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Abstract

This dissertation was written as part of the MSc in Management at the

International Hellenic University.

The Covid-19 pandemic has deeply disrupted everyone’s lives and, for sure, it
has, also, affected business operations and consumer activity. This huge impact of
Covid-19 on consumers and consumption behavior has received relatively little
scholarly attention. Reports and many research surveys have showed that the
pandemic has created a trend towards e-commerce that had never been observed
before this world crisis. Despite a global increase in online purchases since the start of
the pandemic, uncertainty around the drivers of online purchasing behavior and, also,
around the level of satisfaction of the consumers remains. Research, surely, is needed
so to understand how online behavior and consumption have evolved throughout the
pandemic. This research study of mine will be an effort towards bridging this gap in the
literature by exploring how purchasing behaviors have evolved before, during, and
after the Covid-19 lockdown. Also, this study will try to examine the level of
satisfaction from the consumers/customers side, which will, also, provide information

on how well the various businesses adapted to the situation caused by the pandemic.
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Introduction

The global health crisis, which concerns the COVID-19 virus, has had serious
economic and social consequences. It is an epidemic that started in 2019 in China,
spread rapidly (Lupia et al., 2020) around the world in a very short time and its spread
continues to this day (WHO, 2020). The transmission of the virus from person to
person and then from country to country significantly affected the daily life of man and
therefore the coverage of his basic needs (Haleem & Javaid, 2020; Anastasiadou et al.,
2020). Several measures have been taken to reduce the spread of the virus in various
countries around the world (Siddiquei & Khan, 2020). These mainly included the
restriction of movements, the suspension of operation of various companies, the
avoidance of overcrowding and the use of a mask.

In Greece, the first case of the virus was recorded in February 2020. From that
time onwards, the number of cases was increasing, as a result of which it was deemed
necessary to impose measures to limit the transmission of the virus in our country as
well. From February 2020 restrictions and bans were imposed on events / gatherings
and by March 2020 the whole country was quarantined. The last one lasted until May
4, 2020 and from then on the gradual lifting of the measures began (lliopoulos, 2020).

From this time onwards the economic effects of the pandemic became
particularly evident in Greece. Jobs were restructured, wages were affected and many
companies failed to reopen (Sheth, 2020). Consumer spending has been reshaped, in
turn containing a kind of fear of transmitting the virus and uncertainty about both the
future of work and meeting basic needs (Ludvigson, 2004; Anastasiadou et al., 2020;
Siddiquei & Khan, 2020; Zwanka & Buff, 2020).

Employers and employees, especially those in the catering industry, have been
called upon to work and serve in unprecedented health, social and political living and
trading conditions (Mehta et al., 2020). The fast focus took over the reins of serving
the basic daily needs. At the same time, the future operation of the stores in this
sector is in question. A significant effort is made to best meet the needs of consumers
(Lupia et al., 2020) on which the future operation of stores directly depends (Czurylo,

2021).



The Covid-19 pandemic has deeply affected business operations and consumer
behavior. This huge impact of Covid-19 on consumers and their satisfaction has
received relatively little scholarly attention (Brandtner et al., 2021). Research surveys
and various reports depict that the pandemic has created a huge tendency towards e-
commerce that had never been found before this unprecedented crisis. Despite a
global increase in online purchases since the start of the pandemic, uncertainty around
the drivers of online purchasing behavior and, also, around the level of satisfaction of
the consumers remains. Research, for sure, is needed in order to understand how
online consumption has evolved throughout the pandemic and from the consumers’
satisfaction levels during the pandemic to extract information for the potential role of
E-Commerce in a post-Covid-19 world. This research study of mine will be an effort
towards bridging this gap in the literature by exploring the level of customer
satisfaction and how it has evolved before, during, and after the Covid-19 lockdown,
which will, also, provide crucial information on how well the various businesses

adapted to the situation caused by Covid-19.



Customer Satisfaction literature review

In all business activities worldwide, the concept of satisfaction is an integral

part of every business between consumers and consumers. With the satisfaction that

customers feel, business products are differentiated, and strong links are created

between the two parties (Deng, et.al., 2009).

In an environment that constantly changes and where the needs and

expectations of customers change and they tend to demand products and services

with high standards, companies are mostly unable to offer this to them. The

philosophy of customer satisfaction is based (Mwirumubi, 2021):

in consumer identification (consequently in careful market segmentation),

in defining their needs and expectations (the needs and expectations of the
specific market segment) and finally

in measuring their perceptions. Knowing the needs of consumers is particularly
important as it is the goal of businesses to meet these needs. This makes it
easier to speed up the process of providing the ideal products and services to

consumers.

From the point of view of the academic literature, a number of definitions of

customer satisfaction emerge. Some of these definitions are:

Each customer's reaction to what they really feel from a market, but also to
what extent they feel it is defined as customer satisfaction (Kim, et.al., 2004).
The brief analysis of the short-term consumption by the customer for a service
offered, in relation to the analysis of past offers and the expected return after
consumption (Suh & Yi, 2006).

Customer satisfaction is defined as the evaluation of the combination of
customer expectations and actual performance after consuming the product

(Oliver, 1999).



= Satisfaction is defined as the way in which each customer evaluates the
performance of the products and services available for consumption

(Gustafsson, Johnson & Roos, 2005).

Satisfaction of a customer depends on the one hand on the satisfaction he can
feel from the various available products or services he derives from the market and on
the other hand from his own knowledge to distinguish exactly which products or
services are most suitable to their own desires and needs (MaminiainaAimee, 2019). In
this way we understand the difference that exists in the concept of customer
satisfaction. Satisfaction is therefore presented as a deeply emotional concept, which
can end up as effective satisfaction for the customer and this can be seen through the

examination of the following cases (Hill & Brierley, 2019).

The first case concerns the products or services available for a consumer need.
They should be considered in terms of how acceptable they are on the part of the
customer for their satisfaction, but also if they are not really acceptable, whether they
are tolerable for him. This is how it is understood that one can not always satisfy one's

needs as a whole, but can partially satisfy a part of them (Johnson & Gustafsson,

2000).

Another case is what is contained in the products that anyone prefers to meet
their needs. So we are talking about the content of the services and how much it is
really worth in terms of better satisfaction of needs. Based on this, if the content is
satisfactory, then the customer who enjoys the product or service, feels feelings of
euphoria and well-being so that in many cases these pleasures add elements of

rejuvenation to his daily life (Liu, 2008).

Anderson and Fornell (2000) note that customer satisfaction with their
products or services can be measured in three ways. The first way focuses on the
emotions of the customers. It is the main way, and this is because it contains the
quality characteristics of the consumers. The second way focuses on consumers'
expectations for the products they will buy, but not for the products themselves, but

to the extent that they will best ensure that their needs are met by consuming the



products. This method essentially refers to the pre-consumption state. Finally, the
third way refers to the comparison of the first two with the ideal way in each case.
That is, it balances the desired situation that would interest each customer, with the
present, which is what really happens in real time. So, on the one hand we have the
first two ways, which are measurable for the customer himself, so that he can perceive
them, understand them, and apply them. On the other hand, there is the ideal
situation, which cannot be seen in the eyes of the customer because it does not exist
as a case. So, since the consumer cannot compare it with an older situation, he cannot

easily express it (Gustafsson,et.al.,2005).

By more modern definitions, satisfaction is more of an emotional response
than a cognitive one. The emotional nature of satisfaction lies in the emotional
reactions of consumers in order to describe their satisfaction with the use of a product

or service (Paul, Sankaranarayanan & Mekoth, 2016).

By concept, a loyal customer is the one who tends to constantly choose a
certain product or service in order to satisfy a need and doesn’t purchase other
products or services. A loyal customer, in the long run, is he who leads a business to
success. The companies that have as their primary goal the loyalty of their customers,
always adapt their offers, in order to meet their changing needs and desires (Raza et

al., 2020; Zhou et al., 2018).

Creating customer loyalty for a business is more important than short-term
revenue maximization (Hayes, 2008). So, customer satisfaction is strongly related to
their retention, as satisfaction is the most important factor of customer loyalty

(Kristensen et al., 2000; Westlund et al., 2001).

It is widely accepted that customer satisfaction mostly hangs on the quality
offered by the product or service (Levesque & McDougall, 1996). For this reason,
customer satisfaction research is strongly associated with quality measurement

(Hayes, 2008).

Parasuraman et al. (1985), found in their research that, when the perceived

quality of services is high, then that leads to increased customer satisfaction. However,



there are many who disagree and state that customer satisfaction is only based on the

level of quality of services provided by the service providers (Saravanan & Rao, 2007).

In recent years, special prominence has been set, both by organizations and
from the literature, on the quality of products and services and on customer
satisfaction regarding them. Businesses that provide superior quality of service have
more satisfied customers (Gilbert et al., 2004). Kumar et al. (2009), declare that high
quality of services generate high customer satisfaction and, thus, increases customer

loyalty.
According to studies conducted by Coldwell (2001) and Zairi (2000) showed that:

= A completely satisfied customer contributes 2.6 times more revenue than an
approximately satisfied and 17 times more than an approximately dissatisfied
customer

= A completely dissatisfied customer reduces revenue by 1.8 times compared to
the contribution of a completely satisfied customer

= A satisfied customer shares his positive experience with 5-6 people, while a
dissatisfied customer with 10 or more

= |t costs 25 times more to attract a customer than to retain an existing one

= Dissatisfied customers stop buying, complain to the company or elsewhere,

return the product and speak negatively about it.

In conclusion, is it evident without a doubt, that one of the biggest challenges
in today’s service industries is customer satisfaction. Quality of service and
customer satisfaction are more and more recognized as crucial factors in order

to create competitive advantage and customer loyalty.



Online Customer Satisfaction literature review

The Internet is undoubtedly one of the most important developments in the
field of information and communication technology (ICTs). The rapid spread of the
World Wide Web offers an alternative and highly effective communication channel
that presents potentially unlimited opportunities for consumers and businesses. This is
due to the characteristics of the Internet that distinguish it from previous technologies:
global reach, ease of access and use, the ability to transfer large amounts of
information, flexibility, cost-effectiveness, and increased interactivity (Doherty & Ellis-
Chadwick, 2010). Indeed, the internet today has drastically changed the way

businesses operate by promoting e-business globally (Buhalis & Deimezi, 2003).

E-commerce is generally about doing business online. In no case, however, is it
limited to this. It involves a wide variety of commercial activities before and after the
sale as well as support actions (Applegate et al., 1996). Applegate et al. (1996)
distinguish three areas of application of e-commerce: Business to consumer (B2C)
trade, where consumers are informed about products and services which they can
then buy online, business to consumer (business to business or B2B) commerce, where
the internet is used to conduct fast, economical and reliable transactions between
companies and finally, intra-company where the use of electronic networks allows the
most efficient dissemination of information (customers and competitors) within the
company in order to complete business activities within the company and greater

customer satisfaction.

This dissertation focuses on e-business to consumer commerce. The online B2C
market is an attractive choice for both businesses and consumers. On the one hand,
businesses that make effective use of the Internet have the potential to strengthen
their competitive market position (Doherty & Ellis-Chadwick, 2009). In particular, these
companies have the potential to expand target markets, improve communication and
customer relationships by offering more personalized market proposals, expand
product lines and increase their profitability (Srinivasan et al., 2002). On the other
hand, consumers are accessing the Internet through a global marketplace with a huge

variety of products and services from companies around the world that they probably



would not have access to through other means. The information provided by the
companies' websites allows for easy comparison of prices and alternatives, which
saves consumers the money and time required to search for information and make
purchasing decisions (Park & Kim, 2003). As a result, B2C e-commerce is booming
worldwide as more and more consumers use the internet for their purchases (Kardaras

& Papathanassiou, 2000).

In the modern age of technological development and scientific progress,
consumer attitudes and trends are influenced by new and numerous means of
purchasing, e.g. websites, social media etc. It is the phenomenon of globalization and
the overuse of the internet that pushes companies of all kinds, and especially fast
fashion companies, to adapt and adopt new means to ensure their existence and
success. Modern consumers are more informed and demanding than ever. They do
market research using all the means at their disposal, claiming and demanding the best

at the best price, quality and at the best time (Singh, 2016).

It is worth noting that the recent case of the COVID-19 pandemic has
completely affected the way of buying, the behavior of consumers as well as the very
attitude and organization of companies. The crackdown on physical stores has opened
new doors for e-commerce and pushed almost all companies and consumers, first and
foremost, to trust e-commerce more and to know it better. Therefore, it is more
relevant than ever to study consumer behavior towards traditional and e-commerce as

data has changed and is changing daily (Elrhim & Elsayed, 2020).

In the past the internet may have seemed like a threat to physical stores, as
something unknown and difficult, but now it is clear that one complements the other
and only using both means are the right purchases made for both consumers and for
the companies themselves. The whole market experience begins and ends long before

entering and leaving the physical store (Gajewska et al., 2019).

According to Lepkowska-White (2004), the imposing presence of e-commerce
has led to the creation of three general types of consumers related to their buying
behavior and they are: 1. online shoppers at regular intervals, 2. online browsers, ie

those who mainly use the internet to find information but prefer to trade in physical



stores and 3. those who always choose to shop from physical stores ("offline
shoppers") and do not use the help of websites or just to find information. Therefore,
we are now talking about three or more types of consumers and not just those
consumers who prefer to shop in physical stores. This is because the means of

shopping is no longer one but two, traditional and e-commerce.

The literature so far deals mainly with the motivations that consumers have
when they do their shopping in stores as well as the phenomenon of the accumulation
of many codes in consumer baskets when they make their purchases in physical fast
fashion stores. In addition, the piece of consumables, scarcity and rarity is one of the
key features of fast fashion companies that employ consumers. The price and the
tendency of consumers to make spontaneous and impulsive purchases are still some
characteristics of these companies. However, existing studies and research focus
mainly on these features in relation to traditional commerce and much less in relation

to e-commerce (Babenko et al., 2019).

According to Scarpi, Pizzi and Visentin (2014) it seems that the existing
literature highlights the big question, whether e-commerce leads more to market-
oriented, ie the purchase of one or more specific products through market research,
comparison price and time savings, or if it leads more to markets that aim at the
pleasure and fun of the moment through the design, aesthetics and features of the
website. There is an impression that e-commerce is more about functional markets
that are more oriented. Some possible reasons for this impression are the time savings
offered by e-commerce as well as the possibility for immediate and fast market
research (Wolfinbarger & Gilly, 2001). In fact, research by Wolfinbarger and Gilly
(2001) shows that consumers who prefer targeted shopping usually choose to shop
online for the following reasons: convenience and accessibility, multiple options,
instant information availability, price comparison, the ease of use of the website

depending on its design, the personalization it offers, as well as the lack of sociability.

In particular, the availability of websites 24 hours a day, 7 days a week,
combined with the lack of traffic to the store, greatly facilitates shopping from

anywhere and at any time of the day (Laudon & Traver, 2020). According to



Schoenbackler and Gordon (2002), e-commerce enables consumers to shop without
the pressure of tim, space and distance. In terms of price comparison and cross-
checking, e-commerce provides consumers with multiple sources of information,
achieving the objectivity, accessibility, flexibility and market certainty they want to
make (Riguelme & Roman, 2013). For social reasons, e-commerce is more acceptable
for direct and targeted markets in the sense that the consumer has the freedom and
control and is not pressured by a seller, friends and acquaintances or even by unknown

consumers to choose and complete its markets (Gilly & Wolfinbarger, 2000).

On the other hand, there are studies like Blazquez (2014) that show that e-
commerce can be just as motivating for fun and entertainment. According to Blazquez
(2014) one of the strongest elements of physical stores, in terms of provoking pleasure
and entertainment for the customer, is its atmosphere and atmosphere. Now with the
development of technology and e-commerce it seems to cultivate a similar climate and
atmosphere similar to that of physical stores. The atmosphere has a direct influence on
the psychology but also the behavior of the customer, e.g. increases his desire for
more purchases, as well as his pleasure, as a result of which he expresses it to others.
Especially in the field of fashion, all the elements that activate the senses are very
important as customers are almost always looking for a kind of entertainment when

they do their shopping (Blazquez, 2014).

In modern times, technology has managed to fill the gaps that exist between
the experience offered by purchases within physical stores and those made
electronically. According to Blazquez (2014) this is achieved through the creation of a
pleasant atmosphere of the website as well as through the interaction it offers. More
specifically, such examples of interaction are the ability to enlarge images, 3D displays
and even augmented reality through digital labs and personalization through the
storage of favorites, etc. (Blazquez, 2014). Therefore, it seems that the consumer
begins to accept and integrate online shopping in their daily lives, not only having

functional incentives but also incentives for pleasure.

In addition, according to Scarpi, Pizzi and Visentin (2014), price can be a very

important element for shoppers with the motivation of pleasure as it offers values

-10-



such as prestige but and for those consumers who enjoy market research and finding
the best deals it brings great pleasure and satisfaction. Having mentioned the price
element that seems to influence to some extent whether the nature of e-shopping has
useful or motivational incentives, we conclude that when the consumer is shopping for
pleasure he prefers to spend more time online doing market research. and chasing
offers, something that the shopper seems to do out of necessity, as he aims to find the
lowest possible price for the product he wants (Scarpi, Pizzi & Visentin, 2014). As in the
first case, in the second case, the preference for e-shopping is due to the fact that the

internet offers the possibility for fast, easy and direct price comparison.

Another powerful element of the internet, which enhances the fun experience
of e-shopping, is that it offers two-way communication, two-way communication,
more interactive (Palese & Usai, 2018), and interpersonal where the consumer
interacts with others both to receive information and for pleasure (Chi Lin, 2003). This
achieves a positive e-WOM and further enhances consumers' image and confidence in

e-commerce (Yoo, Sanders & Moon, 2013).

In summary, the advantages of e-commerce that affect customer satisfaction
are (Kacen, Hess & Kevin Chiang, 2013; Laudon & Traver, 2020; Rahman et al., 2018;

Jiang, Yang, Jun, 2013):

= Services available 24 hours a day: Unlike public, physical stores, electronics are
available every day and at any time of the day.

= Global market: With online shopping it is possible to buy products from
anywhere in the world. This means that you can order products that are not
available in your country of residence.

= Large number of stocks: In online stores there is usually a larger number of
stocks than in physical stores. This is because stocks do not need to be stored in
stores, but can also be stored in central warehouses.

= Detailed information about the product: The websites present the information
about each product in detail, and photos of them are also available. In addition,

many online stores offer the possibility of direct communication of the

-11-



consumer with the manufacturer or an employee, by sending messages via
chat.

= Quick and easy shopping: Online shopping provides the advantage of easy
home shopping, without wasting any time.

= Distribution in big cities and provinces: Equal possibility of sending products
both in big cities and on islands and provinces.

= Possibility of returning a defective product: The majority of online stores
include on their website the "Return Policy", which lists the buyer's rights
regarding product returns for the specific online store. In general, the law gives
the right to return products that were either defective or did not match their

description

On the contrary, the disadvantages of e-commerce that negatively affect
customer satisfaction are (Dhanapal, Vashu & Subramaniam, 2015; Soopramanien,

2010; Laudon & Traver, 2020):

= Risk of interception of banking data: There are always websites on the internet
that are not trustworthy and can steal the credit card information of the
consumer.

= Increased uncertainty: The consumer may not always know if the website he
intends to buy from is trusted and secure.

= Return of defective goods: Although the law supports the right to return
defective products, the consumer should be informed of the "Return Policy" of
the store before proceeding with the payment process.

= Consumer protection: Each country may have its own consumer protection
laws, of which the buyer must be aware before making online purchases from
an overseas store.

= Lack of personal contact: Lack of personal contact between both seller and

buyer and the consumer with the product before purchase.

-12-



Customer Satisfaction during the pandemic

It is a fact that the crisis caused by the coronavirus is an unprecedented event
for people in all countries. In these new circumstances and the new data that have
been created, e-commerce has undergone a series of changes, which are mainly due to

the behavior of the consumer public.
Changes in product choices during a pandemic

As can be seen from the Figure 1, at the beginning of the pandemic, shoppers
focused on buying products that were useful for protection against the virus, such as
masks and antiseptics. Also, products related to sports have increased significantly, as
many were those who wanted to get the necessary equipment at home, as gyms are
now closed for most of the crisis that has erupted In addition, products such as food
have also risen significantly. The same thing happened with the toys which showed a
significant increase as they were used to entertain the children during the quarantine

and to stay at home.

Hardware 134%
Sporting Goods — 110%
Vehides & Parts ——————— 5 3%
Business & industrial 77%
Home & Garden 75%
Toys & Gamaes — 74%
Food, Beverages & Tobacco 70%
Cameras & Optics 70%
Arts & Entertainment [ 69%
Services — 64%
Health & Beauty e (4%
Software ———— 5 5%
Baby & Toddler — 54%
Fumniture - 50%
Electronics eeessss—— 0%,
Office Supplies e 4 5%
Media _— 26%
Animals & Pet Supplies - 24%
Apparel & Accessories —— 3%

Religious & Ceremonial -3% B
luggage &Bags -4% |

-2006 30% 80% 130% 180% 2300

Figure 1. Annual increase in the number of orders per category worldwide (Source:

Hottenroth, 2020)
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Criticism has increased in online stores

Buyers are likely to call everyone who looks appropriate, if there are only a few.
For example, shoppers have finally come to the rule of choosing their products digitally
instead of in person. However, a feature of consumers who turn to e-commerce is that
they have become more demanding and more and more people are resorting to
criticism. As can be seen from the Figure 2 above, we observe that the number of
people who made some criticism in June increased to 76% compared to 38% in May.
On the contrary, as far as the questions asked by the consumer public are concerned,
we would say that they have decreased as from 62% in May they reached 37% in June.
However, it is worth noting that consumer reviews in January and February were low
and in particular negative, with percentages of -1% and -3% respectively. However,
since March there has been a significant increase in criticism, which is in line with the

coronavirus outbreak and the rise of e-commerce.

3%

-3% 0%
Jandary e ry March April May June
o -1% -3%

=== Review count Question count

Figure 2. Monthly customer reviews and questions (Source: Hottenroth, 2020)

However, a feature of consumers who turn to e-commerce is that they have
become more demanding and more and more people are resorting to criticism. As can
be seen from the graph above, we observe that the number of people who made some
criticism in June increased to 76% compared to 38% in May. On the contrary, as far as

the questions asked by the consumer public are concerned, we would say that they
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have decreased as from 62% in May they reached 37% in June. However, it is worth
noting that consumer reviews in January and February were low and in particular
negative, with percentages of -1% and -3% respectively. However, since March there
has been a significant increase in criticism, which is in line with the coronavirus

outbreak and the rise of e-commerce.

Visual product identification

A major challenge for proper product category data collection is the huge
inconsistency in product naming and categorization among retailers. The same product
may have different names from one seller to another. To overcome this problem,
many companies had to adapt to the new data and thus adopted visual recognition
through artificial intelligence, to match a product to its legal and standard category
based on product images. A large number of products are intelligently categorized by

this algorithm (Gao et al., 2020).

From the start of the pandemic, a very large percentage of consumers have
changed their daily behavior with most of them trying to mainly satisfy their most
basic needs (Siddiquei & Khan, 2020). A study conducted in April 2020 found that the
COVID-19 pandemic has reshaped consumer behavior and traits while creating new
trends (EY, 2020). We focus on our study, mainly, on the effect of the pandemic on

Greece and Greek consumers.

Based on the results from the study, the consequences of the pandemic seem
to worry Greeks more than consumers in other countries, with their concerns focusing
mostly on its impact on the Greek economy (77%) and society (66%), as well as the
ability to enjoy freely their lives (71%), followed by the effects on personal financial
situation (56%) and family health (53%) (EY, 2020). Given the prevailing concern about
the impact of the pandemic on the economy, Greeks say they now spend less (60%)
and buy only what they need (43%), while the price of goods and services has become
by far the most important market criterion (67). %). This trend is not expected to
change in the near future, as price will remain, by far, the most important criterion for
markets for the next three years (79%). For the majority of products, Greeks will

continue to spend in the future the same as during the pandemic period, while, in
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cases where costs may change, as a rule they will decrease (EY, 2020). The pandemic
has also changed the way consumers deal with and choose brands. Two out of five
(41%) have changed the brands they buy, either to reduce costs (23%), or to support
the local economy, local businesses or neighborhood stores (23%), or have focused on

private label products (15%) (EY, 2020).

Finally, it is worth mentioning the fact that, after the pandemic, it is projected
that «consumer needs, priorities, habits and choices will be reshaped by focusing on
both social and ecological awareness issues including more local products and avoiding

focusing on and wanting specific expensive brands» (Mehta et al., 2020).

The beginning of the health crisis in Greece, in February 2020, was the
beginning of another period of time where consumer behavior received particular
socio-economic pressures that lead to the necessary restructuring (IELKA, 2020). More
specifically, the frequency of food purchases decreased, especially from fishmongers
and public markets. A decrease, of course of a smaller level, was also observed in the
frequency of buying food from bakeries, bakeries, greengrocers and supermarkets.

(IELKA, 2020).

Of particular importance is the fact that systematic online shopping has
increased (Gounopoulos et al., 2020) as a small portion of Greek consumers now
prefer distance shopping, especially in terms of food markets (Anastasiadou et al.,
2020). This is due to the fact that the criteria for selecting and purchasing products /
services have changed compared to the pre-COVID-19 era. Markets are more focused
on the health and safety that consumers perceive and feel during their purchases as
they fear the spread of the virus. They are also more interested in the total amount of
money they are going to spend (IELKA, 2020) as incomes have been significantly

affected (IOBE, 2020; ELSTAT, 2020).

Also, since the onset of the coronavirus, changes have been observed in the
eating habits of consumers. In particular, compared to 2019, the market and home
distribution of products from the coffee-catering sector decreased. Greek consumers
now cook more at home, make homemade sweets, pies, skewers, pizzas, etc. and

prefer to make coffee at home much more often compared to 2019 (IELKA, 2020).
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Concluding, taking into account the overall impact of the pandemic on
consumer behavior and consequently on their satisfaction and, as far as the literature
and all the research studies that have been conducted so far go, it is evident that
consumers’ purchasing behavior has gone through radical changes, with consumers on
one hand buying mostly basic necessities (food, medicine, etc.) and on the other hand
buying useful items for their home (electronic devices etc.) and for their entertainment
(toys, board games etc.) The pandemic had a huge impact on the way that the
customers choose to purchase the products they need (online or in stores) and we
proceed with our research study so to evaluate customer satisfaction during the

pandemic by focusing on the Greek market and Greek consumers.
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Methodology

Aims of the research and research questions
The present research investigates the Greek costumers’ satisfaction during the
pandemic of COVID-19, but also the ways that the pandemic affected their purchasing
behavior. According to that goal, the following research questions will be analyzed:
e The pandemic affected the frequency in which the participants visited stores to
buy products and the frequency in which they shopped online?
e The pandemic affected the extent in which the participants buy certain types of
products?
e The pandemic affected the participants’ satisfaction as for the store and online

store services?

Sample

The sample is consisted of a total of 100 Greek costumers, most of whom are
females from 18 to 30 years old. Also, the majority of the participants are either
unmarried or married and at the same time they have a bachelor degree or a master.
Furthermore, the biggest part of the sample has a monthly income from 1001€ up to

1500¢€.

Research tool

A questionnaire was used to achieve the goals of the research, which contains 4
chapters. The first chapter is consisted of 5 close-ended questions referring to the
participants’ gender, age, marital status, educational level and monthly income. The
second chapter analyzes the consumers’ behavior before the pandemic and more
specifically, the frequency in which they visited stores to shop or shopped online, the
products they purchased and their satisfaction with the services they received. It
contains a total of 3 Likert types questions with 8, 9 and 8 subquestions and 2 close-
ended questions. The third chapter analyzes the participants’ purchasing behavior
during the pandemic, through 7 close-ended questions and 3 Likert type questions

with 8, 9 and 8 subquestions. Analytically, the third chapter focuses on the
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participants’ opinion about their purchasing behavior changing because of the
pandemic, the frequency in which they shop via shops and online and how satisfied
they are with the services they receive. The fourth and last chapter contains 4 close-
ended questions and investigates the consumers’ behavior after the pandemic and

how it affected their consumption habits.

Data collection

The questionnaire was distributed online, via the internet using a proper
Google form, both in Greek and in English. The Google form contained all the
questions of the questionnaire, but also an introductive note that informed the
participants about the goals and aims of the research. Also, it informed the
participants about the needed time of competition, that their participation is
voluntarily and that their identity will remain anonymous. The file was uploaded in

social media groups related to the subject of the research.

Data analysis

To analyze the gathered data, the world wide known statistical package SPSS
v.25 was used. In the descriptive statistics to analyze all the questions, frequencies,
percentages, means and standard deviations were calculated. Also, to reply to the
research questions the parametric paired samples t-test was chosen. All of the above

are presented through proper tables and graphs.

Discussion and analysis of the results of the survey

Descriptive statistics

The following research focuses on the Greek costumers’ satisfaction during the
pandemic of COVID-19 and the ways that the pandemic affected their purchasing
behavior. To achieve this goal, a questionnaire was used that contains 4 sections, the
participants’ demographic characteristics and their consuming behavior and their
satisfaction from the services they received before, during and after the crisis of

COVID-19.
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Demographic characteristics

The first chapter of the descriptive statistics investigates the participants’
demographic characteristics.

In Table 1 and Graph 1, the participants’ gender is revealed. 61% of the sample

is consisted of females, while 39% belongs to the male participants.

Table 1: Gender

Cumulative
Frequency Valid Percent Percent
Valid Male 39 39.0 39.0
Female 61 61.0 100.0

Total 100 100.0

Graph 1: Gender

Percent

ale Female

Gender

In Table 2 and Graph 2, the participants’ age is presented. 46% of them are

from 18 to 30 years old, 23% belongs to the ages from 41 to 50 years old and 14%

reach the participants from 51 to 60 years old. Also, the participants who are from 31
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to 40 years old reach 12% and the rest 5% belongs to the participants over 60 years

old.
Table 2: Age
Cumulative
Frequency Valid Percent Percent
Valid 18-30 46 46.0 46.0

31-40 12 12.0 58.0
41-50 23 23.0 81.0
51-60 14 14.0 95.0
Over 60 years old 5 5.0 100.0
Total 100 100.0

Graph 2: Age

Percent

18-30 31-40 41-50 51-60 Over 60
years old

Age

In the following Table 3 and Graph 3, it is revealed that 53% of the participants are
unmarried, while 40% are married. As for the participants who are divorced or

widowers, they occupy 5% and 2% respectively.
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Table 3: Marital status

Cumulative
Frequency Valid Percent Percent
Valid  Unmarried 53 53.0 53.0
Married 40 40.0 93.0
Divorced 5 5.0 98.0
Widower 2 2.0 100.0

Total 100 100.0

Graph 3: Marital status

Percent

Unmarried Married Divorced Widower

Marital status

In Table 4 and Graph 4, the participants’ educational level is analyzed. 41% of
them have a bachelor degree, 34% have a master, while 12% have a post-secondary
education. Also, the participants who have a secondary education or a PhD they both

reach 5% and only 3% belongs to the reply “Other”.
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Table 4: Educational level

Cumulative
Frequency Valid Percent Percent
Valid Secondary education 5 5.0 5.0

Post-secondary 12 12.0 17.0
education

Bachelor 41 41.0 58.0
Master 34 34.0 92.0
PhD 5 5.0 97.0
Other 3 3.0 100.0
Total 100 100.0

Graph 4: Educational level

Percent

Secondary Fost
education secondary
education

Bachelor MMaster FhD

Educational level

Other

Continuing with the participants’ monthly income, 41% have an income from

1001€ up to 1500€ and 21% make from 501€ up to 1000€ per month. The participants

who do not have an income reach 15%, 10% belongs to the participants with over

2000€ as an income and 7% to the participants with up to 500€ of income per month.

The rest 6% occupy the participants with 1501€ up to 2000€ as a monthly income. All

of the above are presented in Table 5 and Graph 5.
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Table 5: Monthly income

Cumulative
Frequency Valid Percent Percent
Valid None 15 15.0 15.0
Up to 500 euros 7 7.0 22.0
501-1000 euros 21 21.0 43.0
1001-1500 euros 41 41.0 84.0
1501-2000 euros 6 6.0 90.0
Over 2000 euros 10 10.0 100.0

Total 100 100.0

Graph 5: Monthly income

Percent

MNone Upto 500 501-1000 1001-1500 1501-2000 Over 2000
euros euros euros euros euros

Monthly income

Consumer behavior before the pandemic

The following chapter investigates the participants’ purchasing behavior before
the pandemic. It should be mentioned that all the Likert type questions accept values
from 1 to 5 (1-Not at all, 2-A little, 3-Moderately, 4-Much, 5-Very much) and the higher
the mean is, the more often the participants buy each type of product or more

satisfied they are from each service they received.
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In Table 6 and Graph 6, the frequency in which the participants buy the
following types of products is analyzed. Quite much the participants bought food
(4.10), while moderately they bought clothing and clothing items before the pandemic
(2.90). Between the answers “A little” and “Moderately”, leaning to the second one,
they place the frequency in which they were buying medicines and other health
products (2.65). In the same scale, but leaning to the first one, they place the books
(2.44) and cosmetics-jewelry (2.37), while they bought electronics (2.06) and home
appliances (1.81) not so often. Lastly, between the answers “Not at all” and “A little”,
leaning to the second one, they appear to be about buying furniture (1.63) before the

pandemic.

Table 6: How often did you buy the following products before the pandemic

Graph 6: How often did you buy the following
products before the pandemic
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In Table 7 and Graph 7, it is revealed that 53% of the participants very often
bought products by physically visiting the stores before the pandemic. 24% of them

state that this happened often, 20% respond that they sometimes preferred to visit
the shops and 3% seldom did so.

Table 7: How often did you buy products by psychically visiting
the stores before the pandemic

Cumulative
Frequency Valid Percent Percent
Valid Seldom 3 3.0 3.0
Sometimes 20 20.0 23.0
Often 24 24.0 47.0
Very often 53 53.0 100.0

Total 100 100.0

Graph 7: How often did you buy products by psychically visiting the stores before the

pandemic

Percent

Seldom Sometimes Cften

Yery often

How often did you buy products by psychically visiting the stores before
the pandemic

In Table 8 and Graph 8, the frequency in which the participants bought

products online before the pandemic is analyzed. 39% of them support that they

bought products via the internet sometimes, 27% support they seldom did so and 22%
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that they often preferred shopping online. The participants who never purchased

something online before the pandemic reach 9% and the rest 3% support that they

very often preferred online shops.

Percent

Table 8: How often did you buy products online before the

pandemic
Cumulative
Frequency Valid Percent Percent
Valid Never 9 9.0 9.0

Seldom 27 27.0 36.0
Sometimes 39 39.0 75.0
Often 22 22.0 97.0
Very often 3 3.0 100.0
Total 100 100.0

Graph 8: How often did you buy products online before the pandemic

MNever Seldom Sometimes Often Very often

How often did you buy products online before the pandemic

The following Table 9 and Graph 9, investigate the participants’ satisfaction as

for the store amenities they enjoyed before the pandemic. Between the answers

“Moderately” and “Much”, leaning to the second one, the participants appear to be

about their satisfaction as for the variety of products (3.70), the product availability

(3.61) and the store atmosphere (3.53). In the same scale, but leaning more to the
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answer “Moderately”, the respondents place their satisfaction as for the product
quality (3.49) and the employee behavior (3.34). Continuing, the participants are
moderately satisfied as for the security of premises (3.18) of the shops before the
pandemic, the cleanliness of the premises (3.17), the product offers (3.09) and the

product prices (3.03).

Table 9: How satisfied were you with the following store amenities before the

pandemic

Graph 9: How satisfied were you with the following store
amenities before the pandemic
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Through Table 10 and Graph 10, the participants’ satisfaction as for the online
stores is presented. Between the answers “Moderately” and “Much”, leaning to the
second one, the participants are placed about the variety of products (3.63) and the
product availability (3.50) of the online stores before the pandemic. Also, moderately
satisfied the consumers are from the online shops’ product quality (3.24) and prices
(3.22), from the ease navigation (3.18) and from the speed of the delivery (3.17).
Furthermore, the participants are satisfied on a medium level from the online shops’
product offers (2.93) and the contact they had with the store (2.85) before the

pandemic.

Table 10: How satisfied were you with the following benefits of online stores before

the pandemic

Graph 10: How satisfied were you with the following
benefits of online stores before the pandemic
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Consumer behavior during the pandemic

The third chapter of the descriptive statistics, focuses on the consumers’
behavior during the pandemic of COVID-19. Once again it should be mentioned that all
the Likert type questions of the chapter, accept values from 1 to 5 (1-Not at all, 2-A
little, 3-Moderately, 4-Much, 5-Very much) and the higher the mean is, the more the

consumers agree that they were buying each type of product and the more satisfied

they are from the services they received.

In Table 11 and Graph 11, it is analyzed whether the pandemic affected the
participants’ consumption habits, according to their opinion. 42% of the participants
support that their consumption habits were much affected, 23% that they moderately
got affected and the 21% that they got affected a little. As for the participants that

state that their consumption habits got affected very much by the pandemic, reach

14%.

Table 11: Do you think that the pandemic has affected your

consumption habits

Cumulative
Frequency Valid Percent Percent
Valid Alittle 21 21.0 21.0
Moderately 23 23.0 44.0
Much 42 42.0 86.0
Very much 14 14.0 100.0
Total 100 100.0

Graph 11: Do you think that the pandemic has affected your consumption habits

Percent

A little

Moderately Much

Very much

Do you think that the pandemic has affected your consumption habits




Continuing, it is investigated whether the adverse economic situation during
the pandemic affected the quantity in which the participants purchased products. 44%
of them support that this is moderately true, 20% state that they got much affected
and 15% that they were affected a little. Also, the participants who were affected very
much by the economic situation reach 12% and 9% support that they did not get

affected at all. The above are presented in Table 12 and Graph 12.

Table 12: Do you think that the adverse economic situation
during the pandemic has affected the quantity of your

purchases
Cumulative
Frequency Valid Percent Percent
Valid Notatall 9 9.0 9.0

A little 15 15.0 24.0
Moderately 44 44.0 68.0
Much 20 20.0 88.0
Very much 12 12.0 100.0
Total 100 100.0

Graph 12: Do you think that the adverse economic situation during the pandemic has

affected the quantity of your purchases

Percent

Mot at all A little Moderately Much Wery much

Do you think that the adverse economic situation during the pandemic
has affected the quantity of your purchases
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In Table 13 and Graph 13, it is obvious that 35% of the participants moderately agree

that the adverse economic situation during the pandemic has led them to choose

lower quality products. 27% of the participants disagree to the statement above, 26%

agree a little, while the participants who got much or very much affected occupy 9%

and 3% respectively.

Table 13: Do you think that the adverse economic situation
during the pandemic has led you to choose lower quality

products
Cumulative
Frequency Valid Percent Percent

Valid Notatall 27 27.0 27.0

A little 26 26.0 53.0

Moderately 35 35.0 88.0

Much 9 9.0 97.0

Very much 3 3.0 100.0

Total 100 100.0

Graph 13: Do you think that the adverse economic situation during the pandemic has

Percent

led you to choose lower quality products

Mot at all

A little Moderately Much Very much
Do you think that the adverse economic situation during the pandemic

has led you to choose lower quality products
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In Table 14 and Graph 14, the extent in which the participants bought the
following types of products during the pandemic is analyzed. Much the participants
agree that they bought food (4.03), while on a moderate level they bought medicines
and other health products (3.10). Also, between the answers “A little” and
“Moderately”, they place the clothing items (2.40) and the books (2.36), while a little
often they seem to have been buying electronics (2.14), cosmetics (2.11) and home
appliances (1.77) during the pandemic. Lastly, between the answers “Not at all” and “A

little”, leaning to the second one, they seem to be about buying furniture (1.62).

Table 14: To what extent did you buy the following types of products during the

pandemic

Graph 14: To what extent did you buy the following
types of products during the pandemic
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In Table 15 and Graph 15, it is revealed that 41% of the participants seldom
were physically visiting stores during the pandemic, 39% sometimes did, while the
participants who never or often physically visited the shops occupy 8% each. Also, the

respondents that very often visited the shops physically, occupy 4%.

Table 15: How often did you buy products by psychically
visiting the stores during the pandemic

Cumulative
Frequency Valid Percent Percent
Valid Never 8 8.0 8.0
Seldom 41 41.0 49.0
Sometimes 39 39.0 88.0
Often 8 8.0 96.0
Very often 4 4.0 100.0

Total 100 100.0

Graph 15: How often did you buy products by psychically visiting the stores during

the pandemic

Percent
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How often did you buy products by psychically visiting the stores during
the pandemic

-35-



In Table 16 and Graph 16, the frequency in which the participants preferred online
shopping during the pandemic is presented. 35% of them often purchased products
online during the pandemic, 30% sometimes purchased from online shops and 20%
very often did so. As for the participants who seldom or never shopped online they

reach 11% and 4% respectively.

Table 16: How often did you buy products online during the

pandemic
Cumulative
Frequency Valid Percent Percent
Valid Never 4 4.0 4.0

Seldom 11 11.0 15.0
Sometimes 30 30.0 45.0
Often 35 35.0 80.0
Very often 20 20.0 100.0
Total 100 100.0

Graph 16: How often did you buy products online during the pandemic

Percent
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How often did you buy products online during the pandemic
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In Table 17 and Graph 17, the participants’ satisfaction as for the store
amenities during the pandemic of COVID-19 is analyzed. Between the answers
“Moderately” and “Much”, leaning to the first one, the participants place their
satisfaction as for the security of the premises (3.38), the cleanliness of the store
(3.33), the employees’ behavior (3.29) and the quality of the products (3.26). Also, the
participants are moderately satisfied with the stores’ atmosphere (3.06), the variety of
the products (3.04), the product offers (2.96), the availability (2.83) and the prices
(2.79) during the pandemic.

Table 17: How satisfied were you with the following store amenities during the

pandemic

Graph 17: How satisfied were you with the following
store amenities during the pandemic
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Through Table 18 and Graph 18, the participants’ satisfaction as for the online
store amenities during the pandemic, is investigated. Between the answers
“Moderately” and “Much”, leaning to the first one, the participants place their
satisfaction as for the ease of navigation (3.35) and the variety of products (3.28). At
the same time, they are moderately satisfied from the quality (3.00), offers (2.98),
availability (2.84) and the prices (2.77) of the products, as well as the possible ways to
contact the store (2.76). Lastly, the participants are placed between the answers “A
little” and “Moderately”, leaning to the second one, as for the speed of the delivery of

the products they ordered (2.56) during the pandemic.

Table 18: How satisfied were you with the following online store amenities during

the pandemic

Graph 18: How satisfied were you with the following online
store amenities during the pandemic
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In Table 19 and Graph 19, it becomes obvious that the 45% of the participants
support that they were as satisfied as they were before the pandemic when it comes
to their purchases by physically visiting the store during the pandemic. 28% of the
participants were less satisfied, 25% were more satisfied, while 2% were much less

satisfied in comparison to their purchases before the pandemic.

Table 19: In general, do you think that you were more or less
satisfied with your purchases by psychically visiting the stores
during the pandemic compared to before the pandemic

Cumulative
Frequency Valid Percent Percent
Valid Much less 2 2.0 2.0
Less 28 28.0 30.0
The same 45 45.0 75.0
More 25 25.0 100.0

Total 100 100.0

Graph 19: In general, do you think that you were more or less satisfied with your
purchases by psychically visiting the stores during the pandemic compared to before

the pandemic

Percent

Much less Less The same More

In general, do you think that you were more or less satisfied with your
purchases by psychically visiting the stores during the pandemic
compared to before the pandemic
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In Table 20 and Graph 20, it is revealed that 41% of the participants were as
satisfied with their online purchases during the pandemic as they were before the
pandemic. The participants who were more satisfied reach 28%, 20% belongs to the
participants who were less satisfied and 8% to those who were much less satisfied.
However, 3% of the participants were much more satisfied with their online shopping

during the pandemic than before it.

Table 20: Do you think you were more or less satisfied with shopping
online during the pandemic compared to before the pandemic

Cumulative
Frequency Valid Percent Percent
Valid Much less 8 8.0 8.0
Less 20 20.0 28.0
The same 41 41.0 69.0
More 28 28.0 97.0
Much more 3 3.0 100.0

Total 100 100.0

Graph 20: Do you think you were more or less satisfied with shopping online during

the pandemic compared to before the pandemic

Percent

Much less Less The same Mare Much mare

Do you think you were more or less satisfied with shopping online during
the pandemic compared to before the pandemic
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Consumer behavior after the pandemic

In the last chapter of the descriptive statistics, the participants’ opinions about
their purchasing behavior after the pandemic is investigated.

In Table 21 and Graph 21, it is presented whether the pandemic affected the
participants’ opinion on shopping by physically visiting the stores. The participants who
moderately prefer physical shopping reach 46%, 27% belongs to those who much
prefer it and 20% to those who very much prefer physically shopping in stores. Also,
the 4% belongs to the participants who would prefer physical shopping a little and 3%

would not prefer it at all.

Table 21: Do you think that after the pandemic you will prefer
to buy products by visiting the stores physically

Cumulative
Frequency Valid Percent Percent
Valid Notatall 3 3.0 3.0
A little 4 4.0 7.0
Moderately 46 46.0 53.0
Much 27 27.0 80.0
Very much 20 20.0 100.0

Total 100 100.0

Graph 21: Do you think that after the pandemic you will prefer to buy products by

visiting the stores physically

Percent

Mot at all A little Moderately Much Very much

Do you think that after the pandemic you will prefer to buy products by
visiting the stores physically
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In the following Table 22 and Graph 22, it is revealed that 40% of the
participants moderately agree that after the pandemic they prefer to buy products
from online stores. The participants who much prefer it reach 30%, those who agree a
little reach 22%, while the participants who prefer online shopping after the pandemic

very much or not at all occupy 5% and 3% respectively.

Table 22: Do you think that after the pandemic you will prefer
to buy products from online stores

Cumulative
Frequency Valid Percent Percent
Valid Notatall 3 3.0 3.0
A little 22 22.0 25.0
Moderately 40 40.0 65.0
Much 30 30.0 95.0
Very much 5 5.0 100.0

Total 100 100.0

Graph 22: Do you think that after the pandemic you will prefer to buy products from

online stores

Percent
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Do you think that after the pandemic you will prefer to buy products from
online stores
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Continuing, it is visible that 38% of the participants moderately agree that after
the pandemic their consumption habits are the same as they were before the
pandemic. The participants who much agree reach 31%, 23% belongs to those who
agree a little and 6% to those who very much agree. Lastly, the participants who do not
agree that their consumption habits are the same as before the pandemic reach 2%.

All of the above are presented in Table 23 and Graph 23.

Table 23: Do you think that after the pandemic your consumption
habits will fully be as they were before the pandemic

Cumulative
Frequency Valid Percent Percent
Valid Not at all 2 2.0 2.0
A little 23 23.0 25.0
Moderately 38 38.0 63.0
Much 31 31.0 94.0
Very much 6 6.0 100.0

Total 100 100.0

Graph 23: Do you think that after the pandemic your consumption habits will fully be

as they were before the pandemic

Percent

Mot at all A little Moderately Much Veny much

Do you think that after the pandemic your consumption habits will fully be
as they were before the pandemic

In the last Table 24 and Graph 24, whether the pandemic affected the

participants’ priorities in terms of products they consume both in quantity and in
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quality, is analyzed. The participants who agree that they got much affected reach

35%, 29% support they got moderately affected and 23% got a little affected.

Furthermore, the participants who were not affected at all reach 8% and 5% occupy

the participants who got very much affected because of the pandemic.

Table 24: Do you think that the pandemic has affected your
priorities in terms of the products you consume both in

quantity and in quality

Cumulative
Frequency Valid Percent Percent
Valid Notatall 8 8.0 8.0
A little 23 23.0 31.0
Moderately 29 29.0 60.0
Much 35 35.0 95.0
Very much 5 5.0 100.0

Total 100 100.0

Graph 24: Do you think that the pandemic has affected your priorities in terms of the

Percent

products you consume both in quantity and in quality
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Do you think that the pandemic has affected your priorities in terms of the

products you consume both in quantity and in quality
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Mean of How often did you buy products by
psychically visiting the stores

Inductive statistics
The following chapter investigates the research questions which are the
following ones:
» The pandemic affected the frequency in which the participants visited stores
physically to buy products and the frequency in which they shopped online?
» The pandemic affected the extent in which the participants buy certain types of
products?
» The pandemic affected the participants’ satisfaction as for the store and online

store services?

Answering the 1° research question, Table 25 contains the p-values of
the tests applied to reveal whether the pandemic has affected if the
respondents are visiting physical or online stores to buy products. As shown
both tests extracted significant result and through Graphs 25 and 26, was
revealed that the frequency of purchasing products from physical stores

decreased significantly, while online shopping increased accordingly.

Table 25: p-values for the 1% research question
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Graphs 25-26: Significant differentiations of the 1% research question
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Mean of Medicines and other health products

As for the second research question, Table 26 revealed that medicine and other
health products, along with clothing and cosmetic products, were significantly affected
by the pandemic. More specifically, Graphs 27-29 indicated that during the pandemic,
medicine and health purchases significantly increased, while clothing and cosmetic

purchases respectively decrease.

Table 26: p-values for the 2"? research question

Graphs 27-29: Significant differentiations of the 2" research question
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Mean of Cosmetics-jewelry
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Lastly, Table 27 contains the results of the tests conducted to reveal how the
pandemic affected the participants’ satisfaction about stores and online stores
services. As shown, there was a significant differentiation as for the variety, the
availability, the prices of products along with the atmosphere in the stores (physical
visiting). Also, regarding the online shops the parameters affected by the pandemic
were the speed of delivery and the variety, availability, quality and prices of the
products. Additionally, Graphs 30-38 indicated that all the above characteristics were

decreased significantly during the pandemic.

Table 27: p-values for the 3™ research question
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Graphs 30-38: Significant differentiations of the 3" research question
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Conclusions and future recommendations

The present research investigated the Greek costumers’ satisfaction during the
pandemic of COVID-19, but also the ways that the pandemic affected their purchasing
behavior. The sample was consisted of a total of 100 Greek costumers, most of whom
were females from 18 to 30 years old. Also, the majority of the participants were
either unmarried or married and at the same time they had a bachelor degree or a
master. Furthermore, the biggest part of the sample had a monthly income from
1001€ up to 1500¢€.

The most popular product was revealed to be the food and the most of the
participants were buying products very often by physically visiting the stores before
the pandemic. Moreover, although online stores were used less often, their
satisfaction was equally in both them and physical stores. In addition, almost half of
the respondents answered that their consumer habits were affected by the pandemic,
both in the frequency and quantity of products they bought, while there were, also,
those who were forced to buy lower quality products for financial reasons.

Answering the research questions, the analysis revealed that the frequency of
purchasing products from physical stores decreased significantly, while online
shopping increased accordingly. Additionally, the second research question, revealed
that medicine and other health products, along with clothing and cosmetic products,
were significantly affected by the pandemic. More specifically, during the pandemic,
medicine and health purchases significantly increased, while clothing and cosmetic
purchases respectively decrease.

Lastly, testing how the pandemic affected the participants’ satisfaction about
stores and online stores services, the research indicated that there was a significant
differentiation as for the variety, the availability, the prices of products along with the
atmosphere in the stores (physical visiting). Also, regarding the online shops the
parameters affected by the pandemic were the speed of delivery and the variety,
availability, quality and prices of the products. All the above characteristics were

decreased significantly during the pandemic.
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Appendix 1 — Questionnaire Structure (petadppacpévo ota eEAANVIKA)
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KaAAuvTiKA-KooupaTa

OLKLOKEG CUOKEUEG

HAektpovika €i6n

ErwutAa

BiBAla-teTpadio Ko elén

BiBAonwAeiou

AN\o (mapakaAw npoodloploTe)

15. N6co ouyxva ayopalote Tmpoiovta e TNV UOLKH TOPoUCio CaG oTa

KOTOOTH AT KOTA TNV SLApKEeLa tTn¢ mavdnuiag;

Moté
Inavia
Meplkég hopEg

Tuxva

I I B B B O

MoAU cuxva

16. Méoo ouyva ayopalote mpolovia NAEKTPOVIKA HECOW OladlkTUoU Katd TnVv

Slapkela tng mavdnuiog;
Mote

Inavia

Mepikeg dopEg

Zuyva

O O o o o

MoAU cuyva




17. NGCO LKAVOTIOLNUEVOL NCACTAV OO TIG TTOPOKATW TIAPOXEC TWV KATACTNUATWY

Katd TNV SLdpkeLa TNG mavdnpiag;

KaB®oAou

Alyo

MétpLa

MoAv

Mapa oAU

Juunepldpopd uTtaAARAWY

KaBaplotnta xwpwv

Acdalela xwpwv

MolotnTa mMpoidvVTwy

MowAla mpoiovTwyv

AtoBeopoTnTa mpoioviwv

TIUEG TTpOLOVTWY

ATuOOd AL KATAOTN UATWVY

MNpoodopEg mpoidoviwy

18. NO6CO KAVOTOLNUEVOL NOACTAV OO TIC TIOPOAKATW TIOPOXEG TWV NAEKTPOVLKWV

KOTOOTNUATWY KATA TNV SLAPKEL TNG TTavOnuLag;

KaB®oAou

Alyo

MétpLa

MoAu

Mapa oAU

EukoAia mAonynong

Taxutnta napadoong

MNpoodopég mpoioviwv

Motk ia poiovtwy

AlaBeopotnTa MPoiovIwy

TLUEG TpoidVTWY

Molétnta mpoloviwy

Emwkowwvia  pe  Tto

(tnAedwvikn R NAekTpoVIKN)

KaTAaoTnua




19. TevikOtepa, Bewpelte WG NoACTAV TIEPLOCOTEPO 1 ALYOTEPO €UXOPLOTNHEVOL
amo TG AYOpPEG oaG HE TNV GUOLKH TTapoUCia 0ag OTO KATOOTAMOTO KOTA TNV
SlapkeLa TNE mavonuiag CUYKPLTIKA PE TIpLY TNV avdnuia;

MoAU Alyotepo

Alyotepo

To iblo

MNeploodtepo

O o o o o

MoAU meplLoocOTEPO

20. Tevikotepa, Bewpelte MWE NOACTAV TIEPLOCOTEPO I ALYOTEPO E€UXOPLOTNHEVOL
QO TIC AYOPEC NAEKTPOVIKA HEOW SLaSIKTUOU KaTd TNV Slapkela Tng moavdnuiag
OUYKPLTLIKA PE TIPLV TNV Ttavonuia;

MoAU Alyotepo

Alyotepo

To iblo

MNeploootepo

[ I e A A ) B O

MoAU MepLOCOTEPO

KatavaAwtiki cupnepidpopd HETA TV mavénpio
21. Oewpelte MW PeTA TNV Tavdnuia Ba MPOTIUATE TNV ayopd TPOIOVIWY HUE TNV
dUOLKN oG TaPoUCia O KATAOTHUATA;
KaBoAou
Alyo
Métpla

MNoAu

I O e O R O B O

MNdapa oAU



22.

0O o o o o

N I e A A ) I O

24,

N O R O R B B O

Oewpeite MW YeETA TNV Tavénuia 6a TMPOTIUATE TNV ayopd MPOIOVIWV oo Ta
NAEKTPOVLKA KATAOTAUATA PECW SLadLkTUOoU;

KaBoAou

Alyo

MétpLa

MoAu

Mdapa oAU

. Motelete nMwg PeTA TNV TOvdNnuia ol KAaTtavaAlwTlkéG ocag ouvnBeleg Ba

emaveABouv MANPWE OTwG NTAV MPLV TV mavdnuia;
KaBoAou

Alyo

MéetpLa

MoAv

MNapa oAU

Oewpelte Mwg n mavdnuia emnpéace TIG MPOTEPALOTNTEC OAC WC TIPOG Ta
TPOLOVTA TIOU KOTAVOAWVETE TOOO OE EMIMESO MOCOTNTOG OCO KAl OE €MiMedo
ToLoTNTaG;

KaBoAou

Alyo

MétpLa

MoAu

Mapa oAU



Appendix 2 — Questionnaire

Demographic characteristics

1.

[

50 N s S s [ s R T 1 [ e A o R o I e R N

Y e e A s s R S

Gender
Male

Female

Age
18-30
31-40
41-50
51-60
Over 60

Marital status
Unmarried
Married
Divorced

Widower

Educational level
Secondary education
Post-secondary education
Bachelor

Master

Phd

Other



Monthly income
None

Up to 500 euros
501-1000 euros
1001-1500 euros
1501-2000 euros

e I e A e N

Over 2000 euros

Consumer behavior before the pandemic

6. How often did you buy the following products before the pandemic?

Not at all

A little

Moderately

Much

Very much

Food

Medicines and other health products

Clothing and clothing items

Cosmetics-jewelry

Home appliances

Electronics

Furniture

Books-notebook and  bookstore

items

Other (please specify)

7. How often did you buy products by psychically visiting the stores before the

pandemic?
Never
Seldom
Sometimes

Often

0 O O R

Very often




8. How often did you buy products online before the pandemic?

Never
Seldom
Sometimes

Often

O o o o o

Very often

9. How satisfied were you with the following store amenities before the pandemic?

Not at all

A little

Moderately

Much

Very much

Employee behavior

Cleanliness of premises

Security of premises

Product quality

Variety of products

Product availability

Product prices

Store atmosphere

Product offers

10. How satisfied were you with the following benefits of online stores before the

pandemic?

Not at all

A little

Moderately

Much

Very much

Ease of navigation

Speed of delivery

Product offers

Variety of products

Product availability

Product quality

Product prices

Contacting the store (by

phone or electronic)




Consumer behavior during the pandemic
11. Do you think that the pandemic has affected your consumption habits?
"] Notatall

Alittle

Moderately

Much

O o o o

Very much

12. Do you think that the adverse economic situation during the pandemic has
affected the quantity of your purchases?

Not at all

A little

Moderately

Much

N I e A A ) I O

Very much

13. Do you think that the adverse economic situation during the pandemic has led
you to choose less quality products?

Not at all

Alittle

Moderately

Much

0 O A A A ) B O

Very much



14. To what extent did you buy the following types of products during the

pandemic?

Not at all

A little

Moderately

Much

Very much

Food

Medicines and other health products

Clothing and clothing

Cosmetics-jewelry

Home appliances

Electronics

Furniture

Books-notebook and bookstore items

Other (please specify)

15. How often did you buy products by psychically visiting the stores during the

pandemic?
Never
Seldom
Sometimes

Often

0 O e O R B A O

Very often

16. How often did you buy products online during the pandemic?

Never
Seldom
Sometimes

Often

0o 0o o o oodg

Very often




17. How satisfied were you with the following store amenities during the pandemic?

Not at all A little | Moderately | Much | Very much

Employee behavior

Cleanliness of premises

Security of premises

Product quality

Variety of products

Product availability

Product prices

Store atmosphere

Product offers

18. How satisfied were you with the following online store amenities during the

pandemic?

Not at all A little Moderately | Much | Very much

Ease of navigation

Speed of delivery

Product offers

Variety of products

Product availability

Product prices

Product quality

Contacting the store (by

phone or electronic)




19. In general, do you think that you were more or less satisfied with your purchases
by psychically visiting the stores during the pandemic compared to before the
pandemic?

Much less

Less

The same

More

O o o o o

Much more

20. More generally, do you think you were more or less satisfied with shopping
online during the pandemic compared to before the pandemic?

Much less

Less

The same

More

N I I B O A O

Much more

Consumer behaviour after the pandemic
21. Do you think that after the pandemic you will prefer to buy products by visting
the stores physically?
Not at all
Alittle
Moderately
Much

0 O A ) O O B

Very much



22. Do you think that after the pandemic you will prefer to buy products from online
stores?

Not at all

Alittle

Moderately

Much

0O o o o o

Very much

23. Do you think that after the pandemic your consumption habits will fully be as
they were before the pandemic?

Not at all

Alittle

Moderately

Much

N I e A A ) I O

Very much

24. Do you think that the pandemic has affected your priorities in terms of the
products you consume both in quantity and in quality?

Not at all

Alittle

Moderately

Much

e I e I B

Very much
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