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Abstract: Due to the appearance of COVID-19, online shopping and offline shopping have
experienced some significant changes and it has become a popular topic among people. It is
valuable to research the differences between these two popular shopping method. Even
though there have been many pieces of research investigating this area before, a detailed
summary related to the comparison of consumers' shopping experiences and preferences is
needed. This study will tackle this problem by reviewing previous related papers in this area
and classify all of the information into three parts that is characteristic of traditional shopping,
characteristic of online shopping and traditional shopping versus online shopping. By collect
and analyze the information and data in other study, many differences between these two
shopping way is discovered and the conclusion is that online shopping can give a better
shopping experience to consumers, whereas consumers' preference among these two
shopping ways will depend on the type of goods.
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1. Introduction

COVID-19 powerfully altered global economics in previous years. The scale of production and
consumption worldwide is shrinking, leading to detrimental effects on primary, secondary, and
tertiary sectors.For example, the decreasing demand for crop products during this period[1].

In terms of the change in consumer behavior, one of the studies indicates that some restrictive
methods from the government aiming to restrain the exponential curve of contamination of
COVID-19 had increased the time people spent on digital activities, which speeds up the rate of
development in online sales[2]. This resulted in the topic of the difference between online and offline
shopping becoming popular. Currently, there are some studies regarding this topic, while a few of
them specialize in the comparison of consumer shopping experiences and preferences. Therefore, the
purpose of this study is to investigate the detailed difference between online and offline shopping,
especially the dimension of consumers' shopping experience and preferences.

2.  Characteristic of traditional shopping

Traditional shopping refers to the way that the purchasing process happens when people go into the
shop directly[3]. There are many reasons why traditional shopping can be one of the mainstream
shopping methods for a long time. According to [4], consumers visiting offline shops can benefit
from touchable consumption experiences, enabling them to try on products before buying them. This
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can be helpful for those, for example, purchasing clothes since they can ensure that the products are
suitable for them by wearing them. [4] also say that interacting with shop assistants can be attributed
to one of the boons given by traditional shopping. [5]agree with this and indicate that immediate
satisfaction in purchasing goods and communication with salespeople can explain why this shopping
way can be popular among consumers. The former can be explicated by the quicker transfer of goods
from producers to consumers, which differs from online shopping where consumers have to wait for
several days until they get it[6]. Moreover, safety can be a crucial factor that makes individuals tend
to shop in a traditional way. This is because traditional shopping can eradicate the risk of online
scams[3]. It usually refers to the goods received by consumers buying online that do not correspond
to what the shopping websites describe. [7] have a similar opinion, pointing out that online shopping
involves the risk of personal information disclosure especially the purchasing record, which supports
consumers to do the traditional shopping. Furthermore, in offline shops, consumers are likely to have
a stronger bargaining power, which they cannot do in online shopping since the price has already
been set by the seller and cannot be changed easily[6]. However, the number of choices is limited in
offline shops because of the involvement of manual work, and the geographical restriction including
people spending their time traveling from their home to the shop is time-consuming for them to
purchase goods, especially in cases where consumers want to visit many different shops as they have
to consider the distance from this shop to another[6].

Traditional shopping faces many challenges during the period of COVID-19. With the government
encouraging individuals to reduce the frequency of physical contact such as social distance in their
daily lives, non-contact shopping way become more necessary for consumers, leading to a decreasing
trend of offline shopping. This effect can be more obvious in the case where consumers understand
more about this pandemic and have a positive identification with the government’s policy[8].
Another study adds that consumers with high income or health concerns have a stronger demand for
online deliveries[9]. Furthermore, this pandemic has brought anxiety, pressure, and uncertainty to
consumers’ psychology, making more of them to do impulsive purchasing especially when news
media amplify the panicky atmosphere[9].

3.  Characteristic of online shopping in China

Online shopping is a way that purchase goods over the internet. Based on the Michael Aldrich
study[10], the growth of online shopping depends on the scientific development in computer science.
The first online shopping network was designed by Thomson, and the purpose of this system was a
platform for those who supply and demand for packed holidays. Then, in 1984, the idea of home
shopping was achieved, and Jane Snowball was the first consumer who purchase goods from Tesco
groceries by using television. Some researchers also study the traits of online consumers. In early
papers, most online shoppers were reckoned to be those who enjoy high education, while, with the
help of electronic devices, more of those with fundamental literacy also become online shoppers in
China[11].Consequently, education level tends to play a less significant role in online shopper
identity. However, according to [11], it is necessary to acknowledge that the relationship between the
frequency of online purchasing and the amount of money spent on one buying and the income level of
one family still crucial: rich families are more willing to shop online and their singular payments are
likely to be higher. Between online and offline shops, their different attributes also can be discovered
in the type of products. According to the study from [12], online shops are reckoned as the ones with
high products uncertainty, so products with uncertainty being less crucial such as furniture are less
possible to be returned by online consumers.This means these products may be more welcome in
online shopping, as exchange goods service can both cost consumers and producers a large amount of
time.
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One of the major benefits of online shopping is convenience. Raja Sarkar and Dr.Sabyasachi
Das[4] mention that it is not necessary for consumers to go to brick-and-mortar shops, avoiding the
troubles of finding a place to park and hustling with others. One study shows that online shopping
can be preferable to consumers when the distance from them to the shop is larger than Skm[13].
According to [6], online retailers can benefit from less cost spent on store, rent and bills, so they can
set a lower price directly to consumers, leading to higher demand. [4] agree with this and add that
online sellers can give more discounts to consumers than offline shops since they are operating
without the cost of decorating the shop and the wage of sales assistants. On top of that consumers
visiting online shops can eliminate the risk of being annoyed by the officious sales assistant who
can irritate consumers or make the purchasing mandatory[14]. Furthermore, consumers can buy
various types of goods by doing online shopping, which means they do not have to worry that they
cannot find their desired products[6]. [4] emphasize that most offline shops cannot provide the same
number of different goods as online sellers provide. In addition, the information about the products
is more available to obtain. Based on the study of [4], what the consumers have to do to view the
products is pressing the keyboard on their mobile phone or laptop, which has extremely low search
costs. Another study from [15] shows that the information provided can also include other
consumers' buying records. With the help of detailed information, consumers tend to appraise the
products comprehensively. During the period of covid-19 outbreak, a survey shows that eighty-one
percent of respondents adopted online shopping. This is because the drawbacks of offline shopping
are enlarged. A case in point is that the lack of transportation for people to go out and severe SOP
make individuals not willing to leave their homes[16]. Another study from [8] shows the decreasing
revenue in the offline market, especially grocery shops and department stores, and the authors add
that the result can be attributed to what the pandemic restrain to social distance and times of doing
outdoor activities, discouraging consumers using offline distribution channels. With some physical
stores shutting down, online consumption can be driven[17]. [18] study emphasizes that individuals
in larger cities had larger consumption of food than those living in small ones, and they explain that
large cities such as Shanghai and Hangzhou where the place is the hub of manufacturing have active
e-commerce to support many delivery systems. [17] study confirms that online shopping can be
stimulated by the point of view of others. Due to the outbreak of COVID-19, people tend to
purchase or stock goods such as foods by online shopping, which enhances the total number of
online consumption in China.

However, online shopping is not perfect still. Just like what [19]mention online shopping is
usually associated with high risk due to less confidence from consumers caused by the lack of
face-to-face communication. Nevertheless, consumers see trust as one of the crucial criteria
whenever they are making choices. With insufficient trust, consumers are irresolute before they
decide to purchase a product[20]. The finding of [20] also shows that information failure, in case
where two parts give distinguishing information at the same time, can be the problem, and
emphasizes that, without interaction of sales people, online shopping tends to be reckoned as an
online scam. Also, online shoppers can think of the risk of finance and exposure of their private
information[21]. Such risks can influence their attitude toward online shopping, discouraging them
from shopping in this way[22]. Further research from [23] indicates that there is a negative
correlation between online shopping and perceived risk, and the consequence of less trust in online
vendors can lead to consumers having less interest in this shopping way. [24] point out that
consumers do not think that online shops are trustworthy can be attributed to the reason that the
website provides insufficient information to consumers such as hazy return and exchange policy
and deficient information about producers. [25] give a detailed explanation adding that
cognition-based trust and affect-based trust are two components of the whole one. In terms of the
former, it is the extent of representation that consumers believe the retailers are honest and reliable.
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As for the latter, it reflects the satisfaction consumers get during their shopping experience.
Moreover, products from online sellers may be spoiled during the delivery, thus giving consumers
damaging products. Meanwhile, the time spent on transportation makes the products cannot be used
by consumers after they have made the payments, which cannot meet those demands who have to or
hope to get them immediately[15]. For example, individuals purchasing fish, apples, and other food
are likely to have a strong demand on receiving these goods at once, as the extended time to derive
them may spoil their taste. The amount of time spent on delivering products like food plays a very
essential role when consumers are making online purchases said [26]. [27] have a different
interpretation for why the waiting time can make consumers away from online shopping: something
will be worried by some consumers until they receive products that meet their demands or
expectation. In the particular case where, for example, the COVID-19 outbreaks in China, many
consumers reckon that this shopping way is risky, since they do not know who parcels their goods
and whether their courier a have infection or not[18]. One point that cannot be neglected is the
unpredictability of product fit. Unlike offline shops, online shops cannot palliate this uncertainty, as
products in online stores cannot be appraised physically[12]. The study by [26] has talked about the
fee of delivery having influences on consumers preference. Their study confirms that the amount of
this fee ranks first place on consumer concerns. Compared to offline stores, this may be a
disadvantage for online stores to motivate or stimulate their overall consumption.

4. Traditional shopping vs. online shopping
4.1. Comparison between consumers' experience

In terms of online shoppers' consumption experience, they can benefit from a convenient shopping
experience. [28] indicate that online shops have their website, which can be accessed by consumers
easily. So they can check some relevant information about the products on their mobile phones,
laptops, and other electronic devices. However, offline consumers have to visit local shops, which is
time-spending. [29] evaluates this point from the drawback of offline shopping saying that, in
hypermarkets, many consumers' time will be spent on finding their desired product and queuing for
their payment. [30] agree with this view and emphasize that this is the main reason for consumers
switching from offline shops to online ones. [31]research has confirmed this by showing the
investigation related to factors motivating consumers to choose either offline or online shopping: The
majority of consumers(71.28%) give up offline shopping due to the need for them to go out. [30] add
that, during online consumption, online consumers do not have to face pressure from salespeople, and
this is a new convenient shopping way. However, [4] argue that salespeople can provide specific
services to consumers: they can introduce some main points for consumers or teach them how to use
them. It is factors that can enhance the consumer shopping experience. In [28]paper, these services
are called pre-sales services, which is a positive consumption experience given to consumers.
However, online shopping platforms have different methods to help their consumers choose among
goods. During online shopping, consumers not only benefit from the convenience of viewing various
goods online but also check the feedback from other online shoppers, which helps them to do the
comparison between many brands and similar products[32]. In [4] paper, this opinion is
acknowledged; with review from other users, it is more likely that online shoppers choose their
suitable goods. One of the important points driving consumers to choose online shopping is the
reasonable price of online products and this is shown in[33]research. This is because online shopper
can benefit from advanced technology to reduce their daily operation cost,leading to more discount
given to consumers[31].
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4.2. Comparison between consumers' preference

Online stores are not seen as reliable in many cases, because of the lack of trust[28]. This is because
there is an uncertainty between what consumers see on the internet and what consumers receive at
their home. This is known as environmental and behavioral uncertainty[34]. All of this will result in
consumers having different preferences in two different shopping ways. According to[33]paper,
products are classified into two extremes: One is high-touch products and another is low-touch
products. It is necessary for consumers to have physical contact when purchasing the former ones, so
offline consumers will prefer purchasing these goods such as clothing and sports goods. The latter
refers to goods including air tickets which do not need consumers to feel or try on them. So online
shoppers will prefer these goods, as online shopping can help them purchase the goods quickly. The
study from[35] indicates that online and offline shops have different competitive advantages over
each other. Previous studies about consumers’ preferences have found that the competitive
advantages of online shop are reasonable prices, simple information, convenient shopping process,
various goods, and sufficient inventories for consumers. The competitive advantages of offline shops
also are mentioned; touching products, getting goods at once, and immediately satisfying consumers'
demand. [36]paper also obtains similar results and ranks these factors according to consumer
preference. Consumers prefer to obtain product information quickly the most, which is followed by
various choices among products. The third place in online shopper preference is reasonable prices and
large discounts. The last is the convenient shopping process. Those who prefer offline shop have
different preferences. Obtaining the goods immediately ranks at the dominant place, which is
followed by the reliable quality guaranteed by physical contact with products. The after-sell services
and interaction with sales person are at the third and fourth place respectively.

5. Conclusion

In conclusion, based on the quantitative and qualitative reviews, consumers can enjoy a convenient
experience by shopping online, saving them much time. Even though there are salespeople involved
in offline shopping to improve the consumer's shopping experience, comments from other shoppers
can be checked to help them make choices among similar products. However, consumers' preferences
will depend on the type of their desired goods. Those goods that need touching experience in
shopping are preferred by online consumers and those low-touch products will be preferred by online
consumers. There are some limitations in this study, it is better to investigate the result by restricting
the age group, so it can be more detailed and reliable.

References

[1] Debata, B., Patnaik, P., & Mishra, A. (2020). COVID-19 pandemic! It's impact on people, economy, and
environment. Journal of public affairs, 20(4), e2372.

[2] Soares, J. C., Limongi, R., De Sousa Junior, J. H., Santos, W. S., Raasch, M., & Hoeckesfeld, L. (2023). Assessing
the effects of COVID-19-related risk on online shopping behavior. Journal of Marketing Analytics, 11(1), 82-94.

[3] Sameeha, M. S. F., & Milhana, U. L. (2021). A comparative study of traditional shopping and online shopping:
special reference to Dharga town.

[4] Sarkar, R., & Das, S. (2017). Online shopping vs offline shopping: A comparative study. International Journal of
Scientific Research in Science and Technology, 3(1), 424-431.

[5] [Ihionkhan, A. C., & Victor, A. O. SHOPPERS ' EXPERIENCE WITH TRADITIONAL AND ONLINE SHOPPING IN
BENIN CITY.

[6] Gupta, P. (2015). Comparative study of online and offline shopping: A case study of Rourkela in Odisha (Doctoral
dissertation,).

[7]  Bytygi, S. (2020). Online Versus Traditional Shopping in Developing Countries Study Case-Kosovo. International
Journal of Social Sciences Perspectives, 7(1), 10-21.

235



Proceedings of the 2nd International Conference on Management Research and Economic Development
DOI: 10.54254/2754-1169/93/20241065

[8] Moon, J., Choe, Y., & Song, H. (2021). Determinants of consumers’ online/offline shopping behaviours during the
COVID-19 pandemic. International journal of environmental research and public health, 18(4), 1593.

[9] Roy, P., & Datta, D. D. (1843). Consumer buying behaviour towards online and offline shopping: Pre, during and
post Covid 19 pandemic. Intern. Journal of Profess. Bus. Review.| Miami, 8(5), 01-22.

[10] Aldrich, M. (2011). Online Shopping in the 1980s. Annals of the History of Computing, 33(4), 57-61.

[11] Song, Z. (2022). The geography of online shopping in China and its key drivers. Environment and Planning B:
Urban Analytics and City Science, 49(1), 259-274.

[12] Sahoo, N., Dellarocas, C., & Srinivasan, S. (2018). The impact of online product reviews on product returns.
Information Systems Research, 29(3), 723-738.

[13] Corcione, M., & COLOMBO ARDENTI, M. O. N. I. C. A. (2020). Comparative COZ2 emissions assessment of online
and traditional shopping channels: a multi-purchase perspective.

[14] Maheswari, M. U. (2018). Factors Influencing Traditional Shopping And Online Shopping In Kanniyakumari
District. RIMS Journal of Management, 3(1), 45-53.

[15] Taher, G. (2021). E-commerce: advantages and limitations. International Journal of Academic Research in
Accounting Finance and Management Sciences, 11(1), 153-165.

[16] Aryani, D. N., Nair, R. K., Hoo, D. X. Y., Hung, D. K. M., Lim, D. H. R., Chew, W. P., & Desai, A. (2021). A study on
consumer behaviour: Transition from traditional shopping to online shopping during the Covid-19 pandemic.
International Journal of Applied Business and International Management (IJABIM), 6(2), 81-95.

[17] Chen, Y., Zheng, G. W., Dong, A. B. S. Q. L., & Chang, D. (2021). Factors affecting the consumers online shopping
during the COVID-19 pandemic in China. Revista Argentina de Clinica Psicologica, 30(1), 853.

[18] Gao, X, Shi, X., Guo, H., & Liu, Y. (2020). To buy or not buy food online: The impact of the COVID-19 epidemic on
the adoption of e-commerce in China. PloS one, 15(8), e0237900.

[19] Ishak, K., Salleh, H. M., Mohsin, F. H., & Isa, N. M. (2023). DO CONVENIENCE, TIME-SAVING AND TRUST
DETERMINE CONSUMERS ONLINE SHOPPING BEHAVIOUR?. International Journal of Business and
Economy, 5(1), 125-135.

[20] Khan, F., Rasli, A., Yusoff, R., & Isa, K. (2015). Impact of trust on online shopping: A systematic review of literature.
Journal of Advanced Review on Scientific Research, 8(1), 1-8.

[21] Javadi, M. H. M., Dolatabadi, H. R., Nourbakhsh, M., Poursaeedi, A., & Asadollahi, A. R. (2012). An analysis of
factors affecting on online shopping behavior of consumers. International journal of marketing studies, 4(5), 81.

[22] Makhitha, K. M., Van Scheers, L., & Mogashoa, C. (2019). Which consumer attributes influence South African
consumers to shop online. Journal of Business and Retail Management Research, 13(4).

[23] George, O. J., Olufemi, A., Lasisi Jubril, O., & Lucas, O. (2015). Risk and trust in online shopping: experience from
Nigeria. Risk, 11.

[24] Daroch, B., Nagrath, G., & Gupta, A. (2021). A study on factors limiting online shopping behaviour of consumers.
Rajagiri Management Journal, 15(1), 39-52.

[25] Nghia, H. T., Olsen, S. O., & Trang, N. T. M. (2020). Shopping value, trust, and online shopping well-being: a
duality approach. Marketing Intelligence & Planning, 38(5), 545-558.

[26] Nguyen, D. H., De Leeuw, S., Dullaert, W., & Foubert, B. P. (2019). What is the right delivery option for you?
Consumer preferences for delivery attributes in online retailing. Journal of Business Logistics, 40(4), 299-321.

[27] Wai, K., Dastane, D. O., Johari, Z., & Ismail, N. B. (2019). Perceived risk factors affecting consumers’ online
shopping behaviour. The Journal of Asian Finance, Economics and Business, 6(4), 246-260.

[28] He, B., & Bach, C. (2014). Influence factors of online shopping. International Journal of Innovation and Scientific
Research, 2(2), 313-320.

[29] Schulze, J. (2020). Online and Offline Shopping: Decision Making Factors that Influence Consumer Purchases. no.
December.

[30] Shanthi, R., & Desti, K. (2015). Consumers' perception on online shopping. Journal of Marketing and Consumer
Research, 13, 14-21.

[31] Yan, X. (2020). Research on consumers’ attitudes towards online and offline shopping. In E3S Web of Conferences
(Vol. 218, p. 01018). EDP Sciences.

[32] Gupta, A., Bansal, R., & Bansal, A. (2013). Online shopping: A shining future. International Journal of
Techno-Management Research, 1(1), 1-10.

[33] Levin, A. M., Levin, I. P., & Weller, J. A. (2005). A multi-attribute analysis of preferences for online and offline
shopping: Differences across products, consumers, and shopping stages. Journal of Electronic Commerce
Research, 6(4), 281.

[34] Rasty, F., Mirghafoori, S. H., Saeida Ardekani, S., & Ajdari, P. (2021). Trust barriers to online shopping:
Investigating and prioritizing trust barriers in an intuitionistic fuzzy environment. International Journal of
Consumer Studies, 45(5), 1030-1046.

236



Proceedings of the 2nd International Conference on Management Research and Economic Development
DOI: 10.54254/2754-1169/93/20241065

[35] Nizma, C., & Siregar, D. A. (2021, September). Analysis of Shopping Consumer Preferences Online and Offline
Stores in the Pandemic Time of Covid-19. In 2nd International Conference on Science, Technology, and Modern
Society (ICSTMS 2020) (pp. 223-229). Atlantis Press.

[36] Espinoza, M. C., Ganatra, V., Prasanth, K., Sinha, R., Montafiez, C. E. O., Sunil, K. M., & Kaakandikar, R. (2021).
Consumer behavior analysis on online and offline shopping during pandemic situation. International Journal of
Accounting & Finance in Asia Pasific (IJAFAP), 4(3), 75-87.

237



