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ABSTRACT 

The purpose of the study was to investigate the changes in online consumer 

behavior during the COVID-19 pandemic. The objectives of the study were to 

describe the level of engagement with online purchases, identify the 

changes in online consumer behavior in Cyprus during the pandemic, 

understand the reasons behind that changes, determine the product 

categories that have been affected by the COVID-19 pandemic, and find 

out whether consumers who engaged with online purchasing behavior are 

willing to continue to behave in this manner post-pandemic.  

In order to answer the research questions, a survey in the form of a 

questionnaire was conducted. As consumer behavior is a social science, 

alongside the quantitative data obtained from the questionnaire, a couple 

of in-depth interviews was conducted to get qualitative insights and 

triangulate the data. In order to access influencing factors of the changed 

customer behavior, a set of hypotheses was developed. A sample of 202 

responders was used for the survey. Results indicated that during the 

pandemic, there is an increase in online purchasing frequency, the majority of 

respondents argued that they had a positive online shopping experience 

and are willing to continue engaging with e-commerce in the future. 

Nevertheless, the intention to continue with online shopping depends on the 

overpowering type of stress a person experiences during the pandemic 

times. The findings of the research questions and tested hypotheses are 

presented in the conclusion. Limitations and recommendations of the study 

were identified, for the benefit of future research. 
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CHAPTER 1: INTRODUCTION 

1.1 BACKGROUND OF THE STUDY 

Consumer behavior is a holistic approach of a dynamic nature and usually 

includes three phases: pre-purchase, purchase itself, and post-purchase 

considerations (Solomon, 2011). Consumer behavior has similar patterns 

among groups of people who share cognate characteristics and values. 

Nevertheless, at the same time, it is absolutely unique for each individual, as 

everyone has their own background, beliefs, and perceptions.   

Dynamic nature refers not only to the phases of the consumer behavior 

model but to its reflection and alteration in time according to the 

environment (Kotler and Keller, 2015). The centric part of consumer behavior is 

a consumer, a human being, who lives in society, environment, and is being 

affected by all types of stimuli every day. Two types of stimuli, marketing and 

environmental, affect a consumer and can lead to purchase or not. Basically, 

this equation: stimuli + consumer mind = purchase decision, has no constant 

values, thus, there is no one-fits-all approach in marketing. At the same time, 

the purchase decision itself is not the final step of the consumer behavior 

model, there is a whole other phase of post-purchase evaluation which is not 

less important than the previous phases. Therefore, there are only rules and 

patterns that marketers can develop and test. 

Critical and crisis situations push people to alter their behavior (Flatters, 

Willmott, 2009). Undoubtedly, these alterations should be described using 

different diverse samples of people to be able to enhance the understanding 

of consumer behavior under different external conditions. 
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1.2 PURPOSE OF THE STUDY 

The purpose of this research is to investigate the changes in online consumer 

behavior during the COVID-19 pandemic. Coronavirus had a dramatic 

impact on people’s everyday life and forced them to adopt new behaviors 

to obey the faced limitations, as a lockdown and health protocols (Chohan, 

2020). In order to achieve the project’s purpose, the affected aspects of 

consumer behavior should be identified, as well a logical connection 

between them have to be established. Consequently, there is a need for a 

proper research design. Usually, the research design for this type of project 

includes two parts: secondary data collected in the literature review, and 

primary data, obtained via a survey. To find any patterns and come up with 

valuable outcomes, a proper analysis should be undertaken, with a help of 

appropriate software. As soon as the results are analyzed, the findings can 

be transformed into a conclusion and recommendations. 

 

1.3 RESEARCH JUSTIFICATION 

COVID-19 pandemic is a stimulus impacting all spheres of human activity, 

and, taking into consideration, how it is changing the world, it can be a 

called a challenge for humanity. Thus, the effect on consumer behavior has 

yet to be established. Especially nowadays, when people are exploring the 

Internet and engaging higher with e-commerce, COVID-19 Pandemic can be 

a huge step in the adaptation of digital progress even in simple everyday 

things like grocery shopping. 
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It is possible to make forecasts of consumer behavior in a crisis situation by 

understanding how they have behaved in previous recessions. Therefore, the 

insights gained from this research can contribute in the future to similar study 

projects and understanding consumer behavior in stressful times. As the 

current research targets specifically consumer behavior in online purchases 

in Cyprus, the outcomes can contribute to the local businesses and 

marketers to gain higher sales and deeper connection with clients. 

 

1.4 RESEARCH QUESTIONS 

Research questions derive from the purpose of the study. Usually, the 

researcher pursues one of the two goals, sometimes both, when creating 

research questions. The first one is to determine the type of future research, 

and the second one is to identify the specific objectives of the study 

(Creswell, 2014).  

In the present study, the researcher used secondary data originated in 

different countries regarding the alterations in consumer behavior. The 

findings and the research protocol used by the experienced research centers 

of Europe and the US can guide the research design on a similar topic in 

Cyprus (Sterling, 2020). Every country’s government managed the pandemic 

crisis differently, thus the impact on citizens was also different. Additionally, 

every culture has its own characteristics described in the Hofstede model 

(Hofstede, Hofstede, and Pedersen, 2012), and that characteristic partly 

shapes the consumer's mind that taking a purchasing decision according to 

a certain external stimulus. Collecting and analyzing the information on how 
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people in Cyprus cope with the pandemic stress and the physical limitations 

it brings, can help to better understand consumer behavior with access to 

advanced technologies such as online shopping. The research findings 

should include insights into what aspects of consumer behavior were altered, 

what categories got affected, why, and what is people’s attitude towards 

online purchasing during the pandemic and in the future. 

Thus, the next research objectives were developed: 

1. Investigate the level of engagement with online purchases during the 

pandemic. 

2. Identify the changes in online consumer behavior in Cyprus during the 

Pandemic. 

3. Identify the reasons that consumer behavior for online purchases has 

changed. 

4. Determine the product categories that have been primarily affected by 

the COVID-19 Pandemic. 

5. Find out whether consumers who shifted towards online purchases are 

willing to continue to behave in this manner post-pandemic. 

Based on these research questions and the following analysis of the 

literature review, a set of hypotheses was developed to access the 

connections between different consumer behavior parameters: 

 H1. Pandemic stress can be correlated with an increase in purchasing 

frequency, mostly purchasing of needs, primarily hedonic purchasing 

motivation, decreased loyalty, high satisfaction and commitment, and 

adopting behavior post-pandemic. 
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H2. Health stress can be correlated with an increase in purchasing frequency, 

mostly shopping for needs with utilitarian motive, increased loyalty, low 

online purchasing satisfaction, and commitment, most likely, dropping 

behavior post-pandemic. 

H3. Personal stress can be correlated with an increase in purchasing 

frequency, shopping for wants, hedonic behavior, decreased loyalty, high 

satisfaction and commitment for e-commerce, and continuing with new 

behavior post-pandemic. 

H4. Financial stress can be correlated with a decrease in purchasing 

frequency, shopping for needs with a utilitarian behavior, decreased loyalty, 

high satisfaction and commitment, adopting the new behavior post-

pandemic. 

H5. Cultural stress can be correlated with an increase in purchasing 

frequency, shopping for wants & needs almost equally, following with a 

hedonic behavior, increased loyalty, low levels of satisfaction, and 

commitment, therefore, dropping behavior post-pandemic. 

H6. Online purchasing satisfaction can lead to corresponding levels of 

commitment, and as a result, to adopting the new behavior post-pandemic.  

 

1.5 BRIEF REVIEW OF THE RESEARCH METHODOLOGY 

The first step in this research is the collection of secondary data and 

analyzing it in the literature review. Analyzing secondary data help to 

understand the problem better and build hypotheses based on the studies 

regarding consumer behavior during the pandemic originated in other 
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countries like the US, Denmark, Germany, France, UK, India, China. The 

second step is identifying variables: dependent, independent, moderating, 

extraneous, interviewing – and building a set of hypotheses to determine the 

direction with the most appropriate research design. The third step is the 

research itself: research questions should be clarified, and the research 

should be designed.  

Research design includes two important steps: choosing the method of data 

collection and sampling design. As the study has mostly reporting 

characteristics – summation of data, generating statistics; the analysis will 

attempt to cover casual-explanatory and casual-predictive characteristics 

to understand the relationships between variables and build the forecast for 

the nearest future. As the data collection method, the preference was given 

to a survey to collect the primary data through self-administered 

questionnaires. The questionnaire includes closed and open-ended 

questions, so the data collected is a combination of qualitative and 

quantitative forms. After the analysis of the gathered primary data, deeper 

research via personal interviews was carried out. This step is helpful to get a 

better understanding of relationships between findings, motives, and build 

the forecast for the post-pandemic period. 

Sampling design is a process of selecting some of the elements in the 

population in order to make a conclusion about the entire population. Due to 

the limited resources of the project, the sampling method was chosen on the 

nonprobability representation basis, following snowball methodology – when 

the subsequent participants are referred by the current sample element 

defined by the convenience-based responders.   
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CHAPTER 2: LITERATURE REVIEW 

2.1 INTRODUCTION 

Consumer behavior is a complex discipline that draws upon many other 

disciplines such as marketing, economy, anthropology, psychology, and 

sociology amongst others. Therefore, as a subject, consumer behavior can 

be defined in many ways with different approaches.  

The reasons behind purchasing decisions have concerned marketers since 

the marketing inception. During the 1930s and 1940s, the concept of 

“economic man” was dominating among scholars. According to the existed 

marketing philosophy, the only rational choice behind consumer decision-

making was one that maximized economic well-being. Despite the concept 

being widely accepted for many years, it had two flaws. First, there was no 

difference between the decision itself and the reasons behind that decision, 

and second, the physical and emotional motives were defined as separate 

entities, yet, could not be measured individually (Waguespack, Blaise, 

Hyman, 1993). 

At the beginning of the 1950s, more individual factors affecting consumer 

behavior were brought up, thus such articles tried to explain “individual 

distribution patterns”, highlighting that each consumer is different (Bilkey, 

1951). Starting from that time, more authors began to explore and include 

psychological aspects in their studies concerning non-economic factors 

influencing consumer behavior.  
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In the seventies, consumer behavior was accepted as a distinct discipline, 

thus textbooks began to include chapters about consumer behavior and 

individual books were published (Mittelstaedt, 1990). But the definition itself 

continued to focus primarily on the buying process. The goal of authors at 

that time was to expand the consumer behavior definition from the 

purchasing focus to the total purchase and consumption process. Thus at 

the beginning of the 1980s few new ideas were proposed. For example, Leigh 

and Marting suggested including the concept of collective behavior into 

consumer behavior (Leigh, Marting, 1982), and Belk claimed that consumer 

behavior alongside the established processes of acquisition and 

consumption, should also include possession and collection (Belk, 1982). The 

established 1990 definition of consumer behavior was set by the American 

Marketing Association: “The dynamic interaction of cognition, behavior, and 

environmental events by which human beings conduct the exchange 

aspects of their lives.” (Peter, Olson, 1990). 

A holistic modern view on the concept was presented by Michael R. Solomon, 

an author of the book “Consumer Behavior: Buying, Having, and Being”. A 

marketing professor described consumer behavior as the study of how 

individuals, groups, and organizations select, buy, use, and dispose of goods, 

services, ideas, or experiences to satisfy their needs and wants (Solomon, 

2011). 

The consumer behavior concept was redefined throughout the decades and 

even now the scope of the discipline is indefinite. Nevertheless, most of the 

explanations show the dynamic nature of the concept and underlining three 

key elements: pre-purchase, purchase itself, and post-purchase 
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considerations — with the customer in the center of everything. Each and 

every consumer is unique with their own perceptions and values, buying 

choices & habits, and these choices are tempered by cultural, social, and 

personal factors.  

Not only the definition was changing over time, but the consumer behavior 

itself was also altering as well, adapting to the challenging environment, 

evolving culture, new technologies, standards of living, people’s needs and 

wants. As a result, online consumer behavior stood apart to reflect the 

journey of customers in the online environment. The Internet brought a lot of 

opportunities to the whole world and especially -  to commerce. These 

opportunities could be vital solutions when the classic offline alternatives are 

limited, like during the global Pandemic.  Quite possible that the generally 

accepted consumer behavior will be reshaped due to the challenging times 

that forced customers to alter their behavior. In order to understand the 

affected aspects of consumer behavior, its components and interrelations 

should be identified. 

 

2.2 THE CONCEPT OF CONSUMER BEHAVIOR 

Kotler and Keller suggest the stimulus-response model as a starting point for 

understanding consumer behavior (Fig. 2.1). 
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Figure 2.1 – Model of Consumer Behavior  

Source: Kotler, P., Keller, K., Brady, M., Goodman, M. and Hansen, T., 2015. Marketing 
Management. 15th ed. 

 

A model consists of three consecutive parts: stimuli (1) that trigger the buyer’s 

mental process (2), and a purchase decision (3) as an outcome of that 

process. There are 2 types of stimuli: Marketing and Other. Marketing stimuli 

are the ones that are set and controlled by the marketers, sometimes it is 

referred to as the 4P’s of Marketing: Product, Price, Place, Promotion (Borden, 

1964). Other stimuli are the macro-environment factors: economic, 

technological, political, and cultural. These elements cannot be influenced, 

nevertheless, should be carefully considered.  

The next part is the buyer’s mental process also called “the black box” of the 

stimulus-response model and broadly categorized into buyer psychology, 

buyer characteristics, and the 5 step decision-making process. This stage is 

absolutely unique for every person and marketers are putting decades of 

studies in order to categorize and find a logical explanation of the processes 

happening inside the “black box” of the human mind.  

In most cases, the action starts from a need, during some time, and in certain 

circumstances, the need becomes a motive, and later it reaches a level to 

drive a human to act. One of the best-known theories of human motivation 
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belongs to Abraham Maslow (Maslow, 1954). His human needs hierarchy 

provides an explanation of why people are driven by particular needs at 

particular times. The priority is given to the bottom layers of the pyramid, 

such as physiological and safety needs, and as soon as the vital needs are 

satisfied, higher needs are coming into concern. 

When a person is ready to act – the way is influenced by the person’s 

perception. According to Berelson & Steiner, “perception is the process by 

which we select, organize, and interpret information inputs to create a 

meaningful picture of the world” (Berelson and Steiner, 1974). Two similar 

people can have a totally different reaction to the same situation, and it can 

be explained with the three perceptual processes: selective attention 

(screening out only some stimulus of all that exposed), selective distortion 

(interpretation of stimuli according to the existed preconceptions), and 

selective retention (remembering of the selected information). Perception is 

related to consumer characteristics: cultural, social, and personal.  

Learning and memory are also playing an important part in a purchase 

decision because humans tend to evaluate the present based on past 

experience and learned lessons.  

Buying decision process includes 5 steps: firstly, a person recognizes a need 

for something or a problem, secondly, he or she is starting to search for 

information and evaluate alternatives, later the decision of purchase is 

taken, and the last step is post-purchase evaluation, which is the experience 

that the consumption provides.  

If a person’s overall experience during all steps of the buying process was 

positive and exceeded the set expectation, there is a chance of creating 
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engagement, and an engaged customer is a loyal customer. At the same 

time, a satisfied client is a necessity but not sufficient for creating 

engagement.  

Critical situations push people towards altering their behaviors. COVID-19 

Pandemic is external environmental stimuli that affected to a different extent 

every aspect of modern human life, and every stage of buying decision 

process. Lockdown, limited social contacts, and self-safety priority made a 

percentage of people consider the alternative to traditional shopping, which 

is online purchasing. 

 

2.3 ONLINE CONSUMER BEHAVIOR 

Nowadays, in the era of globalization, geographic boundaries vanish, and 

technologies are changing almost every aspect of daily life. The global 

network allows consumers to communicate and see offerings, as well as it 

simplifies access to goods and services. For the majority of people in 

developed countries online purchasing over the Internet is a routine, and the 

word “e-commerce” or “electronic commerce” defines the vector of the retail 

market.  

Shopify, a multinational e-commerce company, released an article 

concerning the future of e-commerce and insights on the evolution of an 

industry (Winkler, 2020). Most of the traditional retail businesses are 

expanding their activities into the digital world. By providing customers the 

e-commerce services a lot of businesses mention the blurring of the line 

between physical and digital commerce. Despite that the growth rate of 
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these 2 segments is different: total retail sales change was only 4.3% from 

2018 to 2019 year, at the same time, e-commerce topped $3.5 trillion USD, 

which is an 18% increase for the same years. And Internet trade is expected 

to nearly double by 2023 to more than $6.5 billion. Nevertheless, electronic 

commerce’s share of total global retail was 14.1% in 2019, which is a relatively 

small part (Global retail e-commerce market size 2014-2023 | Statista, 2020).  

Clearly, businesses follow consumers as they are essential to their existence, 

and the online sphere is not an exception. Marketers needed to adapt to the 

new environment and define the differences between online and offline 

shopping. Thus, the traditional consumer behavior model, as well known as 

the Engel-Kollat-Blackwell model (Engel, Blackwell and Kollat, 1978), was 

modified to the model of online consumer behavior and decision making 

(Darley et al. 2010). The model highlights new atmospheric or environmental 

aspects, such as website quality, website satisfaction, and website 

experience. The virtual marketplace granted users a lot of possibilities and 

new threats at the same time. While the origin of the Internet has given new 

routes to consumers regarding collecting information, comparing products, 

prices, and characteristics, it also entailed privacy and security concerns. 

Thus, consumers are more influenced by brand names and prices during 

online shopping than offline (Degeratu, Rangaswamy, and Wu, 2000). A 

sample of 199 American students was used in the study about preference for 

online and offline shopping (Levin et al., 2005). The results showed a variation 

across products, consumers, and stages of the required shopping attributes. 

When large product selection and shopping quickly were a priority, a 

preference was given to online shopping. When a personal service or/and 

ability to physically experience product (touch, smell, try on, etc.), offline 
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shopping was preferred. The later study via a survey of 639 Internet users 

aimed to connect consumers’ perceptions on risk and usefulness of online 

channels to their behavior intention (Falk, Hammerschmidt, and Schepers, 

2008). The results show that the higher value of offline shopping reduces the 

perceived usefulness and increases the perceived risk of online shopping. 

This correlation was significantly stronger for men, older people, and less-

experienced Internet users. That study shows that consumers with different 

demographic characteristics have different behavioral intentions.  

2.3.1 Demographic characteristics and online consumer behavior 

Demographic characteristics are commonly used as variables in statistic 

studies to get information on the given population. The most popular 

characteristics used for the research are age, gender, race, geographic 

area, marital status, educational level, and income level. In the current study 

age, gender, and marital status are taken under closer consideration to 

investigate the correlation with online purchasing behavior. The cultural 

aspect is discussed separately in the following subchapter.  

Attitude is a behavior based on the perception of an object according to 

past experience and gained knowledge (Hasan, 2010). Hasan divided the 

attitude into cognitive, affective, and behavioral aspects. Males scored 

higher in cognitive attitudes, which means that the perception of online 

purchasing as a “wise, useful and effective way to buy products” is closer for 

males than for females. Therefore, females’ lower cognitive attitudes indicate 

the association of online shopping with feeling happy, and excited. Females 

also scored lower in behavioral attitudes, which attributes to the intention of 

continuing to purchase online in the future. Website design, which was 
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highlighted as a new factor of environment, is perceived differently by 

genders (Cyr & Bonanni, 2005). Males are less demanding to the website 

design, and more focused on the content and satisfying needs than the 

visual aspect.  

The motivation of online shopping is divided into two categories which are 

utilitarian and hedonic motivations (Huang & Yang, 2010). Utilitarian motives 

refer to the usefulness of behavior, a purchase decision is taken rationally 

(Van der Heijden, 2004). Consumers with dominant utilitarian motivation 

perceive online purchasing as a time-saving, money-saving activity, they 

value the detailed information about the products, wide choice, and 

comparison availability. Whereas, hedonic motives are more irrational and 

describe the entertainment and enjoyment experienced from engaging in a 

purchase (Hirschman, Holbrook, 1982). Seock and Bailey in their study found 

that women tend to have hedonic motivation, while men act more under 

utilitarian motivation (Seock & Bailey, 2008).   

The research conducted at the Rochester Institute of technology aimed to 

examine how age and attitude together predicted searching and 

purchasing products online (Sorce et al., 2005). The result of the study 

showed that older shoppers purchased as many products as younger 

shoppers, despite the fact that they had significantly less searching time and 

searching requests than the younger participants. This might indicate that 

older people have a less positive attitude towards online marketplaces. A 

recent study concluded that Millennials are the generation of high 

technological adaptation, and they demonstrated a high level of e-

commerce and social media experience (Zollo et al., 2020). 
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Marital status is an important demographic characteristic but there is no 

conventional opinion if it influences online purchasing behavior. The study 

conducted in North-West India found a significant relationship between 

marital status and online purchasing intention (Sethi et al., 2017). Single 

people tend to have stronger online purchasing intentions as compared to 

married people, and families. The research team came up with two possible 

explanations for this difference. One of the possible reasons is the number of 

opinions taken into purchasing consideration. The alternative reason is that 

married people combine shopping and recreational activity. 

2.3.2 Online consumer behavior in Cyprus 

In the context of consumer behavior, culture is described as the sum total of 

taught beliefs, values, and traditions that help to understand and influence 

the consumer behavior of a chosen society (Solomon, 2017). The cultural 

dimension theory was used extensively by international marketers to 

estimate the success of the entrance in new markets through physical shops 

and to develop innovative communication strategies (Litvin, 2019). At the 

same time, online consumer behavior was primarily studied in western 

markets, excluding the cultural characteristics from the field of attention 

(Rehman et al., 2020).  

The most known and widely accepted framework to describe cultural 

differences belongs to Geert Hofstede. Hofstede identified five dimensions of 

culture: power distance refers to social inequality; individualism-collectivism 

shows the relationships between an individual and their social group; 

masculinity-femininity refers to opposite traits, masculinity emphasizes 

ambitions, wealth, and differentiated gender roles, femininity is about caring, 
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empathy, awareness, and equality; uncertainty avoidance is the extent to 

which society relies on social norms dealing with uncertain situations; long-

term orientation represents the extent to which the society put effort on 

future rather than the present; indulgence-restraint refers to the level of self-

gratification, which is acceptable by society for an individual (Hofstede, 2011). 

A recently published study highlighted a difference in online purchasing 

behavior due to the different cultural values of European and Asian 

consumers (Pratesi et al., 2021). The researchers were testing such variables 

as website usability, trust, perceived risk, intention to use, to find correlations 

with five cultural dimensions discussed before.  European high masculinity 

index was correlated with a perception of higher user-friendliness of an e-

commerce platform. At the same time, a high degree of individualism found 

in most European societies greatly influences the trust and intention to use 

relationships. The high scores of uncertainty avoidance and the power 

distance in Asian countries were correlated with perceived risk, which means 

that consumers believe that they can face unethical behavior on the part of 

a salesman (Grazzini et al., 2020). 

In the China-based research of 2004, two main factors, that affect Internet 

shopping rates were identified – individualism/collectivism and uncertainty 

avoidance (Lim, Leung, Sia, 2004). The findings were clear: for countries with 

high individualist cultures and low levels of uncertainty avoidance, the rate of 

adoption to Internet commerce was much higher than for collectivist cultures 

with a higher level of uncertainty avoidance. 
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The Republic of Cyprus is the third largest Mediterranean Island. Politically 

Cyprus is a part of the European Union, nevertheless, geographically the 

island belongs to Western Asia (Middle East) (Cyprus Maps & Facts, 2021). The 

strategic position between the Middle East and Eastern Europe lead to a 

history full of repeated conquests over thousand years by different nations 

and empires. This history created a sense of defensive nationalism, at the 

same time, Cypriots share strong values for hospitality, respect for their 

traditions and culture. Due to the island’s geographical location and history, 

the Cyprus culture cannot be counted among typical European or Asian 

cultures. Cypriots who live in the Republic of Cyprus are also called Greek 

Cypriots due to the shared cultural aspects, values, language, religion, and 

the combination of history with mainlander Greeks (Cypriot Culture - Core 

Concepts, 2021).  

There is a possibility to see the scores for the five cultural dimensions for 

different countries on the Hofstede Insights website (Compare countries - 

Hofstede Insights, 2021). Unfortunately, there is no information on Cyprus, 

thus, Greece is taken as the closest country by cultural values (Table 2.1).  

Cultural dimension Value 

Power Distance 60 

Individualism - Collectivism 35 

Masculinity - Femininity 57 

Uncertainty Avoidance 100 

Long-term Orientation 45 

Indulgence - Restraint 50 

Table 2.1 – Hofstede cultural dimensions’ value for Greece 
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Table 2.1 presents the cultural scores in all six dimensions for Greece, and 

there are differences with Cyprus culture, nevertheless, the researcher's 

estimation is that the core aspects are similar for both countries. Thus there is 

a high level of uncertainty avoidance, a tendency to collectivism over 

individualism, a slightly high than average score for power distance, and 

intermediate levels for other dimensions. 

Two study projects with a 6-year difference were conducted in Cyprus to 

explore the cultural aspect of e-commerce and how it changed over the 

years (Stylianou, Savva, 2012). Cyprus was identified as a culture with a high 

level of uncertainty avoidance and collectivism nature, thus, people prefer 

local shops with known brands that they can trust based on the experience, 

and the high collectivism level indicates that high importance is given to the 

friends’ recommendations, and people are valuing human interaction. 

Shopping was a way to have a conversation and exchange experiences. 

Peter and Olson even defined consumer behavior through the thoughts and 

feelings people experience and the actions they perform in consumption 

processes (Peter, Olson, 2005). The level of e-commerce adaptation was 

quite low in the country because online shopping cannot provide this type of 

connection. In 2020, when the world experienced the COVID-19 Pandemic 

and the subsequent changes in the daily routine, Cypriots might adopt 

online purchasing and continue to the new behavior post-pandemic, in case 

of the positive experience. 

 

2.4 ELECTRONIC COMMERCE & ONLINE CONSUMER 

BEHAVIOR 
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Coronavirus disease 2019 was first detected in Wuhan (China) in late 

December 2019, and in March 2020, the World Health Organization declared 

the COVID-19 outbreak a global pandemic (Ashour et al., 2020). 

To reduce the spread of the virus many countries had to implement long-

term full or partial lockdown measures. These restrictions ranged from large 

events cancellation to the temporary shutdown of the economy. Life with 

social distancing and isolation brought a lot of challenges to daily life. In 

countries that experienced lockdown, most ‘non-essential’ retail shops and 

service providers had to suspend their operations. Consumers faced 

economic uncertainty, rising unemployment, and social isolation (Chohan, 

2020). 

The challenging time of the COVID-19 pandemic brings a lot of stress and 

uncertainty to daily life. Stress can be identified as a “psychological reaction 

to the demands of an event that challenges a person’s ability to cope” 

(Lazarus, 1966). Stress is an important factor that affects consumer 

psychology and can influent consumer decision-making. Thus, that might be 

beneficial for the study to find patterns between types of stress and the 

adaptation of online consumer behavior. Martha Hawkinson claimed that the 

pandemic stress has a cumulative nature and includes the following 

elements: personal, financial, familial (concerns about the wellbeing of close 

people), cultural, and cumulative stress (all of the above plus media 

consumption experiences) (Hawkinson, 2021). Past studies have found that 

consumers may become passive in stressful situations, and that passive 

response leads to a decrease in purchasing (Landau et al., 2011). However, 

there are studies that came to an opposite conclusion, that stress can lead 
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to an active response and increasing impulsive spending behaviors 

(Duhachek, 2005). A recent study conducted during the COVID-19 pandemic 

in the United Kingdom and the Republic of Ireland concluded that depressive 

states predict the over-purchasing of needs such as food, water, pharmacy 

products, etc. (Bentall et al., 2021). Extensive research was conducted by 

Adolfo Di Crosta and colleagues regarding the effect of psychological 

factors on consumer behavior during the COVID-19 pandemic. The results 

were obtained through an online survey with 3833 participants in Italy. The 

researchers concluded that consumer behavior towards necessities was 

predicted by anxiety and COVID-19 related fear, whereas consumer 

behavior toward non-necessities was predicted by depression (Di Crosta et 

al., 2021). 

Because of the movement limitations, people all over the world were forced 

to adopt the new technologies and behaviors, one of those is online 

shopping.  Referring to the survey of 1000 U.S. adults in mid-March 42% of 

consumers started shopping more online (Sterling, 2020). People are 

prioritizing the first need goods, which are at the bottom of Maslow’s 

hierarchy, like medical essentials, products for children, household goods, 

food & beverages (Fig. 2.2). 
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Figure 2.2 – Ecommerce Consumer Sales (COVID-19) 

Source: Coronavirus Ecommerce Trends, Data & Strategies: Online Shopping in the Age of 
COVID-19 [Updated], 2021 

 

Deloitte, one of the Big Four accounting firms, and the largest professional 

services network, conducted research about the effect of COVID-19 on 

online shopping in Denmark (Nyrop et al., 2020). Deloitte expects that shift 

towards online channels will stick post-pandemic. According to the study, 

segments of e-commerce that were affected mostly are entertainment, 

food, and beverages delivered. The increased level of hygiene, social 

distancing, and self-protection will stay with people and encourage online 

shopping even after the relief in the government-enforced measures. As 

more companies are entering digital commerce and provide their products 

and services online, the competition grows, and it is pushing brands to 

compete by providing better service, a more personalized approach and 

loyalty programs, and expansion of the product range.  
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Susan Meyer assembled different studies in the article “Understanding the 

COVID-19 effect on online shopping behavior” (Meyer, 2020). This study can 

be used for a comparison of results on a shift in online shopping behavior in 

Cyprus with the one in the United States and the United Kingdom. According 

to the finding of the survey, Gen Z and Millennials concerned about the 

pandemic effect on the economy more than older generations. This concern 

leads them to cut back on spending, stock up on items, and spend less on 

entertainment. At the same time, the older generation: Gen X and Boomers 

are less concerned and thus their impact on shopping habits was not that 

significant, 24% of Boomers, compared to nearly half of Millennials (Carufel, 

2020). Also, there is a difference in male and femaleshopping behavior during 

the Pandemic (Petro, 2020). The percentage of women concerned about the 

coronavirus, in general, is 71% compared to 60% for men. But the percentage 

of men who changed how and where they shop is slightly higher than women 

responds – 38% to 33%. As well more men are shopping online – 24% versus 

18% of women. 

A survey on market dynamics during COVID-19 was conducted in India with a 

sample of over 11000 households, 19 cities, and 15 states across the country. 

Consumers conveyed high concern that economic recovery (45% of 

responders) bothers them more than health concerns (31%) (Mehta et al., 

2020). The survey also reports the reduced spending offline and online, 

planned purchases are being delayed and the interest of consumers shifted 

towards saving through investments, health, and hygiene products. 

One of the biggest online survey services, Survey Monkey, conducted a study 

that examined the aspects of internet commerce during COVID-19 across 
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Germany, France, the United States, and the United Kingdom (The 

Pandemic’s Impact on the State of Online Shopping Worldwide, 2021). 

All countries showed an increased level of engagement with e-commerce 

since the coronavirus outbreak began (54% of English, 48% of Americans, 45% 

of the French, and 38% of Germans), and about a quarter of people are 

planning to do more shopping online in the future (25% of English, 28% of 

Americans, and 29% of Germans), in France over one-third – 40%. 

The most important insight from the study is that a direct way to increase 

customer loyalty is to make sure they had a positive experience interacting 

with the website or application. Considering online purchasing as a service, 

the answer, if it is going to emerge to the customer behavior post-pandemic, 

depends on the delivered value, or post purchased evaluation, as the last 

step of a buyer decision process. 

Research on online shopping motives during the COVID-19 Pandemic was 

conducted in Germany and reflects the shutdown in April 2020. The survey 

targeted generation Y (born 1981-1996) and Z (born 1997-2012) and aimed to 

investigate shopping motivations that drive online purchase behavior during 

the COVID-19 Pandemic (Koch et al., 2020). The authors analyzed how 

hedonic and utilitarian motives apply under the existed circumstances, 

additionally, the effect of the relationship of micro and macro normative 

influences. The findings of the research were the following: despite both 

motivations playing a huge role in the purchase decision, utilitarian motives 

are more likely to encourage the search of information but the final decision 

is taken based on the hedonic motives. Macro normative influences are 

playing a more important role than the influence of the family and friends. 
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Furthermore, young adults were found to perceive online shopping as a 

leisure activity, which emphasizes the importance of enjoyment and 

entertainment as determinants of purchase intention. Admittedly, generation 

Z and females show higher levels of hedonic motivation for online purchasing 

during the COVID-19 pandemic. Research of Yasir Arafat and his colleagues 

proved a significant correlation between increased spending on non-

necessities and hedonic behavior, other contributed factors were 

psychological, such as boredom, restoring a sense of self, compensation for 

the negative experienced states due to the health crisis (Arafat et al., 2020). 

 

2.5 CONCLUSION 

The COVID-19 outbreak is far more than only a health crisis since it had a 

significant impact on society and the economy. Admittedly, more than any 

other disruption in this generation, the COVID-19 pandemic dramatically 

changed the way we work, communicate and shop (Despin, 2020).  

The literature exploring online consumer behavior as a separate concept is 

still in its early stages of development. The core difference from traditional 

shopping is a new environment, e-commerce websites have characteristics, 

such as design, usability, web experience, that significantly impact the 

decision-making process (Darley et al. 2010). The virtual environment 

provided consumers with availabilities to easily search for alternatives, better 

prices, compare and communicate. At the same time, Internet shopping 

raises privacy and security concerns (Degeratu et al, 2000). 

Different people perceive the value of online purchasing differently, the most 

commonly used controlled variables in online consumer behavior studies are 
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demographic variables. Thereby, males and females have different online 

purchasing motivations, hedonic and utilitarian accordingly (Seock & Bailey, 

2008). A recent study concluded that Millennials have a higher level of 

technological adaptation, which results in a high level of e-commerce and 

social media experience (Zollo et al., 2020).  

Besides demographic characteristics, there are social and cultural aspects 

that should be examined in the current research due to chosen geographical 

limitation of the sample - The Republic of Cyprus. Cyprus was identified as a 

culture with high uncertainty avoidance strong collectivism. The reflection on 

online purchasing was the following: people prefer local shops that they can 

trust, they value friends’ and family’s recommendations, and live human 

interaction. Thus the e-commerce adoption level in Cyprus was estimated as 

low (Stylianou, Savva, 2012). Traditional (offline) shopping satisfaction 

reduces the perceived usefulness of online purchasing and increases the 

perceived risks of it (Falk, et al., 2007). Therefore, if low interest in e-

commerce in Cyprus was caused by the high satisfaction in online channels, 

the pandemic lockdown, can push Cypriots to engage with online shopping 

and possibly, change the perception towards it. 

Only a few studies were considering psychological factors and their influence 

on consumer behavior during the COVID-19 pandemic. One of them was 

presented by Adolfo Di Crosta and his colleagues in 2021. They were 

examining the correlation between psychological factors such as anxiety, 

depression, stress, fear, self-justification, perceived economic stability, and 

purchasing of products divided into necessities and non-necessities (Di 

Crosta et al., 2021). They came to a positive conclusion that there is a strong 
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correlation between the exact psychological condition and purchasing type 

of products during the COVID-19 Pandemic. An alternative classification of 

psychological factors an individual can experience during a pandemic was 

suggested by Martha Hawkinson. She proposed to divide the pandemic 

stress into subtypes: personal, financial, familial (concerns about the 

wellbeing of close people), cultural, and cumulative stress (all of the above 

plus media consumption experiences) (Hawkinson, 2021).  

As reflected by the analysis of literature sources, the COVID-19 outbreak has 

greatly influenced all aspects of online consumer behavior and the decision-

making process. Nevertheless, as the topic is recent and thorough research 

requires a certain time, the body of literature is growing every day. 

The next step of the current paper is a research design with identification of 

the research questions and building the hypotheses, which later translated 

into the survey. In order to provide a holistic approach to the study, the 

researcher aims to address all three individual characteristics: demographic, 

cultural, and psychological. The most suitable framework to access the 

psychological influence of the pandemic is Hawkinson’s stress type. The 

characteristics of consumer behavior such as purchasing satisfaction, types 

of purchased products, and motives should be addressed in the research 

design. Research should cover the alteration of consumer behavior during 

the pandemic and show the intention of future engagement with online 

purchasing.  
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CHAPTER 3: RESEARCH METHODOLOGY 

3.1 INTRODUCTION 

Research is defined by John W. Best as “... more formal, systematic, intensive 

process of carrying on the scientific methods of analysis. It involves a more 

systematic structure of investigation, usually resulting in some sort of formal 

record of procedures and a report of results or conclusions.” (Best and Kahn, 

1998). At the same time, some scholars see research as an art of scientific 

investigation. Thus, the official definition in the Encyclopedia of Social 

Sciences states that “Research is the manipulation of things, concepts or 

symbols for the purpose of generalizing to extend, correct or verify 

knowledge, whether that knowledge aids in the construction of theory or in 

the practice or art.” (Sills, 1972). Nevertheless, research is an academic 

activity, and the term is supposed to be used in a technical sense. C. R. 

Kothari in his book “Research Methodology: Methods and Techniques” 

provides a comprehensive definition, which was taken as a basic 

understanding of a ‘research’ term in the current study. The author highlights 

the systematic nature of the concepts and determines the essential parts of 

the research in sequential order: defining the problem, developing a 

hypothesis, collecting data, analyzing the facts, and reaching certain 

conclusions either in a form of a solution of the initial problem or in certain 

generalization for some theoretical formulation (Kothari, 2014). 

Good research always should have a practical appliance for a researcher 

undertaking it or for the industry it belongs to. Furthermore, information and 

data-based decisions can be taken. This research’s findings can be used by 
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Cyprus’s marketers to build or adapt the marketing strategy, create a strong 

online presence, provide better services, and sell products.   

In order to provide sufficient results and fulfill the investigation’s purpose, 

research should follow the standards of the scientific method. Firstly, the 

purpose and the problem behind it should be clear and adequate. Secondly, 

a research process should be detailed and thoughtfully planned, with 

limitations considered and stated in the conclusion. And lastly, the final part 

of analyzing results and presentation in appropriate formats – coherent 

conclusions derived from data and infographic materials where required 

(Cooper and Schindler, 2014). 

 

3.2 TYPES OF RESEARCH 

Depending on the perspective, different types of research are determined. C. 

R. Kothari highlights 5 basic sorts of research (Kothari, 2014): 

1.  Descriptive vs. Analytical. In descriptive research, a researcher does not 

have control over variables and the goal is to collect facts on what has 

happened, usually, a survey is used to reach that goal, including 

comparative and correlational data analysis methods. Analytical research 

goes a step further and aims to provide a critical evaluation of the gathered 

information. 

2. Applied vs. Fundamental. Applied research serves practical occurred 

problems in any industry or society, fundamental research, at the same time, 

has more general outcomes with the formulation of a theory. Fundamental 

research is sometimes called ‘pure’ or ‘basic’ and is referred to as “gathering 
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knowledge for knowledge” (Young and Schmid, 1966). While applied research 

has only one problem and aims to provide a specific solution, basic research 

provides information that can be useful in different cases. Consequently, 

studies concerning human behavior with an intention for generalization are 

also considered to be called fundamental research. 

3. Quantitative vs. Qualitative. Quantitative type of research can be used 

when the phenomena can be expressed in terms of quantity. Qualitative 

research, on the contrary, has a qualitative phenomenon as a matter of 

concern. An example of qualitative research can be an attitude or opinion 

study when the goal is to find out how people feel or what are their thoughts 

about a particular subject of examination. 

4. Conceptual vs. Empirical. Conceptual research is related to abstract ideas 

or theory, a good example of this type of research can be a philosophic 

study. Whereas empirical research is based on empirical data – experience 

or observations – and leads to conclusions that can be verified in practice. 

All other research types are formulated as variations of established 

approaches. Frequently, it comes from the unique research requirements. 

Thus, depending on the time needed to accomplish research there can be 

one-time or longitude research. The type of research can be adjusted to the 

environment: field-setting, laboratory, or simulation research. There is also 

historical research that utilizes historical sources to study events, philosophy 

of the past. Usually, the purpose of research provides the starting point for 

choosing an appropriate type of research that should be carried out. A 

researcher is always free to combine different types or/and include any 

additional methods in order to reach the research objective (s). 
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At the same time, researches can differ by the degree of research question 

crystallization (Cooper and Schindler, 2014). The essential distinction 

between these types is the level of structure and the overall study’s 

objective. While exploratory studies present relatively loose structure and the 

main objective of this type of study is to discover future research tasks, so 

the outcome can be a set of hypotheses to be tested in further research. This 

‘further research' is called a formal study that begins with developed 

hypotheses or research questions. It tends to forward formal structure, 

involves precise procedures, and data source specification. The outcome is 

the conclusion on hypotheses or answers to the research questions. These 2 

types of study can be undertaken in a subsequent order within one research. 

 

3.3 RESEARCH DESIGN 

Research design is an essential part of any scientific or business research, it 

provides the framework for planning the activities to fulfill research 

objectives and answering investigative questions (Cooper and Schindler, 

2014).  

All types of research were briefly covered in the previous chapter. This part 

includes the chosen configurations of research types for the current paper. 

Thus, the whole research consists of two parts according to the study 

differentiation by the degree of research crystallization: the first part – 

exploratory study, the second part – formal study.  

3.3.1 Exploratory study 
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The exploratory study is aimed to expand the existing knowledge of the 

researcher and come from a broader problem definition to the more 

thoughtful research questions. Therefore, the exploratory study in the 

presented research started with the generally defined research objectives 

and the aim was a set of hypotheses for further research.  

Exploratory research has been classified into two main methods: primary and 

secondary methods (Formplus Blog, 2021). As the goal is to collect existing 

information on the online consumer behavior alteration during COVID-19, a 

secondary research method was chosen over the primary. The secondary 

research method uses existing available sources of information on the topic 

– secondary data. Secondary data refers to already collected by someone 

else, this saves time and provides the scope of future research. At the same 

time, the primary research method operates with the primary data, which is 

collected directly from the subject (s) of the investigation. The data can be 

collected via observations or surveys. 

In the current research, a secondary research method findings are labeled as 

‘Literature review’, and located in the previous chapter. A rigorous secondary 

sources review allows to expand the existing knowledge and gain useful 

insights on the research questions, also protect the researcher from 

“reinventing the wheel” and utilize the results of similar studies in personal 

research. Nevertheless, the data sources should be carefully selected as an 

overload of information makes the search for relevant and credible data 

more complicated. COVID-19 Pandemic and the lockdown significantly 

limited the availability of literature sources of information. However, online 

access to digital books and articles, newspapers and reports, as well as 
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Internet sources, provided sufficient information on the topic of study. As a 

result, the literature review analysis provided the necessary information for 

clarification of research objectives. 

Furthermore, based on the presented objectives a set of hypotheses should 

be developed for testing on the second step – formal study. 

A hypothesis is an assumption made by a researcher about the relationship 

between different types of variables. The role of hypotheses cannot be 

underestimated: they help to guide the study, identify relevant facts, and 

provide the framework for resulting conclusion organization.  

Good hypotheses should fulfill several requirements: firstly, they should be 

logical and rational, usually made in an "if-then" format, and should have a 

clear description of the relationships between variables. The Independent 

variable (IV) also referred to as stimulus or predictor, is the one that affects 

the dependent variable (DV). A researcher makes an assumption about the 

relationship between these 2 types of variables. A variable that is believed to 

have a significant effect on IV-DV relationships is called moderating value 

(MV), which has a nature of an independent variable. Researchers also 

defined an intervening variable (IVV) that is supposed to be a conceptual 

mechanism through which the IV and MV might affect DV. Other variables are 

named extraneous variables (EVs), which include control variables (CVs) and 

confounding variables (CFVs). These variables are usually considered 

irrelevant for investigation but might be included in order to eliminate bias 

judgments (Cooper and Schindler, 2014). 

To ensure that hypotheses cover all research objectives, the variables will be 

selected based on each 1-5 research objective: 
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1. Investigate the level of engagement with online purchases during the 

pandemic. 

As the COVID-19 hit, the resulting lockdown and the pandemic stress can be 

called a stimulus – IV. On a superficial level, customer engagement is an 

interaction between a customer and a product/service provider through 

various online or offline channels. Thus, a level of engagement can be 

measured with quantitative data like visit duration, frequency of visits, sales, 

reviews, comments, etc. (Dessart, Veloutsou, and Morgan-Thomas, 2015). The 

researcher chose “purchasing frequency” as one of the engagement 

measures (DV), as it can be easily accessed in the questionnaire.  

Another way of measuring consumer engagement was proposed to the 

science community by Shiri D. Vivek. Dr. Vivek stated that the type of value 

has an effect on the emotional connection with a brand, and 5 levels were 

highlighted (Vivek, 2009). Consumers with a connection with the company 

effortlessly “maintain positive, frequent, timely and accurate communication 

with the business”. Goodwill towards the company means that customers 

believe that the business is communicating honestly and transparent, and 

cares about them. Word of mouth refers to person-to-person 

communication when a person referring to the brand does not have any 

commercial interest. Affective commitment is a “desire-based attachment”, 

which means that consumer does not need excessive marketing stimuli to be 

loyal to the brand and engage with its activities (Bansal, Irving, and Taylor, 

2004). Intent to do business with a brand is the strongest engagement 

because a client is willing to be a promoter, marketer, and supporter of the 
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brand. The levels represent the commitment of the consumer to the brand, or 

online purchasing in the case of the study, and are used as DV.  

2. Identify the changes in online consumer behavior in Cyprus during the 

Pandemic. 

Based on the literature review two parameters were highlighted to present 

the alteration in online consumer behavior: purchasing of needs and wants, 

purchasing motive, and brand loyalty. Brand loyalty in the context of this 

study means how likely an individual will switch from known brands to 

exploring and purchasing other unknown brands. “Purchasing motive” is a 

way to indicate hedonic and utilitarian motives behind a purchasing decision 

(Koch, Frommeyer, and Schewe, 2020). “Need” in marketing is a consumer 

desire for a product or service, whether functional or emotional. Functional 

desires based on basic physical needs critical to individual survival, such as 

food, drink, shelter, and sleep – are the first levels of Maslow’s Hierarchy. 

Emotional desires are critical to one’s mental health and happiness, such as 

belonging, security, esteem, love, and self-fulfillment – higher levels of 

Maslow’s Hierarchy. At the same time, “want” reflects the desired 

preferences or specific ways of satisfying a need (Tringali, 2020). For 

example, when a person is thirsty, a “need” is to choose water but a can of 

Coke is a “want”. Thus “Loyalty”, “Purchasing motive”, and “Type of products 

(needs & wants)” were labeled as DV. 

3. Identify the reasons that consumer behavior for online purchases has 

changed. 

Reasons behind the purchasing behavior alterations can be found only in 

“the black box” of the human mind because every human being is unique 
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and have a different perception and reaction to the same stimulus. The 

closest alternative, described in the previous chapter, was an experienced 

stress concept proposed by Martha Hawkinson (Hawkinson, 2021). Therefore, 

stress experienced during COVID-19 Pandemic was divided into 4 types: 

Health stress – fear of getting infected with the virus, avoidance of crowded 

spaces. 

Personal stress – social isolation, struggles with working from home, feeling 

alone, seeing family and friends less. 

Financial stress – losing a job or having a payment reduction, financial 

difficulties, upcoming economic crisis.  

Cultural stress – concern over changes occurring in the local community, the 

opening of favorite cafes, restaurants, bars, gyms, and other small 

businesses, tourism recovery, country’s financial recovery.  

All types of stress were used as IV variables. 

To include all of the scenarios, an option of no stress should be also included 

in the research, as an IV, admittedly, there was an estimation made that IVV 

in this IV-DV relation can be “Unavailability of traditional shopping”. 

4. Determine the product categories that have been primarily affected by 

the COVID-19 Pandemic. 

The researcher’s assumption is that depending on the major experienced 

stress a different type of goods and/or services were purchased. Particularly, 

already mentioned variable “Purchasing of needs and wants” will be labeled 

as DV. Beyond that, the formal research should include distinctive product 

categories. Product categories should be similar to the ones globally used in 
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similar research papers in this field in order to compare Cyprus’s results with 

other parts of the world. 

5. Find out whether consumers who shifted towards online purchases are 

willing to continue to behave in this manner post-pandemic. 

Researchers can use Innovation Diffusion Theory (IDT) to study the adoption 

of online purchasing behavior. IDT includes the following components: the 

perceived advantage in the new behavior, the level of satisfaction, the level 

of difficulty, trialability, and the level of publicity in online purchasing (Cao & 

Mokhtarian, 2007). Continuing the new behavior mostly depends on the 

difference between delivered and perceived value. Consequently, if a 

perceived positive experience exceeds expectations and the last step in the 

buying decision process – “Post-purchase behavior” is satisfying. The 

parameters that can show the person’s positive experience with website or 

app interaction were studied in the survey undertaken by Survey Monkey 

(The Pandemic’s Impact on the State of Online Shopping Worldwide, 2021). 

Therefore, “Satisfaction” can be named IV, following “Commitment” – IVV, 

and “Post-pandemic behavior” – an outcome, so DV. The parameters like 

“Advantages of online purchasing” and “Causes of negative experience” are 

collected to discuss the research results in relation to IDT. 

Based on the theoretical information on hypotheses development and 

established research objectives next variables and relationships were 

identified: 
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Figure 3.1 – A complete set of variables 

 

H1. Pandemic stress can be correlated with an increase in purchasing 

frequency, mostly purchasing of needs, primarily hedonic purchasing 

motivation, decreased loyalty, high satisfaction and commitment, and 

adopting behavior post-pandemic. 

H2. Health stress can be correlated with an increase in purchasing frequency, 

mostly shopping for needs with utilitarian motive, increased loyalty, low 

online purchasing satisfaction, and commitment, most likely, dropping 

behavior post-pandemic. 
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H3. Personal stress can be correlated with an increase in purchasing 

frequency, shopping for wants, hedonic behavior, decreased loyalty, high 

satisfaction and commitment for e-commerce, and continuing with new 

behavior post-pandemic. 

H4. Financial stress can be correlated with a decrease in purchasing 

frequency, shopping for needs with a utilitarian behavior, decreased loyalty, 

high satisfaction and commitment, adopting the new behavior post-

pandemic. 

H5. Cultural stress can be correlated with an increase in purchasing 

frequency, shopping for wants & needs almost equally, following with a 

hedonic behavior, increased loyalty, low levels of satisfaction, and 

commitment, therefore, dropping behavior post-pandemic. 

H6. Online purchasing satisfaction can lead to corresponding levels of 

commitment, and as a result, to adopting the new behavior post-pandemic.  

Demographic characteristics such as age, marital status, gender, financial 

shortage, and years spent in Cyprus, act as CV, and association with other 

variables should be investigated. 

Figure 3.2 presents the set of hypotheses in a graphic format. Acronym 

notations were established before in figure 3.1. 
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Figure 3.2 – Hypotheses in the graphic format. 

 

3.3.2 Formal study 

A formal study takes place as soon as an exploratory study produces a result 

that serves as a starting point. Thus, starting with the research objectives 

and developed hypotheses, proper methods should be chosen to undertake 

research in a proper way that meets all requirements and limitations. 

Referring to the presented above types of research (Kothari, 2014) the formal 

study will include two parts: descriptive and analytical research. While 

descriptive studies may be characterized as the attempt to determine, 
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describe or identify the phenomenon, analytical research seeks to establish 

why it is that way (Ethridge, 2004).  

3.3.2.1 Descriptive research 

Descriptive research allows to take a data-based view on the studying 

phenomenon, in other words, it is a quantitative research method that 

attempts to collect quantifiable information for statistical analysis of the 

population sample (QuestionPro, 2021).  There are three commonly known 

methods to conduct this type of research: observational, case study method, 

and survey research. As the goal of the current study is to investigate the 

alteration of consumer behavior in Cyprus, the most suitable method is 

conducting a survey via an online questionnaire. The survey will allow the 

data collection to test the established hypotheses while maintaining a safe 

distance to avoid bias results and obeying COVID-19 regulations. 

The next step is data analysis, which can be done by using descriptive and 

inferential statistics. Descriptive statistics allows to analysis and present of 

data in a meaningful way, such as patterns and distributions with 

appropriate infographic visuals like tables, graphs, charts, etc. But it does 

not allow a researcher to make any judgments beyond the raw data, 

consequently, it is impossible to reach a conclusion regarding the research 

hypotheses. Inferential statistics allow using samples to make generalizations 

about the whole target population, such as all Cyprus residents (Laerd 

Statistics, 2021). One of the methods of inferential statistics is testing 

statistical hypotheses through correlational analysis, especially the most 

popular – Pearson correlation. To make a conclusion on hypotheses with the 
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Pearson correlation and IBM Statistical Package for Social Science (IBM 

SPSS) can be used. 

3.3.2.2 Analytical research 

Unlike descriptive research that operates with quantitative data and 

describes and explains the facts, analytical research operates with 

qualitative data and aims to provide a deeper understanding and the 

motives behind the facts.  

Analytical research in this study has two main goals. The first one is to better 

interpret the findings of descriptive research. The second is to gain valuable 

insights on the questions that might be lacking in the survey but can be a 

good base for future research in a similar field.  

The interview is the primary data collection technique in analytical research. 

A type of interview, and its characteristics, will derive from the questionnaire 

design, as it is a voluntary choice of the responder, and will be based on the 

unique case. 

 

3.4 DATA COLLECTION 

The research design highlighted two types of data sources: primary and 

secondary. Secondary data was used in the literature review and its 

importance cannot be overrated, especially for the exploratory study. While 

this type of data is easily acceptable, provides a valuable starting point and 

meaningful insights, it has a set of disadvantages. For instance, secondary 

data can be unreliable, irrelevant, or include the author’s bias. And finally, the 

data can be outdated, as the study topic is COVID-19 Pandemic, the 
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situation changes rapidly and it is almost impossible to have fresh, reliable, 

and relevant secondary data. 

The main advantage of primary data is the fact it is unique and collected 

specially to cover the research objectives, and secondly, the data is up-to-

date, as it is collected in real-time. As the current research aims to analyze 

consumer behavior in Cyprus and during the COVID-19 Pandemic, which is 

still going on, the decision to collect primary data is reasonable. However, 

primary data collection is time-consuming, and usually expensive, especially 

if a representative sample is required. 

There are two types of data considering its nature: quantitative and 

qualitative. Both have advantages and disadvantages and appropriate 

fields of usage. Quantitative data can be numerically analyzed and used in 

the statics. But qualitative data is non-numerical and suit descriptions of 

qualities and opinions. When numbers can help to draw a conclusion on 

hypotheses and build statistical charts, graphs, etc., qualitative data gives 

the reason behind dry numbers, allowing to get motives and understanding. 

As the present study has consumer behavior as a topic of study, quantitative 

data obtained through close-ended questions would not be sufficient. For 

this reason, the survey will include a possibility to leave an open-ended 

response, leave a comment, and/or sign up for an interview with the 

researcher.  

3.4.1 Validity and reliability of the research 

A valid and reliable survey is essential to avoid drawing the wrong 

conclusions. High reliability means consistent responses each time, in other 

words, the questions concerning one phenomenon should yield the same 
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kind of information on repeated occasions. It means that surveys can be 

reproduced under consistent conditions, and get the same data. Research 

validity ensures that the right questions are asked (Murphy and Davidshofer, 

2005).  

The validity of this study was achieved due to the clear statement of the 

object and aims of the study. The questionnaire was written in simple 

language and for better understanding, some questions include explanation 

notes to provide a clear comprehension. A pilot testing helped to see what 

questions could be found confusing for responders and necessary 

corrections had to be made. 

The reliability of the study is very important due to the nature of studying the 

phenomenon. COVID-19 Pandemic is not over at the moment of the current 

research, thus, the research design and findings should be replicable for the 

subsequent studies. In order to exclude possible manipulations with answers, 

responders were provided with a clear statement about confidentiality: no 

names or any other personal information is needed, the questionnaire is 

totally voluntary, and the main purpose of the research is academic. The 

responders can have time to fill in the questionnaires without rush and 

pressure and do it online at any time and place. 

3.4.2 Questionnaire design 

The questionnaire is created in Google forms because of its accessibility and 

availability of all necessary features for response collection. This instrument is 

familiar to the majority of people and can be accessed from any device with 

the Internet. Furthermore, it can be used to formulate descriptive statistics 

results via infographic elements. 
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The type of questionnaire is called self-administered, as the responders fill it 

in themselves, without an interviewer. This approach allows not only the 

decrease of bias and pressure on the responder but also obeys the existing 

health regulations of limited social contacts. The self-administered 

questionnaire usually includes closed-ended and open-ended questions. 

Close-ended questions provide a limited list of possible options, while open-

ended – permit any answer that a responder can give in his or her own 

words.  

The questionnaire was divided into 5 segments. The first section presents 

demographic data, with parameters that are assumed to be extraneous 

variables in the hypotheses, such as age, gender, time spent in Cyprus, and 

marital status. The second section is called “COVID-19 Pandemic Lockdown 

Impact” and aims to indicate the impact of each stress type if a person 

experienced remote working/education, and what reflection lockdown had 

on his or her financials. The goal of the third section is to determine if the 

respondent fits the following part of the questionnaire about the online 

shopping experience. If the responder replied that s/he did not buy anything 

online during the COVID-19 Pandemic, s/he will be redirected to the end of 

the questionnaire with the request to provide a reason why there was no 

interest in online shopping. The fourth section is only for the ones who had an 

online purchasing experience during the pandemic. As most research 

objectives are dedicated to the comparison between online consumer 

behavior, the responders were asked to provide answers simultaneously for 

the before and during lockdown experiences. The fourth section gathers 

information about engagement with online purchases and the most valuable 

points in the online purchasing behavior process. In addition, this section 
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contains a question regarding adapting the new behavior post-pandemic. 

The last section provides an option for a comment and has space to 

voluntarily leave contact information for a subsequent non-formal interview. 

3.4.3 Interview design 

An interview is a completely voluntary step and a responder could be a part 

of it by entering the contact details at the end of the self-administered 

questionnaire. The type of interview is called unstructured as it does not 

require a unified set of questions for every interviewee. Eventually, the 

questions aim is to reveal the thoughts and opinions behind the numeric 

data in the questionnaire. An interview will follow an online chat format or a 

phone call depending on the availability and preferred method of each 

interviewee. Prior to the interview, a researcher will examine an individual’s 

questionnaire case to prepare a relevant set of open-ended questions. 

3.4.4 Sampling design 

The main purpose of sampling is that by selecting some elements of the 

population, a researcher may draw a conclusion about the entire population. 

A population is the total collection of elements about which a researcher 

wants to make a conclusion (Cooper and Schindler, 2014).  

The alternative option of sampling is called Census. Using census means to 

include all representatives of a population, which is not always feasible, 

usually requires a great budget and big-time frames. Census makes sense 

when the population is small and all elements inside are quite different from 

each other. 
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Due to the economic and time constraints, a sample was chosen over a 

census method. In the current research, the population is all Cyprus residents. 

According to the statistics on Cyprus’s population in January 2021 was 1.21 

million. The distribution of males and females is 50/50. And 1.04 million are 

internet users (Global Digital Insights, 2021).  

A good sample is the one that properly represents the characteristics of the 

chosen population, in other words, a sample must be valid. Validity depends 

on two characteristics: accuracy – the degree to which bias is absent from 

the sample, and precision – a difference with the whole population, it can 

also be called accuracy or sampling error.  

There are two types of sample design based on the representation basis: 

probability and non-probability sampling. Probability sampling is based on 

random selection when each population element has a chance to be chosen 

differently from zero. Nonprobability sampling is less reliable and each 

population element does not have a known, nonzero chance to be chosen. 

This sampling method is less representative but fits when the researcher's 

resources are very limited.  

For the current study, a nonprobability sampling was chosen due to the 

highlighted restriction and limitations at the end of the chapter. The 

researcher chose snowball sampling as the main way of survey distribution 

as it has a tendency of being more representative and less biased than other 

nonprobability sampling techniques. The process of snowball sampling 

requires asking the participants to refer the questionnaire to others, who are 

usually their friends and relatives. 

3.4.5 Pilot testing 
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The goal of pilot testing is to make sure that the questionnaire is designed in 

the right way. This means that the questions are interpreted by the 

responders in the same way as the researcher designed, and they don’t face 

difficulties while filling the questionnaire. The chosen way of conducting pilot 

testing is an observational method. The researcher chose 5 responders from 

the target sampling and asked them to complete the questionnaire while 

thinking out loud. Responders by pronouncing their thoughts out loud provide 

valuable insight for the researcher. The outcome of the pilot testing was an 

alteration of 2 questions into a multiple-answer question. 

3.5 RESEARCH LIMITATIONS 

As the current project has an academic purpose, the resources were limited. 

Due to the limited resources, the achieving of a statistically representative 

sample is complicated.  The COVID-19 Pandemic also provides limitations for 

surveying due to the unavailability of in-person interviews or physical 

distribution of the questionnaire.   

Consumer behavior is a multidisciplinary concept that can be defined in 

different ways. Usually, after consumer behavior and the reasons for its 

alterations stand a psychological pattern. Therefore, the primary chosen 

quantitative methodology can provide a superficial understanding but never 

deep knowledge. Motivational research is the best fit to discover 

subconscious or latent reasons behind online purchasing behavior. The term 

‘motivational research’ refers to a set of qualitative research methods such 

as projective tests, metaphor analysis, storytelling, picture generation, photo 

sorts, etc. (Kozinets, 2010). Thereby, undertaking this type of research is 
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impossible without guidance from experimental psychologists. Due to this 

reason, a limited version of an unstructured interview was conducted. 

 

3.6 CONCLUSION 

This chapter discussed the applied methodology for the current study. The 

exploratory study, which is the first part, is already presented above in a form 

of a literature review. Collecting and analyzing the body of existing 

knowledge on the topic of study is essential to reach the research aim. 

Following this, the goal of the research study is to fulfill the research 

objectives. Therefore, each objective should be described in detail to 

distinguish variables that should be measured later in the survey. To ensure a 

comprehensive approach to research variables, a set of complementing 

hypotheses was developed. The second part is a formal study, which is used 

to collect the primary data from a chosen sample and make conclusions 

about the established research objectives. Thereby, a thorough research 

design was described. The researcher chose to survey self-administered 

questionnaires distributed over the Internet. Moreover, for the holistic 

insights, a set of interviews was conducted to get the qualitative data. The 

questionnaire was planned and designed, as well as the pilot testing was 

conducted successfully. Research limitations were highlighted to make sure 

that subsequent researches will take them into account. The next chapter is 

the data analysis - converting collected primary data into descriptive and 

inferential statistics. 
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CHAPTER 4: DATA ANALYSIS 

4.1 INTRODUCTION 

In the previous chapter, the research methodology was defined. The self-

administered questionnaire has provided a researcher with the data 

structured in an excel table. A total number of two hundred and two (202) 

respondents located in Cyprus filled the questionnaire. The survey was 

carried out starting the May 2021 till July 2021, and the questionnaire in form 

of the Google Forms link was distributed through emails and social media 

messengers. 5 respondents left their email for the voluntary interview, and 

only a few of them will be chosen to conduct a free form interview, based on 

each case information. This chapter presents the data analysis and the 

interpretations of the findings.  

The Data Analysis chapter is divided into 3 segments: 

1. Descriptive statistics and research questions. The segment was organized 

in a way to present the valuable data for each of the research questions plus 

demographic data on the respondents. 

2. The second segment is devoted to the presentation of inferential statistics. 

And the aim of this part is to provide analytical data to make conclusions on 

the established hypotheses. 

3. Interview segment is a source of qualitative data in contrast to the 

qualitative data collected by the primarily close-ended questionnaire. Thus, 

two types of data can provide more meaningful insights on the research 
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topic and research questions. The main goal of the interview in the current 

study is the navigation for future research. 

The collected data was analyzed via IBM Statistical Package for Social 

Sciences (IBM SPSS). The presentation of data in the form of different types 

of graphs was made in Excel Spreadsheets and IBM SPSS. 

 

4.2 DESCRIPTIVE STATISTICS & RESEARCH QUESTIONS 

Descriptive statistics describe and/or summarize the characteristics of 

collected data. Some of the most used types of descriptive statistics are 

variable’s mean, standard deviation, or frequency.  

The first part of the questionnaire was aimed to collect the demographic 

characteristics of the responders. This data was collected as control 

variables for the following hypotheses testing. 

In the Cyprus sample, Millennials (aged 23-38) and Gen X (aged 39-54) 

represented the majority of responders (44.06% and 30.69% respectively). The 

youngest generation – Gen Z – before 22 years, took third place with 16.34%. 

And only a few responders were older than 54 (Boomers) – 8.91%. The 

responders were mainly composed of females 62.8%, while males presented 

37.3% of collected replies. Regarding marital status, out of 202 responders, 

44.06% are in relationships or married, 35.64% are single, and 20.30% have 

kids. A number of years spent in Cyprus were collected to access the 

influence of the cultural aspect on online consumer behavior. The results 

showed that the majority of the target population have been living in Cyprus 

for their whole life 38.61%, on the second place people who came to Cyprus 
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less than a year ago, the percentage of responders living on the island from 1 

to 3 years and 3 to 10 years is almost equal: 16.83% and 16.34% respectively.  

The further descriptive statics will be presented in the group of variables 

aimed to cover each of the research questions. The inferential statistics with 

correlations and results on hypotheses will be presented in the next section 

of the current chapter. 

1. Investigate how the level of engagement with online purchases has 

changed during the pandemic. 

Engagement is a holistic concept, therefore, in the literature review and 

research design, it was decided to define it via purchasing frequency 

alterations before and during pandemic, and commitment. 

The second section of the questionnaire was with a filtration purpose, thus, 

people who were not purchased online before and during the COVID-19 

pandemic were excluded from the research. Thereby 4.95% of responders did 

not participate in the follow-up questionnaire. 11.88% of responders engaged 

with online purchasing for the first time only during the lockdown, and the 

majority 83.17% were shopping online before and during the pandemic.  

Table 4.1 – Age group and first-time online purchasing cross-tabulation 
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It is visible in table 4.1 that older generations showed a lower likelihood of 

engaging with online purchasing. In order to see if there is a real association 

with age, a Chi-Square Test should be conducted (table 4.2).  The Chi-

Square Test of Independence, also known as the Chi-Square Test of 

Association, is commonly used to test the statistical association between 

two or more categorical variables. This method uses a contingency table 

(crosstab or cross-tabulations) to analyze data. The advantage of this test 

over other inferential statistics methods is the fact it can be used with a 

nominal type of data alongside ordinal and scale variables (LibGuides, 2021). 

The Chi-Square test is a part of the inferential statistics, besides, it is used 

here to provide a sufficient conclusion for the research objectives. 

 

Table 4.2 – Chi-square test for age group and first-time online purchasing association 

 

Squared statistics, X2 = 28.075, degrees of freedom (df) = 6, corresponding to 

p < 0.001. Therefore, it can be stated with 99.9% confidence that there is an 

association between age group and online shopping engagement before 

and during the pandemic. This result is consistent with Lamberto Zollo’s 

research, which stated that generations as Gen Z and Millennials 

demonstrate higher levels of e-commerce experience (Zollo et al., 2020). 

Nevertheless, the leftover 192 responders proceeded with the follow-up 

questions and were asked about their purchasing frequency before and 
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during the pandemic. The results are presented in a histogram form with a 

highlighted mean (average) number in figure 4.1. 

Figure 4.1 – Online purchasing frequency histogram before & during pandemic 

The purchasing frequency during pandemic increased from the level before 

M=3.11, S.D.=1.27 and after M=3.82, S.D.=1.104, the increase in purchasing 

frequency during COVID-19 Pandemic in Cyprus is 22.83%. Before the 

pandemic, the majority of responders were purchasing products online 7-12 

times a year (49%). During the pandemic, many people started to purchase 

significantly more, thus 67% were buying something online at least once per 

week. The result in Cyprus can be compared to the frequency of purchasing 

goods online before and after the pandemic in the Asia Pacific region in 

2020. Due to the different scale used, the only parameter that can be 

matched is “purchasing online at least once per week”. Thus, there are 13% 

more people started to shop online at least once per week in Asia Pacific 

region and 19% in Cyprus (APAC: frequency of online shopping before and 

after COVID-19 2020 | Statista, 2021). 

The Chi-Square test was conducted to test the association between an 

increase in purchasing frequency and chosen control variables. The results 

are: age, gender, and time in Cyprus did not show a significant association, 

99.9% confidence there is evidence of an association with financial shortage, 
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and 99.5% association with marital status. The survey on market dynamics in 

India showed the highest concern for the economic recovery and associated 

reduced spending online and offline (Mehta et al., 2020). Most likely that 

Cypriots experiencing financial shortages prefer to economize and not 

purchase online frequently. There is an assumption that can be made about 

purchasing in bulk rarely but cheaper to save money. 

Figure 4.2 – Commitment level towards online purchasing histogram 

Levels in figure 4.2 reflect the degree of commitment according to the Shiri D. 

Vivek study of the consumer behavior model (Vivek, 2009). The commitment 

to online shopping has the values of M=3.53 and S.D.=1.454, showing that the 

average is slightly over a middle level towards a higher degree of 

commitment but the dispersion level is quite high, which corresponds to the 

diversity of responders. Chi-Square test indicated that commitment and 

time in Cyprus, gender, financial shortage demonstrate statistical 

independence, while there is 99.9% confidence in statistical association 

between commitment to e-commerce and age, marital status. This result 

corresponds to the finding of the Indian pre-pandemic research, that there is 

a significant correlation between marital status and online purchasing 

behavior (Sethi et al., 2017). The relation between younger generations and 
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higher usage of new technologies and higher involvement in online behavior 

was proven in the research conducted by Khaldon Nusair (Nusair et al., 2013). 

2. Identify the changes in online consumer behavior in Cyprus during the 

pandemic. 

Consumer behavior includes plenty of parameters that are not yet defined 

as a generally accepted definition. In the current research, the main 

difference aimed to be evaluated in the type of a product, purchasing 

motivation, and loyalty of the customers. 

Figure 4.3 – Product type before and during pandemic bar chart 

The majority, 37.15%, of the responders were purchasing needs, necessities 

vital for survival on a comfortable level. 18.3% were mostly shopping for 

wants, excesses, usually impulse purchases, that are not necessary but bring 

joy. And 29.7% were purchasing needs & wants equally (figure 4.3). 14.9% were 

registered as ‘missing’ because a part of the responders was not engaged 

with online shopping pre-pandemic. 

During the pandemic, a majority switched to the equal purchasing of needs 

& wants 44.1%. At the same time, 34.2% of responders were shopping for 
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needs, and 16.8% for wants (figure 4.3). The ‘missing’ is only 5%, as 9.9% of the 

sample started to purchase online only during the COVID-19 outbreak. 

 

 

 

Figure 4.4 – Difference in purchased product types before & during pandemic bar chart 

 
As the research question’s aim is to target a shift that happened when the 

pandemic and lockdown hit, the graph for the difference in purchased 

product types should be made (figure 4.4). Eventually, 63.02% of responders 

did not change their online shopping behavior regarding the product types. 

On the one hand, 21.35% started to shop for more wants online, on the other 

hand, 15.63% started to purchase more needs during the crisis. A set of Chi-

Square tests showed only association: age & difference in product type 

association with 99.8% confidence. A similar study conducted in Italy during 

the pandemic indicated that younger people were more oriented toward 

non-necessities products. The authors assumed that lower emotional 

antecedents (stress, depression, fear), lowered the need to purchase not 

necessary wants for older people (Di Crosta et al., 2021). 

In order to receive proper data for the purchasing motive, a key difference 

between utilitarian and hedonic behavior was explained in simple words for 

the responders. The full questionnaire can be found in Appendix A. The results 
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on purchasing motive before and during the pandemic are presented in 

figure 4.5. Before the pandemic, the distribution between utilitarian and 

hedonic motivation is 64.9% and 19.3% accordingly, with 15.8% of ‘missing’. 

During the pandemic that distribution is 62.4% and 32.2%, with 5.4% ‘missing’. 

Figure 4.5– Purchasing motives before & during pandemic bar chart 

How the COVID-19 pandemic affected purchasing motivation is presented in 

figure 4.6. The majority 76.96% did not change their purchasing motive, while 

17.80% switched from utilitarian to hedonic behavior, and 5.24% - in the 

opposite direction. Thus, a tendency to hedonic motive outweighs the 

utilitarian motivation behind online purchasing during the pandemic. 
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Figure 4.6 – Difference in purchasing motive bar chart 

Moreover, there is an association of difference in purchasing motive and age 

group with a 99.7% confidence. Other control variables like gender, marital 

status, financial shortage, and time in Cyprus were independent. 

These findings can be explained by referring to previous research papers 

that related increases in spending level on wants (non-necessities) to the 

hedonic behavior, pursuing freedom, fighting boredom, and compensatory 

mechanism to fight the pandemic stress (Arafat et al.,2020). 

Another aspect of consumer behavior, loyalty, is presented in figure 4.7, 

where people were asked about their loyalty behavior during the pandemic. 

 
 

Figure 4.7 – Loyalty bar chart 
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The options included two reasons for “no” and “yes” for the question “During 

the pandemic, were you searching for new brands/marketplaces instead of 

the usual ones you used to stick to before the pandemic?”. Thus, this 

question was presented as a nominal variable. 33.85% of responders chose 

an option “yes, I was exploring all available options”, 19.79% were searching 

for new brands because the ones they used to shop in were not available for 

any reason. 32.29% were loyal to the known brands because it was easier, 

and 14.06% of responders were shopping at the known brands to support 

them during that challenging times. Probably people chose to shop from the 

brands and marketplaces they know to reduce the perceived risks of obline 

environment (Degeratu, Rangaswamy and Wu, 2000). Chi-Square tests 

showed a significant correlation of loyalty and age, time spent in Cyprus, 

marital status, and financial shortage. Almost 34% used the opportunity 

provided by e-commerce and were browsing for better options, this 

behavior is natural for generation Y, because they tend to decide first about 

the product, and only after about the brand or the shopping place (Parment, 

2013). An association of time spent in Cyprus with loyalty can be due to 

cultural values. A high level of uncertainty avoidance and collectivism nature 

leads to the preference of local shops and trust to the known brands 

(Stylianou, Savva, 2012). Despite the research was highlighting offline 

purchasing, an assumption of similar behavior in online channels can be 

made.  

3. Identify the reasons that consumer behavior for online purchases has 

changed. 
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During the research design, it was decided to access reasons that affected 

the alteration of consumer behavior via different types of stress, and a 

nominal variable of purchasing reasons during the pandemic. As a 

supporting variable, it was decided to include a question about purchasing 

reasons during the pandemic with predefined options and availability to 

leave a custom open-ended response.  

The responders were asked to estimate their overall stress level about the 

pandemic and four specific aspects of it separately, such as personal, 

health, cultural, and financial stress. A brief description of each type of 

pandemic stress was provided in the questionnaire to exclude 

misinterpreting.  

The question to address a collective stress level towards COVID-19 

pandemic has 5 scale points from ‘strongly disagree’ to ‘strongly agree’ with 

a ‘neutral’ in the middle. The overall level of pandemic stress was with M=3.37 

and S.D.=1.127, which means that Cypriots’ stress level was between neutral 

and average stress (figure 4.8). Chi-Square tests identified a significant 

relation of pandemic stress with gender and financial shortage, other control 

variables were found independent. An association of gender with concern 

about pandemic was studied among the United States sample, and there 

was a correlation, thus, females showed a higher level of anxiety than males 

(Petro, 2020). Financial shortage as a result of the pandemic lockdown, rising 

unemployment, and economic uncertainty could lead to higher stress levels 

(Chohan, 2020). 
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Figure 4.8 – Pandemic stress histogram 

Stress types scales included four options presenting the level of stress from 1 

to 4. Personal stress was the highest concern for the responders with M=2.58 

S.D.=0.991, the following is health stress with M=2.36, S.D.=1.057, cultural stress 

has M=2.04 and S.D.=0.961, while the least concerning type of stress for the 

chosen sample, financial stress has M=2.01, S.D.=1.067. Nevertheless, for all 

four types of stress, the mean is more than 2, which means that there was a 

higher than average stress (figure 4.9). 
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Figure 4.9 – Stress types histogram set 

In order to examine the possible association of chosen control variables with 

a specific stress type, a set of Chi-Square tests was conducted.  

 
Personal 
stress 

Health 
stress 

Cultural 
stress 

Financial 
stress 

Age Yes Yes No No 

Gender Yes No No No 

Marital status Yes Yes No No 

Time in Cyprus Yes No Yes No 

Financial shortage No Yes No Yes 

Table 4.3 – Chi-Square results for stress types and control variables 

 

The results are presented in Table 4.3, where ‘Yes’ corresponds to the 99% 

confidence of a significant association between variables, and ‘No’ 

corresponds to the independent variables. Personal stress was defined as a 
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high level of anxiety due to social isolation, struggles with remote working, 

feeling alone and bored, seeing family and friends less. It appears that 

personal stress is correlated with age, gender, marital status, and time in 

Cyprus. Age and marital status can be predictors of an individual living 

alone, which increases the perception of loneliness while lockdown limited 

social activity. Males and females tend to have different cognitive attitudes, 

and females are more looking towards experience and emotional 

connection, thus the pandemic crisis and followed-up restrictions could 

affect the level of personal stress (Cyr & Bonanni, 2005). It comes as no 

surprise to see the association between health stress and age, marital 

status, as older people are a high-risk group who can have health 

complications and even death if exposed to the virus. The researcher's 

assumption about the correlation between cultural stress and time in Cyprus 

was proven, which identifies the importance of cultural dimensions in 

consumer behavior research. As expected, there is an association between 

financial stress and financial shortage. 

Since stress types were not highlighted in a similar way in the previous 

researches, it is challenging to find supporting data from the recognized 

studies. 

Each type of stress can be considered a psychological factor of the 

consumer decision-making process. The relations between stress and online 

consumer purchasing behavior characteristics are presented in the following 

subchapter in a form of inferential statistics. 

People located in Cyprus were asked directly what was a dominant reason 

for their purchasing during the pandemic, figure 4.10. The majority, 25.52% 
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replied that it was a combination of all stated reasons in that question of the 

questionnaire. The second biggest group of 23.44% replied that the main 

reason was the unavailability of traditional shopping, 19.27% were finding e-

commerce an entertainment activity. For 16.15% a reason was a risk of getting 

infected with COVID-19, and 15.10% were looking for better deals. Other 

reasons were chosen only by 0.52% of responders.

 

Figure 4.10 – Purchasing reasons during pandemic pie chart 

It is not a surprise that for Cypriots, who value personal communication and 

have high traditional shopping satisfaction, the main reason to start 

purchasing online was the unavailability of offline options (Stylianou, Savva, 

2012).  

4. Determine the product categories that have been primarily affected by 

the COVID-19 Pandemic. 

The product categories were defined in line with the majority of research 

works concerning the same topic. Thus, the survey contained 16 categories, 

and people were asked to mark the categories purchased before and during 
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the pandemic. Figure 4.11 presents the comparison of purchasing categories 

in form of a bar chart. There was a decrease in 3 out of 16 categories: toys & 

games, jewelry & luxury, travel accessories. At the same time, other 13 

categories’ products were purchased more during the pandemic than 

before. The highest difference is in medical products, health & wellness, food 

& beverages, and educational products. 

 

Figure 4.11 – Product categories before & during pandemic bar chart 

This result can be compared to a similar study conducted among American 

consumers (Sterling, 2020). The Cypriots started to shop online for products 

in the food & beverages category significantly more than Americans. At the 

same time, Americans had a drastic increase in purchasing medical 

products, that Cyprus people didn’t face. Additionally, the decrease in 

shopping for travel products and luxury products was less significant in 

Cyprus, compared to the American sample.  
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5. Find out whether consumers who shifted towards online purchases are 

willing to stick to this behavior post-pandemic. 

The adoption of online purchasing behavior is examined according to the 

Innovation Diffusion Theory (IDT). IDT includes a set of components that are 

related to the level of human adopt innovation (Cao & Mokhtarian, 2007). 

There are 5 core components of IDT, they are adjusted according to the 

research topic to address online consumer behavior: 

1. Relative advantage or perceived advantages of online purchasing. The 

questionnaire asked to evaluate how valuable is each of the online shopping 

factors. The obtained results in the order of decreasing perceived value:  

Wide variety (M=4.02, S.D.=1.01), More convenient (M=3.97, S.D.=1.01), Relaxed 

shopping (M=3.82, S.D.=0.988), Time-saving (M=3.8, S.D.=0.893), Fun activity 

(M=3.77, S.D.=1.139), Model/brand comparison (M=3.67, S.D.=0.939), Money-

saving (M=361, S.D.=0.891), Detailed description (M=3.49, S.D.=1.028). 

Nevertheless, all online shopping qualities were scored higher than average, 

figure 4.12.  
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Figure 4.12 – Online shopping advantages histogram set  
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2. The level of satisfaction with online purchasing.  

Figure 4.13 – Online shopping advantages histogram set  

 

Online purchasing satisfaction was scored higher than average with M=3.96 

and S.D.=0.917, figure 4.13. Control variables appeared to be independent of 

online purchasing satisfaction. Thus, it can be stated that demographic 

characteristics do not have a significant effect on e-commerce experience 

satisfaction for the target population during the COVID-19 pandemic. 

Likewise, consumers’ satisfaction with the online provided services is 

positively correlated with their perceptions of saved than by electronic aids 

(Barnes et al., 2007). Thereby, the psychological variables such as a type of 

experienced stress should be considered as an influential factor. 

3. The level of difficulty in online purchasing. This parameter can be 

addressed either through the perceptions of an individual towards the 

downsides of e-commerce or the actual experience. The survey included a 

question on reasons of negative online shopping experience that the 

customers might have faced, figure 4.14. 
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Figure 4.14 – Cause of negative online purchasing experience bar chart 

According to figure 4.14, the most common problem for the Cyprus 

consumers during the pandemic was bad customer support. This result could 

be caused by different factors. The possible explanation can be found in 

Cypriot’s culture. With a high score of uncertainty avoidance and higher than 

the average value of power distance correlated with perceived risk, the 

consumers think that they can be treated unethically, especially in the 

unknown web environment (Grazzini et al., 2020). Additionally, collectivist 

nature could enhance a need for communication if any difficulty during 

online experience occurs. Probably, the website services were not able to 

provide sufficient information or qualitative service in the perception of the 

responders. Delay in delivery was also chosen by many responders as one of 

the most frequent factors of negative online purchasing experience. Delivery 

issues were a headache for online consumers worldwide, especially at the 

beginning of the COVID-19 outbreak (Ecommerce shipments increase 47%, 

order delays spike as coronavirus continues, 2020). Such causes of the 

negative online shopping experience as ‘post-office issues’ and ‘high-

income taxes’ were suggested by responders. 
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4. Trialability, which stands for the level of experience of the innovation. In the 

present research, the testable innovation is online purchasing. For that 

reason, responders were asked to evaluate their level of experience and 

their intention to continue with online shopping. The result is presented in 

figure 4.15. 

 

Figure 4.15 – Post-pandemic behavior histogram 

 

The most popular reply was 3- ‘I will continue online purchasing when it is 

more convenient, as M=2.85, S.D.=1.004. This outcome indicates the average 

level of online shopping behavior adoption. Chi-Square test showed the 

association between post-pandemic behavior and age group. This can be 

caused by the fact that younger people are more technologically advanced 

and see a higher perceived value and lower risks in online purchasing 

compared to older people (Falk, 2008).  
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5. The level of publicity of online purchasing. This parameter was not 

targeted in the survey as the online shopping as a phenomenon was 

assumed as known to Cypriot consumers.   

In conclusion, there is a high chance of the adoption of online consumer 

behavior in Cyprus. The responders showed a high perceived value of e-

commerce, especially for such parameters as wide variety and convenience. 

The satisfaction level is high with M=3.96 out of 5. Consumers’ expectations 

to continue purchasing online post-pandemic are also promising with M=2.85 

out of 4. Some of the faced difficulties were temporary and already solved, 

like delivery delays and post-office issues. Additionally, the rapid growth rate 

of digital commerce will cause competition in the market, therefore, the 

customer service and user experience get better to retain consumers (Global 

retail e-commerce market size 2014-2023 | Statista, 2020). 

 

4.3 INFERENTIAL STATISTICS & HYPOTHESES TESTING 

Inferential statistics allow a researcher to describe and make inferences 

about the population based on the data taken with a random sample. So, in 

other words, results from a chosen sample can be used to make generalized 

conclusions about the whole target population. 

In this chapter, all of the established hypotheses were tested via the 

Bivariate Pearson correlation with a two-tailed test of significance. IBM SPSS 

is the best available choice for this type of analysis. Two-tailed significance 

was chosen over one-tail because the hypotheses are considering two sides 

of the spectrum, for example, decreased and increased loyalty. Correlation is 
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counted as significant if sig. (2-tailed) is less or equal to 0.05 level. However, 

correlation analysis can be used only with ordinal and scale types of 

variables. Due to the fact that some of the investigated variables are 

nominal, alongside Pearson correlation the Chi-Square test should be used. 

The Chi-Square test was designed to test for a statistically significant 

relationship between nominal and ordinal variables organized in a cross-

tabulation table. In other words, it tells the researcher if the explored 

variables are independent of one another (Chi-Square-Sociology 3112, 2021). 

H1. Pandemic stress can be correlated with an increase in purchasing 

frequency, mostly purchasing of needs, primarily hedonic purchasing 

motivation, decreased loyalty, high satisfaction and commitment, and 

adopting behavior post-pandemic. 

 

Table 4.4 –Pandemic stress and a set of tested variables correlation table 

 

According to table 4.4, there is a negative correlation with purchasing 

frequency, it means that the higher level of stress people experience, the 

more likely they will purchase online less often. Loyalty is also negative, so 

higher stress means lower loyalty to the known brand/ marketplaces/ 

platforms and exploring for more. A positive correlation between purchasing 

satisfaction and post-pandemic behavior indicates that people are more 

likely to be satisfied with the online shopping experience and adopt it post-

pandemic if their overall stress during the pandemic was high. There is no 

significant correlation between the pandemic stress and the purchased 

product type during the pandemic, as p > 0.05, table 4.5. 
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Table 4.5 – Pandemic stress and purchased product type chi-square test 

 

Similarly, there is no association between the level of pandemic stress and 

online purchasing motivation during the COVID-19 outbreak, table 4.6. 

 

Table 4.6 – Pandemic stress and purchasing motive chi-square test 

 

H2. Health stress can be correlated with an increase in purchasing frequency, 

mostly shopping for needs with utilitarian motive, increased loyalty, low 

online purchasing satisfaction, and commitment, most likely, dropping 

behavior post-pandemic. 

 

Table 4.7 – Health stress and a set of tested variables correlation table 
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There is no significant correlation between health stress and alterations in 

purchasing frequency, table 4.7. Additionally, that people have low e-

commerce satisfaction and commitment, as well as a low likelihood to 

introduce more online shopping in their life. Loyalty level has a positive 

correlation, meaning that responders with a higher stress level. The Chi-

Square test shows a significant correlation between health stress and 

product type, as the p < 0.003, table 4.8. Thus, the crosstab of these 

variables can be inspected closely, table 4.9. 

Table 4.8 – Health stress and purchased product type crosstabs 

 

Table 4.9 – Health stress and purchased product type crosstabs 

 

People located in Cyprus with lower health stress levels were purchasing 

primarily ‘needs & wants equally’, while the higher levels of stress are 

correlated with purchasing of needs. Furthermore, there is a 99.9% 

confidence in a strong relationship between online purchasing motive during 

the pandemic and the level of health stress, table 4.10.  
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Table 4.10 – Health stress and purchasing motive chi-square test 

 

Table 4.11 – Health stress and purchasing motive crosstabs 

 

According to table 4.11, only responders with no health stress impact were 

showing a higher level of hedonic behavior over utilitarian. At the same time, 

health stress is related more to utilitarian purchasing behavior. 

H3. Personal stress can be correlated with an increase in purchasing 

frequency, shopping for wants, hedonic behavior, decreased loyalty, high 

satisfaction and commitment for e-commerce, and continuing with new 

behavior post-pandemic. 

 

Table 4.12 – Personal stress and a set of tested variables correlation table 

 

Just as health stress, personal stress has no correlation with the shopping 

frequency, table 4.12. Positive significant correlations with online purchasing 

satisfaction, commitment, and post-pandemic behavior mean that the 
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individual with a higher level of personal stress will more likely have a positive 

e-commerce experience, show higher commitment, and adapt or even be 

willing to increase the engagement with a new behavior post-pandemic. 

According to table 4.13 of the Chi-Square test for personal stress and online 

purchased product type during the pandemic, the p < 0.004, thereby, the 

association can be considered significant.  

Table 4.13 – Personal stress and product type chi-square test 

 

Table 4.14 – Personal stress and purchased product type crosstabs 

 

The lower levels of personal stress were identified with purchasing of needs, 

while levels higher have significantly more wants purchases, thus there are 

higher values in the ‘needs & wants’ column. However, a comparison of just 

‘needs’ and ‘wants’ in the row of ‘dramatic impact’ shows that ‘wants’ were 

purchasing more frequently, table 4.14. A recent study conducted during the 

COVID-19 pandemic showed that depressive moods predict the 

phenomenon of over-purchasing both types of products, wants & needs 

(Bentall et al., 2021). 
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There is a significant correlation between purchasing motivation and 

personal stress, table 4.15. 

Table 4.15 – Personal stress and purchasing motive chi-square test 

 

 

Table 4.16 – Personal stress and purchasing motive crosstabs 

 

Purchasing motive during pandemic has a clear alteration from utilitarian 

behavior for the lower levels of personal stress, and hedonic behavior for the 

highest level, table 4.16. In some cases, the depressive mood could lead to 

dysfunctional consumer behavior, such as impulsive and compulsive buying 

(Duhachek, 2005). 

H4. Financial stress can be correlated with a decrease in purchasing 

frequency, shopping for needs with a utilitarian behavior, decreased loyalty, 

high satisfaction and commitment, adopting the new behavior post-

pandemic. 

 

Table 4.17 – Financial stress and a set of tested variables correlation table 
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There are no significant correlations with online purchasing satisfaction, 

commitment, and post-pandemic behavior. At the same time, there is a 

negative correlation with purchasing frequency, meaning that people with 

high financial stress are not going to make frequent purchases. The 

correlation between financial stress and loyalty is also negative, thus, they 

are more willing to search and turn to new brands, table 4.17. There is a 

significant relation between financial stress and the product type, table 4.18. 

Table 4.18 – Financial stress and product type chi-square test 

 

 

Table 4.19 – Financial stress and purchased product type crosstabs 

 

According to table 4.19, the higher the level of financial stress, the higher 

number of people will buy primarily needs and delay shopping for wants. 

Table 4.20 – Financial stress and purchasing motive chi-square test 
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Table 4.21 – Financial stress and purchasing motive crosstabs 

The Chi-Square test in table 4.20 shows a significant correlation between 

the experienced financial stress and online purchasing motivation during the 

COVID-19 crisis. It is visible in table 4.21 that the higher the level of financial 

stress, the higher chance an individual will make purchasing decisions 

following the utilitarian motivation. 

H5. Cultural stress can be correlated with an increase in purchasing 

frequency, shopping for wants & needs almost equally, following with a 

hedonic behavior, increased loyalty, low levels of satisfaction, and 

commitment, therefore, dropping behavior post-pandemic. 

 

Table 4.22 –Cultural stress and a set of tested variables correlation table 

 

In accordance with table 4.22, there is no significant correlation between 

cultural stress and purchasing frequency. Alternatively, there is a negative 

correlation with e-commerce satisfaction, commitment, and post-pandemic 

behavior, meaning a person with a high level of cultural stress will less likely 

to engage positively with online purchasing, thus, they will go back to 

traditional shopping as soon as it is available. Chi-Square test showed the 

significant correlation between an experienced level of cultural stress and 

purchased online product type during the pandemic, table 4.23. Thereby, the 
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crosstable can be used to see the direction of the association between 

variables. High cultural stress is related to purchasing of needs, while ‘no 

impact’ and ‘slight impact’ rows have higher values in the ‘needs & wants 

almost equally column’, table 4.24.  

Table 4.23 – Cultural stress and product type chi-square test 

 

 

Table 4.24 – Cultural stress and purchased product type crosstabs 

 

However, there is no significant association between the purchasing 

motivation of online consumers and cultural stress (table 4.25), as the level of 

confidence is lower than the chosen one of 97%. 

 

Table 4.25 – Cultural stress and purchasing motive chi-square test 
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H6. Online purchasing satisfaction can lead to corresponding levels of 

commitment, and as a result, to post-pandemic behavior. 

 

Table 4.26 – Satisfaction, commitment, and post-pandemic behavior correlation table. 

 

Online purchasing satisfaction has a positive significant correlation with the 

variables: commitment to online purchases and post-pandemic behavior, 

table 4.26. This means that in case a purchasing experience was pleasant 

and a client is satisfied, s/he will more likely have a higher commitment level 

and continue to purchase more online in future. 

Multiple Regression Analysis can be used to predict the value of a 

dependent variable on the value of two or more other independent 

variables. This type of analysis can be used to test if the post-pandemic 

behavior is predicted by purchasing satisfaction and commitment to online 

shopping.  
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Figure 4.27 – A set of tables for multiple regression analysis 

 

Figure 4.27 presents a set of tables provided by SPSS Statistics after running 

Multiple Regression Analysis for ‘post-pandemic behavior’ as predicted 

variable and ‘online purchasing satisfaction’, ‘commitment to online 

purchasing’ as predictors. These variables statistically significantly predicted 

post-pandemic behavior, F(2,189)=138.166, p<0.0005, R2=0.594. Both 

independent variables added statistically significantly to the prediction, 

p<0.05. The R, which states for the multiple correlation coefficient is equal to 

0.771, a good level of prediction. To conclude, it is proven that the level of 

online purchasing satisfaction and commitment predict the post-pandemic 

online purchasing behavior. 

 

4.4 INTERVIEWS 
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The interviews were conducted with a few responders who left their emails at 

the end of the questionnaire. As it was a completely voluntary step, only 5 

individuals did so. Due to the research limitations and the fact this step does 

not have a significant impact on the research outcomes, it was decided to 

conduct an interview with 3 responders. Prior to the contact with the chosen 

people, their cases were studied individually and a unique set of questions 

was developed to access interesting points of each one. 

Due to privacy reasons, the names of interviewees were changed. The first 

contacted responder was a student Kate, who is studying in Cyprus in the 

second year of her Bachelor's degree. She started to purchase more online 

from “once or more per month” to “at least one time per week”. The reason 

behind that alteration was online university classes. As she did not need to 

go outside, she was using food delivery service quite often, especially, when 

the “dine-in” option was forbidden in the majority of the places. Another 

interesting aspect is that in contrast to a bigger part of responders who 

showed utilitarian behavior, she chose the hedonic motive behind online 

shopping. Her stress level was average with the highest number in personal 

stress type. As Kate was living in university unity, when the lockdown hit, she 

found shopping a leisure activity, sometimes browsing through products 

without purchasing. When she was asked about the motivation behind her 

purchases, she said that it’s primarily an interest caused by social media. 

Regarding the commitment level, she said that she has high commitment 

even with the brands she did not have yet a purchase, which is an interesting 

insight in the research. As a negative experience, Kate mentioned the huge 

queues in the post office, which was a different option from the ones written 

in the questionnaire. 
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The second interviewee was a millennial man, Alex. He started to work from 

home during the pandemic, which was a challenge, because he had to help 

his wife, who was also working from home, with their small kid, he stopped 

going to primary school. His level of stress was relatively low (2) in all of the 

types. The frequency of purchases changed from “4-6 times per year” to “7-

12 times per year”. He said that before he did not even know that so many 

things can be ordered online, especially he was appreciating a product 

delivery from a supermarket, as it was more convenient and time-saving, 

and he is still doing so. 

The third interviewee is a woman of 56 years old. For Emma, purchasing 

during the pandemic was her first experience. Firstly, it was just ordering food 

online, and later she was ordering presents for her friends and family from 

amazon. She showed average satisfaction with online purchases due to the 

negative reasons as “the product was different from the description”, and 

“hidden charges”. 

Other valuable insights were obtained in an open-ended question at the 

end of the questionnaire. The most interesting ones are: “online shopping 

means risk-taking”, “Sometimes order original things and most of the times 

it’s duplicated”, “Usually too long delivery”, “I think that global pandemic will 

change the world, so I started to learn how to buy on the internet”, “I was 

buying so strange things just because someone was promoting it cool in 

TikTok”.  
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CHAPTER 5: CONCLUSIONS AND 

RECOMMENDATIONS 

5.1 INTRODUCTION 

The purpose of this chapter is to describe the outcomes of the current study 

derived from the conducted survey. The chapter is divided into two main 

sections, the first one is the research findings, where the comments on 

research questions and hypotheses are given. As well as the limitations and 

suggestions for future research regard this topic. The second part includes 

recommendations for scholars, students, marketers, and other professionals 

who are related to e-commerce and basically any business that has product 

selling as a part of its activity. 

 

5.2 RESEARCH FINDINGS 

The study was aimed to identify the changes in online consumer behavior 

during the COVID-19 pandemic, access the reasons for those alterations, 

and the possible outcomes. The target audience of the study is people 

located in Cyprus. The majority of responders were individuals aged under 38 

years, and most of them were females. Unavailability of traditional shopping 

due to the COVID-19 lockdown forced 11.88% of responders to engage with 

online purchasing for the first time. As no wonder came the correlation 

between the age and e-commerce experience, which corresponds to the 

findings of previous research (Sorce et al., 2005; Zollo et al., 2020). Further in 
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the chapter, the research finding are clarified for each of the research 

questions. Besides this, the results on hypotheses testing were distributed 

among the research objectives, thus, each research question is covered with 

findings of descriptive and inferential statistics. 

5.2.1 Investigate the level of engagement with online purchases 

during the pandemic. 

The engagement was accessed via the difference in online purchasing 

frequency during the pandemic, which is a superficial level. Moreover, to 

cover the part of consumer engagement as an emotional connection, the 

commitment toward online purchasing was chosen as a second variable 

(Gokarna, 2021). As the pandemic and a subsequent lockdown hit, Cypriots 

started to purchase online 22.83% more frequently. Additionally, there was 

found a correlation between a change in online purchasing frequency and 

financial shortage. The researcher made an assumption that people 

experiencing a financial shortage shop in bulk online rarely to save money. 

The commitment level towards online purchases in Cyprus is slightly higher 

than average and proven that for younger people it’s higher. As Millennials 

and Gen Z are generations with higher technological adaptation, they tend 

to have higher involvement in online activities (Nusair et al., 2013). 

5.2.2 Identify the changes in online consumer behavior in Cyprus 

during the Pandemic. 

The changes were measured in alteration of the type of online purchased 

products, a motivation behind the shopping decisions, and loyalty towards 

known brands/marketplaces. Overall, the majority 63.02% did not change 
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the type of products they were purchasing online, while 21.35% started 

purchasing more wants than they did before the pandemic, and 15.63% 

altered towards online purchasing of more needs. Before and during 

pandemic the leading choice in the purchasing motive is utilitarian, 

nevertheless, 17.8% changed their behavior to hedonic, and 5.24% from 

hedonic to utilitarian. The number of pre-pandemic studies concluded the 

significant difference in purchasing motivation across gender, thus, females 

tend to have hedonic motivation while males follow the utilitarian motivation 

(Seock & Bailey, 2008). Nevertheless, the present study found variables ‘’age’ 

and ‘online purchasing motivation’ independent. The results on loyalty 

demonstrated an interesting dispersion. While 33.85% had no loyalty and 

explored available options, 32.29% were loyal to brands they knew, probably 

to minimize the perceived risks connected with online shopping (Degeratu, 

Rangaswamy, and Wu, 2000). 14.06% of responders chose to shop from the 

shops they know to support them. This might be influenced by cultural 

dimensions, as there is a significant correlation with years spent in Cyprus. 

Overall, psychological factors, as stress types discussed later are more 

reliable predictors of changes in online consumer behavior compared to only 

demographical and cultural characteristics. 

5.2.3 Identify the reasons that consumer behavior for online 

purchases has changed. 

The stress was chosen as a reason or impulse towards changing the 

consumer behavior, psychological factor. Moreover, responders were asked 

directly to provide the main reason for online purchasing during the 

pandemic. For the majority of people, it was a combination of all stated 
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reasons, while others are in the order of descending — unavailability of 

traditional shopping, entertaining activity, risk of getting infected with the 

virus, and the last one was to find better deals. As the purchasing decision 

process is a complicated process in the mind and there are many affecting 

factors, highlighting four types of stress was the closest available approach. 

People in Cyprus did not experience high levels of stress, as the mean of the 

pandemic stress is 3.37, where 3 is “neutral”.  The types of stress in the 

descending order of the average mean — personal stress, health stress, 

cultural stress, and financial stress. The effect of each of these psychological 

factors on the online consumer behavior variables was examined with a set 

of hypotheses and inferential statistic methods. Several psychological 

factors predicted some changes in consumer behavior, such as increased 

spending levels associated with an increase in the psychological need to 

purchase necessities and non-necessities products (Di Crosta et al., 2021). 

H1. Pandemic stress can be correlated with an increase in purchasing 

frequency, mostly purchasing of needs, primarily hedonic purchasing 

motivation, decreased loyalty, high satisfaction and commitment, and 

adopting behavior post-pandemic. 

Opposite to the assumption, the higher the pandemic stress, the lower the 

purchasing frequency. The type of online purchased products and the online 

purchasing motivation did not show a significant correlation with pandemic 

stress level. There is a significant correlation between decreased loyalty, and 

higher levels of satisfaction, and behavior adaptation, nevertheless, no 

significant correlation with the commitment level. 
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H2. Health stress can be correlated with an increase in purchasing frequency, 

mostly shopping for needs with utilitarian motive, increased loyalty, low 

online purchasing satisfaction, and commitment, most likely, dropping 

behavior post-pandemic. 

This hypothesis was proven in all aspects except the increase in purchasing 

frequency, as there was no significant correlation. All other variables have 

shown a significant correlation, as were tested with the correlation two-

tailed Pierson correlation analysis and Chi-Square tests. 

H3. Personal stress can be correlated with an increase in purchasing 

frequency, shopping for wants, hedonic behavior, decreased loyalty, high 

satisfaction and commitment for e-commerce, and continuing with new 

behavior post-pandemic. 

Regarding the control variables, there is a clear correlation with the age, 

meaning that younger people tend to have higher personal stress, especially 

if they are single. There was no correlation with the frequency of online 

shopping. People with higher personal stress definitely aim for more wants 

than the ones with lower stress, as well as altering their behavior from 

utilitarian to hedonic. Other dependent variables, such as online purchasing 

satisfaction, commitment, loyalty, and post-pandemic behavior were 

successfully proven. 

H4. Financial stress can be correlated with a decrease in purchasing 

frequency, shopping for needs with a utilitarian behavior, decreased loyalty, 

high satisfaction and commitment, adopting the new behavior post-

pandemic. 
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Financial stress has an obvious correlation with the financial shortage. There 

is a likelihood of a decrease in purchasing frequency in case the financial 

stress is high, as well as a low loyalty level. Furthermore, it is identified that 

higher levels of financial stress can lead to purchasing of needs over wants, 

and following utilitarian motivation. At the same time, there was no 

significant correlation found between financial stress and online purchasing 

satisfaction, commitment, and post-pandemic behavior. 

H5. Cultural stress can be correlated with an increase in purchasing 

frequency, shopping for wants & needs almost equally, following with a 

hedonic behavior, increased loyalty, low levels of satisfaction, and 

commitment, therefore, dropping behavior post-pandemic. 

It is proved that the more years an individual spent in Cyprus, the more likely 

s/he will experience higher cultural stress. On the other hand, there is no 

significant correlation with the purchasing frequency. Besides this, the 

connection between the cultural stress and purchasing of wants & needs 

cannot be clearly identified, as the lower levels of cultural stress correspond 

to purchasing equally two types of product, while higher levels of stress 

connect more to purchasing only needs. There is no significant correlation 

between online purchasing motivation and cultural stress. The rest variables 

in this hypothesis were proven in an established way. 

5.2.4 Determine the product categories that have been primarily 

affected by the COVID-19 Pandemic. 

More or less, COVID-19 Pandemic affected all of the categories of products. 

For some of them, this effect was positive, while others lost many clients. 
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Travel business and traveling accessories were at a disadvantage due to 

obvious reasons. While jewelry & luxury products had a less decrease, which 

might be connected with the low levels of financial stress on the island. 

Among losers also appeared toys & games category. There is a significant 

increase in sales in the following categories — health & wellness, medical 

products, food & beverages, sports & fitness, educational products, 

household products, baby products, beauty & care, and pet products. 

5.2.5 Find out whether consumers who shifted towards online 

purchases are willing to continue to behave in this manner post-

pandemic. 

The research used Innovation Diffusion Theory to access the post-pandemic 

online consumer behavior (Cao & Mokhtarian, 2007). And according to this 

theory and collected results, Cypriots have good chances to continue to 

behave in the new manner post-pandemic. Thus the satisfaction average is 

3.96 out of 5 and consumers’ expectations for the post-pandemic online 

purchasing behavior is 2.85 out of 4, which is almost 3 – ‘I will continue online 

purchasing when it is more convenient. Cypriot consumers have a high 

perception of the advantage of e-commerce, specifically they value wide 

variety and convenience. 

The likelihood of adopting a new behavior depends on the post-purchase 

evaluation and satisfaction. Thus, the hypothesis was made and tested: 

H6. Online purchasing satisfaction can lead to corresponding levels of 

commitment, and as a result, to adopting the new behavior post-pandemic. 
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This hypothesis is absolutely correct, as there is a positive significant 

correlation between these 3 variables. In addition, Multiple Regression 

Analysis was conducted to prove that the level of online purchasing 

satisfaction and commitment predict the post-pandemic online purchasing 

behavior. 

5.2.6 Limitations & future research 

Even though the research objectives have been achieved, there were some 

limitations, that affected the outcome of the research. These limitations are: 

1. Time constraints. Because the more people would be reached, the higher 

chance of getting statistically valuable data. 

2. Diversity of responders. As the snowball sampling strategy was used it 

cannot fully compete with purely random sampling. 

3. Possible bias. For some of the older age responders, help from the younger 

adults was provided in order to complete a questionnaire. 

4. The language. The language of the questionnaire in English, despite it 

being a second language for the majority of responders. 

5. Explanations in the questions. There is always a chance that some people 

can understand the question in an incorrect way due to the interpretation. 

The finding of this study can be used as a starting and/or reference project 

for future research. Subsequent studies can try to aim to eliminate many of 

the limitations presented before. For example, taking a bigger time frame, 

budget, and reaching more people using a random sample. As well, some of 

the insights obtained through the interview can be expanded into research 
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questions and hypotheses, for example, the effect of social media on 

purchase decisions, especially for irrational shoppers. Future research can 

dive into the analysis of different time frames of the COVID-19 pandemic, as 

the psychological factors, as well as the environmental challenges, were 

different at the beginning of the crisis in March 2020 and a year later (Loxton 

et al., 2020). Another possible direction of the research is considering the 

social media influence. As some responders mentioned episodes of 

compulsive buying due to the celebrity-endorsement promotional materials 

on social media platforms. 

 

5.3 RECOMMENDATIONS 

Indirectly this research shows the importance of online presence for the 

business. E-commerce is growing and the global pandemic can be called a 

springboard for businesses to present their products online. Already existing 

online selling platforms should take into consideration the causes of 

customers’ negative experiences. The survey asked responders to name the 

main causes of their negative online purchasing experience. The most 

frequent problem was bad customer support. Especially in pandemic times, 

when people were struggling from stress and uncertainty and were forced to 

engage with e-commerce, customer support is more important than ever to 

cover all of the customer’s fears and minimize risks. The second popular 

reason was a delay in delivery, which can be understood, as globally due to 

the sharp increase in online purchases the pressure on the delivery services 

was higher than ever and they needed time to manage it. Nevertheless, it is 

a company’s duty to provide a correct estimation to the customer. Other 
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reasons for the negative experience in descending order: bad return policy, 

fraud, a product is different from the website, hidden charges, bad interface. 

 

5.4 CONCLUSION 

This chapter discussed the research findings for the research objectives and 

the developed hypotheses, limitations, and recommendations of the study. In 

summary, the research achieved the established objectives through different 

aspects of online consumer behavior.  

The results of the present study highlighted the considerable impact of the 

COVID-19 outbreak on online consumer behavior. The author utilized three 

fields of possible influential characteristics: demographical, cultural, and 

psychological. In contrast to similar studies, the Cyprus sample did not have 

a significant difference between genders and online purchasing behavior 

dimensions. Nevertheless, age group and marital status had associations 

with hedonic purchasing motivation and shopping for non-necessities. 

Psychological influence, such as stress type and experienced level were more 

reliable predictors of changes in online consumer behavior compared to 

other demographical characteristics. Psychological predictors classified as 

types of stress have not been used by scholars in the way this research does. 

Consequentially, the presented set of hypotheses and approaches towards 

the pandemic stress classification can be called innovative. 

People in Cyprus have strong cultural dimensions that influence their 

shopping behavior, not in favor of online purchasing. Due to the value of 

community and communications, high uncertainty avoidance, people are 
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more likely to get back to the old behavior as soon as possible, especially 

the older generation. Alternatively, Cypriots perception of e-commerce is 

highly positive, alongside the higher than average online purchasing 

commitment and satisfaction. 73% of responders are going to continue 

purchasing online when it is more convenient. 

In conclusion, the current study considerate three different groups of 

consumer characteristics that affect online consumer behavior during the 

COVID-19 pandemic, and the outcomes can contribute to the growing body 

of literature on understanding consumers in crisis times.  
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The questionnaire can be accessed via the link - 

https://forms.gle/Laqo32BySReg8bL96 


