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Abstract 

The health emergency undertaken by the Ethiopian government to counter the impact of the Covid-19 virus 
has been reflected in consumer behavior. The study aims to identify changes in consumer buying behavior and its 
effect on their purchase intention with the help of measurement of variables related to social influence, cultural value, 
lifestyle, psychological factors of motivation, perception, and attitude of consumers in Dessie town during the pan-
demic. Data were gathered from retail shops and the surrounding area with a total of valid 368 consumers responses 
using a convenient sampling method which was analyzed by performing descriptive statistics, comparing mean 
analysis correlation analysis and multiple linear regressions. The Multiple Linear Regression Model was used to check 
the theoretical hypotheses. According to the findings, all variables had a positive and significant influence on pur-
chase intention. Theoretically, this study supported the view of consumer behavior toward a product that influ-
ences their behavioral intention during a pandemic crisis. The findings proposed useful information to marketers 
to help them develop effective marketing strategies to convince consumers during a pandemic or similar crisis. The 
study recommends that all factors are critical in influencing consumers’ purchase intention in the COVID-19 virus 
context. This study adds new ways of looking that how consumers’ purchase intention is influenced by the target 
variables of the study under the condition of pandemic disease and it guides marketers on how they should respond 
to customers during a crisis.

Keywords COVID-19, Consumers purchase intention, Social influence, Cultural value, Perceived safety in-store, Stay-
at-home lifestyle, Consumers attitude

Introduction
In today’s continuously changing and dynamic business 
environment, it has become necessary for organizations 
to clearly understand and foresee how different types of 
consumers behave when buying different products to 
fulfill their needs [18] as it helps them to conceive effec-
tive strategies for attracting and retaining customers. 

According to Sheth [54], all consumer behavior is loca-
tion and time bound and consumers develop habits over 
time about what, when, and where to consume, shop-
ping, searching for information, and post-consumption 
waste disposal. As of Sheth [54], the four major contexts 
govern consumer habits which are social, technological, 
legal, political, and ad hoc natural disasters such as earth-
quakes, hurricanes, and global pandemics.

For more than a century, the entire world has been 
plagued by epidemic diseases, with different names for 
the viruses such as Spanish flu, influenza, smallpox, chol-
era, swine flu, SARS, H7N9, and others, which have had a 
significant impact on society.
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COVID-19 virus was announced all over the world, 
with millions of people quarantined to maintain social 
and physical distancing by mid-March 2 in 2020. Since 
then, lives have been disrupted due to precautions taken 
to alleviate the COVID Pandemic. The unique feature of 
the pandemic is that it represents a perfect storm bring-
ing together a multitude of crises-public health, eco-
nomic, financial, social, and environmental problems in 
a single, rapid, and distressing country and society Goshu 
et  al., [70]. As Adnan and Anwar [1] for isolation and 
quarantine practices, a state of emergency and taking 
drastic measures have been implemented governments 
as a result, schools, cafes, restaurants, artistic cultural 
events, sports events, and many social and business life 
activities that require face to face interactions have been 
halted. Physical proximity and contact among people in 
social areas have been reduced within the scope of per-
sonal distance rules due to virus protection and hygiene. 
Many new working and learning systems, such as dis-
tance working, distance learning, and online conference 
interviews, have begun to adapt to work and education 
life at a very high pace.

Likewise, Getaneh et  al. [16] reported that the Ethio-
pian government had taken similar measures to limit the 
spread of the pandemic after the first case in the country 
was recorded on 13 March 2020. Consequently, the gov-
ernment took several protective and restrictive measures 
since 14 March 2020. As the government mandated the 
closure of schools and banned public gatherings of more 
than four people, banning all sporting activities, closing 
all bars and entertainment outlets, and restricting the 
number of customers hotels and restaurants could serve 
at a time and public transport providers were expected 
to operate at half-capacity. Those all health measures 
affected the national or local economic, socio-cultural, 
psychological, and personal issues [64].

Following the COVID-19 pandemic, the consumers’ 
shopping practices around the world were transformed. 
Congruently nationwide lockdown in the study area led 
to a new challenge, the way consumers shop from super-
markets, grocery stores, pop stores, or local stores has 
been changed, such as consumers ensure a safe shopping 
experience, and shopkeepers maintain social distancing, 
personal hygiene, and sanitization facilities, minimiz-
ing the commonly touched surface at the time of shop-
ping. In the same way, the crisis will remain extremely 
uncertain, and the consumers’ experience was varying 
significantly between different consumer segments. Thus, 
considering such an unusual trend, it is, therefore, cru-
cial to garnering insights into drivers of consumer buying 
behavior to enable marketers and corporations to align 
their strategies to consumer expectations and thereby 
optimize their market leadership during such kind of 

crisis. The new consumer behavior requires adapting 
company strategies and identifying new ways to reach the 
customer [15]. As an example in this sense is the grow-
ing demand for long-life food products at the expense of 
perishable food products during the lockdown. Further-
more, as Ivkovic [20], organizations need to understand 
how their customers are feeling and behaving to find spe-
cific opportunities in their sector and they must continue 
to articulate their commitment to customer safety and 
respond to the consumer demand for value and ease at 
any situations.

In addition, previously different scholars’ have been 
studying consumer shopping behavior within normal 
conditions, which is appreciated but in the period of 
pandemics specifically during COVID-19 government 
authorities imposed various restrictions regarding the 
movement and out-of-home activities. Thus, consum-
ers have to follow the safety guidelines while pursu-
ing shopping, which is new to consumers and they have 
never experienced before. Following social distancing, 
wearing face cover, and regular sanitization are the new 
consumers’ priorities during shopping. Surprisingly, the 
pandemic and its effect did not restrict consumers feel 
restless, dissatisfied but also businesses stayed closed 
and disrupted. Similarly, Yu et  al. [67] stated, as peo-
ple have to stay at home and practice social distancing, 
many businesses and industries are facing serious issues. 
Because of this, as Nseobot et al. [44] clarified that social 
lifestyle, national economic activities, and global markets 
were distorted. Consequently, as Sheth [54] stated dur-
ing the pandemic consumer habits of buying and shop-
ping activities have changed and span all areas of life, 
from how we work to how we shop to how we entertain 
ourselves. Hence, consumer demand has fallen as indi-
viduals reduce trips to the market and generally reduce 
their consumption levels and draw down savings and 
other assets in the face of heightened uncertainty and 
rising public concern (H. [34]. Sheth [54] also reported 
that during this COVID-19 outbreak, a rise in consumer’s 
concern has led to a change in priorities of consumers 
which is now centered around most basic needs, direct-
ing demand only for hygiene, cleaning and staples prod-
ucts, while non-essential categories slump. The reasons 
for such changes may be social influence, social value, 
store safety concerns, brand preference, and consumer 
attitude [53) again the pandemic has resulted in wide-
spread job losses, financial insecurity, and reduced dis-
cretionary spending among consumers. So, under this 
entire situation to undertake a study on the issue of con-
sumer behavior is very important and reasonably ample. 
Therefore, the aim of the study is to determine the influ-
ence of social influence, consumers’ cultural value, Stay-
at-home lifestyle, consumers’ motivation for the brand 
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selection, consumers’ perception to store safety, and con-
sumers’ shopping attitude on consumers purchase inten-
tion during the COVID-19 pandemic crisis in the case of 
Dessie Town, Ethiopia (Fig. 1).

Related literature review
Consumer buying behavior
Consumer purchasing behavior can change depending 
on demographic, economic, social, cultural, legal, tech-
nological, psychological, ecological, and environmental 
factors (M. R. [58, 51]. While all factors are well-studied 
aspects of consumer behavior, they have overwhelmingly 
been studied in a normal market context. Subsequently, 
the limited empirical studies conducted in a crisis context 
have shown consumer behavior changes (Puellas et  al., 
2016). Therefore, consumer behavior in a crisis context 
becomes the main aspect to focus on to better under-
stand the role of consumer behavior during a pandemic.

Consumer buying behavior during covid‑19
Today, companies operating in developing markets face 
several problems, especially in turbulence, and complex 
and variable climates. There are some challenging fac-
tors such as political, environmental, social, technologi-
cal, economic, and legal that are compelling companies 
to adapt to complex and changing contexts. Despite all 
these challenges, firms must adapt to the changing cli-
mates and develop new marketing strategies to survive 
and deal with rapidly changing conditions [36]. Thus, one 
can predict consumer behavior in a competitive context 
and manage the sustainable purchasing behaviors of the 
consumers covering cognitive and emotional processes 
based on needs and demands.

As Duygun and Şen [13] discussed with evidence of 
TDK Dictionaries -2020, while a need is expressed as a 
necessity, vital, or requisition for anything, the concept 
of demand is defined as the tendency toward something, 
desire, enthusiasm, and the longing for the object or 

circumstance thought to meet a certain deficiency. Thus, 
in today’s world the fact that the demands are perceived 
as needs or that some demands can be interpreted in 
the status of need, especially in the context of consumer 
culture, is of great importance within the scope of new 
normal concepts that are being questioned during the 
COVID-19 pandemic crisis [1].

During the pandemic, people are spending less of their 
income on items perceived as nice-to-have or non-essen-
tial (such as clothing, shoes, make-up, jewelry, games, 
and electronics). Globally too, during COVID-19 the 
developed nations are shifting toward steady state pur-
chasing post-stock piling [32]. The report also stated edi-
ble products are expected to have increased demand and 
non-edible products shall have a moderate need globally, 
thereby decreasing demand which includes home care, 
cosmetics, and personal care products. A survey on sen-
timents during the coronavirus crisis was carried out by 
McKinney from 1 to 4 May 2020. The result indicated 
that the majority of consumers out of the sample strongly 
agreed to spend their money carefully and cut back on 
their purchases.

Consumers’ purchase intention
Purchase intention is defined because of the client’s 
likelihood of buying a product or a service within the 
forthcoming, and it is straightforwardly associated with 
the consumer perspective (Makudza, Mugarisanwa, & 
Siziba, 2020). Purchase intention may be quite decision-
making. The behavioral intention to action can verify the 
particular individual behavior, and there is a tempera-
ment to shop for the merchandise following time there’s 
a requirement for this product. To ripen plus maintain 
consumers in such a large and globally competitive mar-
ket, the sellers need to learn about the characteristics of 
the consumers, their buying behavior, and the factors that 
persuade them into growing a purchase intention [41].

Social influence
According to Nelson & McLeod [42], individuals will 
learn the skills, knowledge, and attitudes for consump-
tion through media, parents, and peers. Consumers will 
follow the media, parents, and peers when they are pur-
chasing private-label brands. Parents will influence their 
children’s consumption values [42]. A study conducted by 
Ortega Vivanco [47], the effect of covid-19 on consumer 
behavior concludes that there is a significant relationship 
between changes in consumption habits and factors that 
influence (social, psychological, personal, and cultural) 
consumer behavior. Eti et al. [14] proved that social influ-
ence has a significant and positive relationship with pur-
chase intention in social media. Hence, social influence 
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Fig. 1 Conceptual framework of the study
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can be one of the factors that influence consumer buying 
intention. Thus, the following hypothesis was formulated:

H1: Social influence is positively and significantly 
related to consumers’ purchase intention during the 
COVID-19 pandemic crisis.

Cultural value
Culture has a big influence on consumer behavior. Cul-
ture refers to the total of learned beliefs, values, and 
customs that serve to direct the consumer behavior of 
members of a particular society [52]. The findings of a 
study conducted by Kereth [23] suggest that cultural 
factors exert great influences on purchasing behavior of 
locally produced in Tanzania. According to Alexa et  al. 
[3], social norms have a significant positive effect on the 
intention to purchase sustainable brands. Furthermore, 
this crisis changes the relationship that consumers have 
with brands, as they believe that the responses of those 
brands to the pandemic will have an impact on their 
future purchasing [29, 19]. Later, the researcher expects 
the following relationship between consumers’ cultural 
value and their purchase intention.

H2: Consumers’ cultural value is positively and sig-
nificantly related to consumers’ purchase intention 
during the COVID-19 pandemic crisis.

Stay‑at‑home lifestyle
Lifestyle can also influence buying behavior to a great 
extent. Lifestyle refers to the way a person lives in a soci-
ety and is expressed by the things in his or her surround-
ings. It is determined by customer interests, opinions, 
activities, etc., and shapes his whole pattern of acting in 
the world (Jansson-Boyd, [71]). Based on a finding of a 
recent study by Tarigan et  al. [61], the influence of life-
style and sales promotion on online purchase decisions 
for home-cooked culinary during COVID-19 in Medan 
City, Indonesia, revealed that lifestyle has a positive and 
significant effect consumer purchasing decision. Further-
more, a study conducted in china during the pandemic 
states that Consumers’ food-related lifestyles will posi-
tively and significantly affect their intentions to engage in 
purchases of organic fruit. Therefore, the researcher will 
expect similar findings from the study.

H3: Stay at home lifestyle is positively and signifi-
cantly related to consumers’ purchase intention dur-
ing the COVID-19 pandemic crisis.

Consumer motivation
Consumer motivation refers to the driving force within 
individuals that impels them to act. Motivation is pro-
duced by a state of tension that is the result of an 

unfulfilled need. Every person has different needs where 
some of them are more pressing, while others are least 
pressing [52]. During the pandemic confinement, report 
that the population is having psychological reactions 
and states related to attitude and motivation in mental 
health and physical. According to P. Mehta et  al. [38], 
health, well-being, and food were recognized as the chief 
essentials for the happiness of family and society in those 
times. This means consumer motivation for a brand has 
a major impact on consumer purchase decisions during 
the pandemic. Thus, the researcher designed the follow-
ing hypothesis.

H4: Consumers’ motivation toward a brand selection 
has a positive and significant effect on consumers’ 
purchase intention

Perceived store image
Store image basically can be defined as customers’ per-
ception of a store or in other words what customers think 
of a store based on the stimuli they receive with their 
senses. The better the image of the store is, the more the 
customers will be attracted to enter it. Dimensions fre-
quently included in the store image concept, except for 
store atmosphere, are for example customer’s image of 
facilities, clientele, convenience, and products.

During Covid-19, in-store safety measure is one of 
the key elements in consumer shopping behavior across 
the world and today consumers are more conscious of 
healthiness. Retail outlets or shopkeepers redesign store 
layouts to ensure a safer in-store experience in the post-
pandemic era. This helps in identifying the behavioral 
changes for both consumers and shopkeepers. Safety 
measures will increase awareness among consumers to 
keep them safe and secure from the threat of the COVID-
19 pandemic [53]. Perceptions are the process through 
which these sensations are selected, organized, and inter-
preted to form a meaningful picture of the world. People 
can form different perceptions of the same stimuli due 
to three perceptual processes: selective attention, selec-
tive distortion, and selective retention. In the selective 
attention process, an individual focuses only on a few 
stimuli to which he is exposed. Consumers might neglect 
many stimuli in the environment and only focus on those 
related to their current needs [30]. This study refers to the 
store image of either offering a high level of service and 
convenience or being similar to other stores to Covid-19.

H5: Consumers’ perceived safety toward a store 
safety has a positive and significant effect on con-
sumers’ purchase intention during the COVID-19 
pandemic Crisis.
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Consumers’ attitude toward shopping
According to Hawkins & Shohet [72], an attitude is an 
enduring organization of motivational, emotional, per-
ceptual, and cognitive processes to some aspect of our 
environment" (Hawkins et  al., [72]), Gerő & Agustin 
[74]. Additionally, based on the various roles of a per-
son, beliefs, values, and attitudes are constantly interact-
ing with their reference groups [33]. In this study, a new 
or existing product’s future demand can be predicted by 
measuring consumers’ attitudes (Hawkins et  al., [72]) 
cited in Gerő, D., & Agustin, O. G. [74]. Torales et al. [62], 
during the pandemic confinement, report that the popu-
lation is having psychological reactions and states related 
to attitude and motivation in mental health and physical. 
Similarly, the relations between consumer behavior and 
personal, social, psychological, and cultural factors are 
significantly and positively associated, which provides 
some guidelines to understand consumer behavior and 
better meet needs in times of crisis [47]. Furthermore, 
Ortega-Vivanco [47] stated that there is a significant cor-
relation between attitude and behavioral intention during 
COVID-19. Thus, the proposed hypothesis was:

H6: Consumers’ attitude toward shopping has posi-
tively and significantly related to consumers’ pur-
chase intention during the COVID-19 pandemic 
crisis.

Research methodology
The study employed an explanatory design. Since it tried 
to examine the effect of consumer-oriented variables 
(social influence, cultural value, stay-at-home lifestyle, 
motivation toward brand selection, perceive store safety, 
and consumers’ attitude value) on consumers ‘purchase 
intentions. Primary data were collected using question-
naires from 368 consumers in Dessie Town, Amhara 
region during Covid-19 pandemic by applying a judg-
mental sampling technique to select the main consumer 
retail store areas and then, after every customer visiting 
the retail stores has been approached to be included in 
the sample by using the convenience-sampling method.

Reliability test
According to Hair et al. (2010), if α is greater than 0.7, it 
means that it has high reliability and if α is smaller than 
0.3, then it implies that there is low reliability, so the 
Cronbach alpha value for each item presented in follow-
ing Table 1 and it shows that all items are reliable.

Method of data analysis
After the collection of the data, it was carefully reviewed 
and checked for completeness & consistency, then it has 
been edited, and coded, and all kinds of data manage-
ment were conducted to make it easier for the analysis, 

and then, it was entered and analyzed via a descriptive 
(Mean, standard deviation and frequency) and inferential 
statistics (correlation and multiple regression) using SPSS 
version 23 software package (Table 2).

Result and discussion
A total of 384 questionnaires were prepared and distrib-
uted, but only  368 (95.8%) were collected and used for 
final analysis because the rest 16 questionnaires were not 
filled.

Descriptive statistics
The means of the different constructs ranged from 3.71 
(stay-at-home lifestyle) to 4.00 (social influence), and 
SD showed values ranging from 0.700 (cultural value) to 
0.372 (consumers’ attitude). It is noteworthy that on aver-
age social influence toward purchasing is positive (4.00) 
and that the level of agreement among the respondents 
on this construct is comparatively high as it exhibits the 
standard deviation (0.472).

Conversely, stay-at-home lifestyle respondents exhib-
ited the highest level of disagreement on this construct 
as its standard deviation is the highest of the constructs 
under investigation (0.659). In general, the respondents 
exhibited strong values regarding all value constructs 
from 3.80 to 4.00 and consumers showed a slightly 
stronger concern based on decreasing order for social 
factor (4.00), store safety (3.98), consumers’ motive 
toward the brand (3.95), consumers ’attitude ( 3.89), 
cultural value (3.86) and stay at home lifestyle (3.71) 
(Table 3).

This descriptive statistics result attested that the rea-
sons behind this new consumer buying behavior were 
social influences, consumer cultural value, stay-at-home 
lifestyle, motivation toward brand selection, in-store 
safety, and attitude toward shopping.

Social influences driven by the pandemic influence of 
high preference for family daily food and health products, 

Table 1 Reliability test

Measurement scale Cronbach‑Alpha Number 
of items

Social influence 0.828 4

Cultural value 0.791 4

Life style 0.828 4

Consumer motives 0.894 5

Store safety 0.826 4

Consumers’ Attitude 0.960 5

Consumers’ Purchase intention 0.891 4

Total reliability (under total construct) 0.783 7

Total reliability (under total item) 0.903 30
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more peer pressure from friends/health promoters, 
and high media exposure were important factors. Value 
dimension of cultural factors such as the tendency to 
health value and wellness than material wealth supports 
each other for local and national solidary cases, the ten-
dency to more local and essential products and changed 
eating habits such as restricted at-home consumption are 
among major reasons.

A stay-at-home lifestyle is driven by COVID-19, such 
as daily and routine activities being restricted only at 
home, hygiene and sanitation activities becoming a daily 
habit, maintaining social distancing principles, and being 
restricted away from public gathering areas where con-
sumers’ historical and emerged lifestyle during this great 
pandemic virus. The result matches with several studies 
conducted around the world—described in the literature 

Table 2 Descriptive statistic result (scale measurement)

Source: Researchers survey result, 2021

Measurement and constructs N Mean S. D

Influence of food and health concern purchase decisions with family preference 368 4.11 .395

More prompts from significant peers pressures/e.g., Health Experts 368 4.05 .485

More exposure to information readily available from the media Channel 368 4.02 .412

Influenced by information that the majority of others know 368 3.82 .503

SSI-Total Social Influences 368 4.00 .472

Tend to place more value on health than material wealth 368 3.83 .915

Tend to place more value on support for local/ national causes of Solidarity 368 3.87 .958

Consider that after Covid-19, sustainability is a key element 368 3.92 .945

Tend to place more value on local product products 368 3.84 .742

CV- Total Consumers’ Cultural Value 368 3.86 .700

All day-to-day activities become at home 368 3.77 .971

Spending less time on shopping activities 368 3.67 .915

Staying away from public gatherings places 368 4.06 .839

Maintaining social distancing 368 3.80 .646

Personal hygiene became a daily activity 368 3.66 .868

SHL-Total Stay at Home Life Style 368 3.71 .659

Value for money 368 3.87 .574

Ease of buying 368 4.04 .567

Personal safety 368 4.06 .472

Trust in brand 368 3.88 .554

Experience for the brand 368 3.96 .480

MB- Total Consumers’ Motivation 368 3.95 .443

Hygiene sanitation throughout the store 368 3.88 .401

Contactless payment system 368 3.95 .389

Restrict overcrowded at the store 368 4.01 .397

Existence of product assortment 368 4.01 .499

PSS-Total Perceived Store Safety 368 3.97 .467

More preference for spending on essential products to save money 368 3.98 .449

Experience in preventive health, wellness, and food products has Increased 368 3.98 .446

Trust in brands/stores with face-to-face interaction has decreased 368 3.77 .365

Appreciation of well-designed technology for shopping has Increased 368 3.90 .365

Preference for sustainable consumption habits has increased 368 3.84 .362

AT-Total Consumers’ Attitude 368 3.89 372

Your intention to purchase essential products (food, health and wellness) has increased 368 3.98 .550

You will need shops at stores with hygiene Transparency/contactless activities 368 4.00 .473

Your intention to use technologies for shopping has increased during/after the crisis 368 3.97 .497

You want to have responsible consumption habits during/after covid-19 368 3.89 .444

CPI-Total consumer Purchase intention 368 3.98 .550
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review-stated that because of the health and safety con-
cern, imposed restrictions, financial conditions, sur-
rounding environment people, and other realities caused 
the change in consumer buying behavior (Table 4).

Motivation for a particular brand selection was 
changed because most consumers have been sensitive to 
safeguarding their personal and family health safety. To 
this evidence, in the context of the Covid-19 pandemic, 
there is a change in the appreciation of the usefulness 
of some products, with the emphasis being on provid-
ing food and less on the luxury goods and services sec-
tor) (Khair et al. [25]). Also to this, Accenture consumer 
research (2020) conducted between 2 and 6 April also 
reported that during this COVID-19 outbreak, a rise in 
consumer concern has led to a change in priorities of 
consumers which is now centered around most basic 
needs, sending demand only for hygiene, cleaning and 
healthier products, while non-essential categories slump 
and the desire to shop local is also reflected in the prod-
ucts which consumer buy and the way they buy to sup-
port local stores as they consider them more sustainable 
option.

Consumers perceived safety in a particular shop like 
the existence of a contactless payment system, proximity 

to home, and restricted away from crowdies among the 
determinant factors. Consumers’ lifestyle is the least 
determinant factor. Attitudes toward shopping that 
endured during the pandemic were mainly mindfulness 
about spending money, health and wellness concerns, 
thinking to shop at a hygienic store, more concern on 
commodities, and starting of appreciation to online 
technology for shopping activities. This is similar to 
descriptive studies like Mehta, [38] and Sharma, [73], 
health, well-being, and food were recognized as the 
chief essentials for the happiness of family and society 
in those times. The economic policies were also framed 
and adjusted according to social conditions, ethical val-
ues, health, and spiritual views and customers left their 
existing retailers which are a few miles away and the lock-
down forced them to shop from nearby family-run mom-
and-pop shops. Due to the fear of the deadly Corona 
virus, there is a compromise in quality, shrink in quan-
tity, and switch of consumer brands. So having the above 
result, to know the strength of each influencing factor 
on consumer purchase intention identified at correlation 
analysis result (Table 5).

Inferential analysis
Multiple regression analysis
Assumptions test
Before applying regression analysis to assess the effect of 
independent factors on purchase intention, normality, 
multicollinearity, and linearity tests were conducted to 
ensure the appropriateness of data.

Multicollinearity test
The VIF coefficients of the independent variables—all, 
are less than 2.5, and the tolerance is above 0.10. There-
fore, it can be concluded that the multicollinearity phe-
nomenon did not occur and its assumption was not 
violated.

Normality test
Multiple regressions require that the independent vari-
ables in the analysis be normally distributed. The study 
involves a relatively large sample (368), and therefore, the 
central limit theorem could be applied; hence, there is no 
question about the normality of the data.

A frequency plot graph produces a kind of histogram 
for residuals, the option normal overlays a normal distri-
bution to compare; here, residuals are symmetrical and 
bell-shaped, and it follows a normal distribution, which 
seems okay.

Table 3 Summary result of correlation analysis

Source: Researchers survey result, 2021

Relationship between 
variables

R‑ Value Sig Strength of 
relationship

Rank

Social influ-
ence

Purchase 
intention

.737 000 Strong First

Cultural value Purchase 
intention

.400 000 Moderate Fourth

Stay at home Purchase 
intention

.124 0.00 Weak Sixth

Motivation Purchase 
intention

.536 000 Moderate Second

Store safety Purchase 
intention

.517 000 Moderate Fourth

Attitude Purchase 
intention

.520 000 Moderate Third

Table 4 Model summary

Source: Researchers survey result, 2021

Model summary

Model R R square Adjusted  R2 SD of the 
Estimate

Durbin‑
Watson

1 .787 .619 .613 .34233 1.669

a. Predictors: (Constant), MB, SHL, PSS, CV, AT, SSI

b. Dependent variable: CPI
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Linearity test
Consumers’ purchase intention is assumed to be 
impacted by changes in consumer-oriented variables 
(the independent variables) linearly. The plot shows the 
linear relationship of each independent variable with the 
dependent variable.

Homoscedasticity (Equal Variance)
According to Burns & Burns (2008), there should be 
homoscedasticity before running multiple regression 
analysis, and this means that the residuals (the differ-
ences between the values of the observed and predicted 
dependent variable) are normally distributed and that 
the residuals have constant variance. Therefore, the 
researcher concluded that the homoscedasticity assump-
tion was satisfied and the independence of residuals was 
not violated.

Correlation analysis
The summary result of the correlation analysis suggested 
that the relationship between the six independent vari-
ables with consumers’ purchase intention was moder-
ate and positive. The strongest correlated factor is social 
influence (r = 0.737) followed by perceived safety in-
store environment (r = 0.517) cultural value (r = 0.400), 
consumers’ motivation (r = 0.09), consumers’ attitude 
(r = 0.520), and the weakly related factor is consumers’ 
stay at home lifestyle (r = 0.124). Generally, all factors 
measuring consumers’ purchase intention toward essen-
tial products are all positively related to their purchase 
intention.

R2 statistic is interpreted as 61.92% of the variation 
in customers purchasing intention is explained by the 
independent variables of social influence, consumers’ 
value of consumption, stay-at-home lifestyle, consum-
ers’ perceived safety in a store environment, consumers’ 
motivation, and consumers’ attitude, while the remain-
ing 34.238% of the variation in purchase intention can be 
attributed to other variables which are not considered in 
this study.

The Durbin–Watson coefficient test showed there was 
no first-order series correlation in the model because the 
coefficient is in the range from 0 to 4.

The following table shows the overall significance/
acceptability of the model from a statistical perspective. 
The model is significant because the F statistics signifi-
cance value is 97.791 and the p-value (0.000) is less than 
(p < 0.05). This indicates the variation explained by the 
model is not due to chance. In general, ANOVA model is 
statistically acceptable.

Table  6 shows the regression coefficient (β) of social 
influence, cultural value, and stay-at-home lifestyle, con-
sumer’s motive, perceived safety in-store environment, 
and consumer’s attitude toward shopping. ‘β’ or coeffi-
cient helps to see the direction and strength of the rela-
tionship between independent and dependent variables.

Accordingly, since the sign of the ‘β’ coefficient for 
the independent variables is positive, there is a posi-
tive significant relationship between all the independent 
variables and dependent variables (consumers’ purchase 
intention) during the COVID-19 pandemic.

Among the six independent variables, social influence 
toward shopping affects consumers’ purchase inten-
tion more than the other independent variables, due to 
β = 0.493. The least significant contributor variable was a 
stay-at-home lifestyle with β = 0.019. Specifically: -

H1: The above table indicates that purchase intention 
is positive and significantly predicted by social influence 
(β = 0.420, p < 0.05), this means, the more influenced by 
social factors toward a particular shopping, the higher 
the purchase intentions. This finding is consistent with a 
recent study by Eti et al. [14], which revealed that social 
influence has a significant and positive relationship with 
purchase intention in social media during covid-19.

H2: Cultural value predicted a positive and significant 
effect on purchase intentions. Results show that posi-
tive ad significant determination of cultural value on 
purchase intention with β = 0.126, p < 0.05, the higher 
firms work for value maximization the higher will be 
purchase intentions of consumers toward shopping that 
firm. This is quite similar to Alexa et al. [3], who depict 
social norms (SN) have a significant positive effect on the 

Table 5 ANOVA

Source: Researchers survey result, 2021

Model Some of squares Df Mean Square F Sig.

1 Regression 68.759 6 11.460 97.791 .000b

Residual 42.305 361 .117

Total 111.064 367

a. Dependent variable: CPI

b. Predictors: (Constant), MB, SHL, PSS, CV, AT, SSI
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intention to purchase sustainable brands. Furthermore, 
this crisis changes the relationship that consumers have 
with brands, as they believe that the responses of those 
brands to the pandemic have an impact on their future 
purchasing [29] and [19].

H3: Stay at home lifestyle will positively and signifi-
cantly affect consumer purchase intention. The result 
shows that lifestyle has a significant positive effect on 
their purchase intention during the COVID-19 pandemic 
crisis. Based on a finding of a recent study by Tarigan 
et al. [61], the influence of lifestyle and sales promotion 
on online purchase decisions for home-cooked culinary 
during COVID-19 in Medan City, Indonesia, revealed 
that lifestyle has a positive and significant effect the 
consumer purchasing decision. Furthermore, a study 
conducted in China during the pandemic states that 
Consumers’ food-related lifestyles will positively and sig-
nificantly affect their intentions to engage in purchases of 
organic fruit.

H4: Consumers’ motivation predicted a positive and 
significant effect on purchase intentions. The result of the 
study proves consumers’ motivation toward shopping has 
a positive and significant effect on their purchase inten-
tion during the COVID-19 pandemic crisis. This means 
the more consumers’ motivation toward a particular 
brand, the more consumers’ purchase intention to the 
brand. This is consistent with the study of Torales et al. 
[62].

H5: Perceived safety toward the store environment 
has a positive and significant effect on the consumers’ 
purchase intention. The result shows that the perceived 
safety image of the store has important during the pan-
demic due to the interest in safeguarding personnel and 
family safe from the pandemic. So this finding is the same 
as other findings reviewed in the literature review part.

H6: Consumer attitude has a positive and significant 
effect on consumer purchase intention. This means the 
higher consumers’ positive attitude toward a product; the 
higher consumer will be intending to purchase. Consist-
ently, Torales et  al. [62], during the pandemic confine-
ment, report that the population is having psychological 
reactions and states related to attitude and motivation 
in mental health and physical. Similarly, the relations 
between consumer behavior and personal, social, psy-
chological, and cultural factors are significantly and 
positively associated, which provides some guidelines to 
understand consumer behavior and better meet needs 
in times of crisis. Furthermore,  Clemens et al. [7] stated 
that “there is a significant correlation between the atti-
tude and behavioral intention during COVID-19’’.

Conclusions
The study was designed and carried out to identify 
underlying determinant factors that are perceived to be 
important in forming purchase intention in Dessie town 
with the consideration of COVID-19. According to the 
study result, all factors identified: social influence, con-
sumers ’cultural value, stay-at-home lifestyle, consum-
ers’ motivation, perceived safety toward the store, and 
consumers ‘attitude were found crucial factors perceived 
to be important in influencing their purchase intention 
during the COVID-19 pandemic crisis in Dessie Town. 
Specifically, the study concluded that: Firstly, social influ-
ence (Family, peer pressure, media exposure, and herd 
mentality) influences the consumer buying decision. Sec-
ondly, cultural value to health, socio-economic solidarity 
to support each other, and local product consumption 
increased during a pandemic. Thirdly, consumer pur-
chase intention is influenced by extent of buying easi-
ness, personal safety, customers trust in brand and their 

Table 6 Regression coefficient

Source: Researchers survey result, 2021

Coefficients

Model Unstandardized coefficients Standardized 
Coefficients

t Sig Rank of 
importance

B Std. Error Beta

1 Constant  − .744 .237  − 3.136 .002

SSI .574 .054 .493 10.689 .000 First

CV .099 .029 .126 3.468 .001 Fourth

SHL .016 .028 .019 0.575 .025 Sixth

MB .113 .053 .091 2.126 .034 Fifth

PSS .186 .047 .158 3.974 .000 Second

AT .207 .059 .140 3.499 .001 Third

a. Dependent Variable: CPI
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experience of using brand. Fourthly, consumer motive 
toward a purchase decision is essentially affected by the 
value of money, accessibility, personal safety, trust, and 
experience of a brand. Fifthly, consumers’ perception to 
select a particular physical store is affected by hygiene 
and sanitation, contactless payment systems, product 
assortment, and closeness to home. Finally, consumers 
have a positive attitude toward shopping for essential 
products, the value of money, contactless store, online 
shopping, and sustainability.

Managerial and theoretical implications 
of the study
Managerial implications
Based on the finding revealed that social influences have 
played a great role to change the attitude of consumers’ 
purchase decisions toward a particular brand. So the 
various stakeholders should create herd mentality and 
media exposure because it pushes consumers to unusual 
behavior and panic buying and develops the new trend of 
family food and health and wellness product preference 
during the pandemic.

It is necessary to increase the value of consumers 
toward sustainable brands. Business organizations play 
an important role in providing support to consumers 
with their essential services. Examining how such roles 
and responsibilities can be clarified and integrated with 
government and regulatory responses in the future will 
be key to building resilience for future crises.

Due to the volatile availability of products, retailers 
should try to procure food and hygiene products from 
strong and known brands to better meet the need of the 
consumers during a pandemic. For hygiene brands, mar-
keting can become an effective tool to communicate with 
consumers regarding product quality as it was one of the 
products where traditional marketing had a large effect 
due to lack of experience and knowledge of consumers 
with the products.

Marketing professionals and other related stakehold-
ers should contribute business knowledge from consum-
ers’ perception toward in-store safety like a contactless 
and hygienic issue. This implied that it is also not only 
online, but also the requirement for physical stores with 
hygiene-transparency during and after COVID-19. The 
importance of connectivity to companies which is essen-
tial to develop an electronic marketing strategy to have 
consumer confidence during the uncertain context of 
COVID-19.

For government and business organizations should 
require reinforce the positive attitude of the consumer 
toward shopping essential products; the value of money, 
sustainability, and online shopping. A positive out-
look is expected for food, health, and hygiene product 

businesses. Personal hygiene-related products, such as 
hand sanitizers, become daily necessities and are seeing 
big potential.

Theoretical implications
Studying the factors that influence consumers’ purchase 
intention during this unprecedented time has important 
theoretical implications for understanding how individu-
als respond to crises and adapt their buying behaviors. 
Particularly, this research can contribute to the develop-
ment of theoretical models that explain consumer deci-
sion-making processes during times of uncertainty and 
crisis also it can provide valuable insights into the long-
term effects of this crisis on consumer behavior/purchase 
intention.

Limitations and future research directions
Even though a significant amount of information was 
provided in the study, some limitations have to be men-
tioned. The novelty of the topic provides insufficient 
information, thus increasing the difficulty in finding fun-
damental documentation for a literature review. So, fur-
ther research will emerge and new findings will be added 
to more understanding of this topic. Under this study, 
the researcher used only quantitative data analysis, but 
future research can adopt a mixed research approach 
that can help researchers gain a deeper understanding of 
a phenomenon by observing human behavior and under-
standing the context they live in. Again, the adjusted 
R-square shows that the factors mentioned in this study 
only explain 65.8% of consumers’ buying intention. The 
remaining percentage may result from other determi-
nants or errors. To increase the explanatory power, future 
researchers could add more factors such as perceived 
quality, perceived price, consumers’ personality, and 
demographic factors. Finally, the geographical coverage 
of the study was limited to only a Zonal town, so to iden-
tify and assure if there is different result based on cul-
tural, ethnicity, psychological, and the like determinants, 
future researchers could conduct a study based on coun-
try or international level.
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