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Abstract

Article info

Internet purchases are no longer a new form of purchase, but
they are successfully complementing conventional product
sales channels. This study aims to understand factors, such as:
product performance risk, distance, trust and risk reduction that
affect consumer’s intention to buy food products online. The
following data was collected through a structured questionnaire.
Confirmatory Factor Analysis was used to develop measures
and Structural Equation Modelling was used to test hypotheses.
The results show that trust and risk reduction have a positive
effect on the consumers’ intention to buy food products online.
Product performance risk has a negative effect on the intention
to buy food products online, meanwhile distance does not show
any significance on their intention to buy food products online.
These findings provide significant insights into what limits
consumers to consider the online channel as a complementary
alternative of shopping for food products.
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Introduction

The development of online channels has been elaborated for most of food
products, but they are still at the bottom of the list in consumer preferences
for online purchases. Many scholars have pointed out the slower adaptation
of this channel for food products (Olumekor et al., 2024). Focusing on
evaluating the factors that demotivate intention of consumers to buy food
products online is an issue that attracts research interest.

Due to the increase in internet usage and its invasiveness and impact, the
number of people shopping online food products has proliferated (Nwaizugbo
& Ifeanyichukwu, 2016; Redman, 2020; Chang & Meyerhoefer, 2021).
Despite the growing popularity of online sales, the online distribution of
brick-and-mortar groceries is still very high (Seidel, 2021). The coexistence
of both forms of sales deserves attention to identify the factors that drive the
choice of one channel over another.

Purchases of online food products in terms of factor’s impact, have
identified components such as the access they can create for elderly or
disabled consumers (Kvalsvik, 2022), the promotion of healthy eating habits
after the presence of the consumer in the store created impulse purchases
from contact with the product (Pitts et al., 2018), food access faced by low-
income families, distance from physical stores (Trude et al., 2022), the
impact of income and prices on the frequency of online food purchases
(Olumekor et al., 2024). A second group of researchers has studied
consumer’s factors such as the impact of social or subjective norms, trust and
perceived risk, previous shopping experiences, attitude, perceived usefulness
(Gruntkowski & Martinez, 2022; Frank & Peschel, 2020). From these results,
it can be noted that there were some inconsistencies in the results.

Several authors have studied online behavior for food products from the
perspective of consumer motivation (Geuens et al., 2003; Roberts et al., 2003;
Rohm & Swaminathan, 2004; Chen er al., 2020; Pena-Garcia et al., 2020).
Most studies list the factors that encourage consumers buying online food
products over those that inhibit their behavior toward online channels. Harris
et al. (2017), emphasize that the disadvantages of a channel can motivate the
development or maintenance of consumer behavior over another distribution
channel.

The aim of this study is to identify the factors which influence the
consumer not to buy food products online. Selected factors are identified as:
product performance risk as the inability to physically control the product
attributes, risk reduction as the efforts of sellers and buyers to increase the
security of online purchases, distance as distance perception between the
consumer’s residence and the place of purchase, and trust as the buyer’s
trustworthiness in the seller. The data was collected in Tirana, the capital
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of Albania, with the purpose of identifying consumer trends for online
purchases of food products. The study applied Structural Equation Modeling
(SEM) to measure the relationship between factors and hypothesis testing
(Mehmeti et al., 2021).

Regarding e-commerce, the Albanian market is expected to reach 1.18
million users by 2027, with user penetration up to 42.1% by 2027 (Statista,
2023). According to Lone et al. (2022), 38% of the Albanian population has
experience in online shopping mainly in clothes and electronic products.
Meanwhile, in terms of food products, the use of the online channel for this
product category still remains negligible. According to Luga et al. (2022), the
purchase of food products online in Albania is very low. Only 8.6% of the
population has had experience of online shopping for food products which
was driven by the COVID-19 pandemic lockdown.

This paper attempts to use the insights from the Theory of Reasoned
Action (TRA), known as the Theory of Planned Behavior (TPB) to identify
the impact of the factors selected as inhibitors of online shopping. The use of
TPB is a successfully applied in the evaluation of consumer behavior even in
the case of online shopping. (Bauerova et al., 2023).

The novelty of this study, in the theoretical aspect, is related to the
inclusion of the distance factor in the theoretical framework. In the authors’
knowledge, distance is an understudied factor and this paper aims to bring
some insights about its impact on online channel adoption. Distance is
analyzed as a perception and accessibility of physical markets from the
consumer’s residence. The short distance and easy accessibility affects the
consumer perception of online shopping. Some authors (Sueland & Polak,
2018; Wieland, 2021) have studied the influence of the location of the
stores in the perspective of using multiple channels simultaneously or using
different purchase alternatives within the same purchase process such as “buy
online pick up in store” known as “click and collect”.

Another new contribution is the inclusion of product performance risk.
From the literature the focus on the perception of risk is studied as a general
concept, not paying attention to the perception of risk for the performance of
the product itself primarily in the case of food products where the physical
characteristics of the product are predominant in the consumer choice.

Also, this paper contributes to filling an existing gap in the study of online
food purchases, and especially in online consumer behavior in developing
countries.

In situations where 27 supermarkets in Tirana offers food products through
multiple channels (Luga et al., 2022), this paper will provide knowledge
for food retailers on investments in new marketing channels such as the
online one, improving their planning marketing strategies in relation to the
customer’s satisfaction.
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This paper is structured as follows. Section one reviews the literature on
factors that influence consumer’s intention to buy food products online, also
in this section the study hypotheses are presented. Section two describes
the materials and methods, while section three provides the results and
discussion of this study. The paper ends with conclusion in section four.

1. Literature review on factors that influence the intention to buy food
products online

From the perspective of consumer behavior, the literature offers different
views on the evaluation of consumer intention toward online shopping for
products in general and food products in particular. Although in the literature
we find references to motivating factors (convenience in various types such
as access, search, evaluation, transaction and possession convenience, time
saving, no travel cost) (Farag et al., 2007; Shi et al., 2019; Hanus, 2016),
however, some factors that prevent the consumer from adopting such a form
of purchasing products can still be observed. According to Font-i-Furnols
& Guerrero (2014) the consumer experiences uncertainty on how to act or
behave from online shopping.

Some insights from TPB and the factors that affect online consumer behavior
toward food products

To analyze the factors that influence the intention of the consumer to buy
food products online we rely on some insights from the TPB. TPB, started
as the TRA in 1980, claims that intentions are a fundamental antecedent
of actual behavior (Ajzen, 1991). TPB has been used constantly to adopt
attitude-behavior relationship models to explain online purchases through
consumer attitudes, subjective norms and beliefs (Bauerovd et al., 2023). In
this regard we propose to analyze product performance risk, risk reduction,
distance and trust as factors that prevent consumer intention to buy food
products online as consumer beliefs and attitudes. The construct between
consumer behavior and buying intention is important for consumer research
(Ghalandari & Norouzi, 2012). Regarding food products, purchase intention
can be affected by several elements including product distribution channels
(Curvelo et al., 2018).

There is a uniformity of opinion about the factors that prevent online
shopping for food products. Some authors focus on the analysis of the types
of factors in a holistic approach such as Sivanesan et al., (2017) who lists
them as trust, reputation and services provided from the seller, consumer
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experience, and lack of product information. Other authors analyze certain
factors in detail. Gomes & Lopes (2022) reach the conclusion that consumers
do not easily adapt to online shopping because they want to choose their own
food to get the best quality and freshness, they want to experience satisfaction
from their shopping experience in brick-and-mortar shops (Gomes & Lopes,
2022). As a matter of lifestyle many consumers see shopping in stores as an
opportunity to spend time together (Hanus, 2016). Most consumers are not
ready to buy food products online due to the inability to physically check
the quality of the products especially regarding fresh food products (Sharma,
2015). They want to avoid the risk such as product risk, time risk, secure
information risk and seller fraud risk (Ngyen et al., 2021).

This paper is focused on the evaluation of consumer intention towards
online purchases of food products under the influence of four factors such as:
product performance risk, risk reduction, distance and trust.

Product performance risk

Willett (2016) defines risk as the uncertainty of loss, or risk that denotes
the possibility of loss. Consumer behavior and intention to shop online
depends primarily on the perceived features of online shopping and on the
perceived risk associated with online purchase (Machado, 2006). According
to Li et al. (2020), risk perception is an essential factor that affects how
individuals assess risk, make decisions and their behavior. The degree of
risk perception affects the intention to buy food products online (Ngyen
et al., 2021) and depends on the level of consumer involvement in online
buying behavior. This higher involvement will result in a greater awareness
of possible negative consequences with an impact on consumer buying online
products (Mehmeti & Luga, 2021).

There are several papers related to the significant impact of perceived
risk and more specifically product performance risk on consumers’ online
shopping attitudes, which negatively affect their purchasing behavior (Zhang
& Yu, 2020; Nguyen et al., 2021). Perceived risk is considered in a subjective
prediction of consumer behavior (Peter & Ryan, 1976), while it is affirmed
that when the consumer experiences a high level of risk perception, they tend
to avoid a purchase (Mitchell, 1995).

Among all types of risk, the risk of product performance mostly
affects the consumer’s perception in purchasing the product online (Kim
& Forsythe, 2008; Kim & Lennon, 2008) and in online environment
it appears to be more present due to the fear that the product does not
function or perform as expected (Almousa, 2011), or because the lack of
accurate product examination (Cases, 2002; Tan, 1999). For food products,
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the examination relies on the sensory characteristics such as appearance,
freshness, taste, color, smell. Prescott er al. (2002), pointed out that food
safety and health, convenience, sensory characteristics, quality, price are
important determinants affecting consumer purchase of food. This leads to
the fact that sensorial characteristics are essential motivating factors that
drive consumers towards purchasing and consuming food products and they
play a pivotal role in consumer perception, purchase decision, consumption
and satisfaction towards foods (Wang et al., 2015; Braghieri et al., 2016;
Tan et al., 2017; Imtiyaz et al., 2021). Most consumers are not willing to
buy food products online because they are not able to physically check the
quality of products, especially fresh products (Sam & Sharma, 2015) and
some consumers prefer to interact directly with products and people while
shopping (Van Droogenbroeck & Van Hove, 2017). Based on these findings,
we propose the following hypothesis:

H1: Product performance risk negatively affect the consumers’ intention to
buy food products online.

Risk Reduction

Due to the risk perception, consumers rely on risk reduction strategies
(Chu et al., 2014). Fear of taking risks by users will increase their
expectations of negative results and reducing intentions to behave. Consumers
develop beliefs toward risk reduction strategies and purchase intention (Chu
et al., 2014). It was analyzed that beliefs are demonstrated as self-efficacy and
response efficacy respectively as one’s confidence to perform a recommended
behavior and behavior’s perceived value (Thrasher et al., 2016). While
efficacy belief is powerful in predicting behavior (Hichang, 2010).

According to Vos (2014) there are several risk mitigation strategies which
include access control policies, physical security and remote access policies
and methodologies.

Sensitivity to risk perception has led early in the literature to find that
consumers may gather information from formal and informal sources, use
brand image/reputation or price as a quality guide, or shop only in stores
with a good image (Akaah & Korgaonkar, 1988). This was also supported as
well by Mitchell & McGolddrick (1996) that assume that the risk reduction
strategies include consulting with family or friends, past experiences,
warranty, price information, consulting a salesperson, buying known brands,
and obtaining information from advertisements.

Marketers have used tools such as money-back guarantees, warranties,
and free trials to influence consumers’ risk perception (Schiffman & Kanuk,
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1987) and the consumer tries to find instruments to avoid the risk and create
more security (Imtiyaz et al., 2021).

Roselius (1971) identifies risk reduction strategies focusing in money- back
guarantees, the image of brand or store, self-experience, word of mouth or
relying on expensive models. The opinion of other consumers, a retailer with
an established reputation, a well-established brand name, and a money-back
guarantee is effective in reducing risk perception of consumers in online
shopping (Tan, 1999).

The literature suggests risk reduction strategies related to purchasing
products online, not specifically focused on food products. Several authors
have investigated consumer attitudes towards food fraud (Liu & Niyongira,
2017; Zhu et al., 2017; Kendall et al., 2019) as the concept of the deliberate
changes of food ingredients or its packaging for economic benefits (Spink &
Moyer, 2011). Although Kendall et al., (2019) studied ways to mitigate the
perceived risk of food fraud, but they did not consider the online channels of
purchasing the product.

In online shopping literature the concept of sensory marketing, which
is defined as: “marketing that engages the senses of consumers and affects
their perception, judgment and behavior” Krishna (2012), affects the
attitude and purchasing behavior of consumers towards products (Hamacher
& Buchkremer, 2022). According to Hamacher (2022) companies in the
food industry should engage in the application of online sensory marketing
index to increase the multisensory engagement of consumers from food
product presentation websites on the internet. This would improve consumer
perception for food products and providing a solution to the consumer’s
multisensory appeal. Based on these findings, we propose the following
hypothesis:

H2: Risk reduction alternatives positively affect the intention of consumers
to buy food products online.

Distance

Another factor that will predict consumer intention to buy product
online is the distance, described as spatial shopping behavior, part of
retail geography that attempts to analyze the drivers of consumer store
choice (Timmermans, 1993). These theories try to explain consumer choice
which develops favorable attitudes for short distances while long distances
tend to be underestimated by consumers (Timmermans, 1993; Marjanen,
2001; Wieland, 2021). The distance between places is subjective and create
perception depending on the degree of familiarity with the points of origin
and destination. The development of a spatial image is a person’s model
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of objective reality (Marjanen, 2001). The physical surroundings (distance
to store, access to grocery websites, crowdedness, weather, and in-store
environment) are divided into geographical and institutional locations, in
which the consumer choice occurs (Kvalsvik, 2022).

The access to food is an important factor that influences consumer
behavior towards food, food safety and diversity of consumer choice
(Kvalsvik, 2022). Food access refers to the location of the facility from which
the consumer obtains food (e.g., food stores) and the ease of getting to that
location (Caspi et al., 2012).

From 1970, geographical studies of shopping products questioned
the classical theory of the central place. The theory states that shoppers
will visit the nearest retail center that provides them with the goods or
services. Shopping is indeed a complex process which provides much wider
assortments of products. The consumer can buy in local stores or in malls.
The mall attracts consumers from a large distance. This behavior that seems
to be irrational expresses the individual’s need for uniqueness (Marjanen,
2001). The low number and small concentration of stores and supermarkets
increase the time spent by consumers to secure food products.

The traditional theory of retail location has not been included in the
analysis the development of online purchases (Reigadinha et al., 2017).
Online shopping offers the customer many options for choosing products
and services, as well as the opportunity to compare them with other sellers
(Sivanesan, 2017). It has been found that the likelihood of consumers
engaging in online shopping is related to travel effort to reach physical stores
(the less effort, the more physical stores are preferred) and delivery effort
(Wieland, 2021).

It also seems that consumers who work and those who are at home spend
the same amount of time, but change in the frequency of purchase and the
possibility of having fresh products (Hamrick & Hopkins, 2012). The impact
of residential environment and shop accessibility varies for the different
stages of the internet shopping process and for the type of product (Farag et
al., 2006).

According to Kvalsvik (2022) the distance from the nearest store triggers
the consumer towards choosing online grocery shopping, but without having
any experiences yet. Increased distance from stores means that consumers are
more likely to choose online food shopping.

The association of spatial accessibility assessment with the low tendency
to buy food products online has been confirmed by (Chocarro et al., 2013;
Clarke et al., 2015; Zhai et al., 2017, Zhen et al., 2018). Schmid & Axhausen
(2019) also showed the relationship between travel time and the likelihood
of making a purchase in-store and the time of order arrival with online
shopping. These authors also take into consideration the simultaneous
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influence of factors such as the risks of online shopping, which influenced
the development of a subjective attitude of the consumer. Based on these
findings, we propose the following hypothesis:

H3: The long distance of food stores from the place of residence positively
affect the intention of consumers to buy food products online.

Trust

In the context of online shopping, trust is seen as a factor that directly
influences and contributes to the formation of consumer attitudes, because
the consumer is unable to protect himself from the power of the seller in
the online space (Gefen, 2003). Online trust is “an attitude of confident
expectation in an online risk situation that one’s vulnerabilities will not
be exploited.” (Stewart, 1999). Trust in general but also trust in online
transactions, implying the degree to which one can trust the promises made
by others, encourages consumers to use the seller’s value as a precursor to
their future actions to create trust (Tang, 2021). Trust can be conceptualized
as the degree to which one can trust and rely on promises made by others
(De Fine Licht, & Briilde, 2021). In this way, it can be conceptualized as
the attitude to which the extent to which the individual creates a favorable
or unfavorable evaluation of the behavior of interest affects the propensity to
buy online (Tang, 2021).

Early in literature it was underlined that the consumer creates trust in the
form of feeling or expectation about the intention, integrity or competence
of the trading partner (Moorman et al., 1992). It also reinforced by Li et al.,
(2021) who stated that the trust in actors of the food chain is influenced by
the beliefs of consumers about the trustworthily of these actors.

D’Alessandro et al. (2012), interpreted trust as the buyer’s confidence to
buy online, buyers’ expectations of the reliability and integrity of the seller’s
promises based on online sellers’ guarantees. According to Karpik (2010)
the problem that the consumer faces in relation to trust is not only against
the seller but also the quality of the product offered. The risk of seller fraud
worries buyers about the trustworthiness of online sellers. This is related
to the fact that product information does not reflect its actual quality and
the difficulty of finding a place to resolve disputes that arise during online
purchases. Salespeople may provide false promotional information, or will
not fulfill their customer service promises (McCorkle, 1990).

Kendall et al. (2019) and Psomiadis (2021) argue that consumers perceive
food fraud as a risk to food safety. The risk of food safety and fraud depends
in part on whether purchasing and quality control mechanisms are controlled
by suppliers. Without touching the product, people hesitate to buy from
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online stores (Daroch et al., 2020) which increases the role of trust in the
relationship between the consumer and the sellers.

Grocery shoppers prefer to visit stores in person due to distrust in online
channels (Gomes & Lopes, 2022). Lack of trust is also related to the fact that
consumers are reluctant to provide their personal data, as they believe that
online shopping is riskier than traditional shopping. Based on these findings,
we propose the following hypothesis:

H4: Trust in the seller positively affect the intention of consumers to buy
food products online.

The proposed conceptual framework with research hypotheses directions

are presented in Figure 1. Also, in the model two control variables were
introduced: age and education level.

Figure 1 - Conceptual framework of the study

Product
Performance Risk

Risk Reduction Intention to buy food
products online
Distance
H3+
Controls:
H4+ Age
Trust Education Level

2. Materials and methods
Data Collection and sample characteristics

Data was collected during 2023 in Tirana, the capital city of Albania, via
a questionnaire with close-ended questions. Tirana was selected because it
represents the region with the largest and most heterogeneous population in
terms of age, education, lifestyle, and income (Luga et al., 2022).

The questionnaire was divided into four sections. The first section
was designed to collect general information of consumers such as: socio-
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demographic characteristics, use of the internet, time spent on the internet,
social networks used, self-assessment of skills for using information
technology etc. The second section of the questionnaire was designed to
gather data regarding the purchasing pattern for food products, especially the
place of purchase, the frequency and time spent to reach the store. The third
part of the questionnaire was framed to gather information about consumers’
online shopping experience. The questions focused on discovering the
products purchased most often through online channels and the reason for
not using online shopping for food products. The last section addressed the
assessment of the factors that influence the intention of consumers to buy
food products online, using a five-point Likert scale ranging from 1 (strongly
disagree) to 5 (strongly agree). The reason why this type of question was used
is related to the fact that they provide the highest certainty that the answers
correctly reflect the opinion of the respondent (Burns & Bush, 2002; Wong,
1999; Zikmund, 2000). As for the scale used for these questions, there are
no special rules, but various researchers emphasize that in order to get the
respondents’ opinion more accurately, the scale should be from five to seven
(Aaker et al., 2000; Malhotra, 1999).

A total of 473 questionnaires were completed with the consumers which
were randomly selected and interviewed. The face-to-face method was used
for data collection. Of these, 250 questionnaires were filtered to those who
had experience in online shopping, but not in online food shopping. In order
to do this, the questionnaire began with a dichotomous variable, asking
the respondent whether they had previously purchased products online.
The questionnaire is then followed by another dichotomous variable asking
respondents if they had previously made an online food purchase. From this
group, only those who are not involved in the online food purchase were
selected for the study. This distinction is made to avoid the bias of lack of
experience with online shopping. Then, the collected data were processed
through SPSS and AMOS software.

Table 1 shows a summary of the socio-demographic characteristics of the
sample. The participants comprised of 69.9% females and 30.4% males with
ages ranging from 18-65 years (average age 30.37 years). Food shopping
has been considered in many studies as the domain of women, despite
the agreement on the changes in the role of gender in family purchases
(Mortimer, 2011). Regarding age, the 26-35 years’ group had the largest
number of respondents 36.8%, followed by the under 25 years old group with
25.6%. Overall, 76.4%, had undertaken undergraduate education.
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Table 1 - Socio-demographic characteristics of the sample

Socio-Demographic  Groups Number of Number of
Characteristics Participants Participants
Gender Male 76 30.4%
Female 174 69.6%
Total 250 100.0%
Age (years) <25 64 25.6%
26-35 92 36.8%
36-45 47 18.8%
46-55 30 12.0%
>55 17 6.8%
Total 250 100.0%
Education Level Primary education 9 3.6%
Secondary education 50 20.0%
University 95 38.0%
Master Degree 96 38.4%
Total 250 100.0%

Measurement development

Before testing the hypotheses, measurement reliability and validity were
evaluated. Cronbach’s a provided strong evidence of measurement reliability.
According to Nunnally (1981) the minimum acceptable value for o is 0.70.
The results of Exploratory Factor Analysis (EFA) (see Table Al in the
Appendix A) shows that each construct has Cronbach’s o greater than the
suggested threshold value of 0.70, giving evidence of constructs reliability.
Also, it is shown that each of the factor loadings are grouped under one factor
in values greater than 0.40 (Stevens, 2002) providing evidence of constructs
convergent validity.

EFA generated 5 factors by using principal components analysis,
accounting for 71.6% of the total variance. KMO test of sampling adequacy
(.801) and Barlett’s test of sphericity (y* = 3735977, df = 253, p = .000)
confirm the appropriateness of the factor analysis (Field, 2009).

Following the results of EFA, Confirmatory Factor Analysis (CFA) was
performed in AMOS. The result showed that the model has a good level of
goodness of fit (Chi-square = 291.696; df = 211; p=.000; CMIN/DF = 1.382;
CFI = 0.978, RMSEA = 0.039; TLI = 0.973).
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Composite reliability (CR) was used to analyze the reliability. According to
Bagozzi et al. (1991), the minimum CR value should be 0.6. Table 2, shows
that reliability is achieved, given that each construct has CR greater than the
suggested threshold value.

Convergent validity will be analyzed through Average Variance Extracted
(AVE), as much more conservative measure of convergent validity than CR
(Malhotra & Dash, 2011). Table 2 shows that each construct has an AVE
greater than the suggested threshold value of 0.5 (Hair et al., 2010), therefore
the constructs meet the condition of convergent validity.

Regarding discriminant validity, Hair et al. (2010), suggests that the three
threshold values to prove discriminant validity are: a) AVE > MSV, b) AVE >
ASYV, ¢) square root of AVE greater than correlations inter-constructive. As it
is showed in Table 2, the threshold values are reached, the constructs fulfill
the condition of discriminant validity.

3. Results and discussion

Given the good fit of the structural model, (Chi-square = 335.761; df =
248; p = .000; CMIN/DF = 1.354; CFI = 0.976, RMSEA = 0.038; TLI =
0.971), the hypotheses were evaluated by analyzing the structural coefficients
presented in Table 3.

Hypothesis one (H1) regarding Product Performance Risk is supported.
The result shows that Product Performance Risk negatively affects the
intention to buy food products online. This is consistent with the literature
which suggests that Product Performance Risk drive consumers to not buy
food products online. The perceived risk of online shopping is assessed
as a loss and perceived subjectively by consumers (Zhang & Yu, 2020).
Also Product Performance Risk is perceived differently by consumers who
buy beyond physical stores (Ngyen et al., 2021). Most studies in the field
of consumer behavior in terms of online shopping accept that the risk of
product performance affects the consumer’s intention to buy online. The
customers believe that since they cannot have physical contact with the
product they tend to perceive high level of risk. This is in the same line with
Li et al., (2020) who states that products bought online do not guarantee the
consumer their origins and this is also reinforced by negative experiences
with perceived risk and food safety.

Hypotheses two (H2) on Risk Reduction has a significant positive effect
on intention to buy online food products. Based on the analyses, the results
indicate that the alternatives of risk reduction seem to positively affect the
intention to buy online food products. A risk reduction is an instrument or
action, initiated by the buyer or seller, to relieve risk perception which have
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been widely accepted by many authors as being endorsement, brand loyalty,
major brand image, private testing, store image, free sample, money-back
guarantee, government testing, shopping, expensive model, word of mouth
(Roselius, 1971). The responders affirmed that these instruments encourage
them to buy food products online. This is in line with several authors in
literature. The use of brand trust as risk aversion is identified by Ha (2004);
Matzler (2008); Konuk (2018). Good online experience, security, word-of-
mouth, quality of information and privacy are identified as risk relievers
(Ha, 2004). The application of the Online Sensory Marketing Index (OSMI)
concept is used as an instrument that can improve the communication of the
retailer to improve the communication with the online consumer regardless of
the limitation of the application of this index in the case of the sale of food
products (Hamacher, 2022).

Hypotheses three (H3) regarding Distance is not supported, this factors
have an insignificant effect on intention to buy food products online. The
result can be explained by the fact that consumers despite the distances, want
to choose the product themselves. According to Monsuwé et al. (2004), in
spite of the consumers’ positive attitude toward shopping on the internet, the
physical proximity of a traditional store that sells the same products available
online, can lead consumers to shop in the brick and mortar.

The results of the study (Wieland, 2021) show that online shopping in food
retailing slightly supports the distance effect compared to other products.
This is supported by Marjanen (2001) who states that still in-store grocery
shopping is preferable to online shopping because consumers increasingly
associate shopping with their other activities, and this further reduces the
explanatory power of distance per se in store choice patterns. This result
can be explained as well as the daily lifestyle. Hansen (2005) showed that
shoppers of grocery products in brick-and-mortar stores consider online
grocery shopping to be less compatible with their daily lives. This is also
reinforced by Dudziak et al. (2023), who underlines the fact that consumers
shop at the nearest store when factors such as price and availability are kept
unchanged. This model is seen as more convenient for consumers. Since food
purchases are considered impulse purchases, interaction with environmental
stimuli plays a major role in choice (Belk, 1975). Sounds, aromas, sight serve
as stimulants that increase the desire to buy products (Kwan, 2016). The
influence of lifestyle on consumer purchasing behavior has also been proven
by Fatmawati (2020).

The result of the fourth hypothesis (H4) shows that Trust has a significant
positive effect on intention to buy online food products. The respondents
clearly state that they experience uncertainty as to whether the seller picks
their products, whether he respects the rules of hygiene, or whether he is
scrupulous with the weight of the products. Our results are in line with Xiao
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et al. (2015), that state that a consumer’s trust in vendor positively affects the
consumer’s intention to purchase online food. These results are reinforced
by Daroch et al. (2020), that state that lack of trust leads some people to
hesitation to use online shopping and they believe that online shopping is
riskier than traditional shopping. An online retailer must pay attention to
product quality, variety, design and brands they are offering to generate
consumer trust. This is supported by Wu et al. (2021), who states that food
system actors are responsible for building consumer trust.

Online retailers feel that there are still many challenges in the transition
from a traditional store to an online one (Sarkovskd & Chytkova, 2019).
Retailers’ knowledge should help them to understand the differences between
online and brick-and-mortar customer motivations to achieve their goal
(Seidel, 2021).

Referring to Table 3, of the two control variables used in this model,
only education level has a significant effect on intention to buy online
food products, while age does not significantly affect intention to buy food
products online.

4. Conclusion

Consumer behavior towards online purchases is undergoing rapid changes,
also accelerated by the widespread use of technology and the internet. Buying
food products online attracts discussions because buying through the internet
is one of the most dynamically developing forms of trade (Ramus & Nielsen,
2005).

Food purchases include many types of products and consumers develop
different behaviors and attitudes towards them (Hanus, 2016). The study of
online shopping channels for food products is less studied than that for other
products, such as clothing or electronic devices. Previous studies focusing
on food products have taken into consideration the motivating factors that
lead consumers to use online shopping channels. There are also some works
focused on the limiting factors of online purchases, but there seems to be
a gap in analyzing factors such as the perception of distance in the use of
online channels for food products with some exceptions that focus on the
purchase of shelf-life products.

This study revealed that product performance risk limits the consumer
to engage in online shopping of food products. This result has a greater
importance knowing that the consumer is concerned about quality and
healthy food. In recent years, concerns for a quality and safe product has
been an important driver for consumers (Imtiyaz et al., 2021). Different
researchers have proven that nutritional quality attributes positively influence
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the purchase intention, consumption and consumer satisfaction. Product
features and complexity seem to be negatively related to online shopping (Lu
et al., 2021). The need to experience contact with the product, especially with
the food product that is categorized as an impulse purchase is driven by the
interactivity with the market and the retailers. The choice of offline products
over online ones is closely related to the lack of trust in the provision of
fresh products and their quality. The experience of touching and solving food
products, which is missing in online shopping, discourages consumers from
using this form of channel. Also, the lack of variety in choices experienced
by the consumer in online shopping drives them away from these forms of
product insurance.

Whereas risk reduction results as an incentive factor for online shopping.
This means that consumers look for reliable strategies to mitigate the risk
to show a clear intention to buy online. Investment by retailers could help
drive consumer awareness, propensity to consider online food shopping, and
subsequent online purchase execution. The few experiences that are noticed
in this market are related to consumers who buy a very limited number of
food products online such as bottled water and with low frequency. These
experiences can be used to start a communication to increase the online
shopping food basket.

The results of the study show that the perception of the distance to the
place of purchase of food products does not affect the intention to buy online.
This will require further studies on the influence of lifestyle, the need for
greater interaction of the buyer with the product and the seller, as well as in
some cases the price differentiation between purchase channels.

The fourth factor studied, which was trust in retailers, has a positive effect
on the intention to buy online. Consumers build a complementarity of trust in
products and trust in sellers. The retailer’s reputation and experience can be
seen as predictors of future consumer behavior towards the online channel.

Online shopping in food retail is seen as a potential alternative for the
future, but in developing countries it exists as a complementary alternative
alongside physical stores.

This study provides several academic contributions. The first is the
contribution to the literature on online consumer behavior for food
products. This topic, from a consumer perspective, has been less explored
in developing countries. The second contribution focuses on the factors
that prevent consumers from shopping online for food products, offering
faster interventions by retailers to increase consumer satisfaction. The third
contribution is the result obtained from the combination of factors such as:
product performance risk, which in the case of food products is the main
driver of perception; risk reduction; distance and trust in the seller.
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As managerial implications, the results can help strategic marketing
managers focus on how they should analyze the consumer decision-
making process in order to find and implement techniques that increase
interactivity with the customer, building reverse channels in the case of an
unsatisfied customer. To address the need for sensory appeal, retailers should
enhance information by emphasizing natural appearance and product origin
information for food products. Evidence from this paper related to consumer
trust also shows the importance of improving online platforms in terms of
ease of use and security of data. To build trust and reduce the perception of
product risk, retailers should offer real images of the food products they sell.

Easy access to a large number of stores selling food products make the
factor of distance unimportant to the consumer. However, more research
is required to further understand consumer needs because the online food
channels have been adopted less by consumers.

Regardless of the obtained results, a limitation of the study is the
generalization of the research object to food products as a whole. Conducting
the study of specific categories of food products can contribute to more
accurate results.

Therefore, future research can investigate the online consumer behavior
of different generations of consumers with different lifestyles, towards the
tendency to adapt to technology and online shopping, as well as focusing on
consumer segmentation for online food products.

References

Aaker, A., Kumar, V.D., & George, S. (2000). Marketing research. New York: John
Wiley and Sons, Inc.

Ajzen, 1. (1991). The theory of planned behavior. Organizational behavior and
human decision processes, 50(2), 179-211.

Almousa, M. (2011). Perceived Risk in Apparel Online Shopping: A Multi-
Dimensional Perspective. Canadian Social Science, 7, 23-31.

Bagozzi, R.P, Yi, Y., & Phillips, L.W. (1991). Assessing construct validity in
organizational research. Administrative Science Quarterly, 36, 421-458.

Bauerovd, R., Starzycznd, H., & Zapletalovd S. (2023). Who Are Online Grocery
Shoppers? Marketing and Trade, 26(1),186-205.

Belk, RW. (1975). Situational Variables and Consumer Behavior. Journal of
Consumer Research, 2, 157-164.

Braghieri, A., Piazzolla, N., Carlucci, A., Bragaglio, A., & Napolitano, F. (2016).
Sensory properties, consumer liking and choice determinants of Lucanian dry
cured sausages. Meat Science, 111, 122-129.

Burns, A.C. & Bush, R.F. (2002). Marketing research: Online research applications
(4th ed.). Prentice Hall, New Jersey.

73
Copyright © FrancoAngeli
This work is released under Creative Commons Attribution - Non-Commercial —
No Derivatives License. For terms and conditions of usage please see: http://creativecommons.org



Eda Luga, Gentjan Mehmeti

Cases, A.S. (2002). Perceived risk and risk-reduction strategies in Internet shopping.
The International Review of Retail, Distribution and Consumer Research, 12(4),
375-394.

Caspi, C.E., Sorensen, G., Subramanian, S., & Kawachi, I. (2012). The local food
environment and diet: a systematic review. Health Place, 18(5), 1172-1187.

Chang, H.H., & Meyerhoefer, C.D. (2021). COVID-19 and the Demand for Online
Food Shopping Services: Empirical Evidence from Taiwan. American Journal of
Agricultural Economics, 103, 448-465.

Chen, H.Sh., Liang, Ch. H., Liao, Sh.Y., & Kuo, H.Y. (2020). Consumer Attitudes
and Purchase Intentions toward Food Delivery Platform Services. Sustainability,
12, 10177.

Chocarro, R., Cortifias, M., & Villanueva, M.L. (2013). Situational variables
in online versus offline channel choice. Electronic Commerce Research and
Applications, 12, 347-361.

Chu, K. K., & Li., C.H. (2014). A Study of the Effect of Risk-Reduction Strategies
on Purchase Intentions in Online Shopping. International Journal of Electronic
Business Management, 6(4), 213-226.

Clarke, G., Thompson, C., & Birkin, M. (2015). The emerging geography of
e-commerce in British retailing. Regional Studies, Regional Science, 2, 371-391.
Curvelo, 1.C.G., Watanabe, E.A.d.M., & Alfinito, S. (2018). Purchase intention of
organic food under the influence of attributes, consumer trust and perceived value.

Revista de Gestdo, 26(3), 198-211.

D’Alessandro, S., Girardi, A., & Tiangsoongnern, L. (2012). Perceived risk and trust
as antecedents of online purchasing behavior in the USA gemstone industry. Asia
Pacific Journal of Marketing and Logistics, 24(3), 433-460.

Daroch, B., Nagrath, G., & Gupta, A. (2020). A study on factors limiting online
shopping behaviour of consumers. Rajagiri Management Journal, 15(1), 39-52.

De Fine Licht, K., & Briilde, B. (2021). On Defining “Reliance” and “Trust™:
Purposes, Conditions of Adequacy, and New Definitions. Philosophia, 49, 1981-
2001.

Dudziak, A., Stoma, M., & Osmdlska, E. (2023). Analysis of Consumer Behaviour
in the Context of the Place of Purchasing Food Products with Particular Emphasis
on Local Products. International Journal of Environment Research and Public
Health, 20, 2413.

Farag, S., Krizek, K.J., Dijst, M. (2006). E-Shopping and its Relationship with
In-store Shopping: Empirical Evidence from the Netherlands and the USA.
Transportation. Review, 26(1), 43-61.

Farag, S., Schwanen, T., Dijst, M., & Faber, J. (2007). Shopping online and/or in-
store? A structural equation model of the relationships between e-shopping and
in-store shopping. Transport Res. Pol. Pract., 41(2), 125-141.

Fatmawati, 1., Astuti, FED., & Iswanti, L. (2020). The Influence of Store Atmosphere,
Shopping Lifestyle, and Time Availability on Emotional Response and Impulse
Buying. Proceedings of the 4th International Conference on Sustainable
Innovation 2020-Accounting and Management, Atlantis Press B.V., 176, 346-354.

Field, A. (2009). Discovering Statistics Using SPSS (3rd ed.. London: SAGE
Publications Ltd.

74
Copyright © FrancoAngeli
This work is released under Creative Commons Attribution - Non-Commercial —
No Derivatives License. For terms and conditions of usage please see: http://creativecommons.org



Factors that Affect the Intention of Consumers to Buy Food Products Online

Font-i-Furnols, M. & Guerrero, L. (2014). Consumer Preference, Behavior and
Perception about Meat and Meat Products: An Overview. Meat Science, 98, 361-
371.

Frank, D.A., & Peschel, A.O. (2020). Sweetening the Deal: The Ingredients That
Drive Consumer Adoption of Online Grocery Shopping. Journal of Food
Products Marketing, 26, 535-544.

Gefen, D., & Straub, D. (2003). Managing user trust in B2C e-services. e-Service, 2,
7-24.

Geuens, M., Brengman, M., & S’Jegers, R. (2003). Food retailing, now and in the
future. A consumer perspective. Journal of Retailing and Consumer Services,
10(4), 241-251.

Ghalandari, K., & Norouzi, A. (2012). The effect of country of origin on purchase
intention: The role of product knowledge. Research Journal of Applied Sciences,
Engineering and Technology, 4(9), 1166-1171.

Gomes, S., & Lopes, J.M. (2022). Evolution of the Online Grocery Shopping
Experience during the COVID-19 Pandemic: Empiric Study from Portugal. J.
Theor. Appl. Electron. Commer. Res., 17, 909-923.

Gruntkowski, L.M., & Martinez, L.F. (2022). Online Grocery Shopping in Germany:
Assessing the Impact of COVID-19. Journal of Theoretical Application and
Electronic Commerce Research, 17, 984-1002.

Ha, H.Y. (2004). Factors influencing consumer perceptions of brand trust online.
Journal of Product & Brand Management, 13(5), 329-342.

Hair, J., Black, W., Babin, B., & Anderson, R. (2010). Multivariate data analysis (7th
ed.). Prentice-Hall, Inc.

Hamacher, K., & Buchkremer, R. (2022). Measuring Online Sensory Consumer
Experience: Introducing the Online Sensory Marketing Index (OSMI) as a
Structural Modeling Approach. Journal of Theoretical and Applied Electronic
Commerce Research, 17, 7151-772.

Hansen, T. (2005). Consumer adoption of online grocery buying: a discriminant
analysis. International Journal of Consumer Studies, 33(2), 101-121.

Hanus, G. (2016). Consumer behaviour during online grocery shopping. Proceedings
of CBU International Conference. Czech Republic, 10-13.

Harris, P., Dall’Olmo, R. F., Riley, D., & Hand, C. (2017). Online and store
patronage: A typology of grocery shoppers. International Journal of Retail &
Distribution Management, 45(4), 419-445.

Hichang, C. (2010). Determinants of behavioral responses to online privacy: The
effects of concern, risk beliefs, self-efficacy, and communication sources on self-
protection strategies. Journal of Information Privacy and Security, 6(1), 3-27.

Imtiyaz, H., Soni, P., & Yukongdi, V. (2021). Role of Sensory Appeal, Nutritional
Quality, Safety, and Health Determinants on Convenience Food Choice in an
Academic Environment. Foods, 10, 345.

Institute of Grocery Distribution (2023). Global online trends 2023. -- www.igd.
com/articles/article-viewer/t/igd-online-global-growth-of-163-predicted-by-2023-
adding-257bn-to-food-and-consumer-goods-industry/i/21745.

Karpik, L. (2010). Valuing the Unique: The Economics of Singularities. Princeton
University Press.

75
Copyright © FrancoAngeli
This work is released under Creative Commons Attribution - Non-Commercial —
No Derivatives License. For terms and conditions of usage please see: http://creativecommons.org



Eda Luga, Gentjan Mehmeti

Kendall, H., Kuznesof, S., Dean, M., Chan, M. Y., Clark, B., Home, R., & Frewer,
L. (2019). Chinese consumer’s attitudes, perceptions and behavioral responses
towards food fraud. Food Control, 95, 339-351.

Kim, J., & Forsythe, S. (2008). Adoption of Virtual Try-On Technology for Online
Apparel Shopping. Journal of Interactive Marketing, 22(2), 48-59.

Kim, M., & Lennon, S. (2008). The effects of visual and verbal information on
attitudes and purchase intentions in internet shopping. Psychology & Marketing,
25, 146-178.

Konuk, F.A. (2018). The role of risk aversion and brand-related factors in predicting
consumers’ willingness to buy expiration date-based priced perishable food
products. Food Research International, 112, 312-318.

Krishna, A. (2012). An Integrative Review of Sensory Marketing: Engaging the
Senses to Affect Perception, Judgment and Behavior. Journal of Consumer
Psychology, 22, 332-351.

Kvalsvik, F. (2022). Understanding the role of situational factors on online grocery
shopping among older adults. Journal of Retailing and Consumer Services, 68,
103009.

Kwan, O.G. (2016). Pengaruh Sales Promotion Dan Store Atmosphere Terhadap
Impulse Buying Dengan Positive Emotion Sebagai Variabel Intervening Pada
Planet Sports Tunjungan Plaza Surabaya. Journal Manajemen Pemasaran, 10(1),
27-34.

Li, S., Wang, Y., Gemma M.L., Tacken, G.M.L., Liu, Y., Siet, J., & Sijtsema,
S.J. (2021). Consumer trust in the dairy value chain in China: The role of
trustworthiness, the melamine scandal, and the media. Journal Dairy Science,
104, 8554-8567.

Li, Z., Sh, Y., Song, X., Yang, K., Zhao, K., Jiang, Z. & Zhang, Q. (2020). Impact
of risk perception on customer purchase behavior: a meta-analysis. Journal of
Business & Industrial Marketing, 35(1), 76-96.

Liu, A., & Niyongira, R. (2017). Chinese consumer’s food purchasing behaviors and
awareness of food safety. Food Control, 79, 185-191.

Lone, S., & Weltevreden, JW.]. (2022). European E-commerce Report. Amsterdam/
Brussels: Amsterdam University of Applied Sciences & Ecommerce Europe.

Lu, M., Wang, R., & Li, P. (2021). Comparative analysis of online fresh food
shopping behavior during normal and COVID-19 crisis periods, British Food
Journal, 124(3), 968-986.

Luga, E., Shahu, E., Mehmeti, G., Keco, R., Thoma, L., Mulliri, J., & Filipi, N.
(2022). Assessment of changes in the structure and shape of distribution channels
in the food sector as a result of the impact of the Covid-19 pandemic, Tirana.

Machado, A. (2006). Drivers of shopping online: a literature review. Comunica¢do
ptblica, 39-50.

Malhotra, N. (1999). Marketing research: An applied orientation (3rd ed.). Prentice
Hall, New Jersey.

Malhotra, N., & Dash, S. (2011). Marketing research — An applied orientation (6th
ed.). Dorling Kindersley (India) Pvt, Ltd., Licensees of Pearson Education in
South Asia.

76
Copyright © FrancoAngeli
This work is released under Creative Commons Attribution - Non-Commercial —
No Derivatives License. For terms and conditions of usage please see: http://creativecommons.org



Factors that Affect the Intention of Consumers to Buy Food Products Online

Marjanen, H. (2001). The Changing Role of Distance in Consumers’ Store Choice.
Management Expertise for the new Millennium. In Commemoration of the 50th
Anniversary of the Turku School of Economics and Business Administration
(pp- 169-181).

Matzler, K., Grabner-Kriuter, S., & Bidmon, S. (2008). Risk aversion and brand
loyalty: the mediating role of brand trust and brand affect. Journal of Product &
Brand Management, 17(3), 154-162.

McCorkle, D.E. (1990). The role of perceived risk in mail order catalog shopping.
Journal of Direct Marketing, 4(4), 26-35.

Mehmeti, G., & Luga, E. (2021). The Influence of Situational Factors on Consumer
Purchasing Behavior - The Case of Covid-19. Albanian Journal of Agricultural
Sciences, 20(2), 49-55.

Mehmeti, G., Zanoli, R., & Xhoxhi, O. (2021). Non-financial factors affecting
livestock farm’s performance in meat supply chain. New Medit, 20(4), 63-72.

Mitchell, VW., & McGoldrick, P.J. (1996). Consumer’s risk-reduction strategies: a
review and synthesis. International Review of Retail, Distribution and Consumer
Research, 6(1), 1-33.

Mitchell, VW. (1995). Organizational risk perception and reduction: A literature
review. British Journal of Management, 6(2), 115-133.

Monsuwé, T.P., Benedict, D., & de Ruyter, K. (2004). What drives consumers to
shop online? A literature Review. International Journal of Service Industry
Management, 15, 102-121.

Moorman, Ch., Gerald, Z., & Deshpande, R. (1992). Relationships Between
Providers and Users of Market Research: The Dynamics of Trust Within and
Between Organizations. Journal of Marketing Research, 29, 314-328.

Mortimer, G., & Clarke, P. (2011). Supermarket consumers and gender differences
relating to their perceived importance levels of store characteristics. Journal of
Retailing and Consumer Services, 18(6), 575-585.

Nguyen, C., Tran, D., Nguyen, A., & Nguyen, N. (2021). The Effects of Perceived
Risks on Food Purchase Intention: The Case Study of Online Shopping Channels
during Covid-19 Pandemic in Vietnam. Journal of Distribution Science, 19(9),
19-27.

Nwaizugbo, 1.C., & Ifeanyichukwu, C.D. (2016). Understanding consumers’
behaviour towards online shopping: A study of online shoppers in Anambra state.
International Journal of Sales, Retailing & Marketing, 5(2), 28-37.

Olumekor, M., Singh, H.P., & Alhamad, [.A. (2024). Online Grocery Shopping:
Exploring the Influence of Income, Internet Access, and Food Prices.
Sustainability, 16, 1545.

Pena-Garcia, N., Gil-Saura, 1., Rodriguez-Orejuela A., Ribamar Siqueira-Junior,
J., (2020). Purchase intention and purchase behavior online: A cross-cultural
approach, Heliyon, 6, e04284.

Peter, J.P. & Ryan, M.J. (1976), An investigation of perceived risk at the brand level.
Journal of Marketing Research, 13(2), 184-188.

Pitts, S.B.J., Ng, S.W,, Blitstein, J.L., Gustafson, A., & Niculescu, M. (2018). Online
Grocery Shopping: Promise and Pitfalls for Healthier Food and Beverage
Purchases. Public Health Nutrition, 21, 3360-3376.

77
Copyright © FrancoAngeli
This work is released under Creative Commons Attribution - Non-Commercial —
No Derivatives License. For terms and conditions of usage please see: http://creativecommons.org



Eda Luga, Gentjan Mehmeti

Prescott, J., Young, O., Oneill, L., Yau, N.J.N., & Stevens, R. (2002). Motives for
food choice: A comparison of consumers from Japan, Taiwan, Malaysia and New
Zealand. Food Qual. Prefer., 13, 489-495.

Psomiadis, D. (2021). Food fraud in the food service and retail sectors. In book:
Food Fraud, 371-387.

Ramus, K., & Nielsen, N. (2005). Online grocery retailing: what do consumers
think?. Internet Research, 15(3), 335-352.

Redman, R. (2020). Online grocery sales to grow 40% in 2020. Supermarket News.
www.supermarketnews.com/online-retail/online-grocery-sales-grow-40-2020.

Reigadinha, T., Godinho, P., & Dias, J. (2017). Portuguese food retailers — Exploring
three classic theories of retail location. Journal of Retailing and Consumer
Services, 34, 102-116.

Roberts, K., Varki, S., & Brodie, R. (2003). Measuring the quality of relationships in
consumer services: an empirical study. European Journal of Marketing, 37(1/2),
169-196.

Rohm, A.J., & Swaminathan, V., (2004). A typology of online shoppers based on
shopping motivations. Journal of Business Research, 57(7), T48-757.

Roselius, T.L. (1971). Consumer rankings of risk reduction methods. Journal of
Marketing, 35(1), 56-61.

Sam, C.Y., & Sharma, C. (2015). An exploration into the factors driving consumers
in Singapore towards or away from the adoption of online shopping. Global
Business & Management Research, 7(1), 60-73.

Sarkovskd, K.R. & Chytkovd, Z. (2019). Benefits and pitfalls of online grocery
shopping as perceived by the consumers: Evidence from the Czech Republic.
Economic Trends and Economic Policy, 27(2), 35-58.

Schiffman, L.G., & Konuk, L.L. (1987). Consumer Bavior (3rd ed.). Prentice-Hall,
Englewood CIliff, USA.

Schmid, B., & Axhausen, K.W. (2019). In-store or online shopping of search and
experience goods: A hybrid choice approach. Journal of Choice Modelling, 31,
156-180.

Seidel, S. (2021). One goal, one approach? A comparative analysis of online grocery
strategies in France and Germany. Case Studies on Transport Policy, 9, 1922-1932.

Shi, K., De Vos, J., Yang, Y., & Witlox, F. (2019). Does e-shopping replace shopping
trips? empirical evidence from Chengdu, China. Transportation research part
a-policy and practice, 122, 21-33.

Sivanesan, R. (2017), A study on problems faced by customers in online shopping
with special reference to Kanyakumari district. International Journal of Research
in Management and Business Studies, 4(3), 22-25.

Spink, J. & Moyer, D.C. (2011). Defining the Public Health Threat of Food Fraud.
Journal of Food Science, 76, R157-R163.

Statista (2023). Digital market: E-Commerce. -- www.statista.com/outlook/dmo/
ecommerce/Albania.

Stevens, J. (2002). Applied multivariate statistics for the social sciences (4th ed.).
Hillsdale, NJ: Erlbaum.

Stewart, K. (1999). Transference as a means of building trust in world wide web
sites, Proceedings in International Conference on Information Systems (ICIS),
vol. 47, USA.

78
Copyright © FrancoAngeli
This work is released under Creative Commons Attribution - Non-Commercial —
No Derivatives License. For terms and conditions of usage please see: http://creativecommons.org



Factors that Affect the Intention of Consumers to Buy Food Products Online

Sueland, E., & Polak, JW. (2018). Incorporating online shopping into travel demand
modelling: challenges, progress, and opportunities. Transport Reviews, 38(5), 576-
601.

Tan, H. Sh. G, Tibboel, C.J., & Stieger, M. (2017). Why do unusual novel foods like
insects lack sensory appeal? Investigating the underlying sensory perceptions.
Food Quality and Preference, 60, 48-58.

Tan, S.J. (1999). Strategies for reducing consumers’ risk aversion in Internet
shopping. Journal of Consumer Marketing, 16(2), 163-180.

Tang, H., Rasool, Z., Khan, M.A., Khan, A.l, Khan, F., Ali, H., Khan, A.A., &
Abbas, S.A. (2021). Factors Affecting E-Shopping Behaviour: Application of
Theory of Planned Behaviour. Hindawi Behavioral Neurology, vol. 2021, 15
pages.

Thrasher, J.K., Swayampakala, K., Borland, R., Nagelhout, G., Yong, HH., &
Hammond, D. (2016). Influences of self-efficacy, response efficacy, and reactance
on responses to cigarette health warnings: A longitudinal study of adult smokers
in Australia and Canada. Health Communication, 31(12), 1517-1526.

Timmermans, H., (1993). Retail Environments and Spatial Shopping Behavior. In:
T. Girling, & R.G. Golledge (Eds.), Behavior and Environment, Advances in
Psychology (pp. 342-377). North-Holland, 96.

Trude, A.C.B., Lowery, C.M., Ali, S.H., & Vedovato, G.M. (2022). An Equity-
Oriented Systematic Review of Online Grocery Shopping among Low-Income
Populations: Implications for Policy and Research. Nutrition Reviews, 80, 1294-
1310.

Van Droogenbroeck, E., & Van Hove, L. (2017). Adoption of online grocery
shopping: Personal or household characteristics? Journal of Internet Commerce,
16(3), 255-286.

Wang, O., Steur, H.D., Gellynck, X., & Verbeke, W. (2015). Motives for consumer
choice of traditional food and European food in mainland China. Appetite, 87,
143-151.

Wieland, T. (2021). Spatial Shopping Behavior in a Multi-Channel Environment: A
Discrete Choice Model Approach. Region, 8(2), 1-27.

Willett, A.H. (2016). The economic theory of risk and insurance. University of
Pennsylvania Press.

Wong, T.C. (1999). Marketing research. Oxford, UK: Butterworth-Heinemann.

Wu, W.,, Zhang, A., van Klinken, R.D., Schrobback, P., & Muller, J.M. (2021).
Consumer Trust in Food and the Food System: A Critical Review. Foods, 10,
2490.

Xiao, Zh., Zhang, J., Li, D., Chen, Ch., & Li, D. (2015). Trust in Online Food
Purchase Behavior: An Exploration in Food Safety Problem for Produce
E-retailers. Advance Journal of Food Science and Technology, 8(10), 751-757.

Zhai, Q., Cao, X., Mokhtarian, P.L., & Zhen, F. (2017). The interactions between
e-shopping and store shopping in the shopping process for search goods and
experience goods. Transportation, 44, 885-904.

Zhang, X., & Yu, X. (2020). The Impact of Perceived Risk on Consumers’ Cross-
Platform Buying Behavior. Front. Psychol., 11, 592246.

79
Copyright © FrancoAngeli
This work is released under Creative Commons Attribution - Non-Commercial —
No Derivatives License. For terms and conditions of usage please see: http://creativecommons.org



Eda Luga, Gentjan Mehmeti

Zhen F., Du X., Cao J., & Mokhtarian, P.L. (2018). The association between spatial
attributes and e-shopping in the shopping process for search goods and experience
goods: Evidence from Nanjing. Journal of Transport Geography, 66, 291-299.

Zhu, H., Jackson, P., & Wentao, WW. (2017). Consumer anxieties about food grain
safety in China. Food Control, 73 (Part B), 1256-1264.

Zikmund, W.G. (2000). Exploring marketing research (7th ed.). Dryden Press,
Fourth Worth.

80
Copyright © FrancoAngeli
This work is released under Creative Commons Attribution - Non-Commercial —
No Derivatives License. For terms and conditions of usage please see: http://creativecommons.org



Factors that Affect the Intention of Consumers to Buy Food Products Online

Appendix A

Table Al - Exploratory Factor Analysis

Rotated Component Matrix Component
o F1 F2 F3 F4 F5
Intention to buy 927

I intend to buy food products online if the sales units are far 187
from where I live

I intend to buy food products online if it would save me time 811

I intend to buy food products online if I could assess the .859
freshness and the appearance of the products I want to buy

I intend to buy food products online if I had more confidence in .876
the seller

I intend to buy food products online if the seller offers me more .848
guarantees about product quality

I'intend to buy food products online if I had more information .889
about how the seller selects the products I have ordered

I intend to buy food products online if the seller does not charge 740
for delivery

Trust 907

I trust the seller for product selection I ordered 875

I trust the seller that I will get the right weight and quality of the .845
product I ordered

I trust the seller follows the hygienic conditions .876

I trust the service offered by the seller .889
Risk Reduction 863
I build trust through label information .884

I build trust by buying brands with a good image .886

I build trust through personal experience created .882

I build trust through the experience of others .695
Product Performance Risk 841
I may not get the right product quality 816

Size description may not be accurate 155

It is difficult for me to compare the quality of a similar product .803

I cannot try the product online .838
Distance 841

The shops where I buy food products are close and easily .830
accessible

The time I spend going to the shop is short 183

There are different types of food shops near where I live .809

There are a large number of food shops near where I live .847

Note: Extraction Method: Principal Component Analysis. Rotation Method: Varimax with
Kaiser Normalization.
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