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Abstract: 
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 changed as a result of the situation in connection with the Covid-19 pandemic, particularly in 
 the Supermarket and Fashion retails industries. The goal of the study is to reveal in favour of 
 which products the shopping preferences have changed and whether they have changed at all, 
 and how consumers perceive online shopping methods. In order to conduct research, primary 
 data was collected. Two research methods were used in order to conduct the study, quantitative 
 and qualitative methods. The literature review covers the situation of the retail industry in the 
 world, focusing on consumer behaviour and online shopping method. The data analysis part is 
 focused on analysing the shopping preferences of consumers in Azerbaijan and revealing how 
 the pandemic affected their shopping behaviour and perception.  The results of the study show 
 that  in  major  aspects,  the  pandemic  affected  consumer  shopping  behaviour  in  Azerbaijan. 


Consumers became to pay less money to products/services that are not included in the category 
 of products/services of basic necessity. 
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Introduction 


Consumers'  shopping  habits  are  the  peculiarity  that  is  changing  parallel  to  how  the 
 environment around consumers is changing. As a result of the Covid-19 pandemic, people's 
 daily lives have changed drastically, which also triggered the change in shopping habits. This 
 thesis will analyse how the shopping habits of consumers in Azerbaijan have changed due to 
 pandemics,  particularly  regarding  grocery  shopping  in  supermarkets  and  retail  shops  for 
 clothing.  The  motivation  for  choosing  this  topic  is  to  investigate  which  shopping  habits 
 consumers  lost  in  Azerbaijan  and  which  habits  were  gained  subsequently  with  the 
 circumstances. Since the situation with pandemic has started relatively recently, the changes 
 that  the  retail  industry  faces  are  still  ongoing.  The  study  is  conducted  among  consumers  in 
 Azerbaijan via survey, touching such aspects as how they perceive online shopping method; 


how  often  they  used  to  go  shopping  before  and  after  the  pandemic,  which  goods  became  a 
 necessity  for  them,  and  oppositely  which  goods  they  stopped  using.  Along  with  consumer 
 surveys, qualitative research is conducted in two local companies in Azerbaijan operating in 
 the grocery and apparel/clothing sectors. 


The first company is a chain of supermarkets in Azerbaijan named “Bravo.” The company 
 owns tens of supermarkets across the country and is considered one of the leading supermarket 
 chains in the sector. The survey among consumers regarding the changing necessity goods is 
 structured according to the available product categories in the “Bravo” supermarkets chain. By 
 means of a semi-structured interview with the company representative, the following aspects 
 were  touched:  visit  frequency  of  the  customers;  how  the  company  adjusted  its  strategy 
 according  to  the  changed  governmental  policies  in  Azerbaijan  that  touch  activity  of  the 
 supermarkets due to the pandemic; demand for which product category increased and vice versa 
 decreased; introduction of an online shop and the rate of its usage by customers.  


The  second  company  is  “Retail  Group  Azerbaijan,”  company  is  a  market  leader  in 
 Azerbaijan in the industry of fashion retail. The company is the exclusive representative of such 
 brands  as  “Zara,”  “Bershka,”  “Oysho,”  “Aldo,”  “La  Senza,”  “Massimo  Dutti,”  “GAP,” 


“Pull&Bear,” “Stradivarius,” “La vien Rose” and “Zippy” in Azerbaijan. A similar research 
approach is used with the previous company.  



(12)Results of collected data from both parties, customers, and retailers were compared. Further 
recommendations were given related to the companies' possible development to correspond to 
the changing habits and needs of consumers.  
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1.  Background of the Research.  


1.1. The impact of Covid-19 pandemic to shopping 


The  speedy  spread  of  the  Covid-19  virus  all  over  the  world  forced  countries  to  apply  a 
 number of new policies and regulations and toughened quarantine measures in order to prevent 
 the fatal consequences of the virus. The majority of enacted new rules in Azerbaijan affected 
 the shopping experience of consumers and the activity of almost all types of shops and shopping 
 malls. Some of those rules affected the retail industry directly, and some of them indirectly. 


Among directly affecting rules is the closure of all commercial facilities that include clothing 
 shops but exclude supermarkets. During the quarantine regime, all commercial facilities that 
 are not able to receive and serve visitors were authorized to serve customers on delivery services 
 and online sale only (Republic of Azerbaijan Cabinet of Ministers, 2020). Also, all commercial 
 facilities are obliged to provide necessary hygiene means and to make these means accessible 
 to  everyone,  to  strictly  control  the  protection  of  social  distance  inside  the  object,  to  wear 
 protective masks for all employees of the trade object, not to allow unmasked buyers to enter 
 the object. Due to these rules, all shops that relate to the fashion-related industry were forced to 
 suspend physical activity and operate only on an online basis. Supermarkets, in their turn, had 
 to limit the number of present visitors inside the shop in order to provide the required social 
 distancing norms. Among the rules that indirectly affected the performance of retail stores was 
 that citizens were allowed to leave their places of residence only via SMS permit system and 
 only for reasons such as medical urgency case, the necessity for food or medicine shopping, for 
 necessary bank services, and a few more reasons. All these permits were restricted to two or 
 three hours per day, consequently leaving time only for necessities and in case of the situation 
 when one family member is tested positive for the virus, all the family members (flatmates) are 
 also forced to be in quarantine. In addition to that, the working hours of public transports were 
 either restricted or fully suspended (Republic of Azerbaijan Cabinet of Ministers, 2020). 


Such  regulations  affect  the  store  traffic  because  due  to  time  restrictions  for  free 
movement, people try to solve all their problems within the dedicated time frame. Even though 
during quarantine supermarkets were allowed to stay open, due to limited time, customers were 
not able to spend a lot of time in the shop but only were visiting to buy all the necessary goods 
and return home. This means that, by spending less time at the supermarket, consumers pass by 
fewer segments than if they would not be restricted by time. Consequently, they do not pay 
attention to the products that they did not plan to buy. This situation should change the approach 



(14)for  merchandising  strategy  within  the  store  in  order  to  provide  customers  a  functional 
 movement across the store as well as eye-catching places for the goods that do not belong to 
 the first necessity products group. 


As it was mentioned, the new pandemic provoked regulations, did not allow a number 
 of  commercial  objects  to  function.  Due  to  this,  those  businesses  that  could  not  adapt  their 
 strategy to the changed circumstances were forces to shot down what led to the unemployment 
 rate. In comparison with the year 2018, the unemployment rate in Azerbaijan in 2020 increased 
 by 1% and contained 5.96%, which is the highest index since the year 2009 (World Bank, 2020).  


Figure 1: Azerbaijan: Unemployment rate from 1999 to 2020 


Source: World Bank (2020) 


1.2. Transition from offline retail to online retail 


Given that the retail industry fell under the influence of new pandemic triggered regulations 
what meant the closure of physical stores, that means retailers were forced to change focus on 



(15)online  selling  platforms  and  adapt  to  changing  circumstances.  Due  to  technological 
 developments,  the  retail  industry  is  also  undergoing  changes.  During  the  past  decade,  e-
 commerce channels were able to outperform traditional retail channels (Izogo & Jayawardhena, 
 Online shopping experience in an emerging e-retailing market, 2017). From the year 2015 till 
 2019  E-commerce  share  of  total  global  retail  sales  increased  from  7.4%  to  14.1%  and  is 
 expected to grow (Statista, 2020). Such a result and forecast gradually leads to crowding out 
 traditional retail sales. Considering the emerging development of online shopping, there are a 
 lot of reasons for retailers to move their shop from only bricks and mortar concept to online 
 retail  shopping.  First  of  all,  it  allows  the  use  of  another  channel  for  selling  products  and 
 consequently increases profit and revenue. The online store does not limit the business to one 
 geographical area but creates an opportunity to reach customers worldwide, which is a quite 
 significant advantage compared to physical stores. Awareness is another reason to expand to 
 online retail. For example, it was investigated that social media activities play a significant role 
 in  generating  brand  awareness  (Bilgin,  2018).  The  online  store  acts  like  an  all-time 
 advertisement for the store.  Eventually, it is a necessary tool to be able to compete in the retail 
 market  since  technological  development  shows  its  effect  on  increasing  e-commerce  sales 
 (Belew & Elad, 2020).  


Figure 2: E-commerce share of total global retail sales from 2015 to 2023 


Source: Statista (2020) 


Nevertheless,  from  the  user  perspective,  there  are  aspects  that  push  away  customers 
from  doing  online  shopping  and  vice  versa  that  motivate  them  to  do  so.  One  of  the  main 
motivating aspects is the fact that it helps to save time. While shopping at the physical store, 
customers try to save time in the following way: tend to shop at the closest shop to their living 



(16)place, buy food in large quantity in order not to visit shop many times or basically shop during 
 times when there is not huge traffic inside the shop (Alreck & Settle, 2002). For customers, the 
 main point is not just saving time but to do as many as possible activities within a short period 
 of time, which is possible with online shopping. Because by doing shopping via online stores, 
 they can perform other activities simultaneously (Alreck, et al., 2009). Along with that, doing 
 shopping online, consumers are able to compare the price of the same product offered in various 
 online stores, and within a considerably short period of time find the option with the lowest 
 possible price in comparison with time spent if they would visit each store to check the price. 


However, many people use online retail channels only as a source of information. Consumers 
 compare prices, certain criteria and then proceed with the purchase in traditional retail stores. 


On the other hand, there are the reasons that are the factors that demotivate from fully 
 switching to online shopping. Users perceive online stores as risky because, in their opinion, it 
 may be risky to use the online payment method. Even though online retailers use quite strong 
 security systems, customers often fall victim to cyber-attacks (Pickup, 2017). In the year 2020 
 in the US there were reported approximately a quarter of a million cases of cyber-attacks only 
 by means of phishing and other similar ways with the intention to gather such information as 
 passwords, credit card numbers and etc. (IC3, & FBI, 2021). The delivery service level also 
 plays  quite  a  significant  role  in  consumer  behaviour  toward  online  shopping.  For  example, 
 improved  end-user  delivery  helps  reduce  negative  evaluations  of  delivery  services,  and  the 
 diversity  of  end-user  delivery  channels  gives  end  users  more  flexibility  and  alternatives. 


Electronic shoppers can collect packages flexibly and do not need to wait at home at a certain 
 time; otherwise, this negatively affects the desire to shop through online stores (Xiao, Wang, & 


Liu, 2017).  


Also, customers have a doubt that the delivered product will have lower quality or will 
 not be the same as it is illustrated and described on the website. This is especially true for food 
 products; for example, when buying vegetables and fruits, the buyer prefers to buy the product 
 by checking its maturity, colour, freshness, and other qualities that cannot be checked on the 
 Internet. The same can be attributed to meat or fish products, an online store, for example, does 
 not provide an opportunity to choose a specific piece of meat or check the fish for freshness 
 (Forbes, 2011). Especially quality of the product or service is one of the factors that influences 
 the  penetration  of  the  online  shopping  method  (Tarhini,  Alalwan,  Al-Qirim,  Algharabat,  & 


Masa’deh, 2018).  



(17)As for the quality of electronic service, when the electronic service quality is at a high 
 level,  it  generates  customer  satisfaction  and  trust.  What,  in  its  turn,  leads  to  the  increased 
 repurchase intention (Rita, Oliveira, & Farisa, 2019). The level of customer satisfaction and 
 repurchase intention is a result of the electronic service quality (Suhaily & Soelasih, 2017). The 
 results of the research also show that consumer behaviour towards online shopping may be the 
 result of a lifestyle. People who spend little time at home prefer to buy the products at physical 
 stores rather than make a purchase via the Internet (Kima, Parka, & Lee, 2017). Moreover, for 
 many people, shopping is not just the process of buying necessary goods, but it is also a social 
 experience. Either the person is single or has a family, shopping is a way to socialize, and this 
 is an experience that online shopping is not able to properly fulfil (Forbes, 2011).  


Delivery  fee  is  another  aspect  that  is  considered  as  a  demotivator  toward  the  online 
 purchase; in order to not to pay for the delivery, customers prefer not to use the online stores 
 (Kima, Parka, & Lee, 2017). Even though one of the main motivations of customers to do online 
 shopping is to save time, they are more sensitive to delivery fees rather than to time spend travel 
 to the physical shop (Huang & Oppewal, 2006). 


1.3. Consumer behaviour in online shopping 


In  comparison  with  traditional  in-store  shopping,  consumers  tend  to  show  different 
 behaviour. Even though consumer performs the same actions, in terms of fulfilling particular 
 needs  via  purchasing  necessary  goods,  in  online  shopping,  they  interact  not  with  the  live 
 consultant but with the machine. Virtual consulting is a type of customer service that retailers 
 use to facilitate this form of customer support. The so-called chatbot is powered by artificial 
 intelligence. The chatbot is a program that simulates a real conversation with a user. Chatbots 
 allow  you  to  communicate  using  text  or  audio  messages  on  websites,  instant  messengers, 
 mobile applications, or by phone (Choa, Limb, & Lim, 2019). According to the experience of 
 users  who  have  experience  communicating  with  chatbots  in  an  online  environment, 
 communicating with them is convenient because you can get an answer immediately without 
 any delays; at the same time, using chatbots, service can take place continuously for 24 hours. 


Nevertheless, what chatbots are inferior to live consultants is that they are not able to solve a 
problem that goes beyond the specified functions, or they are not able to understand the client's 
intention (Følstad, Nordheim, & Bjørkli2, 2018). 



(18)In traditional shopping, consumers are able to touch the product, try it on themselves if 
 it is clothing; for example, they are able to smell the product or taste it. All these aspects of 
 behaviour  may  influence  the  decision  of  the  consumer  regarding  the  purchase.  Unlike 
 traditional shopping, in online stores, consumers are not able to perform any of the previously 
 mentioned actions. During online shopping, consumers rely on pictures, text descriptions, and 
 sometimes videos of the offered products provided by the seller.  As, for example, research 
 among Russian buyers showed that among the barriers that prevent them from shopping online 
 are lack of physical experience, simply habit, for some people, it is easier to make a choice or 
 to compare the products in the physical store (Kantar TNS, 2019). In offline stores, people also 
 can experience instant gratification; when they want to buy the product, they get it immediately 
 (Gilly & Wolfinbarger, 2000). 


Nevertheless,  along  with  the  visual  description,  there  are  other  factors  that  affect 
 consumer  behaviour  while  making  a  purchase  in  the  online  store.  The  attractiveness  of  the 
 website, particularly the design, user interface, and layout, affects consumer behaviour towards 
 the online stores. The ease of use of the website also has a significant impact on consumer 
 behaviour.  When  the  design  of  the  website  is  attractive  that  makes  the  shopping  process 
 convenient and pleasurable, the websites should be user-friendly, attractive, and, at some point, 
 interactive. The visual appearance of the website creates a direct attitude from the customers’ 


side, and if the colours, typography, and other elements are attractive to the customer, they tend 
 to have a positive opinion about the brand. Along with that, information architecture also plays 
 a significant role for the customer; the order of placing information on the site should be logical 
 so that users can predict the location of the information they need (Ashraf, Faisal, Jabbar, & 


Habib,  2019).    All  these  aspects,  visual  design,  interactive  design,  content  design,  and 
 navigation  design,  influence  consumers  intend  to  return  to  the  website  (SivaKumar  & 


Gunasekaran, 2017). Concerning online brand loyalty, consumers tend to show a higher level 
 of online brand loyalty to more well-known brands with high market share, and oppositely, the 
 less well known is the brand, the less online brand loyalty it gets from the consumers (World 
 Bank, 2020).  


Considering factors that have a positive or negative impact on consumers, along with 
internet risks, quality of the product, and saving time, there are factors such as subjective norms, 
domain-specific innovativeness, convenience, privacy policy and etc. Subjective norms have a 
positive  impact  on  online  shopping  behaviour,  meaning  that  consumers  satisfied  with  the 



(19)experience of online shopping will advise it to other people. Consumers who experience failure 
 in  the  level  of  service  tend  to  share  their  experience  with  others  more  actively  than  those 
 customers  who  had  positive  experiences  (Izogo  &  Jayawardhena,  2018).  This  means  that  if 
 retailers implement the proper word of mouth marketing campaigns, it will increase the number 
 of people doing shopping online (Javadi, Dolatabadi1, Nourbakhsh, Poursaeedi, & Asadollahi, 
 2012). The privacy policy is among the most important factors that influence the consumer’s 
 choice  to  use  a  particular  online  store.  They  should  have  clear  information  that  all  the 
 confidential  information  that  they  provide  while  making  an  online  purchase  will  not  be 
 disclosed or shared with other parties (Ganapathi, 2015).


The study conducted among Chinese and Japanese consumers states that in both countries, 
 people did not pay attention to the reliability of the site, specifically to the information regarding 
 the  location  of  the  business  operator,  contact  address,  and  responsible  person  (Zhi-Kang  & 


Ogawa, 2017). 


1.4. Research Question 


The aim of the thesis is to analyse the pandemic influenced shopping habits of consumers 
 in Azerbaijan, their perception of online shopping method, and how the pandemic is influencing 
 the demand toward online stores. The motivation for this study is to help companies that are 
 engaged in the retail business adapt to the changing habits and needs of buyers that have been 
 influenced  by  the  pandemic  situation.  The  results  of  the  study  will  help  to  focus  on  the 
 promotion of the online store, taking into account all aspects of the online platform, which most 
 of all affects the perception of the online store as a whole and this what kind of experience 
 customers get directly when using the online store, whether positive or negative. In that word, 
 the study aims to answer the following question: 


Q: How pandemic affected consumer’s shopping habits and their perception of online shopping 
 in Azerbaijan? 


In  order  to  find  the  answer  to  the  research  question,  in  total,  ten  hypotheses  will  be 
tested. According to Maslow’s hierarchy of needs theory, there are five levels of human needs 
(see Figure 3). These are physiological needs, safety needs, love and belonging, esteem, and 
self-actualization needs. The most basic primitive needs of a person that are directly needed for 
human life are located at the lowest position in the Maslow Pyramid, and as a person reaches 



(20)these needs, there is a move to the next higher stage. Each level takes precedence over the next 
 higher level (Mathes, 1981).  


The first stage, physiological needs they refer to basic physical needs without which a 
 person cannot exist, such as the need for water, food, etc. The next stage in the Pyramid is the 
 need for safety/security; this stage includes different kinds of safety such as a safe environment, 
 financial security, health insurance, and much more. Among the threats that can impede safety 
 can be war, criminal attack, and disease, etc. (Taormina & Gao, 2013).  


The level of love and belongings or so-called social needs, people fulfil those need when 
 they have any kind of relationship, where they have a feeling of belongingness and love. The 
 relationship can be different, either romantic relationship or with family and friends. It can be 
 either the groups such as sport teams, book clubs and etc., where people can relate themselves 
 and spend some time (Maslow, 1943).  


After fulfilling the three initial stages of the Pyramid, the person aims to achieve the 
 level where there will be satisfied from personal achievements, which will bring self-confidence 
 and  increase  the  overall  level  of  self-esteem.  And  beyond  that,  there  is  a  stage  of  self-
 actualization, where people reached the peak of what they are capable of achieving (Urwiler & 


Frolick, 2011). 


Thus, based on the Maslow Theory and the conditions that formed after the pandemic, 
 the following two hypotheses were formed: 


H1: With the start of pandemic people started to spend more money for safety needs. 


H2: Due to pandemic people started to spend less money for social needs. 



(21)Figure 3: Maslow's Hierarchy of Needs 


Source: Simply Psychology (2020) 


According  to  various  studies,  the  pandemic  has  changed  the  food  preferences  of 
 consumers. The majority of them gave a preference for cooking at home (Redman, 2020), and 
 eating more fresh food than using ready-made food (Renner, Baker, Cook, & Mellinger, 2020). 


Regarding food preferences influenced by the pandemic among consumers in Azerbaijan, the 
 following two hypotheses were formed: 


H3: With the start of pandemic people started to spend more money for the foods that lay under 
 food cupboard category and fresh foods. 


H4: With the start of pandemic people started to spend less money for the foods that lay under 
 the category of confectionary and sweets. 


As  was  already  mentioned,  there  are  a  number  of  factors  that  influence  consumer 
 perception of online shopping. These factors are the safety and ease of purchase in terms of the 
 payment  transaction,  the  level  of  delivery  service  and  return,  availability  of  the  desired 
 products, the convenient interface of the online store websites, and many other factors. The 
 following six hypotheses are related to the perception of online stores by the customers: 


H5: Access convenience has positive impact to the intention to use online shopping method. 



(22)H6: Search convenience has positive impact to the intention to use online shopping method. 


H7: Evaluation convenience has positive impact to the intention to use online shopping method. 


H8:  Transaction  convenience  has  positive  impact  to  the  intention  to  use  online  shopping 
 method. 


H9: Possession convenience has positive impact to the intention to use online shopping method. 


H10: Post-purchase convenience has positive impact to the intention to use online shopping 
 method. 


1.5. Thesis structure 


The second chapter includes a literature review related to the basics of the shopping and 
 retail industry. The chapter covers how the retail industry faces changes in the industry that are 
 resulted due to Covid-19, in terms of consumer behaviour, how people perceive online sales 
 channels currently available in the retail industry. Along with that, the topic of pre-and post-
 pandemic shopping habits of consumers will be discussed. 


The following chapter covers the methodology that is used in this thesis research. What 
 methods of data collection and analysis were used to structure the study, and the reasons for 
 their choice, along with its limitations have been described. 


The practical part will consist of the quantitative analysis of primary data collected directly 
 from  consumers  in  Azerbaijan  and  qualitative  analysis  of  the  data  collected  from  “Bravo” 


supermarket chain and “Retail Group Azerbaijan.” Findings from both sides, consumers and 
 stores operating retail companies, have been compared with the aim to reveal changed habits 
 due to the Covid-19 pandemic. In this part, both companies’ change strategies triggered by the 
 quarantine regulations have been discussed in detail. Particularly how consumer’s preferences 
 and needs were met without going beyond the newly established regulations and taking into 
 account emerging restrictions for consumers. After analysing the questionnaire and interviews, 
 the results have been revealed and discussed. 


The  last  two  chapters  are  dedicated  to  recommendations  for  further  research  and  a 
conclusion.  In  the  recommendations,  part,  arisen  post-pandemic  habits  of  consumers  and 
already  applied  changes  from  the  retailers’  sides  have  been  taken  into  account,  and  further 



(23)additional  possible  research  paths  have  been  suggested  with  the  aim  to  deeply  understand 
changing  habits  of  consumers,  which  will  help  to  correspond  to  the  habits  of  consumers 
simultaneously that will support the economic well-being of retailers. 
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2.  Literature Review 


2.1. Social Media shopping 


With the emergency of the internet, various types of platforms began to be created operating 
 in the Internet space. One of these types is social network platforms. The real boost of social 
 networks falls in the 2000s, which influenced but how people started to communicate, meet 
 new people and share their interests (Edosomwan, Prakasan, Kouame, Watson, & Seymour, 
 2011). As for the year 2019, the global average time spent by users on social media is 144 
 minutes  per  day  (Kemp,  Digital  2020:  Global  digital  overview,  2020),  with  a  53.6%  of 
 penetration rate as of the year January 2021 (Kemp, Digital 2021: Global Overview Report , 
 2021).  Nevertheless,  besides  socializing  and  social  networks  also  gradually  became  the 
 platform for shopping. A famous social network platform named “Facebook” offers a function 
 for business pages to create their own online shop directly on the platform. The option allows 
 retailers to implement customizable designs in terms of colours, layout, brand elements and etc. 


(Facebook  ,  2020).  Another  social  network  platform  “Instagram,”  which  is  owned  by 


“Facebook,”  also  offered  to  its  users  the  “Shop”  function.  “Instagram”  platform  is  popular 
 mainly for photos and short videos that users are able to share with their audience. By means 
 of “Instagram,” retailers can share on their page upcoming products that their company will 
 launch  soon,  tutorials  about  how  to  use  the  promoted  product,  demonstrate  complementary 
 products,  and  many  other  actions  that  can  help  to  build  and  grow  the  business  (Spencer, 
 Harding, & Sheahan, 2014). Since consumers spend a considerable amount of time on social 
 networks  and  watch  those  promotions,  tutorials,  and  other  marketing  inspired  content,  the 


“Shop” function of social networks allows consumers directly on the posted picture or video 
 check the price of the product and head on to the purchase button (Instagram Business Team, 
 2020). Such function motivates consumers to perform impulsive shopping because the shared 
 content is demonstrated in a way that attracts the consumer to purchase and use that particular 
 product (Kazi, Khokhar, Qureshi, & Murtaza, 2019).  


Among the benefits that social media brings to businesses are that the company becomes 
more attractive to the customer as well as to its employees and strengthens the brand experience 
(Edosomwan,  Prakasan,  Kouame,  Watson,  &  Seymour,  2011).  Social  media  has  specific 
functions  due  to  the  fact  that  it  enables  custom  content,  simplifies  synchronous  and 
asynchronous  communication  between  users,  and  allows  you  to  instantly  share  content 
(Mikalef,  Giannakos,  &  Pateli,  2013).  The  results  from  previous  research  show  that  when 



(25)consumers share their opinion by means of social media platforms with other users about a 
 particular  product  or  service,  it  creates  an  opportunity  for  businesses  to  increase  their  sales 
 (Barnes, 2014). 


22% of all purchases made in the year 2019 worldwide were made by means of social media 
 marketplaces (Statista Research Department, 2020). In the United States for the year 2019, sales 
 through social media contained 22 billion U.S. Dollars, and this number is expected to increase 
 to 84.2 billion U.S. Dollars by the year 2024 in the United States only (Sabanoglu, 2020).  


Nowadays, many brands launch their shops also on social media platforms. Among those 
 brands are “Cartier,” “Zara,” “Loreal,” “Tesco,” and many others, almost from every category. 


Especially during a pandemic, the purchases made via social media platforms have experienced 
 a  considerable  increase.  For  example,  research  made  by  the  U.K.’s  leading  online  parcel 
 delivery service showed that during the lockdown, a 95% sales increase in social commerce 
 was recorded in the U.K. (Business Money, 2020). 


2.2. Online shop 


An  online  store  is  a  website  that  provides  sales  over  the  Internet  using  an  electronic 
 catalogue or another way of presenting products. The number of products presented and sold 
 on a single server can range from a few to several thousand (Fuscaldo, 2020). Payment for 
 goods can be made both using interactive payment systems and traditional methods - bank or 
 postal transfer, upon delivery of the goods to the buyer, cash on delivery, etc. (Davis, 2020).  


An online store combines elements of direct marketing with the way of visiting a traditional 
 store (Myers, 2020). Its distinguishing feature from the usual form of trade is the ability to offer 
 a much larger number of goods and services and provide consumers with a much larger amount 
 of  information  necessary  for  making  a  purchase  decision  (Tarhini,  Alalwan,  Al-Qirim, 
 Algharabat,  &  Masa’deh,  2018).  In  addition,  through  the  use  of  computer  technology,  it  is 
 possible to personalize the approach to each of the customers, based on the history of his visits 
 to the store and previous purchases (Pappas, Kourouthanassis, Giannakos, & Lekakos, 2017). 


There are different types of e-commerce websites, such as Individual brand websites (one 
seller), Online retailers (a select number of sellers), and Marketplaces (multiple sellers). The 
individual  brand  website  sells  the  only  production  of  one  brand,  for  example,  Zara.  Online 
retailers sell the production of different brands by collecting them under one platform. And 



(26)marketplaces, where everyone is able to sell its own product, whether self-manufactured or not 
 (Whitfield, 2020). 


In terms of product category, for the year 2018, 57% of clothing products, 47% of shoes, 
 40% of consumer electronics were purchased online worldwide (Figure 4). In comparison, only 
 28% of products from the category of foods and drinks were purchased online (We Are Social, 
 2018).  Nevertheless,  in  March  of  2020,  when  the  lockdown  regulations  were  implemented 
 almost  in  every  country,  the  shopping  cart  abandonment  rate  reached  88.05%  worldwide. 


Meaning that consumers were just checking the price of a good or service, spending some time 
 but were not completing the purchase (SaleCycle, 2020) 


Figure 4: Share of internet users who have purchased selected products online as of 2018 


Source: Statista (2018) 



(27)Online stores open a number of opportunities for businesses for development and make 
 the operation of small businesses easier due to the fact that it is easier to sell directly to the 
 customer and easily reach new customers. In addition to that, online stores decrease operational 
 costs. Among disadvantages of online stores is lack of interaction with customers, customers 
 are not able to physically experience the product, and also temporary technological breakdowns 
 that may demotivate customers from making a purchase (BigCommerce Pty. Ltd., 2021).  


Online stores should follow a list of legal requirements in order to have the right to operate. 


For example, as for the regulations of the European Union, data protection policy should be 
 available  for  customers  in  online  stores,  customers  should  confirm  that  they  have  read  this 
 policy, the usage of cookies also should be in agreement with the customer, all relevant contact 
 information  (on  delivery  periods,  payment  methods  and  cancellation  options)  should  be 
 provided to the customer and many other requirements (Pitcher, 2018). 


2.3. Offline shop 


Offline shop, or so-called brick-and-mortar, is a traditional type of business that operates in 
 a building (Cambridge English Dictionary, n.d.). In comparison with an online store, it is more 
 complicated  and  costly  to  set  up  a  physical  store.  However,  there  are  many  benefits  that 
 businesses get from the physical store. First of all, it increases the visibility of the brand, as well 
 as  the  availability  of  the  physical  store,  creates  a  trust  feeling  among  customers.  When 
 customers see that particular online store also has a physical store, they feel secured about the 
 online purchases. Because they know that in case of any problem, they can reach out to the 
 brand through a physical store, another advantage that is inherent to a physical store is its ability 
 to offer a unique experience such as shopping together with friends (Clark, 2020). Some stores 
 that operate exclusively on an online basis, from time to time, open pop-up stores with the aim 
 to secure physical pivot. Brands open physical stores not only to make sales but also they can 
 use the place for a specific event or provide customers with additional services such as offer 
 drinks while they are shopping. These kinds of methods deliver the experience that online stores 
 are not able to do (Yates, 2019). 


Talking about the existence of the physical store in a digital world, even though consumer 
preferences gradually shift towards online shopping, especially during the pandemic, physical 
shops still have their function in the retail industry. While purchasing large commodities such 
as furniture or the product that suits each person differently, such as apparel, physical stores 
can play a role in the showroom (Power, 2020). It has been investigated that physical stores 



(28)positively affect the sales of online stores by means of showcasing the products. An increase in 
 sales occur specifically for those products that are available in physical stores (Chan, Wang, 
 Xu, & Chen) 


The methods that can help physical stores to survive against e-commerce include obsession 
 over customer satisfaction, meaning that customers should get more in a physical store than in 
 an  online  store  such  as  a  small  gift,  for  example.  In  addition  to  that,  shopping  malls  where 
 physical stores are also located for many years have played the role of meeting points; people 
 come there to spend some time and have fun. Therefore, physical stores can be considered as 
 part of the entertainment that people seek in their free time (Jeffery, 2019). Nevertheless, post-
 pandemic recovery is expected to be quite challenging for the physical stores due to the long-
 lasting  closure  of  big  squares,  huge  investments  into  the  real  estate,  long-term  rental 
 agreements,  and  other  factors  that  can  be  considered  as  fixed  costs  make  the  situation  of 
 physical stores quite complicated (Kohan, 2020). 


2.4. Changes in shopping habits 


With the onset of the pandemic, people's lives have undergone many changes. A slowdown 
 in the economy, an increase in unemployment, and a reduction in disposable income, all these 
 factors are the reason for the change in consumers' purchasing habits (Ganong & Noel, 2020). 


This was mainly reflected in the fact that the level of demand for certain categories of products 
 changed;  people  began  to  prefer  more  food  prepared  at  home  and  rationalize  their  costs  by 
 reducing the waste of money on unnecessary products (McKinsey & Company, 2020).  


A significant slowdown in retail trade turnover growth was caused by a decrease in demand, 
 in particular for non-food products. In most cases, consumers have cut spending on clothing 
 and  footwear,  entertainment,  tourism,  home  furnishing,  and  electronics  (Statista,  2021).  


Among the products that buyers have stopped buying are cosmetics, given the fact that most 
 jobs have moved to work at a distance, that is, from home. And among the products that, on the 
 contrary,  were  in  great  demand  during  the  pandemic  were  household  cleaners  and  soap, 
 vitamins, and supplements (J.P. Morgan, 2020).  


Concerning cooking at home, based on a survey conducted in Europe, it became known 
that, in general, European consumers, in general, began to spend more time in the kitchen, as 
many works from home, and a large part of those surveyed even enjoyed spending time cooking 
during a lockdown. Many said they have tried new recipes and are now more likely to eat with 



(29)their families and feel that eating and eating, in general, has become a more important part of 
 their lives than before the pandemic (EU Framework Programme for Research and Innovation, 
 2020). 


The increased preference for homemade food also affected the fact that the suppliers of 
 products for which the demand increased sharply did not have time to maintain an intensive 
 turnover of goods which was resulting in stock-out, especially at the beginning of the pandemic 
 when the majority of the customers were making panic purchases. And in this regard, buyers 
 who  usually  used  the  products  of  one  brand  were  forced  to  buy  products  of  other  brands 
 unknown to them, regardless of the price. After trying the products of a brand new to them, 
 some  customers  changed  their  preferences  in  brands.  Thus,  it  can  be  concluded  that  the 
 pandemic has affected the level of customer loyalty in relation to brands (White, 2020). 


The  pandemic  has  impacted  a  great  leap  forward  in  the  development  and  adoption  of 
 digitalization. According to the study, as of October 2020, there was an increase in online traffic 
 in  categories  such  as  supermarkets,  sports  equipment,  and  Retail  tech.  Online  traffic  on 
 supermarket websites increased by as much as 34.8 percent (Statista, 2020). Retailers expect an 
 even greater increase in demand for online shopping. For this reason, if, for example, before 
 the pandemic, only a few retail companies had a sufficiently developed and strengthened online 
 infrastructure, then with the arrival of the pandemic, more and more companies are considering 
 considerably large investments in the development of their services in the e-commerce space 
 (Deloitte, 2021). Another study conducted among US customers declares that the increase in 
 the penetration of the online stores was noticed in all retail categories, which in total contained 
 a 35 percent increase (McKinsey & Company, 2021).  


2.5. Retail industry 


The process of circulation of goods is completed in retail. Retail trade is a collection of 
types  of  business  activities  associated  with  the  sale  of  goods  and  services  directly  to  end 
consumers and intended for personal or family use, such as groceries, restaurants, apparel and 
clothing, and a range of services. It is a commodity exchange process aimed at satisfying the 
needs of people through the free sale of goods and services that are of value to them. Retail 
trade  combines  the  seller's  interest  in  generating  income  and  the  customer's  need  for  high-
quality goods and services. Despite the difference in the types of businesses that are included 
in retail, one of the points of contact is the fact that, for a successful business, it is necessary to 
take  into  account  the  sufficiency  of  the  market,  visibility,  and  access.  A  business  cannot 



(30)function without a demand. When there is a demand, the buyer must be aware of the product 
 that is also available to the buyer (Tiwari, 2009). 


2.5.1. Supermarkets 


The supermarket industry is a retail trade in which goods are sold, and these goods are 
 not  usually  grown  or  produced  by  the  businesses  that  operate  in  supermarkets.  Groceries, 
 including dairy products, meat, seafood, and canned foods, are supplied to supermarkets by 
 other  companies  or  individual  manufacturers.  Supermarkets  then  sell  these  products  to 
 consumers,  providing  a  modern  equivalent  to  the  market  of  the  past  (The  Editors  of 
 Encyclopaedia Britannica, 2014).  


Nowadays increasing number of supermarket chains makes the supermarket industry 
 more  competitive.  Due  to  the  large  number  of  different  supermarkets,  consumers  have  an 
 opportunity to choose among those stores in comparison with decades ago when they had only 
 limited options to make their grocery shopping. Customers evaluate many factors before going 
 to  a  particular  store.  Such  factors  are  product  availability,  quality  of  the  offered  products, 
 location of the store, cleanliness, checkout speed, courteousness of the staff, the depth of the 
 product  assortment,  and  additional  services  such  as  parking  and  packing  (Matsa,  2011). 


Previous  research  showed  that  assortment  of  products,  interactions  with  staff,  the  store 
 environment, and the emotions of shoppers in a store are closely related to aggregate customer 
 satisfaction (Terblanche, 2018). 


The checkout process is considered a significant inconvenience with what consumers 
 encounter at the stores. Especially with the emergence of online stores where consumers can 
 check out with just one click, in-store checkout annoys buyers even more. Due to that, some of 
 the supermarket chains decided to implement a new method that will absolutely exclude the 
 checkout step. Consumers will be able to scan barcodes of the goods using their phone and 
 checkout  with  one  click  on  the  application.    Such  innovation  is  able  to  decrease  the 
 technological gap between online stores and ordinary brick and mortar stores (Wells, 2017).  


Nevertheless, during the pandemic, more and more people searched for food delivery; 


in  April  of  2020,  google-searches  for  food  delivery  has  reached  their  peak  (Shveda,  2020). 


According to the report published by Deloitte, the younger generation nowadays prefers more 
stress-free shopping and does not care about time, because during the pandemic majority of 



(31)people work from home and therefore have plenty of time (Renner, Baker, Cook, & Mellinger, 
 2020).  


Another change that grocery stores started implementing during lockdowns is that the 
 physical  layout  of  stores  was  changed  in  order  to  meet  the  safety  and  social  distance 
 requirements  and  enable  convenient  movement  for  the  customers  along  with  the  shop.  In 
 addition to that, the number of signs and the use of disinfectants was increased (Voss, 2020).  


Along with the changes that were implemented from the side of supermarkets in order 
 to meet pandemic caused safety needs, habits of customers in terms of products preferences 
 also were influenced. The study conducted in Spain indicates that with the start of the pandemic, 
 people  tend  to  buy  more  fresh  food  such  as  fruits  and  vegetables,  pasta,  pulses,  milk,  egg; 


however,  they  started  to  buy  fewer  ready  meals,  desserts,  and  bakery  goods  (Lagunaa, 
 Fiszmana, Puertaa, Chayab, & Tárregaa, 2020). Another study that was carried out not only in 
 Spain but throughout Europe shows that the use of foods such as fruits and vegetables, snacks, 
 chocolate sweets, and dairy products, the use of which products during the quarantine period 
 increased, and consumption of convenience foods has declined. In addition to that, with the 
 start of the pandemic, people preferred more inexpensive products to expensive ones. Hence, 
 the consumption and demand for inexpensive products increased, and the demand for expensive 
 products vice versa decreased. The study also shows how pandemics influenced the way people 
 do food shopping. Precisely, the interest in online shopping methods has drastically increased, 
 more consumers started to prepare food plans carefully and also avoiding impulse purchases 
 (EU Framework Programme for Research and Innovation, 2020).  


2.5.2. Fashion (clothing) shops 


Fashion  retail  stores  can  be  in  different  forms,  such  as  shops  that  sell  the  products 
 produced  by  other  brands,  sell  self-manufactured  products,  or  sell  their  own  production  but 
 manufactured by third parties (retail-branded product) upon specially developed design based 
 on  trends  and  customer  preferences.  Such  clothing  shops  also  may  include  footwear, 
 accessories,  and  other  complementary  products  (McCormick,  et  al.,  2014).    Retail  sales  of 
 global apparel and footwear contained1.9 trillion U.S dollars for the year 2019 and are expected 
 to grow to 3.3 trillion U.S dollars by 2030 (Statista, 2020). The total market size of apparel in 
 Azerbaijan was 231.1 million U.S dollars in the year 2019 (Euromonitor International, 2020). 


Nevertheless, due to the COVID-19 situation, the global fashion industry’s profit was expected 



(32)to fall by 93 percent in 2020, despite its increase by 4 percent in 2019 (McKinsey & Company, 
 2020). 


The  fashion  industry  is  among  fast-changing  industries,  and  consumer  needs  change 
 with the new season and new trends (Giri, Thomassey, & Zeng, 2019). The fashion industry 
 has  experienced  the  biggest  challenge  due  to  the  pandemic.  The  challenges  arise  due  to 
 disrupted supply chain, shifted consumer behaviour, new regulations and etc. (McKinsey & 


Company, 2020). Due to the fact that the majority of the companies switched to home office-
 based work, people started wearing more comfortable clothes (Murray K. , 2020).  


Lockdown regulations forced clothing shops to fully switch to the digital world. Even 
 though the usage of online stores drastically increased, it is still not enough to restore the loss 
 caused due to the closure of physical stores (Bianchi, et al., 2020). Even though the pandemic 
 caused the biggest challenge for the fashion industry, the digital world is the biggest opportunity 
 for it (McKinsey & Company, 2020). In comparison with a physical store, the online store has 
 different  aspects  that  provide  a  higher  level  of  customer  experience  and  satisfaction.  Such 
 aspects are the visual appearance of the website, navigation design, and quality of information 
 (Anagnoste, Biclesanu, Chailan, & Negoiasa, 2020). The recent research showed that impulse 
 fashion shopping online could be influenced by the feeling of boredom (Sundströma, Hjelm-
 Lidholma, & Radonb, 2019). If to take into account demographic factors, age, sex, and income 
 do not play a significant role in online clothing buying behaviour (Goldsmith & Flynn, 2004).  


As in other types of online-stores, clothing shops also have many problems that arise due to 
 the inability of the online store to fully deliver the appearance of the product, which in its turn 
 leads to returns. The main reasons for consumers to return the product are the size, colour, and 
 inappropriate fit of the clothes, problems with the damaged product, the actual product does not 
 match the description and the photo that was described on the website, and less popular reasons 
 when consumer simply changes mind or does not like the good (Berthene, 2019).  


2.6. Communication channels 


The development of Internet marketing has a direct impact on the construction of marketing 
strategy  (Varnali,  2010).  One  of  the  significant  development  trends  is  the  increasing 
personalization of offers to consumers (Boudet, Gregg, Rathje, Stein, & Vollhardt, 2019). In 
this  regard,  the  formation  and  further  use  of  omnichannel  marketing,  which  should  be 
considered as one of the directions of integrated marketing development, can be attributed to 



(33)the strategic directions of development of the activities of global and federal trading network 
 companies  in  the  next  few  years.  In  this  regard,  the  formation  and  further  application  of 
 omnichannel marketing can be attributed to the strategic directions of the development of the 
 activities of companies, which is especially effective in the pandemic situation because it led to 
 massive disruptions in the consumer value chain (Bloomberg Quint , 2020).  


The  Omnichannel  approach  assumes  that  the  brand  uses  various  sales  and  marketing 
 channels,  and  the  client  can  make  purchases  or  communicate  with  the  brand  in  any  way 
 convenient for him, in any channel. This is the delivery of content of interest to a potential client 
 through various marketing channels. The omnichannel approach means that the brand is online 
 and offline: website, social media, mail, app, retail store, outdoor advertising. Moreover, all 
 these channels are linked to each other and jointly "lead" the customer to purchase (Villani, 
 2019). 


Omnichannel  is  responsible  for  continuous  communication  between  the  client  and  the 
 brand,  shaping  the  user  experience  throughout  the  entire  journey.  Effective  omnichannel 
 marketing is based on the fact that most of the time, a client is not limited to one platform. 


Therefore, the brand needs to work out all the points of contact and ensure a smooth transition 
 from primary content to purchase (Amar, Raabe, & Roggenhofer, 2019). 


The difference between multichannel and omnichannel is that the multi-channel approach, 
 as  the  name  suggests,  uses  many  channels,  but  they  are  not  linked  into  a  single  ecosystem. 


Customers can make phone calls, visit retail outlets, visit the website and social networks, buy 
 goods on the marketplace - but all these channels work independently of each other. A customer 
 who called on the phone and then switched to another channel, for example, a messenger or 
 email,  will  have  to  start  communication  from  the  beginning.  Meanwhile,  modern  users  are 
 annoyed by the need to repeat their history several times. Customers want the employee to be 
 familiar with their problems or issue. In addition, with a multi-channel approach, it is difficult 
 to analyse marketing campaigns - advertising planning and placement occurs spontaneously, 
 without a single strategy for all channels (Rangaswamy & Bruggen, 2005). 


In comparison, the essence of omnichannel is not that there are many contacts between the 
brand and the client, but that the user can naturally navigate through all channels, and the history 
of his communications with the brand will be preserved. The customer can click on the banner 
and go to the website where the desired product is sold, then call and clarify the details, then 
receive a detailed file with information from the support service by email, then come to the 



(34)store and see the product, and order from at home through the app with delivery. In parallel, it 
 is possible to study review sites, consult with friends about where they bought and whether they 
 are satisfied, ask clarifying questions in the company's messenger, leave a request for a call-
 back.  


The Omnichannel approach is also important for marketers when planning marketing 
 budgets since it gives consistency and seamlessness not only to communication channels but to 
 all marketing processes (Deloitte, 2015). 


Considering  that  at  different  stages  of  the  shopping  process,  consumers  are  using 
different channels (Yrjölä, Spence, & Saarijärvi, 2018), and in addition to that, more and more 
consumers are demanding a personalized approach to them from retailers, omnichannel helps 
to provide the required personalization and interactive experience to the consumers. Therefore, 
retailers, either traditional or e-tailers to build respective marketing strategy in order to be able 
to communicate their product through appropriate channels so that it would be possible to reach 
and satisfy the target audience (Deloitte, 2015). 
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3.  Methodology 


This research will contribute to helping companies operating in the retail industry adapt to 
 the changed market conditions under the influence of the pandemic, where shoppers' shopping 
 habits  are  changing.  The  report  will  also  help  to  identify  aspects  of  e-commerce  that  are 
 important for the client, according to which companies can build their strategy in such a way in 
 order to meet the needs of the client. 


The research consists of two parts qualitative and quantitative research, and the collected 
 data is primary data.  The implementation of more than one research method helps to present a 
 broad image of the research (Greener, 2008). Mixed-methods research allows comparing the 
 results in order to determine the points of divergence and convergence (Saunders, Lewis, & 


Thornhill, 2016). Qualitative research is an unstructured, primarily exploratory design based on 
 small samples, intended to provide insight and understanding (Malhotra & Birks, 2007). The 
 quantitative research method is based on quantity or, in other words, how many people behave 
 in  a  particular  way  (Krishnaswami  &  Satyaprasad,  2010)  Part  of  the  qualitative  research 
 includes semi-structured expert interviews in the market of supermarkets and clothing stores 
 with  the  aim  to  determine  pandemic  influenced  environment  with  which  the  retail  industry 
 encountered. As for the quantitative research, the data is collected by means of the online survey 
 questionnaire.  


3.1. Expert interview 


For the study, two interviews with experts took place. The first interview was organized 
 with the Chief Financial Officer of the “Retail Group Azerbaijan” Company. The representative 
 of “RGA” has overall more than 20 years of experience in various companies in Azerbaijan as 
 a leading marketing specialist, business analyst, and other roles in the fashion industry. The 
 second interview was with the Procurement director of “Bravo Supermarket Azerbaijan.” The 
 interviewee  has  a  long  career  as  a  store  administrator,  merchandiser,  and  sales  specialist  in 
 various retail areas. In addition, the participant has experience in conducting small businesses 
 in the fashion industry. Both interviews were organized via the online applications “Zoom” and 


“Teams,” each of the interviews took approximately 30 minutes. Initial lists of questions were 
conducted  considering  the  specific  aspects  of  grocery  and  clothing  markets  and  pandemic-
influenced market conditions (Appendix 1).  



(36)During the interview, as the conversation was progressing, additional questions were asked 
 with  the  aim  to  accurately  understand  the  answer  or  dive  deeper  into  the  topic.  After  the 
 interviews,  all  the  collected  data  was  coded  using  MAXQDA  software  and  categorized. 


Encoding quality data makes it easier to interpret information obtained from interviews. It also 
 helps to better analyse and summarize the results of the entire interview. The interviews touched 
 on such topics as the general impact of the pandemic to grocery and apparel markets, online 
 shops,  product  assortment,  changed  numbers  in  sales  and  respectively  in  profit,  delivery 
 services,  issues  with  which  customers  encountered,  marketing  strategies,  and  additional 
 services. The topics were discussed from the perspective of consumers’ behaviour and shopping 
 habits.  


3.2. Questionnaire design & sampling 


The questionnaire consisted of three parts and was designed in two languages, Azerbaijani, 
 as the research is targeted to study shopping habits in Azerbaijan and in English. The first part 
 includes demographics-related questions such as Gender, Age, Occupation, and income group. 


The  second  part  is  related  to  the  shopping  habits  of  consumers  due  to  pandemics.  The  part 
 consists of eight questions. Questions "Thinking about your everyday life, since the COVID-
 19  pandemic, have you made any changes to your general lifestyle?", "For which products did 
 you spend more than usual on due to the COVID-19 pandemic?", "For which products and 
 services did you spend less than usual on due to the COVID-19/coronavirus pandemic?", "Have 
 you already reduced your spend on day-to-day in-store purchases due to the coronavirus?" and 


"How often did you start using e-commerce to purchase products which normally bought instore 
 due to coronavirus?" were retrieved from the study "Coronavirus: impact on the retail industry 
 worldwide" provided by Statista (2020). Following two questions were used to determine the 
 usage of online shops among Azerbaijanis "Thinking ahead to the future, do you plan to do 
 more shopping online thank you are doing today?" and "Compared to the amount of online 
 shopping you did prior to the coronavirus (COVID-19) outbreak, would you say, you have been 
 doing more, less, or about the same amount of shopping online?" (GetFeedback, Inc., n.d.). 


With the aim to determine food preferences during the lockdown, the question "Indicate the 
 food items, from a list, you buy more, less or the same during the lockdown than in normal 
 times" was asked (Lagunaa, Fiszmana, Puertaa, Chayab, & Tárregaa, 2020). The list of foods 
 was determined according to the data gathered from the interview with the representative of the 


"Bravo" supermarket chain in Azerbaijan.  



(37)The  last  part  of  the  questionnaire  is  dedicated  to  the  perception  of  online  shops  by 
 consumers in Azerbaijan. The part consists of 25 items which divided into seven categories: 


"Access  convenience,"  "Search  convenience,"  "Evaluation  convenience,"  "Transaction 
 convenience,"  "Possession  convenience,"  "Post-purchase  convenience,"  and  "Behavioural 
 intentions" (Jiang, Yang, & Jun, 2013). 


The study is aimed to reveal the changed shopping habits of Azerbaijanis. According to The 
 State Statistical Committee of the Republic of Azerbaijan, for the year 2020, the population of 
 the  country  is  ten  million  (The  State  Statistical  Committee  of  the  Republic  of  Azerbaijan  , 
 2020). The sample size for the population was calculated with 8% of margin error, 99% of 
 confidence  level,  and  50%  of  response  distribution.  Considering  mentioned  attributes,  the 
 sample size of 260 has been calculated. In order to gather the data, convenience sampling was 
 chosen. The convenience sampling method allows to easily reach the respondents via the most 
 approachable  channels  (Saunders,  Lewis,  &  Thornhill,  Research  Methods  for  Business 
 Students,  2016),  which  is  quite  useful  considering  the  circumstances  that  arise  with  the 
 pandemic situation. The questionnaires were distributed by means of various channels such as 
 Facebook groups, Instagram influencers, friends, and family members. The full version of the 
 questionnaire can be seen in Appendix 4. 


3.3. Pilot test and Data collection 


Pilot testing is aimed to identify and correct the problems that exist in the questionnaire by 
 testing it on a small sample of respondents. It is best to be done by personal interview in order 
 to  be  able  to  observe  the  attitude  and  reaction  of  the  respondents.  Testing  is  carried  out 
 particularly to check the wording, question content, layout, question difficulty, instruction, and 
 sequence (Malhotra & Birks, 2007).  


The  pilot  test  was  conducted  among  ten  respondents;  five  respondents  tested  the 
questionnaire  in  the  Azerbaijani  language  and  the  other  five  respondents  in  the  English 
language. Respondents were given the tasks to test whether there is wording confusion, the 
logical sequence of the questions, the appropriateness and usefulness of the instructions, and to 
test  the  layout  both  on  mobile  phones  and  computers.  Overall,  the  feedbacks  were  positive 
towards  questionnaires  in  both  languages.  However,  the  questions  about  either  respondents 
spent more or less money on particular products created confusion because, in the sequence, 
questions are next to each other. Due to that, “more” and “less” words were written with “caps 



(38)lock” so that participants can clearly distinguish between questions and give an answer in the 
 correct way.  


After  the  completion  of  the  pilot  test,  the  collection  of  responses  began.  To  collect 
 responses, the online platform “Google Forms” was used. In total, 264 responses were collected 
 in the period from 10th to 24th February 2021.  


3.4. Questionnaire  


In order to analyse the collected data from the online survey, and to interpret the results, the 
 SPSS  Statistics  software  was  used.  During  the  analysis,  such  methods  were  used  as  mean 
 calculation, reliability analysis (Cronbach's alpha), correlation and regression analyses.   


Cronbach's alpha is a measure of test reliability, measured as internal consistency, or point-
 by-point uniformity of test results. Cronbach’s alpha is an estimator of test  reliability that is 
 suitable for use in single applications of a test, typically in cross-sectional designs. Given a test 
 composed  of p items,  Cronbach’s  alpha  assumes  that  all  items  are  equivalent  test  units  and 
 corresponds  to  the  reliability  of  the  full  test  computed  by  extending  the  properties  of  one 
 unit p times (Tavakol & Dennick, 2011).  


Correlation analysis is a statistical method of studying the relationship between two or more 
 random  variables.  As  random  variables  in  empirical  studies  are  the  values  of  variables, 
 measured  properties  of  the  objects  of  observation.  The  essence  of  correlation  analysis  is  to 
 calculate the correlation coefficients. Correlation coefficients can take, as a rule, positive and 
 negative values. The sign of the correlation coefficient allows one to interpret the direction of 
 the bond, and the absolute value - the strength of the bond. 


Regression analysis is a technique for examining the statistical relationship between one 
 quantitative  dependent  variable  on  one  or  more  quantitative  independent  variables.  The 
 dependent variable in regression analysis is called the resulting variable, and the variable factors 
 are called predictors or explanatory variables. 


Regression  analysis  is  very  closely  related  to  correlation  analysis.  Correlation  analysis 
 examines  the  direction  and  closeness  of  the  relationship  between  quantitative  variables.  In 
 regression analysis, the form of the relationship between quantitative variables is investigated. 


Those.  in  fact,  both  methods  study  the  same  relationship,  but  from  different  angles,  and 
complement  each  other.  In  practice,  correlation  analysis  is  performed  before  regression 



(39)analysis. After proving the existence of a relationship by the method of correlation analysis, 
 you can express the form of this relationship using regression analysis (Cohen, Cohen, West, 


& Aiken, 2003). 
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