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ABSTRACT
This study attempts to examine the role of health consciousness and Covid-19 protocol 
on attitude towards online shopping followed by its effect on purchase intention. The 
framework of the study is derived from TPB theory. Data for the study are collected 
from the online shoppers during the Covid-19 outbreak. Structural equation modelling 
(SEM) is used to test the relationship and to predict shopping behaviour. The results 
report that health consciousness and Covid-19 protocol have shown significant and 
positive effect on attitude towards online shopping. Further, attitude and Covid-19 are 
found the predictor of behaviour intention to purchase online. However, health 
consciousness has shown insignificant effect on behaviour intention. The outcome of 
the study may help retailers to understand consumer shopping behaviour and the 
changes occurred during Covid-19 outbreak. Findings may help retailers to rationalize 
their resources as per the change in customer preference.

1.  Introduction

It is evident that Covid-19 is responsible for the significant change in behaviour. Whether to avoid the 
risk of infection or due to lockdown restriction, behavioural changes were constantly observed. The lon-
getivity of Covid-19 made some of these changes stable. It further stressed out business activities but 
also flourished opportunities for new ideas in business. Researchers across the World researched the 
impact of changes witnessed due to Covid-19 outbreak (Mehta et  al., 2020; Pham et  al., 2020). In this 
series the impact of Covid-19 on consumer behaviour is also addressed (Zwanka & Buff, 2021). Study 
confirmed that Covid-19 accelerated the shift towards a more digital world and triggered changes in 
online shopping behaviours that are likely to have lasting effects (UNCTAD, 2020). A surge in number of 
customers shopping online and first time users are observed during the pandemic (Halan, 2020). Under 
these circumstances examining the validity of theory of planned behaviour (TPB) make sense. This theory 
advocates that behavioural achievement or changes depends on both motivation (intention) and ability 
(behavioural control). Ajzen (1991) stated that intention to perform different kind of behaviour can be 
predicted with high accuracy from attitudes toward the behaviour, subjective norms, and perceived 
behavioural control; and these intentions, together with perceptions of behavioural control, account for 
considerable variance in actual behaviour.

The outbreaks of Covid-19 produce the circumstances where performing normal shopping behaviour 
was not possible. Fear to spread of virus, restrictions imposed, mandate of Covid-19 protocol including 
social distancing norms, and wearing a mask are the factors responsible for change in shopping behaviour. 
Lockdown and curfew which lead closure of markets and shop are also responsible to shift shopping 
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physical to online. Recently conducted studies concluded that health concerns positively increases the 
likelihood of ordering online during the pandemic and post pandemic (Unnikrishnan & Figliozzi, 2021). 
Also the study in the context of Malaysian retail industry by Naseri (2021) highlighted the challenges of 
shopping during pandemic and discussed the online shopping activities during Covid-19 outbreak. 
Therefore it can be assured that to ensure the safety and to avoid the breach of social distancing or to 
follow the Covid-19 protocol customers preferred online shopping during the outbreak.

The proposed study is an effort to examine the application of theory of planned behaviour in mea-
suring the changes in shopping behaviour during Covid-19 outbreak. First, the study explained the con-
ceptual framework of TPB (Theory of Planned Behaviour) followed by its components such as attitude 
and behaviour intention and perceived control. Later, it explains Covid-19 related factors responsible for 
the changes in attitude and behavioural intentions and accountable to form perceived control. These 
factors are termed as health consciousness and Covid-19 protocol.

Online shopping behaviour, purchase intention and shopping attitude towards online are extensively 
researched in the pre Covid era or in normal circumstance. But, because of intense impact of Covid-19 
on behavioural aspects it is significant to explore behavioural change and also to identify the factors 
responsible for these changes. As per TPB, any action a person takes is guided by three types of consid-
erations: behavioral beliefs, normative beliefs and control beliefs. As of now TPB (theory of planned 
behavior) is mostly applied to predict health behavior (Conner & Norman, 1994). However, its application 
to determine the change in consumer behavior is rarely available in literature.

To validate the application of TPB, the proposed study aims to examine the influence of health con-
sciousness and Covid-19 protocol on attitude and its influence on behaviour intention to purchase. The 
outcome of the study may help retailers to understand consumer shopping behaviour and respective 
changes during Covid-19 outbreak. Findings may help retailers to rationalize their resources as per the 
change in customer preference. Confirmatory factor analysis is used to predict shopping behaviour fol-
lowed by AMOS to validate the model. Data for the study is collected from the online shoppers during 
Covid-19 outbreak. Items used in the instrument are extracted from the previous studies and wherever 
required a little modification are made.

2.  Conceptual framework and hypothesis development

2.1.  Theory of planned behaviour (TPB)

Theory of planned behaviour (TPB) is proposed by Ajzen (1991) to address the relationship between atti-
tude, subjective norm, perceived behaviour control, intention and behaviour. TPB is the extension of Theory 
of Reasoned Action developed by Ajzen and Fishbein (1977). TRA carried some limitations in dealing vol-
untary behaviour of consumers. However, both the theories predict the behaviour of consumers. But TPB 
is more likely used in prediction of consumer behaviour (Ahmmadi et  al., 2021; Chen & Tung, 2014). In 
online shopping TPB and its application are discussed in various studies (Akar, 2021; Crespo & Rodríguez 
del Bosque, 2008; Ha et al., 2019; Hsu et al., 2006; Rehman et al., 2019). Lim et al. (2016) reported subjective 
norm and perceived usefulness as the significant influencers to the online purchase intention

Online shopping attitude is driven by the concept of utility, accessibility, convenience, perceived use-
fulness, perceived price and information etc. While predicting change in behavioural using TPB model 
attitude, subjective norms and behaviour control are the major components. During the outbreak of 
Covid-19 several factors emerged in support of online shopping. A noteworthy change in consumer 
perception for online shopping is thoroughly observed during the spread of corona virus. It may assume 
that these changes followed the pattern of theory of planned behaviour where online shopping was 
influenced by behavioural beliefs (beliefs about the probable consequences of the practiced behaviour), 
normative beliefs (beliefs about the normative expectations of other people), and control beliefs (beliefs 
about the presence of factors that may enable or obstruct the performance of the behaviour.

During the outbreak of Covid-19 shopping in usual practice was not possible. There was a tangible 
risk of getting infected in the usual way of shopping. Therefore, behavioural belief was affected during 
the pandemic. As far as normative belief is concerned previous study argued that subjective norm has 
direct relationship with online purchase behaviour (George, 2004). In online shopping context, subjective 
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norms refer to consumer perception regarding the use of online shopping by the opinions of the refer-
ent group (e.g., friends or colleagues) (Lin, 2007, p. 434). In the stressed situation of pandemic consumer 
perception for online shopping was persuaded by the opinion of other users (friends and colleagues). 
However, the change in consumer perception was apparently influenced by the utilitarian aspects of 
online shopping. In case of control beliefs there were number of factors present during the Covid-19 
pandemic especially the Covid protocol (social distancing, wearing a mask, frequent hand washing etc.). 
These beliefs enabled online shopping and hindered the physical shopping (Figure 1).

2.2.  Health consciousness, attitude and behaviour intention

The lockdown came up with shop closure, restrictions on person-to-person contact and public gathering 
significantly influenced consumers purchase liberty (Addo et  al., 2020). Online shopping was considered 
more useful due to its perceived benefits and utility. In pandemic researcher stressed on safety practice 
which muted consumer buying behaviour (Sehgal et  al., 2021). Customer concerns about health and 
safety emerged as the prime motive to buy online rather than the monetary and utilitarian benefits they 
derived from online shopping. Therefore, it is evident that online shopping in pandemic is not only 
driven by its conventional benefits but also motivated by the circumstantial factors. Customer preference 
to reduce the health risk is identified as one of the reasons to shift towards online shopping (Ivanović 
& Antonijević, 2020). Change in consumer preference due to pandemic associated risk is stated in other 
study too (Kulkarni et  al., 2020). Under the fear of spread of virus, hygiene, health and safety are antici-
pated as new shopping standard (Leggett, 2021). Online retailers took over the lead in executing and 
promoting these standards. Contactless delivery, sanitization of each consignment and promoting 
Covid-19 protocol are some of the initiatives which gave an advantage to the online retailers.

Customer concern about health and safety termed as customer pandemic concern had an impact on 
their purchase intentions (Akar, 2021). Study also stated that health concern and anxiety might impact a 
customer’s online purchase intention with the occurrence and spread of Covid-19 (Chan et  al., 2020). 
Therefore, customers started following Covid preventative strategies in their shopping. Online shopping 
emerged as one of such strategy. Study confirmed that perceived potential threat to life (death threat) 
is positively related to online purchase intention (Öztürk, 2020).

H1: Health consciousness has a significant positive effect on customers’ online shopping attitude.

H2: Health consciousness has a significant positive effect on customers’ online behaviour intentions.

2.3.  Behaviour control in Covid-19 protocol, attitude, and behaviour intention

Based on theory of planned behaviour (TPB), perceived behaviour control is defined as an individual’s 
confidence that he or she is capable of performing the behaviour (Ajzen, 1991). It has two aspects first, 
how much a person has control over behaviour and the second, how confident a person feels about 
being able to perform or not to perform the behaviour. Online shopping during pandemic exerts on 

Figure 1. T heory of Planned Behaviour (TPB).
Source: Ajzen (1991).
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shopping behaviour without breaking Covid-19 norms or protocol such as social distancing, bearing 
mask, and stay at home etc. Further, it allows shoppers to control their shopping behaviour. The more 
control an individual express to follow Covid protocol and making purchase online, more likely he or she 
will do online shopping.

In previous studies, behavioural control in online context is addressed as customers’ perceived ease 
(Pavlou & Fygenson, 2006). But as per this study, e-shopping platform enable customer to control shop-
ping in Covid-19 protocol. With the occurrence and spread of Covid-19, customers perceived online 
shopping an easy way to stay away from physical stores and places to avoid crowd to decrease the 
possibility of virus infection (Öztürk, 2020).

H3: Covid-19 protocol has a significant positive effect on customers’ attitude towards online shopping.

H4: Covid-19 protocol has a significant positive effect on customers’ online behaviour intentions.

2.4.  Attitude and behaviour intention

Consumer attitude is “a psychological tendency expressed by evaluating a particular entity with some 
degree of favour or disfavour” (Eagly & Chaiken, 1993, p. 1). Initially, Chen and Wells (1999) conceptualised 
attitude towards a web site. Attitude captures the degree to which an individual may evaluate behaviour 
as favourable or unfavourable. Attitude is formed by the beliefs held towards an object by the individual 
(cited Al-Debei et  al., 2015 study after checking belief concept). As per Ajzen and Fishbein (1980), in theory 
of planned behaviour, attitude is a key predictor of behavioural adoption intention. Generally, online shop-
ping attitude is determined based on perceived usefulness, perceived service quality, perceived trust, per-
ceived ease of use, product offer and customized information (Atchariyachanvanich et  al., 2008; Ha et  al., 
2010; Teo, 2002). Perceived advantages are found the key predictors of consumer attitude toward online 
shopping (Akroush & Al-Debei, 2015). It means if shopping website is able to offer benefits, it results in 
forming attitude. The impact of perceived benefits on attitude is stated in the study (Arora & Aggarwal, 
2018). Also, attitude’s effect on behaviour intention is reported significantly (Hsu et  al., 2014; Jayawardhena, 
2004) and emerged as a direct predicator of e-shopping behaviour (Jayawardhena, 2004) (Figure 2).

H5: Attitude towards online shopping has a significant positive effect on customers’ behaviour intentions to 
purchase online.

3.  Research methodology

3.1.  Sampling design and procedure

A convenience sampling technique was employed to collect the data from targeted population. The 
online survey was conducted. The target population for the study was online shopper who was involved 
in online shopping during Covid-19 pandemic. Whether they were involved in online shopping, was 
ensured by asking a filtering question “have you ever done shopping online during Covid-19 pandemic” 

Figure 2.  Proposed research model based TPB Theory.
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at the beginning of the survey questionnaire. When they opted yes, they were directed to continue with 
the remaining questions of the survey questionnaire. The sample elements were chosen because they 
are believed to be representatives of online shoppers. The link of the questionnaire was developed over 
Google form and shared on social media (Facebook, WhatsApp) and e-mails. In recent studies, collecting 
a sample through social media is seen (Alhaimer, 2021). Also, data collection through social media is 
quite reasonable during Covid-19 because of safety and health concerns. The sample size in this study 
is calculated as per Hair et  al. (2009) recommendations.

3.2.  Survey instrument

The items measuring the attitude, health consciousness, behaviour control in Covid-19 protocol, and 
behaviour intention are extracted from the literature review. The items to define health consciousness 
are adapted from Michaelidou and Hassan (2008), Shah et  al. (2021) and Pu et  al. (2021), items for atti-
tude toward online shopping from Al-Debei et  al. (2015) and for behaviour intention towards online 
shopping from Akar (2021) and Tarun (2011). Single item on behaviour control in covid-19 protocol 
adapted from Segal and 2 items are self-developed. The adapted items were modified in Indian context 
(see Table 1). All items were measured on five-point Likert-type of scale (ranging from 5 “Strongly agree” 
to 1 “Strongly disagree). Also, questions about respondent’s demographic characteristics such as gender, 
age, family income, occupation, online shopping frequency and family size were asked.

4.  Data analysis and results

4.1.  Demographic profile of the respondents

Table 2 exhibits the respondents’ demographic characteristics. It shows that 57.7% respondents are male 
and 42.3% are female. Data in age category shows that most of the respondents are young age range upto 
20 and 21-35 year. Related to family income, more than 50% respondents come family income range Up to 
Rs. 25,000 and Rs. 25,001-Rs. 50,000 per month. The next family income group ranged Rs.1,00,00 and above 
represents 24.20%. Data related to education shows that 48.50% respondents are post graduate, followed 
by 42.00% graduate, 8.20% High school/intermediate (10th/10th +2) and 1.4% are doctorate. Variation in 
online shopping frequency can be seen in Table 2. Most of the shoppers do shopping normally 50%.

4.2.  Measurement model

Confirmatory factor analysis (CFA) is used to know whether the construct within a proposed model is fit 
or not to produce desire results. The model fit is determined based on the indices such as GFI, CFI, 
RMSEA, TFI and NFI. Also, χ2, chi-square/df. In the current study, value of CMIN = 106.966, df = 58, 
p = 0.000, CMIN/DF = 1.844, RMSEA = 0.054 GFI = 0.950, AGFI = 0.921, IFI = 0.969, TLI = 0.958, CFI = 
0.969, and NFI = 0.935, RMR = 0.031, are under the accepted criteria. Thus, based on values the model 
is fits the data reasonably well.

Further, the reliability and validity of the measurement model is also examined. Both, composite reli-
ability and Cronbach alpha reliability are calculated and reported in Table 3. All constructs’ composite 
reliability and Cronbach’s alpha reliability are above than the threshold value (>0.7). Also, the discrimi-
nant validity is assessed on the basis of the square root of AVE should be greater than the variance 
shared/correlation between latent constructs in the model (Fornell & Larcker, 1981). The results of dis-
criminant validity and the value of AVE are given in Table 4, which indicates the presence of discriminant 
validity (Figure 3).

4.3.  Structural equation modelling (SEM) and hypothesis testing

The structural equation modelling using Amos 24 software was run to test the proposed research model 
and hypothesised relationship (see Figure 1) and the results of tested hypothesis are exhibited in Table 
5. Five research hypotheses had been developed. The value of model fit indicates for a structural model 
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Table 1.  Measurement items.
Construct Measurement items Previously used items Source of items

Heath consciousness
HC1 During covid-19 I am worried 

about my health therefore I 
prefer to shop online than to 
go out for store shopping

I’m very self conscious about my 
health

Michaelidou and Hassan (2008); 
Shah et  al. (2021); Pu et  al. 
(2021)

HC2 Due to Covid-19 outbreak I prefer 
online shopping as I become 
conscious while going out for 
shopping

I’m alert to changes in my health

HC3 To stay healthy in Covid-19 era I 
prefer to buy online than to 
go for frequent shopping

I take responsibility for the state of 
my health

HC4 As a preventive measure in 
current scenario I prefer online 
shopping and avoiding in store 
shopping.

I’m aware of the state of my health 
as I go through the day

Covid-19 protocol
PT1 “Social Distancing” is not a 

limitation in Online shopping
Physical distancing and Safety 

measures
Sehgal et  al. (2021)

PT2 “Wearing a face mask while in 
public place” is not required in 
online shopping

Self developed

PT3 There is no need to frequently 
hand washing with soap 
protocol while shopping 
online.

Self developed

Attitude towards online shopping
AT1 I prefer online shopping than 

physical or store based 
shopping in current scenario

The idea of buying from this online 
catalogue retailer web site is a 
good idea.

Al-Debei et  al. (2015); Michaelidou 
and Hassan (2008)

AT2 In pandemic like situation online 
shopping is anyways the best 
way to shop than any other 
modes of shopping

Buying from this online catalogue 
retailer web site is better than 
buying from a real store/shop

AT3 During Covid-19 outbreak I 
preferred online shopping

Buying from this online catalogue 
retailer web site is a pleasant 
thing to do

Behaviour intention to purchase online
BI1 During the covid-19 I started 

buying products online
I plan to shop online more 

frequently.
Akar (2021); Tarun (2011)

BI2 I intend to purchase through 
online even in the near future

I intend to shop online in the near 
future.

BI3 In the pandemic online shopping 
provide me complete 
satisfaction

I think I would prefer to shop 
online rather than traditional 
shopping.

Table 2.  Demographic profile of the respondents.
Frequency Percentage

a) Gender: (i) Male 169 57.7
(ii) Female 124 42.3

b) Age (in Years) (i) Up to 20 98 33.4
(ii) 21–35 172 58.7
(iii) 35–50 18 6.1
(iv) 51 and above 5 1.7

c) Family income 
(Monthly in Rs.)

(i) Up to 25000 68 23.2
(ii) 25,001–50,000 99 33.8
(iii) 50, 001–75,000 41 14.0
(iv) 75,001–1,00,000 14 4.8
(v) 1,00,000 and above 71 24.2

d) Education i) High school/intermediate 24 8.2
ii) Undergraduate 123 42.0
iii) Post-graduate 142 48.5
iv) Doctorate 4 1.4

e) Online shopping frequency (i) Very often 27 9.2
(ii) Regularly 39 13.3
(iii) Normally 161 54.9
(iv) Rarely 56 19.1
(v) Not very often 10 3.4
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are χ2 = 106.966, p = 0.000, df = 58, chi-square/degree of freedom = 1.844, RMSEA = 0.054, GFI = 0.950, 
AGFI = 0.921, IFI = 0.967, CFI = 0.969, TLI = 0.958, RMR = 0.031. These values seem to be a good fit for 
structural model. After testing model fit, we examined the proposed relationships.

In the structural equation analysis, except hypothesis H2, all hypotheses are accepted. The hypothesis 
H1 health consciousness (β = 0.646, t = 7.030) has shown a positive significant impact on attitude towards 
online shopping at <0.001. Hypothesis H3, government protocol (β = 0.177, t = 2.351) has shown significant 
positive impact on attitude towards online shopping at <0.05, the hypothesis H4, government protocol 
(β = 0.196, t = 2.468) has positive significant impact on behaviour intention towards online shopping at 
<0.05, hypothesis H5, attitude (β = 0.496, t = 4.377) has positive significant impact on behaviour intention 
towards online shopping at <0.001. The hypothesis H2, developed to measure the impact of health 

Table 3.  Construct reliability.
Construct Estimate Composite Reliability Cronbach alpha Reliability

Heath consciousness 0.811 0.802
HCS3 0.752
HCS2 0.795
HCS1 0.723
HCS4 0.602
Behaviour control in Covid-19 Protocol 0.757 0.749
BCCP1 0.659
BCCP2 0.808
BCCP3 0.670
Attitude towards online shopping 0.833 0.831
ATOS1 0.784
ATOS2 0.788
ATOS3 0.800
Behaviour intention 0.800 0.798
BIN1 0.798
BIN2 0.761
BIN3 0.708

Table 4. A VE & discriminant validity.
AVE BIN ATOS HCS BCCP

BIN 0.572 0.757
ATOS 0.625 0.677 0.791
HCS 0.521 0.569 0.704 0.722
BCCP 0.512 0.509 0.516 0.487 0.716
Note: BIN-behaviour intention, ATOS-attitude towards online shopping, HCS-health consciousness, BCCP-behaviour control in Covid-19 
protocol.
Since the discriminant validity is assessed on the basis of the square root of AVE and it should be greater than the variance shared/correlation 
between latent constructs in the model (Fornell & Larcker, 1981). Therefore, this value is highlighted/bold in the table.

Figure 3. S tructural model.
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consciousness on behaviour intention is rejected. It means that there is no significant relationship between 
health consciousness and behaviour intention towards online shopping during the covid pandemic.

5.  Discussion and conclusion

The aim of this study is to test the framed relationship under the TPB model. The relationships are estab-
lished through literature review and tested. The results report that health consciousness has shown sig-
nificant and positive effect on attitude towards online shopping but not on behaviour intention. It means 
that health consciousness is important measures in attitude formation towards online shopping during 
Covid-19 pandemic. In previous studies, attitude towards online shopping is formed based on ease of 
use, usefulness, perceived benefits etc. Hence, health consciousness becomes an important consideration 
of attitude especially during pandemic when there was a chaos to safe shopping.

The hypothesis H3 and H4 developed to measure the effect of behaviour control in covid-19 protocol 
on attitude and behaviour intention. Behaviour control in covid-19 protocol is stated significant positive 
influences. Based on this hypothesis, online shopping allows the shopper to control their shopping in 
covid -19 protocol. H4 supports the result of Rehman et  al. (2019), they confirmed the direct positive 
relationship between perceived behaviour control and consumer purchase intention.

Hypothesis H5 was formulated to measure the attitude towards online shopping in Covid-19 and its 
effect on behaviour intention to purchase. The result of this hypothesis is in concurrent with the previous 
work of Akar (2021), Tarun (2011), Rehman et  al. (2019), Jayawardhena (2004) and Hsu et  al. (2014). 
Further it is proved again that the attitude which is determined on the basis of variable from previous 
studies conducted in the pre Covid-19 era again emerged as the strongest predictor of behaviour inten-
tion in online shopping even in Covid-19.

The hypothesis H2, the effect of health consciousness is shown unexpectedly insignificant influence 
on behaviour intention to online shopping during Covid-19 pandemic. However, this may because of 
sample selection which holds 92 percent people below the age of 35. Also in the previous study it is 
concluded that young population such as students were not concerned about Covid-19, but they fol-
lowed governmental measures Berg-Beckhoff et  al. (2021). Constant restrictions and compulsion to stay 
at home during Covid-19, they were eager to go out and considered shopping as an opportunity to go 
out. Therefore, even after having positive attitude towards online shopping their purchase intentions to 
buy online are found insignificant during Covid-19. Covid-19 protocol and health consciousness are not 
examined previously to measure online shopping attitude and behaviour intention to purchase online. 
However, to make marketing decisions in the complex environment understating these relationships is 
important. This contribution adds value in the literature as it came out with health conscious and 
Covid-19 protocol as predictor in forming online shopping attitude. Comparatively, health consciousness 
emerged as a stronger predictor in forming online shopping attitude in Covid-19 pandemic which 
accounts 60 percentages to variance. This study also contributes to the literature of Theory of planned 
behaviour (TPB) and confirmed its applicability in pandemic affected attitude and intentions.

6.  Managerial implications

The outcome of this study suggests multiple implications. First, the study conclude that even if people have 
a positive attitude towards online shopping it doesn’t ensure that they will purchase products online. In 

Table 5.  Results of hypothesis testing.

Hypothesis
Independent 

Variable Path
Dependent 

variable Estimate (β) S.E C.R P Results

H1 HCS → ATOS 0.646 .107 7.030 *** Accepted
H2 HCS → BIN 0.108 .109 0.971 .332 Rejected
H3 BCCP → ATOS 0.177 .074 2.351 .019 Accepted
H4 BCCP → BIN 0.196 .065 2.468 .014 Accepted
H5 ATOS → BIN 0.496 .095 4.377 *** Accepted
*p < 0.05.
**p < 0.01.
***p < 0.001.
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the unprecedented challenges of Covid-19 pandemic when the spread of the deadly virus making people 
tense, anxious and in fear, they followed Covid protocol but don’t show intensity to purchase online. 
However, it is important to note that during pandemic most of the purchase items were groceries, fruits 
and vegetables, health and life style related products. The shopping for durable goods was restricted. 
Online retailers were also offering the limited products. Therefore, they changed the attitude towards shop-
ping online but failed to change the intention to purchase online. Managers must understand the fact that 
when there is an excessive hype of going online, it is still a strong potential in store based shopping. Online 
retailers have to work on addressing purchase intention of shoppers. There is no substitute of human rela-
tionship, machine and robots may assist customers better than anything but the lack of sentiments which 
came out in the form of interaction with shopkeepers and fellow customer are irreplaceable.

The rise in online shopping is not new or sudden but the outbreak of Covid-19 accelerated its poten-
tial to grow. Online shopping minimise the risk getting infected from the virus and therefore it influence 
the attitude of shoppers. But, change in attitude doesn’t guarantee the sales, for that building trust, 
instant availability of products, seller’s image and extended relationship are required. Online shoppers 
may work on instant delivery mechanism, adds local sellers and highlight seller’s identity. Also it is advis-
able to expand e-commerce into the omnichannel retailing.

Other than previously suggested factor of attitude formation, health consciousness and covid-19 pro-
tocol are two important measures to change attitude towards online shopping. While drafting marketing 
and e-retailing strategy, e-retailer must focus on these factors of attitude formation. Conventional retail-
ers and the respective managers should bring out technological interface in the retail practices. Covid-19 
protocol affects the business of conventional retailers who failed to serve the market as per the circum-
stances. It highlighted the scope of flexibility in retail business as well as the importance of technology 
enabled distribution and supply network.

7.  Limitation and future research

It is acknowledged that this study has some limitations. First, most of the respondents are young, and 
they belong to relatively higher income group. However, in the current pandemic, almost everyone is 
affected. Therefore, other age groups of online shoppers can be studied in further studies. Second, the 
sample from other geographic area can also be collected in further studies. Third but not least, two 
constructs i.e. attitude and covid-19 protocol is employed to measure behaviour intention to purchase. 
Other construct influencing online shopper behaviour can be considered in further studies.
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