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Online shopping is a rapidly evolving industry, as Internet technologies and applications provide customers with more

accessible, convenient, and cost-effective ways to find a wider range of products than traditional shopping. A crisis such

as COVID-19 also causes consumers to learn or adapt to new shopping habits. Understanding consumer purchasing

patterns during crises is critical to any business’s success.
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1. Introduction

COVID-19 is an ongoing worldwide pandemic that has affected human life and behavior all around the world. Based on

this situation, the government extended its restrictions on community activities (PPKM darurat) to prevent the spread of

the virus . There are many activities affected by this pandemic and one of them is online businesses. It was found that,

by using e-commerce to satisfy the needs of the people, the government can achieve its goal of reducing the mobility of

residents .

Due to the government’s social distancing regulations, which have resulted in changes in consumer behavior, there are

limitations on movement and activities. Based on these regulations, many activities such as selling or purchasing products

have moved to online platforms, and many customers use these platforms to meet their daily needs . 

The growth of the Internet has already changed the lifestyles of consumers as well as their shopping behavior. Due to the

Internet and mobile connectivity in Indonesia, there is a high rate of e-commerce in Indonesia. The Indonesian Internet

Service Providers Association (APJII) survey found that, of a total of 277 million people in Indonesia, there are 197.6

million (73.7%) Internet users . Online shopping is among the reasons for the increase in Internet access, especially

during the pandemic.

Online stores are viewed as a way for the community to fulfill needs without having to leave their homes. Online shopping

has become more popular as a new lifestyle among Indonesians. The growing public interest in online shopping has

influenced the rapid development of Indonesia’s e-commerce industry. This is seen in the accelerated e-commerce growth

in Indonesia, from 54% in 2019 to 91% in 2020 . Online shopping platforms have enabled people to meet their needs

while adhering to social distancing regulations. With the pandemic’s restrictions on freedom of movement, online shopping

has increased dramatically. During a crisis, consumers’ preferences, such as what they buy, where they shop, and how

frequently they shop, change . This trend is bolstered by the rise of e-commerce platforms in Indonesia. Each of those

online shops offers a variety of attractive services and discounts on their platforms to increase their sales, while also

helping the government to reduce the mobility of people.

Online-based economic growth influences changes in consumer behaviors, lifestyles, and activities. When shopping,

consumers use the Internet as they value time, efficiency, and cost savings. They are also not required to visit physical

stores and interact directly with sellers. Online shopping allows consumers to do their routine shopping through an online

shop and make transactions directly on the same platform, which causes a surge in the migration of consumers to e-

commerce to shop for groceries, and this surge is likely to continue. Unprecedented sales have been seen as consumers

have started buying groceries online . Even consumers who never bought groceries online in the past have been

forced to switch to online shopping . 

Sustainability is not a negotiable factor for online shops, especially in the COVID-19 era. In online shops, the concept of

sustainability can include the business model, offers, and marketing strategies, and its role will become increasingly

important in the coming years. This was supported by a previous study  that found a link between perceived
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sustainability and customer engagement in e-commerce. The influence of e-commerce has changed people’s lifestyle and

has emerged alongside sustainable development. Therefore, its significance is considered to have an extraordinary

impact on the modern world . In order to be sustainable, online grocery shops must take into account e-commerce

customers’ unstable behavior.

2. Technology Acceptance Model (TAM)

With the advancement of technology and media, online shopping has recently become a popular shopping method .

In recent years, there has been a steady increase in the number of online shoppers and online sales . This was

accelerated by the spread of COVID-19, which has pushed people to purchase more from online shops . Online

shopping has advantages over traditional shopping options because it is available anywhere and at any time ; it saves

time ; it offers a wide range of products ; and it makes cost saving possible . Previous studies based on the

Technology Acceptance Model (TAM) developed by  prove that these advantages are among the most important

positive influencing factors of intention . In addition to the perception of usefulness, studies using TAM portray

how the ease of use affects online consumers’ purchase intention . Online retailers should determine the factors

that could hinder and promote online shopping intent to encourage consumers to purchase more . 

3. Perceived Ease of Use

The benefits of perceived ease of use in e-commerce include ease of ordering at any time and from any location,

perceived ease of information searching, and overall ease of use . 

TAM asserts that perceived usefulness is influenced by perceived ease of use. Previous research on online shopping has

discovered that perceived ease of use influences perceived usefulness in both developed and emerging markets 

. Therefore, consumers will perceive the usefulness of online shopping if it is easy to use by being connected to the

Internet for purchasing products . A study of online grocery shoppers reveals a significant and positive

relationship between perceived ease of use and perceived usefulness . 

4. Attitude towards Online Grocery Shopping

In TAM, the intention of the user towards a new system or technology is strongly affected by the perceived usefulness and

their attitude towards using technology . Several studies of online shopping noticed a significant relationship between

perceived ease of use, perceived usefulness, and attitude . Specifically, Kurnia and Chien  investigated

numerous factors impacting Australian consumers’ acceptance of online grocery shopping and discovered that perceived

ease of use and perceived usefulness are the strongest predictors of attitudes. 

5. Conclusions

The coronavirus pandemic has accelerated the adoption of online shopping, particularly for groceries. Online shopping in

Indonesia is unlikely to cease or slow down after COVID-19. Indeed, increased online shopping is likely to continue after

the pandemic. The results are consistent with previous studies about the use of TAM in online grocery shopping . 

5.1. Theoretical Implications

Studies conducted in developed countries found that price  and perceived health risk  were important

factors in the decision making of customers regarding purchasing groceries through online shops.

Therefore, the findings add new insights by showing that health risk and price have no significant effect on the online

grocery shopping purchase intention of customers.

5.2. Practical Implications

A knowledge of consumer behavior is essential to understanding their decisions about buying groceries online. Therefore,

providing insights for merchants, producers, and scientists could help them to discover important ways to improve e-

commerce technologies. The government can benefit from the findings to know better how to motivate people to meet

their daily needs through online shopping platforms and therefore reduce physical contact and curb the spread of the

virus.
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Therefore, online shops should prioritize the usefulness of their applications and services. Another important aspect of

online grocery shopping is the influence of a reference group on customers’ decision making. Online shops need to

consider that individuals highly value their friends’ and family’s opinions. They can benefit from this networking effect and

increase their customer base through word-of-mouth marketing.
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