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Abstract
Purpose – The low use of the “buy online and pick-up in-store” (BOPIS) service for grocery shopping is a 
challenge for grocery retailers. Most BOPIS research investigates the general use of BOPIS services and 
overlooks the grocery retail industry. To address the gap in the literature, this study explored why grocery 
shoppers reject BOPIS services. 
Design/methodology/approach – A conceptual model was developed using innovation resistance theory, 
perceived benefits of BOPIS and status quo bias theory. An international market research firm collected data 
from 400 South African grocery shoppers who did not use BOPIS. 
Findings – The perceived enjoyment of BOPIS had the strongest negative effect on rejection intention, 
followed by convenience perceptions. Time-saving perceptions did not reduce rejection intention. In-store 
grocery shopping inertia was a key factor leading to rejection intention. Switching costs, sunk costs and in- 
store grocery shopping habits positively affected inertia. Gender moderated the effect of habit and sunk costs 
on inertia. 
Research limitations/implications – This study’s main limitation is the cross-sectional design that calls for 
replication in other markets. 
Practical implications – Marketing the shopping enjoyment and convenience of using a BOPIS service can 
decrease the intention to reject it. To lower inertia, grocery retailers must undo the shackles of switching costs, 
sunk costs and in-store shopping habits. 
Originality/value – This study sheds light on the overlooked area of grocery shoppers’ rejection of BOPIS 
services, offering important insights for both theoretical and practical applications. 

Keywords O2O, Grocery shopping, BOPIS, Rejection, Inertia, Benefits, Moderators
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Introduction
The strict regulations on movement and consumers’ health concerns about crowded 
environments during the COVID-19 pandemic forced retailers to enhance channel 
integration between traditional stores and online shopping channels (Joshi et al., 2024). One 
of the order fulfilment models that emerged was “buy online pick-up in-store” (BOPIS), a 
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type of online-to-offline e-commerce (O2O) and click-and-collect (C&C) order fulfilment 
(Gielens et al., 2021). BOPIS offers advantages such as online shopping, such as 
convenience, saving time as store employees pack orders and avoiding long queues at the till. 
BOPIS grocery shopping services hold various advantages for grocery retailers. For 
example, it can increase shopper loyalty as it aligns with changes in grocery shoppers’ 
behaviour who are looking for new touchpoints that enable them to purchase groceries 
independent of time and location (Ponte and Sergi, 2024). Retailers can also benefit 
from BOPIS shopping through customers making additional purchases in-store 
(Risberg, 2023).

In spite of the advantages of C&C services such as BOPIS for grocery shoppers, only a 
tiny fraction of grocery shoppers are using it (Ponte and Sergi, 2024). Grocery shoppers’ 
resistance to BOPIS services can be one of three innovation resistance behaviours: outright 
rejection, postponement and oppositional behaviour. Postponement or opposition behaviour 
can lead to adopting BOPIS in the future (Talwar et al., 2020). Outright rejection is the most 
potent form of innovation resistance – a straightforward refusal to adopt the innovation 
(Talwar et al., 2020). Therefore, grocery retailers must understand which factors contribute 
to grocery shoppers’ rejection of BOPIS services to mitigate it.

Recently, Yen (2023) called for more research on understanding the adoption of 
grocery services emerging from channel integration. Unlike online and mobile grocery 
shopping research, the use of BOPIS services for grocery shopping has not yet attracted 
the attention of researchers to solidify a theoretical foundation to explain the use of this 
service by grocery shoppers. BOPIS shopping research is fragmented into different 
contexts or investigates general BOPIS use behaviour. For example, Wang et al. (2024)
investigate BOPIS food delivery but do not focus on a specific product category. 
Natarajan et al. (2023), Yao et al. (2023), Che et al. (2022) and Kim et al. (2021)
investigated the general use of BOPIS for shopping. Zhang and Wang (2021) and Chang 
et al. (2018) focused on the use of BOPIS in the travel industry, while Wu et al. (2015)
focused on catering services. Considering the latest research on BOPIS shopping, a vital 
question remains unanswered:

RQ1. Why would grocery shoppers reject using a BOPIS service?

The research question can be refined by focusing on in-store shoppers, as using a grocery 
retailer’s BOPIS service presents advantages for them. Therefore, the study aims to 
investigate BOPIS service rejection by in-store grocery shoppers.

The study’s contributions are as follows. The study’s findings would address the 
literature gap and provide insights for grocery retailers to mitigate in-store shoppers’ 
rejection of the BOPIS service. Resistance behaviour is driven by status quo bias, which 
manifests as inertia (Polites and Karahanna, 2012). This study will identify the role of 
in-store inertia in in-store shoppers’ rejection of BOPIS grocery shopping services and, 
vital for theory development and practical relevance, investigate the determinants of 
inertia in in-store grocery shopping.

The remainder of this article is organised as follows. The next section provides an 
overview of BOPIS shopping research in general. This is followed by the theoretical 
foundations and the formulation of the conceptual model that was empirically tested. After 
that, the research methodology and analysis plan are elucidated, followed by the results of 
the data analysis and the study’s findings. The study concludes with the theoretical 
contributions, the managerial implications, the limitations of the study, and directions for 
future research.
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Theoretical foundations
Perceived benefit
Perceived benefit in a shopping context can be described as the sum of the advantages or 
satisfactions that meet the customers’ needs and wants derived from a shopping channel 
(Wu, 2003). Shopping in physical stores has various benefits, such as shopping enjoyment, 
products can be inspected, less uncertainty when purchasing a product and a shopper can 
take possession of the product (Hsiao, 2009). Online shopping has distinct benefits such as 
convenience, increased product selection, ease of shopping and enjoyment (Forsythe et al., 
2006). BOPIS is a hybrid omni-channel model that offers shoppers a seamless blend between 
online and offline channels (Joshi et al., 2024). BOPIS enables grocery shoppers to enjoy the 
benefits of online shopping and in-store shopping, such as physically inspecting products and 
collecting the product at a preferred store.

Status quo bias theory
Status quo bias (SQB) theory has emerged as a prominent theory that explains consumers’ 
resistance to adopting new information systems (Lee and Joshi, 2017). According to 
Samuelson and Zeckhauser (1988), SQB theory attempts to articulate why people prefer to 
stay in their current situations or statuses rather than adopt a different (perhaps better) course 
of action.

SQB behaviour manifests as inertia, an attitudinal tendency to maintain the status quo 
when faced with alternatives. Inertia reflects an attachment to and persistence of current 
behavioural patterns (i.e. the status quo), in spite of the availability of a superior option 
(Polites and Karahanna, 2012). According to Polites and Karahanna (2012), inertia 
comprises cognitive, affective and behavioural-based inertia. Cognitive-based inertia occurs 
when a person consciously continues with the status quo even though they know it might not 
necessarily be the best, most efficient or most effective way of doing things. On the other 
hand, affective-based inertia implies that an individual continues with the status quo just 
because it would be stressful to switch to the alternative, because they enjoy or feel 
comfortable using it, or because they have developed a strong emotional attachment to the 
current way of doing things. Finally, behaviour-based inertia implies that the status quo will 
continue simply because it is what the individual has always done.

Research model and hypotheses
The conceptual model in Figure 1 is based on the theoretical foundations discussed in the 
previous section. The model illustrates the impact of BOPIS benefits and in-store grocery 
shopping inertia affecting rejection intention, the effect of inertia on the perceived benefits of 
BOPIS and the determinants of in-store shopping inertia. Finally, age and gender were tested 
as moderators of the relationship between inertia and its determinants.

The relationship between buy online pick-up in-store benefit perceptions and the rejection 
intention
Prior research reported that using BOPIS for shopping has various benefits, including instant 
gratification (Lee et al., 2020), perceived time savings (Lee et al., 2020), convenience 
(Gielens et al., 2021) and enjoyment of the BOPIS shopping experience (Chen and Chi, 
2021). Three reported benefits of BOPIS – perceived convenience, perceived time savings 
and perceived enjoyment of shopping – were included in the study. We excluded instant 
gratification as a benefit, as the in-store shopper, like the BOPIS user, also takes ownership of 
the groceries in the store.
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Figure 1. The research model 
Source: Authors’ own figure 

According to Chowdhury (2023), shopping convenience is a crucial factor influencing 
behavioural intention in an O2O context. In grocery shopping, BOPIS provides consumers 
the convenience of browsing and purchasing items online, followed by the flexibility to 
collect their orders at a nearby physical store. Based on the discussion above, the following 
hypothesis was developed:

H1. The perceived convenience of BOPIS negatively affects rejection intention.

As consumers seek more efficient ways to navigate their daily responsibilities, time-saving 
has become a significant driver of preferences and choices (Kumar and Kashyap, 2018). In 
this study, the time-saving benefit refers to the reduced effort and time spent on grocery 
shopping using the retailer’s BOPIS service (Kasuma et al., 2020). BOPIS services offer 
time-saving by placing the grocery order online and not having to walk through the grocery 
retail aisles to put products in the trolley. Also, the grocery retailer packs the order, and the 
customer can pick it up at the dedicated counter instead of standing in a queue. The time- 
saving benefit should reduce shoppers’ intention to reject using a grocery retailer’s BOPIS 
service. Therefore, we hypothesised that:

H2. The perceived time-saving of BOPIS negatively affects rejection intention.

Shopping enjoyment is the degree to which the shopping experience is seen as pleasurable in 
its own right, independent of any potential adverse effects on the anticipated performance 
outcomes (Cai and Xu, 2006). Perceived shopping enjoyment in this study refers to the 
perceived pleasure an individual experiences when using BOPIS to purchase groceries. The 
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BOPIS service of a grocery retailer creates shopping enjoyment through a streamlined online 
ordering and payment process, the opportunity to quickly acquire purchased items when in- 
store, and the satisfaction of avoiding in-store hassles such as long queues at checkout points 
(Kim et al., 2017). Based on the discussion above, the following hypothesis was developed:

H3. The perceived enjoyment of BOPIS negatively affects rejection intention.

The relationship between in-store shopping inertia and rejection intention
In-store grocery shopping inertia represents attachment to and persistence of in-store grocery 
purchasing, even though the retailer has a BOPIS service. Inertia contributes to resistance, as 
it is the persistence of continuing with the status quo. Past research indicates that consumer 
inertia positively influences innovation resistance behaviour (Polites and Karahanna, 2012). 
Thus, we hypothesised that:

H4. In-store shopping inertia positively affects rejection intention.

The relationship between in-store shopping inertia and buy online pick-up in-store benefits
Grocery shoppers with higher levels of in-store shopping inertia would have limited interest 
in learning about the benefits of BOPIS (Polites and Karahanna, 2012). In line with cognitive 
dissonance theory, they will trivialise their perceptions of BOPIS benefits to justify their 
continuance of in-store shopping. The higher a grocery shopper’s in-store shopping inertia, 
the more their installed grocery shopping inertia will negatively affect their perceived 
benefits of BOPIS services (Polites and Karahanna, 2012). The following hypotheses were 
developed for the study:

H5a. In-store grocery shopping inertia negatively affects the perceived convenience of 
BOPIS.

H5b. In-store grocery shopping inertia negatively affects the perceived time-saving of 
BOPIS.

H5c. In-store grocery shopping inertia negatively affects the perceived enjoyment of 
BOPIS.

Factors contributing to in-store grocery shopping inertia
Consumers’ ingrained habits primarily cause resistance to using new products or services 
(Labrecque et al., 2017). Verplanken and Aarts (1999, p. 104) define a habit as “learned 
sequences of acts that have become automatic responses to specific cues and are functional in 
obtaining certain goals or end-status.” Considering the characteristics of habit, in-store 
grocery shopping habits relate to the behavioural-based inertia component. Therefore, we 
hypothesised that:

H6. The habit of in-store grocery shopping positively affects in-store shopping inertia.

The sunk cost effect is the tendency to persist in an activity even when it no longer makes 
sense because of the effort, time and money already invested (Arkes and Blumer, 1985). In 
the present study, sunk costs refer to the time, money and effort invested in learning how to 
do grocery shopping in-store. Prior research indicates that the perceived sunk costs 
associated with the status quo encourage inertia development (Gong et al., 2020). This is 
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because sunk costs relate to the cognition dimension of inertia. Therefore, we hypothesised 
that:

H7. In-store grocery shopping sunk costs positively affect in-store shopping inertia.

Switching costs refer to a one-time cost consumers link to switching from one alternative to 
another (Burnham et al., 2003). Switching costs to BOPIS for an in-store grocery shopper 
can be defined as the perceived disutility a grocery shopper would incur from switching from 
purchasing groceries in-store to using BOPIS (Kim and Kankanhalli, 2009). Individuals will 
only depart from the status quo for a new alternative if the benefit outweighs the switching 
costs (Li et al., 2016). Switching costs relate to the cognitive component of inertia. 
Therefore, we hypothesised that:

H8. Switching costs for in-store grocery shoppers positively affect in-store shopping 
inertia.

Hirschheim and Newman (1988) define innate conservatism as a reluctance to change the 
status quo. Conservatism is the tendency of individuals to value and preserve long-standing 
traditions and social systems while being cautious, reluctant and gradual in implementing 
any changes (Sharma et al., 1994). According to Van Tonder (2017), conservative 
individuals have a traditional and cautious approach to life. Therefore, they may be less open 
to new products or services such as BOPIS because they prefer familiar and conventional 
behaviour. In line with this reasoning, we hypothesised that:

H9. The innate conservatism of in-store grocery shoppers positively affects in-store 
shopping inertia.

Moderating effect of age on the determinants of in-store shopping inertia
According to Gray et al. (2017), a greater understanding of inertia and its causes could 
enhance businesses’ understanding of consumers’ switching processes. To advance our 
understanding of the effect of these determinants on in-store grocery shopping inertia, we 
further investigate age as a potential moderator of the effects of the determinants on inertia.

Age differences in consumer behaviour continue to be reported in retail (e.g. Kamath 
et al., 2019; Liébana-Cabanillas et al., 2021; Rather and Hollebeek, 2021). The literature on 
consumer behaviour shows that younger consumers are more open to change than older 
consumers and, therefore, more willing to try new products and services (Rašković et al., 
2016). Lee and Li (2023) believe that older consumers stick with their routines and are 
generally satisfied with their daily activities. Older consumers maintain the status quo for 
reasons such as biological ageing, the decline in cognitive activities, social-emotional 
selectivity and aversion to change (Lambert-Pandraud et al., 2005).

According to Amrouche et al. (2023), younger consumers aged 20–29 prefer mobile 
shopping, while older consumers aged 30–59 prefer e-commerce shopping. Individuals aged 
60 and older prefer in-store shopping as their first choice. These results suggest that younger 
shoppers may be more receptive to using the BOPIS service offered by grocery retailers than 
older shoppers, as using BOPIS services offers a new experience and challenges the status 
quo (Baykal, 2020).

Based on the discussion, the following moderation hypotheses were developed:

H10a. Age positively moderates the positive effect of habit on inertia.
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H10b. Age positively moderates the positive effect of sunk costs on grocery shopping 
inertia.

H10c. Age positively moderates the positive effect of switching costs on inertia.

H10d. Age positively moderates the positive effect of innate conservatism on in-store 
inertia.

Moderating effect of gender on the determinants of in-store shopping inertia
We further investigate gender as a potential moderator of the determinants of in-store 
shopping inertia. BOPIS grocery shopping services require using one of the retailer’s online 
shopping services to place an order. An accepted viewpoint is that males are likelier to do 
online shopping than females because females perceive online shopping as impersonal, less 
involving and lacking in social sensory experience (Meyers-Levy and Loken, 2015). Gray 
et al. (2017) state that men have a positive attitude towards online shopping, even in an 
omnichannel situation, compared to female shoppers. With both genders’ increased use of 
internet technology, researchers argue that gender differences in technology use have 
contracted, but the differences persist (Hauk et al., 2018). Therefore, it is vital to investigate 
if gender is a boundary condition for the determinants of in-store shopping inertia.

According to Dennis et al. (2018), men exhibit different shopping styles than women. 
Men are needs-driven and focused on minimising the time spent making a purchase. 
Analogously, women emphasise the emotional and social-experiential aspects of shopping. 
Likewise, Jain et al. (2021) reported that men are more concerned with the functional utilities 
when shopping, which include transaction speed, convenience and efficiency, while women 
are more concerned with the experiential and relational utilities than men. Thus, men’s focus 
on instrumentality (Baykal, 2020) would make them more open to considering the BOPIS 
service of a grocery retailer to complete grocery shopping more efficiently than going into 
the store to purchase groceries.

Based on the discussion, the following moderation hypotheses were developed:

H11a. Gender moderates the positive effect of habit on inertia, so the positive effect is 
weaker for males than females.

H11b. Gender moderates the positive effect of sunk costs on inertia, so the positive effect 
is weaker for males than females.

H11c. Gender moderates the positive effect of switching costs on inertia, so the positive 
effect is weaker for males than females.

H11d. Gender moderates the positive effect of innate conservatism on inertia, so the 
positive effect is weaker for males than females.

Methodology
The target population for the study was non-BOPIS grocery shoppers, 18 years and older, 
who purchase groceries in-store at one of the three leading grocery retailers in South Africa 
(Pick and Pay, Shoprite Checkers and Woolworths). At the time of the data collection, only 
these grocery retailers in South Africa offered BOPIS.

Respondents indicated the retailer from whom they prefer to purchase groceries. The 
retailer’s name was included in each statement measuring the beliefs regarding the variables 
in the conceptual model. The respondents also had to be one of the persons in the household 
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responsible for grocery shopping to ensure that the respondents were personally faced with 
the decision to use BOPIS or not (Van Hove, 2022).

Qualtrics collected a sample of 400 respondents from the study population in May 2023. 
The respondents were asked to indicate their agreement with the statements on a five-point 
Likert-type scale (1 = strongly disagree to 5 = strongly agree). The multi-item scale used to 
measure each variable in the conceptual model is available as a supplementary file.

Data analysis procedures
SMARTPLS version 4 was used to assess the measurement model and test the hypotheses. 
The use of PLS-SEM was justified as it prioritises prediction over the explanation of 
theoretical models, leading to improved managerial recommendations (Guenther et al., 
2023). Additionally, the moderate to high outer loadings in Table 1 confirm that the residual 
variance of items has no particular meaning for the focal construct or other constructs in the 
model (Guenther et al., 2023).

Table 1. Assessment of the measurement model

Constructs Items
Outer loadings Cronbach’s

Loadings Sig. alpha AVE CR

Innate conservatism IC1 0.806 0.000 0.558 0.693 0.818
IC2 0.858 0.000

Habit HAB1 0.842 0.000 0.742 0.571 0.840
HAB2 0.806 0.000
HAB3 0.750 0.000
HAB4 0.601 0.000

Sunk costs SC1 0.903 0.000 0.944 0.855 0.959
SC2 0.931 0.000
SC3 0.934 0.000
SC4 0.929 0.000

Switching costs SWC1 0.560 0.000 0.812 0.637 0.872
SWC2 0.853 0.000
SWC3 0.886 0.000
SWC4 0.849 0.000

Inertia INERT1 0.896 0.000 0.864 0.786 0.917
INERT2 0.880 0.000
INERT3 0.884 0.000

Perceived convenience PC1 0.851 0.000 0.746 0.663 0.855
PC2 0.827 0.000
PC3 0.763 0.000

Perceived enjoyment ENJOY1 0.860 0.000 0.826 0.739 0.895
ENJOY2 0.814 0.000
ENJOY3 0.903 0.000

Perceived time-saving TS1 0.773 0.000 0.823 0.591 0.877
TS2 0.594 0.000
TS3 0.838 0.000
TS4 0.802 0.000
TS5 0.813 0.000

Rejection intention RI1 0.896 0.000 0.864 0.788 0.917
RI2 0.935 0.000
RI3 0.828 0.000

Source(s): Authors’ own table
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The validity and reliability of the measurement model were evaluated according to 
guidelines provided by Hair et al. (2019). The internal consistency reliability of the multi- 
item scales was assessed using Cronbach’s alpha and composite reliability (CR). Evidence 
for internal consistency reliability is an index value of at least 0.7. Convergent validity 
requires that each item’s outer loading be above 0.7 and statistically significant and that the 
constructs’ average variance extracted (AVE) be above 0.5. This study evaluated the multi- 
item scales used in the survey for discriminant validity using heterotrait–monotrait (HTMT) 
ratios of correlations. The benchmark for discriminant validity in a measurement model is 
the ratio of correlations that do not exceed 0.85.

The structural model was assessed using a three-step process, which involved testing for 
collinearity, estimating path coefficients and interpreting the model’s in-sample predictive 
accuracy through the coefficient of determination (R2) (Hair et al., 2019). The process feature 
in SmartPLS version 4.0 was used to test the moderation effects of age and gender. Age and 
gender were tested separately as moderators, because the moderation hypotheses did not 
state, for example, that the moderation effect of gender depends on the age of non-BOPIS 
grocery shoppers.

Results
The demographic profile of respondents
The majority of respondents were female (63%), and most respondents were 25–34 (28%) 
and 35–44 (22%) years old. Because more females are involved in grocery shopping than 
males (Mortimer et al., 2016), the sample skewness towards female grocery shoppers does 
not threaten the validity of the results. The mean age of respondents was 38.32 (SD = 13.99). 
The respondents’ education levels varied, with 39.3% having completed secondary school, 
32.3% obtaining a certificate or diploma, 18.5% obtaining a bachelor’s degree, and 6.8% 
obtaining a postgraduate degree. Almost 50% of the respondents preferred grocery shopping 
at Shoprite Checkers (49.3%), followed by Pick n Pay (45%). Only 5.7% of respondents 
indicated that they preferred shopping at Woolworths. The sample’s low percentage of 
Woolworths customers is acceptable, as the retailer targets the upper-income shopper. The 
representation of the grocery retailers in the sample is reflective of their 2023 revenue 
(BUSINESSTECH, 2024). More detailed information on the sample is available as a 
supplementary file.

Assessment of the measurement model
Table 2 presents the results of the measurement model. As can be seen in Table 1, most outer 
loadings were higher than 0.7, and all outer loadings were statistically significant. 
Furthermore, each construct’s internal consistency reliability and AVE were acceptable. The 
outer loading of HAB4, SWC1 and TS2 was less than the ideal (0.7), but did not threaten the 
construct measures’ internal consistency reliability and convergent validity. For this reason, 
the items lower than 0.7 were not excluded from the measurement model.

As can be seen from Table 2, all ratios were less than 0.85. The highest HTMT ratio was 
between the rejection intention and perceived enjoyment (0.835).

Based on the results in Tables 2 and 3, it can be concluded that the measurement model 
exhibits adequate internal consistency reliability, convergent validity and discriminant 
validity to continue assessing the structural model.

Main effects hypothesis testing
The highest VIF was between perceived enjoyment and rejection intention (2.139). Thus, 
multicollinearity and common method bias did not threaten the results of the structural 
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model assessment. Figure 2 shows the empirical results of the main effects in the conceptual 
model. The predictive accuracy of the conceptual model explaining BOPIS rejection 
intention was 61.5%, and the R2 of in-store grocery shopping inertia was 43.9%.

Table 2. HTMT ratios

Construct HAB INERT IC PC PE PTS RI SC SWC

HAB - - - - - - - - -
INERT 0.503 - - - - - - - -
IC 0.108 0.251 - - - - - - -
PC 0.421 0.715 0.094 - - - - - -
PE 0.460 0.614 0.150 0.700 - - - - -
PTS 0.380 0.621 0.084 0.817 0.796 - - - -
RI 0.499 0.770 0.052 0.754 0.835 0.672 - - -
SC 0.524 0.569 0.184 0.437 0.307 0.281 0.458 - -
SWC 0.176 0.537 0.212 0.391 0.279 0.375 0.408 0.292 -

Note(s): HAB = habit; INERT = inertia; IC = innate conservatism; PC = perceived convenience; PE = per
ceived enjoyment; PTS = perceived time-saving; RI = rejection intention; SC = sunk costs; SWC = switching 
costs
Source(s): Authors’ own table

The perceived convenience of BOPIS (−0.181; p = 0.000) and the perceived enjoyment 
(−0.465; p = 0.000) of BOPIS grocery shopping negatively and statistically significantly 
influenced rejection intention. However, the perceptions of time-saving did not statistically 
significantly affect rejection intention (p = 0.565). Thus, H1 and H3 were accepted, and H2 
was rejected.

In-store grocery shopping inertia positively and statistically significantly influenced 
BOPIS rejection intention (0.330; p = 0.000). Thus, H4 was accepted. H5a, H5b and H5c 
were accepted. Inertia had the most substantial negative effect on perceived enjoyment 
(−0.576; p = 0.000), followed by its effect on time-saving perceptions (−0.532; p = 0.000) 
and convenience perceptions (−0.526; p = 0.000).

Habit

Innate 
conservatism

Switching costs

Sunk costs

Inertia BOPIS rejection
intention

Convenience

Time- saving

Enjoyment

R2 = 0.615

R
2

= 0.277

R
2

= 0.283

R
2

= 0.332

0.330*

– 0.181*

– 0. 4  65*

0.029ns

–0.526*

–0.532*

–0.576*

0.213*

0.326*

0.314*

0.087**

R
2

= 0.439

* p < 0.001 (two–tailed)
** p < 0.05 (two–tailed)

Figure 2. Structural model results (main effect) 
Source: Authors’ own figure 
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The habit of in-store grocery shopping positively and statistically significantly influenced 
inertia (0.213; p = 0.000). Switching costs and sunk costs also positively and statistically 
significantly influenced inertia (0.326 [p = 0.000] and 0.314 [p = 0.000], respectively). Innate 
conservatism had a weak positive and statistically significant effect on inertia (0.087; 
p = 0.038). Thus, H6, H7, H8 and H9 were accepted.

Testing the hypothesised moderating hypotheses
The statistical results in Table 3 (see Model 1) show that the interaction effects, including 
age, were not statistically significant. Therefore, H10a, H10b, H10c and H10d were all 
rejected.

Table 3 (Model 2) shows that the interaction effects (gender × innate conservatism, and 
gender × switching costs) were not statistically significant. Thus, H9c and H9d were rejected. 
However, the interaction effects (gender × sunk costs, and gender × habit) were statistically 
significant (−0.117, p = 0.020; 0.103, p = 0.023, respectively).

Table 3. Regression results for the moderation effects

Independent variable

Model 1: moderator =  
age-standardised coefficient  
(p-value two-tailed)

Model 2: moderator =  
gender-standardised coefficient  
(p-value two-tailed)

Innate conservatism 0.075 (0.084) 0.077 (0.071)
Habit 0.214 (0.000) 0.209 (0.000)
Sunk costs 0.330 (0.000) 0.339 (0.000)
Switching costs 0.320 (0.000) 0.327 (0.000)
Age 0.082 (0.038) -
Age × innate conservatism −0.078 (0.078) -
Age × habit 0.013 (0.819) -
Age × sunk costs 0.064 (0.275) -
Age × switching costs −0.046 (0.360) -
Gender - −0.036 (0.337)
Gender × innate conservatism - 0.004 (0.926)
Gender × habit - 0.103 (0.023)
Gender × sunk costs - −0.117 (0.020)
Gender × switching costs - 0.028 (0.527)
R2 0.432 0.430

Source(s): Authors’ own table

Simple slope results show that habit’s effect on inertia was positive and statistically 
significant for females (0.330; p = 0.000), and the effect for males was not statistically 
significant (p = 0.329). H9a was accepted, because it can be concluded that the effect of habit 
on inertia was weaker for males than for females.

The effect of sunk costs on inertia was positive and statistically significant for males (0.475; 
p = 0.000) and females (0.237; p = 0.000). Thus, H9b was rejected, as the “sunk costs – inertia” 
relationship was not weaker for males than for females.

Discussion
The study aimed to investigate the factors contributing to in-store grocery shoppers rejecting 
BOPIS services because of inertia towards in-store shopping. The researchers tested the 
moderating effect of consumer demographics (age and gender) on the effect of innate 
conservatism, habit, switching costs and sunk costs on in-store grocery shopping inertia.
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The study’s findings show that the negative effect of perceived enjoyment of BOPIS 
grocery shopping services on rejection intention was stronger than the negative effect of 
convenience perceptions on rejection intention. This finding contradicts Kim et al. (2020), 
who state that the utilitarian aspect of BOPIS influences behavioural intention more strongly 
than hedonic motivations. A possible explanation for the contradiction in our study 
compared to Kim et al. (2020) is that enjoyment could be more influential than utilitarian 
factors in the pre-adoption stage of technology-based service (Sharif and Raza, 2017).

Unexpectedly, the respondents’ time-saving perceptions of BOPIS did not reduce BOPIS 
rejection. A possible explanation for the non-significant effect is that BOPIS does not 
eliminate the time spent driving to the grocery store.

Gender moderated the relationship between in-store shopping habits and inertia. The 
effect of habit on inertia was positive and statistically significant for females but not for 
males. This result can be linked to the goal-directed shopping behaviour of males 
(Henderson et al., 2021).

The results showed that the effect of sunk costs on inertia was weaker for females than for 
males, the opposite of what was hypothesised. This finding does not align with the belief that 
men prefer shopping options that are fast and convenient (Joshi et al., 2024; Mortimer et al., 
2016).

Age did not moderate the effect of innate conservatism, the habit of shopping in-store for 
groceries, switching costs and sunk costs on in-store grocery shopping inertia. Gender did 
not moderate the effect of innate conservatism and switching costs on in-store shopping 
inertia. The non-significant moderation effects present evidence of the robustness of these 
factors influencing inertia.

Conclusion
Theoretical implications
The study’s theoretical contributions are the following. Our study focuses on the emerging 
phenomenon of BOPIS grocery shopping services. Most innovations fail because of 
rejection behaviour (Joachim et al., 2018). Only a focused study on the rejection of BOPIS 
by in-store shoppers can provide the much-needed insights to understand their decision- 
making (Talwar et al., 2020). While Pozzi (2012) and Nakano (2023) investigated the role of 
inertia when making grocery purchasing decisions in a multichannel setting, this study 
presents unique insights into the effect of in-store shopping inertia on the rejection behaviour 
of BOPIS grocery shopping services. Therefore, the study’s main theoretical contribution is 
the presentation of much-needed research into grocery shoppers’ rejection of BOPIS 
services.

The study presents novel findings about the influences of in-store grocery shopping 
inertia and perceived BOPIS benefits on rejection intention. Natarajan et al. (2023, p. 2550) 
state, “BOPIS customers have been identified to be time-pressed, price-conscious, 
innovative and, most importantly, young.” The time-saving benefit of BOPIS grocery 
shopping services might not be a benefit that lowers rejection intention. Instead, in the pre- 
adoption stage of BOPIS grocery services, hedonic benefits might be more important than 
utilitarian benefits in reducing rejection intention. The strong negative effect of in-store 
shopping inertia on the perceived benefits of BOPIS underscores the profound impact of 
inertia as a pivotal individual characteristic that markedly shapes the perceived benefits of 
BOPIS services.

The third theoretical contribution is the identification of determinants of in-store grocery 
shopping inertia. Switching costs had the strongest influence on in-store shopping inertia, 
followed by in-store shopping habits and sunk costs. The strong influence of switching costs, 
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followed by sunk costs and habit, is in line with prior research (e.g. Cambra-Fierro et al., 
2020; Godefroid et al., 2023; Haridasan et al., 2021; Liang et al., 2014). The weak influence 
of innate conservatism was unexpected, as various authors, such as Chaouali and Souiden 
(2019), Hsieh and Lin (2018) and Kim and Kankanhalli (2009), describe SQB as an outcome 
of innate conservatism. In this study, the emphasis was on innate conservatism as an 
individual characteristic and not on the conservatism of an individual to experiment with 
different grocery buying options. It might be the case, similar to findings that general self- 
efficacy is less critical in adopting new technology than system-specific self-efficacy (Hasan, 
2006), that innate conservatism when shopping might be a stronger factor influencing inertia.

The study’s last contribution is the moderation analysis results based on gender and age. 
Including gender and age as moderators of the determinants of in-store grocery shopping 
inertia presents valuable theoretical contributions (Meyers-Levy and Loken, 2015; Sharma 
et al., 2012). Contrary to the initial argument that the “sunk costs – inertia” relationship is 
stronger for females than males, the study’s results showed that sunk costs were stronger for 
male shoppers than female shoppers. The selectivity hypothesis could explain the stronger 
influence of sunk costs on inertia, where males respond more to salient cue heuristics when 
making decisions (Meyers-Levy and Loken, 2015). As hypothesised, in-store shopping 
habits positively influenced in-store grocery shopping inertia, which was stronger for 
females than males. The stronger influence of habit on females’ inertia aligns with the view 
that females find in-store shopping more practical and emotionally satisfying than males 
(Meyers-Levy and Loken, 2015). The “expected” and “unexpected” results highlight the 
importance of reporting gender differences in different contexts.

Managerial implications
The findings of this study offer several managerial implications for retailers. Grocery 
retailers should focus on communicating the enjoyment benefit of BOPIS shopping through 
consumer education and marketing campaigns highlighting this benefit. The visual element 
in mass media can be used to grab consumers’ attention and influence their behaviour by 
demonstrating how grocery shoppers derive pleasure from using BOPIS. For example, an 
advertisement can show increased pleasure for a shopper when they pay at a dedicated 
counter for BOPIS shoppers, compared to standing in a queue. Relatable scenarios shown in 
mass media advertisements can help communicate the convenience benefit. For example, the 
advertisement can show a working parent ordering groceries during a lunch break and 
picking up the order at the retailer without any hassles.

To reduce in-store grocery shopping inertia, retailers must focus on mitigating the 
primary contributing factors. The shackle of switching costs can be broken by using the 
retailer’s loyalty programme to incentivise in-store shoppers to try the BOPIS service. 
The effect of switching costs on inertia can be disrupted by offering a trial incentive to use 
the service or by partnering with local influencers and bloggers to promote the BOPIS 
service.

The “sunk costs–inertia” relationship can be weakened for both genders by using targeted 
promotions, in-store educational initiatives, social proof and influencers. As the effect of 
sunk costs on inertia depends on the gender of the customer shopping in the grocery store, 
each gender can be targeted by addressing the needs of that specific gender.

To disrupt the positive effect of in-store grocery shopping habits on inertia for females, 
retailers can use social media to distribute social proof that using BOPIS services is 
beneficial for purchasing groceries for households. Retailers can also consider partnering 
with influencers who resonate with female store shoppers. Additionally, grocery retailers can 
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collect feedback from female shoppers to understand their preferences and identify areas for 
improvement.

Limitations and recommendations for future research
The data for the empirical study were collected in South Africa. In the future, the study can 
be replicated in other countries to confirm the robustness of the results. Specifically, future 
studies must investigate the non-significant influence of the time-saving benefit on rejection 
intention and the moderation effects of gender and age. Because switching costs had the 
strongest influence on inertia, it would be valuable to investigate which switching costs lead 
to inertia.

Laukkanen (2016) used a logistic regression analysis to identify customer demographics 
and innovation perceptions that influence different types of resistance behaviour. Future 
BOPIS grocery shopping research can follow Laukkanen (2016) by using different types of 
logistic regression analysis to identify consumer demographics and BOPIS perceptions that 
lead to adoption vs rejection or postponement of this grocery shopping service.

Investigating the postponement of using BOPIS could be another interesting avenue for 
future research. A longitudinal study could provide more evidence of whether postponers 
eventually adopt BOPIS services or reject them.
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