There’s no doubt that the crisis caused by the global Coronavirus (COVID-19) pandemic has created an incredibly difficult business climate. Businesses are being presented with many new challenges as international borders close, bricks-and-mortar businesses shut their doors, and people are told to isolate at home. Many companies face temporary or even permanent closures, with staff facing months of financial uncertainty and worry.
Consumer behaviour has been forced to immediately change, and change on a massive scale. Those in isolation or under lockdown can’t perform their usual routines, especially since many local shops have been forced to close their doors for safety reasons. Concerns about the availability of goods have encouraged panic buying of items in bulk. Financial uncertainty and the prospect of a severe and long-term recession make for a stark backdrop which has led to an impact on consumer outlook, perceptions and behaviours.
For the businesses that remain active at this time, questions are inevitably being asked about how best to cope with the prevailing trading conditions, and how best their strategies should adapt. This is a difficult question to answer since the Coronavirus pandemic is so new that the circumstances are changing fluidly and on a daily basis. Defining a strategy now is difficult as there is limited evidence or precedent to base assumptions on.
Initial indications about what might happen to businesses and the economy could be gauged by looking at the data from the countries which first suffered from the effects of COVID-19. While there’s no guarantee that others will follow the same trajectory, analysis of these countries can reveal useful patterns and insights.

The two driving factors behind the changes in consumer behavioural patterns are the two psychological factors, control and uncertainty. Consumers feel out of control about many aspects of the pandemic, but they do have control when they choose to stock up on things, so they exercise that control to feel better about the situation. There is tremendous uncertainty, and people worry about regretting not buying something, so this anticipation of possible regret leads them to buy, as regretting buying too much is not something they are too concerned about, compared to the regret of buying too little. Providing stuff can be used to express concern or caring for themselves and their family, so they buy items to show they are trying to keep their family safe. And there are various other factors. Perhaps the best way to reduce this cycle of panic buying is for people to feel like there are downsides to buying too much, such as keeping that stuff from others who need it more. This provides a reason for moderation, which is less likely to come to mind spontaneously as consumers are thinking less about the additive effects of everyone hoarding then they are about the immediate effects of having more stuff for their own family.

When consumers are faced with shopping restrictions, they find and adopt newer ways to shop through technology. This is especially true when it comes to health and essential items. It is quite expected for E-commerce sales to surge as shoppers stay home during crisis. However, grocery sales are where the biggest long-term impact could occur as food and beverages used to be one of the smallest e-commerce categories. In the US online purchases of shelf-stable grocery items have grown substantially in the last few days, including Rice (+432%), Flour (+423%), Canned & Jarred Vegetables (+337%), Canned & Prepared Beans (+433%), and Canned & Dry Milk (+378%) compared to the first four weeks of January. And it makes sense: These items are made for tough times when people may need to hunker down. They have a long shelf life, are versatile, and are frequently offered in large formats, making it easy to stock up on ingredients that last. online transactions in the Fashion & Luxury category—which includes items like designer clothes, watches, jewelry, and handbags—have largely stayed above their 2019 numbers despite being in the face of a worsening COVID-19 outbreak. Furthermore, the older generations never saw online shopping as a reliable means of transaction (daily or occasional), however, they are starting to see online shopping as a valid and safe option to obtain goods especially groceries.
Online, the world is changing just as fast as offline. In early March 2020 The Drum reported on research that shows that, while annual advertising growth rates in China are predicted to fall from 7% growth in 2020 to 3.9%, ecommerce advertising spend is predicted to grow by 17.7% and social media spending to rise by 22.2%. As long as people  stock up enough food, they’ll have no reason to have contact with the outside world, thereby preventing contacting the virus. As earlier evidence has shown, online purchases of shelf-stable grocery items grew substantially in the US including Rice (+432%), Flour (+423%), Canned & Jarred Vegetables (+337%), Canned & Prepared Beans (+433%), and Canned & Dry Milk (+378%) compared to the first four weeks of January. In superstitious countries like Nigeria, some food types have become sold out faster than others and this is simply due to the superstitious beliefs that they can “prevent” or “cure” the coronavirus. Popular examples of these food types are garlic, onions, and pineapples. Increased demands for these consumable goods and food generally all over the world will only lead to an increase in  price and an increase in the supply of those goods. However, this may not be the case in some countries with illiterate or ignorant citizens. An example is Kano state of Nigeria, Africa, where the citizens do not believe in the existence of the coronavirus. They live freely as though they are not affected by the virus and turn deaf ears to the world’s plea of practicing safety measures. These places may exhibit a constant position in their demand and supply curves however, when they finally become aware, a rapid shift will occur (even faster than other countries).

Without forgetting the fashion and luxury industry, one would expect that transactions in fashion and luxury would decrease since everyone is locked up at home, with nowhere to go to showoff their flashy, classy, or designer clothes. However, we see hat the opposite is true. People still want to feel good about themselves by dressing up in lovely attires; people want to wear lovely clothes to hop on the trending challenge on social media and look classy while doing it; people still wear clothes to take personal video calls or attend Voice Over the Internet Protocol meetings. Some people just play dress-up, have fashion parades all by themselves all because of boredom and to remove the heavy burden they believe has been placeed on their shoulders; some people take the lockdown as a personal indoor holiday time and want to dress to fit the role. Therefore, the fashion and luxury industry plays vital role in the lives of the consumers and this is why its demand doesn’t reduce, neither does it emain stagnant, but increases. Since the top of the year, online transactions in the Fashion & Luxury category—which includes items like designer clothes, watches, jewelry, and handbags—have largely stayed above their 2019 numbers. The growth trend that we saw in January 2020 continues unabated, even in the face of a worsening COVID-19 outbreak in the US.

One vital sector of the economy that is often times overlooked and unnderestimated is the entertainment and media sector which continues to boom even more during the pandemic crisis. Although, some shows which have already been planned get cancelled due to the crisis and musicians will not be able to make money from shows and concerts, it still booms during this period especially for upcoming artistes. The music industry especially booms, without leaving out other sectors in the entertainment and media sectors, because of idleness, loneliness, and boredom of people in their houses. These services produced go a long way in keeping people company, keeping them busy, and keeping them entertained. Online games and social media apps will definitely have gotten more users by the end of the lockdown as people are more open to new ideas and things they’ve never tried before. On a positive note, staying home increases the amount of content people watch by 60%. Video games and video-game internet traffic have seen a 75% increase since restrictions were imposed in the US. Of course, not everyone is seeing increases in traffic or purchases, in fact travel sites are experiencing the opposite. 

There are so many factors that have affected consumer behaviour due to the pandemic COVID 19, Consumers need to keep in mind that this won't last forever, things might change for now. However some changes could become permanent in the long run
