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ABSTRACT 

Markets have been crucially affected globally due to the COVID-19 disaster as it affected the market severely in 

India as well. After many months of lockdowns, lifestyles in India commenced returning to regular throughout 

the duration from October 2020 to March 2021, as instances declined. Then, tragically, the contagion raged 

again to terrifying levels.Consumers are now very deeply concerned about the effect of COVID-19, both from a 

health, lifestyle and economic point of view. Consumer are responding in various ways and have different 

attitudes, personality, behaviors and purchasing power. Consumer across the universe are afraid as they strive 

to adopt a new and normal behavior. Fear among the consumer is now very high as individuals contemplate 

what this crisis means for them, now more significantly, what it meant for their friends and families, and the 

entire society at large. Consumers are responding to the crisis in various ways. Few consumer feel anxious and 

worried, getting panic-purchasing of goods and hygiene products. At the outset, few consumers behaving 

differently to the pandemic and are continuing their trade as usual, despite several recommendations from 

government and health department professionals. CPG companies may need to understand how consumers are 

reaching and reacting, and develop consumer oriented and customized and personalized marketing efforts to 

make strategies for each. Common marketing for all consumers to fit in is now over. 
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I. INTRODUCTION 

New global consumer research identifies that the local products are continues to be the focus point for 

livelihood, as working and buying behaviour of consumers habit changes (despite pandemic lifted). Personal 

views of consumers are influencing their attitudes, personality and behaviour, including their levels of comfort 

in venturing out new products and services. Intelligent shopping of consumers is now cost-consciously, with 

demand for local and sustainable value in rising brands.  E-Commerce adoption in recent condition, particularly 

among new or fewer or non-frequent buyer is looks set to continue. The pandemic has fundamentally 

destroyed the world as we know it. Consumer are living now differently, buying differently and in various ways, 

thinking differently and abruptly. Supply chains and logistics have been testing again. Retailer’s doors are now 

completely closed. Consumers across the world are looking their products and brands through a new line of 

action say online. The pandemic virus is reshaping the consumer goods/ FMCG industry in real time, rapidly 

growing long-term marketing trends now on the fast pace. Research study indicates that new habits have 

formed now and will continue beyond this crisis, permanently change what we usually value, how, what and 

where we buy, and how we live and work.Even when this crisis on pandemic has continues to evolve, by 

extracting the changes that are happening in and around us, now we can consider what FMCG goods and other 

consumer businesses should do today to prepare for what going to happen next. 

OBJECTIVES 

A. To identify the buying behaviour of consumers 

B. To know the shopping attitude of consumer during pandemic 

C. E-Commerce and consumer personality 

II. LITERATURE REVIEW 

Telephonic information gathered from about 100 Indian customers in late May, for the duration of the 2d wave 

of India’s COVID-19 outbreak, asking them about their consumption patterns in round 50 product (daily usage 

grocery products usually used in all the houses) classes and about their day to day lifestyles. We in contrast the 

responses from this telephonic survey with these we got from our previous data collected in August 2020, 
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when pandemic had been slow down and lockdowns had been being lifted. Additionally in contrast of our 

findings to information that we accumulated in March 2020, during the first duration of the pandemic. On the 

groundwork of these responses, we grouped behavioural adjustments into four categories, which we name 

“quicken behaviours,” “sustained incitement behaviours,” “tactful behaviours,” and “ephemeral behavioural 

changes.” All of these classes has its very own and exceptional traits and trajectories. 

III. METHODOLOGY 

The study is based on both primary and secondary source of data which was collected from various sources 

like- Google search, published articles, Newspaper, Books, Periodicals and online data availability. Also 

discussed this issues with many consumers and retailers about the crisis which we were all facing during 

pandemic once the market has started. First-hand information has also gathered parallel from consumers, 

families and friends over telephone. Then this collected data was further utilised in writing this paper. Say 

about approx. eighty five percentage of total data gathered from secondary source and only fifteen percent of 

data collected from primary source has used in writing this paper. 

IV. CONSUMER PURCHASING ATTITUDE 

Throughout the pandemic, we’ve been monitoring its effect on purchaser sentiment and behaviour, conducting 

a sequence of six surveys of buyers who occupy distinctive earnings tiers and stay vary of city settings. Now 

that India has skilled two robust waves of the COVID-19 crisis, the prosperous statistics from these pulse 

assessments offers us an possibility to step returned and seem at how the pandemic has converted people’s 

behaviour. Which modifications in the items and offerings that Indian households buy—and the methods they 

transact these purchases—have proved to be fleeting or pushed via transient necessity? And which behavioural 

adjustments show up to be enduring to such an extent that organizations need to think about them the new 

normal? 

V. QUICKEN BEHAVIOURS 

Extended hastily after the preliminary outbreak and proceed to make bigger as time passes. For example, the 

range of shoppers who pronounced shopping for via chat organizations and purchasing dietary supplements 

and “healthier” packaged ingredients for the first time surged with the aid of round 30% every at some stage in 

the first stage of the pandemic—and it was once nevertheless rising as of late May. Even amongst customers 

who already used chat agencies and offered more healthy ingredients prior to the COVID-19 outbreak, 60% to 

70% stated that they had been now doing so extra frequently. 

VI. SUSTAINABLE INCITEMENT BEHAVIOURS 

This type of behaviour consist of use of a large vary of digital services, which have remained at accelerated 

degrees in India at some point of the pandemic time. Use of on line retail, digital wallets, free on-line video apps 

such as YouTube and Hotstar, paid over-the-top media services, and on line academic training leaped early in 

the pandemic—and have now settled at these multiplied levels. The truth that utilization did not decline from 

October 2020 via May 2021, when infection quotes had been especially underneath control, suggests that these 

behavioural modifications are greater everlasting than others and that the market for these offerings will 

probably continue to be strong in the post-pandemic period. 

VII. TACTFUL BEHAVIOURS 

This behaviour have a tendency to upward shove and fall in response to the depth of the pandemic and related 

lockdown measures. Shopping at cutting-edge change shops such as grocery store and hypermarket chains and 

relying on on-line physician consultations fall into this category. Prior to the pandemic, India noticed a 

developing vogue of shoppers travelling current retail outlets. When COVID-19 hit, greater human beings back 

to shopping for from small popular shops in their neighbour hoods—such as mom and pop shops, kiosks, and 

line vendors—in order to keep ourselves away from crowded places and indoor spaces. When the COVID-19 

disaster eased remaining fall, many customers back to current outlets; however then they averted them as soon 

as extra when the pandemic roared again in the spring of 2021. This sample shows that increase in current 

change retailing will in all likelihood resume as the pandemic abates. Likewise, our findings advocate that the 

sturdy boom in tele-consultations, as antagonistic to journeying medical practitioner in person, is not likely to 

persist as soon as the pandemic recedes. 
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VIII. EPHEMERAL BEHAVIOURAL 

In this the adjustments received huge traction early in the pandemic however didn’t stick. As we all know that 

in the early 2020 when Indian traders and shoppers first confronted with the lockdowns situation. Demand for 

on-line health and interest training and self-made grooming surged. But activity dropped off sharply as COVID-

19 instances declined and lockdowns eased—and it has now not rebounded at some point of the pandemic’s 

greater latest large wave. For companies, a key take away from this lookup is that the COVID-19 disaster has 

considerably altered the conduct of Indian buyers in various vital aspects, such as their heightened centre of 

attention on fitness and their embody of digital equipment and channels for making purchases. Companies 

must begin integrating an attention of such behavioural shifts into their planning and go-to-market techniques 

going forward. 

IX. CONSUMER POWER DURING PANDEMIC 

BCG’s first Consumer Sentiment Barometer in April seemed at frequent patron tendencies considered in rising 

markets at some stage in the COVID-19 pandemic. One month later, we take a 2d appear to see which traits 

have held sturdy and which have evolved. The COVID-19 disaster has deepened in most rising markets—with 

the exception of Vietnam and China, the place lockdowns have eased. Still, a number of the traits we recognized 

in April have persevered and, in some cases, intensified. Important shifts in client wondering and conduct are 

turning into obvious as the pandemic strikes via wonderful phases in character markets. Overall, the resilience 

of the emerging-market client is encouraging. 

Here are the headlines. Although buyers proceed to have massive fears, optimism improves rapidly and 

markedly in markets that have made the transition from pulling down the market of the virus to warfare their 

way out of the crisis. In general, buyers in rising markets stay a long way greater constructive about the 

monetary outlook for their international locations over the subsequent 12 months in contrast with these in 

mature markets, which can also be one purpose that emerging-market customers proceed to showcase a great 

deal enhanced intentions to expand spending. Although different elements may additionally hold emerging-

market economies from bouncing back, such as a flight of overseas investment, the purchaser optimism is an 

accurate sign. 

X. CONSUMER NEW BUYING BEHAVIORS 

Due to Pandemic consumer buying has changed to why, what and how to move for consumer goods. Now the 

most basic needs is now the consumer priorities, while all the non-essential categories goods are slump. Brand 

decision are also influences due to unavailability. Now consumer are going for new product or say unbranded 

product. E-commerce came in existence heavily. Now new consumers are adding for grocery and other 

consumer goods on digital platform. And it has been assumed that this will break the outbreak after post COVID 

-19. 

XI. CONCLUSION 

The massive similarities in classes in which customers assume to spend greater are nonetheless evident 

throughout a extensive range of markets. These consist of sparkling foods, nutritional vitamins and 

supplements, meals delivery, and in-home entertainment. We trust some of these new spending patterns 

replicate shifts in priorities and conduct that will suffer past the recovery. For instance, cocooning conduct 

continues in China, the place buyers are nevertheless cooking greater at domestic no matter the easing of 

lockdown restrictions; restaurant income continue to be 40% under pre-COVID-19 levels. Underscoring this 

factor is the definitiveness with which emerging-market customers view every product category. Unlike buyers 

in developed markets, emerging-market shoppers assume to both expand and limit spending in nearly all 

categories—they aren’t ambivalent about many. 
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