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The \\orld has effcx.tively come to a standstiJJ as a result of the COVID-19, which was brought on by a 
nc\\- corona virus known as SARS-CoV-2. This has an impact on the market, consumer demand, 
purchasing behaviour, and the global supply chain. The COVID 19 incident is an example of a critical 
situation that forces people to behave in unusual ways. The entire country was placed under a lockdown 
to stop the spread of sickness, which had negative effects on the market, the economy, and consumer 
buying habits for various products. Main objective of this study was effect of COVID-19 on online 
shopping in generation Y and z. Data for the study was gathered using a Google form questionnaire, and 
280 samples were used in the analysis. Data was evaluated using statistical tools like the T-test. 
Introduction 
Online shopping, often known as online retailing, is a type of electronic commerce that enables customers 
to make direct purchases from sellers using an online browser and the Internet. Alternative titles include: 
web store, online store, web shop, virtual store, and Internet shop. Business-to-consumer (B2C) online 
shopping is the act of purchasing goods or services from an online store in a manner physically similar 
to attending a brick-and-mortar store or shopping center. Business-to-business (B2B) internet buying 
occurs when a business purchases something from another business. The two largest of these online 
retailing companies, both based in the US, are Amazon.com and eBay. 
nm Bemers-Lee developed the first World Wide Web server and browser in 1990, and it became 
available to buy in 1991. In 1994, other technological advancements appeared, including online banking, 
Pizza Hut's launch of an online store, SSL v2 encryption standard for safe data transfer, and Inter shop's 
first online store. Immediately after, in 1995, eBay and Amazon.com both established their online retail 
platforms. 
On the back of expanding online retail trends and overcoming slowing economic development and · 
inflation, India's e-commerce business increased by an impressive 88 percent in 2013 to reach 
billion. The e-comme~ce sector sa~ growth in _20 I: thanks to rising Internet usage and the avail 
various. payment options. A rapidly expandm_g internet-connected population and impro 
related mfrastructurc, such as payment and delivery systems, are predicted t h I Ind" , 
market grow to ~1wcen $50 an~ $70 billion by Z020. (DNA, 20l 4) o e p IIH 
Mobile phones, 1Pads, accessories, MP3 players, digital cameras J' ew II 1 trical · h 1· l ' fi I · · ' e ery, e ec home and kite en app ,ances, 1 esty e items including watches b ks ti ~ :. , oo , cosme c • """"!!ti as well as baby produc,1s, are the products that arc most popularly h d 

k . I di • pure ase • The e-commerce mar et in n a increased from $2.5 billion in 2009 S 
increased by 88% to reach $16 bi ll ion in 2013. According to th II hto B.S 

$56 b·11 · b 2023 · · e po , t e cowr would grow to I ion Y , primarily due to increased onllne retalL 
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1 •,1• ~ h." 1111r111"1 lw.,• ,,t ;11\1111111 I ~O 11111111111 11~ 111' /\11p.11~1.2011 whid1 iri cloNc lo IO per cent o/ lnlcrnd 
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•
1
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11111 ln,h;; th,,,"~ n \l't Y Iii!!, 11pp,wl1111ily for onllnc rnlnilcrs lo grow nncl cxpa11d a~ the ful,urc 
,' I t'·, 11111•1111•1 ' i.'rm:- ' 1'1 ~ I-rip.ht. (F1·11m1111il- times. 20 14) The sl1.c of I ndin's e-commerce markc.1 in 2fJ 13 
'' A' :\i,,,m,t $1.\ l-ilH,,n, ,wn,nllng 11, n Joint rcpml uf Kl'MO nml Internet und Mobile /\~sociation of 
hh;; \ 1 "ti 1 \ I). l'hr l'lllllll' trawl Sl'l:!,llll'III conlrlhutecl over 70 percent of the Iola( consumer e-commerce 
r .,•, ...,i--111•11~ la,1 ~l'at. tl)NA. 101~) 
l'.,,,,l,,,lll,':- h;\\" b<.'l'.'11 dl)cumcnted since ancient times, thus they arc not strictly a modern phenomena. 
l';n,kl11t'ls lil...l' thl' "Spanish Flu" (1918-1919), the "Asian Flu" (1957-1958), the "Hong Kong Flu" 
l 1 ~'<'-"'- S \RS-Co V-1 t2002-2003). nnd the "Swine Flu" of 2009-20 IO have regularly had an impact on 
::,c '\~•r\J l."\l'r the past few decades (Cherry, 2004; WHO, 2020). The SARS-CoV- virus, which began 
h.' :-1'l'('aJ <'Yer the \\•orld at the beginning of 2020. 
TI1e f.l<'bJI crisis has shocked markets all across the world and is expected to have a lasting effect on the 
~onomy • Due to the severe disruption of end-to-end global supply chains and the escalating health issue, 
clothing manufacturers in Asia have been forced to pause production or minimize capacity, which has 
led to national limitations on people and economic activities. According to the Clothing Manufacturers 
Association oflndia (CMAI), the current pandemic may cause a 30 percent decline in sales for the apparel 
indusl:r)1

• increasing unemployment there to IO to 15 percent. 
Consumer involvement demonstrates the active participation of consumers in the decision-making 
process. However, it is necessary to study how the pandemic has affected the way customers utiliz.e e­
commerce and digital tools to decide what to buy. In the current COVID era, little has been done to assess 
how consumers feel about clothing from impoverished nations. Since customers drive the market today 
and are dealing with the COVID problem, understanding and analyzing Indian consumer behaviour is 
essential for a clothing company to succeed in the Indian market. The current study closes this gap and 
tries to investigate how COVID-19 has affected Indian consumers' purchasing decisions regarding online 
product. This study will examine how factors affect customers' e-commerce buying behaviour in light of 
t.1-,e current extraordinary conditions in an effort to better understand the causes or factors in the paradigm 
shift of consumer behaviour during the COVID-19 crisis. This will ultimately help in the development 
e,f a relationship between customers' intents for online purchases and changes in their decision-making 
rt~ding online purchases of apparel products as a result ofCOVID-19. 
Rf:\.·iew of literature 
Khr,liya et.al (2022) has an impact on the market, consumer demand, purchasing behaviour, and the 
g1,.,r.,al supply chain. The COVID 19 incident is an example of a critical situation that forces people to 
tY.:h;ive in unusual ways. The entire country was placed under a lockdown to stop the spread of sickness, 
.... ~,ic..h had negative effects on the market, the economy, and consumer buying habits for various products. 
lhe current i.tudy examines consumer behaviour intentions in the COVID-19 clothing setting. The study 
u<.e<; in-depth literature as well ac; consumer surveys to try and connect the links between how people buy 
clothing in regular times and during emergencies or pandemics. Utilizing the confinnatory factor analysis 
(CF A) technique, the research helped explain why consumers nre increasingly buying clothing online. 
The researchers looked into the relationships between age groups, gender, and the frequency of apparel 
purchases during COVID in addition to the sociodemographic information of working personnel. A 
substantial link between the dependent and independent variables is not present, according to the findings. 
Online buying did, however, have a positive impact throughout the pandemic. 
Nguyen Thi et.al. (2022) this study looked into the factors in0uencing Generation Y and Z's intention 
to continue purchasing online under the new normal. Using partial least squares structural equation 
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~,11,ldlit~}~. tht' m11ltl•l~l\111p u1111lyNls tl'l'hnlquc, 1111d 1h,· d11111 g11lhored fro111 847, c Jen y crs im_d_ Oen 2 Cll 

"' ll.111111, Vktn:1111 in M11rd1 2021, n cnnl'l'plluil fr11m,•work 111111 ww1 1111 c~l.cnsion of th~ '. cchnology 

. \,\:1•ptan,'t' Mnlld was cmpirlcnlly tcstl•1I. Pl·rcclvcd ulillty, perceived silt1pl'.e1ty o~ llhC, sall~faction, 11/Jd 

,·1~, 11\•nm,·ntal aw:u~n1•ss Wl'l'C found to he focililutors of repurchase lnlc11l1011 wl11lc pcrc.cived ha;,.ards 

,11 i1nlinc ''Ul\'h•1s'1111• \V 't"' 1· d t l l . Nol11l,ly tl1c hurrier wus found lo have a higher ncu~t1'v 
• t ' • c- C " 0\Jll O IC II llll't'ICI', • . , . "" C 

""'"~l ,111 lien Y's indinution lo repurchase. Pcrso11ali1.ution sho~cd high indirect effects through 

~l\'l'1,cd utility, pcrcdvcd ease of use, and sntisfnction but was not directly related to the purpose.This 

:-tuJ) \'~~ics fi\1m past studies by focusing on and contrasting aspects influcnci~g Gen y and Genz in a 

,le, d,,pmg country. s intention to continue buying on line when the COY! D-19 is under good control. 

Uung LE et.al. (2022) have COVID 19 outbreak recently encouraged e-commerce to grow incredibly 

~u1x'\:ssfully. As a result, internet finns and shops in Vietnam and other ~ountries are increasingly 

interested in Gen Z youth in general and Gen Z students in particular as potential customers. The purpose 

of the study is to organise the theoretical underpinnings and pinpoint how Gen z students in Vietnam 

chose to shop online. This study uses a combination of qualitative and quantitative research approaches. 

The study's findings indicate that the five components in the proposed model-utility, usability, 

trustworthiness, awareness, and impact-have an impact on Gen Z students in Vietnam's decision to 

purchase online by way of an intennediary variable, namely, attitude. 

Ayuni et.al.(2019) tenn Generation z (Gen Z) refers to the generation that uses the Internet the most 

frequently and is the friendly to applications and websites. Gen Z members have been increasing, and by 

2020, it is anticipated that they will make up the largest market group. In this study, we 'II look at how e­

service quality, e-customer value, e-satisfaction, and e-loyalty relate to one another. In total, 24 I Genz 

respondents participated in this study. We used PLS 3, Sobel, and SPSS 23 to analyse the data. Five 

theories were put forth. The research showed that the expected predictor of online customer value and 

satisfaction was e-service quality. The results also clarify the relationship between online customer value 

and e-satisfaction and support the mediation role of online customer value between e-service quality and 

e-satisfaction. 
Pham et.al. (2020) have Covid-19 epidemics has provided Vietnam with a chance for a recent, 

observable rise in online buying. Therefore, the purpose of this article is to explore how online shoppers 

respond to their purchase behaviour during Covid-19 from the viewpoint of perceived benefits. Based on 

information gathered ii-am 427 Vietmmrese online respondents -during the Covid-19 social exclusion 

period, the study examines the function of Covid-I 9 as a moderator variable in the link between 

consumers' perceptions of the benefits of online shopping and those perceptions. These findings can help 

businesses deal with similar situations, provide a thorough picture of customer behaviour, and provide 

ways for the government to assist businesses more efficiently in the future. 

Vagh ela et.aL(2014) the act of purchasing products and services online via vendors who operate websites 

is known as online shopping. The primary goal of this research is to examine how consumers view 

internet purchasing and how gender affects this perspective. I 50 respondents were chosen for this purpose 

using a practical sampling technique, and infonnation was gathered using a standardised questionnaire. 

According to data r.esear.ch, tbe majority of .customers..believed that online buying was..a better option 

than manual shopping, and most of them were happy with their online shopping experiences . 

. Jiang et.al. (2012) since convenience has been one of the main factors influencing consumer propensity 

to adopt online buying, the goal of this article is to determine the important convenience dimensions of 

the practise. The authors use in-depth focus groups with online shoppers to identify the characteristics of 

online shopping convenience. They then create and validate a tool with five key dimensions to measure 

online shopping convenience by analysing data gathered via a Web-based questionnaire survey. Access. 
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1
,,u, . . I , · • c 11 s, nllrhrt cs, 1111d lnuls of ll ~izahlc population a~ 

, un~.11111 mrst1pall·llnksh•t • ·I . ,. ' 
· , ,,"•-~;11,~,'I t,•h;n i,,r-h·, " I , , ·. · 1 wrrn Vlll mis lnctors. (,rvcn that the current research 

, ' sc 1 • •1 q11an1t11111vl' s11 · · , II I I 
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1
. · ,vey rs mug 1110 1e rclevnnl for the current study Today's 

• '' c on me s11rwys the 11' t I d 1·1 . . 
,., ·.,, ... :.:h'l1 ,,f ,!;11:1 in11u1 ·mJ I . II ' . cw s unc nr . . icy huve several benefits, including quick 

l
. ' l,llll llll!, en.~y nccessibil't I h' 
,,,;'; r:.ma;, and ~~

1
,

11 
hn d ' 1 Y, owcr costs, 1ghcr response rates etc 

. . t, •. ,' ata arc used as the fou cl t' r I d • . 
~:.q· rc-~iJcnts. "h,, utilise , 

1
. .

1 
·. . 11 8 ion ,or I ie stu y. The buying habits of Guiarat 

- c n me s 1oppmg m g t' z d . ~ 
':."·,s: \\'C'l'C d1-,scn were dis,1 l'fi d d enera mn urmg COVID-19 era. 10 of the 280 samples 

..,ua , ,c ue to incomplete d t D t II 
f"\'l:;:.' t'f re!-r,..,ndent-s was icked ti a a. a a co ected from November 2022. This 

,...,.;·,C\·t the resp0ndents' . ii . trough a convenience sampling strategy. Google Form is used to 

, ~crre. " diS-'ii!ree 
3 

m onnat,on. A well-known five-point Likert scale was used with )strongly 

" . - ' ~ - ~ . neutral, 4 agreement and 5 t I , 
"e~si:-es are examples f d • . s rong y agree. Numerous magazines, books, and 

. . o secon ary sources of mfonnation. 

ObJCCll\'C 

To ~,o,~ ~actor _affecting consumer perception in online shopping 

To "1-'1a1~ s1s covid-19 effect on online shopping by generation Z 

To blow customer perception in online shopping aft COVID 19 er -

ISa. .. pling Technique 
,... . 
._,onvemence and snowball 

&.:L,ple unit Gen Y and Gen Z 

!Sz..,.ple siz.e tfotal 280 out of 140 Respondent are female and 140 

!respondents are male 

i if,!.s for da.t.a Collections Questionnaire through Google fonn based on 5 point 

Likert scale 

i r,,.,l.\ for da.t.a Analysis rr-test 

fnt.a analy.us and mterpretation 
5{/'/4 c,f the participants in our study were female, and the remaining 50% were men. The respondents 

belor.gcd to Gt.-n Y ( 1977-1995 ), with 51 .6% of them being between the ages of 26 and 45. Genz made 

up t,.e s.ccond-large~1 portion of the samples with 32.61%. (1995-2010). Gen X made up about 16.3% of 

the re~pondents (1965-1976). In view of this, it can be said that the majority of the survey participants 

were between the ages of 20 and 50. The fact that the study was done onlinc and the respondents in this 

age range are more accustomed to using digital technology may be the cause. 

H
0

: There is no important difference between the customer perception towards online shopping between 

male and female students. 
H,: There is an important difference between the customer perception towards online shopping between 

male and female students. 
At the 5% level of significance, the null hypothesis HO I cannot be rejected because of the p value of.980. 

When significance is 5%. T-test value is -2.026 with Sig. (2-tailed) 0.45. TI1erefore, there was no 

discernible difference in how male and female members of generation Y and Z felt about online shopping. 
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Conduitlon lar This service, which is mainly Used · · •dibly popu ' · l )wl' the past kn yea l's, on line buying. has become mere , y advantages, but there are also some l " 1· hasmg has man \y the Net-Generation." is quite handy. On me pure · 
1 

different purchasing behaviours while .,. \ • I b en seen to iave IX'-"-'-1l\ e issues that can crop up. Customers ,ave e . 
1 

to research consumer behaviour and ·\ . 1· . . k ' t essenllal for s iops s 1opp111g. on me versus 111-person. This ma es I Th ggregate findings demonstrate that • I • fi bl d successful. e a imp ement changes 111 order to stay pro 1ta e an . Th' demonstrates how the projected ~spondents had a favorable opinion of internet purchasmg. is 
expansion of online buying is justified. . and make purchasing decisions 1·1 al d I w consumers view . \e COVID l 9 impacts have significantly tere 10 

af~ d nsumers' purchasing habits for TI . . COVID-19 has iecte co \e ~oal of the study is to ascertam how . . the e idemic. According to the study's clothmg as well as the volume of online shoppmg done ~unng . p h b't Because of the pandem· findings. COVID significantly influenced customers' onlme shoppmg a ~ s. d 
1
. . t d h 1.c • · oduct Despite a ec mmg en ency, t e1r lockdown and social isolation, many favored onhne shoppmg pr · 

frequency of clothing purchases during the pandemic. . . . R h · d • I d' st d that a w·,de selection of products offered m showrooms 1s crucial esearc came out m n ta sugge e . . . . . • • • • ·g11 dra t mers to physical stores, which 1s missing for purchasmg and promotional activ1t1es that mt t w cus 0 
during the COVlD-19 era. 
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