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Abstract

This paper draws a model based on push, pull and mooring (PPM) framework which acts as drivers of consumer e-
loyalty in the context of online grocery shopping. The theoretical framework describes the potential influences of
push, pull, and mooring on consumer e-loyalty intention. Taking covid-19 pandemic era as the context of the study,
consumer mobility and perceived risk are relevant to be added, considering the large scale restriction in the society .
This is a descriptive research that measures individual’s perceptions to understand the influence of PPM components
toward their e-loyalty behaviour. The unit of analysis in this study is individual purchasing groceries through online
platform. Data collection used convenience sampling. Pre-test on 30 respondents was done to test reliability and
validity of measurement item. Another 218 usable responses were analysed using multiple regression to test the
hypothesis. Potential influences of perceived risk and consumer mobility towards the relationship of push, pull and
mooring framework will also be demonstrated in the framework. The finding shows that the component of push
(technical excellence), pull (word of mouth), and mooring (past switching behavior) are significantly influencing
grocery shoppers’ e-loyalty. However, we cannot find support on the effect of customer services, excellence in
delivered products, price perception (push components), alternative attraction (pull component), and low switching
cost toward e-loyalty behaviour. Meanwhile, the moderating effect of perceived risk and limited consumer mobility
in pandemic area is evident in all linkages of push, pull and mooring components towards behavioural e-loyalty. This
research fills the gap of the e-loyalty drivers by not only taking the PPM framework, but also specific aspects to large
scale restriction during pandemic era; that is consumer mobility and perceived risk. This research sheds light to the
understanding of how to maintain the e-loyalty of the consumers in the uncertainty period of the pandemic.
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1. Introduction

Customer loyalty refers to the ongoing positive relationship between customers, businesses, products, and services.
Loyalty in businesses is considered an essential necessity due to the effort of maintaining loyal customers is
considerably less than the effort of finding new customers. As the situation changes consumer behaviour and loyalty
to businesses may change. During the COVID-19 pandemic, consumers are required to adopt a ‘new normal’; 82%
of consumers change their habits due to the fear of their health and others around them (Wright and Blackburn 2020).
Adopting new technology has been a critical issue for a business to improve products and services version (Hashim
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et al. 2015). Technological advancement may influence the behaviour shift of consumers due to the efficiency they
provide for consumers. Using internet-enabled devices, consumers can get the products and services they want in an
instant and efficient way (Katawetawaraks and Wang 2011). The loyalty of consumers to online usage may be caused
by technology, innovations, demographics, and advertising.

1.1 Objectives

This research is conducted to investigate the loyalty behavior from online shopping method used by grocery shoppers
during the COVID 19 large scale restrictions and to discover if shopping behavior will switch if the situation changes
in the future. The target of this study is grocery shoppers that currently shop grocery through online services platforms.
This study targets routine grocery shoppers who use mobile devices to buy fresh products and personal needs online
during the COVID-19 pandemic and large-scale restrictions.

2. Literature Review

Push, Pull, and Mooring (PPM) Framework

Earlier on, the usage of the Push, Pull, and (PPM) Framework can be traced to the "Laws of Migration" that was
introduced in 1885 (Lee 1966). From then, the framework is used as a theoretical foundation to support findings for
human migration studies with several modified variables used through time (Jackson 1986). The PPM framework
also has been extended to consumer behaviors marketing literature. The framework proposes that switching in the
online platform is not always driven by the retailer and previous transactions. Still, the movement of consumers is also
driven by the presence of other retailers, which may act as a competitor which pulls consumers to switch to an
alternative and mooring factor which hardens the consumers to switch (Bansal et al., 2005).

Push Effect

Push variable is the effect caused by factors on "motivations that drives people to leave an origin" (Stimson 1998). In
their framework, the push effect indicates low customer satisfaction, low service quality, low trust, commitment, and
value. Push factors are considered negative factors that push people away from an original location (Bogue 1977).
According to Bansal et al. (2005), there is a conceptual similarity between the construction of push factors from the
literature of migration and service switching intention: satisfaction, value, quality, trust, commitment, and price
perception.

Hypothesis 1: Good customer services, excellence in delivered products, technical excellence and positive price
perception, and are creating behavioral e-loyalty in online grocery shopping.

Customer Services

Customer service is defined as support that a company and business may offer before, during, and after purchasing a
product. It is considered a series of activities designed to enhance the experience of a consumer. The primary purpose
of customer service in an industry is to help consumers meet expectations to gain satisfaction from the outcome given.
Customer services have evolved, leading to the creation of automated customer services (Cyr et al. 2007). Technology
has been helping companies, businesses, and retail chains expand their customer services ability and produce efficient
outcomes in direct contact to answer queries, complaints, and service needs (Riel et al.2004). Customer service is one
of the essential aspects and plays a significant role in maintaining customer retention. The majority of consumers will
return and retain in using products or services that satisfy them regarding the customer service aspects (Rosen n.d).
Poor customer service is viewed as an "important construct of satisfaction" (Troy and Baker 1994). Service quality is
defined as the consumer's way of judgment about an entity's overall excellence and performance (Parasuraman et al.
1985). Failure in maintaining customer service may lead to disconfirmation of the service expectation by consumers
and is negatively related to the service quality. This disconfirmation may lead shoppers to switch channels
(Wolfinbarger and Gilly 2003).

Hla: Good customer service pushes consumers to stay loyal to online grocery shopping

Excellence in Delivered Product

Delivery is one of the most critical parts of e-commerce ,and the future development of the e-commerce industry relies
on the improvement and maintenance of the delivery services given. Zeithaml et al. (2002) has analyzed various
literature that delivery aspects of e-commerce and online shops are crucial aspects to the successes of the company in
comparison of price and online presence. Online grocery shopper seeks a good quality of products which are delivered
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to them conveniently. This makes the product quality of the grocery shop and the convenience in buying the product
the main key of motivation for online grocery shopper switching intention (Hansen et al. 2004). According to
Parasuraman (1991), product quality has equal importance for the customer service quality in retaining customer
satisfaction with the channels. By having a good and reliable delivery services customers can be prevented in leaving
a service which is a very easy today due to many other options available in the market. Delivery services is considered
a link in a supply chain that will deal with customers directly and called the driver of customers satisfaction which is
linked to customer loyalty (Hedin et al. 2006).

H1b: Excellence in delivered products pushes customers to stay loyal to online grocery shopping

Technical Excellence

By definition, technical excellence is a component that covers the overalls of a website, such as the functions of the
website and the website’s interface appearance (Lowry et al. 2008). Hsu et al. (2012) stated that technical excellence
could be referred to by the system’s quality, information, and service that online platforms offer to the consumers. An
online platform with high standard manoeuvrability and accessibility that allows the users to gain easy access to the
website would likely result in loyalty towards the online platform (Law and Bai, 2008). According to Pavlou and
Geffen (2004), shoppers who have less experience and first-time online platform users will likely use the technical
quality and simplicity of the online platform to measure their future behaviour towards the online platform. In today's
era, customers are expecting lightning-fast loading screen times and a frictionless smooth online experience during
online shopping. The expectations of the website technical excellence will keep on rising as more customers are
switching to online shopping (Solanski 2019).

Hlc: Technical excellence pushes customers to stay loyal to online grocery shopping

Price Perception

Price perception plays a significant role in consumer switching behaviour. Yu and Wu (2007) indicated that online
shopping consumers are more concerned with monetary value, lower price market, and special events. Therefore, the
product price range is one of the reasons consumers are likely to choose online shopping rather than conducting offline
shopping activities. However, higher price tends to have negative impact on the probabilities of purchasing (Sternquist
and Jin 2003). Consumers are likely to conduct switching if the price there are perceiving is relatively high (Singh and
Rosengren 2020). In COVID-19 restrictions, online grocery shoppers will likely stay loyal to using online grocery
shopping if prices given by the service are reasonable.

H1d: Positive price perception pushes customers to stay loyal to online grocery shopping

Pull Effect

The pull effect is the factor that " draws prospective migrants to come to the destination"(Moon and Bruce 1995).
Like the push factors, the pull factors are not characteristics associated with the migrant. According to the paradigm
of push and pull, the pull factors describe the factors at the destination that attracted the migrant to be pulled toward
the destination (Bansal et al., 2005).

Hypothesis 2: Word of mouth and alternative attractiveness of the online grocery platform creates behavioural e-
loyalty in online grocery shopping.

WOM (Word of Mouth)

Word of Mouth is a marketing process when a daily dialogue reflects a consumer's interest in a specific product or
service. WOM plays a critical role in trust-building in an online environment, and purchasing decisions based on the
experience of others will result in high trust towards the online businesses (Lee and Kwon 2011). Word of Mouth
marketing may succeed if consumers gain an emotional bond with the company. This is gained if the company can
give the best performance, service, and interaction. Businesses having positive word of mouth allows easier promotion
of the products and services and building a long-term relationship with their customers, thus gaining loyalty and higher
profit. This indicates that word of mouth is an important factor businesses need to build loyalty for their customers
(Alhulail et al. 2018).

H2a: Word of mouth pull customers to stay loyal in using online grocery shopping
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Alternative Attraction

Alternative attractiveness is defined as the perception of consumers on the extent of competing alternatives available
in the business marketplace (Ghazali. 2016). Alternative attraction is regarded as an important presence on migration
and emphasized that destinations play an essential role in the decision to move (Walmsey and Young 1998). A shopper
is likely to stay loyal from other service provider if only when the offering provided by the current service being used
is perceived to have better performance and benefit than the other providers available in the market (Dick and Basu
1994). When consumers are planning to stay loyal to a service provider, their intention of loyalty may depend on the
company's ability and skills to provide satisfactory benefits for the consumers when they are staying loyal to the
current providers (Scholsser et al. 2016).

H2b: Alternative attraction pull customers to stay loyal in using online grocery shopping

Mooring Effect

Mooring effect is a term used to indicate hindrances that prevent migration from happening (Chiu et al. 2009). The
switching behavior could not only be explained by the push and pull variable. This is due to other factors which may
affect or intervene in the process of consumer switching. The effects of the mooring variables included factors which
indicate unfavourable factors towards the switching process.

H3: Low switching cost and past switching behaviour hinders customers to stay loyal in using online grocery shopping

Switching Cost

Switching cost is defined as the estimation of the loss and sacrifice of money, effort, and time associated with
switching to other service providers (Hellier et al. 2003). The switching cost is the total summation of the cost bear
by the consumers and the cost that is bear by the company itself (Shapiro and Varian 1999). This implies that both
consumers and the company have an equivalent effort in the importance of determining the cost of switching. Upon
the switching process, the cost being evaluated are not only evaluated through the economic aspect, thus also include
the physical and emotional costs (Burnham et al. 2003). Before switching movement is considered by a consumer,
the consumer will have a second thought before switching even though there is less satisfaction in using the current
providers. This is because switching will impact the loss of money, energy, time, and relationship (Anderson, 1998).

H3a: Low switching cost hinders customers to stay loyal in using online grocery shopping

Past Switching

Past switching behaviour is defined as a previous switch done by a consumer regarding to the usage of products or
services. Past switching behavior is considered to receive considerable attention in studies regarding consumer
switching behavior (Bansal et al. 2005). The consumer who had a previous successful switching process is considered
to be more inclined in moving to other providers (Hou et al. 2011). Past behavior is regarded as the best predictor for
future behavior, thus prior switching behavior will impact future tendency to switch instead of staying loyal (Ajzeen
2002). Prior switching behavior will affect loyalty in online shopping, especially in the grocery shopping context.
This is due to high-frequency past habit of switching behavior is a predictive marker for future shopping behavior
(Franklin 2013).

H3b: Past switching behavior hinders customer to stay loyal in using online grocery shopping

Moderating effect of perceived risk

Perceived risk is a conceptual approach which involves uncertainty and adverse consequences associated during a
purchase of product or services (Boksberger et al. 2007). Researchers might expect to exert risk as a moderating effect
on several variables that are related to the field of consumer behaviour study. Shopping has been regarded as an
activity involving risks as shoppers may be caught in an uncertain condition of a purchase decision and the
consequences of a poor decision (Bauer 1967). Perceived risk is available in most purchasing decisions. Non-store
purchase decisions tend to have a higher level of perceived risk associated (Lai-Ming 2012). The research found that
consumers which are risk-averse are unlikely to conduct non-store purchases (Tan 1999).
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H4: Perceived risk moderates the relationship between push (customer services, excellence in delivered products,
technical excellence, low price perception), pull (word of mouth, alternative attraction), and mooring (low switching
cost, past switching behavior) towards behavior e-loyalty

Moderating effect of consumer mobility

In the business and consumer behavior contexts, mobility is defined as a movement of people inside the business circle
(Sean 2017). Due to large scale restrictions, mass transportation activities including land, air, and sea transportations
are limited (Abu-Rayash and Dincer 2020). This causes many people living in highly affected areas of COVID-19 to
have limited mobility in travelling activities. Individuals are adjusting their regular activities schedule and changing
most activities to an in-home-activities (Fatmi 2020). The consumer mobility will likely to affect the relationship of
the push, pull and mooring effect to the loyalty intention. Lower mobility will likely result in altering switching
intention into staying loyal, even though the online grocery retailer attracts consumers with the pull effects (Handayani
et al. 2020).

H5: Consumer mobility moderates the relationship between push (customer services, excellence in delivered products,
technical excellence, low price perception), pull (word of mouth, alternative attraction), and mooring (low switching
cost, past switching behavior) towards behavior e-loyalty

Based on the above hypothesis, we draw the conceptual model that shows the hypothesized relationships, as can be
seen in Figure 1.
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Figure 1. Theoretical Framework

3. Methods

The unit of analysis in this study are those who never uses online grocery shopping before the pandemic and has
fully switched to using online grocery platforms during the COVID-19 pandemic. The questionnaire was distributed
using a convenience sampling method, with a filter question to assess the eligibility of the respondent to answer the
questions. A six-point Likert scale is used in the questionnaire, ranging from ‘strongly disagree’ to ‘strongly agree’.
A pilot test to the questionnaire was conducted using undergraduate students; resulting in minor modifications to the
questions. The questionnaire was distributed using online messengers and emails. Measurement items were tested
for reliability and validity prior to the distribution of the questionnaire. We collected 218 usable responses out of
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231 collected ones. We analyzed it using multiple regression in SPSS to test the hypothesis. To test the moderation
effect, we use interaction method.

4. Data collection

In the push construct, four dimensions were taken as part of the construct: customer services, excellence in delivered
products, technical excellence and price perception. The measurement items for all those variables were taken from
Collier and Bienstock (2006). Six questions are used for customer services, seven question are used for excellence in
delivered products, four questions are used for technical excellence and two questions are used for price perception.
The pull construct comprises of two dimensions: word of mouth and alternative attractions. Word of mouth is
measured using the items from Florian and Bayon (2004) and alternative attraction was measured using three questions
from Ghazali et al. (2016). The mooring construct which consist of switching cost and past switching behavior are
measured using the items from Bansal et al. (2005) and Burnham et al. (2003) respectively. The moderating variables
of perceived risk and consumer mobility measurements are taken from Handayani et al. (2020). Four questions are
used to measure perceived risk and three questions are used for consumer mobility. The measurement for behavioral
e-loyalty was taken from three items from Husain (2017).

5. Results and Discussion
5.1 Numerical result
The pretest result shows that Cronbach’s Alpha for each variable is higher than 0.6, indicating the data is reliable.

The results from the factor analysis also show that all the questions are having good validity, shown in the factor
loading that is higher than 0.7 (Table 1).

Table 1. Reliability test result

Variable Cronbach’s Variable Cronbach’s
Alpha Alpha
Customer Services .909 Switching Cost 959
Excellence in Delivered Products 948 Past Switching Behavior 948
Technical Excellence 944 Perceived Risk 925
Price Perception .949 Consumer Mobility .952
Word of Mouth .950 Behavioral E-Loyalty .946
Alternative Attraction .905
Table 2. Validity test result
Variable | Factor Loading | Variable | Factor Loading | Variable Factor Loading
Customer | CS1:0.855 Excellence | [DP1:0.895 Technical | T11:0.919
Services in Excellence
CS2:0.841 Delivered IDP2: 0.857 TI2: 0.917
CS3:0.810 Products IDP3: 0.866 TI3: 0.936
CS4: 0.803 IDP4: 0.874 T14: 0.935
CS5:0.826 IDP5: 0.887 .
Price PP1: 0.976
CS6: 0.836 IDP6: 0.864 Perception PP2: 0.976
IDP7: 0.886
Table 2. Validity test result (continued)
Variable | Factor Loading | Variable | Factor Loading | Variable | Factor Loading
WOMI1: 0.976 Past SBT1: 0.975 Perceived | PR1:0.890
Word of WOM?2: 0.976 Switching ). Risk 5.
Mouth 2V, Behavior SBT2: 0.975 PR2: 0.860
PR3:0.944
AA1: 0918 SC1:0.965
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Variable | Factor Loading | Variable | Factor Loading | Variable | Factor Loading
Alternative AA2:0916 Switching SC2: 0.960 PR4:0.923

Attraction | A a3.09p1 | Cost SC3: 0.960

BHV1:0.945 CM1: 0.960
Behavioural BHV2:0.949 Consumer CM2: 0.944
E-Loyalty | ppv3. 0.955 Mobility CM3: 0.960

The multiple regression was used to identify the hypothesized relationship. The result can be seen on Table 3.

Table 3. Multiple regression results

Dependent Independent R Square | Constant B Sig. | Conclusion
Variable Variable
Customer Services 0.158 .133 | Hla rejected
Excellence in 0.068 437 | H1b rejected
Delivered Products
Technical Excellence 0.156 .038 | Hlc accepted
Behavioral E - Price Perception -0.112 | .148 | H1d rejected
Loyalty Word of Mouth 0.141 | .047 | H2a
accepted
Alternative Attraction 0.131 224 | H2b rejected
Switching Cost 128 1.107 -0.043 | .585 | H3arejected
Past Switching 0.131 .037 | H3b
Behavior accepted

The interaction effect test was conducted on behavioural e-loyalty as the dependent variable to investigate if
perceived risk and consumer mobility affect the relationship between dependent and independent variables. The
result is provided in Table 4 and Table 5.

Table 4. Interaction Result — Perceived risk as moderator

Dependent Variable | Independent Variable R Square | Constant | 8 Sig. | Conclusion

Perceived 310 2.989 142 0.000 | H4a accepted
Behavioral E-Loyalty | Risk*Customer Services

Customer Services -0.466

Perceived Risk* 310 3.280 143 0.000 | H4b accepted
Behavioral E-Loyalty | Excellence in Delivered

Products

Excellence in Delivered -0.531

Products

Perceived Risk * 296 3.279 150 0.000 | H4c accepted
Behavioral E-Loyalty | Technical Excellence

Technical Excellence -0.560

Table 4. Interaction Result (continued)

Dependent Independent Variable R Square | Constant | 8 Sig. Conclusion
Variable

Perceived Risk * Price .268 3.602 178 0.000 | H4d accepted
Behavioral E- Perception
Loyalty Price Perception -0.748
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Perceived Risk * Word of | .286 3.322 159 0.000 | H4g accepted
Behavioral E- Mouth
Loyalty Word of Mouth -0.595
Perceived Risk * 331 2.819 166 0.000 | H4h accepted
Behavioral E- Alternative Attraction
Loyalty Alternative Attraction -0.501
Perceived Risk * 288 3.655 152 0.000 | H4e accepted
Behavioral E- Switching Cost
Loyalty Switching Cost -0.654
Perceived Risk * Past 261 3.611 156 0.000 | H4f accepted
Behavioral E- Switching Behaviour
Loyalty Past Switching Behaviour -0.670
Table 5. Interaction Result — Consumer mobility as moderator
Dependent Variable | Independent Variable R Square | Constant | B Sig. Conclusion
Consumer Mobility * 442 2.815 151 0.000 | H5a accepted
Behavioral E-Loyalty | Customer Services
Customer Services -0.435
Consumer Mobility * 430 3.079 157 0.000 H5b accepted
Behavioral E-Loyalty | Excellence in Delivered
Products
Excellence in Delivered -0.510
Products
Consumer Mobility * .398 3.154 158 0.000 | H5c accepted
Behavioral E-Loyalty | Technical Excellence
Technical Excellence -0.529
Consumer Mobility * 419 3.644 197 0.000 | H5d accepted
Behavioral E-Loyalty | Price Perception
Price Perception -0.801
Consumer Mobility * 392 3.377 160 0.000 H5g accepted
Behavioral E-Loyalty | Word of Mouth
Word of Mouth -0.574
Consumer Mobility * 448 2.981 178 0.000 H5h accepted
Behavioral E-Loyalty | Alternative Attraction
Alternative Attraction -0.558
Consumer Mobility * .399 3.488 154 0.000 | H5e accepted
Behavioral E-Loyalty | Switching Cost
Switching Cost -0.587
Consumer Mobility Past | .421 3.344 158 0.000 | H5f accepted
Behavioral E-Loyalty | Switching Behaviour *
Past Switching -0.574
Behaviour

5.2 Proposed Improvements

In this research, the author only focuses on e-loyalty based on loyalty towards online usage from offline usage. This
means that the research is based on the loyalty to online platforms, i.e. not returning to on-site grocery shopping. For
future study, the author recommend to research loyalty between online to the online platform. It is advised to analyse
the loyalty of grocery shoppers in current platform preference in the prevention of movement to another online grocery
platform. Further research could also examine attitudinal loyalty as the measurement of loyalty. In this research, the
author uses behavioural loyalty. This resulted in variables that cause push, pull, and mooring does not necessarily
reflect on positive evaluation such as happiness, excitement, and positive brand preferences, which reflects attitudinal
loyalty.

IEOM Society International 3294



Proceedings of the International Conference on Industrial Engineering and Operations Management
Istanbul, Turkey, March 7-10, 2022

5.3 Validation

Technical excellence is an essential factor which results in loyalty for an online platform. According to previous
research on online grocery shopping (Singh and Rosengren 2020), it is stated that When shopping online, customers
are looking for ease of use; how to navigate between menus so that grocery shopping can be done quickly and trouble-
free. Contrary to what has been widely known, finding shows that good customer service is not sufficient in making
shoppers stay loyal. When there are only a few trusted platforms available in the online grocery market, the consumer
has less bargaining power. Although the services may not be as expected, they still use the platforms. Similar to this
is the response toward delivered products quality. Findings show that excellent product quality is not predicting online
the behavioural e-loyalty. Pandemic situations and partial lockdown may cause scarcity of goods and services (Nacem
2020), and customers become more lenient towards the quality of delivered products.

Attractive price is not showing a significant impact on behavioural e-loyalty. In online grocery shopping, buyers lack
the look and feel of the product. They might use price as the quality proxy (Lambert 1972). Thus, higher-priced
products do not always drive customers away, and the attractiveness of low prices may indicate lower quality.
Consumers can influence and become influenced by the knowledge and experience of other people. Word of mouth
provides good support toward behavioural e-loyalty (Alhulail et al. 2018). Customers are pulled toward the online
groceries store by the excellent shopping reviews. However, discounts, promotions, and exciting programs offered by
the online grocery platform cannot guarantee behavioural e-loyalty. The result of the multiple regression shows that
alternative attractiveness doesn't show support in showing a significant impact on loyalty. Guens et al. (2001) stated
that shopping for essential goods is considered more towards utilitarian instead of hedonic activity in which shopping
is regarded as an exciting and experiential activity. Therefore, the attractive offering is not a key factor to drive
customers to continue shopping in the online grocery store. While switching cost is theoretically affecting customer
churn, finding shows no support that it can predict behavioural e-loyalty. However, findings support past switching
behaviour to affect behavioural e-loyalty. Consumers who have successful switching experience tend to switch again
(Hou 2011). This will negatively impact behavioural e-loyalty, especially if there was a high frequency of past
switching behaviour in the shoppers (Franklin 2013).

Findings confirm the moderating role of perceived risk the moderating role of perceived risk in all aspects of push,
pull, and mooring dimensions. High perceived risk strengthens the PPM effect on behavioural e-loyalty. The
moderating role of consumer mobility is also evident in this research. When mobility is limited, shoppers tend to show
behavioural e-loyalty. COVID-19 has a significant impact on mobility. According to research on mobility by Zhang
et al. (2021), In the case of COVID-19, the “stay-at-home” regulations of social distancing measures s, aim to “flatten
the curve” of the spread of COVID-19. Due to the limited mobility society faces, shoppers make their purchases
online as many physical outlets are closed due to lockdown restrictions or having limited capacities to reduce mobility
to maintain social distancing.

6. Conclusion

This research shows that technical excellence, word of mouth, and past switching behaviour are crucial factors in
generating behavioural e-loyalty in online grocery shopping. Online grocery retailers should keep maintaining
technical excellence and quality, which will boost satisfaction and retain grocery shoppers using the online platform.
This is important because technical issues likely influence shoppers to prefer on-site grocery shopping when the
situation allows. Businesses operating online should also focus on word-of-mouth marketing as it is considered an
essential factor in creating loyalty towards online platform usage. The research also found that a shopper's past
switching behaviour will affect their loyalty. During the pandemic, shoppers who frequently switch grocery retailers
will likely switch back and be disloyal in online shopping. Thus retailers operating online should create retention
programs and loyalty benefits to prevent shoppers with a high tendency of switching to churning to other channels.
During the pandemic, online grocery retailers and businesses can enjoy the advantage of high perceived risk and
limited consumer mobility, as these factors strengthen the PPM component in creating behavioural e-loyalty.
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