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Abstract  

The Covid-19 Epidemic has caused a fundamental shift in consumers' purchasing habits. It is 

in charge of shattering the market trend's stereotype. This essay aims to comprehend the shift 

in consumer purchasing habits during the Covid-19 pandemic lockdown. Online buying has 

supplanted consumers' conventional offline shopping behaviours. Also, consumers tended to 

favour buying necessities like food, eco-friendly food, hygiene, and medications. Everything 

else was viewed as being of secondary value. Also, it was observed that consumers' typical 

attraction to product discounts and promotional offers had little bearing on how they made 

purchasing decisions. Because of the Corona Virus Disease of 2019 (COVID-19), which 

affected every aspect of our existence, 2020 will be remembered in history. The economy won't 

ever be the same as it was before to COVID-19. As of March 23rd, our nation was in total 

lockdown. The first day of the lockdown, March 23, saw the suspension of practically all 

services and factories. Offline buying is now dangerous and complicated. It will entice 

consumers to take use of internet technologies by conducting their shopping online. 
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1. INTRODUCTION  

Knowing your audience and what they want from you will help you market your items more 

successfully. The owners of many businesses, however, are unable to effectively market their 

goods. Such proprietors in this situation must pay close attention to electronic advertising 

during the COVID 19 epidemic. This is due to the fact that during the COVID 19 outbreak, 

buyers bought things online rather than in person. 

The COVID-19 pandemic had an impact on peoples' consumption patterns. It is explained by 

a decline in income. It is credited to the use of controls to stop the COVID 19 virus from 

propagating. It is said to be caused by having worries and fears. 

The globe experienced a catastrophe in March 2019 as a result of the novel corona virus (Dr. 

Chandan Thakur, et al. 2020). The government imposed a lockdown across the nation because 

the sickness was spreading quickly and needed to be contained. They had to stay inside during 

the lockdown and adhere to social conventions if they went outside. From March 23 forward, 

2019, complete lockdown was declared in India, and as a result, the majority of businesses, 

trade, and industries were shut down (Gaurav Shetty, et.al. 2020). Many were working from 

home during this lockdown situation. As a result, consumers were unable to purchase goods 

whenever and wherever they needed to. This significantly altered the purchasing habits of 

consumers. People were driven to favour online shopping over standing in huge lines at the 

grocery store and risking their lives due to a lack of vaccines and shifting social norms. 

But, in order to survive in this emergency circumstance, customers began to acquire what they 

needed and began stockpiling items in large quantities out of fear. Panic buying is the practise 

of stockpiling necessities in large amounts to prevent future shortages. Shadiqi et a study, .'s 

"Panic buying behaviour of customers as a response to the stress induced by crises" (2020). 

Customers saw the COVID-19 pandemic as a worrying condition as it persisted, and panic 

buying became clear phenomena. 

Although Covid-19 had already given ecommerce a boost, the pandemic gave it an even bigger 

boost by increasing online sales (digital commerce 360). 

This study investigates how consumer behaviour changed during the lockdown. Additionally, 

it provides information about the kinds of things that consumers ordered as well as the rise in 
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online purchasing brought on by the effects of COVID-19. Based on an assessment of the 

changes in consumer behaviour brought on by the Covid-19 epidemic, the study's findings are 

described. 

1.1 Objectives 

• To comprehend the shift in customer purchasing habits from offline to online during the 

Covid-19 pandemic-related shutdown. 

• To determine the most popular items purchased during the Covid-19 lockout 

2. REVIEW OF LITREATURE   

The implications of this epidemic on consumer purchasing patterns for durable electronic 

goods in Iraq were examined by Bayad 2020. To gather information, he looked over the 

pertinent literature. He acquired secondary information from the Samsung Corporation. He 

came to the conclusion that the pandemic had compelled Iraqi consumers to embrace 

technology and modify their lifestyles to fit the imposed constraints and the current situation. 

Gustav & Alexandra 2020 looked at how this epidemic affected consumer purchase patterns. 

They looked into the consequences of these effects on the purchase of meat, fruits, and 

vegetables. They used a quantitative strategy. Consumers in Sweden and Austria were given 

survey questionnaires. The 169 forms that were found were examined. The findings imply that 

the pandemic has an impact on consumer shopping behaviour, including their propensity to 

buy meat, fruits, and vegetables. 

Sharma & Jhamb 2020 looked into how this pandemic affected consumers' buying patterns. 

They focused on a range of viewpoints and problems. They clarified difficulties pertaining to 

web marketing. They also say that the amount of sales will have an impact on the entire world. 

When it came to buying toilet paper, baby gear, and pet food, they looked into how the epidemic 

affected consumer shopping habits. They discovered that a lot of businesses sold their services 

and goods online and via social media. According to 46% of respondents, social media is 

crucial for knowledge exchange and decision-making. The study discovered that this pandemic 

significantly damaged the economy. They discovered that once the pandemic is over, 

consumers will switch to in-person purchasing. 
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Pham et al2020.’s investigation looked on how this epidemic affected internet shoppers' 

behaviour. Data from 427 internet buyers was collected. It was gathered throughout the 

pandemic. Data collected was examined. The later researchers discovered that the pandemic 

has a little impact on consumers' utility awareness. Customers prefer to shop online as a result 

of this versus in-person purchasing. The researchers discovered that the marketing strategies 

have little impact on consumers' internet purchase habits. They discovered that being aware of 

this epidemic has no impact on consumers' online shopping habits. The latter researchers' 

findings aid in developing a deeper knowledge of customer behaviour. 

In Chennai, Vijai & Nivetha 2020 looked into how people bought things throughout the 

pandemic. The latter researcher used a standardised questionnaire to collect the primary data, 

which was then analysed. A total of 256 respondents provided it. 

Male responders make up the majority (52.3%). The majority of responders (58.6%), according 

to the study, are employed by the private sector. Via SPSS, the data that was gathered was 

examined. The chisquare test was used to examine the association between various variables. 

The latter study discovered that the COVID 19 epidemic had dramatically affected consumer 

purchasing habits. They discovered that during the latter epidemic, consumers spent more 

money on cleanliness and medical supplies. They discovered that the latter pandemic has an 

impact on brand choice, shopping behaviour, and purchase decisions. 

3. RESEARCH METHODOLOGY 

3.1 Type of Research: A descriptive analysis of consumer purchasing patterns was conducted 

using a variety of questionnaires and fact-finding inquiries. 

3.2 Data collection: To analyse local respondents' purchasing patterns during lockdown, the 

primary data is gathered using a random survey based on a specially crafted questionnaire that 

was completed by local respondents of the Pune Municipal Corporation. Data were gathered 

using a stratified random sampling technique. 

3.3 Secondary data: was gathered from both published and unpublished consumer behaviour 

literature. Also, the most recent references from journals, newspapers, research publications, 

magazines, historical data, and other pertinent web sources are all available. 
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3.4 Questionnaire – Design and implementation: was gathered from both published and 

unpublished consumer behaviour literature. Also, the most recent references from journals, 

newspapers, research publications, magazines, historical data, and other pertinent web sources 

are all available. 

3.5 Sampling Techniques: To meet the minimal criteria of 100 samples for this study, a total 

of 120 questionnaires were given, and 100 were returned. Respondents were chosen for this 

study from a variety of age groups and geographic areas within Pune City. 

4. DATA ANALYSIS AND INTERPRETATION 

Basic and sophisticated analytical tools were used to analyse the data that was collected. The 

data analysis was done with the intention of achieving the predetermined goals. The analysis 

is described below and is shown graphically and in tabular form for easier interpretation. After 

the study's analysis, the obtained data was interpreted by making deductions from the facts that 

had been gathered. 

Age Frequency Percentage 

20-30 25 25% 

30-40 25 25% 

40-50 30 30% 

50 above 20 20% 

 

Table: 1 Age of Respondent 
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Figure: 1 Age of Respondent 

Observation: According to the aforementioned chart, the majority of respondents, or 51%, 

were found to be between the ages of 20 and 30 years, while 25% were between the ages of 

30 and 40, 25% were between the ages of 4 0 and 50, and 30% were over the age of 50 

Variable Frequency Percentage 

Online 40 40% 

Offline 35 35% 

Both 25 25% 

. 

Table: 2 Preferences for shopping during a shutdown 

 

Figure: 2 Preferences for shopping during a shutdown 
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Observation: According to the aforementioned graph, the majority of respondents, or 42%, 

were found to be making purchases online, 40% of the respondents were discovered to be 

making purchases the conventional offline way, and 35% preferred both alternatives. 

Variable Frequency Percentage 

YES 50 50% 

NO 20 20% 

MAY BE 30 30% 

 

Table: 3 Influence of Promotional offers on consumer buying 

 

Figure: 3 Influence of Promotional offers on consumer buying 

Observation: According to the above graph, 27% of respondents do feel that promotional 

offers had an impact on consumers' purchasing decisions, 45% of respondents denied this fact, 

and 28% of respondents were unsure of the statement. 

Variable  Frequency  Percentage  

YES  50 50% 

NO  35 35% 

MAY BE  25 25% 

Table: 4 Effects of the discounts provided by internet retailers 
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Figure: 4 Effects of the discounts provided by internet retailers 

Observation: The majority of respondents, or 50%, were found to be of the opinion that the 

discounts offered by the web sites did not have any influence on their purchasing behaviour. 

Another 27% of respondents agreed with this finding, and 16% of respondents were unsure of 

their response. 

Variable Frequency Percentage 

Office Supplies 10 10% 

Cosmetics 12 12% 

Toiletries 10 10% 

Medicines 14 14% 

Baked Goods 09 09% 

Frozen Foods 08 08% 

Beverages 13 13% 

Ready to eat Foods 11 11% 

Processed Foods 11 11% 

Fresh Foods 10 10% 

Grocery 09 09% 

 

Table: 5 Segment-wise analyses of products that was purchased during the lockdown 
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Figure: 5 Segment-wise analyses of products that was purchased during the lockdown 

According to the aforementioned chart, groceries (i.e., 90%) were found to be the most 

frequently purchased items during the pandemic as they are a basic necessity, followed by fresh 

foods (i.e., 66% fresh fruits and vegetables) as they are a basic daily requirement, 43% of the 

purchases were made towards processed and ready-to-eat foods (i.e., noodles, pastas, chips, 

biscuits, any packed snack, etc.), 23% of the purchasing occurred for various types Among the 

respondents, 53% had bought medications, 58% had bought toiletries, such as cleaning 

products, toothpaste, soaps, and sanitizers, while just 13% had bought cosmetics, and 14% had 

bought office supplies, which were the items sold the least during lockdown. 

5. FINDINGS  

The Covid-19 Epidemic has significantly altered consumer purchasing habits. Customers' 

purchasing habits have changed as a result of the numerous limits placed by the government 

on market hours, the availability of items for necessities, and social distance norms. 

Many consumers have switched from the traditional offline purchasing mode to the internet 

one as a result of these government laws. Also, many enjoyed it since it was simple to buy, 

convenient, and safe. Due to the lack of a discernible shift in consumer buying behaviour, 

according to the investigation, promotional offers were unable to stimulate a greater buying 

tendency among customers. Similar to how the discounts provided by the vendors had little 

effect on consumer purchasing decisions. Because to the fact that these items were essential 

necessities during the pandemic, products including groceries, fresh foods, medicines, and 
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toiletries were determined to be the most popular. Yet, it was shown that during the epidemic, 

purchases of processed, frozen, and ready-to-eat meals were only slightly higher than usual. 

Consumers were found to buy fewer items including bakery goods, beverages, cosmetics, and 

office supplies. 

6. CONCLUSION  

The decision-makers in business organisations will be better able to meet the demands and 

wants of customers during the pandemic as a result of achieving such achievements. 

Additionally, achieving such findings will give public agency policy makers the tools they need 

to create plans and policies that can effectively cater to consumer expectations and needs 

throughout the pandemic. It will make it possible for decision-makers in government 

organisations to develop efficient plans and strategies for boosting the country's economy. A 

study of web traffic during the corona virus outbreak revealed an increase in people visiting 

online supermarkets. This result demonstrated how dedicated daily internet buyers are. Hence, 

the pandemic encouraged online customers to exhibit consistent purchasing behaviour. The 

correlation research showed a growing correlation between online buying behaviour and 

reflexive consumer characteristics. Moreover, there was a tendency for the association between 

the parameters under investigation to strengthen. 

Consumer Awareness, Experience, and Introversion initially influenced online purchase 

behaviour, and other factors had little effect. Yet when the COVID-19 pandemic spread, the 

circumstances changed. Its influence grew along with consumer knowledge, experience, and 

decision-making speed. On the other side, introversion lost its significance. 
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