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E-commerce’s convenience, speed, and ability to overcome geographical barriers have made it increasingly popular across
industries.

e-commerce market customer satisfaction COVID-19 pandemic

| 1. Consumer Behavior

According to Lovelock and Wirtz I, service is an act or performance offered by one party to another, describing its intangibility
and simultaneous consumption. As services are consumed as they are produced and are tied to a company’s

competitiveness, they must be delivered with quality and geared to consumer behavior 2121,

Thus, consumer behavior is defined as the study of how individuals select, purchase, and discard goods and services to
satisfy their needs and desires 4, influenced by cultural, social, and personal factors, which can also be divided into internal

and external variables that affect the consumer .

External variables are defined as situational and environmental (weather variables and the time of year), social and cultural
(set of values and customs), and reference groups (professional groups, family, and friends) [8. Internal variables are
classified as gender, age, personality, self-image, and lifestyles and are fundamental to the perception of consumers’ personal
decisions (€,

The increased participation of service companies in the economy throughout the 1980s lead to the realization of the link
between product and service quality and customer satisfaction and company profitability (. Consequently, organizations
begin to strive for excellence in the quality of their services and products, considered fundamental to conquer and maintain
the market &l Thus, the quality in services is based on the difference between customers’ expectation of the service to be
provided and their perception of how it is provided 219 This makes it a priority to identify the various criteria that define the

quality of a particular service, i.e., those that meet customers’ needs and expectations 2.

| 2. E-Commerce

In the last decade, the Brazilian consumer market has embraced e-commerce as the main driving force, which encompasses
different categories, among them electronic retail. Turban and King 14 understand electronic retailing as retail transactions
between companies and final individual buyers through computer networks or the internet, where the latter can purchase
and/or complete the transaction through an electronic system. Retailing is understood as any economic activity of selling a
good or a service to the final consumer (121,

According to the executive director of the Buy & Trust Movement, the increase in e-commerce in Brazil can be attributed to a
shift in the behavior of Brazilian consumers. They have become more actively involved in remote purchasing and have shown
a significant preference for consuming products that fulfill their daily essential needs 22!,
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| 3. COVID-19 Implications

In December 2019, the world began to face a major health crisis with the new corona virus (SARS-CoV-2), called COVID-19,
which emerged in China and spread rapidly. Its rapid and exponential growth led the World Health Organization (WHO) to
declare a global pandemic on 11 March 2020. Brazil was the first country in Latin America to present a case of COVID-19, on
25 February 2020 141,

To contain the advance of the contamination, many countries adopted measures that included encouraging hygiene and the
use of masks, social distancing, closing establishments, prohibiting large events and gatherings, restricting travel, and making
the population aware of the need to stay home 141,

Due to the pandemic, the lives of people and companies in all sectors have undergone many changes. These include
restrictions on the movement of consumers, workers, and consumer goods, impacting logistics, routine activities, and
interpersonal interactions 13281, From this, changes in habits and behavior patterns that were in motion greatly accelerated.
The dynamics of digitizing business and intensifying the use of digital channels are examples 2827 E-commerce has
become an ally for businesses, who now have another option to sell products and services. Some of the key points that had a

significant impact include:

Explosive increase in demand—A survey conducted by EY Parthenon and published by VEJA INSIGHTS in 2020 found that
with the retail shutdown, 62% of Brazilians visited fewer physical stores and 32% increased online shopping for food, which
had been one of the segments with little e-commerce participation. The survey also found that, among the respondents, 74%
of them intended to do more online shopping. Finally, order deliverability gained importance for 68% of consumers, as has

product availability 18],

Finally, according to the Brazilian Association of Electronic Commerce (AbComm) 2l online supermarket purchases
registered an increase of 180% since March 2020. According to data in a report by Ebit|Nielsen 18, the number of new
consumers in supermarket e-commerce practically doubled after the beginning of the quarantine, even though this sector was

considered essential and was not required to close its doors during the pandemic.

Change in consumer preferences—Customers had to quickly adapt to new forms of online purchasing, with many
experiencing them for the first time. Furthermore, the safety and reliability of delivery services and the availability of online
payment options became key factors in customers’ choices 191201,

Logistical challenges—The sudden increase in demand overwhelmed supply chains and delivery services. Logistics
companies had to handle a much higher volume of orders, leading to delivery delays and operational difficulties 21,
Additionally, additional safety and hygiene measures were required at distribution centers and in delivery processes,

impacting the efficiency and speed of operations 22,

Need for rapid adoption of digital solutions—A remarkable and pervasive trend that cuts across various domains is the rapid
pace of technological change and digitalization. With the advent of the Internet and mobile technologies, we are observing
profound transformations that extend to all sectors and aspects of human life 23 Certainly, the advent of online retail
platforms or applications (apps) has propelled the retail sector into a new era. Enabled by communication technologies,

customers now have access to products at highly competitive prices, while retailers benefit from reduced operating costs.

Online platforms play a crucial role in enabling retailers to minimize operating costs and enhance overall business efficiency
(23], By leveraging these platforms, retailers can streamline their operations, optimize resource allocation, and achieve cost
savings [24. The online environment offers opportunities for automation, streamlined processes, and increased productivity,
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leading to improved efficiency and effectiveness in retail operations 22, It is equally important to emphasize the usability

aspects of the application (app) that significantly contribute to the user’s seamless experience in finding products effortlessly
23]

4. The Influence of COVID-19 on the E-Commerce Customer’s
Retail Experience in the Supermarket Industry

After distributing the questionnaire, 136 responses were collected. Cases where respondents provided the same answers for
all statements were identified and removed. This could be due to respondent inattention or lack of interest, rendering these
responses unreliable. In such circumstances, the quality of the response is compromised, and it is not advisable to consider

them for analysis [28. Thus, these responses were removed from the survey, resulting in 133 valid responses.

The analysis started with an evaluation of specificity, represented by the “Uniqueness” measure, to validate the unexplained
variance. Oblimin rotation was applied to all factors to determine if any questions exhibited a specificity above 0.5. Among the
questions, 4, 13, 14, 18, 21, 23, 26, 27, 28, and 29 demonstrated a Uniqueness score higher than 0.5. Questions 13, 18, 21,
23, 27, and 28 were subsequently excluded from the analysis, while questions 14 and 26 were retained despite having a
Uniqueness score of 0.505 and 0.501, respectively, due to their proximity to the cutoff threshold. Questions 4 and 29, related
to COVID-19, were also retained since the COVID factor is essential for the research objective and cannot be eliminated. The

factors in the final rotation are presented in Table 1, while Table 2 presents the COVID-19 factor.

Table 1. Factors and Uniqueness.

Component
1 2 3 Uniqueness
Q24 0.792 0.386
Q22 0.782 0.322
Q15 0.772 0.323
Q12 0.766 0.268
Q11 0.616 0.382
Q8 0.539 0.474 0.382
Q26 0.430 0.501
Q6 0.761 0.328
Q10 0.754 0.263
Q9 0.751 0.350
Q5 0.652 0.473
Q3 0.638 0.372
Q17 0.689 0.412
Q2 0.646 0.362
Q16 0.635 0.360
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Component
1 2 3 Uniqueness
Q14 0.535 0.505
Component
1 Uniqueness
Q19 0.810 0.345
Q29 0.644 0.585
Q4 0.598 0.643

The present study identified three factors, along with a COVID-19 factor. Additionally, an extra factor was included to measure

overall satisfaction, Whict%“%trwe(io%%lé@s%sr OéSEPo”mVé‘?‘sS %%endérgpgé%%&?{gﬁ 'l\/e\)/ﬂhb)(htgesgy\}lr(]:%rsa%o%zgir perception of how they

were treated by the company B n total, the analysis considered five factors: the three identified factors, the COVID-19 factor,
and the overall satisfaction factor. Table 3 provides a comprehensive overview of these factors, including their corresponding

questions and assigned names.

Table 3. Description of scale used in this study.

Factor Name of the Factor Question

Q20. The services provided by the e-commerce marketplace are
satisfactory.

Q25. | am satisfied with the services provided by the e-commerce

1 Overall satisfaction
marketplace.

Q30. The quality of service provided by the e-commerce marketplace
meets my expectations.

Q4. The pandemic influenced my choice to shop with an application
(app).

2 COVID-19 Q19. | feel that | expose myself less to COVID.

Q29. | plan to use shopping application (app) even with the end of the
pandemic.

Q3. Home delivery is a facilitator.
Q5. The products are packaged appropriately.
3 Delivery Logistics Q6. It was quick to order from the application (app).
Q9. The selected products were within their expiration date.
Q10. The purchase performance time is adequate.
4 Product Presentation on the Q22. It is easy to find the products in the application (app).
Application (app)
Q26. The chosen products were delivered correctly.
Q12. The application (app) provides items in an organized manner.

Q15. Itis easy to find information about the products.

Q24. The application (app) has variety of product brands.
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Factor Name of the Factor Question
Q11. Itis easy to interact with the application (app).
Q14. The prices in the application (app) are the same as in the physical
markets.
Q2. The delivery was done within the promised time.

2 I e (e Q7. The freight is a reasonable value. 3] identifying

Q16. The selected products are in good condition. ed on their
Q17. The delivery is done quickly.

Factor 3 was labeled as “Delivery Logistics” because it encompasses all the necessary steps and considerations involved in

delivering prodiizts: L0 CHMBISE By i St e e ESIUEYRIn RREKARN AARH WP R RIYIELTT88R3gSS, and timely

delivery performance [£3],

Factor 4 was named “Product Presentation on the Application (app)” as it encompasses the aspects related to the design,
organization, and usability aspects of the application (app) that contribute to the user’s ability to find products easily 23],

interact seamlessly, access relevant information, receive accurate deliveries, and explore a variety of product options.

Factor 5 “Delivery and Price” is related to several key aspects of the customers’ perceptions and evaluations regarding the
pricing of products 7, the timeliness and quality of deliveries, and the overall value they receive in terms of product condition

and delivery efficiency 12!,

Next, Cronbach’s alpha analysis was performed to verify the reliability and measure the internal consistency of each factor, as
Cronbach’s alpha is the average of the correlations between the items that are part of the factors (STREINER, 2003). The
measure ranges from 0 to 1, with values of 0.6 and 0.7 being the minimum for acceptance (HAIR Jr. et al., 2009). All factors
obtained an alpha greater than 0.6, except for the factor “COVID-19”, which will be kept, since it is the factor with the COVID-

19 questions which is fundamental to the objective of the study (Table 4).

Table 4. Cronbach’s alpha per factor.

Factor Cronbach’s Alpha
Overall Satisfaction 0.862
COVID-19 0.411
Delivery Logistics 0.844
Product Presentation on the Application (app) 0.872
Delivery and Price 0.742

Source: Compiled by the authors (2022).
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