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Abstract 
Purpose: This study explored the 
mediating impact of demographic 
variables on the relationship between 
social distancing and patronage 
intention in retail stores during two 
pandemic periods in Libya, utilizing 
a specific framework model. 
Design/Methodology/Approach: 
Data was collected using a 
quantitative approach, employing a 
combination of E-questionnaires and 

distributed questionnaires. 
Probability sampling, a fundamental 
random sampling technique, was 
used, with a sample size of 250 
eligible responses from retail stores 
in Libya. Descriptive correlation and 
regression analyses were conducted 
to examine the mediating impact of 
demographic variables on the 
relationship between social 
distancing and patronage intention in 
these retail stores during the two 
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pandemic periods was analysed by 
Spss. 
Findings: The study revealed a 
significant relationship between 
social distancing and patronage 
intention, as well as, shown that 
demographics do not mediate the 
relationship between social 
distancing and patronage intention. 
Originality/Value: This study 
contributes to a deeper understanding 
of Libyan consumer behavior and 
identifies gaps in the existing 
literature related to social distancing 
and safety measures aimed at 
attracting more customers to retail 
stores during health crises in Libya. 
This means, the result can be used to 
promote marketing strategies to face 
any crisis. Also, it stands as one of the 
few studies designed to comprehend 
the patronage behavior of Libyan 
consumers in retail stores.  
Keywords: social distancing, Libyan 
consumer behaviour, COVID-19, 
patronage intention, retail stores, 
libya marketing, Libyan health crisis. 
* Introduction 

In 2020, the COVID-19 
outbreak was a significant issue for 
all industries as the virus spread 
through many countries and 
territories. In the initial three months 
of the COVID-19 pandemic, a greater 
number of jobs were lost compared to 
the present period. As reported by 

Gupta et al. in 2020, has raised 
concerns with the World Health 
Organization (WHO) regarding the 
factors driving this accelerated 
economic crisis across different 
sectors. Authorities focused on 
implementing measures the WHO 
recommended to control human and 
social behavior (Pedersen & Favero 
2020). One of the key measures was 
social distancing, which effectively 
disrupted the chain of disease 
transmission. These social distancing 
measures substantially impacted 
various aspects, directly or indirectly 
affecting the economic output, 
market share, and activities of 
businesses in the global market 
(Pedersen & Favero 2020). 

Consequently, some 
companies struggled to carry out their 
tasks, while others found 
opportunities to adapt and control 
their operations (Pathak & Warpade 
2020). The pandemic also had a 
profound effect on consumer 
behavior worldwide, with restrictions 
and lockdowns on social gatherings 
and movements prompting 
consumers to adopt new ways of 
purchasing and consuming products 
and services. Moreover, it led to a 
significant shift in consumer behavior 
towards e-commerce platforms, as 
people were compelled to stay home 
and turned to online channels for 



 

 

3 Exploring the Impact of Demographic Variables on the Relationship between Social Distancing 
and Patronage Intention in In-store Retails during Two Pandemic Periods in Libya 

 

essential products and services. In 
physical retail stores, the number of 
customers visiting supermarkets and 
shops decreased (Wang, Yao & 
Martin 2021). Many consumers 
chose to shop online to avoid 
crowded areas, although this 
transition to online shopping was 
only feasible for some individuals 
(Rossetti, Yoon & Daziano 2021). 

Libya was affected by 
COVID-19 in 2020, and 
developments from the Public Health 
Office (PHO) and the Center for 
Diseases and Epidemics showed the 
cases infected with COVID-19 
announced "351.756" cases reported 
in October 2021 (National Centre for 
Disease Control – Libya 2021). 
Hence, the Libyan Government is 
actively implementing precautionary 
measures recommended by the 
WHO. This is aimed at ensuring that 
consumers can fulfil their daily needs 
while also safeguarding against the 
virus's transmission. These efforts 
promote a form of coexistence that 
prioritizes protection, reducing the 
risk of exposure to the epidemic. On 
the other hand, the daily life of the 
Libyan consumer has been affected 
by COVID-19. The epidemic is 
impacting all businesses and sectors 
across the country, and proactive 
measures have been implemented to 
address predicted risks. Notably, in 

Libyan retail stores, customers have 
expressed dissatisfaction and 
concerns about potential exposure to 
the epidemic, as documented by 
(Bouthahab and Khaled , 2020). 

Certainly, gaining an 
understanding of the shifts in the 
business landscape brought about by 
the global pandemic is vital. There is 
a time limit and a limited number of 
individuals allowed to enter the 
department store, mall, grocery shops 
and general stores. The primary 
concern is no longer providing high-
quality products and services at 
affordable prices. (National Centre 
for Disease Control – Libya 2021). 
Instead, it centres on retaining 
existing customers who can 
significantly contribute to long-term 
sustainability. The principal obstacle 
for marketers during this epidemic 
lies in selecting the most appropriate 
strategies that align with the current 
scenario, particularly for the 
challenges faced by marketers in 
Libyan retail stores, where the 
objective is to attract enough 
customers to meet their demands 
while offering suitable solutions, as 
highlighted by (Bouthahab and 
Khaled in 2020). 

COVID-19 has brought about 
unprecedented transformations in 
consumer behavior, particularly in in-
store retail (Chandola & 
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Shendurnikar 2023). The 
implementation of social distancing 
measures has highlighted the need for 
customers to reevaluate their 
purchasing behavior, thereby 
influencing their patronage intentions 
and related factors. This study aims to 
establish social distancing as a 
general model for studying its impact 
on the Libyan market and the various 
challenges that businesses and 
individuals face in marketing, 
particularly within retail stores during 
two pandemic periods. The 
researchers are examining the impact 
of the pandemic on overall consumer 
behavior, specifically in terms of in-
store actions and intentions to 
patronize, emphasizing aspects such 
as crowd dynamics and measures 
related to social distancing. This 
exploratory study employs 
demographics as a mediating factor 
between social distancing and 
patronage intentions in stores during 
two pandemic periods to categorize 
consumers based on their retail 
preferences. While a limited number 
of studies have explored empirical 
research on social distancing and 
patronage intentions, particularly in 
the grocery segments of the US, 
China, and India, this paper offers a 
unique perspective on Libya. 
Furthermore, this study contributes to 
a better understanding of Libyan 

consumer behavior during two 
pandemic periods, especially given 
the limited research conducted during 
the first wave of the COVID-19 
outbreak (Thilagavathi et al. 2021; 
Rossetti, Yoon & Daziano 2021; 
Briedis et al. 2020; Gerhold 2020), 
particularly in the health sector. 
There is still a scarcity of research 
addressing the relationship between 
social distancing and patronage 
intentions in retail stores. 
* Literature review 
* Social Distancing 

The WHO defines social 
distancing as a set of preventive 
measures aimed at reducing contact 
between healthy, sick, or contagious 
individuals to curb the spread of 
diseases (WHO 2020). Social 
distancing is a strategy that primarily 
involves reducing physical 
interactions (Alkhatib 2020). 
Furthermore, the WHO has 
recommended a range of 
precautionary measures, including 
the closure of schools, markets, and 
government sectors, which have been 
identified as a safe approach to 
protecting the health and well-being 
of individuals and society at large 
(Muhumoud & Al-Zahra 2020). 

The perceived value of 
shopping can change in the context of 
social distancing, especially when it 
comes to shopping preferences. In the 
past, with easy access to malls and 
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restaurants, shopping outings were 
often seen as enjoyable experiences 
that provided a high level of hedonic 
pleasure. However, with reduced 
access to these pleasurable purchases 
due to social distancing measures, 
consumers may now turn to 
convenience products available at 
neighborhood stores to fulfill their 
need for distraction and 
entertainment. These products may 
serve as a substitute for purchases 
that were previously associated with 
a higher level of hedonic value (Moll 
Brandão et al. 2023). 

Organizations and stores have 
limited the number of shoppers and 
shopping hours to enter the store 
based on their store size to maintain 
social distancing (Ntounis et al. 
2020). This study suggests that 
complex insights into shopping 
experience values are associated with 
lower perceptions of spatial 
crowding. Additionally, the level of 
ineffectiveness in the store setting is 
known to generate greater 
perceptions of contamination (Gupta 
& Coskun 2021), increasing the 
perceived risk of the virus and 
leaving individuals feeling anxious. 
Moreover, the social distance 
between customers in a store is 
crucial in ensuring consumer safety 
(Pantano et al. 2021). If this is not 
adequately maintained, consumers 

may experience a decrease in hedonic 
value. Furthermore, as neighborhood 
tenants may sometimes prioritize a 
well-planned services cape due to 
financial constraints, there is a greater 
likelihood of a lack of control over 
the purchasing situation, leading to 
discomfort, stress, and restricted 
mobility. Thus, when spatial density 
is high, purchases made for the 
leisure and pleasure of the store visit 
experience may become hazardous. 
 According to Jean-No¨el, 
Basile and Julien (2020), social 
distancing leads to reduced 
employment across all industries, 
resulting in a decline in Gross 
Domestic Product (GDP). Many 
organizations find themselves in a 
situation where their input costs 
exceed their gross output, resulting in 
a negative value-added. These 
businesses are not only unable to 
cover their operational costs but must 
also pay transfer fees, service debts, 
and taxes on their products and 
services. Governmental institutions 
play a significant role in influencing 
economic growth (Hevia & 
Neumeyer 2020). Health regulations 
have also heightened retail 
customers' fears (Pathak & Warpade 
2020). Many retail researchers 
emphasize that social distancing is 
one of the essential measures for 
protecting against the pandemic and 
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breaking the chain of disease 
transmission (Briedis et al. 2020). 

An article by Gupta et al. 
(2020) identified the impact of social 
distancing policies implemented 
between March and April 2020 in 
response to the pandemic. These 
policies reduced the mortality rate 
and the number of new COVID-19 
cases but also raised concerns about 
the financial burdens on both 
employees and businesses. 
Furthermore, research by Alkhatib 
(2020) examined Jordan's 
government's efforts to control 
COVID-19. The government 
successfully employed social 
marketing and effective leadership to 
promote social distancing, which was 
widely accepted by the population. 
Additional policies were 
implemented to enhance the 
effectiveness of social distancing, 
and social marketing played a crucial 
role in increasing public awareness 
about COVID-19. In financial terms, 
the government provided income 
support for all workers, reduced 
discounts, and collaborated with 
banks to provide relief on loans until 
the recession subsided. 

In retail stores, consumers 
have reduced the time they spend 
visiting supermarkets and stores, 
resulting in shorter shopping trips 
compared to their pre-pandemic 

habits (Wang, Yao & Martin 2021). 
Some customers have turned to 
online shopping to avoid crowded 
areas, but it is not a practical option 
for many. Researchers sought to 
investigate the impact of the COVID-
19 crisis on consumers' grocery store 
choices, especially in the context of 
crowds and social distancing 
measures, which have reshaped 
consumer behavior during the 
pandemic (Rossetti, Yoon & Daziano 
2021). Similarly, a study by 
Shamshiripour et al. (2020) 
highlighted that the primary 
advantage of online shopping is the 
avoidance of crowds. In a similar 
vein, Chenarides et al. (2021) noted 
that consumers expressed concerns 
about COVID-19 and a heightened 
sense of risk as the primary reasons 
for preferring online shopping over 
in-store pickup to avoid crowded 
spaces. 

Another literature review 
(Bouthahb & Khaled 2020) 
investigated consumer behavior in 
Libya in response to the COVID-19 
pandemic, particularly in terms of 
safety measures such as social 
distancing. This study explored the 
relationship between customer 
retention and social distancing, 
examining potential differences 
based on age, education, and income 
levels among customers. The 
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findings revealed that, since the onset 
of the pandemic, customers in Libya 
have adhered to social distancing 
regulations as a crucial measure to 
prevent the virus, with a significant 
correlation between social distancing 
and customer retention. There were 
notable differences in how customers 
viewed social distancing based on 
their educational background, age, 
and income levels. The perception of 
customer retention also varied among 
different segments of Libya's 
population, depending on age and 
education. 

However, it's worth noting that 
there is still a lack of comprehensive 
studies on the impacts of social 
distancing on customer behavior 
during the COVID-19 pandemic, and 
limited published data are available, 
particularly in retail contexts. This 
study was designed based on a review 
of existing literature, and it employs 
a clear, systematic, and reliable 
concept of social distancing 
established by the WHO. 
* Demographics in Retail Stores 

Demographics have assumed a 
central role in marketing studies, with 
various approaches suggesting that 
demographic variables are not the 
sole factors influencing consumer 
behavior. The initial exploration of 
demographic variables can be traced 
back to Schwartz's study in 1962, as 
cited by McCullough in 1974. 

Multiple studies have underscored 
the significance of consumer 
characteristics derived from 
demographic data for market 
segmentation. In the early 1990s, 
Harrison (1994) advocated for the 
greater utilization of psychographic 
characteristics and other factors in 
understanding customer behavior. 
For instance, in the realm of retail 
stores, Adibfar et al. (2022) pointed 
out that shoppers in department stores 
exhibit a distinct demographic 
profile, including factors like age, 
education, and household size when 
compared to those who do not 
patronize such establishments. 
Additionally, Zhong and Moon 
(2020) discovered that gender and 
age play substantial roles in 
customers' store choices. Conversely, 
Jiao and Azimian (2021) reported a 
strong correlation between store 
selection and age, household income, 
family size, travel distance to the 
store, as well as gender, education, 
and occupation. 

Customer behavior, 
expectations, and attitudes 
significantly influence purchase 
intent, as evidenced by (Ali et al. in 
2023; Chu & Chen 2019). Assessing 
customers' purchasing behavior is 
crucial in product evaluation, with the 
decision to buy often swayed by 
factors such as demand and perceived 
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quality and value. Customers are thus 
subject to internal and external 
influences throughout the purchase 
process, as noted by Xu in 2020. 
Numerous studies have affirmed the 
impact of demographic 
characteristics on purchasing 
intentions at various levels. For 
instance, Wang, Wong and 
Narayanan (2020) confirmed the 
influence of age on purchase 
intentions. 

Another demographic factor 
that has been examined is the 
influence of gender on customer 
purchasing behavior in relation to 
product categories (Zia & Kalia 
2023). Gender has been identified as 
a significant factor in shaping 
consumer attitudes toward social 
distancing. Studies have shown that 
women tend to have a more positive 
attitude toward social distancing 
compared to men. For example, 
Hesham, Riadh and Sihem (2021) 
found that women were more anxious 
and took greater precautions to avoid 
contamination, and older individuals 
were more concerned about COVID-
19 than younger ones. Moreover, 
shopping experiences and purchase 
intentions have led to an increased 
demand for healthy foods as opposed 
to other products. Females generally 
exhibit greater concern regarding the 
health consequences of the pandemic 

compared to males (Meyer 2020; 
Krakowiak 2021). 

Females were significantly less 
likely than males to shop at 
traditional markets, but they spent 
more money in supermarkets due to 
their less frequent visits. Traditional 
markets emphasize freshness and 
social acceptability more than 
supermarkets. Further evidence 
demonstrates the crucial role that 
shoppers' demographics play in 
influencing their store choices, 
purchase decisions, and patronage 
intentions (shopping behavior). On 
the other hand, Hou (2020) has made 
several attempts to discuss the 
frequent influence of demographics 
on online shopping, except for 
gender, which does not often affect 
online shopping. According to the 
study, crisis perceptions may vary 
based on demographic 
characteristics, and consumer 
behavior can change. Older 
individuals are less concerned about 
COVID-19 than younger ones, and 
men are less concerned about 
COVID-19 than women. These 
studies undeniably highlight the 
significance of demographics in 
consumer retail stores. However, it is 
essential to consider the interaction of 
other variables to gain a more 
comprehensive understanding of 
consumption dynamics, a fact long 
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recognized by retailers. In this study, 
during the COVID-19 pandemic, 
demographic factors of Libyan 
customers were utilized as a 
mediating variable that could affect 
social distancing and patronage 
intentions. 

Finally, income emerged as 
another significant factor in 
determining consumer attitudes 
toward social distancing. Low-
income individuals are less likely to 
engage in social distancing due to 
financial constraints, including 
working in an environment where in-
person networking is essential or 
needing more money for delivery 
fees (OECD 2020). In contrast, high-
earning individuals are more inclined 
to adhere to social distancing 
measures as they can afford delivery 
charges to maintain safety 
(Papageorge et al. 2021). Therefore, 
income significantly impacts social 
distancing and concurrently 
influences purchasing intentions. 
* Patronage Intentions 

Consumer behavior is a 
significant concern for retailers 
seeking to target the right customers 
and utilize retail marketing strategies 
effectively to reach customers who 
make purchases (Mishra, Singh & 
Koles 2021). Numerous academic 
studies emphasize the importance of 
consumer patronage intentions and 

behavior in achieving growth and 
profitability in retailing. The 
dependent or outcome variable 
frequently examined is patronage 
intention (Adeyinka & Ngoaketsi 
2022). In order to target the right 
customers and run successful retail 
marketing campaigns, businesses 
must have an in-depth knowledge of 
retail patronage (Pan & Zinkhan, 
2006). The Theory of Planned 
behavior (TPB) and the Theory of 
Reasoned Behavior (TRA) were 
formulated by Fishbein and Ajzen 
(1975) with the aim of explaining the 
relationship between attitude and 
behavior. Subsequently, those 
concepts have been employed to 
describe and estimate a diverse array 
of consuming behaviors (Miller & 
Howell, 2005). The research 
conducted by Ang et al. (2021) 
employed the Theory of Reasoned 
Action (TRA) to examine the factors 
affecting individuals' willingness to 
engage in social distancing practice. 
The findings indicate that risk-taking 
attitude, authoritarianism, and 
subjective norm significantly 
influence individuals' intention and 
behavior towards social distance. 

Many researchers have 
explored the factors that influence 
decision-making behavior, intention, 
satisfaction, loyalty, and customer 
patronage across various types of 
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retail stores, considering numerous 
variables (Kusumawati et al. 2020; 
Liu, Tse & He 2022; Mishra, Singh & 
Koles 2021), as well as attitudes and 
confidence levels to understand their 
impact on purchase intention. 

The COVID-19 pandemic has 
had a significant impact on consumer 
intentions and behavior, including 
shopping patterns and interactions 
with stores. Additionally, preventive 
measures, such as social distancing, 
have influenced customer behavior 
and perceptions regarding in-store 
experiences, leading to a decline in 
store patronage intentions. Several 
studies have investigated the 
relationship between social 
distancing and patronage intention, 
which has been found to vary among 
different demographic groups. 

Convenience stores have been 
known to enhance consumer 
satisfaction and patronage intention 
due to their quality service (Syah & 
Olivia 2022). Many studies have 
reported significant changes in 
consumer behavior driven by the 
global impact of COVID-19 (Maryati 
2020; Prasad 2023, Ang,etal.2021). 
For example, many businesses have 
implemented precautions to mitigate 
increased risks since consumers are 
avoiding in-store shopping. The 
impact of social distancing varies 
with age groups. Older individuals 

are more likely to distance 
themselves from crowded areas and 
adhere to safety measures, while the 
younger population tends to be more 
willing to visit physical stores. This is 
because older people face a higher 
risk of contracting infectious 
diseases, which leads them to take 
more cautious measures during in-
store shopping (Al-Dmour et al. 
2021). 

As highlighted by Gogoi 
(2021), consumers are now placing 
greater emphasis on the products they 
purchase, with a shift towards 
prioritizing quality and safety over 
brand names, though brands still hold 
importance. Many consumers are 
increasingly concerned about their 
health and the well-being of their 
families. The pandemic has brought 
about changes in consumption habits 
due to the constraints on accessing 
healthcare facilities. People cannot 
afford to fall ill as easily as they could 
in the past. 

In a study conducted by Bhat, 
Islam and Sheikh (2021), the impact 
of demographic characteristics such 
as gender, age, and income on the 
intention to purchase products online 
was investigated. The research 
methodology involved administering 
a questionnaire to gather responses 
from 234 participants from the states 
of Jammu and Kashmir. A quota 
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sampling technique was employed to 
select participants with prior 
experience and knowledge of online 
shopping. The study's findings 
revealed significant differences in 
consumers' perceptions based on 
their gender and age, particularly 
regarding their intention to purchase 
products online. The research 
indicated that young, unmarried 
males tend to show a stronger 
inclination towards online shopping 
compared to older, married females. 

 
Figure 2. 1: Conceptual Framework 

* Methodology 
Sekaran and Bougie (2013) 

define descriptive research as a 
research approach conducted through 
systematically collected data. In this 
study, descriptive research was 
employed to investigate the 
hypotheses mentioned below. The 
research instrument used was adapted 
from the original work of Pedersen 
and Favero (2020) and tailored to the 
Libyan context by Bouthahab and 
Khaled (2020), incorporating social 
distancing and demographic 
variables. The scale and elements 
related to the intention to patronize 
were borrowed from previous studies 

conducted by Jones and Reynold 
(2006) as well as Grace and Ocass 
(2005). The research methodology 
for the present study adopted a 
positivist philosophy since it is based 
on factual knowledge obtained 
through measurement. Furthermore, 
it employed a deductive research 
approach to conduct the study 
because the evidence was drawn from 
previous studies or literature, and the 
hypotheses were formulated based on 
their findings. 

The study utilized a 
quantitative research strategy with 
questionnaires as the research 
instrument. Primary data was 
collected from the respondents, and 
the questionnaires, prepared on 
Google Docs in both English and 
Arabic for respondents' convenience, 
were distributed. These 
questionnaires were then distributed 
among the participants, and 
responses were collected through 
both online and offline modes. Online 
distribution channels included social 
networking sites like Facebook and 
Twitter, while offline questionnaires 
were distributed directly by store 
retailers. Probability sampling, a 
fundamental random sampling 
approach, was employed in this 
study, with the sample size set at 250 
eligible responses from Libyan retail 
consumers. However, it garnered 
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only 224 responses from the 
participants. 

Reliability analysis was 
conducted to assess the instrument's 
reliability using Cronbach's Alpha. 
Cronbach's Alpha values were 
determined based on the responses 
from approximately 22 participants, 
indicating the instrument's internal 
consistency (questionnaire). The 
questionnaire used in the research 
consisted of three sections. The first 
section contained questions about the 
participant's demographic 
information, the second section 
addressed the social-distancing scale, 
and the final section focused on the 
patronage intention scale. A Likert 
five-point scale was utilized in both 
scales (1-Strongly Disagree / 5-
Strongly Agree). The Arabic version 
of the social distancing scale was 
used, and reliability and validity 
analyses were conducted (Bouthahab 
& Khaled 2020). The Cronbach's 
Alpha reliability coefficient for all 
variable scales was found to be 0.862, 
indicating a high level of reliability. 
The social-distancing scale showed a 
reliability of 0.782, while the 
patronage intention scale had a 
reliability coefficient of 0.885, 
indicating a high level of reliability. 
An external examiner with expertise 
in this research subject made the 
necessary adjustments after the pilot 

study, ensuring the use of a valid 
instrument. 

 
Table 3.1:  Reliability Test Result 

The collected data were 
analyzed using the Statistical 
Package for the Social Sciences 
(SPSS version 23). Additionally, the 
data analysis included demographic 
analysis, correlation analysis, and 
regression analysis for thorough 
examination. 
* Hypotheses  
H1: Libyan customers have 
patronage intentions in retail stores in 
Libya during two periods of the 
pandemic. 
H2: There is a significant positive 
relationship between social 
distancing and patronage intentions 
in-store retail in Libya during two 
periods of the pandemic. 
H3: Demographics variables will 
mediate the relationship between 
social distancing and patronage 
intentions in-store retail in Libya 
during two periods of the pandemic. 
H3a: Gender will mediate the 
relationship between social 
distancing and patronage intentions 
in-store retail in Libya during two 
periods of the pandemic. 
H3b: Age will mediate the 
relationship between social 
distancing and patronage intentions 



 

 

13 Exploring the Impact of Demographic Variables on the Relationship between Social Distancing 
and Patronage Intention in In-store Retails during Two Pandemic Periods in Libya 

 

in-store retail in Libya during two 
periods of the pandemic. 
H3c: Socio-economic factors ( 
income- education- Occupation) will 
mediate the relationship between 
social distancing and patronage 
intentions in-store retail in Libya 
during two periods of the pandemic. 
H3d: Marital status will mediate the 
relationship between social 
distancing and patronage intentions 
in-store retail in Libya during two 
periods of the pandemic. 
* Data Analysis 
* Demographic Analysis 

Demographic analysis in this 
study is conducted based on 
respondents' age, gender, education 
level, occupation, number of family 
members, marital status, duration of 
maintaining social distance, and 
income. A total of 244 responses 
were collected from the 250 
respondents. Table 4.1 below 
presents the demographic results of 
the study. 

 
 
 
 
 
 
 
 
 
 

Table 4. 1: Respondents’ Demographic 
Results 

 
Table 4.1 reveals that out of 

244 respondents, 44.6% were males, 
while 55.4% were females, 
suggesting that women tend to 
observe a higher level of social 
distancing than men. Concerning the 
age group of the participants, 4.5% 
were under 20 years old, 51.3% were 
aged between 20 and 40, 42.4% were 
between 40 and 60 years old, and 
1.8% were above 60. Among these 
participants, over 62.5% were 
employees, while 20.5% were 
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engaged in other occupations. In 
comparison, 5.8% were students, 
which is the same percentage as those 
engaged in business work, and the 
remaining 5.4% were retired from 
their jobs. Next, we examined the 
number of family members; 46% of 
the respondents had more than five 
family members, 23.2% had 3-4 
family members, 17.4% had 1-2 
family members, and the remaining 
12.9% did not have a family at all. 
Nearly 50% had postgraduate 
degrees, 38.4% were graduates, and 
about 11.6% were undergraduate 
students. Moreover, most 
respondents, accounting for 80.8%, 
were married, 11.2% were single, 
4.5% were divorced, and 3.6% were 
widowers. The salary distribution of 
the respondents indicated that 6.3% 
had an income of over 3000 dinars, 
29.9% had incomes between 1000 
and 2000 dinars, the same percentage 
for incomes between 2000 and 3000 
dinars, and 29% had incomes 
between 450 and 1000 dinars. 
Meanwhile, 4.9% were not receiving 
any salary. Finally, the duration of 
social distancing was assessed, with 
10.7% of individuals maintaining 
distance for one week, 34.4% for two 
weeks, 33.5% for three weeks, and 
the remaining 21.4% adhering to 
social distancing for more than one 
month, given that the government 

considered strategies to minimize 
exposure to COVID-19. 

In the next section, 
respondents were asked about their 
accommodation. They indicated that 
31.5% were residing in Derna, 25.9% 
in Benghazi, 15.6% in Albyda, and 
11.2% in Tripoli. 

Figure 4.1 below presents the 
accommodation distribution of the 

study's respondents. 

 
Then, respondents were asked 

about their health status. Out of 244 
respondents, 50% reported being in 
good health, while 11.6% said their 
health was average or moderate. 28% 
had excellent health conditions, and 
the remaining 9.3% had weak health 
conditions. Figure 4.2 below 
presents the health status of the 
study's participants. 

 
Figure 4.2 below presents the health 

status of the study's participants 
* Results Descriptive Analysis 

The results have been 
statistically explored in three 
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sections. Firstly, descriptive analysis 
was conducted to test hypothesis one, 
followed by an examination of the 
relationships between variables to 
test hypothesis two. Subsequently, 
the results of the mediation impact 
were analyzed in the last section. 

Concerning the descriptive 
analysis, social distancing yielded the 
highest mean score (Mean = 3.68; ss. 
= 0.50), while patronage intention 
scored (Mean = 3.58; ss. = 0.74), and 
demographics had the lowest mean 
score of all (Mean = 2.42; ss. = 0.42). 
Based on the mean score for 
'patronage intention' (Mean = 3.58; 
ss. = 0.74), respondents generally 
emphasized the necessity of 
patronage intention in maintaining 
social distancing for retail stores, 
especially if recommended by the 
government, and if they intend to 
patronize these stores. Meanwhile, 
Libyan consumers are generally 
aware of social distancing in the 
context of disease spread. 

Table 4.2 displays the highest 
mean score for the response "it is 
important to go to the store for 
shopping during the period of 
maintaining social distancing if 
recommended by the government, 
both in the present pandemic and in 
the future." This response garnered a 
mean score of 3.78 with ss. = (0.961). 
Additionally, a high mean score was 

observed for the statement regarding 
intention, specifically, "I would 
maintain a good relationship with 
this store while practicing social 
distancing in two instances of a 
pandemic and the future," with a 
mean score of 3.73 and ss. = (1.002). 
Lastly, the statement, "I intend to 
recommend this store to my friends 
and relatives while maintaining 
social distancing in two instances of 
a pandemic and the future," received 
a mean score of (Mean = 3.66; ss. = 
(1.137). 

These results shown 
widespread adherence to Libyan 
customers' patronage intention. 
Subsequent estimates were then 
conducted to address the stated 
hypothesis. 

Table 4. 2: Mean Scores of Patronage 
Intentions 
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H2: There is a significant 
relationship between social 
distancing and patronage intention in 
in-store retail settings in Libya 
during two pandemic periods. 
Following the descriptive analyses, 
the researcher performed a 
correlation analysis to examine the 
relationship between the dependent 
and independent variables. This test 
specifically addresses H2 in the 
current study. The results of the 
correlation analysis are presented in 
Table 4.3 below: 

Table 4.3: Pearson Correlation 
Coefficients 

 
Table 4.3 illustrates the 

Pearson correlation coefficients 
between social distancing and 
patronage intention. Surprisingly, the 
results revealed a positive correlation 
between social distancing and 
patronage intention in Libyan retail 
stores during the second occurrence 
of COVID-19. The correlation 
coefficient was 0.395 (sig <.01). 
Consequently, the study 
acknowledges that social distancing 
exhibits a significant and weak 

positive relationship with patronage 
intention. Additionally, the results 
suggest that Libyan customers are 
mindful of social distancing when 
there is any disease spreading in the 
country. Meanwhile, customers' 
behaviors and opinions regarding in-
store experiences were influenced by 
the preventive measures related to 
social distance, leading to a decrease 
in their intention to patronize the 
stores. 
* Mediation Test Analyses 

The mediation test analysis 
tests the following hypothesis. 

H3: Demographic variables 
will mediate the relationship between 
social distancing and patronage 
intention in retail stores in Libya 
during two pandemic periods. 

H3a: Gender will mediate the 
relation between social distancing 
and patronage intentions in retail 
stores in Libya during two times of 
the pandemic. 

H3b: Age will mediate the 
relationship between social 
distancing and patronage intention in 
retail stores in Libya during two 
periods of the pandemic. 

H3c: Socio-economic factors 
will mediate the relationship between 
social distancing and patronage 
intentions in retail stores in Libya 
during two times of the pandemic. 
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H3d: Marital status will 
mediate the relationship between 
social distancing and patronage 
intentions in retail stores in Libya 
during two times of the pandemic. 

Baron and Kenny (1986) 
outlined three requirements for 
establishing a mediating effect. 
Firstly, the independent variable 
should be influenced by the 
mediating variable. Secondly, the 
independent variable should impact 
the dependent variable, leading to a 
reduction in the regression coefficient 
of the independent variable. 
Additionally, a relationship with the 
dependent variable should be 
established after introducing the 
mediating variable into the model. 
Table 4.3 presents the results of the 
mediation tests in this study to assess 
these three mediation criteria. The 
researchers conducted a linear 
regression analysis to investigate 
mediation and followed the four 
criteria outlined by Baron and Kenny 
(1986; 1988). The following 
equations were employed in the 
regression analysis: 
Procedure 1: 
Equation one= pat int = β01 + β1 
social-dis 

 
Figure 4.3. 1 Procedure 1 

Procedure 2: 
Equation two= Demogr= β02 + β2 
social-dis 

 
Figure 4. 3.2: Procedure 2 

 
Procedure 3: 
Equation three= Demogr= β03 + β3 
pat int 

 
Figure 4.3.3: Procedure 3 

Procedure 4: 

 
Figure 4. 3.4: Mediating Test Process 

Figure 4.3.1 indicates 
procedure one of the tests, where the 
regression analysis sufficiently 
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explains the variance in the 
relationship between social 
distancing and patronage intention 
since the significance level (sig) is 
0.000, which is less than 0.05, and β= 
0.395. Consequently, it satisfies 
procedure one of a mediation model. 

Figure 4.3.2 indicates 
procedure two, the tests where the 
regression analysis sufficiently 
explains the variance in the 
relationship between social 
distancing and demographic 
variables such as age, gender, socio-
economic factors (education, income, 
and position), and marital status since 
the significance level (sig) is more 
than 0.05, indicating it is not 
statistically significant (see Table 5). 
These steps are illustrated by Baron 
and Kenny (1986), who 
recommended the mediation 
analysis. If any conditions are not 
statistically significant, the researcher 
cannot proceed to test procedure 
three, as shown in Figure 4.3.3. This 
condition cannot be reached because 
demographics have not exhibited 
statistical significance concerning 
social distancing. In summary, 
demographic factors such as age, 
gender, education, income, position, 
and marital status do not mediate the 
relationship between social 
distancing and patronage intentions, 
as hypothesized in Figure 4.3.4. This 

implies that H3a, b, c, and d are not 
accepted. The summary of test 
procedures is presented in Table 5. 

Figure 4. 3.5: Mediation Analysis 

 
Table 5; Test Mediation Demographics 

 
* Note: social-dis =, pat int = social-
dis, Demogr =; Significant at alpha = 
0.05 
* Conclusion and 
Recommendation 

The study aimed to investigate 
the mediating role of demographic 
variables on the relationship between 
social distancing and patronage 
intention in retail stores during two 
pandemic periods in Libya. The 
analysis highlighted the general 
adherence of Libyan customers to 
patronage intentions while 
maintaining social distancing during 
two pandemic periods. This suggests 
that if the government recommends 
social distancing in retail outlets, 
respondents generally express the 
intention to patronize those 
establishments. Additionally, Libyan 
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customers are aware of the 
importance of avoiding social 
distancing when a disease is 
spreading. 

Furthermore, the analysis 
revealed a significant positive 
correlation between social distancing 
and patronage intention, supporting 
the proposed hypothesis (H2) for the 
study. The results indicate that 
COVID-19 has influenced Libyan 
consumers' intentions and behavior, 
impacting interactions in stores and 
shopping habits. Moreover, the 
preventive measures for social 
distancing have affected customers' 
behavior and perceptions of in-store 
experiences, leading to a reduced 
inclination to patronize the store. The 
result related with studies  by 
(Maryati 2020; Prasad 2023, 
Ang,etal.2021).  reported significant 
changes in consumer behavior driven 
by the global impact of COVID-19.  

The mediation test analysis 
indicated that procedure one, testing 
the regression analysis, sufficiently 
explained the variance in the 
relationship between social 
distancing and patronage intention. 
However, procedure two, which 
explored demographic factors( age, 
gander, education, income, martial 
statue as mediating variables, did not 
significantly mediate the 
relationship, leading to the rejection 

of H3. The researchers were unable to 
test procedure three, following Baron 
and Kenny's (1986) advice, as factors 
were not statistically significant. This 
implies that demographic factors 
among Libyan consumers do not 
impact the relationship between 
social distancing and patronage 
intention. 

Contrary to these findings, 
some published studies, such as Al-
Dmour et al. (2021), suggest that 
demographic factors can influence 
consumer behavior in retail 
establishments. For instance, the 
COVID-19 virus appears to be more 
concerning to younger people and 
men. This underscores the 
importance of demography in 
understanding consumer behavior 
during crises. While the results of this 
study differ from some previous 
studies, such as Ryu (2021), which 
reported significant changes in 
consumer behavior due to the 
international impact of COVID-19, 
they align with studies like 
Bouthahab and Khaled (2020), 
Pedersen and Favero (2020), and 
Alkhatib (2020).Ang et al (2021) 
These studies successfully used the 
concept of social distancing in 
marketing to raise awareness about 
COVID-19. 
* Implications 

The study's practical 
implications extend to businesses in 
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Libya, particularly retailers, who can 
leverage the current findings to 
develop strategies for managing their 
customers during a pandemic. For 
example, businesses can design 
marketing campaigns to underscore 
the importance of social distancing 
and the associated safety measures 
for customers (Dubbelink, Herrando 
& Constantinides 2021). 
Additionally, operational strategies, 
such as capacity management and 
store layout, can be devised to ensure 
social distancing while maintaining 
an optimal customer experience 
(Schleper, Gold, Trautrims & 
Baldock 2021). Moreover, 
practitioners can utilize the findings 
to create training opportunities for 
employees, focusing on effective 
communication with customers and 
informing them about social 
distancing and safety measures, as 
suggested by Bonfanti, Vigolo and 
Yfantidou (2021). 

The study also carries 
significant implications for Libyan 
society, emphasizing the adherence 
to social distancing measures during 
the pandemic, which signals a 
positive development for public 
health. Furthermore, it underscores 
the importance of education and 
communication in promoting social 
distancing among customers during 
the pandemic. This implies that the 

outcome can be utilised to support 
marketing plans for handling any 
issue. Furthermore, this study is 
among the few that aims to 
understand Libyan customers' retail 
patronage behaviour. This highlights 
the critical role that businesses have 
played in safeguarding public health 
by implementing substantial 
measures (Abumalloh et al. 2021). 
* Limitations and Further 
Research 

Several limitations may have 
influenced the results obtained in the 
current research. Firstly, one 
limitation is that the distributed 
questionnaires were conducted over 
an extended period, resulting in a 
prolonged data collection process, 
and the delayed responses from 
Libyan customers led to a smaller 
sample size than initially planned by 
the researchers. Additionally, the 
study solely focused on investigating 
intentional behavior and social 
distancing during a two-time 
pandemic. The government's 
complete control over pandemic 
measures may have overlooked 
customers' behaviors, as customers 
may have had to take precautions that 
might not yield immediate results. 
Ongoing investigations in this area 
are expected to provide more insights 
into customers' behaviors in in-store 
retail, including satisfaction and 
loyalty. To address this, the 
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researchers aim to expand the sample 
size and explore alternative data 
collection methods, such as 
distributing questionnaires directly in 
physical in-store retails, along with 
implementing safety precautions. 

Future studies could explore 
additional variables related to 
customer behavior during pandemic-
induced vacancies. Comparative 
studies with other countries that have 
experienced pandemics could offer 
valuable insights. Researchers may 
consider examining factors 
associated with social distancing and 
patronage intention in different 
demographic clusters within Libya. A 
longitudinal study could track 
variations in patronage intentions 
over a more extended period, 
especially during a pandemic. 
Furthermore, future research might 
investigate the impact of other 
variables, such as trust and perceived 
risk, on social distancing and 
patronage intentions. Exploring the 
relationship between demographic 
variables and patronage intentions 
during health crises in the country is 
also suggested. 

Given that retail stores play a 
crucial role in the spread of COVID-
19, it is recommended that Libyan 
marketing professionals and public 
officials make efforts to provide 
customers with more information 

about social distancing. This 
becomes particularly important when 
customers may not pay attention to 
safety precautions and social 
distancing rules during their store 
visits. 

In conclusion, this study 
provides marketers and researchers 
with valuable insights into Libyan 
consumer behavior and demographic 
variables, addressing gaps in the 
existing literature regarding social 
distancing and safety precautions. 
The findings can guide strategies to 
attract more customers to retail 
establishments in the event of future 
health crises in Libya. This study 
represents one of the few attempts to 
understand the patronage behavior of 
Libyan customers in retail stores. 
* References 
Abumalloh RA, Asadi S, Nilashi M, 

Minaei-Bidgoli B, Nayer FK, 
Samad S & Ibrahim O, 2021, 
‘The impact of coronavirus 
pandemic (COVID-19) on 
education: The role of virtual 
and remote laboratories in 
education’, Technology in 
Society, 67, 101728. 

Adeyinka T & Ngoaketsi J, 2022, 
‘Correlates of online 
bookstores service quality, 
satisfaction, and patronage 
intention by research students 
in Nigerian 



 

 

22 Exploring the Impact of Demographic Variables on the Relationship between Social Distancing 
and Patronage Intention in In-store Retails during Two Pandemic Periods in Libya 

 

universities’, South African 
Journal of Libraries and 
Information Science, 88(1), 
1-12. 

Adibfar A, Gulhare S, Srinivasan S & 
Costin A, 2022, ‘Analysis and 
modelling of changes in 
online shopping behaviour 
due to COVID-19 pandemic: 
A Florida case 
study’, Transport 
Policy, 126, 162-176. 

Al-Dmour R, AlShaar F, Al-Dmour 
H, Masa'deh R & Alshurideh 
MT, 2021, ‘The Effect of 
Service Recovery Justices 
Strategies on Online 
Customer Engagement Via 
the Role of "Customer 
Satisfaction" During the 
Covid-19 Pandemic: An 
Empirical Study’, The Effect 
of Coronavirus Disease 
(COVID-19) on Business 
Intelligence, 334, 325. 

Ali M, Ullah S, Ahmad MS, Cheok 
MY & Alenezi H, 2023, 
‘Assessing the impact of 
green consumption behaviour 
and green purchase intention 
among Millennials Toward 
Sustainable 
Environment’, Environmenta
l Science and Pollution 
Research, 30(9), 23335-
23347. 

Alkhatib A, 2020, ‘Social marketing 
and social distancing: Jordan 
experience in combating 
COVID-19’, Dialogo, 6(2), 
pp.33-43. DOI: 
10.18638/dialogo.2020.6.2.2. 

Baron, R. M. & Kenny, D. A. (1986), 
“Moderator- Mediator 
Variables Distinction in 
Social Psychological 
Research: Conceptual, 
Strategic and Statistical 
Considerations” Journal of 
Personality and Social 
Psychology, 51 (6), 1173–
1182. 

Bhat SA, Islam SB & Sheikh AH, 
2021, ‘Evaluating the 
influence of consumer 
demographics on online 
purchase intention: An E-Tail 
Perspective’, Paradigm, 25(2
), 141-160. 

Bonfanti A, Vigolo V & Yfantidou G, 
2021, ‘The impact of the 
Covid-19 pandemic on 
customer experience design: 
The hotel managers’ 
perspective’, International 
Journal of Hospitality 
Management, 94, 102871. 

Bouthahab IE & Khaled M, 2020, 
‘The effect of social 
distancing on customer 
retention in retail stores in 
Libya. During Corona 



 

 

23 Exploring the Impact of Demographic Variables on the Relationship between Social Distancing 
and Patronage Intention in In-store Retails during Two Pandemic Periods in Libya 

 

Pandemic. Corona Pandemic 
Conference: Benghazi, Libya, 
30-31/JAN/ 2021. 
https://cpcbl.uob.edu.ly/. 

Briedis H, Kronschnab A, Rodriguez 
& Ungerman K, 2020, 
‘Adapting to the next normal 
in retail: The customer 
experience imperative. 
https://www.mckinsey.com/i
ndustries/retail/our-
insights/adapting-to-the-
next-normal-in-retail-the-
customer-experience-
imperative (Visited 
18/09/2020). 

Cavite HJ, Mankeb P, Kerdsriserm C, 
Joedsak A, Direksri N & 
Suwanmaneepong S, 2022, 
‘Do behavioural and socio-
demographic factors 
determine consumers’ 
purchase intention towards 
traceable organic rice? 
Evidence from 
Thailand’, Organic 
Agriculture, 12(2), 243-258. 

Chandola N & Shendurnikar N, 2023, 
‘COVID-19 and Shopping 
Trends: A Study of How the 
Pandemic Affected 
Consumer Behaviour in 
Vadodara’, Journal of 
Communication and 
Management, 2(01), 44-52. 

Chen H, Xu W, Paris C, Reeson A & 
Li X, 2020, ‘Social distance 
and sars memory: Impact on 
the public awareness of 2019 
novel Coronavirus (COVID-
19) outbreak. medRxiv. 

Chenarides L, Grebitus C, Lusk JL & 
Printezis I, 2021, ‘Food 
consumption behaviour 
during the COVID-19 
pandemic’, Agribusiness, 
37(1), 44–
81. https://doi.org/10.1002/a
gr.21679. 

Chu SC & Chen HT, 2019, ‘Impact of 
consumers' corporate social 
responsibility‐related 
activities in social media on 
brand attitude, electronic 
word‐of‐mouth intention, and 
purchase intention: A study of 
Chinese consumer 
behaviour’, Journal of 
Consumer Behaviour, 18(6), 
453-462. 

Dubbelink SI, Herrando C & 
Constantinides E, 2021, 
‘Social media marketing as a 
branding strategy in 
extraordinary times: Lessons 
from the COVID-19 
pandemic’, Sustainability, 
13(18), 10310. 

Gerhold L, 2020, ‘COVID-19: Risk 
Perception and Coping 
Strategies. Results from a 



 

 

24 Exploring the Impact of Demographic Variables on the Relationship between Social Distancing 
and Patronage Intention in In-store Retails during Two Pandemic Periods in Libya 

 

survey in Germany, 
Interdisciplinary Security 
Research Group Institute of 
Computer Science Freie 
Universität Berlin.  
file:///C:/Users/HP_PAV~1/
AppData/Local/Temp/Risk_
perception_and_Coping_CO
VID_19_Gerhold-1.pdf. 

Gogoi BJ, 2021, ‘Customer 
Satisfaction and Loyalty in 
Retailing in The Covid-19 
Pandemic’, Academy of 
Marketing Studies Journal, 
25(3), 1–13. 

Grace, D., & ƠCass, A. (2005). An 
examination of the 
antecedents of re-patronage 
intentions across different 
retail store formats. Journal of 
Retailing-and Consumer 
Services,12, 227-243. 

Gupta S, Montenovo L, Nguyen TD, 
Rojas FL, Schmutte IM, 
Simon KI, Weinberg BA & 
Wing C, 2020, ‘Effects of 
Social Distancing Policy on 
Labor Market Outcomes 
(Working Paper No. 27280)’, 
National Bureau of Economic 
Research,  https://doi.org/10.
3386/w27280. (Visited 
13/09/2020). 

Gupta S & Coskun M, 2021, ‘The 
influence of human crowding 
and store messiness on 

consumer purchase intention–
the role of contamination and 
scarcity perceptions’, Journal 
of Retailing and Consumer 
Services, 61, 102511. 
Doi: 10.1016/j.jretconser.202
1.102511. 

Harrison TS (1994). Mapping 
customer segments for 
personal financial services. 
Int. J. Bank Mark., 12(8): 17-
25. 

Hesham F, Riadh H & Sihem NK, 
2021, ‘What Have We 
Learned about the Effects of 
the COVID-19 Pandemic on 
Consumer Behavior?’, 
Sustainability, 13(8):4304. 

Hevia C & Neumeyer A, 2020, ‘A 
Conceptual Framework for 
Analyzing the Economic 
Impact of COVID-19 and 
Policy Implications, 
Universidad Torcuato Di 
Tella. www.latinamerica.und
p.org (Visited 14/09/2020). 

Hou J, 2020, ‘Online Shopping 
Patronage: Do Demographics 
and Psychographics Matter?’, 
Journal of Marketing 
Development and 
Competitiveness, 14(5), 9–19. 

Jean-No¨el B, Basile G & Julien S, 
2020, ‘Sectoral effects of 
social 
distancing, https://ssrn.com/a



 

 

25 Exploring the Impact of Demographic Variables on the Relationship between Social Distancing 
and Patronage Intention in In-store Retails during Two Pandemic Periods in Libya 

 

bstract=3569446. (Visited 
18/09/2020). 

Jiao J & Azimian A, 2021, ‘Exploring 
the factors affecting travel 
behaviours during the second 
phase of the COVID-19 
pandemic in the United 
States’, Transportation 
Letters, 13(5-6), 331-343. 

Jones, M.A. & Reynolds, K.E. 2006. 
The Role of Retailer Interest 
on Shopping Behavior.Jounal 
of Retailing, 82 (2115-126. 

Kraemer MU, Yang CH, Gutierrez B, 
Wu CH, Klein B, Pigott DM, 
du Plessis L, Faria NR, Li R, 
Hanage WP, Et al., 2020, 
‘The effect of human mobility 
and control measures on the 
COVID-19 pandemic in 
China. Science. 

Krakowiak MK, 2021, ‘Women are 
more likely to buy unknown 
brands than men: The effects 
of gender and known versus 
unknown brands on purchase 
intentions. J. Retail. Consum. 
Serv. 58, 102273.  

Kusumawati A, Listyorini S, 
Suharyono & Yulianto E, 
2020, ‘The role of religiosity 
on fashion store patronage 
intention of Muslim 
consumers in 
Indonesia, SAGE 

open, 10(2), 
2158244020927035. 

Liu P, Tse, E, Ch-Y & He, 
Z.  (2022) Influence of 
Customer Satisfaction, Trust, 
and Brand Awareness in 
Health-related Corporate 
Social Responsibility Aspects 
of Customers Revisit 
Intention: A Comparison 
between US and 
China, Journal of Quality 
Assurance in Hospitality & 
Tourism, DOI: 10.1080/1528
008X.2022.2135163 

Maryati T, 2020, ‘Consumer 
Behaviour Changes Post 
Pandemic Covid-
19’, International Journal of 
Halal Research, 2(2), 84-89. 

McCullough, C. D. (1974). The 
applicability of consumer 
life-style variables in 
identifying department store 
markets (Doctoral 
dissertation, Texas Tech 
University). 

Meyer S, 2020, ‘Understanding the 
COVID-19 Effect on Online 
Shopping Behaviour’, Big 
Commer, 2, 1–16. 

Mishra R, Singh RK & Koles B, 
2021, ‘Consumer decision‐
making in Omnichannel 
retailing: Literature review 
and future research 



 

 

26 Exploring the Impact of Demographic Variables on the Relationship between Social Distancing 
and Patronage Intention in In-store Retails during Two Pandemic Periods in Libya 

 

agenda’, International 
Journal of Consumer 
Studies, 45(2), 147-174. 

Muangmee C, Kot S, 
Meekaewkunchorn N, 
Kassakorn N & Khalid B, 
2021, ‘Factors Determining 
the Behavioral Intention of 
Using Food Delivery Apps 
during COVID-19 
Pandemics’, J. Theor. Appl. 
Electron. Commer. Res, 16, 
1297-1310. 

Muhumoud S & Al-Zahra F, 2020, 
‘Social Distancing Effect in 
Educational During Covid-
19’, Journal of education 
Sohag. UNV, 75(75), 1-23        

https://doi.org/10.12816/edusohag.2
020.96944 (Visited25-9 
2020). 

Nair SR, 2018, ‘Consumption 
dynamics and demographics 
effect on food and grocery 
shopping behaviour. IIMS’, 
Journal of Management 
Science, 9(2), 137–154. 

Ntounis N, Mumford C, Loroño-
Leturiondo M, Parker C & 
Still K, 2020, ‘How safe is it 
to shop? Estimating the 
amount of space needed to 
safely social distance in 
various retail environments, 
Safety Science, 132, 104985. 

OECD, 2020, E-commerce in the 
time of COVID-19, 
Organisation for Economic. 

Papageorge, N, W., Zahn, M.V., 
Belot, M., Altenburg, E, V., 
Choi, S, and, Jamison, J, C, 
(2021). Socio-demographic 
factors associated with self –
protecting behaviour during 
the covid-19 pandemic, 
Journal of Population 
Econmmics,34:691-738. 

Pantano E, Pizzi G, Bilotta E 
& Pantano P, 
2021, ‘Shopping with (out) 
distancing: Modelling the 
personal space to limit the 
spread of contagious disease 
among consumers in retail 
stores’, Journal of Marketing 
Management, 37(17-18), 1–
19. 

Pathak PG & Warpade S, 2020, 
‘Impact of Lockdown Due to 
COVID-19 on Consumer 
Behaviour while Selecting 
Retailer for Essential Goods’,  

ResearchGate.  https://www.research
gate.net/publication/3433617
49_Impact_of_Lockdown_d
ue_to_COVID_19_on_Cons
umer_Behaviour_while_sele
cting_Retailer_for_Essential
_Goods/references. (Visited 
18/09/2020). 



 

 

27 Exploring the Impact of Demographic Variables on the Relationship between Social Distancing 
and Patronage Intention in In-store Retails during Two Pandemic Periods in Libya 

 

Pedersen M J & Favero N, 2020, 
‘Social Distancing during the 
COVID-19 Pandemic: Who 
Are Present and Future 
Noncompliers?’, Public 
Administration Review, 
https://doi.org/10.1111/puar.
13240. (Visited 18/09/2020).  

Plumer B, Popovich N, 2020, ‘Traffic 
and pollution plummet as 
U.S. cities shut down for 
coronavirus’, The New York 
Times.  

https://www.nytimes.com/interactive
/2020/03/22/climate/coronavi
rus-usa-traffic.html, 
(Accessed date: 13 April 
2020). 

Prasad S, 2023, ‘COVID-19 and 
Cognitive vs. Emotional 
Consumer Variations on 
Decision Making: COVID-
19's Impact on Consumers’, 
In Handbook of Research on 
the Interplay Between Service 
Quality and Customer 
Delight, (pp. 92-111). IGI 
Global. 

Precioso J, Samorinha C & Alves R, 
2020, ‘Prevention measures 
for COVID-19 in retail food 
stores in Braga’, 
Portugal. https://www.ncbi.n
lm.nih.gov/pmc/articles/PM
C7346780/.(Visited 
13/09/2020). 

Report, 2021, National Centre for 
Disease Control – Libya, 202 
https://ncdc.org.ly/Ar/. 

Rossetti T, Yoon, SY & Daziano AR, 
2021, ‘Social distancing and 
store choice in 2 times of a 
pandemic’, Preprint. January 
2021 author profiles for this 
publication at:   

https://www.researchgate.net/publica
tion/348757537. 

Ryu J S, 2021, ‘Retailing in the 
COVID-19 Pandemic: 
Understanding Omni channel 
Shopping Intentions and 
Behaviours. http://www.akes
.or.kr/conf/papers/2021/2B4
F.pdf. 

Schleper, M., Gold, S., Trautrims, A., 
& Baldock, D. (2021). 
Pandemic-induced 
knowledge gaps in operations 
and supply chain 
management: COVID-19’s 
impacts on retailing. 
International Journal of 
Operations and Production 
Management, 41(3), 193-
205. https://doi.org/10.1108
/ijopm-12-2020-0837 

Schwartz, K. (1962), “Fragmentation 
of the Mass Market," Dun's 
Review and Modem Industry-
, LXXX, No. 1), pp. 31-33. 

Sekaran, U. & Bougie, R. (2013). 
Research methods for 



 

 

28 Exploring the Impact of Demographic Variables on the Relationship between Social Distancing 
and Patronage Intention in In-store Retails during Two Pandemic Periods in Libya 

 

business: A skill-building 
approach (Sixth  Edition). 
Wiley. 

Shamshiripour A, Rahimi E, 
Shabanpour R & 
Mohammadian A, (Kouros), 
2020, ‘How is COVID-19 
reshaping activity-travel 
behaviour? Evidence from a 
comprehensive survey in 
Chicago’, Transportation 
Research Interdisciplinary 
Perspectives, 7, 100216.  

Sharma D, 2014, Examining the 
influence of service quality 
on customer satisfaction and 
patronage intentions in the 
convenience store industry. 
W.P. No. 2014-04-05, Indian 
Institute of Management, 
Ahmedabad, 20 April. 

Siringoringo H & Kowanda A, 2020, 
Consumer shopping 
behaviour among modern-
retail-formats, -Retrieved-
October-7, -2020-
from www.delhibusinessrevi
ew.org/vn1/vxn1afull.pdf. 

Syah, T, Y, R., & Olivia, D, 
(2022) Enhancing Patronage 
Intention on Online Fashion 
Industry in Indonesia: The 
Role of Value Co-Creation, 
Brand Image, and E-Service 
Quality, Cogent Business & 

Management, 9:1, DOI: 10.1
080/23311975.2022.2065790 

Thilagavathi S, Nivethitha K S, Preeti 
P & Vikram D T, 2021, ‘IoT-
based Smart Retail. A System 
with Social Distancing for 
Covid-19 Outbreak’, Journal 
of Physics: Conference Series 
doi:10.1088/1742-
6596/1917/1/012030. 

Wang D, Yao J & Martin BA, 2021, 
‘The effects of crowdedness 
and safety measures on 
restaurant patronage choices 
and perceptions in the 
COVID-19 pandemic’, 
International Journal of 
Hospitality Management, 95. 
102910. 

Wang, L., Wong, P., & Narayanan, E. 
(2020). The demographic 
impact of consumer green 
purchase intention toward 
Green Hotel Selection in 
China. Tourism and 
Hospitality Research, 20, 210 
- 222. 

Xu X, 2020, ‘How do consumers in 
the sharing economy value 
sharing? Evidence from 
online reviews’, Decision 
Support Systems, 128, 
113162. 

Yolcu S A E, 2020, ‘Creative Retail 
In-store Promotion Ideas to 
Increase Sales, 



 

 

29 Exploring the Impact of Demographic Variables on the Relationship between Social Distancing 
and Patronage Intention in In-store Retails during Two Pandemic Periods in Libya 

 

assay. https://www.udentify.
co/Blog/07/2020/7-mistakes-
that-cause-you-to-lose-
customers-in-retail/. 

Zhong Y & Moon HC, 2020, ‘What 
drives customer satisfaction, 
loyalty, and happiness in fast-
food restaurants in China? 
Perceived price, service 
quality, food quality, physical 
environment quality, and the 
moderating role of gender’, 
Foods, 9(4), 460. 

Zia A & Kalia P, 2023, ‘COVID-19 
pandemic shopping 
experience in Saudi Arabia: 
scale development and 
validation for Muslim 
customers’, Journal of 
Islamic Marketing. 


