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GENISLETILMIS OZET
Calismanin Amaci

Bu calisma, tiiketicilerin ¢evrimi¢i gida aligverisini etkileyen faktorleri incelemek ve teorik
cergevede olusturulan arastirma modelini test etmek amaciyla yapilmaktadir. Ayrica COVID-19
kaygisinin tiiketicilerin ¢evrimici gida aligverislerine etkisi de arastirilmaktadir. Cevrimici aligveris
sikligina ve miktarina gére gruplandirilan tiiketicilerin, modelde yer alan faktérlere iliskin ortalamalari
arasindaki farklari incelemek de ikincil amag olarak yer almaktadir.

Arastirma Sorulari

Sekil 1°de yer alan arastirma modeli gercevesinde sekiz hipotez kurulmustur. Ik dort hipotez
algilanan kolaylik, algilanan risk, algilanan fiyat avantaj1 ve algilanan giiven bagimsiz degiskenlerinin
bagimli degisken olan gevrimici perakende gida satin alma niyetine etkisini sorgulamaktadir. Sonraki
dort hipotez ise bu iliskiler lizerinde pandemi anksiyetesinin moderator etkisi olup olmadigini test etmek
amaciyla kurulmustur. Ardindan arastirmanin ikincil amaci c¢ergevesinde yukarida sézii gegen alti
faktore iligkin tiiketici gruplariin ortalamalar1 arasindaki fark olup olmadigi olusturulan hipotezler
araciligryla sorulmaktadir.

Literatiir Arastirmasi

Tiiketicinin bir iiriinii elde etmek icin maliyete katlanma egilimi, ¢evrimigi aligveris ortaminda
cevrimici satin alma niyetini belirleyecektir. Satin alma niyeti, tiiketicilerin bilissel davraniglarindan
birisidir ve bir {irliniin veya markanin nasil satin alinmak istendigini gostermektedir (Ling vd., 2010).
Aligveris kolayligi, tiiketicinin zamandan ve emekten kaginma algisidir ve tiim aligveris siirecini
kapsayan ¢ok boyutlu bir yapidir (Karaoglan ve Durukan, 2020). Aligveris risk icerir ¢ilinkii bir alicinin
karar1 baz1 dngdriilemeyen ve potansiyel olarak hos olmayan sonuglar igerir (Bauer, 1960). Alicilar ve
saticilar arasindaki mekansal ve zamansal ayrim nedeniyle, ¢evrimici aligveriste risk, fiziksel aligverige
gore daha yiiksektir (Tan, 1999). Fiyat, bir {irlinii elde etmek i¢in yapilan fedakarliktir (Zeithaml, 1988).
Yani, bir {irlinii satin alirken katlanilan maliyettir. Fiyat, ¢evrimigi aligveriste tiiketiciler i¢in glivenin
yani sira en Onemli iki faktorden biridir ve misterilerin aligveris niyetlerini nemli 6l¢iide etkiler (Kim
vd., 2011). Giiven duygusu, birine veya bir seye bagimli olma arzusu olarak tanimlanmaktadir (Chung
ve Kwon, 2009). Fam vd. (2004) giivenin, ekonomik ¢iktinin 6tesinde memnuniyete katkida bulunan,
belirli bir siire iginde insa edilen miisteri memnuniyeti ile dinamik bir siire¢ oldugunu savunmaktadir.
Kaygi, gelecege yonelik, olumsuz bir durum, bir uyaran, bir tepki, bir diirtli ve bir giidii olarak
tanimlanmistir (Endler ve Kocovski, 2001). Bireyler, Covid tehdidi nedeniyle korku yasarlar (Paredes
vd., 2021). COVID-19 olgusu, ne zaman ve nerede ¢ogalabilecegi, 6liim orani ve kirtlma zamani gibi
sayisiz belirsizlik nedeniyle tiiketiciler icin endise uyandirmaktadir (Phang vd., 2021). Cevrimigi
aligveris literatiiriinde algilanan kolayligin, algilanan fiyat avantajinin ve algilanan giivenin satin alma
niyetini arttirdig1 goriilmektedir. Ayrica algilanan risk arttik¢a ¢cevrimici satin alma niyeti azalmaktadir.

Aragtirmalar, COVID-19 pandemisinin ¢evrimigi aligverig davraniglarina etki ettigini gostermistir.
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Yontem

Arastirma i¢in oncelikle Etik Kurul izni alinmistir. Arastirma verileri Mart 2021 ile Haziran
2021 arasinda, COVID-19 pandemisi kosullar1 sebebiyle ¢evrimigi anket yoluyla toplanmustir. Toplam
421 goniilli katilmer ¢aligmaya dahil edildi. Otuz bir katilimei, internetten hi¢ aligveris yapmadigini
belirttigi i¢in analizden g¢ikarilmistir. Anketin ilk boliimii demografik bilgiler ve ¢evrimigi aligveris ile
ilgili agiklayici ii¢ sorudan olusmaktadir. Ikinci boliim, analizde kullamlacak kolaylik, risk, fiyat
avantaji, giiven, kaygi ve satin alma niyeti faktorlerine iliskin sorulardan olusmaktadir. Bu bdliimde 7'li
Likert formatinda “1- Kesinlikle katilmiyorum 2- Katilmiyorum 3- Kismen katilmiyorum 4- Ne
katiliyorum ne katilmiyorum 5- Kismen katiliyorum 6- Katiliyorum 7- Kesinlikle katiliyorum” seklinde
22 soru sorulmustur. Olgeklere iliskin bilgiler Tablo 2’de yer almaktadir. Verilerin analizi icin IBM
SPSS Statistics, Process Macro eklentisi ve IBM SPSS AMOS kullanilmaistir.

Sonu¢ ve Degerlendirme

Bulgular degerlendirildigi zaman modelde yer alan dort bagimsiz degiskene iliskin kurulan
hipotezlerin tamami kabul edilmistir. Yani algilanan kolayligin, algilanan fiyat avantajinin ve algilanan
giivenin ¢evrimici perakende gida satin alma niyetini arttirdigi, algilanan riskin ise ¢evrimici perakende
gida satin alma niyetini azalttig1 goriilmektedir. Pandemi kaygisinin algilanan risk ve fiyat avantajinin
satin alma niyeti ile iliskileri lizerinde moderator etkisi varken, kolaylik ve gilivenin satin alma niyeti ile
iligkisi lizerinde moderatdr etkisi yoktur. Hafif, orta ve yogun olarak gruplandirilan ¢evrimigi aligveris
tilketicilerine iliskin ortalamalar arasindaki farkliliklarin incelenmesi sonucunda ise algilanan fiyat
avantaji faktoriinde bir farklilik bulunmamustir. Hafif aligverisci grubun, orta ve yogun gevrimigi
aligveris yapanlardan kolaylik, risk ve giiven algisi ve satin alma niyetinde farklilik gosterdigi
goriilmektedir. Orta diizeyde ve yogun ¢evrimigi aligveris yapanlar yalnizca giiven faktoriinde farklilik
gosterir. Pandemi kaygisi faktoriinde beklendigi gibi bir fark bulunamamistir. Pazarlama yoneticileri
miisterilerini segmentlere ayirabilir ve her grup icin farkli stratejiler iiretebilirler. Boylece igletmeler
ekonomik faaliyetlerini daha verimli bir sekilde yiiriitebileceklerdir. Ayrica, miisterilerin memnuniyet
seviyelerinde bir artig olabilir. Bu sekilde rekabet avantaji saglamak miimkiindiir. Cevrimigi gida
pazarlamacilari, tiiketicilerin kolaylik, fiyat avantaji ve giiven algilarim artirmali ve risk algilarim
azaltmalidir. Boylece hem tiiketicilerin beklentileri karsilanacak hem de satin alma istekleri artacaktir.
Tiiketiciler cevrimi¢i gida aligverislerinde ambalajli {irlinleri daha ¢ok tercih etmekte ve taze gidalardan
uzak durmaktadir. Cevrimici perakende gida saticilarina taze iriinler sunma konusundaki endiseyi
azaltacak onlemler almasi tavsiye edilmektedir. Her bilimsel ¢alismada oldugu gibi bu arastirmada da
belirli sinirliliklar bulunmaktadir. Calismanin ilk sinirliligr kisith bir biitgeyle ve kisitli bir zamanda
gerceklestirilmis olmasidir. Ayrica, calisma g¢evrimigi olarak yapilmistir. Bu nedenle ¢evrimigi
adaptasyonu yliksek genglerin katilimi daha yiiksektir. Arastirma, daha kapsamli bir 6rneklemle uzun

bir siire boyunca tekrar edilebilir.
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1. INTRODUCTION

Many manufacturers and retailers have been using the internet into their channel strategy and
making major expenditures in establishing an online channel since the early 2000s. Meanwhile,
consumers began to see the internet as an important shopping place. The internet has considerably
decreased search costs, facilitated product comparison, and provided easy product and price information
access. As aresult, it improves accessibility, convenience, and time efficiency. On the other hand, online
buying does not allow physical product inspection (feeling, touching, sampling), interpersonal
conversation, or immediate gratification. Shipping and handling charges are frequently incurred (Chu et
al., 2010). Furthermore, offline buying allows for physical product examination, direct communication,
and immediate client pleasure. Online shopping does not include restrictions on travel, product handling,
or shopping hours. Nevertheless, it includes high travel and search costs (Grewal et al., 2004).

Understanding what inspires consumers to shop online necessitates an informative website
design, strategy, technology, and marketing decisions (Wolfinbarger and Gilly, 2003). Consumers'
perceptions of the benefits and hazards of online buying are critical in explaining their present shopping
behavior and forecasting their desire to continue shopping online (Forsythe et al., 2006). The goal of

online buyers is to maximize benefits while minimizing risks.

Consumers increasingly incorporate e-shopping into their daily routines (Hansen, 2005). Long
web loading times, transaction issues, payment security, and buying low-quality food products in online
food shopping have been eliminated thanks to quick advances in e-commerce. Due to the uncertainty of
internet shopping, shoppers who perceive more risk seem to be less willing to buy online (Bhatnagar et
al., 2000).

The continuous structural and technological advances in the environment and the commercial
and social development of economies significantly impact the change in consumer attitudes and
behaviors in the food market. The increasing diversity in consumers' expectations for food is their
relationships with other cultures and the pursuit of cultural values and national identities. Food
consumption is increasingly intertwined with various lifestyles. Hence, sometimes very different images

and expectations are reflected in food products (Barska and Wojciechowska-Solis, 2018).

Along with the global online market, the online food market continues to rise (Heng et al., 2018).
By overcoming issues such as high website loading times, transaction issues, payment security, and
purchasing low-quality food products, rapid advancements in e-commerce have made online food
shopping a part of consumers' daily life (Amir and Rizvi, 2017; Wang and Somogyi, 2018). The desire
to buy food online is linked to changes in lifestyle and consumption patterns, as well as the convenience

and time savings that online grocery and food shopping provide (Alaimo et al., 2020).
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Food-related behavior is one of the most affected parts of daily life. Due to the COVID-19
pandemic, people's behavior toward food consumption and purchasing has changed (Marinkovi¢ and
Lazarevi¢, 2021). The spread of the COVID-19 pandemic has reshaped the way of producing and
consuming food. There has been an increase in the number of consumers purchasing food products
online to comply with rules to limit the circulation of the virus (Alaimo et al., 2021). Retailers have
renewed their online shopping management and digital technologies with COVID-19. Consumers, who
want to maintain their social distance and fear that the shelves in the store are empty, have increased
their interest in online food shopping (Alaimo et al., 2020).

This study examines the factors affecting consumers' online food shopping and tests the research
model created in the theoretical framework. Differences between online shopping consumer groups
regarding factors in the model are also examined. In addition, the effect of COVID-19 anxiety on
consumers' online food shopping is also researched.

2. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT
2.1. Purchase Intention

The consumer's tendency to incur costs to obtain a product will determine the online purchase
intention in the online shopping environment. Purchase intention is defined as one of the components of
consumer cognitive behavior regarding how an individual wants to purchase a particular product (Ling
et al., 2010). Pavlou (2003) defines online purchase intention as a customer's willingness to participate
in an online transaction. It is suggested that intentions indicate how people are willing to approach a

particular behavior and how many attempts they make to perform it (Lim et al., 2016).

Purchase intent reveals the consumer's predictable behavior. In other words, it can be used to
anticipate which products or brands customers will purchase the next time they go shopping. The
customer's decision to buy a company's products and services is influenced by the quality of information
available on the internet. Customers who use the information are eager to tell their friends and family
about it (Ozgifei, 2020). The elements that influence online shopping purchase intent differ depending
on the sector, product category, and even demographic structure (Heng et al., 2018).

2.2. Perceived Convenience

Shopping convenience (ease) is defined as the degree of perception of the consumer's avoidance
of time and effort, as a multidimensional structure covering the entire shopping process (Karaoglan and
Durukan, 2020). Shopping convenience is defined as the ability to shop from various places almost any
time without visiting a store. Shopping convenience avoids the physical and emotional difficulties of
shopping in other channels. These benefits stand out as the dominant reasons for out-of-store shopping.
Product selection shows that a wide range of products and product information to support consumer

decision-making is also an essential benefit of online shopping (Forsythe et al., 2006).
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Consumers spend less time shopping and more time on other activities, and the desire for
convenience has increased. Their attention has often turned to online shopping as an alternative tool
(Jiang et al., 2013). Many consumers are turning to online shopping to minimize their decision-making
effort. Online shopping is currently an option for consumers who want to save time and effort. They
certainly provide more convenience as store location has become unimportant for online consumers.
Consumers can now shop anywhere, 24 hours a day, seven days a week (Duarte et al., 2018). Based on

the literature, the following hypothesis was developed.
H1: Perceived convenience increases purchase intention.
2.3. Perceived Risk

Shopping entails risk because a buyer's decision may have unforeseeable and potentially
negative effects (Bauer, 1960). The risk in online shopping is higher than in physical shopping due to
the spatial and temporal separation between buyers and vendors (Tan, 1999). According to research,
perceived risk is a key driver of first-time and repeat purchase intention (Wang et al., 2006; Yang, 2007,
Kuan et al., 2008; Brown and Jayakody, 2008). The structure of risk is multidimensional.

Consumers perceive risk when faced with uncertainties and potentially undesirable
consequences during or after a purchase. Individuals avoid ambiguous situations because they feel
threatened. Higher perceived online risk is often due to failure to fully monitor the seller's behavior or
concerns about the security of online purchases. After consumers learn that online shopping can have
negative consequences, they stop shopping online and stay away from them (Chiu et al., 2014). Based

on all these, the hypothesis formed is as follows.
H2: Perceived risk reduces purchase intention.
2.4. Perceived Price Advantage

Price is the sacrifice made to obtain a product (Zeithaml, 1988). That is, it is the cost incurred
when purchasing a product. Price is one of the two most important factors along with trust for consumers
in online shopping and significantly affects the shopping intention of customers (Kim et al., 2011). The
low price is an essential factor in consumers' purchasing. Price advantage is critical, especially in
choosing undifferentiated products (Chiang and Jang, 2007). Price is also a precursor of value (Gupta

and Kim, 2010). The decrease in costs, especially rent, is reflected in online shopping prices.

For this reason, one of the most critical factors affecting the tendency to online shopping is the
price (Su and Huang, 2011). In addition to low prices, online shopping also reduces consumer costs with
campaigns. Studies show that price perception directly or indirectly affects purchase intention in online
shopping (Chiang and Dholakia,2003; Fagih, 2016; Arora and Aggarwal, 2018). Based on the above,

the hypothesis was formed as follows.
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H3: Perceived price advantage increases purchase intention.
2.5. Perceived Trust

A sense of trust is defined as the desire to depend on someone or something (Chung and Kwon,
2009). Fam et al. (2004) also argued that trust is a dynamic process with customer satisfaction built over
a certain period, contributing to satisfaction beyond economic output. Chen (2006) classified perceived
trust in two ways: (1) as a belief, trust, attitude, or expectation about the reliability of another party, and

(2) as a behavioral intention or behavior based on trust, including vulnerability and uncertainty.

In addition, one of the most critical problems faced by consumers who want to buy products or
services online is that shopping sites are not secure (Suh and Han, 2003). Chellappa and Pavlou (2002)
also suggested that variables such as encryption, protection, verification, and authentication of shopping
sites should be antecedents that affect consumers' perceived trust. Trust plays a central role in
transactions. The main reason why many consumers do not choose to shop online is their distrust of
online shopping sites (Wu and Chang, 2006; Cyr, 2008). In previous studies, the effects of trust on
purchase intention and consumer satisfaction and loyalty were examined (Kim and Lim, 2005; Lim and
Kim, 2006). The hypothesis created is as follows.

H4: Perceived trust increases purchase intention.
2.6. Pandemic Anxiety

The COVID-19 disease emerged due to the SARS-CoV-2 virus epidemic in China in the last
months of 2019. There have been several changes in people's lives due to the coronavirus. One of the
most significant changes is that anxiety levels have increased with the pandemic. Concerns such as being
physically close to other consumers during shopping, contact with products, and the possibility of virus
infection indoors are directly related to physical store shopping. The possibility of the coronavirus

causing severe health problems has created general anxiety.

Anxiety has been defined as a future-oriented, negative situation, a stimulus, a reaction, an
impulse, and a motive (Endler and Kocovski, 2001). Individuals experience fear due to the threat of
Covid (Paredes et al., 2021). The phenomenon of COVID-19 raises concerns for consumers due to its
numerous uncertainties, such as when or where it may proliferate, mortality rate, and breakout time
(Phang et al., 2021). People do not have enough information about viruses and the epidemic, and the
uncertainty process causes them to react with anxiety (Kaur and Malik, 2020). Preliminary evidence
from the current COVID-19 pandemic has revealed that trait anxiety and intolerance to uncertainty are
associated with higher levels of threat perception and fear of coronavirus (Schmidt et al., 2021). People
who think they are at risk try to avoid activities that may expose them to the virus (Hearn et al., 2021).
For example, fear of infection may affect shopping motivation in in-store shopping, and people may be

directed to online shopping (Park et al., 2022).
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Online shopping is beneficial because it reduces the consumer's risk of infection by preventing
contact with other people. (Koch et al., 2020). Fear of COVID-19 is a psychological factor that causes
people to shop more online (Naeem, 2021). COVID-19 has rapidly reshaped consumer behavior as they
take advantage of online shopping (Ali Taha et al., 2021). In other words, it is possible to think that
pandemic anxiety affects online shopping. Fear of COVID-19 might moderate factors that influence

consumers' intention to shop for food online. For these reasons, the following hypotheses were formed.

H5: Pandemic anxiety has a moderator effect on the relationship between perceived

convenience and purchase intention.

H6: Pandemic anxiety has a moderator effect on the relationship between perceived risk and

purchase intention.

H7: Pandemic anxiety has a moderator effect on the relationship between price advantage and

purchase intention.

H8: Pandemic anxiety has a moderator effect on the relationship between perceived trust and

purchase intention.
The model to be analyzed, obtained from the hypotheses, is given in Figure 1.

Figure 1. Research Model and Hypotheses

Pandemic Anxiety

2.7. Shopping Groups

Consumers are never homogeneous. Groups may behave differently in different sectors and
channels. For example, Chu et al. (2010) examined online shoppers under three groups as light, moderate
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and heavy, and found significant differences between their sensitivities. Forsythe et al. (2006) stated
that there were differences in some factors in the perceived risk and perceived benefit dimensions of the
online shoppers they examined in the two groups. Martin et al. (2015) found significant differences in
the online shopping behaviors of the two groups, which they defined as frequent and infrequent online
shoppers. For these reasons, it is thought that there will be differences when the participants in the study

are grouped as different online shopping consumers. Thus, the hypotheses were established as follows.
HO9: There is a difference between consumer groups' convenience perceptions.
H10: There is a difference between consumer groups' risk perceptions.
H11: There is a difference between consumer groups' trust perceptions.
H12: There is a difference between consumer groups' price advantage perceptions.
H13: There is a difference between consumer groups' online food purchase intentions.

H14: There is no difference between consumer groups' pandemic anxiety.

3. METHODOLOGY
3.1. Sample

The population consists of consumers living in Turkey and shopping online for food. The reason
for determining the population is to examine the factors affecting the intention to purchase online food
shopping and reveal the moderator effect of pandemic anxiety. An online survey was conducted between
March 2021 and June 2021. Due to the COVID-19 pandemic conditions, online data collection was
preferred. Technology communication tools, especially social media, were used to find volunteers for
online surveys. A total of 421 volunteer participants were included in the study. Thirty-one participants
were excluded from the analysis because they stated that they had never shopped online. Three hundred

ninety participants' demographic information is given in Table 1.

Table 1. Demographic Information About Participants

Sex Female Male
217 (55.64%) 173 (44.36%)
Age 18-29 30-39 40-49 50 and above
221 (56.7%) 109 (27.9%) 47 (12.1%) 13 (3.3%)
Education High School Associate Undergraduate Postgraduate
100 (25.6%) 41 (10.5%) 139 (35.6%) 110 (28.2%)
Income 2500 and below 2501-5000 5001-7500 7501-10000 10001 and above
(Monthly b) 134 (34.4%) 85 (21.8%) 70 (17.9%) 55 (14.1%) 46 (11.8%)
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3.2. Scale and Questionnaire Form

The questionnaire form was shared with the participants on Google forms online. The first part
of the questionnaire consists of 3 descriptive questions about demographic information and online
shopping. The second part consists of questions related to convenience, risk, price advantage, trust,
anxiety (Threat Perception), and purchase intention factors to be used in the analysis. In this section, 22
guestions were asked in a 7-point Likert format as “1- Strongly disagree 2- Disagree 3- Partly disagree

4- Neither agree nor disagree 5- Partly agree 6- Agree 7- Strongly agree”. Information on the scales to

which the factors were adapted is given in Table 2.

Table 2. Factors, Research Questions, and Sources

| don't have to leave my house while shopping for food online Forsythe et al.
Convenience I can do online food shopping whenever | want. (2006); Wang
| don't have to make an effort to go to the market for online food shopping and Somogyi
I can save a lot of time with online food shopping (2018)
Return and exchange opportunities in online shopping are not as good as in
. supermarket / offline store Wang and
Risk - - .
Low-quality products or wrong products may come when purchasing food Somogyi
online (2018)
Internet payment security is not good enough
Price Online _shoppmg is more affordable _ _ M.-J. Kim et
More discounts are available for online shopping
advantage - - - - - al. (2011)
Price advantage is provided by online shopping
Online shopping sites care about their customers
Trust Online shopping sites keep their promises Chiu et al.
Online shopping sites are reliable (2009)
Online shopping sites successfully conclude the transactions.
If 1 am physically close to people, there is a possibility of contracting the
coronavirus.
Pandemic Coronavirus can be transmitted from products in stores .
h - - - This study
anxiety I get nervous about coronavirus while shopping at the market
Coronavirus can cause serious health problems and can have fatal
consequences
I will continue to shop for food online in the future Zeithaml et al.
I recommend my friends and family to shop for food online (1996); Rose
Purchase - - - - .
intenti I will probably use the internet for online food shopping soon etal. (2012);
ention - - — : - ;
I think I will shop for more food online in the future using the internet Evanschitzky
etal. (2012)

3.3. Data Analysis and Findings

In the first part, information on the answers given to the questions about the frequency and
amount of online shopping, which are not included in the demographic information, are given in Table
3.

Table 3. Participants' Shopping Frequency and Quantity

Frequency (monthly) 1-2 times 3-4 times 5-6 times 7 times and above
218 (55.9%) 86 (22.1%) 36 (9.2%) 50 (12.8%)
Quantit thiv b 250 and below 251-500 501-750 751 and above
uantity (monthly £) 441 48 704 100 (25.6%) 35(9.0%) 65 (16.7%)
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About half of the participants shop once or twice a month. They also usually spend small
amounts of money. It is possible to group the participants with the information obtained here. Two-step
cluster analysis was applied for grouping. The silhouette measure of cohesion and separation average
silhouette value was 0.6, indicating that the clustering is good. As a result of the cluster analysis, three
groups were formed. Groups are named light, moderate, and heavy online shoppers. Information about

the groups is given in Table 4.

Table 4. Groups from Cluster Analysis

E-Shopping Quantity

E-shopping

Cluster Frequency 25b0 and .51 500 501750 /°iand Total
elow above

Light Online 1-2 times 160 0 0 0 160
Shoppers (LOS)  Total 160 0 0 0 (41.06%) 160
. 1-2 times 0 47 7 4 58
g"h%‘:'g:rf ((K/ng‘; 3-4 times 22 37 17 10 86
Total 22 84 24 14 (36.92%) 144
Heavy Online 5—§ times 3 8 7 18 36
Shoppers (HOS) 7 times and above 5 8 4 33 50
Total 8 16 11 51 (22.05%) 86

The ratio of the largest group (Light Online Shoppers, n=160) and the smallest group (heavy
online shoppers, n=86) is 1.86. It is seen that the LOS (Light Online Shoppers) do less shopping and
spend less money. The HOS (Heavy Online Shoppers) shop more than other groups, and the MOS

(Moderate Online Shoppers) are between these two groups.

After receiving information about the online shopping frequency of the participants, they were
asked what products they buy in online food shopping. The graph of the answers given to this question

is presented in Figure 2.

Figure 2. Food Products Purchased in Online Shopping
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As shown in Figure 2, it is possible to say that packaged and long shelf-life products are

preferred more frequently, while foods that are likely to spoil are less preferred.

At the next stage of the research, the model was tested. First, descriptive statistics of the data
were obtained. Then, the kurtosis and skewness values were examined, and whether they fit the normal
distribution was checked. Then, standardized regression weights, Cronbach's Alpha, CR (Composite
Reliability), and AVE (Average Variance Extracted) values obtained from CFA (Confirmatory Factor
Analysis) were obtained. Values are given in Table 5.

Table 5. Descriptive Statistics, Reliability and Validity Values

Factors Mean SD  Skewness Kurtosis Weight Alpha CR AVE
Convenience 0.940 0.937 0.789
Col 5.4821 1.9156 -1.092 -0.075 0.876
Co2 5.3590 1.9171 -1.039 -0.130 0.820
Co3 5.5692 1.7736 -1.254  0.569 0.959
Co4 5.5846 1.7598 -1.232 0551 0.892
Risk 0.765 0.766 0.524
Rs1 43410 1.8627 -0.217  -1.027 0.654
Rs2 4.4333 1.9091 -0.295 -1.055 0.779
Rs3 3.5410 1.8117 0.223 -1.105 0.731
Price Advantage 0.934 0.936 0.829
PAl 4.3410 1.8627 -0.186 -1.089 0.845
PA2 4.5667 1.8489 -0.331  -1.023 0.935
PA3 4.5026 1.8008 -0.225 -1.001 0.949
Trust 0.938 0.943 0.805
Trl 4.6410 1.8110 -0.455 -0.834 0.896
Tr2 45410 1.7035 -0.365 -0.793 0.880
Tr3 45154 1.6750 -0.497 -0.565 0.877
Tr4 48410 1.7594 -0.713  -0.472 0.935
Anxiety 0.900 0.900 0.696
Anl 5.4282 1.8390 -1.119  0.090 0.916
An2 4.6333 2.0284 -0.444  -1.095 0.640
An3 5.0974 1.8837 -0.775 -0.598 0.850
An4 5.7436 1.7566 -1.386  0.757 0.902
Purchase Intention 0.960 0.956 0.846
PI1 49410 1.9184 -0.579 -0.868 0.947
P12 4.9564 1.9586 -0.636  -0.860 0.937
P13 4.9564 1.9162 -0.652 -0.751  0.905
P14 5.0359 2.0010 -0.702  -0.831 0.887

As shown in Table 5, since alpha and CR values are above 0.7, there is no reliability problem.
There is no validity problem since AVE values are above 0.5. Goodness of fit values as a result of CFA,
x2/df=2,529; GFI=0.902; CFI=0.967; RMSEA=0.063; SRMR=0.044 and TLI1=0.960.

After the validity and reliability analysis, SEM (Structural Equation Model) was applied. As a
result of the analysis with SEM, the values of goodness of fit were x2/df=2,324; GFI=0.931; CFI=0.978;

1411



Mehmet Akif Ersoy Iktisadi ve Idari Bilimler Fakiiltesi Dergisi - Mehmet Akif Ersoy University Journal of Economics and Administrative Sciences Faculty
Cilt: 9 Sayi: 2 5.1400-1419 Volume: 9 Issue: 2 p.1400-1419
Temmuz 2022 July

RMSEA=0.058; SRMR=0.044 and TL1=0.972. The standardized regression weights obtained from the

analysis are given in Table 6.

Table 6. Standardized Regression Weights

Relation Weight P-value
Purchase intention <--- Convenience 0.248 <0.001
Purchase intention <--- Risk -0.089 0.046
Purchase intention <--- Price 0.140 0.002
Purchase intention <--- Trust 0.554 <0.001

As a result of the SEM analysis, the purchase intention factor's R2 value (Squared Multiple
Correlation) was obtained as 0.692. As given in Table 6, the statistically significant effect of
convenience and trust factors on purchase intention at p<0.001 level, price factor at p<0.01 level, and

risk factor at p<0.05 level was found. Thus, hypotheses H1, H2, H3, and H4 were accepted.

After testing the model, the moderator effect of pandemic anxiety was analyzed. The results

obtained are given in Table 7.

Table 7. Moderating Effect of Pandemic Anxiety

Effect AR? coeff se t P LLCI ULCI
Co--->PI 0,0003 -0,0026 0,0052 -0,4944  0,6213 -0,0128 0,0077
Rs--->PlI 0,0051 -0,0170 0,0082 -2,0750  0,0387 -0,0332 -0,0009
PA--->P| 0,0052 -0,0159 0,0073 -2,1878  0,0293  -0,0302 -0,0016
Tr--->PI 0,0001 -0,0021 0,0051 -0,4091 0,6827 -0,0121 0,0080

Pandemic anxiety has a moderator effect on the relationship between risk perception and price
advantage with purchase intention. However, there is no moderator effect on the relationship between
the perception of convenience and trust factors with purchase intention. Thus, while the H5 and H8

hypotheses were rejected, the H6 and H7 hypotheses were accepted.

Table 8 and Table 9 provide detailed information on statistically significant moderator effects.

In Figure 3 and Figure 4, there are graphs related to the moderator effect.

Table 8. The Moderator Effect of Pandemic Anxiety on Risk and Purchase Intention Relation

Rs - PI effect se t p LLCI ULCI
Low -0,0489 0,0795 -0,6145 0,5392 -0,2052 0,1075
Medium -0,1612 0,0581 -2,7735 0,0058 -0,2755 -0,0469
High -0,2735 0,0793 -3,4481 0,0006 -0,4295 -0,1176
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Figure 3. The Moderator Effect of Pandemic Anxiety on The Relationship Between Risk and

Purchase Intention

Mean Purchase

Anxiety
—165

185

Table 8 shows the regression results according to low (-1 standard deviation), medium and high

(+1 standard deviation) pandemic anxiety. The moderator effect on the relationship between risk

perception and purchase intention is significant when pandemic anxiety is at medium and high levels.

Table 9. The Moderator Effect of Pandemic Anxiety on Price snd Purchase Intention Relation

PA - PI effect se t p LLCI ULCI
Low 0,4742 0,0771 6,1513 0,0000 0,3226 0,6258
Medium 0,3693 0,0545 6,7734 0,0000 0,2621 0,4765
High 0,2645 0,0678 3,8997 0,0001 0,1311 0,3978

Figure 4. The Moderator Effect of Pandemic Anxiety on The Relationship Between Price and

Mean Purchase
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1

4,00

Purchase Intention

Anxisty
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— 0
165

Table 9 shows the regression results according to low (-1 standard deviation), medium and high

(+1 standard deviation) pandemic anxiety. It is seen that there is a significant effect at all levels in the

relationship between price advantage and purchase intention.

Finally, it was analyzed whether there was a difference between the means of convenience, risk,

price, trust, purchase intention, and anxiety factors of the groups obtained from the cluster analysis. For

this, an ANOVA test was applied. Descriptive statistics data on groups and factors are given in Table

10.
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Table 10. Group Means and Standard Deviations

Factor Group N Mean SD
LOS 160 5.0594 1.76342
Convenience MOS 144  5.6476 1.64306
HOS 86 6.0669 1.44325
Total 390  5.4987 1.69634
LOS 160 4.4312 1.52574
Risk MOS 144  3.8495 1.43755
HOS 86  3.9264 1.61723
Total 390  4.1051 1.53547
LOS 160  4.2979 1.71750
Price MOS 144  4.5093 1.80345
HOS 86 4.7248 1.59098
Total 390 4.4701 1.72671
LOS 160 4.1938 1.50965
Trust MOS 144 47413 1.60294
HOS 86 5.2762 1.50344
Total 390  4.6346 1.59535
LOS 160 4.3469 1.79775
Purchase IntentionMOS 144 5.2118 1.87324
HOS 86 5.7355 1.46446
Total 390 49724 1.84132
LOS 160 5.0281 1.75101
Anxiety MOS 144  5.3247 1.62317
HOS 86  5.4273 1.45969
Total 390  5.2256 1.64802

ANOVA test was performed to compare the means given in Table 10. Afterward, post hoc tests
were performed to analyze the mean differences between the groups. As a result of the homogeneity of
variances analysis, variances in risk, price, and trust factors were homogeneous. Since the numbers of
the groups were not equal, the LSD test was applied. Convenience, purchase intention, and anxiety
factors' variances are not homogeneous. Games-Howell test was applied for these three factors. The

results obtained are given in Table 11.

Table 11. P-Values of Post Hoc Tests

Groups Co Rs PA Tr PI Anxiety
Light-Moderate 0.008* 0.001* 0.286 0.002* 0.000* 0.277
Light-Heavy 0.000* 0.013* 0.065 0.000* 0.000* 0.140
Moderate-Heavy 0.109 0.710 0.359 0.011~* 0.050 0.874

It is seen that the LOS differ from the MOS and HOS in the convenience, risk and trust
perception, and purchase intention. MOS and HOS differ only in the trust factor. Although there was no
difference in the pandemic anxiety factor as expected, there was no statistically significant difference
between the three groups in the perceived price advantage factor. According to the findings, H9, H10,
and H13 hypotheses were partially accepted. H11 hypothesis was rejected. H12 and H14 hypotheses

were accepted.

When the obtained p-values are analyzed together with the means in Table 11, it is possible to
make the following comments. The LOS’ perceived convenience, trust, and purchase intentions are

lower than the other two groups in online food shopping. However, their perceived risk is higher. In
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comparing MOS and HOS groups, it is seen that HOS trust more online food shopping. In other factors,
there was no difference between the means of both groups. There was no difference in price perception

and pandemic anxiety factors between consumer groups.

The graphical representation of the means of shopping groups regarding the factors is presented

in figure 5.
Figure 5. Online Shopping Groups’ Factor Means

e—|_jght Moderate == Heavy

Convenience

Anxiety Risk

Purchase Intention Price

Trust

4. CONCLUSION

A short time ago, food shopping was a phenomenon where people went to physical stores and
shopped retail. Courtesy of developing technology and internet retailing, almost all kinds of products
started to be sold online. Thus, the adaptation to online shopping has increased constantly. The COVID-
19 pandemic has had an accelerating effect on this process. Online food shopping has also become an

alternative, especially for consumers who want to stay away from physical stores.

This study examined the effects of perceived convenience, risk, price advantage, and trust on
online food purchase intention. Similar to the theoretical expectation, it was observed that each factor

had a significant effect on purchase intention.

Pandemic anxiety measures the degree to which consumers want to stay away from physical
stores and other people. It can be thought of as a kind of pandemic threat perception. The increase in
pandemic anxiety partially influenced online food shopping as a moderator. If anxiety had been added

to the model as an independent variable, it would have a direct impact on purchase intention.

The behavior of consumer groups called light, moderate, and heavy online shoppers are
different. Segmenting consumers is vital for effective marketing management. One of the most critical

consumer grouping criteria in online shopping is the frequency and amount of shopping. Consumers'
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responses have different means in factors other than the perceived price advantage in the model.

Consumers shop more often, feel more comfortable, feel more confident, and perceive lower risk.

Marketing managers can segment their customers and produce different strategies for each
group. Businesses can carry out their economic activities more efficiently. Moreover, there may be an

increase in customers' satisfaction levels. In this way, it is possible to provide a competitive advantage.

Online food marketers should increase consumers' perceptions of convenience, price advantage,
and trust and reduce their risk perceptions. Thus, both consumers' expectations will be met, and their
purchase intentions will increase. Consumers prefer packaged products more in online food shopping
and stay away from fresh foods. Online retail food vendors can increase consumer satisfaction and
reduce anxiety about delivering fresh products. Thus, it is possible to improve in the less demanded
categories.

The first limitation of the study is that it was carried out with a limited budget and in a limited
time. In addition, the study was conducted online. For this reason, young people with high online
adaptation are more likely to participate. The research can be repeated over an extended period and with
a more inclusive sample. Another limitation of the study is that it was conducted in only one country. A
comparative analysis of offline-online food consumers can be made further. Studies can be spread over
time, and changes in results can be observed. Studies can be done by adding pandemic anxiety to the

model as a separate factor.
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