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ABSTRACT

Rapid shifts in customer preferences were the product of current developments. Larger outlets and small

outlets usually remain accessible, but larger malls, warehouses, and shopping centres are also shut down.

Many consumers are panic-buying products out of concern for the complete run-down of commodities.

There is a drastic effect on customers’ outlook, attitudes and actions. Change in consumer preferences is a

consequence of the rapid pace of significant developments. The big pharmacies and supermarkets are now

abandoned, but that is not the end of things. Malls, factories, and some convenience shops are all closed.

Many buyers are purchasing goods out of fear of a total collapse of costs, commodities, and materials. This

research would concentrate on the consumption behaviour after the COVID-19 pandemic comes to an end

and stabilises the market condition. By ensuring data from COVID-19-affected nations, it would be possible

to forecast potential business and economic changes. Some countries would not be able to follow the same

path, but the examination in such areas would be invaluable.
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1. Introduction

Most major cities have closed their physical shops, pubs, cinemas, and stadiums. Around the same time, many

office employees experience the modern challenge of full-time remote employment [1] (Copeland & Grant, 2020),

as people are ultimately temporarily disconnected from the reality of our interconnected planet. It may seem like

an understatement, but we truly exist in a moment that has never existed before. One of the responses people are

experiencing in this age of loneliness and confusion is the drastic shift in their shopping habits. People are shifting

the way they buy through bulk orders by online purchasing. If more towns are blocked, it’s ordered to close down

non-essential businesses, and consumers typically avoid public areas. It is a new common sense to ban the pur-

chasing of anything but necessary products. Brands must be versatile and adaptable to evolving specifications.

This resource is intended to remind you in times of confusion about making the right choices about the brand. For

businesses that are already operating, it is unavoidable to consider how to better cope with new circumstances

and how their strategies will be best modified. The coronavirus pandemic is a relatively recent phenomenon [2]

(Roser et al., 2020), and the condition is evolving daily, making the solution to this query complicated. It is chal-

lenging to establish a technique, owing to insufficient data and precedents centred on theory. Considering the

statistics for COVID-19 countries and regions, this will provide the first indications of future market and eco-

nomic shifts. Many countries will not be willing to pursue the same growth route, but the study of specific coun-

tries will show valuable trends and observations.

1.1 Indian Retail Market and Consumers’ Buying Behaviour
The Indian retail sector is characterized as both organized and unorganized. Around 13.8 million conventional

family-owned community shops and an integrated retail market with a share of less than 10% constitute the

unorganised sector [3,4] (IBEF, 2020; Halan, 2020). The integrated business also covers both physical shops

and retail places [5] (Sinha, 2019). In India, most people tend to physically inspect and touch products before

purchasing them, considering the thriving B2C e-commerce sector, and then bargain for discounts online.

Therefore, I still have faith in nearby physical stores. India, with its numerous and thrilling programs, draws the

overwhelming majority of B2C e-commerce vendors (discounts, free shipping, one-for-one purchase, redemption

offer, etc.). [6,7] (Bagale and Srivastava, 2019; Joseph, 2019). However, many Indian shoppers view knowledge

of worth and conservatism as part of their value system and do not generally like to make impulsive decisions

based on discounts and advertisements. In addition, online customers have also faced the challenge of retail

distribution schedules and customer care systems. Poor IT settings utilized by many e-retailers have expanded

our consumers’ understanding of the dangers involved with online websites [8] (Staff, 2020).

During COVID 19, empty shelves created significant market issues [9] (Lufkin, 2020). COVID-19 pressured

customers to adjust the buying tools they want. The behavior of the customer shopping shifts from conventional

shopping to online shopping [10] (Reddy, 2020). In reality, they also track the number of items purchased through

these online tools, as well as the number of customers using online shopping. Instead of buying trendy items,

most consumers are beginning to buy more personal attention and medical kits. Under these general conditions,

the National Retail Federation (NRF) conducted an online shopping market study and implemented brief

improvements to consumer buying behaviour, as outlined below.

Nine out of ten consumers have modified their buying patterns after COVID-19.

 Results reveal that over 50% of consumers have modified their conventional buying patterns online.
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 Six out of 10 consumers claim they stop getting infected and order the items they need using online marketing

software.

Neither of these shifts in action is irreversible, although they are rarely continuous. The introduction of this

modern online shopping will become irreversible as culture recovers from this way of survival. This pandemic

condition can then be essentially divided into two aspects. The first is consumer behaviour improvements that

eliminate mass crowding. The second is a new media choice [11] (Shashidhar, 2020).

1.2 Understanding Panic Buying and Coronavirus
People prepared the news with the dissemination of COVID-19 and the World Health Organization’s formal

announcement of the pandemic. The purchased drugs include hand disinfectants and gloves, as well as toilet

paper and bread—everyday necessities. Physical and online shops quickly grew to meet the rate of demand, and

the pursuit of lower prices for goods was swift. People respond to crises in various ways. People can do

everything when dealing with risky situations out of sight. CNBC said, quoting Paul Marsden, a Market

Psychologist at the London University of Arts. “Emergency food sales should be understood to satisfy three

specific psychological needs. The first is that there are numerous unclear and often conflicting details to the

foreign distribution of COVID-19. If people receive various ideas from multiple outlets, they are over-prepared

rather than under-prepared [12] (Susan Meyer, 2020).

1.3 COVID-19 is Already Impacting Buyer Behaviour
The online atmosphere is evolving as rapidly as the offline one. Drum News stated in early March 2020 that

China’s yearly advertisement growth is projected to decline from 7% in 2020 to 3.9%. However, advertising

investment in the e-commerce industry is anticipated to rise by 17.7%. The advertising budget would increase by

22.2%. [13] (Charlotte MCEleny, 2020).This tends to represent shifts in customer behaviour while shopping

online. They also found that as people invest more time at home, brands respond to their demands by switching

the investment from offline media to online media. In the same report, they proceeded to say: “E-commerce is

exponentially growing as a medium, especially in the rapidly moving consumer goods market. China’s e-commerce

investment in the sector is almost seven times as large. 2019; Developments in Coronavirus could get stronger”.

In March 2020, researchers at Industry Insider Intelligence and a remarketer announced that e-commerce is on

the rise because customers are increasingly opting for online shopping over physical stores. 74.6% of US Internet

users claim they are more likely to avoid shopping centres and business centres as the global coronavirus epidemic

intensifies, and more than half of their lives are spent doing so [14] (UNCTAD, 2020).

Figure 1. Percentage of online shoppers making at least one online purchase every two months. [Source:

UNCTAD,and  NetComm Suisse eCommerce Association]
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Figure 2. Fall of average online spending per month since COVID-19, per product category. [Source:

UNCTAD and Net-Comm Suisse E-Commerce Association]

Tourism and travel sectors have suffered the most substantial decline, with average spending per online shopper
dropping by 75%. In comparison, only 18 per cent of UK respondents claim they are utilising online retailers
more openly, and almost half of the respondents say their e-commerce preferences have not changed; however,
since the UK is closed, the UK is not. However, as Ipsos Mori’s recent survey in mid-March 2020, 50 per cent of
Chinese users are e-commerce “more often”

2. Literature Review

An established impetus for online buying behaviour is that companies must anticipate consumer behaviour during
this global crisis to maintain a competitive advantage during the COVID-19 pandemic. It is essential to investigate.
This study investigated the motivations for online shopping for Generation Y and Generation Z during the COVID-
19 shutdown in April 2020. They used survey data from 451 German consumers to explore the relationship
between normative, practical, and hedonistic motives, and used structural equation modelling to study purchasing
intent. The results indicate that normative determinants of economic conditions, such as media coverage, are
associated with consumer buying intent; however, the normative impact of close social networks is not related to
consumer buying intent. In addition, they found that hedonistic motives were more predictive of buying intent
than practical motives and were socially distant. Generation Z and women showed a higher level of hedonistic
motives. They provide e-commerce companies with suggestions for strategically leveraging consumer motivation
and regulatory influence [15] (Koch et al., 2020).

The goal of this survey was to observe the national self-quarantine campaign of the government of China in the
early stage of the COVID-19 pandemic in China. This has contributed to considerable uncertainty in the retail
food industry, one of the most popular sectors in the retail industry. This research applies expected behavioural
theory to an early stage of the COVID-19 outbreak in China, intending to provide an overview of improvements in
customer behaviour. This outbreak triggered a significant change among consumers, according to data from
online surveys. Many of its consumers have left the market, but independent, self-service stores resist the most.
This research provides more academic and policy resources relating to this activity that could impact vulnerable
communities in society (in particular the elderly) worldwide [16] (Li et al., 2020).
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Vietnam’s latest main shopping centre has resulted from the outbreak of COVID-19. This essay aims to identify

the forms in which online shoppers respond to the perceived advantages of COVID-19 purchasing behaviour.

The research focuses on the interaction between customer expectations and online shopping habits, drawing on

data collected from 427 Vietnamese online participants during the COVID-19 pandemic, which created a social

gap. Analyse the variable’s function in COVID-19. The findings suggest that COVID-19 played a minor role in

enabling shoppers to purchase digitally, as perceived by customers, in terms of service quality. However, the

social implications may be why customers are slow to buy digitally. Around the exact time, during the COVID-19

pandemic, the perception of the pandemic and marketing practices related to COVID-19 may not have had a

significant impact on online shopping. These results help to explain customer behaviour comprehensively. It lets

corporations solve similar situations and advises policymakers to assist potential industries efficiently [17] (Pham

et al., 2020)

In both health and economic terms, COVID-19 has had a profound impact on customers, firms, sectors, and

countries worldwide. [18] (Nguyen et al., 2020) aims to qualitatively and inductively examine Finnish news

articles on this subject to evaluate market patterns in food shopping at the start of the Covid-19 crisis. I’m going

to. Six thematic reactions were reported for the consumer:

Panic purchasing,

Shifting cooking,

Improved retail sensitivity,

Shift to online shopping,

New services growing curiosity

Carefree storage.

Studies indicate that the first customer acted really, but the effect was relatively short-lived. Importantly, this

study suggests explicitly that customers begin to search for online food. This will contribute to the food retail

industry with more dramatic and permanent reforms. Analysis also suggests customer interest in emerging services,

which may contribute to more innovation, continues to rise. Proposals have also been addressed for further

study [19] (Eriksson & Stenius, 2020).

They used data from the largest e-commerce agri-food site in Taiwan to analyse how the coronavirus pandemic

impacted online food shopping demand. Another reported event regarding COVID-19 revealed that revenue rose

by 5.7% and consumer spending increased by 4.9%. Cereals, fresh fruits, vegetables, and frozen commodities are

consistently requested, enabling smallholder farmers to generate profits. The range of goods available on

electronic shopping sites has expanded during the pandemic. This indicates that the sales of niche goods may

increase as more customers are drawn to online platforms. Studying the online food shopping transformation

process reveals that the revenues of COVID-19 media and online material are sensitive [20] (Chang et al., 2020).

The global trend has shifted dramatically with the coronavirus. The strongly unintended and secondary support
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S. No.

1

2

3

Author ()
Name, Year

Liu & Li, 2016 [23]

Pappas, 2016 [24]

Xu-Priour, 2017 [25]

 Name of Journal

International Conference on
Logistics, Informatics and
Service Sciences (LISS) 

Journal of Business Research

International Journal of
Electronic Commerce

Findings/Conclusions

Their research has realistic
implications in terms of identifying
daily trends in online shoppers as well
as improving product suggestion
quality and e-commerce conversion
rates.

The results underscore the need for
more immersive online retail
experiences that target consumers’
cognitive and affective perceptions,
ultimately enhancing their purchasing
intent.

Time orientations are powerful
segmentation variables that can be used
to describe a universal typology of
various types of online shopping
behaviors. When evaluating multiple
categories of consumers and website
architecture, online retailers can
consider the importance of time in e-
commerce adoption.

for this virus is responsible for these discrepancies. We examined the e-commerce dynamics in the context of the

coronavirus and identified potential e-commerce innovations that could impact future customer behaviour. This

report looks into coronavirus e-commerce. E-commerce is also regarded as a supplier of alternative options and

a high priority, although e-commerce stores typically sell items that are often purchased in supermarkets. The

coronavirus has had a significant impact on e-commerce as a whole. They still expect to consider the coming

risks and advantages of stabilization and the success of associated initiatives [21] (Bhatti et al., 2020).

Consumer expenditure on food during the COVID-19 pandemic rose, following the immediate closing of several

food stores. Although grocery is a leading practice, the complex interaction between COVID-19 and food-shopping

behavior, is little understood. To educate grocery shoppers about shifts in behaviour in various COVID-19 cases,

they conducted an online survey of purchase processes, timeframes, criteria for minimum orders, and pricing

expectations. Factors contributing to the pandemic pattern of COVID-19 were investigated over the last two

weeks in three possibilities of rises, declines or a certain number of new events. Using a representative group of

900 supermarket shoppers in the United States, 32,400 selection judgments suggested that the pandemic of

COVID-19 has made a noticeable change to food shopping tastes. As COVID-19 becomes more common, shoppers

are typically hesitant to shop in grocery stores. The relative meaning of the buying system attributes becomes less

popular in general, as the incidence of COVID-19 decreases [22] (Grashuis et al., 2020)



dline.info/jitr 100

 Journal of Information Technology Review Volume 16  Number 3  August  2025

4

5

6

7

8

International Conference on
Engineering Simulation and
Intelligent Control (ESAIC)

International Congress on
Advanced Applied Informatics
(IIAI-AAI)
 

International Conference on
Control, Automation,
Robotics and Vision (ICARCV)
 

Cogent Arts & Humanities

CroDiM: International
Journal of Marketing Science

Lei, X., 2018 [26]

Zeng, 2018 [27]

Lin, 2018 [28]

Singh, 2018 [29]

Bilos, 2018 [30]

The algorithm enhances the
accuracy of recommendations for
a single page area by considering
the interest degree of page
browsing and the weight
computation of click-stream data.
Finally, the effectiveness of the
intelligent system is verified by the
experiments.

Through studying the check-in data
thoroughly, they discovered that it
possesses these three
characteristics. The theoretical
work sets the groundwork for
further studies into
recommendations.

The recently proposed model,
known as the Decision-Behaviour
Information Graph (DBKG), gathers
decision-making knowledge during
users’ online purchases and
updates it in the course of assisting
users’ buying decisions.

According to the findings,
perceived utility and perceived
danger were the top two significant
predictors of Indian consumers’
intention to make an online
purchase. The study recommended
that e-commerce businesses
develop product-specific strategies
based on the results of the multi-
group moderation review, as
various product requirements
necessitate different channel
capacities to enhance the online
shopping experience.

These results have significant
implications, as they expand the
possibilities of targeted marketing
in the modern era.
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Wu, 2019 [31]

Sheth, 2020 [32]

International
Conference on
Dependable Systems
and Their Applications
(DSA), IEEE

Wiley & Sons

According to the results of the data
analysis, the control results of the social
media consumer network access
behaviour analysis system focused on
Web4.0 are higher, and the
discriminative coefficients are
significant across the structural
variables, with a considerable
discrimination degree.

The pandemic, as well as the mandates
for lockdown and social distancing,
have disrupted customer purchasing
and shopping patterns. Consumers are
learning to adapt to different situations
and develop new behaviors.

9

10

2.1 Coronavirus and Shopping Behaviour: Men and Women React Differently

There are growing numbers of men disclosing their effect on customer choices. The coronavirus has an impact

on approximately one-third of men’s decisions about how much to invest in a commodity. In comparison, only

36% of men indicated that this would impact their expenditure on utilities and events such as restaurants and

entertainment, while 28% of women said it would affect their spending. More and more men are purchasing

other foods. 40% of men believe that news affects the goods they are buying, but just 34% of women. When

questioned about the kinds of goods they bought, more men said they purchased nutritional items (22%), personal

care products (14%), and health and household products (13%), as well as beauty products, with more than 13

per cent of the respondents acquiring each of these categories. Compared to children, sales for women are low:

food (17%), personal care and household goods (13%), health facilities (11%), and beauty items (6%) [33] (Greg

Petro, 2020).

Men buy more frequently digitally: Both men and women (approximately 30%) say that they gradually shop

online, but they purchase fewer. The level of online shopping has risen by 24% among women and men. The in-

store environment is often overlooked by many. Men, rather than women, use in-store shopping systems like

BOPIS (31%) and curb pickups (28%), respectively (22 per cent and 15 per cent). And utilities of subscription (18

per cent and 16 per cent). The only difference is the use of steaming vessels, which are estimated to be used by

14% of women and 12% of men. As part of the study, we asked respondents if other everyday habits could be

modified and noticed that a significant number of people operate from home (31 per cent of men, 20 per cent of

women), public buses (43 per cent for men and 38 per cent for women). Similarly, 38 per cent of men and 37 per

cent of women believe that this would change decision-making (Greg Petro, 2020).When men make more

purchasing choices, like “super shoppers,” retailers and brands must take note of the impacts of major threats

such as the influence of the coronavirus on shopping. It’s got. This can vary significantly from women. Little by

little, social standards vanish. It can be analysed that the men purchasing food, health and beauty goods, for

instance, choose to buy them on the lane, certainly not during the last recession. Retailers and brands must be

Table 1
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mindful of changing consumer tastes. They must restructure their consumer image and shopping experience to

serve male shoppers better and prepare for the challenges ahead.

3. Impact Of Covid-19 On Online Shopping In India

Indian retail is widely split into a non-organized market and an organized retail sector (including about 13.8

million conventional family run neighborhood shops) (divided into less than 10 percent). The department contains

both actual shops and retail areas. The B2C e-commerce industry in India booms, but most Indians depend on

local physical shops to feel and touch the commodity until they can purchase off-site discounts and negotiate

discounts. The overwhelming majority of B2C retailers in India draw consumers to engage in online shopping by

offering free delivery, coupons, free shopping, and swap deals. However, many Indian shoppers view knowledge

of worth and conservatism as part of their value structure and do not generally like to make swift decisions based

on discounts and commercials. Furthermore, online customers had trouble regarding merchandise distribution

plans and client support systems on a variety of occasions. Poor IT configurations by some e-handlers have

improved consumer understanding and awareness of the dangers of online websites [34](Halan D., 2020).

A modern coronavirus has been imported, impacting 400,000 people worldwide, triggering the extremely

contagious coronavirus disease (COVID-19). It’s better to be at home, as the virus spreads primarily through

contact with infected individuals and by touching contaminated surfaces (such as coughing and sneezing). This

results in an improvement in the worldwide use of online shopping. The number of Indian FTUs, or first-time e-

commerce customers, historically unable to buy online, has risen in India. As this could beremembered, the

SARS epidemic, which an outside shopping terror caused, affected over 2,700 individuals in 2002, drastically

altering shopping patterns [34] (Halan D., 2020).

Due to the enormous demand at present, we are currently restricting web access to our existing customers.

Peopleoften face failure with an overwhelming sense of response. Competitors from Gofers sent the same letter.

Amazon and World Leader China’s Electronic Business Reports that Consumers Are No Longer Relying on Social

Distancing and Auto-Isolation. One of the electronic businesses has reported on its website that its consumers

are no longer relying on social distancing and auto-isolation. People also stopped delivering services to several

locations due to their abrupt COVID-19 peaks, but are working hard to expand manufacturing capacities and

will soon restart operations. As a consequence, Amazon prioritizes temporary enforcement and logistical features

to include critical goods such as household articles, prepared food, nutrition, sanitation, personal protection

and other high-priority products. The order will be immediately halted for low-priority goods. Globally, orders

for Amazon grew, and warehouse workers performed extra and compensated better during the corona virus

epidemic [34] (Halan D., 2020).

Of course, the rise in B2C e-commerce in India has been driven by established online shops purchasing essential

goods in response to the coronavirus epidemic and government lockdowns (to contain its spread). However, it

can also cover two other business categories in addition to those bought daily online. Considering the hurdles

outlined at the outset of this article, there is little understanding of online shopping, equipment, or data schemes

within the business sector, particularly in the absence of online shopping and other market segments. It is

fascinating to note that, even after the coronavirus outbreak, more shoppers in these two business areas are

transitioning to online shopping [34] (Halan D., 2020).
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4. Conclusion and Future Work

Consumers also show a desire to adjust and evolve rapidly, forcing behaviour change on a large scale. Larger

outlets usually remain accessible, but larger malls, warehouses, and shopping centres are also shut down. Many

consumers are panic-buying products out of concern of the complete run-down of commodities. There is a drastic

effect on customers’ outlook, attitudes and actions. This research would concentrate on the consumption behavior

and theoretical study. The future perspective of this paper has a very wide scope of research. The consumer need

has always been a variable quantity as per the research. Amid the coronavirus pandemic, this research makes a

more significant contribution to policymakers and analysts of production and consumer behaviour.
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