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CONSUMERBEHAVIOURII

BUS208

QUESTION

Innotlessthan2000words,explainhowthepandemic(COVID19)has
affectedconsumerbehaviour

Itstarted with toiletpaper,and now many non-perishable foods are
difficulttosource,asshoppersstockpileinpreparationfortheworst.

ButistherearationaleforsuchbehaviourPanicbuying,shopshelves
emptied oftoiletpaper,hand sanitizer,pasta and otherhousehold
supplies,supermarketspolicinglimitsonbuyingproducts,Amazonand
eBay stopping opportunists from selling items atexorbitantprices.
Whenwillthingsgetbacktonormal? Socialmediahasbeenflooded
withimagesfrom acrosstheworldofshoppingcartslinedupatcheck
outs,emptyshelvesandcrazedshopperscarryingsix-months’worthof
toiletpaper.Justseeingthisfootagehasfedthepanic,escalatingthe
problem farbeyondanythingthatwasnotedduringtheSARSepidemic
when digitalconnectionswere farlessprevalent.The corona virus
pandemichascompletelychangedpatternsofconsumerbehaviourall
overtheworld.Peopleareafraid,andwhenpeopleareafraid,theygo
intosurvivalmode,”saidJesseGarcia,aLosAngeles-basedconsumer
psychologist,who is also the CEO ofmarketconsulting firm My
MarketingAuditors.

Thecoronavirusoutbreakisnotonlyatimeofuncertainty,butalsoa
periodinwhichmanyofusare experiencingsocialisolation.Bothof
thesefactorscanpsychologicallymotivatepeopletobuythingsthey
don’tneed.

Feeling unabletotolerateuncertainty isassociatedwithmoreextreme
hoardingbehaviour.Hoardingentailsthecollectionofmoreitemsthan
canbefeasiblyused,tothepointofimpedingthefunctionalityofa
home.Eventhoughthebehaviourswe’reseeingmaynotbe“hoarding”in
thissense,they’relikelydrivenbythesamepsychologicalmechanisms.

One of the strongest predictors of hoarding behaviour is an
individual’s perceivedinabilitytotoleratedistress.Ifit’sinaperson’s
generalnaturetoavoiddistress,theymaybeatriskofbuyingmore



productsthantheycanfeasiblyuseduringthepandemic.

Forsuchpeople,itmaybedifficulttobelieveauthoritieswhenthey
announcesupermarketswillnotclose.Or,iftheydobelievethem,they
maydecideit’sbestto“prep”,justincasethingschange.

Thecoronavirusalsoremindsmanypeopleoftheirownmortality,and
thiscanleadtoan increaseinspendingtooffsetfear.

Evenifapersontypicallyfeelsabletohandledistress,theymaystillend
upbuyingmorethantheyneed.Seeingemptyshelvescantriggeran
urgetosnatchwhatisleft.Researchonthe“scarcityheuristic”suggests
weassumeitemsaremorevaluableiftheyareinlowsupply.

Also,consumer goods are more than functional.Products and
brands alsoservepsychologicalpurposes andcan changehowwefeel.

Coronavirus recession refers to an economic recession which may
happenacrossthe worldeconomy in2020duetothe 2019–20corona
viruspandemic.

Economicturmoilassociatedwiththecoronaviruspandemichaswide-
ranging and severeimpactsupon financialmarkets,including stock,
bondandcommodity(includingcrudeoilandgold)markets.

Thevirushasspreadaroundtheglobe,concernshaveshiftedfrom
supply-sidemanufacturingissuestodecreasedbusinessintheservices
sector. The coronaviruspandemic causedthe largestglobalrecession
inhistory,withmorethanathirdoftheglobalpopulationatthetime
beingplacedon lockdown.

Supplyshortages are expected to affecta numberofsectors due
to panicbuying,increasedusageofgoodstofightthepandemic,and
disruptiontofactoriesandlogisticsin mainlandChina,inaddition,italso
led to price gouging.There have been widespread reports ofsupply
shortagesofpharmaceuticals,withmanyareasseeingpanicbuyingand
consequentshortagesoffoodandotheressentialgroceryitems. The
technologyindustry,inparticular,hasbeenwarningaboutdelaysto
shipmentsofelectronicgood

As the pandemic spreads,globalconferences and events across
technology,fashion,andsportsarebeingcancelledorpostponed. While
the monetaryimpacton the traveland trade industryisyetto be



estimated,itislikelytobeinthebillionsandincreasing

The2019-20coronaviruspandemichasimpactedtheretailsector.Retail
storesacrosstheworldhaveseenproductdemandexceedingsupplyfor
manyconsumables,resultinginemptyretailshelves.InAustralia,the
pandemichasprovidedanewopportunityfor daigou shopperstore-sell
intotheChinamarket."Theviruscrisis,whilefrightening,hasasilver
lining".

Someretailersarelookingatcontactless homedelivery.

Small-scalefarmershavebeenembracingdigitaltechnologiesasaway
todirectlysellproduce,and community-supportedagriculture anddirect-
selldeliverysystemsareontherise.

Shoppingcentersaroundtheworldrespondedbyreducinghoursor
closingdowntemporarilyinresponse.Asof18March2020,thefootfall
toshoppingcentersfellbyup-to30%,withsignificantimpactinevery
continent

Inlightofthepublichealthsituationinwhichincludesafflictedregions
whereretailsectorsdeemednon-essentialhavebeenorderedclosedfor
theinterim,

The 2019-20 coronavirus pandemic has impacted the restaurant
business.InthebeginningofMarch2020,somemajorcitiesintheUS
announced thatbars and restaurants would be closed to sit-down
dinnersandlimitedto takeoutordersanddelivery.[84] Someemployees
were fired,and more employees lacked sick leave in the sector
comparedtosimilarsectors. Withonlycarry-outanddeliveryservices,
mostserversandbartenderswerelaidoff,promptingtheseemployees
creating"virtualtipjars"across23U.S.cities

Thepandemichashadasignificantimpactonaviationindustrydue
to theresultingtravelrestrictions aswellasslumpindemandamong
travelers.Significantreductionsinpassengernumbershasresultedin
planesflyingemptybetweenairportsandthecancellationofflights.

Thewidespread outbreakofcoronavirus,which causesthedisease
COVID-19,isnowaglobalpandemic.

Amidalltheuncertaintyandcallsfor socialdistancing,someindustries
willbeaffectedmorethanothers.Restaurantsandbarsareparticularly
vulnerable,aswellaseventspacesandretailstores.Atthesametime,
consumers are shifting theirspending habits and some companies
and productcategories areactuallygrowing.



1.Grocerysalesaregoingup.

IntheUSonlinepurchasesofshelf-stablegroceryitemshavegrown
substantiallyinthelastfewdays,includingRice(+432%),Flour(+423%),
Canned & Jarred Vegetables (+337%),Canned & Prepared Beans
(+433%),andCanned&DryMilk(+378%)comparedtothefirstfour
weeksofJanuary.

Anditmakessense:Theseitemsaremadefortoughtimeswhenpeople
mayneedtohunkerdown.Theyhavealongshelflife,areversatile,and
arefrequentlyofferedinlargeformats,makingiteasytostockupon
ingredientsthatlast

2.InSouthernEurope,salesofmedicalsuppliesaresoaring.

InItaly,peoplepreparedtotakegoodcareofthemselvesathomeaftera
partiallockdownonFebruary25th.SalesofMedicalSuppliesspikedby
+286%inearlyMarch.

THECORONAVIRUSPANDEMICHASCOMPLETELYCHANGED
PATTERNS OF CONSUMER PSYCHOLOGY ACROSS THE
WORLD

 Complexityofthecrisis,thenumberofvariablesanditsmagnitude
makeaconsumerrecoveryunprecedentedanddifficulttopredict

“Online consumer behaviour is frenetic,” said Ross Steinman,a
professorofpsychology atWidenerUniversity in the US state of
Pennsylvania.“Consumersarerefreshingandrefreshingandrefreshing
websitestosecuregrocerydeliverytimes,purchasepapertowelsfrom
theirusualbigboxretailerandscavengeforriceandcannedsoupfrom
thirdpartysellersonAmazon.sofar,oneofthe biggestshortagesfor
consumersistoiletpaper.Televisionstationsacrosstheglobehave
beamedimagesofemptysupermarketshelvesandhugequeuesas
peoplehoardtoiletpaperrolls,masksandhandsanitiser.

Thefranticstockpilingcanbeexplainedbyapsychologicalconcept
calledinformationalconformity,saidVickiYeung,associateprofessorat
theDepartmentofAppliedPsychologyatLingnanUniversityinHong
Kong.

Thefranticstockpilingcanbeexplainedbyapsychologicalconcept
calledinformationalconformity,saidVickiYeung,associateprofessorat



theDepartmentofAppliedPsychologyatLingnanUniversityinHong
Kong.

Whenpeoplelackknowledgeandareinanuncertainsituation,theytend
tofollowthegroup’sbehaviourandblindlyconform,butoncetheyobtain
more information,and digestand process the situation,the panic
graduallyfadesaway

“DuringthisCovid-19pandemic,peoplegenerallyfeeljitteryandanxious
becausetheyfeeltheirsenseofcontrolhasdisappeared.”

UnlikeotherrecentglobalcrisessuchastheSeptember11attacks,the
coronavirusislessaone-timesharpshocktothesystem andmoreofa
rollingsourceofanxietythatcouldretreatandresurfacerepeatedly,
consumerbehaviourexpertssaid.

ThiswasthepatternwiththeBlackDeathplaguethathitEuropein1347
andreturnedepisodicallyovermanyyears,ultimatelykillingmillionsof
people.

EffectofCOVID-19INNIGERIA

However,thesituationinmarketslocatedintheoutskirtsofthecapital
territorywasthatofpanic,asbuyerswereanxioustostockuptheir
homeswithasmuchfoodstuffsaspossible.

Aswouldbeexpected,thepanicamongbuyershastriggeredamassive
hikeinthepricesofavailablefoodstuffsinthemarketsvisited.

Chidinma,a residentofKubwa,spoke with ourreporterabouther
experiencewhenshewenttothemarketonWednesday.

“AtKubwavillagemarket,thereispaniceverywhere.Peopleare(were)
rushingtothemarkettobuythings,becausetheyhaveheardofrumours
thatthemarketintheareaandotherlocationsintheoutskirtsoftheFCT
willbeshutdownaftertheonesintown.

“Thepeopleareevenafraidthatthegovernmentisgoingtoimposea
curfew so,the prices ofcommodities have doubled,even as the
quantitiesavailablehavedrasticallyreduced.

“Ameasureofgarri,whichusedtogoforN150nowattractaN300price
tag,whileabagnowgoesforN15,000,againsttheusualN7,000.



“Also,ameasureofrice,whichusedtobeN300,nowcostaboutN800,
whilea10kgbagofricegoesforN5,000now,whereavailable.A
measureofbeansnowcostsN600,againsttheusualN350.

Atmanysupermarkets,buyersarestockingupasiftheyarepreparing
forwar.

AtNEXT Supermarket,oneoftheattendantssaidthepopulationof
shoppershasbeenunprecedented.

Hesaidmanyofthepeoplesayareouttostockuptheirhomeswith
essentialsasnooneknowshowlongthestay-at-homewilllast,orwhen
theCOVID-19crisiswouldabate.

Someoftheshelvesinthebigstorewerealmostempty.Thepayment
queue is also unusuallylong with lots ofpeople waiting to make
payments.

OneofthebuyersidentifiedasAnthonysaid“Everyoneisengagingin
panic buying.So,Idecided to join,because mysister,wisdom is
profitable.

“MorecasesofCOVID-19arecomingup,andatthistime,it’sadvisable
tostayathomewithyourfamily.So,everythingI’m buyingtodayshould
lastforatleastthreeweeks.Wehopebythen,allofthiswillbeover,”he
said.

AtSahadstores,thetrafficinthepopularshopmorethandoubledthe
usualascustomersexperienceddifficultiesgettingparkingspacesfor
theircars.

Mostimportedproducts,likehoney,datesandotheressentialswere
saidtobeoutofstockbecauseoftheheavydemand.

Lagos

Meanwhile,inmarketsaroundLagos,wherethestategovernmenthad

alsoissuedastay-at-homeorder,thesituationwasnotdifferent.

AtthepopularMile12market,thingstookanew turnonWednesday,
hoursaftertheLagosgovernmentannouncedtheclosureofallmajor
marketsinthestateandmarketsselling“non-essential”items.



Thehustle-bustleofthepopularfoodmarketinLagosquadrupledonas
thousandsofLagosiansstormedthemarkettopurchasefooditems.

Portersandwheelbarrow pusherswereseenpantingandsweatingat
Ketubus-stopastheycarryloadsoffooditemsallthewayfrom the
market,abouttwokilometresdistancetowheretheirownersparked
theircars.

Thebanksalongthemarketcorridorwerenotleftoutofthecongestion,
asscoresofcustomerswereoutsidethebankinghall,waitingforwhen
theywouldbeallowedintothebank,whileothersformedlongqueuesat
theATMs.

CarsattheothersideofthepopularmarketinwardIkorodusuffereda
trafficgridlock,carsinwardOjotaweresloweddownasthewalkway
wastoocrowdedforhumanmovement.

Themarketpopulationwasamixofmenandwomenwhocametobuy
foodstufffortheirhouseholdconsumptionandtraderswhowereatthe
markettostocktheirstoresinpreparationforthelockdown.

Thepopulationofpeopleoutsidethemarketborderssuggestedthatthe
entiretradingforthedaywasoutsidethemarket.

Butastepintothemarketsuggestedotherwiseasthedensityofpeople
gavenoroom offreemovement.

Hagglingofpricesbetweenbuyersandsellerswasbrief,assellers
snappedatcustomers,withtheircountenanceshowingtheurgencyof
themoment.

Skyrocketingprices

Also,pricesoffooditemshaveskyrocketedfollowingtheannouncement
oftheclosureofmajormarketsinLagosbyThursday.

Whiletradersthatsellprovisions,seasoningandotherrelateditems
maintainedtheirprices,othertraders,includingtomatoesandpepper
sellersinflatedprices.

Thepriceofrice,beans,semovita,andothersrelativelyremainedthe
samebuttraderssellinggarri,yams,fish,meat,tomatoesandother
perishableitemsinflatedthepricesofsuchgoods.



Commercialbuseswerenotleftoutasconductorshikedprices.

Inwhatseemstobeanunendingmarketday,scoresofpeoplewere
strandedatthemarket,hopingtogetcommercialbusestoconveythem
totheirlocation.

LagosisthestatemosthitbytheCOVID-19pandemicinNigeria.It
accountsforover30ofNigeria’s46confirmedcasesasatthetimeof
thisreport.

 

 Deliveryservices are becoming more and more popular,butother
alternative concepts are also gaining in importance,giving some
companiestheopportunitytomakeupforsomeofthelossescausedby
theclosureofthecateringtrade. Nielsonidentifiesthattheseconsumer
changesarebeingmirroredbyeverycountrythatiscurrentlytryingto
flattenthecurve.Nielsonidentifiedthefollowingstagestogetherwith
changesinconsumerbehaviourateachstage:

Stage CoronavirusEventMarkers ConsumerBehaviourChange

Stage 1 Health-
mindedBuying

Minimallocalisedcasesof
Covid-19generallylinkedto
arrival from another
country.

Consumer’s interest rises in
products that support overall
maintenance of health and
wellness. 

Stage 2 Reactive
Health
Management

First local transmission
with no link to other
locationandfirstCovid-19
relateddeath/s. 

Prioritise products essential to
virus containment, health and
publicsafety.E.g.,facemasks

Stage 3 Pantry
Preparation

Multiple cases of local
transmission and multiple
deathslinkedtoCovid-19

Pantrystockpilingandshelf-stable
foodsandabroaderassortmentof
health-safety products;spike in-
storevisits;growingbasketsizes. 

Stage
4  Quarantined
Living
Preparation

Localised Covid-19
emergency actions,
percentage of people
diagnosed positive
continuestoincrease.

Increased online shopping, a
declinein-storevisits,risingout-of-
stocks,strainsonthesupplychain.

Stage
5 Restricted

Mass cases ofCovid-19.
Communities ordered a

Severelyrestrictedshoppingtrips,
online fulfilmentis limited,price



Living lockdown.

concerns rise as limited stock
availabilityimpactspricinginsome
cases. 

Stage 6 Living a
NewNormal

Covid-19 quarantines lift
beyond region/country’s
most-affectedhotspotsand
life starts to return to
normal. 

People return to daily routines
(work,school,etc.) butoperate
witharenewedcautiousnessabout
health.Permanent shifts in the
supply chain, the use of e-
commerceandhygienepractices. 

(table source)

Conclusion
Thecoronavirushasaffectedconsumerbehaviouraroundtheglobe.
Theyprioritise essentialitemsforthishardtimeslikesanitizers,soaps,
facemasksetcwhichleadstoselloutoftheseitems.Behaviourslike
panicbuying,hoarding,anxietyetchasbeenseeninalotofconsumers.
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