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However, in order to indicate an increase in Local Shopping behavior due to 

COVID-19, we had to analyze the data from Table 10. As seen in Table 10, we see 

that the mean value for the construct is 3.84. In addition, Table 10 shows that the 

mean of 3.84> 3, due to 95% CI [3.76, 3.92]. Thus, we find support in our sample 

that mean> 3. Further, the result from the One-Sample T-Test is significant 

(p=0.001), which supports our hypothesis. Considering how we designed and 

formulated the survey (see Appendix), and with assumptions that the respondents 

have answered sincerely, this indicates that consumers have an increased Local 

Shopping Behavior due to COVID-19.  

 

Finally, we performed a linear regression to examine whether the results from the 

survey were significant (Janssens, 2008). As seen in Table 15, the results indicate 

that the model is significant (F (1,258) = 47,26, p = 0.001). This means that the 

variable ConcernCOV was a good predictor for Local Shopping. In addition, 

Adjusted R Square shows that 15.2% of the variance in Local Shopping can be 

explained by consumers' concern for COVID-19. This means that the variation in 

the responses is relatively low and supports the fact that the data points are clustered 

around the mean. Also, as seen in Table 15, Standardized beta (0.39) is positive and 

significant, meaning that the relationship between ConcernCOV and SocialResp 

has a moderate intensity relationship. Consequently, this means that Concern for 

COVID-19 has a positive impact on Local Shopping. Thus, Hypothesis 5 is 

supported. 

 

5.7 Analysis of the Mediating Effect by Social Responsibility (Attitude) on 

Local Shopping (Behavior) 
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Figure 4: Mediating Effect by Social Responsibility 

 

To measure the mediating effect of Consumers’ Social Responsibility (attitude) on 

the relationship between Concern for COVID-19 and Local Shopping (behavior), 

we conducted a mediation analysis using PROCESS in SPSS by Hayes (Hayes & 

Rockwood, 2017). As seen in Table 16, there is a significant direct effect of 

Concerns for COVID-19 on Local Shopping (b = 0.14, p = 0.01). Further, there is 

also a significant direct effect of Concern for COVID-19 on the mediator Social 

Responsibility (b = 0.39, p = 0.00). In addition, the indirect effect(s) of Concern for 

COVID-19 on Local Shopping was also significant as b = 0.22, 95% CI [0.14, 0.30]. 

Thus, a mediating effect of Social Responsibility on the relationship between 

Concern for COVID-19 and Local Shopping was detected, and Hypothesis 6 was 

supported.  

 

5.8 Summary of Results 

Hypothesis Variables Results 

H1 Consumers’ concern for COVID-19 positively affects 

their environmental awareness.  

Supported 

H2 Consumers’ concern for COVID-19 positively affects 

their practice of environmental conservation behavior. 

Supported 
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H3 The positive effect of consumers’ concern for COVID-

19 on environmental conservation behavior is 

mediated by environmental awareness.  

Supported 

H4 Consumers’ concern for COVID-19 positively affects 

their willingness to practice social responsibility.   

Supported 

H5 Consumers’ concern for COVID-19 positively affects 

local shopping behavior.  

Supported 

H6 The positive effect of consumers’ concern for COVID-

19 on local shopping behavior is mediated by the 

willingness to practice social responsibility. 

Supported 

 

 

6.0 Discussion 

6.1 Findings and Predictions 

One main discovery from our research was that consumers’ concern for COVID-19 

positively affects their environmental awareness. This supports the theory that when 

consumers have seen the consequences of the virus, it can reinforce sustainable 

beliefs and provoke environmental concerns (Khan et al., 2020; Mainieri et al., 

1997). This can also be explained by the fact that the positive impacts COVID-19 

has had on the environment can function as a source of learning, and thus that 

consumers have taken inspiration from the positive environmental effects when 

making choices in purchase decisions (Zowalaty et al., 2020). This has also 

influenced consumers' practice of environmental conservation, as our research 

showed that environmental conservation was mediated by environmental 

awareness. In practice, this indicates that COVID-19 has led consumers to develop 

a stronger pro-environmental attitude, which is further reflected in their sustainable 

behavior (Mainieri et al., 1997). This may be due to previous research having 

discovered that consumers usually act consistently towards their pro-environmental 

attitude.  
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However, we discovered that consumers practice environmental conservation 

differently, based on the fact that there was a variation in consumers' practices. 

The reason may be that research has discovered that consumers develop attitudes 

towards a specific environmentally friendly behavior and prioritize the frequency 

of that behavior (Mainieri et al., 1997). This means that consumers do not 

implement sustainable behavior unless they themselves think that the specific 

behavior is in favor of the environment. However, our research showed that 

concerns for COVID-19 positively affect environmental conservation. Thus, this 

indicates a general change in consumers' practice of environmental conservation, 

even though consumers sustainable behavior differs. Consequently, this finding 

may be related to the research of Prakash et al. (2019), which discovered that by 

constantly exposing consumers to sustainable practices, can further contribute to a 

continuous environmentally friendly commitment. In addition, being continuously 

exposed by COVID-19's positive effects on the environment (Zowalaty et al., 

2020), may have influenced the fact that our research discovered that consumers 

practice environmental conservation. The reason is that consumers may want to 

continuously achieve positive environmental effects (Braimah, 2015), once they 

have been exposed to it during COVID-19 (Zowalaty et al., 2020). 

 

Further, another main finding was the fact that concerns’ for COVID-19 positively 

affects consumers’ willingness to practice social responsibility. In our research, we 

discovered that consumers are concerned about their local communities, which 

could be due to previous research discovering that it is in consumers' own interest 

to keep the businesses alive so they can continue shopping at their local stores 

(Majid et al., 2021). In addition, previous research has discovered that consumers 

show sympathy for vulnerable businesses in external crisis, which may be the 

reason why consumers' practice of social responsibility has increased during 

COVID-19 (Majid et al., 2021). Furthermore, consumers are concerned about this 

unpredictable virus and how it affects the entire Norwegian economy (Kampevoll, 

2020), which may also have been the reason why they practice social responsibility. 

The reason for this claim is that they may be unsure of what is happening to their 

local community and are thus willing to help businesses in the local area (Majid et 

al., 2021). This theory is also supported by the fact that we discovered that 

consumers' concern for COVID-19 positively affects local shopping. This may also 
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be a reason why our research discovered that the relationship between concerns ’for 

COVID-19 and local shopping is mediated by willingness to practice social 

responsibility. We discovered a connection between consumers 'who are willing to 

practice social responsibility and consumers' who shop locally. This can be 

explained by the fact that their actions support society during the pandemic (Majid 

et al., 2021), but also because it corresponds morally with taking care of the 

environment as local shopping is a sustainable initiative (Seyfang, 2005). 

 

Our findings show that concerns for COVID-19 have influenced sustainable 

attitudes and affected sustainable buying during the pandemic. Thus, as COVID-19 

has influenced consumers to engage in sustainable practices, we can predict that 

COVID-19 will contribute to continuous conscious consumption (Braimah, 2015). 

The changes in sustainable attitudes and sustainable behavior we have witnessed as 

a result of COVID-19, can adapt towards more sustainable supply and production 

(Sarkis et al., 2020), which could contribute to more positive impacts on the 

environment in the future. However, it is therefore important for companies that 

they are able to understand consumers' sustainable needs and demands, as we 

predict that this trend will only continue in the future. Thus, they must continuously 

adapt sustainable ideas from the field, in order to adapt their practices to market 

trends and meet consumers' expectations. 

 

6.2 Managerial Implications 

COVID-19 is a pandemic that has affected the whole world and is a reality we still 

have to consider. The modern world has never seen a crisis like this (Abel & 

McQueen, 2020), which has affected so many for a long time. Research on the 

pandemic is still a new area for researchers, as the COVID-19 pandemic originated 

only 1.5 years ago and is still a current situation consumers are getting used to. 

Thus, as mentioned earlier, we wanted to investigate what kind of consequences 

this has for companies that specifically focus or want to focus on sustainability. 

Making sustainable purchase decisions is something that has increased in recent 

years and is thus something consumers have begun to implement more in their 

everyday lives (Solomon, 2013). However, our findings suggest that consumer 

behavior and demands do change during crises like this. Thus, businesses can better 
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understand changes in consumers' behavior when future crises or pandemics hit, 

and they are then able to prepare for consumers' demands during such times. 

Nevertheless, there are several factors that influence consumers' purchase decisions 

during a crisis, and this study presents findings with interesting implications for 

B2C businesses. Thus, businesses can use this study and our suggested findings to 

predict change in consumer behavior in a future economic crisis. 

  

Our findings indicate that consumers have become more concerned about their local 

community, and that they are more willing to practice social responsibility due to 

COVID-19. Nevertheless, consumer concern alone is not enough to support the 

local community, as consumers have different preferences for how they want to 

show their support. Thus, local and small businesses should evaluate our findings, 

as they can develop their strategies to fit consumer preferences. Our findings can 

thus help local businesses, start-ups or pop-up stores with their strategy when they 

want to further develop or establish in local communities. However, as consumers 

want to support the local community differently, it is important that local businesses 

are able to encourage consumers to show support and prove that it contributes to 

more benefits. In addition, the findings show that consumers are more willing to 

pay a premium for locally produced products to support local producers, which is 

also essential for Norwegian farmers. 

  

The findings also indicate that consumers have become more aware of 

environmental issues because of the COVID-19 pandemic, which are useful for 

businesses focusing on sustainability. Consumers are more willing to make 

environmentally friendly purchase decisions, which is positive for green businesses 

as they might expect a growth in sales. The media has also demonstrated how 

improved air quality and cleaner water in different parts of the world have been a 

valuable tool for increasing consumers' environmental awareness. Accordingly, it 

can create awareness and encourage reflection on man-made environmental issues, 

which can influence consumers to engage in sustainable practices. However, 

businesses should take the opportunity to prove how sustainable products can 

benefit the environment in the long run. This can motivate consumers to see the 

benefits of sustainable initiatives and eliminate concerns for future environmental 

issues when everyday life returns to normal. Consequently, we discovered that 
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consumers have different levels of concern for COVID-19, and also different levels 

of environmental concerns and awareness. However, our findings suggest that the 

COVID-19 pandemic has in fact affected consumers' sustainable attitude and their 

sustainable behavior. 

 

7.0 Limitations and Future Research 

7.1 Limitations 

Our research included some limitations that should be addressed. An important 

limitation is that we have conducted the study while COVID-19 has still been a 

reality, and we can thus not measure the full effect with no before-after measures. 

This means that no empirical studies have been conducted on how consumers' 

concern for COVID-19 influences their sustainable attitudes and subsequently, their 

sustainable behavior. Thus, the data we have collected is based on self-statements 

regarding the participants' opinions on how they believe they have been affected by 

COVID-19, which means that we can only predict the effect measurement. Because 

the data were collected during COVID-19, this may also affect their response. Thus, 

there is a risk of all the responses being correlated by a general type of concern of 

the situation that may affect consumers' worries. Consequently, the change in 

consumers' sustainable attitude and sustainable behavior due to COVID-19 will 

only be a prediction. Despite this, we wanted to reduce this limitation by a well-

chosen survey design and question formulation. Nevertheless, we want to 

emphasize that this does not eliminate the limitation, but possibly reduces it. In 

addition, consumer self-statements could be altered post-pandemic and will not 

necessarily reflect the same opinions when the pandemic is over.  

 

Our study was conducted with the aim of gaining a better understanding of whether 

and how consumers' sustainable attitudes and behavior have been affected by the 

COVID-19 pandemic. Thus, we wanted to find a representative sample to examine 

the Norwegian population. However, one limitation was to find a sufficient number 

of participants for the survey that would constitute a representative sample for the 

population. Using a convenience sampling technique prevented us from 

generalizing the results to the Norwegian population. While our results were useful, 

selection bias would still occur based on the fact that we could not control the 
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participants. In addition, we did not distinguish between the genders, and thus we 

did not investigate whether there were any gender-related differences in concerns 

for COVID-19 and sustainable attitudes/behaviors. Previous research shows that 

there is often a difference between the genders in how they practice environmental 

conservation (Leach et al, 1995; Mainieri et al., 1997). Thus, by distinguishing 

between genders, we could have discovered several possible interesting findings 

and had the opportunity to state whether or not there are any differences. 

 

We also want to acknowledge some limitations regarding method and data 

collection through the survey. A true cause-and-effect study involves an 

experimental design with manipulating variables to infer a cause-and-effect 

relationship (Malhotra, 2010). We were not able to divide participants into 

controlled and experimental groups because of our limitations regarding the timing 

(as the COVID-19 pandemic still is a current reality). In addition, using an online 

survey for data collection may violate ecological validity (Schmuckler, 2001). We 

were not able to control the participants while conducting the survey, and thus we 

could not check for any possible non-serious respondents causing problems 

concerning valid responses (Aust et al., 2013). Furthermore, we would like to 

address that the questions in the survey were based on existing relevant literature 

produced before the COVID-19 pandemic, as COVID-19 is still a relatively new 

research topic. However, this means that the questions presented to the participants 

in the survey may not be applicable to post-pandemic. As mentioned, we conducted 

the study while COVID-19 has still been a reality, and thus there is a possibility 

that there are other variables that would have been more relevant to measure if we 

conducted the study post-pandemic. If the study had been conducted post-

pandemic, we could have had a better measurement for cause-and-effect and 

analyzed variables that would have given a more accurate result. In addition, we 

would like to mention that we provided general information and definitions of 

various terms related to COVID-19 throughout the survey, which may have misled 

the respondents and influenced their answers (Malhotra, 2010). 
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7.2 Future Research 

For future research, an interesting area would be to explore consumers' sustainable 

attitudes and behaviors both pre- and post-COVID-19. As we did not cover this 

research area in our study, it will be useful for researchers to investigate if the 

attitudes and behaviors consumers adapted during the COVID-19 pandemic will 

continue after the pandemic. Simultaneously, it would also be interesting to see if 

our findings are comparable to any new findings discovered at a later date. We 

discovered that consumers are more willing to purchase environmentally friendly 

products and support local communities during the pandemic, but if these attitudes 

and behaviors will continue when the pandemic is over remains to be seen. As the 

majority of the Norwegian population should be vaccinated when the pandemic is 

over and thus probably less affected by the virus (FHI, 2021b), it will be interesting 

to see to what extent concerns for COVID-19 actually affected sustainable attitudes 

and behavior. 

 

In addition, future research should focus more on differences among different 

segments and markets. As mentioned above, this research did not distinguish 

between gender and their concerns related to COVID-19 and sustainable 

attitudes/behavior. Thus, since previous research has discovered interesting 

differences in gender, future research should focus on these differences for a 

possible more accurate result. As well, it could be interesting to investigate any 

possible differences in age and whether a significant difference can be detected in 

their concern for COVID-19 and sustainable attitudes / behavior. In addition, our 

research focused only on the Norwegian market, and it might be interesting for 

future research to compare our results with other Scandinavian countries. Especially 

Sweden, which did not complete the lockdown to the same extent as Norway and 

Denmark (Wergeland & Ghorbani, 2021). The results from the different countries 

might therefore be different. 

 

Further, based on how we conducted our research, our findings are most relevant to 

the B2C segment. However, an interesting area for future research could be to 

investigate how the B2B segment has been affected by the COVID-19 pandemic. 

As mentioned earlier, the pandemic has affected a majority of businesses on many 

different levels and will thus also be relevant to the B2B segment. 
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9.0 Appendix 

 

Survey 

 

Block 1: Introduction 

Q0  

Hi! 

 

 

We are almost done with our MSc in Strategic Marketing Management at BI 

Norwegian Business School.  

 

We kindly ask you to participate in this survey, which will take about 5-10 

minutes to complete. This survey is part of our data collection for our Master 

Thesis, and your honest opinions will be of great help. 

 

All responses will remain anonymous, and no identifying data such as names or 

IP-adresses will be collected. The data will be deleted when the thesis is submitted 

this summer. 

 

By proceeding with this survey, you acknowledge that you have read the 

information above and approve that you are over 18 years of age. 

 

Thank you very much for your participation! 

 

 

For questions regarding the survey, please contact Martine Barkved Næss 

(martine.b.nass@student.bi.no) or Caroline Bråthen 

(caroline.p.brathen@student.bi.no). 
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Block 2: Concerns for COVID-19 

 

Q1 How concerned are you overall about COVID-19, including its effect on 

health, economy, local communities and environment? 

o Not concerned at all  (1)  

o Not really concerned  (2)  

o Neither unconcerned or concerned  (3)  

o Concerned  (4)  

o Very concerned  (5)  

 

Q2 Please indicate to what extent you agree with the following statements, while 

considering the possible effects of COVID-19: 

 
Strongly 

disagree (1) 

Somewh

at 

disagree 

(2) 

Neither 

disagree 

nor agree 

(3) 

Somewhat 

agree (4) 

Strongly 

agree (5) 

I am concerned about 

getting infected (1)  o  o  o  o  o  
I am concerned that 

someone I care about 

might get infected (2)  
o  o  o  o  o  

I am concerned about 

losing my job as a 

result of COVID-19 (3)  
o  o  o  o  o  

I am concerned about 

negative effects of 

COVID-19 on my 

personal financial 

economy (4)  

o  o  o  o  o  

I am concerned about 

negative effects of 

COVID-19 on my local 

community (5)  

o  o  o  o  o  
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Q3 Please indicate to what extent you agree with the following statement: 

 

Strongly 

disagree 

(1) 

Somewhat 

disagree 

(2) 

Neither 

disagree 

nor agree 

(3) 

Somewhat 

agree (4) 

Strongly 

agree (5) 

I am 

concerned 

for the 

environment 

(1)  

o  o  o  o  o  

 

Block 3: Environmental Awareness 

 

Q4 Please read the following: Research has investigated how COVID-19 has 

affected the environment so far. NASA has discovered that air quality has 

improved as a result of reduced emissions. In addition, the water in Venice has 

become clearer, despite over-tourism for several years. 

 

Please indicate to what extent you agree with the following statements: 

 

Strongly 

disagree 

(1) 

Somewhat 

disagree 

(2) 

Neither 

disagree 

nor agree 

(3) 

Somewhat 

agree (4) 

Strongly 

agree (5) 

COVID-19 has made me more 

aware of environmental 

challenges (1)  
o  o  o  o  o  

COVID-19 has made me more 

aware of the environmental 

impact caused on the planet by 

humans (2)  

o  o  o  o  o  

COVID-19 has made me more 

aware of my own environmental 

impact. (3)  
o  o  o  o  o  
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Q5 Please read the following: Environmental awareness arises when you are 

aware of how choices consumers and businesses make, affect the environment - 

for better or worse. 

 

Please indicate to what extent you agree with the following statement: 

 

Strongly 

disagree 

(1) 

Somewhat 

disagree 

(2) 

Neither 

disagree 

nor agree 

(3) 

Somewhat 

agree (4) 

Strongly 

agree (5) 

COVID-19 

has increased 

my 

environmental 

awareness (1)  

o  o  o  o  o  

 

 

Block 4: Social Responsibility 

 

Q6 Please read the following: 

According to research, social responsibility implies that you as a consumer are 

socially conscious and/or morally motivated to support and behave according to 

your ethical concerns for society. 

 

Due to COVID-19, the degree of social responsibility I'm willing to practice has: 

o Decreased  (1)  

o Somewhat decreased  (2)  

o No change  (3)  

o Somewhat increased  (4)  

o Increased  (5)  
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Q7 Please indicate to what extent COVID-19 has influenced your willingness to: 

 
Decreased 

(1) 

Somewhat 

decreased 

(2) 

No 

change 

(3) 

Somewhat 

increased 

(4) 

Increased 

(5) 

Support vulnerable 

businesses (1)  o  o  o  o  o  
Donate consumer 

goods to those in need 

(2)  
o  o  o  o  o  

Donate financially to 

those in need (3)  o  o  o  o  o  
Support 

products/services 

known for practicing 

social responsibility 

(4)  

o  o  o  o  o  

 

 

Q8 Please indicate to what extent you agree that you will perform the following 

actions due to COVID-19: 

 

Strongly 

disagree 

(1) 

Somewhat 

disagree (2) 

Neither 

disagree 

nor agree 

(3) 

Somewhat 

agree (4) 

Strongly 

agree (5) 

Support vulnerable 

businesses (1)  o  o  o  o  o  
Donate consumer goods 

to those in need (2)  o  o  o  o  o  
Donate financially to 

those in need (3)  o  o  o  o  o  
Support 

products/services known 

for practicing social 

responsibility (4)  

o  o  o  o  o  
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Block 5: Environmental Conservation 

 

Q9 Please indicate to what extent COVID-19 has influenced your: 

 
Increased 

(1) 

Somewhat 

increased 

(2) 

No 

change 

(3) 

Somewhat 

decreased 

(4) 

Decreased 

(5) 

Shopping frequency (1)  

o  o  o  o  o  
Overall consumption (2)  

o  o  o  o  o  
Waste (3)  

o  o  o  o  o  
Emissions related to 

transport to stores (4)  o  o  o  o  o  
Own environmental 

impact (5)  o  o  o  o  o  
 

Q10 Please read the following: By environmentally friendly products, we mean 

products that are not harmful to the environment. Environmentally friendly 

products also prevent contributions to air, water and land pollution.  

 

Please indicate to what extent COVID-19 has influenced your: 

 
Decreased 

(1) 

Somewhat 

decreased 

(2) 

No 

change 

(3) 

Somewhat 

increased 

(4) 

Increased 

(5) 

Shopping for 

environmentally friendly 

products (1)  
o  o  o  o  o  

Shopping for products that 

will reduce your own 

environmental impact (2)  
o  o  o  o  o  

Willingness to pay a 

premium for environmentally 

friendly products (3)  
o  o  o  o  o  
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Block 6: Local Shopping 

 

Q11 Please read the following: 

By local community, we mean the area nearby where you live. By local stores, we 

mean stores nearby where you live. 

 

Please indicate to what extent you agree with the following statements: 

 

Strongly 

disagree 

(1) 

Somewhat 

disagree (2) 

Neither 

disagree 

nor agree 

(3) 

Somewhat 

agree (4) 

Strongly 

agree (5) 

I am more concerned 

for my local 

community during 

COVID-19 than 

before the pandemic 

(1)  

o  o  o  o  o  

COVID-19 has made 

me more willing to 

preserve my local 

stores. (2)  

o  o  o  o  o  

I shop more at local 

stores during COVID-

19 than before the 

pandemic (3)  

o  o  o  o  o  

I prioritize shopping 

in local stores during 

COVID-19 than 

before the pandemic 

(4)  

o  o  o  o  o  

I am more willing to 

pay a premium at 

local stores during 

COVID-19 than 

before the pandemic 

(5)  

o  o  o  o  o  
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Block 7: Demographic Questions 

 

Q12 Gender 

o Male  (1)  

o Female  (2)  

o Non-binary  (3)  

o Prefer not to say  (4)  

 

 

Q13 Age 

________________________________________________________________ 

 

 

Q14 Which country do you live in?  

▢ Norway  (1)  

▢ Other. Please specify in the text box.  (2) 

________________________________________________ 
 

10373411004066GRA 19703


