopping experience (Shankar et al., 2011; Van Kerrebroeck et al., 2017). One of them 
was the implementation of the virtual supermarket. The purpose behind this change is how it will 
impact consumer behavior and their shopping experience.

A virtual supermarket displays merchandise as if it were on a physical shelf on the streets, 
customers scan the barcode of the items they want with the app by their smartphones, and 
delivery is made at the end of the day. According to DK Marketing (2018), consumers agree that if 
the virtual supermarket is a combination of online and real supermarkets, it is definitely the 
revolution of shopping and hence they prefer this way of buying.

While virtual supermarket shopping is growing at a rapid pace, knowledge about the motives of virtual 
supermarket shoppers is essential for further growth. Although studies concerning retailing and store 
design in the virtual environment are starting to emerge, no research thus far has dealt specifically with 
virtual supermarket motivation (Jin & Bolebruch, 2009; Zhu & Owen, 2008). Furthermore, previous 
researches relating to online shopping have focused to explore and illustrate the motives among online 
shoppers. Several motives into online shopping have identified, such as shopping convenience (e.g., 
Bhatnagar et al., 2000; Duarte et al., 2018; Jiang et al., 2013); information seeking (e.g., Benn et al., 2015; 
Kau et al., 2003; Shah & Paul, 2020), social interaction needs (e.g., Christodoulides & Michaelidou, 2010; 
Grosso & Forza, 2019; Zhang et al., 2014), and online shopping experience (e.g., Mosteller et al., 2014; 
Trevinal & Stenger, 2014). Additionally, the literature suggests that the tendency to seek variety (e.g., Bin 
Dost et al., 2015; Rohm & Swaminathan, 2004) and the desirability of immediate possession (e.g., Alba 
et al., 1997; Barnard & Menoe, 2020) may also be motives for shopping. However, virtual supermarket 
shopping is different from online shopping. The motives for online buying, therefore, may not fully 
explain why consumers use virtual supermarket services.

The current study highlights that a means-end chain theory assists an appropriate method that 
helps to explore the motivations that drive consumers to use virtual supermarket shopping. The 
study provides a better understanding of how consumers satisfy the motivations when they use 
virtual supermarket services. The proposed motivation can present a framework that can be used 
to further develop a scale for measuring virtual supermarket shopping motivation. The current 
study also has important managerial implications, not only to retailers but also to the marketers 
who can learn about new ways to differentiate their distribution services.

2. Literature review

2.1. Virtual supermarket
A virtual supermarket is a form of applying e-commerce to the retail sector according to the super-
market model, providing standardized products to consumers. This is not an online supermarket, but it 
is an actual store location where customers can purchase virtual items. Virtual supermarkets use 
posters with shelves filled with products, located on the walls of the dock or at the station. The 
objective of virtual supermarkets is to bring stores close to consumers. By using shopping support 
apps installed on smartphones, consumers scan the products’ QR codes that they want to buy and 
they are simultaneously added to their cart. Later in the day, they schedule their delivery as well. With 
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a virtual supermarket, consumers can replenish all of their essentials while going about their daily 
routines, no special trips to the supermarket required.

2.2. Virtual supermarket shopping motivation
Until now there has been no definition of virtual supermarket shopping motivation. To better under-
stand this concept, it is necessary to clarify the concept of shopping motivation. Shopping motivations 
are defined as a consumer’s needs and wants related to consumption choice (Sheth et al., 1991) and 
thus the driver of behavior that prompts consumers to enter into the marketplace to meet their 
internal needs (Jih & Lee, 2004). Hence, identifying shopping motivations plays a significant role in 
acknowledging consumers’ needs and meets those needs as well as possible. Therefore, in the 
current study, virtual supermarket shopping motivation was conceptualized as “a force that moves 
the individual” willingness to use virtual supermarket service, aims to meet one’s needs or wants”.

Studies concerning retailing in virtual environments are starting to emerge. These studies are 
mainly exploratory in nature; outlining, for instance, affordances, opportunities, and challenges for 
retailers in using the metaverse channel for distributing real-world products (e.g., Bourlakis, 
Papagiannidis, Li et al., 2009a, 2009a; Park et al., 2008). Other studies have tried to evaluate the 
potential value of virtual retailing and outline strategies for real companies/retailers to follow to 
succeed in such environments (e.g., Arakji & Lang, 2008; Gadalla et al., 2013; Hassouneh & 
Brengman, 2011b). Others have studied success factors for marketing real companies/brands in 
virtual retailing (e.g., Barnes & Mattsson, 2011; Tikkanen et al., 2009).

In the above studies, researchers have analyzed the benefits of using virtual technology in retail, 
developed principles when designing virtual stores, as well as explored the influencing factors and 
issues solutions to enhance the consumer experience when shopping in a virtual environment. 
However, no research has been done to investigate the motivations of consumers when using virtual 
supermarket services. While researchers discuss the key role and potential of motives in their studies, 
no empirical studies have been performed (Koh et al., 2007; Yang, 2012). Scholars (e.g., Rokeach, 
1973; Schwartz, 1994) have suggested that motivations are a powerful force in consumer behavior. 
Despite the general consensus that motivations have a strong influence on consumer behavior, it is 
a field that has not yet been examined in the current VS-shopping motivational literature.

2.3. Means-end chain theory and laddering technique
Consumers often do not deliberately think about the motives underlying their consumption 
behavior, therefore, researchers are faced with the challenge to reveal these motives. A method 
that has found widespread acceptance for investigating motives is means-end chain theory (e.g., 
Pieters et al., 1995; Wagner & Dennis, 2007).

The means-end chain is used as the fundamental theoretical framework of the study and as the 
tool to reveal the linkages between consumers’ cognitive hierarchical value structures (Gutman, 
1982). This approach explains hierarchically how an individual cognitively performs through 
a consumption process (Zeithaml, 1988). The main premise of this approach is that consumers 
choose the attributes of goods and services that will allow them to achieve their personal values 
(Gutman, 1982; Barrena et al., 2015).

Data collection for MEC analysis is conducted through laddering interviews (Grunert & Grunert, 
1995; Reynolds & Gutman, 2001). This method follows the hierarchical structure of MECs, as 
interviews start out by having respondents name important product/service attributes, continue 
by asking about the reasons for each attribute’s relevance, then again inquire why the reason 
provided is important, and repeat this question until the level of terminal values is used or 
respondents are unable to provide further reasons (Allen, 2001). The procedure is then repeated 
for the remaining attributes that were initially stated. The result of a laddering interview is there-
fore a set of ladders for each respondent (Wagner & Dennis, 2007).
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3. Methodology

3.1. Sampling
Reynolds and Gutman (1988) state that a pool of 50–60 participants would suggest the opportu-
nity to address this issue by assessing a variety of different answers during the creation of the 
hierarchical value map. Accordingly, we selected 67 Vietnamese consumers as the respondents in 
the current study. As a matter of fact, the snowball technique was selected to choose participants 
for practical purposes. The sampling criteria were as follows: a participant was required to possess 
a smartphone, and the participant needed to have used VS-shopping at least once in the last six 
months. As the current study aimed to gather the viewpoints of VS shoppers, respondents were 
selected based on their past VR-shopping experience. These two criteria are employed with the 
purpose of ensuring that the participants are completely explained of the interview questions that 
the interviewers address. Only the participants who fully satisfied the selection criteria process 
were able to start the interview.

The snowball sampling was executed as follows: two VS shoppers, who the interviewer already 
knew and met the two criteria mentioned above, were chosen to survey. These two participants 
then recommended three other respondents who also used the virtual supermarket service, to be 
interviewed. With this recommendation, the researcher contacted these participants, conducted 
interviews with them, and, finally, also requested information of other suitable consumers, and so 
forth. The demographic characteristics of the respondents are exhibited in Table 1 below.

The sample consists of 67 participants, where 58 are female (86.6%) and 9 are male (13.4%). 
The average age of the sample is 31.92 (range: 15–60 years old). In terms of education level, 47% 
of the participants have Bachelor Degree and 6% have Master Degree/Doctored/Ph.D., while 17.9% 
have Vocational Training and only 6% have Elementary/Secondary Education. Another relevant 
item for this study regards the frequency that the consumer uses the virtual supermarket to buy 
products. In fact, 18% of the participants use monthly, whereas 22% uses biweekly.

3.2. Data collection
The interviews were performed in July and August 2020, with 67 Vietnamese consumers. In order 
to provide a private and comfortable atmosphere, each respondent can decide the location of the 
interviews accordingly to his/her desire in Vietnam.

Basing on a laddering technique, respondents took part in interview sessions individually, about 
30 minutes or one hour, approximately. Each respondent was asked by a trained interviewer. After 
collecting all the demographical characteristics, the interviewer began to have an in-depth inter-
view with each participant, this content would gather the relevant motives which they had in mind 
when using virtual supermarket service. Participants were informed there are no right or wrong 
answers. The researcher also notified that, for the aim of the study, it is important for the 
participants to give simplified opinions that can be used for outcome interpretation. The set of 
questions were provided to the point that the participant could possibly disclose a reasonable 
value or could no longer provide any further information (Klenosky & Saunders, 2007). By the end 
of the interview, each respondent has received a gift costing 8 USD USD for her/his contribution.

3.3. Data coding
Data analysis started with a content analysis of the transcripts by the interviewer, which included 
coding responses (Grunert & Grunert, 1995; Mulvey et al., 1994). Firstly, the different elements 
recorded in the interviews were coded as distinct concepts. Secondly, each concept was associated 
with a hierarchical level of the MEC. Next, in a repeated process, the same codes on hierarchical 
levels were unified to decrease the number of codes and to attain a comprehensive set of MEC 
elements. For each participant, the links between the different concepts were mentioned in 
individual implication matrices. They were aggregated in a final implication matrix, demonstrating 
the number of times two elements were linked by all the participants.
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Based on the aggregated data, a hierarchical value map (HVM) was created to depict the 
different associations in the MECs. In an HVM, the hierarchical level of each element is depicted 
and the links between the different elements are mapped (Gengler et al., 1995). This leads to the 
visualization of various paths, each starting with service attributes at the lowest level that are 
related to consequences at the second level and terminal values at the third level.

4. Results

4.1. Content analysis
In analyzing a large number of responses to the triadic classifying and arranging tasks, the first 
step was to generate a correctly content analysis of all elicited concepts. Based on the outcomes 
of the data collection, a content analysis was executed in order to create the set of attributes, 
consequences, and values; and then, we have put together the concepts that are similar to their 
meaning. As a result, we have obtained at a general level, a set of attributes, consequences, and 
values. The coding of data was accomplished entirely by hand and was performed by three coders. 
The manual coding enabled the researcher to examine the data in the language of the respon-
dents. Each response was systematically analyzed. Feedbacks collected from participants were 
examined as concepts (attribute, consequence, value) and coded. The concepts’ frequency 
detected by respondents was noted and counted. The content analysis results comprised extrac-
tion of eight attributes (see Table 2), sixteen consequences (see Table 3), and six values (see 
Table 4).

4.2. Implication matrix
Basing on content analysis, an implication matrix was created to illustrate the total linkages within 
each pair of perceived elements. Input for the total implication matrix is all collected data from the 
laddering interviews. The rows and columns showed the relationships between attribute- 
consequence-value, and the table describes the number of links between attributes (i.e. T01), 
consequences (i.e. K01), and values (i.e. G01) (as exhibited in Table 5). Particularly, in each cell, 
the number on the left of the decimal of the implication matrix indicates how many times two 
concepts at distinct levels were noted as directly linkages, and the number on the right of the 
decimal indicates the number of indirect linkages (Reynolds & Gutman, 1988).

Table 1. The demographic profile of the selected sample
Characteristic Frequency Percentage Characteristic Frequency Percentage
Gender 
Male 
Female

9 
58

13.4% 
86.6%

Education level 
Elementary/ 
Secondary 
Vocational 
Training 
Bachelor Degree 
Master Degree/ 
Doctored/PhD 
Others

4 
12 
47 
4 
0

6% 
17.9% 
70.1% 

6% 
0%

Age Group 
15–25 
26–35 
36–45 
46-55 
Over 55

7 
29 
21 
9 
1

10.4% 
43.3% 
31.3% 
13.4% 
1.6%

Frequency to use 
Every two 
months 
Monthly 
Biweekly 
Rarely 
Weekly 
Semianually 
Quarterly

2 
18 
22 
5 

11 
6 
3

3% 
26.9% 
32.8% 
7.5% 

16.4% 
8.9% 
4.5%

Total Number of Respondents 67

Source: Authors 
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4.3. Hierachical value map
Based on the description of a minimum number of linkages to assurance a connection, the 
implication matrix was then employed to guide a directed graph that underlined the basis for 
diagrammatically describing the cognitive structure labeled the hierarchical value map (HVM). The 
HVM is a tree-like grid, a synthetic network of a cognitive structure that includes three hierarchical 
levels—attributes, consequences, values—and their relationships.

In an HVM, each line is investigated to be a representation of consumers’ MECs, which are 
regarded as the motivational basis of their behavior. Therefore, an HVM gives insights into 
participants’ hierarchical cognitive structures and enables researchers to provide implications 
regarding basis motivational features.

When considering the cut-off value, a typical cut-off level was chosen as a criterion to decide 
which types of relationships should be shown on the HVM. Based on Grunert et al.’s (2001) 
statement, a cut-off value should be from 3 to 5 corresponding to a pool of 50 to 60 respondents. 
Meanwhile, Reynolds et al. (1995) proposed 5% of respondents are frequently noticed as a cut-off 
point. Therefore, in the map, any relationship mentioning to equal to or greater than 3 would be 
consisted (5% × 67 respondents = 3). The linkages in which the total number of relationships less 
than 3 are not shown on the map. Figure 1 presented the summary HVM which demonstrates the 
most general concepts and relationships across concepts.

As shown in Figure 1, six important linkage paths of VS-shopping motive and some other sub- 
paths are realized above. To display the strength of the linkage between elements, the more times 

Table 2. Table of attributes
Code Name of attribute Frequency Meaning
T01 Convenience 63 Virtual supermarket 

offers a convenient 
shopping experience that 
is easy to shop and has 
what consumers need.

T02 Vivid image 10 Virtual supermarket has 
the clarity and freshness 
of items’ image.

T03 Try new thing 42 Virtual supermarket 
provides a new 
experience in shopping.

T04 Reduce transportation 
expenses

11 Virtual supermarket can 
help consumers reduce 
the expenses, such as 
money and time, that 
they spends on 
transportation.

T05 Ease of use 58 Virtual supermarket is 
easy to use the functions.

T06 Follow invoice/payment 32 Virtual supermarket can 
help consumers track of 
their spending.

T07 Variety items 8 Virtual supermarket has 
a diversified portfolio of 
goods.

T08 Individual 56 Virtual supermarket 
allows consumers to shop 
without having to interact 
with others.

Source: Authors 
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the linkage was mentioned by the participants, the thicker the line. As a consequence of this, the 
key patterns were demonstrated by these thicker lines. In addition, six key MECs emerged from the 
data analysis and gave deep insights into the Vietnamese consumers’ motivation for using virtual 
supermarket shopping. The following section will interpret these paths noted above.

4.4. Dominant perceptual orientations
KMC1: Convenience—Stress decrease—Feel Good—Quality of life

The first key pattern is especially obvious in the consequence of stress decrease, which is 
addressed by the convenience attribute. Virtual supermarkets allow consumers to shop while 
moving at any time (e.g., in transportation, on the street, etc.) It clearly helps consumers make 
their life easier—e.g., through flexible use, reduced responsibility, or simply shopping models. 
Reducing stress and enabling customers to feel good by using VS- service are important to 
participants, as they enhance their quality of life (see pattern 1 in Figure 1).

Table 3. Table of consequences
Code Name of 

consequence
Frequency Meaning

K01 Stress decrease 68 VS-shoppers can reduce the unpleasant and 
unhealthy emotional effects of stressful events that 
have already occurred.

K02 Feel good 60 VS-shoppers feel good excitedly to be able to be 
efficient and strong.

K03 Making 
a difference

37 VS-shoppers can try to make a new experience.

K04 Exciting life 11 VS-shoppers feel very happy or enthusiastic in their 
life.

K05 Competency 6 VS-shoppers feel a sense of successful by completing 
a desirable task.

K06 Save time 45 VS-shoppers complete a task in a shorter amount of 
time by doing it more quickly or efficiently.

K07 Save money 11 VS-shoppers can buy something at low-priced and 
maintain low cost.

K08 Can do other 
things

7 VS-shoppers can do other things instead of spending 
time shopping.

K09 Work effectively 6 VS-shoppers can complete their tasks as quickly as 
possible, and produce the results that were intended.

K10 Spend more time 
with family

35 VS-shoppers can decrease time working on other 
tasks and have more free time with family.

K11 Stay on budget 30 VS-shoppers can maintain or not exceed estimated 
or intended expenditures.

K12 Have money for 
other things

30 VS-shoppers can spend their money on things that 
they think are necessary.

K13 Freedom of choice 6 VS-shoppers have opportunities to perform an action 
selected from variety items, unconstrained by 
external parties.

K14 Avoid health 
problem

32 VS-shoppers want to avoid problems that harm their 
health.

K15 Good for health 32 VS-shoppers are in the state of being healthy and 
free from physical or mental disease.

K16 Controllability 25 VS-shoppers are able to make their own choices and 
not be impacted by others.

Source: Authors 

Nguyen et al., Cogent Business & Management (2021), 8: 1954491                                                                                                                                  
https://doi.org/10.1080/23311975.2021.1954491                                                                                                                                                       

Page 7 of 16



KMC2: Try new thing—Making a Difference—Sense of accomplishment

In the second pattern, the attribute “try new thing” allowed participants to experience some-
thing different in their life. “Try new thing” is thus distinct from offered attributes by other 
channels (e.g., online and offline shopping). For these respondents, to experience differences 
means “making a difference”. By experiencing the consequence of making a difference, they 
could avoid the challenges of incompetency. They stated that competency appeared when they 
were able to use VS-shopping correctly and comfortably. Through completing the challenge, 
participants communicated a “sense of accomplishment” personal value (see pattern 2 in 
Figure 1).

KMC3: Ease to use—Save time—Spend more time with family—Family well-being

The link between a virtual supermarket and ease of use is one of the strongest relationships in 
the HVM. Participants chose ease of use because they felt comfortable and confident when 
performing VS-shopping by using their familiar personal mobile device. Based on the ease to use 
the functions of the virtual supermarket, which makes it easier to purchase anything that reduces 
the time spent for shopping, saving time expresses one of the major consequences. Saving time is 
significant for participants, because it adds to their quality of family, especially by spending more 
time with their family. It ultimately creates a family well-being value (see pattern 3 in Figure 1)

KMC4: Follow invoice—Controllability—Stay in the budget—Have money for other things— 
Financial security

Continuing with the fourth pattern, many respondents explore that just by tracking aggregate 
figures for shopping expenses, they have the ability to control their invoices and reduce excessive 
spending. Therefore, they can maintain or not exceed estimated or intended expenditures. It 
means that they have more money and they spend their money on things that they think are 
necessary. Keeping track of how much they spend resulted in respondents feeling “financial 
security” (see pattern 4 in Figure 1).

KMC5: Individual—Freedom of choice—Self-direction

Table 4. Table of values
Code Name of value Frequency Meaning
G01 Quality of life 73 VS-shoppers want to 

improve the quality of life.

G02 Sense of accomplishment 36 VS-shoppers feel a sense 
of fulfilment by finishing 
a favorable task.

G03 Family well-being 48 VS-shoppers want their 
family to be healthy, 
happy, and comfortable.

G04 Financial security 30 VS-shoppers look for the 
state of being free from 
financial threat.

G05 Self-direction 36 VS-shoppers want to have 
the independent thought 
and action-choosing, 
determining, exploring.

G06 Health conscious 32 VS-shoppers want to live 
a healthy live.

Source: Authors 
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The fifth major pattern in the HVM is related to individual action. One of the most important 
advantages of VS-shopping includes no salespeople or annoying crowds. For example, in physical 
stores, the salespeople try to influence the consumers to purchase the product. There can be some 
type of pressure, while the consumers are not pressurized in any way in virtual supermarkets. Since 
they are independent thought and action-choosing, determining—is known as freedom of choice. 
On the other hand, when consumers search and buy something according to their own goals, they 
satisfy the value of self-direction (see pattern 5 in Figure 1).

KMC6: Individual—Avoid health problem—Good for health—Health Conscious

According to the sixth motivational pattern, as information of COVID-19 pandemic spread, 
respondents began avoiding public, crowded places. Therefore, VS-shopping is one of the better 
ways to keep social distancing. They have seen the problems that people with illnesses have and 
they are trying to avoid that. They think VS-shopping can help them to stay physically strong and 
not ill. By protecting their health, participants were able to have excellent health as much as they 
can, which satisfied their value of “health-conscious” (see pattern 6 in Figure 1).

4.5. Motivations in virtual supermarket shopping consumption
The results of the current study indicated five domains comprising the VS-shopping motivation, 
including Quality of life, sense of accomplishment, Family well-being, Financial security, Self- 
direction, and Health consciousness.

4.5.1. Sense of accomplishment 
A sense of accomplishment can be achieved through challenge completion (Weiner, 1985). This 
study has explored that virtual supermarket shopping satisfies respondents’ sense of accomplish-
ment when they recognize that they have made good decisions through a new way of shopping. 
The relevance of sense of accomplishment in the online shopping context has been highlighted by 
Shiu-Wan et al. (2015), Jayawardhena (2004), Poole and O’Cass (2003), and Degeratu et al. (2000), 
and Bakos and Brynjolfsson (2000). Respondents were happy with their using of virtual super-
market shopping as they felt self-satisfied about completing the new experience shopping. In 
addition, when having the satisfaction of themselves, they concurrently felt confident in making 
purchases through VS-shopping, which increased their VS-shopping consumption behavior. The 
motivation of sense of accomplishment is also classified as inner-directeds since respondents 
perceived that this motivation could be anticipated intrinsically without the necessity to share it 
with others.

4.5.2. Health conscious 
The motivation type is concerned about and aware of consumers’ health. Health Consciousness is 
the degree to which consumers care about his/her health (Basu & Dutta, 2008; Dutta-Bergman, 
2004). The more health-conscious one is, the more likely he/she is to have healthy habits (Chen & 
Lin, 2018), which is the basis for individuals to take health measures. Nowadays, scholars have 
focused on the impact of health consciousness on various behaviors. However, this motivation has 
not ever been mentioned in the previous virtual supermarket and shopping online researches. 
Hence, it can be assumed as a motive created by the current situation, the covid 19 pandemic. 
Consumers start recognizing the benefits of VS-shopping, especially during the pandemic period. 
Virtual supermarkets are looked at as prioritizing shopping for individuals who should not be 
exposing themselves to potential coronavirus infection. For healthcare consumers, virtual super-
markets, therefore, are widely used during the coronavirus pandemic. Based on this, health 
consciousness is to have an important impact on virtual supermarket shopping behavior.

4.5.3. Family well-being 
Family well-being refers to a sense of wellbeing of the family, collectively and subjectively, defined 
and informed by its members, in which individual and family-level needs interact (Zuna et al., 
2010). The current study explored that consumers were more able to do household chores and get 
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over stress by reducing shopping time through VS-shopping. It will make them feel more comfor-
table in family life. In addition, the reduction in shopping time also allows consumers to have more 
free time, and therefore, take better care of family members. If the family is managed well, 
pressure is reduced, thereby producing family well-being. Previous studies suggest that saving 
time is what drives shoppers to use virtual supermarket services but they do not refer to the 
relationship between saving time and family wellbeing (Bigne et al., 2016; Morganosky & Cude, 
2000). This study extends that consumers value saving time and through the consequence, they 
ultimately can gain family well-being. Respondents who considered family well-being as a principal 
motivation were more likely to purchase through virtual supermarket shopping in order to have 
more time to take care of their family. Therefore, virtual supermarket shopping helps consumers to 
prioritize the important things of their lives, they are more favorable towards using virtual super-
market shopping.

4.5.4. Quality of life 
Quality of life concerns the experience of an individual’s life and reflects his/her well-being 
(Andrews & Withey, 1976; Campbell et al., 1976; Hanestad, 1990). Respondents got the value of 
quality of life when they were able to buy something without being in a supermarket, that is when 
they were experiencing unbeneficed time (e.g., on the street, while waiting for a bus). This study 
found that through virtual supermarket shopping, consumers pursued an exciting life by experien-
cing novelty such as virtual supermarket shopping while moving and doing more important work 
other than physical shopping. This finding differs from previous studies (Agrebi & Jallais, 2015; Kim 
et al., 2007; Lu & Su, 2009; Yang, 2012) that have suggested that consumers feel excited when 
they purchase products via innovative technology. This study firstly found that VS shoppers create 
a quality of life by maximizing priority time and completing important work other than shopping 
activities. Therefore, the more consumers want to achieve a quality of life value, the more they will 
use VS-shopping.

Figure 1. The hierachical value 
map.
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4.5.5. Self-direction 
Self-direction is independent thought and action, derived from the organismic need for mastery and 
control through choosing, creating, and exploring, and interactional requirements of autonomy and 
independence (Schwartz, 2012). Participants for whom the motivation of self-direction was a priority 
select products that corresponded with their taste and were uncompromising. Jayawardhena (2004) 
also confirms that there is a relationship between self-direction and a positive attitude toward 
e-shopping, which impacts e-shopping consumption. Personal VS-shopping allows respondents to 
make their own buying decisions. This indicates that such consumers put first concern on following 
their own way rather than being influenced by others. Respondents believed that VS-shopping was 
the best platform to seek self-direction with freedom of choice.

4.5.6. Financial security 
Most studies examine financial security without offering a definition of this motivation. The current 
study combines the concept of security value with financial context and suggests that it reflects 
the safety, harmony, and stability of financial status (Schwartz, 2012). The motivation of “financial 
security” relates to the most common concern felt by online shoppers—payment security issues 
(Assarut & Eiamkanchanalai, 2015; Hung et al., 2012). However, this study illuminated a different 
perspective: participants felt safe when they can easily track their orders as well as payments, 
thereby making it easier to control their finance. They also felt safer when controlling of their 
financial status. Therefore, financial security is what drives VS shoppers.

5. Discussion

5.1. Summary of findings
The results of the study explored six virtual supermarket shopping motivations, such as Quality of 
life, sense of accomplishment, Family well-being, Financial security, Self-direction, and Health 
consciousness. There are extrinsic motives for expressing a clear goal when shoppers engage in 
virtual supermarket shopping, such as they want to save money (Financial security), to ensure their 
health (Health consciousness), or spend more time with family members (Family well-being). 
Meanwhile, the remaining three motives (Sense of accomplishment, Self-direction, and Quality of 
life) are considered intrinsic motives since VS shoppers engage in acts of using virtual supermarket 
shopping based on psychological benefit. In summary, the six motivations identified from the 
current study comprise a virtual super marketing shopping’s motivation from a multi-dimensional 
view, including intrinsic and extrinsic motives (Childers et al., 2001).

5.2. Contribution for theory and application

5.2.1. Theoretical contribution 
The theoretical contribution of the findings is twofold. Firstly, the rising of advanced technology leads 
to an increasing number of VS shoppers through the years. Even so, there are no related studies 
regarding the reasons for the consumers’ desire to use this service. Therefore, the findings of the 
current study would feasibly fill this gap by exploring motivations in VS-shopping consumption.

Secondly, the results from this study can extend to existing knowledge of retailing literature. 
Using and highlighting important motivations in VS-shopping consumption can contribute useful 
awareness to retailing researchers. The results may probably propose a distinct VS-shopper 
typology in the market, classified based on their motivations.

5.2.2. Practical contribution 
Identifying the motivations for virtual supermarket consumption will give a strategic advantage to 
retailers. The recognization of the motivations of VS shoppers and the classification of VS shoppers 
based on their important motivations are probable to be considered favorably by retailers because 
it will enable them to offer better services and to gain expected results. Explicit recognition of 
motivational patterns will help retailers by suggesting appropriate marketing strategies for 
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different market segments. In addition, the employ of marketing strategy can be improved if the 
behavior of consumers can be related to their motivations. Retailers can evaluate the strategies by 
looking at the motivation fulfillment prior to the market implementation. Understanding custo-
mers’ expectations will provide retailers insight into what consumers want to obtain and satisfy 
through their VS-shopping activity. By personalize offerings that link to these key motivations, 
retailers will be able to meet and satisfy consumer’s desires.

5.2.3. Limitation and future research 
Although this study enlarges our knowledge of virtual supermarket shopping, it suffers from some 
limitations. Firstly, six motivations were explored based on the means–end chain theory approach. 
The motivations keep their novelty as these have not yet been recognized in previous research related 
to virtual supermarkets. While this qualitative method is deemed appropriate for obtaining insights 
into fields, no empirical investigation exists. Therefore, future studies should perform quantitative 
methods to further investigate the motivations for virtual supermarket shopping consumption.

Secondly, this study did not examine the distinguishing demographic characteristics between 
the perceptions of respondents. However, future studies could examine a moderator variable of 
VS-shoppers’ demographic characteristics with a more diverse sample of respondents representing 
a range in ages, income, gender, and education levels.

Thirdly, this study employed only Vietnamese consumers. The findings may be culturally rele-
vant. Therefore, the utilization of the findings to other cultures may be limited. Examining other 
cultures should be a key direction for future research efforts in order to confront and obtain a more 
in-depth understanding.
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