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Abstract:  The advent of smartphones and growth of the internet has completely transformed shopping 
experience. Online shopping is a rapidly growing phenomenon in India, enabling customers to shop at 
their convenience. To ensure continued growth of online shopping, understanding factors which influence 
customer satisfaction becomes paramount. The purpose of this research is to explore the key factors which 
influence consumers’ online shopping behaviour. Also, e-commerce industry is majorly impacted due to 
COVID-19. This research looks into consumers’ shopping behaviour during COVID-19 pandemic. By 
collecting data from online shoppers and analysing it, we found out the main factors which influence 
customers purchasing online. By comparing the shopping behaviour before and during COVID-19 
lockdown, we were able to discern the changes in online shopping due to the pandemic. Our study will be 
helpful to understand the factors influencing e-commerce in India, and also in the context of COVID-19. 
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1. Introduction 
 

E-commerce has had remarkable success and provides significant economic and social benefits in developed 
countries; however, it is still a niche in several developing countries. Various factors, including low levels of 
internet penetration, infrastructure, and government rules and regulation, hinder the growth of e-
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commerce in these countries.  Moreover, consumers in developing countries are used to face to face 
transactions and do not have a clear understanding of the various processes involved in online shopping 
resulting in various trust issues. 

In recent times, there has been an increase in e-commerce companies in India due to the rapid spread of 
COVID-19. The pandemic is one of the reasons why people are not showing interest in shopping from 
physical stores, which means that there might be an increase in online shopping due to which there has 
been an evident increase of the companies like Metro Cash, Spencer’s retail has tied up with internet firms, 
Future Group has started door delivery services, etc., moving to online platforms for their business 
(Business Standard, Jul 15, 2018). Recent investment made by Facebook in the Jio Platform has the vision 
to provide digital solutions to 60 million small and micro businesses, 120 million farmers, 30 million small 
merchants in the informal sector. This deal in India will have a great impact on retail and e-commerce in 
India (“Reliance Jio Facebook deal, hear are all the companies Jio has invested in so far”, Money Control, 
May 11, 2020).  

Companies that follow brick and mortar businesses like clothing outlets, grocery stores will be forced to 
shift to online amid COVID-19. In metropolitan cities like Delhi, Mumbai and Bangalore there has been a 
spike in online spending about 135%, 133%, and 12% respectively during lockdown (“E-commerce spends 
surpass pre-COVID-19 levels post lockdown in Delhi, Mumbai, Bengaluru”, The Economic Times, Jul 30, 
2020). Prior to COVID-19, online shopping was used for buying products which are not available in 
physical stores or when the top brands go for a clearance sale but the pandemic has increased both 
penetration and growth of e-commerce which has increased to 5% penetration rate from 3% before 
COVID-19 in India (“India’s e-commerce penetration will double to 11 per cent by 2024: Goldman Sachs”, 
The Economic Times, Jul 27, 2020).  

However, while e-commerce shows rapid growth in India, consumer behaviour in online shopping does not 
seem to have been researched fully. What are the different factors which encourage or discourage customers 
from shopping online? Are there any differences in online shopping behaviour based on the demographics 
of a customer? How do customers perceive online shopping amid COVID-19? 

This study specifically examines the of important factors which influence consumers towards e-commerce 
and the effect of COVID-19 on e-commerce. The paper contains a brief review of the literature on e-
commerce and followed by data collection. Further, data analysis is done on a data set which contains 
responses of 474 customers spread all over India who are using online services where we attempted to 
measure the usage level of each demographic factor, identified important factors which influence online 
shopping and also measured the change in dynamics of e-commerce due to COVID-19. Finally, we make 
conclusions on factors using results from data analysis that influence positively to choose e-commerce 
services and the level of impact of COVID-19 on e-commerce services. 
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2. Literature Review  

Online shopping or e-commerce as it is popularly called, is a tool that helps in the buying, selling, and 
delivering products, information, or services by combining the desires of the firms and its customers in a 
more optimized and cost-efficient manners through the internet (Ngai et al, 2002, Esmaeilpour et al 2016). 
E-commerce draws on technology such as mobile commerce, supply chain management, internet marketing, 
online transaction processing, electronic data interchange, inventory management systems, and automated 
data collection systems (Seshadri 2017). The factors which influence the growth of e-commerce in a country 
are diverse amongst which GDP per capita, an average level of education, online payment portal support, 
and telecommunication infrastructure are few prominent ones (Gibbs et al, 2002).  

The factors which influence the penetration of e-commerce have typically been fragmented.  To understand 
these factors, along with the customer's online behaviour an adaptation of the technology acceptance model 
(TAM Model) was done. This adapted framework of TAM deals with the action, attitude, and intention of 
customers to shop online (Monsuwe et al, 2004).  

E-commerce has been growing at a fast pace over the last few years but to stay ahead of the competition, it is 
important to devise strategies keeping in mind the different types of online customers and the various 
factors that influence customers’ online shopping behaviour. There are two different categories of online 
shoppers: “the problem solver”, the one who shops to buy a specific product, and the other group seeking 
“fun, fantasy, arousal, sensory stimulation and enjoyment” (Hirschman et al,1982, Babin et al, 1994). 

Customers are disappointed with the depth of a merchant’s product offering and poor customer services. 
Customers also reported that their overall online shopping experience was enjoyable, timesaving, and 
reduced the overall effort when compared with a traditional retail store (Jarvenpaa et al, 1996). Product 
characteristics like availability, brand name, price, availability of alternatives along with perceived risk which 
are financial risk, non-delivery risk, etc., influence customer buying decisions (Monsuwe et al, 2004, Hana 
et al, 2014, Pandey et al, 2019). Convenience and product type available are the two factors which majorly 
influence online shopping (Chiang et al, 2003). Customer’s behaviour changed based on their perception 
of high-risk and low-risk products. For example, when purchasing computer online uncertainty and risk 
were more salient than when purchasing books online (Lowengart et al, 2001).  

Consumers in developed countries have become accustomed to using the internet and have benefited from 
using e-commerce, whereas customers in developing countries are used to face-to-face transactions and do 
not trust the electronic processes involved (Gil-Saura et al, 2020). For example, in Lithuania convenience, 
simplicity, and better prices had a positive influence whereas privacy concerns and inconvenient delivery 
negatively influenced customer’s online buying behaviour. Customers of the age group 25-35 were more 
comfortable shopping online (Skaržauskienė et al, 2015). 

Developing economies such as India and China have made noticeable progress in recent years because of 
modernization and economic reforms. Not just domestic players, international marketers are also attracted 
to such vast and untapped markets. Therefore, as global competition intensifies and developing countries 
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grow in purchasing power, firms see opportunities for expansion into untapped markets other than 
metropolitan cities such as tier 2 cities (Thakur Preeti et al, 2020). In India, e-commerce has been growing 
in popularity by reaching about 120 million users in 2018 and is expected to reach 220 million users by 
2025 (www.ibef.org). Retail e-commerce sales in India will climb 31.0% this year to reach $32.7 billion. 
This growth has been enabled in part by the e-commerce market leaders in India – Flipkart, Amazon, and 
Paytm Mall – who have been expanding into a new sector, including grocery. This investment along with 
India’s rising internet and smartphone use, as well as the country’s young population and expanding middle 
class, have contributed to a growing number of digital buyers (emarketer.com). 

The sudden and world wide COVID-19 pandemic has greatly impacted e-commerce, as consumers are 
preferring not to visit physical stores and order online instead. Some literature on this is available, for 
example impact of COVID-19 on e-commerce activities has been studied in countries like Pakistan (Bhatti, 
Akram et al, Nov 2020), Malaysia (Hasanat, Hoque et al, Apr 2020) and India (Nivethitha, Manjula et al, 
Nov 2020). A study on the impact of COVID-19 with reference to Maslow’s theory of hierarchy of needs in 
Turkey has been presented (DUYGUN and SEN, Jun 2020). The impact of COVID-19 on B2B e-
commerce activities has also been studied (Sheth, Jul 2020). But there seems to be not much work done on 
the impact of COVID-19 on e-commerce in India, which is where this article should fill the gap. 

3. Research Objectives and Hypotheses  

3.1. Objectives 

● To understand the factors that influence consumers’ purchasing through e-commerce in India  

● To understand the impact of COVID-19 on e-commerce 

3.2. Formulation of Hypotheses 

H1: Discounts and offers have a positive effect on the customer online shopping 

H2: Seller and product ratings have a positive impact on purchasing products online 

H3: Concerns over privacy and personal information theft have a negative impact on purchasing online 

H4: Impact of the bandwidth of the internet on e-commerce services throughout the country 

H5: Frequency of buying products online has increased due to the COVID-19 pandemic 

H6: Dependency on e-commerce has increased due to the COVID-19 and the lockdown 

4. Methodology 

A survey in the form of a questionnaire was developed to gather relevant information from respondents 
which consisted of three sections. Section 1 consisted of questions to collect respondents’ demographic 

http://www.ibef.org/


 
Supriyo Ghose, Yaswanth Sudineni, Deepak Vasimalai, Amulya Vankamamidi and Sachin Ravi 

 
 

675 
 

information such as gender, age, primary occupation, and location. Section 2 consisted of questions that 
covered variables or factors such as offers and discounts, customer service, return policy, etc. which 
influence customers’ purchasing online. Section 3 consisted of questions related to online purchasing 
before the coronavirus pandemic and during the coronavirus pandemic which is used to compare the 
impact on the e-commerce industry.  

The Google form was sent to 600 randomly selected respondents across the states of India during July and 
August of 2020 from which 474 responded. Data analysis is done on the sample size of 474. 

5. Demographic Characteristics of the Sample 

Based on the survey, male respondents represented 54.6% of the total respondents while female 
respondents accounted for 45.4%. The majority of the sample was in-between the age groups 18-27 
(41.4%). Majority of the data (approximately 66%) was collected from the states Karnataka, Gujarat, Delhi, 
Maharashtra, and Andhra Pradesh. A majority of the respondents were employees (38.2%) followed by 
students who participated in survey (25.1%). Based on the survey all the respondents have had the 
experience of purchasing products or services through various e-commerce applications (Table 1). 

 Frequency Percentage 

Gender   

Male 259 54.64 

Female 214 45.14 

Total 474 100 

Age   

Below 18 4 0.84 

18-27 196 41.35 

28-40 77 16.24 
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41-55 111 23.41 

56 and above 86 18.14 

Total 474 100 

Primary Occupation   

Student 119 25.10 

Employee 181 38.18 

Self-employed 63 13.28 

Homemaker 45 9.50 

Retired 42 8.86 

Unemployed 24 5.06 

Total 474 100 

Table 1: Demographic distribution of the sample 

6. Data Analysis and Interpretation 

6.1 Factors influencing online shopping 

Various factors that influence customer satisfaction towards e-commerce include personal information, 
credit/debit card details, offers and discounts, fast and reliable delivery, customer service, product range, 
return policy, and a clear website layout. A chi-squared test was done to understand if satisfaction levels are 
dependent on the above-mentioned variable. SPSS tool was used to perform the analysis.  

The result of the chi-squared test indicates that all the above-mentioned variables have a significant impact 
on customer satisfaction (Table 2).  
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Hypothesis Parameters of Satisfaction p-values  

1 Discounts and offers 0.000 

2 Seller and product ratings 0.000 

3 Information and data security  0.000 

Table 2: Chi-squared test to understand the variables which influence customer satisfaction 

Hypothesis 1 – Discounts and offers have a positive effect on the customer online shopping 

The level of comfortability of customer shopping online depends on discounts and offers. From Figure 1, 
we can see that 86% of responses show that offers and discounts are very important. Only 4% have 
responded that offers and discounts are not important. 

 

Hypothesis 2 - Seller and product ratings have a positive impact while purchasing products online 

From Table 2. it can be seen that customer preference is dependent on seller and product ratings. The 
research also shows that 85% of the respondents have responded that seller ratings are very important 
(Figure 2). Also, almost 71% of the responses show product ratings are very important and seller and 
product ratings have influenced purchasing decisions. 

 

 

 

 

 

 

 

Figure 1: Importance of discounts and offers 
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Figure 2: Importance of seller ratings 

Hypothesis 3 - Concerns over personal information security have a negative impact on purchasing online 

From Figure 3 it can be seen that privacy concerns play an important role in determining the satisfaction 
level of customers when they shop online. From the research, almost 43% of the sample respondents say 
that they are not comfortable to provide their personal information while shopping online and almost 
27.8% of the customers are somewhat comfortable in providing their personal information (Figure 3). 

 

 

Figure 3: User comfort in sharing personal information 

Hypothesis 4 - Impact of the bandwidth of the internet on e-commerce services throughout the country 

From the research, it can be seen that 50.6% of customers say that unstable internet connection discourages 
them from shopping online. Only 17% of the customers say their shopping experience does not get affected 
due to the lack of stable internet connection (Figure 4). Hence, it can be concluded that 50% customers 
have reported unstable bandwidth which has impacted their online shopping experience.  
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Figure 4: Impact of internet bandwidth on customer satisfaction 

Hypothesis 5 – Frequency of buying products online per month from e-commerce has increased due to the 
COVID-19 pandemic  

From the research, it can be seen that the number of online purchases per month increased tremendously 
during lockdown in India due to COVID-19. From Figure 5, it can be seen that customers with low 
purchase frequency (0-2 times, 3-4 times) has been reduced by half while customers with higher purchase 
frequencies (3-4 times, more than 7 times) has increased by three times. This indicates that there has been a 
significant increase in customer buying frequency from e-commerce during lockdown in India due to 
COVID-19 pandemic.  

 

Figure 5: Frequency of purchase before and during COVID-19 
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Hypothesis 6 - Dependency on e-commerce has increased due to the COVID-19 and the lockdown situation 

There seems to be a sharp increase in the average online buying frequency due to COVID-19 (Table 3) 

 Average online buying frequency 
per month 

Before COVID-19 2.20 

During COVID-19 3.92 

Table 3: Increase in online buying frequency due to COVID-19 

We corroborated this with a paired sample t-test and found that the p-value is 0.00, confirming that the 
online buying frequency has indeed increased due to the COVID-19 pandemic. 

From the survey, it can be seen that there are a few changes in the type of e-commerce platform and services 
used before and during COVID-19. From Figure 6, it can be seen that there has been a tremendous 
increase in using virtual education and OTT platforms. Dependence on digital payment systems has also 
increased indicating measures to reduce contact with other people and follow social distancing. The food 
delivery and cab services platforms have been hard hit due to the pandemic.  

From Figure 7, it can be seen that the purchase of apparel, books, and electronics has decreased 
tremendously, whereas the purchase of the essential goods, health and beauty supplements have increased 
during the lockdown period.  

 

Figure 6: Major e-commerce services used before & during COVID-19. 
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Figure 7: Change in purchase of major product categories during COVID-19. 

The survey also indicates approximately 72% of the customers have become familiar using various e-
commerce platforms during the pandemic. The survey also indicates that 81.8% of the customers would 
continue shopping online even after the pandemic is over (Figure 8 and Figure 9).  

Hence it can be concluded that the dependence on some of the e-commerce platforms has increased during 
the pandemic and the shopping on other e-commerce platforms will increase once the pandemic situation is 
over since a lot of people have become more and more comfortable and familiar using the e-commerce 
platform during the pandemic.  

 

Figure 8: Continuity in online shopping during COVID-19   
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Figure 9: Became familiar using e-commerce                

6.2 Analysis of the impact of COVID-19 for each demographic factors 

An interesting insight from Figure 10 is that a majority of respondents, that is 57% of total responses have 
increased their usage of e-commerce, while 25% of respondents said that the COVID-19 has not shown any 
impact on their e-commerce usage (Figure 10). Having said that, there are 18% of people whose purchase 
frequency got reduced during this pandemic, the major reasons can be slower delivery than usual (which is 
one of the significant factors that influence the customer to buy online) and the lack of safe delivery options 
with respect to COVID-19 parameters by e-commerce companies. 

 

Figure 10: Impact of COVID-19 on purchase frequency 

The demographic information captures information on the gender of the respondent and the graph (Figure 
11) compares the level of usage of e-commerce services with respect to gender during COVID-19 and pre 
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COVID-19. Most of the male and female respondents have increased their frequency of purchase from e-
commerce during this pandemic. Most of the population irrespective of their gender have depended on 
online shopping for satisfying their everyday needs. This is evident from the graph that the overall 
dependence of e-commerce has increased or remained the same for most of the population.  

 

Figure 11: Frequency of online shopping with respect to gender 

In Figure 12, we have tried to measure the dependence on online shopping based on the age group of 
respondents (Figure 12). The population of age group 18-27 has almost no change in preference of online 
shopping due to the pandemic, one of the reasons for this might be that most of the respondents in the age 
group of 18-27 were already acquainted with online shopping and they continued shopping online during 
COVID-19. The maximum increase has been for age groups 28-40, 41-55 and 56 and above. Probably the 
pandemic has left the older groups with no choice other than online shopping, due to their increased 
vulnerability to COVID-19.  
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Figure 12: Change in usage of e-commerce with respect to age group 

From the below graph, the dependence of e-commerce has increased among the retired, employee, 
homemaker, and self-employed category of the population (Figure 13). The dependence on e-commerce on 
average has remained the same for the student category whereas the unemployed shows a decrease in the 
purchase. 

 

Figure 13: Change in usage of e-commerce with respect to occupation 
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Summary of the findings 

The key findings of the analysis are that discounts and offers have a positive impact on customers online 
shopping, positive sellers and product ratings will motivate customers to shop online and concerns over 
information security have negative impact on customer online shopping experience. Additionally, the study 
shows that COVID-19 have increased the dependency on e-commerce where usage of virtual education 
platforms and the purchase of e-commerce products like health and beauty products have increased. 
Customers have become more familiar with e-commerce services and more likely to continue shopping 
online after lockdown. Furthermore, the analysis explains the impact of COVID-19 with respect to 
demographics factors where male have increased their shopping online during COVID-19 and a greater 
number of customers of age group "56 and above" who are retired have started using e-commerce during 
COVID-19. 

7. LIMITATIONS 

In the process of data collection, this paper focused on metropolitan cities where the use of e-commerce is 
maximum. However, as rural India’s per capita GDP has grown at 6.2% CAGR since 2000 (IBEF), there is 
scope for research on the penetration of e-commerce in remote areas and developing rural India in the 
future. The paper precisely explains the factors which influence customers to buy products online, e-
commerce is equally present in services sector and these are increasing drastically. Factors which impact 
online services could be a subject of future research. There are various categories in e-commerce products, 
for example, in the electronics category, there are different products such as laptops, mobiles, home 
appliances, etc., that may have different buying frequencies. This granularity is not taken into account in 
this research as each category is different research on its own.  

8. CONCLUSION 

E-commerce is the latest phenomenon creating a revolution in the way business is conducted. It can grow at 
an exponential rate for the coming few years supported by the penetration of smartphones and the 
internet.  Hence, it becomes necessary to understand the various parameters which influence customers' 
satisfaction towards shopping regularly through these platforms which change regularly with changes in 
their needs and demands. This paper has identified a few parameters which impact customers’ satisfaction 
towards such services and also analysed the impact of COVID-19 of such services. COVID-19 has provided 
the opportunity for many e-commerce services to understand the growing needs of its customers and analyse 
the various growth sectors which they can target and continue to grow further. 

Further research can be conducted to analyse the shopping patterns of the customers and clearly 
understand their attitudes towards various products and services provided by various e-commerce 
organizations. 

 



E-commerce in India and the impact of COVID-19 
 

 

686 
 

Acknowledgment: The authors would like to express their heartfelt thanks to Dr Sangita Dutta Gupta, 
formerly with Jagdish Sheth School of Management and presently an Associate Professor at BML Munjal 
University, for her extensive support and encouragement at various phases of this research and manuscript 
preparation. 

 

REFERENCES 
 

Bajtelsmit, V. (1999). Gender differences in defined contribution pension decisions. Financial Services 

Review, 8(1), 1–10.  
 

Bartlett, M. S. (1950). Tests of significance in factor analysis. British Journal of Psychology, 3, 77–85. 
 
Bhatt, K. A., & Bhatt, K. (2012). Effects of investor occupation and education on choice of investment: An 
empirical study in India. International Journal of Management, 29(4), 439-453. 
 
Charness, G., & Gneezy, U. (2012). Strong evidence for gender differences in risk taking. Journal of 

Economic Behavior and Organization, 83(1), 50–58.  
 
Sirajuddin, M., & Kumar, P. (2017). A study on financial literacy of women in Hyderabad City (Telangana). 
International Journal of Trend in Scientific Research and Development, 2(1), 1100-1108. 

 
Sudindra, V. R., & Naidu, J. G. (2019). Is sovereign gold bond is better than other gold investment? 

International Journal of Management Studies, 6(2), 101-104. 
 

 

 

Bhaskar Phani, P and Kumar Prasanna, D. “A study on factors influence towards e-commerce”, 
International Journal of Mechanical Engineering and Technology, Volume 8, Issue 9, September 2017, 
pp.478-494 
 
Lowengart Oded and Tractinsky Noam, “Differential effects of product category on shoppers’ selection of 
web-based stores: A probabilistic modelling approach”, Journal of Electronic Commerce Research, Vol.2, 
No.4, 2001 
 
Sirrka L. Jarvenpaa and Peter A. Todd, “Consumer reactions to Electronic Shopping on the World Wide 
Web”, International Journal of Electronic Commerce, Vol. 1, No. 2 (Winter, 1996/1997), pp. 59-88 
 
Mitra Abhijit, “E-commerce in India-A Review”, International Journal of Marketing, Financial Services and 
Management Research, Vol.2, No.2, February 2013 
 



 
Supriyo Ghose, Yaswanth Sudineni, Deepak Vasimalai, Amulya Vankamamidi and Sachin Ravi 

 
 

687 
 

Kabango Mbayo Christian and Asa Romeo Asa, “Factors influencing e-commerce development: 
Implications for the developing countries”, International Journal of Innovation and Economic 
Development, Volume 1, Issue 1, April 2015, pp. 59-66 
 
Pandey Anurag and Parmar S Jitesh, “Factors affecting consumer’s online shopping buying behaviour”, 
Proceedings of 10th International Conference on Digital Strategies for Organizational Success, January 2019 
 
Uzun Hana and Poturak Mersid, “Factors affecting online shopping behaviour of consumers”, European 
Journal of Science and Human Sciences, 2014, Vol.3, No.3 
 
Selvaraju K and Dr. Karthikeyan P, “Impact on e-commerce towards online shopping and customer buying 
behaviour”, Asian Journal of Research in Social Science and Humanities, Vol.6, No.7, July 2016, pp.1260-
1270 
 
Dr. Singh Amit Kumar and Sailo Malsawmi, “Consumer behaviour in online shopping: A study of aizawl”, 
International Journal of Business and Management Research (IJBMR), Volume 1, Issue 3, pp.45-49, 
December 2013 
 
Rajesh Rupali, “Evaluating the factors influencing online shopping and its consumer satisfaction in Pune 
area”, International Journal of Social Sciences, Volume 4, Issue 1, pp.54-76, March 2018  
 
Dr. Kumar Das Kishore and Ara Affreen, “Growth of E-Commerce in India”, International Journal of Core 
Engineering and Management (IJCEM), Volume 2, Issue 4, July 2015 
 
R. Mangiaracina, A. Perego, and F. Campari, “Factors Influencing B2c eCommerce Diffusion”, 
International Journal of Economics and Management Engineering, Volume 6, No:5, 2012 
 
Nebojsa Vasic, Milorad Kilibarda, and Tanja Kaurin, “The Influence of Online Shopping Determinants on 
Customer Satisfaction in the Serbian Market”, Journal of Theoretical and Applied Electronic Commerce 
Research, Volume 14, Issue 2, May 2019 
 

Živilė Baubonienė, Gintarė Gulevičiūtė, “E-Commerce Factors Influencing Consumers’ Shopping 
Decision”, Socialines Technologijos, Issue No.:01, May 2015 
 
Nittala Rajyalakshmi, “Factors Influencing Online Shopping Behaviour of Urban Consumers in India”, 
International Journal of Online Marketing (IJOM), Volume 9, Issue 4, 2019 
 
Alfredo Vellido, Paulo J.G. Lisboa, and Karon Meeha, “Quantitative Characterization and Prediction of 
On-Line Purchasing Behaviour: A Latent Variable Approach”, International Journal of Electronic 
Commerce, Vol. 4, No. 4 (Summer, 2000), pp. 83-104 
 



E-commerce in India and the impact of COVID-19 
 

 

688 
 

Sirrka L. Jarvenpaa & Peter A. Todd, “Consumer Reactions to Electronic Shopping on the World Wide 
Web”, International Journal of Electronic Commerce, Vol. 1, No.2, pp. 59-88, 2016 
 
Nathalie Pe~na-García, Irene Gil-Saura, Augusto Rodrí, and Jose Ribamar Siqueira-Junior, “Purchase 
intention and purchase behaviour online: A cross-cultural approach”, Heliyon Journal, Volume 6, Issue 6, 
June 2020 
 
Aelita Skaržauskienė, Živilė Baubonienė, and Gintarė Gulevičiūtė, “Factors Influencing Consumers 
Online Shopping Decision: Present and Future Evidence from Lithuania”, Social Technologies, December 
2015 
 
Yi Jin Lim, Abdullah Osman, Shahrul Nizam Salahuddin, Abdul Rahim Romle, Safizal Abdullah, “Factors 
Influencing Online Shopping Behaviour: The Mediating Role of Purchase Intention”, ScienceDirect, 
Procedia Economics and Finance, Volume 35, 2016, Pages 401-410 
Tonita Perea y Monsuwe, Benedict G.C. Dellaert, and Ko de Ruyter, “What drives consumers to shop 
online? A literature review”, International Journal of Service Industry Management, 15(1), 102-121, Feb 
2004 
 
Tahir M. Nisar and Guru Prabhakar, “What factors determine e-satisfaction and consumer spending in e-
commerce retailing?”, Journal of Retailing and Consumer Services, Volume 39, November 2017, Pages 135-
144 
 
Jozef Bucko, Lukas Kakalejcik & Martina Ferencova, Len Tiu Wright, “Online shopping: Factors that affect 
consumer purchasing behaviour” Cogent Business & Management Journal, Volume 5, 2018 - Issue 1 
 
Blanca Hernández, Julio Jiménez, M. José Martín, “Age, gender and income: do they really moderate online 
shopping behaviour?”, Online Information Review Journal, Volume 35, Issue 1 
 
Debnath Burman and Dr. Artee Aggrawal, “Factors affecting buying behaviour in E-commerce in India: A 
review of literature”, International Journal of Business Quantitative Economics and Applied Management 
Research, Volume 2, Issue 2, July 2015 
 
Jiunn-Woei Lian and David C. Yen, “Online shopping drivers and barriers for older adults: Age and gender 
differences”, ScienceDirect, Computers in Human Behaviour, Volume 37, August 2014, Pages 133-143 
 
Pilik, Michal, “Selected Factors Influencing Customers’ Behaviour in e-commerce on B2C Markets in the 
Czech Republic”, International Conference on Information Management and Evaluation”, September 
2013 
 
M. Swapna and C. Padmavathy, “Factors Influencing Online Shopping Experience- A Conceptual Model 
and Implications”, Sona Global Management Review, Volume 11, Issue 1, January-June 2017 

https://www.emerald.com/insight/search?q=Blanca%20Hern%C3%A1ndez
https://www.emerald.com/insight/search?q=Julio%20Jim%C3%A9nez
https://www.emerald.com/insight/search?q=M.%20Jos%C3%A9%20Mart%C3%ADn


 
Supriyo Ghose, Yaswanth Sudineni, Deepak Vasimalai, Amulya Vankamamidi and Sachin Ravi 

 
 

689 
 

 
Kwek Choon Ling, Lau Teck Chai, and Tan Hoi Piew, “The Effects of Shopping Orientations, Online 
Trust and Prior Online Purchase Experience toward Customers’ Online Purchase Intention”, International 
Business Research, Vol. 3, No. 3; July 2010 
 
Mutum Dilip and Ghazali Ezlika, “Online Shoppers VS Non-Shoppers: A Lifestyle Study of Malaysian 
Internet Users”, Proceedings of AGBA 3rd World Congress, Advances in Global Business Research, 3(1), 4-
6 January 2006, pp. 43-54 
 
Thomas G. Brashear, Kashyap Vishal, Michael D. Musante, and Donthu Naveen, “A six-country 
comparison of the internet shopper profile”, Revista de Ciências da Administração, November 2008 
 
“E-commerce spends surpass pre-COVID-19 levels post lockdown in Delhi, Mumbai, Bengaluru: Report”, 
The Economic Times, July 30, 2020 
 
“While coronavirus keeps stores closed, eCommerce saves the day for mid-level brands”, August 10, 2020 
 
Kang Bomi, “The impact of channel knowledge on shopping orientations in consumer buying behaviour”, 
An International Journal of Tourism and Hospitality Research, Volume 22, Issue No. 1, April 2011, 120-
124 
 
Thaw Yi Yi, Mahmood Ahmad Kamil, and Dominic P.Dhanapal Durai, “A Study on the Factors That 
Influence the Consumers’ Trust on E-commerce Adoption”, International Journal of Computer Science 
and Information Security, Volume 4, Issue No. 1 and 2, 2009 
 
Ahuja Manju, Gupta Babita, and Raman Pushkala, “An Empirical Investigation of Online Consumer 
Purchasing Behaviour”, Communications of the ACM, Volume 46, No. 12, December 2003 
 

Živilė Baubonienė and Gintarė Gulevičiūtė, “E-commerce Factors Influencing Consumers’ Online 
Shopping Decision”, Social Technologies, 2015, 5(1): 74-81 
 
Alemayehu Molla and Paul S.Licker, “E-commerce adoption in developing countries: a model and 
instrument”, ScienceDirect, Information and management 42 (2005) 877-899 
 
“Amazon India expands warehouse capacity by 20%”, Times of India, July 23, 2020 
Goldman Sachs, “India’s e-commerce penetration will double to 11% by 2024”, Times of India, July 27, 
2020 
 
Goenka Sanjiv, “Indian online grocery market can exceed $3 billion sales in 2020”, The Economic Times, 
July 12, 2020 
 



E-commerce in India and the impact of COVID-19 
 

 

690 
 

“Government notifies new rules for e-commerce entities: Here’s what changes”, The Economic Times, July 
24, 2020 
 
Thakur Preeti and Kaur Anupriya, “Using correspondence analysis to map online purchase criteria of 
different product categories”, International Journal of Electronic Commerce Studies, Vol.11, No.1, pp.45-
74, 2020 
 
“India’s Ecommerce Market Continues to Surge”, emarketer.com, 7 June 2018 
 
Sharma Samidha and Shrivastava Aditi, “BigBasket in talks for $400m round”, The Economic Times, Sep 
29, 2020 
 
“Reliance Jio Facebook deal, hear are all the companies Jio has invested in so far”, Money Control, May 11, 
2020 https://www.moneycontrol.com/news/business/companies/reliance-jio-facebook-deal-here-are-all-the-
companies-jio-has-invested-in-so-far-5174871.html 
 
“E-commerce spends surpass pre-COVID-19 levels post lockdown in Delhi, Mumbai, Bengaluru”, The 
Economic Times, Jul 30, 2020, https://retail.economictimes.indiatimes.com/news/e-commerce/e-tailing/e-
commerce-spends-surpass-pre-covid-19-levels-post-lockdown-in-delhi-mumbai-bengaluru-report/77267343 
 
“India’s e-commerce penetration will double to 11 per cent by 2024: Goldman Sachs”, The Economic 
Times, Jul 27, 2020, https://economictimes.indiatimes.com/industry/services/retail/indias-e-commerce-
penetration-will-double-to-11-per-cent-by-2024-goldman-sachs/articleshow/77190652.cms 
 
Esmaeilpour, M., Hoseini, S. Y. and Jafarpour, Y. (2016), “An empirical analysis of the adoption barriers of 
e-commerce in small and medium sized enterprises, smes with implementation of technology acceptance 
model. Journal of Internet Banking and Commerce”, 21(2): 1-23. 
Ngai, E. W. T. and Wat, F. K. T. (2002), “A literature review and classification of electronic commerce 
research, Information & Management”, 39(5): 415 
 
Seshadri Dr. Sridhar, “E-commerce Technology Made Easy”, International Journal of Innovative 
Technology and Research, Volume No.5, Issue No.3, April-May 2017 
 
Morris B. Holbrook, Elizabeth C. Hirschman, “The Experiential Aspects of Consumption: Consumer 
Fantasies, Feelings, and Fun”, Journal of Consumer Research, Volume 9, Issue 2, September 1982, Pages 
132–140 
 
Barry J. Babin, William R. Darden, Mitch Griffin, “Work and/or Fun: Measuring Hedonic and Utilitarian 
Shopping Value”, Journal of Consumer Research, Volume 20, Issue 4, March 1994, Pages 644–656 
 

https://www.moneycontrol.com/news/business/companies/reliance-jio-facebook-deal-here-are-all-the-companies-jio-has-invested-in-so-far-5174871.html
https://www.moneycontrol.com/news/business/companies/reliance-jio-facebook-deal-here-are-all-the-companies-jio-has-invested-in-so-far-5174871.html
https://retail.economictimes.indiatimes.com/news/e-commerce/e-tailing/e-commerce-spends-surpass-pre-covid-19-levels-post-lockdown-in-delhi-mumbai-bengaluru-report/77267343
https://retail.economictimes.indiatimes.com/news/e-commerce/e-tailing/e-commerce-spends-surpass-pre-covid-19-levels-post-lockdown-in-delhi-mumbai-bengaluru-report/77267343
https://economictimes.indiatimes.com/industry/services/retail/indias-e-commerce-penetration-will-double-to-11-per-cent-by-2024-goldman-sachs/articleshow/77190652.cms
https://economictimes.indiatimes.com/industry/services/retail/indias-e-commerce-penetration-will-double-to-11-per-cent-by-2024-goldman-sachs/articleshow/77190652.cms


 
Supriyo Ghose, Yaswanth Sudineni, Deepak Vasimalai, Amulya Vankamamidi and Sachin Ravi 

 
 

691 
 

“Future Group testing a door-step delivery service in a bid to secure market”, Business Standard, Jul 15, 
2018.  
https://www.business-standard.com/article/companies/future-group-testing-a-door-step-delivery-service-in-a-
bid-to-secure-market-118071500535_1.html 
 
J. Gibbs, K.L. Kraemer, J. Dedrick, “Environment and policy factors shaping global e-commerce diffusion: a 
cross-country comparison”, Proceedings of the 23rd International Conference on IS, Barcelona, Spain, 
December 2002 
 
Chiang, K. P., & Dholakia, R. R., "Factors driving consumer intention to shop online: an empirical 
investigation", Journal of Consumer Psychology, 13(1), 177-183, 2003 
 
Duygun Adnan and Sen Erdal, “Evaluation of Consumer Purchasing Behaviors in the COVID-19 
Pandemic Period in the Context of Maslow's Hierarchy of Needs”Journal of Theory and Practice in 
Marketing”, June 2020, 45-68 
 
Anam Bhatti, Hamza Akram , Hafiz Muhammad Basit , Ahmed Usman Khan , Syeda Mahwish Raza Naqvi 
, Muhammad Bilal, “E-commerce trends during COVID-19 Pandemic”, International Journal of Future  
Generation Communication and Networking, Vol. 13, No. 2, 2020 pp.1449-1452 
 
V. Nivethitha, S.Manjula, V.Mallika, “IMPACTS OF COVID 19 ON E-COMMERCE IN INDIA”, The 
international journal of analytical and experimental modal analysis, Volume 12, Issue 11, November 2020 
 
Mohammad Waliul Hasanat, Ashikul Hoque, Farzana Afrin Shikha, Mashrekha Anwar, Abu Bakar Abdul 
Hamid, Huam Hon Tat, “The Impact of Coronavirus (COVID-19) on E-Business in Malaysia”, Asian 
Journal of Multidisciplinary Studies, Volume 3, No 1, April 2020 
 
Sheth Jagdish, “Business of business is more than business: Managing during the Covid crisis”, Industrial 
Marketing Management, Volume 88, July 2020, Pages 261-264 

https://www.business-standard.com/article/companies/future-group-testing-a-door-step-delivery-service-in-a-bid-to-secure-market-118071500535_1.html
https://www.business-standard.com/article/companies/future-group-testing-a-door-step-delivery-service-in-a-bid-to-secure-market-118071500535_1.html

	E-commerce in India and the impact of COVID-19
	Supriyo Ghose, Yaswanth Sudineni, Deepak Vasimalai, Amulya Vankamamidi and Sachin R
	1. Introduction

