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Abstract 

The Covid-19 pandemic has created enormous challenges for civilization as almost every aspect of life, 

including food production, economic activities, health security, education, entertainment, and global exchange, is 

affected. Modern human civilization has never experienced such an outlandish situation before. Consequently, 

pandemic fear notably has influenced consumers’ perception and buying behavior. This study aims at 

understanding consumers’ shopping behavior after getting vaccinated and the mediation effect of vaccination on 

shoppers’ perception to resume offline shopping during the covid-19 outbreak. Conducting an extensive field 

survey among different levels of adults in Bangladesh, using the Partial Least Square method, this research 

found that the pandemic fear is a minor factor in continuing offline shopping if a proper vaccination process is 

ensured. The findings of the study have momentous theoretical, methodological, and practical contributions to 

the research area and researchers will be able to understand how vaccination mediates the relationship between 

different social and economic dependent and independent variables. 
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1. Introduction 

The way of consumers' behavior has been curving due to the pandemic situation, and it is high time to conduct 

research to understand the consumers' behavior to deal with the new normal situation (Wolf et al., 2020). The 

coronavirus pandemic has deranged our regular lifestyle and this pneumonia epidemic has a strong and 

influential upshot on all aspects of human lives (Salam et al., 2021; Y. Wang et al., 2022). The Covid -19 

outbreak has taken millions of lives immediately and it has had extensive consequences on our business and 

economic activities (Hasanat et al., 2020). Wide-ranging research conducted by Maximova et al. (2022) based on 

1340 students from 20 different schools located in a different province in Canada has shown that students’ 

physical activity has been decreased, intended too late bed and late wake-up, longer screen time, and changed 

eating habit and lifestyle. Consequently, social scientists and public health experts work together to find the best 

policy to prevent the Covid-19 from spreading throughout the world (Harper et al., 2021). The novel Covid-19, 

an outbreak of pneumonia caused by SARS-CoV-2 and one of the most depletory outbreaks, was introduced in 

Wuhan, China in 2019 (Ciotti et al., 2020; Zhou et al., 2020). By the last week of January 2020, several control 

actions had been implied by the Chinese government, and by the end of February 2020, a semi-lockdown was 

declared in several provinces (He et al., 2021). On March 11 of the same year, the World Health Organization 

declares the Coronavirus wave a pandemic due to the huge destruction of human life and natural ecosystems in 

various ways (Bojdani et al., 2020; Shen et al., 2020).  

Covid-19 pandemic fear has influential reverberation from both social and individual perspectives (Pilch et al., 

2021). The covid-19 pandemic has created immense challenges for society in terms of production, financial 

economics, health security, personal property protection, and political decisions (Schimmenti et al., 2020). As a 

result of pandemic fear peoples’ buying behavior has been affected by panic buying, and during this pandemic 

situation business all over the world has faced a noteworthy crisis (Islam et al., 2021). Several types of research 
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have shown that consumers buying trends are being deviated by pandemic fear and consumers’ tendency to stock 

goods especially groceries and sanitization items has been increasing unusually and drastically compared to any 

other time in the previous year (Collinson, 2020; Naeem, 2021). Consumers' panic shopping sensitivity was 

positively manipulated by some influential factors such as approach, insufficiency, time demands, subjective 

norms, and apparent competition (Singh et al., 2021). Consumers who are afraid of Coronavirus may have 

comorbid sickness and anxiety, and stress is being increased because of pandemic fear (Martinez-Lorca et al., 

2020). The covid-19 outbreak is a prime threat to society and this is doubtful and unremitting, and pandemic fear 

might be troublesome and continual (Mertens et al., 2020). According to Prentice et al. (2022), social media 

plays an extensive and significant role in shoppers’ panic buying psychology.  

Usually, consumers demand quality products or services at a good price and quality measures are critical to their 

satisfaction and usage (Burke, 2002; Dey et al., 2019, 2021). The usual buying trends have been disrupted by 

panic buying (Loxton et al., 2020; Turambi & Wuryaningrat, 2020). Pandemic fear has significantly influenced 

consumers’ shopping behavior and buying trends (Ali, 2020). Therefore, governments should ensure far-reaching, 

evenhanded access and allocation of a COVID-19 vaccine to lessen causality as the pandemic situation is 

predicted to be continuing (Lazarus et al., 2020). According to Machida et al. (2021) perceived effectiveness of 

the vaccine and willingness to protect others may play an important role in the acceptance of the COVID-19 

vaccine. The main causes of Covid-19 vaccination hesitancy are lack of confidence, doubtfulness, and 

satisfaction about the Covid-19 vaccine (Rutten et al., 2021). This empirical study intends to find out consumers’ 

perceptions of shopping behavior after getting the Covid-19 vaccine. Because a lot of research has been 

conducted during the Covid-19 pandemic situation based on contemporary issues but it is important to analyze 

consumers’ post-vaccination shopping perceptions and behavioral trends. 

2. Literature Review 

To understand consumers’ compassion and business paradigm during the Covid-19 pandemic circumstances, 

even in the new normal situation, it is essential to conduct extensive research on several aspects (Mason et al., 

2021; Ratneswaren, 2020). The international economy is radically damaged by the Coronavirus pandemic 

situation considering demand and supply effects and it is a great challenge for the stakeholders to alleviate the 

effect of this Covid-19 pandemic (Padhan & Prabheesh, 2021). The Coronavirus disease has created not only 

economy-related disasters but also medical related disasters (Susskind & Vines, 2020). Considering a variety of 

economic uncertainty indicators Altig et al. (2020) found that the global economic condition is totally unstable 

during this Covid-19 pandemic situation and most of the indicators are at the highest level of uncertainty on 

record. Economic inequalities have been escalating in many ways towards income and affluence because of the 

Coronavirus pandemic situation and the poor are suffering more as a result of hi-tech replacement (Murshed, 

2022). During the Covid-19 pandemic situation business activities, particularly sales, activities, overall operation, 

and supply chain have been rattled (Meyer et al., 2022). However, consumers are more convenient with online 

shopping rather than take-out service and offline shopping mode during this pandemic situation (Truong & 

Truong, 2022). Consumers from several parts of the world have been discovered to have interacted in panic 

buying, causing a significant effect on business operations (Omar et al., 2021).  

Mouratidis & Papagiannakis (2021) showed proof of how a wide range of physical involvements has been 

altered by the online activities due to Covid-19 illness and how people are adopting these things. Several 

contemporary researchers also found almost the same findings (Bryson & Andres, 2020; Golinelli et al., 2020). 

However, conducting a contemporary survey on shoppers’ online purchasing trends during the Covid-19 

outbreak Gao et al. (2020) found that the number of recognized Covid-19 cases influence shoppers buying 

behavior. Organizational partiality, supply chain integration, and adequate knowledge are more influential to 

e-commerce usage rather than Information Technology infrastructure and external pressure (Shahzad et al., 

2020). Conducting two surveys regarding contemporary changes in the E-commerce industry Beckers et al. 

(2021) concluded that Coronavirus creates a huge opportunity to enhance the three components of online 

business convenience though due to dilettantism, regional retailers fail to retain significant market share. 

People feel hesitant to accept the Covid-19 Vaccine for several reasons, and this tendency somehow accelerates 

the covid-19 outbreak situation (Troiano & Nardi, 2021). The study also suggested that doctors and 

healthcare-related professionals can help general people by providing necessary information about the vaccine. A 

vaccine-associated rushed outbreak is hardly ever confronted with in-vogue vaccines or viral illnesses (Haynes et 

al., 2020). The immediate response toward vaccine acceptance was low because people were trying to review 

more vaccine-related data before finalizing the decision (Shekhar et al., 2021). Reviewing thirty contemporary 

articles about Covid-19 Al‐Amer et. al. (2022) reveals that people’s intention in accepting the Covid-19 vaccine 

range was 27.7% to 93.3% during the first phase of the vaccine implementation period.  Though in recent times, 
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conducting exploratory research in Botswana Tlale et al. (2022) found minimum risk sensitivity and the 

maximum acceptance rate of the Covid-19 vaccine. Also, Chinese people are found highly accepting of the 

Covid-19 vaccine (J. Wang et al., n.d.). Another investigative research was conducted by Lee et al (2022) among 

Bangladeshi adults and found that 79% of informants were interested to take the Covid-19 vaccine, and females, 

graduates, urbanites, people with good health, and 71-80 ages peoples are more interested to get the vaccine. The 

Covid-19 vaccine administration at the field level was started on February 07, 2021, in Bangladesh (World 

Health Organization, 2021).  

Consequently, online shopping became very popular in Bangladesh during this virulent disease time. However, 

with a huge vaccination program among Bangladeshi citizens and a tendency to accept the new normal, offline 

shopping gets back to its previous scenario. But is the pace the same as before the pandemic? Studies have found 

that less preference for offline shopping has become a new normal (Chopra & Ligaraba, 2021). Is the scenario 

the same in the case of Bangladesh? The primary objective of this exploratory research is to find out the 

consumers’ perception and behavior toward offline shopping after getting the Covid-19 vaccine. 

3. Research Model and Hypotheses 

This study aims at understanding the mediation effect of vaccination on customers’ intention to resume offline 

shopping during this pandemic situation. The conceptual model proposed for the study (Figure 01) consists of 

three constructs- pandemic fear, vaccination, and the attitude of customers toward offline shopping.  

 

 

 

 

 

 

Figure 1. Research Model 

Pandemic due to Covid-19 has changed the regular world into a more complicated one. Some changes are so 

unexpected that we have never imagined them to date. Along with many other new normals, customers’ attitudes 

and buying behavior have also emerged as new shapes (Valaskova et al., 2021).  And these changes to 

customers’ economic activities are expected to become permanent after the pandemic (Zulauf et al., 2020). 

Consequently, less preference for offline shopping has become a new normal (Chopra & Ligaraba, 2021). People 

are more comfortable with online shopping at the present due to the physical and mental health-related anxieties 

caused by Covid-19 illness (Ali, 2020). Hence, we hypothesized- 

H1: Pandemic fear influences customers’ preference for offline shopping 

Vaccination, along with protective measures, is considered a vital frontier to the spread of Covid-19 (Kumar, 

2020; Molaei et al., 2021). The belief that vaccine is effective against the virus, anxiety about personal and 

family protection, pregnancy, and old age are the outcomes of pandemic fear and all of these have influenced the 

tendency of the common people to accept vaccination for the safety purpose across the world at a large scale 

(Kwon et al., 2010; Myers & Goodwin, 2011; Pilch et al., 2021). The higher rate of Coronavirus vaccine 

acceptance is also the result of convictions that the vaccine lessens Covid-19 related anxieties, and health-related 

fears (Bendau et al., 2021). Thus, we hypothesized the following relationship- 

H2: Pandemic fear influences the urge for vaccination  

While in our conceptual model, vaccination is supposed to influence customers’ attitudes toward offline 

shopping. People who are vaccinated are more confident enough to get back to their regular social life 

(Rodrigues & Plotkin, 2020). Thus, we hypothesized the following relationship- 

H3: Vaccination influences customers’ preference for offline shopping 

To understand the post-vaccination situation in case of continuing offline shopping again, vaccination is 

supposed to mediate the relationship between pandemic fear and customers’ attitude toward offline shopping. 

Therefore, we hypothesized-  

Pandemic  

Fear 

Vaccination 

Preference for 

offline 

shopping 

H1 

H2 H3 
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H4: Vaccination mediates the relationship between pandemic fear and customers’ preference for offline shopping 

4. Methodology  

4.1 Questionnaire and Data Collection 

Adopting validated measurement items from the previous studies a structured questionnaire was developed for 

data collection. Measurement items under each construct used for data collection and analysis are presented in 

table 1.  

Table 1. Constructs and Measurement items 

Constructs Items Sources 

Pandemic 
Fear 

PF1 I feel fear upon facing the Covid-19 pandemic. (Chatterjee et al., 2019; Tran, 
2021) 

 
PF2 I feel dreadful upon facing the Covid-19 pandemic. 

PF3 I feel afraid upon facing the Covid-19 pandemic. 

Vaccination 

VA1 Vaccine is effective 
(Luyten et al., 2019; 

Sarathchandra et al., 2018) 
 

VA2 The vaccine is important for my health 

VA3 
Getting the vaccine is an effective way to protect me from 

Covid-19. 

Preference for 
Offline 
Shopping 

POF1 I am sure it was the correct decision to visit the shopping mall. 

(Kwon et al., 2010) POF2 I am happy with my decision to visit shopping at the mall. 

POF3 My decision to visit the shopping mall was a wise one. 

The structured questionnaire was developed in the English language with the suggestions of the experts. The first 

part of the questionnaire was equipped to gather respondents’ quantitative data and demographic information. 

While the second and the last part of the questionnaire consists of measurement items. All the responses were 

unruffled using a five-point Likert measurement scale (Armstrong, 1987). We have sent the questionnaire 

through email to the respondents from different areas in Bangladesh who are already vaccinated. We have 

obtained participants’ email addresses from the vaccination database of the Directorate General of Health 

Services under the Ministry of Health and Family Welfare in Bangladesh. As we have used structural equation 

modeling (SEM) for data analysis, 270 data were collected considering the amount as the average sample size as 

per the recommendation of Kline (2016). 

4.2 Data Analysis 

After the initial screening of 23 unengaged data, 247 data were given as input to SmartPLS for further data 

analysis. Unengaged data were cleaned based on the standard deviation method in Microsoft Excel. SmartPLS is 

widely recommended software for model validation, and hypothesis testing using the Partial Least Square 

method (Hair Jr et al., 2021).  

5. Results 

5.1 Demographical Information 

According to the demographic information of the respondents, presented in table 02, the majority of respondents 

were male (72.87%). People between 19-28 age ranges were in majority with a portion of 45.34%. Moreover, 

most of the participant is employed (64.78%) and belongs to the urban area (75.71%).  

Table 2. Demographical Information 

Variable Frequency Percentage 

Gender Male 180 72.87% 
Female 67 27.13% 
Other  0 0% 

 
Age ≤18 12 4.86% 

19-28 112 45.34% 
29-38 90 36.44% 
38≥ 33 13.36% 

 
Employment  Unemployed 31 12.55% 

Self-employed  56 22.67% 
Employed  160 64.78% 

 
Area of Living Urban Area (Metropolitan, town, Municipal 

area) 
187 75.71% 

Rural Area 60 24.29% 
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5.2 Measurement Model 

For Cronbach’s alpha (CA) and the composite reliability (CR), values more than or equal to 0.70 are considered 

acceptable (Hair et al., 2006). All the CA and CR values represented in table 03 are above the acceptable range, 

therefore the constructs in the model are internally reliable. Values of Average Variance Extracted (AVE), 

denotes the concurrent validity of the model. And for AVE values greater than 0.50 can be accepted (Hair Jr et al., 

2021). All the AVE values represented in table 03 are above the acceptable range, therefore the model has 

convergent validity also. Finally, the discriminant validity of the model was measured by the 

Heterotrait-Monotrait ratio of correlations (HTMT). In the case of HTMT, discriminant validity can be regarded 

as established if HTMT values are less than 0.90 (Henseler et al., 2015). According to table 04, all the HTMT 

values are less than 0.90 and therefore the constructs in the model have discriminant validity also.  

Table 3. Measurement Model 

Constructs  CA CR AVE 

Pandemic Fear 0.809 0.912 0.840 
Vaccination 0.758 0.891 0.803 
Preference for offline shopping 0.752 0.888 0.799 

Table 4. Heterotrait-Monotrait 

Constructs Pandemic Fear Vaccination Preference for offline shopping 

Pandemic Fear    
Vaccination 0.072   
Preference for offline shopping 0.750 0.074  

5.3 Hypothesis Testing 

Table 05 shows the relationship between Pandemic Fear to Preference for offline shopping (β=0.013, t=0.217, 

and p=0.828), Pandemic Fear to Vaccination (β=0.231, t=4.278, and p=0.000), and Vaccination to Preference 

for offline shopping (β=0.121, t=2.814, and p=0.005). The result shows that p-values are less than 0.05 for all 

hypothesized relationships excluding the relationship between Pandemic Fear to Preference for offline shopping. 

Hence, hypotheses H2, and H3 are accepted and H1 is rejected at a 5% level of significance.  

Table 5. Results of Hypothesis Testing 

Hypothesized Relationships Beta 
Standard 
Error 

t-value p-value 

Pandemic Fear  Preference for offline shopping 0.013 0.060 0.217 0.828 
Pandemic Fear  Vaccination 0.231 0.054 4.278 0.000 
Vaccination  Preference for offline shopping 0.121 0.043 2.814 0.005 

5.4 Mediation Analysis 

For understanding the post-vaccination effect on customers’ intention toward online shopping, a mediation 

analysis has been conducted using a Sobel test (Sobel, 1982). According to the test result, the indirect 

relationship between pandemic fear and customers’ preference for offline shopping is significant (p<0.05). 

Hence, hypothesis H4 is accepted. Besides vaccination has a complete effect as the direct relationship between 

pandemic fear and customers’ preference for offline shopping was insignificant.  

Table 6. Sobel Test Result 

Test Statistic Standard Error p-value 

2.351 0.012 0.019 

6. Discussions 

The study found the relationship between pandemic fear and preference for offline shopping as insignificant and 

therefore hypothesis H1 was rejected. It indicates that pandemic fear does not solely influence the shopping 

preference of the customers. Although during the Covid-19 pandemic, people have more or less altered their 

shopping preferences due to the health risks associated with direct contact in offline shopping (Aryani et al., 

2021) and (Nguyen et al., 2021). However, due to the conveniences like faster delivery, quality, reliability, and 

accuracy issues offline shopping is still the best choice among the people irrespective of pandemic fear 

(Espinoza et al., 2021). Moreover, vaccination for Covid-19 ensures social safety and individual protectiveness 

(Zhu et al., 2021). Those, who are already vaccinated, went back to their habituated social and economic 

activities irrespective of the pandemic situation (Dauby, 2020; Rodrigues & Plotkin, 2020). Our findings also 

indicate that people for ensuring health safety prefers vaccinations and they are most enthusiastic to take 

vaccines for personal and social protection as hypothesis H2 and H3 were accepted. The findings were justified 

more strongly when the mediation effects of vaccination were examined and hypothesis H4 was accepted. The 

results of mediation analysis show that vaccination completely mediates the relationship between pandemic fear 
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and customers’ preference for offline shopping in a positive way (as in the presence of a mediator, the 

relationship between independent and dependent variables was found positively significant). This means 

epidemical fear cannot retain a customer in continuing offline shopping if the proper vaccination process is 

ensured.  

7. Implications 

The findings of the study have significant theoretical, methodological, and practical contributions in the research 

area regarding the Covid-19 pandemic, especially from the economic and social perspectives. This study is 

focused on the impact of vaccination on consumers’ offline shopping preference amid Covid-19 in the case of 

Bangladesh and with the best knowledge of the authors, this is the first attempt made in this regard in 

Bangladesh perspective. Therefore theoretically, future research on the Covid-19 pandemic and related sub-areas 

would be benefitted from the literature and findings of the current study. This study confirms the reliability and 

validity of the constructs and empirically examined the mediation effect of vaccination between the pandemic 

fear and offline shopping preference. Methodologically, this mediation analysis approach would be directional to 

future research in understanding how vaccination mediates the relationship between different social and 

economic dependent and independent variables. Researchers from developing countries like Bangladesh can use 

the methodology to examine the impact of different socio-economic issues throughout the epidemical situation. 

This study has some practical contributions also. Financiers and business firms can get insights into the impact 

of vaccination in designing their future value delivery models. Policymaking authorities will be able to 

understand the emergence of mass vaccination if they want to get common people back to their habituated social 

and economic standard of living despite pandemic anxiety.  

8. Conclusion 

Comparatively dormant or weakened components of a specific organism (antigen) are incorporated into the 

vaccine which boosts an immune reaction within the human body (World Health Organization, 2020). Though 

vaccine amplifies people’s confidence reducing infection through defensive activities is more sustainable than 

short-term vaccine security (Hossain et al., 2022). Very few researches are available on the covid-19 

post-vaccination effect on consumers’ buying behavior. Among them, almost none of the research is based on 

South Asian consumers’ perceptions of offline shopping after getting vaccinated. This exploratory research found 

that only pandemic fear does not responsible for consumers’ buying preferences during the pandemic period. 

Also, people want to get back to their regular life and they believe that the vaccine ensures personal health safety. 

So, they are passionate to receive the vaccine for their personal and social security. Moreover, analyzing the 

mediation effect it is found that, pandemic fear might not be a troublesome factor in continuing offline buying 

trends if the proper vaccination process is ensured. Our proposed model will help to understand consumers’ 

buying trends after being vaccinated.  
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