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UNDERSTANDING THE EFFECTS OF FEAR OF
CONTRACTING COVID-19 ON CUSTOMER BEHAVIOR AND
PSYCHOLOGY FROM AN ONLINE SHOPPING PERSPECTIVE

Caglar SAMSA'

ABSTRACT

This study, designed based on the psychological reactance theory, examined the reasons
and consequences of the increase in customers’ online shopping experiences during the
Covid-19 period from a customer-based perspective. In the model formed with the idea
that the fear of contracting Covid-19 is a reason for the increase in online shopping, the
effect of the fear of contracting Covid-19 on trust in online shopping was evaluated.
In addition, the effect of trust in online shopping on the value of the online shopping
experience during the Covid-19 process was exhibited. It was also determined that the
effects of the online shopping experience value on online shopping addiction reveal the
online shopping behavior of customers. Using the PLS-SEM algorithm, a questionnaire
form was applied to 231 participants (increased to 5000 participants by bootstrapping
method) with the convenience sampling method, and the collected data were analyzed
using SEM (Structural Equation Modeling). As a result, it was concluded that the
fear of contracting Covid-19 increased the trust in online shopping, and the trust in
online shopping affects customer value perceptions (hedonic and utilitarian). Another
notable result is hedonic value, one of the customers’ online shopping value
perceptions, affects all dimensions of customer online shopping addiction, but it has been
noted that utilitarian value perceptions have no effect on the dimensions of online
shopping addiction.

Keywords: Fear of Covid-19, trust to online shopping, experience value, hedonic value,
utilitarian value, PLS-SEM

Doi: 10.15659/ppad.16.1. 1134494

1 Dr. Ogr. Uyesi, Kafkas Universitesi Sosyal Bilimler Meslek Yiiksekokulu,
Pazarlama ve Reklamcilik Boliimii, cglrsms@gmail.com,
ORCID: 0000-0002-9827-7969,
Etik Kurul Onay1: Kafkas Universitesi Sosyal ve Beseri Bilimler Bilimsel Arastirma ve Yaym Etigi Kurulu,
E-35608 say1, 10.01.2022.
Gelis Tarihi / Received: 22.06.2022, Kabul Tarihi / Accepted: 16.10.2022


https://dergipark.org.tr/tr/pub/ppad/issue/75674/1134494

38 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:16, Say:: 1, Ocak 2023, ss. 37-60

COVID 19 KORKUSUNUN MUSTERI DAVRANISLARI VE
PSIKOLOJiSi UZERINDEKIi ETKIiLERiINi CEVRIMICi ALISVERIS
PERSPEKTIFINDEN ANLAMAK

0z

Psikolojik tepki teorisi temelinde dizayn edilen ¢alisma, Covid-19 doneminde miisterilerin
online aligveris deneyimlerindeki artigin sebeplerini ve sonuglarini misteri temelli bir
bakis agisiyla incelemistir. Covid-19 korkusunun online alisveristeki artigin bir sebebi
oldugu fikriyle olusturulan modelde Covid-19’ a yakalanma korkusunun online aligverise
giiven lizerindeki etkisi incelenmistir. Ayrica Covid-19 siirecinde online aligverise giivenin
ise online aligveris deneyim degeri iizerindeki etkisi arastirtlmistir. Yine miisterilerin
online aligveris davranislarindaki artis dikkate alinarak online aligveris deneyim degerinin
online aligveris bagimlilig1 tizerindeki etkileri tespit edilmeye g¢alisilmistir. PLS-SEM
algoritmasi kullanilarak 231 katilimeiya (tiirev 6rneklemesi araciligiyla S000 katilimeiya
¢ikarilmigtir) kolayda orneklem yontemiyle anket formu uygulanmis ve toplanan
verileri yapisal esitlik modellemesi kullanilarak analiz edilmistir. Aragtirmada Covid-19
korkusunun online aligverige giiveni arttirdigi, online aligverise giivenin ise miisterilerin
deger algilarint (hedonik ve faydaci) etkiledigi sonucuna ulasilmistir. Calismada géze
garpan bir diger 6nemli sonug ise miisterilerin online alisveris deger algilarindan hedonik
degerin miisterilerin online aligveris bagimliliginin tiim boyutlarini etkiledigi ancak
faydact deger algilarmin online aligveris bagimliliginin boyutlari tizerinde herhangi bir
etkisinin olmadigidir.

Anahtar Kelimeler: Covid-19 Korkusu, Online Aligverise Giiven, Deneyim Degeri,
Hedonik Deger, Faydaci Deger, PLS-SEM
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1. Introduction

The covid-19 pandemic has affected many sectors both economically and socially,
including factors such as high infection rates, high death rates, quarantine, social
distance, and isolation also cause significant changes in the perceptions such as
fear and behaviors of individuals (Sakib et al., 2020). The first of these behaviors is
the use of information and communication technologies. Here, individuals started
to virtually realize their daily physical experiences (shopping, health, educational
experiences, etc.) (Mouratidis and Papagiannakis, 2021). One of these experiences
is the customer’s online shopping behavior, which increased significantly during
the Covid-19 period (Donthu and Gustafsson, 2020; Le et al., 2021).

The change in customers’ online shopping behavior can be evaluated within the
framework of the psychological reactance theory (Akhtar ez al., 2020). This theory
explains that individuals are motivated to regain their freedom when restricted or
threatened (Brehm and Brehm, 1981; Rosenberg and Siegel, 2018). This theory,
which is widely used in understanding the changes in customer attitudes and
behaviors (Kavvouris et al., 2020), has been evaluated with the restrictions in the
pandemic process. When individuals’ freedoms are restricted, they show reactions
such as anger, ignorance, and regaining their freedom (Argouslidis ef al., 2018).
During the Covid-19 pandemic period, individuals preferred to secure their
freedom of shopping through online shopping (Akhtar et al., 2020).

The transformation into online shopping brought about by the Covid-19 pandemic
has paved the way for intensifying studies in marketing (Alaimo et al., 2021).
When the literature examined, online shopping satisfaction has been investigated
through the use of mobile technologies (Fernando, 2021), participation in online
activities (Mouratidis and Papagiannakis, 2021), food stocking through online
channels (Hao ef al., 2020), virtual reality and augmented reality in e-commerce
(Billewar et al., 2021), food prices in online channels (Hillen, 2021), customer
online shopping behaviors and changes in these behaviors (Chenarides et al.,
2021), customer online food shopping demands (Chang and Meyerhoefer, 2021),
fruit and vegetable markets (Richards and Rickard, 2020), risk factors in online
shopping (Alhaimer, 2021), factors that customer satisfaction created factors
(Alaimo et al., 2020), online shopping motivators according to generations
(Koch et al., 2020) fields. Furthermore, many researchers have investigated
the factors contributing to online shopping behavior during the Covid-19
pandemic period (Ben Hassen et al., 2020; Eger et al., 2021; Grashuis et al.,
2020; Moon et al., 2021; Pham et al., 2020; Safara, 2020; Sheth, 2020). These
studies showed significant increases in customers’ online shopping experiences
during the Covid-19 pandemic (Pantano et al., 2020). Despite the increasing
number of studies, the causes and effects of these increases are still an important
research gap. It has been aimed to investigate the relationship between “fear of
contracting Covid-19,” “trust in the online shopping experience,” “value of the
online shopping experience,” and “online shopping addiction” in order to reveal



40 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:16, Say:: 1, Ocak 2023, ss. 37-60

these dynamics. On the other hand, the increase observed in customers’ online
shopping behavior (especially in the Covid-19 pandemic) in recent years, where
shopping is considered an activity or experience, led marketers to explain the
factors affecting this increase. Understanding the online shopping experiences of
customers is of great importance not only for researchers but also for companies.
These research results will help to understand how effective customer fears are in
online shopping during the pandemic process and how customers are affected by
shopping addiction, which is quite common today. It is predicted that the research
data findings will have an important place in today’s marketing conditions. In this
context, answers to the following questions were sought.

Question 1: Does the fear of contracting Covid-19 trigger customers’ trust in
online shopping?

Question 2: Do customers’ trust in online shopping trigger their perception of
experience value?

Question 3: Do customer experience value perceptions affect customer online
shopping addiction?

2. Conceptual Background

World Health Organization data show that the Covid-19 pandemic began in
December 2019 and affected many people worldwide. About 245 million
Covid-19 cases have been reported worldwide between the pandemic’s start and
October 29, 2021, and about 5 million people have died as a consequence of the
pandemic. These numbers are increasing day by day. Both the restrictions and
prohibitions and the individuals’ psychological situation led to various changes
in people’s behavior. One of them was that it caused changes in the activities of
individuals. The pandemic has prompted individuals to engage in online activities
globally (Nguyen et al., 2020; Wijesooriya ef al., 2020) and has triggered a new
wave of online shopping in both developed and developing countries. Scientists
assumed that this wave of online shopping would continue for years to come.
(Chetioui et al., 2021). The psychological reactance theory can explain these
changes in the behavior and habits of individuals. The basis of the theory is based
on the motivation of individuals to regain their freedom when their freedoms
are threatened by the behavior and may bring about a variety of behavioral
reactions (Brehm, 1966). Since psychological reactance is a factor that motivates
individuals, the response is measured through behavior and attitude (Lee and Lee,
2009). In the study, customer attitudes were examined within the scope of fear,
trust, and value, and customer behavior are discussed within the framework of the
addiction concept.

Fear of contracting Covid-19 is considered an individual’s fear of contracting
infectious diseases. Although there are many disasters in the world, epidemics
of infectious diseases are among the most remarkable disasters due to their
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uncertainty. This disaster affects individuals both physically and mentally and
causes individuals to feel at risk and vulnerable (Brief et al., 2004; Reznik et al.,
2021). Today, one of the most important of these disasters, the Covid-19 pandemic,
is a global danger that seriously affects public health. Fear is the most common
psychological response to this danger (Broche-Pérez et al., 2022).

Perceived trust has been identified with many different concepts in the literature.
Perceived trust is the individual’s low-risk perception of individuals about their
current situation (Siegrist, 2000). In other words, customers’ perceptions of low
anxiety about a particular situation (Freidenburg, 1993). Psychological reactance
theory, as mentioned above, is about turning to alternatives when freedom is
endangered. This orientation is possible with confidence in other alternatives.
Therefore, trust plays a critical role for individuals during the outbreak of infectious
diseases (Balog-Way and McComas, 2020). The fact that people avoid physical
contact with other people and objects during the Covid-19 pandemic period has
allowed online shopping to come to the fore as an alternative to physical shopping.

Perceived value is the ratio of benefits to products and sacrifices from value
products and services based on customers’ interactions with products and services
(Payne and Holt, 2001). It is also defined as the increase in social self-benefit
resulting from the purchase of products and services by customers (Sweeney
and Soutar, 2001). In other words, customers’ overall evaluation of products,
services, and experiences is defined as the perceived value (Zeithaml, 1988). In
the study, perceived value has been discussed in two basic dimensions: hedonic
and utilitarian. Hedonic value is where stimulation and pleasure come to the fore
in product and service purchases (Kuikka and Laukkanen, 2012)brand equity,
brand value, brand trust. It is the perception of value from the emotional, sensory
and hedonistic aspects of individuals’ shopping experiences (Hirschman and
Holbrook, 1982). Utilitarian value has been defined as rational and cognitive
evaluations of products and services (Whitten ez al., 2014).

Online shopping addiction; the concept of dependency is the continuation of the
use of something despite the problems arising from its use in the traditional sense
(Young, 2004). Internet addiction is the excessive use of the internet and the display
of moody and restless behaviors when not used (Mitchell, 2000). Online shopping
addiction occurs after internet addiction, defined as excessive online shopping
characterized by moody and restless behavior when it is not done. This type of
addiction has been reported to consist of salience, tolerance, mood modification,
withdrawal, relapse, and conflict dimensions (Duong and Liaw, 2021). Salience
is that online shopping takes the most important place in consumer life and that
the individual dominates her/his emotions, behaviors, and thoughts. Tolerance
has been defined as online shopping being done more and more every day, and
this thought dominates the individual’s emotions, behaviors, and thoughts. Mood
modification is when online shopping creates a calming effect on the mood of the
customers at that moment and is expressed as the domination of the individual’s
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emotions, behaviors, and thoughts. Withdrawal is the unpleasant emotional state
that occurs when online shopping does not take place, and this thought dominates
the individual’s feelings, behaviors, and thoughts. Relapse is an effort to quit online
shopping, but this effort does not yield results, and online shopping dominates the
individual’s emotions, behaviors, and thoughts. Conflict is the customer’s online
shopping dominates the emotions, behaviors, and thoughts of the individual and
comes into conflict with those around him as a result of online shopping (Griffiths,
2005).

3. Hypotheses Development

The emergence of the Covid-19 pandemic has brought various negative changes
in individuals’ emotional states. One of these negative changes is the fear of
contracting Covid-19 (Eger et al., 2021; Martinez-Lorca et al., 2020). Fear of
contracting Covid-19 has caused various psychological symptoms, such as fear of
death and doubt in people. These emotions also lead to behavioral changes (Khan
et al., 2020). One of these behavioral changes among individuals is consumer
purchasing behavior. Many studies in the literature suggested that fears about the
Covid-19 pandemic have influenced customer purchasing behavior (Addo et al.,
2020; Chinazzi et al., 2020; Wiranata and Hananto, 2020). The observed behavior
change can be clarified by the fear theory, which is the emotional reaction of
individuals to the emergence of fear in the human mind (Eger et al., 2021). By
considering the trust variable, one of these emotional responses, the following
hypotheses have been developed within the framework of this theory.

H : Fear of contracting Covid-19 positively affects trust in online shopping.

Customers’ shopping value perceptions are one of the most critical factors shaping
customer behavior in customer experiences (Lao et al., 2021). These perceptions
also significantly affect other perceptions, such as trust in shopping, and play a
crucial role in customers’ online shopping experience. The lack of customers’ trust
in the online shopping experience is an essential factor and causes them not to
prefer online shopping (Beldad et al., 2010). The prospect theory can explain
this situation. Prospect theory, first introduced into the literature by Kahneman
and Tversky (1979), was developed to study how individuals behave in risky
situations (Edwards, 1996). Considering this theory, it has been proven that
customers’ attitudes toward online shopping were influenced during the Covid-19
process (Chetioui et al., 2021). Based on this, it has been aimed to investigate the
trust-value relationship in online shopping, and the following hypothesis has been
determined.

H,: Trust in online shopping positively affects online shopping value. (H, : Trust
in online shopping positively affects hedonic value. H,,: Trust in online shopping
positively affects utilitarian value).

Changing conditions during the pandemic brought up shopping addiction, which
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gained significant momentum in customer behavior. Factors such as stress,
social isolation, ample free time, and risk caused customers to become addicted
to shopping. During this period, changes in the social sphere also led to the
acceleration of digitalization and online shopping (Niedermoser et al., 2021). The
reflection of this increase in customer behaviors and its uncontrolled continuation
in the following processes led to customer online shopping addiction (Duong and
Liaw, 2021). According to the main-end chain theory, the value factor is critical
in shaping customer behaviors in online environments (Chiu et al., 2014). One of
these behaviors is the online shopping addiction of customers. It has been formed
the following hypothesis by considering the value of experience, which is an
essential antecedent in shaping the decisions and behaviors of customers (Samsa
and Yiice, 2022; Zhang et al., 2022).

H,: Online shopping value has a positive effect on online shopping addiction.
(H,: Hedonic value has a positive effect on mood modification. H,: Hedonic
value has a positive effect on relapse. H, : Hedonic value has a positive effect
on salience. H,; Hedonic value has a positive effect on tolerance. H, : Hedonic
value has a positive effect on withdrawal. H, % Hedonic value has a positive effect
on conflict. H % Utilitarian value has a positive effect on mood modification. H,,:
Utilitarian value has a positive effect on relapse. H,: Ulilitarian value has a
positive effect on salience. H o Utilitarian value has a positive effect on tolerance.
H_ : Utilitarian value has a positive effect on withdrawal. H,: Utilitarian value
has a positive effect on conflict)

4. Research Method
Sample and Measures

In this study, the questions of each scale were translated from English to Turkish,
and some of the questions were adjusted according to the Covid-19 process.
After translation and adaptation, it was thoroughly checked by an expert. In this
stage, the required permission was obtained by the Kafkas University Social and
Human Sciences Scientific Research and Publication Ethics Committee (Issue:
E-35608, Date: 10.01.2022). In addition, a pre-test study was conducted to test the
survey questions’ suitability and gather the participants’ opinions. In the pre-test
application, the validity and reliability values were checked, and the questionnaire
was finalized by taking into account the participants’ opinions. The questionnaire
form consists of 5 multiple-choice questions containing the characteristics of the
participants and 36 measurement items determined using a 5-point Likert scale.
The characteristics of the participants and measurement items are presented in
Tables 1 and 2.

In this study, which was carried out under pandemic conditions, an online
questionnaire was used in line with the predictable request of both health
conditions and participant demands. Since the sample group also consisted of
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online shoppers, it was assumed that individuals who would fill out the online
survey would be interested in online shopping, and the data were collected
through an online survey. These may constitute the limitation of the study. The
data were collected through an online survey from people who had an online
shopping experience during the Covid-19 outbreak between August 28, 2021, and
March 18, 2022, using the convenience sampling method. Participants were first
asked if they had shopped online during the Covid-19 period. In the next step,
the questionnaire was sent to the participants, and they were asked if they would
like to answer it. Thus, 231 participants who had an online shopping experience
during the Covid-19 period were reached. The PLS-SEM algorithm, which is used
in cases where the sample group is relatively small, offers a significant advantage
over other algorithms. This advantage is the bootstrapping method. In this method,
the sample was increased to 5000 using derivative sampling, and the data were
analyzed over 5000 samples (Hair et al., 2017). Characteristics of the sample
group are given in Table 1.

Table 1. Characteristics of the Sample

Characteristics N Percantenge (%)
Male 104 452
Sex Female 126 54.8
No answer 1 -
Under 20 10 4.3
20-29 125 54.1
Age 30-39 78 33.8
40-49 14 6.1
50 and older 4 1.7
. Single 134 58
Marital Status Married 97 4
Under 1500 TL 50 22.5
1501 TL-3000 TL 34 15.3
Revenue (Monthly) 3001 TL-4500 TL 27 12.2
4501 TL-6000 TL 53 23.9
Over 6000 TL 58 26.1
Clothes 119 52.7
Food- Nutrition 69 30.5
Hobby (Game-Toy etc.) 12 53
The product categories with the ~ Cosmetic 7 3.1
most online shopping during the Household appliances 7 3.1
Covid-19 process Herbal supplements 3 1.3
Book 2 0.9
Others 7 3.1
No answer 5 -

According to Table 1, about 55% of the participants are women; the vast majority
(87.9%) is between 20 and 39 years old. In addition, about 58% of the participants
are single. The monthly income of the participants was distributed pro-rata, and
the participants mainly shopped online in the categories of clothing (52.7%) and
food nutrition (30.5%) during the Covid-19 period.
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Table 2. Measurement Items

Construct

Measurement Items References

Fear of contracting Covid-19

Q1. I am most afraid of Covid-19 during the pandemic pro-

cess.

Q2. It bothers me to think about Covid-19 in the pandemic

process.

Q3. My hands get sweaty when I think of Covid-19 Sakib et al., 2020
Q4. I am afraid of losing my life because of Covid-19.

Q5. I get nervous or anxious when watching news and stories

about Covid-19 on social media.

Q6. I cannot sleep because I am worried about catching
Covid-19.

Q7. My heart beats fast when I think of catching Covid-19.

Perceived Value

Utilitarian
Value

Hedonic
Value

Q8. Considering the quality during the Covid-19 process, the

prices of the products and services I buy from online stores

are reasonable.

Q9. I save time when I shop from online stores during the

Covid-19 process

Q10. The products and services I bought from online stores

during the Covid-19 period are excellent purchases.

Q11. During the Covid-19 period, online stores offer good Overby and Lee,
economic value. 2006
Q12. The thought of shopping from online stores during the

corona period absorbs me.

Q13. During the Covid-19 period, I not only bought products

and services but also had fun shopping in online stores.

Q14. During the Covid-19 period, shopping from online

stores took me away from everything.

Q15. Shopping from the online store during the Covid-19

process gives me the feeling of “escape from the pressure of

life.”

Trust to Online Shopping

Q16. Trusts what the company says about the products while

shopping online during the Covid-19 period.

Q17. Online shopping is reliable during the Covid-19 process. Kim et al., 2009
Q18. The claims and promises of the online shopping site

about the product during the Covid-19 process are reliable.

Online Shopping Addiction

Salience

Tolerance

Q19. When I am not shopping online, I think about it all the
time during the Covid-19 process

Q20. I often think about how you can devote more time or
money to online shopping during the Covid-19 process

Q21. Online shopping has an important place in my life
during Covid-19 process

Q22. During the Covid-19 process, I desire to do more online
shopping.
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Q23. I spend much more time online shopping during the
Covid-19 process.
Mood Modi- Q24. During the Covid-19 process, I am shopping online
fication without a plan.
Q25. When I am feeling bad, online shopping makes me feel
better.
Q26. When I feel bad, worried, helpless, or restless during the
Covid-19 process, I shop online to feel better.
Q27. Online shopping helps me temporarily forget my trou-  Duong and Liaw,
bles during the Covid-19 process. 2021
Withdrawal Q28. I feel depressed when I find some excuses and do not
shop online during the Covid-19 process.
Q29. A life without online shopping for a while during the
Covid-19 process would be boring and unpleasant for me.
Q30. I feel restless or depressed when I try to shop online
during the Covid-19 process but fail.
Relapse Q31. I tried to cut or stop my online shopping during the
Covid-19 process but failed.
Q32. During the Covid-19 process, I decided to do online
shopping less frequently, but I could not.
Q33. If I reduce the amount of online shopping in a certain
period during the Covid-19 process and then start again, I will
shop as often as before.
Conflict Q34. My work or educational productivity has decreased due
to online shopping during the Covid-19 period.
Q35. There were times when I argued with my family about
my online shopping during the Covid-19 process.
Q36. During the Covid-19 process, I cut my time with my
family and friends for my online shopping.

This study consisted of four main elements, fear of contracting Covid-19, trust
in online shopping, perceived value, and online shopping addiction. Fear of
contracting Covid-19 has been associated with one of seven items scales adapted
from Sakib et al. (2020). Trust in online shopping was measured with three items
scale adapted from Kim et al. (2009). Perceived value scale adapted from Overby
and Lee (2006). This scale consists of two dimensions, utilitarian value (4 items)
and hedonic value (4 items). The online shopping addiction scale was adapted
from Zhao et al. (2017) and consists of 6 dimensions, salience (3 items), tolerance
(3 items), mood modification (3 items), withdrawal (3 items), relapse (3 items),
and conflict (3 items) adapted from Zhao et al. (2017) and Duong and Liaw (2021).
Participants evaluated the items on a 5-point Likert scale.

5. Data Analysis

Here, SmartPLS 3 was used to test the hypotheses. SPSS 20 program was used for
the analysis of demographic data and descriptive. Structural equation modeling
was used to test the study model, and the study was handled within the scope of
the “measurement model” and “structural model.”
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Measurement Model

The measurement model is used to test the construct validity and reliability of
the study. For this purpose, it is appropriate to examine the Average Variance
Extracted (AVE), item loadings, t-statistics values, Cronbach alpha(a), and
composite reliability (CR) values (Kaya et al., 2020). These results are shown in
Table 3 and Figure 1.

Table 3. Convergent and Discriminant Validity

Variables o CR AVE 1 2 3 4 5 6 7 8 9 10
Fornell-Larcker Criterion

Conflict 0.782 0.873 0.696 0.834

FearCV19 0.882 0.910 0.629 0.135 0.793

Hed.Value 0.707 0.837 0.632 0.369 0.128 0.795

M.Modif. 0.826 0.920 0.852 0.566 0.131 0.588 0.923

Relapse 0.858 0.913 0.779 0.773 0.214 0.470 0.612 0.883

Salience 0.773 0.868 0.687 0.616 0.172 0.473 0.617 0.658 0.829

Tolerance 0.811 0.888 0.725 0.598 0.147 0.567 0.749 0.677 0.692 0.851

Trust 0.804 0.884 0.717 0.177 0.198 0.382 0.362 0.264 0.420 0.335 0.847

Uti.Value 0.769 0.866 0.684 0.029 0.110 0.302 0.244 0.162 0.207 0.213 0.537 0.827

Withdr. 0.818 0.892 0.734 0.670 0.171 0.502 0.718 0.755 0.704 0.678 0.347 0.205 0.857

AVE = ((summation of the square of the factor loadings)/ (summation of the square of the factor
loadings))+(summation of the error variances)), CR(Composite reliability) = (square of the
summation of the factor loadings)/ ((square of the summation of the factor loadings)+(square of the

summation of the error variances))

[_an

1
p

Salience

Tolerance

Mood
Modification

Figure 1. Measurement Model Results
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To ensure construct validity, AVE, item loadings, t-statistic values, Cronbach
alpha(a), and CR values must meet certain criteria. AVE scores, the first of these
criteria, were greater than 0.60 (Bagozzi and Yi, 1988). In addition, the square
root of the AVE value of each variable was greater than the correlation coefficient
of the other variables and was also considered an important criterion (Fornell
and Larcker, 1981). It has shown that AVE values meet the conditions (Table
3). Cronbach alpha values of the variables were greater than 0.70 indicating
high reliability (Hair et al., 2013). The variables in Table 3 have a high degree
of reliability. In addition, CR values were greater than 0.70 (Hair et al., 2013).
Therefore, Table 3 shows that the CR values meet the necessary criteria. It has
been given item loads and t-statistics values. These values also proved to be
significant.

Structural Model

The structural model shows the relationship between dependent and independent
variables. Therefore, the structural model tests the hypotheses (Hair et al., 2011).
The structural model results and the hypothesis tests are presented in Figure 2 and
Table 4.
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Figure 2. Structural Model Results
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Table 4. Hypothesis Test Results

Hypothesis O-Samples S-Mean St-Dev P-Values
H F A id-19 -> Ti i -
. .ear of cont.Covid-19 rust to online shop 0.198 0214 0.066 0.003
ping
H, Trust in online shopping -> Online shopping
value

H, : Trust to online shopping -> Hedonic value 0.382 0.385 0.069 0.000
f;zb: Trust to online shopping -> Utilitarian Val- 0.537 0.539 0.065 0.000

H, Online shopping Value -> Online shopping ad-

diction

H, : Hedonic Value -> Mood modification 0.566 0.567 0.055 0.000
H,,: Hedonic Value -> Relapse 0.463 0.465 0.055 0.000
H, : Hedonic Value -> Salience 0.451 0.455 0.062 0.000
H,,: Hedonic Value -> Tolerance 0.552 0.554 0.053 0.000
H, : Hedonic Value -> Withdrawal 0.484 0.487 0.053 0.000
H, Hedonic Value -> Conflict 0.396 0.402 0.061 0.000
H,: Utilitarian Value -> Mood modification 0.073 0.076 0.064 0.253
H,,: Utilitarian Value -> Relapse 0.022 0.025 0.060 0.712
H,: Utilitarian Value -> Salience 0.071 0.075 0.075 0.346
Hjj: Utilitarian Value -> Tolerance 0.047 0.051 0.062 0.451
H,,: Utilitarian Value -> Withdrawal 0.059 0.062 0.058 0.305
H_: Utilitarian Value -> Conflict -0.091 -0.089  0.075 0.228

According to the structural model results, fear of contracting Covid-19 affects trust
in online shopping. Furthermore, the research results supported that trust in online
shopping significantly impacts all dimensions of online shopping value. Of the
shopping value dimensions, utilitarian value is more influenced by other hedonic
values than trust in online shopping. Another research finding demonstrated that
hedonic value significantly impacts online shopping addiction, but the utilitarian
value is not affected. When the effect of hedonic value on shopping addiction was
examined based on dimensions, the hedonic value was most affected by the mood
change dimension and the least by the conflict dimension. In this respect, the
dimension of online shopping addiction in which hedonic value was most effective
1s mood modification. The third dimension of addiction, in which hedonic value
has the most effect, is withdrawal. It has been concluded that customers with
hedonic values feel bad when they do not shop online and push themselves to shop
online. According to the effect levels, the relapse dimension is found in the fourth
dimension. It has been concluded that the new hedonic value caused customers
not to give up even though they tried to give up shopping. The fifth dimension in
terms of impact levels was salience. The new hedonic value has led customers
to constantly think about online shopping. The dependency dimension where
hedonic value was least effective is conflict. In other words, it caused customers
to constantly shop online and to be in conflict with their social environment.
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6. Discussion

The present study includes an experience-based view of the impact of fear of
contracting Covid-19 on customers’ online shopping addiction. The study has
analyzed the impact of fear of contracting Covid-19 on customers’ online shopping
experiences (trust in online shopping experiences and online shopping experience
value) and the outcomes of these experiences (online shopping addiction)
concerning rated online shopping. The fear of contracting Covid-19 was discussed
for the significant increase in online shopping with the pandemic. The effect of this
fear on the trust of the customers in the online shopping experience and the effect
of the trust in the online shopping on the value of the online shopping experience
was investigated. Another aspect of the study examined the effect of the value of
the online shopping experience on shopping addiction.

It has been investigated first how the fear of contracting Covid-19 is affecting
customer trust in online shopping. Appraisal theory argues that individuals’
experiences lead to various changes in their emotions and behaviors (Roseman,
1991). Based on the theory, it has been discussed the fear factor a critical situation
affecting customer behavior. There are many studies examining the online
shopping behavior of customers at risk (Bianchi & Andrews, 2012; Dinev & Hart,
2006; Lee, 2009). Since customers used masks, adapted social distancing, and
avoided touching during the Covid-19 pandemic process (Samsa, 2021), trust in
online shopping increased. This study, parallel to this information, has concluded
that the fear of contracting Covid-19 positively affected customer trust in online
shopping. Customers can rely on safer alternatives in case of fear of circumstances.
As a result of the study, this aspect came to the fore, and individuals felt fear of
the risk posed by Covid-19, and they trusted online shopping, which is a less
risky medium. It has been mentioned above that there was a remarkable increase
in customers’ online shopping behavior during the Covid-19 process. The reason
is that customers find online shopping more reliable as a result of the fear of
contracting the disease.

Secondly, the effect of customer trust in online shopping on customer shopping
experience values has been examined. Trust is a concept that has a very important
place in the online shopping behavior of customers (Chetioui et al., 2021; Kim
& Peterson, 2017) because trust affects many perceptions of customers about
shopping. For example, customers’ trust in online shopping was a significant
share in their online shopping, and trust in online shopping had a very important
effect on the WOM (word of mount) behavior of the customers (Rita et al., 2019).
Another important effect of trust in online shopping was customer satisfaction.
The satisfaction level of customers who trust online shopping was just as high
(Muhdiyanto and Pramesti, 2018). In literature, it has been found that trust had a
very important effect on the intention to use (Park et al., 2018). Apart from these
relationships, the trust had a very important place in the perception of the purchase
value (Ponte et al., 2015; Chai et al., 2015). In this study, the effect of online
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shopping trust on online shopping value perceptions was investigated. The study
has filled a very important gap in the literature both in terms of process (Covid-19
pandemic) and dimensions of online shopping experience value (hedonic and
utilitarian value). It has been concluded that trust has a very important effect on
the utilitarian value and hedonic value in the Covid-19 process. While it has a
very high effect on utilitarian value, it has relatively little effect on hedonic value.

In the final, the effect of online shopping experience value on online shopping
addiction has been measured. It has been found that the utilitarian value of online
shopping did not affect customers’ online shopping addiction. In contrast, hedonic
values influence online shopping addiction. In previous studies, the effects of
various variables on online shopping addiction were noted. These variables were
age, gender, marital status, internet experience, daily internet shopping use, daily
internet shopping frequency (Duong and Liaw, 2021), well-being, time spent online
(Savcietal.,2021), daily spiritual experiences and self-efficacy (Charzynska et al.,
2021). In addition, hedonic motivators affect the shopping addiction of customers
(Jhamb and Mittal, 2022). It has been concluded that hedonic value is effective
across all dimensions of customers’ online shopping addiction. In other words, the
hedonic value offered by online shopping to customers created relief in the moods
of customers, and this situation has led them to continue shopping. Considering
that hedonism is conceptualized as openness to pleasurable experiences, it has
an important place in the happiness of customers (Veenhoven, 2003). Therefore,
the effect of hedonic value on mood modification, which is based on keeping
the customers” moods at a high level, was inevitable. The second dependency
dimension on which the hedonic value had the most influence was tolerance.
Hedonic value caused customers to realize their purchasing behavior constantly
and to dominate customer feelings and thoughts. It triggers customers’ repurchase
intention (Kim et al., 2012). The third dimension of addiction, in which hedonic
value has the most effect, is withdrawal. Customers with hedonic values feel bad
when they do not shop online and need online shopping. When the dimension of
pleasure is examined, it has been noted that individuals’ lack of hedonism caused
them to seek pleasure again. This situation leads individuals to addiction (Victoria
etal., 2021). Therefore, the effect of hedonic value on withdrawal can be evaluated
from this perspective. Hedonism caused individuals to not be able to control
themselves and to realize unplanned buying behavior. Therefore, considering that
hedonism causes impulsive buying, it can be supported that hedonic value in online
shopping has a significant effect on the behavior of customers not giving up on
online shopping. Another important online shopping addiction variable affected
by hedonic value is salience. In other words, it has been concluded that the hedonic
value aspect of online shopping causes customers to constantly think about online
shopping and that online shopping is an important part of their lives. The opinion
that the above-mentioned customer pleasures affect customer happiness provides
important support for this result. Because it is possible for individuals to always
have in their minds the elements that increase their happiness. The dimension
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of online shopping addiction that hedonic value affects the least compared to
other dimensions is conflict. Today, addiction has become not only a problem
for individuals but also a problem for the individual’s social environment. The
dependence of individuals on technological devices leads to continuous use of
these devices and leading a life disconnected from society (Zhang and Wu, 2022).
In such a case, the individual can conflict with his social environment. Therefore,
the pleasure that customers get from online shopping may cause conflict with their
social environment. This evidence supports that hedonic value affects conflict.

7. Conclusion

In this article, the linear effect between the triad of fear-experience-dependence
has been examined. Fear has been studied as customers’ fear of contracting
the coronavirus. Within the scope of experience, trust in the online shopping
experience of customers and the effect of this trust on customers’ perceptions of
experience value have been discussed. The addiction dimension has been designed
as the online shopping addiction of the customers. This study provides theoretical
and practical contributions to the literature on the impact of global changes in the
Covid-19 pandemic process on customer emotions and behaviors.

The study is based on psychological reactance theory. The presented study is
important both to examine online shopping experiences during the pandemic and
to examine the relationships in terms of variables to understand the new world
order brought by the pandemic. In addition, expectancy theory, main chain theory,
and fear theory, which is used to create working hypotheses, allowed the study to
be examined from different theoretical backgrounds.

The value perception of customers’ online shopping experiences holds an essential
place in customers’ online shopping addiction during the pandemic period.
However, results supported that hedonic values create online shopping addiction,
but utilitarian values do not create online shopping addiction. Another important
finding is that trust in online shopping influences both the hedonic and utilitarian
aspects of the online shopping experience value. Customers’ fear of contracting
Covid-19 has made them safer in their online shopping experience.

The study contains beneficial results both in the pandemic process and in theory.
In times of crisis, people trust the online shopping experience with the instinct of
protection when their health is at risk, and they perceive value in those experiences.
However, it has been observed that hedonic values rather than utilitarian values
trigger customers’ online shopping addiction. Fear of contracting Covid-19 pushes
customers to trust online shopping. Confidence in online shopping positively
affects individuals’ perceptions of value. On the other hand, customer value
perceptions partially affect online shopping addiction. That is, while customers’
hedonic value perceptions affect online shopping addiction positively, customers’
hedonic value perceptions do not affect online shopping addiction. In addition, it
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was concluded that the most effective dimension of the hedonic value was mood
modification, and the least affected dimension was the conflict dimension.

The Covid-19 process has brought along various changes in customer typologies.
The restrictions brought by the Covid-19 process have caused social isolation
of individuals and brought a significant increase in online shopping rates. With
the thought that this increase will trigger online shopping addiction, the factors
affecting online shopping addiction have been examined. In this respect, online
shopping behaviors in the quartet of fear-trust in alternatives-value-dependence
were examined based on the Covid-19 pandemic process.

In future studies, it may be interesting to investigate which emotions are triggered
in customers other than the fear of contracting Covid-19, to what extent emotions
affect the online shopping experience, and to examine the differences in online
shopping according to product categories. It may also be interesting to examine
which of the product categories with online shopping experience create online
shopping addiction. It is known that demographic factors such as age, gender,
and marital status also affect online shopping, but due to the nature of the study,
there are very few studies investigating these variables. Again, trust is not the only
factor affecting the value of the online shopping experience, and further studies
are needed.
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