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Abstract. In the recent COVID-19 pandemic, the world has seen the importance
of technology usage where multiple activities were conducted virtually for life
sustainability. There is an increase of activities happening in the virtual platform,
supporting different types of businesses including retail and services. The activities
encompass digitization of businesses with the implementation of new technolo-
gies. This research is a review of existing studies regarding e-commerce in current
pandemic times. This research is expected to produce dominant activity segment(s)
in e-commerce and explore further into that topic. The findings shall provide a
starting point for other research topics related to e-commerce and technology.
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1 Introduction

The onslaught of the pandemic has been accompanied by transformations from offline
activities to online activities, primarily in the e-commerce context. This is supported by
recent literature which points to the significance of digital transformation for businesses
and consumers. The Covid-19 pandemic has influenced the way people shop, skewing
towards e-commerce [1, 2], due to the reduction in outdoor activities to contain the
spread of the virus [2].

This paper addresses the usage of technology during the Covid-19 pandemic in
e-commerce-related activities. The objective of this paper is to explore the multi-
dimensional activities on technology usage during Covid-19. It seeks to answer the
following research questions:

(1) What are the dominant activities carried out leveraging the current technology
during Covid-19?

(2) How are these identified activities carried out?
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(3) How have these activities changed the normal practices/lifestyle of the user?
(4) Who are the main stakeholders in these activities? And how has the relationship of

the stakeholder changed due to Covid-19?
(5) What are the open challenges of the technology usage during Covid-19?

The findings shall give a deeper understanding of the e-commerce-related activities
during the pandemic and help businesses foresee future transactions, enabling more
enhanced preparedness for post-pandemic times.

2 Dominant Activity

E-commerce consists of multiple activities including online shopping, internet bank-
ing, electronic payments, and others. Three published journal articles were studied to
determine the most common activity in e-commerce, in which all the studies adopted a
quantitative methodology. Table 1 summarizes the articles.

Prior to the pandemic, shopping was primarily executed conventionally, in an offline
manner. From the studies as summarized above, it is found that the frequency of online
shopping has increased during the pandemic. Online shopping is a form of e-commerce
which utilizes technologies for a digital experience. The digitization of processes to

Table 1. Summary of articles on e-commerce activities

Author(s), year Aim/purpose Sample size Geographic
location

Summary of
results

Dinesh and
MuniRaju [3]

To understand the
factors that drive an
update in
e-commerce
transactions and to
understand
consumer behavior
in the pandemic

N = 195 Mysore,
Karnataka

Online shopping
frequency
increased

Moon et al. [4] To understand
consumer patterns
in offline and online
shopping during the
pandemic

N = 251 Korea Online sales have
increased

Mouratidis and
Papagiannakis [5]

To understand the
importance of
online activities and
the frequency of the
usage of these
activities before and
during the
pandemic

N = 1201 Greece Importance and
frequency of
online shopping
has increased
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reduce face-to-face contact has encouraged consumers to shop online [6]. With restric-
tions in place such as lockdowns and social distancing, consumers options to retrieve nec-
essary items are narrowed down,which has propelled the adoption of digital technologies
and has made commerce a ‘store comes home’ concept [7].

According to Dinesh and MuniRaju, they found that 180 of 195 of their respondents
purchased items online during the pandemic [3]. Moon et al. found that with undesirable
circumstances such as Covid-19, sufficient knowledge of Covid-19, and high regard
of government policies such as social distancing and compulsory face masks, offline
shopping has decreased as they opt for online shopping channels as an alternative [4].
According to Mouratidis and Papagiannakis, the importance of online shopping has
increased during the Covid-19 pandemic, despite their findings that online shopping was
one of the most important online activities prior to the pandemic as well [5]. Internet
usage, social media, and smartphones increased in the pandemic [5], which tallies with
the increased frequency of online shopping found in all three studies.

As online shopping is done through digital platforms, the process of online purchases
is made significantly easier due to the usage of standard technologies such as mobile
phones, laptops, and computers.

3 Method of Execution

One of the most dominant activities in e-commerce during the pandemic is online shop-
ping. Consumer behavior is studied in 2 published journal articles which is summarized
in Table 2.

Table 2. Summary of articles on consumer behaviour

Author(s), Year Aim/purpose Method Geographic
location

Summary of
results

Rao et al. [8] To understand
consumer
behavior
in situations
involving
purchasing from
direct e-stores
and indirect
e-stores

Quantitative
(Survey, N =
800)

Pakistan Consumers are
more satisfied
when shopping
via direct
e-stores than
indirect e-stores

Sayyida et al. [9] To analyze the
effects of the
pandemic on
consumer
behavior in retail

Quantitative
(Dataset)

United States
United Kingdom
France Canada
Latin America

Trend of
consumer
behavior is
increasing in
webrooming and
pure online
shopping
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In the context of the study by Rao et al., a direct e-store is a business which sells their
own products (brand store) such as Walmart, whereas an indirect e-store are third-party
stores such as Shopee and Amazon [8]. People purchase through online channels from
both the direct vendor (business-to-consumer (B2C)) and a third party (consumer-to-
consumer (C2C)). Consumers feel more comfortable purchasing from a direct e-store
(B2C) compared to an indirect e-store (C2C) as indirect e-stores may promise to provide
more than what is received [8].

Webrooming is a form of shopping in which consumers find information about a
product online but makes the purchase in a physical store. On the other hand, show-
rooming is the opposite, whereby the consumer finds information regarding a product
offline but makes the purchase online. These two forms of shopping are a hybrid of both
offline and online shopping. Pure online shopping is where the information gathering
process and purchase are both conducted through digital means. Sayyida et al. found
that in all the 5 countries as stated in the table above, there is an uptake in webrooming
and pure online shopping during the pandemic in retail [9].

Although these findings show an uptake in in-store retail purchases and online retail
purchases, it indicates that consumers have a sense of awareness of the risks that come
with physical store visits, as, from the rise in both shopping types, it can be concluded
that less time is spent physically visiting the store.

This increase in online shopping shows that consumers may adopt it due to factors
such as avoidance of crowds and public spaces, and to find high-demand items easily [10]
due to the various online platforms available. On the other hand, the low satisfaction
levels of buying from indirect e-stores and the increasing levels of webrooming may
be due to concerns including the likelihood of inaccurate information about a product
online, shipping fees, and the inability to view the product before making a purchase
[10].

The findings from [8], 9 indicate an apprehensiveness due to the sudden shift in
lifestyle such as social distancing and fear of contracting the Covid-19 virus, and, due
to this, an increase in online shopping, involving both B2C and C2C transactions. On
the flipside, in the 5 countries as stated in [9], there is a larger increase in webrooming
compared to pure online shopping, although both show an upward trend.

To summarize, both B2C and C2C e-commerce has increased during the pandemic.
However, B2C e-commerce is the preferred method for consumers as it increases cus-
tomer satisfaction and reduces risks of fraud. Webrooming will not be discussed further
as it is beyond the scope of e-commerce.

4 Changes Due to Online Shopping

Online shopping, although existing prior to the pandemic, has always been an alternative
to physical shopping rather than a necessity. With freedom of movement, no fear with
regards to the virus, online shoppingwas previously a desiremore than it was a necessity.

A study [11] found that the elderly was familiar with technology, however highly
reluctant to use it due to privacy and security concerns, or they are of the opinion that
conventional methods are better than adopting digital solutions. The same study reported
that the participants (elderly) were more inclined towards ordering groceries from local
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shopkeepers via the phone, whereas e-commerce sites such as Amazon and Flipkart
(C2C) were utilized for the purchase of other items [11].

Another study [12] centered in the Portland-Vancouver-Hillsboro Oregon-
Washington Metro Area found that the elderly and retired participants show increased
openness to home deliveries in the pandemic, however, it is found that they are less likely
to use online shopping compared to the rest of the general population. This supports the
high reluctance levels found in [11]. A study by Erjavec andManfreda [13] studied older
adults and concluded that the pandemic caused the rapid adoption of digital solutions
such as online shopping due to the disruption of consumers’ daily lives.

A study [14] has concluded that there has been an increase of online purchases by 3
to 10 times the normal amount in a month which is in line with the reduction of other
activities including mall and store visits to avoid face-to-face interactions. This shows a
drastic change from purchases made in-store to online purchases. Online shopping has
proven to be an effective alternative for people to make purchases, reducing the anxiety
of uncertainty and fear of contracting the virus.

A studywhich niched on psychological factors and consumer behavior found that the
sudden changes in consumer behaviorwas explained by fear and anxiety due toCovid-19,
in such away that it pushed consumers to purchase necessities products [15] such as hand
sanitizers and face masks. This was detailed out further by Erjavec and Manfreda [13]
by stating that fear induced by Covid-19 has no direct influence on consumers’ intention
to adopt online shopping. Instead, it is found that the consumers’ fear of Covid-19 has
a direct influence on the imitation of other’s behavior when considering the adoption of
online shopping and dismiss their own information, primarily due to the ever-increasing
uncertainty during the pandemic.

As such, it can be said that the changes in consumer behavior primarily openness
to online shopping has undergone a massive shift from being an alternative approach to
shopping to a necessity in the pandemic. The pandemic has forced the adoption of digital
solutions to carry out shopping online. Previously, consumers would be able to make in-
store purchases without the worry and fear of the virus. During the pandemic, adoption
of online shopping has become prevalent due to the uncertainties that comes with these
uncertain times, thus causing herd behavior which is essentially where people follow the
majority, hence directly affecting the decision to use online shopping platforms instead
of the conventional method.

In adults of more mature ages, it is found that they are more reluctant to adopt online
shopping, as for them, there is a steep learning curve and adapting may be difficult for
them. This is supported by a study by Sinha et al. [11] which found that the elderly’s
most common problem in the adoption of technologies was a proper support system.
Although the pandemic has driven them away from conventional methods, it is found
that older adults find it easier to shop online [11].

Amidst the fear and uncertainties brought by the pandemic, online shopping has
become a way to alleviate the psychological effects of the pandemic as consumers
do not have to worry about being unable to purchase items online and the nuances
of going out during the pandemic. Despite the accessibility and ease of use of online
shopping platforms, be it B2C or C2C, some consumers have some reservations for
online shopping, as reported in [12].



Technology Usage for Sustainable Health and Well-being in Ecommerce 237

When looking through the viewpoint of the impacts of online shopping on peoples’
lives during the pandemic, it is inarguably positive. This is due to the restrictions imposed
by most, if not all countries across the globe such as lockdowns and social distancing.
Uncertain times caused an unprecedented increase of levels of fear and anxiety in people
across the world [16]. Thus, the prevalence of online shopping has helped soothed these
fears by providing a different approach to purchasing essential and non-essential items
through the utilization of common technologieswhich are themobile phone and personal
computers.

However, this has its cons as well. The adoption of technologies to shop online
has amounted to new fears and worries, increasing reluctance to shop online. From the
perspective of the consumers, particularly older adults who prefer conventional means
of shopping, the fact that online shopping has become the new normal may be a difficult
reality for them to accept and adapt to, hence, the higher levels of reluctance as discussed
previously. Overall, it can be said that online shopping has substantially changed the
peoples’ lifestyle both positively in the sense that it soothes fears and negatively as for
some, it may cause new worries.

5 Stakeholder Relationship

A stakeholder is defined as someone who affects a business or is affected by a business’s
decisions and performance. There are two types of stakeholders, internal and external.
In business, the main stakeholders are (1) employees (2) customers (3) suppliers (4)
community, and (5) investors [17]. This can also be applied to online shopping, in which
the e-commerce model which must address all the stakeholders is B2C. This section will
address the relationship of the business with each of the stakeholders.

5.1 Employees

A study on FoodPanda in Malaysia has concluded that employee loyalty is imperative
to a business’s success and sustainability [18]. Widjanarko and Febriansyah studied
burnout factors of employees in e-commerce, and they found that each of the factors
of burnout listed were directly linked to the company’s management of employees, in
which the two main factors of burnout were frequent overtime and overbearing pressure
[19].With the execution of policies to curb the spread of the virus, many companies have
effectuated a full or hybrid Work from Home (WFH) rule, where a relatively significant
amount of people felt that the working hours were longer than working in office [19],
hence depriving employees of a work life balance.

In theCovid-19 pandemic, retail businesses are ensuring a constant streamof revenue
by increasing the management and accessibility of online platforms [20]. Businesses
and entrepreneurs must consider employee safety and thus adopt new communication
tools [19]. For retail businesses to adapt to the current situation, businesses have adopted
telework tools for communication purposes and provide training to employees to upkeep
the e-business [20].
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5.2 Customers

General e-commerce sales have substantially increased with people avoiding physically
going out and instead adopting online shopping, for example, Walmart e-commerce
sales have increased by 74% [21]. For businesses to adopt digital solutions successfully
and generate revenue, a business must understand its potential customers and tailor
their website to address user experience to retain and gain customers [21]. Thus, it is
imperative that businesses understand human computer interaction (HCI) and be able to
implement it in their transition to e-commerce.

In mass media, advertising activities have substantially decreased, with financial
expenses towards television advertisements decreasing by 25% [22]. Advertisements are
a method of communication with customers and potential customers, to attract interest
towards a business’s product or service. Whilst it is reported in [22] that communication
has shifted its focus from the acquisition of new customers to retaining current customers
instead, there are companies that have instead expended more funds towards advertising.

The adoption and utilization of online platforms to sustain business in the pandemic
has brought about the generation of large amounts of data [22]. This data can be analysed
to understand customer behavior, create market segments, and generate personalized
recommendations to increase customer experience and thus, retain existing customers.
The use of the acquired data can be expanded to create new relationships with new
customers [21, 22]. The optimization of online data to retain and acquire customers will
consequently increase customer lifetime value.

5.3 Suppliers

Astudy inMalaysia [23] has found that the hampering of import and export processes has
drastically impacted Malaysia’s economy, including businesses, especially as Malaysia
is highly dependent on China. Another study conducted on multiple companies, one
of which being a US-based small-to-medium-sized e-commerce company which exclu-
sively sources from China has had trouble with factory shutdowns and transportation
challenges from China [24]. The company reports that the pandemic increased supply
risk and that suppliers from China increased uncertainties in strategic issues [24].

It was reported in [22] that the Netherlands is highly dependent on foreign markets
on both the demand and supply side. As an example, China’s supply of semi-finished and
finished products was temporarily halted [22]. A qualitative study conducted in Kuwait
in the hospitality and tourism sectors found that the supply chains were disrupted as
suppliers were unable to provide their services as usual [25]. However, it was found
from the analysis that some participative suppliers found alternate methods to maintain
relations with businesses [25] despite the pandemic.

Itwas suggested in [26] that businesses should build a resilient supply chainwith local
suppliers. This is to ensure a constant flow of materials or goods despite the disruptions
brought upon by the pandemic which halted the supply processes by foreign markets.
An interview with an expert as reported in [26] said that they were creating a network of
local suppliers as a risk mitigation measure. This shows the changes from high levels of
dependency on foreign markets to approaching local suppliers to sustain their business.
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5.4 Community

Businesses have a social and environmental responsibility, which is a concept defined as
corporate social responsibility (CSR). A report on multiple countries across the globe
stated that in the search for suppliers, the supplier’s CSR policy is not the top priority,
although they are becoming increasingly aware of its importance and do have some
considerations of that aspect when conducting purchase transactions [27].

The engagement of a business in CSR is not only the distribution of products or
services that is for the betterment of society and the environment, but to ensure that the
operations prior to the distribution (selling) phase also comply by CSR policies.

According to a study conducted on female students in Italy in 2020 [28], the intervie-
wees were found to be critical of commercial brands and their adoption and compliance
to CSR policies. Furthermore, one-third of the participants have dropped the purchase
of body and beauty care products since the pandemic started [28]. Awareness on sus-
tainability concerns and issues among the younger generation is found to be increasing,
hence making them more critical and observant in finding out if the commercial brand
complies with sustainability standards before making a purchase [28].

In these times where online shopping has become prevalent and businesses have
now adopted digital solutions, it is easy for potential and existing customers to find
information online, including regarding a business’s sustainability practices. Therefore,
it is imperative for businesses to make sustainability a priority, both to benefit society
and the environment, and because awareness levels are increasing.

5.5 Investors

The pandemic has created a widespread panic ultimately leading to a costly declining
trend in the overall stock market [29]. The uncertainties and fear festered in investors
due to the pandemic have let people to react negatively which caused the price shares
to drop in the stock market [29]. A study in Indonesia [30] found that one of the fears
of the domestic investors was risk of a global economic shutdown. This shows that the
capital market all around the world has been significantly impacted by the pandemic.

Even though typically, markets will recover after a downfall, such as the stockmarket
crash in 2020, investments at this point of time can be risky. Fluctuations of a stock price
can go in one of two ways, either (a) the demand (buy) is more than the supply (sell), and
the price increases, or (b) the supply (sell) is greater than the demand (buy), and the price
will decrease. Therefore, the rising panic is what pushed investors to sell their stocks
before stock prices decreased any further and they would face a loss. A study which
researched on the Shanghai stock market, Nikkei, and Dow Jones in 2020 confirms
the relationship between the downward trend in stock market globally and investors’
psychological pressure [31].

However, many businesses have adopted e-commerce since the pandemic began.
Therefore, investments in these businesses could rise again as e-commerce has become
prevalent. According to a study by Tashanova et al., there are four industries which are
holding up well in these tough times, which are (a) Online entertainment (b) Online
education or online job market (c) Food, and (d) Healthcare, which investors could start
investing in [29].



240 A. A. Norman et al.

6 Challenges in Technology Usage

The transition to online shopping was not a fully smooth process. The adoption of digital
processes and technologies to adapt to the current situation comes with its own set of
challenges. This section will discuss the challenges from the business as well as the
consumer side.

6.1 Business

Businesses have had to adapt to the ever-changing circumstances since the pandemic
started. This section discusses a couple of challenges that businesses face in the context
of available technology.

6.1.1 Digital Transformation

Almeida et al. reports that businesses adoption of technologies is dependent on its exter-
nal stakeholders, namely, the community which includes its employees, suppliers, cus-
tomers, and business partners [32]. The challenges identified include the adoption of
telework and a distance working model that could overcome geographic difficulties and
still maintain efficiency and interactivity [32]. Businesses must be able to generate a
constant stream of revenue to be able to sustain their business in the pandemic. This has
driven businesses to move forward with digital transformation, which requires a major
remodeling of virtually the whole business, which is no easy feat.

Countries such as China and the United States have implemented robotic delivery
services for specific products although this is not the case for all e-commerce sectors
[33]. In fact, there is a significant increase and decrease in traffic (digital visits) in certain
sectors [33]. This proves that businesses must act accordingly to increase customer
engagement with their business. At the same time however, a study in Pakistan found
that businesses face several challenges especially in terms of the supply chain, subjecting
them to a loss of inventory and thus loss of profit gain and liquidity [34].

Although businesses must sustain through profit gained through sales operations,
thus adopting digital transformation, it is important that investments in technology must
benefit the business in the sense that it retrieves faster ROI, sufficient to bear the costs
of maintenance, pay employee salaries, and satisfy supply and demand.

6.1.2 Consumer Trust

Consumer trust is essential to a business’s survival. Without it, customers will not go
through with transactions and businesses will lose profit. A study found that e-service
quality and e-security are significant factors in gaining consumer trust [35]. It is crucial
for businesses to understand the importance of not only adopting digital solutions, but
to ensure that the implementation considers customer service and security, to ensure a
high-quality customer experience.
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According to Irawan, businesses must consistently work towards constant commu-
nication with consumers via social media, sustainability videos, and promotions [36].
Constant communication is an important effort to maintain relationships with existing
customers and to procure new customers. Chawla and Kumar add on to this by stating
that constant development of consumer protection mechanisms must be put into place
to protect consumers from fraudulent, misleading, and unfair practices online [37].

Consumer trust is the most difficult thing to obtain [36]. With the prevalence of
online shopping, data collection is more widespread and frequent. Some consumers
may be more aware of this and be reluctant to give their personal information to busi-
nesses. Therefore, e-commerce platforms should provide a comprehensive guideline on
internal procedures and policies on the acquisition, storage, and analysis of personal
data [35], to provide those reluctant with the reassurance needed regarding the handling
of information and security before giving up personal information.

6.2 Consumer

As discussed in previous questions, consumers’ lives have changed to accommodate
online shopping. This section discusses challenges that consumers face in light of the
pandemic, in the context of the adoption of technologies for online shopping.

6.2.1 Perceived Importance

Among the challenges of the usage of technology from a consumer’s perspective is the
sense of awareness on the importance of technology. A study based in South Korea
studies the difference of the digital divide between people with disabilities (PWD) and
thosewithout (PWOD). The study found that the perceived importance of the Internet and
digital technologies before and during and pandemic for PWOD has increased whereas
PWDs’ perception has not changed [38].

Peoples’ perception is important in the adoption of technologies. If technology is not
seen as important, the likelihood of people utilizing it will decrease. This is proved by
the incentive theory of motivation, which suggests that people are more likely to engage
in behaviors if they receive a reward for it. Therefore, the less beneficial technology
adoption is perceived, the less likely people will adopt it. This is supported by the
findings in [38] that concluded that PWODwere more aware and utilized digital services
compared to PWD.

6.2.2 Lack of Confidence in Online Protection

Consumers lack confidence in the security and reliability of online services, which
makes them feel less safe in the online space. A study in India found that while the
trend of online transactions has been increasing globally, consumers in India are found
to be reluctant to place their full trust in online transactions [37]. These cybersecurity
concerns are valid because ever since online shopping became online, many businesses
are actively collecting data without the consumer even knowing.

An estimated 93% respondents out of 290 in the study in India prioritized how
businesses provided security solutions whilst 52% of the total respondents cared about
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the issue of privacy concerns with regards to their personal information [37]. These
concerns do give rise to reluctance when executing online shopping. Although at some
point online shopping became a necessity, this does notmean that consumersmake online
transactions without concerns. Therefore, it is important that businesses acknowledge
these worries and take proactive measures to reduce the risk of cyberattacks and pro-
vide secure transactions. This will not only increase customer’s confidence but also
satisfaction, increasing customer retention.

7 Conclusion

In conclusion, the activity with the highest increasing global trend in the Covid-19
pandemic is online shopping. This has driven not only businesses, but consumers as
well to adopt technologies to sustain themselves in the pandemic.

These drastic changes in lifestyles have aided in alleviating Covid-19 related fears,
although new fears arise due to having to adapt to new normalcies such as online shop-
ping. Digital transformations have changed stakeholder relationships, in which more
work must be put in to maintain those relationships.

Although many challenges have arisen from the usage of technology, both for busi-
nesses and consumers, technological advancements have helped to overcome these
challenges. Additionally, it has shed a new light on business-consumer relationships
especially in the retention and procurement of new customers.

Post pandemic, online shopping will likely be at the forefront of dominant activities
due to its convenience and the increasing adoptionworldwide. However, this is still under
discussion although studies have suggested that e-commerce may replace conventional
shopping.

Acknowledgments. The authors would like to extend our heartfelt gratitude and appreciation
to the funding received under the Faculty Research Grant (GPF098–2020), Faculty of Computer
Science and Information Technology, University Malaya.

Authors’ Contributions. A. A. Norman constructed the idea for the manuscript. A. H. Marzuki
drafted out the manuscript and interpreted findings from previous literature. A. A. Norman revised
themanuscript critically in keepingwith important intellectual content. S. Hamid further enhanced
the document by looking at the discussion and readability of the article. Lastly, A. H. Marzuki
and A. A. Norman approved of the version of the manuscript to be published.

References

1. A.Unnikrishnan,M.Figliozzi, Exploratory analysis of factors affecting levels of homedeliver-
ies before, during, and post- Covid-19, TransportationResearch Interdisciplinary Perspectives
10 (2021). https://doi.org/10.1016/j.trip.2021.100402

2. D.Lestari, S. Z. ZA, S.Maria,W.Wardhani, R.Yudaruddin, The impact ofCovid-19 pandemic
on performance of small enterprises that are e-commerce adopters and non-adopters, Problems
and Perspectives in Management 19(3) (2021) 467–477. https://doi.org/10.21511/ppm.19(3).
2021.38

https://doi.org/10.1016/j.trip.2021.100402
https://doi.org/10.21511/ppm.19(3).2021.38


Technology Usage for Sustainable Health and Well-being in Ecommerce 243

3. S. Dinesh, Y. MuniRaju, Scalability of e-commerce in the Covid-19 era, International Journal
of Research -GRANTHAALAYAH 9(1) (2021) 123–128. https://doi.org/10.29121/granthaal
ayah.v9.i1.2021.3032

4. J. Moon, Y. Choe, H. Song, Determinants of consumers’ online/offline shopping behaviours
during the Covid-19 pandemic, International Journal of Environmental Research and Public
Health 18(4) (2021) 1593. https://doi.org/10.3390/ijerph18041593

5. K. Mouratidis, A. Papagiannakis, Covid-19, internet, and mobility: The rise of telework,
telehealth, e-learning, and e-shopping, Sustainable Cities and Society 74 (2021). https://doi.
org/10.1016/j.scs.2021.103182

6. J. Cruz-Cárdenas, E. Zabelina, J. Guadalupe-Lanas, A. Palacio-Fierro, C. Ramos-Galarza,
Covid-19, consumer behavior, technology, and society: A literature review and bibliometric
analysis, Technological Forecasting and Social Change 173 (2021). https://doi.org/10.1016/
j.techfore.2021.121179

7. J. Sheth, Impact of Covid-19 on consumer behavior: Will the old habits return or die?, Journal
of Business Research 117 (2020) 280-283. https://doi.org/10.1016/j.jbusres.2020.05.059

8. Y. Rao, A. Saleem, W. Saeed, J. U. Haq, Online consumer satisfaction during Covid-19:
Perspective of a developing country, Frontiers in Psychology 12 (2021). https://doi.org/10.
3389/fpsyg.2021.751854

9. Sayyida, S. Hartini, S. Gunawan, S. N. Husin, The impact of the Covid-19 pandemic on retail
consumer behavior, Aptisi Transactions on Management (ATM) 5(1) (2021) 79–88. https://
doi.org/10.33050/atm.v5i1.1497

10. A. Shamshiripour, E. Rahimi, R. Shabanpour, A. Mohammadian, How is Covid-19 reshaping
activity-travel behavior? Evidence from a comprehensive survey in Chicago, Transportation
Research Interdisciplinary Perspectives 7 (2020). https://doi.org/10.1016/j.trip.2020.100216

11. S. Sinha, A. Verma, P. Tiwari, Technology: Saving and enriching life during Covid-19,
Frontiers in Psychology 12 (2021). https://doi.org/10.3389/fpsyg.2021.647681

12. A.Unnikrishnan,M.Figliozzi, Exploratory analysis of factors affecting levels of homedeliver-
ies before, during, and post-Covid-19, Transportation Research Interdisciplinary Perspectives
10 (2021). https://doi.org/10.1016/j.trip.2021.100402

13. J. Erjavec, A. Manfreda, Online shopping adoption during Covid-19 and social isolation:
Extending theUTAUTmodel with herd behavior, Journal of Retailing andConsumer Services
65 (2022). https://doi.org/10.1016/j.jretconser.2021.102867

14. Y. Fihartini, A. Helmi, M. Hassan, Y. M. Oesman, Perceived health risk, online retail ethics,
and consumer behavior within online shopping during the Covid-19 pandemic, Innovative
Marketing 17(3) (2021) 17–29. https://doi.org/10.21511/im.17(3).2021.02

15. A. D. Crosta et al., Psychological factors and consumer behavior during the Covid-19
pandemic, PLoS ONE 16(8) (2021). https://doi.org/10.1371/journal.pone.0256095

16. P. Singh, S. Singh, M. Sohal, Y. K. Dwivedi, K. S. Kahlon, R. S. Sawhney, Psychological fear
and anxiety caused by Covid-19: Insights from Twitter analytics, Asian Journal of Psychiatry
54 (2020). https://doi.org/10.1016/j.ajp.2020.102280

17. J. Sheth, Business of business is more than business: Managing during the Covid crisis,
Industrial Marketing Management 88 (2020) 261-264. https://doi.org/10.1016/j.indmarman.
2020.05.028

18. Y. A. B. El-Ebiary et al., The effectiveness of using electronic commerce mobile applications
during Covid-19 pandemic, Turkish Journal of Computer and Mathematics Education 12(10)
(2021) 6537–6541. https://doi.org/10.17762/turcomat.v12i10.5507

https://doi.org/10.29121/granthaalayah.v9.i1.2021.3032
https://doi.org/10.3390/ijerph18041593
https://doi.org/10.1016/j.scs.2021.103182
https://doi.org/10.1016/j.techfore.2021.121179
https://doi.org/10.1016/j.jbusres.2020.05.059
https://doi.org/10.3389/fpsyg.2021.751854
https://doi.org/10.33050/atm.v5i1.1497
https://doi.org/10.1016/j.trip.2020.100216
https://doi.org/10.3389/fpsyg.2021.647681
https://doi.org/10.1016/j.trip.2021.100402
https://doi.org/10.1016/j.jretconser.2021.102867
https://doi.org/10.21511/im.17(3).2021.02
https://doi.org/10.1371/journal.pone.0256095
https://doi.org/10.1016/j.ajp.2020.102280
https://doi.org/10.1016/j.indmarman.2020.05.028
https://doi.org/10.17762/turcomat.v12i10.5507


244 A. A. Norman et al.

19. T.Widjanarko, H. Febriansyah, The influence of organizational culture and employee engage-
ment to job burnout on generation Z working at e-commerce, Bisma: Jurnal Bisnis dan
Manajemen 15(2) (2021) 86–96. https://doi.org/10.19184/bisma.v15i2.26167

20. M. A. B. A. Sulaiman, M. NAhmed, M. S. Shabbir, Covid-19 challenges and human resource
management in organized retail operations, Utopía y Praxis Latinoamericana 25(12) (2020)
81-92. https://doi.org/10.5281/zenodo.4280092

21. L. Dragomir, The role of e-commerce for consumers and the business environment during
the Covid-19 pandemic, Annals of the Constantin Brancusi University of Targu Jiu-Letters &
Social Sciences Series 1 (2021) 339–346. Available: https://www.utgjiu.ro/revista/ec/pdf/
2021-01/48_Dragomir.pdf

22. J. C.Hoekstra, P. S.H.Leeflang,Marketing in the era ofCovid-19, Italian Journal ofMarketing
(2020) 249-260. https://doi.org/10.1007/s43039-020-00016-3

23. M. W. Hasanat, A. Hoque, F. A. Shikha, M. Anwar, A. B. A. Hamid, H. H. Tat, The impact
of Coronavirus (Covid-19) on e-business in Malaysia, Asian Journal of Multidisciplinary
Studies 3(1) (2020) 85–90. Available: https://asianjournal.org/online/index.php/ajms/article/
view/219

24. R. V. Hoek, Responding to Covid-19 supply chain risks-Insights from supply chain change
management, total cost of ownership and supplier segmentation theory, Logistics 4(4) (2020).
https://doi.org/10.3390/logistics4040023

25. A. Al-Fadly, Impact of Covid-19 on SMEs and employment, Entrepreneurship and Sustain-
ability Issues 8(2) (2020) 629–648. Available: https://tinyurl.com/2329s4wf

26. P. Nayal, N. Pandey, J. Paul, Covid-19 pandemic and consumer-employee-organization well-
being: A dynamic capability theory approach, Journal of Consumer Affairs 56(1) (2021)
359-390. https://doi.org/10.1111/joca.12399

27. M. B. Pouye, The Covid-19 impact on digital & e-commerce, Journal of Economics Bibliog-
raphy 8(2) (2021) 82–96. Available: http://www.kspjournals.org/index.php/JEB/article/view/
2204/2203

28. P. D. Esposti, A. Mortara, G. Roberti, Sharing and sustainable consumption in the era of
Covid-19, Sustainability 13(4) (2021). https://doi.org/10.3390/su13041903

29. D. Tashanova, A. Sekerbay, D. Chen, Y. Luo, S. Zhao, Q. Zhang, Investment opportunities
and strategies in an era of Coronavirus pandemic, Gies Business School, University of Illinois
at Urbana-Champaign, 2020. https://doi.org/10.2139/ssrn.3567445

30. M. Azis, B. Burhanuddin, H. Rahayu, G. Taylor, Stock price of pandemic Covid-19 in stock
market performance, Universal Journal of Accounting and Finance 9(2) (2021) 184-190.
https://doi.org/10.13189/ujaf.2021.090206

31. S. Naseem, M. Mohsin, W. Hui, G. Liyan, K. Penglai, The investor psychology and stock
market behavior during the initial era of Covid-19: A study of China, Japan, and the United
States, Frontiers in Psychology (2021). https://doi.org/10.3389/fpsyg.2021.626934

32. F. Almeida, J. D. Santos, J. A.Monteiro, The challenges and opportunities in the digitalization
of companies in a post-Covid-19 world, IEEE EngineeringManagement Review 48(3) (2020)
97-103. https://doi.org/10.1109/EMR.2020.3013206

33. N. Renu, Technological advancement in the era of Covid-19, OpenMedicine 9 (2021). https://
doi.org/10.1177/20503121211000912

34. F. E. A. Afridi, S. Jan, B. Ayaz, M. Irfan, The impact of Covid-19 on e-business practices
and consumer buying behavior in a developing country, Amazonia Investiga 10(38) (2021)
97–112. https://doi.org/10.34069/AI/2021.38.02.9

35. I. Ratnasari, S. Siregar, A. Maulana, How to build consumer trust towards e-satisfaction in
e-commerce sites in the Covid-19 pandemic time?, International Journal of Data and Network
Science 5(2) (2021) 127-134. https://doi.org/10.5267/j.ijdns.2021.2.001

https://doi.org/10.19184/bisma.v15i2.26167
https://doi.org/10.5281/zenodo.4280092
https://www.utgjiu.ro/revista/ec/pdf/2021-01/48_Dragomir.pdf
https://doi.org/10.1007/s43039-020-00016-3
https://asianjournal.org/online/index.php/ajms/article/view/219
https://doi.org/10.3390/logistics4040023
https://tinyurl.com/2329s4wf
https://doi.org/10.1111/joca.12399
http://www.kspjournals.org/index.php/JEB/article/view/2204/2203
https://doi.org/10.3390/su13041903
https://doi.org/10.2139/ssrn.3567445
https://doi.org/10.13189/ujaf.2021.090206
https://doi.org/10.3389/fpsyg.2021.626934
https://doi.org/10.1109/EMR.2020.3013206
https://doi.org/10.1177/20503121211000912
https://doi.org/10.34069/AI/2021.38.02.9
https://doi.org/10.5267/j.ijdns.2021.2.001


Technology Usage for Sustainable Health and Well-being in Ecommerce 245

36. A. Irawan, Challenges and opportunities for small and medium enterprises in Eastern Indone-
sia in facing theCovid-19 pandemic and the new normal era, TIJAB (The International Journal
of Applied Business 4(2) (2020) 79–89. https://doi.org/10.20473/tijab.V4.I2.2020.79-89

37. N. Chawla, B. Kumar, E-commerce and consumer protection in India: The emerging trend,
Journal of Business Ethics (2021). https://doi.org/10.1007/s10551-021-04884-3

38. M. C. MSW, K. M. Kim, Effect of digital divide on people with disabilities during the Covid-
19 pandemic. Disability andHealth Journal 15(1) (2022). https://doi.org/10.1016/j.dhjo.2021.
101214

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the source,
provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter’s Creative
Commons license, unless indicated otherwise in a credit line to the material. If material is not
included in the chapter’s Creative Commons license and your intended use is not permitted by
statutory regulation or exceeds the permitted use, you will need to obtain permission directly from
the copyright holder.

https://doi.org/10.20473/tijab.V4.I2.2020.79-89
https://doi.org/10.1007/s10551-021-04884-3
https://doi.org/10.1016/j.dhjo.2021.101214
http://creativecommons.org/licenses/by-nc/4.0/

	Technology Usage for Sustainable Health and Well-being in Ecommerce Throughout the COVID 19 Pandemic
	1 Introduction
	2 Dominant Activity
	3 Method of Execution
	4 Changes Due to Online Shopping
	5 Stakeholder Relationship
	5.1 Employees
	5.2 Customers
	5.3 Suppliers
	5.4 Community
	5.5 Investors

	6 Challenges in Technology Usage
	6.1 Business
	6.2 Consumer

	7 Conclusion
	References




