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ABSTRACT

The objective of this study is to determine how retail 
business strategies are related to consumption 
patterns in department stores in a COVID-19 context. 
The methodology employed has a descriptive and 
correlational approach at a cross-sectional level. The 
data collection technique was a survey addressed to a 
sample of 384 consumers. The most significant result is 
the moderate and strong correlation coefficient of .702 for 
the variables with a p = .000 < .05. The results obtained 
show that retail business strategies are closely related to 
consumption patterns, which means that shopping habits 
can be created in customers.

Keywords: retail business strategies; e-commerce; 
consumption patterns; COVID-19.

INTRODUCTION

Concern about COVID-19 and its effects is generating important 
changes in consumer preferences, expectations, and habits. 
Along these lines, Alfaro (2020) states that consumption patter-
ns that make possible an understanding of evolution within the 
retail sector are defined based on global trends, the most signi-
ficant being:

1.	 The transformation of digital channels. The isolation of 
the population to mitigate the spread of the pandemic has 
further accelerated the use of digital platforms, as retail cus-
tomers have made more purchases, contracted more servi-
ces and interacted digitally at an unprecedented level, which 
represents a trend that is here to stay.

2.	 Supply chain flexibility. The resilience and adaptability 
of large companies’ supply chains have been tested during 
the pandemic to ensure the continuity of their services and 
strengthen relationships with their consumers.

3.	 Trust during uncertain times. Confidence to make digital 
purchases will be achieved by demonstrating transparen-
cy in the sales process through ease of payment, variety in 
communication channels with customers, and the guarantee 
that products arrive to their destination undamaged.

Thus, it is observed that global trends can strengthen the deve-
lopment of business strategies in retail and its digital transfor-
mation plans. Given this, this study defines business strategies 
related to the global trends proposed by Alfaro (2020).
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Regarding trend 1, Ma et al. (2016) mention that 
online stores (strategy 1) allow boosting digital 
channels, as consumers can shop from the comfort 
of their homes. On the other hand, Darma and No-
viana (2020) point out that digital payment methods 
(strategy 2) allow incorporating more secure, agile, 
and sustainable payment methods.

With respect to trend 2, Tang and Veelenturf (2019) 
argue that the purchase dispatch service (strategy 
3) allows for improved product distribution and miti-
gates the costs associated with transportation.

In this line, trend 3 alludes to online shopping and 
customer service. For Savastano et al. (2019), onli-
ne shopping (strategy 4) makes it possible to ensu-
re that each purchase has a privacy policy to avoid 
transaction fraud, information theft and identity 
theft. On the other hand, Lee and Lee (2020) argue 
that customer service (strategy 5) allows for effec-
tive communication with consumers. Customer 
service also implies that the purchase package is 
sealed and that all contents are inside the package, 
undamaged and in working order.

The Likert scale was used to measure consumption 
patterns since the main objective of the research is 
to measure the frequency of actions and the occu-
rrence of events. According to Joshi et al. (2015), 
this quantitative data collection instrument makes it 
possible to obtain information concerning a popula-
tion’s opinions, assessments, and attitudes about a 
topic. Therefore, based on global trends, retail busi-
ness strategies will manage to influence consump-
tion patterns, which will be measured through five 
indicators.

Regarding strategy 1, Azuela et al. (2019) mention 
the frequency of online store purchases (pattern 1), 
which is the number of times a customer purchases 
a product via digital channels within a specific time 
period.

For strategy 2, Hashem (2020) considers the fre-
quency of digital payment use (pattern 2) to me-
asure how regularly a customer makes electronic 
transfers or uses bank cards.

Regarding strategy 3, Lim and Winkenbach (2019) 
refer to the frequency of demand for order fulfill-
ment service (pattern 3). This indicator measures 
the number of times consumers request to receive 
their products in the comfort of their home.

In this line, for strategy 4, Sethuraman et al. 
(2022) mention the degree of trust in online sho-
pping (pattern 4), which allows determining the 

level of acceptance of digital transactions and the 
security of the information entered in the retail store 
platform.

In relation to strategy 5, Abdirad and Krishnan 
(2022) define the degree of trust in customer ser-
vice (pattern 5) as that which measures the level 
of appreciation of a company’s service based on 
the shopping experience it provides, its quality pro-
ducts and the transparency of its brand.

This study was conducted in the most relevant re-
tail companies in the province of Trujillo, such as 
Ripley, Oeschle and Saga Falabella, whose main 
activity is the sale of various product categories, 
such as electronics, clothing, footwear, computers, 
white goods, toys, and home decor. Therefore, this 
exploration is oriented to determine the influence of 
retail business strategies on shopping habits in de-
partment stores within that province.

The research can be considered novel because 
there have not yet been studies that show the im-
pact of retail business strategies on consumption 
patterns in department stores in Peru. The results 
show that the companies under study, in a CO-
VID-19 context, have had to adapt their online sto-
res, horizontally integrate their supply chain, and 
generate a new value proposition for their consu-
mers. These changes will remain present within the 
business model in a post-pandemic environment.

Finally, the methodology employed can also be 
applied statistically and strategically to specialty 
stores, supermarkets, and other stores within the 
retail sector. Furthermore, these results can be ge-
neralized to develop more effective business strate-
gies to improve the consumer experience in terms 
of branding management and sales process.

METHODOLOGY

The research is applicative, with a descriptive-co-
rrelational level to analyze retail business strategies 
and their relationship with consumption patterns in 
department stores in Trujillo province. The informa-
tion was obtained using the questionnaire as an 
evaluation instrument, by means of which a series 
of questions were asked to the selected sample, 
which were validated by experts. Table 1 presents 
the general hypothesis with the two study variables.

According to Tavakol and Dennick (2011), the vali-
dity and reliability of the Likert scale can be asses-
sed using the Cronbach’s alpha coefficient. Accep-
tance criteria for the instrument would fall between 
0.70 and 0.95. If the alpha value is below 0.70, it 
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indicates a poor correlation between the variables, 
so it should be reviewed or potentially discarded.

This research has a quantitative approach and, 
to test the hypothesis, Spearman correlation was 
applied, which is a test for variables that are not 
normally distributed. Spearman’s rank-order corre-
lation is shown in Table 2.

Since the population is not precisely known, the 
formula for sampling from infinite populations using 
simple random sampling will be employed. In this 
formula, the probability of the event occurring is re-
presented by p = 50%, the probability of the event 
not occurring is represented by q = 50%, the sam-
pling error is represented by E = 5%, and a confi-
dence level of 95% is represented by Z = 1.96. The 
resulting sample size is 384 customers.

The survey was designed based on 10 questions 
to analyze the impact of business strategies on 
shopping habits in department stores in Trujillo, as 
shown in Table 3. In addition, the responses to the 
questionnaire were classified using a Likert scale, 
with the ratings (1) never, (2) rarely, (3) sometimes, 
(4) often and (5) always.

Statistical hypotheses are used to test the normality 
of the data obtained. The null hypothesis (H0) sta-
tes that the responses follow a normal distribution, 
while the alternate hypothesis (H1) states that there 
is no normal distribution in the data. After applying 

the Kolmogorov-Smirnov test, if the p values have 
a significance below 0.05, H0 is discarded and H1 
is chosen. Therefore, the research variables do 
not follow a normal distribution, and the correlation 
must be determined by means of a non-parametric 
test such as Spearman’s correlation.

RESULTS

General Descriptive Results

With the survey conducted in August 2022 to a 
sample of 384 respondents, it is concluded that the 
pandemic caused a significant change in the trajec-
tory of digital payment and retail consumers had to 
adapt to this new environment. The results obtai-
ned are the following:

	− The frequency of online store purchases went 
from 37.5% before the pandemic to 71.1% 
(question 6).

	− The frequency of digital payment use increa-
sed from 21.9% before the pandemic to 68% 
(question 7).

	− The frequency demand for order fulfillment ser-
vice increased from 31.8% before the pande-
mic to 60.7% (question 8).

	− The degree of trust in online shopping went 
from 51.3% before the pandemic to 77.3% 
(question 9).

Table 1. Variables per Hypothesis.

Hypothesis Independent Variable (IV) Dependent Variable (DV)

There are retail business strate-
gies that are highly related to con-
sumption patterns in department 
stores in a COVID-19 context.

Retail business strategies
•	 Online stores
•	 Digital payment methods
•	 Purchase dispatch service
•	 Online shopping
•	 Customer service

Consumption patterns
•	 Frequency of online store purchases
•	 Frequency of digital payment use
•	 Frequency of demand for order fulfillment service
•	 Degree of trust in online shopping
•	 Degree of trust in customer service

Source: Prepared by the authors.

Table 2. Spearman’s Rank-Order (Rho).
Rank Correlation Interpretation
<0.75 – 1.00] Strong and perfect

<0.50 - 0.75] Moderate and strong

<0.25 - 0.50] Weak

[0.00 - 0.25] Very weak

Source: Martínez et al. (2009).
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	− The degree of trust in customer service went 
from 84.6% before the pandemic to 87.8% 
(question 10).

Validity and Reliability of the Instrument

Table 4 shows that the Cronbach’s alpha coefficient 
of the data was 0.810, which is higher than the 0.8 
taken as the minimum acceptable level, indicating 
that the research instrument is valid.

Hypothesis Verification

The null hypothesis (H0) states that there are no retail 
business strategies that are strongly related to con-
sumption patterns in department stores within a CO-
VID-19 context. While the alternative hypothesis (H1) 
states that there are retail business strategies that are 
highly related to these consumption patterns.

The following was determined:

•	 There is a moderate correlation of 70.20%, 
between retail business strategies and the 
degree of trust in customer service.

•	 There is a moderate correlation of 52.10% 
between retail business strategies and the 
degree of trust in online shopping.

•	 There is a weak correlation of 40.60% 
between retail business strategies and the 
frequency of demand for order fulfillment 
services.

•	 There is a weak correlation of 40.60% 
between retail business strategies and the 
frequency of online store purchases.

•	 There is a weak correlation of 26.70% 
between retail business strategies and the 
frequency of digital payment use.

The p-value and nonparametric correlations were 
calculated in Table 5. Their interpretation, taking the 
correlations of highest significance for a graphical 
representation, is shown in Figure 1.

Table 3. Survey Questionnaire (Instrument).

1.	Retail business strate-
giesl

Q1 Are this company’s business strategies focused on the online store? 
Q2 Are this company’s business strategies focused on digital payment methods?
Q3 Are this company’s business strategies focused on the purchase dispatch service?
Q4 Are this company’s business strategies focused on online shopping?
Q5 Are this company’s business strategies focused on customer service?

2.	Consumption patterns 
in department stores

Q6 How often do you shop at this company’s online store?
Q7 How often do you use digital payment methods with this company?
Q8 How often do you use this company’s purchase dispatch service?
Q9 Do you feel confident about shopping online from this company?
Q10 Do you feel confident about this company’s customer service?

Source: Prepared by the authors.

Table 4. Reliability Analysis.
Mean Variance Cronbach’s Alpha Coefficient

Reliability statistic 0.810

Question 1: 23.6016 59.170 0.794

Question 2: 23.2057 51.083 0.789

Question 3: 23.6172 59.584 0.799

Question 4: 22.9219 52.751 0.786

Question 5: 21.5729 57.540 0.809

Question 6: 22.7292 53.963 0.781

Question 7: 21.4349 48.763 0.788

Question 8: 23.0260 57.441 0.801

Question 9: 22.1615 50.329 0.774

Question 10: 21.3620 56.561 0.802

Source: Reliability in SPSS version 26 based on August 2022 data.
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DISCUSSION

As can be observed in the results, there is a weak 
correlation between retail business strategies and 
the frequency of online store purchases, with a 
Spearman correlation coefficient of 40.60%. In 
this line, Ríos (2020) indicates that the pandemic, 
through the isolation and confinement of society, 
led to the acceleration of e-commerce in Mexico, 
which represents a 59% peak in digital purchases 
in that country.

On the other hand, it was determined that there is a 
weak correlation between retail business strategies 
and the frequency of digital payment use, with a co-
rrelation coefficient of 26.70%. Quezada-Ruiz et al. 
(2020) found that 32% of consumers pay cash for 
their purchases, 44% pay with credit cards, which is 
the most popular means of payment, 12% pay with 
transfers, 5% pay through mobile applications and 
7% use other means of payment.

Table 5. Factor Correlation Matrix.
I. V. Retail Business 
Strategies D. V. Consumption Patterns Correlation 

Coefficient Significance N Interpretation

Online stores Frequency of online store purchases .406 .000 384 Weak

Digital payment methods Frequency of digital payment use .267 .000 384 Weak

Purchase dispatch 
service

Frequency of demand for order fulfillment 
service .406 .000 384 Weak

Online shopping Degree of trust in online shopping .521 .000 384 Moderate and strong

Customer service Degree of trust in customer service .702 .000 384 Moderate and strong

Source: Statistic analysis in SPSS version 26.

Figure 1. Graph of Retail Business Strategies and their Relationship with Consumption Patterns.

Source: Statistical analysis in Minitab version 19 based on August 2022 data.
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CONCLUSIONS AND RECOMMENDATIONS

The results of the study suggest that the correlation 
between retail business strategies and department 
store consumption patterns is moderate and strong, 
which is reflected in the online shopping and custo-
mer service strategies with a correlation coefficient 
of 0.521 and 0.702 respectively. These strategies 
are the most significant for the companies under 
study.

Similarly, the frequency of digital payment use in 
department stores increased from 21.9% before 
the pandemic to 68.0%. In the case of the frequen-
cy of purchases in online stores, it went from 37.5% 
to 71.1%. In turn, the number of respondents re-
questing the service of purchase dispatch increa-
sed from 31.8% before the pandemic to 60.7%.

what effects the pandemic has had on the Peruvian 
retail sector in terms of demand for home delivery 
service and consumer confidence in online shop-
ping should be studied, as there is insufficient re-
search on these topics.

Finally, it is recommended that this research is re-
plicated in various retail sectors, with the objecti-
ve of using the results as the basis for designing 
a study methodology that can be implemented by 
companies to increase the impact of their business 
strategies in a digital environment.
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