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Abstract

The COVID-19 pandemic that occurred throughout 2020 has an impact on economic
sector. Consumers tend to use online channels to reduce face-to-face contact with marketers or
other consumers. On the other hand, the consumer's need to see, touch and feel a product directly
is only available in physical stores. This study aims to analyze the impact of the COVID-19
pandemic on retail consumer behavior. This study uses quantitative methods with secondary data
sources obtained from several countries including the United States, England, Germany, France,
Canada and Latin America. The results show that the shopping trends during the COVID-19
pandemic are webrooming and pure online shopping. Retail sales data in these countries shows
that retail sales in physical stores exceed 70% of total retail sales and retail e-commerce sales
are less than 30% of total retail sales. This research is expected to be useful for marketers in
improving retail marketing strategies during the COVID-19 pandemic.
Keyword: COVID-19, Webrooming, Pure Online Shopping, Consumer Behavior

1. Introduction

Digital media is the right choice for sharing information. Digital information spreads easily,
cheaply and quickly. Digital information can reach its target without being limited by time and
place [1]. The digital media is a medium for sharing information related to products or services,
whether sourced from marketers or consumers. Marketers can offer their products quickly and
cheaply. The ease of sharing digital information makes it easy for consumers to share their
information regarding their shopping experience. Consumers also easily and cheaply get digital
information [3]. Consumers trust more in information shared by other consumers such as online
consumer reviews (OCR) [4]. Online consumer information affects nearly 50% of retail sales [2].
Online consumer reviews are another consideration for consumers in making purchasing
decisions [5]. Consumers take advantage of digital media and / or other media in the shopping
process to get benefits that are more appropriate to their needs. Various media used by
consumers in shopping, hereinafter referred to as omnichannel.

There are four consumer behaviors in the omnichannel era according to the types and
needs of consumers in shopping. The four consumer behaviors include pure offline shopping,
showrooming, webrooming, and pure online shopping [6]. Pure offline shopping is shopping
behavior that utilizes traditional media to carry out the shopping process [6]. Consumers who
carry out shopping behavior with pure online shopping are called pure online shoppers.
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Showrooming and webrooming are shopping behaviors that combine digital media with physical
stores. Showrooming is a shopping behavior that uses physical stores as a place to find
information on products or services and then make purchases at online stores [7], [8]. Consumers
who perform showrooming behavior are called Showroomers. Webrooming is shopping behavior
that uses digital channels to search for information related to products or services and then make
purchases at physical stores [7], [8]. Showrooms and webroomers are usually done to find the
cheapest prices and also ensure the condition of the goods directly [9], [10]. The last shopping
behavior is pure online shopping, namely shopping behavior that utilizes digital media in all
shopping processes [6]. Consumers who are looking for product or service information on digital
channels and also making purchases through digital channels are called pure online buyers. Itis
reported that 52% of consumers are webroomers and 30% of consumers are showroomers [10],
the rest are pure online buyers and pure offline buyers. Showroomers are the shopping behavior
that consumers are most interested in in the omnichannel era, but the Corona virus SARS-CoV-
2 outbreak has had many impacts on consumer behavior.

The Corona SARS-CoV-2 (COVID-19) has spread so fast that it has become a global
pandemic since March 2020 [12]. The COVID-19 pandemic has claimed many victims in various
countries around the world. The COVID-19 pandemic began to hit the world in the first quarter of
2020. Many countries have implemented territorial restrictions to reduce the spread of COVID-
19. Health protocols are implemented to prevent the worsening of the COVID-19 pandemic
conditions. One health protocol that all citizens must adhere to is social distancing. The COVID-
19 pandemic has an impact on various sectors including the economic sector. The pandemic that
occurred destroyed the world economy. The application of regional lockdowns and social
distancing has an impact on human behavior. People spend more time at home, work from home,
study from home, and have less contact with other people.

The COVID-19 pandemic that occurred throughout 2020 has become a new history for
human civilization. This also happens to consumer behavior. Consumers tend to take advantage
of online media to carry out various processes in shopping. The amount of time at home provides
an opportunity for consumers to find product information digitally. Some consumers will still make
purchases digitally after receiving information from digital media (pure online shopping), but
others will make purchases at physical stores after receiving digital information (webrooming) for
direct product confirmation. As stated in previous studies, online stores are not able to provide all
the needs of consumers like those in traditional / physical stores. Consumer needs that are not
found in online stores include the need to see, touch, and feel the quality of the product directly
[13].

Many sources say that online retail is increasing during the Covid-19 pandemic [14]-[20],
however, the consumer's need to touch exists only in traditional retail [13]. This makes the authors
interested in conducting research related to consumer behavior in the era of the COVID-19
pandemic. This study aims to analyze the impact of the Covid-19 pandemic on retail consumer
behavior. The results of this study are expected to be useful for marketers in improving marketing
strategies according to consumer needs during the COVID-19 pandemic, which is still unclear
when it will end.

2. Research Method

Literature review
Virus SARS-CoV-2 (COVID-19)

The city of Wuhan - China became the first place for the discovery of the SARS-CoV-2
corona virus (COVID-19) which quickly spread to various countries in the world [11], [21]. A tense
atmosphere occurred in the city of Wuhan in December 2019 because of the large number of
fatalities due to the virus. In early 2020, the virus spread rapidly to various countries in the world
and became a global pandemic. The large number of victims who have died due to the global
COVID-19 pandemic has forced many countries to carry out regional lockdowns, social
distancing, closure of workplaces, and also educational institutions [22]. This global pandemic
has an impact on various sectors, including the economic sector. Ecommerce has gotten stronger
with increased sales during the lockdown period. E-commerce stores such as Happy Fresh and
Lazada reported that their sales increased by 10% to 15% during the Movement Control Order
period [14]. People around the world are forced to carry out social distancing to reduce the spread
of the virus so that their condition does not get worse. This COVID-19 pandemic occurs
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throughout 2020 without anyone knowing when it will end. 2020 is the year of a new civilization
for humans, because the COVID-19 pandemic that is sweeping the world forces humans to adopt
new behaviors to suppress the spread of the virus. This behavior change also occurs in consumer
behavior in retail trade.

Consumer Behavior

Consumer behavior in the digital era is divided into four groups, namely pure offline
shopping, pure online shopping, showrooming and webrooming [6]. Pure offline shopping and
pure online shopping are shopping behaviors that use only one channel in carrying out the entire
shopping process. Pure offline shopping is shopping behavior that looks for information in
physical stores and also makes purchases at physical stores [6]. Pure offline shopping only uses
offline channels in carrying out a series of shopping processes. Pure offline shopping is a
traditional shopping behavior. In contrast, pure online shopping is a shopping behavior that uses
digital media in the entire shopping process. Pure online shopping is a shopping behavior that
uses digital media to find product information to be purchased then make purchases also in digital
media [6]. Consumers who shop with pure online shopping are called pure online shoppers, while
consumers who shop with pure offline shopping are called pure offline shoppers.

Webrooming and showrooming are shopping behaviors that are trending in the
omnichannel era [23], [24]. Showrooming and webrooming are shopping behaviors that combine
online and offline channels in the shopping process [25]. Showrooming is a shopping behavior
that uses physical stores to find product information and then make purchases at online stores
[7], [8]. Consumers who shop through showrooming are called showroomers. Webrooming is a
shopping behavior that uses digital media to find product information and then make purchases
at physical stores [7], [8]. Consumers who perform webrooming behavior are called webroomers.
Showroomers and webroomers usually aim to save money and / or ensure the actual condition
of the item [9], [10]. In 2018, it was reported that 52% of consumers were webroomers and 30%
of consumers were showroomers [10].

Methods

This research uses quantitative research with secondary data sources. This data comes
from e-commerce data before and during the global COVID-19 pandemic. Retail sales data from
various countries, including the United States, United Kingdom, Germany, France, Canada and
Latin America. Descriptive analysis was conducted to describe the impact of the COVID-19
pandemic on retail consumer behavior. The proportion of online versus offline retail sales of total
retail sales is presented to describe consumer behavior in making purchases both online and
offline. Furthermore, an analysis of consumer behavior trends during the COVID-19 pandemic is
carried out.

3. Result and discussion

Based on secondary data from several countries, it appears that online retail sales will
experience an increase in 2020. One of the factors that are considered to be influencing the
increase in retail e-commerce sales is the COVID-19 pandemic, which is a worldwide problem.
The COVID-19 pandemic has impacted various sectors including the retail trade sector. Social
distancing and regional lockdowns are factors that trigger an increase in retail e-commerce sales.
Consumers avoid face-to-face contact and tend to turn to digital media or online media to
suppress the spread of the virus. This increase in online retail sales occurred globally as seen in
e-commerce data in the following countries.

Consumer Behavior in the United States

The United States is the largest e-commerce country in the world based on several key
categories in 2019 [26]. The number of online shoppers in the country in 2019 amounted to 258.5
million or 78.9% of the total population [26]. On the other hand, online retail sales in the United
States in 2018 reached 9.9% of total retail sales in the country [17]. Online retail sales increased
0.2% in 2019 to 11% of total retail sales [17]. This shows that even though nearly 80% of
Americans have shopped online, they have not abandoned shopping in physical stores. Nearly
90% of retail spending in the country is shopping at physical / offline stores. It could be that almost
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all consumers who are registered as online buyers also make traditional purchases more often.
This is the reason offline sales are still quite large.

The COVID-19 pandemic that is sweeping the world is contributing to an increase in
online retail sales in the United States. The rapid spread of the virus forces people to exercise
social distancing [12], [22]. Many consumers are starting to turn to digital media to replace face-
to-face activities. This also happens in retail trade. Consumers tend to use digital media in the
shopping process, such as in finding product information and / or making purchases. Online retail
sales in the United States increased significantly compared to the previous year. The proportion
of online retail sales from total retail sales in 2020 was 14.5%, an increase of 3.5% from 2019
[17]. The highest proportion of online retail sales to total retail sales occurred in the second quarter
of 2020 which reached 16.2% [27]. This happens because of unusual consumer behavior.
Consumers make large purchases online because of excessive concern due to the circulation of
information about market disruptions during the COVID-19 pandemic [12]. The proportion of
online retail sales in the United States declined again in the third quarter of 2020 to 14.3% [27].

90,1% 89,0% 85,5%

. 99% 10%  145%
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Figure 1. Percentage of Online versus Offline Retail Sales in the United States

Figure 1 shows the proportion of online versus offline retail sales of total retail sales in
the United States. Figure 1 shows offline retail sales in the United States in 2018, 2019, and 2020
amounting to 90.1%, 89.0% and 85.5% of total retail sales in the country, respectively. This
proportion of offline retail sales is very large when compared to online retail sales. This shows
that social restrictions due to the COVID-19 pandemic have had little effect on purchasing
behavior. Only a 3.5% decrease in offline purchases. Consumers still tend to choose purchases
traditionally or in physical stores. The shift in consumer behavior to digital media can occur in the
pre-purchase process, which is the process of searching for information. During social distancing,
consumers tend to look for information digitally, either product information from marketers or other
consumers. Advances in technology have made it easier for consumers to share their shopping
experiences with the aim of helping other consumers [28]. Information from other consumers
becomes a consideration in making purchase decisions [5], [29]. Pandemic conditions that are
troubling the world force consumers to engage in social distancing by increasing their stay at
home. Various activities are carried out from home such as working, studying, and even shopping
from home. Consumers who live at home can easily, cheaply, and quickly find out about the
shopping experiences of other consumers. Some consumers will make purchases online after
receiving information online (pure online shopping) and some other consumers will make
purchases at physical stores (webrooming). Referring to the existing data, the high retail sales in
physical stores shows that consumer-preferred webrooming behavior. Given the COVID-19
pandemic, it is very difficult to carry out the whole shopping process traditionally (pure offline
shopping). This increase in online purchases was made possible due to an increase in pure online
shopping behavior because during the COVID-19 pandemic it was very difficult to find product
information in traditional stores. This fact shows that the behavior of pure offline shopping and
showrooming shopping is starting to be avoided by consumers in order to reduce face-to-face
activities for activities that are not important and / or activities that can be diverted to digital media.
Searching for information is an activity that is very possible in digital media because information
in digital media can reach targets cheaply, easily and quickly. Furthermore, some consumers
make direct purchases at physical stores to confirm products directly or want to bring products
immediately (without waiting for the delivery process). The description above shows that the
shopping trend during the COVID-19 pandemic is webrooming and pure online shopping.
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Consumer Behavior in the United Kingdom

United Kingdom (UK) is the third largest e-commerce market after the United States and
China. It is reported that the number of online shoppers in the UK in 2019 reached 79.8% of the
total population. The number of online shoppers in the UK is the third largest in the world after
Sweden and Korea [26]. UK online retail sales data in 2020 amounted to 27.5% of total retalil
sales [15]. The proportion of online retail sales from total retail sales has increased by 5.7% from
the previous year. The same data source shows that in 2019 online retail sales reached 21.8%
of total retail sales. Another data source states that online retail sales in 2018 reached 18% of
total retail sales in the UK [30]. This data shows that the proportion of online retail sales of total
retail sales in 2019 has increased by 3.8% compared to 2018.

The COVID-19 pandemic that occurred globally in early 2020 is one of the triggers for the
increasing proportion of online retail sales from total retail sales. This online retail sales peaked
in the second quadrant of 2020 at 31.4% and decreased again in the third quadrant in 2020 to
27.0%. The increase in the second quadrant is the impact of unusual consumer behavior because
consumers are worried that there will be market disruptions during a pandemic. On the other
hand, retail sales in traditional stores have decreased. In 2018, offline retail sales reached 82%.
Furthermore, offline retail sales in 2019 and 2020 were 78.2% and 72.5%, respectively.

82,0% 78,2% 72,5%
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Figure 2. Percentage of Online versus Offline Retail Sales in the United Kingdom

Figure 2 shows that the COVID-19 pandemic that occurred during 2020 did have an
impact on consumer spending behavior in the UK. UK consumers shopping online saw a bigger
increase than the previous year. The increase in online retail sales due to the COVID-19
pandemic is very small when compared to offline retail sales. Although online retail has increased,
offline retail sales are still quite large. Online retail sales are above 70% of total retail sales. In
line with previous research [13], the data in Figure 2 shows that consumers have a need to ensure
products directly so that in social distancing conditions consumers continue to shop at
physical/offline stores. Consumers tend to look for complete product information on digital media
to reduce the duration of face to face with marketers and other consumers when making
purchases. Consumers evaluate products and rely on digital information from other consumers
for consideration [5] before making a purchase at a physical store. Based on descriptions of online
and offline retail sales during the COVID-19 pandemic, it can be seen that consumer trends during
the COVID-19 pandemic in the UK are looking for information online to then make offline
purchases or webrooming. The increase in online sales during the COVID-19 pandemic shows
that the tendency of consumers to engage in pure online shopping behavior is also increasing.
This is due to the obligation of consumers to carry out social distancing in order to reduce the
spread of the virus. During this pandemic, it is increasingly possible for consumers to get
information online easily, cheaply and quickly [1] from home without having to do face to face.

Consumer Behavior in Germany
Germany is the fifth largest e-commerce country in the world [26]. The proportion of online
retail sales of total retail sales in 2019 is 8.9% [19]. The global COVID-19 pandemic in 2020 is
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one of the factors driving the increase in online retail sales in Germany. The proportion of online
retail sales in 2020 increased by 2.3% to 11.2% compared to 2019 [19].

91,1% 88,8%
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Figure 3. Percentage of Online versus Offline Retail Sales in Germany

Figure 3 shows offline retail sales in 2019 which reached 91.1% of total retail sales. This
shows that even though Germany is a fairly large e-commerce country, traditional retail / physical
stores are still very strong so that they are able to sell their retail products exceeding 90% of the
needs of the people in that country. The COVID-19 pandemic in 2020 has shifted people's
behavior to the digital world, but buying behavior still tends to be in physical stores. This shows
that the COVID-19 pandemic has not had a major impact on consumer behavior in making
purchases but has an impact on consumer behavior in seeking product information. Refers to four
consumer behaviors in the omnichannel era, that are pure online shopping, showrooming,
webrooming, and pure offline shopping [6] as well as the obligation of the community to carry out
social distancing during a pandemic, the consumer behavior that has begun to be abandoned is
pure offline shopping and showrooming. Pure online shopping is extremely difficult during the
global COVID-19 pandemic as everyone is forced to reduce face-to-face meetings. Showrooming
has also begun to be avoided because information searches are easier to find in digital media
without having to come face to face with marketers and / or other consumers. The description
above shows that the shopping trend during the COVID-19 pandemic is webrooming and pure
online shopping.

Consumer Behavior in France

France is the sixth largest e-commerce country in the world [26]. In 2019, online retail
sales in France were 9.2% of total retail sales [18]. The COVID-19 pandemic throughout 2020
was able to increase the proportion of online retail sales by 3% to 12.2% of total retail sales. This
online retail sale is relatively small when compared to the proportion of offline retail sales which
almost reaches 90% of total retail sales. This provides evidence that changing consumer behavior
during the COVID-19 pandemic, which tends to use digital media to replace face-to-face, only
adds to 3% of retail sales. Changes in consumer behavior in France that tend to shift to digital
media are a process of searching for information on products / services. This is possible because
of the ease of digital information facilities at this time as well as the many consumer reviews about
their shopping experience that are shared online. Consumers trust more in online consumer
review information because it comes from the shopping experiences of other consumers [2].

The COVID-19 pandemic has an impact on consumer shopping behavior. Consumers in
this country tend to use digital media to find information related to products before making a
purchase. The search for digital information is carried out to reduce direct contact with marketers.
Only a small proportion of consumers continue to buy online and some continue to buy at physical
stores after receiving digital information. Consumers choose to make purchases at physical stores
with the aim of increasing satisfaction in shopping [31]. Shopping satisfaction can be obtained by
seeing, feeling, and even trying the product directly. The data presented in Figure 4 provides
evidence that consumers tend to make purchases offline. The existence of social distancing
during the pandemic which requires consumers to reduce direct contact with marketers or other
consumers as described above shows that the shopping trend in France is webrooming and pure
online shopping. Consumers look for product information online from home during social
distancing, but still make offline purchases to get shopping satisfaction (webrooming). Several
other consumers make online purchases from home after receiving information online (pure
online shopping).
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Figure 4. Percentage of Online versus Offline Retail Sales in France

Consumer Behavior in Canada

The 2019 Global E-commerce Market Ranking listed Canada as the seventh top e-
commerce country in the world [26]. Online retail sales in the country are quite small compared
to retail sales in physical stores. Figure 5 shows the proportion of online versus offline retail sales
of total retail sales in Canada. In 2019, the proportion of online retail sales reached 6.8% of total
retail sales [16], in contrast, retail sales in physical stores accounted for 93.2% of total retail sales.
The COVID-19 pandemic has not had a major impact on online retail sales.

93,2% 91,3%

- 68% 8%
2019 2020
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Figure 5. Percentage of Online versus Offline Retail Sales in Canada

The data in Figure 5 shows the proportion of online retail sales of 8.7% [16] an increase of 1.9%
from 2019. In line with the previous description, the global COVID-19 pandemic has greatly
affected consumer behavior, especially in seeking product information before making a purchase.
Social distancing that must be done by the community to reduce the spread of the virus, as well
as technological advances today allow consumers to evaluate products using digital information
before making a purchase. In fact, consumers tend to make purchases at physical stores. More
than 90% of retail sales are made in physical stores. This retail sales data in Canada confirms
the results of previous studies [13] that online stores are not able to provide all the needs of
consumers like those in physical stores. The description shows that consumer shopping trends
in Canada are still using physical stores for shopping after receiving digital information
(webrooming), although there has been an increase in online purchases originating from pure
online shoppers.

Consumer Behavior in Latin America

Latin America is a country with very little online retail sales. In 2018, online retail sales in
this country were recorded at only 3.5% of total retail sales and 4,4% in 2019 [20]. During the
COVID-19 pandemic in 2020, the proportion of online retail sales increased by 1.2% from 2019
to 5.6% of total retail sales [20].
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Figure 6. Percentage of Online versus Offline Retail Sales in Latin America

Figure 6 shows that the proportion of offline retail sales is very large. The proportion of
retail sales in physical stores in 2018, 2019 and 2020 was 96.5%, 95.6% and 94.4% of total retalil
sales in Latin America, respectively. This proves that the social distancing that must be carried
out by the community during the COVID-19 pandemic is unable to prevent consumers from
making purchases at physical stores. Consumers tend to make purchases at offline stores to get
satisfaction with consumer’s Need for Touch [32]. Referring to Figure 6 and the condition of the
COVID-19 pandemic which requires consumers to reduce direct contact with retailers, it can be
concluded that changes in consumer behavior occur at the information seeking stage. Consumers
tend to search for information digitally and then make purchases at physical stores (webrooming).
The slight increase in online sales shows that there is an increase in the behavior of consumers
who shop online after receiving digital information (pure online shopping) during the COVID-19
pandemic. This description shows that the trend of consumer behavior in Latin American
countries is webrooming and pure online shopping.

4. Conclusion

The global COVID-19 pandemic throughout 2020 has an impact on consumer behavior.
Social distancing during the COVID-19 pandemic forced many people to turn to digital media.
Consumers tend to use digital information to find product information before buying. Referring to
online retail sales data in several countries in the world, including the United States, United
Kingdom, Germany, France, Canada and Latin America, shows that online retail sales are very
small when compared to offline retail sales. Global online retail sales are less than 30% of total
retail sales. In other words, retail sales in physical stores are very large, which is more than 70%
of total retail sales.

The COVID-19 pandemic is impacting online retail sales, but it is quite small. The
increase in global online retail sales was less than 10% of total retail sales or 10% to 15% of
online retail sales prior to the COVID-19 pandemic. The highest increase in online retail sales
during the pandemic occurred in the second quarter of 2020 and decreased again in the third
quarter of 2020. The peak of online retail sales during the pandemic is no more than 35% of total
retail sales. The increase in online retail sales in the second quadrant of 2020 was caused by
unusual purchasing behavior as consumers feared market disruptions due to the global COVID-
19 pandemic. The data analysis above shows a change in consumer behavior during the COVID-
19 pandemic, which tends to use digital information before making a purchase. Ease of accessing
information online and also the pandemic conditions that force consumers to reduce direct contact
with marketers make consumers choose to search for information online before making a
purchase. The data also shows that consumers tend to make purchases at physical stores. The
consumer's need to touch goods directly before they are purchased is only in physical stores.
The consumer's need to touch is a consumer's need to ensure the goods directly in order to
increase satisfaction in shopping. This is the reason consumers continue to shop at physical
stores even during social distancing. From the description above, it can be concluded that the
trend of consumer shopping behavior during the COVID-19 pandemic is webrooming and pure
online shopping.
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