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Abstract

A multidisciplinary concept of consumer science and a disruptive pandemic. How are these elements intertwined?
In this sense the purpose of this article is to know how the purchase decision could be changed by the covid-19. A
holistic analysis of both the psychological and economic effects of a pandemic, impacts from the generational
theory, and how this could cause security to become more relevant was carried out. It was carried out a systematic
review of scientific literature consulting 304 articles, being 106 the selected ones, under high impact criteria. It is
presumed that consumers will make slightly more rational decisions, although this will be subject to factors
inherent to specific scenarios, so it is necessary to perform multivariate empirical research.

Index Terms: consumer decisions; pandemic; covid-19; disruption; generational cohorts.

1. INTRODUCTION

In 1910, John Dewey presented the purchase decision process, a concept that even today has vital relevance in
various fields of consumer science (Ewerhard et al., 2019). Like him, several authors have presented different
models that try to provide an overview of how an individual seeks to acquire a particular good, tangible or
intangible.

Certainly, human beings are able to understand and comprehend the behavior of other people (Schaafsma et al.,
2015), which makes it possible to translate into a frame of reference the possible guidelines to be followed by
consumers. Even so, it is also likely that sometimes the complexity of human beings exceeds any type of scheme
that tries to pigeonhole their actions in a certain pattern, since the rationality assumed within many models is not
necessarily contemplated in daily life (Frederiks et al., 2015). In addition to this, there are also external agents that
change the way in which buyers behave.

All this being said, it is presumed that over time marketing academics have constantly conducted studies to increase
the accuracy of their models, while taking into consideration the possible implications of external factors.
Suddenly, however, a disruptive agent has appeared that is likely to greatly change the way consumers buy, the
covid-19 pandemic. According to research by Rousseau et al. (2013), during a pandemic there is concern and panic
among the population, especially when tragic events of a sensitive nature occur, such as the death of a minor or a
pregnant woman.

Continuing with the idea of the previous paragraph, panic spreads easily through social media, being even faster
than covid-19 itself (Wilson and Chen, 2020), due to the deliberate action of individuals who viralize false
information (Depoux et al., 2020). Larson (2018) had previously visualized how pernicious misinformation and
emotional contagion can be in the wake of a pandemic. The latter is defined as the tendency to take on the sensory,
motor, physiological, and affective states of others (Hatfield et al., cited by Prochazkova & Kret, 2017), especially
negative ones. (Spoor & Kelly, cited by Kelly et al., 2015). Of course, in the wake of the global economic recession
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because of this virus, economic crises will be triggered that will also change the consumer in a noticeable way
(Smeral, 2009).

Given the above, it is presumed that the covid-19 pandemic will significantly change the status quo of a society,
specifically how individuals process the purchasing decision, so this paper seeks to provide an initial theoretical
contribution by answering the following question How might the purchasing decision of consumers change as a
result of the covid-19 pandemic?

The purchase decision is a very little explored concept in crisis situations. This is denoted by observing the lack of
empirical research on consumer behavior in economic crises (Kaytaz and Gul, 2014) and the limited literature on
the influence of such crises on purchase intentions (Lins Ferreira et al., 2017). It should also be mentioned that the
study of behavior in the context of a pandemic is only minimally developed (Flowers et al., 2014), although it is
possible to rescue the work of Wen et al. (2005), which shows how an epidemic changes consumer preferences.

For the above reasons, this review seeks to understand how consumer purchasing decisions could change as a result
of the covid-19 pandemic. By achieving this objective, we will be able to provide relevant theoretical knowledge
that can help and encourage future empirical research on the topic in question in concrete scenarios.

Next, the methodology of the present work will be explained, to then begin to develop the research through four
key sub-themes: purchase decision: theoretical evolution of a multidisciplinary concept, the presence of covid-19
as a herald of change, the various generations of consumers and their possible changes as a result of the pandemic,
and the return of security as a key purchase factor. Finally, the research will be closed with the conclusions, in
addition to the references, where all the authors who have facilitated the development of this review will be
mentioned.

2. METHODOLOGY

The present research work was a systematic review of qualitative literature; this is defined as research that locates,
selects, evaluates, analyzes and synthesizes information from existing studies, seeking to consistently answer the
research question. (Thomé et al., 2016).

The scientific articles presented in this document were obtained through the following scientific databases: Google
Scholar, EBSCO, ProQuest, ScienceDirect, Elsevier, Semantic Scholar and Research Gate. The main keywords
that allowed the collection of the information were the following: "Consumer Decision-Making", "Decision-
making process", "Decision-making model", "Consumer Behaviour", "Pandemic Behaviour", "Coronavirus",
"Covid-19", "Crisis Behaviour", "Panic Buying", "Impulsive buying behavior", "Social isolation", "Generation
Cohorts", "Zers", "Xers", "Baby Boomers", "Millennials", "Maslow hierarchy of needs" and "Conspicuous

consumption".

In order to carry out this systematic review, 304 scientific articles were consulted, distributed mainly in the
following disciplines: medicine, economics, psychology, marketing, sociology and administration. Of all the
articles consulted, 99 articles were selected. The inclusion criteria used were as follows: the article had to belong
to an indexed and refereed journal, contain relevant and accurate information on the topic in question and
preferably be as recent as possible. On the other hand, articles were excluded if they contained redundant
information, belonged to journals that were neither refereed nor indexed, or were older than 20 years. With respect
to this last criterion, exceptions were made for those papers whose contribution is of vital importance in this
research or which are currently relevant.

At the same time, in order to present relevant knowledge, articles were chosen from journals with a good profile

according to the Scimago Journal and Country Rank portal. 84% (83) of the articles presented belong to quartile
one, 14% (14) of the articles cited belong to quartile two, and 2% (2) of the articles used belong to quartile three.
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3. RESULTS AND DISCUSSION

Purchasing decision: theoretical evolution of a multidisciplinary concept

In economics, there is an approach called rational choice theory, which argues that individuals choose the option
that allows them to obtain the greatest benefit (Fawcett et al., 2014). However, Hinterhuber (2015) retorts that
consumers are not that rational, since, purchase choices can become defined through irrelevant attributes. These
discrepancies regarding how consumers choose what to buy are not unique to the 21st century.

Social sciences such as psychology and economics have long been at odds with each other, the latter almost
uniformly assuming that human behavior is rational, while psychology has always considered irrational and
rational aspects within people (Simon, 1986). Although some prominent researchers from both disciplines have
criticized many of the principles of economics for being psychologically unrealistic (Rabin, 2002), and in recent
years, insights from psychology have been incorporated into economics (Chetty, 2015), it is necessary to
emphasize that both positions are strongly supported and this research does not seek to enter into such a debate,
but to encourage future projects on that topic.

In short, purchase choice has achieved the unification of psychology and economics, with practical results in social
policy and marketing (Foxall, 2003). Thanks to the efforts of both social sciences, the practical concept of the
purchase decision has been developed.

Usually, the purchase decision is described as a process composed of the following stages; recognition of a need,
information search, evaluation or comparison of alternatives, the purchase decision and post-purchase behavior
(Armstrong and Kotler, cited by Rodiger and Hamm, 2015). Such a definition may seem narrow for a universal
and influential assumption of consumer behavior literature (Olshavsky and Granbois, cited by Rezaei, 2015),
especially when the purchase decision is involved with different disciplines; such as psychology, sociology,
consumer behavior, marketing, computer science and even artificial intelligence (Roozmand et al., 2011).

Specifically, The purchase decision is a complex matter that has many influential factors that interact with each
other (Lunn, 2015), among which stand out; new technologies (Pantano et al., 2017), the point of sale (Bellini et
al., 2017), the place environment (Sunaga et al., 2016), the consumer's planning (Bellini et al., 2017), their internal
capabilities and motivations (Payne et al., cited by Karimi et al., 2018), traditional and online word-of-mouth
(Huete-Alcocer, 2017), time (Godinho et al., 2016) shopper's own particularities (Viio and Gronroos, 2016) and
even emotions (Achar et al., 2016), to name a few.

After what has been expressed, the latent complexity of this term can be observed, which increases when knowing
that there are situations in which the planned purchase process is completely or partially surpassed, occurring
impulsive purchase decisions. Impulsive buying behavior is correctly defined as a sudden, compelling and
hedonically complex purchase decision, highlighting that the speed of the decision process prevents careful
consideration of available alternatives (Badgaiyan and Verma, 2015). Although marketers recognize the
importance of external factors influencing impulse buying identifying them is indeed difficult, because these are
generally inconsistent due to occurring in different types of items (Wu and Lee, 2015).

Another aspect that broadens the purchase decision is the involvement of technology, even more so in this stage
of pandemic, specifically the Internet and the consequent e-commerce. Cosenza et al. (2014) had already
mentioned that cyberspace was gaining relevance in people's lives and how they shop, so they recommended
studying possible changes, one of these would be the need to create a customer experience full of interactions at
each stage of the purchase decision process, specifically in a social commerce context (Wang and Yu, 2017). It is
a fact that the online consumer buying behavior does not necessarily possess the same characteristics as the
traditional one (Koufaris, cited by Karimi et al., 2015), starting from that premise; it is understandable that there
is a need for new knowledge, theories and models of Internet consumer behavior (Pappas, 2016); especially
because of the unique factors that e-commerce brings, such as: the availability of large amounts of information
resulting in tedious decision making (Holscher and Strube, cited by Karimi et al., 2018) and electronic word of
mouth.

As there are different influential factors in the choice of a buyer, several authors have opted to structure models
that allow a general understanding of the consumer's purchase decision; in order to identify, categorize or simplify
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the various agents in each stage proposed; to subsequently devise strategies that contemplate the consumer in each
phase.

Voramontri and Klieb (2019) mention that since the late 1960s, different models have been presented with the aim
of capturing consumer buying behavior, one of which is the Nicosia model, which divides the decision process
into four fields of action: consumer attitude, information search and evaluation, the act of buying and feedback.
Another older model is the Howard-Sheth model, which has four sets of variables: stimuli, perceptual constructs,
learning constructs and outcomes. Likewise, the EKB model also has four parts: input information, information
processing, decision stage and decision process variables. Although these captured the essence of the traditional
purchase decision process from different approaches; they were criticized for being too complex, imprecise and
lacking empirical support (Karimi, cited by Voramontri and Klieb, 2019).

In recent years, purchase decision models have been able to distance themselves from the traditional model. For
example, the consumer decision journey is a non-linear model with four phases: consideration, active evaluation,
moment of purchase and post-purchase experience (Court et al., 2009), characterized by perceiving the purchase
decision as a constant process in which experience is gained with each purchase, in order to use it on subsequent
occasions (Court et al., cited by Batra and Keller, 2016).

Pandemic of covid-19: A harbinger of change?

Pandemics and epidemics are unfortunate events that threaten health and socioeconomic well-being (Gobat et al.,
2017), specifically on human mental health. These complex events are highly relevant in the purchase decision, as
their impact can completely impact consumer preferences, as was the case in the Chinese tourism sector after the
2002 severe acute respiratory syndrome (SARS) epidemic (Wen et al., 2005).

After what has been said, it is very difficult to believe that the covid-19 pandemic will not bring with it a series of
changes in consumer behavior, since it is capable of generating such negative psychological states as anxiety, fear,
stress, depression or various sleep disorders (Torales et al., 2020), which can even affect health professionals
(Xiang et al., 2020). Kemp et al. (2014) support this idea by mentioning that the loss of control due to a natural
disaster causes fear and anxiety, state of extreme stress and worry in the wake of an immediate or remote threat
(Calhoon and Tye, 2015). It is assumed that the presence of these disturbances will influence the emotions of
individuals, recalling what was said in the first sub-theme it is theorized that this change in emotions and
motivations will cause variations in the purchase decision.

Certainly, anxiety and depression are relatively common disorders around the world (Cryan and Holmes, 2005),
the latter standing out for its symptomatic heterogeneity (Snoek et al., 2015). However, it is very likely that current
circumstances are enhancing the intensity of such disorders. For example, social distancing is a disposition that
seeks to reduce personal interactions in a community in order to avoid contagion from unidentified infected
individuals (Wilder-Smith and Freedman, 2020). Although this is done for a reasonable reason, it is fully known
that social isolation acts to the detriment of health (House, 2001; Holt-Lunstad et al., 2015), being considered
worse than smoking 15 cigarettes a day (Tate, cited by Cohen and Tavares, 2020). Likewise, it leads to problems
related to physical, emotional and sexual domestic violence, as evidenced by the 25% increase in calls to
organizations against domestic violence in the United Kingdom (Nicola et al., 2020).

Adding to the distancing, Erku et al. (2020) mention that we are also currently facing an "infodemia", a term that
explains an excessive amount of dubious information that confuses the general public. As a consequence of this,
it can be stated that there is misinformation capable of causing confusion and irrational behaviors (Mian and Khan,
2020) that even hinder the actions of health professionals (Smith et al., 2020). This concept is directly linked to
consumer behavior by highlighting the following: misinformation and the spread of rumors related to the supply
of staple products can cause panic buying (Frank and Schvaneveldt, 2016).

Panic buying is a relatively unexplored area of consumer behavior (Yuen et al., 2020), proof of which is that there
is still no scientific consensus regarding its definition (Arafat et al., 2020), although it could be interpreted as the
action of buying large quantities of products that an individual considers essential because of a possible threat. Its
main triggers are presumed to be the inability of humans to estimate the duration of a crisis situation (Sterman and
Dogan, 2015) and the need to protect loved ones or oneself (Sim et al., 2020).
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Definitely, panic buying is an aspect of the purchase decision that should be studied in greater depth, because it
can be linked to solid marketing concepts, such as: risk in consumer behavior, which explains the uncertainty
behind each purchase (Taylor, 1974) and perceived risk, which explains how consumers seek to avoid a bad
purchase in detail (Mitchell, 1999). It is emphasized that, shopping can alleviate the stress caused by a disaster
(Sneath et al., 2008) However, defining why some affected people opt for austerity and others choose to spend on
hedonic products or services (Kemp et al., 2014) could contribute to the theory of shopping behavior after a disaster
or specifically, a pandemic.

With all of the above, the presence of the covid-19 pandemic in the psychological aspect of consumers' purchasing
decisions is clear. However, its influence is not limited to this aspect alone, but also extends to the economic
sphere.

In short, the pandemic of the new coronavirus has created worldwide economic chaos in a way not seen since at
least the Great Depression (Laing, 2020), in a short time, it has already been possible to observe a notorious decline
in the market price in countries such as China or Japan (Shigemura et al., 2020) and falls of 45% in the price of
shares of transnational companies in the mining sector (Laing, 2020). It is therefore necessary to estimate the
economic impact of this phenomenon, as was done with the SARS epidemic or the September 11 attack (Smeral,
2009).

Unfortunately, the literature on consumer behavior in economic crises is limited and does not contain abundant
empirical knowledge (Kaytaz and Gul, 2014), this idea is reinforced by Lins Ferreira et al. (2017) when mentioning
that there is very little marketing literature related to the impact of an economic crisis on purchase intentions,
mainly in the analysis of changes in consumer behavior after the hecatomb. Even so, it is possible to affirm that
during crises noticeable changes occur in the consumer (Smeral, 2009) because they dramatically affect the quality
of life of a society through the increase in the unemployment rate, job insecurity, evaporation of wealth, cuts in
investment, uncertainty and pessimism about the future (Stylidis and Terzidou, 2014).

That said, it is logical to think that an economic crisis also affects consumers psychologically, whether they lose
their jobs or not, the possibility of losing their economic livelihood puts them under constant stress. (Kaytaz and
Gul, 2014), which in many occasions results in a reduction in the consumption of products, especially those that
are considered not very relevant. It should be mentioned that the relevance of a given product is subjective, since
it will depend on the judgment of each buyer (Dutt and Padmanabhan, 2011).

From baby boomer to generation Z How could a pandemic affect the purchasing decisions of such diverse
generations?

In the sociological aspect, a generation is a group of individuals who share customs and beliefs, because they are
approximately similar in age and have lived through very specific circumstances (Urbain et al., cited by Venter,
2017). Baby boomers, generation X (Xers), generation Y (Millennials) or generation Z (Zers); are very present
terms within consumer behavior, since each of these presents characteristics that interact directly or indirectly in
the purchase decision, hence their relevance.

First, there are the baby boomers; these were born between the years 1946 and 1964 (Gardiner et al., 2015;
Sudbury-Riley, 2016) or 1946 and 1960 (Gurau, cited in Lissitsa and Kol, 2016); they like face-to-face social
contact and some find it a bit difficult to adapt to the digital realm (Venter, 2017) , seek to feel and look good
(Kumar and Lin, cited by Rahulan et al., 2015), are independent (Siren and Haustein, 2015) traditional (Davis et
al., 2006), positive, brand loyal (Beauchamp and Barnes, 2015) and have considerable financial capability
following the independence of their children (Rahman and Yu, 2018). They are said to have enjoyed job stability
and prosperous times (Patterson et al., 2017), presumably healthier than their predecessors (Badley et al., 2015).

When contrasting the aforementioned characteristics with what was said in the previous subtopic, conflicts that
could cause alterations in the purchase decision of this generation are denoted. Face-to-face social contact has been
restricted and the digital sphere is enhanced as a result of covid-19, there is a tendency to prioritize health over any
other aspect and there is complete uncertainty about the future. Paradoxically, baby boomers have received
considerable attention from researchers in the tourism sector (Gardiner et al., 2015), which will most likely be the
hardest hit by the pandemic.
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Secondly, there is generation X; whose members were born between 1965 and 1983 (Krishen et al., 2016) or 1961
and 1979 (Gurau, cited by Lissitsa and Kol, 2016); interestingly they are often considered the "ignored" generation
(Taylor and Gao cited by Ivanova et al., 2018). It is possible to extrapolate such a statement in the context of the
present review, since there is not much consumer behavior research on them (Gardiner et al., 2015).

Having endured two recessions in their lifetime (Eastman and Liu, cited by Krishen et al., 2016) they are arguably
no strangers to crisis situations. Still, these have wreaked havoc on their development. In the research by Lager
(2008) referred to by Ivanova et al. (2018) this idea is supported by mentioning that, although many of them have
achieved higher education they have not come to fulfill their expectations due to such circumstances. After all of
the above, it is possible to infer that many of them do not know real job, family or financial security (Davis et al.,
2006).

Regarding their consumer behavior, it is said that they tend to have very little attachment towards brands and also
tend not to be too interested in seeking recommendations from their peers (Yu and Timmerman, cited by Chuang,
2018), so they are assumed to be materialistic (Williams et al., cited by Bulut et al., 2017) and individualistic
(Gursoy et al., cited by Lissitsa and Kol, 2016). Consequently, the post-pandemic purchase decision of this
generation is likely to be generally endowed with their practicality and convenience.

Thirdly, there is Generation Y, these were born between 1979 and 1994 (Smola and Sutton, cited by Myers and
Sadaghiani, 2010). They are generally categorized as: reckless (Lissitsa and Kol, 2016), social status seekers (De
Kerviler and Rodriguez, 2019), digital natives (Venter, 2017), self-centered (Myers and Sadaghiani, 2010), fashion
obsessed (Williams and Page, cited by Valaei and Nikhashemi, 2017), predisposed to be influenced by celebrities
(McCormick, 2016), sociable, unpredictable and even less brand loyal than their predecessors (Chuah et al. , 2017).
Although interestingly they are also said to perceive brands as an extension of themselves (Novak et al., cited by
McCormick, 2016).

Millennials' purchase decision seems to be more influenced by word of mouth than mass media (Sitel, cited by
Muralidharan and Xue, 2016), of course, this also expands into their electronic counterpart. Liu et al. (2018)
demonstrate this by detailing how millennials, especially those with low self-esteem, have a desire to travel by
observing a significant other share their tourism experiences via social media.

It is said that this generation is open to change and in favor of digital solutions (Hwang and Griffiths, 2017), so it
would not be unreasonable to think that the empowerment of the digital sphere will not be something difficult for
them to assimilate. However, as far as the psychological part is concerned, there could be conflicts at the time of
purchase, particularly because of the very marked hedonism in this generation (Williams et al., cited by Bulut et
al., 2017).

Finally, mention is made of Generation Z, composed of young adults born since 1995 (Fister-Gale, cited by
Priporas et al., 2017). Priporas et al. (2019) citing Euromonitor (2018), Bernstein (2015) and Yussof (2018) tell us
that members of this generation are characterized by being pragmatic, socially responsible and individualistic; they
stand out for having been born in a completely digital world and in their excessive use of social networks, which
inevitably shape their life.

The first three generations mentioned are the most relevant for marketing, since they currently represent a huge
percentage of adult consumers (Wuest et al., cited by Gardiner et al., 2015), However, starting to fully investigate
the consumer behavior of generation Z would be prudent and even necessary, since experts such as Priporas et al.
(2017) referring to Schlossberg (2016) comment that generation Z seems to behave very differently from their
predecessors, which according to them could cause changes in consumer behavior.

It is very likely that some of the characteristics presented in a general way vary in certain nations, this is something
that has already been contemplated and openly discussed (Leask et al., cited by Rita et al., 2018). Still, they serve
as a general framework or point of comparison for delimited research in a specific area.

Security: The return of a factor displaced by superficiality?

Maslow's (1943) widely known and strongly discussed hierarchy of needs or pyramid presents very strict
dependencies between the different groups of needs of this theory. That is to say, the fulfillment of the needs of
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the first block (physiological) causes the next set of needs (security) to emerge. Similarly, the satisfaction of the
latter will allow access to the third block (affiliation), and this constant is repeated with the recognition block until
reaching self-actualization.

Tay and Diener (2011) have empirically demonstrated that this order does not necessarily occur due to various
external factors. An example of these can be seen in the research of Tang and Safwat (1998), where it is noted that
there is a notorious difference in the importance of the needs of a population when their country is at war and in
peace, it can be stated that these results reject Maslow's universal theory, since in the war scenario security is more
relevant.

When there are changes in the prioritization of needs, there will inevitably be variations in the purchase decision,
which of course will revolve around the agent that causes this change. It can be inferred that, in a crisis situation
such as the pandemic of the new coronavirus, most human beings stop opting for conspicuous consumption raised
by Thorstein Veblen in 1899, which is defined as the purchase of excessively expensive goods for the sole purpose
of demonstrating or maintaining a high social status (Veblen, cited by Eckhardt et al., 2014). Specifically, it is
likely that during the pandemic the recognition quadrant will often take a back seat to security.

4. CONCLUSIONS

In short, the purchase decision is a multidisciplinary concept that contemplates internal factors of human beings
and factors completely external to them. Due to its complexity, schemes that allow an easy understanding of the
possible factors that may influence at the time of purchase, either in person or digitally, are embodied. In order to
deepen the understanding of this concept, empirical research in specific contexts is recommended.

The pandemic of the new coronavirus is likely to cause a wide range of changes in consumer behavior due to the
psychological and economic impact it has had on consumers. Although its incidence on purchasing decisions needs
to be studied in more detail and depth through multivariate research, there are already precedents that demonstrate
how a similar smaller-scale disaster caused changes in consumer preferences.

It can be intuited that the changes that will occur in consumers as a result of covid-19 will not be uniform.
Generational theory provides a general framework of the characteristics of each generation, and by contrasting
these with the effects of the pandemic, certain critical points can be denoted, which will likely cause changes in
their purchasing behavior. It is highly advisable to conduct empirical research in specific locations, since there are
very specific generational characteristics specific to each area.

Maslow's theory has been refuted by several academics, since it does not take into account the environment or
people's circumstances when defining the hierarchy of their needs. Empirically, it has been proven that individuals
tend to prioritize security in crisis situations, so it is expected that, in the face of the coronavirus pandemic, the
purchase decision of most people will focus on their security and give less relevance to recognition. In spite of
this, it should be noted that this theory provides a comprehensive idea of consumer needs, which may facilitate the
approach of future research.

Currently, it can be said that the purchase decision in a pandemic context is very poorly developed, as evidenced
by the lack of a scientific consensus regarding its influencing and determining factors. In conclusion, the consumer
purchase decision may be more methodical and slightly more rational. This would be so, due to the enormous
implication of digital media, as a platform to search for information or purchase products, and the experience of
having lived through a crisis situation surrounded by economic and psychological uncertainty. It should be
emphasized that the changes will be subject to demographic, psychographic, behavioral and even geographical
factors. For this reason, it is necessary to conduct empirical research that will provide truly conclusiveresults.
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