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Abstract:

This study analyse consumers’ experiences of online grocery shopping and delivery services in South
Africa. Using the case of Checkers Sixty60 mobile app, the study analysed content from the Google
Play store on consumers’ comments related to their experiences for online grocery shopping and
delivery services. The findings showed insights into the three dimensions of consumers’ experiences for
online grocery shopping: cognitive (actual use, achieving a goal and flow), rational (economic value,
efficiency of service, effectiveness of mobile app and products quality) and affective (user support, new
experiences, user friendly, fun, refunds and social responsibility). Further, online grocery application was
meeting the needs of users who were homebound due to old age and sickness. It was important for the
retailers to find ways of improving quality, consumers sense of purpose and management of online
grocery shopping app upgrades to retain features that were working. The study contributed towards
literature on online grocery shopping use in the context of South Africa and proposes areas of further

research.
Keywords:
Consumers’ Experiences, Mobile Application, Online Grocery Shopping, South Africa

Submitted: 2026-07-24. Revised: 2026-08-07. Accepted: 2026-08-24.

WOHLLEBE & ROSS

Discover publication opportunities:
www.wr-publishing.org



https://doi.org/10.51137/wrp.ijrcr.959
http://www.wr-publishing.org/
mailto:makozaf@cput.ac.za

International Journal of Retail and Consumer Research (ISSN: 3054-1158)
Volume: 01 Issue: 02 Year: 2026
https://doi.org/10.51137/wrp.ijrcr.959

Introduction

Online grocery shopping and delivery is increasing in South African major cities since the COVID-19
pandemic (from 2020 to 2023). More consumers are using mobile applications (mobile apps) on their
smartphones to shop for groceries and food in the comfort of their homes and get deliveries at their
doorstep (Cunningham, Roberts-Lombard & Mbeya, 2025; Musakwa & Petersen, 2023). The delivery
services have attracted attention of retailers that are looking to increase their sales. Retailers can
increase their online shopping market share and maximise profits using digital technologies (World Wide
Wrox, 2025). The growth of online grocery shopping and delivery services is shaping the way retailers
are re-designing their strategies to compete and remain relevant in the marketplace (Ekren, Perotti,
Foresti & Prataviera, 2024; Lucas, Lunardi & Dolci, 2023).

There is a growing body of literature on online grocery shopping in South Africa (e.g. Cunningham,
Roberts-Lombard & Mbeya, 2025; Heyns & Kilbourn, 2022; Mkansi & Nsakanda, 2023; Musikavanhu &
Kabanda, 2023; Musikavanhu & Musakuro, 2023; Dakora & Rambe, 2022; Moodley & Buthelezi, 2023;
Dilotsotlhe & Makhubela, 2024; Ligaraba, Nyagadza, Dorfling & Zulu, 2022). Although studies have been
conducted on the state of retail market growth, few academic studies have focused on the consumers’
experiences when using online grocery shopping and delivery services. As more retailers have
embraced omnichannel retail strategies (e.g. stores, websites, mobile apps and social media platforms)
to stay competitive and create value, digital channels studies are still emerging especially on mobile
applications and last mile delivery (Li, Zhou, Wang, Zhang & Guo, 2025; Rahman, Carlson, Chowdhury,
Gudergan, Wetzels, & Grewal, 2025). The current study responds to the call for more studies on online
grocery shopping and delivery in the context of developing countries and in South Africa where online

grocery shopping is growing (Dakora & Rambe, 2022; Musikavanhu & Kabanda, 2023).

The study was guided by the research question: What are the consumers’ experiences on online grocery
shopping and delivery in South Africa. To answer this question the study explored concepts of customer
experience: cognition, rational and affective (Barari, Ross & Surachartkumtonkun, 2020). This was
significant to refine models that explain customer behavior and satisfaction on use of new technologies
(Singhal, Garg, Agarwal & Jaiswal, 2025). The study contributes towards literature on online grocery
shopping and delivery in the context of South Africa. Insights on experiences of consumers can be useful
for retailers that are providing online grocery shopping to identify consumers preferences and come up
with solutions that can improve the quality of services, reduce customer churn and enhance loyal

customer base (Ekren, Perotti, Foresti & Prataviera, 2024).
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Literature Review

Defining Online Grocery Shopping and Delivery Services

Online grocery shopping is “the practice of purchasing food and other essential domestic commodities
via e-commerce websites or mobile applications” (Braun & Osman, 2024:825). Further, retailers have
introduced delivery services of online purchased products (Ekren, Perotti, Foresti & Prataviera, 2024;
Newing, Videira & Lewis, 2022). There is growth of online delivery shopping and delivery services across
the globe after the COVID-19 pandemic. The increase in digitalization led to more consumers to explore
online shopping (Bruggemann, Martinez, Pauwwels, 2025). Online grocery shopping and delivery is
complementing e-commerce business models in the retail sector that has been predominantly brick and
clicks (or hybrid e-commerce); and clicks only or dark stores (pure e-commerce) (Newing, Videira &
Lewis, 2022). The use of mobile applications for online grocery shopping and delivery services has also
enhanced consumer experiences of e-commerce (Ekren, Perotti, Foresti & Prataviera, 2024).
Consumers can now choose to use a website or mobile applications (while on the go) to order groceries
and make online payments. The products can be delivered to consumers’ homes or business premises.
In some cases, e-commerce retailers provide click to collect services, engage third parties to provide
deliveries or part of their own operations include deliveries of purchased products (Braun & Osman,
2024; Newing, Videira & Lewis, 2022).

Advantages of Online Grocery Shopping and Delivery Services

There are advantages of online grocery shopping and delivery for both consumers and retailers.
Consumers are able to shop for products and services online from any location and any time (e.g. 24
hours and seven days of the week) without physically visiting a store (Newing, Videira & Lewis, 2022).
Consumers can sample a wide range of options of products using a website or mobile application.
Consumers can compare prices with other organisations offering similar products. Customers are able
to get personalised offers for different types of groceries to choose from when shopping (Rabaai, 2022;
Pillay, 2025). The purchased groceries or products can be delivered at their home or collected from a
store. Another advantage is convenience for grocery shoppers with mobility challenges where they can
transact online without the need to visit physical retail stores (Braun & Osman, 2024). Retailers also
benefit from online grocery shopping through efficient online order process and packaging and delivery
services to earn addition revenue from sales (Basu & Ray, 2025). Further, retailers can use warehousing,
logistics and last-mile delivery services to enhance customer shopping experience and increase sales
(Newing, Videira & Lewis, 2022). Another advantage is the ability to consolidate orders and deliver at

once thereby lowering carbon emissions through travel (Ekren, Perotti, Foresti & Prataviera, 2024).
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Challenges of Online Grocery Shopping and Delivery Services

Online grocery shopping and delivery services can be challenging for both retailers and consumers.
Retailers require attention to ensure that the orders for products and deliveries are correct. Missing or
incorrect deliveries can ruin the reputation of retailers (Ekren, Perotti, Foresti & Prataviera, 2024).
Another challenge of clear description of location of deliveries can be challenging for logistical or delivery
companies (Kim, 2021). In cases of delivering purchased groceries, the presence of individuals receiving
deliveries can be an important factor. Other retailers have set times for delivery of purchased groceries
(e.g. 60 minutes) and when times are not met can generate more complaints from customers (Braun &
Osman, 2024). Another challenge is out of stock when customers are purchasing groceries online which
can affect retailer’s reputation. There is also potential loss of business due to malicious customer
complaints. Further, cases of fraudulent customer returns which can lead to losses for retailers. Another
challenge for consumers is increase of poor quality or defective products or sale of counterfeit goods
which affect consumers (Miao & Zhang, 2025). Retailers must be aware of these challenges and come

up with solutions to improve customers’ experiences.
Landscape of Online Grocery Shopping in South Africa

South Africa retail sector has undergone transformation with growth in use of digital technologies to
support business operations. Major retail companies in South Africa (e.g. Checkers, Shoprite, Spar,
Clicks, Woolworths, Pick n pay etc) are now offering shopping services using digital channel in addition
to walk-in or offline shopping (World Wide Wrox, 2025). The digital channels include use on e-commerce
websites, mobile applications and last-mile delivery services (Brink, 2019). The retailers are offering a
wide range of fast consumer goods including groceries, food, healthcare and essential household
products. Improvements in digital access among consumers (e.g. growth in use of smartphones) and
growth of use online payments (e.g. use of debit cards, electronic funds transfer and digital wallets) has
supported the move offer online grocery shopping. The COVID-19 pandemic led to more retailers to
consider use of digital channels for online grocery shopping (Dakora & Rambe, 2022; Madinga &

Lappeman, 2023). Table 1 summarised the mobile application of the major South African retailers.
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Retailer Example of mobile application
Shoprite Checkers Sixty60

Pick n pay Pick n Pay ASAP

Woolworths Woolies Dash

SPAR SPAR U2

Dis-Chem Dis-Chem DeliveryD

Table 1: Summary of mobile applications of retailers

The retailers are also offering last-mile delivery services in different forms that are flexible. For example,
deliveries within 60 minutes, same-day delivery, 3-5 days delivery and 7 days delivery. The groceries
are delivered at the doorstep of consumers e.g. in their homes or business premises. It is expected that
online grocery shopping will increase by 12% with a national retail turnover of over R150 billion in 2026
(World Wide Wrox, 2025). Part of the increase may be attributed to high demand for instant services,
availability of advanced technologies e.g. drones for deliveries, artificial intelligence for efficient inventory
management, data analytics for analysing patterns and preferences of customers (Chapano & Werner,
2026).

While there are positive developments of online grocery shopping, there are challenges that have
emerged in the sector. Some of the challenges are the rise of motorbikes engaged in grocery deliveries
that are contributing to the increasing in road traffic and congestion in major cities in South Africa (Duri,
2025; Fortuin, 2023). There is an increase in motorbike accidents due to speeding and pressure of
delivering on time among the motorbike riders. There also claims of poor working conditions of the

motorbike riders and attacks of motorbike riders by organised crime groups (Duri, 2025).

The major retailers participating in online grocery shopping are also experiencing stiff competition
(Moodley & Buthelezi, 2023). There are new international companies that have joined the South African
retail market e.g. Amazon, Temu and Shein. Local retailers are competing with new entrants that have
more resources. There are issues that require reforms in regulations and fair-trading practices in the
retail sector e.g. regulations for customs and delivery charges for international online purchases (World
Wide Wrox, 2025).

Theoretical Perspective to the Study

Customer experience is “a customer’s subjective response or interpretation of any direct or indirect
contact with the elements of the service, such as the provider, offering, brand, setting, or process”

(Barari, Ross & Surachartkumtonkun, 2020:15). Customers can set a goal and perform tasks using the
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mobile app. The task may include browsing and selecting products, selecting delivery options for the
products and making online payment for the selected products. Organisations providing online grocery
shopping and delivery services provide information so that customers are empowered to perform online
shopping and recover from any errors when using mobile apps. Failure to provide information to
customers may lead to consumers looking for alternative options for online grocery shopping and

affecting revenue for the organisations (Kim, 2021).

Consumers’ experiences of using online grocery shopping and delivery apps can be positive or negative
(Barari, Ross & Surachartkumtonkun, 2020). Successful processes of online grocery shopping and
delivery services mean that the consumers are able to make a purchase and have the products or
services delivered within the predefined time. Negative experiences for online grocery shopping and
delivery services means failure to meet the consumers expectations in the process e.g. unable to select
products using the mobile application, experiencing errors with the mobile application, unable to pay for
products or services, products or services not being delivered on the required times. Scholars have
highlighted cognitive, rational and affective consumers’ experiences in online shopping that may
resonate with online grocery shopping and delivery services (Kim, 2021; McLean, Al-Nabhani & Wilson,
2018). Cognitive consumer experiences enforce the motives and behavior for action towards purchase
of products or services online (McLean, Al-Nabhani & Wilson, 2018). This may also relate to hedonic or
utilitarian motives for purchasing a product or service online. In other words, consumers may be
interested in the experiences of online grocery shopping and delivery rather than the value. Rational
experience may consider online shopping as an economic activity focusing on quality and price of the
products and services in online grocery shopping (McLean, Al-Nabhani & Wilson, 2018). Affective
consumers’ experiences relate to entertainment or escapes when considering online grocery shopping
and delivery. The affective consumers’ experiences are also about fun and playfulness when shopping
online (McLean, Al-Nabhani & Wilson, 2018; Rabaai, 2022). Table 2 summarises the concepts used that
will guide the study.
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Concept Description Observations

Cognitive experience | Exploring features of online grocery shopping | Actual use and absorbed
application to achieve a goal in the activity to achieve

the goal, flow

Rational experience Value generated from using online grocery | Economic value,

shopping application efficiency, effectiveness

Affective experience Hedonic use of online grocery shopping | Fun, joy, playfulness,

application entertainment

Table 2: Summary of concepts explored in the study
(Source: Fagerstrom, Eriksso & Sigurdsson, 2020; McLean, Al-Nabhani & Wilson, 2018)

The three concepts can be interrelated as consumers’ experiences of using online grocery shopping
and delivery mobile applications. The assumptions are that consumers may begin with cognitive
experience and move towards rational and affective experiences once they have mastered cognitive
experiences (Fagerstrom, Eriksso & Sigurdsson, 2020; Kim, 2021). Use of mobile applications is also
related to social, cultural and historical context. The applications are embedded in activities of users and

organisations that provide services to support online transacting (Baskerville & Myers, 2023).
Methods and Data

The aim of the study was to analyse and understand consumers’ experiences for grocery online
shopping and delivery in the context of South Africa. A case study (Yin, 2018) fitted well with the aim of
the study because the phenomena of interest involved a real-life situation (e.g. online grocery shopping
and delivery services) and the availability of multiple sources of data that provided an account of online
grocery shopping in a developing country context in Africa. A case of South Africa was chosen because

of the growth of e-commerce in the country (Dakora & Rambe, 2022; Mkansi & Nsakanda, 2023).

The study used qualitative approach (Lim, 2025) to provide subjective experiences of different
consumers on their use of online grocery shopping and delivery services. The study purposefully
selected the case of Checkers Sixty60 because it was an information rich case of online grocery and
delivery service. Checkers Sixty60 was established in 2019 with the aim of providing on-demand online
grocery shopping and last mile delivery services (World Wide Wrox, 2025). The organisation is part of
Shoprite Group and operate within Checkers Premium and Hyper stores across South Africa. Checkers
Sixty60 offers 60 minutes delivery services to grocery shoppers. The organisation used a website and
mobile application where consumers can buy groceries and track deliveries to consumers premises
within sixty minutes. Delivery vans and motorbikes riders are employed to conduct the deliveries. It is
estimated that there are users of Sixty60 mobile app (World Wide Wrox, 2025).
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Data was collected from Google Play store for the Checkers Sixty60 mobile app where users of the
mobile app posted comments and the organisation responded to some of the comments. The data from
Google Play Store (about 475 entries — 95 pages) covered the period of 11 months (from May 2025 to
March 2026). Reports from the organisation (e.g. Checkers Sixty60) and Retail sector reports for 2024
and 2025 were used to triangulate the data e.g. verifying facts that the consumers were discussing about

the Sixty60 mobile app and delivery services. Table 3 summarises the data that was used in the study.

ID Document Source
C#1 Google Play store - Checkers Sixty60 Mobile app Google Play store
R#1 The state of ICT sector report of South Africa 2025 ICASA
R#2 | Online Retail in South Africa 2024 World Wide Wrox
R#3 | Online Retail in South Africa 2025 World Wide Wrox

Table 3: Summary of data used in the study

The entries that were related to Sixty60 mobile app and experiences of consumers were purposefully
selected for analysis. The data was stored in electronic format and analysed using content analysis
(Kleinheksel, Rockich-Winston, Tawfik & Wyatt, 2020). The three dimensions of consumers experiences
summarised in Table 2 were used as sensitizing devices (see Goldkuhl, 2012) to scope the analysis
while being attentive to interesting and new insights that can explain better the consumers’ experiences
when using online grocery shopping and delivery services app. The first step was reading and re-reading
the materials to be familiar with the content. The second step was reading and noting interesting points
related to the study in the data. The third step was assigning codes text to the data. The codes were
grouped into categories and later themes. The steps were repeated to improve the quality of data
analysis. A report was produced at the end of the process to address the main research question guiding
the study (Kleinheksel, Rockich-Winston, Tawfik & Wyatt, 2020). The identities of Sixty60 mobile
shopping app were not revealed in the report to uphold ethical standards of the study (Pietila, Nurmi,
Halkoaho & Kyngas, 2019).

Results

Cognitive Consumers’ Experiences

Features of an online grocery shopping application may affect the ability of consumers to achieve their
goals. The findings showed that online grocery shopping apps had features that supported the users to
achieve their goals e.g. to successfully select products that they wanted, place their order, perform online
payments and receive their groceries on the preferred times. The themes that emerged from the analysis

relate to actual use, achieving a goal and flow. Some users reported that the first version of the sixty60
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app was useful with limited problems and was important in their budgeting and convenient in grocery
shopping. The users also addressed challenges of transport for some users where groceries were
delivered to their homes. Further, the Sixty60 app was supporting users to keep track of their expenditure

on groceries. Table 4 summarises the cognitive experiences of online grocery shoppers.

Categories Description
Actual use Meaningful use of the online grocery shopping app with successful delivery
of groceries

Examples of statements:

“Excellent for budgeting groceries and very convenient, | use it every week” (C#1)

‘I am generally | am a person who loves doing my shopping in-store, but ever since | tried the sixty60
shopping experience, | was so impressed with their service. Checkers sixty60 is the best service

provider thus far, thank you for caring for your customers” (C#1)

‘I have used 60/60 a total of 4 times now, absolutely amazing, delivery on time, all the

perishable items were super fresh, drivers professional and friendly. Well done Checkers 60/60” (C#1)

Achieve a goal Successfully accomplishing shopping, payment and delivery using the

online grocery shopping application

Examples of statements:

‘I have been ordering via the app for a long time now and | always receive excellent service. the

drivers are always cheerful and pleasant and my deliveries are mostly on time if not earlier” (C#1)

“We are very happy customers. The app works great for us. They never miss or mix up our choices
w.r.t. substitute choices, our wallet is credited without delay if something is not available, and they
pay great attention to sell-by dates (we order 5-6 fresh milks at a time, so the sell-by is important).

And never once was a delivery delayed” (C#1)

Flow Steps being complete as part of using online grocery shopping

Examples of statements:

“What | do is, when the delivery time is between 8- 9 am. | keep my phone close by, | will get a
notification when the product is out of stock. While they are busy shopping. | get to choose | different
product (follow the prompts). | have been doing this for a while now, no more out of stock for me”
(C#1)
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“Sixty60 is awesome! The whole process is amazing and after sales support staff are so good. This
app is truly a life saver to those of us without transport and means to do shopping. Thank you Sixty60
team!” (C#1)

Table 4: Summary of themes for cognitive consumers’ experiences

As can be seen in Table 4, some users reported completion of their tasks for using the online grocery
shopping. The consumers followed through the process for grocery shopping to ensure that correct
products were selected include alternative products where stock was not available. However, there were
also issues with missing items in the deliveries: “Bought one order, they didn't have about half the stuff
in stock that | ordered - and only about half the second choices for those missing items. Got credited to
my account for the missing items but ever since then I've been unable to log in - there is always "an
issue" with my account” (C#1). Part of the reasons were unavailability of items in the stores. This meant
that customers required to select second choice of items. Furthermore, there were delays in refunds
into their accounts when items were not included in the grocery deliveries. It was important that the

refunds were done promptly to ensure that consumers could still use their money to purchase groceries.
Rational Consumer Experiences

Online grocery shopping applications can generate value to consumers when they are used in a correct
way and support the activities of the retailers. The categories of value were related to economic value,
efficiency, personal goals and product quality. Consumers perceived the value that was gained when
using the online grocery shopping app fitting their needs. For example, consumers without transport
were able to get the groceries delivered in their homes. The consumers were able to shop groceries
anytime when there was a need. Further, consumers were able to organise well their activities without
physically going to a store for shopping. Table 5 summarises the rational consumer experiences of online

grocery shoppers.

Categories Description

Economic value Generating economic value for consumers when using the online grocery

shopping app

Examples of statements:

“The service overall is great and very convenient” (C#1)
“Always helpful when | need stuff in a hurry. convenient & stress free” (C#1)

“This app has been a life saver. For us without transport, the idea was a brilliant one” (C#1)

“Great app and service delivery overall. Can always count on them to deliver super fast” (C#1)
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Efficiency of service Maximising or gaining time when using the online grocery shopping app

Examples of statements:

“Most times, my order would be, the app then automatically splits an order into 2 deliveries where you
then have 2 delivery fees, or it constantly reminds you to spend R350 or more on each delivery. Of

late, it has been most frustrating using this app” (C#1)

“Sixty60 has worked well for me. | have become very dependent on Sixty60. | am satisfied with
delivery speed and the quality of the products | receive. | am also very happy with how they keep you

updated on your order, especially when there are delays” (C#1)

“While it is convenient their service has declined and they've traded places with their competitors who
are now faster and more efficient. It shouldn't be called sixty60 anymore as in most cases, | receive

my groceries between 2-5 hours after checking out” (C#1)

Effectiveness of | Achieving personal goals or generate value when using online grocery

application shopping application

Examples of statements:

“Like the convenience of getting what | need without having to drop what | am doing. Would like to

have the option to combine my 60 and hyper deliveries some times” (C#1)

“I would like to suggest an additional security layer that can be added when checking out. Today some
random guy took my groceries because of an issue with the location pin and my delivery note not
being read. Checkers and the driver did everything right to fix it, and | eventually got my groceries”
(C#1)

Products quality Online grocery application supporting shopping and delivery of quality

products

Examples of statements:

“Your drivers - great. But | consistently get stale goods from the bakery, not fresh veggied, and
products AND alternatives show as available but I'm then notified they're out of stock after invoicing”
(C#1)

“My only concern is that every time | have ordered milk or bread, the expiry date is for the next day.
Is this not something that is checked by pickers? Maybe add an option for an order note to tell pickers

to check the dates on items” (C#1)

Table 5: Summary of themes for rational consumer experiences
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Some of the consumers noted the advantages of having the groceries delivered within 60 minutes. The
consumers who got deliveries on time relied on the service. However, there were also cases where there
were delays in delivery of groceries which affected the activities of consumers. Consumers highlighted
the benefits of purchase of high-quality products. For instance, consumers indicated receiving deliveries
for fresh foods e.g. vegetables and fruits. Nonetheless, there were reports related to delivery of expired
groceries: “I like Checkers Sixty60 for the obvious reasons, accessibility, convenience, etc. However I'm
rating it a 3 at this point in time because, I've purchased from this app for over a year, and most often
when you buy fresh produce i.e fruits & veges it's like they choose the ones that are close to rotten or
expired. I'm really disappointed as a vegetarian that's what | eat so kindly remedy. Thanks.” (C#1). This
meant that it was important for the grocery packers to check the quality of products to ensure that
consumers were not at risk. Some consumers also complained that the online grocery shopping app did
not have mechanisms for checking quality of the products e.g. expired products. This means that
checking dates on the products was a manual process and required staff to be trained in identifying

products that had expired.
Affective Consumer Experiences

Online mobile grocery shopping apps can provide pleasant and appealing experiences to consumers
beyond supporting online selection products, electronic payments and last mile deliveries. Customers
indicated different affective experiences including user support, new experiences, user friendly, fun,

payment refunds and social responsibility.

User support was important when using the online grocery shopping application especially in cases of
disruptions and when users encounter errors while using the application. Consumers indicated that they
were assisted when using the online grocery app through telephone, email and feedback on google play
store. This resulted in confidence when using the mobile grocery app. Some consumers experienced
delays in obtaining support. For instance, one consumer reported that “Downloaded the app and I've
been stuck on the date of birth part. It's been a month now, the app won't accept my supposed date of
birth. It will tell me to try again and again and again the whole day” (C#1). This may mean that where
need to provide more information to users when errors occur so that they are able to recover or contact

details of the support team. Table 6 summarises affective consumer experiences of online grocery app.

Categories Description

User support Online grocery shoppers obtaining support when using the mobile app

Example of statements:

“Honestly, they are constantly improving, constantly willing to assist and really been practically

problem-free since the beginning” (C#1)

WOHLLEBE & ROSS

Discover publication opportunities:
www.wr-publishing.org



https://doi.org/10.51137/wrp.ijrcr.959
http://www.wr-publishing.org/

International Journal of Retail and Consumer Research (ISSN: 3054-1158)
Volume: 01 Issue: 02 Year: 2026
https://doi.org/10.51137/wrp.ijrcr.959

“Great service. Getting the right stuff at time. Delivery guys and girls are helpful and friendly.

Telephone service as well. Thank you so much” (C#1)

New experience Users gaining new experience for online grocery shopping and delivery

Examples of statements:

“Congratulations Checkers Sixty60 for revolutionizing online shopping. You have set the benchmark
for online shopping. | have been using this app since launch and it is only getting better and better”
(C#1)

User friendly Online grocery shopping application being easy to learn and use for

consumers

Examples of statements:

“This app is so user friendly and the user interface is incredible. | haven't experienced any issues with
this app. Thank you 60/60, for making shopping so simple yet so amazing simultaneously. | know this

is only just the beginning of extraordinary things to come... Lots of love” (C#1)

Fun Consumers finding pleasure when using grocery shopping application

Examples of statements:

“It is my favorite place to order, and | always receive my groceries before the estimated time. Thank
you, Checkers, for this amazing opportunity it saves me time. when I'm busy and did forget something,
| quickly ran to my phone and order from the app. we'll done to the amazing Staff from 1 that is

shopping the items, cashier, packer, to the driver we Appreciate you” (C#1)

“There are few things in life that one could ask for, and the shopper got it right. To the shopper at
Castle Gate Pretoria, Thank you. | ordered beer and you made sure you got the coldest ones you

could find. Shopper person, you don't understand what you have done for my day” (C#1)

“Great service. Getting the right stuff at time. Delivery guys and girls are helpful and friendly.

Telephone service as well. Thank you so much” (C#1)

Refunds Consumers receiving back their money after failure of electronic payment

process on the online grocery shopping app

Examples of statements:

“Sometimes the shopper will put a hot roast chicken on top of an ice cream. But they have excellent
customer support and they refund you for incorrect or damaged items right away back into the app,
without any hassle” (C#1)
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Social responsibility Online grocery consumers ability to donate towards food that is given to

communities in need

Examples of statements:

“Checkers Sixty60 are such a lifesaver!! Sending food essentials, groceries in need, blessings in
shortfall not only to us (when it's inconvenient to go out), but also to family & friends in need, is such

a WOW initiative!! We are forever grateful to be able to make use of this service, and it creates also

a feel-good feeling not just for the receiver, but also for the giver” (C#1)

Table 6: Summary of themes for affective consumer experiences

Consumers indicated new experiences when using the online grocery application especially related to
the improvements that were implemented on the application. Further, some consumers that the online
grocery application was user friendly and that they were able to complete their tasks without any
difficulty. Other customers found the whole process of placing orders, payment for the selected products
and delivery to their homes a pleasant experience. They had also received support from the staff in the
stores via telephone. One consumer felt happy to be part of the social responsibility of the retailer and

contributed towards food donations that was given to communities in need.
Discussion

The study sets out to analyse consumers’ experiences for using online grocery shopping and delivery
services app. Using the case of Checkers Sixty60, the findings showed insights into the three
dimensions of consumer experience: cognitive (e.g. actual use, achieving a goal and flow), rational (e.g.
economic value, efficiency, effectiveness and product quality). These findings where consistent with
other studies that analysed customer experiences for using online shopping mobile apps (Cunningham,
Roberts-Lombard & Mbeya, 2025; Chabata, Nel & Maziriri, 2024). While there were positive comments
related to experiences of users when using the online shopping mobile application, there were also
challenges related to the three dimensions of the consumers’ experiences. For cognitive consumers
experiences, consumers reported challenges related to delayed refunds when selected items were not
delivered. Another challenge was related to failure to log in which affected the consumers to complete
the online shopping tasks. For rational consumers’ experiences, there were also cases of late delivery
of groceries that affected the activities of the consumers. In some cases, deliveries were directed to
wrong locations. Consumers also reported challenges related poor quality and expired products. For
affective consumers’ experiences, some consumers experienced challenges when using the updated
version of the application e.g. the new version of the online grocery shopping and delivery services app

was not compatible with devices and users were unable to complete update process and slow login
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process. Hence, compatibility was crucial when there were updates of the online grocery shopping and

delivery services app (Fuentes, Cegrell & Vesterinen, 2021).

Findings on cognitive consumers’ experiences were consistent with similar studies that have highlighted
the benefits of online grocery shopping related to goals and flow. Musakwa and Petersen (2023) found
that facilitating conditions and performance affected online grocery shopping app use that were simar
to goals and flow. However, the current study contributes to the understanding of consumers with special
needs e.g. those who are sick and not able to visit retail outlets. This may mean that online grocery
shopping can be more useful for people with special needs e.g. the consumers who were homebound

due to sickness, the elderly and those with fear of crowds.

The findings on rational user experience showed that online grocery shopping created rational
experiences for consumers in creating economic value, efficiency and effectiveness. Consumers
reported that they used the app to achieve their goals. Their orders were delivered on time and found
the use of the online grocery app to be convenient. The findings were consistent with studies that have
highlighted convenience of online grocery shopping and delivery apps for consumers (Heyns & Kilbourn,
2025; Pillay, 2025). Moodley and Buthelezi (2023) highlights quality as one of the determining factors
when users check when shopping using mobile apps (e.g. reviews). The contribution of the study is
extension of the process of quality where selection of products from the shelf and delivery to consumers
is highlighted. The findings showed that consumers used the online grocery shopping app and received
quality products. This was in line with previous studies that have highlighted quality as one of the
experiences of online grocery shoppers (Brink, Heyns, & Kilbourn,2019; Moodley & Buthelezi, 2023;
Pillay, 2025). However, in our study the findings showed that there were some consumers that reported
low quality products. This implies that there was a need for the retailer to implement quality assurance

measures for products description, selection from the shelves and delivery of the products.

The findings also showed affective user experience where consumers find it easy and joy to use the
online grocery shopping app. The app was user friendly and there was support when customers
experience problems. The findings were similar to previous studies on aesthetic and user friendly of
online grocery shopping apps (Brink, Heyns, & Kilbourn,2019; Dilotsotlhe & Makhubela, 2024). An
interesting contribution to affective user experience in the current study was consumers sense of
fulfilment and purpose when they participated in social responsibility of the retailer. Online grocery
shopping and delivery apps have emerged as useful digital channel for supporting sharing for charity
activities (Michelini, Principato & lasevoli, 2018). Our study showed that consumers were able to donate

towards food and groceries to the communities in need through the online grocery shopping and delivery

app.
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From the discussion above the study propose concepts that can be integrated into the three dimensions
of consumers’ experiences when using online grocery shopping and delivery apps. This addresses the
call for qualitative to extend theories through extension of concepts (Collins & Stockton, 2018). Cognitive
experience observations may extend from actual use, goals, flow to compatibility. In this context,
sustained compatibility was the ability of the online grocery shopping app to continue operating on the
devices of the consumers when there were updates (Rindasu, lonescu & lonescu-Feleaga, 2022). This

was important for consumers to use online grocery shopping and delivery.

Rational consumers’ experiences observations may extend economic value, efficiency, and
effectiveness to quality. Consumers may expect high standards of products, services and the processes
for payments, refunds and deliveries (Cunningham, Roberts-Lombard & Mbeya, 2025; Ekren, Perotti,
Foresti & Prataviera, 2024). Affective consumers experiences observations are attended from user
support, user friendly, fun to include sense of purpose. Consumers may use online grocery shopping to
support social initiatives that address the needs of vulnerable households in communities to achieve a
positive effect beyond themselves. Figure 1 summarises the proposed conceptual framework based on

the findings.
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Figure 1: Conceptual framework for online grocery shopping consumers’ experiences

The study was without limitations. Secondary data was used that was unstructured and presented
diverse of issues. The research question and three dimensions of consumers’ experiences guided the
focus of the study. Data was triangulated with reports to verify the facts. The findings cannot be
generalised to a population (as in quantitative studies), instead analytical generalisations (Guenther &

Falk, 2019; Yin, 2018) can be applied from the findings e.g. concepts that emerged from the study can
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be applied in studies analysing similar context. The study provides grounds for further search based on
the findings. Firstly, there is a need to validate extended proposed conceptual framework especially in
the context of African countries where the phenomenon of online grocery shopping and delivery is new.
Second, another fruitful area of study could be exploring further the use of online grocery shopping for
people with special needs e.g. the housebound, aged, mobility challenged and with health issues. Such
a study can shed light on specific preferences on people with special needs so that they are not excluded
from benefiting online grocery shopping and delivery service. The study makes the following

recommendations for retailers that use online grocery shopping and delivery services:

e Compatibility — upgrades for online grocery shopping app to ensure that older devices can
operate the app while maintaining functionality that works.

¢ Quality — establish quality checks through the value chain from products selection, selection
from shelves or storage and delivery services to meet the expected times.

¢ Refunds - having an efficient refund system that does leave consumers to wait longer so

that they can use their money for alternative products or services.
Conclusion

In conclusion, the study set out to analyse consumers’ experiences of online grocery shopping and
delivery services. The study confirmed the three dimensions of consumers experiences: cognitive,
rational and affective. The study demonstrated that cognitive experiences may include compatibility so
that when there are updates of online grocery shopping and delivery apps, consumers are able to use
the app on their devices with minimal disruption. The rational consumers experiences can include quality
in the processes of online grocery shopping and delivery. Sense of purpose may be integrated into
affective consumers’ experiences to support consumers in participation of social causes that support
vulnerable communities. The new concepts in the three dimensions of consumers experiences may be
validated in further research. The study contributes towards literature on online grocery shopping and

delivery services in the context of South Africa.
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