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Abstract

Shopping patterns of customers in South Africa since the outbreak of COVID-19 has shifted
in more ways than one way. For instance, where and when consumers purchase household
items. Because of COVID-19, many consumers continue to reassess their shopping
preferences and behaviour. This research aims to determine the switching behaviour of
consumers in Cape Town concerning the choices of retail outlets for groceries and
household items. To date especially given the novelty of COVID-19 and the unprecedented
lockdowns, the factors informing consumers' choices and the resultant behaviours remain
largely unknown. The research opens the opportunity for further research into the
phenomena that the pandemic has revealed. Also, the research adds to the body of
knowledge of switching behaviour within the retail industry. The dissertation adopts the
Theory of Planned Behaviour as a conceptual framework for the research. To more
realistically test the effect of independent variables on the dependent variable (change in a
retail outlet), the moderating effects of gender were also investigated. A survey design in
which 158 respondents participated in the study was conducted. Quantitative data collection
using a questionnaire was employed using Google Forms to comply with social distancing
requirements and limit the possible transmission of COVID-19 between researcher and
participants and among participants themselves if pen and paper questionnaires were used.
Furthermore, several data analalytic tehcniques were used, namely, multiple regression,
multinominal regression, factor analysis in addition to basic descriptive statistics and the
ANOVA statistical technique. The results reveal a shift from large retail chains to online
stores for both grocery and household goods. Education was found to be a huge factor in
consumer decision-making. Consumers with higher levels of education seemed to have
shown the most variance in consumer choice. Furthermore, gender was found not to be a
moderating variable for consumer switching behaviour.

Keywords: Consumer behaviour, Consumer switching behaviour, Retailing, Retail channels,
COVID-19.
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CHAPTER 1:
INTRODUCTION

1.1. Introduction and Background to the Study
Consumers decide what to buy and where (Cummins, Findlay, Petticrew & Sparks, 2007;
Valaskova, 2015). These decisions are informed by various factors, from exogenous
variables, such as culture, price, retailer and product availability, to endogenous variables,
such as individual taste, attitudes, and brand preference (Westbrook, Angus, Robles,
MacKinnon & Singal, 2021). Because of COVID-19, some of these decisions have changed
how consumers decide to shop for their grocery and household items. Thus, the onset of
COVID-19 has altered consumers' shopping patterns.

Since the Corona Virus Disease (COVID-19) pandemic, shopping patterns of retail
customers in South Africa have significantly changed. One noticeable change in behaviour
among South African shoppers is their choice of retail outlet for food and household items. In
pre–COVID-19 shopping, big supermarket chains and malls were the preferred choices for
many consumers. However, because of COVID-19 and the lockdown restrictions, shoppers
have since switched to online and small neighbourhood convenience shops. For instance,
foot traffic in shopping malls has declined by 56 per cent (Business Insider, 2020; Smidt &
Maiguira, 2020). Initially, the lockdown and social distancing restrictions could explain this
switching behaviour; but even after the progressive relaxation of lockdown rules, evidence
suggests that a significant proportion of retail customers have entirely switched to online
outlets and local convenience stores (Business Insider, 2020). It is, therefore, opportune for
this study to investigate which factors most influence retail customers' switching behaviour.
This research aims to determine the switching behaviour of consumers in Cape Town
concerning the choices of retail channels for groceries and household items.

1.2.

Literature Review

1.2.1. Defining Consumer Switching Behaviour

Understanding consumer switching behaviour requires understanding the elements of
consumer switching behaviour. Switching behaviour is of great significance to marketers

1
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where attention has been given conceptualising switching behaviour. Defining consumer
switching behaviour has been done in several ways.
For this study, consumer switching behaviour will be defined as consumers' forsaking a
product or service partially or totally favouring an alternative product or retailer.

1.2.2. Customer Motivations for Switching Behaviour

There are triggers that aid in the development of switching behaviour. A trigger can be
identified as points of interest that cast concentrated energy for further action by the
customer (Gustafsson, Johnson & Roos, 2005; Gee, Coates & Nicholson, 2008). Three types
of switching behaviour triggers were identified that apply in most current circumstances
(Roos et al., 2004; Gie et al., 2008). In the following sections, these triggers are explained.

i.

Influential Triggers are described as factors that have a strong bearing on consumer
behaviour and how their actions will prevail, typically categorised as competitor driven
reasons (Gee et al.., 2008). There are two prominent influential triggers, prices and
competitors' actions. In terms of price, unfavourable price perceptions of consumers
often lead to consumers switching retailers or certain brands perceived to be
expensive or unfairly priced. Competitor actions and retail competitiveness are
critical, especially with recent events within the global and local economy. Marketing
actions undertaken by an organisation are aligned with that what the customer
expects in their shopping experience.

ii.

Situational Triggers relates to changes in consumers' personal life circumstances.
In this regard, a situational trigger is not necessarily related to the service provider
(Gee et al.., 2008). For instance, A family of four becomes a family of two due to
children moving out. That is a demographic change in the family. When COVID-29 hit
globally, consumers' pockets were negatively affected by having less disposable
income, especially those vulnerable before the outbreak in South Africa.

iii.

Reactional Triggers are described as triggers that can occur in the exchange
between customers and service providers. This trigger does have immediate
relevance to the service provider, but it does not exclude that a combination of other
triggers can be involved. For example, dissatisfaction becomes a reality when
customers do not feel their needs and expectations are met during their experience
with a service provider. The dissatisfaction of a customer can cause the customer to
exit the relationship in an attempt to solve their problem (Hirschman, 1970).

2
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1.2.3. Switching Behaviour Typologies

Switching behaviour is classified into external switching and internal switching (Roos et al..,
2004). However, it is essential to note that the overall evaluation of factors that trigger
switching behaviour determines the decision ultimately decided by the customers on whether
to end the relationship or not with the product/ service provider.

i.

External Switching: Signifies the end of one relationship and the beginning of a new
relationship with a service provider. External switching is known as switching between
service providers, creating either a partial or total switch. This switch can be
categorised as voluntary or involuntary(Wieringa & Verhoef, 2007).

ii.

Internal Switching: This type of switching is most common in non-competitive
industries, and there are no alternatives for the consumer to switch between, so the
consumer ultimately expresses their frustration in other methods (Roos et al.., 2004;
Gee et al.., 2008; & Nimako & Ntim, 2015). Internal switching is done when external
switching is not an option, and the customer could react internally to a change in
behaviour.

1.2.4. COVID-19 and Switching behaviour in the retail sector in SA

Fabius et al. (2020) further explain that consumers' behaviour is not linear. The customer's
intention to switch is highly relative to their new experiences and the satisfaction derived from
those experiences. Before the onset of COVID-19, the state of South Africa was already in
an economic recession (Frederick, Hattingh, Ramlakan & Spies, 2020). The negative effect
of the lockdown that ensued in South Africa caused a complete disruption. The shift in
consumer behaviour was evident already in early 2020, with stockpiling behaviours
demonstrated by consumers. Before COVID-19, many consumers shopped in-stores.
COVID-19 has altered consumers' shopping patterns. Approximately 79 per cent of
consumers in South Africa have tried a new way of shopping where many intend to stick with
their new method (Frederick et al., 2020). The latter indicates that there has been a
significant shift. The various retail channels in which customers can use to do their shopping
is not a new phenomenon. At the onset of COVID-19, for instance, many resorted to online
shopping to avoid queues, save on time, and limit contact (Prasad & Srivastava, 2021).
Additionally, the need to lessen in-person contact when shopping combined with health
concerns from customers has forced the desire to seek consumers to get their goods through
another means (Pantano et al., 2020).
3

http://etd.uwc.ac.za/

The use of omnichannel by retailers became vital as many brick and mortar stores were
closed due to restrictions. As a result, there was a complete disruption in the supply chain
with continued bottlenecks (Frederick et al., 2020). Customers' shopping behaviour shifted
with retailers and manufacturers trying to keep up with the shift and demand. Consequently,
retailers must assess these new behaviour patterns to formulate effective strategies. Notably,
consumer switching of retail channels in South Africa has been noted quite significantly ever
since the enactment of the lockdown. Whether the customer has completely or partially
switched between a brand or retail channels, consumer behaviour changes continue to
evolve.

Moreover, the changes linked with the triggers described earlier include a change in income
available, decreasing impulse purchases, and fewer trips to the shops (Euromonitor, 2020;
Frederick et al., 2020). Additionally, predominantly influential and situational triggers have a
role in this current phenomenon that COVID-19 has caused. For instance, discretionary
spending remains passive because South Africans' income is still not stable and attempting
to save money wherever possible. Additionally, about 41 per cent of consumers indicate they
have been affected personally by job losses since the onset of COVID-9 in South Africa
(Maggs, 2020). Euromonitor's (2020) report revealed that the interest in e-commerce has
subsequently also surged despite the somewhat low base of 1.9 per cent of retailing in South
Africa. However, the e-commerce channel in South Africa remains strained to keep up with
continuous demand and limited access to lower-income groups.

1.2.5. Theories Explaining Switching Behaviour

It was instructive to consult the various theories explaining switching behaviour to explain the
switching behaviour described in the preceding section. Numerous theories explain switching
behaviour and the associated switching behaviour process. In total, there are 11 most-cited
theories (Nimako, 2012). This study considered three theories (i.e. the Model of Consumers
Service Switching Behaviour (Morgan & Dev, 1994), the Catalytic Switching Model (Roos,
1999), and The Theory of Planned Behaviour (Ajzen, 2002) to be relevant to understanding
the retail industry in South Africa for the following reasons:

4
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1.2.6. Justification for selecting models for model for this research

i.

These three theories are based on the fact that they identify triggers that create the
intention to switch.

ii.

These triggers all align with common determinants as to why consumers switch
between products or service providers.

iii.

These are the Model of Consumers Service Switching Behaviour (Morgan & Dev,
1994), the Catalytic Switching Model (Roos, 1999), and The Theory of Planned
Behaviour (Ajzen, 2002; Farah, 2017).

1.3.

Theoretical Framework: Theory of planned behaviour

The skeletal of the theoretical framework can be broken down into attitude, subjective norms
and perceived behavioural control. These constructs all determine the intention of the
individual, which subsequently generates the behavioural action (Ajzen, 2002, Habullah,
Mhajar and Salleh, 2014, Farah, 2017). Therefore, in the context of an individual, we can
break down the different constructs of the Theory of Planned Behaviour (TPB). Firstly,
attitude can be classified as a trait derived from various interactions leaving a distinct
individual perspective. Secondly, subjective norms are highly influenced by pressures
experienced in an individual's social environment, whether with family or friends.

Furthermore, it is important to understand that significant others in an individual's life
influence the various decisions made and set the standard and respective expectations for
that person. Lastly, perceived behavioural control deals with the individual's perceptions in
completing a particular behaviour in any specific circumstance. In addition, the intention to
switch becomes superior when it is believed the appropriate amount of opportunities and
resources is available to act out the intention. Therefore, it is important to note that these
constructs should be more favourable for the individual to act out intention (Ajzen, 2002).

1.3.1. Selection and Justification of the Conceptual Framework for this study

The theory of planned behaviour is well known for its versatility in research. Therefore, TPB
will be adopted in this study for the primary purposes that are the most cited theoretical
framework, ease of use; a questionnaire is available to adapt and use. Furthermore, there is
the opportunity to replicate this study based on the parameters being adapted from
previously reviewed research.
5
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Behavioural
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Attitude

Normative
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Subjective
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Control
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Intention

Perceived
Behavioural
Control

Behaviour

Actual
behavioural
control

Figure 1.2: Theory of Planned behaviour

Source: Ajzen (2002)

1.4. The development of the research gap, problem statement, research
question, respective hypotheses and the research objectives
The world is grappling with the effects of COVID-19. This has forced businesses to reshape
and adapt to the changes as a result of Covid-19. Retailers, therefore, have to adapt their
strategies to consider consumers' needs and behaviour in a 'new normal' post-COVID-19
environment (Nielsen, 2020). Currently, there are still very few studies that identify the
switching behaviour of South African retail consumers since the onset of COVID-19 (Zwanka
& Buff, 2020, Nielsen, 2020, Sheth, 2020, Rifkin, 2020, Grimmelt, Kim, Robinson, Lu,
Mayank, Ortega and Yamkawa, 2020).

1.4.1. Problem Statement

In line with the above-mentioned research gap, the problem statement of this dissertation is
stated to read:
Although it can clearly be identified that there is a switch among consumers' choice of
retail outlets, there is no clear understanding as to which individual factors influence
this behaviour change.

6
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1.4.2. Research Question

The research question for the dissertation is, therefore, formulated as follows:
Which individual factors most influenced consumers' switching behaviour with respect
to the different choices of retail channels in Cape Town since the onset of COVID-19?

1.4.3. Hypotheses

Considering that the theoretical framework underpinning the study is the TPB, the
hypotheses are formulated to read:
H1 :

There is a positive relationship between a customers' attitude toward switching and

their switching intention in the context of retail outlets.
H2 :

There is a positive relationship between customers' subjective norms toward

switching and their switching intention in the context of retail outlets.
H3 :

There is a positive relationship between customers' PBC over switching and their

switching intention in the context of retail outlets
H4 :

There is a positive relationship between customers' switching intention and their

switching of retail outlets.
H5 :

Customers' gender moderates the relationship between customers' switching

intention and their switching of retail outlets.

Attitude
H1

Subjective Norms

H2

Intention to Switch

Switching Behaviour

H4

H5

H3

Perceived
Behavioural Control

Gender

Figure 1.1: Hypotheses based on a conceptual framework
Source: Ajzen (2002)
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1.4.4. Research Objectives

The research objectives of this dissertation are to:

i.

To investigate the attitude consumers have towards retail outlets post COVID-

19.

ii.

To determine the level of influence important people have in the consumers'

decision to switch retail outlets.

iii.

To examine the extent consumers have switched between retail outlets.

iv.

To determine the extent demographics such as gender moderates the

intention to switch retail outlets.

1.5. Chapter outline of the dissertation
The research will adopt a 5-chapter dissertation that gives an overview and discussion on all
aspects of the research.

i.

Chapter 1 includes the introduction to the research but also a coherent background
of the topic. The chapter will also incorporate the research problem, research
questions, research objectives, and the research design. Further on from that, the
research is outlined by a conceptual framework.

ii.

Chapter 2 reviews the literature that exists on the topic and the themes associated.
The literature discusses consumer switching, what causes consumer switching and
the relevant theories on consumer switching, which ultimately aids the research's
conceptual framework.

iii.

Chapter 3 outlines the study's strategy and design employed. Moreover, an
evaluation is done of the research's methodology in its entirety, including sampling,
data collection, and analysis.

iv.

Chapter 4 incorporates the analysis of the study's results with an in-depth discussion
of the data gathered and the concluded findings.

v.

Chapter

5

concludes

the

study

in

its

entirety.

Furthermore,

relevant

recommendations for other researchers and gaps for future studies are identified.
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1.6. Conclusion
This chapter outlined the necessary context and background to the study, which sets the
rationale behind carrying out the research. The research set out to investigate what factors
were most influential in causing customers to switch since the onset of COVID-19.
Furthermore, considering the research questions at hand, it was decided that the research
will be underpinned and derived from an existing theoretical framework that governs the
intentions for the study, ultimately enhancing the reliability and validity aspect. With that
being said, the hypotheses which aided the formulation of the research objectives was listed.
Moreover, the research will take the structure of a five-chapter dissertation to outline, analyse
and discuss the topic at hand.

9
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CHAPTER 2:
LITERATURE REVIEW

2.1. Introduction

This chapter reviews the literature related to post COVID-19 retail customers' switching
behaviour. This includes defining consumer switching behaviour, the triggers associated with
consumer switching, typologies and the theories underpinning consumer switching.
Furthermore, the chapter discusses how COVID-19 has influenced much switching
behaviour in the South African retail environment.

2.2. Defining Consumer Switching Behaviour

According to Nimako (2012), consumer switching is "a process by which a consumer
abandons their relationship with a current service or product provider and then replaces it
with a competitor." Such a switch can either be partial or complete (Stewart, 1998; Van der
Merwe, 2015). The switch is complete when the entire relationship is severed and starts
using the old service/ product providers competitor (East, Wright & Vanheule, 2008, Huang &
Hsieh, 2012). However, the authors further explain that partial switching is when the
consumers use products from typical service /product providers and products or services
from the competition. Furthermore, it is noted that partial switching can be due to a life
change with the consumer, where a different version, the alternative product, is necessitated
(Van De Merwe, 2015). In agreement, Nimako and Nyame (2015) define consumer switching
behaviour as an action by the consumer to switch totally to a new service provider. This is in
line with Bhatt (2018), who argues that consumer switching behaviour is a complete or total
shift from one product to another and is akin to brand switching. In contrast, authors
Suryawardani and Wulandari (2020) describe switching behaviour as when the loyalty of the
customer is switched from one product or service provider to another.

Understanding the elements of consumer switching behaviour is of great significance to
marketers. As such, much research attention has been placed on conceptualising switching
behaviour. Over the years, however, marketers' understanding of consumer switching
behaviour has been evolving. Initially, switching behaviour was viewed as simply a product
switch (Keaveny, 1995); more recent conceptual frames allude to switching behaviour as
10
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going beyond just product, but more towards a change in customers' total experience and
shifts in their relationship with brands and retailers supporting these brands (Bhatt, 2018;
Nimako, 2012). Table 2.1 below analyses the various evolving definitions of consumer
switching.

Table 2.1: Consumer switching behaviour definitions
Consumer switching definition
Customer switching behaviour occurs when customers leave their
original service provider for service from another.

Source
Keaveny (1995)

A dynamic process that develops over a particular time and results in a
relationship ending.

Benjou and Palmer (1998)
and Stewart (1998)

A negative outcome of the buyer decision-making process and then
implementation of the decision regarding a specific product or service

Keaveny and Partharathy
(2001)

Customer switching incurred by buyers for stop transaction
relationships and initiating a new relationship with some other business

Oyeniyi and Abiodun
(2010)

In terms of retreat and the relationship ending, which show the
representation of a decision made by a customer not to buy product or
services offered by a particular organisation

Zikiene (2012)

A process by which the consumer abandons his/her relationship with a
current service/ product provider and replaces it with a competition
partially or entirely for a given period.

Nimako (2012)

Consumers' decision to purchase a product of a brand is different from
that previously or usually purchased. Otherwise known as Brand
Switching

Bhatt (2018)

Table 2.1 highlights that switching behaviour relates to the action carried out by the
consumer. This has two main elements: (a) the ending of one relationship with a retailer or
service provider and (b) the beginning of a new relationship with another. For this study,
consumer switching behaviour will be defined as consumers' forsaking a product or service
partially or totally favouring an alternative product or retailer.

2.3. Customer Motivations for Switching Behaviour

Switching behaviours are triggered by many factors, also known as triggers. A trigger is a
factor or event that changes the basis of a relationship. In otherward, they are points of
interest that cast concentrated energy for further action by the customer(Gustafsson,
Johnson & Roos, 2005; Gee, Coates & Nicholson, 2008).
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Roos et al. (2004) identify three types of switching behaviour triggers: influential triggers,
situational triggers, and reactional triggers, similarly does Gee et al. (2008). Figure 2.1 below
demonstrates the triggers as they are applicable most relevant and potentially applicable in
recent times.

Figure 2.1: Motivations for switching behaviour
Source: Researchers own construct

In the following sections, these triggers are explained.

2.3.1. Influential Triggers

Influential triggers are described as factors that have a strong bearing on consumer
behaviour and how their actions will prevail, typically categorised as competitor driven
reasons (Gee et al., 2008). In addition, influential triggers are related to the competitive
environment where increasing efforts from the competitors are evident (i.e. increased
advertising activity) to gain more market share. In addition, the efforts to increase market
share comprise the most common influential trigger (Roos et al., 2004; Gee et al., 2008). To
illustrate the effect of increased marketing activity, Proctor and Gamble is a case in point.
The firm lost market share, from 50 per cent to just above 20 per cent, of their shampoo due
to decreased efforts in marketing. This demonstrates that effective and high marketing efforts
aid in the success and communication of a product or service.
12
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This is how customers learn to recognise and build a relationship with the product or service
provider (Bloom & Kotler, 1975). There are two prominent, influential trigger prices and
competitors' actions, described below. Furthermore, the motivation of a customer to switch is
derived from their level of satisfaction; however, a customer may vary in the extent they are
willing or able to switch (Rego & Morgan, 2013).

2.3.1.1. Price

Price is what consumers pay to acquire a product or service. In economic terms, price is the
outlay from a customer to engage in a transaction (Litchenstein, Ridgeway & Netemeyer,
1993). It is important to note that knowledge and experience play a role in how customers
process pricing information (Keller, 2013). Customers might not recall accurate pricing, but it
is more so the range used as a reference point for various product categories (Kotler &
Keller, 2016). Several studies show that price significantly impacts switching behaviour
(Stewart, 1998; Colgate & Hedge, 2001; Ghouri, Siddqui, Shaikh, Alam, 2010; Kaur &
Mahajan, 2012) is a major determinant of switching behaviour. It is for this reason that higher
prices often leads to switching behaviour. The effect of products that originate from China is
one of significance. Engordio (2004); Kinney, Ridgeway and Monroe (2012) discuss the
hostile relationship between a high price and the likelihood of a purchase, given that
everything else remains constant. Sarwar, Azam, Haque and Nikhashemi (2013) actively
demonstrates a positive relationship between price and consumers' perceptions towards
buying Chinese products. From the consumer's perspective, price sensitivity has played a
role in how China positioned itself in consumers' minds (Kotler & Keller, 2016). For instance,
their products are generally perceived as more affordable as they are comparatively cheaper
than any other country's products. China has demonstrated low price strategies with their
products in the market, allowing a significant gain in market share (Sarwar et al., 2013). With
that being said, many businesses are subsequently forced to lower their prices to compete;
otherwise, they risk losing their customers despite the cost of manufacturing.

Price perceptions can be negative or positive. It is negative when identified as a sacrifice and
positive when it is a cue of higher quality. Unfavourable price perceptions of consumers often
lead to consumers switching retailers or certain brands perceived to be expensive or unfairly
priced. If the seller's price is received to be above the normal average of price levels, the
buyer's perception of the seller's price is deemed to be unfavourable. For instance,
customers see a new price tag that compares it to a reference point price tag. Additionally,
seeing a cheaper product on the market and subsequently using the cheaper product as a
price point reference when reviewing higher quality brands.
13
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Table 2.2: Influence of pricing
Unfavourable
price
perceptions
Price increase

Description

Example

Price influences customer loyalty, which
drives the customer's intention to switch
(Keaveny,
1995).
This
potentially
increases
the
probability
of
the
customer's intention to switch (Ghouri et
al., 2010). That is, this will cause the
customer to seek a lower price
elsewhere.

Deceptive pricing

Pricing is a tool that can attract customers
to the retail store (Novixoxo, Kumi,
Anning & Darko, 2018). However,
deceptive pricing directly impacts the
customer's intention to switch as they
were lured under false pretences
(Keaveny, 1995; Clemes, Gan & Zheng,
2008).
This can limit the extent to which repeat
purchases occur as the prices are not
higher than what the customer expects to
pay (Novixoxo et al., 2018). This can
negatively affect a transaction taking
place.

If the price increase is unexpected after
paying a stable price for some time, this
will cause the customer to re-evaluate their
choice of the supplier as the price is higher
than expected. For instance, the price of
shampoo has gone up in Clicks that no
longer fits within the customer budget.
Therefore, the customer will seek a
Shampoo that does.
This can be illustrated when a business
charges more than the advertised price;
advertising products are falsely on sale.
This can also be attributed to promotions
and the policies around those promotions

High prices

An example could be that essential
commodity items such as bread, milk and
eggs all have a benchmark price
customers refer to. Therefore, if a retailer
sells at a higher price, this will negatively
impact the experience and prevent
customer retention.

2.3.1.2. Competitor actions

The competition that exists within retail markets is the core of existence for firms, and the
ability to strategise effectively allows the going concern of any organisation. Firms need to be
flexible and able to adjust strategies based on market reactions. The effective use of Porter's
five forces in this regard assists any firm in planning and forming an appropriate response at
the market level (Porter 1985). Porter (2008) further elaborates on how the concept of
competitive advantage remains significant considering that competitive advantage is the
advantage held over competitors; by offering customers greater value through lower pricing
or more excellent service, product benefits that justify the higher price. Similarly, Ryu (2018)
acknowledges that competitive advantage is a gain when few firms engage in similar actions
with economic value.

The relevance of Porter's five forces within the context of switching behaviour is in terms of
the response and bargaining power of the buyer, the customer. When buyers can switch with
limited switching costs, this becomes threatening as it means the customer is less
apprehensive about switching over to a new product or service provider through the
14

http://etd.uwc.ac.za/

attraction of lower prices and better quality (Nashiruddin, 2019; Mugo, 2020). Furthermore,
the power of the buyer's level to demand is stronger when the bargaining power is strong.
Therefore, consumers are in the position to demand lower pricing or better quality. However,
the Porter five forces can have both a positive and negative relationship dependent on rival
resources. That is, high customer switching capability intensified strong market rivalry (Mugo,
2020).

Competitiveness in the retail space is critical, especially with recent global and local
economy events. Therefore, an organisation must revisit their business models, target
market and review solutions and customer experiences rather than just being different
through being the cheapest (Brujil, 2018). Furthermore, marketing actions undertaken by an
organisation are to align with what the customer expects in their shopping experience.

i.

Convenience: is an important aspect of the consumer's intention on where to shop;
convenience can be linked-to availability online, ease of shopping or service,
otherwise, location of the service or product provider. Therefore, any product or
service provider needs to be accessible for the consumer as inconvenience triggers
switching behaviour (Keaveney, 1995).

ii.

Time: the amount of time that the customer spends to engage with the product or
service provider. The lockdown that ensued in South Africa and the growing interest
in shopping online only catapulted the online retail sphere, which, in turn, caused
prolonged behavioural changes in consumers (The media online, 2020). Moreover,
29 per cent of South Africans have been shopping more since the lockdown online
(Nielsen, 2020). The importance of an online channel for customers to shop from
shows the significant impact of retailers extending their offering to more than just a
brick and mortar store.

iii.

Accessibility: In turn, allowing increased accessibility for their consumers. Authors
Pookulangara, Hawley & Xiao (2011) explain that retailers need to offer the same
kind of shopping experience across all channels to retain customers to take place. It
is important to note that inconvenience comprises the most common influential trigger
(Roos, Edvardsson & Gustafsson, 2004).

iv.

Advertising and promotions: Ultimately, advertising actions that any organisation
undertakes are to enhance the reputation of the service or product provider (Ghouri et
al., 2004). Otherwise, as a tool to increase sales, communicate to the customer about
the product or service. The purpose of advertising can be demonstrated by the AIDA
(Attention, Interest, Desire and Action) principle (Rawal, 2013; Ghirvu, 2013;
Rehman, Nawaz, Ilyas & Hyder, 2014). A more recent example illustrating the AIDA
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principle would be Shoprite's group division "Checkers Sixty 60". The organisations
draw attention by placing advertisements in unexpected places and situations with
disruptive, creative communication that is targeted, for instance, using their trucks as
a moving billboard. Checkers Sixty 60 further creative interest into the business
through relevant messaging to the target audience that is easy to read; a great way is
using social media and influencers with "personal stories" shared. Desire is generated
by demonstrating how customers have been looking for, whether it be the solution for
convenience or local. Action is derived by having a call to action that encourages the
customer to respond immediately, for instance, free delivery for a day or even special
promotions. Ghouri et al. (2004) describe that it is not uncommon for a firm to
struggle because the advertising is inadequate. The advertising reduces the
perceived risk and, most importantly, strengthens communication between the firm
and the customer.

2.3.2. Situational Triggers

Situational triggers are changes in consumers' personal life circumstances. In this regard, a
situational trigger is not necessarily related to the service provider (Gee et al., 2008).
Furthermore, Gustafsson et al. (2005) describe situational triggers when the offering is
altering the customer evaluation based on changes in the customers' life, which will cause
the product or service not to meet that customer's individual needs. For instance, A family of
four becomes a family of two due to children moving out. That is a demographic change in
the family. The former was concluded when consumers themselves included factors such as
demographics or changes in their work situation that trigger switching behaviour. For
example, a situational trigger can constitute a range of goods, possibly causing a partial
switching behaviour, this being when the range is too narrow, the range does not meet
customers' needs or is incorrectly labelled.

2.3.2.1. COVID-19

The impact of COVID-19 instigated a ripple effect of involuntary switching, which is described
as the outbreak of COVID-19, has caused significant drawbacks in the South African
economy, also, the many business sectors that exist within the economy. Suffice to say that
retailers are remaining afloat to operate during a nationwide lockdown; they too have been
exposed to financial strain from the effects of COVID-19.
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Regarding retailers being more essential in the bigger scheme of the pandemic, there was
the need to shift online to feed the customer mentality of stocking up and limit in-person
experiences where the customer puts themselves at risk (Zwanka & Buff, 2020).
Subsequently, consumers adapt to the "new normal", and their patterns and buying
behaviour have adapted along with them. Furthermore, consumers have developed new
habits and resorted to online retailing where many businesses were not equipped nor ready
for the shift exhibited. Moreover, consumers' pockets were negatively affected by having less
disposable income, especially those vulnerable before the outbreak in South Africa.
However, Sheth (2020) explains how habits will most likely return to normal, but certain
habits will inevitably perish as consumers find alternatives that feed into their current needs'
accessibility, affordability, and convenience.

2.3.3. Reactional Triggers

A reactional trigger is a trigger that can occur in the exchange between customers' and
service providers. Furthermore, a reactional trigger is when something out of the ordinary
happens when the customer is busy with the purchase, makes the purchase or is in the
consumption phase of the purchase. Therefore, the customer is redirected their attention to
evaluate present performance more closely (Gustafsson et al., 2005). This trigger has
immediate relevance to the service provider, but it does not exclude the possibility of other
triggers being included. Furthermore, reactional triggers relate to critical incidents that
happen in the interaction between service providers and customers. In addition, the firm's
internal ability to handle the critical incidents that may occur. If the former is not done
sufficiently, the firm has done itself an injustice as the customer was not persuaded enough
to continue the relationship.

2.3.3.1. Customer Dissatisfaction

Meeting a customer's needs and expectations is important in retaining the customer and
ultimately gaining a competitive advantage over competitors (Parasuraman et al., 1988,
Ghouri et al., 2004). Dissatisfaction becomes a reality when customers do not feel their
needs and expectations are met. When a customer is dissatisfied, the customer can exit the
relationship with the service or product provider, attempt to solve the problem or stay in the
hope's things improve (Hirschman, 1970). The attempt to solve the problem is somewhat
linked to complaint behaviour that is derived from dissatisfaction.
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Complaint behaviour is an action undertaken by an individual that involves communicating
something negative regarding the product or service to the firm marketing department,
manufacturer, or a third party (Moreira & Da Silva, 2016).

Furthermore, the negative effect of complaint behaviour is that it can be escalated beyond
word of mouth and directly to the business through third party complaints. The complaint is
expressed to external parties that are not directly involved with the offending service provider
but have influential consequences (Moreira & Da Silva, 2016).

The service quality is through the interaction of the buyer and the seller, where customers
consider not only the end outcome but the entire process of the interaction. Furthermore,
service quality is one of the main factors that affect customer retention, which leads to the
profitability of an organisation in the long term (Zeithaml et al., 1996). The service is
intangible and usually experienced simultaneously with the occurrence of production and
consumption (Ghouri et al., 2004). With service being largely intangible, the use of the
SEVQUAL model assists in the measurement of this intangible component when assessing
the level of customer satisfaction (Asubonteng, McClearly & Swan, 1996).

It is also important to mention the importance of customer satisfaction. An unsatisfied
customer can relay a negative story to more than five people eroding potential purchases
and increasing the likelihood of the consumer switching (Chinomona & Bubihlela, 2014). Kirk
and Rifkin (2020) highlight in their research of a survey done worldwide with 12 000
consumers concluded that two-thirds of the respondent's future choice in where they shop is
dependent and influence how the respective brands respond/respond to a pandemic.
Satisfaction and switching behaviour is relative. It is usually the case that a satisfied
customer will stay loyal for longer, pay less attention to competitor brands and more likely
purchase new products up for offer (Day & Bodur, 1978, Kuusik, 2007, Ningsih & Segoro,
2014). According to Roos et al. (2004) research, competition is exhibited to be expected
when comparing retail to other industries. In addition, the benchmark of customer satisfaction
against the nearest rival provides insight into the extent of the customers' motivation to switch
suppliers (Rego & Morgan, 2013).
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2.4. Switching Behaviour Typologies

Switching behaviour is classified into external switching and internal switching (Roos et al.,
2004). However, it is essential to note that the overall evaluation of factors that trigger
switching behaviour determines the decision ultimately decided by the customers on whether
to end the relationship or not with the product/ service provider.

2.4.1. External Switching

External switching is known as switching between service providers, creating either a partial
or total switch. This signifies the end of one relationship and the beginning of a new
relationship with a service provider.

This switch can be categorised as voluntary or involuntary. Involuntary switching is when the
switch is beyond the product/ service providers control and the customer's control (Vyas &
Raitani, 2013). Whereas the authors describe voluntary switching as actively choosing to
switch service/ product providers. However, whether the notion is voluntary or involuntary,
the consumer still needs to decide to switch service/product providers. Either way, switching
behaviour is the opposite of loyalty or customer retention (Wieringa & Verhoef, 2007).

Porter (1985) and Macharia (2015) explain that when a consumer decides to switch from one
brand to another, switching costs are involved, and it is not necessarily a financial implication
experienced that can make the process slightly more complicated. Financial costs can be
attributed to factors such as prices increase or the cost of travel. Non-financial costs are
related to internal triggers. For example, non-financial costs can include learning, emotional,
psychological, and elements such as time and effort (Macharia, 2015).

Switching costs are used to keep customers in relationships (Kaur & Mahajan, 2012).
Burnham, Frels and Mahajan (2003) identify three different categories of switching costs (1)
financial switching costs which mean the customer has a loss of financially quantifiable
resources (2) procedural switching costs which involve the subsequent loss of time and effort
and lastly (3) relational switching costs involving a level of discomfort psychologically or
emotional due to breaking in an existing bond. With that being said, Zikiene (2012) describes
factors that support switching behaviour and factors that repress switching behaviour.
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Furthermore, switching costs have a significant impact on the repurchase intention of a
customer as they may perceive the switching costs to be higher than expected benefits
(Ghouri et al., 2004; Kaur & Mahajan, 2012). Wieringa & Verhoef, 2007) also determine
switching costs and alternative attractiveness as significant determinants of switching
intention.

The factors that repress switching behaviour, either naturally formed or purposefully curated
by the organisation to patronise customers for as long as possible, inhibit the process of
conceiving the intention to switch. Conversely, the factors that support switching behaviour
are triggers where the customers begin to conceive their intention to switch.
These factors typically include unsatisfactory quality, response to service failure that is
unfavourable and generates poor loyalty and new value in the context of an economic crisis
(Zikiene, 2012, Nimako, 2012, Van De Merwe, 2015).

2.4.2. Internal Switching

This is done when external switching is not an option. The customer could react to a change
in behaviour internally, therefore, Roos et al. (2004) highlight the importance of focusing on
stayers, switchers, and service usage levels and focusing on and describing the reason
behind internal switching. Moreover, internal switching could mean switching internally of the
organisation or service provider. This type of switching is most common in non-competitive
industries, and there are no alternatives for the consumer to switch between, so the
consumer ultimately expresses their frustration in other methods (Roos et al., 2004; Gee et
al., 2008; & Nimako & Ntim, 2015). Internal switching can occur in the form of customers
switching their contact person to reject the service. Thus, internal switching between service
providers in turn either creates a partial switch or a total switch. However, this represents a
more kind of partial switching (Nimako, 2012).

2.5. COVID-19 and Switching behaviour in the retail sector in SA
Before COVID-19, South Africa was already experiencing an economic recession attributed
to various elements such as diminishing business and consumer confidence, weak
government finances, electricity shortages and poor industry growth (Frederick, Hattingh,
Ramlakan & Spies, 2020). The authors further reported the negative effect of the lockdown
that ensued in South Africa, a complete disruption.
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Early in 2020, the onset of COVID-19, the shift in consumer behaviour was already evident
whereby consumers were showcasing stockpiling behaviours which typically was very
different from the typical shopping patterns (Frederick et al., 2020). However, consumers
were also less sensitive to prices going up and were more willing to pay for the sharp
increase in goods in demand, such as toilet paper (Panatano, Pizzi, Scarpi & Dennis, 2020).

Since the onset, as the world was pivoting from their various lockdowns due to COVID-19,
people's lives have changed for longer (Fabius, Timelin, Kohli & Veranen, 2020). Fabius et
al. (2020) further explain that consumers' behaviour is not linear. The customer's intention to
switch is highly relative to their new experiences and the satisfaction derived from those
experiences. The various retail channels in which customers can use to do their shopping is
not a new phenomenon. For instance, at the onset of COVID-19, many resorted to online
shopping to avoid queues, save on time, and limit contact (Prasad & Srivastava, 2021).
Additionally, the need to lessen in-person contact when shopping combined with health
concerns from customers has forced the desire to seek consumers to get their goods through
another means (Pantano et al., 2020).

Before COVID-19, many consumers shopped in-stores. However, COVID-19 has altered
consumers' shopping patterns. Approximately 79 per cent of consumers in South Africa have
tried a new way of shopping, and many intend to stick with their new method (Frederick et
al., 2020). That indicates that there has been a significant shift to online shopping as many
consumers have tried new methods in completing their shopping. As a result, retailers have
very little time to strategise and catch up with new (COVID-19) consumer trends. The
author's Prasad and Srivastava (2021) elaborate further that consumer behaviour and the
intentions that are formed are vital in any circumstance, especially now that many economic
sectors have been affected.

The use of omnichannel became vital as many brick and mortar stores were closed due to
restrictions. As a result, there was a complete disruption in the supply chain with continued
bottlenecks (Frederick et al., 2020). As a result, customers' shopping behaviour shifted with
retailers and manufacturers trying to keep up with the shift and demand. In addition, a report
by Charm, Grimmelt et al. (2020) recorded that the shortages experienced during the peak of
COVID-19 forced the trial of new brands by consumers, whereby a sizable amount of these
consumers indicated they would continue to make use of these products. Consequently,
retailers must assess these new behaviour patterns to formulate effective strategies. Notably,
consumer switching of retail channels in South Africa has been noted quite significantly ever
since the enactment of the lockdown.
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The shift in shopping and consumption for consumers can be narrowed down to (a) shifting
to e-commerce platforms, (b) using shops closer to home, (c) less frequency of shopping and
bigger shopping baskets, (d) preference for trusted brands and finally, (e) shift to
sustainability (Fabius et al.,2020).

Whether the customer has completely or partially switched between a brand or retail
channels, consumer behaviour changes continue to evolve. Moreover, the changes linked
with the triggers described earlier include a change in income available, decreasing impulse
purchases, and fewer trips to the shops (Euromonitor, 2020; Frederick et al., 2020).
Additionally, predominantly influential and situational triggers have a role in this current
phenomenon that COVID-19 has caused. For instance, discretionary spending remains
passive because South Africans' income is still not stable and attempting to save money
wherever possible. Additionally, about 41 per cent of consumers indicate they have been
affected personally by job losses since the onset of COVID-9 in South Africa (Maggs, 2020).
Euromonitor's (2020) report revealed that the interest in e-commerce has subsequently also
surged despite the somewhat low base of 1.9 per cent of retailing in South Africa. However,
the e-commerce channel in South Africa remains strained to keep up with continuous
demand and limited access to lower-income groups.

2.6. Theories Explaining Switching Behaviour

To explain the switching behaviour described in the preceding section, it was instructive to
consult the various theories explaining switching behaviour. Numerous theories explain
switching behaviour and the associated switching behaviour process. In total, there are 11
most-cited theories, as listed in Table 2.3.

A content analysis of these theories is summarised in Table 2.3 below.
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Table 2.3: Theories of Switching Behaviour
Theory/Model

Main constructs

Theory of Planned Behaviour

Subjective norms, Attitude, Behavioural control

Product Importance Model-Based
Switching Model
A Model of Consumers Service Switching
Behaviour

Context, Control and Consumer

A Catalytic Switching Model
Service Provider Switching Model

The Switching Process Model
Three-Component Model of Consumer
Commitment to Service Provider
Push-Pull-Mooring Theory
General Systems Theory of Consumer
Switching
Agency Theory of Consumer Switching

Prospect Theory of Consumer Switching

Price, inconvenience, core service failure, service
encounter failure, attraction by competition, ethical
problems, involuntary switching & employee response to
service failure
Trigger, switching paths & relevant switching
determinants
Subjective norms, attitude toward switching, Behavioural
control, service quality, perceived relevance, satisfaction
& perceived switching cost
Dissatisfaction or problem, complaint, the consumer is
retaining or exit relationship
Affective commitment, normative commitment &
continuance commitment
Push factors and pull factors, moderating factors
Consumer, regulatory sub-system, feedback loop,
external environment, internal resources of a firm
Need recognition, information search and processing,
evaluation of motives for/barrier to switching, switching
action, post-switching evaluations
Aversion to risk

Source: Adapted from Nimako et al. (2012)
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Industry context

Source

Cell phones, Retail
Banking, Retail, Ecommerce
Hospitality industry

Ajzen (1981)

Many
contexts

Keaveney (1995)

service

Morgan & Dev (1994)

Telecommunications
industry
Many
service
contexts

Roos (1999b)

Retail banking

Colgate & Hedge (2001)

Auto-motive
&
beauty services
Auto-motive
&
beauty services
Hospitality industry

Bansal, Irving & Taylor (2004)

Media & Advertising

Aish, Kortam & Hassan (2008)

Financial industry

Marshall, Huan, Xu & Nam
(2011)

Bansal & Taylor (1999)

Bansal, Taylor & James (2005)
Njite, Kim & Kim (2008)

From Table 2.3, this study considered three theories (i.e., the Model of Consumers Service
Switching Behaviour (Morgan & Dev, 1994), the Catalytic Switching Model (Roos, 1999),
and The Theory of Planned Behaviour (Ajzen, 2002) to be relevant to understanding the
retail industry in South Africa for the following reasons:

2.6.1. Justification for selecting models for the model for this research

i.

These three theories are based on the fact that they identify triggers that create the
intention to switch.

ii.

These triggers all align with common determinants as to why consumers switch
between products or service providers.

iii.

These are the Model of Consumers Service Switching Behaviour (Morgan & Dev,
1994), the Catalytic Switching Model (Roos, 1999), and The Theory of Planned
Behaviour (Ajzen, 2002; Farah, 2017).

These theories are briefly discussed in sections 2.6.2, 2.6.3 and 2.6.4.

2.6.2. Model of Consumers Service Switching Behaviour

The model of consumers service switching behaviour this model is one of the earliest
frameworks explaining switching behaviour (Morgan & Dev, 1994). The model identifies
eight causal qualifications: price, inconvenience, core service failure, service encounter
failures, competition, ethical problems, and involuntary switching.
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Figure 2.2: A Model of consumers' service switching Behaviour
Source: Keaveney (1995)

Considering the above model, it is also sorely limited in a sense. It has only been
predominantly applied within these services landscape of various sectors, not necessarily
the retail sector. The Keaveny (1995) study was based on 45 diverse services in the
Northern American context, including the banking industry. This model was identified to be
very generalised (Nimako, 2012)

2.6.3. A Catalytic Switching Model

Using switching behaviours as a reference point, the idea of this model is to purposefully
create a methodology that analyses different relationships (Roos, 1999 as cited by Nimako
et al., 2012). The Switching Path Analysis (SPAT), which covers the ending of one
relationship and the start of another, is utilised within this particular model. The model
outlines three constructs defined below.
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2.6.3.1.Triggers

Triggers can be defined as the construct that inflicts the consumer to start questioning
whether they wish to switch. The situational, reactional, and influential triggers are further
described in sections 2.2.1 to 2.2.3.

2.6.3.2. Switching Path

The triggers of switching behaviour are what create the intention to switch. Therefore, the
triggers are what places the consumer on the switching path. Furthermore, Reactional
triggers tend to have more energy influence in placing customers on the switching path.

2.6.3.3. Determinants Switching Behaviour

The expression for their reason for the identified change subsequently forms the third
element, determinants of the switching behaviour. Eventually, the result of the latter can be
that the consumer either has switched partially or totally.

Furthermore, this theory or model in consumer switching behaviour has predominantly been
used within the telecommunication industry. This overall speaks to the limitation in which it
has been applied and appropriate relevance to the retail industry. Although various aspects
in the model match more applicable models in consumer switching behaviour, such as
determinants in switching behaviour and various triggers (Wieringa & Verhoef, 2007).

2.6.4. Theory of Planned Behaviour

The Theory of Planned Behaviour (TPB) argues that consumer behaviour is a function of
attitude, subjective norms, and perceived behavioural control. These three variables
determine behavioural intention, which, in turn, results in the actual behaviour (Ajzen, 2002).
Ajzen (2002), Habullah, Mhajar and Salleh (2014) and later Farah (2017) describe the TPB
constructs as follows.
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2.6.4.1. Attitude

Attitude is instinctively formed through different associations and strengths of some
characteristics concerning switching behaviour. An example of how a consumer's attitude
can lead to switching behaviour is if their attitude were to be positive of buying from a
specific retailer, it impacts their willingness to switch and purchase from the same retailer
online.

2.6.4.2. Subjective norms

Subjective norms are formed through social pressures, primarily through significant others
that could be family, friends or colleagues. The significant others influence how decisions are
made and beliefs that are formed but also dictate expectations socially. For example, if the
parents of one consumer have a negative attitude or perception towards a specific retail
channel, for instance, online, because of payment concerns. The likelihood of that attitude
will impact the consumer's decision or belief on the trustworthiness of switching to an online
shop to purchase goods.

2.6.4.3. Perceived behavioural control

This construct refers to individuals' perception regarding the level of ease or difficulty in
executing the behaviour in question. It is important to note that perceived behavioural control
can vary from situation to situation. Therefore, perceived behavioural control is typically
dependant on the circumstance. For instance, if a consumer finds the online channel to
purchase goods is complicated and not user-friendly, they are more likely to be switching
over to an "offline" version of the store.

Moreover, when consumers believe they have sufficient opportunities and the necessary
resources to switch, the intention is greater. Therefore, the more favourable the attitude,
subjective norms will result in a greater perceived control which subsequently enhances the
intent of the consumer to perform the behaviour in question (Ajzen, 2002).
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Figure 2.3: Theory of Planned behaviour
Source: Ajzen (2002)

2.6.5. Selection and Justification of the Conceptual Framework for this study

Over the years, the TPB has proved to be quite versatile and has been applied in various
settings, including the adoption of innovations (Crespo & del Bosque, 2008 & Weigel, Hazen,
Cegielski, Hall,2014) choice of schools (Goh, 2009), and switching behaviour (Farah, 2017 &
Li et al., 2020). Furthermore, it can be argued that the theory of planned behaviour is
relevant in studying consumer behaviour, where it is most applicable in the scope of
switching behaviour (Pookulangara et al., 2011; Madahi and Sukati, 2016). Therefore, the
theory of planned behaviour is the theoretical framework that will be adapted for this study
for the following reasons:

i.

Most-cited: Since the introduction of the model in 1985 by Ajzen (2002) has been a
highly cited model popular model to use in predicting human behaviour. Also, the
Theory of Planned Behaviour has shown to be more effective in predicting the factors
that influence consumers to choose between competing alternatives ( Yu, 2014).

ii.

Straightforward and easy to use: The framework is simple in its natural form and
adaptable to be applied to any scenario to predict human behaviour.

iii.

Availability of a questionnaire: Although there are no standard questionnaires
available, adaptable versions and examples can be utilised in this study. The use of
an existing questionnaire increases the likelihood of obtaining higher quality data
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which implicates the overall validity of the study positively (Hyman, Lamb & Bulmar,
2006).
iv.

Opportunity for replication study: applying the TPB in this study ensured that
validity and reliability could be enhanced in this study. Replication in studies allows
the demonstration that something is there and valid, whereas the extension allows for
the extent to which it can extend considering that replication is the heart of the typical
science model (Hubbard & Armstrong, 1994; Hubbard & Lindsay, 2002; Tsikriktsis,
2004; Mzeias & Regnier, 2007; Evan Schitzsky & Armstrong, 2009). As such, the
study replicates and extends past research, particularly that by Farah (2017).

2.7.

The development of the research gap

Retailers are grappling with the effects of COVID-19. The effects are linked to consumer
switching behaviour where the buying patterns and decisions on how customers decide to
shop have altered and do not seem to be temporary. Fabius et al. (2020) study concluded
the effects holistically that the shift in behaviour can be attributed to consumers switching to
e-commerce, consumers shopping closer to home, consumers are not shopping as much,
consumers are turning to brands they trust and the increased importance of sustainability.
Therefore, retailers must adapt their strategies to consider consumers' needs and behaviour
in a 'new normal' post-COVID-19 environment (Nielsen, 2020). This study will attempt to
determine the retail channel with which consumers are an option to shop with. For instance,
an online store, a neighbourhood store, otherwise a shopping centre or mall. Currently, there
are still very few studies that identify the switching behaviour of South African retail
consumers since the onset of COVID-19. Furthermore, there are limited studies done in a
South African context around consumer switching behaviour in the retail industry. However,
considering the increased popularity of online shopping and its importance since the onset of
COVID-19, it has become alarmingly relevant to understand the phenomena on the factors
that determine where and how consumers shop.
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2.8.

Conclusion

This chapter outlined key constructs and findings from the relevant literature. The chapter
outlined key theories on consumer switching behaviour and analysed the resultant research
gap, problem statement and research question. In the following chapter, the methodology
adopted to address the research question is discussed.
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CHAPTER 3:
RESEARCH METHODOLOGY

3.1. Introduction

This chapter presents the research methodologies issues about the study. The latter was
derived and formulated based on existing literature, which aligned with the research
question. Subsequently the research paradigm for which underpins the study was clearly
identified leading to the formulation of the research design. Furthermore, the breakdown
research instrument is indicated followed by the identification of the study’s population and
sample. The strategy in analysing the data is also indicated in Chapter 3. This chapter also
notes the appropriate ethical considerations for the research as well as the applicable
delimitations.

3.2. Research Paradigm

A paradigm can be described as a set of beliefs that deals with first principles or ultimate's
(Guba & Lincoln, 1994). Kuhn (1996) describes a paradigm as a global organising model or
theory with immense power to explain the circumstance. The positivism paradigm for this
research study is the most applicable and supports using a quantitative method that allows
for the extraction of appropriate data inherently being generalisable back into the larger
population. Furthermore, the positivism paradigm sets the guidelines and derives the rules to
be followed, but the study can be guided without these rules (Kuhn, 1996). The positivist
paradigm depends predominantly on quantifiable observations that lead to statistical
analysis (Greener, 2008). Using this specific paradigm ensures the data collected remains
reliable by looking at the data objectively and the researcher remains independent from the
study's results.
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3.3. Research Design

Research design aims to address the research problem unambiguously whereby the
appropriate evidence is obtained to address that specific research problem (Zikmund, Carr,
Griffin & Babin et al., 2009).

The study has a conclusive approach governed by descriptive research (Malholtra, 2019).
The study adopts a cross-sectional approach based on a single self-administered survey to
determine an accurate understanding of more current phenomena in real life (The switching
behaviour of consumers since COVID-19) of a population (Cape Town consumers) it seems
to be most appropriate (Malholtra, 2019; Greener, 2008 & Zikmund, 2009). Descriptive
research using a survey design allows for an enquiry into a phenomenon and the necessary
observation thereof (Kelley, Clark, Brown & Sitzia, 2003). This allows for a multi-faceted
exploration of the phenomenon through the different narratives of the respondents in the
study and supporting documentation.

3.4.Population and Sampling
3.4.1. Sampling techniques

The population for this study is identified as consumers who reside in Cape Town that use
the various types of retail channels available. In addition, determining the sample size posed
a challenge as no identified list of consumers fit within our target population. Thus, for the
purposes of this study, ideally, the sample size would be n = 300 to be drawn from the
population. The non-probability technique that the study will adopt is convenience sampling
based on the consideration that it is quite challenging to determine a list of the population.
Furthermore, convenience sampling involves collecting data specific to the study from a pool
of available respondents that are readily available to participate. There are benefits in using
this technique; more specifically, the technique is more economical, rapid & less complicated
(Zikmund,2009 & Kabir,2016).
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3.4.2. Sample size determination

In determining the sample size for this research, the following factors were considered.

i.

Budget constraints: this research is part of a master's degree. The researcher is
constrained by financial resources, as there is no supplementary funding to support a
substantial sample.

ii.

Time constraints: the time constraint associated with this research is that the
master's programme needs to be completed by 2022, limiting the extent to which the
researcher can access more participants to enlarge the sample size.

iii.

Sample sizes in past studies: Li et al. (2020) surveyed approximately 961 people in
China. Farah (2017) study concluded with a total of 515 participants banking with
identified banks in Spain.
Having a closer look into the University of the Western Cape and the typical sample
size envisaged by master students, the sample size ranges from 126 to 450
respondents (c.f., Adams, 2016; Carelse, 2017; Lombard, 2017). It is important to
note that this study will only be in one of nine provinces in South Africa. Therefore,
the study is safe to envisage a representative sample size of 300.

iv.

Data analysis techniques: The technique adopted is multinomial regression,
requiring a minimum of 150 respondents. However, the research will also use
ANOVA, Cronbach’s alpha, descriptive statistics and factor analysis.

Considering the preceding, the minimum sample size for this research will set be n = 300
respondents.

3.5. Data Collection Instrument Development

The study adopts a self-administered online survey. The study adapted questionnaires from
past studies on switching behaviour (c.f., Farah, 2017; Li et al., 2020). The questionnaire
consists of six sections, as indicated in Table 1 and further described below.
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Table 3.1: Questionnaire outline
Section

Dimension

Purpose

A

Retail Channel
(Screening
Questions)

B

Demographics

C

Intention

D

Attitude

It was developed for this
study that consisted of
screening questions to
ensure that the research
obtains relevant and
applicable data.
It aids the researcher in
determining the socioeconomic make-up of the
study.
Assess the level of the
participants switching
intention
The participants attitude
toward switching

E

Subjective Norms

F

Perceived
behavioural control

Determine how
influenced the participant
is from significant other
in their life
To determine the level of
difficulty, the participants
link with switching

Number
of
items
5

Source

Hypotheses

Developed for
this research

H4

6

Li et al. (2020)

H5

3

Ajzen (2002)

H4

5

Ajzen (2002)

H1

7

Ajzen (2002)

H2

4

Ajzen (2002)

H3

3.5.1. Approved instrument

The survey had gone through a pilot test where all the steps were tested before any actual
data was collected for the study. A sample of n = 10 was taken from the target population to
determine the readability of the questionnaire. Minor adjustments were made based on the
collated feedback from the pilot study. The survey was further vetted by The University of the
Western Cape’s Ethics Committee.

3.6. Validity and Reliability
3.6.1.Validity

Validity is the degree to which any measurement approach is accurate in practice. Validity
determines the extent of the measure succeeds in representing the concept, for instance,
measuring what it is designed to measure (Zikmund, 2009). To improve the level of validity,
which in this study means measuring switching behaviour, this study adapted questionnaires
from past studies, including Ajzen (2002), Farah (2017) and Li et al. (2020). In addition,
factor analysis will be used to test convergent and discriminant validity. The activities listed
below are the steps the research took to enhance the validity aspect of the research study.
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i.

The research has an accurate definition and outline of any and all key terms and
constructs within the study.

ii.

The research was derived and adapted from past studies that are highly reputable,
where it allowed for an apparent research problem to be identified.

iii.

The measuring instrument went through a pilot test to improve the level of readability
which in turn, the instrument went through an approval process before it was
distributed to research participants.

3.6.2. Reliability
Reliability of measure refers to the internal consistency of people’s responses across the
multiple-item measurement (Zikmund, 2009). There were many measures put in place to
ensure the reliability of this study. Firstly, careful and concise wording on the instrument
used by cancelling any ambiguity and possible bias entering the study. The use of primary
and secondary data, the primary data allowed for the collection of actual real-time responses
or feedback from research participants. In contrast, the secondary data allowed for the use
of tried and tested research findings and instruments to formulate the study at hand
progressively. Furthermore, the necessary approval from several research committees,
including an Ethics Committee, was retrieved. Also, Reliability will be tested with Cronbach’s
alpha which will be done before processing any other statistical measurements.

3.7. Data Collection
Due to COVID-19, an electronic questionnaire was used to ensure all necessary safety
protocols are kept intact, for instance, social distancing. The questionnaire will be done
through Google Forms: https://forms.gle/iRnfEDnNzQq5HCxHA and distributed online
through laptops or cell phones.

3.8. Data analysis
Statistical Package for Social Sciences (SPSS) will be utilised to analyse the data. The
following analyses will be performed:
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i.

Descriptive statistics: Allowed to present data in a meaningful way to determine
trends that may exist in the study findings, despite the limitation that may exist in
this method of analysis (Kelley et al., 2003 & Marcharia, 2015).

ii.

Factor analysis: This procedure was used for data reduction of observed variables
and for assessing discriminant validity.

iii.

Cronbach’s alpha: This procedure will be used to assess the reliability of the data
collection instrument.

iv.

Multiple Regression and Multinomial regression: the procedure was used to test
hypotheses.
ANOVA: This statistical procedure measured the differences in consumers’ individual

v.

factors across the different shopping channels.

3.9. Ethical Considerations
There were ethical considerations highlighted throughout the entire process of the study.
The following ethical considerations were adhered to for ensuring the welling being of all
stakeholders.

i.

Consent and Voluntary Participation: The respondent's participation is entirely
voluntary, and the participants were able to withdraw at any point. A necessary
information section was included with the researchers' details if there were any
issues or queries. In addition to that, the necessary consent was requested before
proceeding with the questionnaire.

ii.

Protection of privacy: the research participants will not be subjected to any
distress. Honesty and integrity will be maintained in any communication between
the researcher and the participants (Bryman & Bell, 2007).

iii.

Confidentiality: All precautions were put in place to reassure the participants that
their information is confidential and private with a password, protected devices not
to implicate any of the respondent's dignity or cause distress.

iv. Full disclosure: Respondents will be made aware that any data obtained from them
is solely for research purposes to add to the body of knowledge that already exists
and will not be shared beyond this.
v.

Data analysis: To only report on aggregated data and understand the most
appropriate analytical procedures. The submission and storing of collected data will
also be made according to best practices to allow for assessment and any further
checking when required.
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vi. Plagiarism: This ethical consideration is one of the most important as it is by no
means acceptable. According to the University of the Western Cape, APA
referencing guidelines, the necessary was done to ensure all ideas, points, and
opinions were acknowledged.

3.10. Delimitation of the study
This study will be delimited to retail consumers in Cape Town. Therefore, the results of the
study might not be generalisable to South Africa and all retail settings. In addition, the survey
is conducted on an online platform could allow for limited exposure to various types of
research participants. For example, the research possible could obtain one type of
participant.

3.11. Conclusion
The research design adopted a positivistic, descriptive approach using a case study to study
a highly relevant phenomenon in Cape town on consumer switching behaviour. The survey
design was done through an electronic platform with a structured questionnaire adapted
from existing research sent to participants identified using convenience sampling. Due to the
research being quantitative, the data was numerical, using various statistical analyses to
analyse and report effectively on data collected.
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CHAPTER 4:
DATA ANALYSIS

4.1. Introduction
This chapter describes and presents the data analysis, which helped achieve the objectives,
test hypotheses, and answer research questions. The chapter is structured as follows: next,
the demographic profile of the respondents is described. After that, the shopping patterns of
the selected respondents in presented. Following on, tests of hypotheses are presented.
Lastly, a revised conceptual model is discussed.

4.2. Demographic characteristics of the sample
The sample for this dissertation was drawn from Cape Town. In total, 158 respondents
completed the online survey, which constituted the total sample size for the research. The
demographic characteristics of the sample are summarised in Table 4.1.

Table 4.1: Demographic Profile of the sample
Demographic Characteristics
Gender
Female
Male
Prefer not to say
Age
<30 years
30 – 40 years
41+ years
Monthly Income
R0-R8000
R8001-20000
R20001-R35000
R35001- R50000
R50001+
Educational level
Primary School
High School
Undergraduate
Honours
Masters/ Doctorate
No formal education
Other
Marital Status
Single
Married
Divorced
Widowed
Household size
1 person
2 persons
3-4 people
5+ people
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Percentage
68.4
29.7
1.9
47.5
23.4
29.1
7.6
36.1
25.3
14.6
16.5
.6
19
31
29.7
7.6
5.1
7
48.7
41.1
7.6
2.5
13.9
37.3
39.9
8.9

4.2.1. Respondents’ gender

Considering there are gender difference that do exist within shopping (Sohail, 2015). There
were fewer male respondents (29.7 per cent) than female respondents (68.4 per cent).
Some 1.9 per cent of the sample preferred not to specify their gender.
4.2.2. Respondents’ age

Noting that age can influence the level of engagement in various shopping retail channels
(Wee, 2015, Pentz, du Preez, Swiegers, 2020). Individuals below the age of 30 made up the
majority of the participants (47.5 per cent), followed by those aged 41 years or older (29.1
per cent). Those aged between 30 and 40 years made up 23.4 per cent of the sample.
4.2.2.1. Age and education
This study is concerned with consumers’ shopping behaviour, so demographics are
important for consumer choice behaviour. Therefore, it was essential to ascertain the age
and education levels of the respondents. A contingency table (see Table 4.2) was used to
analyse the distribution of respondents’ age across education levels. Of the three age
groups, results show that the under 30-year group mostly consisted of highly educated
persons with either an undergraduate or an honours degree. Comparatively, the 41+ year
group is most frequently occurring education levels ranged from high school to
undergraduate degrees.

The Chi-square test of independence was utilised to measure the statistical significance of
the relationship between age and education. Results suggest a significant relationship
between consumers’ age and education level (X2 = 23.299; p =.025).
Table 4.2: Cross Tabulation of Age and Education
Age
Under
30
30-40
41+
Total

Primary
School
0
0
1
1

High
school
10
4
16
30

Undergraduate
26

Honours
Degree
26

Masters/
Doctorate
4

No formal
education
5

Other

Total

4

75

6
2
12

0
3
8

4
3
11

37
46
158

10
13
13
8
49
47
Chi – Square Test

Pearson Chi-Square

23.299*

df

12

p- value

.025
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The living standards measure is a marketing segmentation tool to understand the respective
target markets for existing products and services. The tool helps businesses develop the
correct strategy for reaching their target audience effectively, where LSM 10 is the highest
living measure, and LSM 1 is the lowest (De Jager, 2004). Moreover, demographic factors
such as age, gender and education, and income aid in categorising the various groups
(SAARF,2012), understanding the Living Standard Measure (LSM) scale concerning
education. It can be noted, in Figure 4.1. that schooling above high school is more prominent
in the higher LSM groups. Education is related to socio-economic standing, where typically,
the lower LSM groups tend to be less educated (De Jager, 2004, Van Zyl, 2016, Thomson,
2018). The more significant proportion of respondents fall within LSM 8 to 10. As illustrated
in Figure 4.1, the education level increases as the LSM level increase.

Figure 4.1: LSM and Education

Source: SAARF (2012)

Noting that demographics of consumers do act as motivators in consumer behaviour, it was
important to determine whether the size of the household had any significance concerning
the age of the respondents. Furthermore, a contingency table was developed to determine
the respondents' age across the size of their households (see Table 4.3). The results
indicate that of the three groups, the bulk of the respondent falls within the under a 30-year
group with a household size of two people (22.2 per cent). I
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n addition, 16.5 per cent of the respondents have a household size of 3 to 4 persons that
also fall within the under 30-year old group. Thus, the results suggest a significant positive
relationship between consumers’ age and household size (X2 = 16.128; p =.013).

Table 4.3: Cross Tabulation of Age and household size
Age
Under 30
30-40
41+
Total

1 Person
10
9
3
3

2 People
3-4 People
35
26
5
19
19
18
59
63
Chi–Square Test

Pearson Chi-Square

5+ People
4
4
6
14

Total
75
37
46
158

16.128*

df

6

P-Value

.013

4.2.3. Respondents’ income level

More than half of the respondents earn between R8 000 and R35 000. The income bracket
that a more significant portion of the respondents indicated was 36.1 per cent, with an
income of between R8 001 and R20 000. The second most frequent income bracket was
R20 001 to R35 000, with 25.3 per cent indicating this as their income. The remainder of the
participants equates to 14.6 per cent that earns between R35, 001 and R50, 000 where 16
per cent earn over R50 001. Thus, a tiny portion of 7.6 per cent of the respondents earns up
to R8 000.
4.2.4. Respondents’ education

Nearly 80 per cent of the respondents either have a high school diploma (19 per cent),
Undergraduate (31 per cent) or an honours degree (29.7 per cent). Whereas there was 0.6
per cent of the respondents indicated primary school education as their highest level of
education. Some 7.6 per cent of the respondents have at least a master’s degree. About 7
per cent indicated they have other forms of education qualifications. Approximately 5.1 per
cent have no formal education.
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4.2.5. Respondents’ Marital status

Table 4.1 reveals that married respondents totalled 41.1 per cent. Almost half (48.7 per cent)
of the respondents were single. The remainder of the respondents were either divorced (7.6
per cent) or widowed (2.5 per cent).
4.2.6. Respondents’ household size

Additionally, the household size of the respondents in the study averaged between two and
four people, with 37.3 per cent having a 2-person household and 39.9 per cent having a 3 to
4-person household. Only 13.9 per cent of the respondents had 1-person households, and
8.9 per cent of the respondents had five or more size households.

4.3. Respondents’ shopping patterns: pre-COVID-19
This study considered grocery and household items to act as proxies for shopping patterns,
as these items are purchased by almost all consumers regardless of age, gender, education,
and marital status. Because the study aimed to ascertain the level of consumer switching,
groceries (for example, pasta, rice, bread, eggs, milk, flour) and household goods (for
example, cleaning products, toiletries). To ascertain consumer switching, it was helpful to
determine a baseline of shopping patterns before the onset of COVID-19. This entailed
understanding where the respondents most preferred to shop for groceries and household
items before COVID-19.

4.3.1 Choice of retail channel for groceries

The choice of retail channels before COVID-19 was varied. A majority of respondents
preferred shopping centres or a mall, with a total of 50.6 per cent. The second most
preferred retail channel for shopping groceries can be identified as the respondent’s local
neighbourhood store, a total of 44.4 per cent. Whereas only 5.1 per cent opted in to shop
their groceries online (See Diagram 4.1). This correlates with the research, stating that many
businesses needed to scale quickly to offer an online platform for customers to shop their
products (Zwanka & Buff, 2020, Frederick et al., 2020, Nielsen, 2020).
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4.3.2 Choice of retail channel for Household goods

The retail channel of choice for household goods ranked in the same order as groceries. The
favourited retail channel remains a shopping centre of the mall with a total of 57 per cent
respondents indicating as such for household goods. Furthermore, the second most
preferred retail channel is also that of a local neighbourhood store which 36.1 per cent of
respondents indicated as such. Online ranked third, with only 7 per cent of respondents
indicating they use online channels for shopping relevant household goods, as indicated in
Figure 4.2.

Figure 4.2: Retail channel pre-COVID-19

4.3.3. Change in the retail channel

Table 4.4. presents the indication made by respondents on whether they have indeed
altered their retail channel choice since the onset of COVID-19. A total of 38.6 per cent
reported having changed their shopping channels since the onset of COVID-19. Where the
remainder, 61.4 per cent, indicated they had not changed their shopping channels.

Table 4.4: Change in retail channel
Changed Channels
Yes
No
Total

Frequency
61
97
158
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Percentage (%)
38.6
61.4
100

The results are presented below in Table 4.5 and link together those that did or did not
change retail channels and the demographic factors that describe the research participants
who indicated whether they had changed retail channels since the onset of COVID-19.

Table 4.5 presents the contingency table of whether there was a change in retail channels
and the age groups applicable in this study. The relationship between these two variables is
not significant, p >.05. However, this does not implicate the results of the data. Considering
the sample size, these results are still worthwhile considering it correlates with Section 4.2.2,
where young professionals make up most of the sample.

Table 4.5: Crosstabulation of change in channel and age
Age
Under 30
30-40
41+
Total

Change in channel
No
45
22
30
97

Yes
30
15
16
61

Total
75
37
46
158

Table 4.6 also correlates with the above section 4.2.2. whereby the majority of the
respondents make up a 2-person household, and they also make up the majority of the
respondents who changed channels. The results suggest that young professionals are more
willing to try new retail channels. There is no significance in the variables presented below in
Table 4.6 p >.05.

Table 4.6: Crosstabulation of change in channel and household size
Household Size
1 person
2 people
3-4 people
5+ people
Total

Change in channel
No
14
34
42
7
97

Yes
8
25
21
7
61

Total
22
59
63
14
158

The makeup of the respondents that indicated they had changed channels was primarily
females, with 29.1 per cent of the 158 respondents. Whereby 8.9 per cent of the
respondents that indicated they had changed channels were males but it is done mainly by
females. The results suggest that men are inclined to do shopping within their households.
Refer to Table 4.7 for the breakdown. There is no noted significance level in the variables
presented below p>.05.
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However, a larger number of females indicated they had changed channels is an opportunity
for future research on gender moderating the change in retail channels.

Table 4.7: Crosstabulation of change in channel and gender
Gender
Male
Female
Prefer not to say
Total

Change in channel
No
33
62
2
97

Yes
14
46
1
61

Total
12
57
3
158

Table 4.8 presents the income brackets of the respondent who participated in the study with
the frequency of those indicating they have changed or have not changed channels.
Furthermore, the results suggest that those that earn over R35 000 are less inclined to
change channels. The more inclined income brackets earn between R8 001 to R20 000 and
R20 001 to R35 000. There is no significance in the variable relationship noted below p>.05.
However, there is the opportunity to assess why those earn up to R8 000. Those that earn
over R35 000 are not inclined to change retail channels.

Table 4.8: Crosstabulation of change in channel and income
Income
Up to R8000
R8001 – R20000
R20001-R35000
R35001 – R50000
R50001+
Total

Change in channel
No
12
35
21
14
15
97

Yes
0
22
19
9
11
61

Total
12
57
40
23
26
158

The correlation made with existing literature indicates that there is an uptake in online
shopping, the growth in online shopping is accelerating a lot faster as indicated in the
literature than before COVID-19 (Frederick et al., 2020, Fabius et al., 2020, Euromonitor,
2020). Furthermore, this eludes to the notable shift retailer had to make in how they reach
their customers.

Further analysis into the indicated changes of retail channels was analysed and are
presented next.

45

http://etd.uwc.ac.za/

4.4. Respondents’ Shopping patterns: after COVID-19

4.4.1. Change in where groceries are purchased

Literature in the market shows that there has been a change in how customers carry out
their shopping for both groceries and household goods (Grimmelt et al., 2020, Frederick et
al., 2020, Fabius et al., 2020, Pantano et al., 2020). This can be demonstrated in Figure 4.3
below.

Figure 4.3: Retail channel choice before and after COVID-19 for groceries

Whereby only 5.1 per cent were shopping online for groceries before COVID-19 to 22.2 per
cent a total of 17.1 per cent increase. Furthermore, those that shop for groceries at a local
neighbourhood store remained at 44.3 per cent before COVID-19 and since the start of
COVID-19. It is interesting to note that, for groceries, a decrease of 17 per cent in those that
shop at shopping centres/malls prior versus since COVID-19. With that being said, Table 4.9
below demonstrates a significance level of p < .05. The results suggest a significant
relationship between consumers’ shifting to an online retail channel for their groceries since
the onset of COVID-19 (X2 = 100.238; p =.000). Furthermore, the results suggest that
consumers avoid or rather have been avoiding shopping spaces known for having high
contact points and limited social distancing.
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Table 4.9: Goodness of Fit Chi-Square: Pre-COVID-19 vs post-COVID-19: Groceries
Retail Channel
Online
Local neighbourhood
Mall
Total
Chi-Square
df
P Value

Observed N
Expected N
35
8
70
70
53
80
158
Chi-Square Test
100.238*
2
.000

Residual
27
0
-27

4.4.2. Change in where household goods are purchased

Moreover, household goods online increased from 7 per cent before COVID-19 to 28.5 per
cent since the onset of COVID-19. That is, a total of 21 per cent increase in customers
changing where they shop for household goods online. However, there was a decrease in
the number of individuals who do their household shopping at a local neighbourhood store,
decreasing by 2.6 per cent. It is interesting to note that, for household goods, there is a
decrease of 19 per cent in those that shop at shopping centres otherwise, a mall prior verses
since the start of COVID-19 pandemic. The results suggest that consumers avoided areas
with high contact points and crowds to maintain social distancing (Refer to Figure 4.4).

Figure 4.4: Retail channel choice before and after COVID-19 for household goods
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Table 4.10 below demonstrates a significance level of p < .05. Thus, again, the results
suggest a significant positive relationship between consumers’ shifting to an online retail
channel since the onset of COVID-19 (X2 = 1115.372; p =.000).

Table 4.10: Household Chi-Square Analysis
Retail Channel
Online
Local neighbourhood
Mall
Total
Chi-Square
df
P Value

Observed N
Expected N
45
11
3
57
60
90
158
Chi-Square Test
115.372*
2
.000

Residual
34
-4
-30

4.5. Descriptive Analysis and Computation of variables

The questionnaire consisted of scales of latent variables, including attitude, subjective norms
and perceived behavioural control. The survey posed several scale questions for each
variable, one strongly disagreed, and five strongly agreed. In this section, the descriptive
analysis and computation of latent variables are presented.

4.5.1 Intention

There were three scales for the variable int. With that being said, the mean for int1 indicated
a more significant portion of respondents agreed they would visit their choice of a retail
channel with a mean of 3.42. the variable int2 mean of 2.99 indicated that the respondents
plan to shop at a third new retail channel to some extent. The third variable for int was a
mean of 3.36, demonstrating that respondents would at least try to shop at their new retail
channel to some extent. The variables int1, int2, int3 all have a standard deviation of slightly
above 1 (see Table 4.11). Approximately 68 per cent of respondents fall within one standard
deviation of the mean of each variable.
Table 4.11: Descriptive breakdown of INT scale
Variable
int1
int2
int3
Total

Minimum

Maximum

Mean

1
1
1
1

5
5
5
5

3.42
2.99
3.36
3.26
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Standard
Deviation
1.283
1.328
1.243
1.284

4.5.2. Attitude

Firstly, the mean indicated for the variable att1 was 3.09, which suggest the respondents are
likely to switch retail channels. Secondly, att2 mean of 3.18 indicates that for respondents to
switch retail channels is somewhat pleasant. Thirdly, att3 mean of 2.09 suggests
respondents do not feel as though switching retail channels is harmful in any way.
Furthermore, att4, mean of 3.27, reveals that switching retail channels is somewhat valuable
for respondents. Lastly, att5 reveals a mean of 3.27, indicating that respondents somewhat
think switching retail channels is enjoyable. The variables att1, att2, att3, att4, att5 likewise
also approximate a standard deviation of just above 1(See Table 4.12). Therefore, about 68
per cent of the respondents fall within about one standard deviation of the mean.

Table 4.12: Descriptive breakdown of ATT scale
Variable
att1
att2
att3
att4
att5
Total

Minimum

Maximum

Mean

1
1
1
1
1
1

5
5
5
5
5
5

3.09
3.18
2.09
3.27
3.27
2.98

Standard
Deviation
1.233
1.133
1.093
1.086
1.032
1.115

4.5.3. Subjective norms

The variable sn1 mean of 2.72 reveals that to some extent, respondents feel expected by
their significant others to shop through the same channels. Additionally, sn2 indicates that
those important to the respondents regularly shop through a new retail channel, with a mean
of 2.77. The variable sn3 mean suggests that many people like the respondent now shop
through a different retail channel since COVID-19 with a mean of 3.18. Moreover, sn4 further
suggests with a mean of 2.34 that it is not unproductive using more than one retail channel.
Finally, the variable sn5 indicates that with a mean of 3.66, most respondents acknowledge
those they value would approve of choosing a new retail channel the respondent shops
through.

Additionally, sn6 uncovers that there is no clear agreement that those essential to the
respondents think they should shop through a new retail channel with a mean of 2.69. The
variable sn7 implies that with a mean of 3.03 to some degree, the significant others in the
respondents’ lives have shopped through new retail channels since COVID-19.
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Furthermore, the variables sn1 through to sn7 have a standard deviation of just over 1.
Thus, approximately 68 per cent of respondents fall within one standard deviation of the
mean (see Table 4.13).

Table 4.13: Descriptive breakdown of SN scale
Variable
sn1
sn2
sn3
sn4
sn5
sn6
sn7
Total

Minimum

Maximum

Mean

1
1
1
1
1
1
1
1

5
5
5
5
5
5
5
5

2.72
2.77
3.18
2.34
3.66
2.69
3.03
2.91

Standard
Deviation
1.336
1.241
1.208
1.099
1.038
1.150
1.226
1.185

4.5.4. Perceived behavioural control

Firstly, pbc1 with a mean of 4.27 most agree it is up to them individually if they shop through
a new retail channel. Whereas pbc2 also reveals that it is up to the respondents to shop
through a new retail channel. Thirdly, pbc3 indicates with a mean of 4.37 that the
respondents most agree they have complete control over choosing where to shop. Lastly,
pbc4, with a mean of 4.45, strongly agree it is primarily up to the respondents to shop
through a different retail channel. However, the variables pbc1, pbc 2, pbc 3, and pbc4
standard deviations presented in Table 4.14, are closer to zero than the rest of the variables,
which indicates that the data points are closer to the mean.

Table 4.14: Descriptive breakdown of PBC scale
Variable
pbc1
pbc2
pbc3
pbc4
Total

Minimum

Maximum

Mean

1
1
1
1
1

5
5
5
5
5

4.27
4.41
4.37
4.45
4.38

Standard
Deviation
.913
.823
.912
.900
.887

4.6. Computation of composite variables
Factor analysis using principal component analysis (PCA) was used to reduce variables into
smaller sets of manageable (latent) variables (Pallant, 2010). The Kaiser-Meyer-Olkin (KMO)
test and Bartlett’s Test of Sphericity were conducted to assess the suitability of the data for
factor analysis.
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The KMO test ranges from 0 to 1, and the closer to 1.0 test statistic is, the better. Therefore,
data with a KMO value of greater than 0.7 is considered suitable for factor analysis.
Bartlett’s test measures whether the data’s correlation matrix is significantly different from an
identity matrix if all the correlations between variables are zero (i.e., not correlated). To
proceed with factor analysis, Bartlett’s test must yield a p-value less than .05. With a KMO
score of .832 and a significant Bartlett’s test (p < .000), these data are suitable for factor
analysis.
Table 4.15: KMO and Bartlett’s Test
KMO & Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling
Bartlett’s Test of Sphericity
Approx. Chi-Square
Df
Sig.

.832
1461.983
136
.000

Table 4.16: Factor Analysis
Variable
Sn7
Sn3
Sn6
Sn2
Sn5
Sn1
Att5
Att2
Att4
Att1
Pbc3
Pbc2
Pbc1
Pbc4
Int1
Int2
Int3
Eigenvalue
% Variance
Cronbach’s alpha

Factor 1
.808
.774
.768
.717
.549
.528

Factor 2

Factor 3

Factor 4

.879
.825
.794
.701
.865
.848
.815
.778

5.677
33.395
.839

2.866
16.858
.898

2.091
12.300
.805
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.815
.812
.697
.985
5.796
.852

Communalities
.684
.638
.626
.592
.485
.315
.788
.800
.789
.736
.755
.791
.730
.649
.734
.805
.704
62.553

4.7 Correlations
Pearson product-moment correlation coefficient investigated the relationship between the
variable’s intention, attitude, subjective norms, and perceived behavioural control.

There is a relatively strong positive relationship between the intention and attitude variables,
r=.651, p<.005. Therefore, attitudes help explain nearly 43 per cent shared variance in
respondents scores on the intention scale. Whereas, there is a weaker relationship between
subjective norms and intention, r=.39.5, p<.005. Therefore, nearly 16 per cent explains the
shared variance on the intention scale. Furthermore, the strength of the relationship for
perceived behavioural control also remains moderately medium with r=.042, p >.0005.
Therefore, no effect was determined between the perceived behavioural control, only
explaining 0.18 per cent shared variance on the intention scale. Moreover, the relationship
between attitude and subjective norm carries a medium-strength relationship where, r= .395,
n=158, P<.0005. With that being said, nearly 13 per cent explains the shared variance on
each attitudes scale and the subjective norms scale. Additionally, the relationship between
attitude and perceived behavioural control has a significantly weak relationship, r=.109,
n=158, P>005, meaning that there was no effect determined between attitude and perceived
behaviour control with only 1.19 per cent explaining the shared variance between the scales.
Furthermore, the relationship between perceived behavioural control and subjective norm
demonstrate a weak relationship, r=.154, P>.005, which determines no effect discovered
between perceived behaviour control and subjective norm scales with only 2.4 per cent
explaining the shared variance between both scales.

Considering the data noted above, the literature indicates the significance of a positive
attitude the customer has towards a retailer and how important a positive attitude is in
retaining that customer longer (Day & Bodur, 1978, Kuusik, 2007, Ningsih & Segoro, 2014).
Furthermore, the experience of customer further influence that of other, most especially the
significant others in the customers life (Rego & Morgan, 2013).
Table 4.17: Correlations

INT
ATT
SN
PBC

INT

ATT

SN

PBC

1
.651**
.395**
.042

1
.359**
.109

1
.154

1
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4.8. Hypothesis Testing

The main objective of this study was to determine which individual factors most influenced
consumers switching behaviour concerning the different choices of retail channels in Cape
Town since the onset of COVID-19. The three retail channels available were online,
shopping centre or mall also the local neighbourhood store. The below conceptual model
(see Figure 4.5) outlines the prediction the study intended to determine. Multiple regression
was used to test hypotheses.

Attitude
H1

Subjective Norms

H2

Intention to Switch

Switching Behaviour

H4

H5
H3

Perceived
Behavioural Control

Gender

Figure 4.5: Hypotheses based on the conceptual framework
Source: Ajzen (2002).
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4.8.1 Predicting switching intention

Table 4.18: Hypotheses Conclusion
Hypothesis

B

p-value

Conclusion

H1

There is a positive relationship between a customers’
attitude toward switching and their switching intention in
the context of the retail channel.

.668

.000

Hypothesis
accepted

H2

There is a positive relationship between customers’
subjective norms toward switching and their switching
intention in the context of retail channels.

.250

.003

Hypothesis
accepted

H3

There is a positive relationship between ones PBC over
switching and their switching intention in the context of
retail channel.

-.079

.389

Hypothesis
rejected

H4

There is a positive relationship between customers’
switching intention and their switching of retail channels.

.476

.029

Hypothesis
accepted

att

.138

.422

H5

Customers’ gender moderates the relationship
between customers’ switching intention and their
switching of retail channels.

sn

.137

.519

pbc

.485

.969

Hypothesis
rejected

Multiple regression was run to predict switching intention from attitude, subjective norms and
perceived behavioural control. These variables statistically significantly predicted intention, F
(3, 154) = 43.006, p < .0005 for ATT and SN, R 2 =.456. Only two of the three variables
added statistically significantly to the predictions, p<.05, as depicted in figure 4.6.
Additionally, Table 4.19 below presents the coefficients considered during this analysis for
the respective variables investigated.
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Attitude
B= .668; p = .000

Subjective Norms

B = .250; p = .003

Intention to Switch

B = .476;
p = .029

H3

Switching Behaviour

att:
B = .138; p = .422

B = -. 079; p = .389

Perceived
Behavioural Control

sn:
B = . 137; P = . 519
Pbc
B = ..485; p = .969

Gender

Figure 4.6: Regression coefficients of the conceptual framework

4.9. Hypothesis Testing

4.9.1. Hypothesis 1

H1 :

There is a positive relationship between a customers’ attitude toward switching and
their switching intention in the context of the retail channel.

Results depicted in Table 4.19 evaluate the likelihood of attitude determining switching
intention. Multiple regression was run to predict switching intention from attitude. This
variable statistically significantly predicted intention, F = 43.006, P<.0005 for ATT, R2 = .456.
Therefore, this hypothesis is acceptable considering the significance level is less than 0.5.

55

http://etd.uwc.ac.za/

4.9.2. Hypothesis 2

H2 :

There is a positive relationship between customers’ subjective norms toward
switching and their switching intention in the context of retail channels.

Results depicted in Table 4.19 evaluate the probability of subjective norms forming switching
intention by the respondents. Multiple regression was run to predict switching intention from
attitude. This variable statistically significantly predicted intention, F = 43.006, P<.0005 for
SN, R2 = .456. Therefore, this hypothesis is acceptable considering the significance level is
less than 0.5.

4.9.3. Hypothesis 3

H3 :

There is a positive relationship between one PBC over switching and their switching
intention in the context of retail channel

Results depicted in Table 4.19 evaluate the probability of perceived behavioural control
determining switching intention by the research respondents. Multiple regression was run to
predict switching intention from attitude. This variable statistically significantly predicted
intention, F = 43.006, P>.0005 for PBC, R2 = .456. PBC does not support the prediction,
p>.05. Therefore, this hypothesis is not acceptable, considering the significance level is
more than 0.5.

4.9.4. Hypothesis 4

H4 :

There is a positive relationship between customers’ switching intention and their
switching of retail channels.

For this hypothesis, binary logistic regression was used. The independent variable is INT,
whereas the dependent variable relates to whether the respondent switches [yes/ no].
Attitude (p = .848) and PBC (p =.832) were not significant in the logistic regression model.
Intention and subjective norms were both significant because they had p values less than
.05. The odds ratios were (INT = 1.609) and (SN = 1.808). This means that both intentions
and subjective norms are indeed significantly related to switching behaviour. Furthermore,
intentions and subjective norms will cause consumers to change their retail outlet.
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The odds ratios were (INT = 1.609) and (SN = 1.808), which means that there was a 61 per
cent (1 – 1.609 = .609) likelihood that intentions would lead to switching behaviour and 81
per cent (1 – 1.808 = .808) likelihood that subjective norms would lead to switching
behaviour.

4.9.5. Hypothesis 5: Tests of moderation

The research assessed the influence of the third variable within a predicted relationship. The
importance allows the investigation into what conditions an effect occurs. In essence, the
testing of moderation is used to determine whether the relationship between two variables is
dependant, in otherward, moderated by the value of a third variable (Fairchild & Mckinnon,
2009; Dawson, 2014). A moderating variable can strengthen, weaken, or alter an
independent and dependent variable (Dawson, 2014). This research applied this statistical
measure specifically to ascertain whether gender was a, in fact, a moderating variable with
the customers' development of switching intention and their switching of retail channels.

H5 :

Customers’ gender moderates the relationship between customers’ switching
intention and their switching of retail channels.

For this hypothesis, Hayes Process Macro for moderation was used. Gender was the
moderating variable. Customers gender variable moderating attitude as a variable affecting
switching intention showed that it is insignificant, B=.138, P>.05. Furthermore, customers
gender variable moderating subjective norms as a variable affecting switching intention
showed that it is insignificant, B=.137, P>.05. In addition, customers gender variable
moderating perceived behavioural control as a variable affecting switching intention showed
that it is insignificant, B=.485, P>.05. Therefore, the moderation of gender on all the
independent variables is non-significant, meaning that gender does not moderate the
change in retail channels.

The data allows the identification that:

i.

Customers gender variable moderating attitude as a variable affecting switching
intention showed that it is insignificant, B=.138, P>.05.

ii.

Customers gender variable moderating subjective norms as a variable affecting
switching intention showed that it is insignificant, B=.137, P>.05.

iii. Customers gender variable moderating perceived behavioural control as a variable
affecting switching intention showed that it is insignificant, B=.485, P>.05.
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4.10. Revised conceptual framework
The below Figure 4.4 outlines the three hypotheses confirmed and accepted in the study at
hand. First, the factors attitude and subjective norms influence the development of the
consumer forming the intention to switch whereby the intention to switching develops to
switching behaviour.

Attitude

Switching
Behaviour

Intention to Switch

Subjective Norms

Figure 4.7: Revised conceptual Framework

4.11. Conclusion

In this chapter, the results from the data analysis were presented. This included explaining
the characteristics of the sample and testing the conceptual framework. Moreover, the
revised conceptual framework was outlined based on the tested hypotheses and the
subsequent

hypotheses

accepted.

In

the

following

recommendations will be discussed.
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chapter,

conclusions

and

CHAPTER 5:
RESEARCH FINDINGS AND CONCLUSIONS

5.1. Introduction
This chapter discusses the addition of this study to the current body of knowledge and all
results discussed in the previous chapter. Chapter 5 opens with a summary of results
highlighting key findings from the research. Finally, chapter 5 closes with a description of
limitations experienced in this study and potential areas of future research.

5.2. Summary of results
The research undertaken on consumer switching behaviour since the onset of COVID-19
illuminated several points, including:

5.2.1. COVID-19 and shopping patterns

Consumer shopping patterns have been and are continuing to differ since the onset of
COVID-19. The norm, on where to shop were shopping malls or centres, otherwise, the local
neighbourhood store. This is where COVID-19 accelerated the e-commerce world. There is
a shift from bigger shops such as malls and shopping centres to purchasing through an
online platform for both groceries and household goods.

5.2.2. Increased footprint in neighbourhood stores

Local neighbourhood stores still remain fairly prevalent with limited shifting by the consumer
to another retail channel. In contrast, the most significant shift was from a mall or shopping
centre to an online retail channel for both groceries and household goods. This finding
indicates that bigger shopping spaces with high contact points are becoming increasingly
less likely for customers to shop through.

5.2.3. Switching of groceries and household goods

The research assessed the level of switching retail channels for both groceries and
household goods, considering these are the most frequent buys within a household for any
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respondent. The fact consumers were in a lockdown and limited trips to the store. It is
interesting to note that the findings indicate a switching of retail channels in both grocery
shopping and household goods shopping by consumers, which indicates customers are
exploring other avenues of shopping and will continue to do so for the longer term.

5.2.4. Type of consumer engaging in switching behaviour

Young professionals who are highly educated and have a smaller household are invested in
this new shopping dynamic through an online retail channel. The extent to which
demographics can influence the switching behaviour is evident in situational triggers related
to the consumers' personal lives. Therefore, any change in the consumer's personal life
could divert their everyday behaviour based on their shifting needs and wants.

5.2.5. Moderating variables within the conceptual framework

It was important to determine if gender was a moderating variable considering many
consumers who generally do the shopping are women. The assessment of gender being a
moderating variable was done in this study. With that being said, gender is not a moderating
variable using consumer switching intention and development of the switching behaviour, but
the research suggests that women were more inclined to switch channels than men.

5.2.6. Factors influencing the intention to switch

Predictive behaviour on forming switching intention concluded that attitude and subjective
norms were the biggest instigators, ultimately developing the behaviour to switch. Attitude is
assessed in whether consumers were to change, how they feel about the changes, and if
they essentially considered the experience harmful or pleasant. Whereas subjective norms
were assessed in the manners of how significant others in the respondent’s lives influenced
the intention to switch retail channels. The research indicates that significant their sin
respondents’ lives play a role in their intention to switch, whether negative or positive.

5.2.7. Applicability of the TPB

The theory of planned behaviour allowed the determination of factors influencing the
intention to switch and whether these factors indeed predict the behaviour. That is, due to
the diversification of the model and its applicability across many industries.
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Noting the value of replication studies (Hubbard & Armstrong,1994, Hubbard and
Vetter,1996, Tsikriktsis, 2004). The applicability of TPB allows for replication studies within
this specific business discipline and the exploration into other avenues of predicting the
behaviour of consumers within retail formats.

5.3 Resolving the Research Problem
The research gap identified the problem statement for this dissertation, which reads:
Although it can clearly be identified that there is a switch among consumers’ choice of retail
channels, there is no clear understanding as to which individual factors influence this
behaviour change.

The study sought out to determine the predictive behaviours of consumers with the aid of
TPB. This assessed three behavioural factors influencing the intention to switch: attitude,
subjective norms, and perceived behavioural control. Furthermore, the intention was also
measured for the likeliness to engage in switching behaviour. Scale-like questions were
asked through the data collection to ascertain the significance of the behaviours concerning
switching retail channels. The study indicated there is a switch in retail channels amongst
consumers, but the factors that were identified to be most prevalent in aid of this switch of
retail channels were the respondent's attitude, the subjective norms of the respondents, and
level of intention to switch of the respondent. Moreover, perceived behavioural control does
not significantly influence the intention to switch. In contrast, gender does not moderate
switching behaviour.

5.4 Answering the Research Question
The research question for the dissertation was formulated as: Which individual factors most
influenced consumers’ switching behaviour with respect to the different choices of retail
outlets in Cape Town since the onset of COVID-19?

The research questions were answered by determining which factors most influenced the
intention to switch retail channels. The questions presented in the survey were linked to
three factors: attitude of the respondent, subjective norms, and perceived behavioural
control. In line with the hypothesis, the attitude of the respondents indicated a positive
correlation. Customers did not generally identify the switching of retail channels to be
unpleasant, harmful or unproductive.
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The subjective factor norms also indicated a positive correlation to form the intention to
switch, which was in line with the hypothesis. That is, the respondents significant other in
their lives play an active role in the decisions made of which retail channels to shop through.
For instance, to some degree, significant others in the respondents' lives shop through new
retail channels. Furthermore, the likelihood of switching intentions when formed to lead to
switching behaviour is high with 61 per cent, but more so subjective norms leading to
switching behaviour in terms of retail channels is more than 80 per cent.

5.4.1 Comments on Testing Hypotheses

As indicated in previous chapters, the primary purpose of this study was to determine which
individual factors most influenced consumers switching behaviour with respect to the
different choices of retail channels in Cape Town since the onset of COVID-19. The
hypotheses were tested based on three retail channels: online, shopping centre or mall, and
the local neighbourhood store.

The use of various statistical analyses was done to be able to confirm or reject the
hypotheses. For example, H1 to H3 used multiple regressions, whereas hypothesis four
used logistical regression and hypothesis five used Hayes Process Macro for moderation.
The testing of these hypotheses proved noteworthy, considering only three of the five
hypotheses were accepted—namely, hypotheses one, two and four. Furthermore, the testing
of the hypotheses also indicated other significance in the research, such as the role of
demographic factors with the respondents. However, gender being proved not to be a
moderating variable.

5.5. Research Implications on theory and practice
5.5.1 Implications on Theory

Since the outbreak of the COVID-19 pandemic, shopping patterns of retail customers in
South Africa have significantly changed. As noted previously, the change in where
customers shop for household and grocery items compared to pre-COVID-19 has altered,
notably for the longer term. Initially, the lockdown ensued because of the pandemic globally.
Social distancing restrictions are a possible explanation of why consumers have been
engaging in switching behaviour, but why is the behaviour becoming a lasting change was
investigated further and the factors that influence this change.
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The scarcity of research on switching behaviour within the retail space has been addressed,
allowing future research to be done and subsequently build on the findings illuminated in the
study.

The applicability of the Theory of Planned Behaviour has been undoubtedly confirmed on
determining predicted factors that most influence the intention to switch, which creates a
behavioural change in COVID-19 in a developing country (Ajzen, 2002, Habullah, Mhajar
and Salleh, 2014, Farah, 2017). Therefore, increasing the ability of replication and
generalisation back into the larger population due to the familiar versatility of the model in
research (Ajzen,2002, Farah, 2017).

While past research mainly considers switching behaviour in services such as banking
(Morgan & Dev, 1994, Keaveney, 1995, Roos, 1999, Nimako, 2012). This study considered
switching behaviour within various retail formats whereby there are various channels in
which the consumer can engage with any retailer for their groceries and household goods.
For groceries, most consumers who originally shopped in a mall are actively shopping more
regular online as their main retail channels. This shift feeds into the idea that malls tend to
carry more risk with an individual from various communities visiting; a higher amount of foot
traffic equals a higher level of contact, which inhibits the ability to social distance.
Furthermore, for household goods, consumers who originally before covid-19 shopped in the
mall or local neighbourhood store for household goods have migrated online. This could be
because malls are bigger, they tend to attract more people, people feel more at risk. Local
neighbourhood store has also experienced a shift from customers moving only, despite the
shift not being as significant as that of malls in household goods. The smaller shift could be
because these stores tend to be smaller, closer to home and have less contact with people.
The research indicates a shift in consumers changing their retail change since the onset of
COVID-19 and the development of habits during the pandemic.

Furthermore, the results from the data analysis indicate that young individuals are more
interested in making use of different retail channels. Those with a higher level of education
participated more in switching behaviour. This could be due to the inclination of technology
from having higher levels of education. These findings contribute to the practice of scientific
inquiry of switching behaviour.

Moreover, the research set out to determine whether gender was a moderating variable, and
it proved to be insignificant on all accounts with all variables attitude, perceived behavioural
control, and subjective norms.
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That is, gender does not play any interaction in the variables. However, attitude & subjective
norms are the only two of three significant variables that influence switching intention. As
noted in previous chapters, attitude is derived from interactions that an individual has. These
interactions leave a distinct feeling otherwise perspective with said individual. This feeling or
perspective determines the individual’s reaction or action towards specific triggers. The
study measured attitude in terms of if customers were to change how would they feel about
that experience. Namely, if the experience to change is pleasant, harmful, valuable,
enjoyable, and whether it is likely, they would switch channels.

Furthermore, the shift of retail channels highlights the importance of retailers needing to
ensure a seamless customer experience online and in-store. The convenience a retailer
offers in terms of where consumers can shop their goods is so important as experience
develops an applicable attitude that ultimately influences the consumer's intention to switch
(Ajzen, 2002, Habullah, Mhajar and Salleh, 2014, Farah, 2017). In contrast, subjective
norms are determined via the individual’s social environment and the pressure experienced
with family and friends. From the research findings, it is evident that significant others in an
individual’s life most certainly do influence the decisions made by said person. Furthermore,
the expectations and standards of decisions made are set in these social environments.

Overall the study illuminates that if the intention to switch is established, there is a more than
a 60 per cent likelihood for that person to engage in switching behaviour. However, there is a
higher chance for subjective norms to lead consumers to engage in switching behaviour,
slightly over 80 per cent.

5.5.2. Practical implication for retailers and the retail industry

5.5.2.1. The adoption of E-commerce
This research highlighted the importance of developing retailers’ strategy to have an ecommerce platform in otherward, an online store. The offering on an online store is
becoming more now than ever vital to the longevity of a retailer since the onset of COVID19. The pandemic forced the customer to shift from their habits and find ways to remain safe
and healthy while in lockdown. Retailers that provided these consumers with a solution are
those that have managed to pivot within the pandemic. With that being said, the competitors’
actions in the market are accelerating the switching level of consumers of where and how
they decide to shop.
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5.5.2.2. The opportunity for small neighbourhood stores

Furthermore, local neighbourhoods have more opportunities to open a store if one were to
consider something other than an online store. Additionally, garage shops are also an
alternative opportunity to explore, which speaks to a trigger many consumers seek,
convenience.

5.5.2.3. Smaller neighbourhood stores offering deliveries

Owners of small neighbourhood stores seeking to increase their turnover should consider
incorporating online shopping and deliveries to customers. That is, not incurring the cost of
having a fully rolled out online platform but using communication platforms, such as
WhatsApp, to receive orders and confirm deliveries. Smaller stores offering deliveries to
customers allow smaller retailers to remain competitive but still offer an alternative to
customers when they want to shop.

5.5.2.4. Implications for SA consumers

The data collected suggested that attitude and subjective norms are the biggest influencers
in the adoption of switching behaviour through the development of intention to switch. The
sample pulled from the population in Cape Town was of a younger generation who had a
higher level of educational qualifications. The bulk of the sample indicates that their young
professionals are more inclined to engage in switching behaviour to address the needs
currently triggered, whether influential, situational or reactional triggers (Roos et al.,2004,
Gustafsson et al., 2005; Gee et al., 2008). The significance of gender when studying within
retail is of importance, considering the customer is typically identified as “she”. However,
there was a relative amount of presence from male respondents who also shop at different
retail channels and adapt based on various motivations. With that being said, the majority of
respondents that indicated they changed channels were females indicating. In addition, the
household size seems to play a role in determining the likelihood of switching; otherwise,
trying different retail channels, most respondents indicated they were a two-person
household. The smaller household making up the predominantly number of responses
suggests that the change could be needs-based. The bigger household had a lower rate of
change pre and post COVID-19. The volume differs between the number of products needed
for the household and the types of products. For instance, staples could vary. The
implications are that retailers need to understand their consumer base to better plan and
strategies to be a future fit for the habits developed since the onset of COVID-19.
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5.6. Limitations and Future studies
5.6.1. Limitations of the research

This dissertation, as with any research, is not free of limitations. The limitations associated
with the research include:

i.

The sample that was collected was in one of nine provinces, specifically in Cape
Town.

ii.

There were a variety of respondents in terms of age, household size and level of
education. However, the sample consisted mostly of young, highly educated
consumers in smaller households.

iii.

Only one conceptual framework was used for studying consumer switching
behaviour.

iv.

The study focused predominantly on three retail channels for groceries and
household goods.

v.

The study utilised a quantitative approach using prediction methods on what factors
most influence the intention to switch.

5.6.2. Implication for future studies

The implication for future studies can be linked back to the limitations that exist within the
study itself. Firstly, further research can be conducted individually in all other eight
provinces, overall across South Africa. Therefore, it is further recommended that a larger
sample of respondents from different provinces within South Africa be gathered to be able to
generalise the findings to the entire population in South Africa. Secondly, the findings
present the opportunity for further research to ascertain if the results will be replicated the
way the results of this study has been determined. Finally, future research can be focused
on (1) targeting individuals that have a lower level of education, (2) targeting individuals that
are bigger than a four-person household (3) targeting individuals older than 30-years of age.

Furthermore, other conceptual frameworks could have been used as many models exists
within the parameters of switching behaviour, for example, the Catalytic switching model and
the Model of Consumers Service Switching Behaviour, to determine the switching behaviour
of consumers since the COVID-19 pandemic started. Furthermore, the channels explored in
this study were identified to be the most relevant in the literature. Therefore, future research
can be conducted to switch to informal stores that exist within South Africa.
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Lastly, the research determined that retail channels have indeed been switched since the
onset of COVID-19. However, the qualitative understanding of this change can be explored.

5.7. Conclusion
The purpose of this research was to determine the factors that most influenced concerning
different choices in retail channels in Cape Town, specifically since the start of COVID-19. In
this chapter, the research findings and conclusions were presented. That is conclusions
about the sample, respective contributions to the body of knowledge. The chapter then went
on to distinguish the implications for relevant theory, policy and practice. No study is without
limitation. Therefore the limitations of the study are outlined, followed by the avenues for
future research. The evidence collected for the study suggests interesting findings; attitude
and subjective norms are variables that influence the intention to switch, which then leads to
the switching behaviour of retail channels.

67

http://etd.uwc.ac.za/

References

Adams, A. (2016). The impact of utilitarian and Hedonic needs satisfaction on brand trust, brand
affect and brand loyalty for selected fast-moving consumer goods in South Africa. University
of the Western Cape.

Ajzen, I. (2002). Perceived behavioural control, self-efficacy, locus of control, and the theory of
planned behaviour. Journal of Applied Social Psychology. 32(4): 665-683.

Ajzen, I. (2002). Constructing a TPB questionnaire: Conceptual and methodological
considerations.Availible at:
https://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.601.956&rep=rep1&type=pdf
[Date accessed: 25 March 2021]

Anning, L. & Darko, S. & Novixoxo, J. (2018). The Influence of Price on Customer Loyalty in the
Retail Industry. Scholars Middle East Publishers. 4(11):280-873.

Asubonteng, P., McCleary, K.J. & Swan, J.E. (1996). SERVQUAL revisited: a critical review of
service quality. Journal of Services Marketing. 10(6):62-81.

Bloom, P. & Kotler, P. (1975). Strategies for High Market-Share Companies. Harvard Business
Review.53: 63-72.

Bruijl, G. H. T. (2018). The relevance of Porter's five forces in today's innovative and changing
business environment. Available at SSRN 3192207. [Date accessed: 20 July 2021]

Burnham, T. Frels, J. & Mahajan, V. (2003). Consumer switching costs: A typology, antecedents,
and consequences. Journal of the Academy of Marketing Science. 31(2): 109-126.

68

http://etd.uwc.ac.za/

Business Insider (2020, June 16). Traffic, shopping and spending: Here is how far SA still is from
‘normal’. Available at: https://www.businessinsider.co.za/traffic-shopping-and-spendingheres-how-far-sa-still-is-from-normal-2020-6

Carelse, B. (2017). Investigating the impact of service quality & customer satisfaction on customer
loyalty in life insurance in South Africa. M Com Management. (Dissertation). The University
of the Western Cape.

Charm, T. Arora, N. Grimmelt, A. Ortega, M. Robinson, K. Sexauer, C. Staack, Y. Whitehead, S. &
Yamakawa, N. (2020, July). A Global Review of how consumer behaviour is changing amid
COVID-19. McKinsey & Company. Available at:
https://www.mckinsey.de/~/media/McKinsey/Business%20Functions/Marketing%20and%20
Sales/Our%20Insights/A%20global%20view%20of%20how%20consumer%20behavior%20i
s%20changing%20amid%20COVID%2019/20200707/covid-19-global-consumer-sentiment20200707.pdf.

Clemes, M.D., Gan, C. & Zheng, L. (2007). Customer switching behavior in the New Zealand
banking industry. Banks and Bank Systems. 2(4):50-65.

Colgate, M. and Hedge, R. (2001). An investigation into the switching process in retail banking
services. International Journal of Bank Marketing. 19(5):201-212.

Cummins, S. Findlay, A. Pettiecrew, M. Sparks, L. (2007). Retail–led Regeneration and Store
Switching Behaviour. The University of Stirling. Institute of Retail Studies.

Crespo, A. del Bosque, I. (2008). The effect of innovativeness on the adoption of B2C e-commerce:
A model based on the Theory of Planned Behaviour. Computers in Human behaviour.24(6):
2830-2847.

Day, R. L. & Bodur, M. (1978). Consumer Response to Dissatisfaction with Services and Intangible
Products, in Advances in Consumer Research. Association for Consumer Research. 5:26372.
69

http://etd.uwc.ac.za/

Dawson, J.F. (2014). Moderation in Management Research: What, Why, When, and How. Journal
of Business and Psychology, 29(1):1-19.

De Jager, N. (2004). The Living Standards Measure as a market segmentation tool for selected
retailers. Master of Commerce in the School of Entrepreneurship, Marketing and Tourism
Management. Faculty of Economic and Management Sciences at the Potchefstroom
campus. North-West University.

Deloitte. (2020). How COVID-19 has affected South African grocery retail consumer sentiment:
Consumer insights pre and during lockdown. Available at:
https://www2.deloitte.com/za/en/pages/consumer-industrial-products/articles/covid-19consumer-sentiment-in-retail.html [Date Access: 6 March 2021]

Demir, A., Budur, T., & Heshmati, A. (2020). Antecedents of trust, corporate image, and switching
costs: a case in telecommunication services in the Kurdistan region of Iraq. International
Journal of Mobile Communications, 19(1): 53- 74.

East, R. Wright, M. & Vanhuele, M. (2008). Consumer Behaviour: applications in marketing. Los
Angeles. Sage.

Engardio, P., Roberts, D., & Bremner, B. (2004). The China price. Business Week. New York, 102.

Euromonitor. (2020). How Coronovirus is impacting in the FMCG landscape in South Africa.
Available at: https://blog.euromonitor.com/how-coronavirus-is-impacting-the-fmcglandscape-in-south-africa/ [Date Accessed: 20 August 2020]

Fairchild, A. J., & MacKinnon, D. P. (2009). A general model for testing mediation and moderation
effects. Prevention science: The Official Journal of The Society for Prevention Research,
10(2): 87–99.

70

http://etd.uwc.ac.za/

Farah, M. (2017). Application of the theory of planned behavior to customer switching intentions in
the context of bank consolidations. International Journal of Bank Marketing, 35(1): 147–172.

Findlay, A. & Sparks, L. ( 2007). ‘Switched’: a singular case of store switching. The University of
Stirling. Institute of Retail Studies.

Frederick,M., Hattingh,D., Ramlakan,S., & Spies,J. (2020). Survey: South Africa consumer
sentiment during the coronavirus crisis. Availible at:
https://www.mckinsey.com/business-functions/marketing-and-sales/ourinsights/survey-south-african-consumer-sentiment-during-the-coronavirus-crisis
[Date accessed: 6 June 2021]

Gee, R., Coates, G. & Nicholson, M. (2008). Understanding and profitably managing customer
loyalty. Marketing Intelligence & Planning, 26(4):359-374.

Ghirvu, A.I. (2013). The AIDA Model for Advergames. The USV Annals of Economics and Public
Administration, 13(1): 90 – 98.

Goh, E. (2009). Public education and parents: eliciting salient beliefs using the theory of planned
behaviour as a qualitative research framework. Int Rev Public Non-profit Mark, 6: 99–108.

Greener, S. (2008). Business Research Methods. Ventus Publishing: Denmark.

Gurjeet K., Sharma R.D. & Mahajan N. (2012). Exploring customer switching intentions through
relationship marketing paradigm. International Journal of Bank Marketing, 30(4):280-302.

Gustafsson, A. Johnson, M. & Roos, I. (2005). The Effects of Customer Satisfaction, Relationship
Commitment Dimensions, and Triggers on Customer Retention. Journal of Marketing,
69:210-218.

71

http://etd.uwc.ac.za/

Habullah, N. Mahajar, A. Salleh, M. (2014). Extending the Theory of Planned Behaviour: Evidence
of the arguments of its sufficiency. International Journal of Humanities and Social Science,
4(14).

Hirschman, A.O. (1970). Exit, Voice, and Loyalty: Responses to Decline in Firms, Organizations,
and States. Harvard University Press, Cambridge, Mass.

Huang, L. & Hsieh, Y. (2012). Consumer electronics acceptance based on innovation attributes and
switching costs: the case of e-book readers. Electronic Commerce Research & Applications,
11(3): 218-228.

Hubbard, R. & Armstrong, J.S. (1994). Replications and Extensions in Marketing - Rarely Published
But Quite Contrary. International Journal of Research in Marketing, 11(1994): 233-248.

Hubbard, R., & Vetter, D. E. (1996). An empirical comparison of published replication research in
accounting, economics, finance, management, and marketing. Journal of Business
Research, 35(2): 153-164.

Kabir, S. (July 2016). Basic Guidelines for Research: An Introductory Approach for All Disciplines
(pp.168-180). Edition: First. Chapter: 7. Publisher: Book Zone Publication, Chittagong-4203,
Bangladesh.

Keaveney, S.M. (1995). Customer switching behavior in service industries: an exploratory study.
Journal of Marketing, 59(1):71 - 82.

Keller, K. L. (2013). Strategic Brand Management: Building, Measuring, and Managing Brand
Equity. 4th ed. Upper Saddle River, N. J.: Prentice-Hall.

Kelley, K. Clark, B. Brown, V. & Sitzia, J. (2003). Good practice in the conduct and reporting of
survey research. International Journal for Quality in Healthcare, 15(3): 261-266.

72

http://etd.uwc.ac.za/

Kotler, P., Keller, K. (2016). Marketing Management. (15th ed.). Pearson Education.

Kinney, M. K., Ridgway, N. M., & Monroe, K. B. (2012). The role of price in the behaviour and
purchase decisions of compulsive buyers. Journal of Retailing, 88(1): 63-71.

Khan, N. & Ghouri, A. & Siddqui, U. & Shaikh, A. & Alam, I. (2010). Determinants Analysis of
Customer Switching Behavior in Private Banking Sector of Pakistan. Interdisciplinary Journal
of Contemporary Research in Business, 2(7). Vol.2, No. 7.

Kirk, C. Rifkin, L. (2020). I will trade two diamonds for toilet paper: Consumer reacting, coping and
adapting behaviours in the COVID-19 pandemic. 117: 124-131.

Kuusik, A. (2007). Affecting customer loyalty: Do different factors have various influences on
different loyalty levels? The University of Tartu Faculty of Economics and Business
Administration Working Paper.

Li, J. Hallsworth, AG. Coca-Stefaniak, J. (2020). Changing grocery shopping behaviours among
Chinese consumers at the outset of the COVD-19 outbreak. Royal Dutch Geographical
Society.

Lichtenstein, D. Ridgeway, N. Netemeyer, R. (1993). Price perceptions and consumer shopping
behaviour: A Field Study. Journal of Marketing Research. 30(2):234-245.

Lombard, N. (2017). Exploring the factors that influence student tertiary institution choice of Prestige
Academy by applying the SNG model. M Com Management. (Dissertation). University of the
Western Cape.

Macharia, C.W. (2015). Consumer perception towards private label brands of four key supermarkets
in Kenya. Degree of Master of Business Administration. The University of Nairobi.

73

http://etd.uwc.ac.za/

Madahi, A.; Sukati, I. (2016). An Empirical Study of Malaysian Consumer’s Channel-switching
Intention: Using theory of Planned Behaviour. Global Business Review. 17: 489–523.

Maggs, J. (2020). Constrained consumers versus insulated spenders: the pandemic is driving
change in the way products will be consumed from now on. Available at:
https://www.businesslive.co.za/redzone/news-insights/2020-10-08-shopping-trends-howcovid-changed-spending/

Malhotra, N.K. & Birks, D. (2006) Marketing Research: An Applied Approach. 3rd Ed. Upper Saddle
River. Prentice-Hall.

Malhotra, N.K. (2009). Basic marketing research: a decision-making approach.3rd ed. Upper Saddle
River, NJ: Pearson.

Malholtra, N. (2019). Marketing Research: An Applied Orientation, 7th Edition. Upper Saddle River,
NJ, Pearson.

Moreira, A.C. & Da Silva, M.F. (2016). Complaint behaviour by third parties: exploring service
quality, customer satisfaction and word-of-mouth in health clubs. International Journal Sport
Management and Marketing.16 (3-6): 152-215.

Morgan, M. Dev, C. (1994). An empirical study for brand switching for a retail service. Journal of
Retailing.70(3):196-215.

Mugo, P. (2020). Porter’s five forces influence on competitive advantage in the telecommunication
industry in Kenya. European Journal of Business and Strategic Management, 5(2):30 – 49.

Nashiruddin, M. I. (2019). Creating Competitive Advantage in the Turbulent Business Environment:
Lesson Learned from Indonesia Telecommunication. Buletin Pos dan Telekomunikasi,
17(1):31-46.

74

http://etd.uwc.ac.za/

Nawaz, T. Ilyas, M., Hyder, S. (2014). A Comparative Analysis of Mobile and Email Marketing Using
AIDA Model. Journal of Basic and Applied Scientific Research, 4(6):38-49.

Nielsen. (2020). COVID-19: Tracking the impact on FMCG, retail and media. Available at:
https://www.nielsen.com/za/en/insights/article/2020/covid-19-tracking-the-impact-on-fmcgand-retail/

Nielsen. (2020). COVID-19 concerns are a likely tipping point for local brand growth. Available at:
https://www.nielsen.com/za/en/insights/article/2020/covid-19-concerns-are-a-likely-tippingpoint-for-local-brand-growth/

Nielsen. (2020). Key consumer behaviour thresholds identified as Coronavirus outbreak evolves.
Available at: https://www.nielsen.com/za/en/insights/article/2020/key-consumer-behaviorthresholds-identified-as-the-coronavirus-outbreak-evolves/

Nielsen. (2020). Overcoming online shopping obstacles amid lockdowns in Africa and the Middle
East is not only a retailer driver. Available at:
https://www.nielsen.com/za/en/insights/article/2020/overcoming-online-shopping-obstaclesamid-lockdowns-in-africa-and-the-middle-east-is-not-only-retailer-driven/

Nimako, S. G., & Winneba, K. G. (2012). Consumer switching behaviour: a theoretical review and
research agenda. Research Journal of Social Science and Management, 2(3), 74-85.

Nimako, S. & Ntim, B. (2015). Modelling the antecedents and consequence of consumer switching
behaviour in Ghanaian mobile telecommunication industry. International Journal of Business
and Emerging Markets, 7(1):37.

Ningsih, M. & Segoro, W. (2014). The influence of customer satisfaction, switching cost and trust in
a brand on customer loyalty - the survey on a student as im3 users in Depok, Indonesia.
Elsevier. Procedia - Social and Behavioral Sciences, 143:1015 – 1019.

75

http://etd.uwc.ac.za/

Pallant, J. (2010). SPSS Survival Manual: A step by step guide to data analysis using SPSS, 4th
Edition. Berkshire, UK, McGraw Hill.

Pantano, E., Pizzi, G., Scarpi, D., & Dennis, C. (2020). Competing during a pandemic? Retailers'
ups and downs during the COVID-19 outbreak. Journal of business research, 116 (2020):
209–213.

Pentz, C.D., du Preez, R. & Swiegers. L. (2020). To bu(Y) or not to bu(Y): Perceived risk barriers to
online shopping among South African generation Y consumers. Cogent Business &
Management. 7(1): 1-25.

Pookulangara, S.; Hawley, J.; Xiao, G. (2011). Explaining consumer’s channel-switching behavior
using the theory of planned behavior. Retail Consumer Service. 18:311–321.

Porter, M.E. (2008). The five competitive forces that shape strategy. Harvard Business Review.
86(1):78-93.

Porter, M.E. (1985). Competitive advantage. New York: Free press.

Pizzi G., Scarpi D. (2013) When out-of-stock products DO backfire: Managing disclosure time and
justification wording. Journal of Retailing, 89(3):352–359.

Rawal, P (2013). AIDA Marketing Communication Model: Stimulating a purchase decision in the
minds of the consumers through a linear progression of steps. IRC’s International Journal of
Multidisciplinary Research in Social & Management Sciences, 1(1):37-44.

Rego, L., & Morgan, N. (2013). Re-examining the Market Share–Customer Satisfaction
Relationship. Journal of Marketing. 77(5):1-20.

Roos, I. Edvardsson, B. & Gustafsson, A. (2004). Customer switching patterns in competitive and
non-competitive service industries. Journal of Service Research.6(3):256-27.
76

http://etd.uwc.ac.za/

Saleh, A. & Bista, K. (2017). Examining Factors Impacting Online Survey Response Rates in
Educational Research: Perceptions of Graduate Students. Journal of Multidisciplinary
Evaluation. 13(2):63-74.

SAARF (South African Advertising Research Foundation). (2001a). Living Standards Measure.
Available at: http://www.saarf.co.za/lsm/lsm-presentations.asp [Date of access: 5 October
2021]

Saunders, M., Lewis, P. & Thornhill, A. (2019) “Research Methods for Business Students”
8th edition, Pearson Education Limited.

Sashi, C.M. (2012). Customer Engagement, buyer-seller relationships, and social media.
Management Decision. 50(2): 253-272.

Sathish, M. Kumar, K. Naveen, K. Jeevanantham, V. (2011). A study on consumer switching
behaviour in a cellular service provider: A study with reference to Chennai. Fart East Journal
of Psychology and Business. 2(2):71-81.

Sarwar, A., Azam, S. M. F., Haque, A., Sleman, G. & Nikhashemi, S. R. (2013). Customer's
perception towards buying Chinese products: An empirical investigation in Malaysia. World
Applied Sciences Journal. 22 (2): 152-160.

Sheth, J. (2020). Impact of COVID-19 on consumer behaviour: Will the old habits return or die?
Journal of Business Research. 117: 280-283.

Smidt, F. Maigurira, L. (2020, September). COVID effect: 7 new consumer shopping behaviour
trends in South Africa. Available at: https://www.thinkwithgoogle.com/intl/en-ssa/consumerinsights/consumer-trends/covid-effect-7-new-consumer-shopping-behaviour-trends-southafrica/

77

http://etd.uwc.ac.za/

Sohail, M. S. (2015). Gender differences in mall shopping: a study of shopping behaviour of an
emerging nation. Journal of Marketing and Consumer Behaviour in Emerging Markets. 1(1).
36-46.

Stewart, K., (1998), An exploration of customer exit in retail banking, International Journal of Bank
Marketing. 16(1):6 -14.

Suryawardani, B., & Wulandari, A. (2020). Determinant Factors of Customers Switching Behavior to
Customer Satisfaction and Loyalty in Online Transportation Users in Bandung. JDM (Jurnal
Dinamika Manajemen). 11(1):12-26.

The Media Online. (2020, June 4). COVID-19 FasTracks online shopping in South Africa. Available
at: https://fleishmanhillard.co.za/2020/06/the-covid-19-consumer/

Thomson, S. (2018). Achievement at school and socioeconomic background- an educational
perspective. Npj Science of Learning. 3(5).

Tsikriktsis, N. (2004). A Technology Readiness-Based Taxonomy of Customers: A replication and
extension. Journal of Service Research, 7(1): 42-52.

Valaskova, K., Kramarova, K., & Bartosova, V. (2015). Multi-criteria models used in the Slovak
consumer market for business decision making. Procedia Economics and Finance, 26: 174–
182.

Van Zyl, A. (2016). The links between socio-economic status of student and other variables at the
university of Johannesburg. Journal of Student Affairs in Africa. 4(1): 1-16.

Weigel, F. Hazen, B. Cegielski, C. and Hall, D. (2014). Diffusion of Innovations and the Theory of
Planned Behavior in Information Systems Research: A Metaanalysis. Communications of the
Association for Information Systems: 34(31): 619-636.

78

http://etd.uwc.ac.za/

Yan, Z., & Fan, W. (2010). Factors affecting response rates of the web survey: A systematic review.
Computers in Human Behaviour, 26(2):132-139.

Yu, C. S. (2014). consumer switching behavior from online banking to mobile banking. International
Journal of Cyber Society and Education Pages. 7(1):1-28.

Wee, CH. (2015). Shopping Behaviour of Different Age Groups: How Different are They?. In:
Sirgy M., Bahn K., Erem T. (eds) Proceedings of the 1993 World Marketing Congress.
Developments in Marketing Science: Proceedings of the Academy of Marketing Science.
Springer, Cham.

Westbrook, G. Angus, A. Robles, MC. MacKinnon, D. Singal, R. (2021). Top 10 Global consumers
Trends 2021. Euromonitor International.1-47.

Wieringa, J. E., & Verhoef, P. C. (2007). Understanding customer switching behavior in a liberalizing
service market: an exploratory study. Journal of Service Research, 10(2): 174-186.

Zeithaml, V.A., Berry, L.L. and Parasuraman, A. (1996). The behavioral consequences of service
quality. Journal of Marketing, 60(2):31-46.

Zikiene, K. Bakanauskas, A. (2009). Research of factors influencing loyal consumer switching
behaviour. Journal of Management of Organisation: Systematic Research. 52: 153-170.

Zikmund, Carr, Griffin & Babin. (2009). Business Research Methods (8th edition). South-Western
College Pub.

Zwanka, R. Buff, C. (2020). COVID-19 Generation: A conceptual framework of the consumer
behavioural shifts to be caused by the COVID-19 pandemic. Journal of International
Consumer Marketing, 33(1): 58-67.

79

http://etd.uwc.ac.za/

Appendices:

Appendix one: Information Sheet and Consent Form

UNIVERSITY OF THE WESTERN CAPE
Private Bag X 17, Bellville 7535, South Africa
Tel: +27 21 959 3150/ +27 73 976 9347, Fax: +27 021 959 3219
E-mail: 3528065@myuwc.ac.za

Revised: 6 May 2021

INFORMATION SHEET
Project Title: Post-COVID-19 retail customers’ switching behaviour: A Case Study of Cape
Town
What is this study about?
This is a research project being conducted by Miss Maxine Chloe Norman at the University
of the Western Cape. I am inviting you to participate in this research project because I would
like to collect relevant information on how consumer behavior in Cape Town has changed
with regards to where they shop, since COVID-19 but also, what has caused that change in
where consumers shop. I believe the way in which us as consumers are shopping has
changed and I would like to have real time feedback from individuals who can meaningfully
contribute to this research.
What will I be asked to do if I agree to participate?
You will be asked to complete an online survey through Google Forms that focuses on the
factors that may have caused you as a consumer to switch your behavior. These factors can
be categorised into three constructs (1) attitude (2) subjective norms (3) perceived
behavioural control that affects your intention of where you shop, since COVID-19. The
survey will take up 10 -15 minutes of your time.

Would my participation in this study be kept confidential?
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The researcher undertakes to protect your identity and the nature of your contribution. To
ensure your anonymity, Google forms survey are done anonymously and no emails, names,
numbers are recorded or link in anyway. To ensure your confidentiality, the survey data will
be safeguarded and stored in a password protected computer file. If I write a report or article
about this research project, your identity will not be known but the information will be
protected.

What are the risks of this research?
The risk for this research has been minimized as much as possible. However, should any
participant feel distress or discomfort while participating in completing the online survey, the
researcher details have been shared to assist promptly, in any way possible.

What are the benefits of this research?
This research is not designed to help you personally, but the results may help the
investigator learn more about how the switching behavior of retail consumer in Cape Town
post-COVID-19. The hope for the future is that this research prompts further investigation
into the phenomenon and able to provide suitable guidance for industry.
Do I have to be in this research, and may I stop participating at any time?
Your participation in this research is completely voluntary. You may choose not to take part
at all. If you decide to participate in this research, you may stop participating at any time. If
you decide not to participate in this study or if you stop participating at any time. The
researcher will not be notified or made aware should you decide to withdraw or not
participate; the entire process is anonymous.

What if I have questions?
This research is being conducted by Miss Maxine Chloe Norman at the University of the
Western Cape. If you have any questions about the survey itself, please contact the
researcher at maxinecnorman@gmail.com , otherwise, 3528065@myuwc.ac.za and place
the term “online survey” in the subject line.
This data collection phase of the research will be done in accordance with all COVID-19
protocols.
Should your answers not be responded to in a timely manner, or if you wish to report any
problems you have experienced related to the study, please contact:
Prof R. Shambare (Research Supervisor)
Email: rshambare@uwc.ac.za
This research has undergone necessary ethical clearance.
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Humanities and Social Sciences Research Ethics Committee
University of the Western Cape
Private Bag X17
Bellville
7535
Tel: 021 959 4111
e-mail: research-ethics@uwc.ac.za
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Appendix two: Consent form
UNIVERSITY OF THE WESTERN CAPE
Private Bag X 17, Bellville 7535, South Africa
Tel: +27 21 959 3150/ +27 73 976 9347, Fax: +27 021 959 3219
E-mail: 3528065@myuwc.ac.za
CONSENT FORM
Title of Research Project: Post-COVID-19 retail customers’ switching behaviour: A Case
Study of Cape Town
The study has been described to me in language that I understand. My questions about the
study have been answered. I understand what my participation will involve and I agree to
participate of my own choice and free will. I understand that my identity will not be disclosed
to anyone. I understand that I may withdraw from the study at any time without giving a
reason and without fear of negative consequences or loss of benefits.

1. I agree to answer the survey questionnaire
2. I do not agree to answer the survey questionnaire
Please note that this research project involves answering an online survey questionnaire
through Google forms. The data collected will assist the researcher to make inferences
about trends that may protrude, analyse data to answer necessary research questions and
accept or reject formalised hypotheses. It is important to note that all data collected will be
stored on a password protected device for which only one person knows and post the
research being complete, it will be stored with the research supervisor for a five-year period.
Thereafter, the data will be destroyed. All participants will not be able to proceed with the
online question should they not agree to participant this enforces the aspect that the
participant can withdraw at any time and will not be forced to participate.

Lead Researcher:

Research Supervisor:

HOD:

Maxine Norman

Prof. R Shambare

Prof. R Shambare

School of Business and
Finance, University of the
Western Cape,

School of Business and
Finance, Faculty of
Economic Management
Sciences,

School of Business and
Finance, Faculty of
Economic Management
Sciences,

University of the Western
Cape,

University of the Western
Cape,

rshambare@uwc.ac.za

rshambare@uwc.ac.za
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Appendix three: Questionnaire

University of the Western Cape
Humanities & Social Sciences Research & Ethics Committee
(HSSREC)
P O Box X17, Bellville, 7535, South Africa,
Email: research-ethics@uwc.ac.za ,
Tel: +27-21-959-2988

Research Title: Post-COVID-19 retail customers’ switching behaviour: A case study of
Cape

Dear Participant,
Introduction:
Thank you for participating in this research. This study is being conducted by a student of
the School of Business and Finance, at the Faculty of Economic and Management Sciences,
University of the Western Cape.
This questionnaire is part of a study designed to determine the individual factors that most
influence consumers' switching behaviour with respect to different choice of retail outlets in
Cape Town since the onset of COVID-19. The questionnaire should only take up to 10 – 15
minutes of your time. Your cooperation and support are much appreciated.
General Instructions:
The following instructions and conditions must be understood by all respondents:
(a)

Answer from your own perspective, as honestly as possible;

(b)

Please complete all sections, do not leave any unanswered questions;

(c)

Please note that your name is not required, hence confidentiality is assured.

(d)

Indicate your selected response by clicking appropriate option on the survey

(e)

Note there are no wrong or right answers.
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(f)

By completing the survey, you indicate that you voluntarily participate in this
research.

The primary investigator, Ms M Norman, can be contacted during office hours on her mobile
phone at 084 443 2273 or email at maxinecnorman@gmail.com or 3528065@myuwc.ac.za
This data collection phase of the research will be done in accordance with all COVID-19
protocols.
Thank you,
Miss M Norman
Definition of terms;
Retail channel – refers to a retailer’s location (physical or electronic) from where you buy
your groceries or household items. Examples of:
- Online retailers are: Dash by Woolworths, Checkers Sixty60, Pick n Pay Online, Faithful to
Nature, Takealot);
- Shopping centre or mall are: Canal Walk, Cape Gate, Waterfront, Cavendish Square,
Plattekloof Centre, Richmond Shopping Centre, Kenilworth Shopping Centre
- Local spaza shop or garages are: the convenient shops including those in petrol stations
in your neighbourhood.
To complete this survey, please indicate your consent for participation. Do you consent to
participate in this study?

Yes

1

No

2
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SECTION A: Retail Channel

SECTION B: Demographics

1. Before COVID-19, where did you shop
for groceries?

6. What is your age?
18 – 25 years

1

Online

1

26 – 30 years

2

Local neighbourhood store

2

31 – 35 years

3

Shopping Centre/ Mall

3

36 – 40 years

4

41 – 45 years

5

46 – 50 years

6

51+ years

7

2. Before COVID-19, where did you shop
for household goods?

Online

1

Local neighbourhood store

2

Shopping Centre/ Mall

3

7. What is your gender?

3. Have you have changed your retail
channel on the onset of COVID-19?

Yes

1

No

2

Male

1

Female

2

Would rather not say

3

8. What is the size of your household?
1-person household

1

2 people

2

3 – 4 people

3

5+ people

4

4. Today, where do you shop for
groceries?

Online

1

Local neighbourhood store

2

Shopping Centre/ Mall

3

9. What is your marital status?

5. Today, where do you shop for
household goods?

Online

1

Local neighbourhood store

2

Shopping Centre/ Mall

3

Single/ Never Married

1

Married

2

Divorced

3

Widowed

4
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10. Indicate your highest level of
education.
Primary School

1

Undergraduate

2

Honours Degree

3

Masters/ Doctorate

4

No formal education

5

Other

6

11. Indicate your Monthly Gross Income.
Up to R8, 000

1

R8, 001 – R20, 000

2

R20, 001 – R35, 000

3

R35, 001 – R50, 000

4

R50, 001+

5
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SECTION C: Post COVID-19 customer switching behaviour in Cape
Town’s retail industry
This section includes several statements, indicate how much you agree with the
below statements by selecting 1, 2, 3, 4 or 5 that best suites you. There are no right or
wrong answers, please answer as accurately as possible.

Strongly
Disagree

Intention

(1)

Disagree

Neutral

Agree

(2)

(3)

(4)

Strongly
Agree
(5)

INT1

I intend to visit my new choice of retail channel.

1

2

3

4

5

INT2

I plan to shop at a new retail channel.

1

2

3

4

5

INT3

I will try shop at a new retail channel.

1

2

3

4

5

ATT1

For me to switch to a new retail channel is
likely.

1

2

3

4

5

ATT2

For me to switch to a new retail channel is
pleasant.

1

2

3

4

5

ATT3

For me to switch to a new retail channel is
harmful.

1

2

3

4

5

ATT4

For me to switch to a new retail channel is
valuable.

1

2

3

4

5

ATT5

For me to switch to a new retail channel is
enjoyable.

1

2

3

4

5

It is expected of me that I shop through the
same retail channel as those that are important
to me

1

2

3

4

5

SN2

Most people who are important to me shop
through a new retail channel regularly

1

2

3

4

5

SN3

Many people like me shop through a different
retail channel since COVID-19 regularly

1

2

3

4

5

SN4

People who are important to me believe using
more than one retail channel is unproductive

1

2

3

4

5

Attitude

Subjective Norms
SN1
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SN5

The people in my life whose opinions I value
would approve of me shopping through a new
retail channel.

1

2

3

4

5

SN6

Most people who are important to me think that
I should shop through a new retail channel.

1

2

3

4

5

SN7

The people in my life whose opinions I value
shop through a new retail channel since
COVID-19.

1

2

3

4

5

1

2

3

4

5

Perceived Behavioural Control
PBC1

For me to shop through a new retail channel
would be possible

PBC2

If I wanted to, I could shop through a new
possible retail channel.

1

2

3

4

5

PBC3

Do you believe you have full control over
choosing to shop through a different retail
channel?

1

2

3

4

5

It is mostly up to me whether I shop through a
different retail channel.

1

2

3

4

5

PBC4

89

http://etd.uwc.ac.za/

Appendix four: Google Form snapshot of questionnaire

90

http://etd.uwc.ac.za/

91

http://etd.uwc.ac.za/

92

http://etd.uwc.ac.za/

93

http://etd.uwc.ac.za/

94

http://etd.uwc.ac.za/

95

http://etd.uwc.ac.za/

96

http://etd.uwc.ac.za/

97

http://etd.uwc.ac.za/
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