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Explaining consumers’ channel-switching
behavior in the post-COVID-19 pandemic era

Anh Tram Nguyen Tran’, Uyen Hoang Dinh Nguyen?, Vu Minh Ngo** and Huan Huu Nguyen?

Abstract: Significant changes have been brought about in consumer behaviour as
a result of the COVID-19 pandemic. Digital consumption has attracted a large
number of new consumers during the pandemic. However, there are few academic
studies on the determinants of these crucial changes in consumer behaviour.
Addressing this gap, this study investigates consumers’ channel-switching beha-
viour during the COVID-19 pandemic. Using a sample of about 2,640 respondents
collected after the outbreak, this study aims to define the key drivers of the changes
in consumers’ shopping channel decisions. The study results show that several
factors significantly affected consumers’ decisions to change their shopping habits
after the pandemic broke out, including marital status, price, quality, convenience,
and overall satisfaction with current and new shopping channels. More importantly,
this study is one of the few to investigate the differences in determining factors
regarding consumers’ choices of online and traditional channels in the post—
COVID-19 pandemic era. The level of convenience, the time spent making pur-
chases, technology competency, the abundance of product information, the ability
to check product quality, and income significantly impact purchasing channel
decisions between online and traditional channels.

Subjects: Consumer Psychology; Economics; Business, Management and Accounting

Keywords: channel-switching behaviour; consumer behaviours; online purchasing; COVID-
19 pandemic; service quality

1. Introduction

In December 2019, COVID-19 was reported by officials in Wuhan City, China. Subsequently, it has
been spreading continuously on a global scale. Because of the rapid spread of the virus and the
absence of an effective and safe treatment or vaccine, non-pharmaceutical interventions (NPIs)
are the most important recommendations for preventing and controlling the transmission and
spread of COVID-19 adopted by many governments (lezadi et al., 2020). As a result, consumers
have been spending more time online because of the lockdowns. According to the e-Conomy SEA
2020 report, the COVID-19 pandemic has led to significant shifts across Southeast Asia (SEA). This
pandemic has been claimed to change the behaviour of some nature of consumers in this region.
Approximately 40 million new users utilized digital consumption for the first time in 2020 (Iezadi
et al,, 2020). Vietnam is considered to be one of the fastest-growing Internet economies in SEA,
with a growth rate of 36% in 2020. At that time, electric commerce (e-commerce) revenue
amounted to approximately US$11.8 billion, accounting for approximately 5.5% of the total retail
sales of goods and services in Vietnam.

© 2023 The Author(s). Published by Informa UK Limited, trading as Taylor & Francis Group.

This is an Open Access article distributed under the terms of the Creative Commons Attribution
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Online shopping is a form of e-commerce in which customers can reach products or services and
sellers can reach customers via the Internet through online platforms, which means that people
can make sales and purchases at any time from any place. Apart from buying and selling products
and services, e-commerce provides other services, such as transferring funds, money, data, and
information related to commercial transactions through the Internet using information and com-
munication technology (ICT). Improvements in technology in this era and the coming of the
COVID-19 outbreak have contributed to changes in online shopping behaviour to some extent.

Although several studies have been made in the context of the COVID-19 pandemic, few studies
have examined consumers’ channel-switching behaviour in the post—COVID-19 pandemic period
(Ngoh & Groening, 2022; Youn et al., 2021). This study explores the channel-switching behaviour of
consumers as a result of the COVID-19 outbreak. Using a sample of over 2,640 respondents, this
study attempts to identify the key determinants of customers’ changing shopping channel choices.
Several criteria—including marital status, price, quality, convenience, and overall happiness with
existing and new shopping channels—strongly influence customers’ choices to modify their shop-
ping habits following the pandemic outbreak. Service quality appears to significantly influence
customers’ channel-switching decisions, followed by price and convenience. In addition, satisfac-
tion with the existing channel influences whether customers transfer channels. In the post—
COVID-19 pandemic age, this research also illustrates the contrasts between the variables that
affect customers’ selection of the Internet and conventional channels. In general, this study
attempts to address issues concerning (i) defining factors that significantly affect consumers’
channel-switching behaviour after the outbreak of the COVID-19 pandemic and (ii) defining factors
that significantly affect consumers’ decision to prioritize online purchasing and conventional (e.g.
traditional markets and supermarkets) channels during the COVID-19 pandemic.

This study has five sections. Following the introduction, the remainder of this research is divided
into the following four sections. The second section provides a synthesis of relevant literature. In
the third section, both the methodology and the data are broken down. In the fourth section, the
study goes through the findings in detail. Finally, the conclusions are presented in the fifth section.

2. Literature review

2.1. Theoretical framework

In the literature, numerous theories have been applied to explain and predict multidimensional
individual behaviour, which could lay the foundation for behavioural change. The most widely
accepted theories can be divided into the following categories: (1) belief—attitude theories (i.e.
protection motivation theory, the health belief model, the theory of reasoned action (TRA), the
theory of planned behaviour (TPB)); (2) control-based theories (i.e. self-determination theory); (3)
decision-making theories (Prochaska & DiClemente, 1983); and (4) competence-based theories (i.e.
social cognitive theory (SCT), originated by Bandura and Walters (1977)). In this study, to explain
consumers’ channel-switching behaviour, we mainly used belief—attitude theories given that
customers usually formulate their behaviours in daily purchasing using available beliefs and
concurrent stimuli from the environment (Han & Ryu, 2012; Jung et al,, 2016).

2.1.1. Theory of planned behaviour

The TPB is the extension of the self-efficacy theory (SET) and the TRA. Ajzen introduced the TPB by
adding the component “perceived behavioural control”. In this way, he extended the TRA to better
predict actual behaviour.

Perceived behavioural control refers to the degree to which a person believes that he or she can
perform a given behaviour. It is concerned with an individual’s impression of his or her own ability
to accomplish the behaviour. In other words, perceived behavioural control is tied to a certain
behaviour or goal. This perception varies according to environmental circumstances and the
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Figure 1. Expectation confirma-
tion theory.

Note: t; = pre-consumption
variable; t, = post-
consumption variable.

behaviour involved. The TPB suggests that people are much more likely to carry out certain
behaviours when they believe that they can do them successfully.

Compared to the TRA and TAM, the TPB is considered one of the most comprehensive and
validated theories in the exercise domain for understanding and predicting exercise behaviour.

2.1.2. Expectation confirmation theory

Expectation confirmation theory (ECT) (Figure 1) is a cognitive theory developed by Oliver (1977)
and applied to study consumer satisfaction and post-purchase behaviour. ECT has been widely
applied to examine both pre-behaviour (expectation) and post-behaviour (perceived performance)
variables rather than only pre-behaviour variables. Figure 4 illustrates the key factors and relation-
ships in ECT.

According to ECT, consumers form their initial expectations about a specific product or service
based on their existing knowledge (Zeithaml & Berry, 1990) or interactions with different members
of the communication channels (Rogers, 1995) before a purchase decision is made. After consum-
ing that product or service, consumers establish perceptions about the performance of the product
or service based on their consumption experiences (called perceived performance). Then
a comparison is made between the perceived performance and the initial expectation to deter-
mine the expectation (confirmation). Pre-purchase expectations may be confirmed or contradicted
by apparent performance. Positive confirmation is expected to occur if the product performs better
than expected (i.e. perceived performance exceeds expectation). Alternatively, negative confirma-
tion occurs if the consumers’ appraisal of the product or service is worse than expected (i.e.
perceived performance is lower than expected). Finally, there is a positive link between expectation
and satisfaction. At the same time, the confirmation of expectations leads to consumer satisfac-
tion with the product or service. When expectations were either high or confirmed, there was
a higher level of satisfaction. Consequently, satisfied customers are more likely to purchase the
product or service again than those who are unsatisfied.

2.1.3. The unified framework of the planned and confirmation theory

This study proposes a unified framework of the planned and confirmation theory to explain
channel-switching behaviour in two stages (Figure 2). In the first stage, an individual’s intention
to purchase products via a channel is determined by their perceived behavioural control regarding
the channel (e.g. convenience, time spent, price, product quality) and their subjective norms
regarding the purchase and channel (e.g. abundance of information and safety). The expectation
components from the ECT can be used to explain how an individual’s expectations influence their
attitude towards it (e.g. trust). If an individual has positive expectations, they will be more likely to
have a positive attitude towards the channel and be more likely to engage with the channel. In
the second stage, an individual’s decision to reuse the channel is determined by their satisfaction
with the channel. The confirmation component of the ECT can be used to explain how an
individual’s experiences with the channel influence their satisfaction with it. If an individual’s

Expectation
(t)
+
Conti . Satisfucti Repurchase
onfirmation N atisfaction . intention
(t) T (t2) + (t)
Perceived +
performance
(t2)
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Figure 2. Planned and confir-
mation theory framework.

Note: t; = pre-used variable; t,
= post-used variable.

' Confirming with
Attitude expectation
(t) (t2)
Behavior of . .
choosing Satisfaction > Reuse
channel (t2) * (t2)
Controls and (t)
norms
(t)

expectations of the channel are met or exceeded, they will be more likely to be satisfied with the
channel and be more likely to reuse it.

2.2. Research questions

Davis (1993) suggested that consumers’ attitude towards Internet shopping first depends on the
direct effects of relevant online shopping features, which can be either the consumers’ perceptions
of functional and utilitarian dimensions, such as “ease of use” and “usefulness”, or their percep-
tions of emotional and hedonic dimensions such as “enjoyment” (Menon & Kahn, 2002; Childers
et al., 2001; Mathwick et al., 2001). Moreover, the literature shows that attitudes towards online
shopping and the intention to shop online are not only affected by ease of use, usefulness, and
enjoyment but also by exogenous factors such as consumer traits, situational factors, product
characteristics, previous online shopping experiences, and trust in online shopping. Relevant
exogenous factors in this context are “consumer traits” (Burke, 2002; Dabholkar & Bagozzi, 2002;
Brown et al., 2001; Eastin & LaRose, 2000), “situational factors” (Wolfinbarger & Gilly, 2001; Avery,
1996), “product characteristics” (Grewal et al., 2002; Elliot & Fowell, 2000), “previous online
shopping experiences” (Shim et al., 2001; Eastlick & Lotz, 1999), and “trust in online shopping”
(Yoon, 2002; Lee & Turban, 2001). Furthermore, Rogers, 1995) asserted that perceived innovation
qualities—such as compatibility, relative advantage, and complexity—may be predictors of online
consumer adoption.

According to the literature, various factors constrain consumers’ adoption of new purchasing
channels, including transactional barriers such as slow load times, the inability to discover items,
inadequate information, the absence of human interaction, missed or late deliveries (Kaufman-
Scarborugh & Lindquist, 2002), ease of use (difficulties with site navigation and complex proce-
dures), and security (Elliot & Fowell, 2000). This study expands this body of literature by investigat-
ing the factors that determine consumers’ channel-switching behaviour in the post—COVID-19
pandemic era. The following three research questions are proposed in this study:

(1) After the outbreak of the COVID-19 pandemic, which factors significantly affected consu-
mers’ channel-switching behaviour?

(2) During the COVID-19 pandemic, which factors have significantly affected consumers’ deci-
sions to prioritize online purchasing channels?

(3) In the COVID-19 pandemic era, which factors significantly affect consumers’ decisions to
prioritize traditional purchasing channels (market or supermarket)?

3. Data and methodology
3.1. Data

This study employs a survey technique with a structured questionnaire as the data collection
method to answer the three research questions. The questionnaire comprised a number of
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Table 1. Factors and measurement items

Factors

Measurements Items

Behavioral variables

Answer from 1 to 5 according to the agreement level
with the following statement (1- strongly disagree, 2-
disagree, 3- neutral, 4- agree, 5- strongly agree)

Convenience

“I feel convenient when purchasing goods/services via
online/conventional market & supermarket channels.”

Abundant information for the selection

“I have enough information to make my purchasing
decision when using online/conventional market &
supermarket channels.”

Availability of goods/product

“I choose to use online/conventional market &
supermarket channels to have more ranges of goods/
services to choose from.”

Freshness of goods

“I choose to use online/conventional market &
supermarket channels to have more fresh goods.”

Price level

“Overall, the price that I have to pay for goods/
services via my online/conventional market &
supermarket channels is increasing.”

Price level compared to other channels

“Overall, the price of goods/services in my online/
conventional market & supermarket channels is lower
than other channels.”

Product quality assessment

“I am able to conduct proper product quality
assessment before purchasing from my online/
conventional market & supermarket channels.”

Service quality

“In overall, the service quality of the online/
conventional market & supermarket channels that
I use to make purchases is excellent.”

Time spending

“It takes me a considerable amount of time to make
purchases via online/conventional market &
supermarket channels.”

Trust

“I trust my online/conventional market &
supermarket channels when making most of my
purchases of goods and services.”

Tech competency

“I am good at technology and have no issues when
using it for purchasing goods/services if needed.”

Demographic variables

Gender Dummy variable with “1” assigned to male and “0”
assigned to female

Age The age levels of respondents:
(1) From 15 to 22
(2) From 22 to 35
(3) From 35 to 50
(4) Above 50

Married Dummy variable with “1” assigned to those who are
married and “0” otherwise

Education The educational levels of respondents.

(1) 1.Secondary school or lower

(2) 2.Intermediate Professional degree or
(3) 3. College

(4) 4.Bachelor

(5) 5.Graduate or Post graduate

(Continued)
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Table 1. (Continued)

Factors Measurements Items

Income The income levels of respondents

(1) Under 10 million VND
(2) 10-25 million VND
(3) 25-35 million VND
(4) 35-50 million VND
(5) Above 50 million VND

questions (Table 1) developed following the theoretical background of the planned and confirma-
tion theory framework to survey the variables used for data analysis. The five-point Likert mea-
surement scale was used to structure the questions and collect the respondents’ perceived
opinions. From December 2021 to March 2022, more than 5,000 individuals in Vietham were
contacted and received a structured questionnaire via email and follow-up phone calls if neces-
sary. The sample was selected using stratified random selection to ensure sufficient data for each
purchasing channel. This approach provides a highly representative level of the sample regarding
purchasing channel choices in Vietnam. The inputs of irrelevant and inconsistent replies are
removed, edited, rectified, rephrased, and refined, among other qualifying and refining procedures.
These approaches lowered the number of qualified questionnaires needed for further data analysis
to 2,647 valid answers, resulting in a response rate of approximately 56%. According to the
descriptive statistics of the demographic variables in Table 2, this study’s sample largely reflects
the main characteristics of the Vietnamese population. For instance, most of the respondents in
the sample range from 22 to 50 years of age, which is consistent with the fact that Vietnam is

Table 2. Descriptive analysis

Variable Obs Mean Std. dev. Min Max
Education 2,647 3.905176 0.375557 1 5
Age 2,647 2.575368 0.805948 1 4
Income 2,647 1.790329 1.497874 1 5
Gender 2,647 0.438119 0.473159 0 1
Married 2,647 0.480053 0.485491 0 1
Technology 2,647 3.934265 1.108028 1 5
competency

Factors/barriers affecting purchasing channel choices after the COVID-19 pandemic broke out

Switching 2,647 0.467699 0.49905 0 1
channel

Convenience 2,647 4110314 1.001093 1 5
Price 2,647 3.127314 1.138566 1 5
Service quality 2,647 3.252361 1.017872 1 5
Product quality 2,647 £4,009445 1.064575 1 5
assessment

Trust 2,647 3.642236 1.070493 1 5
Time spending 2,647 3.718927 1.131705 1 5
Availability of 2,647 4.156781 1.1154 1 5
goods

Abundance of 2,647 3.401964 1.279277 1 5
information

Freshness of 2,647 2.647903 1.079221 1 5
goods
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Figure 3. Consumers’ choice of
purchasing channel before and
after the COVID-19 outbreak.

a young country, with most of the population ranging from 25 to 54 years of age. The same
conclusions can be drawn from income and education statistics. Vietnam is still a developing
country with a GDP per capita of marginally over US$4,000 per annum, which is consistent with the
major proportion of respondents’ income in the sample, ranging from 10 to 25 million VND.

3.2. Methodology

First, given the exploratory nature of this study, descriptive statistics were used to explore the
impact of the COVID-19 outbreak on consumers’ channel-switching behaviour in the post—COVID-
19 pandemic era.

Then a logistic regression model was employed to answer the research questions as the channel-
switching behaviours and channel choices after the pandemic outbreak were constructed as binary
variables. In this case, the switching channel behaviours and online and traditional channel selections
are the dependent variables. The explanatory variables can be separated into different main groups:
(1) respondents’ profile (education, age, income, gender, marital status, and technological compe-
tence), (2) channel benefits and characteristics’ perceptions (convenience, price, service quality, and
general satisfaction), and (3) channel selection barriers (time, trust, safety, range of selection,
information, technology, and freshness of goods). We also follow the usual practices to treat our
ordinal independent variables as equally spaced continuous variables in running logistics models
(Lenth & Dobler, 2005). The conceptual logistics models can be written as follows:Let

p = Probability(Channel selection behavior = 1).

p
1-p (1)
= ﬁo + ﬂl * Xrespondents’ profile + ﬂz * Xchannels’ benefits and characteristics + ﬂ3 * Xchunnel selection barriers

| =log

4. Analysis and results

4.1. Descriptive analysis

Figure 3 depicts the proportion of respondents’ choice of purchasing channels before and after
the COVID-19 pandemic broke out. Before the pandemic, traditional and small markets domi-
nated consumers’ choice of purchasing channels (1,296 respondents, 49%). Supermarkets were
the second most popular choice (637 respondents, 24%). Convenience stores (370, 14%) and
online (344, 13%) channels were chosen the least frequently. However, after the COVID-19
pandemic broke out, online channels became the most popular choice (827, 31%). The

B Before the COVID-19 pandemic B A fter the COVID-19 pandemic broke out
1400 1296
1200
1000
827
800 =
637
600 —_—
400 il —
200
0 s ———— ———
Market (including Supermarket Store (Grocery and Online
traditional market and convenient store)

small market)
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Table 3. Consumers’ channel-switching behavior after the COVID-19 pandemic broke out

Primary purchasing Purchasing channel Frequency percentage
channel before Covid- | during the pandemic
19
Conventional market Market (including 572 44%
(including traditional traditional market and
market and small small market)
market)
Supermarket 206 16%
Store (Grocery and 133 10%
convenience store)
Online 385 30%
Subtotal 1296 100%
Supermarket Market (including 59 9%

traditional market and
small market)

Supermarket 249 39%

Store (Grocery and 53 8%

convenience store)

Online 276 43%

Subtotal 637 100%
Store (Grocery and Market (including 113 31%
convenience store) traditional market and

small market)

Supermarket 36 10%

Store (Grocery and 136 37%

convenience store)

Online 85 23%

Subtotal 370 100%
Online Market (including 120 35%

traditional market and
small market)

Supermarket 31 9%
Store (Grocery and 33 10%
convenience store)

Online 160 47%
Subtotal 344 100%

traditional market (703, 27%) and supermarket (430, 16%) channels are still popular, even in
the post-pandemic era. Convenience and grocery stores (294, 11%) became the least popular
choice after the pandemic.

Regarding specific switching channel behaviours, Table 3 presents the consumers’ changes
from the pre-COVID-19 purchasing channels to the alternative channels after the pandemic
broke out. Notably, consumers who used the market and supermarket channels before the
pandemic tended to switch dramatically to online channels after the outbreak. Even though
the pandemic has been appropriately controlled in Vietnam since the end of 2021, consumers
have been switching to online channels, indicating the significant impact of the COVID-19
pandemic on consumers’ purchasing behaviours.
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4.2. Analysis and discussion

4.2.1. Drivers of the consumers’ channel-switching behaviour in the post—COVID-19 pandemic
era

To determine which factors significantly affect consumers’ channel-switching behaviour after the
COVID-19 pandemic outbreak, the consumers were asked to compare the old and new channels of
purchasing based on multiple criteria. Based on the results in Table 4, different key factors
affecting consumers’ switching behaviours regarding purchasing channels were identified, includ-
ing marital status, price, service quality, convenience, and overall satisfaction.

4.2.1.1. Service quality. The results show a positive correlation between product or service quality
and shopping channel shifts. More clearly, a strong shift occurs when perceived product quality
and service quality are higher in the new channel than in the old one. Andreti et al. (2013), when
determining the reason for the constant increase in the number of convenience stores, proved that

Table 4. Factors driving the consumers’ channel-switching behavior in the post-COVID-19

pandemic era

(1) (2)
Switching behaviors
Regression coefficients Marginal effects
Service quality 0.250*** 0.050***
(0.088) (0.017)
Convenience 0.305*** 0.060***
(0.059) (0.011)
Price level —-0.225%** —0.045***
(0.086) (0.017)
Safety -0.048 -0.010
(0.066) (0.013)
Product quality assessment -0.099 -0.020
(0.080) (0.016)
Overall Satisfaction 0.948*** 0.188***
(0.081) (0.015)
Tech competencies 0.098*** 0.019***
(0.029) (0.006)
Gender 0.045 0.009
(0.093) (0.018)
Education level 0.182 0.036
(0.120) (0.024)
Married 0.196** 0.039**
(0.091) (0.018)
Income 0.028 0.006
(0.030) (0.006)
_cons 1.965***
(0.574)
N 2647 2647
Pseudo R2 0.158

Standard errors in parentheses, * p < 0.10, ** p < 0.05, *** p < 0.01
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price, the form of promotion, and quality of service are factors that attract customers to the
convenience store. Satit et al. (2012) also provided similar results when proving that product
quality and price strongly impact consumers’ final decisions.

4.2.1.2. Convenience. At the 1% significance level, convenience is positively correlated with the
respondents’ decisions to change shopping channels. This result is similar to those of Irawan
(2018), who examined factors affecting online purchasing decisions in the Tangerang Selatan
area, according to which trust, convenience, and quality service quality have a positive and
significant impact on consumers’ online purchasing decisions. Moeller et al. (2009) found clues
about the significant impact of decision convenience and convenient access on purchase beha-
viour by looking at convenience across different dimensions (decision, access, search, transaction,
and after-sales convenience). Khalifa and Liu (2007) also showed that the driving forces of online
shopping behaviour are transaction efficiency, security, convenience, and cost savings.

4.2.1.3. Price levels. Satit et al. (2012), when researching marketing strategy and customer deci-
sion making in the travel industry, showed that price and product quality have a strong impact on
attracting customers. Customers tend to compare prices and product quality during product
selection as well as shopping channel selection. To examine the emotional processes of changing
brand prices, Somervuori and Ravaja (2013) found that lower prices and national brands generate
higher positive emotions than products with low prices; thus, positive emotions are associated with
greater purchase intention. This study shows the importance of studying emotions when examin-
ing prices and consumer buying behaviour.

4.2.1.4. Overall satisfaction with shopping channels. The results showed that the overall level of
satisfaction had a positive impact on the change in shopping channels. Accordingly, when the
respondents have a high level of satisfaction with the new purchase channel, they tend to change
their purchase channel choice. Mokhtarian and Tang (2013), when researching clothing shopping
behaviour on two channels (stores and the Internet) of people in northern California, showed that
the overall level of satisfaction after purchasing is a factor that positively affects purchase channel
choice at the 5% significance level.

4.2.1.5. Tech competency. Technology knowledge can be seen as the foundation of online shop-
ping. Consumers with strong online capabilities are known as competent customers and are
sophisticated in distinguishing websites that are safe and reliable to manipulate. Moreover, with
their information search skills, they become smart shoppers in evaluating the quality of products
and services. Raman and Pashupati (2005), when distinguishing the level of self-perceived tech-
nological competence (SPTC) that influences people’s online behaviour through concern for cus-
tomer privacy, revealed that people with low tech capabilities are more concerned with the risk to
their privacy that the Internet brings to them and more likely to follow offline interaction, while
those with high SPTC, who also know about and use the security features of online systems (such
as security locks), have a higher level of risk acceptance when interacting online and feel more
comfortable with the online transaction. In addition, online purchasing expenditure is more
affected by customers’ technological competence than trust and privacy issues (Y. M. Kim, 2011).
Similarly, a study by Mummalaneni et al. (2016) in China revealed a positive relationship between
customers’ technology readiness and purchase intention in both direct and indirect dimensions
through perceived e-service quality. In Malaysia, Ling et al. (2011) supported this view when they
concluded that perceived technology is a focal element affecting online purchase intention,
mediated by online trust.

4.2.1.6. Marital status. The results also reveal the significant impact of a demographic variable
(marital status) that affects the decision to change shopping channels after the pandemic.
Specifically, married people tend to change shopping channels more than unmarried individuals.
In other words, single people tend to adhere to their current shopping habits. Deepak and
Velaudham (2019) examined the relationship between marital status and buying behaviour and
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found that the shopping decisions of married people are significantly different from those of single
people. The results of this study show that the shopping decision making of married people is more
influenced by factors such as consumer demand, product awareness, search information, and the
evaluation of substitute products. In addition, price has an inverse effect on the change from the
old channel to the new channel, with 95% confidence—that is, the lower the price of goods when
buying in the new channel, the more the respondents choose the new channel to replace the
current shopping channel.

4.2.2. Drivers of the consumers’ decisions on purchasing channels in the post—COVID-19
pandemic era

Table 5 reveals a number of different elements driving online channel and traditional channel
(market and supermarket) purchasing behaviour (Models (1) and (2)) in the post—COVID-19
pandemic period, including online channel characteristics (convenience, price level, price com-
pared to other channels, product quality, service quality, time, information for selections, freshness
of goods or products) and the respondents’ profiles (income, technology competence).

The results suggest that the respondents who are more advanced in their income (i.e. full-time
vs. part-time jobs) tend to make more purchases on virtual platforms. This finding is consistent
with those of Jusoh and Ling (2012). However, this effect is not valid for the decision to choose the
market or supermarket channels for purchasing. This could be because traditional purchasing
channels are not very sensitive to income levels (Suwanvijit & Promsa-Ad, 2009; Tian et al., 2021).

In terms of the price level, we employ two variables: the perceived price when consumers
experience online purchasing and the price levels of the channels compared to those of the
other channels. The results reveal that the more reasonable the perceived price of goods when
buying online and through traditional channels, the higher the potential for purchasing behaviour
to be performed. Additionally, the competitive price levels of a channel compared with those of
other purchasing channels encourage consumers to choose the current channel (Wolk & Ebling,
2010). For example, even though the prices of products are very similar across channels, online
purchasing could result in higher total costs because of the high shipping cost, and the choice to
buy online is much less attractive to consumers.

The results indicate that higher perceived convenience drives a higher probability of online
shopping behaviour. Convenience is also a key driver of customer satisfaction in online shopping
(Duarte et al., 2018). In contrast, if consumers pay more attention to the convenience of purchas-
ing channels, traditional channels are not likely to be chosen. In addition, as one of the most
important resources, the time spent on different channels for purchasing is important to consider.
The results show that the more time is needed to make a purchase on a channel, the less
attractive it is. This effect is not significant in online channels because of their convenience.
However, the time spent negatively and significantly affects the choice of traditional purchasing
channels.

Regarding consumers’ technological competence, the results show that once customers do not
struggle with a concurrent technological problem and feel easy and comfortable manipulating
technology to buy an item online, they prefer to purchase more using virtual platforms. Consumers
with limited knowledge of technology and less understanding of how it works as well as the nature
and benefits of online shopping are less likely to shop online (Cheung and Liao, 2003). Shopping
experience is an important factor when studying consumers’ online shopping behaviour. Unlike
traditional shopping, online shopping lacks social interaction. This makes many people with little
online shopping experience hesitant to buy on an Internet platform. This was discovered by Khalifa
and Liu (2007), H. B. Kim et al. (2009), and Dai et al. (2014).

Product quality assessment is another important aspect to consider when deciding on
a purchasing channel. The results indicate that consumers tend not to use online channels when
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Table 5. Drivers of the consumers’ decisions on purchasing channels in the post-COVID-19

pandemic era

(1) (2) (3) (&)
Online channel Conventional market & supermarket
channels
Regression Marginal effects Regression Marginal effects
coefficients coefficients

Convenience 0.215%** 0.043*** -0.082** -0.018**

(0.054) (0.011) (0.040) (0.009)
Service quality 0.157*** 0.031*** 0.171*** 0.038***

(0.057) (0.011) (0.061) (0.013)
Trust 0.007 0.001 —0.006 -0.001

(0.048) (0.010) (0.040) (0.009)
Product quality —0.259*** -0.051*** 0.010 0.002
assessment

(0.049) (0.010) (0.044) (0.010)
Time spending -0.038 -0.008 —0.155*** -0.035***

(0.047) (0.009) (0.047) (0.010)
Availability of -0.042 -0.008 -0.071* -0.016*
goods/product

(0.040) (0.008) (0.042) (0.009)
Price level -0.316*** -0.063*** —0.196*** —0.044***

(0.041) (0.008) (0.041) (0.009)
Price level 0.246™* 0.049*** 0.126*** 0.028***
compared to other
channels

(0.050) (0.010) (0.048) (0.011)
Abundant 0.123** 0.024*** 0.029 0.006
information for
selection

(0.040) (0.008) (0.045) (0.010)
Freshness of goods 0.089* 0.018* 0.109** 0.024**

(0.048) (0.009) (0.047) (0.010)
Tech competency 0.108** 0.021* 0.029 0.006

(0.048) (0.010) (0.039) (0.009)
Gender -0.114 -0.023 0.085 0.019

(0.093) (0.018) (0.087) (0.019)
Education level 0.225* 0.045* 0.105 0.023

(0.119) (0.024) (0.114) (0.025)
Married -0.131 -0.026 -0.141 -0.031*

(0.092) (0.018) (0.086) (0.019)
Income 0.074** 0.015** 0.033 0.007

(0.031) (0.006) (0.028) (0.006)
_cons -0.342 -0.744

(0.561) (0.513)
N 2647 2647 2647 2647
Pseudo R? 0.158 0.115

Standard errors in parentheses, * p < 0.10, ** p < 0.05, *** p < 0.01
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they cannot touch the product and assess its quality. Consumers expect to see, touch, and inspect
goods before purchasing them. This issue has been extensively discussed in the literature, such as
in the studies by Kiran et al. (2008), Goldsmith and Goldsmith (2002), and M. J. Kim et al. (2011).
Moreover, in an empirical survey on consumer buying behaviour when shopping online, Ahuja et al.
(2003) showed that 4% of the research sample agreed that one of the reasons buyers do not
choose online channels is that they lack inclination towards the product.

In addition to product quality, service quality plays a critical role in deciding which channels to
use to purchase goods and products. According to the findings of this study, there is a positive
relationship between service quality and both the choice of online channels and traditional
channels. Interestingly, trust is not a significant factor affecting consumers’ choices of either
online or traditional channels. This finding contrasts with those of Chung et al. (2012), who
investigated consumers’ attitudes and behaviours towards agricultural products and found that
trust is one of the biggest factors in purchasing channel decisions.

Table 5 reveals that these respondents value the freshness of the goods, one of the drivers for
choosing traditional channels over online platforms for purchasing food or agricultural products.
Moreover, abundant information for selection is an advantage of online shopping and significantly
improves the chance of selecting this channel. These findings support those of Li and Houston
(2001), who studied the factors affecting consumers’ preferences of shopping channels in buying
food in Taiwan with the six shopping channels mentioned. The authors showed that in most
shopping channels, age, education level, and abundance of information for goods or product
selection influence the frequency of shopping in the channels.

5. Discussion

First, the study contributes to the existing literature on consumer behaviour by proposing a new
framework to explain channel-switching behaviours. The TPB and ECT can be merged to create
a comprehensive framework of behaviour, called the planned and confirmation theory framework.
In the first stage, this framework considers the individual’s intentions and expectations as well as
their beliefs about certain behaviours. In the second stage, it considers the individual’s past
experiences, which shape their decision to avoid or repeat the behaviour. This model could be
used to better understand which factors influence and predict how individuals are likely to behave
in the first place and then continue their actions in the future. For example, this model can be used
to identify the factors that influence an individual’s decision to engage in a certain behaviour, such
as purchasing, smoking, or drinking. The model could also be used to understand how an indivi-
dual’s expectations and performance in a situation can shape their tendency to repeat the same
behaviours or change them. For instance, if an individual expects to be judged negatively for
a certain behaviour, they may be more likely to avoid it than repeat it.

Second, this study contributes to the existing literature by defining the key determinants leading
to channel-switching behaviours after the outbreak of the COVID-19 pandemic, which have been
ignored by scholars in the consumer behaviour field (Youn et al., 2021). Given that the COVID-19
pandemic has dramatically changed many aspects of life (Lin et al., 2021), people’s shopping
methods have changed fundamentally. This study found multiple factors related to purchasing
channels that affect people’s decisions to use online channels or conventional channels (tradi-
tional market or supermarket). Specifically, online channel characteristics (convenience, price level,
price compared to other channels, product quality, service quality, time, information for selections,
and freshness of goods or products) and respondents’ profiles drive online channel and traditional
channel purchasing behaviour in the post—COVID-19 pandemic period (income, technology com-
petence). These findings confirm the results of existing studies on the decision to choose online or
traditional channel purchasing before the COVID-19 pandemic (Jusoh & Ling, 2012; Suwanvijit &
Promsa-Ad, 2009). This suggests that these are fundamental factors for switching channel deci-
sions and remain in effect regardless of the change in the external environment.
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Third, another fundamental factor that managers in online businesses should pay attention to is
people’s technological competency. The results of this study confirm previous findings on this
matter (Dai et al., 2014; H. B. Kim et al., 2009), demonstrating that consumers buy more products
or services online when they do not have technology issues and are comfortable using technology.
Tech-illiterate shoppers are less likely to shop online (Cheung & Liao, 2003). Moreover, because
online purchasing lacks socialization, consumer Internet purchase behaviour depends on the
individual’s shopping experience, which makes technological literacy essential. Managers running
online businesses should pay attention to this issue by making their online platforms much more
user-friendly or have the initiative to educate consumers on technological literacy.

Finally, this study provides insights into how e-commerce and traditional operators can use different
management methods to boost shoppers’ purchasing intentions within the framework of a pandemic.
Specifically, this research suggests that operators should focus on the factors service quality, conve-
nience, price range, overall satisfaction, tech proficiency, and marital status to increase their sales.
Additionally, the existing channel’s customer satisfaction factor is a critical determinant influencing
shopping channel conversion behaviour. Other factors—such as convenience, time spent, product
quality assessment, price level, abundance of information, freshness of goods or products, and educa-
tion level—were found to influence the choice of a particular purchasing channel.

6. Conclusion

This study found a significant increase in the number of consumers purchasing on virtual
platforms after the outbreak of the COVID-19 pandemic. In addition, this research indicates
and measures the impact of factors affecting consumer behaviour through two aspects:
switching behaviour and consumption channel selection behaviour. Furthermore, the study
shows that service quality, convenience, price range, overall satisfaction, tech proficiency,
and marital status influence shopping channel conversion behaviour after the COVID-19 pan-
demic. Among these, the existing channel’s customer satisfaction factor is a critical determi-
nant. The results also indicate that a number of factors—including convenience, service quality,
good quality, time spent, product quality assessment, price level, price level compared to other
channels, abundance of information, freshness of goods or products, tech competency, and
education level—influence the choice of a particular purchasing channel after the pandemic.
Interestingly, there was no significance in terms of trust factors in deciding on purchasing
channels. The findings offer insights and feedback for e-commerce and traditional operators in
developing different management methods to boost shoppers’ purchasing intentions within the
framework of a pandemic.2003
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