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ABSTRACT
Influences of COVID-19 on Online Shopping Behavior:

A Comparative Case Study

Technological developments and digitalization accelerated the growth of online
shopping and increased its market share. The impact of the Covid-19 Pandemic on
the e-commerce market and the consumer also acted as a catalyst in online shopping.
The purpose of this study is to examine, analyze, and compare the changing online
shopping behaviors of people in Turkey and Germany during the COVID-19
Pandemic. For this purpose, academic articles, statistics, and survey methods were
used while collecting data. This study reveals significant outputs in terms of
determining how people react to online shopping in the event of a social crisis such
as a pandemic, thus enabling Turkish retail e-exporter companies to better
understand how to react to changes in consumer behavior in Germany while

comparing it to consumer behavior in Turkey.



OZET
COVID-19’un Online Aligveris Davraniglarina Etkileri:

Karsilagtirmali Vaka Calismasi

Teknolojik gelismeler ve dijitallesme, online aligveriste bliylimesini hizlandirdi ve
pazar payini artirdi. Covid-19 Pandemisi‘nin e-ticaret piyasasi ve tiiketici tizerinde
yarattig1 etki de online aligveriste katalizor gorevi gordii. Bu ¢calismanin amaci,
COVID-19 Pandemisi sirasinda Tiirkiye ve Almanya'da insanlarin degisen online
alisveris davranislarini incelemek, analiz etmek ve karsilastirmaktir. Bu amagla
veriler toplanirken akademik makaleler, istatistikler ve anket yontemi kullanilmistir.
Bu calisma, pandemi gibi bir sosyal kriz durumunda insanlarin online aligverise nasil
tepki verecegini belirleme agisindan 6nemli ¢iktilar ortaya koymaktadir. Boylelikle,
Tiirk perakende e-ihracatci sirketlerinin Tiirkiye'de tiiketici davranislariyla
kiyaslayarak Almanya'daki tiiketici davraniglarindaki degisikliklere nasil tepki

vermeleri gerektigini daha iyi anlamalarini saglamaktadir.
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CHAPTER 1

INTRODUCTION

A new type of coronavirus appeared in Wuhan city of China in the last months of
2019. Although the Chinese government tried to hide this new virus and its possible
effects on public health from the public in order not to cause any panic, they had to
eventually explain the situation to the public. Both the easy transmission of the virus
and the high level of globalization in the world caused the virus to spread rapidly to
other countries. Ultimately, on March 11. 2020, The World Health Organization
(WHO) declared the new type of coronavirus (COVID-19) outbreak an official
global pandemic. In a short period, most governments began to take extensive health
measures in full cooperation with the World Health Organization. First, they advised
preventive measures such as; washing/cleaning hands regularly, keeping a certain
physical distance from other people, and wearing masks in closed spaces. However,
as the virus started to infect more and more people, governments had to take more
restrictive measures such as partial or complete lockdowns that can last for days or
even weeks. The panic atmosphere and the lockdown policy, have caused people to
spend more time on the internet. This situation led to the acceleration of the growth
of the e-commerce sector, which had been in a trend of increasing market share in
recent years against brick-and-mortar stores before the pandemic.

The purpose of this study is to analyze how the pandemic has changed the
online shopping behavior of consumers in developing and developed countries. To
this aim, the online shopping behavior of consumers in Turkey and Germany is
compared while analyzing the factors that helped grow their online shopping

behavior with the pandemic. Within the framework of its purpose; this study



contributes to the literature by collecting and analyzing primary data from two
different markets Germany and Turkey. In the analysis, the macro-economic
(economic indicators and development levels of Turkey and Germany) and micro-
economic data (e-commerce industry development levels and online consumer
behavior in Turkey and Germany) are taken into account. In addition, by its
comparison of consumer behavior in Turkey and Germany, this study not only
provides insights into e-commerce activities of companies in Turkey but also
provides valuable insights into the e-export targets of companies in Turkey, since
Germany is Turkey's largest export partner according to the indicators provided by
Trading Economics (8.6% of Turkey’s total export with a value of $19.31 billion in
2021), thus contributing to the private sector and international trade.

This study consists of 5 chapters with the first chapter being the introduction
part.

The second chapter explains the developments and factors in the rise of
online shopping, indicates the advantages and disadvantages of online shopping,
makes a comparison of online shopping in Turkey and Germany, explains consumer
behavior briefly and examines consumer behavior during the pandemic, mentions
cultural dimensions and orientations in order to better understand the relationship
between culture and consumer behavior, and finally gives detailed information
regarding the online shopping behavior in Turkey and Germany during the
pandemic.

The third chapter, first, provides data regarding the research model. Then, it
explains the method for the factor analysis, puts forward hypotheses, and makes a

reliability analysis.



The fourth chapter demonstrates the findings of the study in line with the
analysis methods it uses for the study.
The fifth chapter summarizes the study and explains its contributions and

limitations.



CHAPTER 2

LITERATURE REVIEW

2.1 Developments and factors in the rise of online shopping

The concepts of trade and shopping have been in people's lives for thousands of
years, enabling them to maintain their lives by exchanging goods and/or services for
money or barter. Over time, with the increase in the human population, and the
effects of agriculture and urbanization, shopping has started to take place in shops
and marketplaces. Thanks to the technological developments that accelerated after
the industrial revolution and the digital revolution that followed, shopping has been
moved from physical environments to virtual platforms. The activity of shopping
carried out on these platforms is called online shopping. In this method of shopping,
the customer is able to buy goods and services without any need to move to a store
physically or deal with an intermediary sales representative (Sunitha & Gnanadhas,
2014).

Since the first online stores started operating in 1992 (New World
Encyclopedia, 2019), the e-commerce sector has drawn a graph that has increased its
turnover and market share until today. Factors and developments such as the increase
in internet speed and penetration, the trend of transition to digitalization in many
sectors such as banking and marketing along with commerce, the launch and spread
of smart phones, the development of the transportation sector, and the strengthening
of the logistics infrastructure, the increasing number of platforms and people that can
advertise products and services such as social media applications and influencers to a
large number of people in a short time have accelerated and reinforced the worldwide

development and rise of online shopping. With the current trend of growth, it has



been expected that thanks to the years of these developments the monetary volume of
global retail e-commerce is estimated to reach 6.54$ trillion in 2023, accounting for

roughly 18% of total global retail trade (Figure 1).

Global Retail Trade Market & Global Retail E-Commerce Market (in

trillion USD)

35

. 28,47 29,76
25 2297 23,95 25,03 26,07

20

15

10

5 38 9 4 5
2017 2018 2019 2020* 2021* 2022* 2023*

m Global Retail Trade m Global Retail E-Commerce

Figure 1. The market size of the global retail trade market and global retail e-
commerce market from 2017 to 2023. (in trillion U.S. dollars).
Source: [Lipsman, May, 2019]

2.2 Advantages and disadvantages of online shopping

Along with technological developments online shopping has gradually become more
and more convenient for customers. Since they don't have to go outside and just
browse the brands’ or marketplaces’ websites, e-commerce brings quite a comfort to
customers. This may offer assistance to customers’ search for the purchase of more
extensive extend of items and spare their time. They can investigate items and
compare costs between venders. In addition, online shopping frequently offers deals
advancement or markdown codes creating more fulfilled shopping opportunities for

customers. Besides, online shopping gives point-by-point info regarding the items



while offering data regarding the earlier orders for searched products, thus paving the
way for more satisfied shopping decisions for customers (Braholli, 2022).

Furthermore, online shopping offers convenience regarding quick shopping
with no need for traveling, timelessness regarding making an order and/or purchase,
variety of products and/or services to be purchased, ratings and/or reviews
facilitating product selection, comparison shopping regarding products and prices,
and more discounts thanks to no physical store costs. Offline shopping, on the other
hand, offers the ability to touch and / or try the product, customer support during
shopping, a physical shopping experience, immediate delivery after purchasing, and
quick return and refunds (Sarkar & Das, 2017).

Product rating and reviews are considered key advantageous assets of online
shopping for consumers. A study (Basu & Sondhi, 2021) conducted in India with
participants from diverse demographics comparing consumer purchasing criteria in
online shopping vs brick-and-mortar store shopping of premium brands in the
apparel category found that in online shopping criteria such as; positive and high
rating/review, campaigns with price advantage, comparability with other brands, and
free delivery and return options came first. As for offline shopping, it has been
determined that the store design, the aesthetic appearance of the displayed products,
the customer care level of the store employees, and the shopping experience, in

general, are the prominent criteria (Table 1).



Table 1. Advantages and Disadvantages of Online Shopping & Offline Shopping

Shopping
Process

Shopping Type

Online Shopping

Offline Shopping

Convenience

No need for traveling

The necessity to cover a distance to reach the
product

Timeless Orders and purchases can Purchase in store
Shopping be made on 7/24
Variety Ell?&ous DIOEIES Bl I Only the products available in the store
ConSL_Jmers Pro_duct TS z?md/or The need to know the brand and/or product
Rating / reviews facilitating the . - . .
. ; via previous purchasing experience
Review product selection
Comparison | Quick product and price | The requirement to scan aisles and shelves
Shopping comparison in store
More campaigns
. regarding discounts Fewer campaigns regarding discounts due to
Discounts : :
thanks to no physical the physical store cost
store cost
Tangibility | Experiencing the product
& through an Ability to touch and/or try the product
Trialability | audio/visual platform
Support via chatbots or e-
Customer mails; rarely Ability to get support from real sales
Support real-time online or representatives during the shopping
telephone support
Shoppmg Only ylrtual SEEIE Physical shopping experience
Experience |experience
. Certain delivery time Instant delivery after purchasing in the
Delivery .
after purchasing store
Return Time for assessment of
& complaints, certain Quick return and refund in store
Refunds delivery and refund time

Sustainability

More CO2 emissions and
plastic pollution

More environmentally friendly thanks to the
bulk distribution of goods between production
facility, warehouse, and physical store

Advantage

Disadvantage




Other studies on this topic suggest that convenience is the key factor for
choosing online shopping over offline shopping. Online shopping has convenience in
terms of quick access to information, detailed search opportunities, and saving time
(Schroder & Zaharia, 2008). When the online shopper typologies are examined,
convenience has been observed to be the main shopping motivation of the online
shopper compared to the traditional shopper (Ganesh, Reynolds, & Luckett, 2010). In
addition, the opportunity to participate in auction campaigns on certain online
shopping platforms makes it more appealing compared to offline shopping (Khan &
Rizvi, 2010).

However; when it comes to sustainability in terms of the environment and
the carbon footprint of consumers on the environment, online shopping is in a mostly
disadvantaged position in its current form. The two major disadvantages of online
shopping, in terms of sustainability, are excessive packaging and increased carbon
emissions (Igini, 2022). The packaging and delivery of goods contribute significantly
to the CO2 emissions associated with plastic production and transportation,
damaging ecosystems and adding enormous amounts of waste to the land. Recent
research by the local organization Green Sense estimates that 780 million pieces of
packaging trash from online shopping were produced in Hong Kong alone during the
year 2020. The survey also revealed that each product used 2.18 pieces of packaging
on average in the same year, most of which were made of mixed materials that are
challenging to recycle.

Premium delivery options, which have been popular in recent years, are also
one of the reasons that increase in emissions. Because sometimes a single product is
distributed for kilometers with a smaller vehicle, rather than a bulk delivery with a

single vehicle. As for transportation, according to data specific to the USA for 2020,



27% of carbon emissions originate from transportation (EPA, 2022). Considering
that 52% of this is due to small commercial vehicles, it can be said that deliveries
made for online shopping have a large share in carbon emissions.

Still, the packaging waste and carbon emission issues stemming from the
increased online shopping can be solved in near future by applying reusable packages
and discarding free product returns for customers. Thus, more sustainable solutions
will have to be implemented, as half of the purchases will be through online channels
just in the UK (ParcelLab, Sustainability in E-Commerce, 2020). In line with this
fact, innovative solutions can increase sustainability in online shopping. For instance;
Zalando requires sellers to send a predetermined amount of products to Zalando's
warehouse by forecasting 16 weeks of stock before shipping their products (Zalando,
2022a). The same marketplace allows the sellers to sell their products to the
marketplace for a certain fee, using the liquidation method (Zalando, 2022b), in order
to facilitate the sale of products left at the end of the season. Within the framework of
these solutions, Zalando helps sellers and consumers reduce their carbon footprint on

the environment.

2.3 Online shopping in Turkey and Germany
Turkey and Germany are two G20 countries that are members of joint organizations
such as NATO and have long-standing intense commercial relations between them.
Before examining the development of online shopping in Turkey and Germany, it
would be appropriate to compare some socio-economic data between the two
countries.

World Economic Situations and Prospects (WESP) published by every year

by United Nations, classifies countries into three main groups: developed economies,



economies in transition, and developing economies. This is done to demonstrate the
basic economic indicators of countries. According to the indictors published by
United Nations, Turkey is classified as a developing country and Germany is
classified as a developed economy. When categorized according to economies by per
capita GNI, Turkey is classified as an upper-middle-income nation, while Germany

is classified as a high-income nation (United Nations, WESP, 2017).

Table 2. Comparison of Socio-Economic Data of Germany and Turkey
Source: [The World Bank, 2021]

Country Turkey Germany

Year 2019 2020 2021 2019 2020 2021
Population (in million) 83.429 | 84.339 85.042 83.092 83.160 83.129
GDP (current US$ in trillion) | 0.761 0.719.95 | 0.815.27 | 3.89 3.85 4.22

GDP per capita (current US$ | 9.121 8.536 9.586 46.794 | 46.752 50.801
in thousand))

GDP growth (annual %) 0.9 1.8 11 1.1 -4.6 2.9
Unemployment (% of the 13.7 13.1 134 3.1 3.8 2.5
total labor force)

Inflation, consumer prices 15.2 12.3 19.6 1.4 0.5 3.1

(annual %)

As seen in the information and comparison table above (Table 2), it would
be expected for Germany to have an earlier built and more formidable e-commerce
infrastructure and an online shopping consumer base with higher purchasing power.
However, making a comparison of the factors that play a role in the development of
online shopping mentioned in "Chapter 2.2" will create a more comprehensive
approach before the comparison of online shopping behavior in Turkey and Germany
during the pandemic.

In both Turkey and Germany, the e-commerce sector has developed
gradually from the early 2000s to the pandemic process, excluding the 2000 and

2008 global economic crises. Especially, the rapid increase and spread of internet use

10



since the 2000s, the use of smart phones since the 2010s, and the widespread use of
social media platforms, which have become an indispensable part of digital
marketing in a short period, and the increase in the number of users have made online
shopping more popular (Chmielarz, Zborowski, Jin, Atasever & Szpakowska, 2022).
In addition, the widespread use of credit cards, the development of online payment
systems, and the more widespread and reliable online shopping platforms have also

contributed to the growth of online shopping both in Turkey and Germany.

2.3.1 E-commerce revenues in Turkey and Germany

According to the data shared by Statista, it is seen that e-commerce revenues in
Turkey have almost doubled, from approximately 12.1$ billion to over 22.8$ billion
in 2017 (Figure 2). It is predicted that these figures will increase to around 46 billion
dollars in 2025. It is also estimated that approximately half of this revenue will be
created by electronic devices. Similarly, according to Statista data, the increase in e-
commerce revenues in Germany between 2017 and 2021 draws a similar graph. E-
commerce revenues, which were around 1 billion euros in 2000, rose to 99.1 billion
euros in 2021 increasing almost 100 times compared to the figures in 2000 (Figure

3).
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Revenue of E-Commerce in Turkey from 2017 to 2025 by segment (in
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Figure 2. Revenue of e-commerce in Turkey from 2017 to 2025. by segment (in

million U.S. dollars)

Source: [Statista, April, 2022]
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2.3.2 Internet penetration

According to the annual results of the Household Information Technologies (IT)
Usage Research Reports published by the Turkish Statistical Institute (the first
research done in 2007 and the last one published on August 26. 2022), internet usage
in Turkey has increased continuously between 2007 and 2022 (Figure 4). According
to the data published by the same institution, it is seen that online shopping has
increased in parallel with internet usage in the same period. In 2022, the rate of
households accessing the internet increased to 94.1% (92% in 2021 and 19.7 in
2007), while the rate of individuals aged 16-74 using the internet increased to 85%
(82.6% in 2021. and 30.1% in 2007). The rate of online shopping of individuals aged

16-74 also increased to 46.2% in 2022 (44.3% in 2021. and 5.65% in 2007).

Internet Usage and Online Shopping Prevalence (2007-2021)
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Figure 4. Household information technologies (IT) usage research reports
Source: [Turkish Statistical Institute, 2007, 2008, 2009, 2010, 2011, 2012, 2013,
2014, 2015, 2016, 2017, 2018, 2019, 2020, 2021, 2022]

When the internet penetration and online shopper rates in Germany are

analyzed, it is seen that the internet user rate has reached 95% in 2022 from 6.5% in
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1997, according to Statista data. Although small decreases are observed from time to
time, the rate of online shoppers also increased from 54.1% in 2002 to 95% in 2021

(Figure 5 and 6).
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Figure 5. Share of internet users in Germany from 1997 to 2022
Source: [Statista, November, 2022]

Share of Online Shoppers among Internet Users in Germany in Selected
Years between 2002 and 2021 (in percentage)
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Figure 6. Share of online shoppers among internet users in Germany in selected
years between 2002 and 2021
Source: [Statista, January, 2023]
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2.3.3 Smartphone use

As smartphone use facilitates online shopping through easy access to digital payment
systems, advertisements, and social media platforms, it can be concluded that it has a
positive effect on the growth of the online shopping market in Turkey and Germany.
According to Statista data, the number of smartphone users in Turkey increased from
3.47 million in 2010 to 65.63 million in 2021 (Figure 7). In 2025, this number is
expected to increase to 73.91 million. The situation in Germany is similar to that in
Turkey. The number of smartphone users in Germany increased from 6.31 million in

2009 to 62.61 million in 2021 (Figure 8).

Forecast of Number of Smartphone Users in Turkey from 2010 to 2025
(in million)

80,00
' 73,91
70.36 72,23

68,19
70,00 . 62.62 65,63
60,00 54,92
5000 48,23
40,32
40,00
32,43
30,00 25,10
20,00 17,06
11,49

10,00 347 6,54 I

0,00

%

" |
S O O

SN N
» '»Qq?f»“f@f@

WV %@’ @’q’ @3) N

<
v
D D D

W

Figure 7. Forecast of the number of smartphone users in Turkey from 2010 to 2025
(in millions)
Source: [Statista, May, 2021]
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Number of Smartphone Users in Germany from 2009 to 2021 (in

million)
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Figure 8. Number of smartphone users in Germany from January 2009 to 2021 (in
millions)
Source: [Statista, November, 2021]

2.3.4 Use of social media
The use of social media provides an increase in sales for online shopping through
both influencer marketing and classical digital marketing advertisements. Social
media users are more likely to shop online, especially when detailed and consistent
product content is presented. It has been observed that individuals from younger
segments such as the X generation and Y generation prefer online shopping in many
categories, especially product categories such as electronics and clothing, and the
decision mechanisms in the purchasing process are influenced by the use of social
media (Jothi & Gaffoor, 2017).

For this reason, the use of social media, which draws an increasing graph in

Turkey and Germany, creates the prediction that online shopping will come to the
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fore more in the future. According to Statista data, the rate of social media users
among internet users in Turkey increased from 63.56% in 2018 to 78.43% in 2022.
This rate is expected to exceed 87% in 2027 (Figure 9). Similarly, the use of social
media is increasing in Germany. The number of social media users in Germany -
which was 41.91 million in 2017 - increased to 57.45 million in 2021. In 2025, this

number is expected to exceed 69 million (Figure 10).

Social Network User Penetration in Turkey from 2018 to 2027 (in
percentage)
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Figure 9. Social network user penetration in Turkey from 2018 to 2027
Source: [Statista, June, 2022]
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Forecast of the Number of Social Media Users in Germany from 2017
to 2025 (in million)
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Figure 10. Forecast of the number of social media users in Germany from 2017 to
2025 (in millions)
Source: [Statista, May, 2021]

2.3.5 Credit cards and online banking
Undoubtedly, any kind of transaction is a natural part of shopping. And, evidence
suggests that digital banking systems, which are currently developing both in Turkey
and around the world, have created a catalyst effect in online shopping with the
pandemic. The widespread use of contactless payment methods, in addition to the
classical payment methods made by credit cards and debit cards, has made online
shopping both faster and easier (Agan, 2020). Shoppers who have more opportunities
regarding banking services are more likely to turn to online shopping. This is
because, these people have a certain monetary capacity and they adapt to online
shopping more easily by using online payment methods (Cera, Phan, &
Androniceanu, 2020).

According to the data shared by Statista, the number of credit cards used in

Turkey is expected to increase from 51.07 million in 2010 to 70.16 million in 2025
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(Figure 11). In line with these data, credit card penetration is expected to rise from

29% in 2010 to the forecasted level of 41% in 2025 (Figure 12).

Forecast of the number of credit cards in use in Turkey from 2010 to
2025 (in million)

80
70 62,45 63,63 64,88 66, 016

56,84 57,01 58,22 58,8
6 510752645434‘ | | | | | |
NN

5
4

RN S

ANV \\\
RO e Ul

7,02 67,93 68,76 69,49 70,16

o O O

3
2
1

o O O O

Figure 11. Forecast of the number of credit cards in use in Turkey from 2010 to
2025
Source: [Statista, May, 2021]

Forecast of the credit card penetration in Turkey from 2010 to 2025 (in
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Figure 12. Forecast of the credit card penetration in Turkey from 2010 to 2025
Source: [Statista, May, 2021]
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In addition, according to the data presented by the Banks Association of
Turkey, the number of mobile banking users - which was 21.865 million in
December 2017 - increased to 53.234 million in December 2020 (The Banks
Association of Turkey, 2021).

When the numbers regarding banking and payment methods in Germany are
examined, it is seen that the number of credit cards and debit cards used in the total
population has increased (Table 3). Also, the number of credit cards per capita -
which was 0.36 in 2010 - rose to 0.57 in 2020. And, the number of debit cards per
capita, which was 1.45 in 2010, escalated to 1.65 in 2020 (Figure 13). In addition, it
Is estimated that the rate of online banking penetration - which was 33% in 2010 -

will increase to 57% in 2025 (Figure 14).

Table 3. Total Number of Credit Cards and Debit Cards in Germany from 2000 to
2021
Source: [Statista, December, 2022]

Total Number of Credit Cards and Debit Cards in Germany from 2000 to 2021
Year Credit cards Debit cards
2000 16.640.125 92.809.583
2001 17.969.221 93.233.552
2002 17.776.609 93.657.522
2003 17.923.256 90.014.676
2004 17.993.928 88.501.794
2005 18.349.187 88.478.043
2006 18.260.338 89.709.341
2007 22.244.245 100.740.254
2008 22.212.135 100.667.168
2009 24.225.438 101.908.661
2010 25.341.315 102.413.713
2011 26.139.257 103.957.375
2012 27.594.543 105.593.639
2013 28.682.770 105.169.256
2014 31.254.093 104.099.927
2015 33.145.436 106.102.740
2016 33.725.627 108.951.095
2017 35.052.289 109.311.646
2018 35.897.289 111.550.509
2019 37.282.383 115.665.139
2020 40.574.349 118.392.446
2021 38.439.319 121.332.167
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Figure 13. Number of credit cards and debit cards per capita in Germany from 2010
to 2020
Source: [Statista, April, 2022]

Forecast of the Online Banking Penetration in Germany from 2010 to
2025
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Figure 14. Forecast of the online banking penetration in Germany from 2010 to 2025
Source: [Statista, May, 2021]
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2.4 Consumer behavior

Consumer behavior is defined as the selection, acquisition, and use of goods and
services to satiate consumer needs. The processes behind consumer behavior are
numerous. The consumer looks for the items he/she would like to consume first, and
then he/she only selects those that provide the greatest benefit. However, some
factors might affect the customer’s purchasing behavior. These factors can be
classified as cultural factors, social factors, personal factors, and psychological
factors. Psychological factors such as; perceptions and attitudes can result in a
change in consumer behavior, especially during a crisis like a pandemic. A specific
example is the drop of 38% in Chinese goods shipped into the US during the
pandemic. This example demonstrates both the political and the panic aspects, as
consumers may want to stop buying Chinese products both because of blaming the
Chinese government for attempting to hide the spread of the disease and also trying
to protect themselves and their families from touching the products that may infect
them with the virus (Braholli, 2022).

During the pandemic, some factors that influence both shopping behavior in
general and online shopping behavior have been unearthed. Fear of disease, risk
aversion motive, fear of scarcity, uncertainty, stress, and anxiety have been the
common factors influencing online shopping behavior (Islam, Pitafi, & Arya, 2021).
And the outcome of these factors in shopping behavior has generally manifested as
panic buying, stockpiling, and impulsive shopping behavior with a hedonistic
motive.

Panic buying refers to a behavioral action generally appearing in the advent
of a crisis (Arafat, Hussain, & Kar, 2020). And, by the analysis of 613 media reports

in English, it has been concluded that fear of scarcity was the greatest factor
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triggering panic buying (Arafat, Kar, & Menon, 2020) since it has been referred to
about 75% of the reports (n =456).

The theory of planned behavior may also explain panic buying and
stockpiling since it argues that external factors leave little space for control over
behaviors in terms of decision-making (Ajzen, 2011). Indeed, lockdowns and social
restrictions led to people’s loss of control over their purchasing behavior, which
reinforced their risk-aversion motive. The risk aversion motive (Schroder & Zaharia,
2008) emerges from the consumer’s inability to evaluate the possible negative
outcomes and the severity of such negative outcomes of a shopping decision. In this
sense, it is expected that consumers in both Turkey and Germany have a risk
aversion motive to some degree regarding offline shopping, as the perceived risk is
the risk of disease transmission.

In addition, a previous study from Singapore (Sim, Chan, & Chong, 2010)
focusing on the psychosocial and coping mechanisms used by the people during the
SARS outbreak in 2003 indicates that uncertainty regarding the outcome of the
outbreak was the main point of concern among people. This created anxiety,
depression, and the fear of losing control of the situation resulting in panic buying. A
study made in New Zealand during the COVID-19 Pandemic shows similar results.
The fear of inability to reach essential goods stemming from the uncertainty arising
from the COVID-19 Pandemic resulted in panic buying and stockpiling of essential
goods such as groceries (Hall, Fieger, & Prayag, 2021). It can be concluded that this
result stems from the fear of scarcity during the crisis (Pantano, Pizzi, & Scarpi,
2020) and Media news and changes in the buying behavior of people around have
made a cumulative change in purchasing behavior and led to panic buying and

stockpiling in the general population (Arafat, Kar, & Menon, 2020).
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2.5 Cultural dimensions and orientations

Consumer behavior is also affected by cultural orientations. Hofstede's Cultural
Dimensions Theory (Hofstede, 1980) explains the cultural orientations and behavior
of individuals on average. Since Turkish and German cultures are distinct from one
another in many aspects such as; language, religious belief, industrial development,
traditions, family, literature, music, haute coture, cuisine, art, etc. It is expected that
people from those have different online consumer behavior.

According to Hofstede’s classification of cultures (Hofstede, 1980), there
are 6 dimensions - power distance, uncertainty avoidance, individualism vs
collectivism, masculinity vs femininity, and short vs. long-term orientation -
applicable to different cultures including the one - restraint vs indulgence - put forth

by later scholars (Nickerson, 2022).

2.5.1 Power distance

Power distance explains the tendency regarding the distribution of power in a
society. Cultures inclined to look for a more equal distribution of power are
classified as low power distance cultures. Cultures having a more strict hierarchy in

their society are classified as high power distance cultures.

2.5.2 Individualism vs collectivism

In individualistic societies, success and individual rights are at the forefront and more
importance is attached to individual goals. In collectivist societies, the interests and
happiness of the society always come first, and loyalty and solidarity are given great

importance.
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2.5.3 Masculinity vs femininity
While a feminine society supports cooperation and comfort, a masculine society

attaches importance to competitiveness and goal orientation.

2.5.4 Uncertainty avoidance

Uncertainty avoidance reflects the tolerance of a culture against an ambiguous
situation with no certain outcome that can be estimated initially. Societies with low
certainty avoidance have low tolerance regarding uncertainty, and they tend to have
more anxiety in terms of any change, thus they prefer not to take many risks and
preserve the status quo. On the other hand, societies with high certainty avoidance
have a higher tolerance regarding uncertain situations, as a result, they are more open

to new and unexpected events and less afraid to take risks.

2.5.5 Short-term orientation vs long-term orientation

While societies with short-term orientation favor short-term success and focus on the
near future, societies with long-term orientation have long-term achievements.
Features like thrift and saving are more commonly seen in societies with a long-term

orientation.

2.5.6 Restraint vs indulgence

This classification is constituted by the level of control of a society in terms of
desires and impulses. Restraint societies are better at suppressing their impulsive
behavior compared to indulgent societies whose spending and sense of freedom tend

to be higher.
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According to the comparison chart below (Figure 15), created with the help
of the country comparison tool of Hofstede Insights, Turkey is a collectivistic and
feminine society with high power distance and high uncertainty avoidance showing
neither long-term nor short-term orientation and being neither indulgent nor restraint.
On the other hand, Germany is an individualistic and masculine society with low
power distance and high uncertainty avoidance showing long-term orientation and

restraint.

Cultural Orientation Comparison of Turkey and Germany
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Figure 15. Cultural orientation comparison of Turkey and Germany
Source: [Hofstede Insights, 2022]

Various studies from literature (Smith, Deitz, & Royne, 2013; Al-Alawi &
Ismail, 2016; Eroglu & Pigak, 2011) also support the comparison chart above. and
according to Hall’s study (Hall & Hall, 2001), regarding cultural orientations
convenience and functional aspect of online shopping in German culture should be

high since German culture can be classified as monochronic and low-context, in
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which people view online shopping as time-saving and target oriented activity in
terms of accessing goods and services (Smith, Deitz, & Royne, 2013). In this case, it
can be estimated that the pandemic might have a catalyst effect in increasing the
prevalence of online shopping even more. However, unlike German culture, Turkish
culture is classified as polychronic and high-context (Niezgoda, Szutowski, &
Szutczynska, 2017) in which, time is intertwined with many events simultaneously
and interactions with people. Thus, physical experience during shopping might be
more significant than a specific goal. In this case, it is expected that the pandemic has

necessarily restricted the time to be spent in shopping malls under normal conditions.

2.6 Online shopping behavior in Turkey and Germany during the pandemic
During the pandemic, measures such as social distancing and lockdowns around the
world caused people to be more alone and/or stay at home in general. As a result,
time spent on smartphones and social media has increased. Therefore, the time to
spend on online shopping has also increased. There have been many developments
regarding online shopping during the pandemic both in Turkey and Germany.
In Turkey, the food supply chain as well as the trust-based systems that previously
determined how and where the food is obtained have been disrupted by COVID-109.
Unexpected price rises stretched household budgets; empty stores and last-minute
lockdowns upended previously made arrangements; online shopping brought
momentary comfort with conditions. The relatively short supply chain in Turkey has
made it easier for online shopping to spread to society (Abiral & Atalan-Helicke,
2020).

The increase in the time spent on the internet and smart phone usage has

been effective in the spread of online shopping to society as well. A cross-country
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study carried out in Turkey, Poland, and China comparing the online shopping
behavior of consumers between the first months of 2020 (before the COVID-19
pandemic) and the first months of 2021 (during the pandemic) indicates that internet
usage in Turkey increased by 50% during the pandemic, and smartphones are the
most popular electronic device for internet and online shopping in Turkey with 64%.
According to the study, the rate of those who do online shopping frequently in
Turkey before the pandemic was 28%. However, it was observed that this rate
increased by 50% during the pandemic. In all three countries where the cross-country
study was conducted, it was revealed that online shopping was generally done from
time to time before the pandemic, but after the pandemic, this situation changed in
favor of online shopping in all three countries (Chmielarz, Zborowski, Jin, Atasever
& Szpakowska, 2022).

Fear of disease and risk aversion has been the main determinants of
purchasing behavior in all segments of online shoppers in Turkey (Karaoglan &
Hamsioglu). This led to an increase in online shopping penetration by 42%. Fear of
disease led to stocking up on basic food products, while stress factors increased the
consumption of snacks (Zulug, Temur, & Kaya, 2022). Anxiety and uncertainty have
also been factors that influence online shopping behavior. While fear of disease led
to the behavior of stocking up on basic food products, anxiety, and uncertainty led to
an increase in the consumption of unhealthy foods such as junk food and fast food
(Kaya, Uzdil, & Cakiroglu, 2020). This is further supported to be true via
McKinsey's research conducted in April 2020 during the early pandemic period, an
increase has been expected in non-essential consumption such as snacks and personal
care among consumers in Turkey. In the case of online shopping, household

essentials, personal care, snack