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Abstract:

Motivation: The COVID pandemic has significantly increased online transactions. Numerous consumers have moved
toward online ordering because of the risk of potential health hazards associated with the COVID pandemic. Rapid change
also appeared in the e-commerce transaction volume and nature in developing countries due to the influence of the
pandemic. Research Question: This study aims to investigate the impact of situational influence of the COVID pandemic
on online repurchase intention and attitude toward online shopping. Moreover, the study has investigated the moderating
influence of socio-demographic characteristics between the situational influence of the COVID pandemic and online
repurchase intention. In addition, the moderating influence of socio-demographic characteristics has also been explored
between attitude and repurchase intentions. The differential effect of gender on online repurchase intention has been
examined. Data: Data have been collected from 721 consumers of e-commerce firms in Bangladesh. Tools: Cronbach
Alpha values and factor loadings have been used to verify the measurement scales’ reliability and validity. The common
method bias problem has been checked through Harman’s single-factor score method. The hypotheses of the study have
been tested through multiple regression analysis, two independent sample t-tests, and the Hayes process macro method.
Findings: The findings show that the COVID pandemic situation has a significant influence on online repurchase intention
and attitude toward online shopping. Age level and Internet experience moderate the influence of the COVID pandemic
situation on online repurchase intention.

Keywords: COVID-19, online repurchase intention, socio-demographic characteristics, attitude toward online shopping,
consumer behaviour, regression analysis

JEL Classification: M30, M31, M39

1. Introduction

A loyal customer base is essential for the success of an online business (Chiu et al.,2009). The increase in
online transactions has made it necessary to identify the antecedents of repurchase intentions of online
customers (Wen et al., 2011). Careful investigation of e-commerce consumers’ behaviour is useful in the
efforts to survive in the competitive online business. Firms are trying to learn about the features of market
offers that can enhance the repurchase intention of online customers (Chiu et al.,2009). Many studies have
been conducted on different contexts to identify and analyse the factors that significantly influence
repurchase intentions on online platforms, such as perceived ease of use, perceived usefulness, perceived
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enjoyment, trust, customer satisfaction, perceived value, etc. (Wen et al., 2011; Chiu et al., 2009; Lin &
Lekhawipat, 2014; Pham et al., 2018).

The preventive measures of the COVID-19 pandemic have enhanced the difficulties of traditional face- to -
face transactions and accelerated digital commerce. Hence, the significance of digital media for society and
economy has enhanced more than ever before (Dannenberg et al., 2020). Since the pandemic, over 40%
individuals from low and middle-income countries (apart from China) have made transactions through card,
phone, or Internet for the first time (World Bank Group, 2022). The pandemic has enhanced the reach of e-
commerce irrespective of national borders through the introduction of new business models, consumer
groups, and products. In the past, consumers usually used online channels for ordering luxury products, but
now numerous consumers prefer online channels for ordering necessary items (OECD, 2020).

According to the theory of planned behaviour (TPB), attitude has a greater impact on the development of
behavioural intention (Ajzen, 1991). Additionally, previous research offers empirical support for the important
role attitude plays in forming intention. In order to investigate the role of attitude toward online shopping as
an antecedent of online repurchase intention, the current study has chosen to use TPB as its theoretical
foundation.

The Stimulus-Organism-Response (S-O-R) Model suggests that external stimuli can impact internal
psychological processes, resulting in a range of behavioural results (Mehrabian & Russell, 1974). The goal
of this study is to investigate how the COVID-19 pandemic has affected attitudes and intentions to repurchase
from e-commerce sites. The SOR theory was thus also used as the theoretical basis for the current
investigation.

E-commerce businesses have significantly increased their total transactions and attracted numerous new
customers during the COVID pandemic (Neger & Uddin, 2020). E-commerce platforms in Bangladesh
recruited thousands of delivery personnel during the pandemic because a huge number of consumers were
making online orders to remain safe from contagious virus (Haque, 2021). Academicians are focusing on
the rising volume of e-commerce transactions during the pandemic situation in Bangladesh. Several studies
have been conducted to detect the factors that may influence online shopping behaviour (Alam, 2020; Neger
& Uddin, 2020; Chowdhury et al., 2022). Still, no research has examined the factors influencing repurchase
intention of online purchasing in the context of Bangladesh. The repurchase behaviour is closely related to
customer loyalty hence it is essential to identify the determinants of online repurchase intention to retain
online customers for the longer term. Moreover, the e-commerce industry is accelerating at a great speed
and COVID 19 has made online transactions almost mandatory for purchasing. Thus, it is essential to identify
the factors that are significant to ensure the repurchase intention of customers in e-commerce platforms.
Furthermore, there hasn’t been much research done on buyer demographics in e-commerce settings (Bhat
et al., 2021), which necessitates analyzing consumers’ sociodemographic traits in e-shopping settings. In
order to close this research gap, the current study attempts to address the following research questions.:
Which factors influence the repurchase decision of online shoppers in Bangladesh? Did the situation of
COVID-19 pandemic have an influence on online repurchase intention? Do the socio-demographic
characteristics have any influence on online repurchase intention? Do socio-demographic characteristics
moderate the influence of the COVID situation on repurchase intention? Does the situational influence of
COVID-19 affect the attitude toward online shopping?

The paper is organized as follows: The study’s conceptual framework and hypotheses have been presented
along with a review of pertinent literature. The findings and discussion section were then provided.
Implications for academics and practitioners have been created based on the study’s findings. Finally, the
study’s shortcomings and potential directions for further research have been described.

2. Literature Review
2.1 Repurchase intention

A customer’s decision to make another purchase in the future as a result of satisfaction and trust is known
as repurchase intention and this repurchase decision can bring profits to the company (Febrini et al., 2019).
Schiffman and Kanuk (2010) argue that repurchasing occurs when consumers have a satisfying experience
from the use of the product. Repurchase intention refers to making purchasing decisions by consumers
after purchasing the same products needed by these consumers (Anoraga, 2011). According to Korir et al.
(2012), deciding whether to repurchase anything is a difficult and subjective procedure. Many factors
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influence the repurchase intention process and the level of influence of those factors is very difficult to
determine at a specific time. Razi and Lajevardi (2016) state that repurchase is a primary positive response
from the customer after a satisfying experience and it must involve other positive behaviour such as
recommendation to others.

2.2 Online repurchase intention

Online repurchase intention refers to the potential to make repeated purchases from the same online vendor
(Chiu et al., 2014). Concurrent online and offline experiences can boost positive word-of-mouth
recommendations and repurchase intention (Nguyen et al., 2024). Chiu et al. (2009) stated that the success
of online businesses largely depends on the repurchase intention. The notion of online repurchase intention
is grounded in IT and marketing. The consumer is not only visiting an e-commerce site repeatedly but also
he/she is making a purchase decision (Wen et al., 2011). Bain & Company and Mainspring (2000) showed
that an online firm must sell its product to a particular customer at least four times to make profit from that
customer. Online repurchase with a favorable attitude indicates loyalty of the shoppers to the firm which is
termed as ‘E-loyalty’ (Safa, 2014).

2.3 Theory of Planned Behaviour (TPB) and Stimulus-Organism-Response (S-O-R) theory:

According to TPB, attitude, subjective norms, and perceived behavioural control can form behavioural
intention (Ajzen, 1991). In a study based on TPB, Kashyap and Kumar (2024) demonstrate how health
awareness and COVID-19 protocols can influence attitudes toward online shopping, which in turn can
influence purchase intentions. In another TPB based study, Zhang et al. (2024) state that attitude, subjective
norms, and perceived behavioural control can boost shopping intention on social commerce platforms. In
the present study, TPB encapsulates the pathway of the influence of attitude toward online shopping on
repurchase intention. Additionally, Conner and Armitage (1998) suggested that TPB model can be expanded
by adding factors that are relevant to the research context. Thus, age level, education, and Internet
experience, which are pertinent to the current study have been amalgamated in the conceptual model.

The study of consumer behaviour makes extensive use of the S-O-R theory. This theory suggests that
consumers’ cognitive and emotional reactions might be generated through the interplay between internal
psychological mechanisms and external stimuli (Mehrabian & Russell, 1974; Teangsompong & Sawangproh,
2024). Many studies in marketing literature have utilized the S-O-R theory to unveil the interrelationships of
consumers’ responses with other relevant determinants. Moreover, researchers investigated online
consumer behaviour and consumers’ reactions to many features of online firms in the framework of the S-
O-R theory (Zhu et al., 2020). Utilizing the framework of S-O-R theory, Li et al. (2021) examined the role of
environmental stimuli in predicting panic buying during the COVID pandemic. The current study also
adopted the S-O-R mechanism to capture the influence of situational influence during the COVID pandemic
on repurchase intention.

2.4 Situational influence of COVID-19 on Online repurchase intention and Attitude
toward online shopping

The pandemic has made a strong impact on the lives of people all over the world because people have
become too much worried regarding the infection of the COVID-19 virus and did their best to avoid face-to-
face contact (Lin, 2020). According to Yang et al. (2024), the COVID-19 pandemic caused a quick shift in the
economy and society, and consumers prioritized online shopping in order to avoid in-person interactions and
to preserve social distance. Wei et al. (2024) demonstrate how the pandemic issue affects Chinese citizens’
Internet shopping habits. During the COVID pandemic, the gap between core urban and suburban
consumers’ online purchases narrowed.

Brewer and Sebby (2021) argued that the perceived risk of COVID-19 had influence on online food ordering.
Nguyen et al. (2020) demonstrated that the situation developed through COVID-19 pandemic had a
significant positive impact on intention toward online book shopping. The closing of offline bookstores,
perceived health risks of visiting offline stores, online shopping trends, and extra marketing efforts of online
bookstores during COVID-19 pandemic have been identified as situational influences of the pandemic by
Nguyen et al. (2020).
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Alam (2020) showed that online purchasing behaviour has been significantly influenced by health, price,
product, and price-related aspects during the pandemic period in Bangladesh. Showrav et al. (2021) stated
that transactions in offline shopping have significantly declined due to restrictions on movement and
lockdowns; therefore, a massive change has happened in purchasing behaviour of consumers due to the
influence of COVID-19. Moreover, they demonstrated that benefits of online shopping have significant
influence on the acceptance of online purchasing in Dhaka city.

The above discussions show that the situational influence of COVID-19 has rapidly enhanced the acceptance
of online shopping. Consumers have chosen online shopping due to the limitations of physical transactions
that appeared during the pandemic. Additionally, due to the effect of pandemic, numerous consumers have
moved toward online shopping for the first time. The change in purchasing behaviour may encourage them
to stick with online purchasing and may affect their attitude toward online purchasing. Therefore, we can
propose the following hypotheses:

H1: The situational influence of COVID-19 pandemic may influence the online repurchase intention of
consumers.

H2: The situational influence of COVID-19 pandemic may influence attitudes toward online purchasing.

2.5 Influence of consumer characteristics on attitude toward online shopping and
online repurchase intention

Previous studies show that consumer characteristics have significant influence on online purchasing
behaviour (Jin, 2018; Dominici et al., 2021). Girard (2003) demonstrated that shopping orientations, such as
convenience and recreation, and socio-demographic characteristics, such as gender, education, and
household income, have a significant relationship with online purchasing.

Dominici et al. (2021) argued that young, educated, female, satisfactory economic situation, and small family
are common characteristics of consumers who order food through online channels. Well-educated
consumers are less concerned about safety and perceive cost savings in online shopping. However, women
express a high dissatisfaction of not being able to enjoy a satisfying physical shopping experience when they
shop online (Hui & Wan, 2007). Usually, males have a more positive attitude and experience toward
computers and online shopping (Lin et al., 2019; Wu, 2003). However, Ladhari and Leclerc (2013) showed
that women report higher levels of satisfaction, trust, and loyalty than men in online shopping.

Based on the above-mentioned discussions, we can conceptualize that socio-demographic characteristics
of the respondents have influence on online purchasing attitude and loyalty. Moreover, there is a strong
possibility that there is a significant difference among the consumers based on gender on online repurchase
intention during the pandemic. Therefore, we can propose the following hypotheses:

H3: Age level, education level, and Internet experience have influence on online repurchase intention during
the COVID-19 pandemic.

H4: Age level, education level, and Internet experience have influence on attitude toward online purchasing
during the COVID-19 pandemic.

H5: There is a significant difference in online repurchase intention in terms of gender.

2.6 Attitude toward online shopping and online repurchase intention

Attitude toward online purchasing is the positive or negative evaluation of buying behaviour on the Internet
(Chiu et al., 2005). Attitude toward online shopping can make a significant effect on the intention to conduct
e-commerce transactions (Michieal, 1998; Haque et al., 2006).

Loh and Hassan (2022) argued that attitude has a significant influence on the repurchase intention of food
truck products. Yoopetch et al. (2024) found that attitude can make a direct influence on repurchase intention
toward culturally designed clothing items. Asti et al. (2021) demonstrated that attitude toward online
shopping has a significant influence on repurchase intention in case of e-grocery shopping. Amoroso and
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Ackaradejruangsri (2017) found that consumer attitude is a significant determinant of repurchase intention
of mobile wallet applications in Thailand. Hence, we can posit the following hypothesis:

He6: Attitude toward online shopping can influence online repurchase intention.

2.7 Moderating impact of consumer characteristics

Homburg and Giering (2001) showed that the satisfaction-loyalty relationship is significantly moderated by
personal attributes of the consumer, such as age and income. Punj (2011) showed that income, education,
Internet usage, and generational age have significant interaction effects during online purchase behaviour.
Chang and Chen (2008) demonstrated that customer interface quality can positively impact switching costs
when paired with a higher Internet experience. Bhat et al. (2021) discovered that consumers who are young,
male, and single are more likely to make an online purchase. However, Cooil et al. (2007) showed that the
majority of sociodemographic factors, with the exception of income, have no moderating effect on the
relationship between changes in satisfaction and changes in share of wallet, a significant indicator of loyalty
and intention to purchase.

The above discussions show that socio-demographic characteristics can make a moderating impact
between situational influence of COVID-19 repurchase intention and attitude toward online shopping-online
repurchase intention relationship. Therefore, the following hypotheses have been proposed:

H7: Age level, education level, and Internet experience level can influence the impact of situational influence
of COVID-19 on online repurchase intention.

H8: Age level, education level, and Internet experience level can influence the impact of attitude toward
online shopping during COVID-19 on online repurchase intention.

Based on the above-mentioned literature review and suggested interrelationships among the variables the
following conceptual framework has been developed:

Situational
influence of
COVID 19
Attitude .
toward online > Online
shopping / r?purcl}ase
intention

1. Age Level
2.Education
Level
3. Internet
Experience

Figure 1: Conceptual Framework

3. Methodology and Research Methods

3.1 Survey

The study is empirical in nature. Data have been collected from customers of online business firms in
Bangladesh. The authors have chosen well-known e-commerce firms of Bangladesh, such as
Rokomari.com, Evaly.com, Chaldal.com, and Daraz.com, to conduct the study. The data collection has been
carried out through purposive sampling by selecting the 721 respondents from different suitable clusters
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covering diverse geographic areas of Bangladesh. Additionally, respondents have been chosen from
different demographic groups. The researchers focused on the geographic and demographic diversity to
uplift the representativeness of the study sample. The purposive sampling method has been selected to
include shoppers who have required experience regarding online shopping. Consequently, every participant
in the study who has responded must have made at least two purchases from a single e-commerce site while
Bangladesh was experiencing the COVID-19 outbreak. The choice of purposive sampling ensured the
inclusion of enough experienced online shoppers in the study. Data collection has been done through the
distribution of structured questionnaires. The questionnaire has been designed to collect data on the socio-
demographic traits of the respondents. Moreover, the questionnaire contains abundant items to measure the
situational influence of COVID-19, attitude toward online shopping, and online repurchase intention.

3.2 Method of data analysis

The statistical package SPSS (version 23.0) has been utilized for data analysis. Cronbach’s alpha values and
factor loadings have been used to assess the validity and reliability of the questionnaire items. Regression
analysis has been used to investigate the impact of situational influence of COVID-19, attitude toward online
shopping, and socio-demographic characteristics on online repurchase intention during the pandemic
period. Hayes process macro has been utilized to test the moderating impact of age, education level, and
Internet experience on the impact of situational influence of COVID-19 on online repurchase intention and
the impact of attitude toward online shopping on online repurchase intention.

3.3 Scale and measurement

The questionnaire started with items relevant to socio-demographic characteristics of the respondents such
as age, gender, education level, Internet experience etc. The researchers have measured the situational
influence of COVID-19, attitude toward online shopping, and online repurchase intention by utilizing five-point
Likert scale (1 = strongly disagree and 5 = strongly agree). Questionnaire items from earlier studies have
been adapted by the researchers to better fit the needs of this study. Measurement items of the variables
under study are presented in Table 1:

Table 1: Measurement ltems

Sources of

Variable name Measurement Items .
measurement items

Situational influence of COVID 19 1. There are significant health risks associated | Nguyen et al. (2020)
with visiting physical stores/shops during
the COVID-19 pandemic.

2. Online businesses offer more sales
promotions during the COVID-19 pandemic.

3. Online purchasing is a trend during the
COVID-19 pandemic.

Attitude toward online shopping 1. Buying online is better than buying from a | Chetioui et al. (2021)
physical store/shop

2. The idea of buying online is a good idea

3. Buying online is a pleasant thing to do.

Online Repurchase Intention 1. | intend to continue purchasing products | Chiu et al. (2009)
from this online firm in the future.

2. Probably | will continue to purchase

products from this online firm in the future. I(_2ir(1)18;;_ekhawipat

3. | expect to repurchase products from this
Internet store in the near future.
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4. Results

Table 2 depicts the socio-demographic characteristics of the respondents. 63.4% respondents included in
the study are male and 36.6% are female. Most of the respondents come from the younger generation of
the age ranging from 18 to 22 and 23 to 27 years. 42.2% respondents in the study are from 18 to 22 years
of age and 35.2% are from 23 to 27 years of age. As most of the online shoppers are from the younger
generation, the sample is well representative in that case. Most of the respondents of the study have
completed their undergraduate (Honors) education. 56.3% of the total number of respondents have
completed their undergraduate education and 16.1% have completed their master’s degree. 33.4% of the
total number of respondents have been using the Internet for 6 to 7 years and 23.9% have been using the
Internet for 8 to 9 years. Most of the respondents (71.6%) in the study are unmarried.

Table 2: Participant’s Characteristics

Variable Category Frequency Percentage
Gender Male 457 63.4
Female 264 36.6
Age Group 18-22 304 422
23-27 254 35.2
28-32 94 13
33-37 62 8.6
More than 38 7 1
Level of Education Below Honors 173 24
Honors 406 56.3
Masters 116 16.1
Above masters 26 3.6
Internet experience Below 5 years 181 25.1
6 to 7 years 241 33.4
8 to 9 years 172 23.9
More than 9 years 127 17.6
Marital status Married 205 28.4
Unmarried 516 71.6

The reliabilities of the constructs have been calculated using Cronbach’s alpha values. The reliability test
showed that the overall Cronbach’s alpha coefficients for situational influence of COVID 19, attitude toward
online shopping, and online repurchase intention were within an acceptable range. Hair et al.. (2010) state
that an alpha value of 0.70 or higher is considered a reasonable value and the alpha value of situational
influence of COVID-19 is 0.632 which is also acceptable according to George and Mallery (2003) and
Malhotra et al. (2017). The validity of the questionnaire items has been checked through factor loading. The
KMO value was 0.814 which indicates that the data are suitable for factor analysis. The Bartlett’s Test of
Sphericity shows that approximate Chi-square value is 1867.071 (df=36) which is highly significant (P
value=0.00). The loading of all the statements is satisfactory on the appropriate constructs. Hence, the
measurement items of the questionnaire are valid.

Table 3: Reliability and Validity

Variable name Measurement items ;Lohnabach S Factor loading
Situational influence of | 1. There are significant health risks | 0.632 0.652
COvID 19 associated with visiting physical

stores/shops during the COVID-19

pandemic.

2. Online businesses offer more 0.760

sales promotions during the
COVID-19 pandemic. 0.823

3.0nline purchasing is a trend
during the COVID-19 pandemic.

99



100

Mahamudul Hasan, Md. Magbul Hossain 2026/31(1)

Variable name Measurement items :Ir:hnabach S Factor loading
Attitude toward online | 1.Buying online is better than | 0.723 0.756
shopping buying from a physical store/shop

2. The idea of buying online is a 0.746

good idea

3.Buying online is a pleasant thing

to do. 0.790
Online Repurchase | 1.1 intend to continue purchasing | 0.791 0.737
Intention products from this online firm in the

future.

2.Probably | will continue to 0.762

purchase products from this online )

firm in the future.

3. | expect to repurchase products 0.790

from this Internet store in the near

future.

The problem of common method bias has been investigated using Harman'’s single-factor test. This method
loads all items (measuring latent variables) into one common factor in order to figure out whether or not a
single factor’s total variance exceeds 50%. If the total variance of a single exceeds 50% then there is a
common method bias in the dataset. However, if the total variance is lower than 50% then the dataset is free
from the common method bias problem and can be used for further analysis (Miguel et al., 2019).

Table 4 shows that the total variance explained by the single factor is 39.43% (Table 4). Hence, the dataset
is free from the problem of common method bias and ready for further analysis.

Table 4: Harman’s Single Factor Test

Total Variance Explained
Initial Eigenvalues Extraction Sums of Squared Loadings

Component Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 3.549 39.429 39.429 3.549 39.429 39.429
2 1.408 15.643 55.072

3 .975 10.837 65.910

4 .704 7.819 73.729

5 .590 6.552 80.281

6 .555 6.170 86.451

7 474 5.272 91.723

8 .390 4.333 96.056

9 .355 3.944 100.000

Extraction Method: Principal Component Analysis.

Table 5 shows the Pearson correlations among the variables of the study. The correlation table shows that
age, education level, Internet experience, online repurchase intention, and situational influence of COVID 19
are significantly correlated with the attitude toward online shopping. Online repurchase intention is not
significantly correlated with the age and education level of the consumers. The table also shows that the
situational influence of COVID-19 is negatively correlated with the age level of the respondents.

Higher correlation coefficients between the variables of the study indicate the existence of a collinearity
issue. When the absolute value of the Pearson correlation coefficient is close to 0.8 then collinearity is likely
to exist (Belinda & Peat, 2014). Table 5 shows that the correlation coefficients of the variables are much
below 0.8. Hence, there is no multi-collinearity problem among the variables of the study.
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Table 5: Correlation Matrix

Attitude Online Repurchase Situational Influence of
Intention COVID 19
1. Attitude 1
2. Onllm_e Repurchase B51Q** 1
Intention
3. Situational Influence ok %
of COVID-19 239 429 1

Note: Correlation is significant at 0.01 level (two-tailed)

Table 6 exhibits the R square value of 0.369, meaning that the independent variables of the model can
account for approximately 37% of the variation in online repurchase intention. The F value of the regression
model is significant at the 0.05 level. The value of Durbin-Watson statistic is 1.910 which indicates that
autocorrelation problem is not present (Asif & Mamoon, 2018). Regression coefficients show that the Internet
experience, attitude toward online shopping, and situational influence of COVID-19 have a significant
influence on online repurchase intention during the period of COVID pandemic. However, the influence of
age level and education level has not been found significant.

Table 6: Regression coefficients of Online Repurchase Intention

R Square Adjusted F value Sig. Durbin- Independent | Standardized Significance
q R Square Level Watson variables Coefficients 9

0.369 0.364 83.571 0.00 1.910 Age level -0.018 0.604
Education -0.028 0.389
level
Internet 0.104 0.001
experience
Situational
Influence of 0.295 0.00
COovID
Attitude
toward online 0.434 0.00
shopping

Table 7 shows that R square value is 0.117 which indicates around 12% variation in the attitude toward online
shopping can be explained by the independent variables of the model. The F value of the regression model is
significant at the 0.05 level. The value of Durbin-Watson statistics is 1.798 which indicates that no autocorrelation
problem is present (Asif & Mamoon, 2018). Regression coefficients show that age level and situational influence
of COVID-19 have a significant influence on the attitude toward online shopping during the period of the COVID
pandemic. However, the influence of education level and Internet experience has not been found significant.

Table 7: Regression coefficients of Attitude toward Online Shopping

R Adjusted F value Sig. Durbin- | Independent | Standardized Significance

Square R Square Level Watson variables Coefficients 9

0.117 0.112 23.784 0.00 1.798 Age level 0.257 0.000
Education
level -0.017 0.654
Internet 0.015 0.692
experience
Situational
Influence of 0.275 0.00
COvID
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Table 8 shows that age level positively moderates the impact of situational influence of COVID-19 on online
repurchase intention. Therefore, the increase in age level of the consumers enhances the positive influence
of the COVID-19 pandemic on online repurchase intention.

The table demonstrates that Internet experience negatively moderates the impact of situational influence of
COVID-19 on online repurchase intention. Therefore, the higher level of Internet experience reduces the
effect of situational influence of the COVID pandemic on online repurchase intention.

Table 8: Moderating effect of Age level, Education level, and Internet experience between COVID-19
situational influence and online repurchase intention

Interaction Variable Coefficients | SE t P
COVID-19 Situational influence X Age level 0.0837 0.0341 2.45 0.0145
COVID-19 Situational influence X Education level -0.0071 0.0444 -0.1594 0.8734
COVII?-19 Situational influence X Internet -0.0781 0.0375 -2.0802 0.0379
experience

Table 9 shows that age level, education level, and Internet experience have no significant moderating impact
between attitude toward online shopping and online repurchase intention.

Table 9: Moderating effect of Age level, Education level, and Internet experience between Attitude toward
online shopping and online repurchase intention during COVID pandemic

Interaction Variable Coefficients | SE t P
Attitude toward online shopping X Age level 0.024 0.0306 | 0.7823 | 0.4343
Attitude toward online shopping X Education level 0.0003 0.0411 0.0084 | 0.9933
Attitude toward online shopping X Internet experience | 0.0526 0.0309 | 1.7029 | 0.089

Table 10 demonstrates the result of an independent sample t test that examine the difference between males and
females in terms of online repurchase intention during COVID 19 pandemic. Levene’s test for equality of variances
exhibits that F value is significant (F=3.013, P=0.083); hence, the first row has been considered for interpretation.
The results show that there is a significant difference between maless and female in online repurchase intention.
The mean value of the female group is 3.71 which is higher than the mean value of the male group which is 3.54.
Therefore, the online repurchase intention in female consumers is higher than in the male consumers.

Table 10: Gender and Online Repurchase Intention (Summarized Result of Independent sample T test)

Std. Error
Gender | N | Mean | Std. Deviation Mean T value Significance
Male 457 | 3.5405 83996 .03929 -2.678 0.008
Female 264 | 3.7121 .80950 .04982

Discussion and Conclusions

The study aims to investigate the influence of COVID 19 pandemic situation and consumer characteristics on the attitude
toward online shopping and online repurchase intention during COVID pandemic period in the context of Bangladesh.
Moreover, the study has examined the moderating role of age, education, and Internet experience between the relationship
of situational influence of COVID-19 and online repurchase intention and attitude toward online shopping and online
repurchase intention.

The results of the study demonstrate that the situational influence of COVID-19 has a significant influence on online
repurchase intention and attitude toward online shopping. Therefore, H1 and H2 are accepted. Prior studies show that the
influence of the COVID pandemic is significant for online purchasing in different contexts (Lin, 2020; Brewer and Sebby,
2021; Nguyen et al.,2020; Alam, 2020). The current study shows that the COVID pandemic has a significant effect on
online repurchase intention which is a unique finding of the study. The consumers may want to avoid negative health
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consequences of the pandemic and want to follow the directions of administrators who prohibited or discouraged face-
to-face interactions during the pandemic period by ordering online. Consequently, the SOR theory, which posits that
external stimuli can predict psychological mechanisms of consumers, has been supported through the study.

There may be a habitual change in the purchasing pattern of consumers due to the influence of the pandemic, and such
a change may persist in the future.

Internet experience has a significant influence on online repurchase intention during the period of the pandemic. Many
consumers who have experience with the Internet may order easily for their necessities from the beginning. This finding
is also supported by habituation theory. Repeated experience with the Internet has reduced the level of influence of crisis
situations like a pandemic on the pathway of the attitude to online repurchase intention.

The study demonstrated that age level and education level have no significant impact on online repurchase intention.
Thaichon et al. (2016) presented that attitudinal and behavioural loyalty, which are closely associated conceptually with
repurchase intention, are related to the age level of consumers. Conversely, Gupta and Chandan (2020) found that age
level has no significant impact on the repurchase intention of consumers. Additionally, Manyanga et al. (2022) revealed that
the level of education cannot enhance the influence of satisfaction on the loyalty of consumers. Therefore, the influence of
age and education levels in the context of repurchase intention has mixed findings in past studies. However, the age level
has significant influence on the attitude toward online shopping which is supported by prior works (Asti et al., 2021; Amoroso
and Ackaradejruangsri, 2017). Alfanur and Kadono (2022) also found that differences in the age level can stimulate a
differential impact on the attitude toward online shopping. Moreover, the TPB theory (Ajzen,1991), which included attitude
as a key construct has been extended through the study. The study findings indicated that extending the TPB model with
the amalgamation of socio-demographic characteristics and external crisis situation can provide robust outcomes.

The independent sample t-test has provided interesting findings for the study that show that there is a significant difference
in online repurchase intention between males and females; hence, hypothesis 5 is accepted. Several previous studies
show that female consumers have a more positive attitude toward online shopping and purchase more over the Internet
(Ladhari and Leclerc, 2013; Dominici et al.,2021). The current study shows that the mean value of online repurchase
intention is higher in case of females than of males. Females are becoming more experienced with Internet usage especially
through smartphones. Therefore, females can search and evaluate shopping items easily. The pandemic situation also
drives female consumers to focus more on Internet shopping. The emergence of many female entrepreneurs in online
business may be another strong predictor of such a situation.

The moderating impact of age level, education level, and Internet experience between COVID-19 situational influence and
online repurchase intention provides important findings. The age level positively moderates the impact of the COVID-19 situation
on online repurchase intention. Therefore, with the rise in age level, there is a significant positive influence of the COVID
pandemic on online repurchase intention. Natarajan et al. (2018) found that older people are more likely to adopt shopping
apps and perceive those apps as more useful than those of younger people. Kautish et al. (2022) also underscored the
significance of the moderating role of age between consumers’ values and intention. The aging population is at high risk due
to the pandemic; hence, there is a strong possibility that aging people have become interested in choosing the best alternative
method in such a situation, which is online purchasing of their necessary products. The Internet experience negatively
moderates the influence of the COVID pandemic on online repurchase intention. People with high Internet experience usually
have greater experience with online purchasing than people who have limited Internet experience. The limited Internet
experience customers provide more focus on repurchase intention due to the influence of the pandemic. The habituation
theory states that repeated exposure to any particular stimulus might decrease the behavioural reaction toward such stimuli
(Thompson & Spencer, 1966; Rankin et al., 2009). Consequently, highly experienced Internet users who are habituated toward
online shopping might not be affected so much in their online shopping behaviour due to the crisis that emerged due to the
COVID pandemic. On the other hand, consumers with limited Internet experience were not as habituated to online buying, but
the introduction of potential serious health risks changed their purchasing habits and encouraged them to shop online.

The attitude toward online shopping has a significant positive impact on online repurchase intention during the COVID
pandemic. This finding supported the TPB model (Ajzen, 1991), which indicated attitude as a crucial determinant of the
behavioural intention of individuals.

Implications

The study has important theoretical and practical implications for academicians and managers. The study has investigated
the situational influence of the COVID pandemic on online repurchase intention. Previous studies have mostly dealt with
online shopping and online buying behaviour. It is essential to investigate the influence of the pandemic on repurchase
intention, which is an important determinant of loyalty, to identify the long-run change in the behaviour of customers. The
study found support for the influence of COVID-19 on online repurchase intention which supported the mechanisms of the
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S-O-R model. The study also investigated the moderating impact of consumer characteristics between the situational
influence of COVID-19 and online repurchase intention and found age level and Internet experience as significant
moderators. Prior studies tested the moderating impact of socio-demographic characteristics between satisfaction-loyalty
relationship (Cooil et al., 2007; Homburg and Giering , 2001). The current study has tested the moderating impact of socio-
demographic characteristics between the situational influence of COVID and the online repurchase intention and fill the
vacuum. The current study also tested the relationship between the attitude toward online shopping and online repurchase
intention and found support for the prior studies (Asti et al., 2021; Amoroso and Ackaradejruangsri, 2017). Moreover, this
finding supported the interrelationships of the TPB constructs as proposed by Ajzen (1991).

The impact of the COVID pandemic has developed crucial changes in online shopping behaviour. E-commerce firms
should develop digital infrastructures to serve the customer groups who have become habituated with online shopping due
to the pandemic. E-commerce firms should attempt to implement Omni-channel retailing system to serve both offline and
online transactions. The study implies that online marketers should properly segment and target their markets based on
consumer characteristics. They should develop proper market offers for appropriate age segments in the market to ensure
repurchasing for the firm. The online marketers should analyze the situation properly to reap the benefits of the situation.
The change in purchasing behaviour of consumers because of the COVID situation should be properly examined to take
appropriate measures. The consumers who have a low level of Internet experience should be targeted to ensure
repurchase intention for the firm.

Limitations and future research directions

The study provides important findings and implications but has limitations. First, the study has been carried out in
Bangladesh and the findings cannot be generalized for other parts of the world. Second, Actual online purchasing data
and online shopping behaviour have not been analyzed; rather the scales have generated self-reported perception data.
Third, the sample has been chosen through non- probability techniques. Fourth, several socio-demographic variables
have not been investigated in the study, i.e., income, residential information, marital status etc. Fifth, experimental research
can be conducted to find more accurate findings.
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