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MARKETING | RESEARCH ARTICLE

Impact of consumer consumption adjustments 
on habits and purchase behavior during 
COVID-19
Shehla Qaiser1, Muhammad Adnan Bashir2*, Muhammad Sufyan Ramish2, Junaid Ansari3, 
Raghava Gundala4 and Mohammad Ali Bait Ali Sulaiman5

Abstract:  Purchasing and shopping habits have been disrupted due to the COVID-19 
pandemic mainly because of the lockdown imposed in the society and social distancing 
due to which new habits are being developed among consumers. New regulations and 
procedures will likely affect the way consumers purchase products and avail services, 
even if consumers return to their old habits. Digital Marketing, Technological 
Advancement, Changing Demographics, and consumers’ innovative ways of coping with 
the blurring of work, leisure, and education boundaries as all of these will contribute to the 
emergence of new habits. A conceptual framework is developed and tested as a result, 
which reveals the impact of marketing mix adjustments and lifestyle adjustments of 
consumers upon their habits as well as purchasing behavior during COVID-19. The 
moderating role of gender and generational age has been employed in this study to get 
a deeper understanding of the changing buying behavior of consumers during this 
pandemic. Data has been collected online due to restrictions imposed and the results 
depicted the significant impact of marketing mix adjustments as well as lifestyle 
adjustments on the habits and purchase behavior. As for moderating effect gender had 
no effect except for place and delivery adjustments and generational age had 
a moderating effect on all but promotional adjustments during COVID-19. Government 
policy-makers and retail managers should take note of these findings. Studying the 
consequences of a crisis over time or comparing the effects of multiple crises can help us 
better understand consumers’ adjustment behavior during a crisis such as the one that 
has currently been faced. During COVID-19, comparative research between developed 
and developing countries can be undertaken to compare changing buying behavior and 
habits among customers of different nature.

Subjects: Consumer Behaviour; Marketing Management; Marketing Research 

Keywords: COVID-19; marketing mix adjustments; habits; lifestyle adjustments; purchase 
behavior; gender; generational age

1. Introduction
The major economic challenge of 2020 is, without the shadow of a doubt the pandemic COVID-19 
that has infected millions all over the globe, representing a much more advancing pandemic than 
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the recent territorial pandemics (Development, 2020). There are many ways to see the impact of 
the pandemic, from the lockdown of cities to retail and leisure restrictions, labor restrictions to 
restricted travel to the most important: a decline in economic activity that results in a decline in 
Gross Domestic Product (GDP) (Coccia, 2022). Pakistan’s economy has long been in tumult ever 
since 2016 and the stock exchange of Pakistan crashed terribly due to COVID-19 and lockdown in 
major cities which further became a serious peril (Sharif, 2020). The economy of Pakistan had 
already been facing high taxation, high-interest rates, import restrictions being imposed with vigor, 
as well as a major devaluation of the Pakistani Rupee resulting in increased prices of imports that 
has been terribly been leading to a huge decline in industrial production (Rana et al., 2020). The 
retail industry was already in a state of disruption since a long time, but an unforeseen pandemic 
of this degree created a vigorous change in the buying behavior of consumers (Akers, 2020). This 
grim scenario did not improve until April 2021, when the country’s effective vaccines became 
widely available. Even after that, a huge percentage of people failed to heed health advice and get 
vaccinated (Kitayama et al., 2022).

A plethora of new research opportunities have been created as a result of the global lockout and 
social estrangement, which have an impact on the full spectrum of consumer behavior (from 
problem awareness to search to information to purchase to delivery to consumption and waste 
disposal). The buying decision is a topic that hasn’t been studied very much when people are in 
crises. This may be seen by looking at the paucity of empirical research on consumer behavior in 
economic crises and the scant amount of literature on how these crises affect consumers’ 
purchasing intentions (Kaytaz & Gul, 2014). It should be noted that research on behaviour in the 
setting of pandemics is still in its infancy (Ahmed & Ansari, 2023). Consumer’s daily lives were 
affected by COVID-19 from unemployment and recession regarding the spending habits of con-
sumers, mobility, and prosperity (Koos et al., 2017). Habits of consumers are their response 
towards behavioral cues that are developed when consumers experience the same activity again 
and again (Hagger, 2019). This study investigates how the COVID-19 pandemic has impacted 
consumer behavior. Because of the lockdown and social isolation brought on by the worldwide 
crises, will consumers’ consumption patterns change for good, or will they go back to their previous 
patterns after the crisis has passed?

The objective of the study is to find changing consumer behavior and habits and how the 
consumers did lifestyle adjustments and marketing mix adjustments during COVID-19. Specific 
objectives of this study includes to identify the effect of Lifestyle Adjustments, Product 
Adjustments, Price Adjustments, Promotion Adjustments, and Deliver & Place Adjustments on 
Consumers’ Habit that further lead to influence their Purchase Behavior. Further, specific objectives 
of the study includes to identify the moderating effect of consumers’ ‘demographics like genera-
tional age and gender that were used to further segment the consumers in times of crisis.

Gender is a social construct that influences almost every aspect of human behavior, hence, having 
a strong association with 4Ps of marketing, i.e. Product, Price, Place, and Promotion. Women’s social roles 
are becoming more like those of men. Because of the changing roles of men and women in the 
workplace and at home, there is a greater need to investigate the gender effects during COVID-19. To 
summarize, gender is important in marketing and retailing because it influences consumer behavior, 
persuasion effects, and purchasing decisions. Less is known about how social norms differ between men 
and women, and how this difference affects consumption during the pandemic. Generational differ-
ences are determined not by an individual’s age, but rather by the shared influences and experiences of 
a particular generation (Jones et al., 2018). Thus, groups of people born during the same time period and 
growing up in the same environment will have similar values, attitudes, beliefs, and expectations that 
remain constant throughout the generation’s lifetime and constitute a generational identity (Schewe & 
Meredith, 2004). This study aims to see how consumption adjustments, and buying behavior affect 
fashion apparel, and has two goals: first, it investigates the relationship between consumer lifestyle 
adjustments and habit and purchase behavior during COVID-19. Secondly, it examines the effect of 
categorical moderators, such as gender and generational age, on marketing mix adjustments and 
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purchase behavior. With the help of moderating variables, a strategy should be developed to help 
retailers adjust to the changing consumer behavior and therefore increasing their market share and 
thus profitability.

Another important factor was identified during the literature review, i.e. consumer’s Lifestyle. 
During COVID-19 pandemic, panic buying issue had at times emerged all over the world and 
a significant change in household consumption pattern has been identified. During the lockdowns, 
panic buying got started that led to the changes in consumption patterns (Prentice et al., 2020). 
During COVID −19, lifestyle of the people has been noticed to be totally changed due to restric-
tions; shopping patterns have changed from conventional buying to virtual/e-commerce (Biilore & 
Annisimova, 2020). In Pakistan E-commerce started in 2000 with only 3% of the population 
purchasing products online (Bhatti, 2018). But during the COVID-19 pandemic the e-commerce 
in Pakistan soared by 10%, creating an ever-increasing e-commerce trend in Pakistan (Niazi, 2020). 
Also, 52% of consumers were reluctant to visit stores and avoided congested areas (Bhatti et al.,  
2020). Consumers who were cautious to buy products online started buying and encountering 
a completely new customer journey which might as well continue this behavior. The global lock-
down has undoubtedly expedited this online shopping behavior and thus the rapid growth of 
e-commerce. Considering that this pandemic is a global change for economies all over the world 
facing a devastating recession, studying consumer behavior under crisis provides important intui-
tion both for marketing academia and economists. Unlike this COVID-19 comparison with other 
global crises, like the 2008 financial crisis, is not at all possible.

Clothing, shoes, make-up accessories, jewelry, games, and electronics can be counted 
among the items on which people are spending less of their income (Mehta et al., 2020). 
Most of the closures were caused by fashion retailers during the peak season, which coin-
cided with COVID-19’s sudden lockdown. In terms of sales income, billions were lost, and 
cash flow issues were compounded as the money of retailers was tied up in unfinished or 
ongoing ventures (Ali, 2020). Due to COVID-19 epidemic the consumer online purchasing or 
selling habits have been developed (McKinsey, 2020) and caused a massive economic impact 
on consumers (Pak et al., 2020), the apparel industry did not adjust to the changing market-
ing mix (4Ps) resulting in decreased sales and profitability (Hassan, 2020). The Kantar report 
found that strong brands recovered nine times faster from the 2008 financial crisis than weak 
ones and so the marketers may need to adapt their marketing during the COVID-19 pan-
demic (Holman, 2020).

This study examines how the COVID-19 worldwide pandemic of 2020 may affect customer 
characteristics, purchasing habits, psychographic behaviors, and other marketing endeavors. The 
changes in long-term behavioral during COVID-19 pandemic, as well as the changes in consumer 
behavior that would follow, are then suggested to marketers using these potential implications to 
develop a conceptual framework. This study can define the target age group of consumers by their 
purchase behavior during a crisis and will help marketers plan and be prepared for future crises. 
While generational cohorts concentrate on cataclysmic events that cause a shift in the social value 
system, generations place more emphasis on the year of birth. These catastrophic occurrences 
bring about a change in society and provide individuals growing up at the time a new set of ideals 
(Zwanka & Buff, 2021).

The first theory to propose a connection between the environment and behavior was the 
stimulus-response theory (S-O-R). The S-O-R has dominated the literature on customer behavior 
and is often used in marketing research (Donovan, 1994). The S-O-R model is a very good fit for this 
study because this model has been commonly used in online user behavior research as well as its 
simplicity compared to the other theories of consumer behavior (Mehrabian & Russell, 1974).

Triandis (1977) developed the Theory of International Behavior (TIB). The three dimensions of 
behavior are intention, facilitating conditions, and habit. As Triandis (1977) suggests, the habit can 
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have an impact on the emotive component of attitude (affect) (Gagnon et al., 2003; Triandis,  
1977). The Triandi’s model was also chosen because it comprises a more comprehensive model of 
behavior that considers previous behavior that is habit. Habit as a construct has not been used 
widely in the study of consumer behavior (Azeema et al., 2016) and would add to our knowledge of 
consumer consumption adjustments in times of COVID-19.

Consumption adjustments refer to the adjustments made by the customers in their consumption 
patterns, such as changes in household welfare and healthcare consumption (Bayraktaroğlu & 
AliMen, 2011). Several consumer adjustments have been classified under five categories, such as 
General, Price, Product, Place, and Promotion adjustments. Ang et al. (2000) specifies the five 
categories of consumption adjustments as general, promotion, product, price, and shopping 
adjustments as already mentioned above. These adjustments are made by Asian consumers as 
they are price bargainers as they spend less on shopping during crisis, and evaluate promotional 
campaigns on rational grounds.

1.1. Hypotheses development

1.1.1. Lifestyle adjustments 
The COVID-19 pandemic, has so far been the most dominant global issue influencing people’s 
lifestyle patterns since 2020 (Scapaticci et al., 2022). Social measures like as quarantine and 
lockdown, fear of COVID-19 sickness, and lifestyle changes have also had significant effects on 
mental health as a result of the pandemic (Molarius & Persson, 2022). Asian consumers have been 
considered as less wasteful following a very simple lifestyle (Ang et al., 2000). Household con-
sumption patterns are adjusted when an individual leaves his parents’ house and get into another 
house. The adjustment decisions occur when individuals marry, have children, divorce, retire, or 
make decisions for other lifestyle related changes (Megbolugbe et al., 1991). The individual’s living 
conditions and lifestyle habits, without the shadow of a doubt, have a significant impact on mental 
health (Lund et al., 2018). Shifts in wellness tactics, health management, routine, stressors, and 
time perception have all been reported as lifestyle changes (Sinko et al., 2022). Based on the above 
mentioned discussion, the following hypotheses are developed:

H1: There is a significant impact of the consumer’s Lifestyle Adjustments on consumer’s Habits 
during COVID-19.

1.1.2. Product adjustments 
A product is a tangible, physical, or service that could be provided. However, the term has been expanded 
to include services provided by a service organization (Ling, 2007). Product refers to aspects such as its 
product portfolio, the brand newness, and differentiation between these products and competitors, or 
their superiority over rivals’ quality products (Limayem et al., 2007). It has been noticed that a company’s 
product should always be evaluated in light of the needs of its customers for obvious reasons (Meldrum 
& McDonald, 2007). Consumers find product appears to be one of the most important differentiators. An 
effective marketing strategy can be considered to be the design and delivery of a product or service that 
fully responds to the clients’ needs and wishes or demands (Saif & Aimin, 2014). Considering that habits 
of people seem to buy the same brands of products repeatedly, buy the same quantities in each retail 
store, and consume similar types of foods throughout a meal. It is known that habits play an extremely 
crucial role in determining the actions (Werner, 1991). Previous research has demonstrated that during 
a financial crisis, customers cut down on their wasteful expenditure and migrate to less expensive, more 
local products. In the times of recessions it is absolutely not a good time to introduce new brands; 
nevertheless, strong businesses have the opportunity to plug gaps in existing product lines to block 
future competitors (Ang, 2001). A company’s ability to adapt and switch into pandemic-related product 
production reflect its flexibility, innovation, and ability to exploit opportunities (Wang et al., 2020). 
Previous studies have linked marketing mix to consumer behavior, therefore, considering the above-
mentioned literature, the following hypotheses are developed:
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H2a: There is a significant impact of the Product Adjustments on consumer’s Habit during 
COVID-19.

H2b: There is a significant impact of the Product Adjustments on consumer’s Purchase Behavior 
during COVID-19.

1.1.3. Price adjustments 
COVID-19 pandemic had a tremendous impact on the income and time restrictions, also on pricing and 
a drop in demand for some niche and premium food products as people shifted to value-priced and 
alternatives in light of expected income decreases (Cranfield, 2020). Price is the only marketing mix 
element that generates revenue. Because of this reason, it is important to consider profit margins while 
making pricing decisions. For example, low prices may not generate enough profit for the organizations 
(Altay et al., 2021) [3]. As the amount of money required for a product is concerned, it depends solely on 
the consumer’s means, excessive prices can drive consumers away (Kotler & Keller, 2012). Pricing is an 
important marketing element with enormous business potential. It can undoubtedly lead a business to 
its knees if it is not managed properly (Meldrum & McDonald, 2007). Bundling items and services with 
promotions and discounts is another option for setting prices. In addition, it is also possible to offer 
customers extra free goods that are quite inexpensive to produce, which makes the company’s prices 
seem significantly less expensive. It must be willing to adjust rates if necessary to remain competitive, 
thrive, and perform well in a market that is undergoing rapid changes [39]. The primary determining 
factor is price, which must be determined based on the target market, product mix, and services being 
provided, as well as competition being faced by an organization (Prabowo & Sriwidadi, 2019). Based on 
the above mentioned literature review, the following hypotheses are developed:

H3a: There is a significant impact of the Price Adjustments on consumer’s Habit during COVID-19.

H3b: There is a significant impact of the Price Adjustments on consumer’s Purchase Behavior 
during COVID-19.

1.1.4. Promotion adjustments 
The primary tactics for promoting goods and services in the digital environment have been taken 
into account by assessing the financial indicators during this particular pandemic, The financial 
results of the company have been used to evaluate the effectiveness of the promotion plan 
(Meshko & Savinova, 2020). The epidemic has had a tremendous impact on the marketing 
techniques of every organization. To begin with, many of the company’s present and potential 
clients were forced to cease operations. Furthermore, due to financial difficulties, most company 
executives lowered their budgets for promoting products (Meshko & Savinova, 2020). During 
a crisis, the number of businesses decreases, resulting in less market rivalry and a greater chance 
for businesses’ promotional messages to be recognized by consumers (Quelch & Jocz, 2009). Prior 
to the quarantine, about 45 percent of advertising campaigns were aimed at a foreign audience; 
after the quarantine, about 85 percent of advertising campaigns were aimed at the domestic 
market (Hirachigadzhieva, 2020). During and after a huge recession, those who increase or main-
tain their advertising spend see an increase in sales, income, and market share (Webb et al., 2022). 
Advertising is an investment, not a cost. When the economy improves, advertising’s rewards 
become apparent. Advertising budget cuts during a recession hurt firms’ performance more than 
maintaining or increasing their promotional efforts (Rosberg, 1979). Based on the literature review, 
the following hypotheses are developed:

H4a: There is a significant impact of the Promotion Adjustments on consumer’s Habit during 
COVID-19.
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H4b: There is a significant impact of the Promotion Adjustments factor on consumer’s Purchase 
Behavior during COVID-19.

1.1.5. Place and delivery adjustments 
The reach of the location or the place must be carefully evaluated; strategic locations provide 
better prospects for public access, but the cost of the location must also be considered because of 
easy access to consumers (Sinko et al., 2022; Syam et al., 2019). Specifically, at the time of crisis 
importance of place is usually increased to keep the valuables at a safe place (Ang et al., 2000). 
Consumers adjustment patterns can be forecasted considering the extrinsic factors, such as in- 
store product placement, in-store promotions, catalog positioning, and environmental conditions 
(Bashir et al., 2020). Product placement is linked to delivery networks. The COVID-19 epidemic 
prompted quarantines to a great number and lockdowns, making online shopping even more 
difficult. Regrettably, online purchasing has put a strain on the delivery infrastructure. The free 
shipping choices pushed delivery companies to cut costs even more. Customers seemed more 
willing to pay extra rates for greater shipping services (Grabara, 2021). Based on the above 
discussion, the following hypotheses are developed:

H5a: There is a significant impact of the Place and Delivery Adjustments on consumer’s Habit 
during COVID-19.

H5b: There is a significant impact of the Place and Delivery Adjustments on consumer’s Purchase 
Behavior during COVID-19.

1.1.6. Purchase behavior and habit 
During the COVID-19 pandemic, political considerations such as during the lockdown and rigorous 
application of limiting people who are able to go out had an impact on purchasing behavior 
(Molarius & Persson, 2022) Purchase decisions are characterized as a stage in which customers 
are faced with the decision regarding whether a purchase should be made or not, as measured by 
indicators of the product stability, the habit of purchasing the product, giving recommendations to 
others, and making purchases repeatedly (Kotler & Keller, 2012). Changes in buying behavior rely 
on habit forming-a longer-term endeavor (Chan, 2020).Once a behavior has become a habit, or has 
been repeated, it becomes automatic and is performed without conscious thought. Habit, rather 
than attitude or social norms, has a greater impact on behavioral intentions, according to the 
researchers. The force of habit also determines several behavioral intentions when people acquire 
knowledge (Wood & Neal, 2009). For consumer behavior, research on habits is important since 
everyday life is characterized by repetition. Repeated transactions and loyalty are also influenced 
by habits. Habits become permanent patterns over time. Habit, rather than attitude or social 
norms, is known to have a greater impact on the behavioral intentions. Habits are formed over 
long-term repetition and results in purchase behavior so for retailers both these constructs are 
important that is why they are undertaken as dependent variables. Based on the above discussion, 
the following hypotheses are developed:

H6: There is a significant impact of consumer’s Habits on their Purchase Behavior during COVID-19.

1.1.7. Gender 
Gender identification refers to the recognition of masculine and feminine behaviors between 
a male and a female. Both men and women are different from each other because of their 
roles, preferences, and obligations in the society due to which they both react differently towards 
any stimulus (Fischer & Arnold, 1994). Considering the difference between gender related prefer-
ences marketers can take advantage and design proper strategy for their apparel brands (Peter 
et al., 1999). Both men and women have different consumption habits for which they make 
adjustments accordingly (Carpenter et al., 2005). Literature suggests that women spent more 
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time in shopping of the products (Darley & Smith, 1995), whereas, men shop for specific items and 
do not spend a lot of time in shopping (Fischer & Arnold, 1994). Also, both men and women have 
different views about shopping, that creates difficulty for the marketers (Dittmar & Drury, 2000). 
Women spend multitude of time in seeking for knowledge about the product and they take 
interest in the process (Herter et al., 2014). Advertising displays of goods, atmosphere, promotions, 
and sales all have an impact on female consumers’ purchasing intentions (Xuanxiaoqing, 2012). 
Based on this discussion, the following hypotheses is developed in this study:

H7a: There is a moderating effect Gender between Product Adjustments between consumer’s 
Purchase Behavior during COVID-19.

H7b: There is a moderating effect Gender between Price Adjustments between consumer’s 
Purchase Behavior during COVID-19.

H7c: There is a moderating effect Gender between Promotion Adjustments between consumer’s 
Purchase Behavior during COVID-19.

H7d: There is a moderating effect Gender between Place and Delivery Adjustments between 
consumer’s Purchase Behavior during COVID-19.

1.1.8. Generational age 
Human beings have been categorized into generations, such as Baby Boomers (1945–1964) Gen 
X (1965–1982), Millennials (1983–2000), and Gen Z(2000 and above). Millennials and Gen Z are the 
two generations who have seen the techno-logical advancements in this world (Nguyen, 2020). The low 
income and insecurity is the reason why Gen Z delay the purchase transactions (Azmy, 2020). Millennials 
can easily convince their parents to buy the things and they have different purchasing habits. That is the 
reason marketers often design campaigns for Millennials because there are a lot of potential customers 
present in this generation. A large spending has been noticed by Millennials on clothes (Taylor & Cosenza,  
2002). Women belongs to Millennials focuses on style not quality specifically when buying clothes 
(Bakewell & Mitchell, 2006). This generation can prioritize the relationships over materialistic approach 
specifically in the post-pandemic scenario (Bakhtairi, 2020). They want products that are a good fit for 
their personality and lifestyle. Gen Y’s brand loyalty is erratic, shifting swiftly with fashion, trend, and 
brand popularity and emphasizing style and quality over price (Reisenwitz & Iyer, 2009). Generation X is 
more proficient and at ease with computer-mediated communication. However, they tend to ignore 
targeted advertising and reject any form of segmentation and marketing technique (Lissitsa & Kol,  
2016). This generation is price conscious but not price sensitive (Williams et al., 2011). Based on the 
consumption habits and consumption adjustments made generational age group, the following hypoth-
eses were developed in this study that are depicted in Figure 1 as well:

H8a: There is a moderating effect Generational Age between Product Adjustments between con-
sumer’s Purchase Behavior during COVID-19.

H8b: There is a moderating effect Generational Age between Price Adjustments between consu-
mer’s Purchase Behavior during COVID-19.

H8c: There is a moderating effect Generational Age between Promotion Adjustments between 
consumer’s Purchase Behavior during COVID-19.

H8d: There is a moderating effect Generational Age between Place and Delivery Adjustments 
between consumer’s Purchase Behavior during COVID-19.
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2. Materials and methods

2.1. Data collection
Primary data has been collected using a questionnaire which had been circulated online through 
online Google Forms platform due to the pandemic and social distancing. Population selected for 
this study was chosen to be the people of Pakistan who have currently been using fashion apparel 
brands. Data was particularly collected from the metropolitan cities of Pakistan using the conve-
nience sampling technique. Considering the sample size, 329 responses were retained after 
removing the invalid/missing data that justifies the minimum criteria of subject-to-variable ratio 
that suggests 30 responses per variable. Likert scale of five points, with 1 being the least amount 
of agreement and 5 being the most amount of agreement. To measure the research constructs, 33 
items were used. The constructs were adopted from the previous studies with the established 
reliabilities (i.e. alpha > 0.7). These constructs are Lifestyle Adjust-mint and Price Adjustment (Ang,  
2000), Product Adjustment, Promotion Adjustments (Bayraktaroğlu & AliMen, 2011), Place adjust-
ments (Bidyut Jyoti, 2020; Shama, 1978). Purchase behavior and Habits (Venkatesh et al., 2012). 
Complete questionnaire is provided in the Appendix. Moderating variable of Generational Age was 
measured by {1 = Gen Z (18–23); 2 = Gen Y/Millennials (24–39); 3 = Gen (40–54); 4 = Baby Boomers 
(55–64). Another moderating variable of Gender was measured by (1 = Male, 2 = Female). The 
demographic profile of the respondents is depicted in Table 1.

2.2. Data analysis
A structural equation modeling (SEM) approach was followed first to assess reliability, and validity. 
Secondly, the structural model was evaluated by testing the hypotheses by performing regression 
and moderation analysis through MGA was done using Smart PLS 3.33.

3. Results
The reliability was established as shown in Table 2. The AVE of all latent variables was above 0.5 
which establishes the convergent validity of the model.

The correlation between two latent variables can be estimated using this new method. For HTMT, 
a 0.90 threshold value has been proposed discriminant validity is present when the value is greater 
than 0.90 (Henseler et al., 2016). Furthermore, the HTMT’s confidence interval should not include 
a value of 1. The HTMT condition was met for this study, so discriminant validity is established (See 
Table 3).

Figure 1. Conceptual frame-
work of this Study.
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Before making any conclusions, the structural model must be adequately analyzed in addition to 
the measurement model. In the structural model, collinearity is a potential concern, and a value of 
5 or above on the variance inflation factor (VIF) often indicates such a problem (Hair et al., 2012,  
2017). Table 4 summarizes the results of the collinearity examination which shows the absence of 
collinearity between the predictor variables is indicated by the fact that all VIF values are less 
than 5.

Table 4 depicts that all the hypotheses (i.e. H1, H2a, H2b, H3a, H3b, H4a, H4b, H5a, H5b, and H6) 
are supported in this study because there identified a significant effect of the variables on 
dependent variables.

When a model’s Q2 value is greater than zero it shows excellent predictive relevance (Chin,  
1998). This model has excellent predictive relevance as shown in Table 5. The five constructs 
appear to be able to explain 69% of the variation in purchase intention and 48% of the variation in 
habit. Both the R2 values are significant and moderate respectively. The next step was to look at 
the moderating effects of the two demographic variables: age and gender. Multiple-group analysis 
(MGA) was recommended as both moderators in this study were categorical. Table 6 depicts the 
results of Multi-Group Analysis.

There was a significant difference between male and females when Path analyses were done 
separately for both gender samples but after conducting Henseler’s MGA there were no moderat-
ing effect of product adjustments, price adjustments, and promotion adjustments on purchase 

Table 1. Demographic profile
f (%)

Male 44.1 (145)

Female 55.9 (184)

Generational Age Groups (years)
18–23 (Gen Z) 11.2 (37)

24–39 (Millennials) 38.9 (128)

40–54 (Gen X) 43.8 (144)

55–64 (Baby Boomers) 6.1 (20)

Marital Status
Married 74.8 (246)

Not Married 22.8 (75)

Divorced 2.4 (8)

Monthly Income (in PKR)
<50k 20.7 (68)

50k − 100k 27.1 (89)

100k − 200k 19.8 (65)

>200k 32.5 (107)

Payment Mode Preferred by Fashion Apparel 
Consumers
Cash on Delivery (COD) 61.4 (202)

Credit Card 34.7 (114)

E-Wallets 4.0 (13)

Buying Option Preferred by Fashion Apparel 
Consumers
Online 46.8 (154)

Offline 53.2 (175)

Qaiser et al., Cogent Business & Management (2023), 10: 2265077                                                                                                                                   
https://doi.org/10.1080/23311975.2023.2265077                                                                                                                                                       

Page 9 of 18



behavior thereby not supporting H7a, H7b, and H7c respectively. For place and delivery adjust-
ments, there was a moderating effect for place and delivery adjustments towards purchase 
behavior between males and females during COVID-19 and therefore H7d was supported. Both 
the genders had no significant difference on marketing mix except Place and delivery as during 
pandemic and imposed lockdown was being practiced, both the genders were focusing on the 
necessities due to the unknown time period of COVID-19, were price conscious and product 
durability as well consideration for local products as compared to imported ones.

Between the Millennials and Gen X samples, Henseler’s MGA revealed significant differences in 
the effect of product adjustments, price adjustments, and place and delivery adjustments on 
purchase behavior thereby supporting H8a, H8b, and H8d respectively (See Table 7). For promotion 
adjustments, there was no moderating effect for promotion adjustments towards purchase beha-
vior between Millennials and Gen X during COVID-19 and therefore H8c was not supported. 
Consumers compensate for product, promotion, distribution, and price judgments by relying 
more on product features, prices, and convenient retail locations and less on advertising imagery. 
This means that during COVID-19 both the Millennials and Gen X were not affected by promotional 
activities, and the retailers should focus more of price reduction. Although Gen X do not consider 
advertising claims, but Millennials also were not affected by promotional activities during COVID- 
19. We can say that during crisis consumers want price reductions and for them the placement of 
the product was most important. Due to COVID-19 unprecedented nature online purchase beha-
vior was on rise but according to this study the response for online and offline shopping behavior 
was half and half considering the product was fashion clothing.

4. Discussion
The COVID-19 pandemic aftershocks can be felt for years to come but unfortunately, this pan-
demic is here to stay for some time and might become the normal for consumers as well as 
retailers. Lifestyle adjustments of the consumers during COVID-19 has had a significant impact on 
the habits which supports the previous study conducted by Ang (2000), where 67.3 % of respon-
dents said their consumption habits and tastes have altered as a result of the Asian crisis as well 
as almost 66% indicated they need to put in more effort to preserve their current lifestyle and 42% 
are frustrated because of crisis (Ang, 2001). Habits have a significant impact on purchase behavior 
and the relationship was supported in this study. The findings are aligned with the previous finding 
(Yilmaz et al., 2020) where they found that as respondents consumptions and purchasing have 
been altered due to COVID-19. AlTarrah et al. (2021) in their study also observed the effect of 
COVID-19 on consumer food purchasing and eating behavior and observed a significant changes in 
the purchasing and eating phenomenon. According to Ellison et al. (2021), a change in shopping 
behavior was observed as the pandemic evolved.

Table 2. Reliability and validity
Indicators Rho_A C.A. C.R. AVE
Lifestyle 
Adjustments

0.910 0.862 0.900 0.644

Habit 0.881 0.877 0.924 0.802

Price Adjustments 0.889 0.886 0.921 0.746

Purchase Behavior 0.939 0.931 0.956 0.879

Product 
Adjustments

0.838 0.833 0.877 0.543

Place and Delivery 
Adjustments

0.903 0.889 0.915 0.609

Promotion 
Adjustments

0.846 0.814 0.877 0.642
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Table 3. Discriminant validity (HTMT)

Construct H LA PA PB PDA PLDA PRA

Habit

Lifestyle adjustments 0.366 
(0.257, 
0.471)

Price Adjustments 0.391 
(0.272, 
0.505)

0.824 
(0.768, 
0.877)

Purchase Behavior 0.884 
(0.826, 
0.931)

0.279 
(0.168, 
0.392)

.324 
(.204. 
.442)

Product Adjustments 0.556 
(0.436, 
0.665)

0.723 
(0.638, 
0.800)

.877 
(.831, 
.918)

.529 
(.407, 
.642)

Place and Delivery 
Adjustments

0.620 
(0.511, 
0.718)

0.168 
(0.125, 
0.274)

.267 
(.177, 
.391)

.415 
(.293, 
.526)

.288 
(.193, 
.417)

Promotion Adjustments 0.598 
(0.487, 
0.704)

0.564 
(0.466, 
0.658)

.676 
(.583, 
.761)

.457 
(.327, 
.577)

.894 
(.841, 
.944)

.328 
(.229, 
.449)

Table 4. Significance testing results of the structural model Path Coefficients
Relationship Hypotheses Path 

coefficient 
(0)

SD 
(STDEV)

t-statistics 
(|O/ 

STDEV|)

VIF P values Hypothesis

LA → H H1 0.156 0.066 2.305 2.141 0.011 Supported
PDA→ H H2a 0.230 0.073 3.148 3.442 0.001 Supported
PDA→ PB H2b 0.279 0.056 4.990 3.544 0.000 Supported
PA→ H H3a −0.205 0.075 2.736 3.082 0.003 Supported
PA→ PB H3b −0.100 0.043 2.316 3.163 0.010 Supported
PRA → H H4a 0.264 0.057 4.669 2.232 0.000 Supported
PRA→ PB H4b −0.139 0.053 4.673 2.625 0.004 Supported
PLDA→ H H5a 0.451 0.047 9.503 1.112 0.000 Supported
PLDA→ PB H5b −0.070 0.038 2.625 1.502 0.004 Supported
H→ PB H6 0.824 0.033 25.046 1.919 0.000 Supported

Table 5. Results of coefficient of determination (R2) and predictive relevance (Q2)
Dependent Variable R2 value Q2 value
Purchase Behavior 0.689 0.591

Habit 0.479 0.375
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When a multitude of consumers are specialists who know what they’re buying it turns out to be 
accurate and entirely acceptable. In this scenario, pricing disparities can be trusted to reflect quality 
differences as determined by very qualified experts. A commodity sold at a lower price than rival 
commodities will be more appealing to the consumer due to its lower cost and less appealing due to its 
suspected inferior quality (Scitovszky, 1944). Therefore, price adjustments is known to have a negative 
impact on the habits during COVID-19 and is supported in this study as consumers are more careful 
with their apparel shopping it might not seem important as compared to everyday essential items with 
the lockdown imposed and uncertainty during COVID-19. Similarly, during economic downturns, gen-
eral apparel spending falls. This implies not only a higher level of interest in pricing but also a higher 
level of value. Fashionable apparel is an example of conspicuous consumerism, and research shows 
that some customers reduce their consumption during recessions. The pandemic has created lifestyle 
adjustments with less involvement in social events and more time spent at home with family and 
friends (Zurawicki & Braidot, 2005). Product adjustments had a significant impact on habit during 
COVID-19 as consumers focus more on durability and on purchasing necessities rather than luxuries 
which are supported (Ang, 2001). Promotion adjustments had a significant impact on habit as well as 
consumers wanted more information regarding the apparel’s durability and longevity rather than the 
imagery that is shown in advertisements. Place and delivery adjustments had a significant impact on 
habit because of lockdown imposed by the government in sporadic intervals mostly delivery and 
became more of a habit and convenience for consumers (Limayem et al., 2007).

Table 6. Results of hypotheses testing and differences among Male and female samples
Female Sample Male Sample Difference in Path 

Coefficients
p-value 

(two-tailed)
S/ 
NS

Path 
Coef.

C.I. 
(95%)

Path 
Coef.

C.I. (95%)

H7a: 
PDA → PB

0.319 (0.163, 
0.476)

0.169 (−0.038,0.339) 0.150 0.222 NS

H7b: 
PA→PB

−0.102 (−0.260, 
0.074)

−0.084 (−0.238, 
0.095)

−0.018 0.881 NS

H7c: 
PRA→PB

−0.137 (−0.288, 
0.004)

−0.032 (−0.230, 
0.119)

−0.105 0.354 NS

H7d: 
PLD→ PB

−0.141 (−0.252, 
−0.059)

0.103 (−0.055, 
0.239)

−0.2444 0.008 S

Table 7. Results of hypotheses testing and differences among Millennials and Gen X Samples
Millennials 

Sample
Gen X Sample Difference in Path 

Coefficients
p-value 

(two-tailed)
Supported 

(S) 
Not 

supported 
(NS)

Path 
Coef.

C.I. 
(95%)

Path 
Coef.

C.I. 
(95%)

H8a: 
PDA→ PB

0.101 (−0.065, 
0.263)

0.504 (0.324, 
0.689)

−0.409 0.001 S

H8b: 
PA→ PB

0.150 (−0.058, 
0.237)

−0.157 (−0.303, 
−0.036)

0.259 0.011 S

H8c: 
PRA→ PB

−0.086 (−0.247, 
0.060)

−0.318 (−0.530, 
−0.107)

0.235 0.071 NS

H8d: 
PLDA→ 
PB

−0.263 (−0.414,- 
0.124)

−0.030 (−0.117, 
0.063)

−0.234 0.005 S

Qaiser et al., Cogent Business & Management (2023), 10: 2265077                                                                                                                                   
https://doi.org/10.1080/23311975.2023.2265077

Page 12 of 18



5. Conclusions
While demand for services that require face-to-face interaction, such as dining out and entertain-
ment, dropped dramatically, online consumption of products and services, such as shopping, 
increased dramatically. Customers migrate to lower-cost brands which assure customers of good 
quality at a lesser price and only purchase necessities when shopping. When it comes to wastefulness, 
in a weak economy, buyers place a premium on quality and durability; as a result, they waste less 
(Shama, 1978). Because consumers are more inclined to devote more time and attention to informa-
tional advertising regarding product attributes and costs, marketing campaigns should emphasize 
rational objectives such as safety, reliability, and durability above image and status (Ramish et al.,  
2019).

5.1. Theoretical implications
This study emphasizes the importance of the role of marketing mix and its significant influence on 
consumers’ Purchase Behavior using the mediating role of consumers’ Habits. The conceptual frame-
work developed in the study was based on stimulus-organism-response (SOR) model. In the context of 
variables referring to the Product, Price, Place, and Promotion, this study supports and extends the 
theoretical dimensions of Stimulus-Organism-Response model in the marketing research. This study 
validates the effect of marketing mix elements in shaping the consumers purchase behavior during the 
COVID-19. It is observed that people begin to order or make purchases that were more than their usual 
usage, stockpiling them for emergencies. If the consumer observes that commodities supplies are 
scarce, even though the likelihood of this happening is extremely low, risk aversion drives this behavior. 
As it is consistent with human nature, this action cannot be totally characterized as irrational. This study 
establishes the role of consumer habits in shaping the consumer purchase behavior in response to 
change in the marketing mix elements.

5.2. Practical implications
Consumers are affected by the economic crisis on both a financial and psychological level; con-
sumer despair is associated with the economic recession from a psychological standpoint, because 
consumers are fearful of losing their employment, their assets, or both because of the uncertain 
situation of the pandemic. Stress and worry cause a loss of control, causing people to engage in 
well-learned or habitual actions. Given the importance of the danger perception in crises, retailers 
may be less likely to see crises as sources of opportunities.

Retailers cannot modify customer attitudes but can offer good value for money as consumers 
become more frugal and price-conscious and rather than focusing on sporadic discounts, they should 
offer value for money. During the pandemic, loyal customers explored purchasing goods from 
competitors as well as looking for reduced prices. Retailers should not reduce marketing campaigns 
both physical and online as continue to attract and retain consumers. Apparel retailers should create 
loyalty programs and give discounts to members of loyalty programs motivating consumers to buy 
from their stores only. Fashion retailers must be aware of their customers’ insecurities, specific needs, 
reasonable response times, and potential health dangers during the in-store shopping experience, 
and they must not underestimate the impact of retail service on their customers’ sense of well-being. 
Retailers should make it obvious that their top priority is to safeguard their customers’ safety and 
well-being, not profit, while still providing them with the goods they require on time.

5.3. Limitations & future research directions
This study does have some limitations, which must be recognized. Sample was taken from the 
metropolitan city of Pakistan where people live belonging to different sects, creed, and cast. 
However, rural areas are ignored in this research. To get a better generalization of the findings, future 
research should include a larger variety of respondents in terms of both rural and urban areas. The 
instrument used in this research can be tested in different cultures and countries with varying 
economic levels, too. Our understanding of this subject could also be enhanced by future research 
that focuses on cross-cultural comparisons. Studying the effects of a crisis over time or comparing the 
effects of different crises will help us better understand consumers’ adjustment behavior during 
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a crisis. Further research into gender segmentation towards buying options whether they prefer buying 
online or through physical outlets would help retailers target them through relevant channels.
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Appendix: Questionnaire
I am an MPhil student at IoBM, and I am doing this research on fashion apparel shopping on 
“Impact of Consumer Consumption Adjustments on Habits and Purchase Behavior during Covid-19: 
A Study of Fashion Industry in Pakistan.”

Please consider that 1 = Least level of agreement and 5 = Highest Level of agreement

1 2 3 4 5

A) Lifestyle adjustments adapted from (Ang, 2000)

1. I argue more about financial matters because of COVID-19

2. I have become insecure about my job because of COVID-19

3. I find it harder to make ends meet because of COVID-19

4. I must work harder to be able to afford my present way of life because of COVID-19

5. As a consumer, I am more frustrated than I used to be because of COVID-19

B) Price Adjustments adapted from (Ang, 2000)

1. I am now more careful with money because of COVID-19

2. I shop for ‘‘sales’’ more than I used to because of COVID-19

3. I look for lower prices more than I used to because of COVID-19

4. I find that I save less than I used to because of COVID-19

C) Product Adjustments adapted from (Bayraktaroğlu & AliMen, 2011)

1. I emphasize on product durability because of COVID-19

2. I prefer local rather than foreign products because of COVID-19

3. I purchase necessities rather than luxuries because of COVID-19

4. I purchase smaller pack of products because of COVID-19

5. I have become a do-it-yourself person because of COVID-19

6. I buy generic products than branded products because of COVID-19

D) Promotion Adjustments adapted from (Bayraktaroğlu & AliMen, 2011)

1. Free gifts with products don’t attract me because of COVID-19

2. I prefer for informative rather than imagery-based advertisements because of 
COVID-19

3. I ask more questions regarding the product before making a purchase because of 
COVID-19

(Continued)

Gender Male                                       Female
Age

Gen Z (18–23)  

Millennials (24– 39)  

Gen X (40-54) 

Baby Boomers (55–64)   
Marital Status

Married  Not Married  Divorced 
Monthly Income

< 50k     50k-100k     100k-200k    Over 200k    
Payment Mode 

COD Credit Card E-Wallets 
Buying option

Online   Offline 
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(Continued) 

1 2 3 4 5

4. I believe in advertising claims less as I used to because of COVID-19

E) Place and Delivery Adjustments adapted from (Bidyut Jyoti, 2020; Shama, 1978)

1. I spend more time doing online shopping because of COVID-19

2. I buy more products through wholesale outlets because of COVID-19

3.I like stores with home delivery facilities because of COVID-19

4.I would like all my products to be delivered at home because of COVID-19

5.I prefer home delivery to visit the store because of COVID-19

6.Overall home delivery facilities increase my option of an increase in purchase 
because of COVID-19

7.I am satisfied with the store service delivery because of COVID-19

8. Speed and accuracy appeals a lot to me because of COVID-19

9. Service policies and practices should be transparent

F) Habits adapted (Venkatesh et al., 2012)

1. This buying behavior has become a habit for me because of COVID-19

2. I am addicted to this buying behavior because of COVID-19

3. I will continue this habit even after COVID-19

G) Purchase Behavior adapted from (Venkatesh et al., 2012)

1. I intend to continue this buying behavior even after COVID-19

2. I will always try to continue this buying behavior in my daily life even after COVID-19

3. I plan to continue this behavior frequently even after COVID-19
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