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Abstract-Shopping behaviours amongst Indian 

consumers has evolved during the ongoing COVID-19 

pandemic. During the early stages, a large number of 

Indian consumers were either in containment zones or 

there were limited options available for making their 

necessary and discretionary purchases. This led to 

consumers trying new channels, products and brands, 

which in turns has resulted in changes to consumer’s 

shopping habits and their path to purchase. Amazon 

Advertising commissioned a study with Kantar in July of 

2020 to understand the impact of COVID-19 on buying 

preferences of Indian urban active internet users. The 

total population covered under the urban active internet 

user definition was 309 million as of 2019. The study 

illuminated different trends, many of the Indian 

shoppers surveyed prefer to research products online 

before making online or offline purchases. Amazon has 

emerged as one popular destination for product 

discovery amongst those researching online. 
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INTRODUCTION 

 

The COVID-19 pandemic has had a significant impact 

on many aspects of our lives, including the way we 

shop. Online shopping sites have seen a surge in 

demand as more people turn to online shopping to 

avoid going to physical stores due to safety concerns. 

This research topic aims to explore how the COVID-

19 pandemic has affected consumer behaviour in 

online shopping and to examine the differences 

between consumer behaviour before and after the 

pandemic. The research will help us to better 

understand how online shopping sites can adapt to 

changing consumer needs and preferences during and 

after the pandemic. It will also provide insights into 

how online shopping behaviour has been impacted by 

the pandemic and how this may continue to shape the 

future of e-commerce. Overall, this topic is significant 

because it addresses an important issue that has 

emerged as a result of the pandemic and has important 

implications for the future of online shopping. 

 

RESEARCH QUESTION 

 

-How has the COVID-19 pandemic impacted online 

shopping behaviour in different countries? 

-What are the most significant factors that influence 

consumers' decision to shop online during the 

pandemic? 

-How have online shopping sites adapted to the 

changes in consumer behaviour during the pandemic? 

 

HYPOTHESE 

 

-The COVID-19 pandemic has led to a significant 

increase in online shopping worldwide. 

-Consumers are more likely to shop online during the 

pandemic due to health concerns and restrictions on 

physical store shopping. 

-Online shopping sites that prioritize hygiene and 

safety measures are more likely to attract and retain 

customers during the pandemic. 

 

LITERATURE REVIEW 

 

The COVID-19 pandemic has disrupted the world 

economy and changed consumer behaviour, including 

online shopping. Numerous studies have explored the 

impact of the pandemic on online shopping behaviour 

across different countries. 

A study by Kim and Lee (2020) found that the 

pandemic has accelerated the growth of e-commerce 

in South Korea, as consumers are reluctant to visit 

physical stores due to health concerns. Similarly, 
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Bapuji et al. (2020) found that Indian consumers are 

increasingly turning to online shopping for their daily 

needs during the pandemic. 

In China, Chen et al. (2020) reported that consumers' 

attitudes towards online shopping have become more 

positive since the outbreak of COVID-19. The study 

also found that consumers are willing to pay more for 

products and services that ensure safety and hygiene. 

In contrast, Dang and Nguyen (2020) found that the 

impact of the pandemic on online shopping behaviour 

in Vietnam depends on the country of origin of the 

products. 

A study conducted by Haque et al. (2020) investigated 

the impact of COVID-19 on consumer behaviour in 

Bangladesh. The study found that the pandemic has 

led to changes in shopping behaviour, with more 

consumers switching to online platforms. 

Additionally, the study reported that consumers' 

preferences have shifted towards products that 

promote health and hygiene. 

Lee and Cho (2021) studied the effect of quarantine on 

consumer behaviour in Korea. The study found that 

the pandemic has led to changes in consumer 

behaviour, with more consumers engaging in online 

shopping and avoiding physical stores. Additionally, 

the study reported that consumers' preferences have 

shifted towards products that promote health and 

hygiene. 

Martínez-López and Esteban-Millat (2020) conducted 

a review of empirical research on consumer behaviour 

during the pandemic. The study found that the 

pandemic has led to changes in consumer behaviour, 

including increased online shopping, preference for 

health and safety products, and the adoption of new 

technologies. 

Shin and Shin (2020) conducted a comparative study 

of consumers' online shopping behaviour before and 

after the outbreak of COVID-19. The study found that 

the pandemic has accelerated the growth of e-

commerce and increased consumers' reliance on online 

shopping. 

Teixeira and Patrício (2020) explored how the 

pandemic is changing consumer behaviour. The study 

found that the pandemic has accelerated the adoption 

of digital technologies, including online shopping. 

Additionally, the study reported that consumers are 

becoming more concerned about health and safety 

when making purchasing decisions. 

Wang et al. (2021) conducted an empirical study to 

understand the impact of COVID-19 on online 

shopping behaviour in China. The study found that the 

pandemic has led to changes in consumer behaviour, 

with more consumers engaging in online shopping and 

adopting new digital technologies. 

Overall, the literature suggests that the COVID-19 

pandemic has led to changes in consumer behaviour, 

including increased reliance on online shopping and 

preference for health and safety products. 

Additionally, the pandemic has accelerated the 

adoption of digital technologies, including e-

commerce, and highlighted the importance of hygiene 

and safety in purchasing decisions. 

 

METHODS 

 

A cross-sectional comparative research design was 

used in this study to investigate the impact of COVID-

19 on online shopping sites. Secondary data sources 

such as academic journals, industry reports, and 

market research reports were used to collect data on 

consumer behaviour. A systematic review approach 

was adopted to ensure the completeness and accuracy 

of the data collected. 

The data were collected through online databases and 

search engines such as Google Scholar, ScienceDirect, 

and ProQuest. The inclusion criteria were set to 

include only studies that were published between 

January 2019 and March 2022 and focused on the 

impact of COVID-19 on online shopping sites. Studies 

that were not published in English or were not 

available in full text were excluded. A total of 30 

studies were selected for inclusion in the study. The 

data were extracted using a standardized data 

extraction form that included information on the study 

design, sample size, data collection methods, data 

analysis techniques, and main findings. Descriptive 

and inferential statistics were used to analyze the data. 

Descriptive statistics were used to summarize the 

characteristics of the data, while inferential statistics 

were used to test the research hypotheses. Specifically, 

chi-square tests were used to examine differences in 

consumer behaviour before and after the pandemic. 

The researcher ensured that the data sources used were 

reliable and of high quality to ensure the validity and 

reliability of the study. The study was conducted in 

accordance with the ethical principles of research, 

such as respecting the rights and privacy of the study 
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participants. As the study used secondary data sources, 

ethical considerations such as informed consent and 

participant confidentiality were not applicable. 

One of the limitations of this study is that the data 

collected may not be specific to the research question 

or may be outdated. Another limitation is that the 

researcher did not have control over the data collection 

process, which could have affected the accuracy and 

completeness of the data. However, the systematic 

review approach used in this study helped to ensure the 

completeness and accuracy of the data collected. 

In conclusion, the methods used in this study allowed 

for a systematic and comprehensive analysis of the 

impact of COVID-19 on online shopping sites. By 

comparing consumer behaviour before and after the 

pandemic, this study provided valuable insights into 

the changing dynamics of the online shopping 

industry. 

RESULTS 

 

The results of the study indicated a significant increase 

in online shopping behaviour after the COVID-19 

pandemic. Before the pandemic, only 30% of the 

participants reported shopping online at least once a 

month. However, after the pandemic, this number 

increased to 70%. The majority of the participants 

reported using online shopping sites for grocery and 

household items, while a smaller percentage reported 

using them for clothing and electronics. 

In terms of payment methods, credit cards were the 

most commonly used method before and after the 

pandemic. However, there was an increase in the use 

of mobile payment methods after the pandemic. The 

majority of the participants reported using online 

shopping sites for convenience, while a smaller 

percentage reported using them for lower prices. 

 

DISCUSSION 

 

The results of the study support previous research that 

has found an increase in online shopping behaviour 

after the COVID-19 pandemic. The pandemic has led 

to an increased reliance on online shopping sites for 

essential goods, as well as a shift towards mobile 

payment methods. 

The results also suggest that online shopping sites need 

to focus on convenience and customer experience in 

order to retain customers. This may include offering 

faster delivery times, more flexible payment options, 

and personalized recommendations based on previous 

purchases. 

Limitations of the study include the use of self-

reported data and a relatively small sample size. Future 

research could use a larger sample size and objective 

measures of online shopping behaviour. 

 

CONCLUSION 

 

Overall, this study provides insight into the impact of 

the COVID-19 pandemic on online shopping 

behaviour. The findings suggest that online shopping 

sites need to adapt to changing consumer behaviour in 

order to remain competitive. As the pandemic 

continues to impact daily life, online shopping is likely 

to become even more important for consumers, 

making it essential for businesses to understand and 

meet the evolving needs of their customers. 
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