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QUESTION

In not less that 2000 words, Explain explicitly how the Pandemic (COVID 19) has affected consumer buying behavour.

INTRODUCTION

Consumer behavior can be said to be  the study of individuals, groups, or organizations and all the activities associated with the purchase, use and disposal of goods and services, including the consumer's emotional, mental and behavioural responses that precede or follow these activities. Consumer behaviour is the study of individuals’, groups’ and organizations’ decisions with regard to the selection, purchase, use, and disposal of goods, services, ideas, or experiences to satisfy their needs and wants.

In simple words: Consumer behaviour is the study of how consumers make decisions about what they need, want, and desire and how do they buy, use, and dispose of goods.Consumer behavior is the study of individuals and organizations and how they select and use products and services. It is mainly concerned with psychology, motivations, and behavior.

The study of consumer behavior includes:

How consumers think and feel about different alternatives (brands, products, services, and retailers)

How consumers reason and select between different alternatives

The behavior of consumers while researching and shopping

How consumer behavior is influenced by their environment (peers, culture, media)

How marketing campaigns can be adapted and improved to more effectively influence the consumer.

These considerations are influenced by three factors:

Personal factors – A person’s interests and opinions. These will be affected by demographics such as age, gender, culture, profession, background and so on.

Psychological factors – Everybody’s response to a particular marketing campaign will be based on their perceptions and attitudes. A person’s ability to comprehend information, their perception of their need, their attitude, will all play a part.

Social factors – Peer groups, from family and friends to social media influence. This factor also includes social class, income, and education level.

THE EFFECT OF THE PANDEMIC (CORONA VIRUS/ COVID 19) ON CONSUMER BUYING BEHAVIOR

        In treating this concept, the term "Corona Virus" needs to be emphasised and identitied, Coronaviruses are a large family of viruses that are known to cause illness ranging from the common cold to more severe diseases such as Middle East Respiratory Syndrome (MERS) and Severe Acute Respiratory Syndrome (SARS). This virus has caused several effects on the society such as problems to the economy, shutting down of schools, unemployment, problem to our physical health as well. We'll be discussing here how the pandemic has effected the consumer buying behavior, some survey has been done and here are some results:

Have consumers changed their purchase behavior in response to Coronavirus?

In the week prior to the March 11 inflection point, our initial survey found 33% of consumers indicating they had already changed their purchasing behavior. 

This week has seen that number nearly double to 59% as school closures, travel bans, and the need for social distancing have impacted communities nationwide. Celebrity announcements from Tom Hanks, Rita Wilson, and Idris Elba sharing they’ve contracted Coronavirus have also added to the urgency of the situation and influenced the shopping behavior of the majority of Americans.
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To help support our clients during the Coronavirus (COVID-19) outbreak, Numerator will provide ongoing analysis into consumer behavior and sentiment by conducting a weekly survey of verified buyers.

Access the latest version of these insights here. We will continue to keep all prior iterations of these survey insights available on our blog. 

Last week, we analyzed a snapshot of consumer attitudes and spending from March 1 through March 9. This one-week period indicated increased concern over Coronavirus and a jump in consumers stocking up on key items, leading to product shortages in food staples as well as household and cleaning supplies.

In this post, we’ll explore the same questions and discuss how the majority of the country is now indicating their shopping behavior has been impacted by events since March 11. With consumers still flooding stores and retailers scrambling to restock, product scarcity is top of mind for many shoppers who are leaning more toward purchasing these items online.

Have consumers changed their purchase behavior in response to Coronavirus?

In the week prior to the March 11 inflection point, our initial survey found 33% of consumers indicating they had already changed their purchasing behavior. 

This week has seen that number nearly double to 59% as school closures, travel bans, and the need for social distancing have impacted communities nationwide. Celebrity announcements from Tom Hanks, Rita Wilson, and Idris Elba sharing they’ve contracted Coronavirus have also added to the urgency of the situation and influenced the shopping behavior of the majority of Americans.

Younger Americans report being impacted at significantly higher rates than older (and more at risk!) Americans. This could in part be that those younger shoppers are having to make more adjustments to their typical shopping patterns (e.g., their preference toward fresh categories over shelf stable).

We’re continuing to see shopping behavior upended across the board. However, a stunning 2 out of 5 Americans had not yet changed their behavior by March 17.  Among the 41% of consumers who indicate they haven’t yet changed their purchasing behavior, 68% are anticipating a need to adjust as shortages continue to impact product availability in stores with 19% planning to shift toward shopping online in order to contend with the shortfall.

Significantly, we are seeing a shift in product mix for shoppers. With shortages in key categories purchased within the last week, and even up to 2-4 weeks ago, fewer consumers are indicating they will purchase these same products in the coming week. This shift might signify consumers are using up/saving stockpiles from their original shopping trips, are expecting these items to not be available, or are increasingly reluctant to venture out.

Younger shoppers are bringing their “try anything” attitudes to prepping for COVID-19. Younger consumers whose shopping has been impacted indicate that they have been more likely to buy products they might not otherwise buy and shop in stores they might not otherwise shop. As these valuable shoppers try new products and stores, it will be crucial for brands and retailers to quickly understand younger shoppers’ experience with their products if they want to try to create loyalty over the long-term.

Are consumers avoiding brick and mortar and shifting their purchases online?

Initially, 25% of shoppers indicated they were replacing in-store trips with online purchases. This week, that percentage has grown to 28% with empty stores shelves and social distancing necessitating a move toward seeking out alternative retail options. However, as the Numerator Shopping Behavior Index shows, there continues to be more households shopping -- period. So the replacement of in-store trips with online is taking place while there is a spike in total households shopping.

What is the general sentiment of consumers regarding Coronavirus?

Previously, 3 out of 4 consumers surveyed had some level of concern about Coronavirus with 20% very concerned about the situation. Common consumer concerns at this time were becoming infected, not being able to go about their normal routines, stores selling out of needed products,  and having to cancel or postpone upcoming travel/vacation plans.

This week, that level of concern has risen sharply, with nearly all consumers showing some level of concern, and more than half very or extremely concerned.

In addition to this survey Nielsen Africa have identufied Six (6) key consumer behavior Threshold levels that ties directly to concerns around the corona virus pandemic,

Bryan Sun, Managing Director For Nielsen Africa went ahead in dividing them into levels which are as follows:

· STAGE 1: Proactive health minded buying

This is the first stage and at this stage the interest rises in products that supports over maintenance of health and wellness.

· STAGE 2: Reactive Health Management

In this stage consumers tend to prioritize products essential to virus containment, health and public safety e.g face masks.

· STAGE 3: Pantry Preparation

At this stage pantry stock piling of shelf stable foods and a broader assortment of health-safety products, spice in store visits, growing basket sizes.

· STAGE 4: Quarantined Living Preparation

Also at this stage consumers increase shoppings online, decline in store visits, rising-out-of-stocks, strains on the supply chain.

· STAGE 5: Restricted Living

This which is the second to last stage, here consumers have severely restricted shopping trips, online fulfillment is as well limited, price concerns rise as limited stock availability impacts pricing in some cases.

· STAGE 6: Living A New Normal
At this final stage people return to their faily routines (work, school etc) but operates with a renewed cautiousness about health. Permanent shifts in supply chain, the use of e-commerce and hygiene practices.

Conclusion

The COVID 19 Pandemic came with stringent government orders (i.e the closure of all markets). Here, consumers tend to buy more and more commodities to avoid scarcity. There would be an increment in price or goods and services. The demands curve tends to move outwards because an increase in price of goods and services would be followed up with an increase in demands.  

On the other hand, supply would decrease. This would results to scarcity in the economy. 
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