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Abstract. E-grocery is steadily growing its presence in the marketplace as one
of the modes of purchasing grocery items. Through e-grocery, consumers are able
to access information conveniently and compare items and prices before making a
purchase decision online. It is therefore, important for the e-grocery retailers to
attract customers to continue purchasing grocery through the online mode.
Although studies have been done on online shopping, studies related to e-grocery
shopping in particular is limited. Furthermore, only a few studies focused on e-
grocery purchase retention. Therefore, the paper seeks to determine what drives
the e- grocery purchase retention. The conceptual model for this research is
developed based on integration of e-satisfaction model and e-servQual model.
The components of the e-satisfaction model are namely convenience,
merchandising and financial security while the components of e-servQual model
are efficiency, system availability, fulfilment and privacy. All these factors are
tested to determine their influence on e-grocery purchase retention. Convenience
sampling is used to collect the data. 200 respondents participated in the study.
Data collected is analysed using Statistical Package for the Social Sciences (SPSS)
version 26. Multiple regression analysis is used to identify the drivers of e-
grocery purchase retention. The result reveals that convenience, financial security
and e-service quality (efficiency, fulfillment, and privacy) influence e-grocery
purchase retention. However, merchandising and system availability are not
significant factors of e-grocery purchase retention. In terms of the theoretical
implications, the study provides the findings of the integration of two models (e-
satisfaction model and e-servQual model) related to e-grocery purchase retention.
The results also provide further evidence from a developing country’s perspective
supporting earlier studies in this area. The findings of the study are able to fulfil
the gap on studies related to e-grocery purchase retention. The research also
benefits the future researchers who intend to conduct research in this area. Future
researchers may apply this integrated model to identify whether similar
observations are obtained in different settings. The practical implications are the
findings demonstrate that e-grocery retailers should put emphasis on convenience
to the customers and ensure the system that they are using is financially secured.
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In addition, e-service quality is also critical to attract the customers to
continuously purchase grocery online. The study substantiates that e-grocery
retailers should develop strategies considering these factors to compete more
successfully and improve their overall business performance.

Keywords: e-grocery, purchase retention, convenience, financial security,
efficiency, fulfillment, privacy

1. Introduction

Over the years the Internet and Communication Technology (ICT) has developed
and changed the way of life and also the way businesses are conducted. One of the
impacts of ICT development is e-commerce. Many businesses have invested in e-
commerce which allows transactions to be made online. According to Knezevic et
al. (2021) e-commerce is a cost-effective method in communication with customers
and thus, it is growing in the area of fast-moving goods as well as those related to
specialized retail. Internet service in Malaysia was first introduced in the 1990
through JARING as the first Internet Service Provider. This is followed by TMNet
as the second Internet Service Provider. As of 2020, the total internet users in
Malaysia are around 26.69 million out of the population of 35.52 million (Simon,
2020). The Covid-19 pandemic started in 2020 and Malaysia implemented the
Movement Control Order to restrict the movement of people to reduce the spread of
the virus. This situation assisted in the growth of online sales. Although things have
improved with the market opening up and people are able to buy the items
physically however, online sales is still an important choice if not the main method
of shopping.

The global retail e-commerce sales in 2021 reached USD4.9 trillion and is
forecasted to be USD5.5 trillion in 2022. The sales are forecasted to increase by
50% by the year 2025 where the figure is estimated to be around USD?7.4 trillion
(Chevalier, 2022). Asia is seen to have the highest growth in e-commerce in 2022
with Philippines being the top country with the growth of 25.9% and Malaysia is
among the top ten country with growth to be around 18.3% (Coppola, 2022). In
terms of e-commerce sales in Southeast Asia the figure is projected to be around
USD 89.67 billion (Cramer-Flood, 2022). Malaysia’s e-commerce sales are
expected to reach USD10.12 billion in 2022 (Statista, 2022a). This indicates the
importance of the online shopping to the economy.

Grocery is among the type of products bought online. Online grocery involves
sales of items like foods, drinks and other fast-moving consumer goods (European
Commission, 2015). According to Hanus (2016) online nutritional and grocery
shopping is becoming increasingly popular. Shao et al. (2022) pointed out online
grocery shopping is seen as an emerging market. They added although it is currently
less in terms of spending compared to online shopping, nevertheless is still
important.
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The first online grocery store is Peabod.com in US which started operations in
1989 (Kurnia, 2003). In UK, the major players are Tesco, Asda, Sainsbury’s, Okado
where Tesco is the biggest online grocery (Warschun, 2012, Al-Nawasyeh, 2012).
Malaysia’s first web-based grocery was PasarBorong Online which started in mid-
2000 (Paytner & Lim, 2001). This is followed by SubangGrocer.Com,
CDdeMart.com, Citraspice.com (Ghazali et al., 2006; Zaini et al., 2011). However,
PasarBorongOnline did not perform well and closed its operation. Tesco Stores
(Malaysia) Sdn Bhd began their web-based retail operation in 2013 and it offers the
delivery service in Klang Valley, Johor Bahru, Penang and Seremban. Tesco Stores
(Malaysia) has since left too. Other than that, there are Jaya Grocer, Bigbox Asia
and Mydin Online. In US, online grocery sales are USD 112.9 billion which is
12.4 % of the total ecommerce sales in 2021. This figure is expected to reach 187.7
billion or 13.9% of e-commerce in 2024 (eMarketer, 2021). The online food and
grocery sales in the United Kingdom is around 25 billion British pounds. This
figure is expected to increase to 30 billion British pounds in 2025 (Statista, 2022b).

Numerous studies have been done on online shopping. However, studies on e-
grocery are comparatively less and those related to online or e-grocery retention are
limited. Among the studies on online or e-grocery purchase retention are Park and
Thangam (2019), Azhar and Bashir (2018) and Sulastri (2017). Azhar and Bashir
(2018) studied on e-loyalty in online grocery shopping in Pakistan. They have
included factors such as convenience, merchandising, site design, financial security.
E-satisfaction was included as a mediator. Sulastri (2017) studied on consumers
repurchase intention in online grocery shopping in Malaysia. She considered factors
such as perceived usefulness, perceived ease of use, social influence, perceived risk,
and satisfaction. Park and Thangam (2019) researched on factors that influence
customers in Korea to repurchase grocery products from online stores. The
variables are customer trust, loyalty, and satisfaction. This indicates a gap in the
study of e-grocery purchase retention and serves as a motivation for the current
study. In a digital environment, consumers are able to get access to information
easily and compare products and pricing before deciding to purchase. Attaining
customer retention is critical to online travel websites since it is one of the reasons
for business success and also its survival (Ruiz-Mafe et al., 2016; Sanz, et al., 2014).
This situation is similar to e-grocery environment. Purchase retention is necessary
to ensure e-grocery retailers will be able to continue to sustain or grow their
business. Thus, the main aim of the study is to identify the drivers of e-grocery
consumer purchase retention.

2. Literature Review and Hypothesis Development

In order to ensure there is repeat purchase, there needs to be motivation or drive to
purchase. A customer should have at least achieved a minimum level of satisfaction
in order to repurchase. Therefore, the current study applied the e-satisfaction model
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by Szymanski and Hise (2000). The model was used to study satisfaction in online
shopping in America. The model has also been used to study online shopping in
Germany and Morocco. Azhar and Bashir (2018) used the same model to study on
online grocery in Pakistan. The components in the model influencing e-satisfaction
include convenience, merchandising site design and financial security. Nevertheless,
findings have been different. Another model included in this study is the e-servQual
model. The original service quality model introduced by Parasuraman, Zeithaml and
Berry (1985) have ten determinants which were reduced to five determinants later.
However, Parasuraman and Grewal (2000) stressed that when interacting through
the website, the dimensions are different compared to interaction with people. This
led to Parasuraman, Zeithaml and Malhotra (2005) introducing e-servQual model
which has four dimensions such as efficiency, system availability, fulfilment and
privacy. These factors were previously tested by Muhammad et al. (2016) on online
grocery adoption. The current study integrated both the models (e-satisfaction
model and e-servQual model) and tested the related factors’ impact on e-grocery
purchase retention.

2.1. Purchase Retention

Ju (2022) defines repurchase intention as the intention to reuse the products
currently being used in the future as well. This is similar to Danesh et al. (2012)
who relates customer retention to the tendency of customer to continue with the
same service provider in the future. Curras- Perez et al. (2017) on the other hand
also defined retention as repeat purchase behaviour in their study of customer
retention in virtual environment. Therefore, similar definition is given whether it is
virtual or physical environment. In addition, retention is similar to repurchase or
repeat purchase where in some studies retention is used instead of repurchase
(Hennig-Thurau 2004). Others referred customer loyalty as repurchase behavior
(Santouridis & Trivellas, 2010). It is considered as one of most critical variables in
relationship marketing (Fullerton, 2005). The importance of acquiring and ensuring
customers stay loyal and continue to repurchase is pointed out by Lee and Kim
(2022) to be a critical and significant since it brings in profit as well as determines
the competitive advantage of the business.

2.2. Convenience

Convenience is usually associated with time and effort (Copeland, 1923). Shoppers
can avoid the need to queue at the counter to pay and avoid crowds that are
common in the brick-and-mortar stores (Kumar & Kashyap, 2018). Convenience is
one of the most critical factors that is found to influence online shopping. In terms
of strength of convenience in online shopping, it is found to be strong (James &
Akhbar, 2014), most dominant (Akram, 2018), second most important variable
(Mahesh and Nathan, 2015). Therefore, the following hypothesis is developed:
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H1: There is a positive relationship between convenience and e-grocery
purchase retention.

2.3. Merchandising

Merchandising refers to the availability of the right quantity of a product at the
right price in the website (Nagyovéet al., 2016). According to Ganesh et al. (2010)
product variety is the range of products offered by the shopping channel. There is a
need for product variety since customers seek for variety in online shopping as
found by Sethi et al. (2018) in their study of apparel. Previous study by Clemes et al.
(2014) pointed out online stores have the capability of offering greater assortment
of product when compared to traditional physical stores. Narayan & Chandra (2015)
found that proper merchandising plays an important role in satisfying customers.
Therefore, the following hypothesis is developed:

H2: There is a positive relationship between merchandising and e-grocery
purchase retention.

2.4. Financial Security
Financial security refers to whether there is protection on the financial transaction
from intrusions or outflows (Nysveen et al., 2005). Although there has been
improvement on the security aspect of websites however, there is still violation on
the security measures available (Chou et al., 2015). Therefore, security of the
financial transaction is critical in online shopping (Lauer & Deng, 2007; Shukla,
2014). According to Javadi et al. (2016) financial risks negatively affected attitude
towards online shopping. Some studies have used trust in their study to signify the
believe in the system or technology. Park and Thangam (2019) found that trust is a
significant predictor in their study in online grocery purchase retention in Korea.
Jarvenpaa et al. (2000) and Rose et al., (2012) found that trust is important for
customer loyalty. Therefore, the following hypothesis is developed:

H3: There is a positive relationship between financial security and e-grocery
purchase retention.

2.5. E-service Quality

Efficiency is seen in terms of a simple website, easy to use, is structured properly
and not much of information is included into the systems (Peterson, et al., 1997).
The ease of using the website is a determinant of online grocery shopping in
Sweden (Cimana & Phoosangthong, 2013). This is supported by Kaur and Shuklar
(2017) who pointed out user friendly website is one of factors that is critical in
online grocery in India. In terms of systems availability the measure is whether it
works well to make the shopping experience good (Riseley & Schehr, 2000). On the
other hand, fulfilment is referred to the promise by the site from the aspect of order
delivery and the availability of the items ordered (Muhammad et al., 2016).
Previous studies have found the link between delivery and retention (Duarte et al.,
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2018; Khalifa & Liu, 2007). Hsu et al. (2014) found delivery is important for
customer satisfaction. Privacy, is related to how safe is the site and whether it is
able to protect the customer’s information. According to Mohd Ariff et al. (2014)
privacy risk is fear of consumers that their information related to personal data and
credit cart details will be misused by the seller. Ye (2004) has highlighted the issue
of privacy risk in his study. This is critical since the information that is keyed in, is
private and confidential and should not be made available to those who are not
concerned. Furthermore, if the information is leaked out it might create problems to
the owner of the information. According to Muhammad et al. (2016) privacy
influences the online grocery adoption in Malaysia. Therefore, the following
hypotheses are developed:

H4a: There is a positive relationship between efficiency and e-grocery purchase
retention.

H4b: There is a positive relationship between fulfilment and e-grocery purchase
retention.

H4c: There is a positive relationship between system availability and e-grocery
purchase retention.

H4d: There is a positive relationship between privacy and e-grocery purchase
retention.

3. Methodology

The research design of this study is the quantitative approach. Convenience
sampling method is used to select the respondents. An intangible survey
guestionnaire created by using google form is used to collect the data. The sample
size is around 200 respondents. The respondents are multi-racial group representing
the population of Malaysia. The research framework of this study is presented in
Figure 1. The independent variables are convenience, merchandising, financial
security, and e-service quality components which consist of efficiency, fulfilment,
system availability and privacy while the dependent variable is e-grocery purchase
retention. The questionnaire is divided into three sections. the first part collects
information on the respondents’ profile while the second section consists of
guestions related to the independent variables and the last part is questions related to
the dependent variable. The instrument to measure the variables are adapted from
Szymanski & Hise (2000), Chou et al. (2015), Parasuraman et al. (2005). Pilot
testing is done first on a small sample. After testing the reliability and validity, the
field survey is conducted. The data is found to be reliable where the alpha values
are all above 0.70. The data collected is analysed using the SPSS version 26. Firstly,
the demographic profile is analysed using the frequency and percentage. Next, is the
reliability analysis, followed by descriptive analysis for all variables. Finally,
multiple linear regression analysis is carried out to identify the predictors of e-
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grocery purchase retention. The hypotheses are tested using the results of the
multiple regression analysis.

Convenience

Merchandising

Financial security

E-service quality-Efficiency E-grocery
purchase
retention

E-service quality- Fulfillment

E-service quality- System Availability

E-service quality- Privacy

Fig. 1: Research framework

4. Results

The data that was collected is analysed using the SPSS version 26. Prior to the
analysis the data was checked for missing values, reliability and also in terms of
distribution. There were no missing values found. In addition, the reliability of the
variables is acceptable since all the values have Cronbach Alpha of above 0.70 and
the skewness and kurtosis were within the acceptable range, which indicates it to be
normally distributed. This is based on Hair et al. (2010) who stated normal
distribution is considered when skewness is between -2 and 2. In terms of kurtosis
the range is between -7 to +7.

4.1. Demographic Profile

The respondents’ profile is presented in Table 1. Female accounted for 70.5% of the
total respondents compared to male respondents who represented 29.5%. In terms of
age distribution, the biggest group of respondents are around 18-25 years of age at
57.5%, followed by those in the age between 26-30 years at 12.5%. Respondents in
the age group of 31-35 years and 36-40 years are 10.5% and 11% respectively. The
lowest is for those above 40 years at 8.5%. Chinese respondents are the highest at
49.5%, followed by Malay at 34.5% and Indian at 16%. The respondent’s
qualifications at Bachelor level are the majority at 50% while those at the
postgraduate level is 22.5%. In terms of marital status, single status is higher than
married which is 68% and 32% respectively. Around half of the respondents are
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students. The highest amount spent is RM101-RM200 (37.5%) every month
followed by less than RM100 (26.5%). Around 43.5% has grocery shopping
experience of 1 to 3 years while those more than 5 years are 13%.

Table 1: Respondents’ demographic profile

Frequency Percentage

Gender Male 59 29.5
Female 141 70.5
18-25 years old 115 57.5
26-30 years old 25 12.5
Age 31-35 years old 21 10.5
36-40 years old 22 11

41 and above 17 8.5
Malay 69 345
Ethnicity Chinese 99 49.5
Indian 32 16.0
STPM and lower 31 155
. Diploma 24 12.0
Education level Bachelors 100 50.0
Postgraduate 45 22.5
Single 136 68.0
Married 64 32.0
. Student 105 52.5
Marital Status Business Owner 16 8.0
IT Specialist 10 5.0
Executive 24 12.0

Occupation Housewife 15 75
Teacher 8 4.0
Others 22 11.0
< than RM100 53 26.5
Amount Spent RM101-RM200 75 375
RM201-RM300 48 24.0
RM301-RM400 24 12.0
< than 1 year 39 195
E-Grocery Shopping 1-3 years 87 43.5
Experience 3 -5 years 48 24.0
> than 5 years 26 13.0

4.2. Reliability Analysis

Table 2 presents the result of reliability analysis. According to Neuman (2008)
Cronbach Alpha’s value should be above 0.70 for it to meet the reliability
requirement. Based on the result, all the variables are found to have Cronbach
Alpha values of above 0.70. The values range from 0.780 to 0.929. This indicates
that all the variables are found to meet the reliability requirement and can be
considered for further tests.
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Table 2: Reliability analysis

Variables Cronbach Alpha
Convenience 0.780
Merchandising 0.863
Financial security 0.919
Efficiency 0.912
Fulfilment 0.929
System Availability 0.851
Privacy 0.891
Purchase Retention 0.925

4.3. Descriptive Analysis

Table 3 presents the result of the descriptive analysis. All the variables have mean
values of above 4.0. The lowest mean is for financial security at 4.084 and the
highest mean is for convenience at 4.540. This indicates the respondents are mostly
agreeable to the questions provided. The standard deviations for all variables range
from 0.525 to 0.810.

Table 3: Descriptive analysis

Variables Mean Standard deviation
Convenience 4.540 0.525
Merchandising 4.150 0.745
Financial Security 4.084 0.810
Efficiency 4.390 0.587
Fulfilment 4.233 0.596
System Availability 4.314 0.757
Privacy 4,233 0.754
Purchase retention 4.380 0.699

4.4. Hypotheses Testing

The result presented in Table 4 shows the R-value is 0.798 while the R Square is
0.636 which indicates that 63.6% of variance is explained by the independent
variables. The F-value of the Anova test in this study is 47.953 and p-value is 0.001.
This indicates a model fit. Therefore, it shows that at least one of the independent
variables (convenience, merchandising, financial security, efficiency, fulfillment,
system availability and privacy) is a significant predictor of e-grocery purchase
retention.

Table 4: Regression analysis
R R-square Adjusted R-square F Sig
7982 .636 623 47.953 <.001°

Table 5 presents the Multiple Linear Regression’s coefficient results. Out of
seven variables, five of the variables are found to be significant predictors of e-
grocery purchase retention. The results indicate convenience (B=0.330, p-
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value=<0.001), financial security is (B=0.137, p-value=0.016), efficiency (B=0.359,
p-value=<0.001), fulfillment (B=0.181, p-value=0.032), and privacy (B=0.122, p-
value=0.046) are predictors of e-grocery purchase retention. These variables have p-
values that are less than 0.05. Based on the results, five hypotheses (H1, H3 and
H4a, H4b, H4d) are thus, accepted. On the other hand, merchandising and system
availability have p-values of above 0.05. Thus, these two factors do not have
significant relationship with e-grocery purchase retention. This means that H2 and

H4c are not accepted.

Table 5: Coefficient table

. Standardized
Unstar_ldgrdlzed Std. Coefficients t Sig
Coefficients B Error
Beta

(Constant) -.356 .280 -1.270 | .206
Convenience .330 .085 .248 3.901 | <.001
Merchandising .040 .054 .043 0.743 | .459
Financial security 137 .056 158 2.442 | .016
Efficiency .359 .098 .302 3.651 | <.001
Fulfilment 181 .084 154 2.164 .032
System Availability -.081 .056 .-088 -1.449 | 149
Privacy 122 .061 131 2.004 .046

The study found convenience to be a strong determinant of e-grocery consumer
purchase retention. This finding is in line with previous studies such as Nguyen et al.
(2021), Akram (2018) and Kureshi and Thomas (2019). This is because through e-
grocery, products can be purchased at any time which is time-saving, and also
saving in terms of transportation. There is no need to wait in the queue to pay,
search for parking or pay parking fees. Therefore, it is important for convenience to
be felt by those who purchase groceries through e-grocery mode. Only then, there
will be purchase retention.

Financial security is another factor influencing e-grocery purchase retention.
The current result is similar with previous studies such as Park and Thangam (2019)
who found trust to be a significant predictor in their study of e-grocery purchase
retention in Korea. Other studies who have similar results are Jarvenpaa et al.,
(2000) and Rose et al. (2012). Those buying items through e-grocery are seen to
have the trust on the security system used by the e-grocery retailer. Due to this,
there is continuance of buying grocery through the online mode. Furthermore, what
has been ordered is delivered.

Service quality in terms of efficiency is found to be a determinant for e-grocery
purchase retention. Previous studies that support the current finding is Kaur and
Shuklar (2017) who found user friendly website is among the most important for
those purchasing grocery through the online mode in India. In addition, the ease of
using the website is also a determinant factor in online grocery shopping in Sweden
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(Cimana & Phoosangthong, 2013). Therefore, it is critical to ensure there is
efficiency in the system to encourage continuous support for e-grocery purchase.

The current study also found service quality in terms of fulfilment is influencing
purchase retention of e-grocery grocery. This finding is in line with Hsu et al. (2014)
who mention that delivery is important to customer satisfaction. Furthermore,
Duarte et al., (2018) and Khalifa and Liu (2007) pointed out delivery is positively
affecting satisfaction and satisfaction will lead to retention. This means that
customers will consider e-grocery purchase retention if the delivery system is
prompt and efficient.

Privacy is another factor identified to be critical and influencing e-grocery
purchase retention. Muhammad et al. (2016) found privacy influences the online
grocery adoption in Malaysia. Customers who are assured that their information is
secured will continue to purchase groceries through the online mode.

However, merchandising is found not to influence e-grocery purchase retention.
This finding is supportive of Azhar and Bashir’s (2018) study where no relationship
is found between merchandising and e-loyalty with satisfaction as the mediator in
their study. Among the probable reason are the online grocery retailers are
providing the groceries required by the customers online. The customers on the
other hand, may purchase other grocery products in physical stores. Thus,
merchandising is not considered an influencing factor for e-grocery purchase
retention in this study. Another factor found not to influence e-grocery purchase
retention is system availability. This is probably due to the customers put more
emphasis on other e-service quality factors in addition to financial security.
However, both these factors, are found to have significant relationships with online
grocery purchase retention in previous studies. According to Wu (2013) and
Narayan and Chandra (2015) merchandising is necessary for satisfying customer
needs. Therefore, both these factors should not be neglected in ensuring e-grocery
purchase retention.

5. Conclusion

E-grocery shopping is generally increasing steadily. The pandemic over the last two
years caused the people’s movement to be restricted and this condition has pushed
the growth of e-grocery further. Even though the situation has improved, e-grocery
is still being used as a mode to purchase groceries. The purpose of this research is to
identify the drivers of consumer purchase retention in e-grocery since there is
limited study in this area. Therefore, the current study intends to fill the gap. The
factors included in this study are convenience, merchandising, financial security and
those related to service quality which are efficiency, fulfillment, system availability
and privacy. The research is able to meet the objective set. The factors found to be
drivers of e-grocery purchase retention are convenience, financial security,
efficiency, fulfillment, and privacy. These factors are found to have significant
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relationship with e-grocery purchase retention. However, merchandising and system
availability are found not to have a significant relationship with e-grocery purchase
retention.

The finding of this study has contributed to the academic field from a
developing country’s perspective. In addition, the study provided evidence of
findings of the integrated model of e-satisfaction model and the e-serQual model.
The study has provided evidence that strengthens the literature related to the drivers
of e-grocery purchase retention. In order to have purchase retention through the
online method for grocery or e-grocery, convenience to customers, issues on
security related to financial transaction, service quality especially efficiency,
fulfillment, and privacy are critical.

The study also contributed from a practical perspective. Firstly, the e-grocery
retailers should focus on the main drivers of e-grocery’s purchase retention.
Convenience in purchasing, attractive website, the security of the system, the
service quality that is prompt, product information that is clear, the protection of
customers’ data and payment system are some of the areas that customers put
importance on. Customers would also prefer to be given payment choices or options.
The delivery companies that the e-grocery retailers have partnership with should be
able to provide an efficient and timely delivery. Therefore, e-grocery retailers
should put more effort and strategize in order to increase the level of purchase
retention. Through this, the e-grocery retailers can compete more effectively and
their business performance can be more successful.

Secondly, the government should formulate policies to provide the support for
the growth of e-grocery. This includes the improvement of the digital infrastructure
for good connectivity which was highlighted in the Malaysian Digital Economy
Blueprint or MyDigital introduced in 2021 covering over a ten-year period until
2030. In addition, the government through the Malaysian Digital Economy
Corporation (MDEC) can look into ways for the advancement of e-grocery. The
government should provide funds through the Ministry of Entrepreneur
Development to assist the e-grocery retailers. Training on setting up a good system
that include the product display, attractive promotions, payment system, security
measures can be given. Marketing training can also be given to understand the
market trends, market opportunities, competitors and consumers. In addition, the
government may also look into policies to encourage new entrepreneurs to be
involved in e-grocery business.

The study has a few limitations. Although there is diversity in the age group of
respondents, majority of the respondents are those in the age of 25 years and below.
In addition, the study considered seven variables although there could be other
variables that could be a factor that influence purchase retention of e-grocery.
Future study can consider to study the e-grocery consumer purchase retention
among a specific generation. Another area of study is having a larger sample size
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with multiple age groups and comparison can be done among the different age
groups. Another suggestion is identifying the mediation effects of the demographic
variables in the relationship between the drivers and e-grocery purchase retention.
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