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ABSTRACT

The outbreak of COVID-19 has substantially altered trends and the research agenda in
Consumer Behavior (CB). The main objectives of this article is analyze and classify the
main contributions published the early research on CB on the COVID-19 pandemic,
seeking to discover the perspective and the gaps and outline future avenues of research .
With this article, we performed a systematic literature review based on articles published in
Web of Science (Wo0S). We used a bibliometric approach based on Bibliographic Coupling
of Documents complemented by a thematic analysis which allows us to provide a more
holistic overview of the domain under study. Based on literature review six key thematic
areas were identified in CB research of early stage of the pandemic: Environmental Factors,
Social Media CB and Business Strategies, Personal and Psychological Characteristics ,
Purchase Process , and Panic buying . The conclusions present limitations inherent to
systematic literature review articles, in particular the filters used to limit the search.
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1. INTRODUCTION

The outbreak of COVID-19 has substantially altered trends and the research agenda in a
wide range of areas, especially in business studies. Research after the COVID-19 pandemic
will be increasingly challenging and the impact of the pandemic situation on CB has
become a new trend for the research agenda on the topic. Since the beginning of the
pandemic, several articles have been published on CB during the COVID - 19 pandemic.
However, the scientific literature reporting on CB in this context remains scattered across
different sources and is not in any way systematized . To help business practitioners and
researchers understand the impact of the pandemic on CB, this research it is intended to
answer the following research questions (RQ):

RQ 1: What are the main topics developed in CB literature on COVID-19?

RQ 2: What are the main research gaps in CB literature and how could future avenues of
research be shaped?

This paper investigates the CB during the pandemic crisis caused by COVID-19. It expands
our current limited knowledge on the impact of COVID-19 on CB. This systematic
literature review aims to strike at the heart of a timely academic and policy debate
regarding the new trends and challenges on the CB in turbulent times. As the field research
is ongoing and intensive, this literature review contributes to taking stock and looking
forward by setting a future research agenda. To answer our objectives, we used a systematic
literature review based on articles published in the WoS database and we applied the
bibliometric methodology.

In terms of organization, a brief literature review is conducted in Section 2 of the article.
Section 3 describes the systematic literature review methodology employed, succeeded by
content analysis in Section 4. Section 5 elaborates a research agenda on CB at the time of
the COVID-19 pandemic. Section 6 expounds the conclusions, the future research agenda

and highlights other important considerations.
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2. LITERATURE REVIEW

2.1. Consumer behavior

There are several and diverse substantive spheres of human development (physical,
perceptual, cognitive, linguistic, personality, and social), assuming that behavior can be
defined as a response that is observed directly or indirectly (Esposito et al., 2017). The
factors that influence CB are cultural (culture, subculture, social class), social (groups,
family, roles), personal (age, occupation, economic power, lifestyle, personality), and
psychological (motivation, perception, learning, beliefs, and attitudes) (Kotler et al., 2022;
Schiffman & Wisenblit, 2019). The CB is presented as the field of study that analyzes how
people, groups, and organizations select, purchase, use and discard goods, services,
concepts, or experiences to satisfy the needs and desires and negative reinforcement, in the
first the consumer seeks comfort and satisfaction (Kotler et al., 2022; Schiffman &
Wisenblit, 2019).

Understanding the stimuli that motivate this reward and loss aversion requires analyzing
and working on the motivational elements of Emotion, Attention, Cognition, and Memory
(Mdller-Oehring & Schulte, 2014). People decide based on habits, personal experience, and
simplified practical rules (Kahneman, 2011). They seek consistency in their beliefs and
perceptions, considering that mass behaviors are born from an external influence that
provides social cues (Solomon et al., 2017). Biases such as Social Proof or the Herd Effect
allow validating the influence of peers on consumer behavior (Kahneman, 2011).

Having the correct information at the right time about the consumer allows the
identification of competitive advantages in business relationships between brand and
consumers, identifying and understanding the motivations that arise with indispensable in
the current moment (Krzyk & Kunst, 2012).

2.2. Consumer behavior during COVID-19

The COVID-19 period consolidated the idea of liquid modernity, and that change is the
only permanent thing and uncertainty, the only certainty (Bauman, 2001).

It had already been experienced during and post the Recession between 2008 and 2010, a
period during which consumer behaviors and attitudes changed (Nakano, 2012); spending
was reduced overall, lower-value brands were purchased; concern about carbon footprint

increased, as did environmental awareness; it was feared that society was being shallow
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(Solomon et al., 2017).

In 2020, the COVID-19 crisis changed routines at an unprecedented rate, and some of those
changes will last beyond the pandemic (Tiago & Veiga, 2021). Anxiety was driven by
COVID-19 and promoted the generalization of "Panic buying" behavior (Chua, Yuen,
Wang, & Wong, 2021). When faced with an unmanageable situation, people try to resolve
inadequacies and distortions by understanding their own abilities and limitations (Chua et
al., 2021). Yuen, Wang, Ma, & Li (2020) indicate that the consumer's desire to acquire
control is primarily responsible for purchasing the product. Panic buying has re-emerged as
a 'new' normal behavior and has become a coping mechanism for confronting real and
perceived dangers associated with COVID-19 (Billore & Anisimova, 2021). As panic
continues to grow, consumer reasoning is often overtaken by feelings of anxiety rather than
being consolidated with reasonable cognitive conclusions. According to data from Nielsen
(2020), the population of each country reacted and promoted panic buying after two weeks
of the virus' knowledge in the country. There were several categories that became a priority:
medical goods, alcohol for hygiene, antibacterial wet wipes, first aid kits, antiseptics, cold

remedies and cough medicines.

3. METHODOLOGY

In this paper, we propose a bibliometric approach based on Bibliographic Coupling of
Documents complemented by a thematic analysis which allows us to provide a more
holistic overview of the domain under study.

Bibliometric analysis is a methodology used on a global scale to assess the performance of
the research conducted (Mutschke, Mayr, Schaer, & Sure, 2011), comprising the
application of quantitative and statistical analysis to publications such as articles and their
citations, as it provides data on all the activities of a scientific domain. The summaries of
these data offer a broad perspective on research activities and impacts, especially of
researchers, journals, countries, and universities (Hawkins, 1977; Osareh, 1996; Thomsom
Reuters, 2008).

A three-step process was adopted to implement the bibliometric methodology: 1) research
and data collection, 2) definition of inclusion and exclusion criteria, 3) data analysis. Fig. 1

presents a summary of the methodology followed.
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Figure 1. Summary of methodology

s N

» Database: Web of Science
» Keywords: ("CB" or "Consumer behaviour") and ("pandemic"
OR "covid*" OR "corona viru*" or "coronaviru*" or "SARS-

STEP 1 Cov*")
Data search and collection * Subject area: Business Economics or Communication or
process Operations Research Management Science
* Publication Dataset (n): 102
* Publication timeline: 2020-2021
\ jl « Publication extracted data: August 2021 )
STEP 2 « Data visualization tool: VOSViewer
Tools and techniques « Bibliometric techique: Bibliographic Coupling of Documents
adopted for inclusion of (BCD)
data « BC Dataset (n): 89
STEP 3 «Data Analysis Method: Qualitative coding; thematic analysis
. and systematic synthesis
Re;’éeg(airr]ﬁitﬁeogﬁ eaggtpged «Data representation for BCD (n=89): Qualitative coding and
thematic analysis showing trends and patterns

3.1 Data search and collection

For the search, we used the online database WoS, which contains tens of thousands of

scholarly publications and bibliographic information on authors, affiliations, and citations.

We used WoS database because it is recognized worldwide and highly sought after by

renowned researchers and editors, due to its wide and qualified database (Almeida et al.,

2021). The search was conducted in August 2020 based on articles published or accepted

for publication from 2020 to the time of the search. The search was performed using the

following expressions:

(Topic) "CB" or "Consumer behaviour and (Topic) "pandemic” OR "covid*" OR "corona

viru*" or "coronaviru*" or "SARS-COV*" The unit of analysis of this study is the articles;
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the variables collected correspond to authors and affiliation, publication journals, number
of citations and cited references. Table 1 presents a summary of the publications included

in the study.

Table 1. Summary of the articles included resulting from the search

Description Results
Documents 102
Sources (Journals, Books, etc.) 67
Keywords Plus (ID) 277
Author's Keywords (DE) 367
Period 2020 - 2021
Average citations per documents 8,5
Authors 278
Author Appearances 299
Authors of single-authored documents 20
Authors of multi-authored documents 258
Single-authored documents 20
Documents by Author 0,367
Authors per Document 2,93

3.2 Definition of inclusion and exclusion criteria

The mapping software VOS Viewer version 1.6.16 (van Eck & Waltman, 2009, 2010) was
employed to define the inclusion and exclusion criteria, to refine the sample of articles. The
BCD relational technique was also used to understand the relationships between authors
and research streams.

BCD allows for the study of emerging trends in a field while focusing on current trends.
Bibliographic coupling links two articles that cite the same articles. The more papers they
cite together, the more likely these two publications cover the same research topic. First, as
the bibliometric coupling includes recent publications that have not yet been cited, we
decided to select a threshold of at least one common reference, reducing our sample to 89
articles.

3.3 Thematic analysis

To understand CB in Pandemic COVID-19 in greater depth, we conducted qualitative

coding and thematic analysis using our BCD sample (n = 89). The analytic coding involved
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the creation of categories, thus allowing for the analysis of existing areas of focus and the
emergence of new themes. For the thematic analysis, we used the approach defined by
Schiffman & Wisenbli (2019) in consumer decision-making process includes three
components: the input, process, and output stages of decision-making. The input stage of
consumer decision-making includes two influencing factors: firms' marketing efforts and
environmental influences. The process stage focuses on how consumers make decisions.
Psychological factors influence the consumer's recognition of a need, search for
information, and evaluation of alternatives. The experience gained through the evaluation
of alternatives, in turn, affects the consumer's existing psychological attributes. The exit
stage consists of two post-decision activities: purchase behavior and post-purchase

evaluation.

4. RESULTS

4.1 Summary of articles

The first analysis of our sample of 102 articles reveals that 37 articles were published in
2020 and the remaining 65 in 2021. (32 articles), iii) quantitative (28 articles) and iv) mixed
methods (7 articles).

In terms of citations, publications had an average of 5.5 citations for a total of 867 citations,
48 publications (47.1%) had no citations, and 31 publications (30.4%) had been cited
between one and five times. Table 2 presents the five publications with the highest number

of citations resulting from the research.

Table 2. Top publications in the CB domain during COVID-19 pandemic

Document # Citations
Donthu & Gustafsson(2020) 152
Sheth(2020) 149
Laato, Islam, Farooq, & Dhir(2020) 76
Pantano, Pizzi, Scarpi, & Dennis(2020) 76
Kirk & Rifkin(2020) 71

Regarding the sources, the publications resulting from the search were published in 67
different sources. Table 3 presents the journals with the highest number of citations in the

publications published on CB during the COVID-19 pandemic. The sources with the
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highest number of publications were the journals Journal of Retailing and Consumer
Services (7 articles), Journal of Business Research (5 articles), International Journal of
Consumer Studies (5 articles), Journal of Asian Finance Economics and Business (4 articles)
and Caderno Profissional de Marketing UNIMEP (4 articles). The sources with the highest
impact in terms of citations were Journal of Business Research (449 citations), Journal of
Retailing and Consumer Services (127 citations), International Journal of Consumer

Studies (39 citations), and Journal of Risk and Financial Management (38 citations).

Table 3. Main sources in the CB domain during pandemic COVID-19

Source Title # Articles  # Citations
Journal of Retailing and Consumer Services 7 127
Journal of Business Research 5 449
International Journal of Consumer Studies 5 39
Journal of Asian Finance Economics and Business 4 1
UNIMEP Marketing Professional Notebook 4 0
Service Industries Journal 3 24
Cogent Business & Management 3 8
Journal of Risk and Financial Management 2 38
Journal of International Consumer Marketing 2 27
Tourism Management 2 14
Journal of Consumer Behaviour 2 8
Management & Marketing-Challenges for the Knowledge Society 2 8
International Journal of Innovation Science 2 4
Brookings Papers on Economic Activity 2 3
Journal of Theoretical and Applied Electronic Commerce Research 2 2
Brazilian Journal of Marketing 2 2
International Journal of Emerging Markets 2 0
The Journal of Indian Management & Strategy 2 0

The top countries with research expertise in CB during the COVID-19 pandemic are shown
in Table 4. The United States (48 authors and 26 articles), United Kingdom (17 authors and
9 articles) and India (13 authors and 10 articles) are the countries with the largest number of

publications and authors.
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Table 4. Countries with the most authors and publications in the CB domain during COVID-19

pandemic

Country # Authors | Country # Articles
USA 48 USA 26
UK 17 INDIA 10
BRAZIL 15 UK 9
INDONESIA 15 AUSTRALIA 7
AUSTRALIA 13 ITALY 6
INDIA 13 CHINA 6
CHINA 11 BRAZIL 5
FRANCE 8 FRANCE 5

INDONESIA 5

SPAIN 5

TURKEY 5

4.2 Towards an organizing framework of CB in Pandemic times

The initial sample of 102 publications contained 5232 cited references. However, the
sample was reduced to 89 publications that had common references. Based on the
bibliographic coupling matrix, the matrix of common references among the 89 publications
was determined in order to elaborate the network of connections between the publications
and the grouping into clusters. Figure 2 shows the network of articles and the respective
clusters obtained through the methodology defined by van Eck & Waltman (2009, 2010),
using the data from the common references matrix. For a better analysis of the clusters, the
articles that compose them are presented in Table 5. For the description of each of the six

clusters, only some of the articles that compose them were discriminated.
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Figure 2. Bibliographic coupling network of the 90 publications and respective clusters
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Table 5. Clusters of bibliographic coupling of documents

Cluster 1

Articles

Personal and
psychological
characteristics
(26 articles)

(Abdulmuhsin, Degirmenci, Efendioglu, & Durmaz, 2021; Akhtar, Akhtar, Usman,
Ali, & Siddiqgi, 2020; Alhaimer, 2021; Baicu, Gardan, Gardan, & Epuran, 2020;
Cachero-Martinez, 2020; de Oliveira et al, 2021; Donthu & Gustafsson, 2020;
Dsouza & Sharma, 2021; Halan, 2020; Hofmann, Stokburger-Sauer, Wanisch, &
Hebborn, 2021; Huang & Liu, 2020; Iriani, Nuswantara, Kartika, &
Purwohandoko, 2021; Lavuri, 2021; Li, Hallsworth, & Coca-Stefaniak, 2020;
Maltese, Le Pira, Marcucci, Gatta, & Evangelinos, 2021; Maulana, 2020; Mecit,
Shrum, & Lowrey, 2021; Min, Yang, & Kim, 2021; Norris, de Calvo, & Mather,
2020; Pan, Shu, Kitterlin-Lynch, & Beckman, 2021; Pham, Do Thi, & Ha Le,
2020; Sunarjo, Nurhayati, & Muhardono, 2021; Szymkowiak, Gaczek, Jeganathan,
& Kulawik, 2021; Verhoef, 2021; Vrontis & Basile, 2021; Yang, Kim, Min, &
Hernandez-Calderon, 2021).

Environmental
factors
(15 articles)

(Baran, 2021; Campbell, Inman, Kirmani, & Price, 2020; Finsterwalder, Kabadayi,
Fisk, & Boenigk, 2021; Giroux et al, 2021; Gordon-Wilson, 2021; Itani &
Hollebeek, 2021; Kim, Yang, Min, & White, 2021; Kirk & Rifkin, 2020; Lim,
2021; Milakovic, 2021; Nayal, Pandey, & Paul, 2021; Nofiani, Indarti, Lukito-
Budi, & Manik, 2021; Racat, Capelli, & Lichy, 2021; Toubes, Araujo Vila, & Fraiz
Brea, 2021; Zwanka & Buff, 2021).

Business and
Marketing
strategies
(15 articles)

(Ardanza-Ruiz & Lavin, 2021; Baarsma & Groenewegen, 2021; Cox et al, 2020;
do Amaral Moretti, da Silva Gabriel, do Prado, & Alcantara Fagundes, 2021;
Ellison, McFadden, Rickard, & Wilson, 2021; Goolsbee & Syverson, 2021; Gupta,
Simon, & Wing, 2020; Im, Kim, & Choeh, 2021; Pantano et al, 2020; Pantano,
Priporas, Devereux, & Pizzi, 2021; Paul, Menzies, Zutshi, & Cai, 2020; Rejeb,
Rejeb, & Keogh, 2020; Safara, 2021; Veselovska, Zavadsky, & Bartkova, 2021;
Zhang, Liu, & Yao, 2021).

Panic buying
(14 articles)

(Barnes, Diaz, & Arnaboldi, 2021; Billore & Anisimova, 2021; Garner, Safir, &
Schild, 2020; Hall, Fieger, Prayag, & Dyason, 2021; Kaur & Malik, 2021;
Kazancoglu & Demir, 2021; Loxton et al, 2020; Musyaffi, Sari, & Respati, 2021,
Oana, 2020; Pham et al., 2020; Prentice, Chen, & Stantic, 2020; Prentice, Nguyen,
et al., 2021; Prentice, Quach, & Thaichon, 2021; Tan, Sia, & Tang, 2021).

Purchase Process

(13 articles)

(Alessa, Alotaibie, ElImoez, & Alhamad, 2021; Bright & Schau, 2021; Eger,
Komarkova, Egerova, & Micik, 2021; Guthrie, Fosso-Wamba, & Arnaud, 2020;
Liu, Xia, & Lang, 2021; Mendez-Wong, Ana Aguilar-Garces, Alicia Villarreal-
Cavazos, & Alcantara Hernandez, 2020; Radtke, Brock, Ostermann, & De
Almeida, 2021; Rybaczewska, Sulkowski, & Bilan, 2021; Sanchez-Valdes &
Nava-Rogel, 2020; E. S. Silva & Bonetti, 2021; L. E. N. Silva, Neto, Grangeiro, &
de Nadae, 2021; Terres et al., 2020; Zulauf & Wagner, 2021)

Social media
behaviors
(6 articles)

(de la Pena de Leon, Saucedo Soto, Amezcua Nunez, & Balleza, 2020; Laato et al.,
2020; Mason, Brown, Mason, & Narcum, 2021; Mason, Narcum, & Mason, 2021,
Ortega-Vivanco, 2020; Virmani & Kaur, 2020).

Cluster 1: Personal and psychological characteristics

Consumers' personal and psychological characteristics have been extensively studied in the
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early stages of COVID-19, characterized by confinement and social distancing. Most of the
studies included in the research conducted fall within this cluster. Consumers' personal and
psychological characteristics determine how they respond to stimuli.

Maltese et al.(2021) investigated consumers' preference for grocery stores or e-grocers
specifically, according to several characteristics related to socio-economic aspects (age,
gender, employment status, family size, income, region where they live), mobility patterns
(dedicated vs. non-dedicated trips; modal choice: driving car or walking), shopping habits
(volume of purchases; frequency of purchases; cost of purchases), and familiarity with e-
grocers (experience, knowledge, intention/propensity). Lavuri(2021), based on the stimulus
- organism - response (S - O - R) paradigm and dual-factor theory, examined the effect of
intrinsic factors (Perceived Utility Value; Perceived Hedonic Value, Materialism, Interest
in Fashion and Pleasure) on impulsive online shopping by Indians, as well as with the dual
mediating role of trust and attitude in this effect. Thus, based on the S - O - R approach,
Lavuri(2021) explores the relationship between stimulus factors (intrinsic factors),
organism factors (mediating factors), and response factors (impulsive online shopping).
Cachero-Martinez (2020) analyzed the association between attitude, satisfaction, trust,
purchase intention, and word-of-mouth (WOM) promotion towards organic products in a
sample of Spanish consumers. Cachero-Martinez(2020) concluded that trust is influenced
by satisfaction and attitude. Satisfaction is the variable that most influences purchase
intentions and WOM intentions. A moderating effect of environmental concern is observed
in the proposed relationships. Baicu et al. (2020) developed a conceptual model on the
acceptance of mobile Internet banking services by Romanian consumers, highlighting that
the perception of the effect of the COVID-19 pandemic on consumers' lifestyle directly and
positively influences the variable related to attitude towards Internet and mobile banking
services, mediated by other variables such as safety of Internet and mobile banking use and
trust in banks. Based on the Theory of Planned Behavior, Sunarjo et al.(2021) studied the
impact of technology user characteristics, knowledge, and utility value assigned on the use
of mobile payments among Indonesian consumers. Alhaimer(2021) assessed the effect of
various perceived risk factors (financial risk, product risk, convenience risk, non-delivery
risk, risk susceptibility, risk severity, and risk of formal penalties) on consumers' online

shopping behavior during the COVID-19 pandemic in Kuwait.
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The main ideas advocated by the various authors in Personal and psychological are the
impact of age (generation), gender, employment status, family size, income, place of
residence, mobility patterns, shopping habits, and lifestyles on CB.

Cluster 2: Environmental factors

Environmental factors correspond to a set of agents with which the consumer has indirect
interactions, and technological, political-legal, economic, and socio-cultural environments
arising from the pandemic COVID-19 can be considered key forces.

Campbell et al. (2020) developed a conceptual framework on what threats affect consumer
responses and lead to market adaptations. These authors propose that contexts such as
pandemics can lead to disruptions that negatively affect consumers' ontological security and
are associated with various consumer responses, ranging from short-term affective and
psychological, long-term psychological, and behavioral. Zwanka & Buff (2021) also
developed a conceptual framework on CB changes resulting from the pandemic. This
conceptual framework addresses production within borders as supply chain security, online
ordering, return to experience and hedonism, work at home and worker status, political
discontent, online transactions not previously available, virtual reality replacing travel,
cooking at home, increased focus on environmental stewardship, social supports, and long-
term psychographic changes in beliefs.

COVID-19 and the confluence of available technology have induced consumers to adopt
technologies massively and rapidly and increase their consumption of highly digital
business formats, impacting marketers and customers in the coming years. Racat et al.
(2021) explored the use of haptic rendering stimulation for pre-purchase decision making,
namely identifying how to touch on an interface can influence product evaluation and
purchase intention. Racat et al. (2021) concluded that touch on the interface is important for
inferring product information or pleasure in interacting with the product, confirming the
relationship between mental knowledge and representation, sensory, bodily motor actions,
and online shopping contexts.

The global humanitarian crisis COVID-19 has proven to be a crisis that has affected
tourism like no other (Lim, 2021). Lim (2021) used crowding theory as a theoretical lens of
CB and COVID-19 as a context to represent a global humanitarian crisis to assess the cases

of under crowding (undertourism) and overcrowding (overtourism) in tourism as a result of
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COVID-19. The crowding theory was established as a CB theory used to guide crowd
density in tourism destinations. Lim (2021) developed a new theory called the Agency and
reactance theory of crowding based on these assumptions. Itani & Hollebeek (2021)
investigated the role of perceived threat assessment of COVID-19 by visitors to tourist
attraction sites, specifically the impact of perceived severity of the pandemic health threat,
perceived susceptibility to contracting the virus, and social distancing behavior on
consumers' intention to purchase a virtual reality-based website tour as an alternative to
visiting in person during and after the pandemic. Toubes et al. (2021) analyzed the main
changes in promotion and marketing in the tourism sector in Spain after the pandemic,
revealing that online information sources have gained weight over consultations with
friends and relatives. A major advance in digitalization is expected, where physical travel
agencies will be replaced by online platforms, except for specialized and advisory services.
Toubes et al. (2021) refer that technologies such as virtual reality or artificial intelligence
will play an increasingly predominant role in the tourism industry.

In the Environmental factors, the main ideas researched are the perceptions of security,
production within borders as supply chain security, online ordering, work at home and
worker status, and long-term psychographic changes in beliefs. Restrictive measures,
technological, political-legal, economic, and socio-cultural environments are also
environmental factors researched. Some other articles in this set researched the
increasingly prominent role in the tourism industry played by technologies such as virtual
or augmented reality or artificial intelligence. COVID-19 and the confluence of available
technology have induced consumers to adopt technologies massively and rapidly and
increase their consumption of highly digital business formats, impacting merchants and
customers in the coming years.

Cluster 3: Business and marketing strategies

With COVID-19, companies had to change many of their strategies to mitigate several risks
and the increment of the benefits perceived by the consumer. Ardanza-Ruiz & Lavin (2021)
investigated how two large retail companies varied their communication strategies and
content, including neuromarketing in social networks, given the situation in Spain with
COVID-19. Ardanza-Ruiz & Lavin (2021) concluded that a change occurred in the

advertising content seeking to pass a message of support and encouragement to customers,
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positive messages, and messages that "humanize" them as companies and that this change
was due to studies conducted with approaches supported in neuromarketing. Pantano et al.
(2021) identified the strategies that companies can adopt to meet the expectations of new
consumers shaped by the emergency period, concluding companies should continue to
advertise and promote their products during future periods of national or international
emergency following consumer expectations and focus on creating a quality experience for
consumers. Pantano et al. (2020) address the communication of shared beliefs by retail
companies and that there is a common goal that should be perceived, putting people before
profit. Pantano et al. (2020) suggest that retailers focus on key areas to address the
unprecedented demand and pressure caused by the emergence of COVID-19. The key areas
identified are rethinking more agile retailing, notably developing dynamic capabilities;
recognising the key role played in society and its human resources as essential workers;
putting consumers at the centre, ensuring consumers' safety and health and valuing their
sense of well-being; and digital communication, particularly customer relationship
management systems and enhancing secure interactions with customers. Paul et al. (2020)
examined the new business paradigms, in China and India, in the context of COVID 19,
addressing topics such as innovation, exports, foreign direct investment, technology allied
to CB. In the Slovak context, Veselovska et al. (2021) analyzed the changing needs in CB,
indicating that companies need to learn to understand and accommodate these newly
developed needs, instill a sense of security in their customers, as well as quickly investigate
the new needs of their customers and seize this opportunity to evolve.

In general, the articles about Business and Marketing strategies showed that main strategies
of the companies during the period were innovation, exports, foreign direct investment,
technology allied to the CB in daily evolution. Alteration of communication strategies and
advertising content seeking to convey a message of support and encouragement to
customers, positive messages, and messages that "humanize” them as companies and the
importance of consumer centricity are also explored in the papers published in this cluster.
Some articles address companies' need for learning and understanding to accommodate the
newly developed needs of consumers and take this opportunity to evolve. Topics such as
ensuring the safety and health of consumers and improving their sense of well-being were

also researched.
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Cluster 4: Panic buying

Despite the great interest in consumers' personal and psychological processes, purchasing
decision-making has attracted less attention. One area of CB that caught retailers and
supply chains unprepared during the early stages of the COVID-19 pandemic was the
abrupt increase in purchasing certain utilitarian goods, the impulsive and panic buying
common to disruptive events (Barnes et al., 2021). Barnes et al. (2021), based on
compensatory control theory, analyzed panic buying during the pandemic, concluding that
anxiety generated a lack of perceived control, which led to the purchase, and that
consumers are expected to behave irrationally and purchase larger volumes of staple foods
than strictly necessary as they seek to regain control by welcoming a sense of problem-
solving through the purchase of utilitarian products. Billore & Anisimova (2021) conducted
a systematic review of the literature on panic buying and systematized the existing studies
on panic buying as this behavior was extremely pronounced during COVID-19. In another
literature review, Loxton et al.(2020) analyzed the various CB theories and behavioral
models presented in some historical panic periods (the SARS outbreak, the Christchurch
earthquake, and Hurricane Irma) to understand how different events caused a change in CB.
Loxton et al.(2020) assessed spending patterns according to time, volume, and range of
purchases that may indicate panic buying, herd mentality, and consumer shopping
intentions (Maslow's needs), and how these same behaviours were reproduced during the
global pandemic period, Hall et al. (2021) examined consumer buying behaviour, retail
spending, and transactional data for different retail sectors in New Zealand. Once COVID-
19-related panic shopping commenced, Hall et al.(2021) found that overall spending
increased sharply in anticipation of confinements, with the magnitude of the panic shopping
event far exceeding historical seasonal patterns of consumer spending such as Christmas,
Easter, and Black Friday. These authors highlight the importance of comparing panic
buying with other events regarding purchase motivations and consider that so-called panic
buying can contribute to greater individual and family resilience. Kaur & Malik(2021)
explored the factors that explain the reasons for consumers' panic buying in the emergence
of COVID-19 through the experience of retail operators who faced challenges in supplying
and managing their stock, theorizing that possible supply disruption, emotional contagion,

inability to tolerate stress, and some demographic characteristics have an impact on panic
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buying. Prentice et al.(2020) examined and confirmed the connection between the time
between government measures and panic buying in Australia. Prentice, Nguyen, et al.(2021)
explored the impact on panic purchases of external factors such as government intervention
and support to combat and manage the pandemic, business intervention and support to
prevent hoarding or lack of stokes, and the influence of different categories of social groups
that may influence panic purchases and how they are related. Based on data from five
countries (Australia, India, China, Vietnam, and Indonesia), Prentice, Nguyen, et al.(2021)
showed that government and business interventions and support influenced the increase of
panic buying, while social groups did not reveal this effect. Prentice, Quach, et al.(2021)
used the scarcity principle in crowd psychology and contagion theory to explain panic
buying. Prentice, Quach, et al. (2021) used government measures, media, and peer
influence as antecedents. The fear of missing out and consequences are supported in a sense
of security and guilt. Results for a sample of consumers from Australia and the United
States who engaged in panic shopping showed that the proposed antecedents (except the
fear of missing out) were associated with panic buying, which impacted these consumers'
psychological outcomes.

The researched linked with this clusters showed that panic can contribute to greater
individual and family resilience and the anxiety is offset by the consumer's desire to acquire
control, becoming the main responsible for purchasing the product.

Cluster 5: Purchase process

Guthrie et al.(2020) analyzed how online drug purchasing behaviors evolved before, during,
and after confinement in France due to COVID-19. Guthrie et al.(2020) extended the
React-Cope-Adapt (RCA) model to analyze the acquisition process, concluding that online
purchases of essential para pharmaceuticals increased during the adaptation phase and that
disruptive events, such as a pandemic, may produce online purchasing behaviors as part of
problem-focused and emotion-focused coping strategies. Liu et al.(2021) present a
framework of the evolution of clothing consumption to understand how consumers changed
in consumption amid the global COVID-19 pandemic. This exploratory study is intended
during the pandemic crisis. Liu et al.(2021) took an approach that aggregates the
perspectives of changes in life status and stress coping, concluding that change in

consumption is the key coping mechanism for dealing with stress. Eger et al.(2021)
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examined the impact of the COVID-19 pandemic on changes in consumer purchasing
habits at the onset of the second wave of the COVID-19 pandemic in the Czech Republic
by investigating changes in the purchase of selected products in physical and online stores
in relation to COVID-19 pandemic-related fears. Terres et al. (2020) proposed that pro-
social consumption could help reduce the negative emotional effects caused by social
withdrawal and promote consumer well-being during the COVID-19 crisis and increase
brands' perceived value. Silva & Bonetti (2021) analyzed fashion products consumers'
attitudes towards the propensity to interact with digital humans, concluding that digital
humans may change the way companies interact with consumers in terms of sales channels
and communication channels.

The main topics researched in the Purchase Process address the need for convenience when
purchasing products, reducing expenses, purchasing cheaper products, increasing the
concern with the carbon footprint, as well as environmental awareness. Some articles
researched the use by brands of messages to support and encourage customers, positive
messages and messages that humanize them. The focus has become increasingly on
experience by brands.

Cluster 6: Social media CB

During COVID-19, consumers use information as a valuable factor in decision-making.
Laato et al.(2020) proposed a conceptual model linking exposure to online information
sources to two behavioral responses: unusual shopping and self-isolation. Laato et al.(2020)
conclude that exposure to online information sources led to increased information overload
and cyberchondria and that perceived situation severity and cyberchondria had significant
impacts on people's intention to make unusual purchases and isolate themselves. Social
media is a common source of information, and in this regard, Mason, Brown, et al.(2021)
examined whether COVID-19 impacted the social media consumer behaviors of Indian
consumers, concluding that it occurred that an increase in the use of social media consumer
behaviors, increasing their reliance on social media for their consumer decision-making
behaviors. In a similar approach, Mason, Narcum, et al.(2021) explore the role that social
media plays in the consumer decision-making process, and the results reveal that social
media is appropriate for building consumers' brand and product knowledge as consumers

are increasingly using social media to identify product needs, to compare product
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alternatives, assess product risks and make purchases. Ortega-Vivanco (2020) analyzed the
factors of CB, indicating that online communication and social networks have been useful
to connect both with the closest environment as in the professional environment and
consequently has influenced the buying behavior of consumers in Ecuador.

The researched in this cluster shows that Social media emerge as fundamental to maintain
the feeling of proximity to peers and security in access to knowledge. Social media have
promoted increased information overload and cybercrime, registering an evolution of the
perceived severity of the situation and cybercrime. Some articles indicated that online
shopping for essential products increased during the adjustment phase and others
researched the importance of touching the interface of the technological device to infer
information about the products.

Figure 3 presents the conceptual model that aggregates these six thematic areas identified
for the CB, and in Table 6, we summarize the main ideas advocated by the various authors
in each thematic area.0.

Figure 3. Conceptual model

//" ‘\| -\ ™
| Input Process Output
*Environmental Factors *Personal and Psychological *Social Media CB
+Social Media Characteristics
*Business and marketing *Purchase Process
strategies *Panic buying
A
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Table 6. Review insights of Prevailing Approaches

Prevailing Approaches Review insights

Cluster 1: Personal and | — Impact of age (generation), gender, employment status, family size,
psychological income, place of residence, mobility patterns, shopping habits, and
characteristics lifestyles on CB.

Cluster 2: — Technologies such as virtual reality or artificial intelligence will play an
Environmental factors increasingly prominent role in the tourism industry.

— Restrictive measures, technological, political-legal, economic, and
socio-cultural environments are arising from the pandemic COVID-19.

— Perceptions of security, production within borders as supply chain
security, online ordering, work at home and worker status, and long-
term psychographic changes in beliefs.

— COVID-19 and the confluence of available technology have induced
consumers to adopt technologies massively and rapidly and increase
their consumption of highly digital business formats, impacting
merchants and customers in the coming years.

Cluster 3: Businessand | — Clear bets of the companies during the period were innovation, exports,
marketing strategies foreign direct investment, technology allied to the CB in daily evolution.
— Brands have promoted the importance of consumer centricity.

— Alteration of communication strategies and advertising content seeking
to convey a message of support and encouragement to customers,
positive messages, and messages that "humanize" them as companies

— Ensuring the safety and health of consumers and enhancing their sense
of well-being

— Companies have had to learn to understand and accommodate newly
developed needs and take this opportunity to evolve.

Cluster 4: Panic buying | — Panic can contribute to greater individual and family resilience.
— Anxiety is offset by the consumer's desire to acquire control, becoming
the main responsible for purchasing the product.

Cluster 5: Purchase — Consumers crave convenience.

Process — Spending was reduced overall, lower-value brands were purchased;
concern about carbon footprint increased, as did environmental
awareness.

— The focus has become increasingly on experience on the part of brands.

— Brands promoted messages of support and encouragement to customers,
positive messages, and messages that "humanize" them.

— Humanization changed brand advertising.

Cluster 6: Social Media | — They emerge as fundamental to maintain the feeling of proximity to

CB peers and security in access to knowledge.

— They have promoted increased information overload and cybercrime,
registering an evolution of the perceived severity of the situation and
cybercrime.

— Online shopping for essential products increased during the adjustment
phase.

— Touching the interface of the technological device is important to infer
information about the products.
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5. CONCLUSIONS

This study aimed to map the scientific publications, intellectual structure, and research
trends in CB in the COVID-19 pandemic. Thus, on the one hand, it aimed to identify the
key contributions of research in this area of knowledge and, on the other hand, to
determine the lines of research that constitute the most prominent intellectual structure
in this area of knowledge. We now intend to answer the research question on which this
study was based:

RQ 1: What are the main topics developed in CB literature on COVID-19?

Thus, and in response to our first research question, the literature review identified six
key thematic areas in the research on CB during the pandemic: Environmental Factors,
Social Media CB and Business Strategies, Personal and Psychological Characteristics,
Purchase Process and Panic buying.

This study has direct implications for the literature on CB in disruptive moments, such
as the current pandemic, especially by identifying the issues that have been investigated,
their contributions, and main findings. It thus provides the literature mapping that
allows the scientific community to know the main issues debated, the findings, and the
uncertainties.

The brain plasticity that guides the human being will once again be present in this post-
pandemic period, adapting needs, desires, and purchasing processes, where the stimuli
provided by real people, the projection of social comfort, the attentional capacity of
brands, involvement in collective purposes, or even the digitalization of the simplest or
most complex daily path will be drivers of the CB. Companies must therefore preserve
the engaging, fast, and continuous purchase journey in all channels, surprising with
authenticity, new and immersive experiences, allowing beliefs to change and be
consolidated, making consumers more willing to repeat the behavior.

5. 1 Research agenda

Finally, our contribution to identifying main research gaps in CB literature and how
could future avenues of research be shape is presented in Table 7. The lines of research

are displayed by thematic area.
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Table 7. Future lines of research

Prevailing
Approaches

Future lines of research

Cluster 1: Personal
and psychological
characteristics

Study how generations, gender, employment status, family size,
income, place of residence, mobility patterns, shopping habits, and
lifestyles influence CB in times of crisis.

Segment the purchasing behaviors of Generations Z and Alpha in
the face of social changes promoted by the pandemic.

Cluster 2: Macro-
Environmental
factors

Cluster consumer surroundings enhancement policies
Identify the emergence of brands oriented toward gender and
sexual orientation diversity during the COVID-19 pandemic.

Cluster 3: Business
and marketing
strategies

Identify the ability to apply strategies that articulate tangible and
measurable benefits from investments.
Evaluate which marketing strategies have proven most effective

Cluster 4: Panic
buying

Know the usage rates of direct and automated communication
media such as chatbot during pandemic moments, linking
responsiveness with the conversation-to-sale rate.

Cluster the types of promotions conducted by the technology sector
during the COVID-19 pandemic.

Cluster 5: Purchase
Process

Identify whether stimuli such as Price or Quality play an impacting
role in the consumer's decision-making process.

Cluster 6: Social
mediaCB

Understanding the capacity of macro-influencers to engage and
reach out in the post-pandemic period.

Mapping the emergence of the marketplace on social networks
during the COVID-19 pandemic period.

5.2 Limitations

Nevertheless the identified contributions, the study has limitations, particularly the fact
that the literature review is not exhaustive since only the WoS database was used to
collect the articles that were part of the study. Although the WoS database is an
international reference database, the collection of articles in other databases and sources,
such as the SCOPUS database, could provide new perspectives of analysis on the CB in
these times. The conclusions also present limitations inherent to systematic literature
review articles, in particular the filters used to limit the search. Although we have tried
to integrate as many published articles as possible, another limitation results from the

fact that new articles are being published daily and in high prevalence.
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