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[bookmark: _Toc109179014]Chapter 1: Introduction
1.1 Purpose of Literature Review
The purpose of this literature review is to find out the details regarding the purchasing channel switching behavior of Chinese consumers under the influence of the pandemic of COVID-19. For this purpose, the researcher is analyzing the influence of independent variables including individual attributes of age and income, product features including price and perception of brand and online channel utility including perceived ease of use and perceived usefulness on the behavior of the consumers regarding the purchase channel changes from offline to online (Cantallops and Salvi, 2014). Moreover, the researcher will also be analyzing the mediating role of the environment of COVID-19 and its risk perceptions in the relationship among the independent and dependent variables. 
It begins with a broad overview of these areas and a careful review of key concepts and theories, and then initially identifies gaps in the field and some draft research questions. The included research will be available from a wide range of resources, including journal articles, books, and websites. Make sure all studies will be cited correctly and there will be textual citations to indicate the original source of the information.
Along with this, the literature review has the following search questions:
•	What is the impact of individual attributes on the consumers behavior to switch the purchase channels from offline to online?
•	What is the impact of product feature on the consumers behavior to switch the purchase channels from offline to online?
•	What is the impact of online channel utility on the consumers behavior to switch the purchase channels from offline to online?
•	What is the mediating role of COVID-19 risk perception in between the independent variables including individual attributes, product feature and online channel utility and the consumer behaviors for switching the purchase channels from offline to online?
1.2 Content of Literature Review
The literature review will include an explanation of the issues and context raised by the study, and then based on several typical theoretical models, based on innovation, adapted into a new conceptual framework suitable for the study.
This literature review is going to be innovative and significant because of the fact that it is considering a mix of various significant and innovative elements and factors like inculcating independent variables like individual attributes in the form of age and income, product features like price and perception of brand and online channel utility in the form of perceived ease of use and perceived usefulness (Aday and Yener, 2014, Bentahar and Cameron, 2015). Furthermore, the research is inculcating the influence of COVID-19 related risks and influences on the behavior of the consumers with respect to purchasing online instead of offline during the pandemic of COVID-19. Then a preliminary relationship chart is drawn, as shown in the following figure.
[image: ]
Figure 1: mind map
In addition, the literature search strategy is to use these key concepts and theories as search terms and collect a large amount of relevant information. The literature reviewed came from multiple databases: EBSCO, Google Schor, ERIC, Education Resource Complete, Academic Resource Complete, United States Department of Education, State of New Jersey Department of Education, Academic Journals, Dissertations and publications. Most of the articles have been published within the last five years, and of course some of the earlier groundbreaking works. Quantitative studies were the main source of information retrieved in this study. Qualitative and mixed-method studies are also considered. Collection and analysis software, such as Zotero, will be used to collate, document, and generate a list of references; Studies such as NVivo will be used to sort, categorize, and develop a thematic framework. Through the use of multiple databases and scholarly articles, the study will explore the context of the problem.[image: 图表
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Figure 2: pertinent literature
This literature review will further use these academic resources to continue to read and reflect heavily on the cutting-edge works that are being produced, providing a stronger conceptual foundation. Then critically and relatively use peer-reviewed academic resources to deepen the attention to the transformation of Chinese tea consumers' purchase channels. At the same time, the key concepts of the research problem are explored more carefully, and finally their own conceptual framework is formed.
1.3 Format of Literature Review
The structure of the literature review chapter will be like: 

Figure 3: Structure of the literature review chapter
Chapter 2: Annotated Bibliography
This section is a demonstration of the reading program. The researchers read at least 100 relevant resources and explored ideas about consumer buying behavior, including some of the latest ideas and a variety of research methods. And an annotated bibliography is made in the form of notes, in which a brief review of the usefulness and key points of each resource are made. Most of these articles should be recent journal articles, but some are classic literature from pioneering concepts that explore the field of consumer behavior.
First use the Zotero software to help me manage the article. Categorize various articles and export reference lists. Take this screenshot as an example.
[bookmark: _Hlk109449242][image: ]
Then read each article in detail. The following is a typical article as an example to facilitate notes and markers in this software.
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To facilitate the later integration of literature, I designed an Excel table myself. This is a real, real-time working table, like the image below.
[image: 图形用户界面, 文本, 应用程序, Excel
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In addition, in the course of this literature review, I also annotated each citation with a Word document to facilitate later organization. Some detailed diagrams are provided below.
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Before conducting a new study, a literature review can familiarize researchers with and understand current research in this particular area. Conducting a literature review allows researchers to discover what studies have been done and determine which are unknown in the subject matter of the study.
The current research will apply a variety of important and innovative elements and factors, such as instilling independent variables such as personal attributes in the form of age and income, product characteristics such as the perception of price and brand, and online channel utility, in the form of perceived ease of use and perceived utility. In addition, the study is instilling the impact of COVID-19-related harms and the impact of online rather than offline shopping on customer behavior during the COVID-19 pandemic. This study aims to understand the facts about the switching of purchasing channels among Chinese consumers under the impact of the COVID-19 pandemic.
Chapter 3: Literature Review
[bookmark: _Toc109179017]3.1 Models of Purchasing Behavior
[bookmark: _Hlk109318667][bookmark: _Hlk109319644]3.1.1 EBM Model
The EKB model was established in 1968 by Engel, Kollat, and Blackwell in order to define the five stages of the decision-making process that are involved in consumer buying behavior. The process consists of a number of phases, including recognizing a problem, looking for information, weighing one's available choices, settling on a purchase, and doing an after-the-fact evaluation (Akehurst et al., 2012). 
[image: ]
Figure 3.1: The EKB Model  (Engel, M. et al., 1968) 
In 1995, Engel, Blackwell, and Miniard (EBM) developed an extension to the model that included the incorporation of information intake and information processing in addition to other aspects that influence the decision-making process. The EBM model has been selected for the study because it gives a larger amount of consideration to the external factors that have an impact on the procedure of making a purchase choice (Akram et al., 2016).
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Figure 3.2: The EBM Model  (Engel, M. et al., 1995)
The EBM postulates that the consumer decision-making process is influenced and molded by a number of different factors and determinants (Alam et al., 2011). These factors may be broken down into three primary categories: individual differences, psychological processes, and environmental influences. In the first version of the EKB model, the process of making a choice consisted of the following steps: recognizing a need, conducting a search, evaluating potential alternatives before making a purchase, making a purchase, experiencing the product, and expressing post-consumption evaluation and satisfaction (Anute et al., 2015, Crossley and Edwards, 2016, Deasy et al., 2014, Dou, 2020). 
The procedure of making decisions is known as the input and information procedure; however, those steps are not included in this study since they do not focus on the external factors that have an effect on behavior (Awad, 2011). On the other hand, the EBM paradigm has been criticized over the years for the fact that it takes a mechanical approach to analyzing human behavior. The model does not take into consideration the individual, societal, or environmental context of the phenomenon being studied (Badgaiyan and Verma, 2015). The intricacy of the model has also been called into question due to the fact that the variables have not been specified, which makes them difficult to comprehend and pointless when applied to real-world scenarios. 
3.1.2 Theory of Planned Behavior
Theory of Planned Behavior that is used to describe buying behavior is called the TPB model (Bakshi, 2012, Fassinger and Morrow, 2013, Gibson, 2017, Huang, 2015). This model assigns higher weight to social and environmental factors than other models do. 
The TPB model was first introduced in 1985. It was developed on the basis of Ajzen and Fishbein's Theory of Reasoned Action, which was first suggested in 1975 (Chaudhuri, 2015). The TPB model provides an explanation for the assumed factors that have an effect on buying behavior under normal conditions. It is possible to forecast individual behaviors by applying this model, which takes into consideration attitudes, subjective norms, and the concept that an individual has some degree of control over their behavior (Das, 2012, Imran and Yusoff, 2015, Kaur, 2016, Leitner et al., 2019).
People's attitudes regarding a person's behaviors are shaped by people's perceived behavioral beliefs and the results of those beliefs, which in turn are influenced by the degree to which those beliefs are firmly held and by how people judge those outcomes (Das, 2012). The study of people's behavioral beliefs enables us to have a deeper understanding of the reasons behind why individuals act the way they do and the potential consequences of those behaviors. The concept of the effect of the perspectives of other people on a person's behavior is referred to as "subjective norms (Duarte et al., 2013, Malina et al., 2011, Mazaheri et al., 2011, Meskaran et al., 2013)." It is possible for members of a social group to develop normative ideas on the types of behavior that are acceptable and undesirable, and the motivations of the individual will determine whether or not they adhere to the beliefs and attitudes held by the group. Even though a person may have the best of intentions to carry out a certain activity, such acts are often hindered for a number of different subjective and objective factors, such as erroneous beliefs. 
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Figure 3.3: the TPB model
Some people have found issue with the TPB model since it is unable to establish a clear relationship between intention and action (Emekci, 2019). This is due to the fact that individuals have some degree of influence over the decisions that they make in their lives. In addition, the paradigm is only useful if the behavior in question is seen favorably by other people. According to the experts, this model must be revised in order to account for the significant developments that have taken place in society over the course of time. This is an essential point to keep in mind (Ertemel and Ammoura, 2016).
3.1.3 Comments on Models of Purchasing Behavior
The EKB model has received widespread criticism, but it has been used in the past as a framework to explain food consumption from a more holistic perspective. This is due to the fact that a food crisis affects the entire supply chain, from the suppliers to the consumers' brand identifications, and the model was used because of this (Eshra and Beshir, 2019). The TPB model has been put to use rather often for the purpose of predicting food consumption habits, notably in MFV, over a wide variety of age groups as well as genders. We are going to use these models to construct our very own customized version of the shifting purchasing behavior brought on by the COVID-19 epidemic (Fatima and Lodhi, 2015).
To show the influence of factors on output in terms of these models, the EBM and the TPB models are utilized (Bruwer, 2014). Both of these models may be found here. The COVID-19 dilemma is an excellent opportunity to investigate the ways in which customers' shopping behaviors have shifted as a direct consequence of the problem. 
[bookmark: _Toc109179018][bookmark: _Hlk109322716]3.2 Individual Attributes (Age and Income) and Behavior of Purchase Channel Switching from Offline to Online
3.2.1 Previous Research
The personal and the communal are the two different levels of human experience, according to Furaiji et al. (2012)'s point of view. There are biological, psychological, and social components at play when discussing an individual's internalized level of experience. The formation of one's own preferences and judgements is an essential component of the learning process; personal values are the guiding principles and standards that individuals use to arrive at these conclusions (Gudonavičienė and Alijošienė, 2015). 
In a larger sense, what constitutes "good" and "desirable" in a community is determined by the laws and principles that govern what is considered "good" and "desirable." Individual values and society customs may and often do come into conflict with one another. Interactions with one's parents and other significant people in their social surroundings are among the most significant factors in the formation of one's personality, as well as in the acceptance or rejection of societal norms and the formation of one's own values (Gunter and Furnham, 2014, Mikalef et al., 2019, Morse, 2015, Morse, 2016b). The cultural and societal influences that we are exposed to, as well as our age and economic level, shape our personal values, which in turn shape our views, attitudes, and ultimately our purchasing habits. When we go shopping for clothes, our experiences are influenced by a number of personal or internal characteristics, like our age, level of education, and family income, to name just a few (Hande and Ghosh, 2015, Hernández et al., 2011). 
[bookmark: _Hlk109323607]3.2.2 Hypotheses Statement
The following hypotheses are proposed:
H1: The impact of individual attributes of age is significant on consumer behavior of purchase channel changes from offline to online.
H2: The impact of individual attributes of income is significant on consumer behavior of purchase channel changes from offline to online.
[bookmark: _Toc109179019]3.3 Product Feature (Price and Perception of Brand) and Behavior of Purchase Channel Switching from Offline to Online 
3.3.1 Previous Research
The findings of COVID-19 indicate that the decision-making processes of consumers are now impacted by a wider variety of factors than those that were indicated in the introduction. In the last part, we addressed both the internal and external factors that influence a person's tendency to make purchases (Jusoh and Ling, 2012). According to Khan et al. (2016) general influences such as views of a company's brand image and price have an effect on customer attitudes, which in turn have an effect on the consumers' buying behaviors. Other general impacts include the perceptions of a company's product quality (Khandelwal et al., 2022). Customers appear to be increasingly interested in purchasing products that are risk-free and of the highest possible quality, particularly in the food supply chain but also in the cleaning supply chain, as a result of the recent outbreak of COVID-19. This trend is particularly prevalent in the food industry. As a direct consequence of this, buyers are more willing to pay a higher price for a product (Khare, 2015). Even though pricing is a big factor in deciding whether or not to make a purchase, it seems to be a secondary consideration right now. the amount of money that is paid for a product or service. Customers are prepared to give up a broad variety of values in return for the price that they pay in order to acquire or make use of a product or service (Krishnan, 2011, Morse, 2016a, Morse and Cheek, 2014, Morse and Cheek, 2015).
In the past, prices had a significant influence on the behavior of consumers in a variety of ways. Nevertheless, throughout the course of the purchase decision-making process during the last several decades, non-price variables have grown more important. Customers are more inclined to purchase from a firm that sells a product if the price of that goods is seen as fair by the buyer (Kriwy and Mecking, 2012). It has been shown that €9.99 is seen to be much less costly than €10 by consumers, despite the fact that consumers' perceptions of price may vary. Because of this, the last number in the price at many different food shops is a 9. In any event, the price of a product should never be so low that a buyer is led to believe that it is of worse quality than it really is (Lawan and Zanna, 2013). There are some individuals who are more sensitive to price than others, and the degree to which this varies from one person to the next may be rather large. On the other hand, buyers who are price sensitive are willing to pay whatever the going rate is in order to get a product. Customers that are price sensitive base a significant portion of their buying decisions on the prices of the products they consider (Mahesh and Gomathi, 2016). These customers have already determined a price range for a product that has been carefully chosen. People will continue to buy a product even if its price slips outside of this range as long as it is still within this range. As a result of this, aspects such as quality may play a role in determining whether or not a product is bought, even if its price falls outside of the price range that was originally targeted (Maraz et al., 2015). 
The price of a product is one factor that customers may consider when determining its quality. This is due to the fact that, based on their prior purchases at this price, they anticipated a certain quality, and vice versa (Osman et al., 2011). It is possible that price is an inaccurate reflection of quality, which might lead to an overestimation of the association between price and quality. In this study, these two factors that influence the outcome are being investigated and measured separately due to the possibility that they serve as indicators of one another. Customers have indicated, ever since the introduction of COVID-19, that they are ready to pay a premium in exchange for guarantees of both quality and safety (Panda and Narayan Swar, 2013, Nesher Shoshan and Wehrt, 2022, Östlund et al., 2011, Palinkas et al., 2011). Consumers bought packed durable goods, hygiene products, and canned meals to assure the safety and quality of the products they were buying. For this reason, customers prefer to buy locally produced goods over those imported from other places, particularly food, which has a greater chance of being free of contaminants such as COVID-19 because of the shorter travel distance. Customers also prefer to buy locally produced goods over those imported from other places. The concept of quality may also be understood to mean excellence or superiority (Qing et al., 2012).
By logical extension, the evaluation that a customer gives of the overall perfection of a product may be referred to as the product's perceived quality. There is a distinction to be made between quality that is subjective and quality that is objective. The concept of objective quality refers to a level of technical and quantitative excellence (Qing et al., 2012). The literature tends to concentrate on how people perceive quality rather than how it really is since objective quality is a contentious topic (Raab et al., 2011). The actual food consumed, rather than the manner of preparing the food, is the primary factor in determining how appetizing a meal is regarded to be. In addition, in order to evaluate the quality of food, a summary construct is necessary, which should incorporate several aspects of the product being evaluated. This construct, which consists of a variety of characteristics, is characterized by a group of criteria, which determines the overall quality as it is experienced by the consumers (Raju and Devi, 2012).
After that, one dimension is utilized to form this multi-dimensional quality impression, with some features being weighted more highly than others, and eventually deciding which meal to choose. The physical characteristics of food goods and the manner in which they are portrayed are the foundation on which consumers base their evaluations of the products' quality. According to research presented in Ramya and Ali (2016), a person's appearance, among other aspects of their body, may have an effect on their food preferences. The connection that exists between the food item and the customer, as well as the circumstances and the period of time, all have a role in influencing how quality is perceived. Richa (2012) classification system divides the factors of perceived food quality into search, experience, and trustworthiness. According to the findings of the study, the quality of meat should be evaluated mostly based on its degree of fat content or its color. After making a purchase, a customer will have more opportunities to sample a product's flavor and feel (Sahney et al., 2013). Customers will rely on proxy indicators of quality instead of the real thing. Because customers will never be able to independently check whether or not a product lives up to the promises it makes on naturalness, safety, health, or animal welfare, the product's trustworthiness will remain a mystery to them at all times. Because distinguishing between intrinsic and extrinsic characteristics may be challenging at times, there is also a distinction that can be made between the two types of characteristics (Sahney et al., 2013). 
3.3.2 Hypotheses Statement
According to the literature review above, the following hypotheses are proposed:
H3: The impact of product feature of price is significant on consumer behavior of purchase channel changes from offline to online.
H4: The impact of product feature of perception of brand is significant on consumer behavior of purchase channel changes from offline to online.
[bookmark: _Toc109179020]3.4 Online Channel Utility (Perceived Ease of Use and Perceived Usefulness) and Behavior of Purchase Channel Switching from Offline to Online 
3.4.1 Technology Acceptance Model (TAM)
In 1989, technology acceptance model (TAM) was a model proposed by Davis when he applied rational behavior theory to study users' acceptance of information system. TAM proposed the two main determinants of perceived usefulness and perceived ease of use (Davis, 1989). System use is determined by behavioral intention. The behavioral intention is determined by the desired attitude and perceived usefulness. Attitudes are determined by both perceived usefulness and ease of use; Perceived usefulness is determined by perceived ease of use and external variables. Perceived ease of use is determined by external variables. External variables include system design characteristics, user characteristics (including form of perception and other personality characteristics), task characteristics, nature of development or execution process, policy impact, organizational structure, etc (Davis, 1989). This establishes a link between internal beliefs, attitudes, intentions, and differences between individuals, environmental constraints, and controllable distractions.
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Figure 3.4: the TAM
[bookmark: _Hlk109328831]The researcher referred to the key factors in the above model to explain the variables selected for this study, and use the word "utility" to provide a succinct summary of the benefits that are thought to be gained by shopping online. In addition to the low cost of doing an online search, it's possible that looking for a discount might contribute to the impression that something is being meaningfully examined. It's possible that the advantages of purchasing from an online shop rather than a traditional store might also add to the product's perceived usefulness (Simanjuntak and Ambar, 2016). The simplicity with which one virtual store may be contrasted with another is an additional factor that adds to the general impression that the medium is beneficial. E-commerce websites often provide their consumers downloadable application software as well as a variety of useful services to facilitate the process of making purchases of products and services (Singh and Verma, 2017, Srinivas, 2015). On the other hand, it's possible that certain services won't be as easily available as they are in the traditional market. It's possible that people's purchasing habits may change as a result of the seeming ease of internet shopping. If a consumer online application has a positive PU (perceived usefulness), there is a greater likelihood that customers will use it (Stulec and Petljak, 2013, Valaei and Nikhashemi, 2017).
Perceived ease of use (PEOU) is a useful metric to use if a user believes that a certain technology, Internet service, or web-interface is easy to use. This includes things like going to websites. The question that has to be answered is whether or not certain technological components are regarded as being completely necessary (Wee et al., 2014). If, in comparison to another technology, it has a higher probability of being accepted by online clients, this is a benefit. Users' opinions of a website's level of technological difficulty are directly correlated to the site's likelihood of being viewed (Akram et al., 2016). Both PEOU and PU might be considered features of the widespread adoption of technology. Examples of the PEOU architecture includes electronic mail, online shopping, mobile shopping, and the intention to make use of online application software (Aday and Yener, 2014).
3.4.2 Hypotheses Statement
In accordance with the literature review and research information above, the following hypotheses are formulated:
H5: The impact of online channel utility of perceived ease of use is significant on consumer behavior of purchase channel changes from offline to online.
H6: The impact of online channel utility of perceived usefulness is significant on consumer behavior of purchase channel changes from offline to online.
[bookmark: _Toc109179021]3.5 COVID-19 Risk Perception 
3.5.1 Previous Research
Pricing has been shown to have a substantial influence on consumer behavior during a recession due to the volatility of employment and the unpredictability of the economic situation. During the Asian financial crisis, consumers were much more concerned with minimizing their spending and maximizing the value they received for their money, hence price had a huge impact on the behavior that they displayed (Akram et al., 2016). According to Alam et al. (2011), when the economy is in a recession, people become more price and sales sensitive. Because consumers now have a greater understanding of pricing, there has been a change in their buying behaviors, which has led to an increased focus on low prices. In most cases, the price of products and services will go up when there is a decrease in the quantity of discretionary money available (Anute et al., 2015). Recessions often have social repercussions as well as economic ones, which makes even consumers who were spared the worst of it more price sensitive. Recessions may last anywhere from a few months to many years (Awad, 2011, Badgaiyan and Verma, 2015).
Additional studies revealed that individuals shopped less often during economic downturns. As a direct consequence of the fact that they had less disposable income, consumers were more likely to shop using shopping lists and to choose for acquisitions that had been pre-planned. Bruwer (2014) on the other hand, discovered that people shopped more often and less frequently during times of crisis, and that the increase in shopping frequency was associated with customers purchasing smaller amounts of items. During the global financial crisis that began in 2008, customers' cash was scarcer; as a result, they were more price sensitive and bought lesser quantities of meat; yet, this changed buying behavior lasted long after the crisis had passed and consumers had more money (Awad, 2011, Badgaiyan and Verma, 2015). However, there is a lack of knowledge on what happens to fruits and vegetables during financial crises. Because of this lack of knowledge, Chaudhuri (2015) is led to believe that price may play a bigger role in the decision-making process for consumers than their perception of the product's quality did during previous financial crises. 
3.5.2 Hypotheses Statement
On the basis of the literature review above, the following hypotheses are proposed in this study:
H7: The mediating role of COVID-19 risk perception in between individual attributes and consumer behavior to change the purchase channel from offline to online is significant.
H8: The mediating role of COVID-19 risk perception in between product feature and consumer behavior to change the purchase channel from offline to online is significant.
H9: The mediating role of COVID-19 risk perception in between online channel utility and consumer behavior to change the purchase channel from offline to online is significant.
[bookmark: _Toc109179022]3.6 Conceptual Framework
	Age

	Income

	 Price

	Perception of brand

	Perceived ease of use

	Perceived usefulness


 In accordance with the discussions and the review of literature above, the researcher has formulated the following conceptual framework which is presented in the form of Figure 1 below:Online channel utility 


Dependent Variable
Moderating Variable
Different Level
Independent Variables
Environment: COVID-19 risk perception
Behavior: The purchase channel changes from offline to online
Individual attributes 
Product features



[bookmark: _Hlk109429772]Figure 3.5: conceptual framework 
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3. Critical literature review

3.1. Models of Buying Behavior

The EKB model was established in 1968 by Engel. Kollat, and Blackwell in order to define the
five stages of the decision-making process that are involved in consumer buying behavior. The
process consists of a number of phases, including recognizing a problem. looking for
information, weighing one's available choices, settling on a purchase, and doing an after-the-fact
evaluation (Akehurst et al., 2012). In 1995, Engel. Blackwell, and Miniard (EBM) developed an
extension to the model that included the incorporation of information intake and information
processing in addition to other aspects that influence the decision-making process. The EBM
model has been selected for the study because it gives a larger amount of consideration to the
external factors that have an impact on the procedure of making a purchase choice (Akram et al.,
2016).

The EBM postulates that the consumer decision-making process is influenced and molded by a
number of different factors and determinants (Alam et al., 2011). These factors may be broken

down into three primary categories: individual differences, psychological processes, and

Cinematic Revolution v
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The article discusses the EBM extension model to

process the information and what influence the
buying process of customers
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EBM model and other external factors is discussed
to check the impact of purchase choice.
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The procedure of making decisions is known as the input and information procedure: however,
those steps are not included in this study since they do not focus on the external factors that have
an effect on behavior (Awad, 2011). On the other hand, the EBM paradigm has been criticized
over the years for the fact that it takes a mechanical approach to analyzing human behavior. The
model does not take into consideration the individual, societal, or environmental context of the
phenomenon being studied (Badgaiyan and Verma, 2015). The intricacy of the model has also
been called into question due to the fact that the variables have not been specified, which makes
them difficult to comprehend and pointless when applied to real-world scenarios. Another model
that is used to describe buying behavior is called the TPB model (Bakshi, 2012, Fassinger and

Morrow, 2013, Gibson, 2017, Huang, 2015). This model assigns higher weight to social and
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Another gap of EBM has been studied here
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People will continue to buy a product even if its price slips outside of this range as long as it is
still within this range. As a result of this, aspects such as quality may play a role in determining

whether or not a product is bought, even if its price falls outside of the price range that was

originally targeted -).

Il'he price of a product is one factor that customers may consider when determining its quality.
This is due to the fact that, based on their prior purchases at this price, they anticipated a certain
quality, and vice versa (Osman et al., 2011). It is possible that price is an inaccurate reflection of
quality, which might lead to an overestimation of the association between price and quality. In
this study, these two factors that influence the outcome are being investigated and measured
separately due to the possibility that they serve as indicators of one another. Customers have
indicated, ever since the introduction of COVID-19, that they are ready to pay a premium in
exchange for guarantees of both quality and safety (.
). Consumers bought packed
durable goods, hygiene products, and canned meals to assure the safety and quality of the
products they were buying. For this reason, customers prefer to buy locally produced goods over

those imported from other places, particularly food, which has a greater chance of being free of

confaminante enich ac COVIDZ19 hecance of the chorter travel dictance Crictamere alen nrefer to
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|After that, one dimension is utilized to form this multi-dimensional quality impression, with
some features being weighted more highly than others, and eventually deciding which meal to
choose. The physical characteristics of food goods and the manner in which they are portrayed
are the foundation on which consumers base their evaluations of the products’ quality. According
to research presented in Ramya and Ali (2016), a person's appearance, among other aspects of
their body, may have an effect on their food preferences. The connection that exists between the
food item and the customer, as well as the circumstances and the period of time, all have a role in
influencing how quality is perceived. Richa (2012) classification system divides the factors of
perceived food quality into search, experience, and trustworthiness. According to the findings of
the study, the quality of meat should be evaluated mostly based on its degree of fat content or its
color. After making a purchase, a customer will have more opportunities to sample a product's

flavor and feel (Sahnev et al.. 2013). Customers will relv on proxv indicators of qualitv instead
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