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The COVID-19 pandemic has changed
many aspects of human life, including
consumption and shopping patterns.
Shopping behavior is increasingly focused
and shifts to digital and many economic
demands are then fulfilled online (Al-
Hattami, 2021). This has also been supported
by the fact that many online shopping
applications have been installed by many
people on their smartphones, including in
Indonesia (Listianingrum, Jayanti, & Afendi,
2021; Wanars et al., 2022).

This pandemic brings pressure, stress,
and various psychological problems at the
personal and community levels (Kaligis,

Indraswari, & Ismail, 2020). This pressure is
also felt by college students regarding
lecture activities and daily life (Yang, Chen,
& Chen, 2021). At this point, coping with
stress is needed to deal with the pressures of
this pandemic.

Coping stress is defined as all cognitive
and behavioral efforts made to master,
reduce, or tolerate demands or pressures
(Folkman & Lazarus, 1980). This classic
literature belonging to Folkman and Lazarus
(1980) also distinguishes stress coping into
two, namely problem-focused and emotion-
focused coping. In this research, the stress
coping in question is emotion-focused
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In the context of a pandemic, many people are still trying to
fulfill their various needs by buying them online. However, the
phenomenon of online shopping behavior in a pandemic is no
longer a behavior to meet primary needs but is also thought to
be carried out as a form of coping strategy to reduce
perceived stress. The purpose of this study is to empirically
measure to what extent coping stress can affect online
shopping behavior by college students during a pandemic.
This study uses the online shopping behavior scale owned by
Haidery et al. (2020) and coping stress scale from Martinez-
Lopez et al. (2016). This study involved 453 college students
from grade 1 to grade 4 who lives in Jakarta Greater area.
The main data analysis technique in this research is Anacova.
The results showed that by considering gender, coping with
stress significantly affected online shopping behavior in
college students during the pandemic. Another finding in this
research also reveals that female students tend to display
online shopping behavior and use shopping as coping stress
compared to male students.
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coping. Emotion-focused coping, in which
an attempt is made to regulate emotional
distress, sometimes by changing the meaning
of a stressful situation cognitively without
changing the situation (Folkman & Lazarus,
1985). Through this coping, individuals can
feel better psychologically even though the
source of the problem has not been solved.
Coping is usually done for problems that are
beyond the control of the individual to solve
and is mostly done by women (Folkman &
Lazarus, 1985; Howerton & van Gundy,
2009; Moret-Tatay, Beneyto-Arrajo,
Laborde-Dois, Martinez- Rubio, & Senent-
Capuz, 2016).

Martinez-Lopez et al. (2016) mentions
three things that are often done by
individuals in coping with stress that focus
more on emotional aspects, namely escape,
relaxation, and hang out. In the context of
consumer behavior, escape is described as
buying behavior carried out to escape from
reality where individuals can forget the
anxiety, they feel about something (Babin,
Darden, & Griffin, 1994; Martinez-Lopez et
al., 2016). This occurs because escape
motivation is based on the individual's need
to free himself from the awareness of
meaningful thoughts and uncomfortable
feelings triggered by unfulfilled life demands
(Heatherton & Baumeister, 1991).

Meanwhile, relaxation in the context of
consumer behavior is buying behavior to
provide a sense of relaxation, releasing
negative moods (Kim & Hong, 2011;
Martinez-Lopez et al., 2016). As for hanging
out as coping with stress in the context of
consumer behavior, it is buying behavior that
is done to fill spare time and have fun (Seo
& Green, 2008; Martinez-Lopez et al., 2016).

Students have a lot of pressure in their
lives related to the COVID-19 pandemic that
occurred. The change in the way learning
becomes online is a source of pressure
(Clabaugh, Duque, & Fields, 2021; Lim et
al., 2022). On the other hand, shopping has
long been found to be a coping mechanism
for stress (Hama, 2001; Zhao, Wang, Xue, Li,
& Feng, 2016), and so has online shopping
(Martinez-Lopez, Pla-Garcia, Gazquez-Abad,
& Rodriguez-Ardura, 2016).

Basically, online shopping behavior is
buying behavior through the internet
(Haidery, Kamran, Syed, & Risvi, 2020;
Liang & Lai, 2002). The hallmark of online
shopping behavior is that buyers browse
information about the goods they need on the
internet and buy them through online shops
or online retailers (Harahap & Amanah,
2018; Svatosova, 2020). The online purchase
transaction process is the same as
conventional shopping, except that the stages
are carried out via the internet (Javadi,
Dolatabadi, Nourbakhsh, Poursaeedi, &
Asadollahi, 2012).

Two factors that are said to be very
crucial in online shopping behavior are
connectivity and especially convenience
(Gautam, 2018; Haidery et al., 2020). This
convenience is important because it is
considered to play a role in stress relief,
especially for female consumers when
shopping online (Asih & Pratomo, 2018).
Thus, as a form of strategy to reduce stress
during a pandemic, online shopping behavior
is considered an effective effort by students.
However, gender here plays an important
role. This happens because the stress coping
in this research is emotion-focused, and
shopping behavior is also an activity that is
mostly done by women than men (Akhlaq &
Ahmed, 2016; Craciun, 2013; Hasan, 2010).

Another interesting thing is that age has
been found to be related to online shopping
behavior (Hernandez, Jimenez, & Martin,
2011; Source, Perotti, & Widrick, 2005).
This is important to put forward considering
that there are differences in needs based on
age groups and age specifications in the
college student group in meeting personal
needs or daily lectures.

This research is considered important
because previous research related to online
shopping behavior during the COVID-19
pandemic in the psychological theme
focused on negative variables such as
depression (Di Crosta et al., 2021), or related
to positive perceptions and attitudes of using
technology (Alhaimer, 2021; Polas, Tabash,
Jahanshashi, & Ahamed, 2022; Sumi &
Ahmed, 2022), or trust issues (Ben Hassen,
El Bilali, & Allahyari, 2022). This research
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tries to fill the gap left by previous research,
namely psychological factors from the
positive side, for example the perspective
that the pressure and stress caused by the
pandemic can place online shopping
behavior as a coping with stress.

Based on the explanations and
theoretical arguments that have been
described previously, the purpose of this
study was to measure empirically the effect
of coping stress on online shopping behavior
in students. Gender is considered as a control
variable in understanding the extent to which
coping stress affects online shopping
behavior. Meanwhile, age is also included to
be correlated with other variables.

Method

The approach in this study is a
quantitative approach to empirically measure
the influence of coping stress on online
shopping behavior in students. Gender is
considered as a control variable in
understanding the extent to which coping
stress affects online shopping behavior.

Sample

The participants of this study were 453
students consisting of 361 female students
and 92 male students. Most participants were
taken from the Greater Jakarta area and
several other cities. The mean age of the
participants was 19.98 years (SD = 1.32).

Gender is known through filling in
self-identity. The calculation is done by
treating gender in a dummy manner by
giving a score of 1 for women and 0 for men.

Age is known by filling in personal
identity. Participants write down their age in
numbers to be able to process it further
statistically.

Data Collection

In this study, online shopping
behavior was measured by scale from
Haidery et al. (2020). This scale consists of 8
items with an example item being "I shop
online as I do not have to leave home for

shopping". The response category on this
scale is strongly disagree to strongly
disagree with a score range of 1-5. The
reliability of this scale is = 0.842.

Coping stress in this study was
measured by the Martinez-Lopez et al. (2016)
which has three aspects, namely, escape,
relaxation, and hanging out. This scale
consists of 10 items with an example item
being “Online shopping is great for my
mood”. The response category for this scale
is very unsuitable to very suitable with a
score range of 1-5. The reliability of this
scale is = 0.903.

Data Analysis

The statistical technique in this study
involves correlation for the first level to see
the relationship between online shopping
behavior, coping stress and each dimension
of coping stress. Then a covariance analysis
was carried out to see whether there was an
effect of coping stress on online shopping
behavior by considering gender.

Result

Based on the results in Table 1,
online shopping behavior is correlated with
coping stress, as well as with aspects of
coping with stress such as escape, relaxation
and hang out. Meanwhile, age only
correlated positively with online shopping
behavior.

Table 2 shows that the effect of
coping with stress on online shopping
behavior by considering gender as a control
variable is R2 = 0.251 (p < .01). However,
when viewed partially, only coping stress
has an influence on online shopping
behavior, while gender does not.

On the other hand, there are
significant differences in all psychological
variables involved based on gender. Female
students tend to do more online shopping
behavior during the COVID-19 pandemic,
and do more stress coping such as escape,
relaxation, and hang out than male students.
More complete information is shown in
Table 3
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Table 1. Correlation matrix between variables
Age OSB Coping Stress Escape Relaxation Hang Out

Age
OSB 0.093*

Coping Stress .000 0.271**
Escape -0.024 0.940* 0.724**

Relaxation -0.010 0.311** 0.959** 0.556**
Hang out 0.056 0.177** 0.800** 0.485** 0.556**
Mean 19.98 33.39 32.28 5.98 0.485** 6.30
SD 1.43 3.74 7.34 1.76 5.98 1.69

Note: OSB = online shopping behavior
*= p < .05, **= p < .01

Table 2. Result of covariance between variables
Source Type III Sum of Squares df Mean Square F Sig.

Corrected Model 1592.270a 36 44.230 3.872 .000
Intercept 74013.734 1 74013.734 6480.203 .000
Gender 3.795 1 3.795 .332 .565

Coping Stress 1484.851 35 42.424 3.714 .000
Error 4751.350 416 11.422
Total 511345.000 453

Corrected Total 6343.620 452
a. R Squared = .251 (Adjusted R Squared = .186)
b. Dependent Variable: Online Shopping Behavior

Table 3. Differences in all variables
based on gender

Female students Male students t score Sig.
Online shopping behavior 33.63 (3.71) 32.42 (3.73) 2.787 < .01

Coping stress 33.14 (7.06) 28.95 (7.51) 5.013 < .01
Escape 6.08 (1.78) 5.59 (1.65) 2.388 < .05

Relaxation 20.65 (4.72) 17.49 (4.84) 5.699 < .01
Hang out 6.41 (1.66) 5.87 (1.74) 2.737 < .01

Discussion

The results of this study show some
interesting findings. First, the fact that the
older students are, the easier it will be to
shop online. Several studies confirm the
important role of age on online shopping
behavior (Hernandez, Jiminez, & Martin,
2011; Wan, Nakayama, & Sutcliffe, 2012).
One of the reasons is the issue of maturity of
the use of technology in shopping in the
older age group compared to the younger age
group. Another factor that supports this is
financial matters and payment aids such as
credit cards or e-wallet which are indeed
perceived more positively and tend to be
easier for the more financially established
age group to own (Chawla & Joshi, 2020;
Sharpe, Yao, & Liao, 2012).

Age is also correlated with coping
skills. This is related to their emotional

maturity. Emotional maturity helps students
find coping strategies that suit the demands
of the academic environment and the
achievement of their achievement targets
(Nicholls, Levy, & Perry, 2015; Wagde &
Ganaie, 2013). The findings of Babicka-
Wirkus, Wirkus, Stasiak, and Kozlowksi
(2021) also state that the younger students
are, the less mature the choice of stress
coping is. That is, when students are more
mature, their emotions are more mature, so
that the selection of stress coping is more
appropriate to the context of the problems
being faced.

This research also found that by
controlling gender, coping with stress has an
influence on online shopping behavior in
college students during the COVID-19
pandemic. Gender itself in this study has no
influence on online shopping behavior. It
seems that although women tend to be easier
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to deal with problem-focused type of stress
and are also easier to engage in online
shopping behavior, in the context of this
pandemic, men are also doing the same
stress coping and online behavior.
Furthermore, several previous studies have
confirmed shopping behavior to reduce
perceived stress (Hama, 2001; Ozen &
Engizek, 2014). Interestingly, stress coping
such as emotion-focused is done to reduce
stress by shopping for things that are not
important (Di Crosta et al., 2021; Kemp,
Kennett-Hensel, & Williams, 2014).

Feelings of joy are one of the biggest
reasons individuals engage in online
shopping behavior (Kuswanto, Pratama,
Ahmad, & Salamah, 2019). This feeling of
joy can be obtained when individuals escape,
relax, and hang out when shopping online
(Martinez-Lopez et al., 2016). One of the
reasons for online shopping behavior is to
suppress the negative emotions felt by
individuals related to the problems they are
facing. By doing self-suppression,
individuals try to forget they are having
problems by shopping online (Mir, 2021;
2021a). This is where students are running
away from the perceived problems of
shopping online.

One of the motivations for shopping
is to get a feeling of relaxation and release
tension (Kim & Hong, 2011; Ozen &
Engizek, 2014). Shopping is also referred to
as self-gratification behavior (Kang & Park-
Poaps, 2010). Individuals feel that by
shopping, they reward themselves for the
tough moments in life that they have passed
or are currently experiencing. The pandemic
atmosphere that has made many things done
digitally actually accommodates this
motivation for relaxation in shopping. The
findings of Seo and Green (2008) even
mention that by browsing the internet,
opening the web, and looking at shopping
objects, individuals already feel happy and
can release tension.

On the other hand, the seemingly
endless COVID-19 pandemic provides many
moments where individuals must stay at
home, especially during the first two years of
the pandemic. The impact of the lockdown
brought cabin fever and caused many people
including students to become depressed and

depressed (Crawford, 2021; Sugianti,
Widianti, & Hendrawati, 2022). This
situation makes individuals need certain
activities to spend their time. Activities in
leisure time help individuals to get rid of the
depressed feelings they feel (Aliabadi,
Zobairy, & Zobairy, 2013), and online
shopping behavior is one of the activities to
spend their free time (Martinez-Lopez et al.,
2016; McCarville, Shaw, & Ritchie, 2013).

Other findings from this study reveal
differences in online shopping behavior and
stress coping in students based on gender.
Female college students are known to tend to
shop more online, and display emotion-
focused coping stress in the form of escape,
relaxation and hang out. This confirms
previous findings which say that it is indeed
easier for women to shop online than men
(Hernandez et al., 2011; Pradana & Sastiono,
2018). This is because women are more
tolerant of the risks of online shopping and
are more interested in seeking the benefits of
shopping than men (Garbarino, &
Strahilevitz, 2004; Widayat, Rakhmi,
Indrasari, & Masudin, 2019). On the other
hand, women display more hedonic
motivations, especially to spend their free
time shopping online during a pandemic and
are more socially influenced to shop than
men (Kanwal, Burki, Ali, & Dahlstorm,
2022; Koch, Frommeyer, & Schewe, 2020).

The tendency of female students to
display stress coping such as escape,
relaxation, and hang out can be understood
considering that this type of stress coping is
emotion-focused coping. Emotion-focused
coping is mostly done by women while men
do more problem-focused coping (Craciun,
2013; Graves, Hall, Dias-Karsch, Haischer,
& Apter, 2021). Men tend to display
problem-focused coping not only because of
the issue of cognitive importance, but also
because of the problem-solving target (Li,
Liu, Yaou, & Chen, 2019) compared to
women who place more importance on
affection.

Conclusion

The findings of this research confirm
that in specific contexts such as the COVID-
19 pandemic, controlling for gender, online
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shopping behavior is carried out to release
the tension and stress felt by students. Online
shopping behavior can be an emotion-
focused type of coping behavior because by
browsing and shopping online, students can
escape for a moment from the sources of
pressure in their lives, or just spend free time,
then feel relaxed, and get a sense of joy. This
research also found that the older the college
students, the greater their involvement in
online shopping behavior. Another finding is
that female students tend to be more prone to
online shopping behavior.

Recommendation

The suggestion for future research in
the same context is to consider the
socioeconomic status of the students. This is
important to do considering that financial
factors are crucial to realizing online buying
intentions into online shopping behavior, and
also considering self-regulation as a
counterweight to financial factors in
influencing online shopping behavior. Other
things that can be considered from an
economic point of view are payment media,
types of online shops, and objects of
purchase.
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