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[bookmark: _Toc133491088]Introduction
The current dissertation focuses on the study of changes in consumer behaviour resulting from the impact of Covid-19. The current topic of the dissertation is "The impact of Covid-19 on the change in buying behaviour". For this purpose, it was chosen to analyze the behaviour of consumers in the retail industry in the United Kingdom. The Asda organization was selected for the study.
Consumer behaviour is the aspect of an individual's psyche that differentiates between buying products and services and doing anything else, and it is what makes all the difference. (Mooij, 2004). Consumers' behaviour is influenced by various elements, one of the most crucial of which is the firm's marketing efforts. This dissertation intends to study this behaviour that changes due to external forces such as Covid-19 by precisely evaluating the shift in consumer behaviour of the Asda firm. Specifically, this research will examine how the company's customers have responded to these changes (Newman et al., 2006). The Asda supermarket chain is one of the most well-known names in grocery shopping in the United Kingdom. The corporation operates more than 600 retail outlets, mainly in the food business but also offering consumer products and home furnishings (Asda, 2022).
A British retail business headquartered in Leeds, England, the Asda firm was founded in 1974. The firm was founded in 1949 as a small family enterprise and proceeded to expand through time, eventually reaching the size it is now. 1999 marked the beginning of Asda's participation in the stock market by listing the company's shares on the London Stock Exchange. The Asda Corporation maintained its position as the runner-up in the retail sector in the United Kingdom in 2003 and 2004. In addition to the well-known grocery stores, the Asda firm also owns additional websites that are considered part of the corporation. These websites include George, Asda Mobile, Asda Living, and Asda Money. These are some of the most essential endeavours the Asda company pursues and cultivates. The selling of a wide range of commodities, products, and home furnishings is one of the company's other primary lines of business, in addition to producing and distributing food items. In addition to this, the company also operates as a mobile operator, providing subscribers with various services. Providing satisfactory and high-quality service to customers is the primary mission of the management team at Asda, whose primary focus is on the firm's operation and the services it offers. In 2021, the company was experiencing various issues, eventually leading to financial problems. In order to address this issue, the corporation decided to sell its shares and its own business. Then, one of its primary rivals, Sainsbury's, expressed interest in purchasing it by making a bid to purchase all of her property and assets. However, to keep the market as open and competitive as possible, the UK Competition and Manufacturers Office has decided to rule out this option. After some time, the company was offered by the two Issa brothers, who, together with TDR Capital, bought the assets of the Asda company as well as the ownership of the company. They are beginning to make subtle adjustments to their management to boost income, enhance operational efficiency, and achieve better long-term viability.
The customers of the Asda store are the focus of the current research. The intention is to investigate whether or not there has been a shift in their behaviour due to the effect of outside variables like Covid-19. A virus that caused severe coughing and pneumonia was widely disseminated in 2020. This virus damaged the respiratory system of its victims. The virus had substantial detrimental effects on human life, leading to a shift in consumer behaviour due to the closure of numerous activities, including food shops, which were forced to close (Tao et al., 2022). The search, appraisal, purchase, and post-buy behaviours of customers making choices due to the external world surrounding them are all included in the scope of the study of consumer behaviour (Dennies et al., 2007).
For this reason and the impact of Covid-19, it is proposed that research be conducted to target consumers and the changes in their behaviour due to these influences.
Research Aim
The purpose of this dissertation is to analyze the changes in consumer shopping behaviour as a result of the Covid-19 pandemic.
Research Objectives
In order to achieve this goal, three main Objectives are identified that need to be fulfilled:
1. To assess consumer behaviour and the importance of the UK retail industry.
2. To analyze the factors that have led to this change in consumer behaviour in the retail industry.
3. To determine the impact of Covid-19 on consumers buying behaviours in the UK retail industry.
Research Questions
1. What is the importance of consumer behaviour, and how are its changes affecting the UK retail Industry?
2. What are the main influencing factors that have led to changes in customer buying behaviours in the UK?
3. What impact did Covid-19 have on customer buying behaviours in the UK retail industry?


[bookmark: _Toc133491089]1. Literature review
[bookmark: _Toc133491090]1.1. Transformation of retail industry in digital era
In the conditions of globalization and the entry of new technologies into consumers' daily lives, the retail trade sector is going through some changes that have led to the development of e-commerce and digital channels to reach the consumer through digital marketing (Rita, 2019). As a result of these changes, the customer has dramatically influenced the development and power of the market (Lombart et al., 2020). However, all this leads to complicated relationships between the customer and businesses, creating an unstable situation between them (Juaneda-Ayensa, 2016).
According to Verhoef (2015), changes in the consumer environment have led to the promotion of e-commerce and a decrease in the importance of physical stores for the consumer. These changes have led to the closure of physical sites and the transition to full e-commerce, which is developing much faster and reaching a much larger user (Verhoef, 2015). According to Rita (2019), there is a very high level of competition in the e-commerce market, which leads to high credibility of the assortment, which is distinctive for local and brick-and-mortar stores. In this aspect, shopping habits and consumer behaviour change with the changes in their environment. Furthermore, according to Rita (2019), e-commerce allows the customer to reach many different brands, having the opportunity to compare different prices to make minimum costs (Rita, 2019).
Many marketers are beginning to implement various unique approaches to reach a broader range of customers, hoping to give them a unique competitive advantage over others in the market and cover a more extensive market segment (Lombart et al., 2020). According to some researchers, the shift to online channels for the purchase of goods by customers is due to the main advantage of keeping wish lists and recommendations that everyone can access, as well as repurchasing (Rita et al., 2019). 
An important feature is also how often the customer visits the website or application through which they shop. A significant advantage for businesses is the database it gets on customer visits to their websites, getting information to identify shopping issues, order completion, online customer activities, preferences and searches. 
It is the process of observation that businesses receive, and based on that, they can make the necessary predictions and expectations about the customer's reaction to a product (Nguyen, 2018). When identifying some issues that interfere with order finalization and smooth completion, these can influence consumer behaviour. On the other hand, the digital market has a very high growth and sales rate, which affects customer satisfaction (Nguyen, 2018). It is believed that the increase in online services, product shopping and their variety led to a significant change in consumer behaviour (Nguyen, 2018).
[bookmark: _Toc133491091]1.2. The concept of customer buying behaviors
According to Wilkie (1994), consumer behaviour is an activity that a person engages in on an emotional, mental, and physical level to select, purchase, and use items and services to satisfy their needs and wants. Client buying behaviour focuses on customers' purchasing behaviours before and during the purchase. It primarily covers selecting the product or service the potential client needs at that particular time (Priest, 2013). For merchants to be able to perform all of the actions that lead to the completion of a customer's transaction, they need to understand and forecast their customers' buying behaviour. According to Srivastava and Barmola (2010), it is essential to have a solid understanding of the customer's mental state concerning a specific transaction in order to get a better grasp on their behaviour. There is a distinction between shopping and buying. That distinction is that buying involves guiding a customer to a product based on that customer's prior experience and the need that they currently have.
On the other hand, shopping is defined as the customer's desire and satisfaction in looking for a product for which there may not be an immediate or any necessity at the moment (Blachman, 2018). According to Rita (2019), customer behaviour is constantly shifting and adjusting due to relevant experiences, attitudes, trends, and other changes in the consumer's environment. 
The study of consumer behaviour is connected to the study of consumers' inventories, purchases, uses, and withdrawals of goods and products. Marketers are the people who meet consumers' wants and requirements by providing them with the goods and services they want (Salomon et al, 2007). According to Kotler and Keller (2015), the process by which customers select the goods and services they will employ to acquire the desired things is essential. According to Kotler and Keller (2015), the behaviours of manufacturers and marketers that give them a competitive advantage over their rivals might be of the utmost significance to the businesses in which they are employed.
Tab.1 Types of Buying Decision Behavior 
	Types of Buying Decision Behavior

	
	High involvement
	Low Involvement

	Significant difference between brands
	Complex buying behavior
	Variety-seeking buying behavior

	Few differences between brands
	Dissonance-reducing buying behavior
	Habitual buying behavior


	Source: Adapted by author from Kotler & Armstrong, 2008
There are four main types of buying decision behaviors. The first is complex shopping. Consumers buy an expensive product, being highly committed to that decision. They research thoroughly before committing their financial means is purchasing a product. The consumer consults relatives and acquaintances when the investment is considerable (Kotler & Armstrong, 2008). The second type of customer buying behavior is dissonance-reducing buying behavior. In this behavior, the user's involvement is very high. As a result, there are high prices and infrequent purchases. Sometimes there is also a low availability of the goods in demand, buying the most readily available product to the consumer (Kotler & Armstrong, 2008). Habitual buying behavior is when the consumer is weakly involved in the purchase. He buys products he uses daily, doing it out of habit without thinking much. This behaviour is often related to buying a brand of their choice that the consumer loves, and they buy their products regularly (Kotler & Armstrong, 2008). Finally, variety-seeking behavior is a behavior in which the consumer seeks variety. The consumer often switches brands by trying new brands and products out of curiosity. They usually buy different products not because they are unsatisfied but because they want some variety (Kotler & Armstrong, 2008).
[bookmark: _Toc133491092]1.3.  Factors affecting consumer buying behavior 
Various factors influence consumer behaviour. Consumer buying behaviour is fundamental and drives every business (Azad et al., 2013). Customer personality and behaviour are critical to business and affect customer performance and planning phases. Customer behaviour is influenced by various factors that periodically affect the buying process in three different stages before, during and after the buying process (Wadera & Sharma, 2018). In general, impact factors can be divided into internal and external (Wadera & Sharma, 2018).
Culture
The first crucial factor we will look at is culture. Culture is enjoyed from generation to generation, with each succeeding one changing something and leaving its mark (Nayeem, 2012). Culture is a factor that influences human behaviour by affecting a person's decisions and characteristics. People from the same culture honestly share the same values, beliefs, habits, and moral affiliations (Tsoukatos & Rand, 2007). According to some authors, the cultural aspect influences consumers' behaviour, attitude and purchasing activities (Lee & Kacen, 2008). For this, businesses need to make an effort to try to learn more about the different cultures of the market where they operate in order to increase their cognitive information and knowledge in order to meet and meet customer expectations (Ghazali, 2017). Culture largely depends on the environment in which a person is born and raised (Lee & Kacen, 2008). Society influences the way customers think by shaping a symbolic pattern that most customers in a given society follow and adhere to (Nayeem, 2012).
Personal factors
People often act according to their characteristics and personality, making changes and making decisions in their lives (Domie, 2013). According to some researchers, characteristics such as age, gender, financial situation, personality, desire and pleasure significantly influence consumer behaviour. Customers of different ages have different wants and interests. It is concluded that as a person's age increases, the desire to purchase decreases (Wadera & Sharma, 2018). Of course, their tastes and preferences also change (Domie, 2013). Pleasure stimulated by purchases leads to increased consumer satisfaction (Wadera & Sharma, 2018). Many of these actions directly depend on the customer's personality, with behaviour influencing purchase completion (Wadera & Sharma, 2018).
Social factors
Their importance is as great as the culture and behaviour of consumers. Social factors such as family, social roles and status are essential. A reference group is a person related to an individual who wants to be part of a given group. These groups may be family, friends, professional and trade union groups, and the like. In this case, businesses are the ones who need to identify the roles and influence of people's behaviour in social groups (Kotler & Keller, 2015). Family members are considered the most influential in purchasing particular goods or services. The family factor strongly influences personality, attitude, beliefs and values. According to Kotler and Keller (2015), two types of families play a role in the consumer's life – a family of orientation and a family of procreation. Family orientation is one in which parents strongly influence a person's behaviour. The family for offspring is characterized by the fact that in it, one is prone to change under the influence of another person (Kotler & Keller, 2015).
Motivation factor
Motivation causes a consumer to request a purchase, which may be the pursuit of need satisfaction or intrinsic pleasure (Kian, 2014). Customers hold onto certain motives that they perceive and lead to the satisfaction of their needs. Motivational aspects lead the customer to have certain behaviours (Domie, 2013). Promotions and various marketing strategies aim to motivate customers to purchase subconsciously. They influence external customer behaviour and purchase decisions (Domie, 2013). There is also a place for impulsive shopping and buying various planned and unexpected purchases, which the user most likely does not need at the moment. Impulsive buyers follow spur-of-the-moment decisions whose primary motive is intrinsic satisfaction (Lee & Kacen, 2008).
[bookmark: _Toc133491093]1.4. Impact of Covid-19 on changing consumer behaviors 
According to Taqi (2020), the pandemic caused by the COVID-19 virus has unanticipated consequences on the health and economies of many countries worldwide. During the crisis, the influence of Covid-19 has altered consumer behaviour, which has deprived them of the enjoyment they previously experienced. The epidemic has created a state of widespread anxiety and tension for all customers worldwide, which in turn has led to the development of particular patterns of behaviour among customers. 
According to Laato (2020), at the beginning of the pandemic, consumer behaviour was prompted to hoard necessary products such as food, which led to a new phase in consumer behaviour that did not exist before (Laato, 2020). He notes that this led to a new phase in consumer behaviour that did not previously exist (Laato, 2020). After the initial shock of the pandemic had worn off, people started using digital and online channels to purchase the things they sought, which was more manageable, given the lockdown and the stringent limits (Alaimo, 2020).
People have started to see more and more benefits from existing new technologies, such as actual online purchasing, delivery, online service, and meeting their demands, according to Zhao and Bacao's research (Zhao & Bacaom, 2021). These findings were presented in their study. As a result of these circumstances, an increasing number of retailers are beginning to exploit such channels by investing in online commerce and developing applications and websites specifically geared towards online sales. In general, due to the pandemic, customer behaviour shifted, and more people have begun using Internet channels to gratify their requirements and desires (Alaimo, 2020).
According to Bisaria’s research (2021), consumer behaviour and purchasing patterns customers saw significant shifts throughout the Covid-19 period, and these shifts have continued after this period (Bisaria, 2021). According to the findings of Bisaria’s research, the purchase of vital goods did not change throughout the lockdown and continued to be the same even after the unlocking period had passed. The most common essential goods purchased were flour, dairy products, snacks, vegetables, and fruits (Bisaria, 2021). 
According to the poll's findings, purchases of things like furniture, electrical equipment, home appliances, literature, sporting goods, and beauty products dropped by a sizeable amount during the lockdown period. According to Bisaria (2021), there has been an increase in people purchasing disinfectants, antibacterial goods, and other such items. According to the findings of a study that was carried out by Bisaria (2021), there has been an increase in the popularity of web streaming services, such as Netflix and Amazon, in addition to films and internet package deals (Bisaria, 2021). In the conclusion of his thesis, Bisaria writes that the number of people purchasing and doing their shopping online has increased, and he anticipates that this trend will continue into the foreseeable future (Bisaria, 2021).
According to the findings of a study carried out by a different team of researchers, Vazquez-Martnez et al. (2021), it was discovered that the global developments and conditions surrounding the Covid-19 epidemic had had a substantial impact on consumer behaviour by affecting customer purchasing intentions. Most of these researchers believe that there has been a shift in consumers' motivation.
According to them, this transformation results in two primary effects on individual circumstances and simultaneously on a global scale. The first of these effects is an increase in the motivation to purchase fundamental goods and services. The second effect influences the motivation to purchase products across all categories (Vazquez-Martnez et al., 2021). According to Vazquez-Martnez and colleagues (2021), Covid-19 creates a new equilibrium between the consumer drive for luxury and the consumer motivation of necessity (Vazquez-Martnez and colleagues, 2021). In this regard, they argue that the quick dissemination of information generates motivation in a crisis (Vazquez-Martnez et al., 2021). Furthermore, this information led to consumer emotions and attitudes that came out to be the same regardless of where the consumers were located (Vazquez-Martinez et al., 2021). As a result, the study's authors, Vazquez-Martnez et al., 2021, concluded that the sense of being in a state of crisis has a distinct influence on customers' behaviour when purchasing various commodities, the consumers require.
[bookmark: _Toc133491094]2. Research Methods 
[bookmark: _Toc133491095]2.1. Research philosophy
When we speak about a researcher's "research philosophy," we refer to the unique set of assumptions and views that the researcher has on the direction in which the pool of knowledge in a specific field should grow and develop. (Sauderes et al., 2019). The author considers a broad range of hypotheses, facts, and how values contribute to the study's overall design. These presuppositions are used as the basis for the presented research questions, the interpretation of the results, and the strategy that is put into practice in actual situations. Positivism, critical realism, and interpretivism are only three schools of thought within research philosophy (Burrell & Morgan, 2016). Positivism, in addition to other postmodern approaches. In the course of this inquiry, positivist quantitative analytic techniques, including a questionnaire in the shape of a survey, have been implemented.
[bookmark: _Toc133491096]2.2. Research paradigm
How researchers think and take in their surroundings is mirrored in their research philosophies. Pragmatism, interpretivism, positivism, and realism, to mention just a few, are some of the most prominent new schools of thought that are gaining prominence. Each one is one of a kind and has distinctive characteristics that distinguish it from the others. (Sauderes et al., 2019). Because it is suited to the aims, the subject matter, and the viewpoint of the researcher, the philosophical method that will be applied in this examination is called positivism. The viewpoint of the researchers needs to be established, following this philosophical technique, on external and objective features that are free from one another and that emerge in a variety of social circumstances. This observation practice would extend to a broad range of items and behaviours, given that paying careful attention to the world around oneself is one of the pillars of positivism and that this attention should be paid to the environment around oneself.
[bookmark: _Toc133491097]2.3. Research approach
The procedures applied in the investigation will be decided based on the adopted research philosophy. Inductive and deductive reasoning are the two types of reasoning used most of the time. The researchers of this study gathered their information using a deductive method. The particular logical approach that was chosen is made up of a few crucial components. To begin, it clarifies the idea of causality at the most basic level, which is necessary for testing a specific hypothesis by demonstrating a direct connection between the two. (Sauderes et al., 2019). Reasoning that is based on the deduction is typified by having a research model that is well-defined and well-organized, as well as having some degree of control over the testing method. These are the defining characteristics of deduction-based reasoning. These are some of the procedures included in this model: data analysis, information collection, questionnaire construction, data sharing, data display, and data assessment. Deductive reasoning is a vital part of this kind of study since it facilitates the consolidation of knowledge that was gained in the past.
[bookmark: _Toc133491098]2.4. Research design
One of the first and most significant choices that must be made at the start of any project is the kind of research that will be conducted; qualitative, quantitative, or a mix of the two. Positive thinking is often connected with the employment of quantitative research designs because quantitative research techniques depend significantly on data gathered in the past. Furthermore, these are often linked to a method known as deductive reasoning, which involves collecting data and analysing it to determine whether or not a theory has any basis in reality. This study aims to analyse the dynamics between many variables using a statistical analysis of detailed data. (Sauderes et al., 2019). We may achieve this objective by having people take quizzes or by employing survey cards. On the other hand, qualitative research often uses interpretive philosophy owing to the essentially subjective nature of the investigation. (Deniz & Lincoln, 2018). In this particular instance, we shall make use of a mixed analysis.
[bookmark: _Toc133491099]2.5. Sampling
Researchers may utilise samples to choose study participants. (Sauderes et al., 2019). However, it is hard to get data from numerous reps. This happens. Data must be collected to create a cross-sectional representative sample of every potential scenario to do this. Unfortunately, sampling is necessary to evaluate the enormous volumes of data accessible. This survey will mainly target UK retail workers. Twenty people answered this poll. To complete surveys, Google Forms will be used to sample and contact respondents through email or mail. We next analyse the sample to assess its representativeness.
[bookmark: _Toc133491100]2.6. Data collection
As part of examining the data acquired, content analysis will be performed, not only on the main issue but also on the theoretical questions related to the study. Content analysis is a term that refers to the process of looking at the information that is presented in a communication from the perspective of an objective, systematic, and quantitative description. In this part of the chapter, we will examine original and secondary sources of information. Information obtained from other sources, such as previous research and studies, is an example of secondary data. In order to compile the preliminary data, the survey had to be carried out first. In order to detect trends and patterns, the information may be arranged into tables and contrasted visually. Many different methods may be used to show the information when providing graphical representations of data. Certain phrasal verbs and expressions are used to obtain qualitative data that is acceptable for analysis. After that, quantitative data is reviewed, and a qualitative analysis of the data that has been provided is carried out in order to extract relevant characteristics, such as one-of-a-kind interpretations, perspectives, and insights that have emerged as a result of the data and the analysis. This is done to extract pertinent features such as unique interpretations, views, and insights that have surfaced due to the data and the analysis. After being subjected to various analyses, the findings are subsequently presented in various formats according to the particular study that was performed on them. In some situations, a visual representation of the data might make the analytical process much more straightforward. There are some situations in which it is necessary to explain the apparent attributes succinctly.
[bookmark: _Toc133491101]2.7. Data analysis
Content analysis of the essential theoretical concerns relevant to the inquiry is used to analyse the data. Material analysis objectively, methodically, and quantitatively assesses communication material. (Berelson, 1952). This section discusses primary and secondary sources. Secondary data includes earlier research and investigations. The bare statistics were gathered through investigation. Visually arranging the data in tables might reveal patterns. Graphs may display data in many ways. Qualitative data analysis requires verbal descriptions. The qualitative analysis follows the quantitative analysis. The data and analysis may provide unique interpretations, viewpoints, and insights. The results are offered in many ways after analysis. Visualizing data simplifies analysis in several cases. Sometimes a brief description of visible qualities is needed.


[bookmark: _Toc133491102]3. Data Collection and Analysis 
This part of the dissertation presents the collection of information and its analysis. Primary and secondary sources are used by surveying Asda consumers to ascertain their attitudes.
[bookmark: _Toc133491103]3.1. Data Collection
This study uses primary and secondary data to achieve its objectives. The primary data is the survey of consumers of Asda services and products to establish their behaviour and change after Covid-19. The survey was conducted in March-April 2023, and 30 people were surveyed, and this happened through online communication with them. Surveys are completed in Google Forms. Secondary information aims to examine various concepts affecting consumer behaviour by examining various research and scientific articles and documents that other researchers have made to trace the phenomenon under study. The collection of information takes place in March-April 2023. The primary purpose of data collection is to gather enough information to make a situational analysis in Asda. This analysis includes an assessment of the company's external and internal environment. For this purpose, PESTEL and SWOT analysis are used.
[bookmark: _Toc133491104]3.2. Analysis
In this part of the thesis, information from the analysis is presented by presenting an assessment of Asda's external environment by presenting a PESTEL analysis. It involves analysing and reviewing six groups of factors – political, economic, social, technological, environmental and legal. In order to analyze the internal environment in Asda, a SWOT analysis is applied, which aims to assess the internal environment - strengths and weaknesses, opportunities and threats. These two analyses highlight the main challenges Asda faces post-COVID-19 in its external and internal environment. In addition, the data from the conducted survey are also presented
[bookmark: _Toc133491105]3.2.1. Situation Analysis of Asda
The purpose of the situation analysis is to determine the situation in which the Asda company finds itself after Covid-19 and the main problems and challenges it faces in the environment in which it operates.

3.2.1.1. PESTEL Analysis
The PESTEL analysis includes six main groups of factors that influence the development of the environment and the activities of companies such as Asda. The analysis consists of a review and concluding the influence and impact of individual groups of factors on the Asda company.
Tab. 2 PESTEL Analysis of Asda
	PESTEL Analysis

	Factors
	Discussion
	Evaluation

	Political
	Brexit - reduction and shortage of products in the UK due to changes in governance and the country's exit from the EU (Kelly, 2023)
Conditions of import and export - Most manufacturers have reduced their production during the membership of a country in the EU because the import of products turned out to be more profitable for them, which led to a decrease and shortage of products since local manufacturers do not have such a rich production (Forrest, 2022);
	High

	Economical
	The economic crisis is harming Asda's fortunes, causing more staff to switch to day shifts rather than night shifts where pay is higher (ITV News, 2023)
Inflation of 5% in early 2022 (Ellison, 2022)
Rising product prices (Elliton, 2022)
Shrinking UK household spending (Elliton, 2022)
Energy and gas prices to more than double (Elliton, 2022)
A decrease in consumers' free funds (Elliton, 2022)
Restoring Dining Out (Elliton, 2022)
Bankruptcies of SMEs after Covid-19 (Atkinson, 2022)
	High

	Social
	Consumer behaviour – leading to change in consumer online behaviour (Alaimo et al., 2020)
The State of the Workforce - Rising Unemployment Rate Post-Covid-19 (Nazir, 2020)
Changes in consumer behaviour from shopping for imported products instead of locally produced products (Domie, 2013)
Consumer requirements for product quality
	High

	Technology 
	Innovative technologies and new solutions that help businesses grow better (Smart Sheet, 2019);
New solutions that improve user experience (Smart Sheet, 2019);
Technologies that improve the quality and work of employees in retail markets (Smart Sheet, 2019);
Using digital technologies to reach and better connect with consumers (Business Wire, 2021)
	Medium 

	Ecological
	Reducing harmful emissions (BRC, 2022)
Zero transportation and delivery of products to the consumer (BRC, 2022)
Reducing plastic packaging in the sector (BRC, 2022)
Reducing the use of plastic bags and plastics in consumer shopping (BRC, 2022)
	Medium 

	Legal
	This group includes various legislative provisions that have an essential impact on the work of employees:
• Health and Safety at Work Act 1974 (Legislation, 2011)
• Employment Rights Act 1996 (Legislation, 2011)
• National Minimum Wage Act 1998 (Gov.UK., 2020)
• Equity Act 2010 (Gov.UK, 2010)
	Low


From the analysis, all factors impact Asda's activities, but political, environmental and social factors have the most significant impact. The political factors considered in this analysis have a bearing on the development of a company's business, as well as the import of goods offered on the market. In this regard, as are other retail businesses in the United Kingdom, Asda is heavily affected. The other group of essential factors are economic. The purchasing power of consumers depends on them, as well as their attitude to their funds. As a result of global changes, high inflation has occurred everywhere and increases in consumer costs, such as energy and gas costs, as well as the costs of the products they buy. This affects Asda's business and affects price controls. The other crucial social factor includes the impact of the workforce and consumer behaviour, which is changing based on economic and political conditions in the UK in 2022 and 2023. Finally, with a medium influence, we evaluate the groups of factors - technology and ecology. From the point of view of technology, it is crucial to improve the relationship with the users and create a better quality of employees by facilitating the work process. In addition, new technologies impact improving the relationship with consumers. Environmental factors primarily affect business and its development and have a medium impact. This group includes factors affecting the elimination of harmful emissions with the delivery process and reducing harmful packaging, plastics and the like in the Asda store. The legal factors have the lowest influence since the Asda business has already been removed and complies with these legislative provisions. The work in the departments and the organization is organized.
In conclusion of this PESTEL analysis, several conclusions can be drawn:
1. Imports of goods from the EU have had the most significant impact, resulting in empty shelves in many UK shops as there is a shortage of local produce.
2. Economic factors have a powerful impact on consumer behaviour and discretionary spending.
3. Social factors impact the workforce and its quality, such as it is mainly found that there is a diverse workforce currently on the market due to the bankruptcies of some companies during and after Covid-19.
4. Technological and environmental factors generally shape Asda's business development environment. Therefore, environmental factors are crucial; for this, the business needs to develop sustainably, and technological factors - new technologies and innovations- improve customer experience and workforce quality.
3.2.1.2. SWOT Analysis
SWOT analysis checks the situation inside a company by analyzing the strengths and weaknesses of the business and reviewing the opportunities and threats it has in terms of its development inside the organization. This analysis is vital to determine the possible challenges the business may face in its development after Covid-19.
Tab. 3 SWOT Analysis
	Strength
	Weakness

	A chain store that is popular in the UK (YouGov, 2023)
Good advertising and promotion of the chain
Ease of consumer recognition of the brand (ASDA, 2022)
A wide variety of products available to consumers
Good governance and leadership policy (ASDA, 2023a)
Customer service care (ASDA, 2023b)
One of the largest retailers in the UK (RTIH Innovation Awards, 2021)
Good distribution network of suppliers (ASDA, 2023)
A customer-centric approach, which allows for the increase of brand awareness among consumers (ASDA, 2023b)
Supporting consumers in online shopping during Covid-19 (ASDA Corporate, 2020)

	Not a well-developed online shopping site
Weak control over the prices of goods and products, as they depend on the influence of suppliers
Lack of good consumer behaviour research (ASDA, 2023b)
Need for more work to improve the competitive advantage of the business through the competition
Problems in the financial position of a company in the last few years


	Opportunities
	Threats

	Improving the digital marketing of the Asda business (ASDA, 2023a)
Using social media is a faster and easier survey of consumer attitudes
Improving consumer engagement through social media (ASDA, 2022)
Increasing business market share (ASDA, 2023a)
Improving its competitive edge (ASDA, 2023a)
Creating better brand awareness among consumers (ASDA, 2023a)
Promotional activities to attract consumers to Asda (ASDA, 2022)
Investing funds in improving the training of employees to improve the quality of services
Improving the brand's online presence to increase consumer engagement and increase the brand's digital popularity
Improving employee satisfaction (ASDA, 2023b)
Changes in the management of the company after the purchase of the company by the brothers Issa and TDR Capital (Robinson, 2023)

	High level of competition – Tesco, Sainsbury, Morrisons and other competitors in the UK market
The rise of online commerce influences consumer behaviour, and it is becoming easier for them to find the products they need online.
Possible financial challenges and issues post-Covid-19 (Robinson, 2023)
Changes in the global economy and world order are affecting commerce and consumer behaviour



As one of the largest chains in the UK, Asda has many advantages and disadvantages over its competitors. The company has intense competition in the sector, consisting of some major players such as Tesco, Sainsbury, Morrisons and others. In addition, the company has many strengths that outweigh its weaknesses. Asda's strengths are mainly focused on good advertising performance, brand recognition and good management, which managed to strengthen Asda's financial position after the purchase of the company by the Issa brothers. In addition, some changes are found in their management policy, which contributes to creating a positive image, and improves the organization's behaviour towards employees and the relationship with stakeholders. In addition to all this, the company also has some areas for improvement, mainly focused on the lack of control over prices and the influence of suppliers on pricing. In addition, the company may face financial problems again after Covid-19, which will be one of the main threats.
Some basic conclusions can be drawn from the SWOT analysis, such as:
1. The Asda company has an excellent digital presence, but the need to improve and optimize the shopping site;
2. Building a better social media presence to attract users' attention and improve your competitive edge.
3. The company has some challenges, mainly from the external environment and global issues that could negatively affect its financial condition.
4. Taking advantage of the opportunities before Asda will help to improve its position and presentation to consumers.
[bookmark: _Toc133491106]3.2.2. Questionary analysis
This part of the dissertation presents the results obtained and their analysis from the survey of users of the Asda store in London. The aim is to find out if Covid-19 has had a direct impact and impact that has led to a change in their consumer behaviour as buyers of the products in the Asda store.
Fig. 1 Gender of participants

About 30 people took part in the survey of this study, 40% of them were men, and the remaining 60% were women. According to some researchers, women shop more than men because they take care of the household, cook and shop for various products for home needs (Ningning, 2020). For this, the anchor survey aimed to predominate the ladies who shop more often than the household.



Fig. 2 Age of participants

According to the distribution of the age groups of the participants in the study, the most are the persons aged 20 to 30 years, which is about 46% of the persons surveyed. Then there are the persons from 31 to 40 years old -30%. Then there are the persons aged 41 to 50, 14% of the survey participants, and finally, there are persons over 50, only 10% of the sample. Therefore, it can be found that mainly young people who shop regularly and have this habit took part in the survey.
Fig. 3 Employment of participations

Different participants participated in the survey depending on their working hours and employment. The most are the full-timers, who are about 61%, and then there are the part-timers 20%, and then we have 10% of students who participated. The lowest unemployment rates are around 6%, and the remaining 3% share that they work and study. Therefore, it is mainly the full-time people who work a lot and are busy with their daily work
Fig. 4 Shopping in Asda

Of those surveyed, around 80% shop at Asda frequently, meaning it is their primary grocery store. The remaining 20% say they shop at Asda sparingly.
	Fig. 5 Shopping online in Asda during Covid-19

The following survey question aimed to determine whether consumers shopped online during the Covid-19 pandemic. 61% of them shopped online using the store's website to get the necessary goods to their homes. On the other hand, about 33% have yet to shop online, and the remaining 6% say they are unsure. This means that more of the respondents have taken advantage of the possibilities of online shopping.


Fig. 6 Still online shopping

The next question that was of interest to our survey and was asked to consumers is whether they continue to shop online from Asda stores. To our surprise, 48% have stopped shopping online, but the remaining 46% say they still do. Therefore, shopping online for these 46% has remained a habit after Covid-19, as they have felt some convenience.
Fig. 7 Physical shopping at Asda

The next question concerns how often in a week consumers visit the Asda store to shop for the necessary goods for their household. On this question, about 48% shop twice a week at Asda, about 22% shop three times a week, 20% shop more than three times a week, and 10% only visit the Asda store once a week. This means most people shop twice weekly by visiting a physical Asda location.


Fig. 8 Covid-19 impact

The respondents were asked if Covid-19 has affected their consumer behaviour, and to this question, about 57% said that their consumption habits and shopping behaviour have changed. About 37% said it did not affect their behaviour as consumers. The remaining 6% had no opinion to share.
Fig. 9 Non-food items online

The final question on the survey card relates to whether consumers shop for non-food products at Asda. Of the survey participants, it was found that around 62% of them do not shop for a variety of food products from Asda stores. However, the remaining 36% indicated they shop for such products, and the remaining 6% had no opinion.


Conclusion of the conducted survey
From the Asda consumer survey, more women took part (60%), with the leading age group of participants being between 20 and 30 years old—a large part of the participants, about 61%, work full time.
Several main conclusions were established from the conducted survey:
1. About 80% of the respondents frequently shop at the Asda store, which makes them relatively regular customers of the chain.
2. During the Covid-19 pandemic, 61% of respondents shopped online, which is more than half of those who participated in the survey.
3. About 48% of respondents do not currently shop online at Asda stores, which is surprising.
4. Asda physical stores are frequented by consumers, with around 48% of them shopping twice a week at the sites.
5. Covid-19 has affected more than consumers on their habits and behaviour as consumers, which are about 57% of the respondents.
6. Asda users do not shop for non-food products online, as 62% of the respondents do.
Therefore, Covid-19 has affected the behaviour of consumers during the pandemic, making them more cautious, and they have started shopping online to monitor the products they need. However, on the other hand, it has kept their habits the same as consumers still visit Asda stores more than once a week and shop for their products in physical stores. In addition, some consumers still shop online, but it is noticeable that they mainly visit Asda stores where they can shop locally and get what they need immediately. Therefore, it can be concluded that Covid-19 has impacted the current state of consumers, but more is needed to change their shopping habits from the physical locations of the food outlets of the Asda chain.

[bookmark: _Toc133491107]4. Conclusion and Recommendations
[bookmark: _Toc133491108]4.1. Conclusion
It is possible to state, as a conclusion to the analysis, that studies of various academic and research sources were carried out, in addition to the carrying out of one's reading, to decide on the goals established at the beginning of the study.
The first goal is to evaluate the shopping habits of customers and the significance of the retail sector in the UK.
A literature study on customer behaviour was carried out, which allowed for the successful completion of this goal. The theory of consumer behaviour is presented in this study by reviewing numerous vital aspects that impact customers and their buying power. These factors were identified via the work of previous researchers. In addition, we looked at various sources to gather information about Covid-19 and its influence on customers and the way they behave.
Analysing the variables that have contributed to this shift in customer behaviour within the retail sector is the second goal of this research project.
The study's second objective was to analyse the numerous elements that impact the behaviour of customers who shop at retail establishments in the UK and to determine how those factors are changing. This goal was accomplished by adopting the PESTEL framework, which included analyzing many essential factors. A survey and a SWOT analysis led to significant discoveries on the elements influencing the situation. The political, social, and economic determinants of influence have the most considerable impact on the conduct of customers, which in turn causes changes in the behaviour of consumers, affecting the performance of the Asda firm. The current investigation revealed that the Asda company has plenty of strengths, which it utilises to the best of its ability to lessen the impact of the external environment and enhance the operation of the business.
Determine the influence that Covid-19 has had on customer purchasing habits in the UK retail sector, which is the third objective of this study.
The third objective of this research is to investigate the influence that Covid-19 has on the conduct of consumers. The survey that was carried out allowed us to complete this work. As a consequence of this, it was discovered that Covid-19 had some influence on customers and the way they behaved in the early beginning of the epidemic; however, this influence is now noticeably less substantial. For example, customers shop at Asda online and in-store, making average trips there two to three times a week. According to the research findings, participants' behaviours were changed by Covid-19; nevertheless, participants' consumer habits were not altered to the point where they began purchasing online.
One conclusion may be drawn from this is that customer behaviour could be more malleable. This is because it shifts due to the impact of some different causes and can adjust swiftly to new circumstances. Therefore, it is the responsibility of companies in the retail sector, such as Asda, to provide adaptable responses to external developments to make life easier for customers and provide them with straightforward and practical solutions.
[bookmark: _Toc133491109]4.2. Recommendations
This part of the dissertation presents several key recommendations regarding the Asda company and their post-Covid-19 operations. The purpose of these few recommendations is to help businesses improve their performance in front of consumers.
1. Finding ways to collect feedback and improve communication with Asda's regular customers. This is very important. Connecting with consumers will enable businesses to find solutions to their problems and challenges. This can happen by collecting feedback from social media or creating a dedicated email where users can address any issues.
2. Improving Asda's performance through better advertising and promotion of its online store. Consumers and businesses need to prepare for Covid-19. For this, the advice to Asda is to optimise its online site where consumers shop in such a way as to create better conditions, greater accessibility and freedom of consumer shopping.
3. Create a better digital marketing strategy to improve Asda's social media presence and reach more consumers. In the context of economic challenges and rising prices, Asda has an opportunity to optimise its costs and improve pricing by making its products more affordable to consumers. For this, the recommendation to Asda is to make more promotional offers to advertise on social media to attract the attention of more consumers.
As a whole, Asda's business is very well organised, as evidenced by the analysis of Asda's activity so far, but consumer behaviour is by no means constant. On the contrary, it constantly changes due to various factors and changes in the external environment. For this, Asda can improve its operations by using various innovative solutions and technologies and the possibilities of digitisation and digitisation. However, Covid-19 has shown everyone – businesses and consumers- that at some point, everything may need to be changed and improved to deal with these challenges effectively. For this, the most significant recommendation to Asda is the creation of flexible conditions to improve the overall performance of the business and the relationship with customers.
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[bookmark: _Toc133491112]Appendix 1 Questionary
Hello!
The present survey card before you are to obtain information for scientific purposes. The purpose of the survey card is to investigate the impact on the consumer behaviour of consumers who have sold goods from the Asda supermarket during the Covid-19 pandemic or after its impact. The survey card is anonymous. Please do not share your data!
1. What is your gender?
a) Men
b) A woman
2. What is your age?
a) From 20 to 30
b) From 31 to 40
c) From 41 to 50
d) Over 50
[bookmark: _Hlk133300878]3. What is your employment?
a) [bookmark: _Hlk133300873]Full-time Job
b) Part- time Job 
c) Unemployed 
d) Student 
e) Other………. 
4. Do you often shop at Asda?
a) Yes
b) No
5. Are you shopping online at Asda during Covid-19?
a) Yes
b) No
c) I'm not sure
6. Are you still shopping online now?
a) Yes
b) No
c) I'm not sure
7. How often per week do you shop at a physical Asda outlet?
a) Once
b) Twice
c) Three times
d) More than three times
8. Has Covid-19 had an impact on changing your consumer behaviour?
a) Yes
b) No
c) I'm not sure
9. Do you shop for non-food items online?
a) Yes
b) No
c) I'm not sure
Thank you! 


Age	
From 20 to 30	From 31 to 40	From 41 to 50	Over 50	0.46	0.3	0.14000000000000001	0.1	


Employment	
Full-time Job	Part- time Job 	Unemployed 	Student 	Other	0.61	0.2	0.06	0.1	0.03	



Often Shopping in Asda	
Yes	No	0.8	0.2	



Shopping online in Asda during Covid-19	
Yes	No	Not sure	0.61	0.33	0.06	



Still Shopping online	
Yes	No	Not sure	0.46	0.48	0.06	


Physical shopping at Asda per week

Physical shopping at Asda per week	
Once	Twice	Three times	More than three	0.1	0.48	0.22	0.2	



Covid-19 Impact 	
Yes	No	Not sure	0.56999999999999995	0.37	0.06	



Non-food products	
Yes	No	Not sure	0.36	0.62	0.06	



Gender	
Male	Female	0.4	0.6	

2

image1.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




