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Abstract
Background: The entire global system has been impacted by the Covid-19 pandemic. During that time, a variety of companies, including the grocery retail sector, experienced numerous problems and huge losses. As the effects of the pandemic keep on spreading, retailers in the grocery sector are being compelled to come up with innovative solutions to accommodate the shifting requirements and tastes of their customers.
Literature review: The consequences of the pandemic on customer purchasing behavior in the UK's grocery retail industry are examined through an in-depth review of the body of literature. The succeeding empirical examination is informed by the chapter's exploration of important concepts, theories, and previous research. The conceptual framework has been proposed and the gaps in the literature have been successfully examined based on the conducted literary viewpoints.
Methodology: The research strategy and approach used in the study were described in this chapter. It included a description of the methodologies for sampling, data gathering, and data processing tools. In this sense, it can be claimed that the primary data from the study were taken into account, and the transcribed replies were used to analyze the data. The chapter covered the justification for using qualitative research methodologies and how well they fit the bill for answering the study's questions. Four managers from various UK retail organizations participated in an interview session as part of the study.
Key Findings and Discussion: The empirical conclusions are based on information gathered through store interviews. It explores how consumer behavior changed as a result of the epidemic, highlighting internet purchasing trends and managers' preferences for locally sourced and environmentally friendly goods. Based on this, the debate that demonstrated the similarity between the conclusions from the primary data and the literature has been concluded.
Conclusion and Recommendation: The research results were summarized, their ramifications were addressed, and conclusions were reached in the last chapter. It connects the study's findings to the body of research already in existence and provides information on how the UK's grocery shop sector will develop in the future. At the study's conclusion, suggestions for retailers looking to enhance the consumer experience are also given.
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[bookmark: _Toc148593173]Chapter 1 : Introduction
[bookmark: _Toc148593174][bookmark: _d5fksz4kxcry]1.1 Introduction
The outbreak of Covid-19 has affected the whole system of the world. Different industries have faced a lot of issues and significant losses during that period. Along with that, it has also affected the financial and social balance of countries throughout the world (Whitehead et al. 2021). Moreover, such a pandemic situation triggered a huge number of deaths all over the world. The grocery market is also a remarkable industry that faced such types of issues during that situation. However, the UK's food and grocery market is known as one of the largest grocery industries around the world which involves a significant number of employees (Asche et al. 2021). This industry also provides a huge amount of support for the country's economy. But the outbreak of the pandemic affected the whole market system as well as the consumer's behavior patterns towards the industry (Haque et al. 2020). Even more, it has influenced the changing purchasing behavior of the market in the United Kingdom.
However, the whole study summarizes the impact of a pandemic on the grocery market of the United Kingdom. The study also signifies an overview of the grocery supermarket industry of the UK along with explaining the market size, market shares, marketing potential, and consumers of the industry. The principal aims and objectives are also included in the study. Different research objectives and research questions are also mentioned in the study. Furthermore, the study inculcated different problem statements related to consumer behavior in the UK grocery market. It can provide insights to individuals about the major cause of changing nature of the consumers in the UK grocery supermarket.
[bookmark: _69osal561dth][bookmark: _Toc148593175]1.2 Background of the Grocery Supermarket Industry in the UK
Food along with the grocery industry is considered one of the largest industries that operates in the United Kingdom and this business sector employs the most number of citizens of this country. In addition, the grocery business is a part of retail businesses as this sector of enterprises exhibits the characteristics of retail businesses (Kirby-Hawkins et al. 2019). All grocery supermarket businesses have become active to get the skilled person to match their employment criteria and thus, the country’s employment services have seen a rapid and positive change in recent times. The "massive 4' grocery supermarket chains including Tesco, Asda, Sainsbury's, and Morrisons have historically governed the UK's grocery sector (Hughes, Roe, and Hocknell, 2021). There are some indications, though, that the environment is adapting to the present state of affairs. The German-based discount retailer Aldi first surpassed Morrisons in the year 2022 to become the UK retailer having the fourth-highest market proportion.
[image: ]
[bookmark: _Toc22191][bookmark: _Toc148514843]Figure 1: Popular Grocery Supermarkets in the UK
Source: (Statista, 2023)
The above-highlighted statistics demonstrate that Aldi becomes the most popular grocery chain in the UK with a popularity index of 81% positive opinions regarding the company (Statista, 2023). The currently operating major four collectively account for roughly two-thirds of the whole grocery retail business. The industry was projected to be worth about £217 billion in 2022, particularly with supermarkets dominating the retail type (Statista, 2022). Although supermarkets are going to continue to serve as the dominant route, online sales are anticipated to gain importance. 
The grocery industry plays a significant role in the economy of a country and therefore, this particular business sector has become one of the most influential industries among others in the world, especially for the United Kingdom's economy (Boyacι-Gündüz et al. 2021). Lots of individuals engaging daily along the supply chain make sure that the 27 million families in the UK retain a source of nutritious, reasonably priced food.  Many grocery retailers are extremely proud of the accomplishments that the business has made over the past several decades, from innovative new items and inspirational purchasing experiences to first-rate distribution networks and committed, motivated personnel (Naeem, 2021).
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[bookmark: _Toc148514844]Figure 2: Market Shares of Giant Grocery Supermarkets in the UK
Source: (Statista, 2023)
From the beginning of 2017 to April 2023, the total market stake for the top supermarkets in the United Kingdom maintained largely steady. The two supermarket chains named Sainsbury and Tesco held 41.9 % of the marketplace collectively as of April 2023, representing the company with the greatest share during the time under examination (Statista, 2023). Due to the uncertainties following Brexit and the rise in prices, consumers are choosing less expensive brands like Aldi and Lidl. 
In 2022, it is expected that the UK food and grocery trade will increase to £169.9 billion (Global data, 2022). Between 2021 and 2026, the global market will be increasing at a compound annual growth rate of over 2 percent. The biggest supermarket chains so far during 2022 disclosed earnings decreases due to excessive or rising pandemic-related costs for raw supplies, packaging, labor, petroleum, and transportation. Therefore, it is anticipated that vendors and stores will carry on the increased prices to customers (Van Droogenbroeck et al. 2020).
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[bookmark: _Toc148514845]Figure 3: Number of Employees in Grocery Supermarkets in the UK
Source: (Statista, 2023)
The graph highlights the total number of workers employed in the grocery supermarket functioning in the UK and a total of 1.13 million laborers get their jobs in this sector in 2022 (Statista, 2023). 
When the crisis of the pandemic became apparent at the beginning of 2020, it had an impact on numerous UK customers' regular grocery shopping habits (Kanakaratne et al. 2020). Certain others began storing toiletries, whereas others received their grocery needs carried right to their doorway so they could skip the lines (Mason, 2019). More than thirty percent of UK consumers claimed to have enhanced their internet-based purchasing of groceries during May of the same year. Aldi, Waitrose, as well as Iceland, represent just a few of the numerous supermarkets in the UK that account for a sizable portion of the marketplace (Statista, 2022). [image: ]
[bookmark: _Toc148514846]Figure 4: Shifts in Sales in Grocery Supermarkets in the UK during the Covid-19
Source: (Statista, 2022)
The statistics show a fall in grocery sales particularly in Great Britain due to the adverse impact of Covid-19. 
[bookmark: _vjo8qponkff6][bookmark: _Toc148593176]1.3 Aims 
The project aims to look into the impact of Covid-19, in the grocery supermarket industry of the UK. Find out the extent to which Covid-19 affected buying habits and choices. Look into issues with customers as well as push themselves with finding solutions. Enhance the department of strategic management and introduce novel and innovative concepts.
[bookmark: _c8a9f66med2k][bookmark: _Toc148593177]1.4 Objectives 
· To figure out how alterations in customer behavior brought on by the Covid-19 epidemic have affected the UK supermarket sector.
· To find out the impact of Covid-19 on consumer choice in the grocery sector in the United Kingdom.
· To look at the most important issue that the grocery supermarket industry of the UK must address to adapt to an entirely novel aspect of customer purchasing behavior.
· To develop the strategic management department and find out new innovative strategies for the grocery supermarket industry of the UK to deal with changing customer purchasing habits as well as boost sales.
[bookmark: _p1yqkblclj6w][bookmark: _Toc148593178]1.5 Research Questions 
RQ1: What are the major behavioral changes that can be found within the consumer of the grocery market of the UK?
RQ2: How has the Covid-19 pandemic affected the customer’s choice in the grocery market of the UK?
RQ3: What are important issues observed in the UK's grocery market which must be mitigated based on the customer's purchasing behavior?
RQ4: What kind of innovative strategies should be adopted by the individuals to deal with the observed issues within the market and cope with the changing behavior of the consumers in the UK grocery market?
[bookmark: _gumjxojv7210][bookmark: _Toc148593179]1.6 Problem Statement 
One of the primary components of a research study is problem statements, which aid in illustrating the important concerns covered throughout the study.
PS1: To demonstrate the major behavioral changes of customers in terms of the grocery market accessible in the UK market. 
PS2: Identification of the implications of Covid-19 in the context of customers’ purchasing opinions on grocery items in the UK.
PS3: Understanding of difficulties regarding customers' buying behavior mainly found in the grocery market operating in the UK.
PS4: Implementation of innovative approaches by grocery supermarkets in the UK to deal with changing behavior of customers. 
[bookmark: _Toc146112271][bookmark: _Toc148593180]1.7 Research rationale
The grocery and food market of the United Kingdom is well known for its huge market share and demand among consumers. A lot of people engaged with this industry within the country. However, after the devastating pandemic attack, the grocery market has changed a lot. The principal change was found in the behavior of the consumer's purchasing nature. The study mainly focuses on the particular changes observed in their behavior in the market along with understanding the impact of COVID-19 on the perspective of the customers. Moreover, due to the pandemic, consumers faced a lot of complications in understanding the innovative approaches adopted in the UK's grocery supermarkets.
[bookmark: _Toc146112272][bookmark: _Toc148593181]1.8 Significance of research
After COVID -19 the whole world faces many types of problems as well as the United Kingdom. Grocery supermarket industries of the United Kingdom have a deep impact, they face a changeable environment. This research can be able to help the individual to learn about these changes, which arose due to COVID-19. This pandemic situation plays a key role in changing the behavior of the customers. From this research study, individuals can be able to learn about the demands of the customers as well as capable of making creative decisions that will help to solve the issue. They can be able to develop a plan to overcome this situation.
[bookmark: _Toc146112273][bookmark: _Toc148593182]1.9 Research Structure
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[bookmark: _Toc148514847]Figure 5: Research Structure
Source: (Self-designed)
[bookmark: _Toc146112274][bookmark: _Toc148593183]1.10 Chapter Summary
A significant number of people died every day in 2020 because of COVID-19, which devastated the entire planet. The resulting catastrophe impacted as well the United Kingdom. Although all business sectors face challenges, the grocery sector is the most crucial for meeting daily necessities yet it is also impacted by the pandemic. From the above study, know about the impact of the customer's changing behavior and decision, and also the developed strategies to overcome this situation.
[bookmark: _olg3e6nosl79][bookmark: _Toc146112275][bookmark: _Toc148593184]Chapter 2: Literature review 
[bookmark: _qt0gn92sbl02][bookmark: _Toc146112276][bookmark: _Toc148593185]2.1 Chapter introduction 
The proposed study has been based on the changes observed in customer buying patterns and behaviour due to the outbreak of COVID-19. Based on the UK supermarket industry data will be collected and analysed in a systematic manner. The literature review has been structured by specifying some themes based on consumer behavioural change and the impact of COVID-19 on the concerned sector. Consumer impulsive behaviour is basically an outcome which was influenced by panic buying, supply chain disruptions, inner fears and so on. In addition to this, having a deeper understanding of the aspects that led customers to behave in a different way from a particular manner is important for future reference. Also, having clarity over customer needs and industry trends will help retailers and supermarkets understand the actual buying patterns of their customers. This will likely help the marketers generate a strategic direction to accelerate growth as much as possible. 
[bookmark: _c4l82t5z32l0][bookmark: _Toc146112277][bookmark: _Toc148593186]2.2 Behavioural changes identified among consumers of the UK’s grocery market due to Covid-19 
Online shopping: As per the views of Sanderson Bellamy et al. (2021), not only in the UK’s food system but also Covid-19 has highlighted issues in the global systems. However, the phenomenon changed the buying behaviour of customers and they shifted towards online shopping. Aspects like food stressors in the long run created more vulnerabilities for customers in the industry. On the other hand, job cuts and high prices were also a significant reason why people shifted to online shopping. Online shopping might be helpful to buy specific things after comparing them with other similar brands. According to Robinson et al. (2023), consumers actively seek new ways and ideas to buy things at a cheaper rate. Online shopping changed their behaviours towards perceiving the traditional form of purchasing when this specific way became able to fulfil their needs. However, people who lack technological knowledge and access to modern gadgets cannot experience online shopping in this manner. Also, people who did not know how to operate or access online channels faced difficulties in buying items online platforms. Charity shops were a significant part of experiencing a place. In addition to this, the role of transformative place also played a great role in this context. It can be predicted that the shift to online purchasing was a prime requirement to maintain social distancing protocols.
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[bookmark: _Toc148514848]Figure 6: Changes in demand during Covid-19
(Source: Sanderson Bellamy et al., 2021)
Health concerns: As per the views of Sanderson Bellamy et al. (2021), health-related concerns were the major determinant in selecting food. Food insecurity impacted the choices of customers with poor health. More than 62% of Corona deaths were individuals with obesity and 21% of people suffering from diabetes lost their lives due to the virus. Power et al. (2020), opined that it was suggested to have a five-week testing time to ensure that a person is affected by COVID-19 virus only. Families with children and old people faced multiple issues that negatively impacted their behaviours as UK’s grocery market consumers. Food insecurity at the same time also contributed to the increase of health-related concerns and diet-oriented health inequalities. Also, health concerns related to the vulnerable food system of the UK resulted in the development of consumers’ behavioural changes. In accordance with May et al. (2021), the role of social and health workers was huge to help mitigate the challenge in a quick manner. Social inequalities that created vulnerabilities for employees and social workers also negatively influenced the way they shop for grocery and food items. In accordance with the views of Arora et al. (2020), customers now try to buy only from companies that have an effective packaging system along with specific protocols to maintain hygiene. It has been observed that due to the fear of infection, these workers were advised to strictly follow social distancing protocols. Thus, a strong sense of belonging has been observed among these customers based on online purchasing. On the other hand, the role of psychological distress is also considerable among others as the factor made an active customer into a dull one. Trollman et al. (2021), stated that consumers in the UK also faced a demand-induced shortage which made them realise that the food system is lacking in terms of nutrient value. 
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[bookmark: _Toc148514849]Figure 7: Health-related issues encountered by people during Covid-19
(Source: May et al., 2021)
Economic impacts: As per the views of Rybaczewska et al. (2021), financial services were one of the most affected areas that significantly impacted the cash flow in the market. In markets like foreign exchange sectors, mutual funds and shares the rate of financial risks was increased unconditionally. No doubt these incidents forced buyers to shift to essential items. Labour practices in different industries seemed to be discriminated against based on pay rate, hourly wage, workplace ethics and so on. Thus, customers became specific when they approached buying things to fulfil their day-to-day needs. On the other hand, it has been observed that £3.8bn was only spent on grocery items throughout the crucial time (Retail Economics, 2023). This represents an overall figure of almost £318bn that was spent by customers (Spend Per Household) across the United Kingdom (Retail Economics, 2023). Sayyida et al. (2021), analysed that the Covid-19 pandemic impacted the economic sector from all possible areas. The growth of market and financial fluctuations eliminated face-to-face communication. On the other hand, the Covid-19 scenario changed the way convenience retailing is conducted. City centre footfall and customer engagement impacted the local economy. The overall sales margin in 2020 was over £33.6bn. Alternatively, restrictions on trade and shopping were also a major reason behind the economic growth of the country. The functioning of retail stores was disrupted when the UK government imposed strict rules and a set of guidelines for both marketers and consumers. Additionally, the growing unemployment rate is also a reason why people limit their spending even on essential items after COVID-19. 
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[bookmark: _Toc148514850]Figure 8: Growth and decline in the employment rate
(Source: Arora et al., 2020)
Changes in shopping patterns: According to Gordon‐Wilson (2022), self-control changed the behavioural aspects and shopping patterns of customers in a unique manner. It has been observed that consumption habits like overconsumption of alcohol and snacks impact other similar consumption habits among grocery supermarket customers at the time of COVID-19. As per the Protection Motivation Theory (PMT), coping and threat appraisal are two prime factors people use to evaluate to motivate themselves. Based on their self-motivation, consumers tried to limit their spending and consumption in multiple ways. The common tendency to avoid spending on luxury and expensive items has been witnessed among all categories of buyers in the United Kingdom. However, it has been identified that when customers touch or see the product, they generate a strong sense of attachment with it. And, online shopping trends as well as changes in buying patterns heavily impacted the behaviours of retail customers. Ogundijo et al. (2021), found that the eating habits of customers were significantly affected due to Covid-19 which was reflected in their purchasing patterns. On the other hand, sociodemographic factors played a vital role in influencing the living and style of the people of England. In contrast, factors like boredom and anxiety also became difficult to handle and consumers’ buying patterns turned in a different direction compared to it was in the previous. People above 50 years tend to show less distraction in their shopping nature or pattern even at the worst time. 
[bookmark: _7tgzxfrlij5c][bookmark: _Toc146112278][bookmark: _Toc148593187]2.3 Impacts of Covid-19 on consumer choice in the UK grocery supermarket sector
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[bookmark: _Toc148514851]Figure 9: Top 10 innovations and trends in the FMCG industry
(Source: Veselova, 2022)
Brand loyalty and trust: According to Duh and Pwaka (2023), retailers in the UK’s grocery supermarkets tend to acquire the topmost position all the time. Examples include H&M, IKEA, Amazon, Zara and others. It has been observed that people want to support those brands that have contributed to the well-being and development of society. Similarly, consumer choices were dominated by brands that previously demonstrated ethical and social approaches to accelerate the growth of society and the environment. Brand loyalty and brand value are generally extracted in a manner which is supported by customers in every context. On the other hand, marketers can generate added value from brand equity and brand value. As stated by Veselova (2022), brands that have the capability to move fast with the industry trends and circumstances are capable enough to attract customers in a unique manner. On the other hand, it has been observed that demand for digital experiences increased during the Covid-19 pandemic. Customers prefer brands and change their buying perspectives based on the offers and opportunities of interactions they were provided with. A seamless digital customer experience was a major determination for customers while selecting or choosing brands. Some brands introduced personalisation in marketing and product designing and later made it a core practice in everything they do. 
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[bookmark: _Toc148514852]Figure 10: Top 10 trends in the FMCG industry
(Source: Veselova, 2022)
Food choices: As per the views of Sanderson Bellamy et al. (2021), food choices made by growers changed overnight and the demand for vegetables and fruits compared to the previous sales histories in the UK grocery and food market. Martin-Neuninger and Ruby (2020), the global pandemic and COVID-19 completely changed the way people used to lead their lives. The daily routine of a normal person has been impacted by the scenario. This also includes the way consumers were used to buying food items or grocery products. In accordance with the views of Arora et al. (2020), 70% of consumers in most nations now hesitate to plan their activities outside of home. Food supply chains in the supermarkets disrupted the overall functioning. Consumers demonstrated panic buying and stockpiling products like gloves, water, fruits, vegetables and so on. It can be stated that at the beginning of the lockdown, quality was not a major focus of consumers. Panic buying encouraged the buyers to buy at a cheap rate while compromising the quality to an extent. Generally, consumers buy food products based on their food habits. However, during the Covid-19 pandemic food availability and food price impacted their buying behaviour, food choices and patterns for a longer period. As per the views of Skalkos and Kalyva (2023), the food choices of consumers shifted in the direction in which they can adjust their habits and health-related issues at the same time. Food that has been designed for quick and easy consumption like frozen food, snacks, ready meals and confectionery attracted customers at its highest. The factor ‘convenience’ impacted the choices of food in the UK grocery supermarket industry. However, when the ‘convenience’ tends to hurt people’s emotions and feelings associated with food they show less engagement over time. 
Sustainable and local choices: According to Filimonau et al. (2022), food service provision has encountered the impacts of COVID-19 on the food assumption of people. It has been found that English households proactively accepted the changes imposed by lockdown restrictions and more. The scenario not only impacted their food consumption habits in-house but also when they hung out outside. However, most of the customers feel hesitant while having food outside of the home. Therefore, it can be stated that food providers or brands are obliged to improve their offering and design to ensure that the brand is fully aware of preventive as well as protective measures at the same time. Companies that demonstrate ethical and sustainable approaches have successfully gained an outstanding brand value based on customer rating. In contrast, a majority of consumers now only prefer sustainable food at home. As perceived by Thompson et al. (2022), the ability of customers to access and purchase food. The traditional supply chain in the food industry has been entirely misled by the global pandemic. Unemployment and economic downturns completely changed the landscape of buying and selling. However, it can be stated that companies that demonstrated empathy, trust and kindness to others became able to influence people to build long-term relationships with the company itself. Also, this change in the buying pattern will have a long-lasting impact on consumer behaviour toward food consumption and other factors.
Shift to essential goods: As per the views of Li et al. (2023), grocery shopping is generally identified as an essential buying in the supermarket industry. In the United Kingdom, the pandemic forced government entities and bodies to impose strict government policies and regulations that significantly impacted their tendency toward prioritising grocery shopping behaviour. According to the response system of the UK supermarket, consumer attitudes also changed over time. As per the Situational Crisis Communication Theory, responding to a crisis can help and assist managers to better understand their customers. However, grocery companies that engaged themselves in social media communications gained better outcomes in terms of influencing their customer base. In accordance with the views of Arora et al. (2020), economic recovery is still not achieved in many countries or regional areas in some countries. Henceforth, customers now publicly hesitate to invest money in expensive or unnecessary things. Becoming more mindful of spending is the only way out prioritised by customers nowadays. A majority of customers now shifted their focus towards essential goods and products as they know the impact of COVID-19 will be longer than expected. 
[bookmark: _8h5e90spghvx][bookmark: _Toc146112279][bookmark: _Toc148593188]2.4 Critical issues the UK grocery supermarket sector needs to address to mitigate concerns related to customers’ purchasing behaviour
Supply chain concerns: As per the views of Mitchell et al. (2020), food supply chain resilience is a critical factor to ensure quality sourcing and delivery. On the other hand, the current affair of Covid-19 has enabled the UK food supply chain processes to innovate in a unique and new manner. Self-sufficiency of the food supply chain is only 17% of fruit supply whereas 52% of vegetable supply. The role of the EPSRC Internet of Food Things Network Plus is considerable to highlight the changes the food supply chain process of the industry needs for further growth and improvement. However, these things indicate that the traditional supply chain of the UK supermarket and food industry needs a robust technical infrastructure to resolve disputes in a quick manner. The R&D of the sectors have been also impacted in several ways. As per the views of Garnett et al. (2020), the UK has a great dependency on other European countries for salads and vegetables while the country itself imports 84% of its fresh fruits. It has been previously discussed that spending per household baked on fruits and vegetables increased during the pandemic. Therefore, it can be stated that Covid-19 was a major threat for companies with poor or moderate logistics and technologies to support their supply chain and logistic systems. Food supply chain functioning has been disrupted in a manner which negatively influences people’s own interests.
Changing landscape of consumer buying patterns and behaviour: As per the views of Nanda et al. (2021), the first and most important change that has entirely changed the landscape is digitalisation and the adoption of an e-commerce business model. In this manner, customers demonstrated a huge interest in buying stuff from companies that value their feelings and emotions. Moreover, a shift towards essential buying created an urge to limit spending on expensive and luxury products. It has been identified in other similar studies that urbanisation is now the key to improving the retail business model. On the other hand, digital inclusion should be viewed as a key issue due to social inequalities and difficulties in rural communities. According to Valaskova et al. (2021), consumer behaviours based on expenses, financial services and other factors like investments have been negatively impacted during the Covid-19 pandemic. However, in the context of new shopping or buying patterns of customers, it can be stated that age, culture, income, sector of occupation and background are some of the major determinants for them to consider. The consumption of food is now based on health-related concerns, food, hygiene and so on. It was predicted that more than 2 to 3% of the decline in financial structure can also impact the buying nature and pattern of every sector across the world. Further, it would have significant and considerable socioeconomic consequences and the role of marketers to retain and handle customers is now important.          
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[bookmark: _Toc148514853]Figure 11: Comparison of mental well-being after and before the pandemic
(Source: Etheridge and Spantig, 2020)
Employee well-being: In accordance with the views of Etheridge and Spantig (2020), the UK has encountered a significant decline in normal or average rates of social and well-being correlated factors. Employees have witnessed a lot of ups and downs in their professional and personal lives at the same time. Nothing but these incidents created more vulnerabilities and ethical dilemmas in the millennials and others. On the other hand, it has been observed that for personnel who reported having fewer friends or support from family, Covid-19 did not harm their wellness. In contrast, the social distancing policies of the UK government also developed loneliness and a poor sense of belonging among citizens. Reportedly, young employees are mostly affected compared to the old employees across the country. Henceforth, employee wellness and their mental state might be a significant reason for a lack of productivity. As stated by Barrafrem et al. (2020), Covid-19 seems to be a global emergency that threatens people’s life as well as deaths. Households and countries have encountered significant challenges at the same time. On the other hand, economic downturns created more difficulties for people to survive in a country with a high cost of living. Compared to 2008’s recession, the Covid-19 and economic downturns are more impactful for people in the world. That is why the country has also witnessed the great depression. As a result, an individual’s behaviour and perspectives changed unexpectedly.
Technology and innovations: As per the views of Pantano et al. (2020), the goal behind creating a systematic culture is to support both managers and consumers at the same time. Technology and innovations are the two pillars of building organisational resilience and productivity in a unique manner. Panic buying and stockpiling resulted in price fluctuations in the market. Even it has been observed that some customers were miss instructed due to some media channels and more. However, an urge to buy things online has been observed among individuals in the UK. The need for technology and innovation is now huge as retailers are also suffering from immense competition in the industry. As opined by Delardas et al. (2022), companies or brands belonging to the service economy experienced multiple innovation and technological trends. For instance, retail financial services, telecommunications, information technology, education and more sectors had to adapt the digital and modern technologies. During such a difficult time, it was almost impossible for small and medium brands in the UK supermarket industry to innovate their practices to cope with uncertainties and economic downturns. Investment in technology, employee education and retailing business models were hard to manage. However, brands that have strong and enlarged financial portfolios became successful in adapting to the changes in a quick manner. Also, new business models as well as ideas for start-ups with adequate digitalisation strategies could have more and more investment opportunities in the future.  
[bookmark: _ms8b8w74ko2q][bookmark: _Toc146112280][bookmark: _Toc148593189]2.5 Innovative strategies to deal with the identified issues and effectively manage the changing nature of customers’ behaviour 
Improve online shopping journeys of customers: As per the views of Aktas et al. (2021), online shopping journeys for customers are now the only way to achieve a seamless journey. As a majority of customers prefer online shopping, customer experience and a hassle-free shopping journey matter to them. The grocery sector, therefore, has to adapt to online shopping trends and omnichannel operation mode to influence customers in a manner that provides a sensory customer experience. Policy improvement has been prioritised in this context to ensure improved customer journeys. Market leaders in the grocery supermarkets in the United Kingdom use online grocery purchases and retailing as their key strategy for development. Henceforth, improving online and social media presence is important for brands that aim to serve customers the best. As per the statements of Hilken et al. (2022), aligning online and offline experiences is now easier with the help of digital and emerging technologies such as AR (augmented reality) and VR (virtual reality). No doubt, applying these technologies in organisational practices can help brands achieve numerous growth opportunities. It has been observed that AR and VR can also help to shape the concept as well as ideas of marketing. However, it has been identified that VR is comparatively more effective in assessing brand attitudes compared to AR.     
[image: A graph of a graph of a number of objects

Description automatically generated with medium confidence]
[bookmark: _Toc148514854]Figure 12: Application of AR and VR
(Source: Hilken et al., 2022)
Technology and improvement: According to Jagtap and Duong (2019), the application of big data technology has been playing a pivotal role in shaping the food and supermarket industry across the world. Advancement and procurement in companies for product development and testing are now possible with big data technologies. However, fewer studies and research were conducted in this context based on big data implications in the food industry and product development. Even with the help of big data technology companies can now analyse and identify relevant information to improve and shape sustainability practices. Therefore, achieving a sustainable advantage with the help of BD is now possible. On the other hand, as stated by Ahuja et al. (2021), improvement and technology are two closely related aspects that combinedly shape the future and present of an organisation. Consumer expectations and regulations are evolving day by day. Therefore, brands are obliged to adopt new and emerging technologies to provide seamless customer journeys. In this context, delivery methods play a huge role in helping companies reach their customers in a quick manner. Innovation in consumer attraction is key to improving engagement. Incorporating the use of delivery platforms can pave the pathway to achieving a high customer satisfaction rate.  
Sustainable measures: Yamoah and Acquaye (2019), analysed that a sustainable business achieves progress in a quick manner even in a complicated case compared to others. Sustainable business practices must be aligned with the company goals, beliefs and values that help customers realise the relevance of sustainable and ethical approaches in the organisational context. CSR or corporate social responsibilities should be articulated in all sectors with effective approaches. Engaging more in sustainable practices to contribute to environmental and social issues can help improve brand value and customer loyalty as well. However, customers are the key stakeholders who help to drive innovation and growth at the same time. That is why it is important to become customer-centric in such a competitive world. Huang et al. (2021), opined that food waste management is a critical factor to ensure reliability in the organisational setting. Now, food waste is a global dilemma which has considerable environmental, economic and social impacts. That is retailers in the UK supermarket industry should have a strategy to re-design their external and internal positions as per the market standards. As per the authors, implementing a ‘Food Waste Hierarchy’ can be helpful to mitigate disputes and resolve conflicts as soon as possible. However, the importance of recycling and re-building is also impactful to an extent.
Focus on health and wellness: He and Harris (2020), stated that ethical decision-making is important to ensure health and wellness-related issues. Consumer decision-making is currently driven by the fear of quality and panic buying. Therefore, companies should play a major role in ensuring that businesses have the resources to produce quality food that can ensure good nutrient value and wellness. Chopra et al. (2022), opined that the European region ranks at the top and is the 3rd largest place for nutraceuticals across the entire world. Also, the UK households are extremely concerned about the quality of food products. Therefore, it can be an effective way to attract and improve customer engagement in the post-pandemic scenario. Brands should have a great focus on ensuring production practices. New product development must be well-tested and checked before launching in the market. A fortification strategy to improve the nutrient value of food items will also ensure health and wellness in a unique manner. However, brands in the UK supermarket industry will require a strong investment to implement these strategies.  
[bookmark: _589blijs0e9][bookmark: _Toc146112281][bookmark: _Toc148593190]2.6 Literature gap 
This section of the literature review will highlight the weaknesses that exist in the study. A literature gap is an area where the study lacks information or relevant data to expand on the core topic. These are the areas which can be focused on in the future for further analysis and investigation. The study represents an in-depth understanding of the topic chosen. On the contrary, it has several limitations too. First, the study is all about consumer behaviour and changes in consumer behaviour. However, there are limited statistical data provided based on the previous and current rate of the changes observed in the industry. Second, the mitigation strategies are not assessed from a strategic perspective. Henceforth, the outlied ways of mitigation show a limited application in real-time. Third, the study explores the core issues in the UK supermarkets but does not reveal what actually employees and retailers faced throughout the difficult face. 
[bookmark: _gq5pp7sc6qa0][bookmark: _Toc146112282][bookmark: _Toc148593191]2.7 Conceptual framework Impact of Covid on customer choices 
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[bookmark: _Toc148514855]Figure 13: Conceptual framework
(Source: Self-developed)
[bookmark: _Toc148593192]2.8 Chapter summary 
The study is based on consumer perspectives that have been severely impacted by the Covid-19 virus. Since 2020 consumers faced difficulties buying things offline or from physical stores. Therefore, it has been observed that online retailing and eCommerce businesses are trending nowadays. The literature review has been structured by using the core themes the researcher wants to define and shed light on. Consumers now tend to show impulsive behaviour just after the outbreak of Covid-19. On the other hand, lockdowns in the UK and other trade barriers as well as restrictions imposed by the UK government created many uncertainties in the business sector as well as the supermarket sector of the country. Retailers started encountering a lot of financial issues in the first half of 2020. In addition to this, the global supply chain and UK food supply chain were disrupted. These incidents are also responsible for the changes in consumer behaviour. On the other hand, a majority of customers wanted to have quality food and products at a cheap rate. This also imposed pressure and more on the retailers and the concerned industry as well. The sector is also suffering due to the changing trends and innovations in the market. Brands are liable to adapt to these changes to remain competitive in the market. However, employee wellness and ethical decision-making should be viewed from a strategic purpose in all stages of production and customer handling to ensure transparency.
[bookmark: _Toc146112284][bookmark: _Toc148593193]Chapter 3: Research Methodology 
[bookmark: _Toc146112285][bookmark: _Toc148593194]3.1 Overview 
Any research study needs to have a strong focus on research methodology, which is the third chapter of the dissertation. It acts as the foundation for the entire research process, making sure that the study is carried out methodically and with the adoption of sensible research methodological decisions (Rodriguez, Crossman, and Bordia, 2021). A carefully thought-out method of investigation makes sure the study is thorough, trustworthy, and offers valuable information. In the context of the current study, it can be claimed that research methodology was essential in determining how COVID-19 affected shifts in customer purchasing behavior within the UK grocery retail sector (Newman, and Gough, 2020).
The framework for presenting and analyzing results, data processing methodologies, sampling strategies, ethical issues, and research designs are some of the major components of the research methodology. To make sure that the study goals are achieved and that any potential biases are kept to a minimum, each of these components is meticulously chosen and incorporated into the process (Kirongo, and Odoyo, 2020). The entire methodological aspect of the study has been adequately explained, including the use of primary data and other methodologies.
[bookmark: _Toc146112286][bookmark: _Toc148593195]3.2 Research Onion 
The "research onion" guides selections regarding research methodology as per Sahay, (2016) to aid researchers in comprehending the numerous layers or phases that comprise the research procedure.
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[bookmark: _Toc148514856]Figure 14: Research Onion Structure
(Source: Sahay, 2016)
The provided figure shows that it encompasses several layers, each of which depicts a different part of the study approach. The research is conducted systematically and in accordance with the selected philosophy, approach, and strategy due to the informed decisions made by researchers at each stage. The current study used research onion to complete the research methodological section, which provides the following advantages. In the end, the use of the research onion improved the reliability and accuracy of the research findings in the current study.
[bookmark: _Toc146112287][bookmark: _Toc148593196]3.3 Research Philosophy 
The "research philosophy" is defined as the central framework or perspective view that directs a researcher's strategy for organizing a study and assessing its findings in the first layer of the research onion (Kirongo, and Odoyo, 2020). It establishes the general course of the research and lays out a number of presumptions, accusations, and rules that have an impact on the researcher's viewpoint and the approaches taken to gather data, examine the data, and assess the findings. It is essential to ensure that a research study delivers a suitable response to the research questions, and in this respect, philosophy plays an important part in directing the selection of research methods and methodologies that are consistent with the researcher's philosophical viewpoint. Research philosophies have some divisions that includes positivism, interpretivism, realism, and pragmatism are frequently utilized in learning environments (Mukherjee, 2019). Following are all the purposes and roles that various ideologies can serve:
• Positivism: Positivist way of thinking stresses the quantifiable, factual parts of reality and frequently uses quantitative techniques in studies (Sciberras, and Dingli, 2023).
• Interpretivism: This philosophy, which is widely used in research investigations, focuses on comprehending subjective experiences and interpretations (Nickerson, 2022).
• Pragmatism: A research philosophy which stresses the importance and applicability of information and places a strong emphasis on solving real-world problems practically.
• Realism: A research philosophy that asserts an objective reality exists apart from human opinion but acknowledges that our perceptions of reality are shaped by our experiences and viewpoints is known as realism (Newman, and Gough, 2020).
After examining each philosophy, it can be stated that interpretivism is the one that is best suited for this study since it emphasizes the significance of looking at and comprehending social processes through the eyes of individuals and their unique experiences. Since interpretivism is capable of producing knowledge by considering the social context of the research issue, the elucidators chose it. Additionally, interpretivism has the ability to help the inner mind of the supermarket shopper investigate the consequences of the epidemic because consumer behavior is a social phenomenon (Scauso, 2020). It can be concluded from this that the interpretivism philosophy was effectively utilized in the current research study to provide a thorough answer to the research issue. Consumers' daily lives are intricately entwined with the grocery store industry. In this respect, it can be said that the deployment of interpretivism has made it possible to grasp in a context how changes related to COVID-19 have impacted shopping habits. These elements influenced the study's decision to use interpretivism as the theoretical framework for this study (Kamal, 2019).
[bookmark: _Toc146112288][bookmark: _Toc148593197]3.4 Research Approach 
The research methodology describes the organized and methodical sequence of action the researcher takes after effectively illuminating the study objectives and questions. The best use of the available resources is made possible by a precise modification of the study methodology (Pino Gavidia, and Adu, 2022). The research approach plays an imperative function in providing the research procedure with the appropriate framework and outline. Any research study's selection of research approach is crucial, and its significance cannot be emphasized. There are three different categories of research methodologies available: deductive, inductive, and abductive (Casula, Rangarajan and Shields, 2021). For the effectiveness of the research paper in this case, the researcher used the inductive research approach. A comparison of the inductive and deductive methods reveals that the inductive approach is more crucial for this research study because it yields a trustworthy and repeatable conclusion (Pandey, 2019).
By creating new hypotheses about the adjustments in customer buying habits within the grocery supermarket industry as a consequence of the COVID-19 pandemic, according to the inductive approach, it helps in reaching the conclusion. Since this research study relies on semi-structured interviews, the usage of the inductive approach is particularly appropriate. Inductive research frequently uses qualitative methodologies like interviews (Rodríguez-Dorans, and Jacobs, 2020).
Consumer behavior underwent remarkable shifts as a result of the COVID-19 epidemic. It is a complicated subject that is changing quickly. Inductive research has been chosen for this study in order to examine and comprehend this novel and developing behavior without using preconceived notions or beliefs (Maxwell, 2021). These are only a few of the factors that led to the inductive approach being taken into consideration for this research investigation.
[bookmark: _Toc146112289][bookmark: _Toc148593198]3.5 Research Strategy 
A research strategy is a disciplined plan of procedure that governs the researcher's thought process, according to Chafe, (2023), without it, research cannot be carried out successfully because it does not give the researcher the authority to carry out their investigation logically. A strong research approach will enable the researcher to choose exact techniques for data collecting and analysis. Choosing the proper strategy therefore becomes essential when doing the research (Pandey, and Pandey, 2021).
The two primary categories of methods of investigation utilized in studies are qualitative and quantitative (Hammersley, 2020). In order to answer the main research issues, it is vital to use both of these study methodologies. However, a qualitative method is generally utilized when attempting to comprehend the underlying reasons of something or how people feel about a specific scenario. No numerical information is included. The quantitative approach, on the other hand, entails gathering primary or secondary data that has a numerical format (Dodgson, 2019). This approach allows the researcher to gather data using surveys, polls, and questionnaires. For effective completion of the study, the research study has chosen a qualitative research methodology (Newman, and Gough, 2020).
To explore the effects of the Covid-19 on the behavioral changes of grocery store consumers in the UK, the study's observer chose qualitative research. It will make it easier for the observer to do inductive research to determine how customer behavior is changing and how Covid-19 plays a part in that development (Pandey, and Pandey, 2021). To thoroughly examine changes in customer behavior, qualitative research is essential. It probes deeper into the underlying drives, perspectives, and experiences that quantitative statistics could miss. This level of comprehension is especially important when analyzing the intricate and varied effects of COVID-19 on consumer behavior. Therefore, the use of qualitative research in the current study has been influenced by the aforementioned reasons (Proudfoot, 2023).
[bookmark: _Toc146112290][bookmark: _Toc148593199]3.6 Research Design
The researcher must choose early on whether the study will be exploratory, descriptive, or explanatory. This choice will affect how the researcher designs the research endeavor in part because each has a distinct aim. The research question should guide the decision between descriptive, exploratory, and explanatory research (Wisenthige, 2023).
· Exploratory research tends to take place when a researcher is just beginning a study and desires to have an overall understanding of the issue.
· The act of defining or summarizing the topic at hand is the aim of descriptive research.
· Explanatory study aims to shed light on why particular events take particular turns.
Exploratory research is undertaken informally without a predetermined plan for evaluation and frequently consists of either descriptive or explanatory research. Hence, descriptive research would be the optimal plan of action in this situation because the study investigates the impact of COVID-19 on developments in customer purchasing habits based on the grocery store industry. By laying out its characteristics or focusing on the population, descriptive research helps us comprehend a project or event and provides an answer to the questions of what, when, and how, but not why (Mishra and Alok, 2022). The use of structured studies of this kind can be utilized to emphasize patterns, widely held beliefs, and even how these perspectives affect the emergence of new patterns in the population under investigation (Mohajan, and Mohajan, 2022).
Descriptive research was chosen for this study in this regard since it contributed to characterizing and documenting the major trends and patterns in consumer purchase behavior that have evolved as a result of the COVID-19 epidemic. It might offer a solid grasp of how the epidemic has affected consumer behavior and what modifications have been made (Aggarwal and Ranganathan, 2019). The study can also compare and contrast pre-pandemic behavior with post-pandemic behavior by examining descriptive data to determine the main factors influencing changes in consumer purchasing behavior. This knowledge is essential for comprehending the root causes of changes in demand in the UK's grocery store industry, and it serves as the primary basis for the study's descriptive design (Maxwell, 2021).
[bookmark: _Toc146112291][bookmark: _Toc148593200]3.7 Data Collection Process
In order to assess potential results and look for trends, and solutions to research problems, precise data must be gathered from a variety of sources and evaluated (Hammersley, 2020).  This process is thought to be one of the most important processes in completing the entire research endeavor. There are two ways to gather data for study or analysis: primary and secondary techniques of data gathering. Primary data collection incorporates face-to-face interviews with respondents or obtaining accurate details directly from the source (Hennink, and Kaiser, 2022). Investigators can get particular data using this strategy that is appropriate for the objectives of their study. In this situation, the researchers can create organized surveys or questionnaires to get information from people. It also includes interviews with the respondent for the purpose of obtaining data for the study (Rodriguez, Crossman, and Bordia, 2021).
The use of data that was previously gathered by another party for a purpose other than the one for which it was originally collected is stated as secondary data gathering. Books, academic journals, periodicals, newspapers, government reports, and other published works that include pertinent data are referred to as researchers in this context (Mohajan, and Mohajan, 2022).
However, the current research study opted to conduct an interview with semi-structured questions in order to obtain primary data. Based on the objectives of the study, six semi-structured questionnaires have been created for the purpose (Dufour, and Richard, 2019). Since there has been little previous research on how the Covid-19 pandemic has affected consumer behavior in the UK's grocery retail sector, the researcher has chosen to gather new information directly from the managers (Subedi, 2021). Semi-structured questions assisted the present study to adjust to evolving conditions and new developments in an environment where things are changing quickly, like as the COVID-19 pandemic. This adaptability is essential for gathering current and pertinent data. Open-ended responses are allowed in semi-structured interview, allowing respondents to convey their ideas, emotions, and experiences in their own terms. This level of comprehension can provide subtle insights into the intricate causes changing consumer behavior. Additionally, it can be said that these questions give participants the opportunity to add contextual knowledge that may not be obtained just through quantitative or closed-ended research approaches (Eldh, Årestedt, and Berterö, 2020).
Generating significant inferences requires an understanding of the setting in which purchase decisions are made, which may be accomplished with ease by using interviewing sessions. Because secondary data sources frequently have a reporting delay and may not give real-time or up-to-date information, the study did not use them. Suitability is essential due to the COVID-19 pandemic's rapid evolution and its effects on consumer behavior. The main argument for using this strategy in this study may be viewed as the utilization of the manager's perceptive comments, which have enhanced and enhanced the worth of the research study's product. For this reason, the study has depended on primary sources to adequately respond to the research questions (Dufour, and Richard, 2019).
[bookmark: _Toc146112292][bookmark: _Toc148593201]3.8 Data Analysis Techniques 
The research study's data analysis permits the researchers to make relevant decisions and inferences from the data that was gathered. It provides evidence to back up or contradict statements and aids in testing hypotheses and offering answers to research inquiries (Chafe, 2023). Semi-structured interviews were used in the context of this study, and it is now crucial to analyze the participant data that was gathered. Open-ended questions are used in semi-structured interviews, a qualitative research technique that enables rich, in-depth study of participants' experiences, viewpoints, and ideas (Braun, Clarke, and Hayfield, 2023).
The observer of the study used Braun, Clarke, and Hayfield (2023) six-step thematic analysis to extract meaning from the data and create a thorough report on it. After carefully reviewing and rereading the material, combining the created programs, and developing the four themes (Pino Gavidia, and Adu, 2022). Thematic analysis has been used in tandem with qualitative analysis and gave the observer the ability to conduct the study in six steps (Yadav, 2022). Transcripts of interviews were organized concurrently with the beginning of data analysis. Transcripts were structured properly, anonymised, and made suitable for processing as part of the study. Additionally, the study showed that their assessments are based on the facts and can be linked to certain participant answers (Braun, Clarke and Hayfield, 2023).
[bookmark: _Toc146112293][bookmark: _Toc148593202]3.9 Sampling 
The group of people from whom a sample is drawn for a research study is referred to as the sampling population (Sukmawati, Salmia, and Sudarmin, 2023). It is a representation of the wider or target population about which researchers hope to make inferences from the data obtained from the sample. The sample size is a significant consideration for this study because it involves human participants. In this sense, the study employed purposive sampling strategy to identify participants who had firsthand experience of changes in their grocery shopping habits following COVID-19 (Subedi, 2021). In order to answer the research questions and achieve the study's goals, key informants were chosen for the study based on the researcher's evaluation. This selection approach was used because it helped the study choose the appropriate individuals or cases to answer particular research issues and deepen the investigation (Cheron, Salvagni, and Colomby 2022).
Four marketing managers who work for four different UK grocery shop chains make up the sample population (Zickar, and Keith, 2023). Managers who have worked for UK grocery shops for at least five years have been contracted for an interview after receiving their consent. In order to acquire relevant data on the research issue, the opinions of the participants have been taken into consideration when assessing the validity of the study findings (Obilor, 2023). Participants in the study were given a set of six open-ended questions, and it was planned to conduct an in-person interview with them to gain their opinions on the study's subject.
[bookmark: _Toc146112294][bookmark: _Toc148593203]3.10 Ethical Consideration 
The researcher of the study followed several established norms while conducting the study, which is essential for carrying out research investigation ethically. Maintaining secrecy is one of the key components of social science research, as stated by Mishra, and Alok, (2022). Through an informed consent form, the observer informed potential participants of the steps taken to ensure confidentiality and anonymity (Zickar, and Keith, 2023). The potential interviewees have access to a participant permission form before the interview is conducted. Informed consent was obtained from subjects prior to the start of the investigation. Participants were asked to sign a consent form outlining the goals of the study before the interview even started. If participants agree, their views are written down and stored in a secure database, making it hard for anyone else to gain access to the collected information (Suri, 2020).  
When managing any information gathered from the participants during the interview, each participant's confidentiality and anonymity are respected. In this study, anonymity is used to protect the confidentiality of the interview subjects' identification. Data for this study are only accessible to and owned by the researcher (Maxwell, 2021). Participants are permitted to exit the inquiry at any point as a precaution for the ethics of the study. After three months since the project's conclusion, the acquired data was erased. The acquired data has also been saved in several encrypted folders at the same time. Physical records have been kept in a secure location with only the investigator having access. The responders' identities have been kept confidential (Newman, and Gough, 2020).
[bookmark: _Toc146112295][bookmark: _Toc148593204]3.11 Research Limitation 
In order to maintain openness and ensure the accuracy and reliability of the study, it is crucial to be aware of any potential research constraints while examining the influence of COVID-19 on changes in consumer purchasing behavior within the UK grocery retail industry. The methodological constraints brought on by the current study's limited sample size are one of its possible shortcomings (Hennink, and Kaiser, 2022). Therefore, there may be problems with the generalizability of the research findings obtained from the relevant project (Mukherjee, 2019). The sample's makeup is said to have an impact on the study's conclusions. The results are not very generalizable because the sample is not typical of the larger population (Eldh, Årestedt, and Berterö, 2020). Additionally, the current study aims to investigate how the pandemic in general is changing the behavior of grocery store patrons. Other elements like culture and institutional background of the customers have not been explored due to time and budget limitations (Rodriguez, Crossman, and Bordia, 2021).
[bookmark: _Toc146112296][bookmark: _Toc148593205]3.12 Summary 
[bookmark: _tj8fm8lcbfa0]The examined chapter correctly discusses the methodological strategy chosen for covering up the study. It provides details on the method used to choose the samples, the framework for analyzing the data, and the research strategy employed to meet the goals of the study. It may be noted that the current research study combined the interpretivism philosophy with the inductive approach to collect primary data in order to achieve the research's stated objectives. The study's primary sources were four managers from the grocery supermarket companies sector who were interviewed. A thematic analysis tool was used to evaluate the acquired data in order to reveal how the Covid-19 scenario has changed consumer purchasing patterns. By using the summarized interview transcripts, the study's conclusions were reached. Purposive sampling was chosen by the researcher as a method of sample selection based on the goal of the study and the likelihood of acquiring high-quality data.
[bookmark: _Toc148030169][bookmark: _Toc148593206]Chapter 4: Key findings and discussion
[bookmark: _Toc148030170][bookmark: _Toc148593207]4.1 Overview 
Since it resulted in an overall presentation of the research findings, the findings and analysis chapter helped to improve knowledge of the entirety of the study. Similar to that study, this one includes the main conclusions drawn from pertinent sources.
The data for this study was gathered through interview analysis that was conducted in a semi-structured manner, incorporating the primary qualitative technique. The replies of a total of 4 managers were used to gather the pertinent data for identifying the subtle ways that the epidemic has affected how people shop for goods. It can be said that around 6 open-ended questions were posed to the sample population in order to accomplish the goals of the research work. The discussion combines data analysis with academic literature at the same time. It is the area where the study made connections and gave a logical account of what the information suggested regarding the study's questions and goals.
[bookmark: _Toc148030171][bookmark: _Toc148593208]4.2 Results from the primary data 
[bookmark: _Toc148030172][bookmark: _Toc148593209]4.2.1 The impact of the COVID-19 pandemic on customer behavior in the supermarket
The COVID-19 outbreak profoundly altered how shoppers behaved in our supermarket. The increase in online purchasing was one of the most obvious changes. Customers who had previously favored purchasing in-store soon adapted to using digital channels for comfort and security. The businesses noticed modifications in consumer choices for products, with a stronger emphasis on health and wellbeing (Please refer to appendix, question number, and question number 1). Sales of organic and fresh goods dramatically increased. In order to keep customers' trust, we had to make sure that strict safety standards were in place. Additionally, stockpiling and panic buying were seen which made inventory management difficult during the initial phases of covid-19 (Grashuis et al., 2020).
This is clear from the manager 1's remarks, which he said “Yes, I do think that the epidemic led to a sharp rise in online grocery purchasing. The ease and security of having their groceries brought to their homes was chosen by many customers. To quickly respond to this demand, we had to increase both our web visibility and our delivery capabilities.” (Please refer to appendix, question number, and question number 1).

Overall, it can be said that the Covid-19 pandemic has significantly altered consumer purchasing behavior and forced the supermarket business to become more flexible, inventive, and nimble in order to meet the constantly changing needs of a wide spectrum of customers (Tyrväinen, and Karjaluoto, 2022).
[bookmark: _Toc148030173][bookmark: _Toc148593210]4.2.2 Significant shifts in customer shopping habits for supermarket goods
The bulk of the interviewees highlighted amplified safety concerns as the main cause of changed customer behavior in response to this particular question. The managers' perceptions show that customers have a clear need for safety precautions such sanitization, mask use, and social seclusion. This shows that in order to keep customers' trust, supermarkets need to continue to put safety first. There has been a considerable shift to online buying, according to many interviewees (Please refer to appendix, question number, and question number 2). The intention to reduce virus exposure in-store was cited as the reason behind this trend. Many interviewees admitted they had begun utilizing online buying services during the pandemic and intended to keep doing so when it was over. This means that in order to keep up with demand, supermarkets need make investments in improving their e-commerce infrastructure.
During the early phases of the pandemic, some interviewees described their experiences stockpiling and making irrational purchases. The manager 4 apparently responded by saying that “I can remark that certain clients became more price-sensitive as a result of the pandemic's economic effects. We saw a rise in interest in sales and promotions. A crucial factor was striking a balance between cost and quality.”(Please refer to appendix, question number, and question number 2).

The majority, however, claimed that as the pandemic spread and supply systems stabilized, this behavior had ceased. To avoid product shortages, supermarkets should continue to keep an eye on and manage supply levels. Several respondents mentioned their higher sensitivity to prices as a consequence of the continuous economic unpredictability brought on by Covid-19's disruptions. The shops should maintain competitive pricing in this context whilst offering value-added deals on necessities for the customers (Delasay, Jain, and Kumar, 2022).
[bookmark: _Toc148030174][bookmark: _Toc148593211]4.2.3 Consumer spending patterns and the rise in online shopping's acceptance
According to the respondents, there has been an evident shift in consumer buying habits, particularly after the COVID-19 pandemic started. They are aware that more and more people are spending money on internet purchasing. They promote an extensive online sales strategy, establishing user-friendly e-commerce platforms, and improving the digital consumer experience to counter this trend and take advantage of the expanding online market (Please refer to appendix and question number 3).
In the interview, managers emphasized the importance of closely observing and adjusting to consumer spending behavior. They emphasize the value of using data analytics to comprehend client preferences and behavior. Managers in the interview proposed adapting marketing plans and product offers, both in-store and online, to correspond with changing consumer wants by making use of these insights. To this the manager 3 stated that “Indeed, the pandemic caused significant changes in our clients' purchasing patterns, including a sharp rise in the acceptance of internet shopping. We immediately expanded our infrastructure for ordering and delivering online in light of this” (please see appendix, question 3). 
[bookmark: _Toc148030175][bookmark: _Toc148593212]4.2.4 Pricing and marketing strategies adopted by the retailers as result of the covid-19, and the general economic environment?
It may be argued that the managers recognize the difficulties presented by the COVID-19 epidemic and the changing economic environment based on the findings from the interview transcripts. They stress the importance of flexible pricing techniques that can adapt to changes in supply and demand. In addition, the managers in the interview advise concentrating on value-based communication to appeal to price-conscious customers who are more frugal with their purchasing owing to the economic unpredictability (please refer to appendix, question number, question number 4).
The participants' responses show that consumer tastes are changing, and the pandemic's economic effects are becoming more apparent. The manager 1 made an explicit confession of the incident when he remarked “Pricing and marketing strategies had to change during the epidemic to account for changing consumer tastes and the state of the economy. We modified our pricing strategy as a result of realizing that consumers were becoming more sensitive to price. We gave targeted reductions and value-added promotions in addition to retaining competitive prices on necessary commodities.” (Please refer to appendix, question number, and question number 4).
 All of these impressions point to the necessity to diversify product offerings to meet shifting consumer needs (Li et al., 2023). In order to engage customers more deeply, the manager promotes the use of narrative and demonstrating a brand's aptitude to adapt and persevere in these trying circumstances.
[bookmark: _Toc148030176][bookmark: _Toc148593213]4.2.5 Changes in brand loyalty among consumers during the COVID-19 and measures for addressing difficulties  
To this given question, the interviewees approved that brand loyalty among consumers underwent considerable changes during the COVID-19 pandemic, according to the transcripts of the interviews. They advise concentrating on developing tailored marketing methods that will augment client involvement and happiness. As a well-known grocery chain, the managers claimed that they intend to respond to customer input to address any problems or complaints, building a sense of ownership and confidence with the brand (Please refer to appendix, question number, and question number 5).
The managers that participated in the interview underscored the vital role of inventiveness in maintaining loyalty to the brand. To improve customer experience and establish a distinctive corporate identity, managers of the major supermarket chains have decided to utilize emerging technologies like augmented reality or virtual showrooms. Similarly, manager 3's comments demonstrate that “Yeah, during the epidemic, there were some real shifts in customer brand loyalty. In response, we improved consumer involvement and communication initiatives. We created loyalty programs to give discounts and exclusive deals to people who purchase with us frequently.” (Please refer to appendix, question number, question number 5).
On the basis of this, it may be argued that the COVID-19 epidemic has changed consumer brand loyalty. In response, supermarket management are improving customer engagement, using flexible pricing, recognizing shifting consumer priorities, and modernizing the shopping experience (Li et al., 2023). 
[bookmark: _Toc148030177][bookmark: _Toc148593214]4.2.6 Adaptation to a completely new aspect of business strategies in meeting customer purchase behaviour for the supermarket chain
According to the interview transcript, the managers acknowledged the need for grocery chains to adjust to a unique part of business tactics in order to keep up with changing consumer purchasing patterns. They suggest making investments in a thorough data-driven strategy that uses consumer insights to improve pricing, product selection, and inventory control. For greatest performance, the manager emphasizes the significance of adapting strategies to particular consumer segments. This is consistent with how the manager 2 perceives it. “In my opinion, In my opinion, Online grocery stores give consumers new ways to buy for food and present fresh problems for our company. For instance, having to navigate through several screens when there is a huge selection could prevent consumers from making a choice. Therefore, we anticipated that ease of use would positively link to intentions to purchase groceries online.” (Please refer to appendix, question number, and question number 6).
It is possible to say that customers' attitudes toward shopping have altered due to covid-19. Thus, a comprehensive approach is required to serve both offline and online customers. The managers suggested making investments in an omni-channel strategy that smoothly combines online and offline interactions (Boyle et al., 2022). Customers will be able to switch between channels according to their conveniences using this strategy.
[bookmark: _Toc148030178][bookmark: _Toc148593215]4.3 Discussion 
[bookmark: _Toc148030179][bookmark: _Toc148593216]4.3.1 Changes in consumer behavior brought on by the COVID-19 outbreak in the UK supermarket sector.
The literature research identified critical consumer behavior tendencies during the COVID-19 outbreak from a number of studies and publications. These trends included a rise in internet shopping, a rise in the need for necessities, a preference for contactless payment options, anxieties about safety and sanitation, and a move toward purchasing products made locally and sustainably. The review also covered how the epidemic affected consumer buying habits economically. The managers' experiences are correctly reflected in the literature review. The managers saw an instant increase in internet orders after the outbreak (Muir et al., 2023). Their main answer was to improve the e-commerce platform and make it more dependable and user-friendly. In order to meet client preferences, grocery chains have, as stated by the management, also established a variety of delivery services, including same-day and contactless delivery. As a result, during the first few months of the pandemic, online sales rose. The manager responses underlines the congruence between academic research and real-world experience in the grocery industry by explicitly relating the literature's results regarding growing online shopping to how their supermarket responded to the trend (Boyle et al., 2022).
[bookmark: _Toc148030180][bookmark: _Toc148593217]4.3.2 Affect of Covid-19 on customer choice in the UK supermarket market.
The COVID-19 transformed consumers' shopping preferences and they started doing their shopping online. Additionally, changes in consumer behavior were caused by the influence of health concerns on the UK's vulnerable food system. According to May et al., (2021), consumers are increasingly trying to buy products only from companies with effective packing systems and clear rules to assure sanitation. Because of the risk of infection, it has been observed that these personnel received strict instructions to follow social distancing rules. It has been found that these clients have a deep feeling of belonging based on their online purchases (TIMOTIUS, and OCTAVIUS, 2021).
On the other hand, the managers who participated in the interview made direct connections between the research-based conclusions and the operational measures the store took to combat the COVID-19 outbreak. The manager's answer illustrates how the epidemic has affected client preferences and how their efforts are in line with scholarly studies. The managers responses underlines the importance of expanding their online product selection, replenishing key items more frequently, and adding contactless payment methods in order to accommodate customer preferences.
[bookmark: _Toc148030181][bookmark: _Toc148593218]4.3.3 Key areas that the UK grocery store sector must solve to adjust to a completely new component of consumer purchasing behavior.
According to Sanderson Bellamy et al. (2021), the dietary preferences of growers and customers for vegetables and fruits in the UK grocery and food market changed overnight in comparison to past sales histories. According to research by Martin-Neuninger and Ruby (2020) and the global pandemic COVID-19, human behavior has undergone an extensive shift. This situation affects a regular person's daily activities. This holds true for previous grocery and food shopping practices as well. According to Delasay, M., Jain, A. and Kumar, (2022), the UK grocery store industry is facing a significant difficulty in adapting to a new component of customer purchasing behavior, particularly the quick transition towards online shopping that has been driven by the COVID-19 epidemic.
The manager in the interview straightaway links the practical steps the supermarket took to the conclusions in the literature concerning the rise in online shopping and the necessity for a flawless online shopping experience. The reaction shows how academic research and the supermarket's techniques for adjusting to shifting consumer behavior are in line. Some grocery store brands started using personalization in their product designs and marketing strategies before making it a cornerstone of all they do. The managers said that the grocery stores should put a lot of emphasis right now on guaranteeing good production methods (Rout et al., 2022).
[bookmark: _Toc148030182][bookmark: _Toc148593219]4.3.4 Effective strategies for the UK food retail industry to deal with shifting consumer buying patterns and increase sales.
Businesses can now analyze and discover pertinent data with the use of big data technology in order to enhance and reshape sustainability processes. As a result, using BD to gain a durable advantage is now feasible. On the other hand, according to Ahuja et al., (2021), advancement and technology are two factors that work together to define an organization's present and future. Regulations and customer demands are always changing. Therefore, in order to offer smooth consumer journeys, organizations must integrate new and developing technology. Delivery techniques are crucial in this situation for businesses looking to reach their clients quickly. According to the analysis of the literature research, customer appeal innovation is crucial to raising engagement. A high proportion of client satisfaction can be attained by including the use of online delivery platforms (Grashuis et al., 2020).     
According to the interview response, the manager correlates the research findings on how to enhance customer experiences while shopping online and optimize supply chain operations with the real-world methods adopted by the food retail company. The results demonstrate a connection between commercial strategies and scholarly research to address changing consumer behavior and promote sales.  The grocery retailers asserted in the interview that they had put the tactics mentioned in the literature into practice. The results from the primary data show that grocery chains have modified their e-commerce platforms to make them more user-friendly and have enhanced online shopping experiences with features like virtual shopping and personalized recommendations (Tyrväinen and Karjaluoto, 2022). They have made investments in inventory management technologies to improve supply chain operations, reduce stockouts, and cut down on waste
[bookmark: _Toc148030183][bookmark: _Toc148593220]4.4 Summary 
As perceived from the overall findings and the key discussion, customers now frequently behave impulsively, especially following the Covid-19 epidemic. On the other hand, lockdowns in the UK and related hurdles implemented by the UK government led to a great deal of uncertainty in the country's business and supermarket sectors. Grocery shoppers now face the difficulties of managing a new "normal grocery store," and food businesses are under pressure to give demand planning first priority as a result of COVID-19. In this regard, the managers' perceptions in the interview there is constant shifts in consumer behavior are also a result of these instances. Customers switched their buying habits, favoring larger, less frequently visited stores. Customers tried to limit their exposure, therefore one-stop shopping became more widespread. The remarkable rise in online grocery shopping was one of the most noticeable shifts. This situation put additional strain on the affected industry and retailers. To be competitive in the market, grocery chains may need to adjust to these developments. To ensure transparency, moral decision-making should be assessed from a strategic perspective at all production and customer-facing stages.


[bookmark: _Toc148030184][bookmark: _Toc148593221]Chapter 5: Recommendations and Conclusion 
[bookmark: _Toc148030185][bookmark: _Toc142148702][bookmark: _Toc148593222]5.1 Conclusion 
The research paper has been primarily concerned with developing the idea of how changes in consumer behavior brought on by the COVID-19 outbreak have affected the UK grocery sector, which has been seen as a crucial problem for businesses. The proposed study is based on modifications in consumer purchasing and behavior seen as a result of the COVID-19 epidemic. According to the findings of the study, the pandemic caused a considerable change in consumer behavior. Consumers started making larger purchases and fewer frequent excursions to the store. To reduce exposure, they also favored one-stop shopping. It might also be stated that the outbreak increased people's acceptance of online food shopping.
Consumers started shopping online who had previously been apprehensive or had never done so. Online grocery sales have increased as a result of this. The survey has made it possible to highlight how certain consumers have become more aware of their food choices and have supported locally produced goods. Helping small businesses locally has become more popular, and consumers desire goods with clear and moral supply chains. It's safe to say that the primary factor in meal choice was likely health-related considerations. Customers with bad health have to make different decisions due to food insecurity.  It has been demonstrated that customers actively look for new tactics and purchasing possibilities. However, this type of internet buying is not available to those without access to or knowledge of technology. It is foreseeable that the move to online shopping was essential for maintaining social distance regulations.  
The descriptive research design, inductive research methodology, and interpretivism research philosophy could all be combined successfully in the study by utilizing the research onion framework. In order to extract useful information and comprehend the managers' opinions regarding the effect of COVID-19 on the modifications in consumer buying habits, the study has also incorporated the use of a quantitative strategy for obtaining the essential information through the interview session: The managers that participated in the interview shared the same opinion that the Covid-19 pandemic affected the economic sector in all imaginable ways. Face-to-face interaction has been destroyed by the expansion of the market and economic swings.  According to the managers, some firms started using personalization in marketing and product design and then made it a cornerstone of everything they did.

[bookmark: _Toc142148703][bookmark: _Toc148030186][bookmark: _Toc148593223]5.2 Linking with Objectives 
Objective 1: The paper's first objective is to examine changes in consumer behavior brought on by the COVID-19 outbreak, which has devastated the UK grocery industry. This has been underlined in the literature review section, where it is stated that the move to online shopping was brought about by a change in the buying phenomena brought about by the COVID-19. In the long run, factors like food stresses increased client vulnerabilities in the market. This is also supported by the managers' perspectives, which they expressed during the interview, in which they claimed that the COVID-19 epidemic had a profound effect on the UK grocery industry. It also expedited trends that are expected to endure in the post-pandemic society, such as online commerce and sustainability.
Objective 2: The second objective describes how Covid-19 has affected customer choice in the UK supermarket market. The study revealed that shoppers gave health and safety a higher priority when making supermarket decisions. They were more likely to pick stores and products that showed a dedication to cleanliness, social segregation, and other pandemic-related safety precautions. According to the Protection Motivation Theory (PMT), two important elements people consider while evaluating their own motivation are coping and danger evaluation. Consumers attempted to limit their spending and consumption in a variety of ways based on their own motive.
Objective 3: The third objective is to examine the most crucial problem that the UK grocery store sector must solve in order to adjust to a completely new feature of consumer purchasing behavior. All consumer types in the United Kingdom have shown a consistent tendency to hold off on purchasing luxuries and pricey things, which is demonstrated by the achievement of the research's goals. Therefore, for organizations that want to provide the best customer service possible, enhancing online and social media exposure is crucial.
Objective 4: The paper's last objective is to create a strategic management department and identify new, creative tactics for the UK grocery store industry to deal with shifting consumer buying patterns and increase sales. The study achieved this goal by advising UK supermarkets to make major investments in digital transformation in order to respond to this unexpected component of consumer behavior. This includes investing in strong e-commerce infrastructure and enhancing the usability and functionality of their online platforms. It also includes creating a seamless buying experience.

[bookmark: _Toc148030187][bookmark: _Toc142148704][bookmark: _Toc148593224]5.3 Recommendations 
Recommendation 1: The UK food store industry should think about a strategy realignment to better meet the changing requirements and preferences of consumers in light of the substantial shifts in customer buying patterns triggered by the COVID-19 epidemic. For improved comprehension of customer behavior and tastes, use data analytics. To solve the issues brought on by COVID-19, it can be advised that businesses employ data to study consumer behavior, shopping preferences, and habits. With the use of this data-driven strategy, businesses can better predict consumer demands, conduct individualized marketing, and make product recommendations.
Recommendation 2: It is important for the supermarket chains to capitalize on the trend toward health and wellbeing by offering a wider selection of organic, regionally produced and fresh products as well as targeted marketing. Safety precautions should continue to be of the utmost importance, including strict sanitary guidelines and research into touchless payment options. By focusing on safety aspects of the necessities while preserving quality, it is possible to gain the trust of consumers who are concerned about their budgets by prioritizing openness to pricing and reasonableness. Consumer involvement and feedback methods should be aggressively pursued, and marketing and product offerings should be customized using the information gained. It is essential to encourage flexibility and adaptability inside the company as well as to use data analytics to analyze consumer behavior and personalize the shopping experience. Together, these suggestions provide an orientation for the grocery retail sector to prosper in the post-pandemic age by adapting to the constantly changing terrain of customer buying habits and preferences.
Recommendation 3: The focus should be on sustainability, with pledges to use less plastic bags and eco-friendly items. A commitment to regional communities can be shown by stepping up corporate social responsibility and community engagement initiatives. Corporate social responsibility (CSR) and community involvement should not be disregarded. Supermarkets ought to become more involved in neighborhood projects that promote the overall well-being of the community. Supermarkets ought to promote a culture of innovation and flexibility that encourages staff to think creatively and react appropriately to changing conditions. Retailers may stay far ahead of the curve by encouraging change and staying receptive to new approaches.
[bookmark: _Toc148030188][bookmark: _Toc142148705][bookmark: _Toc148593225]5.4 Research Limitations 
The current research study utilized a qualitative methodology while incorporating primary data to gather information from the participants about their real-life experiences. However, the study has not thought about combining secondary data with a qualitative approach, which could be valuable for understanding theoretical knowledge associated with and pertinent to the research topic. Because original data were used, the study information was not processed, necessitating careful examination before use. Furthermore, gathering primary data requires a lot of time. Additionally, each interviewee must receive individualized attention in order to preserve accuracy, which is a very challenging task. While correct data gathering methods are necessary for the data to be truthful, the time-consuming interview procedure occasionally prevents the delivery of relevant and authentic facts.

[bookmark: _Toc142148706][bookmark: _Toc148030189][bookmark: _Toc148593226]5.5 Future Scope of Study 
The research study's future objectives are likely to encourage future researchers to use a secondary qualitative data gathering technique so that material from interviews can be replaced with outside knowledge that is pertinent to the research issue. This would facilitate gaining a number of benefits. For instance, gathering secondary data doesn't take a lot of time or effort. Additionally, the ease of collecting secondary data will aid future researchers in determining the extent of the information. In addition, the use of criteria for both inclusion and exclusion that improve and expand the current data set with the proper data gathering approach is used to assess the credibility of the secondary information.










[bookmark: _Toc148030190][bookmark: _Toc148593227]Chapter 6 : Reflection
Introduction 
It has been a significant and educational experience, in my opinion, to conduct the research study on the effect of COVID-19 on customer buying habits in the UK grocery store industry. In this way, my research helped me to delve deeply into the subtleties of how a global crisis might alter peoples' fundamental shopping habits. Since the dissertation's completion required a variety of stages and experiences, I opted to use Gibbs' reflective framework to reflect on my personal experiences.
Description 
An important concern was how COVID-19 might affect consumer behavior in the food retail sector. It provided the framework for the entire investigation and stoked my interest in examining this changing environment. I have been repeatedly reinforced throughout each chapter of this study of the enormous resilience and adaptation that consumers display in the face of hardship.
Feelings 
The complete research journey was conducted in a number of parts. In this regard, I can state that the literature review served as an indication of relevant information that led me through the amount of information on how pandemics like the covid-19 might affect consumer decisions. The execution of these processes and the presentation of the findings generated an initial sense of accountability and pressure to effectively respond to the study questions.
Additionally, the methodology chapter involved the decisions regarding sample selection, data collecting, and research techniques were taken, and it was clear that each approach was thoughtfully selected to answer the main study issues. 
Evaluation 
This stage gave me the chance to evaluate the analytical rigor, data quality, and research methodologies rigorously. It also emphasized how important it is to be aware of the limitations and possible biases in the study, which motivated me to make the required changes to improve the study's validity. I encountered a variety of perspectives from retailers and industry professionals as I dug more into the data analysis and conclusions. Here, the true effects of the epidemic on consumer behavior were made manifest. 
Analysis 
While conducting the dissertation, I felt that data analysis and findings offered plenty of room for inference and critical thought. Here is where I conducted an analysis of the information gathered during the conducting of the interview session with retail specialists. The patterns that appeared provoked discussion and showed how the pandemic had a significant impact on consumer behavior.
Action plan
As I continue on from this research endeavor, I feel obliged to think about the ramifications of these findings in a setting that is fast changing. My interest in one of the significant subject of consumer behavior has been ignited by this research, and I am motivated to keep learning more about it.
Conclusion  
The Gibbs Reflective Framework, in retrospect, has been crucial in guiding me through the research process, promoting critical thinking, and improving my comprehension of the complexities of researching consumer behavior during a worldwide crisis.
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1. Can you provide an overview of how the COVID-19 pandemic impacted consumer purchasing behavior in your supermarket?
2. What were the most significant changes you observed in terms of what customers were buying during the initial phases of the pandemic?
3. Were there any notable shifts in the way consumers shopped, such as an increased preference for online shopping or curbside pickup? How did you adapt to these changes?
4. How did pricing and promotional strategies evolve during the pandemic to accommodate changing consumer preferences and economic conditions?
5. Did you see changes in brand loyalty among customers during the pandemic, and if so, how did you address these shifts?
6. Did you experience supply chain disruptions, and if so, how did this impact consumer purchasing behavior in your supermarket?

[bookmark: _Toc148030194][bookmark: _Toc148593231]8.2 Transcripts and results from the interview
	S.no
	Questions asked to the participants
	Responses shared by the participants

	1.
	Could you give a general review of the COVID-19 pandemic's effects on consumer behavior in your supermarket?
	Manager 1:  Yes, I do think that the epidemic led to a sharp rise in online grocery purchasing. The ease and security of having their groceries brought to their homes was chosen by many customers. To quickly respond to this demand, we had to increase both our web visibility and our delivery capabilities.
Manager 2:  I believe that at the start of the epidemic, we saw a spike in panic buying and hoarding. Products including toilet paper, cleaning supplies, and canned goods were frequently removed off shelves. We put a lot of effort into handling these situations, setting purchase restrictions and guaranteeing the stability of the supply chain.
Manager 3:  Yes, I believe that throughout the epidemic, our clients had a right to anticipate that we would offer a secure atmosphere for purchasing. As a result, we put in place stringent safety procedures, including as enforced mask use, sanitization, and social isolation. These precautions played a crucial role in assuring customers of their safety.
Manager 4:  In response to this, I believe that changes in consumer preferences were brought on by the COVID-19 problem. Many buyers now place a high focus on their well-being and health. Along with immune-boosting goods, fresh and healthful foods showed a spike in demand. In response, we added more wholesome products to our inventory.

	2.
	During the early stages of the pandemic, what noteworthy changes in consumer purchasing patterns did you notice?
	Manager 1:   Yeah, it was biggest shift we saw in the early days of the epidemic was a steep rise in panic buying and hoarding. A great deal of non-perishable meals, hand sanitizers, and other necessities were being bought by customers. This made it difficult to maintain inventory levels and guarantee equal accessibility to these products.
Manager 2:   I could argue that there has been a discernible change in consumer preferences, with a stronger emphasis on products that are fresh, produced close to home, and organic.
Manager 3:  I have observed a significant shift in the client shopping hours as an important professional within the company. We had to change our store hours since it was challenging to handle sanitation and crowd control. Customers appeared to shop at various times as a result of this adjustment, distributing the crowds.
Manager 4: In this regard, I can remark that certain clients became more price-sensitive as a result of the pandemic's economic effects. We saw a rise in interest in sales and promotions. A crucial factor was striking a balance between cost and quality.


	3.
	Were there any noticeable changes in consumers' purchasing habits, such as a rise in the popularity of online shopping? How did you deal with these adjustments?
	Manager 1: Indeed, the pandemic caused significant changes in our clients' purchasing patterns, including a sharp rise in the acceptance of internet shopping. We immediately expanded our infrastructure for ordering and delivering online in light of this. To create the smoothest possible online buying experience, we increased our e-commerce capabilities, added more delivery employees, and enhanced our website and app experiences.
Manager 2:  During the epidemic, online buying experienced an impressive increase, and we needed to appropriately address this change. We increased the number of orders that may be placed online and improved the fulfillment procedure. Our click-and-collect service, which enables consumers to place online orders and pick up their groceries without going inside the store, was also implemented.
Manager 3:  Yes, there has been a discernible rise in online shopping. In order to satisfy this demand, we enhanced the usability of both our website and mobile application. To accommodate additional consumers, we expanded our delivery and pick-up window times. Our top priority was safety, therefore we stepped up our security procedures in-store and urged clients to use contactless payment methods when doing their shopping in-person.
Manager 4:  During the epidemic, online shopping saw a huge increase in popularity. To counteract this trend, we made a number of changes. This included improving our website and mobile app, expanding our delivery capabilities, and launching a subscription-based service that offered clients special online shopping discounts and advantages.

	4. 
	How did pricing and marketing tactics change throughout the pandemic to take into account shifting customer preferences and prevailing economic conditions?
	Manager 1:  Pricing and marketing strategies had to change during the epidemic to account for changing consumer tastes and the state of the economy. We modified our pricing strategy as a result of realizing that consumers were becoming more sensitive to price. We gave targeted reductions and value-added promotions in addition to retaining competitive prices on necessary commodities.
Manager 2: We noticed that customers were aggressively looking for deals and promotions with extra value. In response, we added additional dynamic pricing to necessities, particularly those that were in great demand. 
Manager 3:  In my opinion, it was necessary to adapt pricing and marketing methods to account for changing consumer preferences and economic situations. We observed a greater emphasis on affordability; therefore we vigorously promoted sales and promotions with extra value. These cost-saving possibilities were highlighted in our marketing materials. Additionally, we developed reward schemes that offered unique discounts and benefits to clients.
Manager 4: As consumers' willingness to pay boosted we actively promoted special offers and discounts. Our marketing messages stressed how inexpensive our items are and how much money consumers may save by purchasing them.

	5. 
	Did you see any alterations in consumer brand loyalty during the epidemic, and if so, how did you respond?
	Manager 1:  Yes, during the epidemic, we did notice some changes in customer brand loyalty. Due to product availability or shifting preferences, some customers looked into new brands and items. We put in place loyalty programs and offered discounts as incentives for returning customers.
Manager 2: In my perspective, the pandemic did cause some changes in brand loyalty among consumers. We made investments in consumer communication and engagement to solve this. We introduced loyalty programs that gave discounts and special deals in exchange for regular purchases.
Manager 3: Yeah, during the epidemic, there were some real shifts in customer brand loyalty. In response, we improved consumer involvement and communication initiatives. We created loyalty programs to give discounts and exclusive deals to people who purchase with us frequently.
Manager 4: Oh yes, the covid-19 epidemic did cause some changes in consumer brand loyalty. We concentrated on improving our relationship with clients in order to address this. In order to understand how customers' preferences were evolving, we actively sought feedback from them. 

	6.
	How has the Covid-19 pandemic led to adaption to entirely new business strategies in meeting customer purchasing behaviour?
	Manager 1: Yes, I believe that there has been a "massive shift" in grocery purchasing patterns in the UK since the outbreak.  In order to fulfill the rising demand and guarantee the security and contentment of our clients, our business made numerous investments.
Manager 2: In my opinion, Online grocery stores give consumers new ways to buy for food and present fresh problems for our company. For instance, having to navigate through several screens when there is a huge selection could prevent consumers from making a choice. Therefore, we anticipated that ease of use would positively link to intentions to purchase groceries online.
Manager 3:  The rapid switch to online buying was one of the most obvious developments. Now, many clients who hadn't utilized our online services previously prefer to buy their items using contactless means. Due to an unexpected rise in online orders, we had to quickly expand our e-commerce capacities, expand our distribution network, and make sure every aspect of our website and mobile app were user-friendly.
Manager 4: According to me, price sensitivity is now higher, favoring discounts and promotions with extra value. The need of modifying our strategy to reflect shifting preferences and economic realities has been highlighted by these shifts in consumer preferences.
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