
Environment and Social Psychology (2024) Volume 9 Issue 7 

doi: 10.59429/esp.v9i7.2626 

1 

research article 

Adaptability and resilience: Insights into Bangladeshi E-commerce 

customer behavior during COVID-19 

Md. Abu Issa Gazi1,2,5,*, Abdullah Al Masud3,*, Md. Kazi Hafizur Rahman3, M.M. Rafikul Islam4,  

Abdul Rahman bin S Senathirajah1 

1 Faculty of Business and Communications, INTI International University, Persiaran Perdana BBN Putra Nilai, Nilai 

71800, Negeri Sembilan, Malaysia 

2 School of Management, Jiujiang University, Jiujiang 332005, China 

3 Department of Management Studies, University of Barishal, Barishal-8254, Bangladesh  

4 Branches Control Division, Al- Arafah Islami Bank PLC, Head Office, Dhaka, Bangladesh 

5 Department of Business Administration, The International University of Scholars, Dhaka 1212, Bangladesh 

* Corresponding authors: Md. Abu Issa Gazi, dr.issa@jju.edu.cn; Abdullah Al Masud, aamasud@bu.ac.bd 

ABSTRACT 

This study aims to thoroughly investigate the changes in customer purchasing behavior across digital marketplaces 

amid the exceptional emergency caused by the COVID-19 pandemic, which has unparalleled influence on e-commerce. 

This research adopts a quantitative approach, leveraging survey questionnaires to collect data on customer purchasing 

behavior across digital marketplaces. Analysis of the collected data is conducted utilizing the Statistical Package for the 

Social Sciences (SPSS) software, enabling comprehensive statistical analysis to discern trends and patterns in customer 

behavior during the COVID-19 pandemic. It provides vital insights into the complex dynamics of customer behavior 

during times of crisis. The key findings emphasize the importance of comprehending customer preferences and 

behaviors in emergency scenarios for businesses in the e-commerce industry. The study demonstrates that, despite the 

obstacles presented by the pandemic, internet transactions not only remained viable but also acquired considerable 

significance for customers in Bangladesh. The Bangladeshi e-commerce sector demonstrated the crucial need for 

adaptability and resilience by effectively adapting to the changing market conditions caused by the pandemic. This 

study significantly contributes to understanding the Bangladeshi e-commerce landscape by addressing relevant research 

topics and objectives. It reveals a direct correlation between customer behavior and the success of e-commerce during 

pandemic-like events. It offers vital insights to organizations on how to modify their advertising, marketing, and 

promotional methods to effectively address customers' evolving requirements and priorities during times of crisis. In 

essence, this thorough examination acts as a vital manual for e-commerce enterprises in Bangladesh and other regions, 

helping them navigate the obstacles and possibilities presented by the COVID-19 era. It highlights the crucial 

significance of customer behavior in influencing the future of e-commerce, both in Bangladesh and worldwide. 
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1. Introduction 

In December of 2019, the coronavirus disease known as COVID-19 was found to have been first 

discovered in Wuhan, China. As a result of the disease's rapid spread across the world in the years that 

followed, the World Health Organization (WHO) designated it as a pandemic. It belongs to the coronavirus 

family[1,2]. The coronavirus is an infectious disease that many believe is caused by animals and humans[3,4]. 

This infection spreads first in Wuhan to an extraordinary degree in December 2019 and January 2020, at that 

point spread around the world since February bringing about the proceeded with 2019-20 COVID 

pandemic[3]. This disease is transmitted through human-to-human transmission, hacking, wheezing, 

contacting, and so forth, which shows the resulting manifestations, i.e., fever, lack of breathing, hacking, and 

so on Many, more experienced citizens with past ailments, (for example, vexed, persistent respiratory illness 

or diabetes) a serious illness is at risk, on 11, March 2020 the WORLD Health Organization Declared 

COVID-19 as a pandemic[3-5]. Now a new variant of COVID -19 has been identified called OMICRON [6]. In 

Bangladesh, the COVID-19 pandemic disease was reported on March 8, 2020These kinds of cases included a 

couple of men and a person woman, who was initially, aged 20 together with 35[5,6]. Bangladesh possesses 

first death owing to coronavirus on March 18, 2020. A 70-year-old gentleman died of this kind of disease[7]. 

The pandemic has affected each part of human existence and the real effect stays obscure because there 

is a lot of uncertainty on the progression of the disease, its severity and death rate, as well as reasonable 

strategic reactions and individual behavior[7,8]. The existence of a pandemic is evidence that the disease has 

been spreading internationally; it does not, however, indicate that the virus has reached an extremely 

dangerous stage. It is possible for the virus to spread to other people if they come into direct contact with 

COVID-19-positive people and interact with them[1]. Additionally, the virus is able to survive on surfaces for 

a period of several hours (UNICEF). The pandemic caused by COVID-19 is not only a threat to public health, 

but it is also having a significant impact on our economy and communities in a number of different ways [9-12]. 

Bangladesh has been affected equally by this epidemic as a poor nation. Bangladesh's institutions for trade 

and commerce must endure severe losses. Due to COVID-19, $3 billion in work orders have been canceled 

by international customers, sending the Readymade Garments of Bangladesh (RMG) into a severe crisis that 

has affected over two million employees and forced many of them to quit their employment [13]. The 

slowdown in import-export and foreign remittance will have a direct impact on Bangladesh's foreign 

exchange reserves. E-commerce, or electronic commerce, refers to the practice of companies as well as 

individual consumers making purchases of goods and services over the internet. Potential clients will require 

a cell phone and access to the Internet to participate in e-commerce [13-15]. Some researchers have claimed 

that due to constraints in data transmission, use of the internet in corporate environment is limited [16]. E-

commerce in Bangladesh is significantly affected by a variety of business factors, including finances, 

production, transportation, payment systems, electronic fund transfers, supply chain management, internet 

marketing, online transaction processing, electronic data interchange, automated inventory management 

systems, and automated data collection systems [17-19]. Some of these business factors include: E-commerce 

helps businesses operate better overall by lowering production costs, boosting productivity, enhancing 

corporate communication, assuring the quality of their goods and services, and lowering their expenses per 

unit of output [20,21]. According to certain studies, when a website incorporates local language, visitor 

numbers are four times higher than the average visitor [22-24]. It was found that people who buy online tend to 

be wealthy, have a higher level of education, and have a high level of literacy in activities that take place 

online, and spend a significant amount of time in front of a computer and connected to the internet [11,20]. As a 

direct consequence of this, people now find that buying online is not only more convenient but also more 

pleasant, and they are less wary of conducting business on various online platforms [25,26]. The methods that 
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customers use to make decisions were described as being complicated, with a variety of factors having an 

influence on problem recognition up until a series of activities were taken to arrive at a solution [27,28].  

In Bangladesh, there are approximately 10,000 businesses that engage in Facebook commerce (also 

known as f-commerce), in addition to another 100 e-commerce businesses that are available outside of 

Facebook. Some of these businesses include Chaldal.com, Meena Bazaar, Rokomari.com, Daraz BD, 

ajkerdeal.com, pickaboo.com, Othoba.com, and Bikroy.com [29]. E-commerce was also pioneered in this 

region by foreign investors, including Olx, Daraz, and Kaymu, amongst others. The cloud-based services 

market has become increasingly competitive as the price of setting up servers and buying personal computers 

has become more affordable over the course of time [20,29,30]. Bangladesh is now the world's 42nd largest 

economy, having recently surpassed China in that ranking. In terms of purchasing power parity, Bangladesh 

is ranked 31st [31,32]. Not only that, but India's per capita income is on the verge of being surpassed by 

Bangladesh's, with the matching figure expected to rise to $1888 in the near future. It is feasible for such 

economic growth to occur in a nation that has a very large population. As a direct consequence of this, the e-

commerce sector as a whole and the e-commerce business specifically have a significant amount of potential. 

It would be a fantastic opportunity to accelerate all aspects of e-commerce, including business-to-business, 

business-to-consumer, business-to-business between consumers, and mobile commerce [33,34]. In light of this, 

the current part of the research aims to identify the factors that have an impact on online buying in 

Bangladesh. Consumer behavior in business and e-commerce used to be undefined, and some customers and 

businesses in some countries still utilize traditional e-commerce methods today. However, in the current 

circumstances that the globe is experiencing as a result of the massive impact of the Corona virus and the 

limits imposed as a result of this epidemic, old approaches have become obsolete and must be addressed 

through new technical methods [17,34]. A web-based survey was created by. Two parts made up the majority 

of the questionnaire. In the first segment, participants' demographic information was gathered, including 

their age, gender, income level, degree of education, occupation, employment status, and frequency of online 

purchases during the COVID-19 epidemic. The participants were also asked by the researcher to select the 

product categories from which they had made online purchases relevant to this field.  

In the second phase, participants were asked about their plans to make online purchases during the 

epidemic. George[35] investigated the impact of behavioral attitude, subjective norms, and perceived 

behavioral control in the setting of online shopping. Online shopping provided an opportunity to examine 

these factors. Since the situations were similar, we made several adjustments to George's study's items 

concerning behavioral attitude, subjective norms, and perceived behavioral control. When measuring either 

of these two components, we used eight different items for each one. The following questions were 

generated in response to the research problem: 

RQ1: Is the Coronavirus (COVID-19) affecting e-commerce in Bangladesh? 

RQ2: Is there a disparity response on the influence of customer behavior on e-commerce during the   

COVID-19 crisis in Bangladesh owing to the respondents' general information? 

In this study, our primary objectives are twofold. Firstly, we aim to explore the impact of the 

Coronavirus (COVID-19) on e-commerce activities within the context of Bangladesh. Secondly, we seek to 

analyze any potential disparities in customer behavior and e-commerce responses during the COVID-19 

crisis in Bangladesh, with a particular focus on the influence of respondents' general information. By 

addressing these objectives, we aim to provide valuable insights into the dynamics of e-commerce in 

Bangladesh amidst the ongoing COVID-19 pandemic. 
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2. Literature review 

Bangladesh has been regarded as a promising place for the e-commerce industries despite certain 

significant obstacles. In comparison to earlier times, Bangladesh is currently working to strengthen its 

standing in the e-commerce industry, as other countries have previously demonstrated [7,36]. The study's 

primary goal is identify & analyze the variables that are influencing consumer online purchasing behavior in 

Bangladesh during the epidemic. The study's particular objectives include identifying the variables that 

influence customers' online buying habits and examining the impacts of the coronavirus illness (COVID-19) 

pandemic on consumers' online shopping habits in Bangladesh. Researchers from all across the world have 

documented their larger concerns about COVID-19's devastating influence on global economies. Any 

commodities, services, people, locations, ideas, information, or business that can meet the requirements or 

wants of consumers might be considered a product [37].  

In China, the epidemic has had a negative influence on consumption across a variety of market 

segments, which has led to an overall decrease in consumption [21]. In United Kingdom, the majority of 

economic expenditure has been shifted into essentials like groceries [27,38]. Due to interruptions in the global 

food supply chain that led to panic purchasing, the pandemic has had a variety of socioeconomic effects on 

the food industry. Other significant effects include health hazards and labor shortages [39, 40] . Although the 

pandemic has not significantly hampered the availability of food goods in Canada, it has changed the 

distribution. 

According to the findings of the study, there are a number of elements that have a significant impact on 

a customer's propensity to make an online purchase. Some of these include privacy concerns, personal 

hobbies, acceptable pricing, payment methods, social media, and reference groups [11,15,36]. The influence of 

product attributes on the mobile phone preferences of Kenyan undergraduates attending universities in the 

country[41]. According to the data, there is a correlation between adjusting product features and the 

preferences of undergraduate students about mobile phones [42]. There are many product and brand aspects 

that are evaluated, such as color schemes, name labels that are clearly visible, mobile phones that come in a 

variety of models, packaging that is designed to be safe, the level of awareness regarding environmental 

concerns, and the style and design of the phone [34,43]. By offering a variety of items in a simple manner, 

online retailers guarantee the benefits of their customers. The transaction used to be challenging, but e-

commerce has made it simpler than ever[44]. After conducting research on both in-store and internet 

purchasing, the researchers came to the conclusion that shopping online is more time and effort efficient, not 

to mention more convenient [45]. Customers often have relatively quick access to any data and information 

over the internet [40, 42]. Customers who make purchases on the internet are unable to see, touch, or otherwise 

interact with the product before making a purchase; nevertheless, internet services provide additional details 

about their products and services, enabling customers to make choices about them at the appropriate time [46]. 

The vast majority of online services provide customer support around the clock, which enables customers to 

receive important information about products and services whenever and wherever they choose, thus 

encouraging them to shop online [47,48] . This was one of the main takeaways from their research. In 

accordance with [49], the quality of the website is the most important factor that determines how customers 

will behave when shopping online. It is the first thing that clients who shop online see when they visit a 

website. Furthermore, the product has an impact on the purchasing habits of customers [50]. Price is an 

important part of the marketing mix. When attempting to influence price, businesses should take into account 

the other components of the marketing mix because any action that affects other components will also effect 

price [51]. As a result, organizations must evaluate the marketing mix plan when using the target costing 

method, especially when considering price. Instead of examining product characteristics first, corporations 
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might define the ideal selling price for specific customers first, then build the product to fit that price. Target 

costing is the name of the method. The influence of location on the choice of product, pricing, advertising, 

and distribution on consumer purchasing decisions is significant [52]. How their products are distributed must 

be decided by producers and merchants. The product can be anything that seeks attention and tries to fulfill 

the requirements, wants, or wishes of the client. Examples of things that can fall into this category include 

goods, services, people, locations, ideas, information, and organizations. A product of good quality may be 

described as one that is devoid of flaws and defects and can be recognized by eight main criteria, including 

product performance, features, dependability, confirmation, durability, usability, aesthetics, and perception 

of quality. A product can only be said to be of high quality if it can satisfy the demands and desires of its 

customers [51]. Any items, services, people, locations, ideas, information, or company that may satiate the 

requirements of customers might be considered a product. According to the findings of recent studies, 

buyers' decisions to make purchases online are substantially impacted by three primary factors: shipping 

costs, product accessibility, and product variety [53,54]. Research also reveals that the factors that have the 

most impacts on customers' intentions to make online purchases are security, personal interests, payment 

methods, reasonable price, privacy, social media, and reference groups [12,55]. Retailers and sellers will be 

persuaded more diligently as competition becomes more severe. Trade honesty will deteriorate. This 

necessitates a re-evaluation of present distribution channels and the enhancement of new channels, as well as 

consideration of improvement strategies and policies. It's also known as delivery, and it refers to a set of 

business actions aimed at ensuring the availability of a product, which will then be given to customers in the 

appropriate quantity, at the right time, and in the correct location. The research focuses on how to make 

products and services more accessible to customers. E-commerce is a topic that university students are 

interested in. This study's objective is to determine the criteria that undergraduate students consider 

important while deciding whether or not to engage in virtual shopping [47,55]. The quantitative research 

uncovered a number of aspects, including early trust, perceived riskiness, perceived website attractiveness, 

and perceived convenience and attractiveness of the website. According to the findings, initial trust has no 

bearing on online purchase intention, despite the fact that perceived riskiness, considered website 

attractiveness, and perceived convenience all play a role in influencing it. It is suggested that future study 

could include a behavioral model or a technology acceptance model (TAM), as well as a bigger sample size. 

Online business is a very common type of business, and it is strongly promoted [57]. According to the findings 

of this quantitative study, product risk, convenience risk, and return policy risk each have a sizeable impact 

that is to the consumer's advantage when it comes to their online buying behavior. Consumer behavior was 

determined to be insignificant and bad as a result of financial risk. In addition, it was shown that the 

possibility of not receiving an item had a significant influence, one that proved counterproductive to the 

practice of shopping online [55]. The purpose of this article is to present a helpful model for analyzing and 

controlling perceived risk in online buying by discussing a number of managerial implications as well as the 

potential for further study in this area. In the current global context, the internet has added new 

measurements to company, notably in e-commerce [54]. The number of people who use the internet is rapidly 

growing as a direct result of the proliferation of e-commerce websites. The purpose of this study was to 

investigate, within the framework of worldwide business standards, the effects of cognitive trust and e-WOM 

on purchase intent inside a company-to-consumer (C2C) online shopping environment. A model to explain 

purchase intent in a business-to-consumer (C2C) e-commerce context was developed as part of the study [58]. 

The customer's confidence in the vendor is an essential factor that plays a role in determining whether or not 

the buyer will make a purchase. Specifically, this discovery was made in the present day. Outbreaks of 

disease have an effect on consumers' choices regarding purchases [59,60].  
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If regular customers become infected early in the outbreak and the infection does not spread quickly to 

other areas, it accelerates worldwide transmission. According to the findings, trust is a factor that has a 

positive and significant bearing on the likelihood that consumers will complete a purchase. This discovery 

came about as a result of research that was conducted on buyer trust [61]. To be more specific, this finding 

was made in the current day and age. The decisions that customers make regarding their purchases are 

influenced by the occurrence of illness outbreaks [11,12 62]. We utilized the following Model to identify the true 

impacts influencing customer behavior and e-commerce during covid-19 pandemic in Bangladesh. 

2.1. Conceptual framework 

Figure 1 depicts the conceptual model that will be used in this investigation. This model is based on 

prior research on Customer Behavior and E-commerce. The framework recognizes the following elements 

customer behavior as an independent variable and e- business as a dependent variable. 

 

Figure 1. Conceptual framework. 

2.2. Hypotheses development 

2.2.1. Customer Behavior 

The COVID-19 pandemic had a substantial impact on consumer behavior across a variety of businesses. 

According to research, people have shifted to online shopping as a result of lockdown measures and safety 

concerns [18,33]. According to studies, there is a greater reliance on digital channels for purchasing, as well as 

an increase in demand for necessities and home entertainment items [43,34]. Furthermore, there is evidence of 

changes in purchasing priorities, with health and safety taking precedence [63]. Consumers are also becoming 

more interested in sustainable and socially responsible brands. Understanding these alterations in customer 

behavior is critical for businesses to properly adapt their strategy during and after the pandemic. In this 

manner, the actions of customers have a sizeable bearing on the demand for various company services. On 

the other hand, the closure of businesses all over the world has an effect on consumer purchasing behavior in 

a world where there are limited quantities of items and services [33,64,65]. As a direct consequence of this, 

customers will place a significant amount of reliance on online platforms to fulfill their requirements. 

Customer participation, in the end, creates repercussions and precedents in the process of creating shared 

value. This changes the value of co-creation as it reflects customer behavior, emotion, and perception [66]. 

Customers are encouraged to make purchases online by e-commerce websites if they meet certain criteria, 

the most essential of which are security, attractiveness, speedy loading, sitemaps, and validity [12,18,33]. 

Customers often have relatively quick access to any data and information over the internet [67]. The majority 

of online services offer 24/7 customer care, allowing users to get the information they need about products 

and services at any time and from any location, which encourages users to make purchases online. Several 

studies indicate that customers' decisions to buy online were significantly influenced by the convenience of 

the Internet [69,70]. That is why, we suggest:   
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H1: During the COVID-19 crisis, customer behavior has a big influence on e-commerce. The research 

employed basic linear regression to evaluate this hypothesis, with the findings displayed in Table 5. 

2.2.2. E-commerce 

Based on the existing literature, it is evident that e-commerce encompasses a broad spectrum of 

activities related to online business operations, including transaction management, digital order processing, 

and user interactions [68]. While e-commerce shares similarities with online business, it extends beyond mere 

buying and selling activities conducted over the internet. Moreover, it is worth noting that the term “e-

commerce” can refer to various components such as a company's network, the internet, intranet, or extranet, 

either individually or collectively [65]. In light of the COVID-19 crisis, the significance of e-commerce has 

become increasingly apparent. Countries that have robust e-commerce infrastructures are better equipped to 

mitigate the impact of infectious diseases like COVID-19, as evidenced by the case of Bangladesh [25,69,70]. 

The ability to conduct business transactions and access essential goods and services online has played a 

pivotal role in ensuring the survival and resilience of economies and communities during the pandemic [4,67]. 

As the crisis persists, there has been a noticeable surge in the adoption of digital services facilitated by e-

commerce platforms. This trend underscores the growing reliance on online channels for meeting various 

needs, ranging from shopping for essentials to conducting remote work and education [71-73]. Consequently, it 

is reasonable to hypothesize that during the COVID-19 crisis in Bangladesh, individuals' perceptions 

regarding the influence of customer behavior on e-commerce will exhibit significant variance. This variance 

can be attributed to the diverse characteristics and experiences of survey participants, reflecting their unique 

perspectives and interactions within the e-commerce ecosystem. That’s why, we proposed: 

H2: During the COVID-19 crisis in Bangladesh, the respondents' average beliefs regarding the effect of 

customer behavior on e-commerce exhibited a statistically significant amount of variance. This variance is 

caused by the individual features of the survey participants. 

3. Research methods 

3.1. Sample 

The researchers utilize the sampling design, which is essentially a framework, to select the sample for 

the survey. For this study, the sample size for conducting the survey is 100 people. These individuals are 

aiding the research team in gathering data on the impact of the coronavirus (COVID-19) on Bangladesh's 

ecommerce industry. The survey questionnaire is built using a 5-point Likert scale; if the answer is to a very 

big degree, this shows that the degree of approval is quite high, and is gradually reducing, to what was 

indicated in the preceding paragraphs. It aids in the collection of survey data from the respondents who have 

been chosen for the study. The data replies provided by the respondents are likewise collected using the 

random sample technique in this study. This data gathering strategy is thought to be used by the researcher in 

order to achieve the research goals. 

3.2. Research procedure 

Quantitative research methodology was chosen to provide a systematic and objective analysis of the 

impact of consumer behavior on e-commerce in Bangladesh during the COVID-19 pandemic. Quantitative 

methods allow for the collection and analysis of numerical data, facilitating the identification of trends, 

patterns, and relationships among variables. Specifically, descriptive statistics were employed to summarize 

and describe the characteristics of the sample, including measures of central tendency, dispersion, and 

frequency distributions. Additionally, inferential statistics, such as correlation analysis and regression 
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modeling, were utilized to examine the relationships between variables and to test hypotheses regarding the 

impact of the pandemic on consumer behavior and e-commerce outcomes. As a consequence of this, a 

quantitative research approach was applied since the objectives of this article are to explore the impact of 

consumer behavior on e-commerce during Bangladesh's COVID-19 issue. Specifically, the paper will focus 

on Bangladesh. 

3.3. Research instrument 

The development of our survey questionnaire was meticulously guided by an in-depth examination of 

existing literature about e-commerce and consumer behavior amidst the COVID-19 pandemic, with a 

specific emphasis on studies conducted within Bangladesh. Drawing upon insights gleaned from this 

literature review, we identified pivotal themes and constructs relevant to our research objectives. To 

ascertain the validity and reliability of the questionnaire items, we initiated a pilot testing phase before the 

main data collection. During this pilot testing, a small representative sample of respondents from our target 

population was invited to provide feedback on the clarity, relevance, and comprehensibility of the 

questionnaire items. Subsequently, necessary revisions and refinements were implemented based on their 

feedback to enhance the questionnaire's suitability within the Bangladeshi context. 

The questionnaire is divided into two sections. Respondent information: A collection of five questions 

about the respondent's demographics. Survey0questions: It consisted of 16 items that were divided into two 

categories: the first category, which focused on consumer behavior during the COVID-19 crisis, contained 

eight items, and the second category, which focused on e-commerce during the COVID-19 crisis, contained 

eight items. 

4. Analysis and results  

It is commonly understood that the quantitative data analysis approach is utilized in the data analysis 

process. The researcher chose to conduct this investigation using a quantitative methodology since it enables 

him to collect data more expediently. The researcher will be utilizing the SPSS application, which stands for 

the statistical package for social science. It enables the researcher to collect data in a manner that is 

consistent with logic. The researcher is able to more properly depict the data thanks to the survey 

questionnaires that he makes use of. 

4.1. Reliability & validity test  

The researcher able to ascertain, through the use of the reliability test, whether or not the variables can 

be relied upon. The findings of the reliability examination are presented in Table 1. As a consequence of this, 

the Cronbach's Alpha coefficient index for all variables falls somewhere in the range of 0.74 to 0.77, and the 

correlation between items that belong to the same variable is greater than 0.30. It indicates that there is 

reliability in each of the variables that were included in the research model. The KMO coefficients are more 

than 0.50, and the sig. value of Bartlett's test is 2.220 with a 0.000 margin of error. Validity and reliability of 

the construct were found to be high according to Nguyen and Chang's (2017) research. As a consequence of 

this, all of the variables have sufficient dependability and can be utilized for more in-depth research. The 

findings of the reliability test, often known as Cronbach's alpha, are presented in Table 1. As can be seen in 

Table 1, the Cronbach's alpha values for the questionnaire sections all had values greater than 0.77 for the 
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Likert items. According to the SPSS reliability statistics, these values are within acceptable ranges. As a 

result, the researcher's positive hypothesis is chosen in conjunction with the rejection of the null hypothesis. 

Table 1. The reliability and validity test. 

Factor Item 

Cumulative 

variance (%) 

loading KMO 

Eigen- 

values 

Bartlett’s 

(sig.) 

Cronbach’s 

alpha 

Item-total 

correlation 

Customer  Behavior during 

of the COVID-19  crisis  

8 57.2 0.63–0.81 0.505 2.912 0.220 0.64 0.48–0.67 

E-commerce during of the 

COVID-19 crisis  

8 72.04 0.79–0.90 0.789 3.562 0.00 0.77 0.68–0.83 

4.2. Demographic analysis 

This part contains a description of the respondents' general characteristics. It covers five different items, 

ranging from the respondents' gender range to the extent to which they make use of internet shopping. The 

demographic variables that the researcher picked to represent the respondents' gender, age group, income, 

and educational attainment are some examples of the demographic data that may be found in the survey. It is 

a list of the detailed information that the researcher opted to collect from the respondents. The researcher has 

the ability to keep track of both the frequency of responses from male and female participants as well as their 

respective percentages. The demographic characteristics of the surveyed population are detailed in Table 2. 

The gender distribution indicates a slight majority of males, accounting for 56.66%, while females represent 

43.33%. In terms of age, the majority of respondents (71.66%) are under 25 years old, with 25 to under 35 

years old coming in second at 20.00%. A smaller proportion falls into the age groups of 35 to less than 45 

(06.66%) and higher than 45 (01.66%). In terms of educational qualification, the majority hold a bachelor's 

degree (64.1%), followed by an intermediate diploma or less (26.9%), a master's degree (6.9%), and a PhD 

(2.1%). When it comes to income, the largest segment reports income levels much lower than most other 

households (76.66%). A smaller percentage report slightly lower (10.00%) or about the same as most other 

households (08.33%) income levels. Fewer respondents report slightly higher (03.33%) or much higher 

(01.66%) incomes compared to other households. Regarding online purchase behavior, the majority (75.00%) 

buy online, when necessary, followed by those who don't buy online (11.66%), those who buy online every 

month (08.33%), and smaller percentages who buy online every week (03.33%) or daily (01.66%). 

Table 2. Demographic haracteristics. 

 Variable Frequencies % 

Gender 

  Male 56 56.66 

  Female 44 43.33 

Age 

  less than 25 43 71.66 

25 - less than 35 12 20.00 

35- less than 45 04 06.66 

higher than 45 01 01.66 
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Qualification 

Intermediate diploma or less 13 26.9 

Bachelor 26 64.1 

Master 20 6.9 

PhD 01 2.1 

Income 

Much lower than most other households 46 76.66 

Slightly lower than most other households 06 10.00 

About the same as most other households 05 08.33 

Slightly higher than other households 02 03.33 

Much higher than other households 01 01.66 

Frequency of Online 

Purchases 

I don't buy online 07 11.66 

I buy online when necessary 45 75.00 

I buy online every month 05 08.33 

I buy online every week 02 03.33 

I buy online daily 01 01.66 

4.3. Customer behavior in the COVID-19 crisis 

In Table 3, the nuances of customer behavior during the COVID-19 crisis are elucidated through mean 

scores, standard deviations (SD), the Relative Importance Index (RII), and associated p-values for each 

statement. Among respondents, there was substantial agreement regarding the statement “The Corona crisis 

enhanced my propensity to purchase food,” reflected in its mean score of 3.53 (SD = 1.049) and an RII of 

70.66%. Similarly, the sentiment of indulging in non-essential spending during the crisis, expressed in the 

statement “I indulged in some of the less necessary spending that I was accustomed to doing before the 

Corona problem,” garnered a moderate level of agreement, with a mean score of 3.20 (SD = 0.988) and an 

RII of 61.33%. Additionally, the statement “Even if they are more expensive, I only purchase items that meet 

my standards for quality,” which received a high mean score of 3.73 (SD = 0.989) and an RII of 70.06%, 

demonstrated that respondents had a strong tendency to prioritize quality over price. Similarly, respondents 

agreed moderately with the notion of imposing financial restraint during the crisis, as stated in “In the midst 

of the Corona crisis, I became my own expenses,” with a mean score of 3.38 (SD = 1.091) and an RII of 

67.66%. 

The statement “I was able to put up a significant amount of money despite the Corona crisis,” with a 

mean score of 3.12 (SD = 1.059) and an RII of 62.33%, interestingly indicated that respondents had a 

moderate ability to save money during the crisis. Furthermore, the importance of customer retention was 

underscored, with respondents strongly agreeing with the statement “I take good care of the orders that 

customers make over and over again,” which received a high mean score of 3.43 (SD = 0.871) and an RII of 

70.33%. Conversely, respondents showed moderate agreement that debt accumulation occurred during the 

crisis, as stated in “A significant amount of debt was racked up during the Corona crisis,” with a mean score 

of 2.97 (SD = 1.149) and an RII of 59.33%. Notably, the statement “The Corona crisis did not have a 

significant impact on my life” received the lowest RII of 48.33%, indicating a moderate disagreement among 
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respondents regarding its minimal impact. Furthermore, all p-values associated with the statements are 0.000, 

signifying significant differences in respondent agreement across all items. 

Table 3. RII, Mean, p-value & SD Results for customer behavior. 

Items Mean SD RII (%) p-value 

The Corona crisis enhanced my propensity to purchase food. 3

.53 

1

.049 

70.66 0.

000 

I indulged in some of the less necessary spending that I was 

accustomed to doing before the Corona problem. 

3

.2 

0

.988 

61.33 0.

000 

Even if they are more expensive, I only purchase items that meet my 

standards for quality. 

3

.73 

0

.989 

70.06 0.

000 

In the midst of the Corona crisis, I became my own expenses. 3

.38 

1

.091 

67.66 0.

000 

I was able to put up a significant amount of money despite the 

Corona crisis. 

3

.12 

1

.059 

62.33 0.

000 

I take good care of the orders that customers make over and over 

again. 

3

.43 

0

.871 

70.33 0.

000 

A significant amount of debt was racked up during the Corona crisis. 2

.97 

1

.149 

59.33 0.

000 

The Corona crisis did not have a significant impact on my life. 2

.42 

1

.154 

48.33 0.

000 

4.4. E-commerce in COVID-19 crisis 

This section has a total of eight paragraphs devoted to the topic of online business activity during the 

COVID-19 crisis. In Table 4, an in-depth analysis of customer behavior in response to the COVID-19 crisis 

is provided through mean scores, SD, RII, and corresponding p-values for each statement. The statement 

“After the Corona incident, there has been a significant shift toward the utilization of online commercial sites” 

received a high mean score of 4.15 (SD = 0.777) and an RII of 80.33%, indicating that respondents strongly 

agreed with it. This underscores the substantial transition towards online commerce following the outbreak. 

Similarly, respondents expressed a high level of agreement with the statement “E-commerce websites make 

available to me absolutely everything that my life may require of me,” with a mean score of 3.73 (SD = 

0.918) and an RII of 74.66%, indicating the perceived comprehensiveness of e-commerce platforms in 

fulfilling various needs during the crisis. 

The statement "During the Corona issue, there was a huge amount of opposition on online business 

sites," which received a mean score of 3.88 (SD = 0.715) and an RII of 77.66%, indicates that respondents 

also noted significant opposition on online business sites during the crisis. Furthermore, concerns regarding 

product representation on websites were highlighted, with respondents expressing agreement that “When I 

buy from websites, the image doesn't always match the product,” reflected in a mean score of 3.92 (SD = 

0.787) and an RII of 78.33%. In terms of online browsing habits, respondents demonstrated moderate 

agreement with statements such as “Every day, I browse many websites that are related to online business,” 

which received a mean score of 3.27 (SD = 1.039) and an RII of 65.33%, and “I look out for many e-

commerce websites in order to compare prices,” with a mean score of 3.75 (SD = 0.932) and an RII of 

75.00%. The statement “Only for recreational purposes do I look at websites related to online businesses” 

received a mean score of 2.97 (SD = 0.938) and an RII of 59.33% from respondents, indicating a lower level 
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of agreement. Additionally, respondents generally found the operation of websites for online businesses to be 

straightforward, with a mean score of 3.95 (SD = 0.811) and an RII of 79.00%. Importantly, all p-values 

associated with the statements are 0.000, signifying significant differences in respondent agreement across 

all items. 

Table 4. RII, Mean, p-value & SD Results for customer behavior. 

Items Mean SD RII (%) p-value 

After the Corona incident, there has been a significant shift 

toward the utilization of online commercial sites. 

4.15 .

777 

80.33 0.

000 

E-commerce websites make available to me absolutely 

everything that my life may possibly require of me. 

3.73 .

918 

74.66 0.

000 

During the Corona issue, there was a huge amount of opposition 

on online business sites. 

3.88 .

715 

77.66 0.

000 

When I buy from websites, the image doesn't always match the 

product. 

3.92 .

787 

78.33 0.

000 

Every day, I browse many websites that are related to online 

business. 

3.27 1

.039 

65.33 0.

000 

Only for recreational purposes do I look at websites related to 

online businesses. 

2.97 .

938 

59.33 0.

000 

I look out many e-commerce websites in order to compare 

prices. 

3.75 .

932 

75.00 0.

000 

The operation of websites for online businesses is quite simple 

to me. 

3.95 .

811 

79.00 0.

000 

4.5. Hypothesizes testing  

H1: During the COVID-19 circumstance, the manner in which online commerce is done is significantly 

impacted by the decisions and actions of customers. In the course of the research, a straightforward linear 

regression was applied in order to test this hypothesis; the findings are summarized in Table 5. Table 5 

shows that the independent variable, Customer Behavior, has a substantial impact on E-commerce during the 

COVID-19 crisis (P-Value = 0.05), and the coefficient of determination is 0.721. This is demonstrated by the 

fact that the table shows the coefficient of determination. This suggests that variations in consumer behavior 

can account for 72.1% of the variation in e-commerce that took place during the COVID-19 crisis. The 

activities of customers have a considerable influence on e-commerce during the COVID-19 issue, which 

brings us to our last and most important point. The overall model fit is evaluated using the F-test, which 

assesses the significance of the regression model as a whole. The F-value is 370.247, with a corresponding p-

value of 0.000, indicating that the model is statistically significant. 

Table 5. Simple linear regression results-customer behavior. 

Dependent Variable 
Independent 

Variable 

Unstandardized Coefficients 
T value p-value (sig) Decision 

B Std. err 

E-commerce during of 

the COVID-19 crisis 

Constant Customer 

Behavior 

1.957 0.321 6.087 *0.000 Supported 

1.515 0.079 19.242 *0.000 Supported 

F= 370.247 Sig=0.000 R2=72.1%     
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H2: This variance can be attributed to the fact that the respondents were asked about the impact of 

Customer Behavior on E-commerce in Bangladesh. The fact that the people who responded to the survey are 

individuals accounts for this variation. Both of these tests were carried out with the purpose of determining 

whether or not this hypothesis is correct. The findings of these tests are summarized in the table below (6). 

The results of the tests that are shown in the table indicate that the P-values do not constitute statistically 

significant evidence (P-value > 0.05). With the exception of the variable titled “usage of online purchase,” 

which has a p-value of 0.05, there are no statistically significant variations attributable to demographic 

characteristics that can be found between the means of their perspectives on Customer Behavior on E-

commerce during the COVID-19 crisis. This holds true even though the level of significance for this level of 

significance is set at 0.05. This demonstrates that the variable has a considerable impact on the statistics. 

This suggests that there are differences in favor of buying online every week due to the use of online 

purchases that are statistically significant at the level of 0.05. These differences can be attributed to the fact 

that online purchases are made more frequently. 

Table 6. Impact on customer behavior on E-commerce. 

Demographic variables Test statistic Sig. 

Gender 
Male 

T=0.755 0.451 
Female 

Education Level 

Intermediate diploma or less 

F=0.683 0.564 
Bachelor 

Master 

PhD 

Age 

Less than 25 years 

F= 0.229 0.876 
25-less than 35 years 

35-less than 45 years 

45 years or more 

Income 

Much lower than most other households 

F= 1.068 0.375 

Slightly lower than most other households 

About the same as most other households 

Slightly higher than other households 

Much higher than other households 

Use of online purchase 

I don't buy online 

F= 4.382 0.002* 

I buy online when necessary 

I buy online every month 

I buy online every week 

I buy online daily 

5. Discussion 

Gender was a significant issue in this case, as the research sample included both male and female 

participants. According to the findings of a previous study, gender is a significant role in the adoption of 

internet-based technology [74]. The majority of the 100 research participants were young, with an average age 

of less than 25 years. Age is a crucial element in the acceptability of innovation, according to several study 

studies on the emergence of innovations [75]. The state of the economy has a significant impact on the e-

commerce industry. 76.66 percent of the participants in the study have an annual income of less than $10,000. 
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The survey also discovered that those that apply internet-based innovation are from high-income families [70] . 

Cronbach's Alpha was found to be either below or very close to 1.00 on the basis of the data that was 

obtained. The findings of the reliability test, often known as Cronbach's alpha, are presented in Table 1. For 

Likert items, the Cronbach's alpha values for the survey questions were higher than 0.7, which is acceptable 

in SPSS reliability statistics. As a result, the researcher's positive hypothesis is chosen in conjunction with 

the rejection of the null hypothesis. As can be observed in Table 3, the item “Tendency to buy food grew 

during the Corona crisis” has the greatest RII of 70.66 percent, indicating that respondents are in agreement 

on this paragraph. With a RII of 70.06 percent, it was followed by the item “I consider the quality of the 

things I buy, even if their prices are expensive.” With 48.33 percent, the item “The Corona crisis didn't affect 

my life significantly” had the lowest RII.  

Furthermore, all of the p-values in the table are 0.000, indicating that a significant difference exists, 

implying that there is general agreement on all of the customer behavior during the COVID-19 crisis, with 

the exception of the paragraph that stated, “The Corona crisis didn't affect my life much.” As can be seen in 

Table 4, the item “There is a considerable tendency toward the usage of E-commerce sites after the Corona 

crisis.” has the highest RII with 80.33 percent, indicating that respondents agree strongly on this text. With a 

RII of 78.33 percent, the item “I am concerned when I buy from websites that the image does not always 

match the thing obtained” came in second. With 59.33 percent, the item “Check out e-commerce sites for 

entertainment exclusively” had the lowest RII. In addition, all of the p-values in the table are 0.000, 

indicating that a substantial difference exists, implying that there are some general agreements on all of the 

E-commerce during the COVID-19 crisis. 

The determination coefficient is 0.721, which indicates that changes in consumer behavior may be able 

to explain 72.1 percent of the changes that took place in e-commerce during the COVID-19 crisis. During the 

COVID-19, the independent variable Consumer Behavior has a significant influence on E-commerce (P-

Value = 0.05), and the determination coefficient is 0.721. The results of the tests that are presented in Table 

indicate that the P-values do not meet the criteria for statistical significance (P-value > 0.05). (6). It would 

appear that there are no variations that are statistically significant owing to demographic characteristics at the 

level of 0.05 between the means of their viewpoints on Customer Behavior on E-commerce during the 

COVID-19 crisis. This is the conclusion that can be drawn from the data. The one and only exception to this 

is the variable known as “use of online purchase,” which has a p-value that is less than 0.05, indicating that 

there are statistically significant differences due to use of online purchase at the level of 0.05 in favor of 

buying online each week. This is the only exception to this rule. 

As a result of what has come before, we are able to discern that, despite total immobilization of 

movement, internet purchases continued to be common and commonplace all through the Corona outbreak. 

This is due to the fact that there will always be difficulties that a bespoke solution will not be able to solve.  

6. Conclusion 

This study looked into how the coronavirus (COVID-19) affected e-commerce in Bangladesh and 

examined any possible differences in consumer behaviour during the COVID-19 outbreak, especially in 

reaction to respondents' personal data. Important insights have been obtained by looking at a number of 

variables, such as consumer demographics, food shopping habits, and pandemic-specific traits like sickness 

dread and anticipated food shortages. 

The results of this investigation show that e-commerce in Bangladesh has been significantly impacted 

by the COVID-19 outbreak. Our study discovered that low income had no effect on the frequency or use of 

online grocery purchasing during the pandemic, in contrast to earlier studies that suggested a link between 
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low income and lower use of the service. This implies that the pandemic may have had a particular impact on 

low-income households' decision-making processes, increasing their inclination to buy for food online—a 

behaviour they had previously shown little interest in. 

Additionally, the data analysis for this study demonstrates that the COVID-19 epidemic has had a 

favourable effect on Bangladeshi e-commerce sales and consumer purchasing behaviour. Online purchases 

have increased as a result of less people purchasing in person due to safety concerns and mobility difficulties. 

This shift in customer behaviour has also been influenced by increased awareness of food safety and the 

convenience of e-commerce platforms. 

It is clear from addressing the study's goals and research questions that the COVID-19 pandemic has 

accelerated Bangladesh's e-commerce development. The observed shifts in customer behaviour and purchase 

patterns highlight how crucial it is to comprehend changing market dynamics and make necessary 

adjustments, especially during difficult times. To further understand the long-term effects of these changes in 

consumer behaviour and to investigate methods for boosting the sustainability and resilience of Bangladesh's 

e-commerce ecosystems, more research is required. 

6.1. Practical implications 

Notably, during crises such as the COVID-19 pandemic, the practical implications of this research are 

substantial for e-commerce enterprises in Bangladesh and comparable developing nations. In the first place, 

it is fundamental to comprehend and adjust to the preferences and behaviors of customers. Successfully 

adapting offerings to changing consumer demands necessitates a steadfast commitment to investing in 

surveys, data analysis, and market trend monitoring. Furthermore, it is critical to priorities adaptability and 

resilience. In order to remain competitive and satisfy customers, e-commerce businesses must promptly 

adapt their strategies, operations, and product offerings. Additionally, it is critical to make substantial 

investments in digital infrastructure to expedite operations and improve the overall customer experience. 

This includes establishing dependable digital platforms, secure payment gateways, and effective logistics 

systems. In order to successfully captivate consumers amidst crises, marketing strategies must be modified. 

Beneficial strategies encompass capitalizing on digital platforms, providing tailored promotional offers, and 

placing a premium on security and convenience within marketing communications. Moreover, in order to 

cultivate consumer trust and loyalty, it is imperative to give precedence to responsive customer support, 

transparent communication, and expeditious resolution of issues. Finally, e-commerce enterprises can 

become more adept at navigating obstacles by nurturing collaboration and partnerships with other 

organizations, government agencies, and stakeholders. 

6.2. Limitations and future research guidelines 

Despite its insights, this study has certain limitations. Firstly, the sample size and representativeness of 

survey respondents may restrict the generalizability of findings. Future research could aim to increase sample 

diversity and size for broader applicability. Secondly, while this study focuses on Bangladesh, the findings 

may not be universally applicable to other regions with different socio-economic contexts and e-commerce 

landscapes. Future research should explore similar themes in diverse contexts to enhance generalizability. 

Thirdly, investigating the long-term impact of the pandemic on e-commerce adoption and consumer behavior 

remains a valuable area for future research. Additionally, complementing quantitative approaches with 

qualitative insights can offer a deeper understanding of customer motivations during crises. Fourthly, 

exploring emerging technological trends and their implications for e-commerce in developing countries 

presents an avenue for further research. Lastly, examining policy implications and regulatory environments 

for the e-commerce sector in Bangladesh can provide valuable insights for stakeholders. Addressing these 
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limitations and pursuing future research in these areas can enrich our understanding of customer behavior in 

digital marketplaces during crises, informing strategic decision-making for e-commerce enterprises globally. 

Author contributions 

Conceptualization, Abdullah Al Masudand, Md. Abu Issa Gazi and Md. Kazi Hafizur Rahman; Data 

curation, Abdul Rahman bin S Senathirajah, Md. Kazi Hafizur Rahman and M.M. Rafikul Islam; Formal 

analysis, Md. Abu Issa Gazi and Abdullah Al Masud; Funding acquisition, Md. Abu Issa Gazi and Abdul 

Rahman bin S Senathirajah; Investigation, M.M. Rafikul Islam, Abdul Rahman bin S Senathirajah and 

Abdullah Al Masud; Methodology, Abdullah Al Masudand, Md. Abu Issa Gazi and Md. Kazi Hafizur 

Rahman; Project administration, Md. Abu Issa Gazi; Resources, Abdul Rahman bin S Senathirajah, Abdullah 

Al Masudand,  M.M. Rafikul Islam; Supervision, Abdullah Al Masud; Validation, M.M. Rafikul Islam and 

Abdullah Al Masud; Writing – original draft, Abdullah Al Masud and Md. Abu Issa Gazi; Writing – review 

& editing, Md. Abu Issa Gazi, Abdullah Al Masudand, Abdul Rahman bin S Senathirajah and Md. Kazi 

Hafizur Rahman 

Funding information 

This project was supported by the INTI International University, Malaysia 

Data availability statement 

Data will be provided upon request. 

Disclosure of interest 

Authors are declaring there is no Conflict of Interest. 

References 

1. Adhikari, S. P., Meng, S., Wu, Y., Mao, Y., Ye, R. X., Wang, Q. Z., Sun, C., Sylvia, S., Rozelle, S., Raat, H., & 

Zhou, H. (2020). Epidemiology, causes, clinical manifestation and diagnosis, prevention and control of 

coronavirus disease (COVID-19) during the early outbreak period: a scoping review. Infectious Diseases of 

Poverty, 9(1). https://doi.org/10.1186/s40249-020-00646-x 

2. Abdullah, S. I. N. W., Teoh, S. S., Bernard Lim, J. H., & Phuah, K. T. (2023). Insights on Millennial’s Purchase 

Intention Towards Green Online Travel Products in Malaysia:. Revista Turismo & Desenvolvimento, 41, 331-348. 

https://doi.org/10.34624/rtd.v41i0.30075 

3. World Health Organization. (2020). Responding to community spread of COVID-19: interim guidance, 7 March 

2020 (No. WHO/COVID-19/Community_Transmission/2020.1). World Health Organization. 

4. Akram, U., Fülöp, M. T., Tiron‐Tudor, A., Topor, D. I., & Căpușneanu, S. (2021). Impact of Digitalization on 

Customers’ Well-Being in the Pandemic Period: Challenges and Opportunities for the Retail industry. 

International Journal of Environmental Research and Public Health, 18(14), 7533. 

https://doi.org/10.3390/ijerph18147533 

5. Al Masud, A., Gazi, M. A. I., Islam, M. T., Zohurul, M., & Anis, A. I. H. Investigating the Impacts of Novel 

Coronavirus (COVID-19) Pandemic on Socio-political, Education and Economics: Evidence from a South Asian 

Country. 

6. World health organization, (2021). Update information about Covid-19 in Bangladesh. Available at 

https://covid19.who.int/region/searo/country/bd. 

7. Islam, M. A., Barna, S. D., Raihan, H., Khan, M. N. A., & Hossain, T. (2020). Depression and anxiety among 

university students during the COVID-19 pandemic in Bangladesh: A web-based cross-sectional survey. PLOS 

ONE, 15(8), e0238162. https://doi.org/10.1371/journal.pone.0238162 

8. Ramelli, S., & Wagner, A. (2020). What the stock market tells us about the consequences of COVID-19. 

Mitigating the COVID Economic Crisis: Act Fast and Do Whatever, 63(7), 63-76. 

https://doi.org/10.1186/s40249-020-00646-x
https://doi.org/10.34624/rtd.v41i0.30075
https://covid19.who.int/region/searo/country/bd
https://doi.org/10.1371/journal.pone.0238162


Environment and Social Psychology | doi: 10.59429/esp.v9i7.2626 

17 

9. Gazi, M. A. I., Nahiduzzaman, M., Harymawan, I., Masud, A. A., & Dhar, B. K. (2022). Impact of COVID-19 on 

Financial Performance and Profitability of Banking Sector in Special Reference to Private Commercial Banks: 

Empirical Evidence from Bangladesh. Sustainability, 14(10), 6260. https://doi.org/10.3390/su14106260  

10. Gazi, M. A. I., Rahman, M. K. H., Yusof, M. F. B., Masud, A. A., Islam, M. A., Senathirajah, A. R. B. S., & 

Hossain, M. A. (2024). Mediating role of entrepreneurial intention on the relationship between entrepreneurship 

education and employability: a study on university students from a developing country. Cogent Business & 

Management, 11(1). https://doi.org/10.1080/23311975.2023.2294514 

11. Masud, A. A., Hossain, M. A., Biswas, S., Ruma, A. P., Rahman, K. S., & Tagore, S. (2023). The emergence of 

digital learning in higher education: a lesson from the COVID-19 pandemic. Campus-wide Information Systems, 

40(3), 202–224. https://doi.org/10.1108/ijilt-08-2022-0176 

12. Hossain, M. A., Amin, R., Masud, A. A., Hossain, M. I., Hossen, M. A., & Hossain, M. K. (2023). What drives 

people’s behavioral intention toward telemedicine? An emerging economy perspective. SAGE Open, 13(3). 

https://doi.org/10.1177/21582440231181394 

13. Mirdha, R. U. (2020, June 4). A number of RMG workers may lose jobs: Rubana Huq. The Daily Star. 

https://www.thedailystar.net/business/news/good-number-rmg-workers-may-be-terminated-jobs-rubana-huq-

1909005 

14. Lucking-Reiley, D., & Spulber, D. F. (2001). Business-to-Business Electronic commerce. Journal of Economic 

Perspectives, 15(1), 55–68. https://doi.org/10.1257/jep.15.1.55 

15. Hossain, A., Jamil, M. a. A., & Rahman, M. M. (2018). Exploring the Key Factors Influencing Consumersâ€TM 

Intention, Satisfaction and Loyalty towards Online Purchase in Bangladesh. International Journal of Economics 

and Financial Research, 4(7), 214–225. https://ideas.repec.org/a/arp/ijefrr/2018p214-225.html 

16. Parvin, G. A., Shimi, A. C., Shaw, R., & Biswas, C. (2016). Flood in a changing climate: The impact on livelihood 

and how the rural poor cope in Bangladesh. Climate, 4(4), 60. https://doi.org/10.3390/cli4040060 

17. Masud, A. A., Hossain, M. A., Roy, D. B., Hossain, M. S., Nabi, M. N., Ferdous, A., & Hossain, M. T. (2021). 

Global Pandemic Situation, Responses and measures in Bangladesh: new normal and sustainability perspective. 

International Journal of Asian Social Science, 11(7), 314–332.  

https://doi.org/10.18488/journal.1.2021.117.314.332 

18. Veselovská, L., Hudáková, L., & Bartková, L. (2023). Risk Based Approach to Documenting Consumer Behavior 

Changes during the Covid-19 Pandemic. Journal of Management and Business : Research and Practice, 15(1). 

https://doi.org/10.54933/jmbrp-2023-15-1-4 

19. Gao, J., Siddik, A. B., Abbas, S. K., Hamayun, M., Masukujjaman, M., & Alam, S. S. (2023). Impact of E-

Commerce and Digital Marketing Adoption on the Financial and Sustainability Performance of MSMEs during the 

COVID-19 Pandemic: An Empirical Study. Sustainability, 15(2), 1594. https://doi.org/10.3390/su15021594 

20. Gazi, M. A. I., Masud, A. A., Sobhani, F. A., Dhar, B. K., Hossain, M. S., & Hossain, A. I. (2023). An Empirical 

Study on Emergency of Distant Tertiary Education in the Southern Region of Bangladesh during COVID-19: 

Policy Implication. International Journal of Environmental Research and Public Health, 20(5), 4372. 

https://doi.org/10.3390/ijerph20054372   

21. Chen, C., Qian, W., & Wen, Q. (2021). The Impact of the COVID-19 Pandemic on Consumption: Learning from 

High-Frequency Transaction Data. AEA Papers and Proceedings, 111, 307–311.  

https://doi.org/10.1257/pandp.20211003 

22. Ragusa, F., Guarnera, L., Furnari, A., Battiato, S., Signorello, G., & Farinella, G. M. (2018). Localization of 

visitors for cultural sites management. Proceedings of the 15th International Joint Conference on e-Business and 

Telecommunications. https://doi.org/10.5220/0006886405730579 

23. Dhali, K., Masud, A. A., Hossain, M. A., Lipy, N. S., & Chaity, N. S. (2023). The effects of abusive supervision 

on the behaviors of employees in an organization. Social Sciences & Humanities Open, 8(1), 100695. 

https://doi.org/10.1016/j.ssaho.2023.100695 

24. Bozhkova, А. (2022). Hotel Websites: Pragmatic Adaptation in Translation from English into Russian and from 

Russian into English. Vestnik Volgogradskogo Gosudarstvennogo Universiteta. Seriâ 2. Âzykoznanie, 1, 85–94. 

https://doi.org/10.15688/jvolsu2.2022.1.7 

25. Zannat, K. E., Bhaduri, E., Goswami, A. K., & Choudhury, C. F. (2021). The tale of two countries: modeling the 

effects of COVID-19 on shopping behavior in Bangladesh and India. Transportation Letters: The International 

Journal of Transportation Research, 13(5–6), 421–433. https://doi.org/10.1080/19427867.2021.1892939 

26. Hamil, N. W. B. ., Zainudin, A. D. B. ., & Wider, W. . (2023). Evidence of COVID-19’s financial epidemiology 

on the ASEAN-5 stock indices. Asian Economic and Financial Review, 13(3), 180–191.  

https://doi.org/10.55493/5002.v13i3.4739 

27. Chronopoulos, D. K., Lukas, M., & Wilson, J. O. S. (2020). Consumer Spending Responses to the COVID-19 

Pandemic: An assessment of Great Britain. Social Science Research Network.  

https://doi.org/10.2139/ssrn.3586723 

https://doi.org/10.3390/su14106260
https://doi.org/10.1080/23311975.2023.2294514
https://doi.org/10.1108/ijilt-08-2022-0176
https://doi.org/10.1177/21582440231181394
https://www.thedailystar.net/business/news/good-number-rmg-workers-may-be-terminated-jobs-rubana-huq-1909005
https://www.thedailystar.net/business/news/good-number-rmg-workers-may-be-terminated-jobs-rubana-huq-1909005
https://doi.org/10.1257/jep.15.1.55
https://ideas.repec.org/a/arp/ijefrr/2018p214-225.html
https://doi.org/10.18488/journal.1.2021.117.314.332
https://doi.org/10.54933/jmbrp-2023-15-1-4
https://doi.org/10.3390/ijerph20054372
https://doi.org/10.1257/pandp.20211003
https://doi.org/10.5220/0006886405730579
https://doi.org/10.15688/jvolsu2.2022.1.7
https://doi.org/10.55493/5002.v13i3.4739
https://doi.org/10.2139/ssrn.3586723


Environment and Social Psychology | doi: 10.59429/esp.v9i7.2626 

18 

28. Erasmus, A. C., Boshoff, E., & Rousseau, G. G. (2010). Consumer decision-making models within the discipline 

of consumer science: a critical approach. Journal of Dietetics and Home Economics, 29(1).  

https://doi.org/10.4314/jfecs.v29i1.52799 

29. Abir, T., Husain, T., Waliullah, S. S. A., Yazdani, D. M. N., Salahin, K. F., & Rahman, M. A. (2020). Consumer 

buying behavior towards e-commerce: A survey study of consumers at a selected online shopping site in Dhaka, 

Bangladesh. Open Journal of Business and Management, 8(6), 2716-2728. 

30. Hasan, M., Hossain, M. A., Hossain, M. S., Masud, A. A., Yesmin, M. N., & Wu, R. (2023). Investigating 

consumers’ intentions regarding the adoption of mobile payments: An SEM-based empirical investigation. Asian 

Economic and Financial Review, 13(9), 662–676. https://doi.org/10.55493/5002.v13i9.4846 

31. Desk, T. (2022, July 17). Bangladesh, 41st largest economy in the world now. Dhaka Tribune. 

https://www.dhakatribune.com/business/274341/bangladesh-41st-largest-economy-in-the-world-now 

32. Bangladesh and the IMF. (2019, March 6). IMF. https://www.imf.org/en/Countries/BGD 

33. Di Crosta, A., Ceccato, I., Marchetti, D., La Malva, P., Maiella, R., Cannito, L., Cipi, M., Mammarella, N., 

Palumbo, R., Verrocchio, M. C., Palumbo, R., & Di Domenico, A. (2021). Psychological factors and consumer 

behavior during the COVID-19 pandemic. PloS One, 16(8), e0256095. 

https://doi.org/10.1371/journal.pone.0256095 

34. Zhang, M., Qin, F., Wang, G. A., & Luo, C. (2019). The impact of live video streaming on online purchase 

intention. Service Industries Journal, 40(9–10), 656–681. https://doi.org/10.1080/02642069.2019.1576642 

35. George, J. F. (2004). The theory of planned behavior and Internet purchasing. Internet Research, 14(3), 198–212. 

https://doi.org/10.1108/10662240410542634 

36. Hossain, M. M., Islam, K., Masud, A. A., Hossain, M. A., & Jahan, N. (2023). Antecedents and Consequences of 

Self-Disclosure in Subjective Well-Being: A Facebook case with a social support mediator. SAGE Open, 13(2). 

https://doi.org/10.1177/21582440231179925 

37. Luo, X. G., Kwong, C. K., Tang, J. F., & Sun, F. Q. (2015). QFD-Based Product Planning with Consumer choice 

analysis. IEEE Transactions on Systems, Man, and Cybernetics. Systems, 45(3), 454–461. 

https://doi.org/10.1109/tsmc.2014.2347916 

38. Lim, D. T. ., Goh, K. W. ., Sim, Y. W. ., Mokhtar, K. ., & Thinagar, S.. (2023). Estimation of stock market index 

volatility using the GARCH model: Causality between stock indices. Asian Economic and Financial Review, 

13(3), 162–179. https://doi.org/10.55493/5002.v13i3.4738 

39. Hobbs, J. E. (2020). Food supply chains during the COVID‐19 pandemic. Canadian Journal of Agricultural 

Economics/Revue Canadienne D’agroeconomie, 68(2), 171–176. https://doi.org/10.1111/cjag.12237 

40. Gazi, M. A. I., Masud, A. A., Shuvro, R. A., Hossain, A. I., & Rahman, M. K. (2022b). Bangladesh and SAARC 

Countries: Bilateral Trade and Flaring of Economic Cooperation. ETIKONOMI, 21(2), 251–268. 

https://doi.org/10.15408/etk.v21i2.24353  

41. Simiyu, G., Bonuke, R., & Komen, J. (2019). Social media and students’ behavioral intentions to enroll in 

postgraduate studies in Kenya: a moderated mediation model of brand personality and attitude. Journal of 

Marketing for Higher Education, 30(1), 66–86. https://doi.org/10.1080/08841241.2019.1678549 

42. Neger, M., & Uddin, B. (2020). Factors affecting consumers’ internet shopping behavior during the COVID-19 

pandemic: Evidence from Bangladesh. Chinese Business Review, 19(3). https://doi.org/10.17265/1537-

1506/2020.03.003 

43. Labrecque, L. I., Esche, J. V. D., Mathwick, C., Novak, T., & Hofacker, C. F. (2013). Consumer Power: Evolution 

in the Digital Age. Journal of Interactive Marketing, 27(4), 257–269. https://doi.org/10.1016/j.intmar.2013.09.002 

44. Prasad, C. J. S., & Aryasri, A. (2009). Determinants of Shopper behaviour in e-tailing: An Empirical analysis. 

Paradigm, 13(1), 73–83. https://doi.org/10.1177/0971890720090110 

45. Meher & Burhan. (2020). Factors Affecting Consumers’ Internet Shopping Behavior During the COVID-19 

Pandemic: Evidence From Bangladesh. Chinese Business Review. 19. 10.17265/1537-1506/2020.03.003. 

46. Suganda, U. K., & Arrifianti, I. (2023). Analysis of the drivers of consumer purchasing decisions in the digital era: 

the role of social media marketing, E-Service quality, and payment safety. Quantitative Economics and 

Management Studies, 4(1), 1–11. https://doi.org/10.35877/454ri.qems1302 

47. Lim, Y. J., Osman, A. F., Salahuddin, S. N., Romle, A. R., & Abdullah, S. (2016). Factors influencing online 

shopping behavior: The mediating role of purchase intention. Procedia. Economics and Finance, 35, 401–410. 

https://doi.org/10.1016/s2212-5671(16)0s0050-2 

48. Faisal, A. (2021). Antecedent of online buying behavior. Indonesian Management & Accounting Research, 18(2), 

79–104. https://doi.org/10.25105/imar.v18i2.3873 

49. Liu, F., Xiao, B., Lim, E. T. K., & Tan, C. (2017). The art of appeal in electronic commerce. Internet Research, 

27(4), 752–771. https://doi.org/10.1108/intr-09-2016-0280 

50. Hossain, A., & Khan, Y. H. (2018). Green marketing mix effect on consumers buying decisions in Bangladesh. 

Marketing Ì Menedžment Ìnnovacìj, 4, 298–306. https://doi.org/10.21272/mmi.2018.4-25 

51. Kotler, P. (2008). Principles of Marketing: a Global Perspective. http://ci.nii.ac.jp/ncid/BB01696127 

https://doi.org/10.55493/5002.v13i9.4846
https://www.dhakatribune.com/business/274341/bangladesh-41st-largest-economy-in-the-world-now
https://doi.org/10.1371/journal.pone.0256095
https://doi.org/10.1080/02642069.2019.1576642
https://doi.org/10.1177/21582440231179925
https://doi.org/10.1109/tsmc.2014.2347916
https://doi.org/10.55493/5002.v13i3.4738
https://doi.org/10.1111/cjag.12237
https://doi.org/10.15408/etk.v21i2.24353
https://doi.org/10.1080/08841241.2019.1678549
https://doi.org/10.35877/454ri.qems1302
https://doi.org/10.1016/s2212-5671(16)0s0050-2
https://doi.org/10.25105/imar.v18i2.3873
https://doi.org/10.1108/intr-09-2016-0280


Environment and Social Psychology | doi: 10.59429/esp.v9i7.2626 

19 

52. Fadillah, B., Widodo, H. D., & Budiatmo, A. (2013). Pengaruh Motivasi Dan Lingkungan Kerja Terhadap 

Produktivitas Karyawan Melalui Kepuasan Kerja Karyawan Produksi Bagian Jamu Tradisional Unit Kaligawe Pt. 

Njonja Meneer Semarang. Jurnal Ilmu Administrasi Bisnis. 

53. Albijanić, I., Milošević, M., Milošević, M., & Jeremić, V. (2022). Exploring the factors which impact the 

customers’ online purchase intentions. Proceedings of the International Conference on Statistics, Theory and 

Applications (ICSTA . . .). https://doi.org/10.11159/icsta22.102 

54. Alfina, I., Ero, J., Hidayanto, A. N., & Shihab, M. R. (2014). The Impact of Cognitive Trust and E-Wom on 

Purchase Intention in C2c E-Commerce Site. Journal of Computer Science, 10(12), 2518–2524. 

https://doi.org/10.3844/jcssp.2014.2518.2524 

55. Rahman, L., Hossain, A., & Hasan, M. (2018). Consumers’ Internet Shopping Decision toward Fashion Apparels 

and Its Impact on Satisfaction in Bangladesh. Business Ethics and Leadership, 2(4), 74–82. 

https://doi.org/10.21272/bel.2(4).74-82.2018 

56. Nabi, M. N., Akter, M. M., Habib, A., Masud, A. A., & Pal, S. K. (2021). Influence of CSR stakeholders on the 

textile firms performances: The mediating role of organizational legitimacy. International Journal of Research in 

Business and Social Science (2147-4478), 10(8), 25-38. 

57. Tham, K. W., Dastane, O., Johari, Z., & Ismail, N. (2019). Perceived risk factors affecting consumers’ online 

shopping behaviour. The Journal of Asian Finance, Economics and Business, 6(4), 246–260. 

https://doi.org/10.13106/jafeb.2019.vol6.no4.249 

58. Zhang, M., Wang, L., Li, Y., & Wang, G. A. (2022). C2C interaction in the online review system: Effect of other 

customers’ responses on subsequent review volume. Tourism Management, 93, 104622. 

https://doi.org/10.1016/j.tourman.2022.104622 

59. Hollingsworth, T. D., Ferguson, N., & Anderson, R. M. (2007). Frequent travelers and rate of spread of epidemics. 

Emerging Infectious Diseases, 13(9), 1288–1294. https://doi.org/10.3201/eid1309.070081 

60. Nabi, Md. N., Akter, Mst. M., Habib, A., Masud, A. A., & Kumer Pal, S. (2022b). Influence of CSR stakeholders 

on the textile firms performances. International Journal of Research in Business and Social Science (2147- 4478), 

10(8), 25–38. https://doi.org/10.20525/ijrbs.v10i8.1502  

61. Liu, Y., Cheng, P., & Ouyang, Z. (2021). How trust mediate the effects of perceived justice on loyalty: A study in 

the context of automotive recall in China. Journal of Retailing and Consumer Services, 58, 102322. 

https://doi.org/10.1016/j.jretconser.2020.102322 

62. Hufnagel, L., Brockmann, D., & Geisel, T. (2004). Forecast and control of epidemics in a globalized world. 

Proceedings of the National Academy of Sciences of the United States of America, 101(42), 15124–15129. 

https://doi.org/10.1073/pnas.0308344101 

63. Akter, S., Ashrafi, T., Waligo, V., & Sneath. (2021). Changes in consumer purchasing behavior due to COVID- 19 

pandemic. Journal of Marketing and Consumer Research. https://doi.org/10.7176/jmcr/77-04 

64. Tee, P.K., Vashu, D., Wong, L.C., Ng, C.P. (2023). Tourist Engagement in Instagram: The Mediating Role of 

Perceived Advertising Value. In: Al-Sharafi, M.A., Al-Emran, M., Al-Kabi, M.N., Shaalan, K. (eds) Proceedings 

of the 2nd International Conference on Emerging Technologies and Intelligent Systems. ICETIS 2022. Lecture 

Notes in Networks and Systems, vol 584. Springer, Cham. https://doi.org/10.1007/978-3-031-25274-7_25 

65. Kawa, A., & Zdrenka, W. (2023). Logistics value in e-commerce and its impact on customer satisfaction, loyalty 

and online retailers’ performance. The International Journal of Logistics Management. 

https://doi.org/10.1108/ijlm-02-2023-0078 

66. González-Mansilla, Ó., Berenguer-Contrí, G., & Serra-Cantallops, A. (2019). The impact of value co-creation on 

hotel brand equity and customer satisfaction. Tourism Management, 75, 51–65. 

https://doi.org/10.1016/j.tourman.2019.04.024 

67. Tran, L. T. T. (2021). Managing the effectiveness of e-commerce platforms in a pandemic. Journal of Retailing 

and Consumer Services, 58, 102287. https://doi.org/10.1016/j.jretconser.2020.102287 

68. Ling, L., Guo, Q., & Jiang, Y. (2024). The interplay of information sharing and distribution mode choice under 

cap‐and‐trade policy in the ecommerce era. Managerial and Decision Economics. 

https://doi.org/10.1002/mde.4107 

69. Wang, Q., Amin, M. B., Gazi, M. a. I., Khan, W., Masud, A. A., & Alam, M. N. (2023). Mediation effect of 

technology adaptation capabilities between the relationship of service quality attributes and customer satisfaction: 

An investigation on young customers perceptions toward E-Commerce in China. IEEE Access, 11, 123904–

123923. https://doi.org/10.1109/access.2023.3328775 

70. Siyal, A. W., Ding, D., Umrani, W. A., Siyal, S., & Bhand, S. (2019). Predicting mobile banking acceptance and 

loyalty in Chinese bank customers. SAGE Open, 9(2), 215824401984408. 

https://doi.org/10.1177/2158244019844084 

71. Masud, A. A., Nabi, M. N., & Kumar, D. (2023). Socioeconomic and psychological impacts of the COVID-19 

pandemic on various occupational groups in Bangladesh. BUFT Journal of Business and Economics, 4(1). 

https://doi.org/10.58481/bjbe2305 

https://doi.org/10.3844/jcssp.2014.2518.2524
https://doi.org/10.1016/j.tourman.2022.104622
https://doi.org/10.3201/eid1309.070081
https://doi.org/10.1016/j.jretconser.2020.102322
https://doi.org/10.7176/jmcr/77-04
https://doi.org/10.1016/j.tourman.2019.04.024
https://doi.org/10.1016/j.jretconser.2020.102287
https://doi.org/10.58481/bjbe2305


Environment and Social Psychology | doi: 10.59429/esp.v9i7.2626 

20 

72. Hossain, M. S., Hossain, M. A., Masud, A. A., Islam, K., Mostafa, M. G., & Hossain, M. T. (2023e). The 

integrated power of gastronomic experience quality and accommodation experience to build tourists’ satisfaction, 

revisit intention, and word-of-mouth intention. Journal of Quality Assurance in Hospitality & Tourism, 1–27. 

https://doi.org/10.1080/1528008x.2023.2173710 

73. Ha, A. Y., Luo, H., & Shang, W. (2022). Supplier encroachment, information sharing, and channel structure in 

online retail platforms. Production and Operations Management, 31(3), 1235–1251. 

https://doi.org/10.1111/poms.13607 

74. Bagchi, M., & White, P. (2005). The potential of public transport smart card data. Transport Policy, 12(5), 464–

474. https://doi.org/10.1016/j.tranpol.2005.06.008 

75. Ginters, E. (2020). Digital Technologies Acceptance/Adoption Modeling Respecting Age Factor. In Advances in 

intelligent systems and computing (pp. 621–630). https://doi.org/10.1007/978-3-030-45691-7_58 

 

 

 

 

 

https://doi.org/10.1111/poms.13607
https://doi.org/10.1016/j.tranpol.2005.06.008
https://doi.org/10.1007/978-3-030-45691-7_58

