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—Abstract—

Considerable focus has been directed towards the study of individuals' online
shopping purchase intentions and behaviours. This paper examines the factors that
impact the online purchase of fresh food following the COVID-19 pandemic. This
study examined the influential factors on consumers' online shopping consumer
purchase behaviour. Five factors, namely price, quality, environment, comments,
and logistics, were analysed. A survey was conducted online to gather the
experiences of 311 consumers from China and Hungary who made online
purchases of fresh food. An analytical model was constructed and examined using
SmartPLS. Based on the findings, it is evident that these five factors significantly
influence consumers purchase intentions in a favourable manner. Furthermore, the
price factor can serve as a moderator in the correlation between quality and
purchase intention, as well as the correlation between environment and purchase
intention. Based on the study's findings, recommendations are provided to online
retailers to enhance the promotion of fresh food sales through online platforms.
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1. INTRODUCTION

The impact of the Internet and information technology on consumption patterns and habits
is evident (Shang & Wu, 2017). The rise of online shopping has been swift, with this
relatively new platform quickly becoming a popular choice for consumers (Benn et al.,
2015). The new shop format caters to consumer needs through adjustments in product
range, opening hours, and shopping locations (Nagyova & Tonkovicova, 2008). Modern
manufacturers, search engines, and social networks have revolutionised the way consumers
access product information and make purchases. This has enabled consumers to
conveniently shop and gather information anytime and anywhere (Verhoef et al., 2015).
Online shopping has been shown to be a cost-effective method for both retailers and
consumers (Miyatake et al., 2016). In a study by Vietoris et al. (2016), it was found that
respondents expressed a preference for purchasing organic food directly from producers,
with supermarkets, specialty shops, and pharmacies following suit.

Due to the COVID-19 pandemic, consumer purchasing patterns have undergone a
substantial shift (Liptak & Musinszki, 2022). The COVID-19 pandemic emerged as a
significant global crisis in late 2019, originating in China and rapidly spreading to other
nations. It resulted in numerous cases of severe pneumonia and had far-reaching
consequences (Long & Khoi, 2020). The ongoing COVID-19 pandemic has had a
significant impact on the global food supply. In addition, public health measures have
brought about changes in the way individuals purchase food. It is worth noting that
traditional in-person shopping methods can further worsen the issue of food insecurity
(Kent et al., 2022). Food loss occurred globally during the outbreak as suppliers faced
challenges with market closures and reduced operating hours. This led to the
unfortunate consequence of fresh food spoilage and waste (Shahzad et al., 2022).

Curfew restrictions and concerns about illness have highlighted the numerous benefits
of online shopping (Soos, 2020). According to a recent study by Lu et al. (2022),
individuals who have a heightened awareness of the potential for infection beyond their
residence are more inclined to make use of online platforms for purchasing fresh food.
Online shopping provides the convenience of purchasing necessary items from the
comfort of one’'s home while also mitigating the risk of viral transmission and reducing
food waste. During the COVID-19 pandemic, there was a significant surge in the
number of people engaging in online shopping (de la Iglesia et al., 2022).

In 2020, online retail sales in China experienced significant growth, reaching RMB
11.76 trillion, which is a 10.9% increase compared to the previous year (Ministry of
Commerce of the People's Republic of China, 2021). In 2022, national online retail sales
reached RMB 13.79 trillion, showing a 4% increase compared to the previous year (Lyu,
2023). In Hungary, online retail trade revenues have experienced substantial growth
over the past few years. In 2019, the revenues were valued at HUF 781 billion, and this
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figure increased to HUF 1203 billion in 2021 (GKID Research & Consulting, 2023).
By 2022, a significant majority of the Hungarian population is expected to engage in
online shopping, with a projected figure of 74.3%. The percentage for this figure in
2019 is 54.5% (Hungarian Central Statistical Office, 2022).

The growth of online shopping has raised concerns among respondents regarding the
quality of products and their confidence in making purchases online (Liptak &
Musinszki, 2022). Perishability is the primary characteristic of fresh food (Jiang et al.,
2021). According to the study by Bartok et al. (2021), customers who purchase food
online express concerns about perishable items (meat, baked goods).

Consumer behaviour plays a crucial role in the growth of e-commerce for fresh
agricultural products (Cao, 2016). According to Sun (2016), various factors influence
customers' purchase intentions, such as product quality, merchant credit level, and
logistics distribution quality. In a study conducted by Cao (2016), it was suggested that
e-commerce companies specialising in fresh agricultural products can enhance their
product quality and storage capacity through the exploration, development, and utilisation
of innovative technologies. This, in turn, can lead to improved consumer satisfaction. Nie
(2017) found that the content of purchase evaluations has a significant impact on
consumers' purchase decisions. Therefore, understanding the process of establishing and
upholding a positive reputation is crucial for enhancing consumer satisfaction.

This paper utilises questionnaires to gain insights into consumers' purchasing
experiences of fresh products. It also examines consumer behaviours that impact online
fresh food shopping and provides development suggestions for online retailers.

2. LITERATURE REVIEW
Consumer Behaviour Affecting Online Food Shopping

Extensive research has been conducted on the impact of consumer behaviour on online
food shopping across various countries. In a recent study conducted by Zamkova et al.
(2022), the researchers examined the various factors that impact consumers' decision to
purchase food online. The findings revealed that a significant number of consumers in
the Czech Republic expressed that online food shopping offers time-saving benefits, a
broader range of product options, and a more convenient and effortless search process.

In a recent study, Alaimo et al. (2020) examined the consumption patterns and habits of
online food consumers in Italy. The findings suggested that most participants reported a
satisfactory experience with purchasing food online, with only a few minor issues reported.

The pandemic had a positive impact on the food and beverage consumption behaviour of
Portuguese consumers, leading to changes in their online grocery shopping experience. The
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study revealed that a satisfactory online grocery shopping experience during the COVID-
19 pandemic had a positive impact on individuals' intentions to continue purchasing
groceries online post-pandemic. Shopping online offers the convenience of finding and
learning about products quickly and easily. Additionally, offering vouchers for food
purchases can increase consumer interest (Gomes & Lopes, 2022).

Research conducted in Germany indicates that product quality plays a crucial role in
consumers' purchasing decisions. However, when it comes to online shopping, the
significance of quality is heightened, along with logistical considerations such as the
delivery process (Seitz et al., 2017). There has been a gradual rise in the number of
customers in Poland who are opting to purchase food online. However, these consumers
have reservations regarding the extra delivery charges and potential delays.
Additionally, they express apprehensions about the quality and price of the products
(Barska & Wojciechowska-Solis, 2020). Bryta's (2018) analysis provides a
comprehensive examination of the characteristics, attitudes, and opinions of Polish food
e-consumers. Research has shown that the factors influencing consumer buying
decisions revolve around the visual appeal and quality of the product.

The purchasing patterns of Malaysian consumers in the online food market indicate a
clear preference for the convenience, wide range of options, and competitive prices
offered by online shopping (Khalifa & Liu, 2007). A recent study conducted by Lee et
al. (2020) in South Korea revealed that various factors, including system quality,
product quality, brand characteristics, and affordability, have a significant impact on
consumer satisfaction when purchasing fresh food online.

In Nissi, India, the COVID-19 epidemic and the digital era have significantly impacted
consumer behaviour in terms of online food purchases. Consumers now prioritise shopping
convenience, product quality, and price when making their choices (Yolanda et al., 2023).

The online food retail market in South Africa is undergoing rapid evolution and presenting
new challenges. Many consumers perceive online shopping as a convenient and cost-effective
alternative to traditional brick-and-mortar stores for purchasing groceries and other goods.
Simultaneously, consumers express apprehension regarding the potential compromise of
personal information when engaging in online shopping (Chokoe & Oyekale, 2022).

Environment and Price

Understanding the context in which food is produced can help consumers make

informed choices when buying (Wunderlich et al., 2018). Bruschi et al. (2013) argue

that consumers tend to prefer foods that adhere to stricter environmental standards.

According to Hughner et al. (2007), consumers consider the quality of the production

environment when making decisions about what food to purchase. Online shopping

enables modern consumers to easily compare product prices (Gomes & Lopes, 2022).
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Price is a key consideration for certain consumers when making purchasing decisions
(Paul R et al., 2012). The following hypothesis was formulated:

H1. Environment has a positive impact on purchase intentions to buy fresh food online.
H2. Price has a positive impact on the purchase intention to buy fresh food online.

Quiality, Logistics and Comments

Numerous studies have shown that a product's or service's quality frequently affects a
customer's satisfaction (Chien-Hsiung, 2011; Cronin et al., 2000; Suhartanto et al.,
2020). The quality of food has a significant impact on consumer behaviour when it
comes to purchasing food online (Chang et al., 2014).

Online-purchased perishable food must be transported efficiently to ensure quality, safety,
and well-being (Lin, 2020). A recent study by Ma et al. (2022) evaluated the factors that
influence consumers' online fresh food purchases. The Chinese market research found that
wellbeing and packaging improve customer satisfaction and repurchase propensity. It's
interesting that shipping doesn't affect consumers repurchase intentions. According to
Wang and Guo (2022), there has been a growing focus on the quality of online shopping
logistics services among consumers. They argue that e-tailers can attract more consumers
by enhancing the quality of their logistics services. In a study conducted by Xia (2016), it
was found that the quality of logistics plays a crucial role in determining consumers'
satisfaction with online shopping and their subsequent intentions to shop online.

Online purchase comments facilitate public communication among consumers,
revealing a correlation between higher ratings and increased sales (Dequan & Enyan,
2022). A study discovered that reviews positively influenced the purchase intentions of
first-time consumers in the realm of online shopping. Furthermore, sharing food
experiences, opinions, and suggestions can effectively encourage consumers to buy
more food products (Liu et al., 2018).

The following hypothesis was formulated:

H3. Quality has a positive impact on purchase intention to buy fresh food online.
H4. Logistics has a positive impact on the purchase intention to buy fresh food online.
H5. Comments have a positive impact on purchase intention to buy fresh food online.

The Moderating Role of Prices

Moderation and mediation share similarities in the sense that a third variable (mediator
or moderator) can influence the intensity of the connection between two latent variables
(Memon et al., 2019).

According to research by Barska and Wojciechowska-Solis (2020) and Khalifa and Liu
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(2007), price is a significant factor for many consumers. A study conducted by
Minbashrazgah et al. (2017) revealed that the price of green chicken can have a
significant impact on consumers' purchasing decisions and behaviour. Multiple studies
have indicated that price plays a significant role in influencing the connection between
quality, environment, and purchase intention (Lee et al., 2015; Xing et al., 2022).

The following hypothesis was formulated:

H6.  Price moderates the relationship between environment and purchase intentions.
H7.  Price moderates the relationship between quality and purchase intentions.

According to the Hypotheses | built the model (Figure 1).

| Logistics

| Comments Purchase
: Intentions

| Environment

| Quality

Price

Figure 1: The Study’s Model.
3. MEASUREMENT METHODS

This paper utilises the questionnaire method of data collection, a widely employed
research tool for conducting extensive surveys. Questionnaires offer a standardised
approach to collecting data, guaranteeing that all participants are presented with
identical questions. Furthermore, questionnaires prove to be a valuable tool for
gathering substantial amounts of data, particularly when the intended participants are
dispersed across different geographical areas (Dillman et al., 2014). The study included
participants from China and Hungary.

This paper includes a questionnaire that is divided into two parts. The initial section examined
the demographic characteristics of the participants, including gender, age, education, country
of origin, and other relevant factors. The second part of the study examines various aspects
related to fresh food, including logistics, pricing, evaluation, quality, environmental impact,
and consumers' purchase intentions. This section highlights the inclusion of various types of
fresh food, such as vegetables, fruits, meat, eggs, milk, and aquatic products, etc. All
constructs in Part 2 were measured using a five-point Likert scale, with "5" representing
"strongly agree™ and "1" representing "strongly disagree".

The survey was carried out in China and Hungary between April and June 2023.
Residents from both countries exhibit distinct regional cultures and consumption
patterns. The target audience consists of individuals who are 18 years of age or older.
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Prior to the official survey, a preliminary test was conducted on a sample of 100
participants to assess the scale. Questionnaires were distributed through Wenjuanxing
and the Google platform as part of the formal investigation stage. An online
questionnaire survey was conducted among consumers in two regions using these two
platforms. Participants required an average of 2-5 minutes to successfully fill out the
questionnaire. The authors assessed the standardisation and quality of these
questionnaires. Ultimately, | obtained a total of 311 valid questionnaires.

I conducted an analysis of the data using Structural Equation Modelling (SEM) and
Partial Least Squares (PLS). The statistical modelling method known as SEM was first
proposed by Sorbom and Joreskog in the 1970s, as mentioned by Bollen and Long
(1993). SEM-PLS is a powerful iterative estimation method that integrates multiple
regressions and principal component analysis. It is widely recognised as a suitable
approach for simultaneously estimating the relationship between independent variables
and dependent variables (Henseler, 2017; Zhang et al., 2019). In addition, PLS-SEM
does not necessitate a normal distribution of the data and is appropriate for models that
include moderator variables (Astrachan et al., 2014; Fornell & Bookstein, 1982; Hair et
al., 2017). Collectively, this is applicable to our research.

Sociodemographic Data of the Sample

Table 1: Sample Demographic Characteristics.

X Demographic Frequency Percent

Gender Male 120 38.6

Female 191 61.4

18-25 198 63.7

Age 26-35 88 28.3

36-45 15 4.8

over 45 10 3.2

High school 113 36.3

Education Bachelor's degree 113 36.3

Master's degree 53 17.0

Doctorate 32 10.3

1 62 19.9

2 92 29.6

. 3 85 27.3

Number of people living together 4 64 206

5 7 2.3

9 1 0.3

Hungary 158 50.8

Country China 153 49.2

City 213 68.5

Place of residence Countryside 98 315
Total 311
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Table 1 displays a sample configuration file. Out of the 311 respondents, approximately
61.4% were women and 38.6% were men. A significant majority of the respondents,
specifically 63.7%, fall within the age range of 18-25 years old. Over 60% of the
participants hold a bachelor's degree or higher. Most of the participants reported having
more than two individuals residing in their households. China and Hungary have a
roughly equal number of respondents, with each country accounting for approximately
50% of the total. A majority of the participants resided in urban areas.

4. DATA ANALYSIS AND RESULTS
Reliability Analysis

Table 2: Reliability and Validity Tests of the Constructs.

Cronbach'| Composite reliability | Composite reliability Average variance
s alpha (rho_a) (rho ¢) extracted (AVE)
Comment 0.878 0.892 0.915 0.731
Environment]  0.825 0.826 0.895 0.741
Intention 0.743 0.76 0.854 0.663
Logistics 0.871 0.876 0.912 0.721
Price 0.834 0.843 0.9 0.75
Quality 0.865 0.866 0.908 0.712
Model fit R2 R2 Adjusted
Intention 0.459 0.447

The reliability of the structure is assessed using Cronbach's alpha and composite reliability,
as indicated in Table 2. For a scale to demonstrate strong internal consistency, it is important
that both CR and Cronbach's alpha values exceed the threshold of 0.7 (Nunnally &
Bernstein, 1994). | assessed convergent validity by utilising standardised factor loading and
Average Variance Extraction (AVE). As noted by Hair et al. (2017) and Fornell and Larcker
(1981), values above 0.5 for AVE indicate satisfactory convergent validity. The findings
indicate that the aforementioned criteria have been satisfied.

The overall predictive strength of the model is measured by R2 (Hair et al., 2011). R2
= 0.459 for intention is between 0.3 and 0.6, indicating a moderate effect size.

Table 3: Correlations and Square Roots of AVEs. (Fornell-Larcker Criterion).

Comment Environment | Intention | Logistics Price Quality
Comment 0.855
Environment 0.356 0.861
Intention 0.406 0.484 0.814
Logistics 0.256 0.458 0.463 0.849
Price 0.142 0.34 0.344 0.312 0.866
Quality 0.256 0.414 0.409 0.4 0.219 0.844

Note: Diagonal elements in the correlation of constructs matrix are the square root of
the average variance extracted
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The correlation between various structures in Table 3 is found to be lower than the
square root of its own AVE value. This finding provides evidence that the model has
achieved adequate discriminant validity (Ab Hamid et al., 2017).

Table 4: Heterotrait Monotrait Ratio (HTMT).

Comment Environment Intention Logistics Price
Environment 0.412
Intention 0.493 0.62
Logistics 0.285 0.54 0.573
Price 0.162 0.409 0.429 0.367
Quality 0.292 0.491 0.504 0.46 0.257

The Heterotrait-monotrait (HTMT) ratio is commonly employed to assess the
discriminant validity, as discussed by Henseler et al. (2015). Table 4 indicates that the
HTMT ratio values are all below 0.85. The results indicate the discriminant validity for
each construct.

Table 5: Results of Hypothesis H1-H5.

Relationship P B Mean | SD | T statistics | L.L. | U.L. |Support
H1 | Logistics—Intention | 0.000 | 0.463*** | 0.199 | 0.05 3.938 0.297 | 0.102 | yes
H2 | Comment—Intention | 0.000 | 0.406*** | 0.219 | 0.043 5.029 0.300 | 0.136 | yes
H3 | Enviroment—Intention | 0.001 | 0.484** | 0.179 | 0.055 3.248 0.290 | 0.071 | vyes
H4 | Quality—Intention | 0.004 | 0.409** | 0.158 | 0.05 3.141 0.257 | 0.051 | vyes
H5 Price—Intention 0.002 | 0.344** | 0.154 | 0.053 2.912 0.255 | 0.062 | yes

Based on the findings presented in Table 5, Figure 2 illustrates the positive influence of
five factors on purchase intention as indicated by the model.

L1

/'

> L

= =
Logistics \

c1 L4

\ \0.453
@ ¢
-« \ n
c3 / 0.406.
Comment

Envln:mment/

Qi
Q2 ‘E
“
Q3 /
a4

c4

Quality

Figure 2: Results of the Structural Model.
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Path Relationship Evaluation

The test results are shown in Table 5 and Figure 2. As expected, logistics (p = 0.463, p
<0.001), reviews (p=0.406, p <0.001), production environment ( = 0.484, p=0.001),
quality (B =0.409, p = 0.004), and price ( = 0.344, p = 0.002) have a positive effect on
consumers buying fresh food online, supporting H1, H2, H3, H4 and H5.

The moderating effect of price

Table 6: The Results of the Moderating Effect.

Moderator variable Interacting Dependent variable B P Support
Price Price*Environment Intention 0.255** 0.002 Yes
Price Price*Quality Intention 0.248** 0.001 Yes

Figure 3 illustrates the variations in the influence of the environment on purchase
intention at different levels of the moderator variable's price. There are variations in the
slopes, indicating that the impact of the environment on purchasing behaviour varies
significantly at different price levels. There is a clear relationship between the
environment and purchase intention. The correlation is stronger at higher levels and
weaker at lower levels. Additionally, it indicates that as consumers become more price-
conscious, the influence of the environment on their purchasing decisions becomes
more significant.

Price x Environment

0.593
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0.52
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0.44
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-0.04
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Figure 3: Simple Slope Analysis of the Moderating Effect of Price on the Relationship
between Environment and Purchase Intention.

Figure 4 displays the simple slope of the moderating effect of price on the relationship
between quality and purchase intention. There is a clear relationship between quality
and purchase intention, with a stronger effect observed at higher levels and a weaker
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effect at lower levels. Additionally, the study indicates that as consumers place more
emphasis on price, the impact of quality on their intention to purchase also grows.

Price x Quality

0534

Purchase Intenfions
2
&

11 1 0.9 08 0.7 0.6 0.5 0.4 0.3 0.2 0.1 0 0.1 0.2 03 0.4 0.5 0.6 0.7 0.8 0.9 1 1.1
Quality

Figure 4: Simple Slope Analysis of the Moderating Effect of Price on the Relationship
between Quality and Purchase Intention.

The relationship between environment, quality, and intention was found to be
strengthened by price. Specifically, the moderating effect was observed to be greater for
the relationship between environment and intention (f = 0.255, p = 0.002). Similarly,
price had a similar moderating effect on the relationship between quality and intention (3
=0.248, p = 0.001). Agreed. Therefore, there is support for transitioning from H5 to H6.

5. DISCUSSION

Based on the analysis conducted, it is evident that Hypothesis 1 supports the notion that
the environment has a favourable impact on the purchasing behaviour of Chinese and
Hungarian consumers when it comes to fresh food online. Based on the findings, it can
be concluded that the environment has a significant impact on purchase behaviour (f =
0.484, p =0.001). The factor that has the most significant positive impact is willingness.
A well-regulated and conducive production environment has been found to positively
influence the purchasing behaviour of Chinese and Hungarian consumers. These
findings align with previous research indicating that consumers place a high value on
the conditions in which their food is produced. They are also willing to incur additional
costs for items such as fruits, vegetables, potatoes, and meat (\WWandel & Bugge, 1997).

Our research indicates that the Price factor (B = 0.344, p < 0.005) significantly

influences customers' online fresh food purchase decisions. Online fresh food shoppers

in China and Hungary prioritise pricing, showing a willingness to pay less. Studies

suggest that online food purchases' cost reductions can considerably affect customers'

purchasing decisions (Allah Pitchay et al., 2022; Karaoglan & Hamsioglu, 2022).
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Karaoglan and Hamsioglu (2022) suggest that online food marketers can get a
competitive edge by strategically improving consumers' price perception.

According to our analysis, Hypothesis 3 supports the notion that consumers are more
inclined to purchase fresh food online due to its quality (B = 0.409, p < 0.005). Food
safety is a major concern for consumers in the fresh food industry, with a strong
emphasis on product quality. Research has confirmed that the quality of products plays
a crucial role in determining consumer satisfaction in the realm of fresh food e-
commerce, which subsequently influences their inclination to make purchases (Bosona
& Gebresenbet, 2018; Moon et al., 2021).

It has been observed that the logistics factor discussed in Hypothesis 4 has a positive
influence on the online purchase of fresh food. Chinese and Hungarian consumers have
found that logistics significantly influences their purchase intention when considering
buying fresh food online (B = 0.463, p = 0.000). Research has indicated that the
logistical considerations of consumers can have a direct impact on their intentions to
make online purchases (Wang & Guo, 2022). The proximity between the e-commerce
provider and customers can impact purchasing decisions. The time it takes for products
to be delivered can impact consumer satisfaction, and improving delivery speed can
help attract customers from various countries (Kim et al., 2017).

Our findings support Hypothesis 5, indicating that comments have a significant positive
impact (B = 0.406, p = 0.000) on consumers' online purchases of fresh food. The
consumers we interviewed prioritise reviews and comments when making purchasing
decisions for fresh food. In today's digital era, reviews play a crucial role in shaping
consumers' online shopping habits. Online consumer reviews have emerged as popular
communication channels, allowing individuals to share their opinions and influence the
beliefs and purchasing decisions of others. This has led to increased consumer
participation in online shopping (Shi & Liao, 2017).

Our findings indicate that Price plays a significant role as a moderator between
Environment and Purchase Intention (f = 0.255, p < 0.005). Additionally, Price also
acts as a moderator between Quality and Purchase Intention (B = 0.248, p < 0.005),
demonstrating a positive moderating effect. It is evident that heightened consumer price
consciousness in online fresh food purchases corresponds to increased consideration for
quality and environmental factors, ultimately leading to a higher intention to make a
purchase. In a study conducted by Rao and Monroe (1989), they introduced the concept
of "price-quality inference.” The findings revealed that participants acknowledged the
ability to infer quality based on price, indicating that consumers consider both quality
and price when making decisions. Consumers frequently view price as a sign of product
quality, which in turn influences their intention to make a purchase (Han et al., 2001).
Consumers consider both the production environment and price when purchasing food.
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They are willing to pay more for a production environment that aligns with their values
(Wandel & Bugge, 1997).

6. CONCLUSION

This paper aims to investigate the factors that impact consumers in China and Hungary
when purchasing fresh food online in the post-COVID-19 era. The findings indicate that
there are five key factors that can have a positive impact on consumers' intentions to
purchase fresh food online. These factors include price, quality, logistics, comments,
and the environment. It is worth noting that price plays a significant role in moderating
the effects of environment and quality. The findings align closely with prior studies in
the field.

Historically, the price has held significant importance for consumers. When formulating
a pricing strategy, it is important for online retailers to remain adaptable and
continuously refine their approach. This involves thoroughly analysing the target
market and competitors before settling on a strategy and then adjusting based on market
demand and product value. Discount promotions and other methods can be employed
to entice consumers with competitive pricing. When adjusting prices, it is crucial to
prioritise quality. This means maintaining the quality of the products and ensuring they
meet customer expectations and are long-lasting. It is also important to conduct
thorough product quality control and assurance. By doing so, consumers will feel that
they are receiving value for their money when purchasing food.

Online businesses need logistics to reach customers. Shopping satisfaction affects client
buy intent. Internet retailers must address the speed and efficiency of fresh food
delivery. To guarantee fresh food quality throughout the epidemic, merchants must
tailor food packaging and delivery. With the rise of non-contact delivery, this reduces
delivery harm. To satisfy customers, retailers must meet their needs. Specialised courier
businesses can improve logistics services for online merchants and meet their clients'
different needs.

Comments on online shopping are open to all consumers, and customer reviews of fresh
food products can have a significant impact on the purchasing decisions of other
potential customers. Online retailers can actively manage customer reviews by
encouraging them to rate products, respond to customer feedback and complaints in a
timely manner, and respond to positive reviews to strengthen brand image. It is
important for them to acknowledge and respond to negative feedback, actively work
towards resolving issues, and strive to enhance the quality of their service. Retailers
should enhance their efforts to promote the production environment for fresh food
products. Sharing images of the processing environment will help allay consumer
concerns and increase consumer confidence in the products.
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7. LIMITATIONS OF THE STUDY

Like any scientific study, this one has its limitations. The model fails to account for all
potential factors that could impact consumer behaviour when it comes to purchasing fresh
food online. The data was gathered during a two-month timeframe and given the influence
of seasonal and regional factors on fresh food, it may not accurately reflect the broader
patterns of consumer purchasing behaviour. Given the sample’s size and limitations, it was
drawn from a subset of Chinese and Hungarian consumers, making it inappropriate to
generalise the results to other populations. Given the global impact of COVID-19 and the
rapid growth of online shopping, it would be valuable to explore the implications in
different countries or regions within an international framework for future research.
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