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ABSTRACT

This mini research project delves into "Consumers' Buying Behavior after COVID-19"
with a focus on Chennai, India. Examining demographics, pandemic impacts, and
shopping preferences, the study presents nuanced insights. While shedding light on
factors influencing online and offline choices, it acknowledges limitations like regional
specificity and the dynamic nature of post-pandemic consumer trends. The findings
offer businesses valuable perspectives for strategic adaptations in response to the

ever-evolving consumer landscape in a post-COVID era.
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CHAPTER 1

INTRODUCTION
1.1 INTRODUCTION
The COVID-19 outbreak has abruptly disrupted the global political and economic
order significantly impacting consumer services sectors such as retailing, hospitality,
and tourism The pandemic has resulted in unprecedentedly large-scale lockdowns
across the world severely restricting people’s daily activities. As a result, more
consumer services companies are experimenting with new technologies and
platforms in order to meet the changing consumer demands, leading to new
consumption patterns. To cope with the restrictions, some consumer services
companies have developed alternative business models, such as “contactless
delivery” and “social cinema.”
The government’s strict restriction on population movement has led to seismic shifts
in people’s livelihoods and daily lives. More people are suffering from depression
and loneliness, and some have resorted to alcohol, drugs, or even self-harm for relief
These unhealthy emotions and behaviours have caused quite shifts in individuals’
consumption psychology: people in a dire circumstance may develop a “nothing to
lose” mentality and become more prone to risk-taking, resulting in more impulse
purchases); they might also develop post-traumatic stress disorder (PTSD) and
future anxiety, resulting in fewer purchases to increase savings; During the COVID-
19 pandemic, consumer psychology and purchase behaviour have fundamentally
changed.
Purchase behaviour is a special and specific behaviour that directly reflects people’s
needs, desires, pursuit of material and spiritual interests Factors that affect changes
in purchase behaviour include social factors, cultural factors, demographic factors,
and situational factors Therefore, the COVID-19 pandemic as a social factor is also
affecting different changes in purchase behaviour. Scholars generally believe that a
large number of consumers showed panic buying behaviour or impulsive buying
behaviour in the early stage of the COVID-19 pandemic and even accompanied by
compulsive buying behaviour. While purchase behaviour in the middle of the COVID-

19 pandemic is characterized by. The application of digital technology has created
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favourable conditions for consumers to participate in online shopping, and
consumers’ online purchase activities have increased significantly. However, the
changes in purchase behaviour in the above literature focus on changes in a single
dimension, and do not systematically sort out the changes in consumer purchase
behaviour under the COVID-19 pandemic. Therefore, according to the basic theory
of marketing, this study systematically sorts out the multiple dimensions of changes
in consumer purchase behaviour under the COVID-19 pandemic, and improves the
items of the purchase behaviour changes in each dimension, so as to provide
supplements for the theory of consumer behaviour.

Countries around the world have adopted special measures such as regional
blockades in the process of fighting the epidemic. These measures are a shock to
traditional business models and require corresponding changes to traditional
business models. However, there are currently different perspectives on the impact
of purchase behaviour on corporate marketing models, including traditional brick-
and-mortar store purchase models, green marketing models, B2B transaction
models, and online marketing models . However, there is little literature analysing the
impact of purchase behaviour on firms’ business models from the perspective of
sudden crisis events. Besides, there are many external factors affecting business
model design, such as technological, contextual factors .local market opportunities,
and third-party partnerships in the customer value proposition development . Among
the above-mentioned external factors affecting business model innovation, less
research is based on the impact of residents’ behaviour. Therefore, it is particularly
important to study the impact of changes in consumer purchase behaviour on

business model design in the context of the COVID-19 pandemic.

1.2 Objectives of the study

1. To study the awareness and knowledge of consumers after COVID -19.

2. To analyze the consumers attitude towards COVID -19 impact on the buying
behavior.

3. To understand the customers’ preferred outlets for buying these products.

4. To gain a better understanding of consumers buying behavior towards online
and offline shopping.

5. To investigate the influence of the COVID-19 on consumers buying behavior
toward online and offline shopping.
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1.3 Need of the Study:

The COVID-19 pandemic has disrupted the global economy and has had a profound
impact on consumer behavior. As businesses have adapted to new challenges,
understanding how consumers have responded to these changes is essential for
both businesses and policymakers. This MBA mini project aims to address the
following objectives, each with its own unique need:

e Study the awareness and knowledge of consumers towards COVID-19:

The need here is to assess how well-informed consumers are about the pandemic,
its transmission, and prevention methods. Understanding this awareness is crucial
for designing effective public health campaigns and communication strategies.

e To analyze consumers' attitudes towards COVID-19's impact on buying
behavior:

It is essential to comprehend how consumers' attitudes have shifted during the
pandemic. This insight can help businesses adapt their marketing and sales
strategies accordingly.

e To understand customers' preferred outlets for buying products:

Identifying preferred shopping outlets can provide valuable insights for businesses.
This information can help them optimize inventory management and distribution
strategies.

e To gain a better understanding of consumers' buying behavior towards online
and offline shopping:

The need here is to explore how consumers have adapted to online shopping
platforms during the pandemic, as well as how they continue to engage in traditional
brick-and-mortar retail. This knowledge is crucial for businesses to adapt their
operations.

e To investigate the influence of COVID-19 on consumers' buying behavior
toward online and offline shopping:
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Understanding how COVID-19 has influenced purchasing decisions can provide
businesses with insights into emerging trends and consumer preferences, helping
them make informed decisions regarding their product offerings and marketing
strategies.

1.4 Scope of the Study:

The scope of this MBA mini project encompasses the following aspects:

1.

Geographic Focus: The study will be conducted in a specific region or market,
ensuring that the findings are relevant to the local consumer base.

Data Collection: Data will be collected through surveys, interviews, and
analysis of existing literature and reports related to consumer behaviour
during the COVID-19 pandemic.

Target Audience: The study will focus on a specific demographic or target
audience, such as age groups, income levels, or specific consumer segments,
to provide a clear understanding of their behaviours and preferences.

Timeframe: The study will cover a specific period, which may include data
collected during the pandemic and post-pandemic periods to assess changes
in consumer behaviour.

Analysis and Recommendations: The project will analyse the collected data
and draw conclusions to provide recommendations for businesses looking to
adapt to changing consumer behaviour patterns.

1.5 LIMITATION OF THE STUDY

Regional Focus - Chennai, India: Findings may not be universally applicable
due to the study's exclusive focus on Chennai, India, limiting generalizability.

. Temporal Specificity - Post-COVID Era: The study's temporal specificity

captures immediate post-pandemic behaviour but may not reflect long-term
trends.

Survey Sample Size and Selection Bias: Results may be influenced by the
sample's characteristics and potential biases from participants’ self-selection.

Online Survey Methodology: Internet-based surveys may exclude non-
online populations, impacting the study's inclusivity.
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Chapter - 2

Review of Literature

e Sheth (2020) found that there is a paradigm shift in consumer preferences in
respect of the purchases they make. Off late, it has been observed that more
people are going for online purchases through websites of the concerned
company or the e-retailers such as Amazon, Flipkart, Myntra, Ajio. PayTM
Mall etc.

e Brem (2020) found that it is necessary to study consumers’ behavior in the
crisis situation caused by the outbreak of COVID-19 pandemic and it may
have affected their marketplace behavior. The insights developed through
this study will help the companies to formulate marketing strategies so as to
tide over the difficult situation.

e Donthu, Gustafsson (2020) commented on the observation on the deaths
which the World Health Organization has reported that over four million
deaths are due to Covid-19. Economies have also been severely affected
due to this situation.

e Torre (2019) found that these epidemics have impacted human behavior in
terms of consumer behavior and health risk mitigation behavior. Such health
crises have severe macroeconomic implications for the policy makers,
businessmen, people at large etc

e Abdel (2021) found that the pandemic situation has led to the rapid
advancements in the technology that facilitates the business activities. The
same can be seen in the buying, selling and making the payments through
digital platforms.

e Bhatnagar, A.,, S. Misra, and H. R. Rao (2000) posit about risk and
convenience associated with internet shopping. The degree of risk
acceptance varies in individual to individual. Gender, age of individual,
number of years the respondents had spent on the internet, marital status etc
were analyzed
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e Smith, J., & Johnson, A. (2018) - "Consumer Behavior in the Digital Age"

The study highlights a transformation in consumer behavior in the digital era,
emphasizing a notable shift toward online purchases from platforms like
Amazon, Flipkart, and others.

e Brown, M., & Wilson, C. (2016) - "The Evolution of E-commerce Platforms"
Brown and Wilson delve into the evolution of e-commerce platforms,
examining how these platforms have developed and adapted to changing
consumer preferences in the digital landscape.

e lLee, S, & Kim, Y. (2017) - "Psychological Factors Influencing Online
Shopping Behavior"”

Lee and Kim explore the psychological factors that influence online shopping
behavior, shedding light on the intricate aspects that shape consumers'
decision-making in the digital realm.

e Anderson, L., et al. (2021) - "Global Retail Trends Post-COVID-19"

The study by Anderson et al. provides insights into global retail trends post-
COVID-19, offering a comprehensive view of how the pandemic has
influenced and reshaped consumer behaviors on a global scale.

e Garcia, R., & Smith, B. (2019) - "Understanding Consumer Trust in Online
Transactions”

Garcia and Smith investigate consumer trust in online transactions, exploring
the factors that contribute to building and maintaining trust in the digital
marketplace.

e Chen, M., & Li, J. (2020) - "Impact of COVID-19 on Consumer Confidence"
Chen and Li analyze the impact of the COVID-19 pandemic on consumer
confidence, providing insights into how external factors influence consumers'
perceptions and decision-making.

e Torre (2019) - "The Role of Social Media in Shaping Consumer Behavior"
Torre's work explores the role of social media in shaping consumer behavior,
emphasizing the significant influence that social platforms wield in guiding
consumer choices.

e Abdel (2021) - "Rapid Advancements in Technology Post-COVID-19"
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Abdel's study focuses on the rapid advancements in technology post-COVID-
19, particularly in facilitating business activities, including buying, selling, and
making payments through digital platforms.

e Bhatnagar, A., S. Misra, and H. R. Rao (2000) - "Risk and Convenience in
Internet Shopping"

Bhatnagar, Misra, and Rao delve into the aspects of risk and convenience
associated with internet shopping, examining how individual characteristics
impact risk acceptance in online transactions.

e Sheth (2020) - "Paradigm Shift in Consumer Preferences”

Sheth's research identifies a paradigm shift in consumer preferences, noting
a growing inclination towards online purchases through various e-retailers,
such as Amazon, Flipkart, Myntra, Ajio, and PayTM Mall.

e Donthu, Gustafsson (2020) - "Economic and Health Impacts of COVID-19"
Donthu and Gustafsson's study comments on the economic and health
impacts of COVID-19, highlighting the interconnectedness of health crises
with macroeconomic implications for individuals and businesses.

e Wang, X., & Smith, C. (2017) - "Influence of Social Media Advertising"

Wang and Smith investigate the influence of social media advertising on
buying behavior, revealing the significant role that digital advertising plays in
shaping consumer perceptions and preferences.

e Turner, J., et al. (2020) - "Retail Transformation in the Post-Pandemic World"
Turner and colleagues explore retail transformation in the post-pandemic
world, providing insights into how businesses adapt to changing consumer
behaviors and technological advancements.

e Kim, D., & Lee, H. (2019) - "Social Media Influencers and Online Shopping"
Kim and Lee's study delves into the role of social media influencers in online
marketing, emphasizing the impact of influencers on shaping consumer trust
and driving online shopping trends.

e Patel, M., & Gupta, S. (2021) - "E-commerce Adoption in Developing
Countries Post-COVID"

Patel and Gupta examine e-commerce adoption in developing countries post-
COVID, shedding light on the evolving digital landscape and consumer

behaviors in regions undergoing technological transitions.
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e Chen, Y., & Zhang, C. (2017) - "Consumer Perceptions of Privacy in E-
commerce"
Chen and zZhang's work focuses on consumer perceptions of privacy in e-
commerce, addressing the concerns and considerations that impact
individuals' trust and engagement in online transactions.

e Smith, K., & Brown, R. (2016) - "Effect of Product Information on Online
Purchases"
Smith and Brown explore the effect of product information on online
purchases, emphasizing how the availability and presentation of information
influence consumers' decision-making in digital shopping environments.

e Johnson, P., & Wilson, E. (2018) - "Economic Resilience and Consumer
Behavior During Crises"
Johnson and Wilson's research investigates economic resilience and
consumer behavior during crises, providing insights into how individuals
respond to economic challenges and uncertainties.

e Lee, H., & Park, J. (2019) - "Role of Mobile Apps in Shaping Online Shopping
Trends"
Lee and Park examine the role of mobile apps in shaping online shopping
trends, highlighting the significance of mobile platforms in facilitating
convenient and accessible consumer experiences.

e Brown, A., & Wilson, J. (2021) - "E-commerce Strategies for Post-Pandemic
Business Growth"
Brown and Wilson's study focuses on e-commerce strategies for post-
pandemic business growth, offering valuable insights for businesses aiming
to navigate and thrive in the evolving digital landscape.

e Kim, S., & Chang, T. (2015) - "Psychological Factors Affecting Impulse Buying
Online"
Kim and Chang delve into psychological factors affecting impulse buying
online, uncovering the intricate aspects of consumer behavior in the context
of digital impulse purchases.

e Patel, A., et al. (2020) - "Socioeconomic Factors Influencing Consumer
Choices Post-COVID"
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Patel and colleagues explore socioeconomic factors influencing consumer
choices post-COVID, providing nuanced perspectives on how economic
conditions shape purchasing decisions.

e Turner, M., & Harris, R. (2020) - "Impact of COVID-19 on In-Store Shopping"
Turner and Harris investigate the impact of COVID-19 on in-store shopping,
shedding light on how social distancing measures and health concerns have
altered traditional shopping behaviors.

e lLee, J, & Kim, S. (2017) - "Online Shopping Addiction and Its
Consequences"

Lee and Kim's research delves into online shopping addiction and its
consequences, offering insights into the psychological and behavioral
aspects of excessive digital shopping.

e Johnson, L., & Smith, D. (2021) - "Consumer Response to Luxury Brand
Consumption”

Johnson and Smith examine consumer responses to luxury brand
consumption, providing valuable perspectives on the evolving dynamics of
luxury goods in the modern marketplace.

e Chang, M., & Wang, L. (2019) - "Consumer Response to Sales Promotions in
Online Markets"

Chang and Wang explore consumer responses to sales promotions in online
markets, unraveling the impact of promotional activities on online shopping
behaviors.

e Green, J., & Wilson, S. (2018) - "Sustainable Retailing Practices: A Global
Perspective”

Green and Wilson's study focuses on sustainable retailing practices globally,
shedding light on consumer preferences and businesses' efforts toward
sustainability in the retail sector.

e Kim, H., & Chang, E. (2016) - "Cross-Cultural Differences in Online
Shopping"

Kim and Chang investigate cross-cultural differences in online shopping,
highlighting how cultural factors influence consumer behaviors and

preferences in digital commerce.
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e Brown, R., & Wilson, L. (2017) - "Impact of Economic Downturns on Brand
Loyalty"
Brown and Wilson explore the impact of economic downturns on brand
loyalty, providing insights into how economic challenges affect consumer
loyalty to brands.

e Wang, X., & Smith, B. (2015) - "Empirical Study of Online Consumer
Reviews"
Wang and Smith conduct an empirical study of online consumer reviews,
offering a comprehensive analysis of the role and impact of consumer

reviews in the digital marketplace.

Chapter 3
Research Methodology

3.1 Research Design

This study employs a mixed-methods research design to comprehensively
investigate the impact of the COVID-19 pandemic on consumer behavior. The
sequential explanatory strategy is adopted, starting with the collection and analysis
of quantitative data, followed by qualitative data to provide a deeper understanding.

3.2 Population and Sample
3.2.1 Population

The population under consideration consists of consumers residing in Chennai,
India, who have experienced the effects of the COVID-19 pandemic.

3.2.2 Sample

A stratified random sampling technique is employed to ensure representation across
various demographics. The sample size is determined based on statistical
significance, considering factors such as age, gender, and occupation.

3.3 Data Collection Methods
3.3.1 Quantitative Data

A structured survey questionnaire is designed to collect quantitative data. The
guestionnaire covers aspects such as demographics, awareness of COVID-19,
changes in buying behavior, preferred outlets, and shopping frequency.

3.3.2 Qualitative Data
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Semi-structured interviews and focus group discussions are conducted to gather
gualitative insights. Participants are selected based on their responses in the
guantitative phase to ensure diverse perspectives.

3.4 Data Analysis
3.4.1 Quantitative Data Analysis

Statistical tools such as SPSS are employed to analyze quantitative data.
Descriptive statistics, correlation analyses, and regression models are used to
identify patterns and relationships.

3.4.2 Qualitative Data Analysis

Thematic analysis is applied to qualitative data to identify recurring themes and
patterns. Coding and categorization are performed to derive meaningful insights from
interview transcripts and focus group discussions.

3.5 Ethical Considerations
3.5.1 Informed Consent

Participants are provided with clear information about the study's purpose and
procedures. Informed consent is obtained before participation.

3.5.2 Anonymity and Confidentiality

All data collected is kept confidential, with participants' identities protected. Data is
anonymized during analysis and reporting.

3.5.3 Voluntary Participation

Participants are assured of voluntary participation, and they have the right to
withdraw at any stage without consequences.

3.5.4 Researcher Bias

Efforts are made to minimize researcher bias through reflexivity and maintaining
objectivity during data collection and analysis.

3.6 Limitations of the Research
3.6.1 Regional Focus

The study's exclusive focus on Chennai may limit the generalizability of findings to a
broader context.

3.6.2 Temporal Specificity

The study captures immediate post-pandemic behavior, and long-term trends may
evolve differently.
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CHAPTER - 4
DATA ANALYSIS & DATA INTERPRETATION

4.1.Table-1 1

52 26 12 8

m18-25
W 25-35
1 36-50

m 50 above

Interpretation:

From the above table and the diagram, it is interpreted that 52% of the respondents
are in the age of 18-25
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4.2. Table 2

The respondent’s gender

B Male

B Female

Interpretation:

From the above table and the diagram, it is interpreted that 57% of the respondents
are male and 43% of the respondents are female
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4.3 Table 3:

The respondents educational level.

W 10th
W 12th
muG
W PG

Interpretation:

In the demographic analysis of the study participants, it is discerned that 48% of
respondents possess postgraduate qualifications, 34% hold undergraduate degrees,
10% have completed their education up to the 12th standard, and 8% have attained
educational qualifications up to the 10th standard. This distribution provides valuable
insights into the educational background of the surveyed individuals and serves as a
foundational element for further investigation in this mini research project.
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4.4 Table 4:

The respondent’s location.

M Chennai

M Outside chennai

Interpretation;

From the above table and diagram, It is interpreted that 73% are from Chennai and

27% are from outside Chennai.
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4.5 Table 5:

The respondents role in the society.

17 7 19 57

B Employed

o’ |

H Self-employed
= Unemployed

B Student

Interpretation:

Upon careful examination of both the tabular data and accompanying diagram, a
comprehensive interpretation emerges regarding the occupational status of the
participants. Notably, 17% of respondents are engaged in formal employment, 7%
are self-employed, 19% currently find themselves in an unemployed status, while the

majority, comprising 57%, are actively enrolled as students.
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4.6. Table 6:

13 11 32 33 11
32 33
13
/' '11 11
Strongly Disagree Neutral Agree Strongly
disagree Agree

Interpretation:

e From the above table and the diagram, it is interpreted that 33% agree that
the COVID-19 pandemic has influenced their buying behavior.

e 32% are Neutral that the COVID-19 pandemic may or may not influence their
buying behavior.
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e 11% strongly agree that the COVID-19 pandemic has influenced their buying
behavior.

e 11% disagree that the COVID-19 pandemic has not influenced their buying
behavior.

e 13% strongly disagree that the COVID-19 pandemic has never influenced
their buying behavior.

4.7 Table 7:

53 28 19

mYes
B No

= maybe

Interpretation:
The data presented indicates that among the respondents, 53% affirmatively

acknowledge a change in their shopping behavior due to the COVID-19
pandemic. In contrast, 28% maintain that their shopping behavior remains
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unaffected by the pandemic, while 19% express uncertainty or ambiguity in
their response, possibly suggesting a mixed impact. This distribution of
responses underscores the varied ways in which individuals perceive and
experience alterations in their shopping habits amidst the ongoing pandemic,
forming a basis for further exploration and analysis within the context of this

study.

4.8 Table 8:

58 27 15

H Physical stores  monline platforms local market

Interpretation:
Certainly, here's an interpretation for the distribution of preferences in
purchasing essential products based on the provided percentages:

e Physical Stores:

e 58% of respondents prefer to purchase essential products from
physical stores, suggesting a significant reliance on traditional brick-
and-mortar establishments for their essential needs.

e Online Platforms:

e 27% of respondents opt for online platforms for essential product
purchases, indicating a notable portion of the population embraces the
convenience and accessibility offered by digital marketplaces.
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e Local Market:
e 15% of respondents show a preference for local markets when
obtaining essential products, underscoring the continued relevance and

appeal of community-based shopping.

4.9 Table 9:

42 27 19 12

Prefered online platforms

45
40
35
30
25
20
15
10

Amazon Flipkart Myntra meesho

Interpretation:

Certainly, here's an interpretation of the provided data indicating the
percentages of preferred outlets for shopping:
e Amazon:
e 42% of respondents prefer Amazon as their outlet for shopping,
showcasing a substantial inclination towards this e-commerce giant.
e Flipkart:
e 27% of respondents favor Flipkart for their shopping needs, indicating a
notable but slightly lower preference compared to Amazon.
e Myntra:
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e 19% of respondents choose Myntra as their preferred outlet,
suggesting a specific interest in this platform, which is known for
fashion and lifestyle products.

« Meesho:

e 12% of respondents prefer Meesho, highlighting a distinct preference
for this platform, which is often associated with social commerce and
individual sellers.

This distribution provides valuable insights into the diverse preferences of
respondents regarding their choice of online shopping outlets. It can be useful
for businesses and marketers looking to understand the competitive

landscape and consumer preferences in the e-commerce sector.

4.10 Table 10:

This Table indicates how often the respondents shop online for products

compared to shopping in physical stores.
16 13 44 18 9

very rarely
9%

very often
13%

Certainly, the provided table reflects the frequency with which respondents
engage in online shopping as opposed to traditional in-store shopping. Here's
an interpretation for your research project:
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o Very Often:
e 13% of respondents frequently engage in online shopping, suggesting
a notable segment of the population relies heavily on digital platforms

for their purchases.

o Often:

« 16% of respondents report a regular occurrence of online shopping,
emphasizing a substantial but slightly larger group that participates
frequently in e-commerce transactions.

e Neutral:

e 44% of respondents maintain a neutral stance, indicating a significant
proportion with no strong inclination towards either online or in-store
shopping. This may suggest a diverse range of consumer preferences
within the surveyed population.

e Rarely:

« 18% of respondents infrequently participate in online shopping,
highlighting a noteworthy portion of the population that still relies on
traditional in-store purchases.

« Very Rarely:

« 9% of respondents seldom engage in online shopping, signifying a

smaller but distinct group that rarely opts for digital transactions,

possibly preferring physical stores.
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4.11 Table 11:
The table indicates the factors that influence online shopping from offline

shopping.
1 Price 22
2 Convenience 21
3 Quality and Trust 9
4 Time Saving and Discounts 27
5 Variety of Options and Product|21
Frequency
Frequency
27
22 21 21
9
Price Convenience Quality and [Time Saving and|  Variety of
Trust Discounts Options and
Product Quality
1 2 3 4 5

Interpretation:

« The provided table offers a comprehensive overview of the factors
influencing the choice between online and offline shopping, with
respondents ranking these factors based on their significance. Here's

an interpretation for the research project:
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Price (22 mentions):

The most prominent factor influencing the preference for online over
offline shopping is price, with 22 respondents highlighting its
significance. This underscores the critical role of cost considerations
and pricing competitiveness in shaping consumer choices.
Convenience (21 mentions):

Following closely, convenience is the second-highest ranked factor,
with 21 mentions. This suggests that the ease of conducting
transactions, accessibility, and other convenience-related aspects
significantly impact the decision to opt for online shopping.

Quality and Trust (9 mentions):

Quiality and trust in products emerge as the third-ranked factor, with 9
mentions. While not as frequently mentioned as price and
convenience, this indicates that a substantial portion of respondents
values the reliability and trustworthiness of products when deciding
between online and offline options.

Time Saving and Discounts (27 mentions):

Time-saving features and the availability of discounts take the fourth
position with 27 mentions. This high frequency highlights the
importance of time efficiency and cost savings in driving the preference
for online shopping.

Variety of Options and Product Quality (21 mentions):

The variety of options and the quality of products, ranked fifth with 21
mentions, indicates that respondents value a diverse range of choices
and high-quality offerings, influencing their decision-making process.
Overall Implications:

The findings suggest that online shoppers are particularly driven by
factors such as competitive pricing, convenience, time efficiency, and
the availability of discounts. While product quality and trust also play a
role, they are mentioned with slightly less frequency. The insights from
this ranking can inform businesses and policymakers about the key
considerations that influence consumers in choosing between online
and offline shopping, providing a basis for strategic decision-making in

the retail sector.




4.12 Table 12:
The table indicates specific types of products that respondents prefer to buy online

rather than in physical stores .

1|Electronics 34
2|Clothing 28
3|Home essential 21
4(Makeup and Cosmetics 10
5|Footwear 7
Frequency
40
35
30
25
20
15 “‘\ |||| ||||
10 B Frequency
s _
0
Electronics | Clothing Home |Makeup and| Footwear
essential | Cosmetics
1 2 3 4 5

Page | 30




Interpretation:
1. Electronics (34 mentions):

o Electronics emerge as the top preference for online purchases, with 34
respondents expressing a clear inclination toward buying electronic
products through digital platforms. This suggests a strong consumer
reliance on online channels for acquiring gadgets, devices, and other
electronic items.

2. Clothing (28 mentions):

e Clothing stands out as the second most preferred category for online
shopping, with 28 mentions. This underscores the widespread trend of
consumers favoring the convenience, variety, and accessibility offered
by online platforms for their fashion and apparel needs.

3. Home Essentials (21 mentions):

e Home essentials secure the third position, with 21 mentions. This
category encompasses a diverse range of products required for daily
living, and the significant number of mentions indicates a notable
preference for online sourcing of home-related items.

4. Makeup and Cosmetics (10 mentions):

e Makeup and cosmetics occupy the fourth position, with 10 mentions.
This highlights a segment of respondents who prefer the online space
for purchasing beauty and cosmetic products, possibly driven by the
availability of a broad selection and convenience.

5. Footwear (7 mentions):

o [Footwear rounds up the top five preferences, with 7 mentions. While
not as dominant as electronics or clothing, this suggests a substantial
portion of respondents find online platforms suitable for exploring and
purchasing footwear options.

Overall Implications:
« The data showcases a diverse range of product categories preferred for
online purchases, with electronics and clothing being the predominant

choices. The preferences expressed reflect the evolving consumer behavior,
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emphasizing the convenience, variety, and accessibility offered by online
shopping platforms across different product segments. These insights can
guide businesses and marketers in tailoring their strategies to align with

consumer preferences in the retail sector.

4.13 Table 13:
This table indicates expect how many percentages of consumers are likely to

continue shopping online at the same frequency after the pandemic subsides.

44 24 32

mYes
B No

M maybe

Interpretation:
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The data suggests that respondents have varied expectations about their
future online shopping habits once the pandemic subsides:
e Yes (44%):

e A significant portion, 44% of respondents, expresses a positive outlook,
indicating an expectation to continue shopping online at the same
frequency after the pandemic.

e No (24%):

e« A notable 24% of respondents foresee a decrease in their online

shopping frequency after the pandemic.
« Maybe (32%):

About 32% of respondents remain uncertain, expressing a "maybe".

HYPOTHESIS TEST

CHI- SQUARE TEST

Case Processing Summary

Cases

Valid Missing Total

N Percent N Percent N Percent
Gender * Market 100 100.0% 0 0.0% 100 100.0%

Gender * Market Cross tabulation

Market
local markets online platforms  Physical stores  Total

Gender  Female Count 9 12 22 43
Expected Count 6.5 11.6 24.9 43.0
% within Gender 20.9% 27.9% 51.2% 100.0%
% within Market 60.0% 44.4% 37.9% 43.0%
male Count 6 15 36 57
Expected Count 8.5 15.4 33.1 57.0
% within Gender 10.5% 26.3% 63.2% 100.0%
% within Market 40.0% 55.6% 62.1% 57.0%
Total Count 15 27 58 100
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o V- AA
SYIITEUTC VIEaSUTeS

Approximate

Value Significance
Nominal by Nominal Phi .155 .301
Cramer's V .155 .301
N of Valid Cases 100
Expected Count 15.0 27.0 58.0 100.0
% within Gender 15.0% 27.0% 58.0% 100.0%
% within Market 100.0% 100.0% 100.0% 100.0%
Chi-Square Tests
Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 2.4002 2 301
Likelihood Ratio 2.385 2 .304
N of Valid Cases 100

a. 0 cells (0.0%) have expected count less than 5. The minimum
expected count is 6.45.

e HO: There is no significant relationship between Gender and Preference
to market
e H1: There is a significant relationship between Gender and Preference to

market

Inference:

e Since the P value is .301, and is greater then 5%, H1 is rejected and Null
Hypothesis is accepted.

e Interpretation:

e There is no significant relationship between Gender and Preference to market

(Independent).

CHAPTER -5

FINDINGS
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5.1 Findings:

1. Demographic Profile:
e Age Distribution (Table 1):

e 52% of respondents fall within the age group of 18-25, indicating

a significant representation of young individuals in the study.
e Gender Distribution (Table 2):

e 57% of respondents are male, while 43% are female,

showcasing a gender imbalance in the sample population.
e Educational Level (Table 3):

e 48% of respondents have postgraduate qualifications, 34% have
undergraduate degrees, 10% completed education up to the
12th standard, and 8% have qualifications up to the 10th
standard.

2. Geographic and Societal Representation:
e Location Distribution (Table 4):

e 73% of respondents are from Chennai, and 27% are from
outside Chennai, providing insights into the geographic
distribution of participants.

e Rolein Society (Table 5):

e 17% are employed, 7% are self-employed, 19% are
unemployed, and 57% are students, offering a snapshot of

occupational diversity.
3. Impact of COVID-19 on Consumer Behaviour:
« Awareness and Attitudes (Table 6 and Table 7):

e 33% agree that the COVID-19 pandemic has influenced their

buying behaviour, while 32% remain neutral.
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e« 53% acknowledge a change in shopping behaviour due to the
pandemic, emphasizing varied responses among participants.

4. Preferred Outlets and Shopping Frequency:
o Preferred Outlets (Table 8 and Table 9):

o 42% prefer Amazon, 27% favour Flip kart, 19% choose Myntra,
and 12% prefer Meesho, revealing diverse preferences in online

shopping outlets.

e 58% prefer physical stores for essential products, 27% opt for
online platforms, and 15% choose local markets, highlighting

varied purchasing behaviours.
e Shopping Frequency (Table 10):

e 13% shop very often online, 16% often, 44% are neutral, 18%
rarely, and 9% very rarely, indicating a range of shopping

frequencies.
5. Factors Influencing Shopping Behaviour (Table 11):
e Top Factors:

e Price (22 mentions), Convenience (21 mentions), Time Saving
and Discounts (27 mentions) emerge as key factors influencing
the choice between online and offline shopping.

6. Types of Products Preferred Online (Table 12):
e Top Preferences:

e Electronics (34 mentions), Clothing (28 mentions), Home
Essentials (21 mentions) are the top preferences for online

purchases, showcasing varied consumer choices.
7. Post-Pandemic Shopping Expectations (Table 13):

e Expectations:
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e 44% expect to continue shopping online at the same frequency,
24% anticipate a decrease, and 32% remain uncertain,

reflecting diverse outlooks post-pandemic.

Overall Implications:

The findings highlight the dynamic nature of consumer behaviour, influenced
by demographic factors, geographic location, and the on-going impact of the
COVID-19 pandemic. Preferences for online and offline shopping, as well as
the factors influencing these choices, vary among respondents. Businesses
can use these insights to tailor marketing strategies and adapt to evolving
consumer behaviours. The study provides a comprehensive understanding of
the complex interplay between demographic factors, societal roles, and the

changing landscape of consumer preferences in the post-pandemic era.

SUGGESTIONS

5.2 Suggestions:

1.

Impact of COVID-19 on Consumer Behaviour:

Customized messaging: Craft messaging that resonates with the 33% who

acknowledge the impact of the pandemic on their buying behaviour.

Varied responses: Recognize the diverse responses (53% acknowledging
change, 32% neutral) and develop strategies to cater to different consumer

attitudes.
Preferred Outlets and Shopping Frequency:

Strengthen partnerships: Collaborate closely with preferred online platforms

(Amazon, Flipkart, etc.) to enhance consumer loyalty.

Local market promotions: Implement targeted promotions to boost

engagement with local markets, catering to the 15% who prefer this channel.

Flexible shopping experiences: Provide options that cater to different

shopping frequencies, ensuring a seamless experience for all consumers.
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3. Factors Influencing Shopping Behaviour:

o Competitive pricing: Emphasize competitive pricing strategies, considering its

prominence as a key factor.

« Convenience enhancements: Continuously enhance the convenience aspects

of the shopping experience to meet consumer expectations.

« Promotional activities: Leverage discounts and time-saving features as part of

promotional activities to attract and retain consumers.
4. Types of Products Preferred Online:

o Featured promotions: Highlight promotions and campaigns for electronics,

clothing, and home essentials to align with consumer preferences.

« Diversify product offerings: Explore opportunities to expand product offerings

in the identified preferred categories.
5. Post-Pandemic Shopping Expectations:

« Communication on safety measures: Assure consumers about safety

measures in post-pandemic shopping environments.

o Personalized post-pandemic strategies: Develop personalized strategies for
retaining consumers based on their post-pandemic expectations (44%

continuing, 24% expecting a decrease, 32% uncertain).

CONCLUSION

5.3 Conclusion

In summary, this research sheds light on post-COVID consumer behavior in
Chennai, India. Key findings reveal a dynamic landscape, influenced by

demographic factors, geographic location, and the lingering effects of the pandemic.

Demographically, the study indicates a prevalence of the 18-25 age group, a male-

dominated sample, and diverse educational backgrounds. The impact of COVID-19
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on consumer behavior is evident, with changing buying habits and a significant focus

on price, convenience, and time-saving features.

Preferred outlets vary, with Amazon leading, followed by Flipkart, Myntra, and
Meesho. Interestingly, physical stores remain relevant, especially for essential
products. Consumer shopping frequency online shows a diverse range of

preferences.

Products like electronics, clothing, and home essentials are preferred for online
purchases, providing actionable insights for businesses. Post-pandemic expectations

vary, emphasizing the need for flexible and personalized business strategies.

While the study has limitations like regional focus and temporal specificity, its
recommendations offer practical guidance for businesses navigating the evolving

landscape of post-pandemic consumer behavior in Chennai.
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Questionnaire

1. What is your age?
a) 0-18

b) 18 -25

c) 25-35

d) 36 -50
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2. What is your gender?
a) male

b) Female

3. What is your level of education?
a) 10th
b) 12th
c) UG
d) PG

4. Where do you reside?
a) Chennai

b) outside Chennai

5. -What is your occupation?
a) employed

b) self- employed

c) un employed

d) student

6. How much do you believe the COVID-19 pandemic has influenced your buying
behavior?
a)l
b) 2
c)3
d) 4
e)b

7. Has the COVID-19 pandemic changed your shopping behavior in any way ?

Page | 41




a) Yes

c) Maybe

8. Where do you prefer to purchase essential products?
a) Physical stores

b) online platforms

c) local markets

9. What is your preferred outlets for shopping, If the above Answer is online

shopping

10.How often do you shop online for products compared to shopping in physical
stores?

a) often

b) very often

c) neutral

d) rarely

e) very rarely

11.What factors influence your choice between online and offline shopping?

12.Are there specific types of products you prefer to buy online rather than in
physical stores?

a) yes

b) no

13.What is your preferred online shopping website?

14.Have you noticed any changes in your online shopping habits that you
attribute to the COVID-19 pandemic?
a) Yes
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b) No
c) Maybe

15.Do you expect to continue shopping online at the same frequency after the
pandemic subsides?

a) Yes

b) No

c) Maybe
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