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Abstract: A~

Consumers are relying on the dlollal world more than ever and industries are required to 2
strategies and change towards dlgltal 1ransfox‘malxon with much more urgency than before. Spending and
buying habits amongst Indian’ consumels Have transformed diiring thé ongoing COVID-19 pandemic. This
study used descriptive data an’ily51s through onlme questmnnalre In Lndla onlme shopping market has a

difficult start but in recent yea}rs started omwmg rap1d1y :
|
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The world is witnessing drastic changes in the market conditions, as well people’s response to the COVID-
19 pandemic. We are seeing a dramatic shift from visiting store and buymg products to trzmbltlon in digital
shopping. Consumers are trusting more into the digital transition than ever and industries are forced to adapt
their strategies and shift toward dlgital transformation with f'u- more urgency than before. Shopping
behaviour amongst Indian CUStOlTlulS has changed throuvh the, ongomcr COVID 19 pandemic. Throughout
the initial phases, a large numbe1 ofIndlan consumets were also i contamment zones or there were limited
options available for making their necessary “and dlscretmnary purch’tses Th15 forced consumers to try new
techniques in purchase of goods and’ br:mds ~which in turn- has caused changes in consumer’s shopping
habits and their path to purchase. Recent studies’ show that there has been a four-fold increase in broadband
business during the last pandemic year. &f

Pre — Pandemic

In India, before this COVID-19 crisis, everything was dependent on the fluctuations of Stock exchange.
For example, Pre pandemic times, food business was generating enough money. The street vendors were
constantly engaged specially during evening time. The bigger restaurants contributed a lot towards the
monetary growth of the country through paying taxes. This growth is obvious by witnessing the evolution
of the FMCG companies. Individuals preferred to buy their daily-need products from visiting the store and
enjoying the shopping experience in normal days. E-commerce in the business sector was also growing
while other business sectors were having a bull run. Every has the ability to earn money in spite of their
strength and weakness. } “V{l

During Pandemic Pr]nclpa |ncharge

Once the Covid crises set in, the Indian stock m:uket became bearish, Nifty 50 and- é&ﬁs%ﬁ“é!?ﬁf%'om“" A
From the starting of the year, the total market capitalization lost by 27.31%. In the last few months,
companies are stepping back because of the necrlmble growth ‘experienced by them — this in turn have also
affected the compensations of employee and multiplied the layoff. More than 40% of stocks have
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plummeted and adverse impact is also observed in the sectors like entertainment, tourism and hospitality.
Although low-income families felt the effect of slowdown early on, more wealthy households highlighted
the lack of accessibility as the biggest restriction on expenditure - most stores remained closed and
lockdown transformed a lot in the market particularly the buying behaviour of the CONSUMErS.

Change in buying behaviour in Pandemic

In India, by offering services such as no delivery charges, discounts, buy | get 1 free and exchanging offers,
a significant majority of B2C e-commerce retailers attract online shoppers. Shoppers in India are
conservative and cost-conscious and count them as the part of their value system or culture. Still online
shopping is growing rapidly in the market. The best way to avoid Covid disease is by staying home as it
spreads when a person comes in contact with the infected person or it can also spread by touching a place
which has a virus. It was also observed that there is a rise in number of first-time-ecommerce-users in India.
It is no surprise that more customers have turned to online shopping to buy the goods they need and want,
-assmany brick-and-mortar stores have shut their doors for the time being and shoppers have a tendency to
/-reduce danger by remaining in their homes.

ObjCCﬁVES‘ i = “Trmens

“To sruiﬁf tho consumer: buymU behaviourjin-the” pandemrc phasc ;
e To study the changes to gonsumer’s shoppmg habits 'md their, prefel ence t6 onlme shopping

e To study whether shoppmo in phy51cal stores have undel gone any transfmmanon and will it make a
comeback in near future. ; ! _ e

Statement of Problem: |

e There is increasing pr.éfél'eri_o\é_}éj'_o;[" conﬁsurﬁers towards ininé. shomegm the Covid -19 pandemic
phase. B S . X b

Literature Review: ," By o ‘f. : 22 - """:31 ? o
Niharika Lal (2020). ‘Onli ine grocely'sho upmo is chckmg W1th consumers 'lmld pandemic’ The research
paper discusses the growth of online grocery shoppmg in India and/the i mcreasmg impact it has on the lives
of the country’s citizens durmg the pandemlc The ¢ver- mcreasmg consrderanon for health.safety has led
to a booming e-grocery market w1fh a: 76%.rate of growth over/the year 5019. This has led fast food
servicing companies joining tha bandwagon and prov1de essentrals _as a part of the product mix. The
availability of fresh and organic ffloduce 11 onhne Stores has mcreased the consumers’ appetite towards
living a healthier life than before and furthermore contrrbutmg tothe growth of online grocery purchases.

As the pandemic surges, consumers are choosmg to, stay 4t home, especially the senior citizens who are
more susceptible to the virus. This change in consumeér behaviour has also led to households increasing
their online grocery shopping budgets as multiple orders are now being placed by users of the service. To
conclude, it is highly probable that online grocery shopping and its benefits have been clearly showcased
in the current pandemic and it is a marketplace that is here to stay for a while, Anupama Ambujakshan,
(2012), *Changing Buying Behaviour Patterns of Indian Consumers: A study towards instant food products
with special reference to Ahmedabad city, in this paper the author has studied that more and more
industrialisation, growth of service sector and better employment opportunities have increased consumer’s
income developed new lifestyles and awareness and a drastic change are often seen in their buying
behaviour. Their preferences have changed from home-cooked food to fast and prepared in no time and
easy to serve, the young consumers want food in the restaurant with nutriment values, besides these
processed foods are widely accepted as cooked food due to convenience. To understand the factors the
* i »author basstudied thetvarious factors affecting changing buying behaviour of Indian consumers, awareness
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consumers has changed drastically. Development is a constant phenomenon in India and is influencing the
lifestyle and buying behaviour of consumers. The study is focussing on the perception, buying behaviour
and satisfaction of Indian consumers.

Abhishek Chilka and Sandeep Chauhan, (2018), “Study on Recent Trends in Online Shopping’, The
researcher has studied the current trends in online shopping in India. According to the author, online
shopping is much better than going into stalls and shop to buy goods and ask for service to be rendered- it
saves a lot of time. One can easily browse through various online shops and e-commerce stores to choose
whatever they want within a second. There is a lot of arguments why customers today prefer shopping
online.

Kantar & Amazon Advertising conducted a study in July 2020, to understand the impact of COVID-19 on
buying preferences of Indian urban active internet users. In this survey, one can see the change in buying
behaviour among consumers. Almost 42% of Indian urban consumers are actively following online
shopping during the COVID-19 pandemic, with nearly half of those being first-time online shoppers. 46%

of these ‘new to online shoppers’ reside in Tier-1 and 2 cities.
'7("\““ - . . . - .
Razaullah Khan, (2021), A Study of Changixll_g,Coj_]sUm'gzr,Bvehawour of Four Metro Cities in India during

Covid-19 Pandemic, the authot has studied on the fast and extensive: spread of the Covid-19 pandemic has
become a major distraction in’ the life_of the peo le as well as in the buying pattern. The government is
taking several efforts to control the s‘pre?dlil C-o:v d1¢ .[Thi‘s_:‘géper studfcs;‘-\_the change in consumer
behaviour on food habits and dietary; pz}l'perg1s{, health and hyﬁgiénfé;._“work patter‘hs'/, social interactions based
on key demographic factors'like age and lib"ﬁsz—eﬁolﬂ‘-fﬁz:oﬁl_qzﬁ Kﬁér‘?dnductgd“'an online survey the results
confirm that COVID-19 impa"g:led and cha}nged the behqﬁ}gqr. of city-basdd consumers based on their
income level and age about concerning buying }vell-bqingnﬁ'r"ch'dé,ts_l by using digital mode has increased
promptly. ! .‘! i Y o \ ‘:" \5 5 l", i'

o i

Dr. Deepak Halan, (2020) ‘Impact of COVID-19 on online shopping in India’ Amazon — one of the leading
e-commerce players in the country, and the world, has announced on the site that the purchasers are
counting on them like never before in their social distancing and self-quarantine efforts. The Indian retail
market also includes a huge share of the unorganised sector, about 13.8 million conventional family-run
neighbourhood stores. Then came the highly contagious COVID 19 pandemic with its unique set of
challenges - Since it spreads primarily through contact with an infected person (when they cough or
sneeze) or when an individual carrying virus touches any surface the virus begins to spread, the best way
to guard against it is to stay at home. This has effectively restricted offline shopping and increased online
shopping usage, globally. It has increased in the number of FTUs or first-time-e-commerce-users in India,
who had been so far inhibited to shop online. The SARS outbreak that infected over 2700 people in 2002,
is known to have intensively transformed people’s shopping habits as they were scared of shopping
outdoors.

Van kin Pham (2020), *A study on the COVID-19 awareness affecting the consumer perceived benefits of
online shopping in Vietnam’, This paper described how online shoppers adapted their purchasing behaviour
during Covid-19 time in terms of perceived benefits. Covid-19 plays a moderating part in buyer’s awareness
of utilities, which encourages buyers towards Online shopping. Social Distancing norms and safety
concerns during the Covid-19 pandemic forced companies to adopt marketing policies that influenced
online shopping significantly. These outcomes can contribute to understanding consumer behaviour, help
businesses to deal with similar conditions as well as recommendations for the government to support
businesses effectively in the future. s

Data and Methodology:

dy. It enables the study to look at the
\ve and analytical.

The Methodology is an important cha‘ra'f_c:t‘eristic Of
problem inefficient, systematic process.'TEiE.prese }

-y

earch (JETIR) www.jetirorg | d334

2

'.. v .
iy s




© 2021 JETIR August 2021, Vo!ume 8, Issue 8 www.jetir.org (ISSN-2349-5162)

Primary data is also known as raw data as the data is collected first-hand by the reviewer or researcher
himself for the specific research purpose or project problem.

Secondary data is the data that is collected by someone else than the user or surveyor himself to derive
newer information, that is, the collected data is not 0r1g1naI is second-hand information, and has gone
through statistical analysis before.

The data for this study were collected by referring to few research papers related to the topic.
The research design applied in this study is of descriptive in nature, which focuses on the change in
consumer buying behaviour during the ongoing Covid 19 Pandemic.

Sampling method:

The present research study has applied the Simple Random Sampling method for data collection - the
questionnaire was circulated among the consumers:

The respondents of the present study involve online and offline consumers.

N .

Data Collection: =i W

The sample is random with lumted respondems : e

For the collection of data, lhe”questnonnauexwas\?reate W th the: help ofGoogle fonn and circulated within
among Consumers. &X } %
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Limitations: l 1 ak

The sample is limited in this study, the researclrller can study in depth by usmo more respondents.
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It is observed that 70% of the respondents ar&F emale and the rer!nauung are Male respondents.
B ROY <.

66.7% of the respondents are worlgmg full_tlme whlle 13. 3% ar&fromhome whereas 50% of the
respondents fall in Rs.40000 & abovemcome_groﬁpf “%‘--»*"r-*"

50% and 36.7% respondents are graduates ana poSLgTaduates respectwely, while 10% of the

resspondents have acquired 10" to 12" standard. \f/

1. In pandemic which mode of shopping did you prefer?
30 resporizes J

® Ocline
@ Offiine

O

JETIR2108412 [ Journal of Emergirig/Technologies a’n'd Innovative Research (JETIR) www.jetir.org | d335



© 2021 JETIR August 2021, Volume 8, Issue 8 www.jetir.org (ISSN-2349-5162)

RESPONSES pemeerof % Respondents
Respondents
Online 10 33.3%
Offline 1 3.4%
Both 19 63.3%

Interpretation - In the sampled data, 63.3% of the respondents stated that they use both mode for shopping.
while 33.3% of the respondents stated that they use online shopping. 3.4.% of the respondents were of the
opinion that they like to use offline shopping.

2. How much time do you spend for online shopping
30 responses

MORE THAN 3 HOURS

# Less than an hour
3 HOURS

| i =7 #1hour
2 HOURS “t————1 ' m2hours
| |
| "
& T % 3 hours
1 HOUR o 0
- S 5 More than 3 hours

LESS THAN AN HOUR

| e
0% 10% | 20% » 330-3* > 40% = .80
| | &
\‘ '1 !‘I :
r;: = -! .
/ |‘;'| 4
RESPONSES I Number of Respondents % Rcspondents =
Less than an hour | WA 17 \ 2 AN57% |
1 hour L G s | a A 21% ) #
2 hours T il 33\ o 4 [ Yea0% )
3 hours @ N 1', . il 3%/
More than 3 hours Q@ R "‘-,_ y ’;» SR -"'; P ,37

Interpretation : In the sample data 57% of the fespondents $ state&that they spend less  than an hour,
while 27% stated that they spend an hour to- shop online. 10% of the respondents were of the opinion that
they spend two hours, only 3% of the respondents< staﬁd that they spend more than 3 hours to shop online.

N

3. Do yau experience hassle free payment in online shopping
30 responses

CAN'T SAY 0% | f ™ BAY < ™ !
SOMETIMES i i | @ Veryhappy

| 4 pie O i Happy
| gt ) P ;
| NOT AT ALL - R Wi
| HAPPY Y % s e  Sometimes
| e . _‘_--Ye‘ .
| ! R g 5C '
| VERY HAPPY o . an't say

J ) s
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0% 10% 20% 30% Lth% v g f 50% 60% 70%
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RESPONSES Number of Respondents | % Respondents
Very happy 4 13%
Happy 18 60%
Not at all 3 10%
Sometimes 5 17% -
Can't say 0 0%

Interpretation : In the sample data, 60% of the respondents were of the opinion that they are happy with
the hassle-free payment in online shopping, while 17% respondents stated that sometimes they are happy.
13% of the respondents stated that they are very happy with the payment, only 10% of the respondents
stated that they are not at all with the payment in online shopping

4. Do you think that consumers have shifted from offline mode to online mode
of shopping during pandemic?

80%
70%
60%
50%
40%
30%
20%
10%
0% -

No Can'tSay .

1 % Respondents

e [N A e 47
RESPONSES Numberof Respondents |.% Respondents”
Yes TR © | 80%
No A Ty | g 13%
Can't say 2 & 7%

Interpretation : In the sample data, 80% of the respondents were of the opinion that people have shifted
from offline to online shopping, while 13% stated that they no they aren’t shifted. 7% of the respondents
stated that they can’t say whether the shift is happened or not.
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5. Would you like to continue online shopping in future

40%

35%

25%
20% —
[37% | et
15% b =
27%
10% g
5%
P =
| 0% | | 3%
0% = =
Always Sometimes Maybe Not at all Can't Say
| % Respondents
-/‘”'".._ S e SRR \\.
RESPONSES Number of Respondents . %,_Respondents Q.
¥ B T | %
Always 4 11 | ll o 37% 3D
Sometimes kY @0 B A B MW &
M ayb e "“. ',F 8 o Ji 27% g';l I‘,f.
Not at all B0 4 il " ) Py 0% ||
| { > SR =4 |
Can't say | ) 1 sl 4 a5 3% [, j

Interpretation : In the sample datd, 37% of the; re:ponclunts were ofthe opmlon that they are satisfied with
the quality while they shop/ onlme Whlle 20% s‘atccl that theyrcan’t Say about the quality. 10% of the
respondents stated that they are very sahsﬁed with the quahty, pnly 3% of the respondents stated that they
the items which they are lookmg for dre not avallab[ N D ‘

Findings: S owln \ SO R
© - e e Y N &
¢ Study includes limited respondeuts @ \\\ / '/J." gee &
e 63.3% opted to shop online and’ offllne out OfWhICh 33 3% resp.oncients were shopping online
o 40% of respondents feel that it is safe. to shop onlme : f_‘ji-?_’:.r

¢ 30% of respondents were buying clothmg and S1% reSpondents spend less than hour to shop online.
e (0% respondents stated they are happy with the: hassle free payment in online shopping.

o 80% respondents stated that people have shifted ﬁom offline shopping to online shopping.

e 37% respondents confirmed that they would like to continue online shopping in future.

Conclusion:

One can state that consumers’ purchasing behaviour will not be same like pre-pandemic and businesses
need to adapt accordingly. It can be concluded that the pd?cﬁasing behaviour of the consumers is rapidly
changing and it is hard to predict. In addition, every | 1nd1v1dual consumer has different perspective for every
other business. The study indicates that Online, shoppmg is, growing rapidly at the expense of other sales
process and would continue to grow in India. Whether inme shoppmg would sustain this pace of growth
after pandemw crises is over, is very hard to predlct and needs furthe;%?udles Future scope mvolves a more
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