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Abstract 

Over the past years, e-tailing has experienced explosive growth since it represents a more economic and convenient 
approach to purchasing in comparison to traditional shopping. During the pandemic, staying at home and not going 
out to the store made online purchasing spread widely and various e-tailing platforms have been used by consumers. 
E-tailing fulfillment experience evaluation can provide the analysis to determine the consumer preferences and 
significance of e-tailing platforms toward the new normal. With a sample size of 300 respondents from various 
individuals that have experienced buying goods and services on an e-tailing platform answered the online 
questionnaire. Structural Equation Modeling (SEM) was utilized to remove the biasing effects of random and 
correlated measurement errors on the outcomes of the study. The data analysis results showed that consumer 
preferences had a significant relationship with e-tailing platforms and positively influenced the e-tailing fulfillment 
experience. Also, e-tailing platforms had negative effects on the e-tailing fulfillment experience. This study 
theoretically reveals the relationship between consumer preferences and how e-tailing platforms contribute to the 
overall e-tailing fulfillment experience and provides practical suggestions for e-tailers to form sustainable competitive 
advantage through retail mix strategy. 
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1.   Introduction 

Traditional brick-and-mortar stores are transitioning to e-tailing as the expense costing versus brick-and-mortar stores 
are lower. There are two categories of consumer staples: essentials and non-essentials. Essential products are physical 
products that are required for the consumer to sustain life or health. Food & Beverage; Health and beauty are essential 
products. During the first lockdown when the pandemic was declared. All non-essential products were put on hold 
and essential products were hoarded as the movement of people is very limited and everyone was asked to stay at 
home (IZEA Worldwide, 2020). Non-essentials are physical products that are not required consumers get this for 
leisure and self-benefits. As the lockdown eases hoardings of essential goods have slowed down and nonessentials 
sales are going up. Due to limited movement, work from home became the new normal, and computer and electronic 
sales categories went up because of this (Harbold, 2020).  
 

During the pandemic, people are spending less of their income on items perceived as nice-to-have or non-essential 
(such as clothing, shoes, make-up, jewelry, games, and electronics). Globally too, during COVID-19, the developed 
nations are shifting towards steady-state purchasing post-stock piling as per iRi POS data (2020). The report also 
stated edible products are expected to have increased demand and non-edible products shall have a moderate need 
globally, thereby decreased demand which includes homecare, cosmetics, and personal care products (Mehta 
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&Saxena, 2020). A survey conducted by Global Web shows that 48% of Filipinos plan to do more online shopping 
after the pandemic is over. Whereas during the pre-COVID era, fashion apparel, sporting goods, and footwear were 
the best sellers at 54%, 18%, and 10% of the sales mix respectively, a new category has emerged in the post-COVID 
era. Nowadays, essentials that include personal protective equipment, sanitary goods, and groceries have emerged as 
brisk sellers (Business World, 2020). As the community will move beyond survival mode, some changes in spending 
behavior will not be retained, while some others could be permanent. For example, besides a change in spending 
pattern, greater use of e-tailing touchpoints for shopping as various digital platforms—namely official site of products, 
social media, and mobile platforms—has been used by consumers during the pandemic which had led to the 
digitalization in buying, and this digitalization of consumer shopping journey will increase with the weaker presence 
of traditional outdoor advertising and shopping malls visit due to physical distancing rules. These technology 
platforms are expected to play a strong role in terms of reaching, creating awareness, transaction, and retention of 
consumers post- COVID along with word of mouth (Deloitte, 2020). Markets are experiencing a shifting of consumers' 
preferences as they deprioritize buying non-essential items and reducing consumption except for groceries and at-
home entertainment (McKinsey Survey, 2020).  

 

Fulfillment is the interactive attribute that transaction completion directly relies on. It has something common with 
reliability and features the technical function of interactive tools and the accuracy of service promises, billing, and 
product information (Zeithaml et al., 2002). Referring to the ability to make promises about order delivery and fulfill 
item availability, fulfillment has been proven one of the important dimensions of increasing customer loyalty 
(Parasuraman et al., 2005). Since users can use interactive tools to complete the transaction, get the experience of 
fulfillment, and form their perception of e-tailers, fulfillment promises the purchasing behavior and serves as one of 
the fundamental features of e-tailing interaction. Interactive tools with the attribute of fulfillment can perform the 
promised service dependably and accurately and offer the provision of reliable information and reliable service 
(Barnes & Vidgen, 2008). It reflects the system quality and information quality of interactive tools, ensuring 
customers’ vivid experience as well as facilitating purchasing decisions (Ahn et al., 2004). The essence of e-tailing is 
in the ability to transcend physical boundaries and reach customers in a manner different from traditional retailing to 
their doorstep. However, the base of the e-tailing model is the technology and logistical solutions that facilitate the 
customer purchase and the final reach process. E-commerce further brings to the table varieties in customer orders 
accompanied with difficult scenarios such as free delivery, order rescheduling, cancellation, returns, and cash-on-
delivery (IBM, 2020).  

E-tailing provides consumers with more information and opportunities to compare products and prices, with greater 
product selection, with convenience and ease of finding desired products online (Butler & Peppard, 1998). There is 
no doubt that e-tailing will take a new shape in the post-COVID world. We already see it — dining-in in restaurants, 
shopping in stores, and wandering in malls are practices we try to avoid for fear of being infected. The Filipino is 
becoming more comfortable with buying goods and services online. This trend will continue (Masigan, 2020).  

 
The e-tailing industry will be required to take continual action in response to shifts in consumer preferences and 
future improvements that must be addressed. In this study, the changes in the external and internal environment 
surrounding the e-tailing fulfillment experience will create a new structure and circumstances towards the new 
normal, which will have an impact on consumer preferences for non-essential goods. E-tailing businesses should step 
up to elevate the fulfillment experience and help their consumers streamline their online shopping journey from start 
to finish to have an opportunity to create a lifetime of customer loyalty far beyond the pandemic's reach. 
Consequently, the new normal in consumer preference may likely be explored in this research question, "What key 
drivers can be developed to strategically enhance e-tail platforms as for consumer preferences to provide a satisfying 
e-tailing fulfillment experience?". To be able to answer this question more explicitly, "What e-tail platforms are most 
effective at moving prospects forward based on the shifts in consumer preferences?" and "What determinant factors 
positively influence e-tailing activities that would contribute to fulfillment experience?”. Thus, the study aims: (1) 
To determine the consumer preference for non-essential goods (2) To identify the preferred e-tail platforms to 
improve fulfillment experience. (3) To recommend a retail mix platform strategy in improving the e-tailing fulfillment 
experience toward the new normal.  
  

This study looks at the consumer preferences for non-essential goods during the Covid-19 crisis. There is a need to 
investigate and explore the e-tailing experience of consumers and e-tailer's strategies transitioning to the new normal. 
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Further, this paper aims to be used as a helping guide for non-essential e-tailers in improving the e-tailing fulfillment 
experience and understand the factors that drive customer satisfaction. Lastly, the research found in this report could 
contribute to the literature that will emerge from the Covid-19 pandemic. While a significant amount of research has 
gone into retailing in the Philippines and elsewhere, not much research has been undertaken on the dynamics of 
improving the e-tailing fulfillment experience. This study deals with the analysis of consumer preferences for non-
essential goods towards the new normal to determine the significance between fulfillment experience and e-tailing in 
the Philippines.   
 

2.   Methodology 

2.1. Conceptual Framework  

Figure 1 illustrates the factors that may improve the e-tailing experience: consumer preferences and e-tail platforms. 
The basic premise of this framework is the shifts in consumer preferences to improve the e-tailing fulfillment 
experience. Consumer preference is changing because of the shifts for non-essential goods and these changes should 
provide a satisfying fulfillment experience. Furthermore, using e-tail platforms suggests that touchpoints must be 
considered an interdependent part of a consumer's holistic online shopping fulfillment experience. Hence, 
multichannel e-shoppers would benefit, in the same manner as "traditional" shoppers, from an integrated and seamless 
shopping journey across e-tail platforms (Avery et al. 2009). 

 
Figure 1. The Conceptual Model 

 
Based on the conceptual model, we examine the following hypotheses regarding online consumer preferences, e-
tailing platforms, and e-tailing fulfillment experience:  
H10:   Online Consumer preferences have no direct effect on e-tail platform         
H1a:  Online Consumer preferences have a direct effect on e-tail platform  
H20:  Online Consumer preferences have no positive influence on the e-tailing fulfillment   experience         
H2a: Online Consumer preferences positively influences the e-tailing fulfillment experience  
H30:  E-tail platforms have no significant relationship with the e-tailing fulfillment experience    
H3a:  E-tail platforms have a significant relationship on e-tailing fulfillment experience 
 
2.2. Operational Framework  

Nowadays, online platforms provide consumers many ways to interact with brands. Moreover, digital has caused a 
shift in customer preferences, resulting in various types of e-tail platforms. Consumers can instantly compare products 
and prices, with greater product selection, with convenience and ease of finding desired products online. They can 
read customer recommendations and post reviews. Moreover, consumers can engage directly with their customer 
service team even if they have never made a purchase. In short, the rise of online shopping delivers highly personalized 
experiences and gives the customer the power to define their fulfillment experience. 
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Figure 2. Operational Framework 

To test the above hypotheses, the following operational framework shown in Figure 2 was drawn with the following 
latent variables to be used with Structural Equation Modelling (SEM) analysis. Due to the pandemic restrictions that 
interviews, and actual observations are not allowed, the Structural Equation Modelling (SEM) approach are adopted 
using the survey questionnaire as the primary research instrument that is used to administer at least 300 consumers of 
different consumable items that were traditionally bought in brick-and-mortar stores but can be conveniently ordered 
thru pure-click e-tailing facility 

 

2.3. Proposed Framework for SEM Analysis   

As illustrated in figure 2, a more detailed analysis of the interdependence between e-tailing fulfillment experience and 
the following determinants: consumer preference and e-tail platforms. Furthermore, e-tailers need to optimize 
customer journeys, and not get lost implementing and improving touchpoints. It is not about the individual touchpoints 
themselves, but rather the entire journey and how e-tail platforms contribute to the overall customer fulfillment 
experience. By illustrating how the e-tail platforms and online consumer preferences have changed, guidance is offered 
to e-tailers for making more improved decisions for e-tailing strategies. This study provides insights for e-tailing 
sectors to a high-level overview of the e-tail platforms across five phases of the online consumer preferences towards 
fulfillment experience. In Figure 3, we've provided an overview of each phase : (1) Awareness: The consumer has a 
need and searches for available products/ services to fulfill that need, (2) Consideration: The consumer evaluates the 
product and available offers from other brands, (3) Purchase: The consumer makes the purchase, (4) Communication: 
The consumer starts using the product or service, experiences it and gets retained based on the usage and (5) Loyalty: 
The customer returns to purchase the item or similar items again, influenced by on the post-sales experience. 
Interaction serves as one of the most prominent features of the online shopping environment. E-tail platforms provide 
consumers with interactive tools that are conducive to attracting consumers’ attention and enable consumers to 
perceive and experience online shop interaction (Wu and Hsing, 2006). In e-tail platform interaction, users can quickly 
and accurately find the information they need through various interactive tools and can get answers timely when 
encountering problems. Good interactive tools bring more information to the customer while providing real-time 
feedback on customer demand. By promptly resolving the user’s problems, e-tailers can narrow the distance with 
customers, improve customer service levels, enhance customer satisfaction, and even stimulate customers’ desire to 
purchase (Yang et al., 2012). For instance, websites are the most common and well-established interactive tool, with 
abundant information and various functions, crucial to e-tailing survival, and success (Homsud & Chaveesuk, 2014). 
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Figure 3. Initial Framework for SEM Analysis 

An interdependent part of a consumer's holistic online shopping fulfillment experience using e-tail platforms based 
on consumer preferences is shown in Figure 3. By adopting and developing all kinds of e-tail platforms, e-tailers 
change and improve the interactive experience of consumers, thus improving the fulfillment experience.  

  

2.4.  Data Gathering  
 
Data collection was carried out using an online questionnaire. The survey is conducted in support of this proposed 
research study. This study targeted those consumers who had purchased products online. The latter part of the survey 
presented are statements; their answers are the basis in knowing whether e-tailing fulfillment experience is achieved 
to further test construct validity. The survey was designed with the answers using the five-point Likert scale ranging 
from 1 (strongly disagree) to 5 (strongly agree) for responders to express the level of agreement to each question. 
With a sample size of 300 respondents from various individuals that have experienced buying goods and services on 
an e-tailing platform are considered to answer the online survey using google forms. The number of respondents is 
enough to fulfill an accurate result from SEM analysis.  To test hypotheses, Structural Equation Modeling (SEM) 
was utilized because this methodology allows testing the relationships between the variables of a complete model.  
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3.   Results and Discussion 
3.1. The Final SEM Framework Output 
Figure 4 illustrates the final SEM for evaluating the factors that may improve the e-tailing fulfillment experience 
toward the new normal. Some modifications were applied to enhance the model. This current study aims to identify 
the preferred e-tail platforms for consumer preferences transitioning to the new normal to provide an e-tailing 
fulfillment experience. Structural Equation Modelling (SEM) was utilized by illustrating how the e-tail platforms and 
online consumer preferences have changed, this study provided insights for e-tailing sectors to a high-level overview 
of the e-tail platforms across six phases of the online consumer preferences towards fulfillment experience: awareness 
(AW), consideration (CON), purchase (PU), communication (COM), loyalty (LO) and satisfaction (SA). Furthermore, 
e-tailing platforms provide consumers with interactive tools that are conducive to attracting consumers’ attention and 
enable consumers to perceive and experience online shop interaction (Wu and Hsing, 2006). This current study 
presented six key attributes that typically influence e-tailing platforms: mobile applications (MA), websites (WE), 
electronic payment (EP), helpdesk system (HS), product reviews (PR), and personalization (PE). From the 
Confirmatory Factor Analysis (CFA) result of this study, seventeen-factor loadings are greater than 0.707 and nine-
factor loadings are between 0.6 and 0.707. Five loadings (those of items AW1, PU2, COM2, COM3, and WE1) are 
under 0.6. In general, the factor loadings should be equal to or greater than 0.707 for good convergent validity (Gefen 
et al. 2000). 

 

 
Figure 4. The Final SEM for evaluating the E-Tailing Fulfillment Experience toward the New Normal 
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3.2. Goodness of fit measure of the SEM 
As presented in Table 1, the reference to model fit, researchers use numerous goodness-of-fit indicators to assess a 
model. Some common fit indices are Normed-Fit Index (NFI), Incremental Fit Index (IFI), Tucker Lewis Index (TLI), 
Comparative Fit Index (CFI), Goodness of Fit Index (GFI), Adjusted Goodness of Fit Index (AGFI), and Root Mean 
Square Error of Approximation (RMSEA). Table 2 presented the parameter estimates of each measure indices and its 
suggested cut-offs, which are used to evaluate the model fit. Following some of the previous studies that utilized the 
SEM approach (Lin et al., 2018,2019b; Miraja et al., 2019), some modification indices were applied to enhance the 
model fit. Normed-Fit Index (NFI) is an incremental measure of goodness of fit which is not affected by the number 
of parameters/variables in the model. A value greater than 0.90 indicates a good model fit (Bentler & Bonnet 1980).  
The study's NFI has a value of 0.906 which is above the suggested cut-off indicating a good fit of the model. The 
incremental Fit Index (IFI) also should be greater than 0.90 to accept the model (Hair 2010). IFI is relatively 
independent of sample size and is favored by some researchers for that reason. IFI of this study is reported at 0.948 
indicates a good fit. Tucker-Lewis Index (TLI) is introduced as an index that prefers simpler models, and the study's 
parameter for TLI is 0.927 and with an acceptable cut-off of 0.90 (Hu and Bentler 1999), can pass as a good model 
fit. Comparative Fit Index (CFI), where even a small sample size is considered, has a cut-off of 0.90 is recommended 
(Hair 2010). CFI of this study model is 0.947 which is acceptable. The Goodness of Fit Index (GFI) statistic was 
introduced as an alternative to the Chi-square test. As the statistic reaches from 0 to 1, data with larger samples 
increases its value and a recommended cut-off point of 0.80 (Gefen 2000), therefore a result of 0.867 in the model 
indicates a good fit. Adjusted Goodness of Fit Index (AGFI) corrects the GFI, which is affected by the number of 
indicators of each latent variable, has a cut-off of 0.80 is recommended (Gefen et al. 2000). AGFI of this study is 
reported at 0.804, which is also within the suggested cut-off indicating a good fit of the model. Lastly, Root Mean 
Square Error of Approximation (RMSEA) is a popular measure of fit, partly because it does not require comparison 
with a null model. It is one of the fit indexes less affected by sample size, though for the smallest sample sizes it 
overestimates the goodness of fit (Fan, Thompson, and Wang, 1999). There is a good model fit if RMSEA is less than 
0.07 (Steiger 2007). The RMSEA has a value of 0.061 which is lower than the recommended value indicating a good 
fit of the model. Overall, the final model fit test has shown parameters along with the suggested cut-off, indicating 
that the final model can be accepted and used to analyze the direct, indirect, and total effects of each latent to each 
other. 

Table 1. Final Model Fit Test Result 

 

3.3. Direct effect, indirect effect, and total effect 

The direct, indirect, and total effects of the different latent factors are presented in Table 2. Consumer Preference (CP) 
is shown to have a significant direct effect on E-tailing Platforms (ETP) and E-tailing Fulfillment Experience (EFE). 
In addition, it is also indicated that E-tailing Platforms (ETP) had negative direct effects on the E-tailing Fulfillment 
Experience (EFE). Finally, Consumer Preference (CP) is shown to have indirect negative value with the E-tailing 
Fulfillment Experience (EFE). 

Goodness of fit measure of the SEM Parameter Estimates Minimum  
cutoff 

Suggested by 

Normed Fit Index (NFI) 0.906 > 0.90 Bentler & Bonnet (1980) 

Incremental Fit Index (IFI) 0.948 > 0.90 Hair (2010) 

Tucker Lewis Index (TLI) 0.927 > 0.90 Hu and Bentler (1999) 

Comparative Fit Index (CFI) 0.947 > 0.90 Hair (2010) 

Goodness of Fit Index (GFI) 0.867 > 0.80 Gefen et al. (2000) 

Adjusted Goodness of Fit Index (AGFI) 0.804 > 0.80 Gefen et al. (2000) 

Root Mean Square Error of Approximation  
(RMSEA) 

0.061 < 0.07 Steiger (2007) 
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Table 2. Direct effect, indirect effect, and total effect 

Variables Direct Effect P-value Indirect Effect P-value Total Effect P-value 

CP → ETP 0.853 0.001 - - 0.853 0.001 

CP → EFE 0.998 0.001 -0.114 0.001 0.884 0.001 

ETP → EFE -0.133 0.139 - - -0.133 0.139 

 

3.4. Practical Implications 

The objective will be fulfilled by checking the significance of the above-mentioned hypotheses by making use of the 
SEM approach. Based on Figure 4 and Table 2, the consumer preferences (CP) had a significant relationship on e-
tailing platforms (ETP) (H1: β:0.853, p=0.001). By promptly resolving the consumer’s problems, e-tailing platforms 
can narrow the distance with customers, improve customer service levels, enhance customer satisfaction, and even 
stimulate customers’ desire to purchase (Yang et al., 2012). In addition, consumer preferences (CP) positively 
influenced the e-tailing fulfillment experience (EFE) (H2: β:0.998, p=0.001). For consumers, e-tailing represents a 
more economic and convenient approach to purchasing in comparison to traditional shopping. Consumer preference 
is changing because of the shifts for non-essential goods and these changes provided a satisfying fulfillment 
experience. The customer returns to purchase the item or similar items again, influenced by the post-sales experience. 
Lastly, e-tailing platforms (ETP) had negative effects on the e-tailing fulfillment experience (EFE) (H3: β: -0.133; 
p=0.139). E-tailers need to optimize customer journeys, and not get lost implementing and improving their platforms. 
It is not about the individual platforms themselves, but rather the entire journey and how e-tailing platforms contribute 
to the overall e-tailing fulfillment experience. E-tailing platforms should step up to elevate the fulfillment experience 
and help their consumers streamline their online shopping journey from start to finish to have an opportunity to create 
a lifetime of customer loyalty far beyond the pandemic's reach. 

Table 3 shows how to improve the consumer preferences; the challenge is to implement various digital touchpoints to 
streamline e-tailing fulfillment experience. Consumer preferences had a significant direct effect on e-tailing platforms 
and positively influenced the e-tailing fulfillment experience. As for consumers, e-tailing represents a more economic 
and convenient approach to purchasing in comparison to traditional shopping. A consumer preference is changing 
because of the shifts for non-essential goods and these changes provided a satisfying fulfillment experience. It has 
been argued that online commerce offers more satisfaction to modern consumers who seek convenience and speed (T. 
Yu & G. Wu, 2007). In online communication, when a consumer sees a banner ad or online promotion, it can attract 
their attention and stimulate their interest for these specific products from advertisements. Before deciding for 
purchase, the customer may seek additional information for help. If there is not enough information, they will browse 
for them through online channels, e.g., using online catalogs, websites, or search engines (Laudon & Traver, 2009). 
E-tailers seeking to offer superior customer service as part of their e-tailing fulfillment strategy increasingly 
understand the importance of supporting digital touchpoints to meet critical needs. As technology and tastes change, 
products become out of date and inferior to those of the competition, so e-tailers must update products with features 
that customers value or completely replace the product. As for consumer preferences, e-tailing provides consumers 
with more information and opportunities to compare products and prices, with greater product selection, with 
convenience and ease of finding desired products online (Butler & Peppard, 1998). E-tailers typically set an intensive 
effort to ensure customer satisfaction and increase the chances customers will come back to make their next purchase. 
The customer returns to purchase the item or similar items again, influenced by the post-sales experience. Especially 
during this unprecedented time, e-tailers must remain consistent by providing exceptional customer service supported 
by an innovative e-tailing fulfillment strategy to help stay flexible and lessen potential impacts of the pandemic. 
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Table 3. A list of digital touchpoints to consider as for consumer preferences 

Consumer Preferences Digital Touchpoints 

Awareness  

• Social media exposure 
• Search engine interactions 
• Display and banner ads 
• Email Marketing 
• Blogs 
• Video 
• SMS promotions 

Consideration 

• Free trials 
• Product/service demos 
• Reviews & Testimonials 
• Discounts 
• Digital in-store displays 
• Influencer Marketing 

Purchase 

• Website (online checkout interactions 
incl. upsell / cross-sell)  
• Billing  
• Electronic Payment options 

Communication 

• Delivery and shipment tracking 
• Automated returns handling 
• Online help center 
• Support Content (e.g., FAQs, How-to-
guides) 
• Email follow-ups 
• Social media interactions 

Loyalty • Loyalty program 
• Personalized rewards 

Satisfaction 

• Reviews & Testimonials 
• Q&A sessions 
• Discounts 
• Automated fulfillment 
• Support Content (e.g., FAQs, How-to-
guides) 
• Support Tools  
• Customer Service / Support 
• Social media/email interactions 

 
4.   Conclusion 
There is no doubt that e-tailing will take a new shape in the post-COVID world. Our lifestyles as consumers have been 
forced to change dramatically; shopping in stores and wandering in malls are practices we try to avoid for fear of being 
infected. Filipinos are becoming more comfortable with buying goods and services online. The current study utilized 
the Structural Equation Modeling (SEM) approach for evaluating the factors that may improve the e-tailing fulfillment 
experience toward the new normal: consumer preferences and e-tailing platforms. Based on the results in the SEM 
analysis, consumer preferences have a significant direct effect on e-tailing platforms and e-tailing fulfillment 
experience. Furthermore, e-tailing platforms had negative direct effects on the e-tailing fulfillment experience. This 
study theoretically reveals the relationship between consumer preferences and how e-tailing platforms contribute to 
the overall e-tailing fulfillment experience and provides practical suggestions how to improve the consumer 
preferences through digital touchpoints. 
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