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A COVID-19 outbreak has left the world with historical challenges. The pandemic has changed consumer behavior resulting from the inevitable economic downturn. Lockdowns, social distancing, and uncertainty about the future caused by the pandemic have led to significant changes in consumer spending habits. On the other hand, traditional stores have been inflicting severe consequences due to the rapid growth of online stores during the pandemic. As consumers have become more conscious of their health, they increasingly purchase necessities online to minimize the risk of infection. The aim of this study is to investigate the customers’ behavior towards online shopping behavior under the pandemic environment in Hong Kong by analyzing the influencing factors including consumer awareness of price, convenience, and social influence. Through a structured questionnaire, an online survey was undertaken to obtain data on online purchasing behavior. The findings of the study revealed that consumers' awareness of the price effects their purchasing decisions. When income declines as a result of the pandemic, customers become more price sensitive. Customers were forced to adapt a new normal to meet their consumption demands through online buying as a result of precautionary measures. The research finding demonstrated that consumers spend lesser time to shop online in terms of price comparison and product categories search. Additionally, the research found that social influence, particularly, electronic word-of-mouth, had a stronger persuasive effect on consumer’s purchasing behavior. 
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The year 2020 was an unforgettable year as all countries have been affected by the severe epidemic situation. In Hong Kong, the economy started to shrink in 2019, resulting from the social unrest, followed by the outbreak of COVID 19, both of which have exacerbated the downward movement of the business cycle. The pandemic unpredictably changed all aspects of Hong Kong people’s daily lives. During the pandemic, the shift from hedonism to utilitarianism was the most significant change in consumers’ shopping behavior (Yang et al., 2020). Most customers’ shopping habits have migrated to online mode due to the restricted preventative measures.

The shift of customers’ buying habits has positively and negatively impacted Hong Kong’s online retail businesses. After months of lockdowns and social distancing, people were compelled to stay home. As a result, people gradually changed their shopping habits from offline to online. This unexpected growth has led to a surge in e-commerce. Meanwhile, the online retailers encountered inventory shortages and logistic pressure following the unexpected outbreaks of coronavirus's first and fifth waves. E-commerce growth in Hong Kong has been steadily increasing since most consumers embrace digitalization to fulfill their consumption needs during the pandemic (KPMG, 2020; Statista, 2021). Most consumers purchased more groceries, fresh products, meat shopping, health and wellness products through online platforms in the wake of COVID-19 (Statista, 2021). According to Jones Lang LaSalle IP, Inc. (2021), online sales transactions increased by 54.9% year-on-year in the first half of 2021. 

Additionally, a survey indicates that e-commerce accounts have around 70% of the shopping cart abandonment rate globally (Digital Butter, 2020). Although no precise statistics have been discovered for Hong Kong, numerous customers have complained about the accessibility of certain websites. 40% of the customers will abandon a website if it takes an unreasonable amount of time to load (Nguyen, 2020). Even though thousands of orders create the opportunity for the online sectors, the concept is that there must be a method for digesting and meeting consumer requirements. 

Retailers are discovering the need to transform swiftly in the face of constantly changing consumer lifestyles and purchasing behavior to be competitive in today's landscape. Some online stores are diversifying their selling items which they believe are more relevant to meet the customer demands during the pandemic. Embracing more sales channels through social media such as Instagram, Facebook, and Wechat to connect with more potential customers can help sustain their online businesses. On the other hand, web page accessibility and design are essential elements to attracting and retaining consumers. All users should be able to perceive, understand, navigate, and interact with the webpage. Since consumers are buying from a virtual platform where no one can assist them when they have questions about the products they want, precise and helpful product information will help to enhance their purchasing decision. 

When will the pandemic end? Some believe the coronavirus will live perpetually, while others think it will perish soon. Nevertheless, online shopping has become an integral part of Hong Kong people’s daily routines. The Red Queen said, "Now, here, it takes all the running you can do to keep in the same place. If you want to get somewhere else, you must run at least twice as fast as that!" (Ansoff, 1958). The Red Queen hypothesis best denotes the online businesses in the post-pandemic environment. Regardless of how consumer behavior evolves, online retailers must prepare to maintain competitiveness and emerge stronger in the post-pandemic environment.

[bookmark: _Toc102011555]1.1 Research background

Every pandemic in recorded history had an immediate impact on the social human's fundamental reactions because it immediately affected health, financial stability, life quality, and food security. When diseases such as cholera or the Spanish flu struck, for example, the economic equilibrium and food supply networks collapsed, resulting in rapid starvation (Barro et al., 2020). Despite minor differences, the COVID-19 pandemic has mostly followed the same pattern. Except for the poor and rising countries, there have been no substantial negative consequences on food security this time. Meanwhile, wealthy economies have seen no major issues with global food security. Individual challenges occurred as a result of quarantine, particularly for those with low incomes. 

The pandemic has influenced many sectors of the Hong Kong economy, particularly consumer spending habits. The pandemic's most significant enduring consequence is uncertainty in society as a whole. Uncertainty exists because no one knows how long the virus's influence will last, where it will be felt next, or how deep it will eventually be. Given the complex set of social, economic, political, technological, environmental, and health concerns that exist on a global scale, uncertainty is not a new idea in either society or higher education. Ford (2015) defined the current era as a "perfect storm" of increasing inequality, climate change, and undiscovered public health risks.

Following the outbreak of the pandemic in China, Hong Kong was one among the first to experience COVID-19's impacts. Hong Kong was at risk of importing because of its shared border and substantial infrastructural and social ties with China. In 2019, about 236 million passengers passed via China's land border with Hong Kong (Kwok et al., 2020). Hong Kong is especially prone to viral transmission due to its high population density and reliance on public transportation.

 On 23 January 2020, the first case was confirmed in Hong Kong, two months before the World Health Organization (WHO) proclaimed COVID-19 a worldwide pandemic (Leung, Wu and Leung, 2021). Hong Kong was ready to swing into action extremely early in 2020 as a result of its experience with the SARS epidemic in 2003. The general public wore face masks, the city's borders were blocked, and the death toll from COVID-19 stayed in the single digits for months. Hong Kong reported 4,802 confirmed cases and 88 fatalities by 31 August 2020, the conclusion of the second wave (News.gov.hk, 2020b). Hong Kong recorded 5,078 cases and 105 fatalities during the third wave, which concluded on 30 September 2020 (News.gov.hk, 2020a). These results, when compared to the global average, were nevertheless quite low for a population of almost seven million people.

By worldwide standards, Hong Kong has been one of the most effective countries in reducing COVID-19 instances and deaths. Hong Kong's health officials have implemented multifaceted initiatives to curb illness transmission such as border screening (measuring body temperature, imposing a health declaration form system, imposing a 14-day mandatory quarantine period on persons entering Hong Kong from mainland China; parts of Korea, Japan, France, Germany, and Spain; and all of Italy and Iran), and social distancing (closing the border, reducing cross-border commuting services, delaying school resumption, and arranging telework for civil servants).

It has been believed that in some places the 2003 SARS pandemic helped the public restrict the spread of COVID-19 more successfully. As soon as the COVID-19 outbreak began, the government – and society as a whole – rapidly deployed all available risk-mitigation strategies. Border controls, quarantines, isolation, and social distancing were among the first measures implemented. Hong Kong people are well aware of the virus's risk. According to Marginson (2020), the response to the epidemic in East Asia was characterized by stringent regulation by the government and committed self-regulation among the population. Today, it is practically difficult to locate a single individual on the streets of Hong Kong who is not wearing a mask, despite the fact that mask-wearing conveyed a very radical political statement only a few months ago. Despite these gains, Hong Kong has already suffered second and third waves, with a dramatic surge in confirmed cases, and the government has had to repeatedly tighten and loosen restrictions.

The emergence of the pandemic provides a perfect opportunity for small to medium retail businesses in Hong Kong, who have been finding it difficult to survive during the extremely competitive time due to fierce competition in the retail market. The pandemic solves the challenge for these businesses by getting physical store locations to sell products online and help to sustain their profit as well as provide convenience for their consumers. Alternatively, the pandemic has also brought some challenges to the online retail businesses in Hong Kong. Since the beginning of COVID-19, it has become a challenge to online businesses to fulfill the sudden demand on necessities as well as the pressure on delivery during various phases of coronavirus spread. 

[bookmark: _Toc102011556]1.2 Research motivation and research problem

Following the immense opportunities and challenges presented by the emergence of the pandemic, which provides a perfect opportunity for small to medium retail businesses in Hong Kong to increase their profitability. Due to fierce competition in the retail market, many retail businesses have been struggling to survive during an extremely competitive time.  This study is to provide critical empirical support to the public in better understanding the underlying reasons for COVID-19's major changes in consumer behavior, thereby addressing the gap in feasible strategies for Hong Kong's online retailers. Therefore, given the changes in purchasing and consumption behavior that have occurred in Hong Kong as a result of the COVID-19 outbreak, this study examines the online purchase behavior among Hong Kong consumers during the COVID-19 pandemic.

Practically, the research aims to address the lack of scientific evidence on how Hong Kong people make decision when purchasing items from online platforms. Since cconsumers are usually afraid to approach traditional stores owing to the threat of disease, therefore, they buy fast and just buy what they need. The emergence of new and ever-changing business models in e-commerce has always drawn attention to the advantages of conducting business through the internet. However, there are still some shortcomings that need to be improved in order to allow e-commerce to grow up steadily.
  
The outcome from this research is crucial in developing scientific recommendations to the management of online retail businesses regarding their marketing strategies. The businesses strive to re-penetrate their markets by transforming the space of online shopping as consumers embrace new digital technologies in their sequestered lifestyles, their daily routines, and habits. With the eruption of COVID-19, this shift in buyer behavior has greatly accelerated, prompting businesses to reach even their most loyal brick-and-mortar consumers in the digital space.

[bookmark: _Toc102011557]1.3 Research aim, objectives, and questions

To justify whether or not Hong Kong people have been moving from conventional offline to online purchases after the outbreak of the COVID-19. We need to find the driving factors of this movement. And thus, the aim of this study is to investigate customers’ behavior towards online shopping during COVID-19 pandemic in Hong Kong to help businesses and entrepreneurs to understand their customers better.


The research objectives are listed below: 

1) To justify that the customers have shifted their shopping patterns from brick-and-mortar to online stores amid the COVID 19 pandemic.

2) To provide recommendations for the sustainable development of the online shopping industry.

Research Questions:

1) What are the characteristics of consumers’ online shopping behavior during the pandemic?  

2) What are the major factors affecting consumers’ online shopping behavior?

3) How can the online retailing industry sustain after the pandemic? 

The responses to the aforementioned study questions shed light on the phenomena of a lack of awareness of the most important factors influencing the purchase decisions of Hong Kong online shoppers during the pandemic. Thus, the research examined how businesses might adapt to the present environment in order for more people to obtain a better understanding and make more informed purchase decisions.

[bookmark: _Toc102011558]1.4 The value of this study

According to industry figures and customer reviews, e-commerce was already on the verge of growing in popularity prior to the outbreak. The fear of the pandemic has had a considerable impact on customers' perceptions of the economic and environmental benefits of e-commerce networks. Individuals may continue to exhibit newly acquired habits throughout the outbreak, such as those observed in China between 2002 and 2003 during the SARS pandemic.

It is unsurprising that the requirement of purchasing supplies takes precedence in such an emergency. There has been a dearth of attention paid to the psychological factors influencing customer behavior during the COVID-19 outbreak, such as attitudes, emotions, and behaviors (Boumphrey, 2020). However, it is critical to understand the attributes that drive customers’ behavioral patterns and product selection for two reasons. Firstly, such a study can aid the global public in better understanding the underlying reasons for COVID-19's dramatic alterations in consumer behavior. Secondly, this study may be utilized to develop new marketing strategies that incorporate psychological factors in order to better meet the needs and sentiments of existing customers. Firms may utilize this information to enhance sales in the case of a COVID-19 pandemic. If these desires and sentiments are understood and handled, it may also be critical to better prepare the market for future pandemics and crises. While this expanding industry is poised to respond to consumers' actual requirements and emotions, customers may leverage it. Anxiety and seeming shortages of key commodities may be alleviated, while consumer well-being and a positive self-image may be enhanced in the case of a future catastrophe.

The aim of this study is to investigate the shift in customers’ behavior towards online shopping during the pandemic in Hong Kong. As a consequence of this study, the inquiry was able to determine the impact of the pandemic on e-commerce in various industries, enabling it to better understand customer demands. As the virus spread, the critical elements influencing online buyers' purchase decisions became apparent. The direction of their changes in response to the pandemic was investigated based on the existence of connections between the factors studied and the detailed marker of online consumer activity involvement. 


[bookmark: _Toc102011559]1.5 A brief outline of the dissertation 

Basically, the study was organized into chapters, where each chapter covered a specific section of the dissertation. The introduction section is the initial part of this research, and it has introduced the research topic, the background, the research problem, aim and objectives. As a continuation of prior studies, the second chapter is the literature review, which examines the theoretical foundations of online purchasing based on the attitudes and behaviors of COVID-19 shoppers. It also reviews existing information and data on the research topic. The methods are discussed in detail in the third part. In the fourth section, which is followed by a discussion, the study's empirical findings are presented. There are also suggestions for future research in the study's conclusion.

[bookmark: _Toc102011560]Chapter 2
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This chapter gives an overview of the literature related to the research problem presented in the previous chapter. To provide useful hints to do this study, the author critically reviewed published empirical studies about online purchasing behavior especially under the impact COVID-19, the relevant concepts, and definitions of online purchasing behavior, and carefully examined the potential research methods for this research.

[bookmark: _Toc102011562]2.1 Online purchase behavior

The concept of "online purchase behavior" may be described as the frequency with which a consumer acquires a product or item via an internet platform. In general, e-commerce is an online transaction of goods or services between businesses and individual customers that allows purchasers to purchase things from businesses and organizations over the Internet (Chaudhuri, et al. 2021; Petcharat & Leelasantitham, 2021). Online purchasing behavior is characterized by repeated purchases, less price sensitivity and brand loyalty. The online shopping behavior of the online luxury market has similarities to that of the traditional luxury market. The most important element in online shopping behavior is the use of search engines such as Google and other search engines.
[bookmark: _Toc102011563]
2.1.1 Impact of COVID-19 on online reactive purchasing behavior

According to Guthrie et al. (2021), the study examined the impact of the outbreak on online sales. The results showed that demand positively increased during the COVID-19 lockdown, but that resilience decreased as time passed and uncertainty of risk levels grew. Consumers, on the other hand, were more resilient in their purchasing behavior over time. As a result, this crisis actually had a stimulating effect on e-commerce, with sales increasing. The authors further stated that the results of their study indicated that consumers with a positive attitude towards online shopping experience had less impactful effects on purchasing behavior when exposed to a COVID-19 alert. They also suggested that external situational variables such as age and income level may have a significant influence on the mental resilience of consumers. These findings highlighted the importance of conducting further research into consumer resilience to other crisis situations and factors that may explain why some consumers are more resilient than others.

According to the study conducted by Akar (2021), COVID-19 changed customer behavior as it didn't only affect them but also the cost for companies. Changes in customer behavior included online purchasing acceleration, online shopping avoidance and information seeking. Additionally, a significant relationship between gender and age on information search was found where women enquired more than men. The study by Jin et al. (2021) focused on the effect of various possible purchase criteria on consumers desire to purchase items while they decide to purchase an item on a travel website. It is reasonable that people will decide whether or not to purchase products after first seeing its beneficial features and value aspects. They will compare product advantages and disadvantages with competing products.

In recent years, a number of empirical research about the impact on economic factors on consumer behavior (Di Crosta et al. 2021), only a few investigations have investigated how online customer buying behavior changes during the COVID-19. Consumers' resiliency has been highlighted in recent research. Consumer behavior is influenced by financial limitations based on a concept developed by Hamilton et al., (2019). When faced with a new limitation, consumers develop coping mechanisms to deal with the issue. Adapting their purchasing habits helps them become lesser reactive and more robust. "Roughly reflecting instant responses, short-term remedies, and long-term adjustments" are the three steps of the response process: responding, adjusting, and adapting. The react-cope-adapt (RCA) paradigm is used by Cambefort (2020) to study consumer behavior during the COVID-19 pandemic. 

In the event of a pandemic, people may stockpile commodities they believe to be rare and vital. As a result, individuals may reject societal norms such as social isolation and the wearing of masks. It is a response to the pandemic and an attempt to recapture lost liberties that these behaviors are based on. In the long run, customers adapt by embracing new behaviors and taking control of other aspects of their lives. Fostering domesticated pets, utilizing video and chat software, staying engaged with friends and family, and indulging in do-it-yourself tasks in the event of goods shortages are all examples of coping behaviors. 

Consumption patterns are changing over time, and this has led to an increase in the amount of time people spend away from others. Changes in consuming habits and behaviors are common coping mechanisms used to deal with difficult life. These observations provide an explanation on why individuals are likely to adopt online buying behavior during a crisis such as COVID 19.

Among the initial effects of the COVID-19 outbreak on consumerism and consumer behavior was overstocking, according to Guthrie et al. (2021). People stocked up on necessities like "toilet paper, bread, water, meat, disinfecting and cleaning merchandise" during the global pandemic (Guthrie et al. 2021). During the COVID-19 disaster, people throughout the world exhibited unique purchase behavior as a response to the uncertainty about future goods supply.

According to Kirk and Rifkin (2020), "consumers will strive to reassert control by overstocking if the rare commodities are thought to be significant and the danger of continuous availability is strong." For example, researcher observed that the COVID-19 pandemic had an impact on the behavior of 211 university personnel and students when it came to purchasing strange items. This behavior might be largely attributed to the participants' feelings of isolation and fear about health difficulties. Anxiety-inducing panic purchases have been demonstrated to be exacerbated by social media and governmental policies (Billore, & Anisimova, 2021). There have been conversations to pinpoint and clarify the kinds of product offerings that customers are overstocking due to the strong possibility of prospective tides of COVID-19 and outbreaks (Kirk & Rifkin, 2020). For example, during the SARS outbreak, Hong Kong's biggest online shop saw a "dramatic spike" in purchases for cleaning items such as bleach. Consumers may view disinfectants as well as cleansers as important products during a health emergency to alleviate their health worries. Responding to a pandemic may lead to an increase in the buying of health-related items.

During COVID-19, online compensatory purchases were made. Adapting is the next step in the reaction to a limitation. Consumers learn to live with and work around the constraint over time by changing the way they think and act (Hamilton et al., 2019). Emotional or problem-focused coping might be employed in the same way (Lazarus and Folkman, 1984). When a person uses issue-focused coping techniques, they take action to solve the situation at hand while also learning to cope with the new circumstances in a less stressful way. Customers in Hong Kong resorted to online purchasing during the SARS pandemic in order to retain some routine all across the crisis by purchasing hand sanitizer and disinfectant web-based and staple foods such as rice, oil, meats, fish, and vegetables. Consumers are rethinking their purchasing preferences due to the continuous aspect of the COVID-19 situation. Spending on necessities is the only sector with good intentions, according to a poll by McKinsey & Co. performed in the U.S. during the adaptation cycle (July 2020). Water, food, cooking materials, protective gear, as well as cleaning items might all be necessities in the event of an outbreak. The findings reported herein provides feasible explanation to the witnessed spike in the online shopping in a time of crisis.

There were more than 50 percent of consumers who lowered their regularity of visits to traditional stores and 80 percent who halved their out-of-home expenditure instances in March 2020, once COVID-19 happened, according to Nielsen research with 39 percent purchased more regularly from shopping online streams (Hinz et al. 2022). Hygiene products (76 percent), vacation (63 percent, albeit 22 percent of it was cancelled), home-cooking and home-eating (which are also more frequently consumed) are the most frequently sought and purchased items since the introduction of Covid-19 (63 percent). Concerns about 64% of Vietnamese people continuing their new habits of utilizing meal delivery services or shopping things online long after the epidemic have been raised (Hawley & Huynh, 2020).

Long-term behavioral adjustments and lifestyle modifications "to adapt to new living conditions" emerge from traumatic situations such as terrorist incidents, natural catastrophes, and outbreaks. Disrupted purchasing and buying activities have been triggered by the COVID-19 pandemic and the confinement and social isolation tactics. 75 percent of US customers explored new brands or channels during the crisis, according to a McKinsey & Co. survey, with many embracing "digital and cashless solutions such curbside pickup, shipping and ordering digitally for in-store pickup". Many people expected to continue shopping at omnichannel or all-digital businesses when the crisis had ended. Chinese "pandemic-led adjustments to broader internet usage and an increasing concentration on the neighborhood as well as small size retailers have become a continuing normal," according to market research company Neilsen. New hygienic laws and restrictions at retail shops might cause stress for customers, but they can be alleviated by using online shopping and delivery service as an option. If customers are worried about contagion beyond the confinement time, they may change their behavior, such as preferring to purchase online. The pandemic's acquisition of previously cautious internet customers may be the ultimate behavioral change it brings about. The pandemic, according to Kim et al. (2020), has prompted "late adopters" to make their first online purchase, according to the innovation diffusion concept. Online shopping may be able to override the mistrust of late entrants during the pandemic, and they may persist to purchase online when the pandemic is gone. The elderly is more likely to be late adopters of online shopping. The observations above lead towards the development of the second variable (convenience) which was added to this research framework. Therefore, the research analyzed how convenience associated with online shopping affects the purchasing behavior of online customers.

[bookmark: _Toc102011564]2.1.2 The theoretical framework of factors affecting online purchasing behavior 

[bookmark: _Toc102011565]2.1.2.1 Consumers awareness of price

Consumers are more likely to acquire a product or service if they are capable to evaluate pricing from a variety of other items and from multiple online retailers before making a final selection (Katawetawaraks & Wang, 2011). Consumers, according to Pham et al (2020) choose whether or not to purchase the products relying on the cost, while in Prasad and Srivastava (2021), the price of buying a product through the internet is what affects the buyer experience. In terms of determining a product's performance or failure, cost of the product appears to be the sole direct factor. It was so decided to stress this feature in the current investigation. To better understand customer buying behavior and the elements that influence it, Al-Salamin and Al-Hassan (2016) conducted a study on a number of theoretical dimensions. Consumer purchasing behavior and the elements that influence the purchase process and choices of customers were therefore examined by the researcher. The findings demonstrate that a consumer's purchase decisions are heavily influenced by both internal and external forces.

There are several ways to assess the price of anything, including a fair price, a cost-effective pricing, a competitive price, a reduced price, a retailer's cost, and the price appropriateness of a certain product (Kotler and Keller, 2016). A higher-level definition of value is that it is more individualized and personalized than either quality or price. As long as the customer is happy with their purchase, they are more likely to return to the store and buy more. Qualitative attributes include superiority and excellence in a wide range of contexts. "Price can also be described as giving or sacrificing" for the acquirement of a service or product, whereas Riaz and Tanveer (2021) suggested that "the value is the sum charged for a product or service and the total amount of value transacted by buyers for the benefits of a product or service that is obtainable and being utilized." Customers' opinions of a product's pricing might influence their purchase choice. Every consumer is concerned about how much they are paying in comparison to their friends and family, and no person prefers to overspend. Fairness in pricing may have an impact on customers' perceptions of a product and their willingness to buy it. The observations above lead towards the development of the first variable (consumer awareness of price) which was added to this research framework. Therefore, the research analyzed how price sensitivity associated with online purchase affects the purchasing behavior of Hong Kong people. 

[bookmark: _Toc102011566]2.1.2.2 Convenience

One way that online retailers protect their consumers' interests is by offering a wide selection of products. E-commerce has made the procedure easier than it has ever been before. Bauerová & Klepek (2017) concluded that shopping online is more convenient and time-efficient than shopping in traditional brick-and-mortar stores. Consumers may also obtain additional information on the products and services they are considering, allowing them to make more educated comparisons between different suppliers. Safety, aesthetics, rapid loading, website structure, and validity are the most significant qualities of online shopping that motivate users to buy online (Salehi et al. , 2012). Consumers may frequently obtain any information they require over the internet. Despite the fact that online shopping does not allow users to physically touch and feel the products before placing an order, online businesses provide more information about their products and services so that customers may assess them at their leisure. Several online businesses provide round-the-clock customer care, allowing customers to obtain answers to their product and service issues at any time and from anywhere. Neger & Uddin (2020) found that the convenience of using the internet has a significant impact on customers' decisions to buy products and services online. When it comes to completing online purchases, the customer's first impression of the website is by far the most significant factor to consider. Customers get a favorable first impression when they buy something online. The observations above lead towards the development of the second variable (convenience) which was added to this research framework. Therefore, the research analyzed how convenience associated with online purchase affects the purchasing behavior of Hong Kong people.

[bookmark: _Toc102011567]2.1.2.3 Social influence

According to Hu, Chen and Davison (2019), impulsive purchase behavior could be impelled by societal norms or information that the buyer accepts. Expertise and credibility of information sources encourage readers to embrace electronic word-of-mouth or act without thorough consideration. Social support allows for more and stronger social influences to occur. 

The impact of online reviews has been extensively studied in the consumer behavior and marketing literatures. Due to the inherent risks associated with online purchase, many consumers infer product quality and alleviate uncertainties by consulting online consumer reviews. Prior research indicated that online reviews can have an effect on customer behavior. For example, online reviews have been shown to influence customers' perceived review credibility and usefulness, which in turn influences their adoption of online reviews (Lin and Xu, 2017; Gvili and Levy, 2018).

According to the research conducted by Peña-García et al. (2020), if consumers felt their friends would support them, their desire to make an online purchase is likely to increase. The research also suggests that customers’ views are sensitive to cultural subjectivity. Cultural identity has a minor influence on relationships in the studied locations, which may be explained by a high degree of individualism. Collectivism is more prevalent in Colombia than individualism is in Spain, as per Li et al (2022). As defined by Hofstede, individualism is "the extent to which persons in a nation choose to behave as individuals rather than as members of organizations" (Maaravi et al., 2021). According to Li et al. (2022), the notion of planned behavior of consumers is based on perceived social pressure; individuals who believe they are subject to subjective norms are more inclined to behave as their peers believe they should. To be accepted by a group in a collectivist society, an individual must demonstrate higher subjective criteria than in an individualistic culture. The observations above lead towards the development of the third variable (social influence) which was added to this research framework. Therefore, the research analyzed how social influence affects the purchasing behavior of online customers. 

[bookmark: _Toc102011568]2.1.3 Empirical research studying the inflicting factors of online purchasing behavior in Hong Kong

Several studies have investigated the online purchasing behavior for consumers across several Asian nations (Minh et al. 2021; Lin et al. 2020; Islam, 2021). For instance, the study by Minh et al (2021), develops a model to investigate how consumers trust in influencers–that is, the likelihood that the consumer shares information with others–influences consumers’ decision to purchase products online. The study found that consumers are more likely to purchase new products when they have trust in an influential person and even more so when they trust both the influential person and the manufacturer of the product being purchased. This study examined the effects of social media influencers on customers’ online purchasing behavior in Vietnam. The results showed that trust, quality, and service orientation were positively related with consumers’ purchasing intention. The technology utilization (technology acceptance test model component), perceived usefulness, perceived ease of use, attitude towards technology and online self-efficacy were positively related with the purchase behavior.

Further research by Islam (2021), found that people's awareness about online shopping determines their online shopping behavior greatly. The dominant online shopping motivations among them are social benefits and earthly pleasures, which fit into the theory of Pro-Sociality and Hedonia, respectively. As for the cultural constraints, it was found that Arab culture has a greater influence on their spiritual life and clothing styles. Their Islamic values and motivations with earthly pleasures can help consumers make more conscious consumption decisions.

Lin et al. (2020) used search engine marketing (SEM) to evaluate their stated research question: "To investigate the moderating effects of the customers' age, gender and job type on customer's return behavior after online shopping". The authors identified one significant moderating effect: the interaction between age and gender. The interaction showed that shoppers who are 18-25 years old have relatively high intentions to return their purchases made online, while younger female shoppers when compared with fellow shoppers who are older than 25 or male shoppers, tend to be more risk averse and therefore engaged in higher levels of purchase returns. The authors investigated this finding by relating it to previous literature that states that younger consumers predominantly choose experiences over possessions. This finding indicates there exists significant differences between older and younger shoppers with respect to shopping behavior.

Even though models were developed to evaluate various factors influencing consumers’ online purchasing behavior based on individual characteristics like education and media consumption habits, demographic attributes, it is difficult to assess whether these results would be valid for all consumers because these variables may change from culture to culture. While this case was conducted in specific countries within the Asian region, there is need to conduct further research in Hong Kong specifically to ascertain the veracity of the conclusions about the role of the inflicting factors on purchasing decisions.

[bookmark: _Toc102011569]2.2 Factors affecting online purchasing behavior

[bookmark: _Toc102011570]2.2.1 Consumer awareness of price

Price perception has a significant impact on a consumer's decision. It reveals product information and provides consumers with a deep meaning (Kotler and Keller, 2016). As a result, pricing is a key component in purchasing decisions, particularly for products that are regularly purchased, and this impacts the selection of which store, product, and brand to favor (Faith and Edwin, 2014). Consumers are quite sensible when it comes to determining what benefits they want to obtain from purchasing goods or services for which they pay for (Al-Mamun and Rahman, 2014).

Choudhury and Dey (2014), associated consumer awareness of price with the cost of utilizing online shopping apps and other charges, such as connection charges, transactions costs, and technology expenses, as opposed to physical retail. A lack of knowledge and investment in certain assets may prevent customers from participating in relational trades, according to Wu et al. (2014). There is a perception that online purchases are more expensive since they require more time and effort than traditional brick-and-mortar purchases because of shipping, comparison shopping, as well as item browsing. Before making a decision to purchase online, many people weigh the pros and cons of doing so (Chang & Wang, 2011; Wu et al., 2014). It has been shown that most online buyers take into account a variety of costs before making a purchase, including the time and money it takes to search for what they need, the expense of online items, and the cost of shipping and handling. It has been observed, however, that the perception of cost has a detrimental impact on intention (Mizanur & Sloan, 2017). It is clear that the consumer awareness of price for e-retailing in comparison to physical retailing has a significant impact on consumers' willingness and ability to engage in internet purchases.

Customers who are more conscious of pricing are more likely to buy private-label products and less likely to be devoted to a particular brand or retail location. Consumers who prioritize saving money for both utilitarian and emotional reasons are highly engaged in the collection, interpretation, and diffusion of pricing data (Ofori & Appiah-Nimo, 2019; Hampson and McGoldrick. 2013). Consumers who prioritize saving money for both utilitarian and emotional reasons are highly engaged in the collection, interpretation, and diffusion of pricing data.  

[bookmark: _Toc102011571]2.2.2 Convenience

Online stores benefit consumers by conveniently offering a variety of products. Monsuwe, Dallaert, and Ruyter (2004) evaluated both offline and online purchasing and discovered that online shopping is more convenient and time efficient comparing to offline shopping. Additionally, online purchasing allows customers to have access to additional information about products and services, allowing them to compare both pricing and product quality with other providers.

According to Chun and Kim (2005), based on an economic study of empirical data, when the convenience associated with purchasing products and services improves, the prices charged by the online market tend to exceed those charged by the conventional offline market. Other research has found that customers' perceived convenience has a substantial influence on their e-commerce activities (Eastin, 2002; Elliot and Fowell, 2000; Yang, 2013). Moreover, they are willing to pay for higher price for those online products (Bailey, 1998).

[bookmark: _Toc102011572]2.2.3 Social influence 

Wang et al. (2013) introduced the concept of social influence mechanisms, in which customers rely on the opinions of others, particularly those who use the service on a regular basis and have a positive impression of it (Abbas Naqvi et al. 2020; Ifinedo, 2016). To fully comprehend this strategy, Wang et al. (2013) defined three types of social impact mechanisms: identification, internalization, and compliance. These are recognized as the major relevant impact mechanisms for a wide range of service businesses (Graf-Vlachy, Buhtz, & König, 2018; Ifinedo, 2016). Web-based interactions (Ifinedo, 2016) and network externalities are only two examples of areas where researchers have investigated the effects of the social influence mechanism structure (Pornsakulvanich, 2017; Sarkar et al., 2019). To put it another way, social effect occurs when customers' opinions and behaviors are influenced by their peers in the community (Chiu et al., 2013).

[bookmark: _Toc102011573]2.3 Review of methodologies about studying online shopping behavior 

[bookmark: _Hlk102004262][bookmark: _Hlk102004270][bookmark: _Hlk102004278]Past research on factors affecting online purchase behavior have utilized a number of sampling strategies to collect the required data. Zheng et al. (2021) use a two-stage cluster sampling method to collect survey data from a random sample of 3,955 rural residents. Similarly, Alaimo et al (2020), collected their quantitative data using random sampling technique. In order to understand the sensitivity of respondents, they conducted an experiment before conducting the survey in order to understand factors related to food behavior in general. Naseri (2021) used purposive sampling to select 32 non- Muslim participants for his research, which included both males and females. The author specifically chose 30 females and 2 males, which may have restricted the generalizability of his study by not including males in the sample.

[bookmark: _Hlk102004292]Both descriptive and inferential statistics are used in analyzing the quantitatively collected data. For instance, Zheng et al. (2021) use a multivariate regression approach to model the relationship between online shopping and the dependent variable (individual subjective well-being). The authors hypothesize that individual subjective well-being will increase among those who have purchased products using an ecommerce platform in the last month, compared to those individuals who have not made such a purchase. Alhaimer (2022) applied the structural equation modelling to study the customer behavior towards online retailers changes and fluctuates. The article demonstrates this point with thorough studies made in Kuwait, where the COVID-19 syndrome caused many people to have to rush out to buy a medical mask and quickly drive to their local pharmacies. Within the structural equation modelling, the validity and reliability of the selected scales were performed besides establishing the descriptive for the demographic variables. Conversely, Alaimo et al (2020) investigate the COVID-19 pandemic of 2020 and how it has caused Italian online shoppers to cut back their online food shopping. While their study includes a large amount of pertinent variables, the main data analysis technique used in this research is regression analysis. The researchers collect data through use of digital field experiments and then proceed to use secondary data to conduct their analyses. They have established an excellent explanation for the data they collected and analyzed, with the help of visualizations and scatterplots. Through these graphs, they explain that "the map shows that there are no outlier cities/areas where there are no changes in purchase intentions or behaviors during COVID-19.

[bookmark: _Toc102011574]2.4 Summary

The result of literature review suggest that online purchasing behavior is used to as the dependent variable in this study, and the variables associated with online buying such as convenience, consumer awareness of price and social influence borrowed from well-established theories have been utilized to construct independent variables. 

A quantitative study design has been found to be the most appropriate approach to investigate the consumers’ online purchasing behavior. Considering the affordability of time cost and money cost, the author chooses to use the quota convenience sampling method to collect sample observations. Additionally, it is expected that the consumer awareness of price is positively related to the purchasing behavior of online consumers. According to Pärson and Vancic (2020), customers are more price sensitive as a result of job uncertainty caused by the pandemic. Conversely, it is projected that the convenience factor is significantly influencing the customers’ behavior towards online shopping during the pandemic. This has been established to be one of the most important factors that have a direct influence on purchasing behavior (Pham et al., 2018). 

Finally, it is anticipated that social influence factor is significantly influencing the purchasing behavior following the realization that consumers’ expectations and behaviors are substantially influenced by social factors during the pandemic (Koch, Frommeyer and Schewe, 2020). 




[bookmark: _Toc102011575]Chapter 3

[bookmark: _Toc102011576]Research Methodology

The study used the quantitative approach to examine Hong Kong people’s online purchasing behavior in the context of the pandemic environment. The investigation is facilitated by collecting survey questionnaire data and then analyzing it using the SPSS statistical package. This chapter explains the research problems and develops the hypotheses, followed by the survey design, data collection, and analysis methods.

[bookmark: _Toc102011577]3.1 Research objectives, research questions and hypotheses

[bookmark: _Toc102011578]3.1.1 Research objectives

This study defines two research objectives to observe the shift of customers’ behavior towards online shopping during the pandemic in Hong Kong. These research objectives are important as they act as the pathway to the solutions of this study’s research problem. The following research objectives are formulated as follows:

1. [bookmark: _Hlk99560451]To justify the customers have shifted their shopping patterns from brick-and-mortar to online stores amid the COVID 19 pandemic.

The pandemic has completely shaken the retail industries and forced consumers to adopt new shopping habits. As consumers have been spending more time at home since the pandemic, online shopping has become the preference to fulfill their consumption needs. As a result, the traditional retail industries have been subjected to extraordinary upheavals. In order to investigate the cause of customers’ shift from brick-and-mortar stores to online stores during the pandemic, the challenges faced by the brick-and-mortar stores need to be identified. Understanding these challenges will aid to demonstrate the customers’ behavior towards online shopping.

Moreover, consumers have been obliged to reduce their visits to physical stores due to public health concerns and social distancing measures. As a result, consumers increasingly turn to internet platforms to purchase essential items. Additionally, many consumers have changed their shopping patterns to rely on online ordering and meal delivery, which has stimulated the growth of e-commerce during the pandemic. The factors influencing such behaviors should be identified to examine the customers’ behavior towards online shopping. Understanding these factors will help capture the customers’ behavior towards online shopping amid the pandemic environment.

2. To provide recommendations for the sustainable development of the online shopping industry.

Many surveys predicted that e-commerce would likely continue in the post-pandemic future; some consumers intend to continue shopping online beyond the pandemic, while others prefer to return to physical stores once the safety measures are reduced (Jones Lang LaSalle IP, Inc., 2021; KPMG, 2020; GlobalData, 2021). Nevertheless, e-commerce is unlikely to entirely replace traditional stores because brick-and-mortar stores are the foundation of experiential shopping (Das, 2022).  Although e-commerce won thousands of customers since the pandemic, the viability for online stores remains a major concern. Therefore, it is vital for online retailers to evaluate customers’ behavior towards e-commerce and implement suitable marketing strategies to keep their customers engage regardless of how long the pandemic will last.

[bookmark: _Toc102011579]3.1.2 Research Questions 

Most consumers believe that purchasing from traditional stores can avoid delivery costs while benefiting from the immediacy of same-day purchases (Wang et al., 2022). Online shopping undoubtedly can provide customers with convenience and safety while shopping at home, but the lead time for goods to be delivered maybe longer. Furthermore, the coronavirus's spread in Hong Kong has exacerbated labor shortages and logistics pressures. People tend to return to brick-and-mortar stores when infected cases are lowered, and relevant restrictions are released. Hong Kong online retailers should be well prepared to keep their online operations running during and after the pandemic, regardless of how long it will last. Hence, the above issues lead to the following research questions for this study. 

[bookmark: _Hlk99710578]Question 1: What are the characteristics of consumers’ online shopping behavior during the pandemic?       

Given that this study's objective is to examine customers' behavior towards online shopping under the pandemic environment in Hong Kong, it is critical to capture their online attitudes and behaviors. According to C&SD, nearly 1.4 million or 60% of the 2.4 million households surveyed in Hong Kong had made online purchases between 2019 to 2020 (C&SD, 2021). And among the 1.4 million households that made online purchases, they spent an average of HKD$1668 per month on online shopping, and around one-third of these households spent less than HKD$250 every month, while 22% spent more than HKD$1,000 (C&SD, 2021). Moreover, groceries, wellness products, and beauty products were ranked among the most online purchase categories during the pandemic, according to a survey conducted in 2020 (Statista, 2020). The survey results verified these findings, which are discussed in the next chapter of this paper.

Question 2: What are the major factors affecting consumers’ online shopping behavior? 
 
Price awareness, convenience, and social influence are frequently regarded as important determinants of customer behavior, but little is known about the impact these factors have on online shopping habits. Further study of the factors that influence online shopping behavior would provide additional insight into the extent to which they influence consumers' online shopping behavior. Price sensitivity tends to increase due to the rise of the unemployment rate and job uncertainty throughout the pandemic (Ang, Leong and Kotler, 2000). According to Wang et al. (2005), customers' decision to purchase online is significantly influenced by the ease of online buying. Moreover, customers frequently purchase items that are normally difficult to judge the quality from the online stores. As a consequence, online consumers make purchase decisions based on product reviews from knowledgeable users. (Park and Kim, 2008). The survey results exhibited these findings, which are discussed in the next chapter of this paper.




Question 3: How can the online retailing industry sustain after the pandemic? 
                  
As mentioned in section 3.1.1, e-commerce is unlikely to dominate the retail landscape even beyond the pandemic because both complement one another for the benefit of retailers and customers. Online stores shall assess the consumers’ purchasing behaviors according to the influencing factors stated in question 2 to implement different marketing strategies in order to accomplish the sustainable development goals in the post-pandemic environment.  

Omnichannel is the ability to provide a consistent customer experience regardless of the channel customer chooses. Its advantages are connecting customers to information quickly and comparing products. More importantly, it can increase convenience for the customers and reduce the shopping cart abandonment rate (Salesforce EMEA, 2020). Since the respondents were conscious about pricing when shopping online, online retailers can establish an effective loyalty program to offer customers incentives in exchange for their purchases. This could lead to more customer referrals, increased customer retention, and increased sales (Peacock, 2021).

[bookmark: _Toc102011580]3.1.3 Research framework

Based on the empirical studies mentioned in the literature review chapter, the research framework was designed to examine the relationship between influencing factors (consumer awareness of price, convenience, social influence) and the customers’ behavior toward online shopping amid the pandemic environment in Hong Kong. Figure 3.1 shows the research framework used for this study.









Figure 3.1: Research framework
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Sources: The reference sources of the above research framework are derived from Pärson and Vancic (2020), Safitri (2018) , Roggeveen and Sethuraman (2020), Meher Neger and Burhan Uddin (2020), Park and Kim (2003), Beauchamp and Ponder (2010), Meher Neger and Burhan Uddin (2020), Ardyan et al. (2021), Jawaid, Hassan and Karim (2021), Kim and Srivastava (2007), and Sata (2013)

To address the research objectives mentioned in section 3.1.1, this research combines two theoretical models widely used in research studies explaining online purchasing behavior. Icek Ajzen introduced the Theory of Planned Behavior (TPB) model in 1991 to explain how people's behavior can change (Ajzen, 1991).  According to the TPB, there is a causal connection between beliefs, attitudes, intentions, and behavior (Arafat and Mohamed Ibrahim, 2018). Since this model does not specify the particular beliefs used about the behavior, the research framework for this study was modified by adding two variables (consumer awareness of price and convenience) to recognize the shift of customers’ behavior towards online shopping amid the pandemic environment. The third variable (social influence) was added to this research framework based on the Engel-Kollat-Blackwell model (EKB) developed by Blackwell, Miniard, and Engel (2006). The EKB model defines consumer behavior as a decision process with five stages that occur during the process. This model depicts the decision-making components as well as the relationships and interactions (Jisana, 2014). According to EKB, the consumer's intention, attitude, and anticipated circumstances will influence the consumer's decision. The extent to which others influence the consumer, such as friends and family members, is also referred to as normative compliance (Jisana, 2014).

[bookmark: _Toc102011581]3.1.4 Hypotheses

Based on the research objectives of this study and literature reviews in Chapter 2, the following three statistical null hypotheses are established to achieve the objectives. The rejection of these null hypotheses implies the acceptance of alternative hypotheses.

[bookmark: _Hlk100491355][bookmark: _Hlk99715493]The first null hypothesis is:

[bookmark: _Hlk100491380]H0: There is no relationship between Consumer awareness of price influences and online shopping behavior during the pandemic.

The first alternative hypothesis is: 

H01: There is some relationship between Consumer awareness of price and online shopping behavior during the pandemic. (i.e., Consumer awareness of price influences online shopping behavior during the pandemic)

The Pearson correlation test was used to examine the relationship between consumer awareness of price influences and online shopping behavior. The result reveals that the p-value is higher than the desired significance level of 0.01 as shown in Table 8 (r = 0.060, p = 0.294). Hence, the null hypothesis failed to be rejected. This represents consumer awareness of price does have an effect on online shopping behavior.

The second null hypothesis is:

[bookmark: _Hlk100491677]H0: There is no relationship between Convenience and online shopping behavior during the pandemic

The second alternative hypothesis is:

H02: There is some relationship between Convenience and online shopping behavior during the pandemic. (i.e., Convenience influences online shopping behavior during the pandemic.)
The Pearson correlation test was used to examine the relationship between convenience and online shopping behavior. The result reveals that the p-value is less than the desired significance level of 0.01 as shown in Table 8 (r = 0.309, p = 0.000). This implies a highly significant relationship exists between convenience influences and online shopping behavior as the p-value is less than 0.001. Hence, H02 is accepted. It also represents there is some relationship between convenience and online shopping behavior during the pandemic.

[bookmark: _Hlk100491772]The third null hypothesis is:

H0: There is no relationship between social influence and online shopping behavior during the pandemic.

The third null hypothesis is:

H03: There is some relationship between social influence and online shopping behavior during the pandemic. (i.e., social influence affects online shopping behavior during the pandemic.)

The Pearson correlation test was used to examine the relationship between social influence and online shopping behavior. The result reveals that the p-value is less than the desired significance level of 0.01 as shown in Table 8 (r = 0.326, p = 0.000). This implies a highly significant relationship exists between social influence and online shopping behavior as the p-value is less than 0.01. Hence, H03 is accepted. It also represents there is some relationship between social influence and online shopping behavior during the pandemic.

[bookmark: _Toc102011582]3.2 Research design

The research aims to study the customer behavior towards online shopping under the pandemic environment in Hong Kong The following section explains the study research design, including the sampling method, questionnaire design, and execution method to distribute the survey.
[bookmark: _Toc102011583]3.2.1 Sampling method

Considering the affordability of time cost and money cost, the author chooses to use the quota convenience sampling method to collect sample observations. To obtain the target number of respondents, the survey questionnaires were distributed through various social media channels, including WhatsApp, WeChat, Facebook, and LinkedIn. The collected questionnaires were further selected in order to conform with the sex ratio of the local population.

[bookmark: _Hlk101032275]According to Etikan (2016), convenience sampling is a nonprobability or nonrandom sampling. Members of the target population who meet specific practical requirements, such as easy accessibility, geographical proximity, and availability at a particular time or desire to participate, are included in the study. For this purpose, this research's respondents were chosen in Hong Kong, a location that was conveniently accessible to the researcher. Based on the gender proportions listed in C&SD, the weights were assigned to each subgroup for data collection. The first targeted layer of respondents chosen was the researcher's closest peers, friends, and family members. From thereon, a snowball sampling approach was adopted by asking these respondents to disseminate the questionnaires to their acquaintances in order to obtain more responses to the survey.

Since the research aims to study the customers’ behavior towards online shopping during the pandemic, the participants must meet the age requirement and online purchase experience. According to Statista (2020), a Rakuten Insight survey done in 2020 revealed that the most frequent online buyers in Hong Kong are between the ages of 25 and 34. This is consistent with the survey finding that those between 18 to 40 years old shopped the most frequently. To eliminate bias in the research, the gender group was chosen based on the population of Hong Kong, which consisted of 54.3% females and 45.6% males (C&SD, 2021). This is consistent with the survey’s findings, which indicated that 58.2% of respondents were female and 41.8% were male. Therefore, the selected sample is considered representative of the Hong Kong population. However, there are some limitations to this sampling method. For example, the participants were not randomly selected, and the researchers relied on the snowball sampling method to obtain more observations which means the respondents are predominately from the same geographical area (Emerson, 2015).

[bookmark: _Toc102011584] 3.2.2 Questionnaires

[bookmark: _Hlk98520399]The questionnaire of this study consisted of five parts. Part A is about the respondents' demographic information, including gender, age, marital status, income group, and education level. Part B is about the dependent variable (purchasing behavior), Part C to Part E are about the three independent variables (consumer awareness of price, convenience, and social influence) related to the factors influencing the consumers’ behavior towards online shopping during the pandemic environment in Hong Kong. The dependent variable is consisted of three closed-ended questions in which respondents were asked to choose the best answer that describes their purchasing behavior during the pandemic. With reference to the previous literature reviews, five statements were defined for each independent variable, in which respondents were asked to rate their level of agreement on a five-point Likert scale, with reference from Joshi et al. (2015), ranging from 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, and 5 = Strongly Agree. A pilot test was performed among 30 respondents before sending the survey to collect massive responses to test the reliability and validity of the questions. Two questions were removed from the first edition of the questionnaire because they were deemed irrelevant to the study. After the pilot test, one question scored below the standard level of Cronbach's alpha 0.7, Tavakol and Dennick (2011), was removed from the questionnaire.  As a result, only 23 questions were sent to the respondents. The revised questionnaire for this research is given in Appendix A.  

Table 3.1 lists the reference sources adopted from previous literature reviews to construct the questionnaire. The questions in the first construct related to the purchasing behavior, are used to determine the current purchasing habits of the consumers who have shopped online since the outbreak of the pandemic. The questions in the second construct (consumer awareness of price) were utilized to understand how price-sensitive consumers are when shopping online, based on different price-related factors that may affect consumers’ decision to shop online. The questions in the third construct (convenience) were used to investigate the convenience that drives consumers to shop online during the pandemic. The questions in the last construct (social influence) attempt to know the effect of social groups on the consumers’ purchasing behavior towards online shopping.
[bookmark: _Hlk100970341]Table 3.1: Questionnaire design with reference sources.
	Variables
	Item in Questionnaire
	Sources

	Purchasing Behavior

	PB1
	Approximately how often do you shop from online stores each month during the COVID-19 pandemic? 
	Aryani et al. (2021)

	PB2
	What kind of product categories do you purchase the most through online shopping during the pandemic? 
	Vázquez-Martínez, Morales-Mediano and Leal-Rodríguez (2021),
Aryani et al. (2021)

	PB3
	How much do you usually spend on online shopping per month?
	Özsoy et al. (2012)

	Consumer awareness of price

	CAOP1
	I compare prices between different online stores.
	Ariff et al. (2014)

	CAOP2
	I only purchase through online stores when there are discounts.
	Golam and Showrav (2021), Zinoubi (2020)

	CAOP3
	I tend to reduce the frequency of purchase if there is a significant price increment on the products I want to purchase.
	Zinoubi (2020)

	CAOP4
	I am willing to pay extra money if the products I want to purchase have good quality.
	Pärson and Vancic (2020)

	CAOP5
	I am more likely to purchase from those online stores that offer free shipping.
	Aryani et al. (2021)

	Convenience

	C1
	I prefer shopping online because I can save time shopping at traditional stores.
	Golam and Showrav (2021)

	C2
	I prefer shopping online as it gives the facility of easy price comparison.
	Adnan (2014), Masoud (2013), Ariff et al. (2014)

	C3
	I prefer shopping online because I get a broader selection of products.
	Golam and Showrav (2021), Adnan (2014), Masoud (2013)

	C4
	I prefer shopping online because I can get detailed product information from the online store website.
	Adnan (2014), Masoud (2013)

	C5
	I prefer shopping online because I can find the desired products quickly.
	Masoud (2013), Pham et al. (2018)

	Social influence

	SI1
	I ask for opinions from my peers, family members, and friends about the products I want to purchase.
	Adnan (2014), Wang, Yu and Wei (2012)

	SI2
	I always read the products reviews presented on the website before making a purchase
	Wang, Yu and Wei (2012)

	SI3
	I tend to purchase from a specific online store because it is used frequently by my peers, family members, and friends.
	Vázquez-Martínez, Morales-Mediano and Leal-Rodríguez (2021),
Adnan (2014), Aref and Okasha (2020)

	SI4
	I tend to purchase from online stores which have a high rating of electronic word-of-mouth.
	Adnan (2014)

	SI5
	The visual images on online stores can attract me to purchase the products.
	Adnan (2014)


[bookmark: _Toc102011585]3.2.3 Survey Execution Process

The survey was conducted using Google Form in English to ease adaptability to various technological devices. This online questionnaire included a statement in the first section stating the purpose of the survey. The target respondents must be 18 years old or above who have online shopping experience during the pandemic environment in Hong Kong. The participation of this study was totally voluntary and anonymous. Moreover, all data collected is strictly confidential and solely be used for this study.

The questionnaire was sent to the primary group of the researcher through social channels. By adopting the snowball sampling approach, the primary group was asked to disseminate the questionnaire to their acquaintances. Lastly, 306 participants answered the survey and used for research analysis. 

Following the receipt of survey responses through Google Form, the data was exported to an excel file for analysis in SPSS. Prior to any statistical analysis, all nominal or ordinal data needs to convert to numeric scale for the purpose of measuring variables and testing hypotheses. String variables were transformed into numeric variables by recoding the sequence numbers of 1, 2, 3 etc. The names of each variable were also renamed using fewer than 8 characters to facilitate statistical manipulation.

[bookmark: _Toc102011586]3.3 Data analysis and methods

This section discusses the statistical approaches that were used in the study and why they were used. The study analyzed the primary data using a variety of statistical approaches such as descriptive statistics, reliability tests, cross-tabulation, basic correlation analysis, and partial correlation analysis.

[bookmark: _Toc102011587]3.3.1 Descriptive statistics

Descriptive statistics were used to summarize the characteristics of the dataset, thus determining the relationships between the selected variables (Trochim, 2020). The descriptive statistics were presented in a table format for the visibility of the overall observations and frequency, such as for each demographic factor in the survey (age, gender, marital status, income level, and education level). These data provide a better understanding of the characteristics of the surveyed population. The result would highlight the specific demographic behaves on price sensitivity, convenience, and social influence towards online shopping under the pandemic environment.

[bookmark: _Toc102011588]3.3.2 Cronbach’s Alpha coefficient

To ensure the questionnaire results could be used to distribute to the whole target population, a pilot test with the first 30 responses were examined using the reliability test in SPSS. In quantitative research, the use of Cronbach’s Apha Coefficient (α) is a scale measurement used to determine the internal consistency of the questionnaires (Glen, 2021). The result is expected to be between 0.7 and 0.95, indicating that the questionnaires constructed are reliable for measurement and free from error (Tavakol and Dennick, 2011). 

[bookmark: _Toc102011589]3.3.3 Pearson correlation coefficient and significant test

Categorical variables were converted to numeric values by recoding for the convenience of calculations. According to Kline (1998), the correlation coefficient (r) value should be between -1 to +1, indicating that the tested variables are linear related. P-value would be used as a guideline for identifying statistically significant results. The threshold of significance level of 1% was selected for this study. If the significant level falls below this threshold, it represents the selected variable is statistically significant and the relative hypothesis would be accepted (Cowles and Davis, 1982).

[bookmark: _Toc102011590]3.3.4 Hypotheses testing

Hypothesis testing is a type of statistical inference that utilizes data from a sample to make inferences about a population parameter or probability distribution (Williams, Sweeney and Anderson, 2020). The hypotheses for this study would be assessed by comparing the mean values of the three independent variables to the mean values of the dependent variable. A p value less than 0.01 indicates that the alternative hypothesis is supported statistically. This demonstrates that the alternative hypothesis is true, and the null hypothesis should be rejected.

[bookmark: _Toc102011591]3.3.5 Partial correlations

Partial Correlation is a statistical technique that is used to determine the strength of a relationship between two variables while accounting for the influence of one or more additional variables (Reverter and Chan, 2008). For example, the relative importance of the three independent variables (MCAOP, MCONV, and MSI) to the dependent variable (PB_SF) can be determined by controlling the influence of two independent variables (MCAOP and MCONV), thus, to examining the underlying relationship of the third independent variable (MSI) and the dependent variable (PB_SF). 

[bookmark: _Toc102011592]3.3.6 Demographic analysis

As mentioned in section 3.3.1, descriptive statistics aid to provide better understanding of the characteristics of the respondents. For this study, the mean values of the independent variables were used to investigate the shopping frequency of the population based on various demographic factors such as gender, age, and income level groups. The measurement of mean values illustrated how each demographic behaves on average in relation to the independent variables’ affecting factors.


[bookmark: _Toc102011593]Chapter 4

[bookmark: _Toc102011594]Data Analysis and Discussion

The COVID-19 pandemic has put the globe with unprecedented challenges. Consumers' consumption patterns have changed dramatically due to the pandemic's lockdown, social distance, and dread about the future. However, we have observed a positive shift in online shopping. While there is an uncertainty about whether the new normal will persist, it is vital to identify the factors influencing Hong Kong people’s purchase habits to ensure the sustainable development of online businesses even after the crisis. Based on a structured questionnaire survey and aided by computer statistical analyses, this chapter analyzes the factors affecting consumer behavior in the pandemic environment and performs several hypotheses testing in order to justify the research objectives. 

[bookmark: _Toc102011595]4.1 An overview of the preliminary survey results

As mentioned in Section 3.2.2 under the methodology chapter, a well-designed questionnaire with 23 questions was distributed and collected from 1 January 2022 to 31 January 2022 (The preliminary survey result is attached in Appendix A). The target population consisted of individuals aged 18 or above with online purchase experience in Hong Kong. Of the 306 respondents surveyed, 58.2% were female and 41.8% male. The majority of respondents were between the ages of 18 and 40, most respondents were single without children (44.4%) and married with children (47.2%). Regarding the monthly income, 139 respondents (45.4%) belonged to the low-income group of HK$25K and lower, 137 respondents (44.8%) belonged to the middle-income group of HK$25K and under HK$50K. More than half of the total respondents were undergraduates in terms of education level.

174 respondents (56.8%) reported that they purchased online two to three times a month during COVID 19, and 108 respondents (35.3%) reported that they only purchased once a month. The statistics results revealed that the survey respondents purchased groceries (27.5%), followed by fashion and beauty (17.6%), household supplies (15.7%), fitness and wellness products (6.2%), and others (33.0%); while most respondents spent between HK$500 to HK$1000 monthly (51.6%) on online platforms, less than HK$500 (25.9%), between HK$ 1000 to HK$ 2000 (16.3%), and more than HK$ 2000 (6.2%).

The measurement model of the three defined constructs used a 5-point Likert scale of 1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, and 5 = Strongly Agree to assess the respondents’ behavior of online purchases during the pandemic environment. Under the first construct of consumer awareness of price, all statements scored above 3.40, which means consumers are price-sensitive when purchasing online during the pandemic. For the second construct of convenience, one statement scored 2.79, which means consumers are neutral shopping online rather than shopping at traditional stores can save time. The rest of the statements all scored above 3.50, which means consumers agree shopping online provides convenience during the pandemic environment. As for the last construct of social influence, some respondents do not prefer to get opinions from their peers, family members, or friends to make online purchases. However, some respondents agreed they will be influenced by product reviews and electronic word-of-mouth.

[bookmark: _Toc102011596]4.2 The reliability and validity of the dataset

To verify the credibility of the study findings, it is critical to conduct a reliability test on the survey data. This section explains the reliability test and validity of the dataset.

[bookmark: _Toc102011597]4.2.1 The dataset

Primary data was collected from 306 respondents in Hong Kong who had online purchase experience during COVID-19. The questionnaire included closed-ended questions, and statements were answered based on a 5-point Likert scale. A pilot test study was performed with the first 30 responses to evaluate the feasibility of the research questions via the statistical analysis tool SPSS. After the pilot test, the questionnaire was disseminated to the target respondents for a full-scale research process.


[bookmark: _Toc102011598]4.2.2 Reliability analysis

Out of the 23 questions, 1 item was removed due to reliability Cronbach’s Alpha scored below 0.7 (Cronbach, 1951). The reliability test revealed Cronbach's Alpha values for the independent variables ranging from 0.763 to 0.782 after removing one statement, indicating satisfactory internal consistency. The rest of the items were acceptable for measurements. The summary of reliability statistics of the independent variables is demonstrated in Table 4.1.

[bookmark: _Hlk100970353]Table 4.1: Reliability Statistics of Independent Variables
	Reliability Statistics

	Independent Variables
	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	Consumer Awareness of Price
	0.776
	0.773
	4

	Convenience
	0.782
	0.794
	5

	Social Influence
	0.763
	0.774
	5



[bookmark: _Toc102011599]4.2.3 The demographic profile

According to the Table 4.2 below indicated that 54.6% of respondents were from the age group of 18 and under 40. Among all respondents, 41.8% were males, and 58.2% were females. Thus, the gender sample is slightly different from the population statistics investigated by C&SD in 2021 (Census and Statistics Department, 2021). The majority are single without children or married without children, leading to 44.4% and 47.1%, respectively. Most of the respondents are in the low, and middle-income groups, with less than 10% belonging to the high-income group. 
[bookmark: _Hlk101093092]







[bookmark: _Hlk100970360]Table 4.2: Demographical characteristics
	Item
	Number of observations
	Percent to total (%)

	Age
	 
	 

	18 and under 40
	167
	54.6%

	40 and under 65
	116
	37.9%

	65 and above
	23
	7.5%

	Gender
	 
	 

	Male
	128
	41.8%

	Female
	176
	58.2%

	Marital Status
	 
	 

	Single with children
	13
	4.2%

	Single without children
	136
	44.4%

	Married with children
	144
	47.2%

	Married without children
	13
	4.2%

	Income Group
	 
	 

	Low (Below HK$25K)
	139
	45.4%

	Middle (HK$25K and under HK$50K)
	137
	44.8%

	High (Above HK$50K)
	30
	9.8%

	Education Level
	
	

	High School or below
	95
	31.0%

	Undergraduate
	176
	57.5%

	Postgraduate or above
	35
	11.5%



[bookmark: _Toc102011600]4.3 Characteristics of the four key constructs

This section will use statistical analysis to illustrate the characteristics of the three defined constructs, thereby justifying their contribution to the study conclusions with respect to the research objectives.

[bookmark: _Toc102011601]4.3.1 Consumer awareness of price
	
	This construct was evaluated using a 5-point Likert scale to determine respondents' level of agreement regarding their price sensitivity when shopping online. According to Table 4.3, the majority of respondents were price concerned when purchasing online. All variables had a mean value of more than 3.4 and a standard deviation of at least 1.000. This illustrates that when respondents make an online purchase, they will compare pricing with different online retailers. Additionally, they prefer to seek promotional offers and free shipping. If the prices of the items they wish to acquire increase significantly, they will almost definitely revoke their purchases.

[bookmark: _Toc102011602]4.3.2 Convenience

A 5-point Likert scale was used to assess respondents' level of agreement with reference to the convenience aspects affecting customers' online buying habits. The time-saving element, the product factor, the parity factor, and the ease of access were the primary reasons respondents would shop online. The mean of all convenience variables was greater than 2.79, and the standard deviation was at least 0.827. This reveals that respondents spend less time shopping online than they do in traditional stores in terms of price comparison and transaction speed. Additionally, respondents were able to locate a range of products by just inputting the keywords from the online store's search engine.

[bookmark: _Toc102011603]4.3.3 Social Influence

	The respondent’s level of agreement with social influences on consumers' online purchasing behavior was determined using a 5-point Likert scale. According to Table 4.3, when respondents are unable to make their own judgments, they rely heavily on product reviews and EWOM. The average score for product reviews and EWOM was greater than 3.45, and the standard deviations were greater than 0.939. This demonstrates that social influencing factors such as product reviews and EWOM have an effect on consumers in terms of persuasion. Other social influencing factors, such as social group opinions and visual displays on online retailers' websites, have a lesser impact on consumers' online shopping behavior.









[bookmark: _Hlk100970374]Table 4.3: Factors affecting online consumers’ shopping behavior during the pandemic
	Construct
	Variables
	N
	Minimum
	Maximum
	Mean
	Std Deviation

	
CAOP
	CP
	306
	1
	5
	3.95
	1.000

	
	Dis
	306
	1
	5
	3.40
	1.274

	
	SPI
	306
	1
	5
	3.67
	1.095

	
	FS
	306
	1
	5
	3.59
	1.047

	

CONV
	ST
	306
	1
	5
	2.79
	1.065

	
	EPC
	306
	1
	5
	3.85
	0.827

	
	BS
	306
	1
	5
	3.59
	0.912

	
	DPI
	306
	1
	5
	3.50
	0.803

	
	QS
	306
	1
	5
	3.59
	0.868

	

SI
	AFO
	306
	1
	5
	2.33
	1.104

	
	RPV
	306
	1
	5
	3.57
	0.939

	
	UF
	306
	1
	5
	2.77
	1.165

	
	EWOM
	306
	1
	5
	3.45
	0.948

	
	VI
	306
	1
	5
	2.91
	1.393


Note: CAOP = Consumer awareness of price, CONV = Convenience, SI = Social influence, CP = Compare prices, Dis = Discount offer, SPI = Significant price increment, FS – Free shipping, ST – Save time, EPC = Easy price comparison, BS – Broader selection, DPI = Detailed product information, QS = Quick search, AFO = Ask for opinions, RPV = Read products reviews, UF = Used frequently, EWOM = Electronic word-of-mouth, VI = Visual images

[bookmark: _Toc102011604]4.3.4 Online purchasing behavior

Table 4.4: Online purchasing behavior per month
	Item
	Number of observations
	Percent to total (%)

	Shopping frequency per month (PB_SF)
	
	

	1
	108
	35.3%

	2 to 3
	174
	56.8%

	4 to 6
	21
	6.9%

	More than 6
	3
	1.0%

	Product Categories (PB_PC)
	 
	 

	Fashion & Beauty
	54
	17.6%

	Fitness/Wellness Products
	19
	6.2%

	Groceries
	84
	27.5%

	Household Supplies
	48
	15.7%

	Others
	101
	33.0%

	Monthly Spending (PB_MS)
	 
	 

	HK$1000 and under HK$2000
	50
	16.3%

	HK$500 and under HK$1000
	158
	51.6%

	Less than HK$500
	79
	25.9%

	More than HK$2000
	19
	6.2%


Table 4.4 demonstrates that all the respondents shopped in online stores during the pandemic, where 56.9% purchase frequency was 2 to 3 times per month, and 35.3% claimed only purchased once a month. The respondents purchased fashion and beauty (17.6%), fitness or wellness products (6.2%), groceries (27.5%), household supplies (15.7%), and other categories (33.0%) from online stores during COVID-19. The majority of respondents spent HK$500 to HK$1000 monthly through online stores with only 6.2% spending over HK$2000 on online purchasing.
[bookmark: _Hlk101090902]
[bookmark: _Toc102011605]4.4 Transformation of variables

[bookmark: _Hlk101092727]Figure 1 under section 3.1.3 research framework has identified four key variables to be analyzed in this study, the dependent variable is online purchasing behavior, and the three independent variables are consumer awareness of price, convenience, and social influence. However, each of these constructs has several components. To facilitate correlation and regression analysis, we need to transform the multiple-component construct into a representative variable for the construct. For the sake of simplicity, we calculate the arithmetic mean for the construct. That is, to transform the four variables under the CAOP construct to the mean value of consumer awareness of prices (MCAOP), to transform the five variables under the CONV construct to the mean value of convenience (MCONV), and to transform the five variables under the SI construct to the mean value of mean value of social influence (MSI). An example of the four key transformed variables is given in Table 4.5.

It is worthy of noting that, of the three components included in the online purchasing behavior construct, only PB_SF and PB_MS are using scale measures (PB_PC is using nominal measure), and consider the ambiguous relationship between shopping frequency per month (PB_SF) and the monthly spending (PB_MS) which maybe senseless to combine these two variables, the author chooses to use shopping frequency per month (PB_SF) represent the magnitude of the online purchasing behavior construct. 



Table 4.5 Example for the four key transformed variables
	Respondent
	PB_SF
	MCAOP
	MCONV
	MSI

	1
	2
	4.2
	5
	3.6

	2
	2
	3.4
	2.4
	3.4

	3
	2
	3.8
	3.8
	3

	4
	2
	4
	3.8
	4

	5
	2
	3.4
	3.6
	4

	. . .

	. . .

	. . .

	. . .

	. . .


	302
	2
	3.8
	4.2
	2.6

	303
	2
	4.4
	3.6
	2.8

	304
	1
	4
	4
	4.2

	305
	2
	4
	4.2
	3.8

	306
	3
	4.2
	4
	4.2


Note: MPB = Mean value of purchasing behavior, MCAOP = Mean value of consumer awareness of price, MCONV = Mean value of convenience, MSI = Mean value of social influence

[bookmark: _Toc102011606]4.5 Correlation analysis

	A simple correlation analysis is to measure the strength of the linear relationship between two variables in order to investigate the relationships between variables (Taylor, 1990). The degree of the linear association between more than two independent variables and a dependent variable is known as multiple correlation analysis (Jensen, 2006). Correlation coefficients should range between -1.0 and 1.0. A correlation value of -1.0 indicates a negative correlation, whereas a correlation coefficient of 1.0 indicates a positive correlation (Taylor, 1990). The level of significance adopted for this study is 0.01. As mentioned in the previous section. we have defined Purchasing behavior (PB_SF) is the dependent variable, and the mean value of Consumer Awareness of price, Convenience, and Social Influence (MCAOP, MCONV, and MSI) are the independent variables, respectively.

[bookmark: _Toc102011607]4.5.1 Pearson correlation analysis

Consumer awareness of price has an inverse correlation with purchasing behavior and is statistically significant. In other words, more pricing comparison, checking for discounts, and looking for free shipping criteria will decrease consumer purchasing behavior or vice versa. The result also indicates that there is a very weak positive correlation between convenience and purchasing behavior but not statistically significant as shown in Table 4.6. This means there is no difference between the two groups, and it only happens by chance (p-value close to 1). Additionally, there is not enough statistical evidence to support the existence of a relationship between social influence and purchasing behavior, even though there is a negative correlation between these two variables as shown in Table 4.6.

[bookmark: _Hlk100970390]Table 4.6: Correlation between the independent variables (IV) and the dependent variable (DV)
	
	
	PB_SF
	MCAOP
	MCONV
	MSI

	PB_SF
	Pearson Correlation (r)
Sig (2-tailed) (p-value)
	1

	
	
	

	MCAOP
	Pearson Correlation (r)
Sig (2-tailed) (p-value)
	-0.125
0.029
	1

	
	

	MCONV
	Pearson Correlation (r)
Sig (2-tailed) (p-value)
	0.003
0.962
	0.282
0.000
	1

	

	MSI
	Pearson Correlation (r)
Sig (2-tailed) (p-value)
	-0.061
0.288
	0.395
0.000
	0.467
0.000
	1



Note: PB_SF = Shopping frequency per month, MCAOP = Mean value of consumer awareness of price, MCONV = Mean value of convenience, MSI = Mean value of social influence

[bookmark: _Toc102011608]4.5.2 Partial correlation analysis

Partial correlation coefficients are used to determine the relative importance of each of the independent variables to affect the variations in the dependent variable (Senthilnathan, 2019; Armstrong, 2019). From the multiple linear regression model of the research framework as specified in Figure 3.1, the resulting theoretical regression model is as follows

 					PB_SF = f (MCAOP, MCONV, MSI)

Therefore, the partial correlation analysis is performed to establish the relative importance of the three independent variables MCAOP, MCONV, MSI) to PB_SF. To begin with, the partial correlation coefficient between MCAOP and PB_SF control for MCONV and MSI is calculated; followed by the partial correlation coefficient between MCONV and PB_SF control for MCAOP and MSI; and finally, the partial correlation coefficient between MSI and PB_SF control for MCAOP and MCONV. The partial correlation coefficients of the variables are given in Table 4.7.


[bookmark: _Hlk100970398]Table 4.7: Partial correlation between MCAOP, MCONV, MSI and PB_SF

	Control Variables
	 
	 
	PB_SF
	MCAOP

	MCONV & MSI
	PB_SF
	Correlation
	1.000
	.120

	 
	
	Significance (2-tailed)
	 
	.036

	 
	
	df
	0
	302

	 
	MCAOP
	Correlation
	.120
	1.000

	 
	
	Significance (2-tailed)
	.036
	 

	 
	 
	df
	302
	0



	Control Variables
	 
	 
	PB_SF
	MCONV

	MSI & MCAOP
	PB_SF
	Correlation
	1.000
	-.021

	 
	
	Significance (2-tailed)
	 
	.718

	 
	
	df
	0
	302

	 
	MCONV
	Correlation
	-.021
	1.000

	 
	
	Significance (2-tailed)
	.718
	 

	 
	 
	df
	302
	0



	Control Variables
	 
	 
	PB_SF
	MSI

	MCAOP & MCONV
	PB_SF
	Correlation
	1.000
	.230

	 
	
	Significance (2-tailed)
	 
	.000

	 
	
	df
	0
	302

	 
	MSI
	Correlation
	.230
	1.000

	 
	
	Significance (2-tailed)
	.000
	 

	 
	 
	df
	302
	0


Note: PB_SF = Shopping frequency per month, MCAOP = Mean value of CAOP, MCONV = Mean value of C, MSI = Mean value of social influence

From Table 4.7, the calculated partial correlation coefficients are 0.12, -0.021, and 0.23, respectively. Therefore, the consumer awareness of price was found to have significantly affect the purchasing behavior of the consumer (r = 0.120, p = 0.036). A similar observation was made for social influence (r = 0.230, p = 0.000) whereas the convenience was established to have negative non-significant effect on the consumer’s purchasing inclinations (r = -0.021, p = 0.718).  

[bookmark: _Toc102011609]4.6 Hypotheses testing

The study's hypotheses will be evaluated by comparing the means of the three independent variables to the means of the dependent variable. A p-value less than 0.01 suggests statistical evidence for the alternative hypothesis. This establishes that the alternative hypothesis is correct and that the null hypothesis should be rejected. The results of hypotheses testing are given in Table 4.8.


[bookmark: _Hlk100970409]Table 4.8: The results of hypotheses testing
	Variables
	Calculated sample correlation coefficient (r)
	Null hypotheses
	P-value
	Decision at 1% significance level

	PB_SF and MCAOP
	r = 0.120
	ρ = 0
	ρ = 0.036
	Reject H01

	PB_SF and MCONV
	r = -0.021
	ρ = 0
	ρ = 0.718
	Reject H02

	PB_SF and MSI
	r = 0.230
	ρ = 0
	ρ = 0.000
	Accept H03


Note: PB_SF = Shopping frequency per month, MCAOP = Mean value of CAOP, MCONV = Mean value of C, MSI = Mean value of social influence

[bookmark: _Toc102011610]4.6.1 Results of hypotheses testing

H01: There is no relationship between Consumer awareness of price influences and online purchasing behavior.

Table 4.8 reveals a positive but very weak correlation, r = 0.120 with a p-value of 0.036, which is higher than the suggested significance level of 0.01. It means consumer awareness of price does not have an effect on purchasing behavior. Therefore, H01 is rejected.

[bookmark: _Hlk101641056]H02: Convenience influences online purchasing behavior during the pandemic.

Table 4.8 shows that the relationship between convenience and online buying behavior is not statistically significant. Pearson’s data analysis reveals a negative and very weak correlation, r = -0.021 with a p-value of 0.718. This implies there is no relationship between convenience and online purchasing behavior as the p-value is higher than 0.001. Therefore, H02 is rejected.

H03: Social influence influences online purchasing behavior during the pandemic.

Table 4.8 shows that the relationship between social influence and online buying behavior is statistically significant. Pearson’s data analysis reveals a positive but weak correlation, r = 0.230. The p-value is 0.0000 which is a high significance relationship between social influence and online purchasing behavior as the p-value is lower than 0.001. Therefore, H03 is accepted.

[bookmark: _Toc102011611]4.6.2 Interpretation of the results

The study results showed that consumer awareness of price is positively related to the purchasing behavior of online consumers. This phenomenon has been underlined in previous literature (Pärson and Vancic, 2020). Customers are more price sensitive as a result of job uncertainty caused by the pandemic. When employment and wealth insecurity increase, income declines gradually, particularly during a crisis. As a result, customers become increasingly concerned with prices and leading to a change of purchasing behavior. 

The convenience factor is not significant with the customers’ behavior towards online shopping during the pandemic. Moreover, it is negatively related to purchasing behavior. This finding is incongruent with the previous literature. According to Pham et al, (2018), convenience is one of the most important factors that have a direct influence on purchasing behavior. 

Social influence factor is highly significant with purchasing behavior. It is also positively related to each other. This finding is consistent with the previous studies in which consumers’ expectations and behaviors are substantially influenced by social factors during the pandemic (Koch, Frommeyer and Schewe, 2020). Due to local lockdown and social distancing, consumers spend more time at home for work and other activities. Consumers have grown to rely entirely on online purchasing to meet their consumption demands. 

[bookmark: _Toc102011612]4.7 Statistical Analysis of specific data groups in the sample observations

To understand the purchasing behavior of the respondents during the pandemic, a cross-tabulation was employed to measure several demographic data such as age, gender, marital status, and income group with the purchasing behavior factors including shopping frequency, product categories, and monthly spending on online shopping under the pandemic environment. 

Of the 306 respondents, 49.2% of the male respondents purchase once a month and 47.7% purchase 2 to 3 times a month. Highest percentage of online consumers for both genders fall in the age group of 18 and under 40 years old. For the elderly group, the percentage of shoppers is relatively low for both genders. The cross-tabulation table summary of the relationship between age groups and shopping frequency for each gender can be found in Appendix B.

The survey finds that 55.5% of male respondents purchase other categories other than the proposed categories such as fashion & beauty (1.6%) and fitness & wellness products (10.9%) for their shopping. Female respondents who purchased the most are fashion and beauty, and groceries at 29.2% and 39.3% respectively.

The measurement between the shopping frequency and monthly spending for each gender reveals that the majority of respondents spend around less than HK$500. A higher proportion of male online consumers spend between HK$1000 to HK$2000 as compared to females. Besides, female respondents consist of 58.2% of the overall surveyed population.


[bookmark: _Hlk100970422]Table 4.9: Model summary between purchasing behavior and all demographic factors
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.391a
	0.153
	0.139
	1.45913

	a. Predictors: (Constant), Education Level, Gender, Age, Income Group, Marital Status



[bookmark: _Hlk100970428]Table 4.10: Coefficients between purchasing behavior and all demographic factors
	Coefficients

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	9.546
	0.555
	 
	17.199
	0.000
	 
	 

	
	Age
	-0.266
	0.160
	-0.107
	-1.660
	0.098
	0.680
	1.470

	
	Gender
	-0.979
	0.170
	-0.308
	-5.764
	0.000
	0.991
	1.009

	
	Marital Status
	-0.220
	0.070
	-0.202
	-3.144
	0.002
	0.682
	1.467

	
	Income Group
	-0.383
	0.132
	-0.159
	-2.893
	0.004
	0.937
	1.067

	
	Education Level
	0.101
	0.096
	0.058
	1.043
	0.298
	0.917
	1.091

	a. Dependent Variable: PB



The majority of respondents are in the low-income and middle-income groups. Both groups spend either less than HK$500 or HK$1000 per month on online purchasing. As for the high-income group, 63.2% of the respondents spend over HK$1,000 per month. The cross-tabulation table summary of the relationship between income group and monthly spending can be found in Appendix B.

There is no multicollinearity in the set of variables used for this study. All predictors have variance inflation factor (VIF) values below 1.5, which is below benchmark 10 (O'brien, 2007). This indicates that there is no association between the data and the dependent variable.

According to the model summary in Table 4.9, 13.9% of the variability in overall purchasing behavior can be explained by the demographic data. For every one unit of change in marital status, the purchasing behavior will change by 0.220 negatively when other variables are held constant as shown in Table 4.10. For each one unit increase in the income group index, there is a negative change in the purchasing behaviors.












[bookmark: _Toc102011613]Chapter 5

[bookmark: _Toc102011614]Conclusions and Recommendations


[bookmark: _Toc102011615]5.1 Discussion of the research findings

To better understand how consumers and online retailers would respond to a pandemic of COVID-19, the current investigation looked at previous research and ideas to see how they may apply to this situation. During the COVID-19, consumer buying habits and motives shifted. Researcher found that the COVID-19 crisis' worldwide scope and the extraordinary actions that came with it had a significant influence on how consumers made purchases across a wide range of categories.

A reliability test on the study variables yielded a satisfactory result, indicating that the study findings are valid and have internal consistency. A Cronbach's alpha score suggests that the scale's items are reliable and measure the same construct. This is important since it implies that the study's conclusions may be trusted and are not the result of chance. A high Cronbach's alpha score indicates that the scale is more likely to be genuine, as it measures what it is designed to measure. This is important since it indicates that the study's findings are more likely to be generalizable to the population of interest.

The study established that there was not significant relationship between consumer awareness of price and online buying behavior with online buying behavior. This outcome implies that consumer awareness of price does not have effect on purchasing behavior. This observation is incongruent with what other researchers have published within the extant literature. For instance, Djatmiko and Pradana (2016) managed to justify that the price of a particular brand is one of the strongest factors influencing consumer purchase decisions. Nonetheless, it is worth noting that the degree of price sensitivity may vary between one and another, while some consumers are willing to pay more for better quality.

Similarly, the study established there was no significant relationship between convenience and online purchasing behavior during the pandemic. This finding is incongruent with the outcome of existing literature which managed to associate the convenience aspect of online purchasing to the buying tendencies of the consumers. For instance, Baubonienė and Gulevičiūtė (2016) showed that comparing prices before making a purchase was rated as the strongest point of internet buying. Consumers do not have to worry about the passage of time or geographic location when they buy a variety of goods on numerous websites (Matz, 2021). As a result, online retailers give extensive information on discounts and the most recent deals, as well as individualized recommendations for customers (Matz, 2021). On the other hand, the online platform's informational function was shown to be an important component influencing customers' choice to purchase from a certain online retailer (Park and Kim, 2003).

The third finding of this investigation relates to the contribution of social influence towards the online purchasing tendencies of the consumers. It was established that there is sufficient evidence to suggest social influence factors have an impact on online purchasing behavior during the pandemic. This finding is congruent with the outcome of existing literature which managed to associate the social influence aspect of online purchase to the buying tendencies of the consumers. For example, Wang, Yu and Wei (2012) showed that online customer socializing via peer communication has a significant influence on compliance and an indirect effect by encouraging product participation with the advancement of technology developments. In order to make an informed purchasing choice, customers may consult with one another on a virtual platform to exchange item information and insights. Aryani et al. (2021) further assert that customers' perceptions are more likely to be affected by online comments than by reviews that are posted on a company's official website which is consistent with the observational effect established in this study. 

[bookmark: _Toc102011616]5.1.1 Implications for practice

This research contributes to the body of knowledge about practice in a variety of ways. For example, it may aid system designers and administrators who are aiming to influence customer behavior through interaction. A second advantage of this type of research is that practitioners striving to improve the customer experience may be able to better connect with the individuals they are aiming to assist. According to Kotler and Keller (2016), well-designed sales environments may have an emotional impact on customers and increase the chance of purchase. As a result, organizations should attempt to create an environment in which their consumers feel valued and respected. As more people purchase online, it is critical for businesses to provide excellent customer service in order to keep customers. Finally, the report argues that given the present environment, businesses must be adaptive. Businesses must be able to adjust their operations to the continuously shifting environment surrounding COVID-19 in order to survive and thrive.

Besides its scholarly value, this work offers a number of practical applications. To put it another way, marketers and merchants can better understand how consumers react to crises and how they cope with pandemics. It is possible for them to better understand the factors that influence customer buying decisions and, as a result, alter their marketing and communication tactics (higher buying contentment as well as repurchase intention). Marketing strategies for online products should be based on building customer confidence as well as communicating messages of assurance based on the findings of the research, which show that consumers' awareness of price, convenience, and social influence might have a significant impact on their purchase frequency. When customers feel at ease in their (online as well as offline) shops, they are more likely to come back.

[bookmark: _Toc102011617]5.1.2 Managerial implications

The COVID-19 crisis not only had a negative impact on individuals, but also greatly impeded and harmed business and economic activities (McKinsey, 2020). Researcher observed a considerable increase in demand for personal care items as well as cleaning supplies in a short period of time-based on product purchase trends. As a result, people are more inclined to buy basic items rather than more expensive goods or services. If the business offers non-essential goods or services, it is critical that it has plans, backup measures, and procedures in place to deal with periods of low or no income for several weeks. Predicting demand peaks during a crisis can help online retailters and distribution firms better serve their customers by creating value for them in the future. Mobile applications and social networking sites have been attributed to influencing customer behavior in recent years. Because of the confinement limits, this had a significant impact on how people purchased. It was possible to continue acquiring a variety of goods and services over the internet, but the customer journey was drastically altered as a result, demanding businesses to learn about and adapt to this new environment. Many organizations struggled when it came time to convert from an offline business to an online business since they had to go through a lengthy transition and adaptation process. To the detriment of their offline operations, businesses must expand their online capacity in terms of people, delivery, technology, and vendors in order to keep up with demand. Some of these new habits or preferences may be maintained throughout time, according to research, which is consistent with the present findings of this study. These concepts are consistent with those of Kuckertz et al. (2020), who believe that supporting a proactive approach to innovation is an appropriate response in times of crisis. Finally, businesses in non-essential product categories, in particular, were pushed to reconsider their whole business structures. Many businesses are being forced to reconsider their business strategies as a result of changing customer preferences caused by natural disasters. There were a few people who had the insight, intelligence, and competence to fully utilize the opportunities afforded by technology to address the reinvention cycle.

The findings have further ramifications for managers in terms of knowing how to effectively target their marketing and sales efforts in today's environment. Managers, in particular, must be aware that total spending is down and that consumers are focused on necessities. This implies that marketing efforts should be concentrated on vital things and on giving value to customers. Furthermore, managers must be aware that consumers are increasingly resorting to internet platforms for their buying requirements. This implies that companies must guarantee that their online presence is solid and that their users have a positive experience.

[bookmark: _Toc102011618]5.1.3 Implications for policymakers

The conclusions of this study have implications for both macro and micro policymakers. The findings show that policymakers should consider the influence of COVID-19 on online purchase behavior while developing policies. This might involve assisting retailers in dealing with greater demand as well as ensuring that consumers are protected from scams and fraud. In contrast, there are a number of variables that must be considered when instituting lock-down regulations in a post-pandemic society, such as the possibility of developing a new habit and a general decrease in disposable income. Customers' price and quality sensitivity aid local governments in their recovery efforts following the implementation of the lockout policy. Even among the various policy options, focusing on pricing and quality control appears to be the most important. For low-quality services and items, it is best to begin with a non-signaling strategy, such as physical cleaning operations or simply boosting quality, especially since many Hong Kong customers have no other option than to rely on traditional store purchases. As a consequence, consumers' trust and purchase intent are increased as a result of the price level, which sends a revenue-risking signal to them. A well-functioning price-opening and supervision mechanism may help improve people's health and policy satisfaction. In addition to the acute mental and physical disabilities caused by the virus, public health policymakers should keep in mind that a public health program like a home guarantee has a significant and long-term socio-economic cost. As a result, in order to rebuild consumer and market trust, the Chinese government should explore introducing more effective yet also less expensive public health measures. Grid management, for example, allows virus preventive and treatment protocols to be maintained in a constrained location while ensuring that people's lives in other parts of the country are not interrupted. Companies, on the other hand, may continue to follow these new trends and develop goods and services with qualities that are well-suited to the demands of newly developing client groups by seizing continuous habit and perceptual adjustments as an opportunity. This attempt demands extensive collaboration across several policy domains.

[bookmark: _Toc102011619]5.2 Conclusions

The objective of this particular research was to investigate customers’ behavior towards online purchasing during COVID-19 pandemic in Hong Kong to help businesses and entrepreneurs to understand their customers better. This objective was satisfactorily addressed by the study following hypothesis testing. The testing of hypothesis revealed that there is no relationship between consumer awareness of price influences and online purchasing behavior during the pandemic. Therefore, consumer awareness of price does not have an effect on online purchasing behavior. Conversely, the hypothesis testing revealed that there is some relationship between convenience and online purchasing behavior during the pandemic. The final hypothesis testing outcome showed that social influence influences online purchasing behavior during the pandemic.

With the commencement of COVID-19, online retailing is seeing a remarkable expansion globally and with the globe moving into an anticipated global economic downturn, the growth of the industry is sure to slow down. The developing industry is presently experiencing the active expansion of online buying. The study explores the elements affecting consumers’ online purchase intention during the pandemic in Hong Kong. The current research investigates the influence of numerous variables on consumers’ online buying behavior.  Ever since the end of 2019, the development of the COVID-19 outbreak has caused a spike in the series of research relating to the healthcare industry (Raude et al., 2019), nevertheless, the study on commerce has not been emphasized. The investigation of the impacts of the COVID-19 outbreak has mostly been undertaken United States, Germany as well as Italy (MacDonald, 2020), therefore this research gives a distinct perspective on this drawback in Hong Kong.

The study focuses on how Hong Kong customers' online purchasing behaviors shift during the COVID-19 outbreak as a result of related benefits. The assumptions are based on references from previous research with the goal of assisting businesses in adequately comprehending the effect of the pandemic amid Hong Kong consumption patterns in order to acquire preparation in a more proactive manner in the future.

The findings demonstrated that the pandemic outbreak had a major effect on the internet buying behavior of Hong Kong consumers. Consequently, it can be observed that the research purpose of this article has been realized and it partially supports organizations in comprehending the influence of the condition on customers’ online purchase behavior from which to plan a prompt reaction in the future.

The study first demonstrated that there was no statistically significant association between consumer pricing awareness and online purchasing behavior with online purchasing activity. In contrast, the research found sufficient evidence to imply that convenience can impact online purchase behavior during the pandemic. This discovery is consistent with other studies that have been undertaken in the last decade. The third finding of this study refers to the impact of social influence on consumers' online purchase preferences. It was determined that there is sufficient evidence to demonstrate that social influence factors influenced internet buying behavior during the pandemic.

[bookmark: _Toc102011620]5.3 Recommendations

As a result, organizations should attempt to create an environment in which their consumers feel valued and respected. As more people purchase online, it is critical for businesses to provide excellent customer service in order to keep customers. When customers feel at ease in their (online as well as offline) stores, they are more likely to come back.

If the business offers non-essential goods or services, it is critical that it has plans, backup measures, and procedures in place to deal with periods of low or no income for several weeks. The COVID-19 crisis not only had a negative impact on individuals, but also greatly impeded and harmed business and economic activities (McKinsey, 2020). Researchers observed a considerable increase in demand for personal care items as well as cleaning supplies in a short period of time-based on product purchase trends. As a result, people are more inclined to buy basic items rather than more expensive goods or services.
 
Marketing efforts should be concentrated on vital things and on giving value to customers. Managers, in particular, must be aware that total spending is down and that consumers are focused on necessities (Camilleri, 2018). Organizations should adopt competitive marketing and pricing strategies. Focusing on pricing and quality control appears to be the most significant. For low-quality services and items, it is best to begin with a non-signaling strategy, such as physical cleaning operations or simply boosting quality, especially since many (Roma et al., 2019). Hong Kong customers have no other option than to rely on traditional shop purchases. As a consequence, consumers' trust and purchase intent are increased as a result of the price level, which sends a revenue-risking signal to them.

[bookmark: _Toc102011621]5.4 Limitations

The findings of this investigation, both theoretical and empirical, were not without their flaws. Considering these while trying to understand the findings of this research is therefore crucial.  The findings of this research are based on the views of internet customers who were polled over a duration of time thus constituting the first limitation of the study. Customers' preferences and behaviors vary as a result of the quick pace of change in their surroundings. When a survey has a large number of participants, the findings are more reliable. The survey data, on the other hand, is proving tough to work with. There are several reasons why developing adequate software that allows automation of this process, reduces time, and allows for regular review of consumer behavior is critical to minimizing this limitation. This research may be used to provide a systematic approach to evaluate the economic efficacy of including conceptual criteria for reflexive management of consumers' purchasing habits in promotional efforts for businesses. This is possible due to the mismatch between the profit made after the strategy's implementation, the cost of implementation, and the revenue received for the same period before to the technique's implementation. As a positive development, discovering trends in purchasing behavior that can be used to develop e-commerce strategies for individual businesses and to deliver public services online may be advantageous at the national level. 

Another drawback is that the conclusions were based on the views of the participants. The more people that participate, the more accurate the results will be, although enormous data sets might be challenging to interpret. With the right software, this problem can be solved. Other restrictions apply to the examined group of customers. This research provides a methodology for measuring the productive viability of reflexive management approaches integrated to influence customer buying behavior. It is indeed possible that future studies may look at how much money people would make after incorporating this and that practice as well as what they would have made without integrating it. The present proposal has state-level applicability. Using this data, policymakers and service providers may devise plans for expanding e-commerce and providing public goods and services online.
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[bookmark: _Toc102011623]Appendix A:  Questionnaire

A Survey on customers’ behavior towards online shopping amid the COVID-19 pandemic environment in Hong Kong

Hello, everyone! I am researching my MBA dissertation on the study of customers’ behavior towards online shopping amid the COVID-19 pandemic environment in Hong Kong. The target respondents are 18 or above who have online purchase experience. Participation is voluntary and anonymous, and you may withdraw at any time. This survey should take around 10 minutes to complete There is no right or wrong answer. Please choose the answer best describes your view and situation. All data collected will be kept confidential and be used solely for the research purposes of the study.

Please answer the following questions by ticking one □ corresponding to your answer. 

Part A: Demographic Background

1. Please specify your age range.
□ 18 and under 40
□ 40 and under 65
□ 65  and above 

2. Please specify your gender.
□ Female 
□ Male

3. Please specify your marital status.
□ Single with children
□ Single without children
□ Married with children
□ Married without children



4. Please specify your income group.
□ Low (Below HK$25K)
□ Middle (HK$25K and under HK$50K)
□ High (Above HK$50K)

5. What is your education level?
□ High School or below
□ Undergraduate
□ Postgraduate or above


Part B Purchasing Behavior

6. Approximately how often do you shop from online stores each month during the COVID-19 pandemic? 
□ 1
□ 2 to 3
□ 4 to 6
□ more than 6

7. What kind of product categories do you purchase the most through online shopping during the pandemic? 
□ Groceries 
□ Fashion & Beauty
□ Household Supplies
□ Fitness/Wellness Products
□ Others







8. How much do you usually spend on online shopping per month?
□ Less than HK$500
□ HK$500 and under HK$1000
□ HK$1000 and under HK$2000
□ More than HK$2000
	
With the following. The five-point Likert scale response is based on the likelihood range. Rating 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree. Please rate the following statements and put a tick to the box □ above the most appropriate rating.


Part C Consumer Awareness of Price

9. I compare prices between different online stores.

	[bookmark: _Hlk100481192]□
	□
	□
	□
	□

	Strongly Disagree
	Disagree
	Neutral	
	Agree
	Strongly Agree




10. I only purchase through online stores when there are discounts.

	□
	□
	□
	□
	□

	Strongly Disagree
	Disagree
	Neutral	
	Agree
	Strongly Agree




11. I tend to reduce the frequency of purchase if there is a significant price increment on the products I want to purchase.

	□
	□
	□
	□
	□

	Strongly Disagree
	Disagree
	Neutral	
	Agree
	Strongly Agree




12. I am willing to pay extra money if the products I want to purchase have good quality.

	[bookmark: _Hlk100481267]□
	□
	□
	□
	□

	Strongly Disagree
	Disagree
	Neutral	
	Agree
	Strongly Agree


13.  I am more likely to purchase from those online stores that offer free shipping.

	□
	□
	□
	□
	□

	Strongly Disagree
	Disagree
	Neutral	
	Agree
	Strongly Agree




Part D Convenience

14. I prefer shopping online because I can save time shopping at traditional stores.

	□
	□
	□
	□
	□

	Strongly Disagree
	Disagree
	Neutral	
	Agree
	Strongly Agree



		
15. I prefer shopping online as it gives the facility of easy price comparison.

	□
	□
	□
	□
	□

	Strongly Disagree
	Disagree
	Neutral	
	Agree
	Strongly Agree



				
16. I prefer shopping online because I get a broader selection of products.

	□
	□
	□
	□
	□

	Strongly Disagree
	Disagree
	Neutral	
	Agree
	Strongly Agree



					
17. I prefer shopping online because I can get detailed product information from the online store website.

	□
	□
	□
	□
	□

	Strongly Disagree
	Disagree
	Neutral	
	Agree
	Strongly Agree



					
18. I prefer shopping online because I can find the desired products quickly.

	□
	□
	□
	□
	□

	Strongly Disagree
	Disagree
	Neutral	
	Agree
	Strongly Agree




Part E Social Influence

19. I ask for opinions from my peers, family members, and friends about the products I want to purchase.

	□
	□
	□
	□
	□

	Strongly Disagree
	Disagree
	Neutral	
	Agree
	Strongly Agree




20. I always read the products reviews presented on the website before making a purchase.

	□
	□
	□
	□
	□

	Strongly Disagree
	Disagree
	Neutral	
	Agree
	Strongly Agree




21. I tend to purchase from a specific online store because it is used frequently by my peers, family members, and friends.

	□
	□
	□
	□
	□

	Strongly Disagree
	Disagree
	Neutral	
	Agree
	Strongly Agree




22. I tend to purchase from online stores which have a high rating of electronic word-of-mouth.

	□
	□
	□
	□
	□

	Strongly Disagree
	Disagree
	Neutral	
	Agree
	Strongly Agree




23. The visual images on online stores can attract me to purchase the products.

	□
	□
	□
	□
	□

	Strongly Disagree
	Disagree
	Neutral	
	Agree
	Strongly Agree





This is the end of the questionnaire. Thank you for your help.
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