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1. Introduction
[bookmark: _Toc234179156]1.1 Background of the Study

The tendency of consumers to shift their focus between different retail platforms, such as physical stores, websites, and mobile apps, during a shopping journey is referred to as the channel-switching behavior. In recent times, increased demand of Consumer-Packaged Goods (CPG) is causing consumers to move from traditional bulk buying to frequent, and intent-driven daily replenishment. Such a type of behavior is dependent on the pursuit of convenience, competitive pricing or offerings, detailed product information, and even gratification. 

UK grocery retail is undergoing a rapid digital transformation with a growing e-grocery and quick-commerce penetration. UK online grocery sales are expected to rise by 19.2% per annum from 2026 to 2034, foreshadowing a surge in consumer demand for online grocery channels (IMARC, 2026). Quick-commerce has also gained significant momentum, with the market anticipated to hit about USD 4.71 billion by 2029, thanks to retailers improving their partnerships and delivery capabilities (YF, 2026). Generation Z is driving the increase in the use of quick commerce as 37% of young consumers are regularly using rapid delivery grocery services, a figure that is helping to divide and spread the UK's online grocery market (IGD, 2026).
[bookmark: _Toc234179157]1.2 Research Problem
Even as quick-commerce businesses have rapidly expanded, there are gaps in the understanding of why and in which situations online grocery shopping is preferred over in-store shopping. Between 2026 and 2031, the UK quick commerce market is expected to grow at a compound annual growth rate (CAGR) of 18.7% due to the rising demand for convenience, ultra-quick deliveries, and mobile shopping platforms (MI, 2026). The current research, however, concentrates on online grocery adoption instead of the online channel adoption determinants of consumer-packaged goods (CPG) in adopting behaviour. This represents a big research opportunity, as retailers need to better understand what triggers a switch to be able to build great customer retention and omnichannel strategies.
[bookmark: _Toc234179158]1.3 Research Aim
This research will aim to understand the factors that can influence consumers' process to switch from offline grocery shops to quick-commerce apps while shopping for CPG. The study aims to analyse the important switching drivers and offer strategic recommendations for retailers in an ever more digital retail landscape.
[bookmark: _Toc234179159]1.4 Research Objectives
· To understand the most important factors that impact consumers when switching between brick-and-mortar grocery stores and quick-commerce apps
· To investigate ways in which speed of delivery and convenience of purchase affect consumers' preference to change their purchasing channels
· To understand the impact of price incentives, loyalty programs, trust and perceived value on quick-commerce adoption
· To recommend actionable effective measures that traditional brick-and-mortar grocery retailers can take to improve their competitiveness and customer retention
[bookmark: _Toc234179160]1.5 Research Questions
· What are the compelling reasons that make consumers deviate from offline grocery retailers to fast grocery mobile apps for CPG product buying?
· What is the importance of convenience and speed of delivery on customers' channel switching behaviour?
· How important are price incentives, loyalty programmes, trust and perceived value relating to consumer switching?
· What are the recommended actionable effective measures that traditional brick-and-mortar grocery can adopt to combat switching in the quick commerce era and enhance customer retention strategies?
[bookmark: _Toc234179161]1.6 Significance of the Study
The study is relevant because it adds to the understanding of consumer channel-switching behaviour in the much-needed-to-be-understood quick-commerce sector. The increasing use of app-based grocery retail channels makes it all the more critical for research and practice to understand the motivation for digital transformation in grocery retail. Alkhiyami et al. (2025) highlighted behavioural, convenience, and accessibility limitations as key factors in channel choice. Hence, this study is a journey through the switching triggers in the CPG market related to customer retention and omnichannel strategies.
[bookmark: _Toc234179162]2. Literature Review
[bookmark: _Toc234179163]2.1 Understanding Channel-Switching Behaviour in Grocery Retailing
Channel switching behaviour is the behaviour of moving from one channel to another shopping channel due to preference fulfilment, technological advancements, and/or expectations of other services. Quick Commerce has revolutionized grocery retail in today's world and revolutionized the process of buying groceries, as it provides fast and convenient ways to buy. According to Kuppili (2025), the surveyed consumers' preference for using quick commerce platforms for their daily grocery purchases is based on factors such as accessibility and the effortlessness of shopping. The study also identified significant shifts in consumer behaviour, with urban consumers using digital grocery platforms more to purchase frequently purchased CPG.
[bookmark: _Toc234179164]2.2 Functional Drivers of Consumer Channel-Switching
One of the top reasons why consumers choose to switch from a traditional grocery store to a quick-commerce store is functional. Some of the main factors are convenience, product availability, promotional offers that make it easy to shop, and delivery speed. As revealed by Pillay (2025), service efficiency and perceived service value had a significant role on brand-switching behaviour for same-day grocery delivery service, especially for higher income consumers. Grocery shopping via apps is being promoted more because of these benefits. Similarly, Prasad et al. (2026) observed that quick-commerce platforms achieved approximately 40% faster order fulfilment than traditional e-commerce channels, enhancing customer satisfaction and encouraging repeated usage. These benefits have empowered consumers to favour solutions to buy groceries using an app.
[bookmark: _Toc234179165]2.3 Psychological Drivers, Theoretical Perspectives, and Research Gap
The attitudes of customers to change their channels are greatly influenced by psychological aspects like Trust, Perceived value, satisfaction, and Loyalty. Consumers' thinking about using quick-commerce platforms in the future may be amplified with positive experiences on their end, such as fast delivery, trust in service and product quality. Saeed and Sharma (2026) added that customers were about 18% more satisfied with the quick-commerce FMCG application as compared to conventional e-commerce applications, leading to higher levels of loyalty intentions. Although there has been increasing research into the adoption and satisfaction with quick-commerce delivery channels, insufficient studies have looked into the joint effect of functional and psychological influences on channel-switching behaviour in the CPC industry, presenting a key research gap.
[bookmark: _Toc234179166]3. Methodology
[bookmark: _Toc234179167]3.1 Research Onion Diagram
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Figure 1: Research Onion Diagram
(Source: GE, 2025)
Extremely popular and still used in business research today, Saunders' research onion is one of the most applied models available. The research onion is a structure that enables the methodological decisions made in the study and coherence throughout the study to be presented in a structured way (GE, 2025). The outer layer of the onion presents the interpretivist philosophy, and later on in the onion is the inductive research approach. The methodological approach will be secondary qualitative research, and the research approach to be used will be in the form of literature. The research design will be an exploratory type, and the analysis will favour the use of thematic analysis. Graham et al. (2025) highlighted the importance of systematic methodological structures in enhancing research transparency and credibility.
[bookmark: _heading=h.pbzpb8pxxvrt][bookmark: _Toc234179168]3.2 Research Philosophy
This study will use an interpretivist research philosophy, as the main aim here will be to understand and interpret consumers' channel-switching preferences in the context of the grocery retail environment and the adoption of quick-commerce. Using interpretivism will help to gain insight into meaning, perception, experiences and behavioural intentions in the context of available scholarly work. Such a philosophy allows looking at subjective interpretations of data, instead of the data being measurable, and is therefore very appropriate for a qualitative investigation. Denscombe (2025) stated that it has now become equally important to understand social reality in an interpretive and context-specific approach.
[bookmark: _Toc234179169]3.3 Research Approach
This study will employ an inductive approach that enables gaining insights from peer-reviewed literature and generate recurring patterns that relate to the channel switching behaviour. The use of an inductive method will allow preparation of meaningful themes and explanations to arise from the evidence collected and is not seen as a way to test predetermined hypotheses. It will be especially appropriate for the initial exploration of new retailing contexts and the changing consumption practices it entails. Susilawati et al. (2025) stated that inductive reasoning helps in knowledge construction that is through systematic examination, synthesis, and interpretation of the available evidence.
[bookmark: _Toc234179170]3.4 Research Strategy
The research strategy to be used for the investigation of the channel switching behaviour is a secondary qualitative approach wherein academic literature as well as industrial information (available over the internet) will be examined. The strategy will make it easy to gather a lot of evidence from peer-reviewed journal articles, reports, and scholarly publications in relation to grocery retailing and quick-commerce. Secondly, conducting qualitative research will be beneficial because it enables a researcher to take a look at various opinions at the same time and also save them time and resources. Qualitative methodologies do not seek to numerically measure a phenomenon, but interpret it and provide a deeper understanding of behavioural and social phenomena (Makateng and Mokala, 2025). Therefore, this strategy will be suitable for addressing the research objectives and questions.
[bookmark: _Toc234179171]3.5 Research Design
The study will use an exploratory research design for investigating the underlying factors of consumers' channel switching behaviour. Exploratory designs are expected to fit when phenomena are relatively new and/or changing quickly, with theory developing slowly. Quick commerce has presented new grocery purchasing behaviour dimensions which need to be investigated academically further. Graham et al. (2025) added that exploratory research designs can be beneficial for providing insights and exploring relationships in new research fields.
[bookmark: _Toc234179172]3.6 Data Collection method
The data sources to be used in this secondary qualitative research will be academic sources, mainly from peer-reviewed journals, academic databases, industry publications and market research sources. This research will rely on the use of updated information while obtaining required information sources from secondary (already published) literature. Relevant literature will be identified from major databases like Google Scholar ScienceDirect, Emerald Insight, Google Scholar and SpringerLink. The selection of articles to be included will be done with a predetermined search strategy using a search engine with keywords and inclusion criteria. Mokka and Makateng (2025) stated that systematic collection of secondary qualitative data serves to reassure that the sources were adequately selected, which will guarantee research credibility, transparency and consistency.
Inclusion and exclusion criteria
Reliance on the use of secondary data will include studies that are directly related to channel-switching behaviour and grocery retail, quick-commerce adoption, consumer behaviour, and digital retail transformation. Only peer-reviewed articles published in journals, academic books, and conference papers will be considered, and within the timeframe of 2020-2026. Sources that are published in languages other than English or are not available with free access over the internet will be excluded. 
[bookmark: _Toc234179173]3.7 Data Analysis
Collected literature will be analysed in thematic analysis that will make it possible to identify, categorise, and interpret emerging patterns across studies. The thematic analysis process will include familiarisation with the literature, coding important findings, initial development of themes, theme review of theme relationships and refinement of the preliminary and final themes. Thematic analysis approach is a type of qualitative approach commonly used in qualitative research, which allows systematic interpretation of complex data sets. Thematic analysis helps to structure qualitative evidence into new categories that contribute to the understanding of the research phenomenon (Susilawati et al. 2025).
[bookmark: _Toc234179174]3.8 Ethical Considerations
The study being only secondary, the issues of participants' consent and confidentiality do not arise. However, there is an expected ethical responsibility involved, which includes accurate citation, acknowledging the original authors, and not engaging in plagiarism. According to Denscombe (2025), ethical research practice does not stop after collecting data but goes to transparency, accountability and respecting someone's intellectual contributions. As a result, all the sources cited in this study will be duly cited, ed and all findings reported objectively to ensure academic integrity and adhere to accepted research ethics requirements.
[bookmark: _Toc234179175]4. Expected Findings
The key findings of the study are believed to be convenience, quick delivery, promotional offers, trust and perceived value, which are assumed to be the main drivers causing consumers to shift from offline grocery stores to the quick-commerce apps. People will strongly prefer channels that save effort and will deliver fulfilment directly. Cunningham et al. (2025) proposed that if superior service value and convenience actions are experienced consistently, then omnichannel channel migration can be a long-term consumer behaviour change.
[bookmark: _Toc234179176]5. Limitations
Some constraints of secondary qualitative research may apply to the study. The results will be influenced by the availability, quality, and scope of literature to limit the depth of analysis in some areas. Additionally, geographical differences and customer and store specifications in the studied papers can impact generalisability. Ramolobeli and Nel (2026) showed that there are significant differences in consumers' reactions to grocery retail services based on different service formats and preferences.
[bookmark: _Toc234179177]6. Timeframe
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Figure 2: Gantt Chart Framework
(Source: Self-Developed)
The timeframe provides a framework of steps to be taken over the six months to carry out the research project. The first step is to finalise the proposal, and through an in-depth literature search, the next step is the development of the research design and pilot testing of the questionnaire. Data collection will take place in the mid-phases of the project, and then data will be cleaned, prepared and analysed. The final stages involve interpretation of findings, discussion and recommendations, dissertation write-up and final review and formatting for submission. This timeline will help to maintain continuity and orderly movement in the research process during the time frame.
[bookmark: _Toc234179178]7. Conclusion
This proposal aims to find out which are the factors that affect the channel switching behaviour of consumers from traditional grocery stores to quick commerce apps in the CPG sector. The secondary qualitative method investigates the functional and psychological aspects to provide a foundation for an important gap in the literature. Insights and recommendations in the study will be used to help retailers plan effective customer retention and omnichannel strategies.
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6. TIMEFRAME — GANTT CHART

The proposed research is expected to be completed within 6 months. The key activities and their timelines are presented below.

- Duration
Activity
(Weeks)
1. Proposal Finalization
& Approval
2. Literature Review 6
3. Research Design & 3
Instrument Development
4. Pilot Testing of
= = 1
Questionnaire
5. Data Collection 4
6. Data Cleaning &
2
Preparation
7. Data Analysis 3
8. Findings, Discussion &
. 3
Recommendations |
9. Conclusion & Final Writing 3
10. Review, Formatting &
%, 1
Submission

M Proposal &Review [l Design & Preparation [ Pilot Testing [l Data Collection [l DataPreparation [l Data Analysis [ Reporting Ml Final Writing [l Submission

Note: The timeline is indicative and may be adjusted based on progress and access to data.
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