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QUESTION:Innotlessthan2000words,ExplainexplicitlyhowthePandemic(COVID19)

hasaffectedconsumerbuyingbehavior.

CoronavirusaccordingtoWHO(worldHealthOrganization)isacompoundof

virusesorratherisalargefamilyofvirusesthatareknowntocauserespiratoryillness

rangingfrom thecommoncoldtomoreseverediseasessuchasMiddleEast

RespiratorySyndrome(MERS)andSevereAcuteRespiratorySyndrome(SARS).It

spreadsprimarilythroughcontactwithaninfectedpersonwhentheycoughorsneeze.

italsospreadswhenapersontouchesasurfaceormetalsurfacewiththevirusonit

andthentouchestheireyes,ear,mouthornose.Itisknowntobethatthereisa

homogeneousrelationshipbetweenthecoronavirusandmetalsurfaces,henceitlasts

foraslongas12hoursonmetalsurfaces.

CoronavirusalsoknownastheCovid-19virusisapandemicandhashadamajor

effectontheworldatlargeandhaschangedthedailylifeandpatternofConsumer

Behaviorallovertheworld.Topreventthespreadofthisvirus,leadersacrosstheworld

havecalledforsocialdistancingandnationallockdownasapreventiontechnique.This

decisionhasinturnaffectedindustriesandconsumers;theeconomyindifferentways

assomeindustriesandcompaniesandtheirproductsaregrowingrapidlywhilesome

aredepreciating.

1.Highdemandforshelfstablefoodsandgroceryitemsgrowingsubstantially:Itmakes

sensethattheseitemsaremadefortoughtimeswhenpeopleneedthem.Longshelf

lifefoodsareversatilemakingiteasiertostockuponingredientsthatlast.Sighted

Examples;Companiesofwhom producetheseproductshavespikeduptheirsales

accordingtosurveystudies.CannedEvaporatedanddryMilksaleshavegoneupby

+378%,Cannedbeansby+433%,Cannedveggiesby+337%,Floursandriceby+432%.

Thefavoringofnon-perishablefruitswereupby+297%andskyrocketedto+623%.

2.HugesalesofMedicalsupplies:Salesofmedicalsupplieshavesoaredhigh,no

surprisethesaleoffacemasksandotherhouseholdcleaningitemswhichcanbeused

toreducethechancesofcontractingorspreadingthevirusshotupearlybeforerunning



outofstock.salesofmedicalsuppliesspikedupby+286%asseenbysurvey.for

instance,Francewhichhadenactedacountrywidequarantine,sawsalesofmedical

suppliesandshelffoodproductsrisingbynearly+600%.

3.Drasticdecreaseinthedemandandneedforitemsnotnecessarilyimportantor

otherwiseseenasnon-essentialinthedailylifeofanindividualoraconsumerandhuge

increaseinthedemandforitemsofimportancetothehealthandwelfareofa

consumeraspresentedinthedatabasebelow.

Decreaseinthedemandfor;beautyproductsby56%,Alcoholintakeby57%,Luxury

by61%,Clothingandaccessoriesby66%,Travelsby91%OutofhomeEntertainment

andGatherings;bothby93% andIncreaseinthedemandfor;Medical/lifeinsuranceby

38%,Nutrition/Healthproductsby40%,Householdcleaningitemsby48%,Foodand

beveragesby49%,Medicineby67%,Advancedepidemicpreventionproductsby70%

andBasicepidemicpreventionproductsby88%.

4.Gainsine-commerce:Companieswithstrongdigitalfootprintsareextremelywell

placedtorespondtochangingconsumerbehavior.Insteadofreducingallexpenditures,

buyinghabitsofconsumershavechangedtoo.switchingfrom offlineactivitiestoe-

commerce.inawaybringingrelieffortheeconomyandsettingcourseforrapid

recovery.

5.Highdemandforonlineworktools:Asofficescloseandemployeesareencouraged

toworkfrom homeincompliancewiththeCovi-19lockdown,manyconsumersare

outfittingtheirspaceswithitemswhichwouldhelpthem workcomfortablyand

efficientlyhence,interiordesignproducts,homeimprovementandofficefurniture,

householdproductswhichwesawthatitssaleswerespikedupby+13%andagainby

8%.

EffectsoftheCovid-19onconsumerbehaviorbothsociallyandeconomically.

TheoutbreakoftheCovid-19virushashadamajorimpactondailylifeandconsumer

behavior.ithasledtothelockdownofregionsandcitieswithapopulationofover500

millionpeoplebeingquarantinedandaconcurrentdeclineinproduction.Afewofthese

negativeeffectsarelistedthus;

i.DistortionofWorldSportsCalendar-PostponedOlympics,SoccerBan(Worldwide),

BasketballgamesandeveninNigeriaOkpekpegames(EDOsports2020)

ii.BreachinSocialInteractionsthusintroducingadditionalpoliticalissues-Governance

affected,Topgovernmentfunctionalism affected

iii.Religiousgatheringsandactivitiessuspended-withafewindividualsandconsumers

losinginterestinspiritualexercisesandUplifting.



iv.EffectonEconomy-Poorfunding,Hunger,marketclosures,gambling,complaints,

poorstockmarkets,Agricultureandexportproductsconstraints,unpaidsalaries.

v.Medicals-Drugproductionslimited,medicalequipmentsundersuppliedandunder

produced.

vi.Legalimplications-Judiciaryactivitiessuspended,impactonprisonersanddetainees.

Despitethenegativesocialandeconomiceffectsandimpacts,thisoutbreakhas

completelychangedthepatternofconsumerbehaviorallovertheworldquicklyledto

anadjustmentinpeoplesbehaviorswhichisfrom feartoactioninordertocopewith

thisunexpectedsituation.Theshiftofdailyactivitiesfrom offlinetoonline.Hence

ConsumerbehaviorisnowFRENETIC.

Freneticisbestdefinedasthehighrateofinvolvinginactivitiesinawaythatisnot

organized.

Consumerbehaviorsexpertsandpsychologistshavetakennotesofthechangeswhich

haveoccurredinthisCovid-19pandemicandthushavethistosay.AccordingtoRoss

Steinman,aprofessorofpsychologyatWidenerUniversityintheUSStateof

Pennsylvania,shesays"Consumersarerefreshingandrefreshingwebsitestosecure

grocerydeliverytimes,purchasepapertowelsandscavengeforriceandcannedsoup

from thirdpartysellersonAmazon".Shealsostatedthat"Apronouncedspikein

coronaviruscaseswillonlyamplifythefrenetic".

Whenpeoplelackknowledgeandareinanuncertainsituation,theytendtofollow

group'sbehaviorandblindlyconform butoncetheyobtainmoreinformationanddigest

andprocesstheinformation,panicgraduallyfadesaway.

DuringthisCovid-19pandemic,consumersgenerallyfeeljitteryandanxiouslosinggood

senseofbehaviorandcontrol.Consumebehaviorexpertshavealsoobservedthat

unlikeotherrecentglobalcrisessuchastheSeptember11attacks,coronavirusisless

aonetimesharpshocktothesystem andalsoarollingsourceofanxietythatcould

retreatandresurfacerepeatedlywithasightedexamplestatingthatitwasthesame

patternwiththeBlackdeathplaguewhichhitEuropein1347anreturnedepisodically

overmanyyearsultimatelykillingmillions.Expertshavesuggestedthatconsumer

behaviormaybepermanentlychangedasaresultofthepandemic.Economistshave

alsoadvisedagainsttheneedtoshutdownthingsagain,statingalsothatthemoreit

happens,moredamageitdoestothebuoyantconsumerbehaviorandpsychology.

Inallthis,Combatmethodsputinplaceduringthiscrisisare;SocialDistancing,Lock

downandSelfisolation,Sensitization,Sanitation,Emergencyhealthcommunication

lines,Quarantinehousingfacilities,ImprovedhealthfacilityupgradeandHealthworkers



lifeinsurance.

Consumerbehaviorisseenasextremelyorthodox,oftenreferredtoas'StatusquoBias"

withcapturedexpressionslike"PastBehaviorBestPredictsFutureBehavior".Now

Covid-19crisesforcesustochangeourbehaviorradicallywhichmightenableusthe

consumersdiscovernewwaysthatsuitsusbetter.

CONSUMERBEHAVIORamidstthiscoronavirusishenceradicallyalteredastheworld

entreatsinto"SURVIVALMODE".

InSummaryConsumerswhileisolatingthemselveshaveconstructedsometrendsand

changeswhichhavebeenmonitoredtogothroughsixbehavioralstagesbasedontheir

awarenessoftheCovid-19spreadintheircommunitiesthusmentioned;

i.Proactivehealth-mindedbuying:Increasedinterestintheacquisitionofproductsthat

maintainwell-beingorhealth

ii.Reactivehealthmanagement:Prioritizationofproductsforinfectioncontainmentthat

isfacemasks.

iii.Pantrypreparation:Higherpurchasesofshelf-safeproductsandincreasedstore

visits

iv.Quarantinedlivingpreparation:Increasedonlineshopping,decreasedstorevisitsand

firstsignsofstrainonthesupplytrain

v.Restrictedliving:Possiblepricegaugingduetolimitedsuppliesanddeterredonline

fulfillment.

vi.Livinganewnormal:Increasedhealthawarenessevenaspeoplereturntotheir

typicaldailyactivities.

Thisstudyalsofoundoutthatconsumerstypicallymovedfrom onestagetoanotherin

aperiodoftwoweeksinareasclosetotheinitialoutbreak.However,thishappened

muchfasterinothercountrieswheretheoutbreakstartedlater,suchasItalyandtheUS.

Currently,theonlycountrywheretheconsumersarestartingtotransitiontothesixth

stageisChina,whiletheUShasbeguntomovetowardsrestrictedliving.So,whatkind

ofpossiblelonglastingbehaviorshiftscanweexpectasaresult?itisstilltooearlyto

tell,butcleartrendscanbeseen,which,ifsustained,couldleadtosignificantshiftsin

howconsumesshopinfuture.

TheComplexityofthecrisis,numberofvariablesanditsmagnitudemakesconsumer

recoveryunprecedentedanddifficulttopredict.



Inconclusion;Thepandemichashoweverdestroyedisolationism andglorified

Internationalism.Asomberlessonforcountriesthathavepromotedultranationalism.

ThisisrevealedinthefactthatathirdworldcountrylikeCubahasproducedinterferon

Alpha2Bdrugwhichhassofarprovedtobethemosteffectivevaccineagainstthe

pandemicsuchthatItaly,oneofthemosthitcountriesandsomeother37countriesare

beingsassistedbyCUBA.

MembersoftheGroupof20mostviableeconomies(G20)haveinvitedCUBAtoassist

inthefightagainstthepandemic.UKsoughtthem toassistthem ontheirstranded

NationalsintheCaribbeanTerritorialWaters.

Capitalism hasthusbeenchallenged.Seriouscountriesnowprovidefundstohelpkeep

jobsandhealthofthepeople.Loansarenowmadeavailablewithouttoughconditions,

debtsarebeingrescheduledorcancelled.Thepandemicchallengehasmadeastrong

caseforanewinternationaleconomicorderinlinewithconsumerbehaviorandNigeria

ourowndearcountryhasnotbeenanexceptionconsideringhereffortsinfund

donationsbyindividualsandorganizations,boostsinhealthsectorupliftment,traders

money,palliativesinfoodprovisions,awarenessingovernance,quarantinelockdown,

socialdistancingorphysicaldistanceandsoon.
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