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Abstract: This study relates consumer behaviour with social disruption theory by identifying the
antecedents of anxiety related to grocery shopping. Our research design integrates cognitive, behavioural,
self-identity, emotional components in disruptive situations. This study presents a conceptual framework
focusing on the cognitive and behavioural antecedents of anxiety relating to grocery shopping in disruptive
situations. The conceptual model was validated by fitting a SEM with the FIMIX-PLS algorithm to 228
responses obtained an online questionnaire in Brazil and Germany. Two distinct segments of consumers—
concerned and scared consumers—differing by their perceived vulnerability are identified. Concerned
consumers are characterized by a strong relation of personal concerns to anxiety. The empirical contribution
roots in the identification of two types of customers with respect to concerns and anxiety: (i) the concerned
because of their situational awareness and (ii) those with more pressing problems. Thus, our study
contributes to consumer behaviour and social disruption theory by clarifying and quantifying the impact of
the antecedents of anxiety related to grocery shopping in crises. The resulting data from survey responses
are cross-sectional, which means it cannot provide evidence of temporal sequence. Retailers benefit from
actively shaping consumers’ emotional experiences through measures. The perceived consumers’ need for
coping strategies to reduce their anxiety (e.g., shopping in less frequented stores) can thereby be eliminated.
Keywords: buying behaviour; anxiety; antecedents of anxiety; disruptive situations; health crisis.

Introduction
In all stages of the customer journey, cognitive, behavioural, and emotional reactions influence the
overall experience. Previous research in retailing has largely focused on the cognitive and
behavioural reactions of consumers, which are satisfaction (Lucia-Palacios et al., 2021), word of
mouth (Duan et al., 2008; Mukerjee, 2020), loyalty (Herhausen et al., 2019), and purchase intentions
(Kazancoglu & Demir, 2021; Sahi et al., 2016). However, it also has been shown as relevant for
retailers to consider consumers’ emotional reactions (Grewal & Roggeveen, 2020). In this vein, the
research’s aim is to understand how anxiety alters the perceived retailing experience. Given the
substantial role that feelings and emotions play in retailing, this calls for a more systematic
integration to enable the design of improved shopping experiences. For both scholars and retailers,
identifying the relevant antecedents of feelings and emotions in varying scenarios and among
varying customer segments will enhance their insights into and understanding of consumers’
emotional experiences (Pham & Sun, 2020). The study contributes to closing this research gap by
clarifying and quantifying the impact of the antecedents of anxiety related to grocery shopping in
crises.
The COVID-19 pandemic is a situation that touches all stages of the customer journey and leaves no
hideaways in daily lives (Aboelenien et al., 2021; Bratianu, 2020; Darma & Darma, 2020; Halan,
2021; Zulauf et al., 2021; Zulauf & Wagner, 2021). As viewed by social disruption theory (England &
Albrecht, 1984), it is a generalized crisis and a loss of traditional routines and attitudes. Frightening
news, restrictions, and new routines suddenly become daily companions. Complementarily, a lack
of orientation and leadership in politics and administration as well as among public opinion leaders
unsettles individuals, families, and communities. The natural reaction to such a scenario is fear and
anxiety (Naja & Hamadeh, 2020). McIntyre and Roggenbuck (1998) define anxiety as a subjective
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feeling that occurs with potential or actual risks. Specifically, it is an emotion characterized by feeling
uncomfortable, worried, and tense. Various studies have analysed the role of anxiety in the context
of online shopping (Vakulenko et al., 2019; Wilson-Nash et al., 2020) in terms of the risks of digitalenabled transactions.
According to the common-sense model (Leventhal et al., 1992), decision makers seek to regulate
their emotional response to the health threat (Chapman & Coups, 2006). Anxiety activates different
types of coping mechanisms, e.g., avoidance behaviour, and/or allows for an escape from anxiety
(Darrat et al., 2016).
Notably, the in-store atmosphere, its perception, and its relevance to store choice (Elmashhara &
Soares, 2020; Zulauf et al., 2021) changed with the COVID-19 outbreak. The COVID-19 pandemic
induced new risks to both consumers and retailers’ service employees. The arising vulnerability
triggers anxieties ranged from concerns about scarcity to worries about product shortages and the
likelihood of infection and eventual death. The changes in buying behaviour have various facets,
including product changes (Kwon et al., 2020), unusual purchases (Laato et al., 2020), compensatory
consumption with impulse buying (Naeem, 2021b; Pomerance et al., 2020), and alterations in
shopping frequency (Zulauf et al., 2021). Notably, stockpiling is one manifestation of emotional selfregulation that has an impact on anxiety. According to Rindfleisch et al. (2009) and Arndt et al.
(2008), the underlying assumption is that buyers can calm themselves down through both the
shopping experience and materialism.
Consolidating these elements, the research question of this study addresses anxiety related to the
shopping experience during the COVID-19 pandemic. The focus of this study explicitly pursues the
question of how anxiety experienced at the thought of grocery shopping is influenced by cognition
and behaviour during the COVID-19 pandemic. The research’s aim is to understand how anxiety
alters the perceived retailing experience. It embeds this research question in the empirical context
of different national settings (Brazil and Germany) that varied substantially in their response to the
crisis. The German government attempted to face the threat and created high awareness among the
population whereas the Brazilian government attempted to maintain business as usual and as far as
possible (Zulauf et al., 2021). This study quantified the divergent impacts on feelings of anxiety
related to grocery shopping. The choice of these two countries is justified by the extremes of the
governmental responses and public perceptions.
The scholarly contribution is the identification and contextualization of anxiety and its antecedents
in shaping consumers’ emotional experiences in the course of grocery shopping. Novelty of this
study arises from considering the anxiety in an offline grocery shopping setting in disruptive
situations, rather than in regular online retailing. Using the FIMIX procedure, two latent crossnational segments of consumers—concerned and scared consumers—are identified. They show
different level of perceived vulnerability and therefore apply different coping strategies.
Pham and Sun (2020, p. 125) state that the “literature on emotion and consumer behaviour has
grown considerably in the past 30 years; we know much more about the effects of emotions on
consumer behaviour than we do about the phenomenology of consumer emotions and how such
emotions arise in the marketplace.” Our study is an empirical contribution to theory building that
covers negative consumer emotions. From this perspective, the analyses and findings reported in
this article are mostly conceptual in nature and largely exploratory. Empirical evidence was
obtained through an online survey in Brazil and Germany. We asked the participants to answer
questions about their self-identity, their behaviour, their cognition, and their emotions.
The remainder of this paper is structured as follows: first, we present the related research and derive
our conceptual model. Then, we outline the methodology and present our results. We close our
article with implications for retailers and research, while drawing an insightful conclusion.
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Related research and conceptual model
Most research on emotions focuses on their consequences, but retailers need to understand their
antecedents to shape consumers’ experiences. Pham and Sun (2020) stress the need to identify and
understand the antecedents of feelings and emotions in the marketplace to enable retailers to
leverage such insights to shape consumers’ emotional experiences.
Disruptive situations—such as tsunamis, earthquakes, terrorism, armed conflicts, and pandemics
such as SARS—are reflected in marketers’ concerns and discussions (Ontrup et al., 2009). Such
disrupting events often lead to risk avoidance or specific preparations, particularly in consumption
and buying behaviour (Fortin & Uncles, 2011). Experiencing anxiety and concerns rather than fun,
entertainment, and excitement in stationary retail (Roggeveen & Sethuraman, 2020) triggers a
reduction in store visits and lessens the time spent in shops.
Grocery shopping is a habitual behaviour that usually involves little mental effort. Some consumers
prepare a written or digital shopping list while others do it mentally or even make no preparation
(Thomas & Garland, 2004). Putrevu and Ratchford (1997) have formulated an efficiency
measurement for the planning and organization of purchases. Preparing a list, pre-sorting coupons,
having a memorized list, and reviewing special offers are the individual components of efficiency.
Shopping frequency traditionally relates to socio-demographics (Bawa & Ghosh, 1999) and
situational factors, such as store environment (Spence et al., 2014; Lucia-Palacios et al., 2021) and
the time available for shopping (Herrington & Capella, 1995). Especially in times of uncertainty and
anxiety, consumers show risk-averse shopping behaviour (Fortin & Uncles, 2011), which may be
reflected in changes in shopping frequency, avoiding quick shopping, and more planning (Zulauf et
al., 2021).
A subjective sense of safety is essential for the shopping experience (Puccinelli et al., 2009).
Analogous to services that promise relaxation as a value proposition—for instance, spas, yoga
studios, and cruises—it is central to establishing a general sense of security (Pham & Sun, 2020).
Uncertainty surrounding the COVID-19 pandemic triggered panic buying (Islam et al., 2020; Berube,
2021) and was further enhanced by the social media (Naeem, 2021a), which caused additional
worry about limited food supplies, thus increased demand (Black & Glaser-Sedura. 2020; Idris,
2020; Nicola et al., 2020) Notably, behaviour in the situation of panic buying is frequently influenced
by social peers. Consumers often feel pressure to stockpile due to the long queues in front of markets
and because of buying news in the media and on the internet (Zheng et al., 2020; Zulauf & Wagner,
2021).

Anxiety and personal concerns
Anxiety
Anxiety is a central part of negative emotional experiences. Potentially harmful events or disturbing
triggers provoke anxiety that is natural and, notably, essential for the survival of individuals.
Gudykunst and Hammer (1988) describe anxiety as an affective element that refers to the fear of
negative consequences. Complementarily, McIntyre and Roggenbuck (1998) define anxiety as a
subjective feeling directly related to the consequences of being exposed to potential or actual risk.
In the context of purchases, anxiety is associated with the fear of unknown consequences
(Aboelenien et al., 2021).
Previous studies confirm a relationship between fear and consumer behaviour (Arndt et al., 2008;
Herzenstein et al., 2015). The theoretical grounding of these articles is terror management theory,
which deals with typical reaction patterns that people develop in dealing with the fear of death and
the awareness of their mortality. Former shopping routines, e.g., asking questions of service

4 | Katrin ZULAUF, Ralf WAGNER
Some Have Other Crisis Concerns: Antecedents of Anxiety while Grocery Shopping

employees, trusting well-known brands, assigning quality to the price, and seeking information from
social peers, do not help customers with their anxiety (Mocanu, 2020). Even worse, a coping
mechanism using personal social interactions increases the probability of infection. Thus, customers
may feel scared in the marketplace. The in-store atmosphere, its perception, and its relevance to
store choice (Elmashhara & Soares, 2020) changed with the COVID-19 outbreak.
Personal concerns
Personal concerns in the domain of consumer behaviour and retailing are often discussed in the
context of privacy concerns and data protection (Aiolfi et al., 2021; Inman & Nikolova, 2017;
Kokolakis, 2017; Okazaki et al., 2020) and in the context of environmentally sustainable
considerations (van Riper et al., 2020; Yazdanpanah & Forouzani, 2015). In light of the COVID-19
pandemic, the topic frequently appears in medical publications (Coulthard, 2020). To draw an
understanding of the personal concerns in society during the COVID-19 pandemic, a snapshot
monitor was developed that addresses knowledge, risk perceptions, preventive behaviours, and
public trust in the current coronavirus outbreak in Germany (Betsch, 2020). Based on the results of
Zulauf et al. (2021), we argue that people with high personal concerns also feel scared in the aisles
while shopping.
Therefore, we propose H1: Personal concerns directly affect shopping-related anxiety.
Shopping frequency
Reducing shopping frequency is a coping strategy to avoid infection with COVID-19 (Zulauf et al.,
2021). In times of uncertainty and anxiety, many consumers show risk-averse shopping behaviour
(Fortin & Uncles, 2011), which is reflected in changes in shopping frequency, a decline in quick
shopping, and increased planning. Notably, initiation, intensification, and changes in consumption
habits are often efforts to handle stress (Mathur et al., 2003). Chen et al. (2016) found that a
perceived loss of control leads consumers to restore control through product acquisition. In
particular, when they lose control over their environment, consumers buy utilitarian products to
reinstate their sense of control. The retail therapy approach is comparable to that of handling stress.
Both lines of research show that buyers can calm themselves down through the shopping experience
and materialism (Arndt et al., 2008; Rindfleisch et al., 2009). This indicates that a high shopping
frequency leads to lower anxiety and fewer personal concerns. Considering also the findings of
coping theory (Raghunathan et al., 2006; Zulauf et al., 2021) and escape theory (Darrat et al., 2016),
we expect a negative relationship between shopping frequency and anxiety, as well as personal
concerns.
Therefore, we propose:
H2: High shopping frequency negatively affects shopping-related anxiety.
H3: High shopping frequency negatively affects personal concerns.
Sustainable orientation
Sustainable considerations for purchasing have become relevant to customers (Jaiswal & Kant,
2018; Johnstone & Tan, 2015) and companies (Yook et al., 2018) in the past years. From the
customer perspective, research has revealed the mixed impacts of motives, beliefs, and values on
attitudes, purchase intentions, willingness to pay, and the frequency of buying sustainable products
(Cheung & To, 2019; Padel & Foster, 2005; Sreen et al., 2018; Wei et al., 2018).
Little research focuses on the relationship between sustainable purchasing and anxiety. In the
context of terror management theory, Rahimah et al. (2018) and Rahimah et al. (2020) analyse the
relations of consumers’ anxiety regarding death and consumers’ green purchase attitudes. Their
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results suggest that a consumer’s anxiety about death could act as a determinant of green
consumption. We, therefore, assume that there is a positive impact of sustainable purchasing on
anxiety.
H4: Sustainable purchasing has a positive impact on shopping-related anxiety.
Situational awareness
Across all stages of the customer journey, consumers have cognitive reactions that influence the
overall customer experience (Roggeveen & Sethuraman, 2020). A common feature of disrupting
situations is that those affected in business and society face an unexpected situation. Organizations
and people are not used to, and are generally not prepared for such situations (Bapuji et al., 2020).
Those who feel affected by a threat change their behaviour more often than those who take a threat
less seriously and do not feel affected (Zulauf et al., 2021). In general, the awareness of and
reflections upon risks are important for customers’ decision-making. Scholars working on
preventive health care behaviour, which also becomes relevant for retailing during the pandemic,
frequently address the interactions of cognition and emotion. Several theories of preventive health
behaviour posit a central role for emotions (Chapman & Coups, 2006), such as the decision affect
theory (Mellers & McGraw, 2001; Mellers et al., 1999), and the affect heuristic (Slovic et al., 2002).
Situational awareness refers to the conscious dynamic reflection on a specific situation by an
individual. The dynamic reflection contains logical-conceptual, imaginative, conscious, and
unconscious components that enable individuals to develop their mental models of external events
(Bedny & Meister, 1999).
Therefore, we propose:
H5: Situational awareness positively affects shopping-related anxiety.
H6: Situational awareness positively affects personal concerns.
Our research design integrates cognitive, behavioural, self-identity, emotions, and disruptive
theories. As such, the constructs are based on a rich theoretical foundation and subsequent empirical
validation. Briefly, our model suggests that elements of self-control, behaviour, and cognition serve
as antecedents of anxiety in disruptive situations (Figure 1). It helps in understanding the diverse
coping strategies of consumers and enables retailers to shape consumers’ experiences.

Figure 1. Conceptual model: behaviour, cognition, and self-identity as antecedents of anxiety in
disruptive situations
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Methodology
Questionnaire development
To obtain field data on anxiety in the aisles and personal concerns during the COVID-19 pandemic,
we conducted an online survey. We questioned consumers regarding their anxiety and personal
concerns as well as their shopping behaviour and degree of situational awareness. In the survey, we
used a five-point Likert scale (anchored with “not at all” to “extreme” and the frequency: max. once
a month, fortnightly, once a week, 2-3 per week, every day). The scales with their verbatim items are
depicted in Table 1 Subsequent to an expert evaluation by two scholars working in the domain of
quantitative marketing research, the questionnaire was translated into German and Portuguese and
back-translated by independent German and Brazilian native speakers, respectively, following the
procedure of Dolnicar and Grün (2007). The questionnaire was pre-tested with 28 respondents and
slightly updated according to the responses and suggestions.
Sampling and data description
For a sound contextualization of the answers of the respondents, it is important to clarify the
situation in the considered countries at the moment of data collection. The consumers reacted
differently depending on their cultural framing. Brazilians went to less crowded shops (Zulauf et al.,
2021), while Germans responded by stocking up on toilet paper.
We chose Germany and Brazil to collect our data from mid-April through the end of June 2020
because the countries dealt differently with the pandemic (Zulauf et al., 2021). In Brazil, the national
government, the federal states, and the population did not reach a consensus regarding the
management of the pandemic. The federal government, from the beginning, stressed its concern for
the economy, suggesting that vertical isolation should be adopted: only people in the risk groups
should be isolated from others to prevent infections. The German states, in turn, were more
restrictive, establishing broader social isolation measures (Zulauf et al., 2021).
Due to Germany’s federal structure, most of the responsibility for containing the coronavirus
pandemic laid with the federal states while the financing of activities often laid with the federal
government. For this reason, the state governments, together with the federal government, chose a
procedure to contain the pandemic. The activities were thus similar in Germany, with only minor
deviations in the first weeks of the pandemic.
Contact restrictions were introduced in Germany on 03/22/2020 that were gradually relaxed in
mid-April. Contact with other people outside the members of one’s household was to be reduced to
the necessary minimum. Stays in public places were permitted only alone, with one other person not
living in one’s household, or with members of one’s household. A minimum distance of 1.5 meters
had to be maintained when meeting other people. The wearing of a mouth-nose cover in public
spaces was introduced in mid-April and continued to the end of the lockdown. During the first
lockdown in Germany, the health system was not overtaxed as in many other European countries
(e.g., Italy and Spain). The infection rate decreased throughout the duration of our survey (European
Centre for Disease Prevention & Control, 2020).
Brazil adopted similar measures regarding distance and public events. Despite the efforts of state
governments to enforce social distancing, the president of Brazil, on 03/24/2020, called for the
entire country’s return to “normality.” Notably, Manaus, the largest city in the Amazon region,
reached the collapse of the health system on 04/14, lacking intensive care spaces in hospitals for
patients with COVID-19. The infection rate increased throughout the duration of our survey
(European Centre for Disease Prevention & Control, 2020).
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In our survey, implemented in the ScoSciSurvey platform (https://www.soscisurvey.de), we
recruited 228 respondents mainly in Brazil (108 respondents) and Germany (83 respondents) in a
purposive snowball sampling procedure (Tongco, 2007). Further respondents came from other
countries (18 respondents) or did not answer the question (19 respondents). The data sampling has
been stopped, when for both genders all age groups were covered sufficiently by means of allowing
for testing for gender and age differences (Valerio et al., 2016). The average age of the respondents
was 37 years, with a range of 14–70 years. The data set consisted of 79 male respondents and 121
female respondents; 28 did not answer the questions.
Statistical analysis
We used partial least squares (PLS) modelling to test the model. PLS is appropriate when research
is primarily concerned with the variance explained in the dependent variable and when assumptions
about multivariate normality and interval-scaled data cannot necessarily be made (Hair Jr. et al.,
2017). Furthermore, PLS provides results (path estimates, factor loadings, and path differences) that
are comparable to other studies. Following Sarstedt et al. (2009), the systematic application of PLS
and finite mixture analysis (FIMIX)-PLS modelling is shown in Figure 2.
Stand path modelling
Step 1

Measurement validity and structural model validity

Step 2

Multigroup analysis

Fimix PLS procedure
Step 3

Evaluation of results and chose of appropriate number of segments

Step 4

Ex-post analysis for segmentation

A-priori segmentation of data
Step 5

Segment-specific estimation of the PLS path model with evaluation and
interpretation of the results
Figure 2. Systematic application of PLS and FIMIX-PLS

In the first step, the reliability and validity of the indicators used to operationalize the underlying
constructs were established (measurement validity). Subsequently, the resulting model coefficients
were assessed to establish structural validity. In step 2, the multi-group analysis was used to test for
differences in the answers of the respondents from Brazil and Germany. In step 3, cross-cultural
segments were identified using FIMIX to answer our main questions in step 4. In step 5, we evaluated
and interpreted the segment-specific PLS results in a multi-group analysis.
Measurement model validity
All the latent constructs were modelled as reflective indicators. We focused on the reliability of items
measured by their loadings and significance level, their internal consistency (Cronbach’s α), rho_A,
the average variance extracted (AVE), and their composite reliability (CR). As shown in Table 1, the
Cronbach’s α, rho_A, AVE, and CR values exceeded the thresholds of 0.70, 0.70, 0.50, and 0.80,
respectively, for all the constructs (Hair Jr. et al., 2017).
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Table 1. Measurement model validity
Outer
Cronbach’s
Loading
Alpha
Anxiety (own elaboration)
0.929
When I think about shopping for
groceries, I get tense.
0.893
The thought of grocery shopping
makes me feel uncomfortable.
0.927
The thought of grocery shopping fills
me with anxiety.
0.918
I worry a lot when grocery shopping.
0.893
Personal Concerns (Betsch, 2020)
0.845
I lose someone I love.
0.801
I get into financial difficulties due to
loss of income.
0.882
There is limited access to food.
0.865
I lose my job.
0.748
Frequency (Iyer, Blut, Xiao, and
0.725
Grewal, 2020)
How often did you go grocery
0.839
shopping before the crisis?
How often do you go shopping during
0.925
the crisis?
Situational Awareness (Betsch, 2020)
0.819
For me the new Coronavirus is…
Something I keep thinking about /
0.792
something I almost never think of (-).
Scary / not scary (-).
0.907
Worrying / not worrying (-).
0.870
Sustainable Orientation (Dittmar and
0.718
Bond, 2010)
I take care of environmental issues.
0.900
I deal with social issues.
0.865
(-) reverse coding

rho_A

CR

AVE

0.934

0.949

0.824

0.858

0.895

0.682

0.789

0.876

0.779

0.832

0.893

0.736

0.727

0.876

0.779

As shown in Table 2 the discriminant validity of the constructs was assessed using the recommended
heterotrait-monotrait (HTMT) inference ratio method (Henseler et al., 2016). All values undercut
the 0.85 level, thereby establishing acceptable levels of the discriminant validity of the constructs.

Anxiety
Anxiety
Frequency
Personal concerns
Situational awareness
Sustainable orientation

0.421
0.452
0.552
0.114

Table 2. HTMT
Personal
Frequency
Concerns

0.451
0.224
0.257

0.565
0.217

Situational
Awareness

Sustainable
Orientation

0.060

Structural model validity
To assess the nomological validity of our model, we examined the overall data set with observations
from Brazil and Germany. The fitted consistent model has a Standardised Root Mean Residual
(SRMR) of 0.072 and explains an acceptable proportion of variance (R2Anxiety = 0.358; R2Personal Concerns
= 0.306) using the PLS algorithm.
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Results
Anxiety at the thought of grocery shopping in Brazil and Germany – a multi-group analysis
To get closer to the answer to the research question, we analysed differences in group-specific model
paths (see Table 3 with its interpretation in Table 5).

Frequency → anxiety

Table 3. Multi-group analysis of Brazil and Germany
p-Value original
Path Coefficients-differences
p-Value new
1-tailed
(Brazil - German)
(Brazil - German)
(Brazil - German)
-0.317
0.983
0.034

Frequency → personal concerns

0.092

0.283

0.567

Personal concerns → anxiety

-0.235

0.926

0.147

Situational awareness → anxiety
Situational awareness →
personal concerns

0.023

0.443

0.887

0.175

0.160

0.321

Sustainable orientation → anxiety

0.370

0.004

0.008

To test for the measurement invariances of composite models (MICOM), the procedure suggested by
Henseler et al., (2016) was applied, and the criteria were met. Notably, only for the relationships of
frequency to anxiety and sustainable orientation to anxiety do the results show significant
differences between Brazil and Germany.
Two types of coping with anxiety – a finite mixture analysis
A FIMIX of the sample suggested two segments in the data. Segment one consists of 150 cases and
segment two of 78 cases. We tested for differences in gender, age, country, size of household, number
of children, and whether the people knew someone already infected as well as the items of the
constructs. The people in segment two reported significantly more often the fact of not knowing
anyone already infected with COVID-19 (see Table 5). They showed a greater tendency to be scared
by the COVID-19 virus, and, for them, it was something they continually considered.
We also tested for changes in shopping frequency. In general, we see a tendency to reduce shopping
frequency. Of the participants, 52.19% reduced their shopping frequency, 42.11% did not change
their frequency, and just 5.7% increased it (Table 4). Therefore, we conclude that, if consumers
changed their shopping frequency during the COVID-19 pandemic, they tended to reduce their
frequency.
Table 4. Shopping frequency before and during the COVID-19 pandemic

Monthly
Shopping
frequency
before the
pandemic
Total

Shopping frequency during the pandemic
2–3 times
Monthly
Fortnightly
Weekly
per week
14
1
3
3

Total

0

21

0

0

34

33

5

0

68

10

53

33

0

101

0

1

1

1

1

4

48

46

91

42

1

228

Fortnightly

18

15

1

Weekly

11

19

5

2-3
times
per week
Daily

Daily
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Notably, there is no significant difference in this behaviour between segments one and two. The
segment specific PLS models are visualized in Figure 3.

Figure 3. Segment specific PLS model

As evidence from Figure 3, the two segments differ by the antecedents explaining the consumers’
anxiety. Table 5 provides an overview of the segment-specific antecedents of anxiety.
Table 5. Segment specific antecedents of anxiety

Segment 1

Personal
Concerns

Situational
Awareness

There is a strong positive
influence of personal
concerns on anxiety.

Situational awareness has a
substantial influence on
personal concerns, but not
on anxiety. This indicates
that personal concerns are
determined by the
pandemic situation.
However, the anxiety
related to grocery shopping
is not directly determined
by situational awareness.

Segment 2
Personal concerns have a
negative influence on
anxiety; it seems that the
people have other (more
dominating) problems.
The greater their personal
concerns are, the less the
thought of grocery shopping
leads to related anxiety.
Customers in this segment
do not exhibit an impact of
situational awareness on
personal concerns; this
indicates that their concerns
are rooted in other causes
rather than the pandemic.
Situational awareness has
an impact on anxiety, which
means that, although other
topics drive personal
concerns, the people are
scared and feel anxiety due
to the pandemic in the
concrete situation of
grocery shopping.

Hypothesis

H1: Personal concerns
directly affect shoppingrelated anxiety
(supported).

H5: Situational awareness
positively affects
shopping-related anxiety
(supported for segment 2).
H6: Situational awareness
positively affects personal
concerns
(supported for segment 1).
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Frequency

Sustainable
Purchasing

A coping strategy as a
response to disruptive
situations is a reduction of
grocery shopping
frequency, which shows a
risk-averse behaviour.
People who reduce their
shopping frequency have
greater personal concerns.
In line with the terror
management theory, those
making sustainable
purchases show greater
anxiety in this segment.

Interestingly, the frequency
is negatively related to
anxiety, which means that
the more often people go
shopping, the less anxiety
they feel in doing so.

For this segment,
sustainable purchasing
behaviour does not
influence anxiety.

H2: High shopping
frequency negatively
affects shopping-related
anxiety (supported for
segment 2).
H3: High shopping
frequency negatively
affects personal concerns
(supported for segment 1).
H4: Sustainable
purchasing has a positive
impact on shoppingrelated anxiety (supported
for segment 1).

Segment 1 - The concerned
Segment 1 is characterized by a substantial influence of personal concerns on anxiety. According to
the measurement model, these respondents fear losing someone beloved or their job; they fear
financial difficulties and limited access to food due to the pandemic. This fear leads to a significant
and substantial impact of situational awareness on personal concerns. A coping strategy for those
people is a reduction in grocery shopping frequency. Consumers who reduce their shopping
frequency have greater personal concerns, and they feel less anxiety when they reduce the
frequency. These people tend to show risk-averse behaviour in extreme situations, meeting the
explanation of Fortin and Uncles (2011). In line with results derived from the terror management
theory (Rahimah et al., 2018), those making sustainable purchases show greater anxiety in this
segment. The more general personal concerns are linked to the pandemic among this type.
Situational awareness has a strong influence on personal concerns. Those who value sustainability
(Self-identity: I take care of environmental issues; Self-identity: I deal with social issues) also show
greater anxiety when shopping.
Segment 2 – The scared
This type of customer is more scared by the Coronavirus and, for them it is something they
constantly consider. This is not surprising as they significantly more often know a person who has
already been infected with the virus.
This type is characterized by a negative correlation of frequency to anxiety when anticipating
shopping. This means that the more often the people go shopping, the less anxiety they feel in doing
so. According to Arndt et al. (2008), Rindfleisch et al. (2009), and Zulauf et al. (2021), this holds for
people who feel prepared by shopping in the disrupting situation: those who go shopping to increase
their well-being. Also, habituation effects may explain this finding. People were getting used to the
safety measurements and the new situation and, therefore, showed lower anxiety.
Personal concerns were not affected by the COVID-19 pandemic. This can indicate either a safe,
relatively carefree life or a worried life (in the sense of people having other problems). This thesis is
also supported by the negative influence of personal concerns on anxiety when shopping. If personal
concerns are substantial, shopping-related anxiety is not important. By contrast, if people had low
personal concerns, they had a higher shopping-related anxiety, which is linked to COVID-19 through
situational awareness. The idea of sustainability does not play a role in this type.

12 | Katrin ZULAUF, Ralf WAGNER
Some Have Other Crisis Concerns: Antecedents of Anxiety while Grocery Shopping

Managerial implications
Beyond the changes in product category choice, in-store experiences during a health crisis situation
are characterized on both sides (sales staff and consumers) by anxiety and concerns rather than by
the experiential components of entertainment and excitement (Roggeveen & Sethuraman, 2020,
Zulauf et al., 2021). Therefore, to encourage consumers during the COVID-19 pandemic to purchase
in local stores rather than online, it is important to identify the mechanisms working in the
background.
Store managers can take advantage of this study’s results. First, they will benefit from actively
shaping consumers’ emotional experiences through adapting communication and store design. In a
concrete disruptive situation, such as the COVID-19 pandemic, retailers took measures to mitigate
the negative effects, enabling them to substantially control the risk, and its perception through
safeguards. For consumers, the need for coping strategies to calm down their anxiety (e.g., shopping
in less frequented stores) can then become obsolete. For this reason, shaping consumers’ emotional
experiences is of great importance as a control mechanism for retailers. Second, judging from the
negative influence from shopping frequency on anxiety or personal concerns, the direct implication
is that people need to go shopping more often in order to reduce their anxiety or personal concerns.
Habituation and familiarization effects support this interpretation. From a store managers
perspective, two mechanisms for increasing the customers visiting frequency can be distinguished.
Restricting the maximum units of rare goods per customer (e.g., max. three packages of toilet paper
or yeast in the beginning of the pandemic) directly increases the shopping frequency. However, not
all customers will recognize this as an advantage and contribution in calming down their fears.
Therefore, the second option of increasing the customers’ frequency by offering complementing
services (test-facilities, vaccination offers, or free masks) are more suited.
Going beyond the naïve interpretation, the results of our study indicate that people have different
coping strategies in such disruptive situations, which is reflected in different antecedents of anxiety.
While both segments reduce shopping frequency, people in segment one show greater personal
concerns related to the COVID-19 pandemic. The anxiety of people in segment two is driven only by
situational awareness and frequency. The strong negative relation from frequency to anxiety shows
that those who reduce frequency feel more anxious when they think about shopping, but, at the same
time, those who increase shopping frequency calm down by doing so. Therefore, store managers are
well advised to invite concerned customers for an on-site experience of the shopping situation.
Doing so, consumers will learn about safety measures and about a new defined atmosphere between
the shelves (Zulauf et al., 2021), combating their concerns of out of stock situations.
Interestingly, there were no significant differences with regards to country and age in the segments.
This means that the different target groups are not obvious. This, of course, makes it more difficult
for retailers to address them. Nevertheless, from the retailers’ perspective, these two different types
of consumers should also be treated differently. In line with Zulauf et al. (2021), anxious customers
in segment one will feel better with obvious safety measures, so additional services, such as
shopping services, booking time slots for “lonely” shopping, and contactless shopping, could be
offered. Hybrid shopping formats (e.g., order in the web and pick up in the store) supports store
managers to avoid losing their customers to online retailers completely.
Those who feel less anxious with frequent shopping (retail therapy and materialism) can be more
easily reached with, e.g., special offers or an exemplary shopping list that gives them the feeling of
being well prepared. Store managers should train their employees to leverage customers’ positive
emotional experience. This might result in additional sales as well. In line with Chen et al. (2016),
securing purchase opportunities is reassuring in times of uncertainty.
The findings of this study can also be transferred to other purchase situations (e.g., DIY markets),
having in mind that the conditions are similar there as well. At the time of the study, other stores
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were partially closed, so they did not lend themselves to being the subject of the study. Online
retailers can also use the results in a reverse way to highlight the attractiveness of their services in
comparison to stationary retailing in order to generate and exploit their competitive advantage.
Limitations
This study is subject of a limitation arising from the data. The resulting data from survey responses
is cross-sectional. However, such disruptive situations are hardly investigated in a longitudinal
research design, which means they cannot provide evidence of temporal sequence. Furthermore,
this study is limited to provide evidence of the consumer perception of the retailing service.
Customers and service employees interactively create the service experience. Therefore, the
perception of the service employees, their fears and anxiety need to be challenged as well.
Scholarly implications and directions for future research
Our study contributes to theory building by explaining behaviour in disruptive situations. Novelty
arises from explaining antecedents with its contradiction of shopping frequency and situational
awareness on personal concerns and anxiety. For a detailed understanding, further research should
consider the different consumer types and their risk perceptions, especially to help explain why
some current buying behaviours conflict with theories and predictions. In this line, focusing on a
specific emotion helps to explain concrete reactions. This is essential to the ability of shaping
consumers’ emotions.
An interesting research question arising from the results presented herein is the impact of anxiety
on post-purchase dissonances. Customers who reduced their frequency as a reaction to a disruptive
situation might not perceive a post-purchase dissonance because common antecedents are not
effective in disruptive situations. Those who feel prepared for the difficult situation by shopping
frequently will probably also feel less post-purchase dissonance at first.
Furthermore, a promising question for further research is the relevance of social interactions to
emotional self-regulation. As the customers reduced their social interactions substantially, it must
be clarified to what extent digital solutions can compensate for that, and whether customers will
become increasingly eager to re-establish their habits of emotional self-regulation through on-site
social interactions. Future research should clarify the importance of the social aspects of shopping
by comparing contactless and service-employee driven shopping stores. Most significantly, future
research should address to which extent the results obtained in the retailing context and the model
can be generalized to other service industries such as tourism, or beauty services.

Conclusion
In disruptive situations, when society faces new risks and previous coping strategies to deal with
them do not apply, retailers need to adjust their design of shaping consumers’ emotional
experiences. To do so, they need to understand the antecedents explaining the consumers’ anxiety.
Purpose of this study was to reveal what consumers are concerned about and fear when they go for
grocery shopping during a health care pandemic crisis. Applying the methodology of SEM, the
conceptual model was validated by fitting an SEM with the FIMIX-PLS algorithm to 228 responses to
a quantitative survey in Brazil and Germany. The main findings are two types of customers: (i) the
concerned because of their situational awareness and (ii) those with other (more pressing)
problems.
This study identifies antecedents of anxiety at the thought of grocery shopping. Thus, our study
contributes to consumer behaviour theory as well as social disruption theory by quantifying the
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impact of the antecedents of anxiety related on grocery shopping in crises. Novelty arises from
explaining anxiety in brick-and mortar grocery shopping settings in disruptive situations, rather
than in regular online retailing.
Acknowledgments: We thank Mr. Felipe Schneider Cechella for his support in gathering the data.

References
Aboelenien, A., Arsel, Z., & Cho, C. H. (2021). Passing the buck versus sharing responsibility: the roles
of government, firms, and consumers in marketplace risks during COVID-19. Journal of the
Association for Consumer Research, 6(1), 149-158. https://doi.org/10.1086/711733
Aiolfi, S., Bellini, S., & Pellegrini, D. (2021). Data-driven digital advertising: benefits and risks of online
behavioral advertising. International Journal of Retail & Distribution Management, 49(7),
1089-1110. https://doi.org/10.1108/IJRDM-10-2020-0410
Arndt, J., Solomon, S., Kasser, T., & Sheldon, K. M. (2008). The urge to splurge: a terror management
account of materialism and consumer behaviour. Journal of Consumer Psychology, 14(3),
198–212. https://doi.org/10.1207/s15327663jcp1403_2
Bapuji, H., de Bakker, F. G., Brown, J. A., Higgins, C., Rehbein, K., & Spicer, A. (2020). Business and
society research in times of the Corona crisis. Business & Society, 59(6), 1067-1078.
https://doi.org/10.1177/ 0007650320921172
Bawa, K., & Ghosh, A. (1999). A model of household grocery shopping behaviour. Marketing Letters,
10(2), 149–160. https://doi.org/ 10.1023/A:1008093014534
Bedny, G., & Meister, D. (1999). Theory of activity and situation awareness. International Journal of
Cognitive Ergonomics, 3(1), 63–72. https://doi.org/10.1207/s15327566ijce0301_5
Berube, D. M. (2021). A story about toilet paper: pandemic panic-buying and public resilience. In D.
M. Berube (Ed.), Pandemic Communication and Resilience. Risk, Systems and Decisions.
Springer. https://doi.org/10.1007/978-3-030-77344-1_9
Betsch, C. (2020). COVID-19 Snapshot Monitoring (COSMO). https://projekte.unierfurt.de/cosmo2020/cosmo-analysis.html
Black, S., & Glaser -Segura, D. (2020). Supply chain resilience in a pandemic: the need for revised
contingency planning. Management Dynamics in the Knowledge Economy, 8(4), 325-343.
https://doi,org/ 10.2478/mdke-2020-0021
Bratianu, C. (2020). Managing complex crises [Editorial]. Management Dynamics in the Knowledge
Economy, 8(4), 321-323. https://doi.org/ 10.2478/mdke-2020-0020
Chapman, G. B., & Coups, E. J. (2006). Emotion and preventive health behaviour: worry, regret, and
influenza vaccination. Health Psychology, 25(1), 82–90. https://psycnet.apa.org/doi/
10.1037/0278-6133.25.1.82
Chen, C. Y., Lee, L., & Yap, A. J. (2016). Control deprivation motivates acquisition of utilitarian
products.
Journal
of
Consumer
Research,
43(6),
1031–1047.
https://doi.org/10.1093/jcr/ucw068
Cheung, M. F., & To, W. M. (2019). An extended model of value-attitude-behaviour to explain Chinese
consumers’ green purchase behaviour. Journal of Retailing & Consumer Services,
50(September), 145–153. https://doi.org/10.1016/j.jretconser.2019.04.006
Coulthard, P. (2020). Dentistry and coronavirus (COVID-19) - moral decision-making. British Dental
Journal, 228(7), 503–505. https:// doi.org/10.1038/s41415-020-1482-1
Darma, S., & Darma, D. C. (2020). Food security management for Indonesia: the strategy during the
Covid-19 pandemic. Management Dynamics in the Knowledge Economy, 8(4), 371-381.
https://doi.org/ 10.2478/mdke-2020-0024
Darrat, A. A., Darrat, M. A., & Amyx, D. (2016). How impulse buying influences compulsive buying:
the central role of consumer anxiety and escapism. Journal of Retailing & Consumer Services,
31(July), 103–108. https://doi.org/10.1016/j.jretconser.2016.03.009
Dittmar, H., & Bond, R. (2010). I want it and I want it now: using a temporal discounting paradigm to
examine predictors of consumer impulsivity. British Journal of Psychology, 101(4), 751–776.
https://doi.org/10.1348/000712609X484658

Management Dynamics in the Knowledge Economy | 15
Vol.10 (2022) no.1, pp. 1-18; DOI 10.2478/mdke-2022-0001

Dolnicar, S., & Grun, B. (2007). Assessing analytical robustness in cross-cultural comparisons.
International Journal of Culture, Tourism and Hospitality Research, 1(2), 140-160.
https://doi.org/ 10.1108/17506180710751687
Duan, W., Gu, B., & Whinston, A. B. (2008). The dynamics of online word-of-mouth and product
sales—an empirical investigation of the movie industry. Journal of Retailing, 84(2), 233–242.
https://doi.org/ 10.1016/j.jretai.2008.04.005
Elmashhara, M. G., & Soares, A. M. (2020). The influence of atmospherics general interior variables
on shoppers’ emotions and behaviour. International Review of Retail, Distribution &
Consumer Research, 30(4), 437–459. https://doi.org/10.1080/09593969.2020.1724556
England, J. L., & Albrecht, S. L. (1984). Boomtowns and social disruption. Rural Sociology, 49(2), 230–
246. https://eric.ed.gov/?id=EJ300275
European Centre for Disease Prevention and Control. (2020). Homepage | European Centre for
disease prevention and control. Last modified November 3, 2020. Accessed November 3,
2020. https:// www.ecdc.europa.eu/en.
Fortin, D., & Uncles, M. (2011). The first decade: emerging issues of the twenty-first century in
consumer
marketing.
Journal
of
Consumer
Marketing,
28(7),
472–475.
https://doi.org/10.1108/0736376 1111194767
Grewal, D., & Roggeveen, A. L. (2020). Understanding retail experiences and customer journey
management. Journal of Retailing, 96(1), 3–8. https://doi.org/10.1016/j.jretai.2020.02.002
Gudykunst, W. B., & Hammer, M. R. (1988). The influence of social identity and intimacy of interethnic
relationships on uncertainty reduction processes. Human Communication Research, 14(4),
569–601. https://doi.org/10.1111/j.1468-2958.1988.tb00168.x
Hair Jr., J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial least squares
structural
equation
modeling
(PLS-SEM)
(2nd
ed.).
SAGE
Publications.
https://us.sagepub.com/en-us/nam/a-primer-on-partial-least-squares-structuralequation-modeling-pls-sem/book244583
Halan, D. (2021). E-tailers adaptation during early stages of “social distancing causing crises”: an
exploratory study. International Journal of Retail & Distribution Management, 49(11), 15541570. https://doi.org/10.1108/IJRDM-11-2020-0475
Henseler, J., Ringle, C. M., & Sarstedt, M. (2016). Testing measurement invariance of composites using
partial
least
squares.
International
Marketing
Review,
33(3),
405–431.
https://doi.org/10.1108/IMR-09-2014-0304
Herhausen, D., Kleinlercher, K., Verhoef, P. C., Emrich, O., & Rudolph, T. (2019). Loyalty formation for
different customer journey segments. Journal of Retailing, 95(3), 9–29.
https://doi.org/10.1016/j.jretai. 2019.05.001
Herrington, D. J., & Capella, L.M. (1995). Shopper reactions to perceived time pressure. International
Journal
of
Retail
&
Distribution
Management,
23(12),
13-20.
https://doi.org/10.1108/09590559510103963
Herzenstein, M., Horsky, S., & Posavac, S. S. (2015). Living with terrorism or withdrawing in terror:
perceived control and consumer avoidance. Journal of Consumer Behaviour, 14(4), 228–236.
https://doi.org/ 10.1002/cb.1511
Idris, H. (2020). Utilization of teleconsultation: mitigation in handling mental disorders in the
COVID-19 era. International Journal of Mental Health & Addiction, 19(6), 2320-2322.
https://doi.org/10.1007/s11469-020-00323-y
Inman, J. J., & Nikolova, H. (2017). Shopper-facing retail technology: a retailer adoption decision
framework incorporating shopper attitudes and privacy concerns. Journal of Retailing,
93(1), 7–28. https://doi.org/10.1016/j.jretai.2016.12.006
Islam T, Pitafi A. H., Arya V., Wang Y., Akhtar N., Mubarik S., & Xiaobei L. (2020). Panic buying in the
COVID-19 pandemic: a multi-country examination. Journal of Retailing & Consumer Services,
59(3), 102-357. https://doi.org/10.1016/j.jretconser.2020.102357
Iyer, G. R., Blut, M., Xiao, S. H., & Grewal, D. (2020). Impulse buying: a meta-analytic review. Journal of
the Academy of Marketing Science, 48(3), 384–404. https://doi.org/10.1007/s11747-01900670-w
Jaiswal, D., & Kant, R. (2018). Green purchasing behaviour: a conceptual framework and empirical
investigation of Indian consumers. Journal of Retailing & Consumer Services, 41(March), 60–
69. https://doi.org/10.1016/j.jretconser.2017.11.008

16 | Katrin ZULAUF, Ralf WAGNER
Some Have Other Crisis Concerns: Antecedents of Anxiety while Grocery Shopping

Johnstone, M.-L., & Tan, L. P. (2015). Exploring the gap between consumers’ green rhetoric and
purchasing
behaviour.
Journal
of
Business
Ethics,
132(2),
311–328.
https://doi.org/10.1007/s10551-014-2316-3
Kazancoglu, I., & Demir, B. (2021). Analysing flow experience on repurchase intention in e-retailing
during COVID-19. International Journal of Retail & Distribution Management, 49(11), 15711593. https://doi.org/10.1108/IJRDM-10-2020-0429
Kokolakis, S. (2017). Privacy attitudes and privacy behaviour: a review of current research on the
privacy
paradox
phenomenon.
Computers
&
Security,
64,
122–134.
https://doi.org/10.1016/j.cose.2015.07.002
Kwon, M., Manikas, A. S., & Barone, M. J. (2020). (Not) near and dear: COVID-19 concerns increase
consumer preference for products that are not “near me”. Journal of the Association for
Consumer Research, 7(1). https://doi.org/10.1086/711840
Laato, S., Islam, A., Farooq, A., & Dhir, A. (2020). Unusual purchasing behaviour during the early
stages of the COVID-19 pandemic: the stimulus-organism-response approach. Journal of
Retailing & Consumer Services, 57, 102224. https://doi.org/10.1016/j.jretconser.
2020.102224
Leventhal, H., Diefenbach, M., & Leventhal, E. A. (1992). Illness cognition: using common sense to
understand treatment adherence and affect cognition interactions. Cognitive Therapy &
Research, 16(2), 143–163. https://doi.org/10.1007/bf01173486
Lucia-Palacios, L., Perez-Lopez, R., & Polo-Redondo, Y. (2021). Antecedents and consequences of
stress in retailing: environmental expectations and promoter scoring. International Journal
of Retail & Distribution Management, 49(5), 616-635. https://doi.org/10.1108/IJRDM-032020-0117
Mathur, A., Moschis, G. P., & Lee, E. (2003). Life events and brand preference changes. Journal of
Consumer Behaviour, 3(2), 129–141. https://doi.org/10.1002/cb.128
McIntyre, N., & Roggenbuck,J. W. (1998). Nature/person transactions during an outdoor adventure
experience: a multi-phasic analysis. Journal of Leisure Research, 30(4), 401–422.
https://doi.org/10.1080/ 00222216.1998.11949841
Mellers, B. A., & McGraw, A. P. (2001). Anticipated emotions as guides to choice. Current Directions in
Psychological Science, 10(6), 210-214. https://doi.org/10.1111/1467-8721.00151
Mellers, B., Schwartz, A., & Ritov, I. (1999). Emotion-based choice. Journal of Experimental
Psychology: General, 128(3), 332-345. https://doi.org/ 10.1037/0096-3445.128.3.332
Mocanu, R. (2020). The expanding role of customer knowledge management and brand experience
during the pandemic crisis. Management Dynamics in the Knowledge Economy, 8(4), 357369. https://doi.org/10.2478/mdke-2020-0023
Mukerjee, K. (2020). Impact of self-service technologies in retail banking on cross-buying and wordof-mouth. International Journal of Retail & Distribution Management, 48(5), 485-500.
https://doi.org/ 10.1108/IJRDM-08-2019-0261
Naeem M. (2021a). Do social media platforms develop consumer panic buying during the fear of
Covid-19 pandemic. Journal of Retailing & Consumer Services, 58, 102-226.
https://doi.org/10.1016/j.jretconser. 2020.102226
Naeem, M. (2021b). Understanding the customer psychology of impulse buying during COVID-19
pandemic: implications for retailers. International Journal of Retail & Distribution
Management, 49(3), 377-393. https://doi.org/10.1108/IJRDM-08-2020-0317
Naja, F., & Hamadeh, R. (2020). Nutrition amid the COVID-19 pandemic: a multi-level framework for
action.
European
Journal
of
Clinical
Nutrition,
74(8),
1117-1121.
https://doi.org/10.1038/s41430-020-0634-3
Nicola, M., Alsafi, Z., Sohrabi, C., Kerwan, A., Al-Jabir, A., Iosifidis, C., . . . Agha, R. (2020). The socioeconomic implications of the coronavirus pandemic (COVID-19): a review. International
Journal of Surgery, 78(June), 185–193. https://doi.org/10.1016/j.ijsu.2020.04.018
Okazaki, S., Eisend, M., Plangger, K., de Ruyter, K., & Grewal, D. (2020). Understanding the strategic
consequences of customer privacy concerns: a meta-analytic review. Journal of Retailing,
96(4), 458-473. https://doi.org/10.1016/j.jretai.2020.05.007
Ontrup, J., Ritter, H., Scholz, S. W., & Wagner, R. (2009). Detecting, assessing and monitoring relevant
topics in virtual information environments. IEEE Transactions on Knowledge and Data
Engineering, 21(3), 415–427. https://doi.org/10.1109/TKDE.2008.149
Padel, S., & Foster, C. (2005). Exploring the gap between attitudes and behaviour. British Food Journal,
107(8), 606–625. https://doi.org/10.1108/00070700510611002

Management Dynamics in the Knowledge Economy | 17
Vol.10 (2022) no.1, pp. 1-18; DOI 10.2478/mdke-2022-0001

Pham, M. T., & Sun, J. J. (2020). On the experience and engineering of consumer pride, consumer
excitement, and consumer relaxation in the marketplace. Journal of Retailing, 96(1), 101–
127. https://doi.org/10.1016/j.jretai.2019.11.003
Pomerance, J., Light, N., & Williams, L. E. (2020). In these uncertain times: Fake news amplifies the
desires to save and spend in response to COVID-19. Journal of the Association for Consumer
Research, 7(1). https://doi.org/10.1086/711836
Puccinelli, N. M., Goodstein, R. C., Grewal, D., Price, R., Raghubir, P., & Stewart, D. (2009). Customer
experience management in retailing: understanding the buying process. Journal of Retailing,
85(1), 15-30. https://doi.org/10.1016/j.jretai.2008.11.003
Putrevu, S., & Ratchford, B. T. (1997). A model of search behavior with an application to grocery
shopping. Journal of Retailing, 73(4), 463–486. https://doi.org/10.1016/s00224359(97)90030-0
Raghunathan, R., Pham, M. T., & Corfman, K. P. (2006). Informational properties of anxiety and
sadness, and displaced coping. Journal of Consumer Research, 32(4), 596–601.
https://doi.org/10.1086 /500491
Rahimah, A., Khalil, S., Dang, H., & Cheng, J. M. S. (2020). The terror of death and consumers’
sustainability attitudes. Journal of Retailing & Consumer Services, 57, 102196.
https://doi.org/10.1016/j.jretconser. 2020.102196.
Rahimah, A., Khalil, S., Cheng, J. M. S., Tran, M. D., & Panwar, V. (2018). Understanding green purchase
behavior through death anxiety and individual social responsibility: mastery as a moderator.
Journal of Consumer Behaviour, 17(5), 477–490. https://doi.org/10.1002 /cb.1733
Rindfleisch, A., Burroughs, J. E., & Wong, N. (2009). The safety of objects: materialism, existential
insecurity, and brand connection. Journal of Consumer Research, 36(1), 1–16.
https://doi.org/10.1086/595718
Roggeveen, A., & Sethuraman, R. (2020). How the COVID pandemic may change the world of
Retailing.
Journal
of
Retailing,
96(2),
169–171.
https://www.ncbi.nlm.nih.gov/pmc/articles/pmc7183942/
Sahi, G. K., Sekhon, H. S., & Quareshi, T. K. (2016). Role of trusting beliefs in predicting purchase
intentions. International Journal of Retail & Distribution Management, 44(8), 860-880.
https://doi.org/10.1108/ IJRDM-10-2015-0157
Sarstedt, M., Schwaiger, M., & Ringle, C. M. (2009). Do we fully understand the critical success factors
of customer satisfaction with industrial goods? - Extending Festge and Schwaiger’s model to
account for unobserved heterogeneity. Journal of Business Market Management, 3(3), 185–
206. https://doi.org/10.1007/s12087-009-0023-7
Slovic, P., Finucane, M., Peters, E., & MacGregor, D. G. (2002). Rational actors or rational fools:
implications of the affect heuristic for behavioral economics. The Journal of Socio-Economics,
31(4), 329-342. https://doi.org/10.1016/S1053-5357(02)00174-9
Spence, C., Puccinelli, N. M., Grewal, D., & Roggeveen, A. L. (2014). Store atmospherics: a multisensory
perspective. Psychology & Marketing, 31(7), 472-488.
Sreen, N., Purbey, S., & Sadarangani, P. (2018). Impact of culture, behavior and gender on green
purchase intention. Journal of Retailing & Consumer Services, 41, 177–189.
https://doi.org/10.1016/j.jretconser. 2017.12.002
Thomas, A., & Garland, R. (2004). Grocery shopping: list and non-list usage. Marketing Intelligence &
Planning, 22(6), 623–635. https://doi.org/10.1108/02634500410559015
Tongco, M. D. C. (2007). Purposive sampling as a tool for informant selection. Ethnobotany Research
& Applications, 5(1), 147-158.
Vakulenko, Y., Shams, P., Hellstrom, D., & Hjort, K. (2019). Service innovation in e-commerce last mile
delivery: mapping the e-customer journey. Journal of Business Research, 101, 461-468.
https://doi.org/ 10.1016/j.jbusres.2019.01.016
Valerio, M. A., Rodriguez, N., Winkler, P., Lopez, J., Dennison, M., Liang, Y., & Turner, B. J. (2016).
Comparing two sampling methods to engage hard-to-reach communities in research
priority setting. BMC medical research methodology, 16(1), 1-11. https://doi.org/10.1186/
s12874-016-0242-z
Van Riper, C. J., Lum, C., Kyle, G. T., Wallen, K. E., Absher, J., & Landon, A. C. (2020). Values, motivations,
and intentions to engage in pro-environmental behaviour. Environment & Behavior, 52(4),
437–462. https://doi.org/10.1177/0013916518807963

18 | Katrin ZULAUF, Ralf WAGNER
Some Have Other Crisis Concerns: Antecedents of Anxiety while Grocery Shopping

Wei, S., Ang, T., & Jancenelle, V. E. (2018). Willingness to pay more for green products: the interplay
of consumer characteristics and customer participation. Journal of Retailing & Consumer
Services, 45(November), 230–238.
https://doi.org/10.1016/j.jretconser.2018.08.015
Wilson-Nash, C., Goode, A., & Currie, A. (2020). Introducing the socialbot: a novel touchpoint along
the young adult customer journey. European Journal of Marketing, 54(10), 2621-2643.
https://doi.org/10.1108/ EJM-07-2019-0555
Yazdanpanah, M., & Forouzani, M. (2015). Application of the theory of planned behaviour to predict
Iranian students’ intention to purchase organic food. Journal of Cleaner Production, 107,
342–352. https://doi.org/ 10.1016/j.jclepro.2015.02.071
Yook, K. H., Choi, J. H., & Suresh, N. C. (2018). Linking green purchasing capabilities to environmental
and economic performance: the moderating role of firm size. Journal of Purchasing & Supply
Management, 24(4), 326–337. https://doi.org/10.1016/j.pursup. 2017.09.001
Zheng, R., Shou, B., & Yang, J. (2020). Supply disruption management under consumer panic buying
and
social
learning
effects.
Omega,
101,
102238.
https://doi.org/10.1016/j.omega.2020.102238
Zulauf, K., & Wagner, R. (2021). Online shopping therapy: if you want to be happy, shop around.
Journal
of
International
Consumer
Marketing,
1-14.
https://doi.org/10.1080/08961530.2021.1955425
Zulauf, K., Schneider Cechella, F., & Wagner, R. (2021). The bidirectionality of buying behavior and
risk perception: an exploratory study. The International Review of Retail, Distribution &
Consumer Research, 31(5), 566-590. https://doi.org/10.1080/09593969.2021.1936596

© 2022 Faculty of Management (SNSPA), Author(s). This is an open-access article licensed under
the Creative Commons Attribution-NonCommercial-NoDerivs License
(http://creativecommons.org/licenses/by-nc-nd/4.0/).

