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ABSTRACT

GHENALI ASMA., Masters : January : [2022:], Master of Business Administration

Title: EACTORS AFFECTING CONSUMERS' ADOPTION OF ONLINE GROCERY

SHOPPING APPLICATIONS IN QATAR

Supervisor ofProject: Prof. Emad A. Abu-Shanab.

The usage of online grocery shopping applications is developing worldwide, which
has enhanced the competition among service providers. Accordingly, understanding the
factors that affect consumers’ adoption of these services has become important to
guarantee the success of these firms. The Unified Theory of Acceptance and Use of
Technology was extended by adding four new variables which are perceived risk,
perceived trust, sensory stimulation and loss of perceived enjoyment. Therefore, the
purpose of this study is to investigate the factors of performance expectancy, effort
expectancy, social influence, facilitating conditions, perceived trust, perceived risk,
sensory stimulation and loss of perceived enjoyment that affect the consumer’s adoption
of online grocery shopping applications in Qatar.

A guantitative research method was followed in this study to investigate the factors
that affect the consumers’ adoption. A sample of 306 respondents was collected in Qatar
through an online survey. The data were analysed using IBM SPSS 28. Different statistical
tests were used to investigate the consistency of the collected data and test the proposed
hypotheses, such as reliability, correlation and multiple regression analysis.

The results of this study indicated that performance expectancy, social influence,
facilitating conditions, perceived trust and sensory stimulation had a statistically
significant impact on the consumers’ adoption of online grocery shopping applications,
though the rest of the factors tended to be insignificant.

The results of this study will benefit companies by providing them with the



important factors that affect consumers’ adoption of online grocery shopping applications

to consider in their decisions regarding their marketing strategies.
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CHAPTER 1: INTRODUCTION

1.1 Background Information

There has been a notable increase in the usage of E-commerce technologies
around the globe. The majority of companies nowadays are using E-commerce tools as
a fast and efficient way to promote their services and increase their distribution channels
to reach the maximum number of customers. Moreover, online ordering is very popular
around the world; most merchandizing organizations are shifting their focus towards
online ordering to increase their sales and revenue. In addition, online grocery shopping
is one of the growing markets. Recent studies and research have indicated that E-
grocery is forecasted to increase its sales dramatically to reach $250 billion by 2025
(Mercatus, 2021).

Online grocery shopping has grown rapidly since the start of the coronavirus
pandemic. According to a study that was published by Mercatus in 2021, nearly 43%
of shoppers have shopped online in the last 6 months compared with 24% 2 years ago.
The results of that study argued that due to COVID-19, 62% of customers switched to
online shopping as the pandemic pushed consumers to buy essential products online
(Mercatus, 2021). Furthermore, the increase in E-grocery shopping may be because
customers are avoiding going to public places following the government’s orders to

stay at home; thus the need for groceries made E-grocery shopping essential.

Online grocery shopping is a newly adopted practice in Qatar. Recently,
individuals have switched to online grocery shopping for many reasons, including time
saving, convenience, and avoiding direct contact with people and other factors, which
will be evaluated further in this research study. Accordingly, it is important to recognize

what influences the intention of consumers regarding online grocery shopping in Qatar.



It was noticed through an extensive literature review that in Qatar, there is a
deficiency of studies on this topic. The study aimed to define the key factors that affect

customers’ adoption of online grocery shopping in Qatar.

The research study adopted quantitative research methods. An online survey
was distributed among residents of Qatar to examine the aspects that affected
consumers’ adoption of online grocery shopping. The research study was carried out to
investigate the trends of online grocery shopping in context of Qatar. The study
considered numerous segments of respondents that were differentiated on the basis of
nationality, age, gender, education, employment status, monthly income, marital status

and more.
1.2 Purpose of the Research

The purpose of this study was to investigate the most significant factors
that are expected to influence customers’ adoption of grocery shopping via online
applications in Qatar.

Concentrating on online grocery shopping in Qatar, this study examined
the following research question:

1- What are the key factors that affect consumers’ adoption of online grocery

shopping in Qatar?

The research objectives of the research study were as follows:

1- Examine the factors affecting consumers’ adoption of online grocery shopping
in Qatar.
2- Define the most significant factors that influence the adoption of online grocery

shopping in Qatar.



3- Determine the least significant aspects that affect the adoption of online grocery

shopping in Qatar.
1.3 Motivation behind the Study

Like many countries around the globe, in the last few years, Qatar has
experienced a boom in online grocery shopping. By using the online grocery
applications, customers have the chance to choose their groceries from many
shops and compare prices and products, with the advantage of having their
groceries delivered to their desired location. The speedy growth of online grocery
shopping has encouraged new grocery shops to enter the market, which, in turn,
has increased the competition among service providers. Therefore, this research
study was carried out to define the factors that affect the adoption of online

grocery shopping applications in the context of Qatar.

1.4 Benefits of the Study

This research is the first study in Qatar to investigate the factors that affect
consumers’ adoption of online grocery shopping. Understanding these factors is
critical for guaranteeing the success of online grocery businesses. Studying these
aspects will benefit decision-makers, as they will have the necessary information
to develop their grocery shopping portals or applications and enhance their
knowledge of the most important factors that they have to focus on in forming

their business strategies to be sustainable and resilient.



1.5 Structure of the Study

This research study applied a model with eight hypotheses. The following
chapters of this report will present the literature review in Chapter 2, which
includes the critical factors that affect consumers’ adoption of online grocery
shopping applications. The next chapter outlines the research methodology used
to complete this study, then the data analysis and results are discussed in Chapter
4, followed by a discussion of the results in Chapter 5. Finally, a conclusion,

which includes the implications and limitations, is presented in Chapter 6.



CHAPTER 2: LITERATURE REVIEW

2.1 E-Commerce

According to AlKhalaf and Choe (2020), E-commerce has been a growing
channel for conducting business. Interesting, the population in Qatar has been sceptical
when it comes to adopting E-commerce. Consumers have cited a lack of trust as a
significant factor that has hindered the development and adoption of this channel. Qatar
is multicultural, and it is essential to adopt a new approach to building trust among
potential customers (Al-Louzi, 2017).

According to Al-Louzi (2017), there have been drastic changes regarding how
the internet has affected business. It has facilitated the E-commerce industry, which has
witnessed rapid growth. Qatar appreciates the importance of economic development
that comes with online transactions in the country. The age of the internet has made it
possible to facilitate online transactions for online purchases. Notably, the adoption of
E-commerce has steadily grown, but when not well managed, it can become complex
and challenging.

According to Akayleh (2021), social influence coupled with trust is critical in
online shopping through social media platforms. Akayleh (2021) noted that behavioural
patterns affect consumer behaviour when accepting social platforms such as Instagram.
The E-commerce industry in Qatar has been enabled by the growth of various social
media platforms. Most businesses have shifted to selling their products through
Instagram and personalised websites. Most companies have adopted web-based
services to advertise on WhatsApp, Twitter, and other media. The use of social media
has grown tremendously in the country, with people being keen on updates on various
social platforms.

Van and Dumitrica (2021) noted that social media influencers must ensure that
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their brands remain authentic. The authors further noted that influencers are becoming
a vital link between retailers and consumers. Retailers need to leverage the role of social
media influencers to help bridge the gap in E-commerce. The authors noted that it is

essential to initiate professionalism when it comes to Instagram influencers.

2.2 Adoption of Online Grocery Shopping Applications

Research has been conducted on the adoption of online shopping applications;
nevertheless, numerous unknown variables affecting online purchase intention may be
found (Celik, 2016). Because of time limitations, the majority of research projects have
examined just a few sets of variables at a time. The primary objective of this research
was to provide a better knowledge of online shopping adoption and to identify the key
variables driving consumers to accept or deny such a system. The Unified Theory of
Acceptance and Use of Technology (UTAUT) is a model that has been extensively used
for predicting the behaviour of consumers. Cimperman et al. (2016) stated that the
UTAUT model is strong and viable in the context of E-commerce, implying that it can
be used to explain both the degree of purchasing intentions and behaviour. Celik (2016)
defined the UTAUT as a metric reflecting the strength of a customer’s choice to engage
in a certain activity. According to the UTAUT, a consumer’s adoption of online
shopping applications is primarily determined by four variables: effort expectancy,

performance expectancy, facilitating conditions and social influence.

The customer’s intention to buy online has been described as the probability
that a consumer will make an online purchase in the near future. In general, buying
intention has been described as the likelihood of a consumer making purchases in the
present and future (Celik, 2016). When it is not feasible to quantify actual behaviour,

intentions are considered an acceptable substitute (Alalwan et al., 2017). In several



additional studies, researchers have defined purchase intention as a consumer’s choice
of an online shopping application along a continuum ranging from a digital storefront
to an E-marketplace (Han & Kim, 2017). However, it may be characterized as a future
intention to make an online transaction. Different players influence online buying
behaviour, influencing the intention to purchase.
2.3 Performance Expectancy

Venkatesh et al. (2012) defined performance expectancy as an individual’s
extent of conviction that using new technology will give them an advantage in their
purchasing activities. Consumers believe that buying online will offer benefits and
enable them to save time, effort and money, and improve service efficacy (Madigan et
al., 2016). As the main predictor of behavioural intentions to adopt online grocery
shopping applications, performance expectancy is the most significant indicator of
attitudes toward behavioural intentions and usage (Dwivedi et al., 2019; Chen et al.,
2019). Consequently, customers’ expectancys regarding a new E-commerce platform’s
function affect their readiness to buy. Here, the increased efficiency brought about by

the new online grocery platform will encourage customers to use it.

According to Agrebi and Jallais (2015), performance expectancys refer to how
much individuals believe new technology will benefit their everyday lives through
increased productivity and time and effort savings. In validating the UTAUT, five
categories were used to represent the function of performance expectancy: perceived
usefulness, expected results, external motivation, user satisfaction and job fit (Dwivedi
et al., 2011). Indeed, either performance expectancy or a related concept reflects the
anticipated cognitive advantages associated with adopting a new technology (Tarhini
et al.,, 2016; Amaro & Duarte, 2015). Notably, such benefits have been widely

recognized to maintain their substantial impact on people’s perceptions and desire to



embrace various types of application (Alalwan et al., 2015; Alalwan et al., 2016).
Additionally, the function of perceived usefulness, as a comparable variable to
performance expectancy, was shown to be a significant predictor of customers’
propensity to utilize online shopping portals (Ingham et al., 2015; Rauniar et al., 2014).
Chen et al. (2019) showed that performance expectancys substantially affected both
genders’ behavioural intentions to embrace online purchasing. As a result, one might
infer that as long as consumers consider internet shopping to be more beneficial to their
lives, they will be more likely to embrace it. The hypothesis that consumers’
performance expectancy will favourably impact their decision to buy was therefore

developed.

2.4 Effort Expectancy

Effort expectancy are described as the ease with which an application can be
used (Venkatesh et al., 2012). In this context, effort expectancy refers to the simplicity
and comfort customers experience when they interact with the newly launched online
grocery application. This implies that if customers discover that using the internet for
online buying is simple, adoption will increase. Liu et al. (2018) demonstrated that
customers’ expectancys of accessibility are positively associated with their views about
online purchasing. Inconsistency, however, can occur in personal behavioural
intentions and in effort expectancy (Koenig-Lewis et al., 2015).

The constructs developed in the UTAUT around this notion of effort expectancy
are perceived ease of use and complexity (Cimperman et al., 2016). The perceived
utility of a new system is a significant factor evaluated by people; the degree to which
such a system is simple and straightforward to use continues to attract substantial
attention from consumers in this respect (Koenig-Lewis et al., 2015). Additionally,

since internet buying requires consumers to complete the purchase process individually
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and without help from company personnel, clients must possess a particular degree of
knowledge and ability (Alalwan et al., 2015). As a result, effort expectancys are
expected to affect consumers’ intentions to embrace online purchasing significantly.
Ingham et al. (2015) found a strong correlation between the ease of use and consumers’
attitude about online purchasing. Mandilas et al. (2013) confirmed that although
females’ desire to buy online is substantially predicted by effort expectancy, this
connection is more likely to disappear for their male counterparts. Additionally,
Pascual-Miguel et al. (2015) revealed a strong direct link between consumers’ desire to
buy online and perceived ease of use. This research offers another hypothesis that
consumers’ expectancy of effort will favourably impact their decision to embrace

online purchasing.

2.5 Social Influence

Tarhini et al. (2016) defined social influence as the impact of contextual
variables such as the views of family, friends and supervisors regarding user behaviour
that adheres to subjective standards. Venkatesh et al. (2012) stated that social influence
relates to external social pressures that impact individuals’ perceptions and behaviour
about participating in particular activities. As a result, when customers view online
buying favourably, this may encourage them to embrace the practice of online
purchasing. Social influence is a concept that encompasses the function of subjective
norms, images and social circumstances in the UTAUT (Tarhini et al., 2016).
Numerous online buying studies have shown that social influence affects consumers’
propensity to adopt online shopping. Clemes et al. (2014) showed that the significance
of social influence on Malaysian customers’ decisions can be statistically predicted. As
with social influence, personal norms have been shown to substantially affect

consumers’ adoption of online buying (Cimperman et al., 2016). Social influence had
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a substantial effect on consumers’ intentions in most research examining customers’
adoption of online purchasing (Chong et al., 2012).

According to Ingham et al. (2015), social influence impacts behavioural
intentions more significantly during the earliest stages of adopting an application.
Consumers’ social impact has an impact on their buying intention when they use the
new applications. Customers are more likely to buy on a new E-commerce application
if their friends have made a purchase there. Customers’ expectancys are strongly
affected by their brand impression, and their expectancys are also shaped by the brand’s
reputation for keeping its promises (Lassoued and Hobbs, 2015). Thus, customers will
be more receptive to purchasing via a new online grocery application platform if the

site receives enough exposure.

2.6 Facilitating Conditions

According to Clemes et al. (2014), facilitating conditions refer to an individual’s
belief in the technical and organizational infrastructure supporting the use of an
application (i.e., the knowledge, skills, and consumer resources). Facilitating conditions
shape an individual’s confidence that the technological infrastructure is capable of
supporting technology use (Yang & Forney, 2013). Facilitating conditions include a
faster interface, speed in data processing, and the consumer’s knowledge of online
shopping features. It incorporates views of extrinsic limitations on behaviour, including
resources and technological enabling environments (Yang & Forney, 2013). Clemes et
al. (2014) highlighted customer support staff and guidance as factors that aid users in
overcoming technological obstacles. However, this study’s FC construct focused on the
technical environment intended to eliminate the barriers to technology usage, thus
enabling customers to adopt online grocery shopping applications. Because of the

nature of online purchasing technology, an assistant will not always be accessible
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(Venkatesh et al., 2012).

Additionally, since online commerce is a voluntary activity carried out to
receive particular advantages or services, sophisticated technology and a well-designed
interface can significantly aid in facilitating online buying. Thus, with an emphasis on
the online environment, an individual’s understanding of how to use the technology is
essential for assessing the enabling circumstances in the context of purchasing via
online applications (Bianchi & Andrews, 2012). Facilitating circumstances are a
motivating element that contributes to consumers’ ease of using applications for
product and service purchases (Yang & Forney, 2013). When an individual makes
online purchases, FC will enhance their performance expectancy. Pauzi (2017)
indicated that social influences, facilitating conditions, hedonic motivations, perceived
risk and perceived trust have a significant and direct effect on online shopping
intentions and attitudes. Thus, a hypothesis was established that facilitating conditions
are positively associated with online shopping performance expectancy.

2.7 Perceived Trust

Mutual trust between the supplier and their customers is critical for establishing
a successful relationship between them (Gao et al., 2015). Trust is more closely linked
to an individual’s perception that the online shopping application has an adequate
degree of capability, kindness and honesty (Sujeet & Manisha, 2019). Trust, one might
argue, has been extensively addressed in previous literature as a technique used by
people to alleviate the worries associated with using a new system (Al-Saedi et al.,
2020; Chen et al., 2019; Alalwan et al., 2017). Perceived trust is a critical element of
success in adopting new technologies (Amaro & Duarte, 2015). In the current research,
perceived trust reflects the degree to which new E-commerce customers feel that

purchasing on the site is trustworthy and secure.
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Additionally, internet purchasing is most likely to include some financial
transactions that may cause consumers to feel additional danger when using these
platforms (Gao et al., 2015). In addition, online purchasing platforms lack human
contact, resulting in increased ambiguity and uncertainty about the outcomes of
utilizing online buying applications (Ingham et al., 2015; Amaro & Duarte, 2015; Chen
et al., 2019). As a result, one might infer that consumers will be more likely to be
disinclined to make online purchases if they lack complete confidence in such systems.
Indeed, many studies have shown that trust significantly affects a consumer’s desire to
use online purchasing. Moreover, Chiu et al. (2012) showed that the role of trust plays
a significant part in consumers’ repeat buying intention when it comes to online
shopping. Chiu et al. (2012) established a considerable correlation between trust and a
customer’s desire to use online purchasing. Furthermore, Ingham et al. (2015) presented
further evidence showing the importance of trust in consumers’ propensity to use online
purchasing. Studies have proven the significant effect of perceived trust on the intention
to make online purchases, which makes trust an important aspect in E-commerce (Al-
Dwairi et al., 2018). As a result, a hypothesis was created that trust has a positive effect

on consumers’ desire to embrace online grocery shopping applications.

2.8 Perceived Risk

Farivar et al. (2018) defined perceived risk as consumers’ perceptions regarding
the possibility of undesirable consequences or the ambiguity of the results or
repercussions of making an online transaction via a particular application. In this
context, perceived risk is the probability that a customer will experience a loss when
purchasing via a new E-commerce site. Because groceries are non-standardized goods,
they are purchased based on the customer’s experience and personal emotions. As a

novel mode of fresh food distribution, online groceries platforms generate customer

12



concerns regarding product quality, timeliness of delivery, and payment security,
among other things. As a result, purchasing intentions are influenced by perceived risk.
Alalwan et al. (2017) stated that perceived risk significantly impairs customers’
business intentions. As a result, customers’ perceived risk affects their intention to buy
on the new E-commerce platform. In this case, customers will abstain from buying on
the new E-commerce site out of fear of loss.

According to Buehler and Maas (2018), perceived risk is a significant barrier to
online purchase decisions. Perceived risk affects actual purchases more than trust
(Indiani et al., 2015). Risk perceptions may be categorized into three types:
performance risk, financial risk and privacy risk. Financial risk refers to the possibility
of monetary loss faced by customers when buying online. Liu et al. (2013) defined
performance risk as the threat posed by online shopping websites that fall short of
customer expectancys in terms of performance. According to Han and Kim (2017),
privacy risk is the expected loss of control over their individual information resulting
from online purchasing activity. These three dangers that customers perceive are
secondary variables that affect their desire to buy online. Thus, a reduced perceived risk
will increase the likelihood of adopting online purchasing (Choi et al., 2013).

2.9 Sensory Stimulation

Sensory stimulation refers to the information and sensations received when one
or more of the senses is engaged. It is also related to the mental state which some
individuals experience when they are completely absorbed in particular objects, events
or activities (Yang and Forney, 2013). The idea has been modified and extensively used
to define the online environment. In this setting, online buying occurs when the
customer is so absorbed in the shopping application that “nothing else appears to

matter” (Venkatesh et al., 2012). Stimulation is a mental condition that a person
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experiences when navigating a website. When people believe they have not reached
their ideal degree of stimulation, they often engage in exploratory behaviours to attain
that mental state via more stimulation (Clemes et al., 2014). Thus, users of online
shopping applications may be expected to experience less difficulty in utilizing the
applications and, as a result, feel less uncomfortable when doing so, given their
increased stimulation requirements throughout their consumption process. Amaro &
Duarte (2015) reported that people who exhibit greater sensory stimulation levels have
increased degrees of curiosity, risk-taking, variety-seeking and adventurous behaviour.
According to Yang and Forney (2013), individuals with a high sense of sensory
stimulation are likely to feel anxiety when navigating grocery applications, particularly
when exposed to the diversity of stimuli and information given by agents.

According to Cimperman et al. (2016), this concept may be used to develop
online purchasing apps by relating it to an individual’s level of attention to the stimuli
associated with the online shopping experience. In addition to that, according to Yang
& Forney (2013), people with a higher degree of sensory stimulation have heightened
curiosity levels and a greater demand for sensory and cognitive stimulation. Therefore,
these customers may be more likely to accept online shopping apps, paying more
attention to them if they have a greater level of sensory stimulation. At the same time,
the reverse is true for individuals with a low level of sensory stimulation. According to
Venkatesh et al. (2012), a user’s feelings about a specific shopping application as an
overall opinion and emotional reaction to the system should also influence their level
of attention to the application. In addition, Morganosky & Cude (2000) stated that

online shopping is highly affected by sensory attributes.
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2.10  Loss of Perceived Enjoyment

Perceived enjoyment relates to individuals’ belief that adopting a new system
or technology will give them pleasure (Chen et al., 2019). Loss of perceived enjoyment
will result in a reduced belief that the products on the online shopping platform will
offer satisfaction. Perceived enjoyment is an essential intrinsic motivator that quantifies
the degree to which an application may provide delight. According to Clemes et al.
(2014), perceived pleasure describes to the extent to which the action of using a
particular application is considered to be pleasant in and of itself, independent of any
performance outcomes associated with system use. As such, we examined the positive
and negative impacts of reported pleasure on online purchasing apps in the current
research. Perceived enjoyment is an external element in the Technology accepted
model (Chen et al., 2019). Perceived pleasure is a critical external element that
substantially impacts people’s intention to use online grocery shopping apps.

If a person is not excited about using an online application, this will discourage
them from utilizing that technology. According to Alalwan et al. (2017), pleasure is
positively correlated with customer satisfaction and online purchasing behaviour.
Chong et al. (2012) indicated in their research study that pleasure affects internet
purchasing behaviour. In their research, Yang and Forney (2013) discovered that loss
of pleasure, delight and joy had a negative impact on the use of shopping applications.
By reviewing the literature on the loss of perceived enjoyment, we arrived at the
hypothesis that the loss of perceived enjoyment negatively affects the intention to buy

groceries online.
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CHAPTER 3: RESEARCH METHODOLOGY

3.1 Research Model and Hypothesis Development

The research study aimed to assess the critical factors that affect consumers’
adoption of online grocery shopping applications in Qatar. The research study was
conducted in two steps. The first step was a literature review, and the second step was
conducting the online survey.

This study adopted four variables from the UTAUT and four variables from
previous research studies as predictors of consumer adoption. The four variables
adopted from the UTAUT model, as shown in Figure 1, are performance expectancy
(consisting of four items), effort expectancy (consisting of four items), social influence
(consisting of three items) and facilitating conditions (consisting of four items) (Celik,
2016). Venkatesh et al. (2012) encouraged researchers to test the UTAUT model in

several countries and to extend the model by adding more applicable factors.

Performance [—
Expectancy

Behavioural

X # Use Behaviour
Intention

Effort
Expectancy -

Social
Influence:

Facilitating
Conditions

l Gender |I Age II Experience | l Voluntariness of Use l

Figure 1: The Unified Theory of Acceptance and Use of Technology (Venkatesh et al.,
2012)
In addition, the variable perceived trust (consisting of four items) was adopted

from the research study of Al-Dwairi et al. (2018).
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Figure 2: Trust on social commerce (Al-Dwairi et al., 2018).
Moreover, the variable of perceived risk (which consists of five items) was
adopted from the research study of Bianchi & Andrews (2012) from their model

illustrated in Figure 3.

Perceived online
risk
Trust in online
wvendors

Trust in third
party assurances

Consumer
attitude towards
online
purchasing

Consumer
intention to
purchase online

Consumer
propensity to

trust

Cultural
environment of
trust

Figure 3: Risk, trust, and consumers’ online purchasing behaviour (Bianchi & Andrews,
2012).

Two other extra variables were introduced in this study by the researcher,
namely sensory stimulation (which consists of three items) and loss of perceived
enjoyment (which consists of four items).

Based on the literature review, the research hypotheses are as follows:

H1: Performance expectancy have a positive impact on consumers’ adoption of

online grocery shopping.
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H2: Effort expectancy have a positive impact on consumers’ adoption of online
grocery shopping.

H3: Social influence has a positive impact on consumers’ adoption of online grocery
shopping.

H4: Facilitating conditions have a positive impact on consumers’ adoption of online
grocery shopping.

H5: Perceived risk has a negative impact on consumers’ adoption of online grocery
shopping.

H6: Perceived trust has a positive impact on consumers’ adoption of online grocery
shopping.

H7: Sensory stimulation has a negative impact on consumers’ adoption of online
grocery shopping.

H8: Loss of perceived enjoyment has a negative impact on consumers’ adoption of
online grocery shopping.

Figure 4 shows the proposed model of this research study.

Performance Expectancy

Effort Expectancy

Social Influence

Facilitating Conditions

Consumer Adoption of Online

5 -
Perceived Trust Grocery Shopping

\k/m“mm

Perceived Risk

Sensory Stimulation

Loss of Perceived
Enjoyvment

Figure 4: Research model.
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3.2 Research Approach and Design

This research intended to identify the key factors that affect consumers’
adoption of online grocery shopping in the context of Qatar. The questionnaire aimed
to gather data about the customers’ perceptions regarding the adoption of online
grocery shopping applications.

The study adopted a quantitative method, where cross-sectional data were
used. This empirical research approach is suitable for large samples to obtain a better

representation of the study population.

3.3 Research and Databases

The research study was based on primary data which were collected from the
survey. The primary data were collected via an online survey. The first part of the
questionnaire classified the respondents based on their demographics: their age, gender,
education level, nationality, monthly income, employments status and marital status.
Following that, the survey asked about frequency of ordering groceries online, the
current online grocery application that they currently use and the reason for using the
online grocery shopping application. In the next part, the survey included questions
regarding every independent and dependent variable of the study. The survey that was

used to collect the data is presented in Appendix A (English) and Appendix B (Arabic).

3.4 Data Collection Method and Sample

The questionnaire was designed in two languages, English and Arabic. The first
part of the survey collected the demographics of the participants such as age, gender,
education level, nationality monthly income, employment status and marital status. The

second part was based on a five-point Likert scale, where 1 = strongly disagree, 2 =
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disagree, 3 = neutral, 4 = agree and 5 = strongly agree. The study variables were
evaluated based on their ratings.

The random sample was targeted through an online link, which invited
participants from Qatar only to fill the online survey. Subjects who were willing to
complete the survey and participate in the study on a voluntary basis checked the link
and filled out the survey. The link was distributed via emails and the WhatsApp phone
application to collect the maximum number of respondents.

The survey allowed the respondents to answer the questions within 10 to 15
minutes. The survey included informed consent information that assured the
confidentiality and anonymity of the collected data to reduce the non-response rate.

The sampling technique used in the study was probability sampling. Probability
sampling means that each element has an equal chance of being involved in the sample
(Taherdoost, 2016). This technique was adopted to increase the response rate.
Therefore, the sample included all residents in the state of Qatar above the age of 18.

The survey data were collected from 5 September to 19 September 2021
using an online questionnaire platform (Google Forms). In total, 306 responses
were collected. The collected data were exported from Google Forms to an Excel
spreadsheet. For the data analysis, the data were transferred from the Excel

spreadsheet to SPSS.

3.5 Validity of the Questionnaire

The questionnaire used in the current study was reviewed and received ethical
approval from the QU-IRB Ethical Committee. The ethical approval number is QU-
IRB 1528-E/21 and the approval letter that was obtained from the committee is

available in Appendix C.
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CHAPTER 4: DATA ANALYSIS AND RESULTS

In the questionnaire, we only considered completed responses; partly filled
responses were automatically omitted. The sample of the research study involved a total
of 306 respondents. Moreover, to find out the outliers in the dataset, a linear regression
between the variables was applied. The principle that was used to define the outliers
was 2.5 standard deviations. Therefore, seven outliers were identified and removed
from the initial dataset to clean the data. Consequently, the final dataset included 299
responses.

4.1 Frequencies and Percentages

The frequency and percentage of the responses for the demographic variables
are shown in Table 1. The research categorised the participants according to their
demographics. In regard to age limit, the study considered only participants above the
age of 18 years. In terms of age, 44.8% were in the 31-45 years category, 33% were in
the 21-30 years category, followed by 16.7% in the 46 or more years category and 5.6%
in the 18-20 age category. For gender, female respondents represented the majority at
67.3%, compared with 32.7% for male participants. Concerning the educational level,
bachelor degree holders had the highest response at 59.5%, followed by 28.8% who
were postgraduates, and 5.9% with a high diploma or high school. Regarding
nationality, non-Qataris made up 63.1% compared with 36.9% for Qataris. With
reference to monthly income, the majority (42.8%) earned more than 20,000 QAR per
month, whereas 29.4% earned between 10,000 QAR and 20,000 QAR, 14.7% earned
less than 10,000 QAR and 13.1% were not employed. Of the 306 respondents, 80.7%
were employed, 9.8% were unemployed, 8.5% were students and 1% were retired.

Regarding marital status, 69.6% were married and 30.4% were not married.
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Table 1: Demographic data of the survey participants

Variable Frequency Percentage
Age

18-20 17 5.6
46 or more o1 16.7
21-30 101 33.0
31-45 137 44.8
Gender

Male 100 32.7
Female 206 67.3
Educational Level

High school or less 18 59
Postgraduate 18 59
High diploma 88 28.8
Bachelor degree 182 59.5
Nationality

Qatari 113 36.9
Non-Qatari 193 63.1
Monthly Income

Not employed 40 13.1
Less than 10,000 QAR per month 45 14.7
Between 10,000 QAR and 20,000 QAR per month 90 29.4
More than 20,000 QAR per month 131 42.8
Employment status

Retired 3 1.0
Student 26 8.5
Unemployed 30 9.8
Employed 247 80.7
Marital Status

Not married 93 30.4

Married 213 69.6




The response percentages for the frequency and usage of ordering groceries
online are represented in Table 2. The percentage of respondents who ordered their
groceries online once per month is 41.83%, while 38.24% ordered their groceries online
two to five times per month, 11.11 % of respondents ordered their groceries online 6—
10 times per month and 8.82% ordered more than 10 times a month. The most used
online grocery ordering application in Qatar is Talabat (42.31%), followed by Carriage
(16.72%), the grocery shop application or website (15.22%), Use Rafeeq (14.05%),

others (8.86%) and the Baqgaala application (2.84%).

Table 2: Frequency and usage of online grocery shopping behaviour

Variable Frequency Percentage

Frequency of ordering groceries online

Once a month 128 41.83
2-5 times a month 117 38.24
6-10 times a month 34 11.11
More than 10 times a month 27 8.82

The currently used online grocery ordering portals, websites and apps

Talabat 253 42.31
Carriage 100 16.72
Grocery shop application or website 91 15.22
Rafeeq 84 14.05
Other 53 8.86
Bagaala 17 2.84
Total responses 598 100.00

The reasons for using online grocery shopping applications are illustrated in
Table 3. In this part of the survey, participants had the chance to choose more than one
reason. The majority of the respondents chose the convenience of the home delivery
system (no waiting in queues and carrying bulky products), followed by the lack of time
for in-store purchases.

23



Table 3: Reasons for using online grocery shopping applications

Variable Frequency Percentage

Convenience of home delivery system (no 158 20.36
waiting in queues and carrying bulky products)

Lack of time for in-store purchases 154 19.85
Convenience of shopping from anywhere (at 152 19.59
home or at the office) and the possibility of

placing orders from any device

Convenience of experiencing a variety of 141 18.17
products without physically going to the grocery

shop

Convenience of shopping at any time of the day = 113 14.56
without having the constraints of the opening

and closing times of the stores

Many offers/discounts/coupons available 51 6.57
Other reasons 7 0.90
Total responses 776 100.00

4.2 Descriptive Statistics

Descriptive analysis was executed on both the dependent and independent
variables. Each of the eight variables represents one of the factors that affect
consumers’ adoption of online grocery shopping applications. The mean and the
standard deviation of each variable was calculated. In the five-point Likert scale that
the researcher adopted, 1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree and 5
= strongly agree.

The descriptive statistics for the independent variable performance expectancy
are illustrated in Table 4. In Table 4, most items were given high scores by the
respondents, but one item (PE2: Using OGSA increases my efficiency in purchasing

groceries) had moderate agreement. In addition, it was noted that this item has a higher
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standard deviation than the rest of the variables, which means higher deviation and a

greater difference in the sample.

Table 4: Descriptive statistics for performance expectancy

Item Item Description Min  Max Mean SD
PE1 | find OGSA very useful. 1 5 409 1.051
Using OGSA increases my 1 5 352 1.137
efficiency in purchasing
PE2 groceries.
Using OGSA helps me 1 5 3.87 1.055
accomplish things more
quickly and increases my
PE3 productivity.
| can save time when | use 1 5 415 1.083
PE4 OGSA.
Total for performance expectancy 3.91 \ 1.08

Table 5 shows the descriptive statistics for the effort expectancy variable.

All items’ means scored above 4, which indicates a high level of agreement with the

statements.

Table 5: Descriptive statistics for effort expectancy

Item Item Description Min  Max Mean SD
Learning how to use OGSA 1 5 4.22 1.065
to do grocery shopping is

EE1 easy for me.

My interaction with OGSA is 1 5 411 1118

EE2 clear and understandable.

EE3 | find OGSA easy to use. 1 5 417 1075
It is easy for me to become 1 5 4.09 1.042

EE4 skilful at using OGSA.

Total for effort expectancy \ 4.147 \ 1.07

With respect to the independent variable of social influence, as shown in Table

6, the three tested items of the construct indicated moderate agreement.
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Table 6: Descriptive statistics for social influence

Item  Item Description Min Max Mean SD
People who are important to 1 5 3.21 1.228
me think that I should use

SI1 OGSA.

People who influence my 1 5 3.09 1.215
behaviour think that | should

SI2 use OGSA.

People whose opinions | value 1 5 3.24 1.197

SI3 think that | should use OGSA.

Total for social influence \ 3.18 \ 1.21

The descriptive statistics for the construct of facilitating conditions are shown

in Table 7. The first three items indicated strong agreement with the statements but the

fourth item (I can get help from others when | have difficulties using OGSA) revealed

moderate agreement with the statement. It is also important to note that this item has

the highest standard deviation.

Table 7: Descriptive statistics for facilitating

Item Item Description Min Max Mean SD
I have the necessary 1 5 409 1.087
FC1 resources to use OGSA.
I have the necessary 1 5 415 1.065
FC2 knowledge to use OGSA
| feel comfortable using 1 5 3.95 1.096
FC3 OGSA.
I can get help from others 1 5 3.62 1.286
when | have difficulties using
FC4 OGSA.
Total for facilitating conditions \ 3.95 \ 1.13

Table 8 presents the descriptive statistics for the construct of perceived trust.

The majority of the items for this variable indicated strong agreement with the

statements, except for the third item (OGSA providers are trustworthy), which revealed

moderate agreement with the statement.
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Table 8: Descriptive statistics for perceived trust

Item Item Description Min  Max Mean SD
In general, OGSA are trusted 1 S 375  1.099
PT1 nowadays.
| trust OGSA for my online 1 S 373  1.080
PT2 purchases.
OGSA providers are 1 S 366  1.066
PT3 trustworthy.
OGSA providers will keep 1 S 380  1.070
their promises and deliver my
PT4 groceries.
Total for perceived trust 3.73 \ 1.08

Descriptive statistics for the variable of perceived risk are shown in Table 9

below. The responses to the last item (I use OGSA to reduce the risk of being infected

by coronavirus — fear of physical interaction) indicated moderate agreement with the

statement but the rest of the items indicated moderate disagreement.

Table 9: Descriptive statistics for perceived risk

Item Item Description Min

Max

Mean

SD

There is so much uncertainty 1
about making purchases
PR1 using OGSA.
Compared with other ways 1
of making purchases, | feel
PR2 that OGSA is more risky.
| feel safe using my credit 1
PR3 card in OGSA.
| feel safe giving my 1
personal details when using
PR4 OGSA if requested.
I use OGSA to reduce the 1
risk of being infected by
coronavirus (fear of physical
PR5 interaction).

5

2.88

2.84

3.37

3.17

3.70

1.215

1.257

1.254

1.292

1.199

Total for perceived risk

319 | 1.24

Table 10 shows the results for the descriptive statistics for the independent

variable of sensory stimulation. The three items for this variable indicated a high level

of agreement with the statement. Moreover, the standard deviation was close to 1 for
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all items.

Table 10: Descriptive statistics for sensory stimulation

Code Item Description Min Max Mean SD
When | use OGSA, | miss the 1 5 3.88 1.152
experience of touching,
smelling and checking the

SS1  freshness of the food.
When | use OGSA, | miss the 1 5 3.86 1.110
experience of touching, and
examining the quality of the

SS2  non-food items.

| believe that OGSA lack 1 5 3.83 1.144
SS3  sensory aspects.
Total for sensory stimulation \ 3.86 \ 1.14

Descriptive statistics for loss of perceived enjoyment are illustrated in Table 11.
All the items indicated strong agreement with the statement, except for the second item
(When | use OGSA, | miss the chance of meeting people in stores), which indicated
moderate agreement with a higher standard deviation.

Table 11: Descriptive statistics for loss of perceived enjoyment

Item Item Description Min Max Mean SD
When | use OGSA, | miss the 1 5 3.72 1121
in-store shopping experience

LPE1  and store environment.

When | use OGSA, | miss the 1 5 3.54 1.244
chance of meeting people in

LPE2  stores.

When | use OGSA, | miss the 1 5 3.77 1.208
ability to discover new
products and offers in the

LPE3  stores.

When | use OGSA, | miss the 1 5 3.72 1.214
opportunity to go to the store

LPE4  asabreak from daily routine.

Total for loss of perceived enjoyment \ 3.69 \ 1.20

Table 12 shows the descriptive statistics for the dependent variable: consumers’
adoption of online grocery shopping. All the items showed strong agreement except for

the last two items, which indicated moderate agreement with the statement.
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Table 12: Descriptive statistics for the adoption of online grocery shopping

Item Item Description Min Max Mean SD

I intend to use OGSA to 1 5 3.71 1.161
CAl purchase my groceries.

I will use OGSA when the 1 5 3.81 1.120
CA2 price is competitive.

I plan to use OGSA when 1 5 3.88 1.165

they have special offers (such
CA3 as free home delivery).

| intend to continue using 1 5 3.89 1.051
CA4 OGSA in the future.

I will always try to use OGSA 1 5 3.40 1.206
CA5 in my daily life.

| plan to continue using 1 5 3.66 1.131
CAb6 OGSA frequently.
Total for adoption of OGSA 3.73 \ 1.14

4.3 Reliability Test

To check the reliability of the survey, Cronbach’s alpha test was generated in

SPPS, as shown in Table 14. Cronbach’s alpha is a statistical test that measures groups

of items in the questionnaire that are closely related. To indicate an acceptable

reliability, alpha should be greater than 0.7 and the higher the alpha, the better the

reliability. According to Table 14, all variables have a high Cronbach’s alpha of >0.7,

except for the variable perceived risk, which has a Cronbach’s alpha of 0.523. Further

investigations into this variable are explained in the next chapter.
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Table 13: Reliability statistics

Variable Description Cronbach’s Alpha |
Performance Expectancy (PE) 0.879
Effort Expectancy (EE) 0.942
Social Influence (SI) 0.935
Facilitating Conditions (FC) 0.856
Perceived Trust (PT) 0.934
Perceived Risk (PR) 0.523
Sensory Stimulation (SS) 0.843
Loss of Perceived Enjoyment (LPE) 0.860
Consumers’ adoption of online grocery 0.914

shopping (CA)
No. of items used: PE (4), EE (4), SI (3), FC(4), PT (4), PR (5), SS
(3), LPE (4), CA (6)

4.4 Correlation Analysis

Pearson’s correlations test were generated as shown in Table 14 to investigate
the relationships among the constructs. According to the results, we can conclude that
all variables are significantly correlated at the 0.01 level, which indicates a linear
relationship between the variables and they all have a direct relationship. The strongest
correlation (0.814) was between facilitating conditions and effort expectancy, and the
lowest correlation (0.209) was between social influence and sensory stimulation. In
addition, the variables were tested for multicollinearity. According to the correlation
matrix in Table 14, all variables had a correlation lower than 0.9, which indicates no

multicollinearity between the variables.
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Table 14: Pearson’s correlation matrix

Item (PE) (EE) (SI) (FC) (PT) (PR) (SS) (LPE) (CA)

(PE) 1

(EE) .759™ 1

(SI)  .568™ .434™ 1

(FC) .759™ .814™ 548" 1

(PT) 7107 .677" 553 .760™ 1

(PR) 436" .400™ .448™ 475" 540" 1

(SS)  .4277 4757 209" 504" .398™ .344™ 1

(LPE) .360™ .389™ .214™ 3777 2917 362" .632" 1

(CA) 782" 656~ 548" 696" .655 4327 4317 .330" 1

**_ Correlation is significant at the 0.01 level (two-tailed). PE, performance
expectancy ; EE, effort expectancy; Sl, social influence; FC, facilitating
conditions; PT, perceived trust; SS, sensory stimulation; CA, consumers’
adoption

4.5 Multiple Regression Analysis

A regression analysis was performed to test the suggested hypotheses of the
study, as shown in Table 15. The model explains 70% of the variance with R? =
0.709. Several runs were made in the SPSS program to test the regression of the
independent variables against the dependent variable, then the variable of perceived

risk was removed from the regression in light of the reliability test, since it had a

Cronbach’s alpha less than 0.07. Following that, an outlier analysis was conducted to

remove the outliers from the study; seven outliers were found and removed, which
reduced the final number of respondents to 299. According to the results, the

proposed model was modified to the model shown in Figure 5.
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Figure 5: Modified model

The first hypotheses, which states that performance expectancy have a positive
impact on customers’ adoption of online grocery shopping was supported and it is
significant (p < 0.05). The second hypotheses that effort expectancy have a positive
impact on consumers’ adoption of online grocery shopping was not significant and
was rejected, since p > 0.05. Next, the third hypotheses that stated that social
influence has a positive impact on consumers’ adoption of online grocery shopping
was accepted and is significant at p < 0.05. Moreover, the fourth hypothesis, which
stated that facilitating conditions have a positive impact on consumers’ adoption of
online grocery shopping, was significant and was accepted (p < 0.05). The fifth
hypothesis that perceived risk has a negative impact on consumers’ adoption of online
grocery shopping was rejected, as explained above. Regarding the sixth hypothesis,

which stated that perceived trust has a positive impact on consumers’ adoption of
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online grocery shopping, was accepted and was significant since p < 0.05.
Furthermore, the seventh hypotheses arguing that sensory stimulation has a negative
impact on online grocery shopping was accepted and was significant at p < 0.05.
Finally, the last hypothesis stating that loss of perceived enjoyment has a negative
impact on online grocery shopping was rejected and was not significant (p > 0.05).

Table 15: Regression analysis

Coefficients?

Unstandardized Standardized
Coefficients Coefficients t Sig.
Model B Std. Error Beta
PE 0.480 0.057 0.479 | 8.363| 0.000
EE 0.021 0.056 0.023 | 0.377 | 0.707
Sl 0.090 0.034 0.109 | 2.653 | 0.008
FC 0.156 0.065 0.159 | 2.385| 0.018
PT 0.120 0.050 0.127 | 2.421| 0.016
SS 0.088 0.042 0.092 | 2.066 | 0.040
LPE -0.010 0.038 -0.010 | -0.250 | 0.803

a. Dependent Variable: consumers’ adoption (CA). PE, performance
expectancy; EE, effort expectancy; Sl, social influence; FC, facilitating
conditions; PT, perceived trust; SS, sensory stimulation; LPE, loss of
perceived enjoyment

According to the regression analysis presented above, we can conclude that the
most significant factor that affects consumers’ adoption of online grocery shopping is
performance expectancy since this construct has highest beta (f = 0.470). The second
most effective factor is facilitating conditions (B = 0.159). The third most significant
factor is perceived trust (B = 0.127). The fourth most significant factor is social
influence (B = 0.109). The fifth and least significant factor is sensory stimulation ( =

0.092).
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Table 16: Results of the hypotheses

Hypothesis Hypothesis Result
Performance expectancy have a positive impact on Supported
customers’ adoption of online grocery. (significant)
Effort expectancy have a positive impact on consumers’ Rejected (Not
adoption of online grocery shopping. significant)
Social influence has a positive impact on consumers’ Supported
adoption of online grocery shopping. (significant)
Facilitating conditions have a positive impact on consumers’ Supported
adoption of online grocery shopping. (significant)
Perceived trust has a positive impact on consumers’ Supported
adoption of online grocery shopping (significant)
Sensory stimulation has a negative impact on consumers’ Supported
adoption of online grocery shopping (significant)
Loss of perceived enjoyment has a negative impact on Rejected (Not
online grocery shopping significant)

Figure 6 shows the final model of the research study including all the significant
factors that have a positive impact on the consumer adoption of online grocery shopping

applications in Qatar.
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Performance Expectancy = 0.000

B =0.109

Social Influence *).008 \
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Sensory Stimulation
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Figure 6: Final model
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CHAPTER 5: DISCUSSION OF THE RESULTS
The aim of this research was to determine the key success factors that affect
customers’ adoption of online grocery shopping in the context of Qatar. The data were
analysed in SPSS, where frequencies, percentages, descriptive statistics, reliability

tests, correlation analysis and regression analysis were carried out.

The study involved 306 participants, of whom 67.3% were female and 32.7%
were male, and 69.6% were married but 30.4% were not married. In terms of the
nationality of the respondents, 63.1% were non-Qataris and 36.9% were Qataris. This
distribution of respondents make sense, because the number of Qataris is less than the
number of non-Qataris within the population in Qatar. The majority of participants were
aged between 31 and 45 years, followed by the age category of 21-30 years. With
regards to the educational level, most of the respondents had a bachelor degree. For the
monthly income, 42.8% received an income of more than 20,000 QAR per month,
followed by 29.4% receiving a monthly salary between 10,000 QAR and 20,000 QAR.
In terms of the employment status of the participants, the majority were employed. With
regards to the percentages and usage of ordering groceries online, 41.84% ordered their
groceries online once a month, followed by 38.24% who ordered their groceries online
two to five times a month. The most preferred and used online grocery ordering
application is Talabat, followed by Carriage.

According to the findings of this study, convenience is one of the main reasons
why participants use the online grocery shopping applications. This finding is similar
to the findings of Hand et al. (2009), who stated that convenience was the most
significant factor that affected the willingness to buy groceries using online portals.

Moreover, it was found in this present study that the two main reasons for ordering
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groceries online was the convenience of the home delivery system, with no waiting in
queues and carrying bulky products, along with the convenience of shopping from
anywhere (at home or at the office) and the possibility of placing orders from any

device.

In this study, the UTAUT model was extended by adding the variables of
perceived trust, perceived risk, sensory stimulation and loss of perceived enjoyment
to evaluate the factors that affect consumers’ adoption of online grocery shopping
applications. The results of this study suggested that performance expectancys, social
influence, facilitating conditions, perceived trust, and sensory stimulation are the most
significant factors that affect consumers’ adoption of online grocery shopping
applications in Qatar. However, the study indicated that there was no significant effect
of effort expectancy or the loss of perceived enjoyment on consumers’ adoption of
online grocery shopping applications.

5.1 Effect of Performance Expectancy on Consumers’ Adoption of Online Grocery

Shopping

The results obtained from this research study confirmed that performance
expectancy have a significant effect on consumers’ adoption of online grocery
shopping. This means that the participants find the online grocery shopping applications
to be useful and efficient, and this affects their adoption. The findings of this study are
in accordance with what several researchers have found and confirmed the significance
of performance expectancy in the adoption of online grocery shopping (Dwivedi et al.,

2019; Chen et al., 2019; Ingham et al., 2015; Rauniar et al., 2014).
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5.2 Effect of Effort Expectancy on Consumers’ Adoption of Online Grocery Shopping
Various studies have confirmed that performance expectancy have an impact on

the adoption of online grocery shopping. However, this study has failed to approve the

positive impact of effort expectancy on the adoption of online grocery shopping.

The findings of this study are aligned with the results of Oliveira et al. (2014),
Baptista and Oliveira (2015) and Naranjo-Zolotov et al. (2018), who found that effort
expectancy have no significant impact on the behavioural intentions. They argued that
when people are familiar with a tool, the influence of the effort expectancy will be low
in terms of the behavioural intentions.

5.3 Effect of Social Influence on Consumers’ Adoption of Online Grocery Shopping

The outcomes of this study confirm that social influence has a significant impact
on consumers’ adoption of online grocery shopping. The findings indicate that the
participants are influenced by people who are important to them with regards to the
adoption of online grocery shopping.

Various studies (Venkatesh et al., 2012; Clemes et al., 2014; Cimperman et al.,
2016; Chong et al., 2012) have confirmed the same outcomes of this study and stated
that social influence has a significant effect on consumers’ adoption of online grocery

shopping applications.

5.4 Effect of Facilitating Condition on Consumers’ Adoption of Online Grocery
Shopping
This study has confirmed the significant impact of the variable of facilitating
conditions on the adoption of online grocery shopping applications. The findings
indicated that the respondents of this study have the necessary knowledge and resources
to use online grocery shopping with confidence and without any difficulties. The results

of this research study agree with Pauzi’s (2017) research that indicated that facilitating
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conditions have a direct impact on the adoption of online grocery shopping.

5.5 Effect of Perceived Trust on Consumers’ Adoption of Online Grocery Shopping

The findings of this study have shown that perceived trust has a significant
impact on consumers’ adoption of online grocery shopping. This indicates that the
respondents of this study perceived online grocery shopping applications as a trusted
tool for conducting their online purchases. Moreover, these outcomes are aligned with
various previous studies (Al-Dwairi et al., 2018; Al-Saedi et al., 2020; Chen et al., 2019;
Alalwan et al., 2017) which confirmed the significant impact of trust on the adoption

of online shopping.

5.6 Effect of Sensory Stimulation on Consumers’ Adoption of Online Grocery
Shopping

According to the findings of the current study, sensory stimulation has a
significant impact on online grocery shopping. The results of the study confirm that
participants believe that online grocery shopping lacks sensory aspects and that by
buying their groceries online, they miss the experience of checking the freshness of the
food. Therefore, sensory stimulation is an important factor in consumers’ adoption of
online grocery purchases. In addition, the results of this study agree with the findings
of Venkatesh et al. (2012), Morganosky & Cude (2000), and Yang and Forney (2013)

which confirmed the impact of sensory stimulation on the adoption of online shopping.

5.7 Effect of Loss of Perceived Enjoyment on Consumers’ Adoption of Online
Grocery Shopping
The proposed hypotheses regarding the loss of perceived enjoyment states that
loss of perceived enjoyment has a negative impact on the adoption of online grocery

shopping applications. The findings of this study have revealed that there is no
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significant effect of the independent variable “loss of perceived enjoyment” on the
dependent variable, namely the adoption of the online grocery shopping. These findings
contradict those of other research studies such as Yang and Forney (2013), which
discovered that loss of pleasure, delight, and joy had a negative impact on the usage of

online shopping applications.
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CHAPTER 6: CONCLUSION

This research study aimed to determine the key success factors that affect
customers’ adoption of online grocery shopping in Qatar. The study has applied various
statistical methods to test the impact of the factors on the consumers’ intentions.
According to the statistical tests performed, the research has identified the most
significant factors that affect consumers’ adoption of online grocery shopping
applications in Qatar, which are performance expectancy, facilitating conditions,
perceived trust, social influence and sensory stimulation. The study has also identified
that factors that do not have a significant impact on consumers’ adoption of online

grocery shopping.

6.1 Implications and Recommendations

The findings of the research study can benefit decision-makers in the field of
the online grocery shopping to improve their services by enhancing the customer’s
satisfaction to meet their expectancy and satisfy their needs. The findings of the study,
which was based in Qatar, can help the top management to craft strategies based on
these factors to increase their sales. In addition to that, this study will give new
entrepreneurs who are interested in online grocery shopping the factors that they should
consider when starting their business.

The study has revealed the significant impact of sensory stimulation on the
adoption of online grocery shopping. This means that people in Qatar consider the
sensory features before buying groceries online. Businesses can benefit from this
finding and improve their applications to include modern features and real pictures of
their products to reduce the risk of the loss of sensory features.

The study has confirmed the significant influence of the social influence on the
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adoption of online grocery shopping. This finding indicated that customers are strongly
influenced by the opinion of people around them. Therefore, E-grocery business owners
should focus their advertising efforts on people who share similar characteristics and
enhance their websites by adding customer feedback on the services they provide
(Piroth et al., 2020).

In terms of trust, the study has confirmed the significant impact of perceived
trust on the adoption of online grocery shopping applications. Therefore, managers need
to focus their strategies on improving the perceived trust of their customers by focusing
on enhancing the security of their applications and websites (Chong et al., 2012).
Moreover, firms should focus on improving the delivery times by sending the groceries
to the customers at the right time with good-quality packaging. This will increase

repurchasing behaviour and trust between the service providers and the customers.

6.2 Limitations and Future Directions

This research study provides a base for subsequent studies, as it is the first of its
kind to be carried out in Qatar to explore the factors that affect consumers’ adoption of
online grocery shopping applications.

With regards to the sample size, the researcher was able to collect 306
responses; future studies may increase the sample size to test the significance of the
impact of the variables on online grocery shopping.

The study is representative in terms of nationality, as the percentage of Qatari
respondents was less than the percentage of non-Qataris. This result is similar to the
real population of Qatar, where the number of -Qataris reached 12% with respect to

88% for temporary visitors and immigrants (Hadid et al., 2021).
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Studies in the future can investigate the effect of other variables on the adoption
of online grocery shopping, or apply the research to other GCC countries, since
customers in the Gulf region share similar characteristics.

Future researchers could build their studies based on these results and may add
other variables to the model and investigate the impact of the constructs on online
grocery shopping. In their study, Zhou et. al. (2007) confirmed that the variables of age,
income and gender are the most significant factors that influence the buyers’ intention
to purchase products from online stores. Future studies may investigate the effect of
age, income and gender on the adoption of online grocery shopping applications.
Convenience was found to be the main reason for ordering groceries online in this
research; this finding can be used in future studies to test convenience as the most
significant variable that affects consumers’ adoption of online grocery shopping.

In terms of the type of the research, future researchers may use qualitative
research rather than the quantitative method that was used in this study. Researchers
may use the most significant factors that were found in this research and test them by
conducting focus group interviews with loyal customers and service providers to obtain

their perceptions of online grocery shopping.
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APPENDICES

APPENDIX A: ENGLISH SURVEY

ol daos

(IRB) Questionnaire English Version
APPROVED

Research Topic: Factors Affecting Consumers’ Adoption of Online Grocery Shopping
applications in Qatar

Dear Sir/Madam:

This research is being conducted as part of my graduation project requirements in the MBA
program at the College of Business and Economics, Qatar University. This survey will
address the factors affecting the adoption of Online Grocery Shopping spplications in Qatar
with eight predictor variables (i.c., performance expectancy, effort expectancy, social

the loss of perceived enjoyment). Therefore, we have adapted this questionnaire in order to
collect data about consumer’'s perceptions toward doing grocery shopping online.

Your answers to the questions in this survey are essential to the completion of this study. The
information collected will be kept strictly confidential. You are not required o disclose sny
confidential information and the survey will be completely anonymous. The information will
be stored on a secured password-protected kaptop and only the rescarcher will have sccess to
it. The data will not be used for any other purpose in the future. All dats will be permancatly
destroyed after three years. By clicking on the provided research questionnaire link, you give
your full informed consent to participate in this research study. Answering this survey will only
take 10 to |15 minutes. The time and effort you spend in answering this survey are highly
appreciated. Your participation in this survey is voluntary, where you can skip any question or
withdraw at any time, and your feedback und all of your suggestions will be kepe strictly
confidential and used for rescarch purposes only. If you are less than |8 years old, please do
not take the survey. This study is spproved by Qutar University Internal Review Board (QU-

If you have any questions about this research, feel free 1o contact me and/'or my supervisor at
the following email addresses: Asma Ghenai (220805210 gu edu ga) and Emad Abu-Shanab
(cabushanabu gu edy ga)

Please indicate that you have read and understood the above , If you agree to

participate tick *Yes™ [, if not tick “No™ [



s

Institutional Review Board

(IRB)
APPROVED
General information: Please select the appropriate choice of the following:
1= Frequency of Ordering grocery online
Once a month 2-5 times a moath 6-10 times a month More than 10 times a Month
a (] 0 (]
2 Age Category
18-20 2130 3145 45- or More
O O O O
1 Gender
Male Female
O (]
4 Education Level

High School or less High Diploma  Bachelor Postgraduate

0 O O 0
5. Nationality
Qatari Non-OQatari
O O
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6-  Monthly Income

More than 20,000 QAR E 2o S
More than Per QAR and A :
& 20,000 Q: 10,000 QAR Not employed

per month per menth
O O O O
7- Employment status
Employed Unemployed Student Retired
O O O O
% Marital
Status
Married Not-Married
O O
9 What is/are the online Grocery ordering portals media websites/ pagew’ Apps you are
currently using (vou can choose more than one)
Talabat Rafeeq Curriigs: _Toguela

Application Others please specify

O O O O Eeceoccsss

Grocerry shop application or website

O

Please indicate the reason for using Online grocery shopping applications (OGSA )you may choose
maore than one option )

* Lack of time to do in-store purchase.

* Convenience 1o experience variety of products without physically going to the grocery shop.

* Convenience of shopping from anywhere (at home or at office) and the possibility of placing orders from any
device.

* Convenience of home delivery system, no waiting in queues and carrying bulky products.

* Co i of shopping anvtime of the day without having the constraints of opening and closing timing
of stores

* Many offers/discounts/coupons available

*Other reasons
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Please indicate the degree to which you agree or disagree with the following statements where
OGSA refers w online grocery shopping applications:

Performance Expectancy (PE) Strongly Netther Stroagh
Num . - Disagree | agreeor | Agree -
¥ disagree e
1 | find OGS A very useful.
Using OGSA mcreases my efficiency m purchasing
i groceries.,
Using OGSA helps me sccomplish things more
3 quickly and increase my productivity.
a | can save ime when I use OGSA.
Neither
Num Effort Expectancy (EE) Strengly Disagree | sgreeor | Apree Strengly
Dissgree s agree
I Learning how to use OGSA to do grocery is easy for
me.
My imteracion with OGSA s clear and
2 understandable.
s | find DGSA easy to use.
4 Ii 15 casy for me to become skillful at using DGSA
_ Neither
Num | Social Influence {S1) Strongly Dissgree | sresor | Agree | 500
Disagree di agree
People who are imporiant o me think thai | should use
1 OGSA.
People who influence my behavior think that | should
2 use OGSA,
People whose opinions | value, think that | should use
3 OGSAL
Num | Facilitating Conditions (FC) Stroagly Dimgror | Neithor | Agrve | Strvngly
Dinagree agree o agree
dinagree
1 | have the necessary resources fo use OGSA.
i | have the knowledge necessary to use OGSA
Ll | feel comfortable using OGSA.
4 | can get help from others when | have difficulties

using OGSA,
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Num | Perceived Trust Stroagly Disagree | Neither | Agree | Seramghy
Disagree agree or agree
disagree
1 In gencral, OGS A are trusted nowadays.
2 I trust OGSA for my online purchases.
3 OGSA providers are trustworthy.
4 OGSA providers will keep their promises and deliver
my grocerics.
Num | Perceived Risk (PR) Stromgh Disagree | Neither | Agree | Stramghy
Disagree agree or agree
disagree
1 There is so much uncertainty to make purchases using
ODGSA.
2 Compared to other ways of making purchases, | feel
that OGSA is more risky.
3 1 feel safe to use my credit card im OGSA.
4 I fieel safe giving my personal details when using
OGSA if requesied.
3 1 use DGSA to reduce the nisk of being infected by
Corona Virus (fear of physical interaction).
Sensory stimulation (SS) Steamly Diswgros | Nelther | Agree | Strsagly
Num Disagree sgree o agree
disagree
1 When | use OGSA, | drop the expenience of touching,
smelling and checking the freshness of the food.
2 When | use OGSA, | miss the expenience of touching,
and examining the quality of the non-food items.
3 I believe that OGSA lack sensory aspects.
C el Vel e LI P fhiagere | Nediher | Agree | Stragly
Disagree agree o agree
dinagree
1 When | use OGSA, | lose the n store shopping
:I.ptfl:llL': and store environment.
2 When | use OGSA, | drop the chance of meeting
people in stores.
3 When | use OGSA, | miss the ability to discover new
products and off in the stores,
4 When | use DGSA, | miss the opportunity to go to the
store as a break from the daily routine.
6
Consumer’s  adoption of online grocery P i Neither Stromgh
Num | shopping (CA) Srvesh | Diagree [sgrecor [ Apve | varer
disagree
1 | intend to use OGSA to my grocernies.
2 I will use OGSA when price is competitive.
3 I plan to use OGSA when they have special offers
(such as frec home delivery).
4 I intend to continue using OGS A in the future
5 1 will always try to use OGSA in my daily life.
] I plan to continue using OGSA frequently.

Please share with us any other suggestions or comments you may have?

Thanks for taking the time to participate in this survey

Institutional Review Board

APPROVED
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APPENDIX B: ARABIC SURVEY
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