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Abstract: COVID-19 spreads globally with a unique makeup and 

high intensity. During this global pandemic, addressing 

"consumer behavior" could send signals to the industrial sector, 

and it is worthwhile to identify the hidden antecedents of 

consumer behavior during the pandemic. The study's main 

purpose is to organize and standardize current knowledge on 

pandemic hoarding behavior. The methodology section is 

followed by the analysis and discussion portion, which comprises 

a) citation analysis, which was done to analyze developing 

research publications on consumer behavior during a pandemic, 

and b) comprehensive analytical models within the literature. 

Research papers were selected from well-known research 

databases such as Web of Science, J Store, and Google Scholar, 

and the analysis included 43 research papers. The research 

consist with two sections: (a) citation analysis and (b) identifying 

comprehensive analytical models. The citation analysis revealed 

three major themes: (1) panic buying behavior during 

pandemics, (2) new trends in pandemic buying, and (3) online 

buying behavior during pandemics. Furthermore, review 

propose Ling & Ho (2020) model be aligned to fill a need in 

consumer behavior research. Moreover, findings reveal a unique 

perspective on government policymaking that will aid in 

improving the effectiveness of governments' existing lockdown 

policy measures by governing and controlling individuals' 

behaviors and attitudes, allowing for a more holistic and 

integrated response to the pandemic.  

Keywords: Consumer Behavior, COVID-19 Pandemic, 

Marketing, Online Buying, Panic Buying 

I. INTRODUCTION 

rom the dawn of civilization to the present day, humans 

have adapted to a plethora of "conditions or changes," 

some of which are caused by natural disasters and others that 

are induced purposely. Throughout this long voyage, humans 

will encounter tragic circumstances that have not been 

addressed previously via various stages of development, 

which are referred to as pandemics (Fernández et al., 2020). 

The impulsive disaster spreads the first half of the year 2020 

around the world by creating gigantic destruction to the life of 

human beings. It was initially identified as Corona Virus, and 

later, it was titled Corona Virus Disease-19 or COVID-19 

(Qiu et al., 2020). Accordingly, the virus was formed first in 

Wuhan city, Hubei province of China P.R., later spread its 

wings around the world by creating massive devastation to the 

existence and the economic well-being of the human. Since 

the medications were incompetent to establish the treatment 

for the disease, several public health procedures have been 

implemented as a preventive action, particularly social 

distance among people while the virus scattered hastily (Fong 

et al., 2020). 

According to the Stephany et al. (2020), the level of 

consequence that the COVID-19 pandemic has generated is 

dissimilar from one country to another country based on the 

health structure of the country, economic firmness and 

flexibility, the immunity of the public, the government 

policies and protection ability of the population. Starting in 

late 2019, continued throughout the year 2020 by exhibiting a 

first and second wave until the dawn of 2021, this novel 

Corona Virus could be considered as the most critical-life-

threatening challenge to mankind in Twenty-First Century. 

The hazardous misadventure was able to drastically adjust the 

lifestyle of the people and the business environment (Ho et al., 

2020). Industries like Trade, Agriculture, Tourism, 

Transportation, and activities of the business environment are 

extremely destructed by the COVID-19 based on the stability 

and deficiency in investment enforced to decrease the level of 

workforce in a long-run perspective (Patel et al., 2016). Once 

the Covid-19 pandemic was declared by the World Health 

Organization (WHO), most countries applied social distance 

as a preventive step, and it is ranged based on the situation of 

the lockdown country. Based on the prevailing situation, 

people are restricted from participating in large-scale social 

meetings while the restaurants and hotels are temporarily 

closed. Further, some economic sectors have received the 

freedom to function in small constraints, and householders are 

highly advised on social distancing and staying at home. 

Interestingly, most employees are communicated to "work 

from home" through an online platform and reduce social 

connections with people due to the nature of the virus 

spreading (Andersen et al., 2020). 

Among all, addressing the "consumer behavior" 

during this pandemic around the globe might provide signals 

to the industrial sector. The consumers' purchasing decision is 

grounded on the intrinsic and the extrinsic individualities 

(Asioli et al., 2017, Richardson et al., 1994), and alteration in 

day-to-day existence creates variation in outmoded customer 

behavior. The consumer is mentally stressed in an unstable 

economic, social and political environment context, and they 

feel that they cannot adjust to environmental changes (Botti & 

McGill, 2011). Consumers' pressure pushes themselves to 

save money superfluously for acquiring necessary items, and 

thereby customers demonstrate the needless comportment on 

F 
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gathering substances (Durante & Laran, 2016). Some scholars 

termed this as "unnecessary stockpiling behavior." 

According to Arora et al.(2020), consumer behavior 

is affected mainly in five ways during the COVID- 19 period 

as such; (i) shift to value and essentials: most householders 

shift to purchase essential goods and spend less on optional 

types of products (ii) flight to digital and channel: online 

transactions are promoted, and customers easily order online 

the goods or services they required and easily purchase the 

product (iii) shock to loyalty: even though some customers 

loyal to a particular brand, under the low product availability, 

the brand-loyalty have diminished and opted for an available 

product in the market (iv) health and "caring" economy: 

customers tend to purchase healthy products rather than 

cosmetic items in previous. This trend has created an avenue 

for multinational companies to offer healthy packages based 

on the extraordinary demand in the marketplace (v) homebody 

economy: consumers stay-at-home while spending time with 

regular home duties by reducing their shopping and traveling, 

and socializing. Hence these five main trends were drastically 

affected to the novel way of consumer behavior or as a novel 

strategy at NEW NORMAL. 

Research gap and significance 

Different scholars are addressing the COVID-19 

pandemic from different perspectives. Consumer behavior is 

one of the main elements in marketing and business. A 

massive economic downturn is observable among the 

economies due to the destructive behavior of the pandemic. 

Therefore, many researchers focused on consumer buying 

behavior in several industries, products, and countries as an 

essential field to promote businesses that collapsed in the 

pandemic situation. However, previous studies mainly focus 

on a specific area, development, or industry concerning 

consumer buying behavior. This paper attempts to 

comprehensively review the research articles to provide an 

insight on consumers' buyer behavior during the Covid-19 

pandemic, and techniques they are adopting in day-to-day life 

from the perspective of different countries and industries. 

Research objective 

Aligned with this requisite, the principal objective of 

this paper is to systemize and organize the contemporary 

knowledge on consumer behavior during the Covid-19 

pandemic, which would be enormously valuable for future 

researchers. We have conducted a systematic literature review 

to achieve the research objective. The approach led us to 

observe the diverse models based on disasters. Further, the 

article attempts to weave through the maze of literature 

available about consumer behavior during a crisis compared to 

the regular. The rest of this paper is organized as follows: 

First, the methodology is extensively discussed; second, 

analysis and discussion sections are presented where we 

present our: a) citation analysis, which was performed to 

evaluate the emerging research studies of consumer behavior 

and, b) comprehensive analytical models within the literature. 

Last, we present our conclusions. 

II. METHODOLOGY 

This scholarly work adopted a systematic approach 

to identify and review the relevant literature. The authors 

conduct the systematic search from November-2020 to 

January 2021, during the second wave of the COVID-19. 

Within the context, 269 research articles were downloaded 

from the well-reputed databases, including Web of Science, 

JStore, and Google Scholar. Covering the central theme of 

consumer behavior during a covid-19 pandemic, many other 

search strings were developed depending on the purpose of 

this study. The searches were not limited by time. 

Downloaded articles were screened with three steps; first, 

articles were screened depending on their title and keywords 

to filter inappropriate articles. 62 articles were removed in the 

first step; second, in-depth reading of the research papers' 

abstracts was filtered out 115 inappropriate articles. Finally, 

the researcher analyzes the full paper of each article to filter 

out unnecessary research papers. At the end of the three steps, 

43 research papers were used for the analysis, whereas a 

limited number of scholarly work is available catering to the 

areas of the "consumer behavior" and "COVID-19 pandemic". 

III. ANALYSIS AND DISCUSSION 

The analysis was twofold: a) citation analysis and 

main themes identified within the research context, and b) 

comprehensive analytical models within the existing literature 

caters to consumer behavior during the COVID-19 pandemic. 

Citation analysis and themes developed 

This analysis aimed to identify the most influential 

papers with the themes in the respective study. After the 

comprehensive evaluation, 43 research papers were 

determined and developed the themes by the authors. Herein, 

Table 1 classifies the identified research papers into diverse 

three clusters based on their content similarities with the 

objectives of this study. Further, the identified themes would 

be way forward for future research areas, mainly to conduct 

an empirical analysis on consumer behavior. Identified three 

themes will be the foundation for future research based on 

empirical data with the second pandemic wave to the 

worldwide economie. 

Table 01: Citations Analysis and Themes developed 

Themes Authors 
Published 

Year 
Citations 

Panic Buying 
Behaviour 

Hall, M. C.,et al 2020 137 

Addo, P. C., et al 2020 118 

Loxton, M., et al 2020 105 

Arafat, S. Y.,et al 2020 23 

Prentice, C., et al 2020 66 
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Islam, T., et al 2021 90 

Arafat, S. Y.,et al 2020 74 

Kuruppu, G. N., & De 

Zoysa, A 
2020 7 

Asioli, D.,et al 2017 74 

Richardson, P. S., Dick, 

A. S., & Jain, A.K 
2016 1754 

 

Organization for 

Economic Co-Operation 

And Development 
(Oecd) 

2020 383 

Botti, S., & Mcgill, A. L. 2011 309 

Durante, K. M., & Laran, 
J. 

2016 91 

Keane & Neal 2021 73 

Perry, R.W., Lindell, 

M.K 
2003 274 

New Trends in 

Consumer 

Behaviour 

Mehta, S., Saxena, T., & 
Purohit, N. 

2020 93 

Arora, N.,Et Al 2020 28 

Amalia 2012 10 

Hoon Ang, S.,Et Al 2001 888 

Fernández-Villaverde, J., 

& Jones, C. I. 
2020 164 

Qiu, Y., Chen, X., & Shi, 

W. 
2020 327 

Fong, M. W., Et Al 2020 56 

Ho, J., Hui, D., Kim, A., 
& Zhang, Y. 

2020 8 

Patel, V., Et Al 2016 65 

Juranek, S., & Zoutman, 
F. 

2020 22 

Stephany, F., Et Al 2020 45 

Andersen, M., Et Al 2020 26 

Flatters, P., & Willmott, 
M. 

2009 319 

Online Buying 

Behaviour 

Van Den Poel, D., & 

Buckinx, W. 
2005 364 

Pantano, E.,Et Al 2020 199 

Rebecca Hodge & Scott 

Jeffrey 
2007 233 

Kim, Rae Yule 2020 126 

Bounie, D.,Et Al 2020 47 

Bhatti, A., Et Al 2020 126 

Gao, X., Shi, X., Guo, 
H., & Liu, Y. 

2020 48 

Nguyen, H. V., Et Al 2020 47 

Suresh, A. S., & Biswas, 

A. 
2020 10 

Ozturk, R. 2020 4 

 

Ali, B. 2020 64 

Veeragandham, M.,Et Al 2020 6 

Thakur, C.,Et Al 2020 1 

Kaur, P. 2020 0 

Amichai-Hamburger, Y., 

Wainapel, G., & Fox, S. 
2002 785 

Source: Citation analysis and themes 

Given the citation analysis, the authors performed the 

analysis based on the most cited research papers and the latest 

research papers related to COVID-19. Many scholarly articles 

are based on the topic, whereas altogether, 45 research papers 

were cleared out. From the citation analysis, we discovered 

three main themes, namely: (1) Panic Buying Behavior, (2) 

New Trends in consumer behavior, and (3) Online Buying 

Behavior. 

Interestingly, some research themes are more 

prominent than others; for instance, more citations for Theme 

1 focus on the Panic buying behavior during the pandemic. 

Further, social media and online buying behavior-related 

scholarly work have been identified as an emerging 

discipline, where some of the empirical research studies were 

observed focusing on the panic buying behavior of the 

consumers. This was highlighted during the first-second 

waves of the pandemic in some countries, later nick-named 

"Toilet paper panic buying." We have not found such studies 

within the Sri Lankan context, whereas identified as an 

empirical research gap within the Consumer behavior in a 

Pandemic. Further, we explored that scholarly work based on 

Panic buying behavior (Theme 1) and Online buying 

behavior (theme 3) have been popular compared with other 

themes, whereas empirical studies based on the Asian context, 

especially China, the origin for the COVID-19, is intensively 

common which are targeted the Asian consumer behavior. 

However, citation records demonstrate all three Themes are 

much influential and trending with the booming of the 

pandemic. 

As authors, we thematically analyzed the scholarly 

work to evaluate the comprehensive analytical models 

focusing on consumer behavior. In the contrary, some scholars 

linked consumer behavior with natural disasters, and the more 

recent researchers concentrate on the COVID-19. The 

analytical models are categorized based on the identified three 

themes, and at last, a conceptual model has been proposed. 

Panic buying in the covid-19 pandemic 

Panic buying is an evolving tendency that has been 

noticed in the aftermath of a pandemic but is not confined to 

it. Based on expert judgment, a large percentage of panic 
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buying behavior-related literature from developing nations has 

been uncovered, covering the reasons and impact of panic 

buying (Arafat et al., 2020). According to Oxford (2020), 

panic buying is the act of acquiring huge quantities of goods 

or services due to sudden fears of a shortage or price increase. 

Panic buying is a typical market response to natural and 

artificial disasters, and it frequently occurs when buyers 

anticipate or respond to a crisis. Panic buying is an evolving 

tendency that has been noticed in the aftermath of a pandemic 

but is not confined to it. Based on expert judgment, a large 

percentage of panic buying behavior-related literature from 

developing nations has been uncovered, covering the reasons 

and impact of panic buying (Arafat et al., 2020). According to 

Oxford (2020), panic buying is the act of acquiring vast 

quantities of goods or services due to sudden fears of a 

shortage or price increase. Panic buying is a common market 

response to natural and artificial disasters, and it frequently 

occurs when buyers anticipate or respond to a crisis. Those 

demanded goods have no direct link to COVID-19 or 

lockdown protection (Kuruppu & De Zoysa, 2020). As a 

result, due to the importance of internet media outlets, the 

reasoning behind panic buying during the COVID-19 crisis is 

significantly more difficult to evaluate. In recent years, social 

media and mainstream media have significantly influenced 

people's perceptions of the world and themselves. As a result, 

these aspects function as a significant force that affects 

people's conduct, particularly during a crisis (Kuruppu & De 

Zoysa, 2020). 

Consumers are more likely to store commodities and 

other important things that they believe will help them get 

through the crisis and anticipate supply shortages. Some 

people may simply be concerned about a huge price increase 

resulting from the accident (Su, 2010). Previous research has 

looked into several components and theories to understand the 

reasons and behaviors of panic buying behavior in customers. 

Since the lockout, panic buying has increased, and social 

distancing measures were intensified in mid-March 2020. 

Panic buying and hoarding started in early March 2020 and 

peaked at the end of the month, when the lockout was 

extended, and social isolation became more severe (Prentice et 

al., 2020). 

There are several misconceptions about the 

phenomenon of impulse buying. One plausible explanation for 

emergency buying is to reduce the expense of out-of-pocket 

supplies during crises and pandemics. Panic buying was a 

natural human reaction to imminent catastrophes and 

emergencies, either rationally or irrationally, in an attempt to 

defend and retake control of panic (Leung et al., 2021). 

COVID-19-related government measures are linked 

to panic buying, according to the findings of the semantic 

study. In January and February 2020, when these 

interventions had a smaller scope, Australian customers went 

about their normal buying and consumption routines (Prentice 

et al., 2020). People in the COVID-19 situation stocked up on 

preventive disease products and rushed to stock up on basic 

home items with no warning of a scarcity. The use of social 

media to propagate panic purchasing information was crucial 

(Islam et al., 2021). People with high emotionality and 

conscientiousness ratings are more likely to have experienced 

paranoia and anxiety due to Covid-19, which can lead to panic 

buying. 

Furthermore, the social media site encouraged users 

to distribute information about potential supply shortages. 

Those still apprehensive about COVID-19 put their trust in 

specific social media posts and began acting like stored 

commodities. This condition may have been avoided if city 

authorities had done a better job with public relations, 

ensuring that residents had low perceptions of threat and 

anxiety, causing them to change their panic buying habits 

(Hall et al., 2020). 

 New trends in consumer behavior 

People are not all the same, and not everyone has the 

same perspective on a situation that has bad consequences, 

such as an economic or other crisis (Amalia et al., 2012). 

Personality traits may also attenuate these changes in 

consumption behavior due to an economic crisis (Ang et al., 

2001). These personality traits are consumers' risk aversion, 

value consciousness, and materialistic tendencies. Earlier 

research suggested that in times of crisis, consumers' behavior 

shifts, resulting in a considerable change in utility patterns 

(Mehta et al., 2020). 

Researchers also discovered a few new tendencies 

during the crisis, such as demand simplification due to limited 

options during the crisis, which persists post-crisis, where 

individuals buy simpler goods with high value (Flatters & 

Willmott, 2009). According to Mehta (2020), even the 

wealthy voiced displeasure with excessive consumerism after 

the crisis and focused on recycling and teaching their children 

traditional and straightforward values. 

The impact of the recession on consumer attitudes 

and patterns is significant, according to Flatters and Willmott 

(2009). The recession has accelerated some developments 

while slowing or stopping others entirely. Consumers prefer 

easy, value-oriented products and services that simplify their 

lives, as well as a focus on the enactment of a corporation 

where consumers are angered by unlawful action and 

unethical company behavior. The authors were interested in 

learning more about customer behavior during COVID-19 

because of the shift in consumer behavior during times of 

crisis (Mehta et al., 2020). 

Market dynamics during covid-19 

This pandemic has a severe impact on the nation's 

economies hinting towards change in market dynamics. An 

online survey conducted by Bostan Consultancy Group in five 

countries (China, Italy, France, the UK, and the US) found 

different spending changes. Accordingly, many consumers 

anticipate saving more and spending less on discretionary 

items such as fashion, luxury goods, toys and games and signs 
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of growing interest in preventive health care and household 

cleaning supplies categories that are likely seeing an 

additional slight bump in spending as a result of the virus 

(Lara et al., 2020). Consumers replaced restricted activities 

with increased digital engagement, at-home activities, and 

health and sanitation practices during lockdowns. McKinsey 

report (2020) also shows similar findings to the Bostan 

Consultancy Group survey. A few months into COVID-19, 

consumer shopping online has increased significantly across 

many categories, especially in the essentials and home-

entertainment categories. 

Interestingly, this habit will continue even after the 

COVID-19 crisis (Abe, 2020). Pantano et al. (2020) found 

that consumers reacted favorably as retailers sought ways to 

meet customers' desires by online shopping. COVID-19 has 

been related to increased online spending in other reports 

(e.g., Nguyen et al. 2020; Kim 2020; Bounie, Youssouf and 

John 2020). Despite a decline in net revenue, they largely 

accept that internet shopping has improved. COVID-19, on 

the other hand, has not been related to a decrease in online 

shopping (Ali, 2020). Further, consumer sentiment and 

category spending in relation to COVID-19 explores many 

differences across age groups and many similarities and 

opportunities for companies to engage with consumers in key 

categories. Across markets, younger generations including 

generation Z and millennials, express less optimism and worry 

than more mature generations and plan to make spending 

trade-offs across many more categories than the older. 

Interestingly, the elderly are more likely to maintain the 

spending. They have accumulated more wealth on average to 

use in weathering a crisis and already tend to spend more on 

average (Lara et al., 2020). 

Moreover, Abe (2020) highlights high-income 

earners and millennials are leading the way in shifting 

spending online across both essential and nonessential items. 

The COVID-19 Barometer (2020) report points out different 

behavior among Indian consumers and explores six distinct 

consumer segments, defined by levels of worry, information 

consumption, adherence to rules, and government trust 

(Kantar., 2020). During the previous outbreaks such as SARS, 

MERS, and other natural disasters, consumers displayed 

economic elastic behavior in the form of rapid, steady, or slow 

market recovery. A part of this behavior is permanent and 

brings in structural changes in the way we live, work and 

make buying decisions (KMPG, 2020). 

Comprehensive analytical models 

With the previous research work, we analyzed 

comprehensive analytical models developed by several 

scholars relating to consumer behavior during this COVID-19 

pandemic (Fernando et al., 2021). And we consider the 

models developed recently by scholars who directly relate to 

the current study. Among all models, we identified the model 

proposed by Ling & Ho (2020) from the viewpoint of social 

behaviors from a social dilemma perspective. 

According to Ling & Ho (2020), most individuals' 

fear, uncertainty, greed, self-interest, and opportunistic 

(defective/unethical) behaviors triumph over the collective 

interest during the pandemic. Individuals' non-cooperative 

behavior causes hassles, dissatisfaction, and other negative 

externalities and encourages others to act selfishly. 

Individuals' behavioral responses are linked to social dilemma 

theories and ideas, focusing on conscious or unconscious self-

interest and opportunistic conduct. These sociological factors 

are critical in answering the issues of what and why people act 

the way they do during the coronavirus epidemic. According 

to the model, (a) fear, (b) uncertainty, and (c) greed cause self-

interest behavior then lead to panic buying. Hence this model 

would be proposed by authors to test empirically during the 

COVID-19 in diverse country perspectives to understand how 

consumers behave with the fear of pandemic. Figure 1 

illustrates the model proposed by Ling & Ho, (2020). 

Figure 01: Effects of the Coronavirus (COVID-19) Pandemic on Social 

Behaviors: From a Social Dilemma Perspective 

 

Source: (Ling & Ho, 2020). 

IV. CONCLUSION 

Based on the literature review, most consumer 

behavior research revealed panic buying trends, new 

consumer behavior trends, and online buying behavior 

themes. Further, individuals' emotionality, social media and 

mass media involvement, government intervention, and 

information dissemination become more powerful aspects that 

stimulate customers buying behavior in the COVID 19 era.  

Demand simplification of rich people, more concern towards 

value-oriented products and services, dissatisfaction with 

excess consumption, and focus on recycling and teaching their 

children traditional and straightforward values are the 

prominent trends that led authors' interest to explore consumer 

behavior during COVID-19. Consumers have started to trust 

the internet, online shopping during the COVID-19. As a 

result, global e-commerce patterns and global online shopping 

have increased. Grounded on the numerous scholars' 

investigation, this has a severe impression on economies 

intimidating towards change in market dynamics to diverse 

spending patterns, various usage of available facilities in 

different age groups, and income levels.Moreover, consumers' 

spending pattern is divergent in these three waves of COVID 

– 19. An empirical investigation of the local consumer 
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environment is needed to uncover the true and hidden 

motivations for stockpiling behavior. We propose the model 

developed by Ling & Ho (2020) as a conceptual framework to 

further illustrations. Therefore, researchers can use this model 

to measure consumer behavior through the social aspect. We 

suggest that using qualitative approaches to further studies 

will benefit society in the pandemic situations in more 

practical markets with this model. 

In most nations, the COVID-19 epidemic has 

considerably impacted modifying consumer behavior. 

Retailers are encouraged to adapt to the changes by using 

technology to adjust their business strategies. This thorough 

review may open up new possibilities for retailers and 

marketers to comprehend the diverse and dynamic ways in 

which consumers behave, including the retail distribution 

pattern. However, consumer behavior cannot be generalized 

due to cultural and environmental differences. As a result, 

additional research is continually needed to keep up with the 

changing behavior of consumers. Given the pandemic's 

unknown trajectory, consumer behavior across stages is a 

dynamic mix of old and new habits, highlighting culture and 

operations and fully aligning with digital transformation 

projects. Hence, the review and systematization of the 

literature have resulted in significant suggestions for 

businesses and organizations. First and foremost, companies 

must incorporate rapid digital change into their operations. 

For example, social media's importance in society had already 

grown before to the COVID-19 problem, but it has now been 

amplified. Moreover, firms and businesses must address 

consumers' perceptions of risk.  

Limitations of the study 

Despite the fact that the article search was conducted in 

the different databases, which provides a good balance of 

quality and coverage, there are still some drawbacks to this 

study. Numerous publications were not included in the 

analysed databases, which could imply that their quality is 

variable. However, in order to systematize the literature in an 

acceptable length of time, this decision was necessary to limit 

the databases.  
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