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Abstract 

Consumer trust with online shopping is directly dependent on a few factors. 
There is a constant dilemma in the market related to the question which on-
line shopping determinants affect the customer trust. Online purchasing is 
becoming increasingly common as a purchasing mode. This paper deals with 
the analysis of customer satisfaction, with the aim of utilizing the empirical 
research on the Kosovo market in COVID-19 period in order to determine 
the connection between customer trust and certain determinants of online 
shopping. The paper was conducted using the questionnaire instrument and 
there are two hundred and fifty (250) respondents from Kosovo. Moreover, in 
the paper three (3) hypothesis are presented the results that come out of it are 
very interesting. For hypothesis testing and recommendation was used Cor-
relation Analysis. 
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1. Introduction 

The Internet shopping as one of the types of electronic shopping has proliferated 
rapidly since the middle of 1990s where Web technologies have played a major 
role in this decade (Trong, Vu Khanh, & Gim, 2014) [1]. The internet has be-
come an essential for us and is the most important way to communicate and to 
connect with others. We can gather any information’s we need from the internet 
as well as we doing the online shopping, online banking, online marketing, on-
line affiliations, online socialize, online tutorials, online course, online advertis-
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ing and others. Online shopping is a form of e-shopping which permits con-
sumers to directly purchase goods or services from a seller by using the Internet 
(Singh & Sailo, 2013) [2]. It has propelled in no small extent of changes in the at-
titude and behavior of people all over the world. Internet shopping has been 
widely accepted as a way of purchasing products and services it has become a 
more popular means in the Internet world (Bourlakis, Papagiannidis, & Fox, 
2008) [3]. Shopping online has emerged as one of the most popular Internet ap-
plications. Online shopping has been shown to provide more satisfaction to 
modern consumers seeking convenience and speed. So, online shopping has be-
come very important in the 21st century as most of the people are loaded with 
hectic schedule and online shopping is considered as the easiest and most con-
venient mode for shopping. The internet is offering businesses innovative me-
thods to manage information and better serve their customers (Aref & Okasha, 
2019) [4]. Online shopping is the best way to purchase goods and services.  

The global crisis of COVID-19 pandemic has started to ravage the world 
economy and healthcare, igniting much fear, panic, and uncertainty among bil-
lions of people. As lockdowns being implemented in many places, panic buying 
has emerged as a reliable feature of the Coronavirus outbreak. In this time, the 
internet has played a significant role in our daily life in that people can talk 
through the internet to one who is actually on the other side of the Earth, can 
send e-mail around the clock, can search information, can play game with oth-
ers, and even can buy things online (Katawetawaraks & Wang, 2011) [5]. 

2. Overview of Literature Review 

Online shopping is the easy solution for busy life in today’s world especially 
during the COVID-19. Also, it is important to know about the convenience in 
online shopping. The author (Ahmad, 2002) [6] studied about the convenience 
in online shopping. Online shopping indicates electronic shopping to buy prod-
ucts or services directly from the seller through the Internet. Now people have 
multiple options to choose their products and services while they are shopping 
through an online platform (Rahman, Islam, Esha, Sultana, & Chakravorty, 
2018) [7]. Electronic shopping has become a large and important segment in the 
new digital economy over the last 10 years (Hostler, Yoon, & Guimaraes, 2012) 
[8]. The vast increase in e-shopping, together with the development of informa-
tion technology, has had a profound impact on the world economy. E-shopping 
enables regional traders to be less local and more global and also reduces trade 
barriers (Sung, 2006) [9]. The Internet has become one of the most popular 
shopping channels and has changed customers’ shopping habits, largely through 
rapid technological development. Online shopping is considered as the most 
convenient and easiest mode of shopping. The authors (Berry, Seiders, & Grew-
al, 2002) [10] defined online shopping as “a reduction of the opportunity costs of 
effort and time involved in shopping activities”.  

So, online shopping indicates electronic shopping to buy products or services 
directly from the seller through the Internet. The literature shows that behavior 
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of the online consumers is affected by different factors such as: convenience, 
pricing and quality, website design, saving time, security and socialization, 
which will be shown in the text below. 

2.1. Convenience 

Internet buying is one of the widely and commonly used mediums for conve-
nient shopping Webster’s Dictionary defines convenience as “anything that adds 
to one’s comfort or saves work; useful, handy or helpful device, article, service, 
etc”. In the marketing literature, the concept of convenience was introduced by 
(Copeland, 1923) [11], who referred to convenience goods as those that the 
consumer purchases frequently and immediately at easily accessible stores. The 
author (Copeland, 1923) [11] and other researchers (Bucklin, 1965) [12] have 
used the convenience construct within the domain of the “convenience” classifi-
cation of products, which relates to low risk or low involvement in purchasing 
(Brown, 1989) [13]. Online marketers need to ensure online shopping process 
easy and simple (Hamza & Saidalavi, 2014) [14]. Much of the literature on con-
sumer convenience in a traditional retailing environment has revealed two fac-
tors of primary importance in delivering convenient service to customers: 
time-saving and effort minimization efforts (Etgar, 1978; Kotler and Zaltman, 
1971; Seiders et al., 2000, 2005, 2007; Yale and Venkatesh, 1986). Berry et al. 
(2002) [10] and Seiders et al. (2007) have extensively reviewed the literature on 
consumer convenience in a service economy and define “service convenience” as 
consumers’ time and effort perceptions related to buying or using a service. In 
online shopping, confidence is one of the most critical issues affecting the suc-
cess or the failure of Internet retailers (Prasad & Aryasri, 2009) [15]. 

Prior literature on online service quality has identified several service conven-
ience features unique to virtual shopping indicating some of the ingredients 
constituting online service quality, such as ease of use, interactivities, informa-
tion search, the depth and richness of information, and security (Parasuraman, 
Zeithaml, & Berry, 1985) [16]. 

2.2. Pricing 

Professional literature describes pricing as an important factor in customer sa-
tisfaction, due to the fact that consumers always direct their attention to pricing 
when assessing the product and service value (Joseph Cronin, Brady, & Hult, 
2000) [17] from the consumer’s perspective, price is what is given up or scarified 
to obtain a product (Zeithaml V., 1988) [18]. A number of studies have deter-
mined that the pricing is significantly related to customer satisfaction (Jiang & 
Rosenbloom, 2005) [19]. Pricing directly affects the perception on the transac-
tion’s delivered value and usability, and, consequently, customer satisfaction 
(Kim, Xu, & Gupta, 2012) [20]. Negative perception on pricing makes customers 
feel dissatisfied and disloyal (Mittal, 1989) [21]. According to (Keaveney, 1995) 
[22], more than half e-customers who changed the retailer have done it due to 
pricing. Pricing has a special influence onto the satisfaction of the experienced 
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online customers (Jiradilok, Malisuwan, Madan, & Sivarak, 2014) [23]. When 
the customer is certain about the transaction, their demand for financial benefit 
increases. Competitive pricing should be placed to attract online shoppers to the 
website for encouraging them to purchase. Customers always search for compet-
itive prices and compare with other online retailers before purchase (Hamza & 
Saidalavi, 2014) [14]. Many customers expect online stores to offer their prod-
ucts and services at the lower price in comparison to traditional stores. Dis-
counts while purchasing influence consumers to believe in prices, and ultimately 
they affect their satisfaction (Biswas & Blair, 1991) [24]. While shopping online, 
customers cannot see or test the product; hence, they are not certain that the de-
livered product is identical to the one on the website. Consequently, price per-
ception has a more significant role (Liu & Arnett, 2000) [25]. As online stores 
offer consumers a range of products and services, consumers can compare 
product prices from different websites and find the products at lower prices than 
the prices in the stores (Lim & Dubinsky, 2004) [26] some websites. Such ap-
proach turns online shopping into a game, transforming it into fun and enter-
tainment (Prasad & Aryasri, 2009) [15]. Ultimately, pricing can be the reason for 
renouncing the product or service or making a sacrifice in order to have the 
product or service (Zeithaml V., 1988) [18]. 

2.3. Quality 

The quality of products and services in online shopping has a positive impact on 
customer satisfaction (Lin, Wu, & Chang, 2011) [27]. The perceived product 
quality is defined as the consumer’s judgment about a product’s overall excel-
lence or superiority (Chen & Dubinsky, 2003) [28]. Author (Keeney, 1999) [29] 
indicated that minimizing the product cost and maximizing the product quality 
are to be regarded as major factors in the success of e-shopping. Authors 
(Mentzer & Williams, 2008) [30] pointed out that the perceived product perfor-
mance is the most powerful determinant related to satisfaction. Conversely, a 
number of studies dealing with online shopping argue that the service quality 
has a positive influence on customer satisfaction (Kim & Stoel, 2004) [31]. Qual-
ity is an intrinsic property of a product. Product quality is the expected standard 
of product or service excellence (Parasuraman, Zeithaml, & Berry, 1985) [16]. 
The quality of service determines whether the customers will develop strong and 
loyal relationships with online retailers. Regarding authors (Guo, Choon Ling, & 
Liu , Evaluating Factors Influencing Consumer Satisfaction towards Online 
Shopping in China, 2012) [32], the quality of service is interpreted as the degree 
of help by online retailers in providing an efficient and effective purchase, ship-
ping and delivery of products and services. By providing and sending informa-
tion either via formal or informal platforms, online vendors increase the expec-
tations of their customers and add value to their services (Christodoulides & 
Michaelidou, 2010) [33]. Hence, it is very important to manage the quality in 
business to ensure the best service quality for consumers. Service quality is the 
ability implying firstly to anticipate, and secondly to meet the requirements by 
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consumers. This is the reason why providing the service quality has an impor-
tant role in increasing the customer satisfaction. Better website quality signifi-
cantly influences the consumer’s decision to shop online. 

2.4. Website Design  

Customers can be influenced by the image of the web site when they decide what 
website or buyer they should buy from (Lim & Dubinsky, Consumers’ percep-
tions of e-shopping characteristics: An expectancy-value approach, 2004) [26]. 
Not only should companies create their secured website, but also should create it 
to be more attractive and more useful. Online stores can change a shopper into a 
buyer if the stores provide variety and useful information of product, good cus-
tomer service, and easy-to-access website (Laudon & Traver, 2009) [34]. Their 
websites should have enough information but should not be too overwhelming. 
Putting unstructured or useless information in the website can reduce internet 
usefulness and ease of use (Bigné-Alcañiz, Ruiz-Mafé, Aldás-Manzano, & 
Sanz-Blas, 2008) [35]. Also, companies and sellers should double-check any sin-
gle words in their website to reduce mistakes and customers’ misunderstanding. 
Information quality and visual design is important effect on repurchasing (Koo, 
Kim, & Lee, 2008) [36]. The willingness to purchase online will be low if the on-
line store lacks of ease in searching and comparing shopping, and product up-
dates. Online store should make their website to be easy for consumers to search 
product and service. Making web designs and portals novel and sophisticated 
and web atmospherics friendly is a key to attract visitors. Moreover, if online 
stores want to convert visitor into buyer, they should improve their website by 
offering customer a comfortable, logical, interesting and hassle-free process and 
easy language by creating fast website with functional design as smooth as possi-
ble (Broekhuizen & Huizingh, 2009) [37]. Online payment process is another 
issue that should be taken care of because it affects the willingness to pay (Lu 
Wang, Zhang, Ye, & Nguyen, 2005) [38]. Online stores should make their pay-
ment process to be as easy and secure as possible. To sum, if online stores want 
to increase the customer, they should take care of their website design to be 
more user-friendly (Bigné-Alcañiz, Ruiz-Mafé, Aldás-Manzano, & Sanz-Blas, 
2008) [35]. 

2.5. Saving Time  

Saving time is one of the most influential factors in online shopping. Time is the 
main resource that consumers spend when they purchase online or in traditional 
stores (Bhatnagar, Sanjog, & Raghav, 2000) [39]. Browsing the online catalog 
during online shopping saves time and reduces stress compared to traditional 
shopping. According to (Rohm & Swaminathan, 2004) [40], one of the possible 
explanations why buying online saves time is eliminating the travel required to 
go to the store. On the other hand, according to (Corbett, 2001) [41], time sav-
ing does not present a motivation factor for consumers to buy online, since it 
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takes some time for the delivery of goods. In (Morganosky & Cude, 2000) [42], a 
factor in time saving was designated as the primary one among those consumers 
who already experienced e-shopping. In addition, there is a difference between 
online consumers and offline consumers. Online consumers are concerned with 
purchase benefits, time saving and choice, while offline consumers are anxious 
about security, privacy, and delivery on time (Goldsmith & Bridges, 2000) [43]. 
According to customer perception, the advantage of online shopping is related 
to purchase simplicity and the reduction of time spent on shopping (Kim & Lim, 
2001) [44]. One of the most significant problems people generally deal with 
concerns the perceived time pressures. According to some authors, time pres-
sures present the degree one realizes there is no time left in relation to daily ob-
ligations and chores. Since online shopping can be completed anywhere and an-
ytime, this greatly simplifies the lives of its users; by purchasing online, consum-
ers avoid traffic jams, they do not have to search a parking lot, and they do not 
have to queue nor be a part of the crowd in the store (Childers, Carr, Peck, & 
Carson, 2001) [45]. 

2.6. Security 

Security is one of the most important online shopping specificities (Pilík & 
Juřičková, 2016) [46]. Security is defined as the ability of the website to protect 
consumers’ personal data from any unauthorized disclosure of information 
during electronic transactions (Guo, Choon Ling, & Liu, Evaluating Factors In-
fluencing Consumer Satisfaction towards Online Shopping in China, 2012) [32]. 
Security is considered to be an important factor perceived seriously by online 
purchase consumers (Eid, 2011) [47]. Since online shopping usually implies 
payment by debit or credit card, consumers sometimes direct their attention to-
wards the information about the retailer as a means of protection (Lim & Du-
binsky, 2004) [26]. The willingness of consumers to visit online stores and pur-
chase there is directly related to the consumers’ confidence in providing person-
al information and credit card payments (Lee & Jin, 2019) [48]. Consumers tend 
to buy a product from a vendor whom they trust or a brand product they are 
familiar with (Chen & He, 2010) [49]. Security tends to be a great problem pre-
venting consumers from purchasing online, as consumers are concerned that 
they will be deceived by vendors who will misuse their personal information, es-
pecially their credit card data (Comegys, Hannula, & Väisänen, 2009) [50].  

2.7. Socialization  

While some customers likely to be free from salesperson pressure, many online 
shopping would feel difficult to make a choice and thus get frustrated if there is 
no experienced salesperson’s professional assistance (Prasad & Aryasri, 2009) 
[15]. Moreover, some customers are highly socially connected and rely on other 
peoples’ opinions when making purchase decision tend. There are also consum-
ers who sometimes shop at traditional store because they want to fulfill their en-
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tertainment and social needs which are limited by online stores (Prasad & Arya-
sri, 2009) [15]. Dissatisfaction with online shopping: customers’ past online 
shopping experience often affect their future purchase decision. In online shop-
ping, for example, they may get unwanted product or low quality products, 
product does match what is described or expected (Comegys, Hannula, & 
Väisänen, 2009) [50]. The product may be fragile, wrong, or not working. Some 
online sellers may not agree to refund those products even though it is not what 
the customer wanted. Delivery is another thing that affects online purchasing 
decision. Slow or late shipping, for instance, makes customer walk away from 
online shopping (Comegys, Hannula, & Väisänen, 2009) [50] 

3. Methodology 

3.1. Population and Sample 

The population of this research consists of all buyers who have used online 
shopping during the first three months of the appearance of the COVID-19 virus 
in our country. The reason for selecting this research is that no one was initiated 
at the time of compiling the questionnaire. The selection of the sample in this 
research is of the random type (convenience sample), which is not based on a 
certain probability of selection but on the ease of contact with persons or entities 
that belong to a certain interest group for research. Consequently, the sample 
selected for this research consists of two hundred and fifty (250) respondents of 
all age groups, and with an acceptable spread across all settlements of the Repub-
lic of Kosovo which is a very representative number for the population. Given 
that if the sample covers 2% of the population, many researchers consider it a 
useful sample, the same can be determined in the case of this sample, as it covers 
1.25% of the population. The divergences of the respondents of this research in 
terms of age, gender, place of residence and education help to conduct a more 
detailed analysis, more likely to notice possible changes, but also with greater 
opportunities to understand in more detail the problem of this issue in our 
country. 

3.2. Instrument and Procedure  

The research instrument of this study is the questionnaire as an easier tool to 
access with the respondents. Thus, before starting the field survey, we conducted 
a pilot survey at to a small group of people, and after consulting with field ex-
perts, we implemented the necessary improvements. A considerable number of 
questionnaires were consulted which were accurate. This research, as a necessity 
to extract the necessary information, contains a total of fifty-two questions (52) 
questions, which are mainly closed-ended questions with alternatives as well as 
questions requiring the evaluation of statements by the Likert scale (1 to 5). The 
collection of all data was carried out during the months of June to August this 
year. The survey of respondents was conducted electronically through social 
networks and e-mail as the easiest forms to reach answers. The questionnaire 
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was welcomed by the respondents as it has been a novelty for this time period 
and the comments received have been quite encouraging. 

3.3. Participants  

Participants in this research are a total of two hundred and fifty two (252) res-
pondents from all over the Republic of Kosovo. In Table 1 below are shown the 
demographic characteristics of participants: 
 
Table 1. Demographic characteristics of participant. 

Demographic characteristics of participant 

Sex 
Female 
Male 

 
72.2% 
27.8% 

Age groups (years) 
18 - 25 
26 - 35 
36 - 45 
46 - 55 
56 - 65 

65 and over 

 
23.8% 
47.6% 
19.8% 
7.1% 
1.2% 
0.4% 

Educational level 
Primary 

Secondary  
Bachelor 
Master 

Doctoral 

 
0.8% 
9.5% 
33.3% 
46.8% 
0.8% 

Employment 
Public Sector 
Private Sector 

NGOs 
Self-employed 
Unemployed 

 
38.5% 
36.5% 
8.3% 
4.4% 
12.3% 

Net individual monthly income (in euros) 
Under 250 

From 251 to 500 
From 501 to 750 

From 751 up to 1000 
Over 1000 

 
14.3% 
44.4% 
22.6% 
9.5% 
9.1% 

Marital status  
Single 

Cohabiting with 
their partner 

Married 
Divorced 

 
49.2% 

 
5.6% 
41.7% 
3.6% 

Region (where lives) 
Prishtina 
Mitrovica 

Peja 
Gjakova 
Prizren 
Gjilan 

 
73.4% 
6.3% 
7.5% 
5.2% 
2.8% 
4.8% 
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4. Results 

Hypothesis testing is the process of drawing conclusions about data by applying 
statistical tests to a sample. Regression analysis is used to estimate the relationship 
between dependent and independent variables. Rather, this analysis helps us un-
derstand the impact that independent variables have on the dependent variable. 
This analysis is one of the most widely used techniques in social science research. 

To reach a conclusion, an assumption must be made to test the hypothesis. 
Hypothesis zero H0 begins with the assumption that hypothesis zero is true and 
indicates a statement or assumption and must be accepted as correct if there is 
no evidence against it. Alternative Hypothesis H1 is the opposite of the null hy-
pothesis when the assertion or assumption that the null hypothesis is not ac-
cepted as correct and accepted after the null hypothesis is rejected. 

4.1. Research Questions 

Below are the initiating questions where this paper is concentrated. The research 
questions are as follows: 

1) Is there a significant correlation between the design of a webpage and the 
convenience of services/products offered during COVID-19? 

2) Is there a significant correlation between price-quality and time saving 
while using services/products offered online during COVID-19? 

3) Is there a significant correlation in socialism during the online shopping 
with family and friends and the online shopping behavior during COVID-19? 

4.2. Testing the First Hypothesis 

H1o: There is a significant positive correlation between the Design of webpage 
of finding Services/Products and Convenience of Services/products offered with 
a great variety during COVID-19. 

H1a: There is no significant correlation between the Design of webpage of 
finding Services/Products and Convenience of Services/products offered with a 
great variety during COVID-19. 

The results from the correlation analysis test show that there is a strong posi-
tive correlation between the tested variables, which are statistically expressed 
with a correlation level of r = 0.329 and a significance level of Sig = 0 < 0.05 
(Table 2). The analysis shows that with the increase of the variable X the varia-
ble Y decreases, which means that the more people perceive the design of the 
webpage as suitable, the more they would find it convenient to use services and 
find products online. They will be willing to use it now or in the future. Conse-
quently, this makes us accept the null hypothesis. These results show a great si-
milarity with the previous findings of different researchers on the relationship 
between these two variables. 

4.3. Testing the Second Hypothesis 

H2o: There is a significant positive correlation between Price and quality of 
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services/products during COVID-19 and Time saving while using servic-
es/products offered online. 

H2a: There is no significant correlation between Price and quality of servic-
es/products during COVID-19 and Time saving while using services/products 
offered online. 

The results from the correlation analysis test show that there is a strong posi-
tive correlation between the tested variables, which are statistically expressed 
with a correlation level of r = 0.349 and a significance level of Sig = 0 < 0.05 
(Table 3). The analysis shows that with the increase of the variable X the varia-
ble Y decreases, which means that the more people find the time using servic-
es/products offered online especially during COVID-19, the more they would 
check on the price ranges and quality offerings since the time is right due to the 
circumstances. Consequently, this makes us accept the null hypothesis. These 
results show a great similarity with the previous findings of different researchers 
on the relationship between these two variables. 

 
Table 2. Testing the first hypothesis. 

Correlations 

 
The Design of webpage 

of finding  
Services/Products 

Convenience of  
Services/products offered 

with a great variety 

The Design of webpage  
of finding  

Services/Products  
during COVID-19 

Pearson Correlation 1 0.329** 

Sig. (2-tailed)  0.000 

N 250 250 

Convenience of  
Services/products offered 

with a great variety  
during COVID-19 

Pearson Correlation 0.329** 1 

Sig. (2-tailed) 0.000  

N 250 250 

**. Correlation is significant at the 0.01 level (2-tailed). 
 

Table 3. Testing the second hypothesis. 

Correlations 

 
Time saving while using  
services/products offered 
online during COVID-19 

Price and quality of 
services/products during 

COVID-19 

Time saving while  
using services/products 
offered online during 

COVID-19 

Pearson Correlation 1 0.349** 

Sig. (2-tailed)  0.000 

N 250 250 

Price and quality of  
services/products  
during COVID-19 

Pearson Correlation 0.349** 1 

Sig. (2-tailed) 0.000  

N 250 250 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Table 4. Testing the third hypothesis. 

Correlations 

 
Socialism during the online 
shopping with family and 
friends during COVID -19 

The online shopping 
behavior during 

COVID-19 

Socialism during the 
online shopping with 

family and friends  
during COVID-19 

Pearson Correlation 1 0.233** 

Sig. (2-tailed)  0.000 

N 250 250 

The online shopping  
behavior during 

COVID-19 

Pearson Correlation 0.233** 1 

Sig. (2-tailed) 0.000  

N 250 250 

**. Correlation is significant at the 0.01 level (2-tailed). 

4.4. Testing the Third Hypothesis 

H3o: There is a significant positive correlation in socialism during the online 
shopping with family and friends during COVID-19 and the online shopping 
behavior. 

H3o: There is no significant correlation socialism during the online shopping 
with family and friends during COVID-19 and the online shopping behavior. 

The results from the correlation analysis test show that there is a strong posi-
tive correlation between the tested variables, which are statistically expressed 
with a correlation level of r = 0.233 and a significance level of Sig = 0 < 0.05 
(Table 4). The analysis shows that with the increase of the variable X the varia-
ble Y decreases, which means that the more people socialize, while online shop-
ping with family and friends during COVID-19, the more there is a noticeable 
change in behavior and a change in shopping done before. Consequently, this 
makes us accept the null hypothesis. These results show a great similarity with 
the previous findings of different researchers on the relationship between these 
two variables. 

5. Conclusions 

In this study, we examined the demographic profile of the consumers and their 
impact on online shopping and identify the factors affecting online buyers’ be-
havior. Online shopping is becoming more popular day by day with the increase 
in the usage of internet because it is integral part of our life nowadays. 

Due to technological innovation, the traditional mode of purchase has become 
inadequate for some individuals especially in this year. People now prefer simp-
ler modes for acquiring brands and reaching stores, and it can be stated that the 
Internet has fundamentally changed the consumers’ ideas on convenience, 
speed, price etc.  

Companies need to know who their buyers are, and what drives them in order 
to maximize their marketing planning (Lescher, 1995) [51]. Additionally, even if 
a product seems suitable for a customer, he/she has to have a belief that buying 
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this item online is safe and the stronger this belief is, the more likely their inten-
tions to purchase online are (Gefen & Straub, 2004) [52]. For some people this is 
easy, some need more convincing. 

With the start of COVID-19, buying online industry is observing a peculiar 
increase internationally and with the world heading into a foreseeable worldwide 
recession, the development of the industry is bound to slow down. The rising 
market is now witnessing the lively enlargement of internet shopping.  

The research examines the factors influencing consumers’ internet shopping 
behavior during the coronavirus disease (COVID-19) pandemic in the Republic 
of Kosovo. The study presents and evaluates the impact of seven factors: con-
venience, pricing and quality, website design, saving time, security and socializa-
tion effects on consumers’ internet shopping behavior during the coronavirus 
disease (COVID-19) pandemic.  

The limitation of our research is in way of sampling because the pandemic 
time of COVID-19. The participants of our survey may have been asked in 
another way, not only through the use of opportunities offered by the Internet 
such as social networks, but also through the distribution of the questionnaire in 
physical form, but the period was unfavorable for this. It can be expected various 
answers to study questions in the other age categories and forms of survey. 
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