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ABSTRACT  
 Coronavirus disease (Covid-19) is an infectious disease. It killed most of the 

people in throughout the world. World Health Organisation suggested that Social distance, 
wearing mask, hand wash and Vaccination are the basic necessary precautions from Covid 19 
issue. Government also tries to create more awareness among the people. Lock down is also 
consider as one of the remedies to prevent from this disease. This lockdown and Social 
distancing concept during covid 19 has changed the perception of consumers towards online 
shopping. Consumers prefer electronic channels for the purchase their day-to-day necessary 
goods during this pandemic period. Online shopping becomes inevitable during pandemic 
situation. It gives more safety to the consumers from Covid 19. Moreover, consumers can 
choose quality goods and save their time. In this regard, the study regarding the impact of covid 
19 on consumer perception towards online shopping is necessary. Primary data has been used in 
the present study. The data has been collected from the respondents through questionnaire 
method and analyzed systematically in the present study.  
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I. INTRODUCTION 
 

 Coronavirus disease (Covid-19) is an infectious disease. It killed most of the 
people in throughout the world. World Health Organisation suggested that Social distance, 
wearing mask, hand wash and Vaccination are the basic necessary precautions from Covid 19 
issue. Government also tries to create more awareness among the people. Lock down is also 
consider as one of the remedies to prevent from this disease. This lockdown and Social 
distancing concept during covid 19 has changed the perception of consumers towards online 
shopping. Consumers prefer electronic channels for the purchase their day-to-day necessary 
goods during this pandemic period. Online shopping becomes inevitable during pandemic 
situation. It gives more safety to the consumers from Covid 19. Moreover, consumers can 
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choose quality goods and save their time. In this ragard, the study regarding the impact of covid 
19 on consumer perception towards online shopping is necessary. 

II. REVIEW OF LITERATURE 

 Hoang Viet Nguyen1 analysed “Online Book shopping in Vietnam: The impact of the 
Covid-19 Pandemic situation”. It reveals that the COVID-19 pandemic situation has a positive 
and significant impact on consumer intention to purchase books online. Abhineet Mishra2 made 
an analysis on “A customer perception towards online shopping”.  The overall results prove that 
the respondents have perceived online shopping in a positive manner. Bayad Jamal Ali3 (2020) 
undertook an analysis on “Impact of covid-19 on consumer behaviour towards online shopping 
in Iraq”. It was concluded that Covid 19 may have caused Iraq consumers to embrace 
technology and adapt their lifestyles to the restricted circumstances. 
 
 The studies regarding the impact of covid 19 on online shopping are numerous. But the 
related studies in Kancheepuram district is an missing element and it is a pioneer one. 
 
OBJECTIVES OF THE STUDY 

The general objective of the study is to know the consumer’s perception towards online 
shopping due to covid 19. The specific objectives are: 

 To know the reasons for purchasing through online during covid 19. 

 To identify the motivational factors for online shopping. 

 To know the satisfaction of consumers in online shopping during this period. 

 To know whether the prices of the products are reasonable in the online 
shopping.  

NATURE AND SOURCES OF DATA 

 This study focuses a period of two years after covid 19.The data used in the present 
study is primaryand secondary in nature. Primary data were collected from the consumers 
through Non-probability snowball sampling method due to lack of an appropriate sampling 
frame. The researcher framed an online questionnaire and send the link in the Google form to 
the known respondents. Within the stipulated data collection period, 150 datas were collected 
from the respondents. Secondary data were collected through different books, journals and 
websites. 

                                                           
1
 Hoang Viet Nguyen (2020), “Online Book shopping in Vietnam: The impact 

of the Covid-19 Pandemic situation” May 10, PP: 1–9. 

2 Abhineet Mishra (2020), “A customer perception towards online 

shopping”AltiusShodh Journal of Management & Commerce, ISSN 2348 - 8891. 

3 Bayad Jamal Ali (2020), “Impact of covid-19 on consumer behaviour towards 

online shopping in Iraq”, Economics studies journal, Vol:18, No: 03, PP: 267-280. 
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TABLE I: GENDER 

S.No Gender 
No.of 
respondents Percentage 

1 Male  62 41 

2 Female 88 59 

Total 150 100 

              Source: Survey 

 Out of 150 respondents, 62 respondents (41 per cent)were male and the remaining 88 
respondents (59 per cent) were female. 

TABLE II: AGE GROUP 

S.No Age Group 
No.of 
respondents Percentage 

1 18-24 42 28 

2 25-34 49 33 

3 35-44 38 25 

4 45 and above 21 14 

Total 150 100 

   Source: Survey 

 In the present study, 42 respondents (28 per cent) belong to the age group in between 
18yrs-24yrs, 49 respondents (33 per cent) were the age group in between 25yrs-34yrs, 38 
respondents (25 per cent) came under 35-44 years age goup and the remining 21 respondents 
(14 per cent) were more than 45 years. 

TABLE III: REASONS FOR ONLINE SHOPPING 

S.No Reasons 
No.of 
respondents Percentage 

1 New shopping habits 17 11 

2 COVID-19 fears 76 51 

3 Convenient to use electronic devices  32 21 

4 Scarce items in physical stores 25 17 

Total 150 100 

Source: Survey 
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 11 per cent of the respondents revealed that due to new shopping habits they have 
purchased the products through online shopping. 51 per cent of the respondents felt that 
Covid-19 fear was the main reason, 21 per cent of consumers expressed that it was convenient 
to use the electronic devices and 17 per cent of the sample consumers conveyed that some 
products are scarce in physical stores. Hence they moved to purchase the products in online 
shopping. Majority of the respondents revealed that Covid-19 fear was the main reason to 
purchase the products through online shopping.    

TABLE IV: SATISFACTION OF THE CONSUMERS 

S.No Opinion 
No.of 

respondents Percentage 

1 Satisfied 86 57 

2 Not satisfied 64 43 

Total 150 100 

  Source: Survey 

61 per cent of the respondents were satisfied with online shopping as it gave safety to 
the consumers from this covid-19 issue. 39 per cent of the respondents were not satisfied in this 
online shopping due to high prices during the pandemic period. 

FINDINGS 

 Out of 150 respondents, majority (59 per cent) of the respondents are female. 

 Majority of the respondents (33 per cent) belong to the age group in between 25yrs-
34yrs. 

 Most of the respondents (51 per cent) revealed that Covid-19 fear was the main reason 
to purchase the products through online. 

 Nearly 57 per cent of the consumers were satisfied in this online shopping. 

 
III. CONCLUSION 

It is identified that after the covid 19, the online purchase of consumers has increased 
tremendously. It is extremely convenient to the buyers. Moreover, it is very useful to the sellers 
to achieve high growth in online shopping. 
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