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Abstract 

Electronic commerce is a relatively new concept compared to other Internet applications. The 
concept has grown fast to cover a wide range of products and services and practiced in several 
parts of the world. The process of buying and selling Fast Moving Consumer Goods, food and 
other necessities online is referred to as electronic grocery. Electronic grocery today is built 
on different types of solutions; purchasing from a grocery store via their webpage and buying 
complete meal plans delivered with recipes to the consumers home. By purchasing groceries 
online, consumers get the chance to pick and choose from many different solutions and 
brands as a result of which they save time and increase accessibility. 

The dominating products sold through electronic commerce in Sweden are electronics, clothes 
and shoes. The online grocery business is only 1.4% (2016) of the total grocery business in 
Sweden. This means that electronic grocery seems to have had a relative slow consumer 
adoption which makes it differ from e-commerce in general. The purpose of this thesis was to 
discover what barriers were associated with using e-grocery for Swedish grocery consumers 
and how these barriers was affected by user experience. This research was conducted with a 
mixed method approach. The purpose was to establish which barriers are the most influential 
to consumers choosing to switch from the traditional way of purchasing groceries in physical 
stores to purchasing their groceries online. Understanding these barriers helped investigate 
human interaction with information systems. The study was mainly conducted through the 
distribution of a self-completion questionnaire with 300 respondents. 

Results from the questionnaire suggest that user experience may effect consumers choice to 
using e-grocery. Statistics demonstrate influences of consumers using e-commerce for other 
goods rather than groceries. Some of the main barriers to adopting this new way of purchasing 
groceries were quality of fresh groceries, the social factor of purchasing groceries in a 
physical store and consumer’s habit. This study will therefore contribute to the field of 
informatics by providing both theoretical and empirical analysis that help distinguish the 
influence e-commerce has on grocery consumers and their daily life. An interesting area for 
further research would be to investigate and compare other demographic factors to get 
knowledge about how to reach other consumer groups. To pay more attention to elder 
consumers and users of information systems, it perhaps would be an interesting direction to 
see how e-grocery could improve their everyday lives. E-grocery is an important business to 
research due to the fact that it will probably be both faster and more convenient in the future.  

Keywords: (E-Grocery, E-Commerce, Online food retailing, Swedish food retailing, barriers 
to adopting e-grocery, user experience, human-computer interaction) 

!2



Sammanfattning 

Elektronisk handel är ett relativt nytt koncept jämfört med andra Internet-applikationer. 
Konceptet har växt snabbt och erbjuder ett brett utbud av både produkter och tjänster och 
finns  i flera delar av världen. Köp och försäljning av snabbrörliga konsumentvaror, mat och 
andra nödvändigheter på nätet kallas för elektronisk dagligvaruhandel. E-dagligvaruhandel 
bygger idag på olika typer av lösningar; köp hos dagligvarubutiker via deras hemsidor och 
köp av kompletta måltider i matkassar som levereras med recept till konsumentens hem. 
Genom att köpa dagligvaror på nätet får konsumenter en chans att välja mellan många olika 
lösningar och aktörer, som leder till att de sparar både tid och får en ökad tillgänglighet. 

De dominerande produkterna som säljs på nätet i Sverige är elektronik, kläder och skor. E-
dagligvaruhandeln och dess industri stod för endast 1,4% av den totala dagligvaruindustrin i 
Sverige 2016. Detta innebär att elektronisk dagligvaruhandel verkar ha anammats 
långsammare av konsumenter än allmän e-handel, vilket får det att utmärka sig på så vis. 
Syftet med denna uppsats var att upptäcka vilka barriärer konsumenter förknippar med e-
dagligvaruhandel och hur användarupplevelsen påverkade dessa barriärer. Undersökningen 
utgjordes av en mixad metod. Syftet med denna studie var att fastställa vilka barriärer som är 
de mest inflytelserika när konsumenter väljer att byta från det traditionella sättet att köpa 
dagligvaror i fysiska butiker, till att köpa sina dagligvaror på nätet. Studien genomfördes 
huvudsakligen genom distributionen av en kvantitativ enkät med 300 respondenter. 

Resultatet från undersökningen indikerar att användarupplevelsen kan ha en inverkan på 
konsumenternas upplevda barriärer. Statistiken visade att konsumenter använder e-handel i 
högre grad för andra varor och tjänster än dagligvaror. Några av huvudbarriärerna för att 
anamma detta nya sätt att köpa dagligvaror var osäkerhet kring kvalitén på färskvaror, den 
sociala faktorn som skapas av att besöka en fysisk butik samt konsumenters vanor. Denna 
studie kommer därför att bidra till ämnet informatik genom att ge både teoretisk och empirisk 
analys som bidrar till att visa vilken influens e-handel har på dagligvarukonsumenter och 
deras vardagsliv. Ett intressant område för vidare forskning vore förslagsvis att undersöka och 
jämföra andra demografiska faktorer för att få kunskap om andra konsumentgrupper. Mer 
uppmärksamhet kan t.ex. riktas mot äldre konsumenter och användare av informationsystem 
för att ta reda på hur e-dagligvaruhandel kan förbättra deras liv. E-dagligvaruhandel är ett 
viktigt område att undersöka då det med största sannolikhet kommer att effektiviseras och bli 
smidigare i framtiden. 

Nyckelord: (E-Dagligvaruhandel, E-handel, mathandel på nätet, Svensk mathandel, barriärer 
till e-dagligvaruhandel, användarupplevelse, Människa–datorinteraktion) 
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1. Introduction  

Food is one of the most essential elements for human beings. The development of food 
procurement has gone from the ancient time of hunting, to the modern time of grocery stores 
and now the opportunity to order food from the comfort of your own home. Consumers today 
use the Internet in a broader extent for their daily life which makes it more and more 
important for companies to evolve in electronic commerce (e-commerce) as a second sales 
channel (Svensk handel 2014).  

E-commerce is a phenomenon which refers to trading at distance with the help of stationary 
or mobile data communication (Sundström 2007).  The most common example is by trading 
goods and services on the Internet. There are three different categories; Business to Business 
(B2B), that refers to trading between different companies, Business to Consumer (B2C), 
which indicate the trading between companies and consumers. The third one is Consumer to 
Consumer (C2C), with the mening of trading between consumers (Sundström 2007). The 
B2C-perspective will be analyzed in this report since it will be based on the consumer’s 
viewpoint about online purchasing of groceries. 

E-commerce in Sweden has during most of the 20th century been associated with mail order. 
The biggest reasons why consumers prefer distance shopping is because of the convenience, 
followed by range, availability and the possibility to get extended product information 
(Sundström 2007). 

The growth of e-commerce has transformed todays society to an information society where 
more and more people tend to adopt this new way of purchasing goods. This has furthermore 
led to an increased demand in usability of the information system (IS) users. The use of 
information technology has in some way left the workspace and is now being used in 
everyday life for activities that was earlier made in physical form. Among these daily 
activities is the purchase of groceries.  

Today, consumers in Sweden can choose from a wide range of actors that offer electronic 
grocery (e-grocery) which refers to the purchase of daily groceries online instead of purchase 
in a physical store. But how did it all begin? It all started with the concept of home delivery of 
food bags including recipes and ingredients. This phenomenon was introduced in the Swedish 
market by Middagsfrid in 2007 (Framtidens handel 2014). The physical and the digital world 
will be more and more integrated in the future, this means those businesses that successfully 
integrate digital shopping with physical operations will increase their chances of success. 
Many retailers offer customers the opportunity to pick up their online orders in the physical 
store in a specific pick-up area, this is called ”click and collect” (Framtidens handel 2014). 

The grocery business has during the past few years established itself in the online marketplace 
(Svensk handel 2014). This particular business will further on be referred to as e-grocery in 
this report. E-grocery business could in ten years account for a quarter of the retail business in 
Sweden (Raatama, Lundh & Larsson 2013). Handelns Utredningsinstituts research is built on 
the assumptions that consumers today live in a more digitalized environment and therefor 
have become more sophisticated in the use of Internet services (Raatama, Lundh & Larsson 
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2013). The logistic and delivery part of the business is not seen upon as a problematic area 
any more (Svensk handel 2014).  

When purchasing food or other goods in physical stores without the help of online technology 
it is referred to as traditional shopping. The traditional way of shopping is starting to be taken 
over by the online shopping (Solomon et al. 2014). Solomon (2014) explains that the 
traditional shopping is not completely gone but the retailers that are not focusing on online 
services have to work even harder to keep their customers revisiting their stores. They also 
mention that the most common reason why consumers tend to shop in-store rather than 
online, aside from security and personal integrity, has to do with the fact that you can not be 
sure of what you are buying. When shopping online you lose the privilege of feeling or trying 
the product before buying it. 

The aspects of switching from an offline to an online environment that Solomon (2014) 
discusses also has a close relationship to human-computer interaction (HCI), where user 
experience (UX) is a key element (Hassenzahl & Tractinsky 2006). UX is defined as followed 
by ISO 9241-210: "A person's perceptions and reactions that result from the use and / or 
anticipated use of a product, system or service.” UX include users feelings, beliefs, 
preferences, perceptions, physical and physiological responses, behaviours and 
accomplishments in interacting with a system. All these UX are based on the element of 
satisfaction in the definition of usability (Usability partners 2016). A central idea in UX is to 
incorporate commercial aspects of the UX rather than just traditional usability aspects which 
will furthermore be applied on this thesis.  

1.1 Previous research  

Previous studies show that e-commerce in general is reaching record levels in Sweden 
(Johnson & Jönsson 2006). Since the emergence of e-commerce the best selling products 
through that channel are books, clothes and electronic devices. In 2015 the money generated 
by online sales in Sweden amounted to 50 billion Swedish kr (Svensk Digital Handel 2016). 
According to Wilhelmsson (2015) the biggest development in the area of e-commerce in 2015 
was e-grocery. This segment increased by 40 percent and is considered to have great potential 
to increase even further in the next couple of years. The increase in sales shows that 
consumers see the benefits of being able to order food online. Wilhelmsson (2015) explains 
that one of the biggest benefits include home delivery which saves valuable time for the 
consumers. The most common e-grocery strategies are; ordering grocery bags with pre-dinner 
solutions and recipes or ordering in the same way as any product online, free selection of 
goods to match specific needs of each consumer (Wilhelmsson 2015). Even though more and 
more Swedish consumers are using e-grocery, the e-grocery industry is only 1.4 percent of the 
total revenues of the food and grocery industry in Sweden (Svensk Digital Handel 2016). 

The history of e-grocery shows that the start of this phenomenon was not as successful as e-
commerce of other goods and services. Desai et al. (2012) state that e-grocery had a slow 
customer adoption and the reason for this was that the value proposition of this service did not 
”beat the store” (Desai et al. 2012, p.14). Today it is common that grocery consumers are 
multichannel consumers, meaning that consumers are both using e-grocery and traditional 

!8



shopping (Campo & Breugelmans 2015). In modern time, consumers are becoming more and 
more conscious about saving time (Solomon et al. 2014). This stressed era has made the 
online business concept even more popular. Delivery of groceries directly to the consumer’s 
doors is seen upon as a time-saving opportunity (Solomon et al. 2014).  

The two biggest aspects why consumers use e-grocery are convenience and the fact that the 
range is wider than in a physical store (Svensk Digital Handel 2015). The sale of e-grocery is 
predicted to grow in the same speed as during the last couple of years (Svensk Digital Handel 
2015). There are three factors that indicate this and the first one is that consumers have 
become more experienced and mature in their use of e-commerce. Once a consumer has tried 
using e-grocery, there is a bigger chance that he or she will keep using it. The share of 
consumers who engage in e-grocery has increased, and as a consequence this has lead to an 
increase in sales as well. The second factor that hints the increase in sales, is that there are 
more actors on the market today. The investments from the industry combined with more 
actors will contribute to an increased market share (Svensk Handel 2015). Finally, the third 
factor is digitalization. Digitalization of services is increasing and will most likely accelerate 
in the near future. Examples of this could be intelligent refrigerators and development of 
mobile applications and Internet of Things (IoT) (Svensk Digital Handel 2015).  

Regarding digitalization it is important to consider availability and usability in terms of user 
interface to meet the needs of a wide range of customers. Many companies choose to work 
with different kinds of advertising firms to help them build user interfaces suitable for their 
customers (Berggren, Ludviksson & Fridger 2008). As Berggren et al. (2008) brought up in 
their bachelor thesis the system interface plays an important role in facilitating interaction 
between the user and e-grocery systems. A good interface will encourage consumers to 
change from the physical store to the online alternative.  

Except for user interface other factors of UX need to be considered to maintain a profitable 
online business. Trust and perceived usability are two important factors in e-commerce that 
affect if the consumer will return to the retailer. Safe security solutions for payments and 
personal details are also factors that help create a better UX for the consumers (Gefen, 
Karahanna & Strauh 2003). Out of these factors the affect it would have on e-grocery could 
be seen as secure payment methods, trust in quality of fresh goods and social interaction to 
just mention a few.  

Swedish consumers living in big cities are using e-grocery more than those living on the 
countryside (Svensk Digital Handel 2016). Consumers on the countryside are not 
unaccustomed to e-commerce in general, but there exist negativism towards the concept of e-
grocery in the less populated areas (Svensk Digital Handel 2016). One of the main reasons for 
this is that the e-grocery service is not available in the same degree on the countryside as in 
the more urbanized areas. A lot of consumers in rural areas do not have the same possibilities 
and options such as choosing delivery form. Consumers living on the countryside are, in 
comparison to consumers in non rural areas, more likely to collect their e-grocery orders in 
physical stores. Home delivery is therefore not as common in the rural areas.  
This can also be seen as an indicator to why e-grocery is not used to the same extent in rural 
areas (Svensk Digital Handel 2016). Although this survey provide information that consumers 
residing on the countryside use the service less, this is also the area that have the biggest need 
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for e-grocery. Grocery stores in Sweden have changed drastically during the last twenty years. 
Bigger supermarkets have been established and the local smaller stores in the rural areas can 
not compete. The change in grocery stores has resulted in longer trips that require more 
sacrifices in terms of time and money for the consumers located in these areas (Hedlund 
2011). The Swedish countryside in general does not offer a big selection of easy accessed 
grocery stores. In an article written in Aftonbladet MinEkonomi Westholm (2013), professor 
in culture geography state that since 1996, 2000 stores located on the countryside all around 
Sweden has been shut down even though the Swedish population has increased. Sweden’s 
population are growing but more and more people tend to locate them self in the bigger cities, 
which is one reason why grocery stores in the rural areas are closing down. It also has to do 
with changing habits and higher demands for specific products that can not be found in the 
small grocery stores (Westholm 2013).

To become a successful actor on the online market it is important to satisfy the customers 
(Raatama, Lundh & Larsson 2013). One barrier for consumers is their expectations that 
”needs” to be fulfilled, otherwise they will consider other choices. Today there are higher 
customer expectations,  one of them is the expectation of fast deliveries and more options 
(Raatama, Lundh & Larsson 2013). Oliver Wyman (2014) brought up the importance of the 
retailers location. The emergence of e-grocery is emphasizing the gap between the worst and 
the best locations. Grocery retailers in relatively bad locations are facing a decline in sales and 
face the need to close down their business. Meanwhile retailers in better locations will benefit 
from clawing back a bit of the sales from store consolidation (Wyman 2014).

Henningsson-Frostling (2003) wrote about the technology as a paradox in her report. Some 
consumers that participated in her scientific study said that ”the opportunity to use a 
technology that provides flexibility in time and space was […] a way to enhance the freedom 
in their everyday lives”. These consumers appreciated their increase of spare time they 
received as a result of using e-grocery technology (Henningsson-Frostling 2003, p.137). On 
the other hand, Henningsson-Frostling (2003) also writes about a respondent that said that the 
use of the technology for e-grocery can be seen as a way of decreasing the flexibility in life. 
This respondent said that; ”I think I will swing back and forth between shopping on the 
Internet and in the physical store. I felt freedom in not having to be organized, in being able to 
casually say: ‘I ran out of milk kids. I will be back in fifteen minutes. But the planned grocery 
shopping is still quicker, easier, and more practical to do on the net.” (Henningsson-Frostling, 
2003). Henningsson-Frostling (2003) also emphasize the importance that e-grocery 
technology can be hard to understand among different users. Some users may experience 
uncertainties in the technology when they for example lose internet connection or are being 
thrown out of the system (Henningsson-Frostling 2003). 
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1.2 Problem discussion  

As mentioned in the previous research, time is a limited resource in today’s economy and 
therefore also valuable. For a company to develop opportunities for their customers to save 
time can therefore not only be seen as a big and important business opportunity but also result 
in an increase in their sales.  

When looking at previous studies we can clearly see that shopping food online is getting more 
and more common (Wilhelmsson 2015; Svensk Digital Handel 2015). These studies also 
show that e-grocery result in a positive impact, but primarily for the companies. Chapter 1.1 
supplemented by the theoretical framework highlights previous studies which focus on how e-
commerce in the grocery industry can be evolved to serve the needs of a diverse consumer 
base.  

In most of the scientific articles and books that we have read about e-grocery, focus is on why 
consumers want to buy groceries online and what kind of advantages and disadvantages there 
are with this kind of e-commerce service (Svensk Digital handel 2015; Henningsson-Frostling 
2001; Wilhelmsson 2015). Another common theme is statistics that illustrates different 
consumers attitudes towards e-grocery. Negative attitudes to using the e-grocery system can 
be seen as barriers to using e-grocery and as Gefen, Karahanna & Strauh (2003) discuss it is 
also important to consider the return of customers. To understand barriers and why consumers 
choose to return to the system, UX has to be considered.  

In the article written by Sundström (2014), the focus is strictly towards the downside of e-
grocery. The behaviour and attitude among the Swedish consumers in that report shows us a 
negative view on this phenomenon depending on the age of the consumers involved in the 
case study. For example, older consumers turn to be conservative and unwilling to adopt new 
technologies. Another aspect is that this study was made in the beginning of the e-grocery era 
and attitudes among consumers might have changed since then (Sundström 2014). 

Previous authors (Sundström 2013; Svensk Digital handel 2015; Wilhelmsson 2015; 
Henningsson-Frostling 2003) research these factors that we have acknowledged in this 
chapter but none of their work provide answers about what barriers consumers face when 
using e-grocery as an IS and how user experience influence these barriers. This report will 
therefore fill this gap and give a clear view from this particular perspective.  

1.3 Problem statement and purpose  

The purpose of this research is to give a better understanding of how IS has affected grocery 
consumers and consumers purchasing habits in the grocery segment. The focus will be on 
looking at the human interaction with IS and analyze if the relationship between system 
interaction and UX. The goal of this thesis is to contribute to the field of informatics by 
investigating the effect UX has on e-grocery as a particular e-commerce system. 

When researching the e-grocery area we noticed that even though consumers seem to find 
shopping food online convenient there is still a relatively small percentage of the Swedish 
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population using this service. Therefore it is relevant for us to learn more about the barriers of 
this type of e-commerce. It is also of interest to investigate why these barriers occur and if 
they differ among the Swedish population. In order to gain knowledge about this field, our 
work will address the following two research questions:  

What are the barriers to using e-grocery?  

How does user experience affect these barriers for Swedish grocery consumers? 

1.4 Target group 

This study will provide knowledge about the concept of e-grocery, it will also reflect on the 
grocery consumers attitudes and how e-commerce has revolutionized traditional grocery 
shopping. This study is aimed towards grocery consumers, it will find barriers for consumers 
using e-grocery and investigate what role UX play in the human-computer interaction. 

The second target group that will benefit from this research is companies in the grocery 
business. Both those who are new to the concept of e-grocery and for those who want to 
expand their existing service. This study will give readers an insight in what barriers have to 
be eliminated to build a successful e-grocery business that meet the needs of different 
consumers.  

1.5 Delimitations 

The thesis will be focusing on the grocery business within e-commerce. The literature is 
delimited to facts regarding e-commerce, e-grocery, human-computer interaction and UX in 
an Internet environment. Furthermore, the study is limited to the Swedish population. 
Moreover, the thesis research problems will be answered based on previous reserach and the 
empirical data collected from the respondents in the questionnaire with a time span of 
approximately three months.  

1.7 Disposition  
 
Chapter 1 - Introduction 

!12



Chapter 2 - Theoretical framework  

Chapter 3 - Method 

Chapter 4 - Result & Analysis  

Chapter 5 - Discussion 

Chapter 6 - Conclusion 

 

2.  Theoretical Framework  
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In the first chapter a background will be presented 
concerning the research subject, followed by a 
literature review which highlights previous research 
regarding the research topic. Furthermore, a problem 
discussion and statement will be given based on the 
literature review and finally lead to a research question 
and a purpose. 

In this chapter previous research regarding the topics of 
user experience (UX) and online grocery shopping 
have been examined to provide a theoretical framework 
for the thesis and as a foundation for the empirical 
study. 

This chapter will focus on the methods and research 
approaches used in this study. A research strategy, 
research approach and design will be presented. 
Research process, data collection method, ethical 
issues, criteria, data analysis method and presentation 
method will also be introduced.  

In this chapter the collected data and findings are 
presented. The data is collected from an end consumer 
questionnaire of the grocery business. This is also 
where the findings from the quantitative study are 
analyzed in relation to the theoretical framework.  

In this chapter the results of the analysis are discussed. 
The discussion focuses on the research question 
addressed in this thesis 
  

In this chapter main results from the analysis are 
summarized to address the research question in this 
thesis. Implications of the results are discussed leading 
to conclusions and recommendations. Furthermore, 
some further research will be suggested.



2.1 Traditional grocery shopping and the physical store  

Traditional grocery shopping generally refers to a consumer purchasing their food and other 
necessities in a physical store (Solomon et al. 2014). In Sweden, the fourth biggest production 
industry is the grocery business (Jordbruksverket 2012). Sweden’s total grocery industry had 
a turnover of approximately 275 billion Skr in 2014. Out of this turnover, 3 billion Skr were 
represented by e-grocery. This indicates that the share traded online was equivalent to just 
over 1 percent (Svensk Digital handel 2015). The physical grocery store has millions of 
visitors every single day and to some people the store is seen as a meeting point or possibly a 
source of inspiration. The traditional way of shopping groceries is also a big part of Sweden's 
major employers, with more than 100.000 employees (Svensk dagligvaruhandel 2016). The 
amount of physical grocery stores in Sweden has since 1985 decreased with 50%. In 2012 
there were approximately 4000 stores still in business (SvD 2012). Since 1996, the Swedish 
countryside and medium sized cities are those whom have experienced the largest amount of  
loss in physical grocery stores.            

The large decrease in physical  grocery stores is  primarily based on factors like increased 
mobility,  changing  buying  habits  and  consumers  demands  for  more  efficient  commerce 
strategies. Sweden's growth in population and changing living arrangement patterns  has also 
affected this large decrease (Tillväxtanalys 2015). 

Solomon et al. (2014) state that the physical store is an important contribution to our society. 
In the physical store the consumer gets the chance to get a feel of the product and build an 
opinion after they have examined it with their own eyes. This can be seen as one big 
advantage physical stores have over Internet based stores. In the physical store a consumer 
can use their senses to evaluate the products which leads to a decrease in uncertainty. 
Meanwhile, purchasing goods online, uncertainty play a central role mostly in terms of 
product representation and incorrect information (Solomon et al. 2014). 

For consumers to be able to use their senses and feel the products is not the only reason why 
physical stores could be seen as competitors to e-grocery. Some other reasons might also be 
the experience itself. When purchasing groceries online consumers lose the social interaction 
that a physical store could contribute to (Underhill 2008). Delivery and payment are two other 
factors that could worry the consumer. When buying groceries in-store the consumer decides 
themselves when they want to purchase their goods. Regarding the payment, in the physical 
store the consumer might feel safer due to the amount of participation they can have in the 
payment situation (Turban et al. 2015). 

Other factors why a physical store might be better than a digital store is also due to the 
possibility of help received with initial setup and repairs. Convenient returns and instant 
gratification of all senses (Pawar & Sarmah 2015). Although these might be seen as 
advantages in physical stores, they are not primarily connected to the grocery business and 
can therefore not be looked upon as competitive advantages.  

2.2 In-store buying decisions 
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When referring to in-store buying decisions it indicates consumer’s impulse buying. Impulse 
buying is roughly described as unplanned buying that is influenced by factors such as 
personality, time and location (Stern 1962). Unplanned purchases are rational and triggered by 
a consumer’s need and is often linked to the store environment and the absence of a pre-
organized shopping list. Impulse buying can also be based on spontaneous decisions due to 
different emotions and evolves during the trip. If a consumer is hungry during their trip to the 
grocery store this emotion could affect their purchase and increase the impulse buying 
decision. Consumers lose control that prevents resistance to temptations in the store (Massara 
et al. 2014). Unconsciously consumers buying on impulse may feel a higher degree of joy and 
delight without being conscious about the financial aspect of their buying behaviour. 
Therefore, the pleasure of impulse buying is associated with overspending. Discount prices, 
two-for-one offers and in-store-display are three factors why consumers tend to impulse 
purchases when shopping for groceries (Hultén & Vanyushyn 2011).  

2.3 Internet  

Internet is a global network that can be used for plenty of purposes; it gains importance for 
both single home users and for big firms (Tkacz et al. 2009). The network can be utilized for 
simple functions such as sending e-mail but the Internet can also be used in purpose to enable 
big international projects. This wide spectrum of functions has resulted into an increasingly 
complex Internet infrastructure than ever before (Tkacz et al. 2009). Researchers began to 
document the impact of the Internet and e-commerce on retailing in the middle 1990s (Elms 
et al. 2016). Many of these researchers claimed that the Internet was a method to reduce the 
existing issues regarding complexity and time costs that existed in other types of home 
delivery systems; for example catalogue and telephone sales (Elms et al. 2016). The 
conclusion was that e-grocery, especially in the aspect of retailing, was considered to benefit 
from the Internet. Examples of these benefits are that the Internet both erased national borders 
and also diminished significant costs of buildings, personnel and networks that earlier were 
needed in a higher degree in the physical distribution of goods and services (Elms et al, 2016). 
Boschma et al. (2008) declared that the Internet technology contributes to an alternative 
distribution channel. Internet also reduces the relevance of geographical closeness (Elms et al. 
(2016); Boschma et al. 2008).  
 
Geunes et al. (2005) suggested that the development of the Internet has been fueled by the 
willingness of the consumer to “point and click their way through nearly all aspects of daily 
life” (Geunes et al. 2005, p.218). This has led to changes in the traditional distribution 
business since goods and services nowadays are offered on an online market. For example 
goods such as groceries and pharmaceutical products that traditionally have been purchased in 
physical stores (Geunes et al. 2005).  
 
From a user perspective, the biggest advantages with the Internet regarding e-grocery, is that 
it makes the everyday life simple by reducing the amount of effort consumers have to put in 
to purchasing food. It also offer a great amount of convenience (Elms et al. 2016). The 
Internet environment has big potential to offer consumers lower prices and in the same time a 
wider range of products compared to what is offered in physical stores (Elms et al. 2016). E-
grocery consumers will most likely choose the same retailer online as the one they physically 
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purchase their groceries in (Elms et al. 2016). 

2.4 E-commerce 

The phenomenon electronic commerce refers to ”using the Internet and Intranet to purchase, 
sell, transport, or trade data, goods, or services” (Turban et al. 2015, p.7). E-commerce also 
includes other transactions that are non-financial such as customer support and different 
requests for information are also considered to be a part of e-commerce (Chaffey 2015). 

E-commerce was established in the mid 90’s (Raatama, Lundh & Larsson 2013). At that time, 
big investments in e-commerce were made and Internet was then used in a wider sense. 
Between the years 2000-2001 there was an IT crash and many IT-companies went bankrupt. 
After this crisis, the foundation of e-commerce was rebuilt and since the 21st century it has 
had a strong growth (Raatama, Lundh & Larsson 2013). A major opportunity with e-
commerce is that the Internet makes it possible to develop a successful niche market. Turban 
et al. (2015) state that unique concepts such as selling toys for cats and dogs, antique Coca 
cola bottles etc. would most truly have trouble being successful in a physical store 
environment. Therefore, Internet offers the possibility for retailers of these specific items to 
reach more customers and larger markets (Turban et al. 2015). 

In this report the e-commerce model that is handled is the B2C-model, since most e-grocers 
are retailers that sell goods directly to consumers. This business concept includes retail 
transactions of services and products from different kinds of businesses to the individual 
consumers (Turban et al. 2015). 

According to Ericsson, CEO of postnord, consumers in the Nordic Countries purchased goods 
online for 141,3 billion Skr in 2014 (Postnord 2015). Ericsson also mentioned that B2C-
deliveries increased with 15 percent on the Nordic market. The digital development has led to 
many changes, both for the companies and private consumers in the Nordic Countries 
(Postnord 2015). A  specific consumer behaviour has been formed in which consumers are 
looking at the goods they want to buy in the physical store, and then go and buy them online 
and vice versa (Postnord 2015). There are some well known barriers to consumers adoption to 
the Internet, primarily regarding online shopping (Chaffey 2015). Some of the consumer 
barriers to adopting Internet mentioned are lack of trust, security problems, cost, lack of skills 
and that the consumers do not feel that they perceive any benefits (Chaffey 2015).  

According to Raatama, Lundh & Larsson (2013) there are three factors that affect the 
development of e-commerce; an increased maturity of the consumers, an increased maturity 
of the retailers and technological development. When a consumer chooses to shop online for 
the first time, they later on tend to continue with this shopping behaviour (Raatama, Lundh & 
Larsson 2013). When the customers are experiencing the wide product range, convenience 
and pricing as something positive, the less they will worry about insecure barriers such as 
payment and delivery. Retailers on the other hand, realized that they have to deliver on time 
and keep their promises in order to maintain a good business (Raatama, Lundh & Larsson 
2013). It seems like the retailers also have learnt that they have to be aware of aspects such as 
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the presentation of their website and also the need for having a strategy of handling logistics 
and procurement. Technological developments has created new conditions for e-commerce by  
better computers, mobile devices, social media and ERP-systems. Despite this, forecasting the 
future development of e-commerce is still problematic (Raatama, Lundh & Larsson 2013). 

2.5 E-grocery 

Today, it is possible to order and purchase groceries from devices such as tablets and 
smartphones (Turban et al. 2015). The process of buying and selling Fast Moving Consumer 
Goods (FMCG), food and other necessities online is referred to as e-grocery (Thain & 
Bradley 2012). The dominating products sold through e-commerce in Sweden are electronics, 
clothes and shoes. On the other hand, for the younger citizens the most popular products sold 
through e-commerce include goods such as toys, hardware and food items which has had the 
biggest growth during the last couple of years (Svensk Digital Handel 2015). 

The grocery industry online is increasing in Sweden and it increased as much as 41 percent 
during 2014, but still, this online industry is only 1,4 percent of the total food and grocery 
industry (Svensk Digital Handel 2016). The reason why e-grocery had a slow customer 
adoption was because the value proposition of this service did not ”beat the store” (Desai et 
al. 2012, p.14). E-grocery consists of three different kinds of sales platforms. The first one is 
the well sorted big market, the second one is the concept called ”grocery bag” that includes 
both food and recipes. The third one is the store that specializes in some kind of food related 
products, for example ecological products (Svensk Digital Handel 2014). 

E-grocery was not introduced on the marketplace as early as e-commerce service for other 
goods, but today there exists profitable e-grocery models and a big market penetration is 
expected to last until 2025 (Thain & Bradley 2012). Desai et al. (2012) state that there is a 
constant development of sustainable business models within e-grocery where the retailers in a 
controlled way manage their pricing, logistics and customer loyalty. These business models 
also highlight the increasing importance to track, analyze and monetize customer data (Desai 
et al. 2012). 

There is no direct science or research indicating what goods would be best suited for e-
commerce, it is all about developing a concept that fits well both for the consumer and the 
product (Johnson & Jönsson 2006). Although products such as books and clothes has an 
advantage, the biggest advantage lay in the electronic products that can be digitally 
transmitted to the consumer. Both these product categories have an advantage over other more 
sensitive goods, food for example because its special requirements such as temperature 
(Johnson & Jönsson 2006). Groceries, is a challenging product category because it is 
complicated to have an overall method for handling the goods, since these kinds of goods are 
different and therefore have different logistics requirements such as temperature aspect, 
managing aspect and the time aspect (Johnson & Jönsson 2006). 

Even though e-grocery could be seen as a good opportunity for both consumers and retailers, 
history shows that there have been challenges in the implementation of the concept (Turban et 
al. 2015). Some retailers who have tried to adopt this concept have lost money or failed 
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because of miscalculation of the logistical aspect that comes with warehousing and delivery 
of the groceries (Turban et al. 2015). Therefore, it is important that the retailers develop a 
suitable business plan that will enable them to take advantage of the business opportunities of 
e-grocery on the marketplace (Turban et al. 2015). 

From a supplier perspective, one of the biggest advantages of being an online actor is the 
selling price. The suppliers have the possibility to avoid unnecessary steps in the supply chain 
on the way to the final customer. This gives them the opportunity to offer cheaper prices since 
there are less markups (Turban et al. 2015). The consumers in a survey made by Svensk 
mathandel said that the three biggest advantages for them were that they save time (42%), do 
not need to carry heavy bags (35%) and that they do not have to go to a physical store to get 
the food (29%) (Svensk Digital Handel 2015).  

According to Kämäräinen et al. (2001), there are two different business models that can be 
applied to e-grocery. The first model is based on the assumption that the consumers order the 
goods first when they notice that they have a need for it. This might indicate that the 
consumers do not usually plan what they are going to purchase and that this purchase is 
infrequent depending on their current need. In this model, there is an actor that operates as an 
intermediary in the supply chain and does this by selecting groceries from a supermarket and 
then deliver these to a consumer’s home. According to this model, consumers often demand  
quick home delivery, which can result in capacity problems for the e-grocer since problems of 
forecasting the demand can occur (Kämäräinen et al. 2001). 

Figure 1. The e-grocer as an intermediary in the supply chain (Kämäräinen et al. 2001, p. 415) 

The second business model occurs when the sales volume is adequately large. It is more 
common that the e-grocer purchase goods directly from the importers or the producers and 
then store them in a local distribution center and deliver the orders directly from the 
distribution center to the consumer. An advantage with this model is that the collecting and 
packaging of goods for orders become more efficient and quicker since the operations will be 
more specialized in serving home delivery. On the other hand, investments and costs increase 
as a result of this model and can therefor be seen as a disadvantage (Kämäräinen et al. 2001). 
 

Figure 2. The e-grocer using a distribution center in the supply chain (Kämäräinen et al 2001 p. 416). 
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2.5.1 The Grocery Basket 

All the way back to the 40-60’s, home delivery of goods was offered as a delivery option on 
the Swedish marketplace. The Swedish consumers contacted their local farm shop that 
collected the desired groceries and then delivered these to the customer’s home (Vindahl & 
Salmén 2016). This could possibly be the roots to the online phenomenon we have today, 
called grocery basket. 

In 2007, the concept grocery basket was first introduced on the Swedish market (Bergström & 
Solhall 2015). The concept was later on nominated the official ”Christmas Gift of the year” in 
2011 (Handelns Utredningsinstitut, 2016). The grocery basket is based on a business model 
where companies sell pre-packed bags of groceries including recipes and groceries that are 
calculated for a certain number of days and to serve a given amount of people in a household,. 
The grocery bag concept can therefor be seen as a type of convenient dinner solution. These 
bags include all the groceries needed for cooking a dinner except the basic groceries such as 
oil and spices (Fallgren & Sundborg 2013). This specific type of e-grocery service accounted 
for 50% of the total sales rate of e-grocery in Sweden in 2014 (Svensk Digital Handel 2015). 
The grocery basket service helped start to alter the consumer behaviour in Sweden and made 
them redirect their grocery purchases to the Internet. In Sweden, grocery bags with pre-
packed dinner solutions has also had the biggest sales rate until 2015 when ”self selected 
grocery-bags” became more popular (Svensk Digital Handel 2016). 

The main idea with this home delivery concept is that the consumers do not need to go to the 
physical store to shop groceries, which makes it a time saving service (Fallgren & Sundborg 
2013). In Sweden, it is common among the grocery basket companies to communicate that 
healthy food choices are important and that the consumers should not blame themselves when 
they have lack of time. Consumers who are buying grocery baskets get improved food habits 
since they eat more varied food and become more inspired by the given recipes (Jensen & 
Wastensson 2014). Other advantages for consumers brought up in an article were, less 
impulse purchases and consumer do not need to make plans of what to buy and what to cook 
(Persson 2014) Disadvantages according to this article were factors such as it can become 
more expensive than if the consumer buy the products him/ or herself. The consumer can not 
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be as spontaneous since he or she ”has to” eat what is delivered and that the grocery bags are 
delivered to a limited amount of places in the country (Persson 2014). 

Even though there are plenty of positive factors with this concept, the companies in this 
grocery business may have some dilemmas. There are examples that show that customers 
have a tendency to stop ordering a grocery basket after they have tried it once (Johnson & 
Jönsson 2006). Different customers may also want to try different retailers and would 
therefore likely change from one grocery basket company to another. Therefore it is important 
to satisfy the consumer’s needs and offer a variety of grocery basket content alternatives to be 
able to stay profitable (Johnson & Jönsson 2006). 

2.5.2 Click and collect 

Click and collect is a concept where the customer place an order online and then go to the 
shop and collect it him- or herself (Wallop 2015). This business model has been implemented 
in the grocery industry, the consumer order their desired groceries online from a chosen 
retailer and then at a given time visit the store or another location provided by the e-grocer to 
pick up their groceries in a specific pick up area (Nielsen 2015). 

It was the phenomenon grocery basket that introduced the Swedish consumers to e-grocery 
and it has since then been the most used e-grocery service in Sweden (Svensk Digital Handel 
2016). Remarkably, during the last two years the trend of click and collect groceries has now 
become the leading e-grocery service. More actors are offering this service on the Swedish 
market and consumers believe it to be time saving and an easy way to shop for their groceries 
on their way home from work (Svensk Digital Handel 2016). 

Regarding delivery of groceries the most important factor for a consumer to accept a pick up 
point as a delivery option, is that it is closely located to their household (Karlsson & Rosén 
2002). In total, 24% of the respondents answered that a lower delivery fee would make them 
consider to choose a pick up point as a delivery option instead of choosing home delivery. 
30% of the respondents would never use a pick up point (Karlsson & Rosén 2002). The main 
reason was that the core idea with e-grocery is believed to be goods delivered to your door 
(Karlsson & Rosén 2002). 

2.6 E-grocery consumers 

According to Campo and Breugelmans (2015), the biggest part of the e-grocery consumers 
are multichannel shoppers who visit both the offline and online stores that a retailer usually 
provide. These consumers are combining the convenient advantages of the online 
environment with the self-service opportunity at the offline store (Campo & Breugelmans 
2015). The distinct line between the digital and physical world are becoming more and more 
vague (Nielsen 2015). Consumers have adopted e-commerce and the benefits it provides and 
will therefore expect these in the grocery business as well, which makes it crucial for the 
grocery retailers to adopt this concept. If the retailers offer technology that enhances the 
experience of shopping it will provide the retailers with an advantage depending on their 
motivation force to meet the desires of the consumers (Nielsen 2015). 
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According to Svensk Digital Handel (2015), the younger generation is the biggest consumer 
segment of Swedish e-commerce. They also say that households with children are using e-
grocery more than households without children and that this online behaviour is more 
common among city dwellers than consumers living in small cities. In a survey conducted by 
Svensk Digital Handel (2014), the result showed that 42% of the respondents in the age of 
18-25 had purchased food online. A bigger part of the respondents, 46%, in the age of 36-35, 
said that they had used e-grocery during the last year. The conclusion was that the elder 
generation used e-grocery and e-commerce in general the least. 16% of the respondents 
between the age 56-66 years old and 11% of the respondents in the age of 65-70 years said 
that they had adopted e-grocery during the last year. Regardless what these statistics reveal, 
the elder generation seems to use e-grocery to a wider extent nowadays compared to when the 
survey was made the year before. Although the elder age segment are still those using e-
grocery the least compared to other younger age categories (Svensk Digital Handel 2015). 

Frostling-Henningsson (2003) raised the subject of how e-grocery can support customers. 
Frostling-Henningsson (2003) state that e-grocery can provide single parents and late-night 
shifts workers with the possibility to allocate their shopping time to what is most convenient 
for their schedules. Another example she stresses is that people who are living in remote areas 
can reach a wider assortment of groceries. Another advantage that e-grocery has towards 
consumers is that groups with certain food preferences, such as ethnic consumer groups, have 
the possibility to order food from their home countries (Frostling-Henningsson 2003). 

When consumers are purchasing food in physical stores they tend to be more sensitive to in-
store stimuli that possibly can trigger a new idea or a forgotten one (Campo & Breugelmans 
2015). The e-grocery consumers tend to be less sensitive to these stimuli for different reasons. 
One of the reasons is that in an online environment the consumer can control their shopping 
route more easily by navigating to their desired category. This result in less exposure to 
impulse purchase as much as in the case of traditional grocery shopping. E- grocery is a more 
goal-oriented shopping form than the traditional one (Campo & Breugelmans 2015). 

A trend in e-commerce today is that the consumers are more in charge. Traditionally, it has 
been the online retailer that set up the terms of delivery, but nowadays the consumers that take 
on a bigger role in this part (Postnord 2015). Earlier, companies had a communication to the 
consumer, but now it is more in the form of a dialog that exists between these two parts. For 
example, today it is more common that consumers interact with the supplier by phone and e-
mail. Nordic countries have not reached omnichannel, which refers to the integration of 
physical and digital selling channels (Postnord 2015). A part of the solution would be to 
change old routines and systems and that the whole chain; from supplier to retailer, need to 
improve their corporation (Postnord 2015). 

2.6.1 Consumer barriers 

Even though e-grocery has had an up swing on today’s market, the business still has some 
barriers that need to be considered. One of the most common consumer barriers to adopting e-
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grocery is product presentation and the ability to feel the product before buying it (Svensk 
Digital Handel 2015). When discussing e-grocery, the website is the most central part, this 
implies that the user interface and ease of the page need to be well organized and emphasis on 
UX. It is important to present the groceries on the webpage in a detailed way to ensure the 
consumers get the quality they request and feel safe about their choice. Another barrier stated 
in this previous research is the delivery and the payment of the delivery. Some potential 
consumers might not have this service represented in their neighborhood and can therefore 
not use it. Flexible deliveries and the ability for the consumers to choose a delivery location 
and time is key. Due to the fact that e-grocery is a relatively new phenomenon, consumer 
behaviour and habits can also be seen as a barrier to adopting the use of e-grocery. Many 
consumers are still stuck in their old habits and routines which makes it important to get the 
consumers to try it for the first time. Research show that consumers who use the service once 
tend to keep using it in the future (Svensk Digital Handel 2015).  

Ramus and Nielsen (2005) discovered that both users and none users of e-grocery find the 
idea of the service convenient. Ramus and Nielsen (2005) discovered that both consumers 
with a negative and positive attitude towards the service shared quite a number of beliefs 
about the negative outcomes of e-grocery. The outcome of the study was that the risk of 
having to accept or return products that were in bad condition was seen as the most common 
negative approach to e-grocery. Still this negative perspective on the service only made 
consumers restrict their range of product choice but not make experienced e-grocery users 
stop buying their other groceries online (Ramus & Nielsen 2005).  

Insufficient knowledge, social interaction and inspiration are other barriers consumers 
consider (Ramus & Nielsen 2005). Assumptions that shopping groceries online would be 
more expensive, more complicated and that consumers do not see the reason why they should 
do their shopping online where barriers found in the same study (Folmerz & Fredriksson 
2016).  

2.7 User experience 

When discussing human - computer interaction (HCI), user experience (UX) is a term 
mentioned in an association to the technology. UX has during the last couple of years become 
a well take about subject due to the increase in IS spreading over the world (Hassenzahl & 
Tractinsky 2006). UX could be seen as an extension of HCI that include more parameters and 
also as an extension of the concept satisfaction. ISO Standard 9241-11 define UX as a 
component of usability in addition to effectiveness and efficiency. UX can therefore be seen 
as a feasible alternative to traditional HCI (Hassenzahl & Tractinsky 2006).  

Systems concerning the UX aspect ultimat task is to create interaction experience for users of 
the system. UX and being human-centred are indirect connected to each other. The 
importance lay in designing interactive systems to support users and for them to enjoy 
(Benyon 2013). Other factors that Benyon (2013) states to achieve good UX are that the 
system should think about what people want to do rather than what technology can do. When 
building the system it is also important to consider designing new ways to connect people 
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with people to not lose the social part that you would attain in a real life situation (Benyon 
2013).  

Safety, ethics and effectiveness are some of the reasons why being human-centred is so 
important. It is of great importance that the system is built for people and for the correct 
context to be able to ensure safety by reducing errors and misinterpretations (Benyon 2013). 
Acceptability and productivity help build better effectiveness and the importance of being 
truthful and open contribute to good ethics. Users need to be able to trust the system and be in 
a position to make choices about their privacy and presentability (Benyon 2013). By being 
human-centred it also enable systems to touch the five senses; sight, hearing, touch, smell. 
These physical differences in users effect the accessibility of the system. Differences in 
psychological factors and usage are also go importance (Benyon 2013).  

To increase traffic to ones website and increase sales, improving UX is necessary. For e-
grocery retailers to be successful they need to offer better UX than the physical stores (Følstad 
& Rolfsen 2006). By adding new functionality and content to the existing website Følstad and 
Rolfsen (2006) indicate that UX can be increased. Simplified access to privacy policies may 
help increase UX by building trust. Garrett (2002) emphases on information design for 
websites which is one of the five elements of UX. The development of a e-commerce website  
in terms of these five elements are explained as; strategy which indicate the understanding of 
the overall concept of the website. Scope, which point at the functionality. Structure in 
information architecture, skeleton in terms of navigation and interface. Lastly, the surface that 
include the ascetics of the site. If these criteria are meet it is more likely that the e-commerce 
website will be successful in UX  (Garrett 2002).  

Usability is one of the parts in UX and human-computer interaction. For usability to be 
achieved, systems should be easy to use, learn, be flexible and engender a good attitude in the 
users (Shackel 1990). UX in relation to e-commerce is the websites usability and ability to 
gain trust (Nielsen at. al 2001). There are split opinions to what extent UX is related to e-
commerce. According to Garrett (2002) all user actions on a website is considered to be 
associated to UX. Meanwhile, others also consider factors beyond the human interaction with 
the website and also include delivery and support (Petre et al. 2006).  

Følstad and Rolfsen (2006) studied the ability to increase UX through customer guidens 
which refers to as content on the website that aims to help the customers find the best solution 
for their needs. The guidens would also help build customer competence regarding products. 
The customer guidens could therefore be seen as the salesman you would meet in a physical 
store. The same opportunity should be given using a e-commerce website (Følstad & Rolfsen 
2006). This could result in inspiring customers by offering e.g. product choosers, educational 
videos and step-by-step instructions (Følstad & Rolfsen 2006). 
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3. Methodology  

3.1 Research strategy 

The research strategy is used to answer a specific research question (Recker 2013). Strategies 
are types of qualitative, quantitative or mixed methods designed to provide directions in the 
research procedure (Creswell 2009). For this specific study a combination of qualitative and 
quantitative research were seen to be suitable to address the stated research questions. 
Creswell et al. (2010) define this combined method as mixed method research. Procedures 
feature combinations of both qualitative and quantitative strategies in focusing on quantitative 
information but also textual information. The mixed method was used to support the design of 
the quantitative research survey based on a qualitative pre-study that was conducted through 
short interviews with a diverse group of respondents in Sweden.  

The quantitative study required in-depth investigation in this area to enable an understanding 
of the primary barriers of e-grocery. It was vital for the research to get knowledge about why 
the consumers are using or not using e-grocery. Hence, when the barriers had been detected 
through the qualitative method, a quantitative study took place. We chose a mixed method 
approach because if the study would be based only on a quantitative research with survey 
questions, there would be higher risk that respondents are limited to the barriers in the survey. 
Different respondents might consider different kinds of barriers. Therefore, by executing a 
qualitative study before the quantitative survey, the questionnaire increased the chances of 
capturing a wide range of barriers by including input from consumers obtained through 
interviews. 

In order to determine which of the barriers are more influential on the respondents based on 
interview responses, a quantitative study was executed on a strategically chosen group of 
grocery consumers. The quantitative study made it possible to distinguish a pattern of 
consumer behaviour and their online shopping habits. In order to determine the extent to 
which each of the barriers influence e-grocery, responses from different respondents needed to 
be compared. No other method was seen to have the right tools for achieving such 
comparisons as a quantitative research method. A questionnaire was derived from the 
quantitative research method which contributed to providing data. The data was further 
analysed which was needed to investigate differences and find relationships between the 
variables. Quantitative information has the advantage that it is less ambiguous and is easily 
understood. By combining these two strategies, we hoped to account for both numerical and 
soft aspects of our research questions. Other research methods such as experiments will not be 
used in this thesis due to the fact that it would not be beneficial or help answer the given 
problem statement. 

3.2 Research method 

Research in information systems as social science can be complex which makes it important 
to select an appropriate research method. As this thesis took on a mixed research method the 
two steps in the research will be further explained. The pre-study was conducted in the form 
of 5-10 minute interviews outside physical grocery stores in three different geographic areas 
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ranging from the medium sized city (25.000 - 125.000 population ratio) Borås, a bigger city 
(200.000 < population ratio) Gothenburg and the countryside (0-20.000 population ratio) 
represented by Horred, Sweden. Borås was chosen because of variety of different grocery 
stores and because the city has a wide range of ethnicities and age groups. Borås is also a 
good representative of a population with all kinds of social and economic status (Borås 
kommunfakta 2016). The big city and the countryside were chosen to be able to analyze the 
difference in possible barriers to using e-grocery. The sample was chosen strategically to get a 
wide range of respondents that could be representative of the Swedish population and to gain 
the trustworthiness of this study. 

The decision regarding the method of sampling will be introduced and discussed in chapter 
3.5.2. The pre-studies role was to contribute with peoples thoughts and attitudes towards e-
grocery to enable the further used questionnaire to be developed based on real facts. The 
answers from the pre-study was represented by 18 barriers consumers saw with e-grocery that 
was later on rated on a scale from 1-7 in the questionnaire. The quantitative study was 
conducted in the same areas after the answers from the short semi-structured interviews had 
been compiled. The questionnaires were completed using tablets to make the survey process 
and further analysis more effective. Because of the inability to collect a representative number 
of participants on these locations, the questionnaire were furthermore shared on the Internet 
using platforms such as Email, Pingpong, Familjeliv.se and Facebook. By combining answers 
collected from the Internet with on-site responses it allowed the research to account for both 
online and offline users. This was important because the aim of this research is to target an 
extensive group of  the Swedish population. After collecting a sufficient number of responses, 
data was analysed using the predictive analysis software SPSS which gives an overview of the 
results and help find relationships and patterns between the different concerned variables. 

3.3 Research process  

This research was first initiated by finding an area of interest that was examined by 
completing a literature review. This helped to build the problem discussion and formulate two 
suitable research question. Following the problem a purpose was specified serving as a basis 
for the analysis of results and conclusions. A methodology was created to determine a suitable 
way to structure and analyze the collected data to answer the research question. Theory were 
then built using literature and previous research to help form the basis for the empirical study. 
This consisted of a pre-study that was employed in designing the quantitative study by 
creating a questionnaire. Collected data was analyzed using SPSS to create a result and 
analyze these results to form a discussion and finally a conclusion. This research process is 
demonstrated in Figure 3.   
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Figure 3. Demonstration of the research process 

3.4 Research design 

The next step taken in order to answer the research question was to develop a research design 
which involves a plan for the collection, measurement and analysis of data (Cuadra 2012). 
This study consisted of a detailed and wide range set of data based on an everyday situation 
among consumers purchasing groceries and their experience and thoughts of using e-grocery 
as an alternative to traditional grocery shopping. Therefore, this study required a research 
design used in social research where many consumers could be involved in the research 
process. The appropriate research design was a cross-sectional design which indicates the 
gathering of data from more than one case at one point in time. Such an approach is best 
suited for quantitative methods but also a good tool when using semi-structured interviews 
(Recker 2013). It is also a preferred design when using a survey method (Robson 2011). This 
research design was relevant because data is conducted by both short interviews in the pre-
study and a questionnaire in the second stage in multiple cases at a single point in time. The 
benefits of using this design was that the specific phenomenon e-grocery can become more 
familiar. Opportunities and barriers about the Swedish population were uncovered which 
made it possible to answer the research question.  

The cross-sectional design can also be referred to as a non-experimental design that helps in 
accumulating data and then measuring it over a short period of time is initiated (Creswell et 
al. 2010). Furthermore, this statement also indicates that a cross-sectional design was the best 
choice because of the time frame of the research project and the ability to answer the final 
research question.  

To investigate the relationship between research and theory, Recker (2013) mention three 
different solutions; inductive, deductive and abductive approach. In an inductive approach the 
researcher first gather data, then look for patterns and at last develop a theory (Patel & 
Davidson 2011). This thesis has relied on the inductive research approach which means that 
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patterns and theories was made by observations of the qualitative pre-study, but mainly on the 
collected data from the quantitative questionnaire. 

3.5 Data Collection Method 

3.5.1 Tools used in collecting secondary data 

To ensure that the theoretical framework covered all the fields that the research question 
required the search engines Google Scholar and Summon were used. This helped locate 
accurate scientific literature and previous research around e-grocery. University of Borås also 
provided this thesis with relevant published literature from their library. Theory has also been 
collected through precious courses in the program ”Business informatics” where the teachers 
help provide relevant articles and suggestions to help further develop the theory in a good 
way. 

3.5.2 Sampling 

Since this study had a multi-strategy approach consisting of a qualitative and quantitative 
methods, it was necessary to use different approaches to data sampling. The qualitative pre-
study was conducted by a quota sampling outside different grocery stores in Gothenburg, 
Borås  and  Horred.  30  independent  respondents,  10  from  each  geographic  area  were 
interviewed to to uncover the main consumer barriers related to the use of e-grocery services. 
The purpose with this were to use these barriers when designing the quantitative survey to be 
able to evaluate their degree of influence on the consumer’s choice. The qualitative research 
method therefor helped provide a basis for the upcoming quantitative survey with relevant 
barriers. 

The  quota  sampling  for  the  qualitative  pre-study  was  performed  in  the  form  of  short 
interviews with five male and five female consumers in different ages, from each geographic 
area  mentioned in  chapter  2.3.  These  respondents  represented  three  different  age  groups; 
18-28,  35-45  and  55-<65  years  old.  These  30  respondents  were  chosen  to  achieve  the 
predetermined representative amount  of gender and age in both segments This segmentation 
also motivates the aim of having heterogeneous independent sampling among the respondents 
which  describe the strategy where there is a wide variation of respondents with different 
kinds of interests (Robson & McCartan 2016). For this research to be trustworthy and include 
as much of Sweden's population as possible, quota sampling was the most suitable method. 
Also to be able to get a wide perspective based on the assumption that demographic variables 
such as age, gender and residential area has influence on the responses related to barriers 
regarding the use of e-grocery.

After finalizing the pre-study the quantitative survey was conducted outside different grocery 
stores in the chosen geographic areas. The chosen grocery stores in each geographic area were 
selected in view of achieving a good representation of different consumers. The selection took 
into account the surrounding neighborhood and living structure of the residents. In the rural 
area Horred, the choice of grocery store was easy due to the fact that they only offer one 
physical store, ICA Nära. In the medium sized city the decision regarding store choice became 
more  problematic  because  of  the  range  of  physical  grocery  stores.  The  decision  later  on 
became to conduct the questionnaire answers outside ICA City Knalleland in Borås located 
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just outside the city center. This decision was based on the location of the store and the areas 
around it that covered a variety of residential areas. For the big city, Gothenburg, ICA Focus 
became the location to carry out the survey for the same reasons as for the medium sized city. 
This further segmentation aimed to accommodate the scope of the research and it is important 
to remember that this might not cover Sweden’s entire population but still help gain a broad 
picture of the consumer situation in the field of e-grocery. 

The chosen method for the quantitative survey was stratified sampling. With the motivation 
that  this  sampling method strategically chose every other  person that  entered the grocery 
store. This resulted in stratified data that could then be seen as a form of probability sampling. 
Since some of the potential respondents declined to answer the questionnaire or referred to 
their lack of time, this group was counted as a loss. The sampling process for the survey also 
indicated two limited time frames where answers for the survey were conducted two times a 
day; between 10:00-13:00 and 16:00-18:00. This timeframe would allow the research to cover 
different types of consumers based on the assumption that consumers with no full or part time 
job, for example, retired consumers or consumers on parental leave would visit the grocery 
stores  during  day  time  while  the  other  consumers  would  visit  the  grocery  store  in  the 
afternoon due to their working situation. The process of this quantitative survey did not end 
until the survey had the comparable sample size. The reason for this was to collect as much 
data  as  needed  to  be  able  to  make  fair  interpretations  of  the  answers  from the  different 
consumer segments.

3.5.3 Questionnaire design 

By creating a sampling method a selected part of a population is identified and this group is 
then asked questions, this is the method of a questionnaire (Patel & Davidson 2011). In the 
book ”Scientific research in information systems” Recker (2013) state that questionnaires are 
a procedure focused on numbers and provide a greater ability to generalize beyond sample. 
Recker (2013) also explain that collecting information such as attitudes, actions and opinions 
from a large number of people associated to a specific topic is the primary task of the survey 
method. When the aim of the research is to define relationships and values among different 
variables, questionnaires are a good tool (Cuadra 2012).  

The questionnaire was constructed with the intent to capture the experience and attitudes of 
the respondents towards e-grocery. When evaluating the method for this research, limitations 
in time and money were two factors that could not be ignored. Therefore, a self-completion 
questionnaire was found to be best suited for the task. A self-completion questionnaire is 
frequently mentioned with the survey strategy. It is assembled by using pre-defined set of 
questions put in a predetermined order. This questionnaire is both time and resource efficient 
(Sue & Ritter 2007) and it allows the respondents to answer the questions without interference 
of the survey conductor (Oates 2006; Bryman & Bell 2015). 

The survey was constructed in the Google Forms, a questionnaire software offered by Google. 
The service is easy to use and gives the researchers the opportunity to both share the form 
online and print it in a suitable format for handing it out to the respondents face to face. The 
questions in the survey followed a pattern of recommendations from Oates (2006) and Recker 
(2013) to get a well structured questionnaire design so the respondents would understand it 
clearly and be motivated to answer truthfully.  The goal  of  the constructions was that  the 
questions were going to be straightforward and closed with a clear relevance to the research. 
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When constructing the questionnaire, the goal was to form it straightforward and as clear as 
possible.  This is what Oates (2006) suggests how a questionnaire should be designed. To 
comply with these requirements,  the questions were assured to be relevant  to the study’s 
purpose and designed to conform to the content of the theoretical framework. The explanation 
for  this  was  that  the  questionnaire  were  based  on  theory  and  that  every  question  either 
challenged and tested previous research or contributed to answer the research question of the 
thesis.

Other factors that influenced the design process were that most questions were closed-ended, 
relatively easy to answer and did not need too much time and effort from the respondents to 
complete. The first questions were designed to collect all the basic data about the respondents; 
such as age, gender, residential area etc. This demographic data were conducted by questions 
answered with check boxes. After these standardized questions, the questionnaire were more 
directed to specific data such as the size of the respondents household and behavioural factors. 
One of these more behavioural questions was how often the respondent are shopping other 
products  than  groceries  online.  The  following  questions  also  investigated  potential  user 
habits, and if he or she had ever tried using e-grocery.

The second part of the questionnaire addressed 18 barriers that were seen to be significant 
from the pre-study. The aim here was to measure user attitudes among the different barriers 
and to enable this, the questions were designed as seven-point Likert scales which can be 
described as a set of items, composed of a number of favorable and unfavorable statements 
concerning the attitude of the respondents. When using a Likert scale the respondents are 
asked to answer each statement in terms of their own degree of agreement or disagreement 
(McIver & Carmines 1981). On this predetermined scale, number ”1” was the lowest number 
indicating the respondent’s total disagreement to the stated barrier. Meanwhile, number ”7” 
was the highest number on the scale indicating the respondent’s total agreement to the barrier. 
This question design was useful in the aspect that it clearly indicated what barriers were the 
most influential among the respondents. The motivation for using a seven-point Likert scale 
was  that  it  is  an  odd  number  and  therefore  it  offered  a  middle  ground,  which  gave  the 
respondents the possibility to not take any standpoints if he or she for example did not know 
whether to agree or disagree. It became important to include this middle ground because a 
respondent  may not  have  had  any previous  experience  or  knowledge  about  one  or  more 
specific barriers. The last question in the questionnaire gave the respondents the opportunity 
to state additional barriers in form of an open question. This would increase the chances of 
capturing important barriers that may have been missed in the pre-study.

3.5.4 Pilot test of questionnaire 

In  order  to  make  sure  that  the  questionnaire  were  appropriately  designed  without  any 
confusing elements,  a  pilot  sequence of the questionnaire was held.  In this  sequence,  ten 
respondents  had  the  chance  to  answer  a  draft  of  the  questionnaire.  After  this  study,  the 
respondents suggested improvements of the questionnaire. These suggestions were used to 
improve the final questionnaires before administering them to the respondents. According to 
Oates (2006) this is a recommended strategy to control a questionnaire before it is handled out 
in order to reduce error and uncertainties in the survey and this was the main reason for 
testing the questionnaire.
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3.6 Ethical issues  

Ethics define the principles of right and wrong which is used to guide choice of behaviour 
including responsibility, accountability, liability and due process (Recker 2013). In research it 
is important to consider what is acceptable and unacceptable behaviour regarding both the 
utilization of information and theory and the final publication (Cuadra 2012).  
 
When collecting data for this research, ethical issues were considered. By using a quantitative 
research method in form of questionnaires, the respondents has total anonymity which means 
that the strategically chosen respondents can not be identified based on the data collected. 
When conducting the qualitative pre study an important aspect was to emphasize on 
confidentiality, therefore personal data about the respondents such as name or personal 
number can not be identified.  

Both the qualitative pre study and the primary quantitative research method were studies that 
involved voluntary participation. Recker (2013) explain that this means that people participate 
in the study by free will, without any consequence. Another statement Recker (2013) brings 
up is that voluntary participation further means clarifying the rights of a respondent to 
withdraw from the study prior to concluding it. Using questionnaires makes the research 
immune to ethical issues in some degree compared to observation as a method where in that 
case the researcher needs to be nearby the respondent at all time.  
 
All questions in the questionnaire used to collect data in this research were mandatory 
although this could be seen as a problem concerning ethics due to the fact that the questions 
were personal to each individual respondent. The solution to this was that at any given time of 
a respondent filling out the form they could ask questions or withdraw from the study. To gain 
trust by the respondents and minimize the ethical dilemma there was information on the first 
page of the survey which described what the aim of the research was and also contact 
information.  

3.7 Evaluation method 

It is important to consider the reliability and validity of the research method to ensure that the 
result of the survey are trustworthy and can be used further in the research development. In 
scientific research the term reliability and validity are referred to as the psychometric 
properties of measurement variables. The terms describe the benchmarks against which the 
adequacy and accuracy of our quantitative research method (Recker 2013). This chapter will 
demonstrate how the reliability and validity have been addressed as well as the steps taken to 
get to get reliable results. 

Reliability implies that a study could be repeated under similar circumstances and still show 
the same result (Cuadra 2012). Problems in reliability often arise from a reliance on 
subjective observations and data collection. When using the survey method, determining the 
reliability partially compromised due to the fact that the researchers lose the direct interaction 
with the respondents (Patel & Davidson 2011). Another source of problem arises from poorly 
constructed questions or asking respondents to answer something they are not qualified to 
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answer (Recker 2013). All these problems emphasizes the importance of the questionnaire 
construction and that the respondents are provided with precise instructions and given 
questions in a suitable sequence to reduce reliability by evolving their understanding and 
logic. When evaluating the weight of the different barriers, the use of scales, also needed to be 
consider. The statement ”Very important” can have different meaning to different people, 
therefore it was important to put effort in explaining these concepts in the questionnaire. In 
this thesis reliability has not only been strengthened by well structured questions that has been 
evaluated and adjusted by assigned supervisor but also by providing the respondents with 
proper instructions to decrease the probability of them perceiving it in different ways than 
intended.  

When performing the research needed for this thesis it was important that the collected data 
measured what the research set out to do. Validity was therefore an important aspect to 
consider. Recker (2013) explain that there are different types of validity that are important to 
identify when performing research. Some relate to shared meaning and others relate to the 
issue of accuracy. When analyzing the different types of validities that Recker (2013) bring up 
in his research guide, Content and Construction validity seemed to be the one type that could 
affect our research the most. Content which is concerned with how well the content providing 
statements and questions are measuring the issue at hand (Kumar 2014) and construct that 
emphasizes on the impact and contribution of each variable to the research question (Recker 
2013). To address these problems, measures has been taken in terms of building a stable 
ground by creating the questions in the questionnaire on a solid theoretical framework. By 
basing the questions on the theory it helped provide relevant data that could help answer the 
research question. 

3.8 Data Analysis Method  

Examination of quantitative data also called data analysis can be performed in many different 
ways (Recker 2013). When data from the quantitative research has been collected the focus is 
to analyze patterns and relationships to answer the research question. To perform this analysis 
the data is often presented with the help of tables, graphs and charts which generates cohesive 
and clear view of relationships in the data (Oates 2006). Inferential analysis is one of the 
different data analyses Recker (2013) presents. This analysis refers to statistical testing and 
the suspected cause and effect of relationships to ascertain whether the theory receives 
support from the data within certain degrees of confidence (Recker 2013). Emphasis in this 
research is inferential analysis based on descriptive analysis which refers to describing, 
aggregating and presenting the constructs of interest or the association between constructs 
(Recker 2013).  

The software package IBM SPSS has been used throughout this analysis to create tables and 
visual displays of relationships between different variables. IBM SPSS can also help generate 
patterns to enable the researchers to reject or accept results connected to the research 
questions. These relationships lead to new knowledge that can help answer the research 
questions. According to Recker (2013) data analysis relies on data that is coded appropriately 
which means that coding became a central part of the analysis phase.  
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(Creswell et al. 2010) define coding as an important part of data analysis where the coding 
part refers to converting raw data into appropriate numerical formats. This method was used 
to analyze the answers assembled from the questionnaire. After the answers had been 
collected in Google Forms, the answers were rearranged and converted into an Office Excel 
document where, for instance, the answer for being female or male was changed to numerical 
values 1 and 2. This document was later on converted into SPSS for further analysis. Coding 
is an essential exercise to prepare data for analysis and requires much thought as to the type of 
conversion. The type of conversion determines the type of analysis technique that can be 
applied to the coded data (Recker 2013). 

When collecting all the respondents opinions about barriers connected to e-grocery a lot of 
data was gathered. The coding process then started by analyzing the interview transcripts by 
using two different techniques. The qualitative pre-study consisting of one primary question 
of which barriers consumers saw in the usage of e-grocery it was important for the research to 
determine which of these would be of use for the upcoming questionnaire. Therefore, the first 
step was to count how many times a word was repeated in the answers. The words in this 
sense were also the barriers such as time, money, availability etc. A useful concept is often 
mentioned frequently as the interviewees mention it many times it has to hold some 
importance (Bryman & Bell 2015).  

Exploratory and confirmatory analyses were employed in the data analysis phase. This was 
achieved with the help of SPSS. Exploratory analysis is a test used to confirm a previously 
developed theory (Recker 2013). It also help understand the features in the data while 
confirmatory analysis indicate whether the data that were collected during the study, actually 
show what it was expected to show (Robson 2011). Before analyzing the answers further it 
was necessary to present summary statistics. 
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4. Result & Analysis 

4.1 Pre-study results  

The first step of identifying the result of this thesis was by conducting a pre-study. 30 
participants were asked to state what barriers they identified when considering using e-
grocery instead of purchasing groceries in a physical store. As a result of the pre-study, 18 
barriers were established among the respondents. These barriers will furthermore be presented 
in Table 1. 

Table 1. Pre-study results 
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It is hard to control the quality of groceries, I 
want to feel and smell the fresh groceries

I do not feel confident receiving the correct 
products that i ordered

I usually purchase groceries unplanned I do not know that the service exist 

Product range is bigger in the physical store The delivery time is to long

I get inspired when visiting the physical store Reclaim and returns feel difficult 

It is more expensive to purchase groceries 
online compared to in a physical store

It does not feel safe to disclose payment 
information on the internet

It is hard to plan when I can be at home to 
receive the delivery 

It requires a lot of planning to use e-grocery - 
lack of time

I purchase groceries in physical stores because 
of habit

Home delivery is not offered to my place of 
residence

I live in walking distance of a grocery store and 
therefore feel that i don't need the service

I will miss the social part if i don't visit the 
physical store

Delivery fee affect my purchase decision Taste food in a physical store is important



4.2 Descriptive statistics 

When the pre-study was finalized the answers were used in the self-completion questionnaire 
that was created to collect data from the 300 respondents. Out of these 300 respondents, 
females contributed with 168 answers, a total of 56%, meanwhile the male respondents 
contributed with 127 answers which resulted in 42.3% of the total answers. The remaining 
1.7% consisted of respondents that did not identify with being either female or male. The 
respondents were divided into five different age groups ranging from 18 to 56 or older as 
demonstrated in Table 2. The age group that dominated the questionnaire was 18-25 years old 
(32%), followed by respondents ranging from 26-36 years old (21.7%), 46-55 years old 
(18.7%) and people older than 56 years (16.3%). The respondents were then asked to answer 
more questions regarding demographic statistics. When asked about occupation, 49% of the 
respondents answered that they had a full time job, 26.3% were students, 11.7% were retired, 
7.7% had part time jobs and the remaining 5.3% did not identify with any of the pre 
determined occupation categories in the questionnaire. All these descriptive statistics were of 
importance for the analysis to enable the research whether respondents characteristics such as 
place of residence did affect their opinion in barriers to using e-grocery.   

Table 2. Frequency table of age distribution among the respondents 

Another interesting part of the research concerned the number of people in each household 
and if the household included any children. This was important to be able to analyze if the 
size of the household had any impact on the usage of e-grocery. Out of the 300 respondents, 
98 respondents answered that they had children living in their home. Responses on the 
question about the number of occupants in a household were categorized from 1 to 7 or more 
occupants. Most of the respondents answered that there were 2 people living in their home, 
38,3 % resulting in 115 respondents. The second largest category chosen were 1 with 66 
respondents, 22% followed by households consisting of 4 and 3 people. Less than 1% 
answered that their household consisted of 7 or more people. 

In this study, it was assumed that most of the Swedish population use e-commerce while a 
relatively low number of people use e-grocery. We followed up this assumption with a 
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Age distribution

Frequency Percent Valid Percent

Cumulative 

Percent

Valid 18-25 years 96 32,0 32,0 32,0

26-35 years 65 21,7 21,7 53,7

36-45 years 34 11,3 11,3 65,0

46-55 years 56 18,7 18,7 83,7

56< years 49 16,3 16,3 100,0

Total 300 100,0 100,0



question that seeked to understand if respondents had ever bought a product online. 274 out of 
the 300 respondents clearly stated that they indeed had used e-commerce. While 274 (91.3%) 
respondents answered that they had bought a product online, only 79 (25.7%) of the 300 
respondents stated that they had ever used e-grocery.  

Figure 4. Bar chart of e-commerce usage vs. e-grocery usage 

The e-grocery consumers also got the chance to submit in which form they preferred to use e-
grocery. 16 of the 79 consumers chose e-grocery in the form of grocery bag and 63 of the 
respondents who ever used e-grocery answered ”click and collect” as shown in Figure 5.  

Figure 5. Bar chart of e-grocery consumers preferred way of using the service 
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Geographic segmentation was also considered when collecting data for this study This was 
considered in order to be able to see if this had any influence on the respondents usage of e-
grocery. Respondents were asked to state their place of residence to give the researchers the 
ability to analyze why consumers did or did not use the e-grocery service. The respondents 
had to answer by choosing between three geographic areas which are demonstrated in Table 3. 
The largest amount of responses came from respondents residing in medium sized cities with 
a total of 131 answers (43.7%). Out of the 300 respondents, 89 of them resided on the 
countryside (29.7%) and the smallest percentage of respondents came from big cities with 
(26.7%).  

Table 3. Geographic segmentation among respondents 

In order to distinguish what barriers were most influential to the consumers when reflecting 
on e-grocery, the Likert scale for the following tables are divided into three groups. Answers 
within the given scale value from 1-3 is seen as the least influential and is labeled ”Do not 
agree”. Answers with the value from 5-7 indicate the most severe barriers that the respondents 
expressed that they ”Agreed”. Respondents who neglected to take standpoint in the stated 
barrier answered value 4, which in this case was labeled ”Do not know”. The following part 
of the descriptive statistics will demonstrate the most influential consumer barriers. 

As illustrated in question 21 in Table 4, 78% of the respondents agreed to purchasing 
groceries in physical stores because of habit. While, 12.7% of the respondents tended not to 
agree to this statement. Based on our sample data, such results suggest that habits account for 
the most significant reason why people prefer traditional stores to e-grocery. In other words, 
habits can be seen as a major barrier that prevent people from using e-grocery services. 

Table 4 also indicates in question 25 that the respondents state that they get inspired by 
visiting physical grocery stores to a high degree. 18.3% of the respondents neglected this 
statement meanwhile 69.3% of the respondents agreed. This could therefore be viewed as one 
of the largest barriers towards using e-grocery with a similar ranking as the habitual barrier.  

When the respondents were asked if they felt that it is hard to control the quality of groceries 
when using e-grocery, the result from question 29 indicated that they agreed. 68% of the 
respondents are considered to agree with this question, meanwhile 20% did not agree. 
Therefore, the result demonstrates that this is also a main barrier to using e-grocery. Question 
29 indicates that the retrieved results are similar to the two previous barriers (Q.21; Q.25) as 
the frequency of agreement is still over 200.  
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Geographic Segmentation

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Countryside

Medium sized city
Big city
Total

89 29,7 29,7 29,7
131 43,7 43,7 73,3

80 26,7 26,7 100,0
300 100,0 100,0

Page 1



60% of the respondents expressed that they felt that it is hard to plan when they will be at 
home to receive their delivery of groceries in question 17 (Table 4). This number is more than 
half the number of respondents, which indicates that it is a large barrier with an agree 
frequency close to 200. An important aspect to consider regarding question 17 is that 40% of 
the respondents stated that they did not know nor agree.  

Reclaims and returns of goods were noticed as a barrier in this study as well. When analyzing 
the answers from question 24, a majority of the respondents declared that they felt that this 
was something that bothered them. Out of the 300 respondents, 55.3% agreed to this 
meanwhile 28% did not agree (Table 4). 

According to question 16 in this study, delivery fees are tending to be a barrier towards using 
e-grocery. 53.7% of the respondents announced that this is influencing the decision making of 
their purchase process. Important to be aware of is that this barrier also had a relatively high 
number of respondents who did not agree, 31.3% (Table 4). The degree of frequency is 
comparably lower in relation to the other barriers but is still significantly larger than to the  
disagree frequency. 

Table 4. The six most influential barriers to using e-grocery 
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Do not agree Do not know Agree Total

Q21.  

I purchase groceries in physical stores because 

of habit 

38 

(12.7%)

28 

(9.3%)

234 

(78.0%)

300 

(100%)

Q25. 

I get inspired when visiting the physical grocery 

store 

55 

(18.3%)

37 

(12.3%)

208 

(69.3%)

300 

(100%)

Q29. 

It is hard to control the quality of the groceries 

when using e-grocery 60 

(20.0%)

36 

(12.0%)

204 

(68.0%)

300 

(100%)

Q17. 

It is hard to plan when you can be at home to 

receive the delivery 

60 

(20.0%)

60 

(20.0%)

180 

(60.0%)

300 

(100%)

Q24.  
Reclaim and returns feel difficult 84 

(28.0%)

50 

(16.7%)

166 

(55.3%)

300 

(100%)

Q16. 

The delivery fee affect my purchase decision 94 

(31.3%)

45 

(15.0%)

161 

(53.7%)

300 

(100%)



UX has been evaluated in previous theory and studies to have a significant impact on 
consumers purchasing decision. Therefore, it became important to distinguish if and to what 
extent UX has influenced the barriers found in this thesis. The barriers attained from the pre-
study that mainly concern this subject will be further presented in Table 5.  

When establishing these barriers and their relation to UX, influences show that they primary 
involve trust, safety and the five senses. As we can establish from Table 4 and Table 5, the UX 
barriers Q29 ”It is hard du control the quality of groceries, I want to feel and smell the fresh 
groceries” and Q25 ”I get inspired when visiting the physical store” are not only UX barriers, 
but also two of the major general barriers to using e-grocery. 

Table 5. User experience (UX) barriers 

4.3 Analysis of results 

To be able to understand the barriers found in this study and enable further research to use 
them, they need to be analyzed more thoroughly. Gender, geographic segmentation and age 
distribution are three of the respondent characteristics stated in the descriptive statistics that 
have been taken under consideration. When analyzing the collected data, gender was seen as 
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Do not agree Do not know Agree Total

Q25. 

I get inspired when visiting the physical 

grocery store 

55 

(18.3%)

37 

(12.3%)

208 

(69.3%)

300 

(100%)

Q29. 

It is hard to control the quality of the 

groceries when using e-grocery (I want to 

feel and smell the fresh groceries) 

60 

(20.0%)

36 

(12.0%)

204 

(68.0%)

300 

(100%)

Q18. 

I don’t feel confident receiving the right 

products that I ordered 

97 

(32.3%)

41 

(13.7%)

162 

 (54%)

300 

(100%)

Q23. 

I will miss the social part if I don’t visit the 

physical store 

139 

(46.4%)

40 

(13.3%)

121 

 (40.3%)

300 

(100%)

Q28. 

The opportunity to taste food in a physical 

store is important to me 

194 

(64.7%)

37 

(12.3%)

69 

(23.0%)

300 

(100%)

Q14. 

It does not feel safe to disclose payment 

information on the Internet

226 

(75.3%)

12 

(4%)

62 

(20.7)

300 

(100%)



insignificant and did not affect the results of this study. The following paragraphs will 
demonstrate barriers which had results dependent on the respondents age distribution and 
geographic segmentation in terms of place of residens. To understand the descriptions further, 
Tables can be found in appendix 1.  

When investigating which geographic segmentation that had adopted e-grocery the most, the 
responses revealed that 80% of the countryside citizens had never used e-grocery. Both 
respondents residing in a big city and medium sized city showed a larger tendency to use e-
grocery in comparison (Appendix 1, Q9). After examining the percentage data in the cross-
tabulation a Chi-square table was created to find a relationship and significance between the 
two variables. The degree of freedom (df) was 2 with a value of 25,485 (Appendix 1, Q9) 
which exceeded the required value 5,991 according to the Chi-square distribution table. The 
statistical significance was 0,000 which indicate that there is a relationship between the 
chosen variables. Respondents residing on the countryside show a tendency to use e-grocery 
less than those living in the non rural areas. 

Both respondents residing in a big city and medium sized city expressed that e-grocery is 
available in their place of residence meanwhile 42.7 % of those living on the countryside 
clearly stated that e-grocery is not offered in their living area at all (Appendix 1, Q20). After 
examining the percentage data in the cross-tabulation a Chi-square table was created to find a 
relationship and significance between the two variables. The degree of freedom (df) was 12 
with a value of 130,173 (Appendix 1, Q20) which exceeded the required value 21,991 
according to the Chi-square distribution table. The statistical significance was 0,000 which 
indicate that there is a relationship between the chosen variables. E-grocery is therefore not 
considered to be as available on the countryside as in the non rural areas according to the 
responses of this study. 

Respondents living on the countryside expressed that they will miss the social part to a 
broader extent than the other two geographic segmented groups of respondents (Appendix 1, 
23). 25.8 % of those residing on the countryside stated that they would miss the social part 
when visiting a physical store, meanwhile 37.5% of the respondents residing in a big city in 
opposite stated that they would not miss this at all if they used e-grocery. A Chi-square table 
was created to find a relationship and significance between the two variables. The degree of 
freedom (df) was 12 with a value of 48,156 (Appendix 1, Q23) which exceeded the required 
value 21,991 according to the Chi-square distribution table. The statistical significance was 
0,000 which indicate that there is a relationship between the chosen variables, the social part 
is more important for those residing on the countryside according to this study. 

When comparing the view of disclosing payment information on the Internet with different 
age groups, a pattern was identified. In general, the respondents was not worried to disclose 
payment information online, but still, 25.7 % of the respondents that were 46 years old or 
older stated that they did not feel safe with this (Appendix 1, Q14). In comparison, the two 
other age groups 18-35 years and 36-45 years agreed to 3.1% respective 6.1% in the same 
question. After examining the percentage data in the cross-tabulation a Chi-square table was 
created to find a relationship and significance between the two variables. The degree of 
freedom (df) was 2 with a value of 56,858 (Appendix 1, Q14) which exceeded the required 
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value 5,991 according to the Chi-square distribution table. The statistical significance was 
0,000 which indicate that there is a relationship between the chosen variables. Therefore, age 
seems to have an influence on how the respondents felt regarding payment on the Internet. 

5. Discussion  

The primary aim of this research has been to answer the two research questions ”What are the 
barriers to using e-grocery?” and ”How does user experience affect these barriers for 
Swedish grocery consumers?”. Results of this study indicate that consumers show concern 
about different barriers when using e-grocery (Chapter 4.1, Table 1). Among the most 
influential barriers shown in Table 4, some of them will be further discussed in this chapter. 
This chapter will also discuss UX influence connected to barriers from Table 5.  

As presented in Figure 3 in chapter 4.2 there was a significant difference in the amount of 
respondents using e-commerce in general compared to using e-grocery. Even though the 
number of e-grocery users in this study in comparison with previous studies is a high number, 
these statistics are clearly stating that there is a significant difference between usage of e-
commerce for other products and usage of e-grocery. The relative small number of none users 
of e-commerce in general is considered to be represented by the elder respondents that also 
may be retired. An assumption is that the online lifestyle has not been naturally integrated in 
these consumer’s lives to the same extent as it has been for the younger respondents. When 
analyzing question 12 (Appendix 1, Q12) in the questionnaire, almost every respondent is 
familiar with e-grocery. Therefore, the dilemma is probably not that the awareness of e-
grocery in comparison to e-commerce is too low. A main barrier towards switching to e-
grocery seems to be the habit of purchasing groceries in physical stores. The traditional way 
of purchasing groceries are embraced in the consumer’s lifestyles. This barrier is 
understandable, but it is paradoxically since consumers are constantly adopting new 
technology and therefore adjusting and changing habits. 

Based on theory which suggested that smaller local grocery stores on the countryside are 
closing down due to competition from bigger supermarkets and increased consumer demands 
in product range. An assumption was that respondents residing on the countryside would use 
the service more than respondents in medium sized or big cities. Theory also stated that 
consumers residing on the countryside have to sacrifice both time and money on the longer 
trips to the bigger grocery stores which made this an important subject to analyze. 
Respondents residing in three different geographic areas were asked to answer whether they 
had ever used e-grocery or not and analysis of the results show a tendency of the opposite of 
the previously mentioned assumption. 80% of the respondents residing on the countryside 
answered that they had never used e-grocery (Appendix 1, Q9). Although this is insufficient 
to completely support the assumption we made, there are still indicators that consumers in 
other areas use e-grocery more. 

The result of this study and the insufficiency of the assumption that countryside consumers 
use e-grocery more might have more than one potential explanation. When conducting the 
questionnaire, respondents were also asked to state their biggest barriers to using the service. 
Although grocery consumers on the countryside might have the biggest advantage of e-
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commerce in this segment, the study also revealed that one of the most influential barriers was 
that e-grocery was not available in their area. The results from Q20 ”Home delivery of 
groceries is not offered to my place of residence” in the questionnaire demonstrated in 
appendix 1, Q20 there is a great difference between the extremes. There is also a great 
tendency to variation depending on where the respondents live, which helps us understand the 
disapproving results of this assumption. A further reason that e-grocery is still not fully 
adopted in the countryside areas could be associated with the fact that grocery stores located 
in these areas play a central role in the community. In question 23 (Appendix 1, Q23) of the 
questionnaire, respondents were asked about the social part of visiting the physical grocery 
stores. The most significant difference was revealed in the answers from the countryside 
respondents, where they stated that they would miss the social part of purchasing groceries in 
a physical store if they were to use e-grocery. This could be seen as a potential reason to why 
countryside residence would travel that extra mile to visit the physical store instead of 
adopting e-grocery. 

According to the results, the concept click and collect has become more common than grocery 
baskets that was first initiated on the Swedish market. When purchasing other goods such as 
clothes or books using e-commerce, the goods are purchased in a similar way as click and 
collect. This fact is believed to have influenced grocery consumers to engage in e-grocery 
because they feel familiar with that way of purchasing goods. Even though the products are 
different and originate from other needs, the approach in placing an order on a website is the 
same as for other products, i.e., selecting each item at a time. Another reason why click and 
collect seems to be more popular could have to do with trust and loyalty. Click and collect is 
offered by physical grocery stores around the country while grocery baskets are primarily 
offered by online based companies. When e-commerce influenced stores to establish web 
shops for click and collect, it is assumed that more consumers switched from purchasing 
groceries in physical stores to using the Internet. This is easiest explained by the fact that a 
consumer might be familiar to the store from physically purchasing groceries there and feel 
safe using websites of that particular store. Another possible reason for this is that a customer 
may hold a member card of a grocery store and therefore prefers to chose that specific retailer 
later when using e-grocery.  

Today many companies that have adopted e-commerce try to offer their customers the 
cheapest and fastest solution. This is believed to have affected the e-grocery industry since the 
consumers have expectations that have been transfered to the use of e-grocery as well. This 
study revealed that one of the sixth biggest general barriers for consumers to adopt e-grocery 
is the delivery fee (Table 4). Competing e-commerce has influenced consumers to get used to 
free and fast deliveries. When consumers have to pay for the delivery, many may neglect the 
service because of habits and assumptions built from other e-commerce businesses such as 
retailers for clothes or books. This barrier among users could be minimised by offering free 
delivery or give away free samples, reduced prices or offering free trials. 

When evaluating which of these barriers that were influenced by human-computer interaction 
in terms of UX, six out of the total barriers were distinguished (Table 5). Previous research in 
the field of UX introduce trust, safety and consumers five senses in relation to system 
interaction for e-commerce. When investigating UX for consumers using e-commerce and 
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purchasing products on a web shop, a common problem is satisfying the consumer’s five 
senses. In this study, respondents attitudes towards e-grocery indicate that the retailers UX do 
not cover their five senses. Results show that tasting food and getting inspired in the physical 
store is of importance for the consumers. Different strategies to improve UX were introduced 
in chapter 2.7, these are also believed to be suitable for the e-grocery business. It is 
understandable that this is a problem in the e-commerce business sense human-computer 
interaction could never let you smell or taste food but the UX could help consumers forget 
about missing this. Inspirational videos of chefs preparing different dinner solutions could 
help improve UX and eliminate the barrier associated with inspiration. Step-by-Step guide 
videos is also believed to enhance UX for the consumers by applying guidance and expertise 
that consumers would miss out on by using e-grocery instead of visiting the physical store. 
Another dilemma when entering the world of e-commerce is the forfeit of social interaction. 
For some consumers, the human interaction and consultation that offers in physical stores is 
of great importance. The previously mentioned strategies of enhancing UX is believed to 
stimulate this barrier to e-grocery as well. 

An aspect of UX involves disclosing payment details on the Internet, which was also 
established as a barrier to e-grocery in this study. Although the total number of respondents 
disagreed that they did not feel safe disclosing payment information on the Internet, this is 
still a concern to especially the older respondents. Previous studies discussed in this thesis 
stated that payment over the Internet was seen as a concern for the consumers. In this study 
consumers in general stated that this is no longer the case (Appendix 1, Q14). As the UX in e-
commerce is expanding, safe and reliable payment methods are further developed to ensure 
consumer safety. Results in this study indicate that the concern of safe payment methods lay 
primary in the elder respondent group. The elder respondents might feel more unsafe due to 
the assumption that they do not use e-commerce as much as the younger population. Internet 
and e-commerce have been a part of younger consumer’s lives for a long time while elder 
people today did not have the same opportunity and experience when growing up. 

This study reveals that consumers do not feel confident about receiving the right products that 
they ordered which is also believed to be a trust issue. It could be argued that this barrier is 
affected by the human factor in terms of the consumers inability to trust the employee 
assembling their order. On the other hand, the UX of the systems e-grocery retailers build 
needs to be able to build trust among consumers. The retailers have to take on different 
strategies to improve UX to eliminate this barrier and make consumers trust that the system 
will help deliver the correct items in their order. One strategy that e-grocery retailers may 
consider in the hope of gaining trust and enhancing UX for consumers is to enable the chance 
to try out the service. In the same way as other online business e.g. online movie and series 
retailers offering a free trial month, e-grocery retailers could offer consumers something 
similar. This could help gain both new customers and build trust.  

Building trust will not only help ensure consumers that they will receive the right ordered 
items but also ensure the quality. One of the most influential barriers to using e-grocery found 
in this study reveals that consumers are afraid of quality control of fresh goods. Many 
respondents worried that the quality will not meet their expectations. This is an 
understandable trust barrier that also seems to bring in the concern not using the five senses. 
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By choosing e-grocery the consumers do not get the chance to squeeze their avocado, smell 
the apple or taste the grape. Either, retailers have to focus solely on products that do not fall 
under this concern or they have to consider strategies to remove this barrier. By engaging 
consumers in system interaction some of this concern could be minimized. A function in the 
system that enables the consumers to specify their criteria’s and demands of a specific fresh 
product could help eliminate this barrier. This improvement in the IS would probably enhance 
the UX among e-grocery consumers. 

6. Conclusion  

The purpose of this study was firstly to create a greater understanding about barriers to using 
e-grocery and secondly how UX affects Swedish grocery consumers attitude towards e-
grocery and their use of IS. In order to answer the two research questions, barriers were found 
to gain knowledge about the consumers attitudes to using e-grocery. The most influential 
barriers to adopting e-grocery found in this study were; habit, inspiration from physical store 
environment, quality control, planning, reclaim and returns and finally the delivery fee. 
Through these barriers, results have been found through analysis and comparison from a 
consumer perspective. 

”What are the barriers to using e-grocery?” is the first research question of this study. The 
foundings of this study tell us that geographic segmentation has an impact on e-grocery and 
the barriers towards it. Consumers residing in larger geographic areas are more likely to use e-
grocery than those living on the countryside. Based on the argument that click and collect is 
increasing the best recommendation for addressing the impact on the countryside is to 
develop easier access for that target group. Companies could develop easier access, for 
example by introducing this concept in their local physical stores.  

Habit is affecting the consumers behaviour in order to not use e-grocery. Dealing with this 
impact is complex since it is hard to change old habits that a consumer may have had during 
his or her whole lifetime. Perhaps, it is a generation issue and sooner or later when the elder 
consumers of today no longer are alive, the new generation have a chance to create their own 
and new shopping habits.  

The need of controlling fresh groceries has shown being a barrier towards using e-grocery. 
Consumers in general seems to want to verify whether the fresh groceries fulfill their accepted 
standard. To minimize this barrier, the suggestion from the discussion of this thesis can be 
applied; to integrate a function in the IS where the user has the possibility to express how he 
or she wants the specific fresh grocery to be. For example, when buying avocados that will 
not be used until five days later should be verdant when order them online, so that they will 
be perfectly fresh for the expected time of use. Enabling consumers to express wished 
attributes will probably lead to gained trust to that the placed order will meet the consumers 
expectations. 

”How does user experience affect these barriers for Swedish grocery consumers?” is the 
second research question of this study. According to the results we can conclude that UX 
certainly affect grocery consumers in their attitude towards e-grocery in different ways. Six 
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main barriers to UX were found. The two main barriers that affected UX most negatively 
according to this study were lack of inspiration and that it is hard to control the quality of the 
groceries when using e-grocery (Chapter 4.2, Table 5). Furthermore, the study proved to be 
dependent on some different demographic and geographic factors when analyzing barriers as 
previously presented, but also UX. E-commerce evolve every day and the markets are 
constantly changing while more and more consumers are adopting the new technology. 
Although the consumers are getting more used to the phenomenon e-commerce, their use of 
IS in relation to grocery shopping still have a few more barriers to consider before being fully 
successful.  

6.1 Implications and limitations  

As most studies are struggling with, this study also had some implications and limitations. 
One of them is that it is questionable if this result is representable for the whole population of 
Sweden. It may happen that the result would appear differently if the study would have been 
performed in other parts of the country, such as the northern part of Sweden. This study had a 
scientific motivated approach, but what to keep in mind is that the three selected areas in the 
geographic segmentation is situated in the same region of Sweden. This is a limitation that is 
important to bring up.  

Furthermore, demographic aspects were considered when conducting this study, but it is 
possible to investigate this even more. For example, investigations of how the income of a 
household and ethnicity background affect the usage of e-grocery. This was not considered in 
this study. 32% of the respondents were in the age of 18-25. This means that almost a third of 
the respondents was in this age category meanwhile 16% of the respondents were 56 years old 
or older. Despite this, the study had a varied range of respondents in different ages. It is an 
important aspect to mention since it possibly can make the study implicated, since a third of 
the respondents was a relatively big group. 

Some parts of the questionnaire were created using a seven point Likert-scale which resulted 
in a fairly big amount of midrange answers. The midrange answers meant that the respondents 
did not take any standpoint in the particular question which did not contribute to a specific 
result. Although a six or four-point scale would ensure greater data the midrange was still 
necessary in this study. All respondents did not have experience using e-grocery and could 
therefore not answer the question accordingly.  

The last limitation to be considered in this study is the quality of some questions that resulted 
in insufficient data. Some questions may have been of better analytic quality if they had been 
constructed in a different manner. For example, a question that was answered using a Likert-
scale could have been more result oriented using a yes or no answering option. 
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6.2 Further research 

This bachelor thesis has focused on what barriers Swedish grocery consumers associate with 
using e-grocery and how these are influenced by the UX of the system. A suggestion is to use 
the conclusion of this thesis for further research to study this on a relatively larger scale. It 
would be interesting to investigate if the barriers to e-grocery are different in other countries 
and study e-grocery from that aspect as well. Additionally, further research could explore how 
much users trust information technology. For example, results of this research have shown 
that some consumers are having problem to trust that quality of groceries will not meet their 
expectations when using e-grocery. Another concern regarding trust was the findings that 
showed influences of consumers not feeling safe to disclose payment information on the 
Internet. Does this mean that these consumers do not trust the IT-systems itself or the 
particular worker that are picking the groceries? This kind of research could possibly lead to 
new e-commerce and e-grocery solutions that decrease these kinds of worries. Further 
research could explore the use of cameras or Virtual Reality-technology (VR) integrated in the 
future e-grocery process. If so, the consumers will have the opportunity to use e-grocery in a 
specific physical store, possibly picking fresh groceries of own choice without not actually 
being there. 

Results from this study suggested that consumers find reclaims and returns to be especially 
difficult when using e-grocery. Therefore further research could investigate this field to find 
potential improvements in IS that would increase the use of e-grocery. This study also found 
influences that planning was one of the main problems when attempting to adopt e-grocery. 
Further research could look into this in the attempt to improve the service even further. 

An interesting area for further research would be to investigate and compare other 
demographic factors to get knowledge about how to reach other consumer groups. To pay 
more attention to elder people perhaps would be an interesting direction to see how e-grocery 
could improve their everyday lives. E-grocery is an important business to research due to the 
fact that it will probably be both faster and more convenient in the future.  

As this thesis focus on IS associated with buying groceries, another angle that could be further 
researched could be if the biggest barriers really lay in the IS or if it is the grocery business 
itself that cause these barriers seen from a marketing and economical aspect. It would also be 
interesting to consider comparing other specific branches in the same way to investigate if the 
outcome and barriers would be the same in, for example the clothing business and their use of 
IS and web shops.  

Generalization is often seen upon as an problematic requirement in informatics due to 
complexity and variation. When concerning generalization in this thesis, the theory adopt the 
concept e-grocery. However, there are likely similar characteristics in other businesses which 
enables the result to be used by other business concepts. Many barriers that consumers meet 
in an IS or online environment are not likely unique to one specific business context, but can 
create new perspectives and also in the long run might contribute to learning for organizations 
that choose to work in new ways by using IS.  
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Furthermore, generalizability in the result of this thesis is achieved through sampling methods 
and the use of a quantitative research approach. The large and wide sampling that the 
quantitative approach allows contribute to a result that is more likely to be generalizable 
without big errors. Although this method may help achieve a better generalization it is 
important to understand that further and more extensive research could ensure a wider 
generalization if the questionnaire could be shared to a wider public. 

In addition to generalizability, transferability should also be considered. The result of thesis is 
believed to be useful in other situations and further research. In the attempt to make this study 
useful for other researchers and businesses the thesis tries to achieve a general understanding  
regarding the affect UX has on grocery consumers. The thesis also brings up what barriers 
consumers consider when using e-grocery. As mentioned before, further research could use 
this result to further investigate the differences and similarities to the use of IS when 
distributing other types of goods. This means that the results of the study hopefully can be 
applied to other types of businesses and contribute to further understanding in the field. The 
focus on UX in this thesis opens up the results to a broad public. The relatively limited results 
of this study could be further used with other research methods to gain further knowledge 
about UX impact on e-grocery and the consumers. One suggestion would be to use these 
barriers in a experimental environment and to a comparative study on different solutions by 
building pilot websites. This experiment might help transfer this thesis result to a further 
solution to eliminate the barriers.  

In the future researchers could investigate how UX design can change and the effect the 
change would result in, in terms of customer experience and satisfaction. This would enable 
the further reduction of the barriers to using e-grocery in relation to UX. It could be further 
measured using direct measures of the website success by analyzing sales and traffic. Further 
research could also investigate indirect measures that focus more on customer loyalty and 
finally subjective measures would be interesting to focus on in attempt to understand the UX 
barriers further. In addition to this, further research could focus on the development of 
methods to improve customer guidance which maybe could result in an increased usage of e-
grocery and open the systems boarders to an elder public.  

6.3 Contribution to the field of informatics 

The purpose of this research was to contribute to the field of informatics with a greater 
understanding of which barriers hinder consumers to use e-grocery and in what way these 
barriers might be associated with UX towards the IS. The focus was on the grocery segment 
instead of purchasing groceries in the traditional way visiting physical stores. The grocery 
consumer barriers found in the results of this study provide further knowledge about the 
consumers attitudes to usage of IS. This is important to consider because grocery 
consumption is driven by both utilitarian and emotional needs. Furthermore, this knowledge 
will give the opportunity for the ongoing discussion around the field of human interaction 
with IS in relation to UX. 

Purchasing habits of e-commerce consumers have been evaluated to contribute to knowledge 
enhancing the e-grocery segment. This study will therefore contribute to the field of 
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informatics by providing both theoretical and empirical analysis that help distinguish the 
influence e-commerce has on grocery consumers and their daily life. 
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Appendix 1 - Additional tables  
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DISKUSSION 
 
Q12. I do not know that e-grocery exist  * Geographic segmentation 
 

Crosstab 

 
Geographic segmentation 

Total Big city Medium sized city Countryside 

Q12. I do not know that e-

grocery exist 

1 Count 66 87 70 223 

% within Geographic 

segmentation 
82,5% 66,4% 78,7% 74,3% 

2 Count 5 12 7 24 

% within Geographic 

segmentation 
6,3% 9,2% 7,9% 8,0% 

3 Count 2 11 1 14 

% within Geographic 

segmentation 
2,5% 8,4% 1,1% 4,7% 

4 Count 4 3 3 10 

% within Geographic 

segmentation 
5,0% 2,3% 3,4% 3,3% 

5 Count 0 5 6 11 

% within Geographic 

segmentation 
0,0% 3,8% 6,7% 3,7% 

6 Count 0 4 0 4 

% within Geographic 

segmentation 
0,0% 3,1% 0,0% 1,3% 

7 Count 3 9 2 14 

% within Geographic 

segmentation 
3,8% 6,9% 2,2% 4,7% 

Total Count 80 131 89 300 

% within Geographic 

segmentation 
100,0% 100,0% 100,0% 100,0% 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 

Q23. I will miss the social part if i don't visit the physical store * 
Geographic segmentation 

 
 

Chi-Square Tests 

 Value df 

Asymptotic 

Significance (2-

sided) 

Pearson Chi-Square 130,173a 12 ,000 

Likelihood Ratio 136,030 12 ,000 

Linear-by-Linear Association 90,813 1 ,000 

N of Valid Cases 300   

a. 9 cells (42,9%) have expected count less than 5. The minimum expected count 

is 2,40. 

Crosstab 

 
Geographic segmentation 

Total Big city Medium sized city Countryside 

Q23. I will miss the social part if 

i don't visit the physical store 

1 Count 30 45 6 81 

% within Geographic 

segmentation 
37,5% 34,4% 6,7% 27,0% 

2 Count 10 17 5 32 

% within Geographic 

segmentation 
12,5% 13,0% 5,6% 10,7% 

3 Count 6 14 6 26 

% within Geographic 

segmentation 
7,5% 10,7% 6,7% 8,7% 

4 Count 8 18 14 40 

% within Geographic 

segmentation 
10,0% 13,7% 15,7% 13,3% 

5 Count 7 14 15 36 

% within Geographic 

segmentation 
8,8% 10,7% 16,9% 12,0% 

6 Count 5 11 20 36 

% within Geographic 

segmentation 
6,3% 8,4% 22,5% 12,0% 

7 Count 14 12 23 49 

% within Geographic 

segmentation 
17,5% 9,2% 25,8% 16,3% 

Total Count 80 131 89 300 

% within Geographic 

segmentation 
100,0% 100,0% 100,0% 100,0% 
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Q20. Home delivery of the groceries is not offered to my place of residence  * Geographic 

segmentation Crosstab

Geographic segmentation

Total

Big 

city

Medium 

sized city

Countrysi

de

Q20. Home delivery of 

the groceries is not 

offered to my place of 

residence

1 Count 65 93 18 176

% within Geographic 

segmentation
81,3% 71,0% 20,2% 58,7%

2 Count 3 12 4 19

% within Geographic 

segmentation
3,8% 9,2% 4,5% 6,3%

3 Count 0 6 5 11

% within Geographic 

segmentation
0,0% 4,6% 5,6% 3,7%

4 Count 9 13 11 33

% within Geographic 

segmentation
11,3% 9,9% 12,4% 11,0%

5 Count 2 2 5 9

% within Geographic 

segmentation
2,5% 1,5% 5,6% 3,0%

6 Count 1 1 8 10

% within Geographic 

segmentation
1,3% 0,8% 9,0% 3,3%

7 Count 0 4 38 42

% within Geographic 

segmentation
0,0% 3,1% 42,7% 14,0%

Total Count 80 131 89 300

% within Geographic 

segmentation

100,0

%
100,0% 100,0%

100,0

%

Chi-Square Tests

Value df

Asymptotic 

Significance (2-

sided)

Pearson Chi-Square 130,173a 12 ,000

Likelihood Ratio 136,030 12 ,000

Linear-by-Linear Association 90,813 1 ,000

N of Valid Cases 300

a. 9 cells (42,9%) have expected count less than 5. The minimum expected 

count is 2,40.
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Q23. I will miss the social part if I don't visit the physical store * Geographic segmentation Crosstab

Geographic segmentation

Total

Big 

city

Medium 

sized city

Countrysi

de

Q23. I will miss the 

social part if i don't 

visit the physical store

1 Count 30 45 6 81

% within Geographic 

segmentation
37,5% 34,4% 6,7% 27,0%

2 Count 10 17 5 32

% within Geographic 

segmentation
12,5% 13,0% 5,6% 10,7%

3 Count 6 14 6 26

% within Geographic 

segmentation
7,5% 10,7% 6,7% 8,7%

4 Count 8 18 14 40

% within Geographic 

segmentation
10,0% 13,7% 15,7% 13,3%

5 Count 7 14 15 36

% within Geographic 

segmentation
8,8% 10,7% 16,9% 12,0%

6 Count 5 11 20 36

% within Geographic 

segmentation
6,3% 8,4% 22,5% 12,0%

7 Count 14 12 23 49

% within Geographic 

segmentation
17,5% 9,2% 25,8% 16,3%

Total Count 80 131 89 300

% within Geographic 

segmentation

100,0

%
100,0% 100,0%

100,0

%

Chi-Square Tests

Value df

Asymptotic 

Significance (2-

sided)

Pearson Chi-Square 48,156a 12 ,000

Likelihood Ratio 52,783 12 ,000

Linear-by-Linear Association 26,637 1 ,000

N of Valid Cases 300

a. 0 cells (0,0%) have expected count less than 5. The minimum expected 

count is 6,93.
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Q14. It does not feel safe to disclose payment information on the Internet * Age Crosstab

Age

Total18-35 36-45 46<

Q14. It does not feel safe to 

disclose payment 

information on the Internet

1 Count 94 21 33 148

% within Age 58,0% 63,6% 31,4% 49,3%

2 Count 31 5 17 53

% within Age 19,1% 15,2% 16,2% 17,7%

3 Count 17 3 5 25

% within Age 10,5% 9,1% 4,8% 8,3%

4 Count 7 0 5 12

% within Age 4,3% 0,0% 4,8% 4,0%

5 Count 6 2 11 19

% within Age 3,7% 6,1% 10,5% 6,3%

6 Count 2 0 7 9

% within Age 1,2% 0,0% 6,7% 3,0%

7 Count 5 2 27 34

% within Age 3,1% 6,1% 25,7% 11,3%

Total Count 162 33 105 300

% within Age 100,0% 100,0% 100,0% 100,0%

Chi-Square Tests

Value df

Asymptotic 

Significance (2-

sided)

Pearson Chi-Square 56,858a 12 ,000

Likelihood Ratio 58,296 12 ,000

Linear-by-Linear Association 44,039 1 ,000

N of Valid Cases 300

a. 8 cells (38,1%) have expected count less than 5. The minimum expected 

count is ,99.
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Appendix 2 - Self-completion questionnaire  
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University of  Borås is a modern university in the city center. We give education programs and courses in 
business administration and informatics, library and information science, fashion and textiles, behavioral 
sciences and teacher education, engineering and health sciences. 

At the Department of  Information Technology, we have focused on the students' future needs. 
Therefore, we have created programs in which employability is a key word. Subject integration, wholeness 
and contextualization are other important concepts. The department has a closeness, both between 
students and teachers as well as between industry and education. 

Our courses and programs with a major in informatics are centered around basic concepts as system 
development and business development. In our wide range of  specializations there is everything from 
programming advanced systems, analyze the needs and requirements of  businesses, to conduct integrated 
IT and business development, with the common purpose of  promoting good use of  IT in enterprises and 
organizations. 

The department is carrying out IT-related research within the university’s research area called Business 
and IT. In terms of  field, the research activities are mainly within computer and systems science. 
Particular areas of  focus are data science and information systems science. Both scientifically and 
professionally-oriented research are performed, which among other things is manifested through that 
research is often conducted based on domain specific needs of  business and government organizations at 
local, national and international arena. The professionally-oriented research is also often manifested 
through our participation in the Swedish Institute for Innovative Retailing (SIIR), which is a research 
center at the University with the aim of  contributing to commerce and society with the development of  
innovative and sustainable trade. 
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