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[bookmark: _Toc190854910]1. Introduction and Background
The evolution of online shopping has positively transformed the global retail landscape, leading to significant changes in consumer behaviour over the past few decades. Once considered a niche market, online shopping has become a widely accepted method thanks to advancements in technology, increased internet accessibility, and the development of robust e-commerce platforms. The convenience offered by online transactions, along with personalised recommendations and secure payment options, has encouraged a broad adoption of this shopping approach (Lufkin, 2020).
In recent years, various factors have fostered shifts in consumer shopping habits. The COVID-19 pandemic, for example, created an unprecedented opportunity for many traditional shoppers to discover the benefits of digital shopping, resulting in a surge in online purchases. Furthermore, innovations such as mobile commerce, social media shopping, and AI-driven recommendations have significantly enhanced the consumer experience, making online retail more engaging (Chen et al., 2022). 
While these advancements are encouraging, it’s important to remain mindful of ongoing concerns such as data privacy, cybersecurity, and the environmental impact of e-commerce logistics. Addressing these issues will be crucial as we continue to navigate and improve the online shopping experience for consumers.
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This research will explore the shifting patterns in consumer behaviour related to online shopping, identifying the main factors that influence these transitions and their effects on businesses and e-commerce sites. By understanding these developments, retailers can more effectively align with consumer demands and improve their digital strategies.
[bookmark: _Toc190085703][bookmark: _Toc190854912]3. Objectives
· To understand how online shopping is changing consumers' behaviours.
· To identify the key drivers of online shopping adoption.
· To investigate the impact of online shopping on traditional retailers.
· [bookmark: _Toc190085704]To analyse the impact of online shopping on the consumer's financial and psychological health.
[bookmark: _Toc190854913]4. Research questions
1. What challenges do retailers face in adapting to the growth of online shopping?
2. What are the primary factors influencing changes in consumer behaviour toward online shopping?
3. How have consumer preferences evolved in the past decade?
4. What challenges and opportunities are associated with these changes for e-commerce businesses?
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[bookmark: _Toc190085706][bookmark: _Toc190854915]5.1. How online shopping is changing Consumers' behaviours
Online shopping is increasingly chosen for various compelling reasons. External factors, such as rising gas prices, challenges in accessing traditional stores, and the inconveniences often associated with shopping malls, have all contributed to this growing trend. Consumers can now access detailed product information, including actual user reviews. This allows individuals to make informed purchasing decisions without solely depending on recommendations from friends and family, as a wealth of product reviews are available online. Additionally, e-commerce platforms feature a wide array of products, offering both high-quality and moderately priced options to cater to a diverse range of consumers (Gnanadhas, 2014).
Moreover, an article from the World Economic Forum notes significant changes in consumer behaviour due to the COVID-19 pandemic, especially in online shopping. A PwC survey reveals that over half of global consumers are using digital devices more, with smartphone usage doubling since 2018. As a result, brand loyalty has declined 75% of U.S. consumers are trying new shopping habits, and 36% are switching brands because of supply chain issues. There is also increasing interest in health-conscious and eco-friendly products, with many shoppers preferring local options. These trends are expected to persist post-pandemic (Torkington, 2021).
[bookmark: _Toc190854916][bookmark: _Toc190085707]5.2. Elements driving changes in consumer behaviour 
The current study explores the impact of COVID-19 on consumer behaviour and lifestyle changes through a socio-economic lens. An analysis of 425 survey responses reveals that individuals in the informal sector faced greater challenges, leading to increased demand for affordable products. Additionally, interest in wellness and health items is significantly influenced by occupation and income, with affordability and awareness as mediating factors. The findings offer insights for identifying target demographics for wellness and health products and guide effective product substitutions during the pandemic (Das, Sarkar and Debroy, 2022).
The data demonstrates that the COVID-19 pandemic is far more than just a health crisis; it has had a profound and lasting impact on both society and the economy. The outbreak has fundamentally transformed the ways we work, communicate, and shop, surpassing any other disruption we’ve faced this decade. There have been significant shifts in consumer behaviour and marketing strategies. Shopping preferences and habits are not static; they are influenced by a variety of factors, trends, and circumstances, including holiday seasons, online shopping events, nuclear accidents, resilience, and earthquakes (Rahardjo, 2022).
[bookmark: _Toc190085708][bookmark: _Toc190854917]5.3. The impact of online shopping on the psychological and financial health of consumers
The study clearly illustrates that online shopping behaviours’ are significantly influenced by various psychological factors. Consumers often confront concerns related to security and product authenticity (perceived risk); however, these issues can be effectively mitigated when trust in the online retailer is established. The enjoyment and excitement derived from the shopping experience (hedonic motivation) can indeed encourage impulsive purchasing. Furthermore, consumers who possess the confidence to navigate online platforms (self-efficacy) typically report more favourable experiences, while social influences such as reviews and recommendations play a vital role in their decision-making process. Ultimately, positive emotional responses substantially enhance satisfaction and loyalty, whereas negative experiences can deter future online shopping endeavours (Nuradina, 2022).
Another report by Holkar and Lees (2020), "Convenience at a Cost," highlights that online shopping offers considerable convenience and immediate satisfaction but also presents some psychological challenges worth considering. The ease of making digital purchases can sometimes encourage impulsive spending, which may lead to financial stress over time. By being mindful of this, consumers can take steps to manage their online shopping habits and reduce feelings of financial pressure. Recognising this potential for mental fatigue and a diminished sense of financial control can empower individuals to establish healthier shopping practices, ultimately enhancing their overall well-being (Holkar and Lees, 2020).
[bookmark: _Toc190085709][bookmark: _Toc190854918]5.4. The impact of online shopping on traditional retailers 
The impact of e-commerce on various aspects of the retail industry, including sales, consumer behaviour, operational efficiency, and market competition, is examined. By understanding these effects, retail business owners and industry experts can better navigate the ever-evolving retail environment. As e-commerce expands, traditional brick-and-mortar stores have been forced to change their strategies for engaging with customers. Many physical stores are facing challenges in maintaining sales levels as more shoppers opt for online shopping, leading to a decline in foot traffic (Sonu, 2023).
Moreover, the rise of online shopping has fundamentally changed what consumers expect from their buying experiences thanks to its constant availability and home delivery options. As a result, traditional brick-and-mortar stores face increasing pressure to lift their in-store offerings, making enhancements like personalised services and special events vital to drawing in and keeping customers. The essential data-focused approach of e-commerce allows for customised marketing strategies, which enhance the shopping experience for users. In response, physical retailers are beginning to leverage data analytics to gain insights into customer preferences and streamline inventory processes, thereby boosting overall efficiency and satisfaction among shoppers (Rajendran, 2024).
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[bookmark: _Toc190085711][bookmark: _Toc190854920]The researcher will use qualitative research methods. Selecting a qualitative methodology for studying changes in consumer behaviour in online shopping can offer several benefits:
Qualitative research allows for a comprehensive exploration of consumers' thoughts, feelings, and motivations behind their shopping patterns. By conducting interviews or questionnaires, the researcher can obtain detailed insights that quantitative methods might overlook. To uncover evolving trends influenced by factors such as the COVID-19 pandemic, qualitative methodologies are ideal for initial investigations. They can provide a clear overview of consumer reactions, preferences, and attitudes towards online shopping (Teherani et al., 2015). Qualitative approaches enable researchers to contextualise consumer behaviours within their broader environment. By considering societal, cultural, and economic factors that impact online shopping decisions, the researcher can provide a holistic understanding of shifts in consumer behaviour. Qualitative inquiries offer flexibility in data collection techniques. Researchers can adjust their questions and focus based on participant feedback, facilitating the discovery of unexpected insights during the research process. Qualitative research plays a crucial role as consumer behaviours evolve due to various influences (such as technological advancements, lifestyle changes, or economic conditions) (Kumo, 2023).
7. Data collection and data analysis
The researcher employs thoroughly crafted questionnaires as a key method for gathering data. This structured approach allows for an organised collection of responses, which will then be analysed using advanced statistical techniques to uncover meaningful patterns and insights. 
Therefore, sending questionnaires to numerous participants is a cost-effective approach compared to methods like interviews or focus groups. This method also ensures consistency in data collection, improving the reliability and comparability of responses. Additionally, confidentiality in questionnaire responses can encourage participants to provide honest answers, especially on sensitive issues like finances and mental well-being, resulting in more precise data. Qualitative data gathered through questionnaires can be analysed using statistical techniques, simplifying the interpretation of findings. Moreover, online questionnaires have the advantage of reaching a wide demographic spread across different regions, facilitating the acquisition of diverse viewpoints and bolstering the applicability of conclusions (Prasad Nayak and Narayan, 2019).
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The paper examines the major changes in consumer behaviour brought about by the advancement of online shopping, specifically considering recent technological progress and the COVID-19 pandemic. The introduction underscores the mainstream status of online shopping due to increased internet access and the emergence of e-commerce platforms. The research objectives are centred on investigating the changes in consumer behaviour towards online shopping, pinpointing the factors that propel these changes, and evaluating their impact on both traditional retailers and the psychological and financial well-being of consumers. 
The main goals include understanding how online shopping influences consumer behaviour, recognising the drivers of adoption, evaluating its effects on traditional retail, and analysing its impacts on consumer well-being. The literature review delves into how external factors like escalating fuel costs and obstacles in accessing physical stores have enhanced the attractiveness of online shopping. It highlights a decrease in brand loyalty and a shift towards health-conscious and environmentally friendly products, particularly evident during the pandemic. 
Moreover, it showcases feedback from consumers expressing a significant surge in the use of digital devices and exploration of new shopping routines. The findings also reveal that affordability, well-being, and health consciousness play a crucial role in shaping consumer preferences, especially for individuals with limited financial resources. Overall, the paper stresses the necessity for retailers to adjust to these shifts in behaviour and tackle the challenges. 
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