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The risk of virus contracting during the COVID-19 pandemic has changed consumer
preference for online shopping to meet their daily needs than shopping in brick-andmortar stores. Online shopping presents a different environment, atmosphere, and
experience. The possibility of ethical violations is higher during online than face-toface transactions. Therefore, this study was conducted to investigate the influence of
perceived health risk and customer perception of online retail ethics on consumer
online shopping behavior during the COVID-19 pandemic, involving seven variables,
namely perceived health risk, security, privacy, non-deception, reliability fulfillment,
service recovery, and online shopping behavior. The data were collected through an
online survey by employing the purposive sampling technique to a consumer who has
shopped online during the COVID-19 pandemic in Indonesia. 315 valid responses
were obtained and analyzed through quantitative method using SEM-Amos. The results showed that perceived health risk and four variables of online retail ethics including security, privacy, reliability fulfillment, and service recovery affected online shopping behavior. Meanwhile, non-deception was found to have an insignificant effect.
The coefficient value proved perceived health risk to be more dominant in influencing
online shopping behavior than the variables of online retail ethics. Thus, consumers
pay more concern for their health during online shopping. However, positive consumer perceptions of the behavior of online retail websites in providing services also can
encourage consumers to shop online during this pandemic.

Keywords

health, security, privacy, non-deception, fulfillment,
service recovery, Indonesia

JEL Classification
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INTRODUCTION
The COVID-19 pandemic has affected the economy, regional and
global policies, and social behavior of people. The increasing spread of
the virus to different parts of the world starting from December 2019
has led to its labeling as a pandemic by the World Health Organization
(WHO) on March 11, 2020, and the call for countries to take urgent
and aggressive actions in response. Therefore, quarantine, as well as
social and economic isolation, was implemented in several countries,
regions, and different economic sectors to curb its further spread
(Diele-Viegas & Pereira, 2020)
The Indonesian National Committee for Handling COVID-19 and
Economic Recovery reported that the number of COVID-19 cases in
Indonesia increased every month from March to December 2020, as
observed in 1,528 confirmed cases, 81 recovered, and 136 death recorded in March, and increment to 743,198 confirmed cases, 611,097
recovered, and 22,138 deaths in December. The Indonesian govern-
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ment therefore limited activities in the country to curb the spread of the virus through the “Large-Scale
Social Restriction Policy” implemented in several regions starting from March 2020. This policy hampered human interaction and movement and disrupted economic activity. This further affected people’s physical activities and daily behavior in the form of a shift from offline to online practices such as
working, studying, and worshiping from home. This shows health and safety are the main concerns of
the people in recent times.
The consumption pattern of people also changed due to the need to follow the governmental advice to
stay at home and minimize physical contact to maintain personal and family health and cut the chain
of the spread of the virus during the pandemic. This is observed from their shift from the conventional
shopping method, which involves directly visiting shops, to the search for information and purchases of
products and services online through electronic devices connected to the Internet. Following the data
reported by Exabytes, a hosting service provider company in Indonesia through a written statement by
Tirto.id, the number of e-commerce subscribers has increased by 38.3 % during the COVID-19 pandemic from January to July 2020. The report on “Big Data Overview of the Impact of COVID-19 2020”
compiled by the Indonesian Central Bureau of Statistics (BPS) showed that online sales jumped sharply
compared to sales in early 2020 as indicated by the 320% increment in March 2020 followed by a sharper
increase to 480% in April 2020. Payment System Policy Department of Bank Indonesia (BI) also stated
that e-commerce transactions increased by 26 % with the daily transactions increased to IDR 4.8 million during this pandemic. The most purchased items were recorded to be food and beverage products,
clothing products, sports equipment, medical devices, communication equipment, cosmetics, household supplies, and educational equipment.
People consider shopping online as a safer alternative to prevent the virus during this period of a pandemic than at a physical store. Meanwhile, online shopping presents a different environment, atmosphere, and experiences when compared to offline shopping, even for identical products (Lu et al., 2013).
There is a possibility of experiencing more ethical violations during online than offline transactions
(Citera et al., 2005) and several online retail practices have been discovered to be violating consumer
rights. This presents the biggest challenge for consumers considering transactions using online platforms, especially during the COVID-19 pandemic. Therefore, this study was conducted to investigate
the effect of perceived health risk and customer perception of online retail ethics on consumer online
shopping behavior during the COVID-19 pandemic.

1. LITERATURE REVIEW
AND HYPOTHESES
DEVELOPMENT

et al. 2020; Di Gennaro et al., 2020; Atkeson, 2020;
Eichenbaum et al., 2020; Farboodi et al., 2020;
Gormsen & Koijen, 2020). The COVID-19 pandemic changed consumer shopping behavior, and
the existence of consumer concerns about the risk
Pandemic is not a new phenomenon in modern so- of being infected with the virus when shopping by
ciety, the spread of the virus has been reported to visiting malls and stores encourages consumers to
be largely triggered by population density (Kang stay at home, reducing physical interactions beet al., 2020; Rocklöv & Sjödin, 2020), high levels of tween humans by adopting e-commerce as a safhuman mobility, mass socialization, socio-cultur- er alternative than shopping at brick-and-mortar
al events, and tourism (Praharaj & Vaidya, 2020; stores.
Ito et al., 2020; McCloskey et al., 2020). Similar to
previous pandemics, COVID-19 has also caused Many studies investigate consumer shopping besignificant changes at all levels of society, affect- havior related to the COVID-19 pandemic. Baker
ing thoughts and lifestyles of individuals in ur- et al. (2020) examined household spending during
ban and rural communities, regions, and coun- the COVID-19 outbreak in the United States. It was
tries (Li et al., 2020; Baker et al., 2020; Guerrieri found that decreased human movement has re-
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sulted in decreased spending across all categories.
The fewer people move, the less they spend on restaurants or making purchases at brick-and-mortar
stores. Gao et al. (2020) confirmed that the pandemic increases consumer behavior in purchasing
food online. Butu et al. (2020) also observed the
same trend for fresh vegetable products. The consumers were discovered to prefer buying fresh vegetables online with the products delivered directly
by the producers and this has led to the intention
to adopt a purchasing system from the short food
supply chain (SFSCs) after the COVID-19 pandemic. Otherwise, Salem and Md Nor (2020) focused on consumers shifting behavior from shopping at physical stores to e-commerce in Saudi
Arabia during this COVID-19 pandemic. It was
confirmed that risk-taking propensity has a significant effect, whereas the perceived health risk
was not to have a significant effect on consumers’
intention to adopt e-commerce. Practically, some
people still visit malls or stores to shop without
caring about contracting COVID-19.

In the current pandemic situation, contracting the
virus is a big threat to societies. This study, however, focused on health as a variable for perceived
health risk. Perceived health risk is often referred
to as perceived likelihood and vulnerability to
becoming sick or a person’s vulnerability to contracting a disease and its severity (Brewer et al.,
2004; Brewer & Fazekas, 2007). The higher a person perception of the vulnerability and severity
of a disease, the higher the probability for a person behavior to mitigate the risk of contractions
(Chapman & Skinner, 2008). Meanwhile, Salem
and Md Nor (2020) stated that the perceived health risk as a person perception of the potential
health hazards is likely to be experienced while
shopping physically at malls and stores during the
pandemic. Referring to Salem and Md Nor (2020),
in this study perceived health risk was defined as
the danger of contracting the virus when visiting
malls and shops during this pandemic.

Perceived risk is defined as the potential loss
and uncertainty in achieving the expected result
(Forsythe & Shi, 2003; Featherman & Pavlou, 2003;
Kim et al., 2008). Meanwhile, Hassan et al. (2006),
Glover and Benbasat (2010), Zheng et al. (2012) defined the risk in online shopping as the expectation of a loss or negative consequences from the
use of online shopping. Huang et al. (2004), and
Mandrik and Bao (2005) stated that it is a subjective assessment of the possibility of loss or injury
as well as unfavorable perceptions of oneself and
others in the context of online shopping.

Cone Health (2020) proposed several ways to prevent the spread of the virus such as maintaining social distancing, washing hands, avoiding touching
the face, nose, eyes, or mouth, and staying at home.
In the context of decision-making, people naturally
consider options with lower risks. Social distancing
and staying at home have been discovered to be an
action that deliberately reduces close physical contact with people in crowded places such as malls
and shops to prevent the potential transmission of
the virus to families and communities during this
pandemic. Therefore, the use of e-commerce is considered to have a lower risk when compared to other
shopping methods during this period.

Perceived risk theory has been implemented since
the 1960s to explain consumer behavior and the
risk contexts are different depending on the challenges experienced in each era. San Martín and
Camarero (2009), Tsai and Yeh (2010), Almousa
(2011), Moshrefjavadi et al. (2012), and Masoud
(2013) determined some risks considered to have
a significant influence on consumer behavior in
online purchases, such as financial, product, convenience, health, quality, time, delivery, after-sale,
performance, psychological, social, and privacy risks. Zhang et al. (2012) also highlighted five
out of these risks including those associated with
health, quality, time, delivery, and after-sale to be
the most dominant.

Online shopping has a different environment, atmosphere, and experiences compared to offline
shopping (Lu et al., 2013). Consumers in brickand-mortar stores touch and feel the product to be
bought first-hand while online shopping requires
interacting in a virtual space consisting of a technical interface instead of the normal employees in
a physical space. This means online buyers cannot
inspect physically their potential purchases. The
assessment and evaluation of the product attributes are limited to the information presented by
the seller on the website. Therefore, consumers are
faced with uncertainty and worry mainly associated with the ethics of online retail outlets in fulfilling their services.

http://dx.doi.org/10.21511/im.17(3).2021.02
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Citera et al. (2005) showed higher possibility of
ethical violations during online than face-to-face
transactions. Several unethical practices by online
retailers have been discovered, such as false testimonials, persuasive but deceptive advertisements,
images or photos not in accordance with the original product, lack of information disclosure or
product information on the website, mismatches
of goods sent with consumer expectations, delivery of damaged goods because of wrong packaging,
fraudulent acts where sellers do not send products
paid for by consumers, credit card crimes, and
rampant spamming actions to send online catalogs via buyer email, which is considered intrusive
to the privacy.
Roman (2007) focused on the ethics of online retailing, and described customer perception regarding online retail ethics (CPEOR) as “a consumer
perceptions about the integrity and responsibility
of the company (behind the website) in its attempt
to deal with consumers in a secure, conﬁdential,
fair and honest manner that ultimately protects
consumers’ interests” (p. 134). Cheng et al. (2014)
also studied the consumer perceived ethics from
transaction process perspective, and defined electronic transaction ethics (eTransEthics) as “positive consumer perceptions about the behavior of
an e-commerce company that handles consumers
in a conﬁdential, fair, honest, and sincere manner
during the transaction process” (p. 3). Agag et al.
(2016) focused on buyer perception of seller ethics (BPSE), and defined consumer perception in
relation to the ethical behavior of online transactions as “positive consumer perceptions about the
behavior of e-retailers that handle consumers in a
confidential, fair, honest, and sincere manner that
ultimately protects consumers’ interests” (p. 11).
Several studies have measured the perception of
consumers on the ethics of online retail. According
to Bush et al. (2000), those are including security
of transactions, fraud, hacking, privacy, and honesty or truthfulness. Moreover, Stead and Gilbert
(2001) showed three main points defining ethics in
e-commerce to be privacy, security, and conflicts
of interest, while Roman (2007) also indicated four
measurement dimensions including security, privacy, non-deception, and functionality/reliability.
Furthermore, Cheng et al. (2014) used four valid
measurement scales including sales behavior, priva-
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cy, security, and fulfillment to assess the perceived
ethics in electronic transactions. Agag (2019) also
identified several ethical problems in the context
of B2B e-commerce, and these were used to form
the seven dimensions including privacy, security,
non-deception, reliability, service recovery, shared
value, and communication in the BPSE model.
These findings were used in this study to formulate
the five dimensions to measure customer perception ethics of online retail, which consist of security, privacy, non-deception, fulfillment reliability,
and service recovery.
1.

Security is the consumer perception of online transaction security and the protection of
consumer financial information from unauthorized access (Roman, 2007).

2. Privacy is the consumer perception of the protection of individual identification information on the internet (Bart et al., 2005).
3. Non-deception refers to the confidence of consumers that online retailers serve honestly
and do not use fraudulent practices and negative persuasion for consumers to buy their offerings (Limbu et al., 2011).
4. Reliability fulﬁllment is the timeliness of online purchase delivery, accurate product representation on online retail websites, and
technical functioning of the product as promised by online retail websites (Wolfinbarger &
Gilly, 2003; Shergill & Chen, 2005).
5. Service recovery is the consumer perception of
online retail companies’ fairness in recovery
efforts regarding actions used as a response to
their service failure (Grönroos, 1998).
The perspectives of parties involved in online
trading regarding ethical behavior are very complex and those are important to consumer behavior. Meanwhile, this pandemic requires deliberate
restraint of physical contact, and online shopping
has been discovered by people to be a safer way to
avoid the spread of the virus. This, therefore, means
the need to protect transaction security, maintain
the confidentiality of information, act fairly and
honestly, and protect consumers in the form of on-
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Perceived health risk

H1

Online retails ethics
Security
Privacy

H2a
H2b

Online shopping behavior

H2c
Non-deception

Reliability fulfillment

H2d
H2e

Service recovery

Figure 1. The model
line retailers’ ethical behavior affecting customer
behavior in using the platform at this period.

H2a: Consumer perception of security of online
shopping has a positive effect on customer behavior in online shopping during the
COVID-19 pandemic.

It is proved that customer perception towards
online retail ethics affects attitude to the website, trust in the website, customer satisfaction, H2b: Consumer perception of privacy of online
shopping has a positive effect on consumcustomer loyalty, word-of-mouth, revisit intener behavior in online shopping during the
tion, and repurchase intention (Román & Cuestas,
COVID-19 pandemic.
2008; Limbu et al., 2012; Agag & Elbeltagi, 2014;
Elbeltagi & Agag, 2016; Jensen & Limbu, 2018;
Agag, 2019). Meanwhile, there are few studies on H2c: Consumer perception of non-deception of
online shopping has a positive effect on concustomer perception of online retail ethics tosumer behavior in online shopping during
wards online shopping behavior especially in this
the COVID-19 pandemic.
pandemic era where health is the main factor considered by people.
H2d: Consumer perception of reliability fulﬁlment
Based on the literature review, the objective of
of online shopping has a positive effect on
the study is to investigate the effect of perceived
consumer behavior in online shopping durhealth risk and customer perception of online reing the COVID-19 pandemic.
tail ethics involving security, privacy, non-deception, reliability fulfillment, and service recovery H2e: Consumer perception of service recovery of
on customer behavior during online shopping
online shopping has a positive effect on conduring the COVID-19 pandemic especially in the
sumer behavior in online shopping during
Indonesian context.
the COVID-19 pandemic.
In line with the objective of this study, the following hypotheses are therefore proposed (Figure 1):

2. METHODOLOGY

H1:

This study used a questionnaire as the instrument
to test the proposed hypotheses. It was developed
by adapting the validated scales from the previous
literature to the current context. The question-

The higher perceived health risk of shopping
in brick-and-mortar stores has a positive effect on consumer behavior in online shopping during the COVID-19 pandemic.

http://dx.doi.org/10.21511/im.17(3).2021.02
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naire consists of two main parts. The first one is
designed to cover socio-demographic characteristics of the respondents such as gender, age, employment status, monthly expenditure, and intensity of online shopping during the pandemic. The
second one focuses on the question items related
to the construct proposed in the model and measured using a five-point Likert scale ranging from
“strongly disagree” (1) to “strongly agree” (5).
The question items were checked by 10 respondents after the questionnaire was compiled, and
feedback was provided on the wordings of the sentences, which led to small changes. Preliminary
pilot testing of the modified questionnaires was
conducted among 50 respondents. The questionnaire was distributed randomly online using a
purposive sampling technique, with the focus
on respondents who have shopped online during
the COVID-19 pandemic. It is important to ensure that the questionnaire items were valid and
reliable.

using Cronbach’s alpha for the reliability of the
research instrument through SPSS. The validity was tested to ensure the question items can be
used to measure a concept precisely and correctly, and those with high validity are believed to
have the ability to explain the research problem
according to actual circumstances or events. Hair
et al. (2010) considered an item to be valid when
its factor loading is higher than 0.70. Meanwhile,
the reliability was tested to ensure the question
items show the same degree of precision, accuracy,
stability, or consistency when measured at different times (Sekaran & Bougie, 2016), and an item
is considered reliable when the lower bound for
the Cronbach’s alpha coefficient is 0.70 (Hair et
al., 2010). All the question items used in this study
met the validity and reliability criteria by having
factor loading higher than 0.70 and a reliability
scale higher than 0.80. Therefore, all the final 29
items obtained from the pilot test were used as
indicator variables in this study as shown in the
questionnaire presented in Appendix A.

The results of preliminary testing of the question- Online surveys usually take a longer period for danaire were evaluated using confirmatory factor ta collection, but in this study, the time was limanalysis (CFA) for the validity and determined ited to one week due to the rapidly changing naTable 1. Demographic profile of the respondents
Items
Male
Gender
Female
17-25 years old
26-35 years old
Age
36-45 years old
46-55 years old
Above 55 years old
Student
Employee
Employment status
Entrepreneur
Housewife
Others
< IDR 2,500,000
IDR 2,500,000.– IDR 5,000,000
Expenses per month
IDR 5,000,000.– IDR 7,500,000
IDR 7,500,000.– IDR 10,000,000
> IDR 10.000.000
1-3 times
Online shopping intensity
3-6 times
during the COVID-19
7-10 times
pandemic (per month)
Above 10 times
Increased intensity of online Increased
shopping during COVID-19
Not increased
pandemic

22

Frequency

Percentage

90
225
198
31
64
14
8
186
87
14
11
17
188
62
16
14
35
61
125
102
27
228

28.6
71.4
62.9
9.8
20.3
4.4
2.5
75.2
11.4
4.4
3.5
5.4
59.7
19.7
5.1
4.4
11.1
19.36
39.8
32.3
8.6
72.4

87

27.6
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Table 2. Reliability and validity result
Constructs
Perceived health risk

Security

Privacy

Non-deception

Reliability fulfillment

Service recovery

Online shopping behavior

Items

Standardized loading

PHR1
PHR2
PHR3
PHR4
SC1
SC2
SC3
SC4
PV1
PV2
ND1
ND2
ND3
RF1
RF2
RF3
SR1
SR2
SR3
OSB1
OSB2
OSB3
OSB4
OSB5
OSB6
OSB7
OSB8

0.858
0.906
0.938
0.842
0.776
0.853
0.880
0.858
0.925
0.901
0.766
0.942
0.744
0.743
0.781
0.792
0.709
0.767
0.790
0.837
0.824
0.831
0.750
0.761
0.780
0.811
0.836

ture of the COVID-19 pandemic. The survey was
conducted from 7th to 13th of December, 2020, and
a questionnaire was distributed to randomly selected college students, employees, entrepreneurs,
and housewives that shopped online during the
COVID-19 pandemic. 326 responses were received
of which 315 were completed and used for the final
analysis using the SEM Amos tool. Moreover, Hair
et al. (2010) required sample size to be at least 5-10
times the number of indicators in a model to test a
structural model with SEM and due to the use of
29 indicators in the current model, a sample size
of 315 satisfied this requirement. Table 1 presents
the details of the respondents’ socio-demographic
characteristics.

Cronbach’s alpha

CR

AVE

0.943

0.936

0.786

0.913

0.907

0.710

0.847

0.909

0.834

0.847

0.861

0.676

0.866

0.816

0.596

0.867

0.800

0.572

0.965

0.936

0.647

housewives, and 5.4 % have other occupations.
All the respondents shopped online during the
COVID-19 pandemic, where 14.9 % stated that
they have never previously shopped online and
started shopping online during this pandemic.
Most of them stated the intensity to have increased
during the period with 19.36 % shopping 1 to 3
times per month, 39.8 % – between 3 and 6 times,
32.3 % – between 7 and 10 times, and 8.6 % – more
than 10 times.

3. RESULTS

The measurement model analysis was conducted
to ensure the validity and reliability of data before
The results showed more than half of the respond- the structural model was evaluated. The data were
ents, represented by approximately 71.4 %, were tested using Fornell and Larcker (1981) criteria.
women; 62.9 % were between 17 and 25 years old, Thus, the loadings of individual items, the com26 to 35 years old were 9.8 %, 36 to 45 years old posite reliabilities (CRs) of each construct, and the
were 20.3 %, 46 to 55 years old were 4.4 %, and average variance extracted (AVE) were measured.
those above 50 years were 2.5 %. Regarding the The loadings of individual items are required to be
employment status, 75.2 % are students, 11.4 % at least 0.7 for the data to be considered valid, CR
are employees, 4.4 % are entrepreneurs, 3.5 % are has a recommended threshold of 0.8, and the AVE

http://dx.doi.org/10.21511/im.17(3).2021.02
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Table 3. Structural parameter estimates
Hypothesized relationship
Perceived health risk → Online shopping behavior
Security → Online shopping behavior
Privacy → Online shopping behavior
Non-deception → Online shopping behavior
Reliability fulfillment → Online shopping behavior
Service recovery → Online shopping behavior

is expected not to be less than 0.5. The analysis
showed that 2 items of the privacy indicator did
not meet the criteria for the loadings of individual
items and they were deleted, after which the CR
and AVE verified the data met the established criteria. Therefore, it was concluded that the data in
this study have sufficient levels of convergent validity and reliability in reflecting the construct as
shown in Table 2.
The next step after determining the validity and
reliability of the measurements was to evaluate
the structural model. The goodness-of-fit indices
were recorded to be GFI = 0.891, NFI = 0.927, CFI
= 0.962, AGFI = 0.847, and RMSEA = 0.056. These
met the criteria of Bagozzi & Yi (1988) and Hair et
al. (2010), where GFI, NFI, and CFI were higher
than 0.9, AGFI was higher than 0.8, and RMSEA
was lower than 0.08 to indicate a sufficient fit between the model and the data observed in this
study.
Table 3 showed that perceived health risk had a statistically positive significant effect on online shopping behavior (β = 0.707, p < 0.001), therefore, H1 is
accepted. Moreover, the four hypotheses H2a, H2b,
H2d, and H2e are also accepted with security (β =
0.170, p < 0.001), privacy (β = 0.152, p < 0.001), reliability fulfilment (β = 0.218, p < 0.001), and service recovery (β = 0.139, p < 0.05) observed to have
a statistically positive effect on online shopping behavior. Meanwhile, H2c is not supported and this
means that non-deception did not have a statistically positive effect (β = 0.079, p > 0.05).

Estimate

P-Value

Conclusion

0.707
0.170
0.152
0.079
0.218
0.139

0.000
0.000
0.000
0.067
0.000
0.003

Supported
Supported
Supported
Not Supported
Supported
Supported

concepts in Indonesian. The process, however, involved formulating several variables for perceived
health risk and five for online retail ethics, including security, privacy, non-deception, reliability
fulfillment, and service recovery.
The results showed that perceived health risk has
an important role in influencing consumer behavior in online shopping during the COVID-19 pandemic. This was based on the potential to contract
the virus when shopping physically in malls and
shops and the feeling that online shopping can
minimize this direct physical contact with subsequent prevention of the virus spread. This makes
the consumers feel more secure and calmer due to
the lower potential health risks provided by online
shopping during the pandemic in comparison to
malls and physical stores. Therefore, high perceived
health risks in physical shopping motivated consumers to shop online during the COVID-19 pandemic. This finding is, however, different from the
results obtained by Salem and Md Nor (2020) on
the effect of COVID-19 on consumer behavior in
switching from brick-and-mortar stores to e-commerce in Saudi Arabia, which showed perceived
health risk not to be significant for e-commerce. It
was shown that most of the consumers considered
money fraud to be the highest risk of e-commerce.

The variables of online retail ethics consisting of
security, privacy, reliability fulfillment, and service recovery also have a significant effect on online shopping behavior during the COVID-19 pandemic. This involved the ability to handle transactions using a good security system and protecting
consumer financial information from unauthor4. DISCUSSION
ized access as well as the provision of reliable and
accurate retail services as promised. Moreover,
This study assessed perceived health risk, online post-purchase activities such as adequate response
retail ethics, and online shopping behavior during to consumer complaints and good efforts in rethis COVID-19 pandemic with the main objec- storing satisfaction after failure can encourage ontive of providing a better understanding of these line shopping behavior for consumers during the
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pandemic. Meanwhile, non-deception was found
not to have a significant effect on the online shopping behavior of consumers during the pandemic.
This variable indicates the perception of consumers that online retail websites do not use fraudulent or manipulative practices to persuade them to
buy their offers. Respondents generally reported
some online retailers to practice unfair persuasion
activities by delivering products that do not match
the description on their website and influencing
consumers through excessive or fake promotions
and advertisements. These, however, did not discourage consumers from shopping online during
the pandemic, as they are more concerned with
the perceived health risk, security, privacy, reliability fulfillment, and service recovery.

online purchases during the COVID-19 pandemic
with an intensity of 3 to 10 times shopping activities in a month. They also avoided going to malls
and shops considered to be crowded and risky, but
prefer to shop online because it allows being done
from home without physically interacting with other people, saves their time, provides more product
choices and lower prices. They also consider that
online shopping would enable them to accomplish
shopping healthier and enhances their health safety
performance during this COVID-19 pandemic.

These findings are in line with Grashuis et al.
(2020), who studied grocery shopping preferences during the COVID-19 pandemic, and showed
the trend in the number of cases that affected food
shopping preferences of consumers in an environThe coefficient value of each variable showed per- ment with the high spread of the virus observed
ceived health risk to be more dominant in influ- to be unable to visit stores and tend to buy things
encing online shopping behavior of consumers through the delivery method. Gao et al. (2020) althan the variables for online retail ethics, and this so studied the impact of the COVID-19 epidemic
can be associated with the higher concern of the on the adoption of e-commerce in China for food
consumers for their health during the pandemic. products and found the share of confirmed cases
Moreover, the empirical results also showed that to be increasing the possibility of consumers pur72.4% of the respondents reported an increase in chasing food online.

CONCLUSION
This study has highlighted the effect of perceived health risk and customer perception of online retail ethics
on consumer online shopping behavior during the COVID-19 pandemic in Indonesia. The literature review
showed that the effect of online retail ethics on attitude to the website, trust in the website, customer satisfaction, customer loyalty, word-of-mouth, revisit intention, and repurchase intention is proved. Meanwhile,
the effect of online retail ethics combined with perceived health risks on online shopping behavior especially
during the COVID-19 pandemic is not fully examined. Therefore, this study has contributed to the literature
by investigating the effect of perceived health risk and five variables of online retail ethics including security,
privacy, non-deception, reliability fulfillment, and service recovery on online shopping behavior.
The results showed that the perceived health risk and four variables of online retail ethics including security, privacy, reliability fulfillment, and service recovery affect consumer online shopping behavior. This
means higher potential health risks in a physical store and positive consumer perceptions of the behavior of online retail websites in providing services can encourage consumers to shop online during the
COVID-19 pandemic. This study proved that the COVID-19 pandemic has been changing the shopping
behavior and preferences of consumers. Due to the fear of the virus, they tend to shop online to minimize
physical contact and curb the spread of the virus to maintain their health and those of their families.
This study did not include the mediating and moderating variables perceived to be related to the evaluation of perceived health risk, online retail ethics, and online shopping behavior. Therefore, it is suggested that consumer attitude and experience are added as the mediating variables or social, cultural,
and personal attributes of consumers as the moderating variables in future studies to obtain a deeper
understanding of the situation.

http://dx.doi.org/10.21511/im.17(3).2021.02

25

Innovative Marketing, Volume 17, Issue 3, 2021

AUTHOR CONTRIBUTIONS
Conceptualization: Yuniarti Fihartini, Arief Helmi, Meydia Hassan, Yevis Marty Oesman.
Data curation: Yuniarti Fihartini, Arief Helmi, Meydia Hassan, Yevis Marty Oesman.
Formal analysis: Yuniarti Fihartini, Arief Helmi, Meydia Hassan, Yevis Marty Oesman.
Methodology: Meydia Hassan, Yevis Marty Oesman.
Supervision: Arief Helmi.
Validation: Arief Helmi, Yevis Marty Oesman, Meydia Hassan.
Writing – original draft: Yuniarti Fihartini, Arief Helmi.
Writing – review & editing: Yuniarti Fihartini.

REFERENCES
1.

2.

3.

4.

5.

6.

26

Agag, G. (2019). E-commerce
Ethics and Its Impact on Buyer
Repurchase Intentions and
Loyalty: An Empirical Study of
Small and Medium Egyptian
Businesses. Journal of Business
Ethics, 154(2), 389-410. https://doi.
org/10.1007/s10551-017-3452-3
Agag, G., & Elbeltagi, I. (2014).
E-retailing Ethics in Egypt and Its
Effect on Customer Repurchase
Intention. In K. Kimppa, D.
Whitehouse, T. Kuusela T. &
J. Phahlamohlaka (Eds.), IFIP
Advances in Information and
Communication Technology,
431 (pp. 1-14). Springer,
Berlin, Heidelberg. https://doi.
org/10.1007/978-3-662-44208-1_1
Agag, G., El-masry, A., Alharbi, N.
S., & Ahmed Almamy, A. (2016).
Development and validation of
an instrument to measure online
retailing ethics: Consumers’
perspective. Internet Research,
26(5), 1158-1180. https://doi.
org/10.1108/IntR-09-2015-0272
Almousa, M. (2011). Perceived
Risk in Apparel Online Shopping:
A Multi Dimensional Perspective.
Canadian Social Science, 7(2), 2331. Retrieved from http://www.cscanada.net/index.php/css/article/
view/j.css.1923669720110702.003
Atkenson, A. (2020). What Will
Be the Economic Impact of
COVID-19 in the US? Rough
Estimates of Disease Scenarios.
National Bureau of Economic
Research, 26867.
Bagozzi, R. P., & Yi, Y. (1988).
On the evaluation of structural
equation models. Journal of

the Academy of Marketing
Science, 16(1), 74-94. https://doi.
org/10.1007/BF02723327
7.

Baker, S. R., Farrokhnia, R. A.,
Meyer, S., Pagel, M., & Yannelis,
C. (2020). How does household
spending respond to an epidemic?
consumption during the 2020
COVID-19 pandemic. Review
of Asset Pricing Studies, 10(4),
834-862. https://doi.org/10.1093/
rapstu/raaa009

8.

Bart, Y., Shankar, V., Sultan,
F., & Urban, G. L. (2005). Are
the drivers and role of online
trust the same for all web sites
and consumers? A large-scale
exploratory empirical study.
Journal of Marketing, 69(4), 133152. https://doi.org/10.1509/
jmkg.2005.69.4.133

9.

Brewer, N. T., & Fazekas, K. I.
(2007). Predictors of HPV vaccine
acceptability: A theory-informed,
systematic review. Preventive
Medicine, 45(2-3), 107-114.
Academic Press. https://doi.
org/10.1016/j.ypmed.2007.05.013

12. Butu, A., Brumă, I. S., Tanasă, L.,
Rodino, S., Vasiliu, C. D., Doboș,
S., & Butu, M. (2020). The impact
of COVID-19 crisis upon the
consumer buying behavior of
fresh vegetables directly from
local producers. Case study: The
quarantined area of Suceava
County, Romania. International
Journal of Environmental Research
and Public Health, 17(15),
5485. https://doi.org/10.3390/
ijerph17155485
13. Chapman, V. L., & Skinner, C. S.
(2008). The health belief model.
In K. Glanz, B. K. Rimer, & K.
Viswanath (Eds.), Health behavior
and health education: theory,
research, and practice (pp. 45-65).
John Wiley & Sons.
14. Cheng, H.-F., Yang, M.-H., Chen,
K.-Y., & Chen, H.-L. (2014).
Measuring perceived EC ethics
using a transaction-process-based
approach: Scale development and
validation. Electronic Commerce
Research and Applications, 13(1),
1-12. https://doi.org/10.1016/j.
elerap.2013.07.002

10. Brewer, N. T., Weinstein, N. D.,
Cuite, C. L., & Herrington, J. E.
(2004). Risk Perceptions and
Their Relation to Risk Behavior.
Annals of Behavioral Medicine,
27(2). https://doi.org/10.1207/
s15324796abm2702_7

15. Citera, M., Beauregard, R.,
& Mitsuya, T. (2005). An
experimental study of credibility
in E-negotiations. Psychology and
Marketing, 22(2), 163-179. https://
doi.org/10.1002/mar.20053

11. Bush, V. D., Venable, B. T., &
Bush, A. J. (2000). Ethics and
marketing on the internet:
Practitioners’ perceptions of
societal, industry and company
concerns. Journal of Business
Ethics, 23(3), 237-248. https://doi.
org/10.1023/A:1006202107464

16. Cone Health. (2020). Social
Distancing FAQ: How It Helps
Prevent COVID-19 (Coronavirus)
and Steps We Can Take to Protect
Ourselves. Retrieved May 19, 2020,
from https://www.conehealth.
com/services/primary-care/socialdistancing-faq-how-it-helps-pre-

http://dx.doi.org/10.21511/im.17(3).2021.02

Innovative Marketing, Volume 17, Issue 3, 2021

vent-covid-19-coronavirus-/
17. Di Gennaro, F., Pizzol, D., Marotta,
C., Antunes, M., Racalbuto,
V., Veronese, N., & Smith, L.
(2020). Coronavirus diseases
(COVID-19) current status and
future perspectives: A narrative
review. International Journal of
Environmental Research and Public
Health, 17(8), 2690. https://doi.
org/10.3390/ijerph17082690
18. Diele-Viegas, L. M., & Pereira, E.
J. A. L. (2020). COVID-19 and
Amazonia: Sustainable alternatives
for an economic collapse.
Preprints. https://doi.org/10.20944/
preprints202004.0501.v1
19. Eichenbaum, M., Rebelo, S.,
& Trabandt, M. (2020). The
Macroeconomics of Epidemics
(Working Paper No. 26882).
National Bureau of Economic
Research. https://doi.org/10.3386/
w26882
20. Elbeltagi, I., & Agag, G. (2016).
E-retailing ethics and its impact
on customer satisfaction and
repurchase intention: A cultural
and commitment-trust theory
perspective. Internet Research,
26(1), 288-310. https://doi.
org/10.1108/IntR-10-2014-0244
21. Farboodi, M., Jarosch, G., &
Shimer, R. J. (2020). Internal
and External Effects of Social
Distancing in a Pandemic
(Working Paper No. 2020-47).
University of Chicago, Becker
Friedman Institute for Economics.
https://doi.org/10.2139/
ssrn.3580490
22. Featherman, M. S., & Pavlou, P.
A. (2003). Predicting e-services
adoption: A perceived risk facets
perspective. International Journal
of Human Computer Studies, 59(4),
451-474. https://doi.org/10.1016/
S1071-5819(03)00111-3
23. Fornell, C., & Larcker, D. F. (1981).
SEM with Unobservable Variables
and Measurement Error: Algebra
and Statistics. Journal of Marketing
Research, 18(3), 382-388. https://
doi.org/10.2307/3150980
24. Forsythe, S. M., & Shi, B. (2003).
Consumer patronage and
risk perceptions in Internet
shopping. Journal of Business

http://dx.doi.org/10.21511/im.17(3).2021.02

Research, 56(11), 867-875.
https://doi.org/10.1016/S01482963(01)00273-9
25. Gao, X., Shi, X., Guo, H., &
Liu, Y. (2020). To buy or not
buy food online: The impact of
the COVID-19 epidemic on the
adoption of e-commerce in China.
PLoS ONE, 15(8), e0237900.
https://doi.org/10.1371/journal.
pone.0237900
26. Glover, S., & Benbasat, I. (2010).
A comprehensive model of
perceived risk of E-commerce
transactions. International Journal
of Electronic Commerce, 15(2),
47-78. https://doi.org/10.2753/
JEC1086-4415150202
27. Golalizadeh, F., & Sharifi, M.
(2016). Exploring the effect
of customers’ perceptions of
electronic retailer ethics on
revisit and purchase intention of
retailer website. 10th International
Conference on E-Commerce in
Developing Countries: With Focus
on e-Tourism, 1-6. https://doi.
org/10.1109/ECDC.2016.7492975
28. Gormsen, N. J., & Koijen, R. S.
J. (2020). Coronavirus: Impact
on Stock Prices and Growth
Expectations (Working Paper No.
2020-22). University of Chicago,
Becker Friedman Institute
for Economics. https://doi.
org/10.2139/ssrn.3555917
29. Grashuis, J., Skevas, T., & Segovia,
M. S. (2020). Grocery shopping
preferences during the COVID-19
pandemic. Sustainability, 12(13),
5369. https://doi.org/10.3390/
su12135369
30. Grönroos, C. (1998). Service
Quality: The Six Criteria of
Good Service Quality: Reviews
of Business. New York: St John’s
University Press.
31. Guerrieri, V., Lorenzoni, G.,
Straub, L., & Werning, I. (2020).
Macroeconomic Implications of
COVID-19: Can Negative Supply
Shocks Cause Demand Shortages?
(Working Paper No. 2020-35).
University of Chicago, Becker
Friedman Institute for Economics.
https://doi.org/10.2139/
ssrn.3570096

32. Hair, J. F., Anderson, R. E., Babin,
B. J., & Black, W. C. (2010).
Multivariate data analysis: A global
perspective, 7. Pearson Upper
Saddle River.
33. Harris, J. E. (2020). Reopening
Under COVID-19: What to
Watch For. SSRN Electronic
Journal. https://doi.org/10.2139/
ssrn.3594957
34. Hassan, A. M., Kunz, M. B.,
Pearson, A. W., & Mohamed, F.
A. (2006). Conceptualization and
measurement of perceived risk
in online shopping. Marketing
Management Journal, 16(1), 138147.
35. Hou, L., Xie, J., Zhao, J., Zhao,
M., Fan, M., Xiao, Q., Liang, J., &
Chen, F. (2017). Roles of different
initial Maillard intermediates
and pathways in meat flavor
formation for cysteine-xyloseglycine model reaction systems.
Food Chemistry, 232, 135-144.
https://doi.org/10.1016/j.foodchem.2017.03.133
36. Huang, W., Schrank, H., &
Dubinsky, A. J. (2004). Effect
of brand name on consumers’
risk perceptions of online
shopping. Journal of Consumer
Behaviour, 4(1), 40-50. https://doi.
org/10.1002/cb.156
37. Ito, H., Hanaoka, S., & Kawasaki,
T. (2020). The cruise industry
and the COVID-19 outbreak.
Transportation Research
Interdisciplinary Perspectives, 5,
100136. https://doi.org/10.1016/j.
trip.2020.100136
38. Jensen, R. W., & Limbu, Y.
B. (2018). The determinants
and consequences of website
credibility in e-retailing:
examining the roles of ethical
issues. International Journal of
Electronic Marketing and Retailing,
9(1). https://doi.org/10.1504/
ijemr.2018.10009114
39. Kang, D., Choi, H., Kim, J. H., &
Choi, J. (2020). Spatial epidemic
dynamics of the COVID-19
outbreak in China. International
Journal of Infectious Diseases, 94,
96-102. https://doi.org/10.1016/j.
ijid.2020.03.076
40. Kim, D. J., Ferrin, D. L., & Rao,
H. R. (2008). A trust-based

27

Innovative Marketing, Volume 17, Issue 3, 2021

consumer decision-making model
in electronic commerce: The role
of trust, perceived risk, and their
antecedents. Decision Support
Systems, 44(2), 544-564. https://
doi.org/10.1016/j.dss.2007.07.001
41. Kurt, G. (2013). The Impact of
E-Retailers’ Ethics on Customer
Loyalty: Perceived Trust and
Perceived Satisfaction as
Mediators. Journal of Internet
Applications and Management,
4(2), 49-68. https://doi.
org/10.5505/iuyd.2013.72692

www.researchgate.net/publication/340438323_The_Effect_of_
Perceived_Risk_on_Online_Shopping_in_Jordan
48. McCloskey, B., Zumla, A.,
Ippolito, G., Blumberg, L.,
Arbon, P., Cicero, A., Endericks,
T., Lim, P. L., & Borodina, M.
(2020). Mass gathering events
and reducing further global
spread of COVID-19: a political
and public health dilemma. The
Lancet, 395(10230), 1096-1099.
https://doi.org/10.1016/S01406736(20)30681-4

42. Li, H. Y., Cao, H., Leung, D. Y.
P., & Mak, Y. W. (2020). The
psychological impacts of a
covid-19 outbreak on college
students in China: A longitudinal
study. International Journal of
Environmental Research and Public
Health, 17(11), 3933. https://doi.
org/10.3390/ijerph17113933

49. Miyazaki, A. D., & Fernandez, A. (2001). Consumer
perceptions of privacy and
security risks for online
shopping. Journal of Consumer
Affairs, 35(1), 27-44. https://doi.
org/10.1111/j.1745-6606.2001.
tb00101.x

43. Limbu, Y. B., Wolf, M., &
Lunsford, D. (2012). Perceived
ethics of online retailers and
consumer behavioral intentions:
The mediating roles of trust and
attitude. Journal of Research
in Interactive Marketing,
6(2), 133-154. https://doi.
org/10.1108/17505931211265435

50. Moshrefjavadi, M. H., Rezaie
Dolatabadi, H., Nourbakhsh, M.,
Poursaeedi, A., & Asadollahi,
A. (2012). An Analysis of
Factors Affecting on Online
Shopping Behavior of Consumers.
International Journal of
Marketing Studies, 4(5). https://
doi.org/10.5539/ijms.v4n5p81

44. Limbu, Y. B., Wolf, M., &
Lunsford, D. L. (2011).
Consumers’ perceptions of
online ethics and its effects on
satisfaction and loyalty. Journal
of Research in Interactive
Marketing, 5(1), 71-89. https://doi.
org/10.1108/17505931111121534

51. Nardal, S., & Sahin, A. (2011).
Ethical Issues in E-Commerce
on the Basis of Online Retailing.
Journal of Social Sciences, 7(2),
190-198. https://doi.org/10.3844/
jssp.2011.190.198

45. Lu, L. C., Chang, H. H., & Yu,
S. T. (2013). Online shoppers’
perceptions of e-retailers’
ethics, cultural orientation, and
loyalty: An exploratory study
in Taiwan. Internet Research,
23(1), 47-68. https://doi.
org/10.1108/10662241311295773

52. Praharaj, S., & Vaidya, H.
(2020). The Urban Dimension
of COVID-19. Covid Outbreak
and Lessons for Future Cities.
National institute of Urban
Affairs. Retrieved from https://
smartnet.niua.org/sites/default/
files/resources/the_urban_dimension_of_covid-19-3.pdf

46. Mandrik, C. A., & Bao, Y. (2005).
Exploring the Concept and
Measurement of General Risk
Aversion. Advances in Consumer
Research, 32(32), 531-539.

53. Ramelli, S., & Wagner, A. F.
(2020). Feverish stock price
reactions to COVID-19. The
Review of Corporate Finance
Studies, 9(3), 622-655. https://doi.
org/10.1093/rcfs/cfaa012

47. Masoud, E. Y. (2013). The
Effect of Perceived Risk on
Online Shopping in Jordan.
European Journal of Business
and Management, 5(6), 7688. Retrieved from https://

54. Rocklöv, J., & Sjödin, H. (2020).
High population densities
catalyse the spread of COVID-19.
Journal of Travel Medicine, 27(3),
taaa038. https://doi.org/10.1093/
jtm/taaa038

28

55. Roman, S. (2007). The ethics
of online retailing: A scale
development and validation
from the consumers’ perspective.
Journal of Business Ethics, 72(2),
131-148. https://doi.org/10.1007/
s10551-006-9161-y
56. Román, S., & Cuestas, P. J.
(2008). The perceptions of
consumers regarding online
retailers’ ethics and their
relationship with consumers’
general internet expertise and
word of mouth: A preliminary
analysis. Journal of Business
Ethics, 83(4), 641-656. https://doi.
org/10.1007/s10551-007-9645-4
57. Salem, M. A., & Md Nor, K.
(2020). The Effect of COVID-19
on Consumer Behaviour in
Saudi Arabia: Switching From
Brick And Mortar Stores To
E-Commerce. International
Journal of Scientific & Technology
Research, 9(7). Retrieved from
https://www.researchgate.net/
publication/343448244_The_Effect_Of_COVID-19_On_Consumer_Behaviour_In_Saudi_Arabia_Switching_From_Brick_And_
Mortar_Stores_To_E-Commerce
58. San Martín, S., & Camarero, C.
(2009). How perceived risk affects
online buying. Online Information
Review, 33(4), 629-654. https://doi.
org/10.1108/14684520910985657
59. Sekaran, U., & Bougie, R. (2016).
Research methods for business: A
skill building approach (7th ed.).
John Wiley & Sons.
60. Shergill, G. S., & Chen, Z. (2005).
Web-based shopping: Consumers’
attitudes towards online shopping
in New Zealand. Journal of
Electronic Commerce Research,
6. Retrieved from https://pdfs.
semanticscholar.org/6dd3/38ca1
b228de82a063433cd640b1e804ae
cc0.pdf
61. Stead, B. A., & Gilbert, J. (2001).
Ethical issues in electronic
commerce. Journal of Business
Ethics, 34(2), 75-85. https://doi.
org/10.1023/A:1012266020988
62. Tsai, Y.-C., & Yeh, J. C. (2010).
Perceived risk of information
security and privacy in
online shopping: A study of
environmentally sustainable

http://dx.doi.org/10.21511/im.17(3).2021.02

Innovative Marketing, Volume 17, Issue 3, 2021

products. African Journal of
Business Management, 4(18),
4057-4066. Retrieved from https://
www.semanticscholar.org/paper/
Perceived-risk-of-informationsecurity-and-privacy-Tsai-Yeh/6a
acc4304ba6ac6e97bb68515fa3ba5
ce37f79cd

183-198. https://doi.org/10.1016/
S0022-4359(03)00034-4
65. Ye, N. (2004). Dimensions of
consumer’s perceived risk in
online shopping. Journal of
Electronic Science and Technology
of China, 2(3), 177-182.

63. Vinet, L., & Zhedanov, A. (2011).
A “missing” family of classical
orthogonal polynomials. Journal
of Physics A: Mathematical and
Theoretical, 44(8), 1689-1699.

66. Yen, C.-H., & Lu, H.-P. (2008).
Factors influencing online auction
repurchase intention. Internet
Research, 18(1), 7-25. https://doi.
org/10.1108/10662240810849568

64. Wolfinbarger, M., & Gilly, M. C.
(2003). eTailQ: Dimensionalizing,
measuring and predicting etail
quality. Journal of Retailing, 79(3),

67. Zhang, L., Tan, W., Xu, Y., &
Tan, G. (2012). Dimensions of
perceived risk and their influence
on consumers’ purchasing

behavior in the overall process
of B2C. In L. Zhang & C. Zhang
(Eds.), Engineering Education
and Management. Lecture Notes
in Electrical Engineering, 111.
Springer, Berlin, Heidelberg.
https://doi.org/10.1007/978-3642-24823-8_1
68. Zheng, L., Favier, M., Huang, P., &
Coat, F. (2012). Chinese consumer
perceived risk and risk relievers in
e-shopping. Journal of Electronic
Commerce Research, 13(3), 255274. Retrieved from http://citeseerx.ist.psu.edu/viewdoc/downloa
d?doi=10.1.1.470.7256&rep=rep1
&type=pdf

APPENDIX A
Table A1. Questionnaire items
Constructs

Measurement Item

The online store has adequate security features
The security policy of online store is easy to understand
Security
The online store has clear terms and conditions of transactions
The online store offers secure payment methods
The online store guarantees the confidentiality of consumer personal information
The online store protects consumer personal information from hacking
Privacy
The online store does not collect my personal information excessively
When completing a transaction on the online store, I provide personal information such as full
name, telephone number, email address and residential address
The online store exaggerates the product benefits and characteristics of its offerings*
Non-deception
The online store takes advantage of less experienced consumers to make them purchase goods*
The online store tries to persuade through deceptive advertisements and promotions*
The price displayed on the online store website is in accordance with the price charged to the
consumer
Reliability fulfilment
When shopping for products online, I receive them according to what I ordered
The online store website serves consumers as its promised
The online store responds to customer complaints promptly
The online store website has a compensation policy for any failures of products/services
Service recovery
The online store website has a reliable service recovery tracking system to identify customer
satisfaction
Shopping in physical store during this COVID-19 pandemic allowing direct contact when making
transactions
Shopping in physical store during this COVID-19 pandemic has a high potential of being infected by
Perceived Health
the virus
risk
Shopping in physical stores could be expand the chain of the virus spreading during this Covid-19
pandemic
Shopping in physical store during this COVID-19 pandemic made me unsafety
I prefer to shop online during this COVID-19 pandemic
I shop online because I don’t need to go to shops / malls during the COVID-19 pandemic
I shop online during this COVID-19 pandemic to keep my healthy
I shop online during this COVID-19 pandemic because it saves my time
Online shopping
I shop online during the COVID-19 pandemic because I could get detailed product information on
behavior
the online store website
I shop online because online stores provide a wider selection of products during this COVID-19
pandemic
I shop online during the COVID-19 pandemic because the online store has competitive prices
I shop online during the COVID-19 pandemic because it is flexible

Loading
0.776
0.853
0.880
0.858
0.925
0.901
0.388**
0.449**
0.766
0.942
0.744
0.743
0.781
0.792
0.709
0.767
0.790
0.858
0.906
0.938
0.842
0.837
0.824
0.831
0.750
0.761
0.780
0.811
0.836

Note: * means reverse questions; ** means loading factor less than 0.5 (removed from statistical analysis).
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