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Abstract:  
More and more people decide to use e-shops to buy every-day products. Some people 
do it once a week, others a few times a year. Different customers buy different products. 
What's more, it can be noticed that the popularity of e-shops is growing every year. It is 
influenced by many factors, including lack of time, rush, high competition, convenience 
of shopping. Due to the appearance of the COVID-19 pandemic, which paralyzed 
practically the whole world, locked families in homes, customers started buying selected 
food, cosmetics and chemical products in stationery shops. Many restrictions have 
been introduced, including shopping restrictions. Many people chose e-shops instead 
of stationery shops. The purpose of the paper was to check whether the appearance of 
the COVID-19 pandemic had somehow changed the shopping habits of e-shops' 
customers. The survey created for of this article was used during the research. 
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1. INTROODUCTION  
COVID-19, which appeared in December 2019, has spread rapidly and new cases have 
been confirmed in many countries around the world (Ait Addi et al., 2020). On 11th 
March 2020, the World Health Organization (WHO) recognized COVID-19 as a 
pandemic (WHO Director-General's opening remarks at the media briefing on COVID-
19—11 March 2020). COVID-19 caused fear among populations around the world and 
frightened the global medical community (Kim, 2020). Until 22th June 2020 in Poland, 
there were 32 227 recorded cases of COVID-19 infection, 1 359 people died and 17 
076 managed to recover (https://www.gov.pl/web/zdrowie). At the same time, the world 
reported 8 860 331 infections, 465 740 deaths (https://www.who.int/ 
emergencies/diseases/novel-coronavirus-2019). 

The appearance of the disease forced the introduction of specific solutions that 
would limit its spread. Individual countries introduced various restrictions at 
different times. At the beginning travel restrictions and quarantine for people returning 
from regions threatened by the virus were introduced. Some countries closed their 
borders or introduced restrictions on border traffic (A List of What’s Been Canceled 
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Because of the Coronavirus, 2020; Nikel, 2020). A number of sport, cultural and 
religious events have been cancelled. Kindergartens, schools, universities and offices 
were closed. Where possible, remote work was introduced. National governments have 
introduced a ban on leaving home, except in really serious situations (shopping, doctor, 
work etc.), travel and meeting bans. In many countries, the use of masks or gloves has 
been introduced when leaving the house, staying in public places (Coronavirus disease 
(COVID-19) advice for the public: When and how to use masks, 2020). 
The emergence of the Covid-19 pandemic has led to massive socio-economic 
disruptions around the world (https://www.nytimes.com/2020/02/29/opinion/sunday/ 
corona-virus-usa.html) and widespread concerns about shortages of food supply and 
basic resources, consequently causing panic in buying goods (Weston, 2020). 
Conspiracy theories and disinformation about the virus, its place of origin, behavior, 
methods of treatment, complication, false experts etc. began to spread on the Internet 
and in the media (https://www.yahoo.com/news/coronavirus-spreads-one-study-
predicts-101552222.html; https://www.lowyinstitute.org/the-interpreter/disinformation-
and-coronavirus), which adversely affected the overall atmosphere. With the 
appearance of the first cases, especially in China, many racist and xenophobic 
behaviors have been reported, involving people from China and Asia, but also attacks 
on families in which Covid-19 has been reported (Burton, 2020; China, desperate to 
stop coronavirus spread, turns neighbor against neighbor, 2020). 
Due to the global pandemic of the contagious COVID-19 disease, the hitherto service 
market has virtually ceased to exist. Many service companies had to withdraw their 
offers from the market, and some of them changed their offer completely. For example, 
many restaurants, not wanting to lose customers completely and to avoid bankruptcy, 
decided to develop a short menu and offer take-away only (home delivery, self-pickup). 
Shops, in order to continue earning, decided to work in the virtual form. In most 
countries in the world, after introducing various restrictions, including those regarding 
leaving home, e-commerce has become a window to the world, the opportunity to shop, 
including every-day shopping. 
In May and June 2020, many countries are slowly reducing the restrictions, including 
those related to trade bans and shopping restrictions. In a next few months we will see 
whether this decision was right. The unwanted return of numerous new infections can 
make online shopping a necessity for most of us. 
It can be said that shops, which have developed their website properly, organized an 
e-shop platform and an appropriate shipping system, belong to those enterprises that 
have the opportunity to develop and generate appropriate income. This does not apply 
to the exclusion of typical e-shops that have been operating in the Internet world for a 
long time, but above all shops that until now have functioned mainly as stationery shops 
(Lemon and Verhoef, 2016; Kowalik, 2020). That is why the issues of e-commerce and 
its development are so important. There is one more element related to the 
phenomenon of the e-commerce. An e-shop must do everything to maintain the quality 
of its services and thus affect customer satisfaction (Knop, 2019; Nowakowska-Grunt, 
J., Mazur, 2016; Krynke, M., Mielczarek, 2016). Only in this way shops, businesses and 
industry can survive such a difficult time for everyone. 
The purpose of the paper was to check whether the appearance of the COVID-19 
pandemic had somehow changed the shopping habits of e-shops' customers. A simple 
survey was used to check whether it could be stated that this phenomenon increased 
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online shopping, changed the structure of the purchased products and reasons why 
people buy online. 

 
2. LITERATURE REVIEW 
More and more people decide to use e-shops to buy every-day products (Ingaldi and 
Brozova, 2020). E-shops are not only convenient, but currently also a necessity. Their 
development allows people, despite the pandemic, to buy a variety of products without 
leaving home. 
Electronic commerce (e-commerce) is developing along with constantly developing 
computer and connectivity mechanisms that have a dramatic impact on everyday life 
(Jayaraman et al., 2013). E-commerce has transformed the market and reduced trade 
barriers for companies of all sizes, enabling sales over long distances and at various 
scales (Gard and Keoleian, 2002; Kinney, S. 2000). Competition on the e-commerce 
services market is growing, and the battle between e-shops is getting bigger and bigger. 
This is possible due to the faster development of available information technologies, 
ubiquitous globalization and the digital revolution (Kraemer et al., 2005). 
Currently, most stationery shops also offer their services online, which allows them to 
increase their competitiveness on the market and increase their sales revenue. E-shops 
adapt very quickly to the changing market situation, offering their customers products 
that they can currently look for. In addition, various types of marketing services and 
advertisements displayed on various websites are able to track the user's interest in 
specific products and display advertisements for precisely these products (Ingaldi and 
Ulewicz, 2019; Ingaldi and Ulewicz 2018). 
Online shopping have many benefits. First of all, the customer can shop at any time of 
the day or night, from any place they want. That is why e-shops are a solution for the 
most busy people who do not have time for normal shopping. Due to the large selection 
of e-shops, customers have a wider range of products and services. This choice is not 
limited by the place where e-shops are located, but only by the language used on their 
platform. Well organized shopping websites help customers to find what they are 
looking for. They can compare the offers of individual e-shops, read the opinions of 
other customers, find a supplier who will not charge for the shipment, will offer a better 
return policy, etc. (Rigby, 2011; Abbad et al., 2011). 
An important element of e-shops operations is a different policy than in the case of 
stationery stores. First of all, the customer can return the product purchased in this way, 
because there is no chance to touch it or try on. The customer can easily withdraw from 
the purchase contract and may use various types of payments. The convenience of 
shopping online and paying for services electronically is very valuable to all customers 
in all parts of the world (Gereffi, 2014; Fedorko et al., 2018). Customers are looking for 
optimization options for everyday shopping (Kardas and Prusak, 2018; Klimecka-Tatar 
and Ingaldi, 2020), which is why e-commerce is a good solution for them. Customers 
are becoming very demanding, while choosing a shop, they are guided by many 
features of such places. It can be assumed that both e-shops and the customer 
approach will undergo further changes, as it can be seen during the COVID-19 
pandemic. 
 
3. METHODOLOGY 
Due to the prevailing COVID-19 pandemic and restrictions on the movement of 
residents in individual countries, the authors decided to analyze online purchases made 
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by residents of southern Poland. The purpose of the research was to check whether, 
due to the COVID-19 pandemic, e-shops' customers changed the frequency of 
shopping and whether their preferences regarding the products they purchased and 
reasons why people buy online changed. 
The survey was conducted in the form of an online survey, which was shared by various 
types of social media. The survey was created to meet the needs and purpose of this 
paper. Authors asked about previous habits regarding online shopping: shopping itself, 
its frequency and bought assortment. In the further part of the survey authors asked 
whether these habits had changed, in connection with the pandemic and introduced 
restrictions, i.e. whether shopping frequency increased, the bought assortment 
changed, and whether there was a personal reason for shopping in this way. All 
questions were closed, with the possibility of single or multiple choice, except for the 
last open-ended question about other reason of change in online shopping habits. At 
the end of the survey a characteristic of respondents was placed to analyze the 
structure of respondents taking part in the survey. 
The survey was conducted in April 2020, i.e. after some weeks of reconstruction in force 
in Poland. 294 people from southern Poland took part in it. Due to the use of online 
software to create the question form and its useful functions (the respondent could not 
send the survey if he did not select all the required answers), all the surveys could be 
used for the analysis. Due to the fact that this was the research that arose under the 
influence of the general situation around the world and was only intended to outline the 
general behavior of customers on the market when shopping, no analysis of the 
reliability of the survey was carried out. 
At the beginning, the structure of respondents was analyzed. Then the percentages for 
individual responses were calculated and these results were presented in graphical 
form. 

 
4. RESULTS AND DISCUSSION 
The structure of respondents participating in the research (Table 1) was quite diverse, 
but one can describe a statistical respondent as follows: a woman, 21-50 years old, 
working, with medium (high school) or higher (university) education, living in a city of 
over 201,000 residents. 

 
Table 1 
Characteristics of respondents, [%] 

Feature Selection option Percentage fraction 
Sex female 62.8 

male 37.2 
Age up to 20 years 11.3 

21-30 years 22.5 

31-40 years 29.3 

41-50 years 22.8 

51-60 years 11.3 

61-70 years 2.8 

Over 70 years old 0.0 
Social status I study 17.0 

I work 54.2 
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I do not work 10.3 

I run my own business 14.3 

I am retired 4.2 
Education primary school 0.0 

junior high school 0.0 

professional school 17.3 

high school  38.4 

university 44.3 
Place of living village 6.7 

city up to 50,000 residents 11.2 

city from 51 to 100,000 residents 19.3 

city from 101 to 200,000 residents 16.4 

city from 201 to 300,000 residents 22.3 

city over 300,000 residents 24.1 
Source: own study 

 
The respondents were first asked about the fact of shopping online: before and during 
a pandemic. The first question was: "have you even shopped online?". Over 80% of 
respondents have made an online purchase at least once (Fig. 1a). Over 18% of them 
all the time declare that they did not make such purchases. This can also be observed 
in the case of the question about shopping during the pandemic (Fig. 1b), these 
respondents still declare that they do not participate in this type of shopping. The trend 
is also visible in the next question (Fig. 2). Perhaps it would be better to ask the question 
"did you shop online before the COVID-19 pandemic?" so it would let see if people who 
haven't used online shopping so far have decided to take this step. 
Over 66% of respondents declared that due to the COVID-19 pandemic they make such 
purchases more often (Fig. 1b). This is probably caused by trade restrictions during a 
pandemic and the fact that many shops have adapted to the new conditions after their 
introduction. In order not to lose revenue completely, they offer their products in e-
shops. 

 

  
a) b) 
Fig. 1. Declaration of making purchases: a) making online purchases before COVID-19; b) 

increasing the frequency of shopping during a pandemic [%] (own study) 

 
Next, the frequency of online purchases made by respondents before and during the 
pandemic was analyzed (Fig. 2). It can be seen that the frequency structure has 
changed significantly. Before the pandemic, over 3% of respondents declared online 

yes; 81.6

no; 18.4

yes; 66.4
no; 12.3

I don't 
know; 2.9

I don't shop 
online; 18.4
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shopping several times a week, currently such a declaration applies to over 17% of 
respondents. A similar situation can be observed in the frequency of shopping done 
once a week, respectively over 5% and over 24% of respondents. The share of 
respondents making such purchases once every two weeks also increased slightly. 
Nobody has chosen the option once a year for a pandemic, because it is too short time 
to speak about such habit now. Perhaps during autumn, when experts are afraid that 
the disease will attack again with great force, and thus strict restrictions will be 
introduced again, more people will be forced to shop this way for long time, at least for 
some products so the structure of frequency can change even more. 

 

  
a) b) 

Fig. 2. Online shopping frequency: a) before COVID-19; b) during a pandemic, [%] (own 
study) 

 
Before the pandemic (Fig. 3), respondents most often bought online clothes and shoes 
(over 61%), cosmetics (over 51%), books/e-books (over 47%), sport equipment (almost 
50%), home decoration (over 51%), travel tickets (over 48%), cinema, concert tickets 
(over 42%). Currently, this structure has changed partially, some products are still 
popular, i.e. cosmetics (almost 60%), clothes and shoes (almost 42%), books/e-books 
(over 41%), home decoration (almost 50%). The popularity of travel tickets has dropped 
significantly (to almost 4%). Nobody declared buying cinema or concerts tickets, which 
is associated with canceling all mass events, closing cinemas, theaters. Respondents 
declared that they were currently buying more often food products (increase from over 
9% to almost 35%) and pharmaceutical products (increase from over 24% to over 42%).  
The structure of reasons of shopping online before and during the pandemic (Fig. 4) 
has changed. Before COVID-19, the reasons most often indicated were following: 
customers opinion (almost 60%), possibility to shop at any time of the day (almost 58%), 
possibility to shop from any place (over 52%) and easier access to products (almost 
52%). Thanks to customers' feedback, respondents can learn a lot about the products 
offered by different stationery shop and e-shops. Possibility to shop at any time of the 
day and from any place are typical features of e-commerce. 
During the pandemic, the most important reasons were: home delivery (over 67%), 
easier access to products (over 62%), easier returns (almost 57%), shopping 
convenience (over 56%) and customers opinion (almost 52%). The most important 
thing for the respondents was that they could go shopping with home delivery and find 
the products they were looking for. 
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Fig. 3. Products bought online, [%] (own study) 

 

 
Fig. 4. Reasons for online shopping, [%] (own study) 

 
It is possible to notice a large increase in reasons indications during a pandemic in 
terms of easier returns, home delivery, shopping convenience, easier access to 
products, mostly items related to home shopping. However, a large decrease compared 
to the situation before the pandemic was recorded in the case of possibility to shop at 
any time of the day, possibility to shop from any place, no crowd, saving time. These 
reasons are no longer so important for respondents nowadays, because many people 
are locked up at home, where they work remotely. 
In the case of reasons for online purchases regarding the pandemic period, "other" 
reasons for such action were indicated, among which respondents most often indicated 
the safety of themselves and their families. 
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At the end of the survey there was an open question: "Is there an additional reason to 
buy online now during the COVID-19 pandemic?". Some respondents did not answer 
this question at all. It should be remembered that a small percentage of respondents 
(over 18%) do not buy anything online. Most people in their answers included 
information about fear of infection, which is a very rational reason from the point of view 
of the current problem. Many respondents indicated restrictions related to the closing 
of many types of stationery shops and the restriction of trade in selected types of shops. 
Others pointed to the need to buy products that are not available in open shops and 
which they need for normal functioning. 
The inability to make normal purchases meant that partly trade moved to where it can 
take place, i.e. to the Internet. Despite the pandemic and restrictions, the population 
needs not only food or cosmetics. They lead almost normal life, for which different 
products are needed, which are not provided, in the restrictions, as basic necessities. 
What's more, customers currently have additional products on the shopping list that 
they did not buy too much or did not buy at all, i.e. disinfectants, antibacterial gels, 
masks, rubber gloves, etc. Not only that, at the beginning of the pandemic these 
products were difficult to buy and their price was very high. Now, after reduction of the 
restrictions, the situation has calmed down and prices have fallen, but not to pre-
pandemic levels. 

 
5. CONCLUSION 
In the paper it was analyzed whether the appearance of the COVID-19 pandemic has 
somehow changed the shopping habits of e-shop customers. The survey showed that 
over 80% of respondents shop online and over 66% declare that they do it more often 
due to the pandemic. The structure of purchases made in online as well as the main 
reasons for this form of shopping have changed.  
The COVID-19 pandemic situation is difficult for most people and enterprises. People 
are afraid of infection, although after some time of closing in the house they would like 
the restrictions associated with it to end so that they can go out anywhere they want 
and spend their time normally. Many people are afraid of losing their jobs, which is 
associated with closing not only shops, schools, service or manufacturing companies. 
In Poland there has already been a great collective redundancy of employees, and 
more are announced. For many enterprises, this period is very difficult for economic 
reasons, many of them have been liquidated, others may go bankrupt. 
However, there are enterprise, especially e-shops, which have gained during this 
difficult time. The increased demand for products bought via the Internet means that 
these shops do not make orders on time, but at the same time it affects the increased 
income of cheap shops. Courier enterprises hire new employees to deliver the ordered 
goods. The demand for specific types of products (self-protection) has resulted that 
many enterprises rearranged their assortment of product. 
No one knows when the COVID-19 disease situation will calm down, and thus it is not 
known if and when stationary trade will return to its pre-pandemic state. 
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