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Abstract: Because of the advancement of electronic commerce, online shopping has emerged, merging
commercial and social activities and enhancing the social presence and value of the online environ-
ment. To improve the understanding of the changes in the consumer behavior during the COVID-19
pandemic, this study proposes a set of characteristics connected to the social side of online shopping
and their influence on client purchasing attitude in addition to the quality of the platforms that are
being used (service quality, system quality and information quality). For this matter, a survey of
289 Lebanese people was circulated in 2021 and a quantitative method was used to answer three
research questions. Types of goods purchased and frequency of buying on-line were tested to check
the presence of any gender differences, in addition to the relationship between the variables studied
in the model. According to the research, social presence, social value, and tendency to compare
products on different shopping platforms all have a significant correlation with the attitude towards
online shopping, where the system quality was the least significant. When it comes to purchasing
frequency and product types, the data gathered imply that gender disparities are considerable. This
study does not consider the consumer’s living environment or whether there are any age differences
between the generations shopping online.

Keywords: attitude; consumer behavior; online shopping; pandemic; quality information; quality
service; quality system; social presence; social value; tendency to compare

JEL Classification: M30; D91; O30

1. Introduction

Within months of the first cases being reported, the COVID-19 virus had spread to
every continent. Because the virus’s spread was not fully understood in the early stages
of 2019, all citizens worldwide were compelled to enter quarantine. According to studies,
long-term exposure to high amounts of air pollution causes a variety of health issues,
particularly those connected to lung problems, and may have contributed to the spread of
the virus (Kasioumi and Stengos 2022). Moreover, many consumers changed their behavior,
and people were using online shopping more frequently. Further, Lebanon has experienced
various crises over the past three years: an economic and financial crisis in 2019, in addition
to the sanitary crisis due to COVID-19, and the explosion at the Port of Beirut on 4 August
2020. Lebanon, where the research has been conducted, dealt concurrently with the lock-
downs and other crises and measures brought on by the pandemic outbreak. The pandemic
has had an impact on consumer behavior during the previous two years. Consumers’
buying alternatives and behaviors have changed as a result of the lockdown and social
distance and purchasing has migrated from mobility to the comfort of one’s own home.
Consumers have greater freedom and do not have to adhere to a strict timetable while
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visiting stores. They have established new habits as a result of technological advancements,
which has a big influence on consumer behavior (Sheth 2020a, 2020b).

Three major factors have been highlighted in research as having the potential to
influence and modify consumer behavior (Sheth 2020b). The first factor is government
policy. Consumers will be more encouraged to utilize online purchasing and their future
tendency to do so will always be influenced by the aggressivity of sanitary measures
imposed during pandemics affecting their freedom of mobility.

The shifting in demographics is the second aspect to consider (Sheth and Sisodia 1999).
Senior people are more occupied in maintaining their health, while young professionals
prefer to spend time purchasing online.

Technology is the third driver. Consumer habits and behaviors had been modified
by the use of the internet, smartphones, and other technical instruments, which had a
significant influence on the creation of new online shopping habits. The adoption of
technology has been a major driver of social and cultural change in society, as well as an
invention responsible for the expansion of electronic commerce and the widespread usage
of the internet (Sánchez-Torres and Juarez-Acosta 2019). As previously said, it has become
a key channel in consumer behavior as a result of technical advancements and the internet.

Ad hoc natural calamities, including pandemics such as COVID-19, can be added to
the prior drivers (Sheth 2020a). However, at the same time, innovative strategy setting
is necessary for business innovation in complex and uncertain contexts, and if it is used,
it should be accompanied with reorganizational structures and designs that are compat-
ible with the roadmap of strategy innovation (Boustani and El Boustani 2017). Rapid
improvements in information technology have opened up new economic prospects, such
as internet commerce, in recent years. Information technologies have transformed con-
ventional consumer behavior into a new website visitor behavior by providing a broad
international reach, cheap prices, readily available service and product information, and
increased flexibility. Customers have new ways to buy their items thanks to social media
and online communities. In fact, purchasers are using social media (Facebook, LinkedIn,
Instagram, etc.) to contact businesses and conduct transactions (Hajli 2015).

With the pandemic crisis, internet commerce has advanced to a point where it provided
significant benefits to both shoppers and merchants. However, owing to the large number
of persons who are shifting their purchasing habits to online shopping and those who want
to buy online before and during the crisis, online shopping is likely to rise in Lebanon.

Researchers are also interested in learning more about the quality of service, system
and information provided through online shopping affecting the consumers attitude lead-
ing to a permanent adoption of online shopping. Moreover, it is worthwhile to dive into,
through this research, the elements that influence purchasers’ behavior and intention to
shop online through their tendency to compare the products from one platform to another.

This study was conducted in a developing economy (Lebanon) that suffers from
multiple crises and the novelty and importance of the work reside in many aspects: Firstly,
the fact that, according to the World Trade Organization, e-commerce must intervene with
enthusiasm and energy and show its importance and effectiveness in the trade and online
purchasing sectors if it is to save the global economy. Additionally, during the past several
years, there has been a noticeable rise in the proportion of people in developing nations who
possess cellphones and have access to the internet (Poushter 2016; Abou Ali et al. 2020).

Moreover, in Lebanon, the e-commerce market is progressively growing. Lebanon is
ranked 56th overall and fifth in the Middle East for e-commerce preparedness, according
to the UNCTAD B2C E-commerce Index 2017. However, it still lags behind several of its
neighbors. Both revenues and the number of online shoppers are still growing slowly in
the Lebanese e-commerce business (Nordeatrade 2019).

The purpose of this paper is to help researchers understand better the consumers
extent of respecting their new buying patterns because of pandemic effects, lockdowns, and
social distancing measures. The research shall also investigate the dynamics of consumers’
positive attitude towards on-line shopping that shall forbid them from reverting to their
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old purchasing habits even in post pandemic times. Finally, gender differences vs goods
categories analysis shall be considered in this study as well.

Customer engagement is a well-known idea in information systems (IS) and marketing
research, with the goal of continuing online buying long after the pandemic crisis has passed
(Brodie et al. 2013).

Based on the following, a conceptual work is proposed by the authors adopting:
1. The use of the unified theory of acceptance and use of technology (UTAUT)

(Venkatesh et al. 2012) to determine which elements impact customer behavior in the
aftermath of the pandemic in terms of electronic purchase uptake.

2. The DeLone–McLean model of IS success (DeLone and McLean 1992), which identi-
fies the elements that influence customer attitudes toward electronic purchases and is the
most widely used model in research on information system success (DeLone and McLean
2008) and the most extensively used method for assessing IT performance, particularly in
e-commerce systems (Wang 2008; Busalim et al. 2021). Information quality, system quality,
intention to use, and service quality are among the six characteristics measured by this
approach to determine the effectiveness of information systems.

Because the lockdown and social distance impacted a wide variety of consumer activi-
ties, consumer resilience and adaption has become a key focus for academic research. It is a
new field of study, and the COVID-19 crisis has brought it to light as a promising research
area specifically in Lebanon. In this developing economy, where most of commerce and
financial services adopt a traditional approach due to legal restrictions (Boustani 2020),
shopping was thus conducted mostly in a traditional way, visiting shops and malls while
avoiding online purchasing. This research adds the social comparison tendency to the
combination of the two models to better explain the costumer’s desire to continue pur-
chasing online after the pandemic crisis. The authors argue in this study that information
quality, service quality, and system quality are key technical aspects that influence customer
happiness and loyalty to online shopping. The researchers also look at the effects of social
presence and social value on customer behavior when it comes to internet purchasing.

With the introduction of new economic activities, the IS success model (DeLone and
McLean 1992) has been amended, with the most recent updated version of the IS success
model present in 2003. To address the problem of disregarding human characteristics,
the model included a “service quality” feature. The perceived quality of the information,
system, and service define the user’s behavior (system usage), and their satisfaction is their
emotive reaction to the system.

According to the paradigm, an individual’s conduct (e.g., usage) is impacted by his
attitude (e.g., satisfaction) and preceded by their views about the information and system’s
quality. As a result, conduct and attitude are mutually reinforcing structures that can have
an influence on both individuals and organizations. Moreover, consumer behavior during
the COVID-19 crisis appears to align with behaviors exhibited during historic shock events
(Loxton et al. 2020).

This research will evaluate a conceptual framework based on the unified theory of
acceptance and use of technology (UTAUT) (Venkatesh et al. 2012) and the information
systems success model (IS success model) based on the aforementioned discussion (DeLone
and McLean 2003, 2004). The primary aspects that would impact customers’ behavior
toward online purchasing in Lebanon following the pandemic crisis will be studied the-
oretically and experimentally. Finally, in this study, the authors will try to answer three
research questions:

RQ1: What are the sociodemographic characteristics of respondents’ purchasing online
during COVID-19 pandemic?

RQ2: Are there any gender differences in types of goods purchased and in the percep-
tion of quality and social variables used in the model?

RQ3: What is the relation between the quality and the social factors affecting the
consumers’ continuous attitude and adoption of online shopping post-COVID?
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The paper proceeds with a theoretical review, then presents the methodology and
results. The findings are discussed before the conclusions on the theoretical and practical
implications of the study and avenues for future research are presented.

2. Theoretical Background

The COVID-19 epidemic has influenced consumer purchasing decisions and online
buying habits (Mason et al. 2020). Consumers’ income, age, and sector of occupation play
important roles in the context of new shopping patterns (Valaskova et al. 2021). In this
research, the authors aim to look at the elements that influence online shopping customers’
adoption of digital technologies.

Electronic commerce is seen as a subset of information technology. ICT aids in the
facilitation, execution, and processing of business processes (DeLone and McLean 2003;
Wang and Zhang 2012).

Shopping habits have been constrained during the shutdown. Consumers have begun
to incorporate new technology and applications into their daily routines. Work, family, and
friend gatherings, school, and shopping have all come to rely on the internet and social
media, e.g., WhatsApp, Youtube, Wechat, and LinkdIn, for the performance of everyday
tasks (Sheth 2020a).

Belvedere and Grando (2017) and Sánchez-Torres and Juarez-Acosta (2019) state that
the use of information and communication technologies is the most important factor
enabling communication and providing value offerings to stakeholders.

Behavioral intention is reflected by the variable intention to use, which is the an-
tecedents for use in the modified DeLone–McLean model (2003). Information quality,
system quality, and service quality come before the intention to use, which is a psychologi-
cal hypothesis. The technological part of the information system is represented by these
three technical variables (Mardiana et al. 2015). The inclusion of intention to use in the
DeLone-Mclean model is based on the notion that a user’s attitude reflects his desire to
use the system before he uses it, whereas the variable usage is the behavior (DeLone and
McLean 2003). Following the desire to use, there is “real usage,” which will result in the
user’s “pleasure,” and so on. In the model, the desire to use and the actual usage are glued
together, creating the illusion of alternation.

However, in order to better understand the primary aspects that could influence a
customer’s decision to purchase online, the IS success model was used, along with other
key variables from the UTAUT model (Sánchez-Torres et al. 2017). Information quality,
system quality, and service quality (DeLone and McLean 2004) have all been shown to have
a significant impact on consumer behavior and intent (Chang et al. 2005). Other dimensions
from the UTAUT model that might impact the customer’s attitude have been included as
well: social presence, social value, and social comparison tendency. Further discussion and
justifications for the hypothesis are presented in the forthcoming sections.

2.1. Information Quality

The quality of information is seen as a key factor that influences customer trust,
and trust has a favorable impact on purchase intent (Kim and Park 2012; Busalim et al.
2021). Relevance, competence, correctness, and usefulness in customer satisfaction are
all components of information quality (DeLone and McLean 2003, 2004). The quality of
information can influence clients’ willingness to purchase online (Dong et al. 2014; Gao
et al. 2015).

Huang and Benyoucef (2013) defined website design elements for online shopping,
and information quality was selected as one of the important qualities that connects all
levels of the electronic commerce model. Customers will engage in online purchasing,
however, if they feel that electronic commerce provides accurate, reliable, and timely
information about items and services (Sharma and Crossler 2014; Busalim et al. 2021).
Consumer satisfaction is positively influenced by the quality of web information connected
to decision making (Dong et al. 2014; Erkan and Evans 2016), which leads to continuous use.
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The user’s confidence and pleasure with a website’s content increases if he can discover
comprehensive and accurate information about the product or service he or she wants to
acquire. Some data suggests that the information quality elements (accuracy, relevance,
timeliness, and sufficiency) have a substantial impact not only on the consumer intention
to adopt the website, but also on their intention to recommend it to other customers (Chiu
et al. 2014. As a result, the quality of material on e-commerce websites has an impact on
client satisfaction intensity.

2.2. System Quality

“System quality” is used to quantify technical success. The technical level of the
electronic commerce system that features on the website, providing product information
and supporting online services, comprises responsiveness, compatibility, and dependabil-
ity. This online environment has the potential to increase client re-purchase intent. The
consumer’s view of the degree to which a social commerce website contains technical
and functional capabilities, i.e., availability, usability, flexibility, and accessibility, is char-
acterized as system quality in electronic commerce websites (Liang et al. 2011; Alshibly
2014). In an online purchasing environment, an acceptable system quality will have a
favorable influence on consumer satisfaction and engagement behavior. System quality
plays a significant role in increasing client trust in online buying (Lee and Chung 2009;
Zhou 2014; Tarhini et al. 2019).

2.3. Service Quality

The DeLone and McLean Model proposes five criteria for evaluating service quality:
tangibility, dependability, responsiveness, assurance, and empathy (DeLone and McLean
2003). In the context of electronic commerce, system quality is defined as the customer’s
assessment of the website’s products or services (Alshibly 2014). Customers want all of
their needs to be met at all times with simple access, search, and download qualities in
online buying. Therefore, accessibility and usability are highly significant criteria for online
shopping quality (Kim et al. 2012). Any website’s service quality is determined by how
dependable, trustworthy, empathic, and safe it is. The online shopping platform allows for
a great deal of personalization and interaction (DeLone and McLean 1992; Gao et al. 2015).
A high-quality technical system will provide a valuable platform for social interaction and
inspire visitors to return to the site, increasing happiness, retention, and loyalty (Liang et al.
2011; Al-Debei et al. 2015).

2.4. Tendency to Social Comparison

The tendency to social comparison online (TSCO) is described as the extent to which
an individual compares his or her opinions with those of others while making an on-
line purchase (Shen 2012). When purchasing online, customers have a tendency to com-
pare themselves to others (Buunk and Gibbons 2007), and they are affected by other
people’s thoughts.

2.5. Social Value

Social value is the perception of social self-concept when shopping online using com-
mercial sites. Users evaluate products and services by social value, e.g., social consequences,
and not only by hedonic and utilitarian values (Sweeney and Soutar 2001; Rintamäki et al.
2006). Social value has a significant impact on online purchase intention (Lin and Lu 2015;
Kim and Park 2012). The perception of social value, such as acquiring social recognition
from others and feeling acceptable to others, may strengthen their purchase intention
from online shopping sites (Gan and Wang 2017). The more social value users obtain from
purchasing from online shopping sites, the more their purchase intention will be developed.



J. Risk Financial Manag. 2022, 15, 474 6 of 18

2.6. Social Presence

Online social presence, such as online shopping from sites, can be defined as the
perception of personal, sociable, and sensitive human elements of a website (Gefen and
Straub 2004; Ogonowski et al. 2014). Social presence can be embedded as the perception of
personal and sociable human elements using an online environment that enables interaction
between users and customer service representatives in an e-commerce site (Ogonowski et al.
2014; Qiu and Benbasat 2005). Qiu and Benbasat (2005) stated that there is a wide variety of
social presence tools to enhance human interaction on the websites and the main one is the
online chatbox where experts can assist the customer, such that the perceived interaction
with another human in online environments has been called social presence (Herrando
et al. 2021). The sociability and interaction on online shopping increase the perceived social
presence and encourage positive attitudes towards online shopping through customers’
involvement and socialization (Cui et al. 2010; Hassanein and Head 2007).

2.7. Attitude towards Online Shopping

The perceived social presence can have a favorable impact on customers’ attitudes to-
wards shopping online (Hassanein and Head 2007). Apart from showing interest in a prod-
uct by buying it, their satisfaction from online shopping can have a positive impact on their
attitudes towards this shopping (Herrando et al. 2021). Some authors also stated that loyalty
is behind a positive attitude towards online shopping (Anderson and Srinivasan 2003).

3. Materials and Methods

The purpose of this article is to identify the significance of quality, comparison propen-
sity, and social aspects to the attitude of online buying based on an analysis of the current
condition of consumer behavior among Lebanese individuals. This will be accomplished
by evaluating the internal factor structure of consumer behavior during pandemic and
crisis situations. The disparities in gender behavior and the different sorts of goods pur-
chased will then be highlighted using a difference analysis. The following sub-objectives
of the research have been developed in relation to the main objective of this paper, i.e.,
to look for connections among the listed elements affecting online shopping, confirm the
association between chosen factors in online shopping, and determine whether there are
sociodemographic differences.

The authors base their conceptual work on the aforementioned discussion and the
unified theory of acceptance and use of technology (UTAUT) and the information sys-
tems success model (IS success model). After the pandemic crisis, the key variables that
will affect consumers’ online shopping behavior in Lebanon will be theoretically and
experimentally investigated.

3.1. Measuring Tools and Data Collection

Because the purpose is to compare consumers’ attitudes regarding online purchasing,
a one-of-a-kind analysis of the basic elements that influence online purchase quality and
comparison tendency is offered. Items obtained from prior literature were utilized to test
the hypotheses of the suggested model.

Because this is exploratory research with descriptive cross-sectional research, a ques-
tionnaire was used to collect primary data. The questionnaire was sent online to a diverse
community of people living in rural and urban locations, and the necessary Facebook
pages and WhatsApp groups were both used to share the link to the electronic survey. The
questionnaire was completed by 312 respondents in total. The survey was conducted on a
non-probabilistic sample of 289 Lebanon residents who were included in the sample after
invalid questionnaires were eliminated.

Following that, the survey had to be distributed to people of diverse socioeconomic
backgrounds to eliminate prejudice. The data were collected using an electronic question-
naire (via a social media link to Google Forms) validated in previous studies and adapted
to this research. The questionnaire constructs variables were adapted from Gefen and
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Straub (1997) for the variables, i.e., social presence and social value. As for all the quality
variables, the authors adapted the construct of Pitt et al. (1995), and for the online shopping
attitudes the authors adapted the construct of Al-Debei et al. (2015) and the tendency to
social comparison about online shopping from Shen (2012).

The questionnaire had 34 items, the first five of which were used to categorize the
examined sample in preparation for further statistical analysis. The objective of the ques-
tionnaire was on demographic data, consumer behavior, and their perceptions of social
elements and platform quality when making purchases online.

The methodology used involved using a questionnaire with multiple items per con-
struct to facilitate responses. To provide their answers, respondents used a Likert scale
ranging from 1 (“I strongly disagree”) to 7 (“I strongly agree”) to effectively measure
variables that are not directly visible (Churchill and Lacobucci 2004). The data gather-
ing took place between February and March of 2020, the confinement period in Lebanon
which was due to COVID-19 pandemic. A total of 312 forms were collected, with 289
consistent replies.

3.2. Statistical Analysis

The following methods were employed: inductive statistical techniques, correlation
analysis (Pearson correlation coefficient), and comparative analysis (t-test, ANOVA).

Basic descriptive statistical methods were used to perform an exploratory study of the
data. Microsoft Excel 2013 was used to centralize the data, while IBM SPSS Statistics v.20
was used for statistical analysis (IBM Corp., Armonk, NY, USA). The t-test for independent
samples was used to compare the mean values obtained for each group. Because the
requirements, including the normality of the distribution, were established, parametric
tests could be used. In addition, Pearson correlation coefficients were generated to assess
the relationships between some of the variables in the research. The level of significance
evaluated in all statistical studies was 5% (p < 0.05).

The survey was made up of closed-ended questions utilizing the Likert scale. On a
seven-point scale, the respondents may indicate how much they agreed or disagreed with
the statement: 1 (totally disagree), 2 (disagree), 3 (somehow disagree), 4 (indifferent or
undecided), 5 (somehow agree), 6 (agree), and 7 (strongly agree).

4. Results and Findings

The authors will provide the outcomes of their findings in this section, as well as re-
spond to the three research questions suggested in the introduction paragraph of this paper.

4.1. Results of RQ1 Concerning the Sociodemographic Characteristics of Respondents’ Purchasing
Online during COVID-19 Pandemic

Table 1 shows the characteristics of the respondents in detail. A total of 289 persons
participated in the study, including 113 men and 176 women, 60.9% and 39.1% respectively.
Most respondents (54% of the total) were between the ages of 21 and 25. This indicates
that the sample under investigation is made up of a younger generation and the remainder
population has an age distribution higher than 26. Due to the population’s age, 130 par-
ticipants (or 45%) were employed as students, 116 participants (or 40.1%) were full-time
employees, and the other participants were classified as unemployed or self-employed.

About 51.6% of participants had 9–13 years of online experience, while 19.4% had
14–19 years, 11% had 4–8 years of experience, 11.4% had 20–25 years of experience, and
0.7% had more than 26 years of internet experience. These percentages show that a large
majority of respondents, approximately 70% of the sample studied had an average of
15 years of online experience. Moreover, 76.1 % of respondents had undertaken internet
shopping 1–3 times, 14.2% had never done it, and the remainder had done it more than
four times. When adding the total percentages of respondents who had already purchased
online, the total percentage is 85.8%. Clothing and shoes are the most often purchased
categories of items (32.5%), followed by accessories (21.5%).
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Table 1. Sociodemographic results.

Frequency Percent

gender
Male 113 39.1

Female 176 60.9

age

15 years to 20 years 42 14.5

21 years to 25 years 156 54.0

26 years to 30 years 32 11.1

31 years to 35 years 20 6.9

36 years to 40 years 10 3.5

more than 41 years 29 10.0

employment

Full time employee 116 40.1

Student 130 45.0

Unemployed 25 8.7

Self employed 18 6.2

types of products
purchased online

Nothing 41 14.2

Clothes and shoes 94 32.5

Accessories 62 21.5

Food and supplements 6 2.1

Books 14 4.8

Electronic devices 33 11.4

Makeup and perfumes 39 13.5

purchasing frequency

Never 41 14.2

1 to 3 times 220 76.1

4 to 6 times 10 3.5

7 to 9 times 3 1.0

more than 10 times 15 5.2

Total 289 100.0

4.2. Results for RQ2: Constructs Reliability and Gender Differences in Types of Goods Purchased
and in the Model Variables

In order to answer the second research question, the authors started by (1) defining
each variable, then (2) testing the reliability of the construct’s items in order to (3) control
and study the existence of any gender differences that might be noted in the frequency of
purchases or in the types of goods that might affect the types of products entrepreneurs
offer on online shopping.

The conceptual model is focused on the following variables for social aspects: social
value, social presence, and tendency to social compare online shopping products. As for
the quality variables, the model included the service quality, the information quality, and
the service quality. The constructs are listed below, and their reliability is tested and shown
in Table 2.

4.2.1. Constructs Variables

Social value:

• Using online shopping platforms would help me to feel acceptable;
• Using online shopping platforms would make a good impression on others;
• Using online shopping platforms would improve the way I am perceived;
• Using online shopping platforms would give me social approval.
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Tendency to Social comparison:

• I often like to talk with other online shoppers about mutual opinions and experiences;
• I often try to find out what other online shoppers think, namely those who face similar

problems as I face;
• I find online product reviews on platforms helpful.

Social Presence:

• There is a sense of human contact in online shopping platforms;
• There is a sense of sociability in online shopping platforms;
• There is a sense of human warmth in online shopping platforms;
• There is a sense of human sensitivity in commerce platforms;
• There are many other buyers who feel interested in using online shopping platforms;
• There are many other buyers sharing information regarding products offered on online

shopping platforms;
• There are many buyers who have bought the products offered on online shopping platform.

Table 2. The results of the reliability test (Cronbach Alpha).

Reliability Statistics

Variables Cronbach’s Alpha N of Items

Social Value 0.916 4

Quality Of Information 0.890 4

Social Presence 0.887 7

Attitude 0.823 3

Quality Of Service 0.810 4

TSCO 0.802 3

Quality Of System 0.688 4

Information Quality:

• Online shopping platforms provide sufficient information;
• Online shopping platforms provide timely and accurate information;
• Information provided by online shopping platforms meets my needs;
• Information provided by online shopping platforms is clear and reliable.

System Quality:

• Online shopping platforms are easy and simple to use;
• I find it easy to get online shopping platforms to do what I want;
• Using online shopping platforms requires a lot of effort;
• Using online shopping platforms is often frustrating.

Service Quality:

• Online shopping platforms provide dependable services;
• Online shopping platforms provide the services at the time promised;
• Online shopping platforms are responsive to buyers’ requests;
• Online shopping platforms are designed to satisfy the needs of buyers.

Online Shopping Attitude:

• Buying from online shopping platforms is a good idea;
• Buying from online shopping platforms is better than buying from a real store/shop;
• Buying from online shopping platforms is a pleasant thing to do.

4.2.2. Results of the Reliability Test

For the replies of the Lebanese participants, the authors examined the reliability of
the items in the seven variables. Table 2 shows the Cronbach alpha results, which show
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that most values are near to 0.7 or above, indicating that each of the variables analyzed has
internal consistency. These results are conformed with most of qualitative interpretation of
the significance of the values that is implied in most of the scientific writing that presents
Cronbach’s statistics. Alpha scores are sometimes classified as acceptable, sufficient, or
satisfactory, with scores below the threshold being labeled as insufficient. This threshold
is typically defined as less than 0.7 or, more broadly, as between 0.6 and 0.7 (Griethuijsen
et al. 2014). Furthermore, the constructs with the greatest alpha include the social value
connected to online shopping (α = 0.916) having the highest internal consistency.

4.2.3. Differences in the Types of Goods Purchased through Online Shopping

The question related to the types of goods purchased through online shopping was
a ranking and classification question between the following goods: clothes and shoes;
accessories; food and supplements; books; electronic devices; makeup and perfumes; and
the authors added “nothing” as an answer. The researchers were interested in learning
what kinds of goods Lebanese consumers buy online.

Table 3 lists the ranked “one” response in the respondents’ classification of their
purchases. In the sample investigated, it was discovered that 32.5% of participants prefer
to buy clothes and shoes via on-line shopping, followed by 21.5% for accessories, 13.5% for
makeup and fragrances, and 11.4% for technological equipment. Books and food do not
make up a large portion of the purchases made by Lebanese participants on their online
social commerce platforms.

Table 3. Types of goods purchased through ONLINE SHOPPING.

List of Products Purchased
through Online Shopping Frequency Percent Cumulative Percent

Nothing 41 14.2 14.2

Clothes and shoes 94 32.5 46.7

Accessories 62 21.5 68.2

Food and supplements 6 2.1 70.2

Books 14 4.8 75.1

Electronic devices 33 11.4 86.5

Makeup and perfumes 39 13.5 100.0

Total 289 100.0

In addition, to respond to the second portion of RQ2, which is about gender disparities,
the researchers conducted a comparison between the types of goods purchased by gender
categories, considering the fact that gender is a socioeconomic user attribute that has been
widely used and evaluated in the realm of IT acceptability and, as a result, of online buying
behavior (Gefen and Straub 1997; Venkatesh et al. 2003; Bigne et al. 2005). Gender is a
crucial influence in online consumer behavior, according to certain research (Lim and
Rashad 2014), and there are gender disparities in attitudes regarding online purchases
(Hasan 2016). Gender inequalities in e-commerce are explained by studies (Zhou et al.
2007). Women are more emotional than males, and the lack of face-to-face conversation in
online buying might dissuade women from making a purchase (Dittmar et al. 2004).

Major gender differences in the types of goods and products purchased through on-
line shopping have been noted, with men preferring to buy electronic devices, foods and
supplements, books, and accessories, but not makeup or perfumes, whereas women prefer
to buy shoes and clothes, as well as makeup and perfumes, but not foods and supplements.
These findings are showed in Table 4 and support those of Lim and Rashad (2014), Gefen
and Straub (1997), Venkatesh et al. (2003), and Bigne et al. (2005).
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Table 4. Types of goods purchased online by gender.

Gender
Total

Male Female

Li
st

th
e

ty
pe

of
pr

od
uc

ty
ou

pu
rc

ha
se

us
in

g
on

lin
e

sh
op

pi
ng

.

Nothing
Count 18 23 41

% within gender 15.9% 13.1% 14.2%

Clothes and shoes
Count 29 65 94

% within gender 25.7% 36.9% 32.5%

Accessories
Count 29 33 62

% within gender 25.7% 18.8% 21.5%

Food and supplements
Count 6 0 6

% within gender 5.3% 0.0% 2.1%

Books
Count 8 6 14

% within gender 7.1% 3.4% 4.8%

Electronic devices
Count 23 10 33

% within gender 20.4% 5.7% 11.4%

Makeup and perfumes
Count 0 39 39

% within gender 0.0% 22.2% 13.5%

Total
Count 113 176 289

% within gender 100.0% 100.0% 100.0%

Traditional variables, e.g., online payment for orders, a variety of delivery options,
beautifully designed websites, and store evaluations, as well as social network impacts,
are significant factors affecting women’s online purchasing habit (Stofkova et al. 2022).
Contrarily, women prefer and value tactile shopping more than men do. They want to try
and touch the products they wish to buy (Cho 2004). However, the results of the study
show that Lebanese women still buy makeup and perfumes online without doing either of
those things. Hasan (2016) claims that the e-commerce paradigm is more suited to men.
They can save time, effort, and money in the long run (Lim and Rashad 2014). Men need to
obtain helpful and comprehensive facts about items on a website in order to repurchase
from it (James 2013).

The authors found that 14.2% of the population never buys anything using on-line
shopping, with the largest number (76.1%) for purchases made 1–3 times, followed by 5.2%
for purchases made more than ten times (results showed in Table 5). There were gender
variations in the frequency of purchases made using on-line shopping, as shown in Table 6,
where all percentages showed that females had the highest purchasing frequencies with
the exception of “7 to 9 times” where males account for 66.7% of the total frequency of
purchasing goods online. These results indicate that females use less at the beginning and
don’t have the habit and loyalty towards online purchasing and that males are used to
online purchasing and purchase more than women do.

Table 5. Frequency purchase differences.

Frequency Percent Cumulative
Percent

Valid

Never 41 14.2 14.2

1 to 3 times 220 76.1 90.3

4 to 6 times 10 3.5 93.8

7 to 9 times 3 1.0 94.8

more than
10 times 15 5.2 100.0

Total 289 100.0
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Table 6. Online purchasing frequency according to gender.

Gender
Total

Male Female

purchasing
frequency

Never
Count 18 23 41

% within purchasing
frequency 43.9% 56.1% 100.0%

1 to 3 times
Count 83 137 220

% within purchas-
ing frequency 37.7% 62.3% 100.0%

4 to 6 times
Count 4 6 10

% within purchasing
frequency 40.0% 60.0% 100.0%

7 to 9 times
Count 2 1 3

% within purchasing
frequency 66.7% 33.3% 100.0%

more than 10 times
Count 6 9 15

% within purchasing
frequency 40.0% 60.0% 100.0%

Total
Count 113 176 289

% within purchasing
frequency 39.1% 60.9% 100.0%

4.3. Results of RQ3: The Relation and Impact of the Quality and the Social Factors on the
Consumer Continuous Attitude and Adoption of Online Shopping Post COVID

In order to answer research question 3, the authors investigated the possible gender
differences as to the types of variables studied, and the results are presented in Table 7. In
addition, the authors tested the level of correlation between these variables under study, as
shown in Figure 1.

Table 7. T-test results and means for model variables according to gender.

Gender Mean Std.
Deviation t p-Value

Online shopping attitude
Male 4.4513 1.10995 0.634 (3) 0.527

Female 4.3580 1.37830

Tendency to social comparison
about online shopping

Male 4.5133 1.28254 0.701 (2) 0.484

Female 4.3977 1.41857

Social presence on online shopping
Male 4.3451 1.01568 −0.44 (3) 0.66

Female 4.4034 1.21504

Social value on online shopping
Male 3.7876 1.22074 −0.361 (3) 0.718

Female 3.8466 1.53968

quality of the information provided
on online shopping platform

Male 4.7257 1.24820 −1.85 (3) 0.066

Female 4.9943 1.13388

quality of the system of the online
shopping platform

Male 5.7522 1.09814 1.526 (2) 0.128

Female 5.5455 1.14052

quality of the service of the online
shopping platform

Male 4.8584 0.93415 −1.879 (2) 0.061

Female 5.0739 0.96226
Scale for social value and social presence, loyalty and satisfaction: values from 1 to 7; values less than 4 is for “no
influence” and values exceeding 4 for “influence”. (2) Equal variances assumed according to Levene’s Test for
Equality of Variances. (3) Equal variances not assumed according to Levene’s Test for Equality of Variances.
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The t-test findings revealed that there were no gender differences since all p-values
were greater than 0.05 as shown in Table 7. For the variables of quality of service (5.0739)
and quality of information (4.9943) offered through online purchasing, women’s means are
higher than men’s means. The following factors had the greatest mean for men: quality of
online shopping system (5.7522), social comparison tendency (4.5133), and attitude toward
online purchasing (4.4513). The lowest mean for online shopping attitude was less than 4.5
for both men and women, indicating that they had a generally ordinary attitude toward
online buying. Women place a higher value on the quality of service and information when
purchasing online compared to men, and they are happier with the quality offered. These
results showed that this can be related to the sorts of things women choose to buy, which
are more closely aligned with their requirements than what males buy online.

The regression matrix with Pearson coefficients shown in Table 8 was used to examine
the robustness of the linear regressions between the sets of individual variables in the
research model shown in Figure 1. As predicted, there was a strong relationship between
the variables, particularly social presence, and attitude toward online shopping (0.664).
Except for the variable social value, which is not strongly correlated to the quality of the
system offered for online shopping, as the regression coefficients reveal in Table 8, all other
relationships were positive and higher than 0.5.

Table 8. Relationship between model’s variables (Pearson correlation results).

Social
Value

Social
Presence

Online
Shopping
Attitude

Tendency to
Social

Comparison

Quality of
the Infor-
mation

Quality of
the System

Quality of
the Service

Social value 1

Social presence 0.522 ** 1

Online shopping attitude 0.621 ** 0.664 ** 1

Tendency to social comparison 0.487 ** 0.605 ** 0.657 ** 1

quality of the information 0.240 ** 0.376 ** 0.444 ** 0.391 ** 1

quality of the system 0.011 0.165 ** 0.199 ** 0.282 ** 0.276 ** 1

quality of the service 0.257 ** 0.367 ** 0.452 ** 0.456 ** 0.526 ** 0.293 ** 1

** Correlation is significant at the 0.01 level (2-tailed).
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5. Discussion

According to the research findings, quality aspects (information, service, and system)
are positively associated to customers’ online buying attitudes during the COVID-19
pandemic. These findings are significant for three reasons. To begin with, it is uncertain
how long this situation will persist and whether more lockdowns would be necessary in
the future. As a result, businesses should adjust their business models and various online
shopping platforms to the changes in customer behavior that are occurring in the short and
medium term.

Second, recent studies suggest that, in the long run, consumer behavior may change
in response to the COVID-19 pandemic, particularly if consumers continue to purchase
on-line rather than traditional shopping, and that businesses must anticipate these trends
in order to meet customer needs in the future (Damais 2020; Moss et al. 2020).

Third, amid this crisis, many retailers have spent significant time, resources, and
technology developing and/or upgrading their e-commerce strategy (Loxton et al. 2020).
To guarantee that e-commerce maintains its popularity once the shop reopens, businesses
must have a thorough understanding of their consumers’ motives and their proclivity to
compare all of the aspects that influence their purchases across several platforms.

The research findings showed that the service quality is the least correlated to the pro-
posed model and has the least impact for the consumers continuous use of online shopping,
therefore, the authors suggest that businesses should leverage their social media presence
to deliver higher-quality material that can be shared on sites like Instagram or Facebook to
reach a broad audience. Traditional shops lacking internet storefronts prior to the sanitary
crisis must use communication channels to enable clients to continue purchasing despite
the lockdown, such as selling online vouchers that can be redeemed later or setting up
temporary but less sophisticated online stores. For instance, in order to try on clothes, and
because the findings show that this category of goods has the highest purchasing rates (69%
of female in the sample studied and 31% of male respondents), the researchers can suggest
digital changing rooms that might entice customers by entertaining them and allowing
them to virtually try on items thanks to AI advancements (Merle et al. 2012).

As shown in the study, another important aspect of consumers’ attitudes toward online
shopping is that gender is a major parameter in purchasing products online and that the
types of goods differ according to whether the customer is male or female. Therefore, during
the COVID-19 crisis, when customers seem to spend more time engaging in e-commerce
and may acquire things more consciously, online businesses may gain from this momentum
(Moss et al. 2020). In either case, these businesses should position themselves to deliver
a pleasurable experience, high-quality service, and an educational buying experience.
Companies may also appeal better to consumers by deliberately upgrading their online
quality service information and system.

Lastly, COVID-19 has improved social media utilization (Facebook, Instagram, What-
sApp, Twitter, and Zoom). They are using word-of-mouth to generate enormous amounts
of data. The present analytical techniques are less useful for video chats.

6. Conclusions

The authors of this study attempted to investigate, through a series of systematic
processes and research projects, how consumer behavior and attitudes might change as
a result of using an online shopping platform during COVID-19 confinement, with a
particular focus on determining whether any type of quality or social factors might affect
the continued use of online shopping. The researchers developed a conceptual model based
on this perception, which they tested on Lebanese people from various socioeconomic
backgrounds, allowing them to examine the presence of purchasing frequency and gender
differences, as well as the types of goods purchased online. Additionally, the authors
discovered a clear and strong correlation between their model variables.

Existing habits and structures are being called into question as a result of the COVID-
19 pandemic. Companies must understand consumer behavior at this time since crises
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can cause profound economic and cultural changes. Due to a significant development in
e-commerce, the tendencies formed during the crisis may stay stable in the future, causing
major implications for traditional retailers.

It has been deduced that customers, regardless of their gender differences, are spend-
ing more time on online platforms during the present pandemic although the types of
goods purchased varies from one gender to another. Furthermore, authors discovered
that people’s purchasing attitudes are influenced by their proclivity to compare items on
online buying sites. According to the research findings, businesses may influence purchase
behavior by enhancing the quality of their service, information, and system.

The lockdown and social segregation tactics deployed to combat the COVID-19 virus
have seriously affected consumer behavior. Time and place are the only two restrictions on
usage. Because of the flexibility of time in contrast to the rigidity of geography, consumers
have learned to adapt in new and creative ways. The distinction between work and personal
life is becoming more and more hazy as more people work, study, and relax at home. The
store must go to the customer because the customer is unable to come to the establishment.

Consumers who have been placed under lockdowns for an extended period of time
are more prone to accept modern technologies that make work, learning, and consumption
activities more convenient. Consumer attitudes are expected to change as a result of
adopting digital technologies. Due to the COVID-19 crisis, customers shopped online
more frequently after the crisis than during it. Both the frequency of online purchases
and the percentage of items bought online have increased dramatically (Svatosova 2022).
Therefore, online retailers can boost their competitiveness in e-commerce by being ready
for these changes and taking them into consideration when creating and implementing
their e-strategy.

There are certain limitations to this study worth tackling in future work. This research
focuses on three forms of quality aspects affecting online shopping platforms. Adding
to this, gender disparities in consumer attitudes and their willingness to compare items
online. These customers routinely purchase goods online. However, because the sample
under study does not fairly cover older generations, the authors may need to account for
age disparities in future studies.

Furthermore, the influence of the early limitations imposed in response to the COVID-
19 pandemic is investigated in this study. To strengthen the theoretical context of this
research, further studies should be performed to see if the global crisis has impacted the
long-term drivers of consumer behavior.

In the same way that customers have learnt to improvise, businesses must learn to in-
novate and become more resilient during a pandemic. Companies, however, are governed
by formal processes, which they are frequently unable to modify rapidly. Fortunately, as
more major businesses have moved to cloud computing, innovating has become easier. Su-
permarkets, for instance, and major businesses have been affected in this way. In summary,
businesses should learn how to make their infrastructure, systems, and procedures more
robust to tackle global crises such as COVID-19 in their different processes (managerial,
logistic, supply chain etc.).

The frequency of implementing responsible activities within the principles of the
circular economy is a novel variable in e-commerce (Musova et al. 2021). Future research
should focus on the environmentally conscious consumer behavior in relation to consumer
demographics and perspectives on environmental issues.

Finally, it is noted that customers visiting stores today are not the same as they used to
be. Consumers may revert to their old behaviors unless the technology they learnt to utilize,
such as online ordering, triggers major changes in their lives, maintaining a perpetual good
attitude towards online buying following the pandemic. This attitude tends to sustain in
the future, as shown in this study, if businesses marketing strategies enhance the quality of
the services, information, and system provided through online shopping platforms.
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