
53 |  

IPRPD 
International Journal of Business & Management Studies 
ISSN 2694-1430 (Print), 2694-1449 (Online) 

Volume 04; Issue no 12: December, 2023 
DOI: 10.56734/ijbms.v4n12a8 

 

 

FEAR OF COVID-19 AND ONLINE SHOPPING INTENTION: 

THE MEDIATING ROLE ONLINE SHOPPING 

CONVENIENCE 

Ebru Erdogan
1
, Mark Griffiths

2
, Kahraman Cati

3 

 

1
Ph.D. Student, School of Business, İnonu University, Turkey 

2
Ph.D., Psychology Department, Nottingham Trent University, United Kingdom 

3
Ph.D., School of Business, İnonu University, Turkey 

Abstract 

The aim of the present study was to examine the mediating role of perceived online shopping convenience in the 

relationship between consumers‟ fear of COVID-19 and online shopping intention. The data were collected from 

732 consumers via an online questionnaire. Descriptive statistics, correlation analyses, and mediation analyses were 

performed to analyze the data. The results showed that the fear of COVID-19 was significantly correlated with 

perceived online shopping convenience and online shopping intention. The results also showed that fear of 

COVID-19 had a direct significant effect on online shopping convenience (β = .30 [Se = .03, 95% CI = (0.22, 

0.35)]) and online shopping intention (β = .16 [Se= .03, 95% CI = (.09, .22)]). Mediation analysis showed that 

online shopping convenience mediated the relationship between fear of COVID-19 and online shopping intention 

(β = .16 [Se = .03, 95% CI = (0.10, 0.22)]). Results confirmed the positive association between the fear of COVID-

19, online shopping convenience, and online shopping intention. In addition, the results showed that both the fear 

of COVID-19 and online shopping convenience have a direct effect on online shopping intention. Furthermore, the 

mediating role of online shopping convenience provides insight into how a psychological variable indirectly affects 

consumers‟ purchasing behavior. 
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1. Introduction 

The coronavirus disease-2019 (COVID-19) can be a cause serious illness but most individuals experience mild-to-

moderate symptoms. Among those with COVID-19, severe pneumonia is seen in 15% of individuals and acute 

respiratory distress syndrome (ARDS), septic shock or organ failure occurs in approximately 5% of individuals 

(Cao, 2020). The virus has caused concern all around the world because of its spread, risk of transmission, and high 

mortality rate (Zhao et al., 2020). In addition to its health effects, the COVID-19 pandemic has caused great 

changes in people‟s social, psychological, and economic lives (Iriani and Andjarwati, 2020). The pandemic has also 

deeply affected the everyday lives of individuals, causing them to change their production and consumption habits 

(Grashuis et al., 2020; Reznik et al., 2021). In addition, research has shown that the fear of COVID-19 during the 

pandemic has influenced consumer behavior including an increase in unusual consumer behavior, such as 

stockpiling  (Laato et al., 2020; Wang, An, et al., 2020), panic buying (Billore and Anisimova, 2021; Omar et al., 
2021; Prentice et al., 2022), impulsive and obsessive buying (Laato et al., 2020) and differentiated shopping 

patterns (Cox et al., 2020). For example, Schmidt et al., (2021) found that high levels of perceived threat of 

COVID-19 were associated significantly with a reported reduction in purchasing frequency and an increase in the 

quantity of products bought per purchase (Schmidt et al., 2021). However, the fear and the accompanying 

restrictions of not being able to go out meant most individuals were confined to living and working from home. 

Consequently, many consumers turned to online shopping instead of shopping at physical stores to meet their 

needs. Online shopping offers consumers many types of convenience. Perhaps the most important is that online 

shopping enables consumers to save on time, which is extremely important in contemporary living, and it enables  
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individuals to engage in shopping transactions irrespective of location (Duarte et al., 2018). Other advantages 

include having more product and service options compared to physical stores, being able to access detailed 

information about the product, and being able to compare prices and product features between different distributors 

(Pham et al., 2018). Additionally, online shopping (i) has positive qualities such as reference group connection, 

providing digital interaction with individuals who have a similar interest or who have experienced shopping with 

the product that is purchased (Rohm and Swaminathan, 2004), (ii) includes detailed and easy-to-understand product 

descriptions, and (iii) provides the consumer the opportunity to get detailed information about the product by using 

various presentation features such as text, graphics and video on the websites (Jiang et al., 2013). 

When the COVID-19 literature is examined, there is a mixture of studies which focus on the biological and 

genetic structure of the virus or on the psychological, sociological and economic effects of the virus on individuals 

(Mofijur et al., 2021; Prati and Mancini, 2021; Tsamakis et al., 2021). Studies examining the effects of restrictions 

and fear of the virus on consumer behavior and shopping trends have shown that the concern of catching the virus 

increases the likelihood of digital consumer interaction (Jensen et al., 2021; Moon et al., 2021; Mouratidis and 

Papagiannakis, 2021; Svatosova, 2022). In addition, findings indicate that the fear of COVID-19 affects consumer 

purchasing behavior and positively affects online shopping intentions (Chopdar et al., 2022; Eger et al., 2021; 

Truong and Truong, 2022). Therefore, the present explored the mediating role of online shopping convenience in 

the relationship between the fear of COVID-19 and their attitudes towards online shopping.  

2. Literature review 

The COVID-19 pandemic has caused major problems for public health as well as negative psychosocial effects on 

individuals. These pandemic-related negative effects led to an increase in the levels of stress, fear, panic, 

depression, and anxiety among individuals (Ahorsu et al., 2022). Fear is the physical response of individuals to any 

perceived threat and in extreme forms is a negative emotion expressed in excessive emotional avoidance levels as 

associated with specific stimuli (Harper et al., 2021).  Fear, which is a psychological reaction that can occur at any 

time, can cause negative effects on many individuals in many situations such as the pandemic. Indeed, a known 

psychological aspect of the COVID-19 pandemic is fear (Griffiths and Pakpour, 2020). In this context, it can also 

be said that the fear of COVID-19 which results from a pandemic threat is a relatively permanent concern or a 

negative emotional response to a public health event that has emerged recently (Chi et al., 2022). The most 

important social and psychological aspect of the fear of the COVID-19 is that it affects individuals‟ daily life 

habits. Individuals can feel anxious if the living environment changes (Ren et al., 2020). Fear and anxiety are major 

factors in staying at home in isolation from society because of the increase in COVID-19 mortality rates, 

environmental uncertainty of the virus, and the rapid and invisible transmission of the disease (Ahorsu et al., 2022). 

Moreover, fear can become chronic and severe in situations like the COVID-19 pandemic where the situation is 

uncertain and continuous (Mertens et al., 2020). Research on COVID-19 has shown that the disease causes 

profound social and psychological changes among individuals in addition to their physical health (Amin, 2020).  

For instance, Wang et al. (2020) reported that more than half of Chinese participants had psychological problems 

which were manifested as moderate and severe fear and anxiety in the first phase of the pandemic. 

Pakpour and Griffiths (2020) noted that the psychological and economic consequences of the pandemic 

can cause fear, and with their colleagues they investigated whether the fear varies according to the demographic 

variables and different psychological factors (e.g., Ahorsu et al. 2022).  Schimmenti et al. (2020) noted that 

accepting fear is the most effective method of dealing with it.  Mertens et al. (2020) claimed the dimensions of 

COVID-19 fear were „personal concern‟, „security behavior‟, and „primary attention‟. Harper et al. (2021) used the 

Fear of COVID-19 Scale (FCV-19S) to identify psychological predictors of behavior change such as fear of 

COVID-19 and social distancing by applying the Behavioral Change and Emotional Stress Form and the Moral 

Basis Questionnaire. They found that there was a positive relationship between the behavior changes of individuals 

such as engaging in culturally and governmentally recommended public health behaviors (e.g., improved hand 

hygiene and spatial distancing) and fear of COVID-19. 

It is well established that all consumer behavior and purchasing behavior resulting from behavioral 

intention varies depending on time and place (Sheth, 2020). In fact, the strict quarantine measures which were 

applied in many countries to prevent the spread of COVID-19 led to a change in consumer behavior and purchasing 

decisions. These preventive measures changed individuals‟ consumption habits as well as the living conditions of 

individuals, as well as affecting their behavioral intentions towards purchasing methods (Martínez-Lorca et al., 

2020). One of the changing consumer behaviors is towards online buying because individuals had to stay in their 

homes and/or individuals did not want to shop outdoors to avoid catching the virus from other shoppers. However, 

as consumers were confined to their homes combined with a period of economic recession, this led to the 

bankruptcy of well-known brands in many industries worldwide (Atalan, 2020; Donthu and Gustafsson, 2020; 

Nikbin et al., 2021). 

The prevalence of internet use more generally and the convenience of online shopping are also important 

factors in explaining the increase in online shopping behavior (Meixian, 2015). As consumers allocate less time to  
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shopping and more to other endeavors, their wish for convenience has grown, and consequently, their attention has 

turned to online shopping (Duarte et al., 2018). Consumer decision-making is significantly influenced by the 

convenience of shopping. Online shopping convenience can be defined as a measure of consumers‟ time, energy, 

and effort required to shop online, and has an essential role in online consumer decision-making (Saha et al., 2022). 

Online shopping convenience is one of the primary motivations for individuals to adopt online shopping (Jiang et 
al., 2013). In addition, shopping convenience is one of the predictive variables that affect outcome variables such as 

behavioral intention and customer satisfaction (Jiang et al., 2013). Compared to in-store shopping, online shopping 

provides a shopping environment independent of time and place. Furthermore, criteria such as being flexible and 

transparent, being easy to use, home delivery, and after-sales support are among the variables that have influenced 

consumers‟ behavioral intentions towards online shopping platforms during the COVID-19 pandemic period (Hao 

et al., 2020; Jensen et al., 2021). In a study examining anxiety of COVID-19 and stockpiling behavior Hao et al. 

(2020) reported that the high level of anxiety among consumers concerning COVID-19 caused them to feel the 

need to stockpile various products. In addition, they found lockdowns were highly associated with the anxieties and 

stockpile pressure. Addo et al. (2020) examined the changes in consumers‟ purchasing behavior during the 

pandemic. They found that the decrease in human interaction, travel restrictions, and closure of traditional shops 

during the spread of COVID-19 increased the tendency of individuals to engage in online shopping behavior.  Iriani 

and Andjarwati (2020) investigated the effects of perceived benefit, perceived ease of use, and perceived risk on 

online shopping decision behavior during the COVID-19 pandemic. They found that perceived usefulness and 

perceived ease of use significantly and positively affected the online shopping behavior. 

 

2.1. The present study  

Based on the aforementioned literature, the aim of the present study was to explore the relationship between fear of 

COVID-19 and online shopping intention. More specifically, the main aim of was to investigate the effect of the 

fear of COVID-19 on online shopping convenience and online shopping intention. Moreover, there is little research 

that has examined the fear of COVID-19 and consumer purchasing behavior. This provides the opportunity for 

empirical research to investigate the effect of fear of COVID-19 on consumer purchasing behavior. The present 

study fills a gap in the literature by examining the effects of fear of COVID-19 on online shopping behavior. The 

study explored the direct and indirect impacts of fear of COVID-19 on online shopping intention. The conceptual 

model of the hypothesized relationship is presented in Figure 1. The study‟s research hypotheses were:  

 

H1. The fear of COVID-19 will have a direct effect on online shopping convenience and online shopping intention. 

H2. Online shopping convenience will have direct effect on online shopping intention. 

H3. Online shopping convenience will mediate the relationship between fear of COVID-19 and online shopping 

intention. 

 

Fear of COVID-19

(X)

Online Shopping 

Convenience

(M)

Behavioral Intention

(Y)

 
Figure 1. Conceptual framework of the structural relationship between fear of COVID-19, online shopping 

convenience, and online shopping intention 

 

3. Method 

 
In the present study, a correlational cross-sectional survey was used to examine the relationship between fear of 

COVID-19, online shopping convenience, and online shopping intention in Turkey. 

 

3.1. Participants and procedure  
Convenience sampling and snowball sampling methods were utilized to collect the data. For the convenience 

sampling method, a link to a Google Forms-hosted online survey was advertised on WhatsApp, Telegram, 

Facebook, and Twitter. For the snowball sampling method, enrolled participants were encouraged to invite their 

friends to participate in the study. The final sample comprised 732 Turkish participants (526 females [72%] and 

206 males [28%]), aged 18–66 years (M = 27.49 years, SD = 8.13). Detailed demographic information about the  
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participants is presented in Table 1. The present study obtained ethical approval from the research team‟s university 

ethics committee and was carried out in accordance with the Helsinki declaration. 

 

Characteristic f (%)  f (%) 

Gender   Frequency of online shopping   

           Female 526 71.8    

           Male 206 28.2 Few times a year 142 19.4 

Age (years)   Few times a month 340 46.4 

          18-28  475 64.9 Few times a week 78 10.7 

          29-39  188 25.7    

          40-66  69 9.5    

Educational Status      

          High school 57 7.8    

         Community college 59 8.0    

         Undergraduate degree 487 66.5    

         Postgraduate degree 129 17.6    

Table 1. Demographic characteristics of the participants 

 

3.2. Measures 

The Fear of COVID-19 Scale (FCV-19S). Turkish version of the FCV-19S was used to assess the fear COVID-19 

(Satici et al., 2021). The scale comprises seven items (“When watching news and stories about COVID-19 on 

social media, I become nervous or anxious”) which are rated on a five-point scale ranging from 1 (strongly 
disagree) to 5 (strongly agree). Higher scores indicate greater fear of COVID-19. In the present study the 

Cronbach‟s alpha was 0.85. 

 

Online Shopping Convenience Scale (OSCS). The OSCS was used to assess perceived online shopping 

convenience (Jiang et al., 2013). The scale comprises 18 items (e.g., “The website is always accessible”, “I am 
able to complete my purchases without difficulty”, “I am able to find desired products quickly”) consisting of five 

convenience factors (i.e., access, search, evaluation, transaction, and possession/post-purchase convenience). All 

items are rated on a five-point scale from 1 (strongly disagree) to 5 (strongly agree). Higher scores indicate that the 

consumers perceived online shopping as more useful than offline shopping. As there was no Turkish version, the 

original scale was translated from English to Turkish and then back-translated following standardized international 

guidelines (Beaton et al., 2000). Then, the 18-item and five-dimension structure of the scale was tested with 

confirmatory factor analysis. The results showed a good fit to the data [CFI=.96, TLI=.95, NNFI=.95, 

RMSEA=.06, SRMR= .05]. In the present study the Cronbach‟s alpha was 0.91. 

 

Behavioral Intention Scale (BIS). The BIS was used to assess consumers‟ behavioral intention to online shopping 

(Jiang et al., 2013). The scale comprises three items (e.g., “I will use this retailer website more often for online 

purchases”, “I will continue to shop online at this retailer”) loading on one factor. Items are rated on a five-point 

scale from 1 (strongly disagree) to 5 (strongly agree). As there was no Turkish version, the original scale was 

translated into Turkish following the same process outlined above (Beaton et al., 2000). Then, the three-item scale 

was tested with confirmatory factor analysis. The results showed a good fit to the data [CFI=.99, TLI=.99, 

NNFI=.98, RMSEA=.01, SRMR= .01]. In the present study the Cronbach‟s alpha was 0.80. 

 

3.3. Data analysis 

Prior to conducting the analyses, survey responses were examined. The data were checked for outliers, skewness 

and kurtosis, and missing values. The checks indicated that the data were approximately normally distributed with 

no violations of the assumptions of linearity, multicollinearity, independence of residuals, and homoscedasticity of 

residuals. Descriptive statistics were calculated along with Cronbach alpha coefficient reliability for the 

psychometric scales, and Pearson correlation coefficients were calculated to assess the bivariate relationships 

between the study variables. 

PROCESS macro by Hayes (2018) was used to test the hypotheses. To examine the significance of indirect 

effects, 95% confidence intervals (CIs) were calculated based on a bias-corrected bootstrap estimation approach 

with 5000 samples (Hayes, 2018). A bootstrap-confidence interval that does not include zero provides evidence of 

a significant indirect effect. Bias-corrected bootstrapping is considered an exceptionally accurate method to 

estimate mediation effects (Taylor et al., 2008). The bias-corrected bootstrap estimation approach enables the 

generation of bootstrap sampling distributions of the total and specific indirect effects through a resampling process 

(Preacher and Hayes, 2008). Additionally, to estimate the size of the mediation effect, the ratio of the indirect to the 

total effect (PM) was calculated, as recommended by Wen and Fan (Wen and Fan, 2015). The closer PM is to 1, the 

more of the effect of the independent variable on the dependent variable can be said to operate through a mediator  
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variable, and the closer PM is to 0, the less of the effect of the independent variable on the dependent variable is due 

to the indirect process through the mediator (Hayes, 2018).  

 

4. Results 
 

4.1. Descriptive statistics and correlational analysis 

Table 2 shows the reliabilities, means, standard deviations, and bivariate correlations among the study 

variables. All measures displayed adequate reliability, ranging from a low of α = .80 for online shopping intention 

to a high of α = .91 for online shopping convenience. In addition, the skewness of the variables ranged from -0.89 

to 0.47. The kurtosis of the variables ranged between -0.79 and 0.74. The results showed that the observed variables 

did not significantly violate normality. 

 

Variable M SD Skewness Kurtosis 1 2 3 

1. Fear of COVID-19 2.73 0.79 0.47 -0.79 (.85) .28** .30** 

2. Online shopping convenience  4.12 0.59 -0.60 -0.24  (.91) .61** 

3. Online shopping intention 3.91 0.85 -0.36 -0.72   (.80) 

Notes: Ratings for fear of COVID-19, online shopping convenience, and behavioral intention based on five-point 

scales; α= internal consistency reliability; SD = standard deviation; n = 732. Cronbach‟s alphas are shown in 

parentheses on the diagonal. 
Table 2. Means, standard deviations, and correlations among the study variables 

 

As seen in Table 2, the Pearson correlation coefficients showed that fear of COVID-19 was significantly 

and positively correlated with online shopping convenience (r = .28, p < .01) and online shopping intention (r = 

.30, p < .01). In addition, Table 2 shows that online shopping convenience was significantly and positively 

correlated with online shopping intention (r = .61, p < .01).   

 

4.2. The mediation models 
In order to examine the mediation model, and to see if online shopping convenience mediated the association 

between fear of COVID-19 and online shopping intention, a mediation analysis was performed. Results of the 

mediation analysis are presented in Table 3. The standardized regression coefficients are presented in Figure 2. The 

preliminary results showed that the fear of COVID-19 and online shopping convenience accounted for 40% of the 

variance of online shopping intention (R
2
 = 0.40, p < .001).  

H1 posited that individuals‟ fear of COVID-19 would have a direct effect on online shopping convenience 

and online shopping intention. Figure 2 shows that the direct effect of fear of COVID-19 was significant and 

positive for both online shopping convenience: β = .30 [Se = .03, 95% CI = (0.22, 0.35)], and online shopping 

intention: β = .16 [Se= .03, 95% CI = (.09, .22)]. Therefore, H1 was supported. H2 posited that individuals‟ 

perceptions of online shopping convenience would have direct effect on online shopping intention. Figure 2 shows 

that the direct effect of online shopping convenience on online shopping intention was significant and positive: β = 

.57 [Se = .04, 95% CI = (0.50, 0.79)]. Therefore, H2 was supported. 

 

Fear of COVID-19

Online Shopping 

Convenience

Behavioral Intention0.16**

 
 

 

Notes:  **p<0.01, All pathways presented are standardized regression coefficients. 

Figure 2. The results of the mediating model 
 

H3 posited that online shopping convenience would mediate the relationship between fear of COVID-19 and online 

shopping intention. Table 3 presents the results of the analyses for H3. The results showed that the total effect of 

fear of COVID-19 and online shopping convenience on online shopping intention was β = .33 [Se = .03, 95% CI = 

(0.26, 0.41)]. A bias-corrected bootstrap 95% CI indicated that the indirect effect was significant: β = .16 [Se = .03,  
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95% CI = (0.10, 0.22)]. Bootstrapped confidence intervals were above zero. The results showed that online 

shopping convenience mediated the relationship between fear of COVID-19 and online shopping intention. The 

size of the mediation effect was PM= .50, meaning that the indirect effect explained 50% of the variance. Therefore, 

H3 was supported. 

 

 Estimates  Bias-corrected bootstrapping 95% CI 

β Se p Lower Upper 

      

Total effect .33** 0.03 .001     0.26 0.41 

Indirect effects
1
  .17** 0.02 .001 0.12 0.21 

Direct effects .16** 0.03 .001 0.10 0.22 

PM .51     

Notes: 
1
Confidence intervals and standard errors for the indirect effect were based on bootstrap estimation 

approach with 5000 samples. CI= Confidence Intervals. PM = Effect size. Standardized coefficients are reported. 

*p<.01; **p<.001.  

 

Table 3. Online shopping convenience as a mediator in the relationship between fear of COVID-19 and 

behavioral intention 

 

5. Discussion 

 
The purpose of the present study was to explore the relationships between fear of COVID-19, online shopping 

convenience, and online shopping intention. More specifically, it aimed to clarify the effects of fear of COVID-19 

on online shopping intention and the mediating role of online shopping convenience in the relationship between 

fear of COVID-19 and online shopping intention. The results of the study showed that fear of COVID-19 has a 

direct effect on online shopping convenience and online shopping intention. In addition, the results implied that 

online shopping convenience is important for increasing online shopping intention during the COVID-19 

pandemic.  

The COVID-19 pandemic, which has been globally detrimental, has had a major impact on public health, 

as well as negatively affecting individuals economically, sociologically and psychologically (Brodeur et al., 2021; 

Grasso et al., 2021; Jassim et al., 2021; Matthewman and Huppatz, 2020). The pandemic has led to an increase in 

the level of stress, fear, panic and anxiety in many individuals, and due to the fear of the virus has led to social 

isolation for some members of society (Luo et al., 2020; Pedrosa et al., 2020). Given how the pandemic has deeply 

affected social life, it has made it necessary for individuals to change their daily living habits and adapt to this new 

situation (Prati and Mancini, 2021; di Renzo et al., 2020). In addition, it has brought drastic changes with people‟s 

lives being carried out intensively online including shopping, working, and education. The pandemic has also had 

great impact on global marketing as well as on consumers‟ attitude and behavior. More specifically, the COVID-19 

pandemic has led to a change in the purchasing behavior of many consumers (Erjavec and Manfreda, 2022; Nguyen 

et al., 2020). 

The present study posited three hypotheses to explore the relationships between study variables. The first 

hypothesis posited that fear of COVID-19 would have a direct effect on online shopping convenience and online 

shopping intention and this was confirmed. The results indicated that the degree of consumer‟s fear of COVID-19 

was positively related to online shopping convenience and online shopping intention. In short, the greater the fear 

of COVID-19, the greater the perceived convenience of online shopping and the greater the intent to shop online. 

These results showed that fear of COVID-19 effects consumer purchasing behavior. Moreover, online shopping 

intention has increased because of reasons such as fear of being infected while shopping in-store, and fear of death 

from contracting the virus (Mouratidis and Papagiannakis, 2021). In order to avoid the possibility of the COVID-19 

infection and decrease health concerns, consumers have gravitated towards online shopping (Baarsma and 

Groenewegen, 2021). Studies have found that when consumers think the circumstances of the COVID-19 pandemic 

are severe and they are vulnerable, in-store shopping decreases and online shopping increase (Grashuis et al., 2020; 

Moon et al., 2021). Eger et al. (2021) found that health fears during the Covid-19 era have a significant influence 

on purchasing behavior. Pantano et al. (2020) reported that because of the health concerns of older individuals, 

even the less digitally-savvy consumers have started discovering and enjoying online shopping due to the safety 

offered by online shopping. 

The second hypothesis posited that online shopping convenience would have a direct effect on online 

shopping intention and this was also confirmed. The results indicated that the degree of consumer‟s online 

shopping convenience was positively related to online shopping intention. In short, the greater the perceived 

convenience of online shopping, the greater the intent to shop online. This suggests that when consumers perceive 

online shopping as more convenient, consumers are likely to have a higher level of intent to shop online. Studies 

have shown that online shopping convenience is a vital antecedent of online shopping intention, and that it  
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enhances behavioral intention to shop online (Duarte et al., 2018; Raman, 2019). In addition, Pham et al.(2018) 

found that convenience directly influences consumers‟ repurchasing intentions. The results of the present study 

concur with the findings reported in previous studies conducted which found that online shopping convenience and 

online shopping intention are significantly related (Arora and Aggarwal, 2018; Jiang et al., 2013; Yeo et al., 2017). 

The third hypothesis posited that online shopping convenience would mediate the relationships between 

fear of COVID-19 and online shopping intention. The results of the mediation model analysis confirmed the 

hypothesis. Findings obtained from the model showed that the fear of COVID-19 predicted online shopping 

intention both directly and indirectly through online shopping convenience. This appears to suggest that an increase 

in fear of COVID-19 leads to increased perception that online shopping is convenient. Consequently, an increase in 

perceived online shopping convenience was associated with a slight increase in the intent to shop online. The 

indirect effect of fear of COVID-19 on online shopping intention explained 50% of the variance. In brief, the 

results showed that fear of COVID-19 has a direct and indirect effect on the online shopping intention of the 

customers. The results imply that the circumstances of COVID-19 ensured that consumers became aware of the 

benefits of online shopping such as safety, wide product variety, ease of access, and availability. In addition, these 

findings imply that circumstances of COVID-19 such as isolation, lockdown, fear of getting infected from in-store, 

fear, and anxiety from COVID-19 led to consumers to shop online.  

 

6. Limitations and recommendations for future research 

 
The present study has several limitations that should be considered when interpreting the research findings. First, 

the study was cross-sectional, and no causal inferences can be made. Further studies might consider adding a 

longitudinal aspect in order to study causal relationships between the variables studied here. Second, all the data 

were self-report and are therefore subject to well-established methods biases. Third, all the data were collected 

online which means those without internet access or those who use the internet infrequently were unable (or less 

likely) to participate. The study‟s findings may therefore only apply to those who are already regular online users. 

Fourth, because the data used in the present study were collected during the COVID-19 pandemic in Turkey, it is 

possible that results may differ among samples from other countries and cultures. The cultural context in which 

data were collected may have affected the study‟s findings because culture may shape people‟s response to the 

pandemic and the way people construe fear and stressors. For example, Ji et al. (2021) and Yap et al. (2021) found 

that cultural differences make a difference in psychological response to COVID-19 and how to cope with stressors 

related to COVID-19. In addition, Faqih (2022) reported that cultural differences affect consumers‟ intention to 

adopt online shopping during COVID-19. Therefore, the generalization of the current findings beyond the Turkish 

sample should be made with caution. Future research could validate the findings by studying these variables in 

other countries during the pandemic and post-pandemic. 

 

7. Conclusion 
 

The present study provides an important contribution to the literature by presenting and testing a model suggesting 

the direct and indirect effects of fear of COVID-19 on purchasing behaviors. The results of the study suggest that 

the COVID-19 pandemic has changed purchasing behavior of many consumers because of benefits of the online 

shopping and the unprecedented circumstances of the pandemic. Results confirmed the positive association 

between the fear of COVID-19, online shopping convenience, and online shopping intention. In addition, the 

results showed that both the fear of COVID-19 and online shopping convenience have a direct effect on online 

shopping intention. Furthermore, the mediating role of fear of COVID-19 provides insight into how a psychological 

variable indirectly affects consumers‟ purchasing behavior.  
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