
Journal of Social Science Studies Vol. 1, No. 1, January 2021, pages 31 – 36 

31 

 

Opinions about Consumer Behavior during the Covid-19 Pandemic  

Rafadi Khan Khayru 
 

Airlangga University, Indonesia 

 
 

A R T I C L E  I N F O  

Article history: 
Received 16 January 2021 
Accepted 27 January 2021 
Published 30 January 2021 
 
Key words:  
Covid-19, 
Consumer behavior, 
Panic buying,  
Online shopping. 

 A B S T R A C T  

Consumer behavior is not just buying to meet needs and wants, but also includes the 
study of how involved decision-making processes and exchange processes and various 
things that affect individual and social life. The coronavirus pandemic is highly con-
tagious and has spread rapidly and is happening globally. The spread of this disease 
outbreak has affected consumer behavior. The situation during the pandemic caused 
buying activities to change online. Consumers avoid physical contact to avoid trans-
mission. In addition, panic buying occurred in several situations due to excessive 
anxiety from the public. This article reviews opinions on changes in consumer behav-
ior during the Covid-19 pandemic. How consumers behave during the pandemic and 
the impact that occurs on shopping behavior in the post-pandemic. 
 

  

 
INTRODUCTION 
Corona Virus Diseases-19 (COVID-19) has been de-
clared a pandemic by the World Health Organiza-
tion (WHO) and is a common problem for all coun-
tries in the world. A pandemic is synonymous with 
a disease that can spread to many people in several 
countries at the same time. According to Morens et 
al. (2009) there are several criteria that must be met 
to determine a disease into a new pandemic, namely 
wide geographic distribution, high disease trans-
mission, high attack rates and explosiveness, the ma-
jority of the population does not have strong im-
munity, novelty, infectiousness, contagiousness, se-
verity. The spread of COVID-19 has been significant 
and ongoing globally. With cases of the novel coro-
navirus constantly increasing around the world, sev-
eral governments have locked down their borders 
and most have imposed restrictions on everyday ci-
vilian life, in hopes of containing the outbreak. Ac-
cording to the World Health Organization (WHO), 
Corona Virus Disease is a group of viruses that can 
cause disease in animals and humans. On March 
2, 2020, the first Corona Virus Disease (COVID-
19) pandemic occurred in Indonesia. Currently, 
in Indonesia COVID-19 has spread to 34 provinces. 

The rapid spread in Indonesia is due to the lack 
of public awareness about COVID-19 and they are 
exposed to misinformation. Some think about con-
spiracy theories and some don't even know the 

origin of the coronavirus. Until now, there are still 
a small number of people in Indonesia who from 
the start did not understand and were consumed 
by hoaxes. In the midst of a pandemic, it is very 
important to follow social distancing to contain 
the further spread of the virus, but there are still 
many people who underestimate these conditions 
and continue to carry out social activities like 
without a pandemic. Even though it has been go-
ing on for a long time, people who still don't un-
derstand the condition of this pandemic still need 
understanding from all parties, including com-
munity leaders and government officials to pro-
vide literacy and education to the community. 

WHO (2020) states that the COVID-19 pandemic 
is not only a health problem, but the pandemic can 
become a multi-sector problem, such as in the eco-
nomic, social, political, to psychological fields. The 
pandemic that gave rise to the crisis has caused 
some sections of society to face difficulties in ob-
taining daily necessities and managing work. There 
are certain restrictions in some forms of activities in 
the community, such as closing schools and observ-
ing health protocols. The economic crisis had an 
impact on several industrial sectors to bankruptcy 
and rising unemployment. However, there are also 
industrial sectors that are experiencing an increase 
in numbers such as expeditions, health, medicine 
and e-commerce. This is because the global spread 
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of COVID-19 is forcing consumers around the 
world to change their behavior and adapt to new 
ways of eating, shopping, and interacting with oth-
ers. In addition, the threat of infection reinforces 
the importance of having a healthy immune sys-
tem, opening up new opportunities for brands 
to develop innovative new products and messag-
ing campaigns around immune system support. 

Covid-19 has intensified the online movement 
and served as a catalyst for important change. 
Online purchases, digital consumption and the av-
erage online cart size have all increased substan-
tially and will continue to grow at record rates, 
providing opportunities for traditional busi-
nesses, large markets and disruptive business 
models to thrive. This results in changes in con-
sumer behavior to carry out buying and selling ac-
tivities. The condition of the COVID-19 pandemic 
has made many people buy and sell online and be-
come their online customer base during the pan-
demic. The interesting fact is that it allows many 
consumers to plan to continue shopping online 
even when their physical stores have reopened. 
They have been educated and experienced with 
online shopping behavior. In Indonesia, there 
has been a strong shift in consumer behavior 
that previously shopped directly at stores and 
markets, now switches to online channels. They 
have adapted to the digital shopping transac-
tion method. Thus, what is discussed in this 
study is how consumer behavior has changed due 
to the Covid-19 pandemic, especially in Indonesia? 

 
Consumers Behave during a Pandemic 
Every consumer will get the impact of COVID-19 
in terms of health and economy. Everyone will re-
spond in different ways and have different atti-
tudes, behaviors, and buying habits. They are try-
ing to adapt to the new normal despite individual 
fears about the impact the crisis will have on them, 
their families and friends, and society in general. 

Consumers respond to crises in various ways. 
Some are anxious and worried, triggering panic 
buying staples and cleaning products. There are 
also consumers who don't really care about the 
pandemic and continue their business as usual, 
despite recommendations from the government 
about the dangers of a pandemic. Retailers and 
manufacturers must understand how their own 
consumers react, and develop customized and 
personalized marketing strategies for each. They 
must understand why, what and how behavior 
patterns have changed due to the Covid-19 out-
break. Consumer priorities became centered on 

the most basic needs, sending demand for health, 
hygiene and basic necessities products soaring, 
while non-essential categories fell. Digital com-
merce is also on the rise as new consumers mi-
grate online to shop for groceries – an increase 
that is likely to continue after the outbreak. At 
times like this, the basic necessities of life take 
precedence. Personal health is a top priority for con-
sumers. Food and medical security, financial secu-
rity and personal security are other top priorities. 

The purchasing decision process becomes more 
careful by considering risk factors. When consump-
tion risk is high for consumers, they have lower pur-
chase intentions and may no longer take the risk of 
making a purchase. Consumers who have experience 
and are accustomed to shopping may only experience 
a little adjustment but they will still be aware of con-
sumption patterns and the physical exchange pro-
cess. This may be related to the mental health of indi-
viduals during the Covid-19 crisis. There is excessive 
anxiety as a major risk associated with epidemic situ-
ations such as the fear that they or a loved one will 
contract a disease or living condition. in lockdown 
such as social isolation, loss of income, frustration, etc. 

 
COVID-19 and the National Panic Buying 
Panic buying is defined as consumer behavior in 
the form of purchasing products in large quanti-
ties so as not to experience shortages in the future 
(Shou et al., 2011). Singh and Rakshit (2020) state 
that there is panic buying when consumers buy 
goods in large quantities to anticipate a shortage 
of goods or price increases during a disaster. Un-
der normal conditions, retailers buy products in 
large quantities or aim to seek price discounts, but 
panic buying during the pandemic occurs as an ef-
fort to prevent supply shortages that may occur in 
the future. Information that is so quickly pre-
sented in the community and news in the mass 
media about the lack of needs causes the intensity 
of panic buying to increase rapidly (Roy et al., 2020). 
This panic buying behavior was also triggered be-
cause of the uneven information received by the 
community as a result there were concerns that it 
would lead to unfavorable shopping actions for your-
self as an effort to save yourself. This incomplete in-
formation is what makes people's anxiety appear 
and causes people's psychology to be disturbed. 

Based on the most common psychological the-
ory, panic buying is a human response to survival. 
Hoarding is a human way of responding to uncer-
tain situations. Lockdown and corona are two 
things that are uncertain. In terms of terms, panic 
buying comes from the psychological terminus. 
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The terminus was introduced in behavioristic the-
ory. Especially about the theory of consumer be-
havior. This term is then often used in general in 
society. Panic Buying is included in the theory of 
Herd behavior. The panic buying behavior to fol-
low others is a form of herd instinct when a per-
son's behavior moves collectively and without 
command. In making decisions, individuals are of-
ten influenced by stimuli from others (Bikhchan-
dani and Sharma 2001). When everyone needs the 
same items at the same time such as vitamins, 
masks, hand sanitizer, it will cause a shortage of 
supplies at retailers. This is perceived as a rarity by 
the public because it is difficult to find these items. 
As a result, people panicked and caused a simulta-
neous search for these items. This theory sees hu-
mans as animals moving together in unfavorable 
situations and that panic buying is closely related 
to loss of self-control (Chen et al., 2017). According 
to Keynes, this behavior positions humans as social 
animals, namely humans who have basic instincts 
from animals. The basic instinct in question is the 
instinct to follow the same direction as his friend, 
so the term herd appears which means a group.  

In Indonesia, Large-Scale Social Restrictions cre-
ated panic in the community. The perception that 
arises in some people is that there will be a short-
age of daily necessities products in the future. 
That is what drives the desire to buy or panic buy-
ing. The public knows that there is no cure for 
Covid-19. The effective way to prevent it is to 
maintain personal and environmental hygiene 
and avoid direct contact with people who are in-
fected with Covid-19. The public responded to 
this information by doing panic buying in a num-
ber of shopping centers. They bought up basic ne-
cessities such as instant noodles, rice, and oil. 
Queues of visitors occurred and panic buying oc-
curred in a number of areas in Indonesia such as 
the cities of Jakarta, Surabaya, Aceh, and Jayapura 
(business.tempo.co, March 4, 2020). The panic buy-
ing action carried out by the community directly 
had an impact on price spikes in the retail market. 

The existence of panic buying has resulted in 
hoarding of goods or food ingredients, hoarding 
of goods carried out by the community when 
there are certain situations that are considered 
urgent or emergency. Most people do panic buy-
ing in the form of food needs, masks, hand sani-
tizers, and vitamins. The occurrence of panic 
buying has an impact on all sectors, especially 
the economy and social, because with this panic 
buying, all middle- and upper-class people are 
flocking to prepare food and clothing materials 

for supplies in case a lockdown will occur one 
day. It happened and without them knowing it 
they had suppressed the economy for the lower 
middle class with the emergence of scarce and ex-
pensive food. The result of the act of hoarding 
goods in excess will cause other people to not 
have access to these goods. This can lead to scar-
city which in turn becomes the starting point for 
triggering inflation and rising prices which can 
harm everyone. For example, the panic buying 
phenomenon occurred during the hyper-infla-
tion event in Germany. The incident occurred 
around 1922-1923. At that time Germany had just 
lost in World War I and had to pay a hefty fine. At 
that time the German government borrowed 
money to pay the fines and caused the German 
economy to collapse. The value of the German cur-
rency is meaningless. Prices continue to skyrocket. 
This is what causes panic everywhere. Residents 
buy basic needs in the markets. Austria was also 
affected because it used the same currency so that 
panic buying also occurred there (Storer, 2017). 

History shows that panic buying first appeared 
during the Spanish flu epidemic in 1918 (Honigs-
baum, 2013). Researchers and historians believe 
the Spanish flu epidemic killed 20 to 100 million 
people in two years, between 1918 and 1920 and 
some even argue that the Spanish flu killed more 
people than World War I. When the Spanish flu 
arrived in post-World War I England, people pan-
icked and rushed to buy quinine and other drugs 
which caused a shortage threat in 1918. After 100 
years later, global conditions were also attacked 
by the SARS-CoV-2 virus pandemic. During the se-
vere acute respiratory syndrome (SARS) outbreak 
in 2003, the phenomenon of panic buying also oc-
curred (Fast et al., 2015). Cases of panic buying oc-
curred during the 2003 SARS pandemic in China 
and Hong Kong and led to a brief shortage of salt, 
rice, vinegar, vegetable oil, masks and medicines. 

 
Covid 19 and the Development of Online Shop-
ping Behavior in the Community 
The Covid-19 pandemic has affected the shopping 
behavior of Indonesians. People who previously 
shopped offline at physical outlets are now start-
ing to switch to online shopping. Shopping activi-
ties for daily household consumption needs dur-
ing the Covid-19 pandemic were less carried out 
during the Covid-19 pandemic, where previously 
many activities were carried out by going to tradi-
tional markets and directly visiting the nearest min-
imarket. This shows that behavioral changes also oc-
cur in the activity of purchasing goods and services. 
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Previously, Indonesia had a very high growth 
rate regarding shopping behavior using e-commerce 
platforms. The pandemic has caused people's inter-
est in using e-commerce to spike sharply. The corona 
pandemic has changed the way consumers shop, es-
pecially for non-food products such as clothes, 
shoes, beauty, furniture and others. The driving fac-
tor that makes online shopping activities increase 
rapidly is of course due to the Covid-19 pandemic 
which forces consumers to carry out activities with 
minimal physical contact and carry out health proto-
cols. Besides being easier, this method turns out to be 
more practical than having to go to the store directly. 

Shopping places with e-commerce platforms 
carry out promo programs that make consumers 
more interested in shopping online. During the cur-
rent pandemic various online shopping promo-
tions are offered, through social media or through 
other digital advertisements. Online shopping fea-
tures in various e-commerce sites are also easier to 
access, making it easier for consumers to use them. 
The number of new players involved in the online 
shopping business is increasing in number accom-
panied by the emergence of a movement to support 
local businesses which is carried out on social me-
dia as support for business people who are opening 
businesses in the midst of a pandemic. This causes 
more consumers to choose to buy home-made 
products as a form of support for local businesses. 

According to Manss et al. (2020), consumer be-
havior in the digital era is divided into four 
groups, namely pure offline shopping, pure 
online shopping, showrooming and webroom-
ing. Pure offline shopping and pure online shop-
ping are shopping behaviors that use only one 
channel in carrying out the entire shopping pro-
cess. Pure offline shopping or traditional shop-
ping behavior is shopping behavior that seeks in-
formation in physical stores and also makes pur-
chases at physical stores and only uses offline 
channels in carrying out a series of shopping pro-
cesses. Pure online shopping is shopping behav-
ior that uses digital media in the entire shopping 
process, from using digital media to find product 
information to be purchased then making pur-
chases also on digital media. According to Kang 
(2018), webrooming and showrooming are shop-
ping behaviors that combine online and offline 
channels in the shopping process. Showrooming 
is shopping behavior that uses physical stores to 
find product information and then make pur-
chases at online stores. Webrooming is a shopping 
behavior that uses digital media to find product 
information and then make purchases at physical 

stores. Both aim to save money and/or ensure the 
actual condition of the goods (Sayyida et al., 2021). 

Previously, online consumers were dominated 
by millennial generations. Industries whose con-
sumers are indeed for the millennial generation have 
long relied on e-commerce as a means of buying and 
selling transactions. Online consumers during and 
post-pandemic will expand to the target market with 
an older age range even to the baby boomer genera-
tion. In the post-pandemic or even during the pan-
demic, companies must be more sensitive to this old-
est generation and be able to target all groups, both 
in terms of product differentiation and campaigns. 

Consumers of course are now getting used to 
shopping or doing activities with minimal physical 
contact and carrying out health protocols anytime 
and anywhere because they still don't feel safe since 
the presence of the Covid-19 pandemic. Therefore, 
this change is predicted to permanently shape 
new behaviors and habits even after the Covid-19 
pandemic ends. Currently, the average transaction 
value has consistently increased in almost all product 
categories due to a shift in consumer habits to shop 
online. This also demonstrates consumer confidence 
in digital transactions and their better understanding. 

 
Effective and Selective 
Everyone reacts in different ways to a crisis situation 
like a pandemic. Some community groups adapt 
more quickly to meet their needs and try to stay pro-
ductive. For some consumers who have switched to 
online shopping, they have gone through a shop-
ping experience that has not been felt directly before. 
Currently, consumers in the digital era and the 
pandemic era seem less sensitive to price and 
more concerned with value. Rare availability of 
certain products and understanding of the conse-
quences of higher prices. Consumers as much as 
possible hold their money and will buy goods 
that they consider to have a very important value. 

Consumers will focus more on products that 
have value for their lives. Consumers will tend to 
put aside their ego or hedonism. Sanitary prod-
ucts, such as tissue, soap, or laundry items will be 
the items that consumers begin to target during or 
after the crisis. In addition, health products such 
as healthy foods, supplements, or nutrient-rich 
drinks such as jelly or milk will also be the most 
sought after by consumers. Values embraced by 
consumers are also not only physical values, but 
intangible values such as knowledge. Moreover, 
people are aware of post-crisis skill advancement 
where job competition will be fiercer such as 
books, online courses, or online short classes.  
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After all, COVID-19 has changed everyone's 
life. The right choice for those who can afford it is 
to stay at home instead of traveling. Social distanc-
ing is forcing people to spend time at home and in 
digital spaces for work, communication, shopping 
or simply seeking entertainment. As a result, the 
majority of people tend to choose cashless transac-
tions in order to maintain their health. In addition, 
they prefer to sort out more important expenses 
such as food needs. Buying food too often will cer-
tainly make expenses bigger. Currently, the trend 
of cooking at home is starting to emerge. Sales of 
basic commodities increased, as did cooking uten-
sils. People started looking for simple and creative 
recipes to try. This behavior can be a new oppor-
tunity for culinary businesses as one of the most af-
fected business categories, for example by sell-
ing raw materials, frozen food or ready-to-eat food. 

The intensity of time being at home requires 
everyone to be careful in managing finances to 
avoid more consumptive spending patterns, for ex-
ample buying goods that are not primary needs. Fi-
nancial management is very important, especially 
at the household level. This pandemic has largely 
had an impact on the family's economy. For that, 
everyone has started to think about what will 
happen to the post-pandemic family finances and 
reorganize the needs in the future. Basic needs 
will continue to be prioritized as long as the disease 
outbreak is not over and the cost of entertainment 
and consumer goods spending must be reduced. 

 
CONCLUSION 
It is not easy to live life with various limitations 
due to the Covid-19 pandemic. Worry to boredom 
allows for neglect of health protocols that should 
be strictly enforced in social life. For some com-
munity groups, adherence to the application of 
health protocols appears to be strengthening and 
becomes a daily routine. In addition, there is com-
munity saturation in the pandemic situation that 
has been going on for quite a while. The govern-
ment's role in determining the stability of economic 
conditions is accompanied by public awareness to 
cooperate and play an active role in social life and 
prevent the spread of this epidemic so that Herd im-
munity is immediately formed in the community. 

The government and related institutions must 
ask the public to act on the basis of correct infor-
mation. The government should provide transpar-
ent information about things that the public 
should know, the government should also give an 
appeal to the public to limit excessive purchases, 
the government should also give an appeal to 

sellers to equalize sales prices and distributions 
should not increase prices beyond a certain limit. 
Consumer attitudes, behaviors, and buying habits 
are changing—and many of these new ways will 
remain post-pandemic. While today's buying cen-
ters on the most basic needs, people are shopping 
more consciously, buying local and embracing 
digital commerce. Going forward, we will see an 
increase in the virtual workforce as more and 
more people work from home and enjoy doing so. 
Manufacturers and retailers must understand the 
various elements of consumer behavior in the face 
of the COVID-19 crisis, and think about marketing 
strategies and tactics that must be adopted accord-
ing to current and post-pandemic conditions. 
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