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ABSTRACT 
 

This study examined how young people’s feelings and thoughts about being a consumer are 
reflected in their behaviors during the COVID-19 quarantine in terms of the Behavioral Immune 
System (BIS). BIS refers to individuals being psychologically or behaviorally defensive against 
contagion. Due to the multidimensional effects of COVID-19 on the world, such as economic, 
physical, and psychological, this study aimed to address the behavioral and psychological 
impact of COVID-19 on young people’s consumerism. The study was conducted by 
interviewing 22 (13 women and nine men) young consumers aged between 19-23, who are 
university students in Turkey, and the collage technique was used to collect data from the 
participants. Content analysis and Zaltman Metaphor Elicitation Technique (ZMET) were used 
to analyze the data. According to the results, the participants experienced both positive and 
negative emotions, with negative emotions being more intense during the closure period. 
Participants' negative emotions during the pandemic were determined as anxiety, fear, captivity, 
loneliness, uncertainty, and laziness, and positive emotions as awakening, hope, and 
simplification. During the quarantine period, there have been radical changes in the consumption 
behaviors of young consumers, especially in terms of content and quantity. It was also 
determined that four deep metaphors (container, transformation/change, resource, and control) 
were effective in young consumer behavior in this period. In this respect, the study shed light on 
young consumers' unconscious and hidden feelings, desires, and needs during the pandemic and 
tried to explain their deep metaphors. The study contributes to the literature by revealing 
unknown insights into the minds of these young consumers, who will have income and spending 
authority after the pandemic. It also offers scope for professionals who want to connect with 
their consumers deeply. 

Keywords: Consumer behavior; projective techniques; collage technique; ZMET; BIS; COVID-19 

 
______ 
 
* Department of International Trade and Business Administration, İzmir Kâtip Çelebi University, Turkey. E-Mail: sevtap.unal@ikcu.edu.tr 
** Department of Business Administration, İzmir Kâtip Çelebi University, Turkey. E-Mail: nisaakin@gmail.com 
 

International Journal of Marketing, Communication and New Media 
ISSN: 2182-9306. Vol. 11, Nº 20, JUNE 2023 

 

DOI: https://doi.org/10.54663/2182-9306.2023.v11.n20.195-225 
 
 



How Did Young Consumers Feel about Being a Consumer During the COVID-19 Quarantines? An Assessment with the Collage Technique 

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. Vol 11, Nº 20, JUNE 2023 

 
196 

 
Received on:  2022/09/02 
Approved on: 2023/01/08 
Evaluated by a double-blind review system 

 

1. INTRODUCTION 

The COVID-19 pandemic, which started in China in 2019, has spread rapidly worldwide. With 

the rapid spread of the pandemic, an atmosphere of panic has prevailed worldwide. Although the 

uncertainty and fear experienced exceptionally impacted the alarm at the beginning of the 

epidemic, this situation deeply affected the sectors and the state of a consumer worldwide. Health 

concerns, the active, visible dimension of COVID-19, made itself felt in much more complex 

sizes with reflections not only on physical health but also on psychological, economic, and social 

life. It is thought that this transformational effect of the pandemic process will lead to some 

permanent economic, social, psychological, political, and cultural impact in the long run, even 

when the pandemic is over (He and Harris, 2020). This pandemic, one of the most profound 

events in recent history, has caused distrust and anxiety in consumers due to the emerging crisis 

and uncertainty, creating a profound and needing understanding effect on consumption intentions 

(del Rio-Chanona et al., 2020). In times of crisis and tension, such as the pandemic, 

understanding consumer psychology and revealing the consumer’s underlying emotions, desires, 

and needs is very important for marketing professionals and academics. Significantly to predict 

the behavior of consumers that may be permanent after the crisis, to predict possible changes, 

and to take action accordingly, the essential issue is to analyze and detect the deep-seated 

situations of the consumer systematically. 

With the COVID-19 pandemic, many studies have conducted research on the current state of 

consumer behavior and tried to reveal how spending has transformed (such as the explosion of 

online sales, the increase in the need for necessities, the decrease in the demand for luxury and 

fashion products) (Deloitte, 2020; Ruiz Estrada et al., 2020; KPMG, 2020). Although all these 

studies provide important information about the reflections of COVID-19 on consumption 

expenditures, the literature has yet to be limited in determining what traces are formed in the 

depths of consumer psychology. Especially during the curfew and mandatory isolation period 

due to health concerns, many experts on psychological well-being warned individuals that they 

should get support, and it was deeply felt that mental well-being is at least as necessary as 
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physical well-being (Accenture, 2020; Eneizan et al., 2020; Kodoya et al., 2020). Because both 

physical and spiritual well-being is essential for the future of humanity. Just as the human body’s 

immune systems defend against physical diseases, humans can protect themselves 

psychologically, and this is called the “Behavioral Immune System (BIS)” in the literature. 

Protecting and avoiding communicable diseases is one of the critical problems that people need 

to find solutions to throughout their evolutionary history (Ackerman et al., 2018). However, 

studies reveal that people try to motivationally evolve their cognitions, moods, and behaviors to 

help minimize risk to protect themselves from potential disease threats and avoid the risk of 

infection (Huang et al., 2017; Murray et al., 2019; Schaller et al., 2019; Schaller and Park, 2011).  

BIS is expressed as the person who tries to escape and protect himself from any contamination. 

Psychologically and behaviorally, individuals become defensive (Costa et al., 2003; Wang et al., 

2020). On the other hand, young people faced difficulties and opportunities in many aspects 

during this process. Understanding the behavioral immunity of young people, physically and 

psychologically, especially during restriction periods, and interpreting their lasting effects on 

consumption psychology has become essential for many brands. Understanding the feelings, 

thoughts, and behavioral changes of today’s young people that will establish tomorrow’s 

societies through this process, which changes many habits in our lives from education to 

consumption, participation in economic life to social life, will be influential in determining 

behavioral assumptions about consumption structures and the new everyday consumption habits 

to be found after these periods, especially in uncertain, risky and out-of-control crisis moments 

such as pandemics. This study was conducted to see the impact COVID-19 has had on people's 

inner worlds and to find out how young consumers who are physically and psychologically 

protected within the scope of BIS are in the process. It aims to have information about young 

consumers' minds functioning during COVID-19 by learning what they experience and feel as 

“consumers” during quarantine. For this purpose, the collage technique, one of the qualitative 

methods considered effective in reaching the consumer's mind, was used in the study. The 

collage technique is a visual and verbal evaluation system used in psychiatric treatments, 

revealing people's deep thoughts and feelings. Collage is more successful than many methods in 

reflecting the inner world of the consumer with its verbal and visual forms (Havlena and Holak, 

1996; Cody, 2015). In this study, firstly, theoretical information about the BIS and collage 

method was given. In the second part, the findings obtained from collages reflecting the feelings 
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of young consumers during the quarantine period were included, and the study was concluded 

with evaluations and recommendations regarding the research findings.   

 

2. LITERATURE REVIEW  

2.1 Behavioral Immune System (BIS) and Consumer Behaviors 

All physical systems can deal with pathogens; this is a natural organism. Although the body’s 

immune system is often thought of as a biological context, a psychological dimension also 

prevents the initial transmission of pathogens to humans. The protection system (BIS) works 

with the same logic as the psychological immune system. BIS is thought to promote early 

detection and behavioral avoidance of individuals exhibiting cues of the disease (Mortensen et 

al., 2010; Schaller and Park, 2011). The behavioral immune system consists of psychological 

mechanisms that promote disease avoidance and works like the biological immune system, 

defending the organism against contamination and supporting prophylactic behavior (Schaler, 

2011). 

BIS activates if a person is exposed to stimuli that signal potential contamination, such as a 

disturbing scent or scene. Its’ self-protection system is similar to the “smoke detector principle,” 

trying to minimize the likelihood of errors that might be potentially fatal. So, BIS strengthens 

people to avoid situations that could drive contamination. In the signal detection phase, many 

false alarms can be seen due to the sensitivity of the BIS. Reacting to these stimuli brings out 

effective (disgusting, fear), cognitive (consider contamination), and behavioral (restrain) 

responses.  Whereas disgust is informed as to the primary mechanism of the BIS, it is just a 

function of protection against a potential threat. BIS is an adaptive disease-avoidance 

mechanism, though there is significant variability in BIS sense and reactivity. It is a system, so 

everyone's perception and reaction might differ. Based on this, it can be said that BIS is a 

constant personality trait.  People with a robust BIS with overprotected tendencies consider 

anything a threat. It is not, while people with a weak BIS are more likely to be exposed to deadly 

contagions (Terrizzi et al., 2013).  

BIS theory mentioned that people could develop adverse effects and negative cognition to protect 

themselves from potential contamination. Facing the potential threat, people establish prevention 

behaviors and obey the in-group’s norms. According to Schaller and Duncan (2007), BIS 

supports people to stay with in-group members more than the out-group members. BIS increases 
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negative attitudes toward out-groups. Improving public health emergencies induces more 

negative emotions and cognitive assessments. On the other hand, in the long term, this favorable 

protection system might dismantle the balance of psychological mechanisms, resulting in 

overreacting to any disease or excessively avoidant behaviors (Li et al., 2020). Since any illness 

or crisis caused by public health emergencies can be reflected directly in emotions and cognition, 

it is essential to monitor psychological changes during pandemic time within emotional and 

cognitive signals. 

Although studies examining behavioral immune system theory are relatively limited in the 

consumer behavior literature, publications are produced, especially on physical transmission 

studies. In this respect, marketing professionals must understand the consumer mind in predicting 

the factors affecting consumer reactions to products and services during epidemic periods when 

transmission is standard. In particular, studies showing that second-hand products or products 

with contact are worse perceived by consumers in the consumer behavior literature (O'Reilly et 

al., 1984; Rozin et al., 1994; Argo et al., 2006; Morales and Fitzsimons, 2007; Castro et al., 

2013; Qian and Yamada, 2020). Studies investigating consumer behavior's direction and 

underlying intention mainly explain the functions influencing consumer preferences to explain 

people's consumption of certain products. This study has tried to explain the behavioral choice 

and the tasks of deep metaphors against the consumer behavior of the behavioral immune system 

during the pandemic. In this context, the psychological mechanism of the consumer, who accepts 

the existence of COVID-19 as the cause of pathogenic transmission, and accordingly acts in 

preventive or coping behaviors, has been defined. Many studies have predicted that COVID-19 

will push consumer behavior and industries in different directions (Hesham et al., 2021; Laato et 

al., 2020; Mehta et al., 2020). Based on these studies, which predict that this period, called the 

new normal, will give birth to a new consumer mass, it creates a researchable area in various 

dimensions where especially the young generation will be positioned according to these new life 

principles. It is essential to reveal the insights that shape the consumption, savings, and spending 

practices of this young consumer group, who are experiencing the pandemic and total closure, in 

terms of developing new products and responding to the needs of this new consumer segment of 

the future. 
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2.2 Young consumers and deep metaphors 

Young people are valuable prospective future customers, so many brands invest early to create a 

loyal customer group. The main reason for this is that young people are generally called “early 

adopters” (Spero and Stone, 2004). Young people are more capable than adults to align their 

position in the market by accepting any new situation more quickly and easily. This causes them 

to be seen as a profitable and lucrative consumer group in the market at all times. For this reason, 

understanding the choices, attitudes, and behavioral intentions of young consumers and trying to 

explain the way they perceive the world they live in is always seen as a popular research area in 

consumer behavior (Jariah et al., 2004; Delafrooz et al., 2009; Shroff et al., 2011; Jadhav and 

Khanna, 2016; Croes and Bertels, 2021; Sumi and Ahmed, 2022). In this context, the study 

focuses on the young consumer group because young people are essential to the new normal that 

this world crisis will bring. Therefore, for this vital segment of society, understanding the state of 

being a consumer during COVID-19 will help predict future consumers' lifestyles and 

understand their needs. 

Youth, as a strong spending group, is classified based on age, with the youth market being 14-16 

(young people) and 16+ (young adults) (Spero and Stone, 2004). The study targets the group 

called young adults within this classification. However, it should be stated that there needs to be 

more than age to classify the young consumer group. Factors such as lifestyle, interests, 

consumption habits, gender, and educational status that distinguish young people from other 

groups other than age should not be ignored. In this case, it is essential for brands targeting 

young adults to understand who this audience is, their values, attitudes, concerns about the state 

of the world, and the subliminal drives that shape all of this, to approach them and build 

trustworthy and sincere relationships with them. Through metaphor theory, Zaltman (1997) 

explains that consumers reveal cognitive and emotional meanings through connections and states 

that metaphors are “representations of a thought or emotion according to another thought or 

emotion.”  

There are many marketing and consumer behavior studies in which conceptual knowledge is 

revealed by explaining the intentions underlying people’s behavior through metaphors (Coulter 

et al., 2001; Covington, 2012; Wilson and Elliot, 2016; Jung, 2022). Although it is stated that the 

metaphors put forward in these studies are connections hidden in the subconscious, Zaltman 

(1997) has adopted that metaphors are not only latent representations of emotions and thoughts 
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but are in the structure that creates and shapes them. The metaphor technique suggested by 

Zaltman has an exploratory design in trying to understand the profound connotations of the 

emotions and thoughts created by the crisis to obtain the consumer's insight in moments of crisis 

where consumer information cannot be penetrated. Especially in new situations where concepts 

are difficult to define clearly, methods such as the collage technique can be used to obtain these 

insights. Several methods are used to measure consumers’ emotions and thoughts, from 

qualitative to quantitative. But the most appropriate way to measure emotions is qualitative 

methods, especially in times of crisis, if it is desired to reveal the deep understanding of the 

consumer. To understand consumers’ minds, we need deep information that shows their 

subconscious. Projective techniques like collage-making give researchers latent feelings and 

thoughts (Costa et al., 2003).  In this context, it was tried to obtain data using the collage 

technique in the study. Since the collage method is not frequently preferred in consumer 

behavior, it is necessary to reveal its theoretical framework. 

2.3 Collage method  

All social research methods aim to measure individuals’ or societies’ attitudes, thoughts, beliefs, 

and motives correctly. Significantly rising tendencies toward visual research owing to 

visualization is an essential and indispensable part of today’s digital world (Costa et al., 2003). 

Then, it is accepted that projective methods are more appropriate to measure some aspects of 

consumer behaviors, especially psychographic attributes like personality, self-consciousness, and 

motives. According to researchers, nonverbal techniques and visual methods reveal consumers’ 

creativity and encourage them to reflect on their hidden thoughts (Costa et al., 2003; 

Chamberlain et al., 2011; Mannay, 2016). Zaltman (1997) pointed out in his paper that human 

thoughts’ are image-based, not word-based. Expanding neuroscience techniques into market 

research also has reinforced these views. Most projective techniques use verbal communication, 

like sentence completion, word association, storytelling, and role-playing. Deacon (2000) argued 

that some creative projective procedures like sculpting, drawing, and photography as artistic 

methods. He added that art techniques can be used to learn about participants’ experiences and 

imagination. Also, the analytical memo of a human being does not work linearly; in contrast, it is 

unstructured. College-making is a function of analytical message and pre-consciousness, where 

instincts are as legitimate and structured as logical thinking (Vacchelli, 2018).  
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Visual methods are the oldest new method (Travers, 2011). Sociologists have used some 

photographs techniques, but optical research has been chiefly applied for decades (Rose, 2014). 

College techniques first took place as a tool for therapy techniques and psychiatric evaluation in 

the 1950s. Consumer behavior researchers started to pay closer attention to visual research 

methods due to a special session held at the Association for Consumer Research Conference in 

1985 (Heisley and Levy, 1991). Holak and Havlena (1992) used the collage method to explore 

consumers’ nostalgia perceptions. In 2003, Belk investigated consumers’ desires in a 

consumption context; Zaltman and Zaltman 2008 used collage techniques to investigate “deep 

metaphors” in consumers’ minds (Saunders, 2009).  

Collages have been used in research in various areas, including branding (Chaplin and John, 

2005).  

The collage technique contains the construction of a collage that reflects a person's opinion, 

view, and feeling in a non-verbal form. The saying is, “A picture is worth 1000 words” 

(Saunders, 2009; Hamrouni and Touzi, 2011). The collage technique inquires individuals to 

amplify their thoughts, beliefs, and attitudes about daily lives, relations, events, products, etc. 

The most powerful attribute of the collage method is reflecting metaphorical thinking and 

bringing out latent emotions, concerns, and ideas. Collage-making generates the most significant 

data per participant (Holbrook and Pourchier, 2014). Butler-Kisber and Poldma (2010) define 

collage as: “collage, taken from the French verb “coller” (to stick), is the process of using 

fragments of found images or materials and gluing them to a flat surface to portray phenomena.” 

Davis and Butler-Kisber (1999) describe colleagues as “interior shapes of mental space” and 

identified followed; a collage is a flexible composition that is assembled gradually and 

additively; as each new part is included, the intuitive relationships among the various 

components are ordered and re-ordered until a convincing overall pattern or schema is achieved. 

It had been a discussion that the colleague technique could be an alternative to the Thematic 

Apperception Test due to its convenience for multicultural appraisal and treatment. The collage 

technique was primarily used in advertising strategies, but consumer behavior was limited. 

Accepting experiential offerings could prove companies’ distinctive competition advantages and 

help with neuroscience techniques collages have paid more attention to the method. The collages 

method has benefits, like providing visual and verbal information about consumer imagery 

(Havlena and Holak, 1996).  
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3. METHOD  

In the study, it is purposed to reach the depths of the minds of young consumers to learn about 

the feelings and thoughts of being a consumer during COVID-19 quarantines using the collage 

technique and free associations. In this way, it is also aimed to learn the sentiments of young 

consumers regarding the epidemic and quarantine process during the period of complete closure, 

their perception of being a consumer during this period, and the reflections of all these on 

consumption. Research questions determined more precisely to achieve these objectives of the 

research are as follows:  

• What were the feelings and thoughts of young consumers when the epidemic occurred?  

• What has changed in their life as a consumer during the lockdown period?  

• What are their expectations from the future as a consumer going through this process?  

3.1 Measurement tool and data collection   

An in-depth look at consumers’ emotions, thoughts, and perceptions provides valuable marketing 

and consumer behavior information. One of the effective ways to provide this information is to 

analyze the reflections and associations of the complex consumer mind with projective 

techniques, as demonstrated in many studies (Haire, 1950; Hussey and Duncombe, 1999; Tığlı, 

2003; Boddy, 2005; Khoo-Lattimore et al., 2009; Herz, 2010; van   Schalkwyk, 2010; Swanson 

and Wald, 2013; Nunez, 2015, Erbaş, 2018). Studies show that such techniques tend to reach 

accurate data in obtaining deep knowledge, feelings, and thoughts, especially in in-depth 

interviews or focus group studies, and participants are often willing to participate in such studies. 

When the goal is to capture deep feelings and cognitions, especially in complex and uncertain 

situations, such projective techniques can serve as a basis for consumer research and facilitate 

understanding of consumer connections to products, services, and brands. For this reason, it 

aimed to use projective analysis to discover young consumers' perceptions about being a 

consumer, especially in an uncertain period such as an epidemic. The collage technique was used 

in data collection. Zaltman Metaphor Elicitation Technique (ZMET), which makes use of the 

power of deep metaphors to explain subconscious values, attitudes, and behaviors among 

projective techniques, were used in this study (Zaltman and Zaltman, 2008). This metaphor 

approach, based on representing a situation, concept, thought, and emotion with another 

connotation, is based on the expression of associations with images through visual materials 

(Lakoff and Johnson, 1980). In this context, young consumers were asked to visualize their 
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experiences of being a consumer during the pandemic period with concepts that evoked them and 

turn this experience into a story in writing. Participants were encouraged to think within the 

framework of the specified research questions, and they were first asked to complete their 

collages. After the participants completed their collages, one-on-one interviews were conducted 

with them about the pictures, images, and figures they used in their collages. The discussions 

were deciphered and converted into a written format, the researchers were subjected to content 

analysis, and cause-effect analysis was applied to the associations. Maxqda qualitative data 

analysis program was used to perform these analyses.  

3.2 Participant Profile, data acquisition, and analysis process  

The research was conducted with 22 university students, 13 female, and nine male, between the 

ages of 19-23, living in Turkey. The convenience sampling method was used to select the 

participants and a sample that was easy to access and represented the relevant universe was 

chosen, especially during the pandemic process in which complete closure occurred. Information 

about the participants’ profiles and participant number codes is shown in Table 1.  

 

Table 1. Participants’ profile 

Participant 
Number and Code 

Gender Age Participant 
Number and Code 

Gender Age  

P1 Female 19 P12 Female 19 

P2 Female 21 P13 Male 19 

P3 Female 22 P14 Female 20 

P4 Female 22 P15 Female 22 

P5 Male 23 P16 Male 21 

P6 Male 20 P17 Male 22 

P7 Female 21 P18 Female 21 

P8 Female 21 P19 Female 19 

P9 Male 19 P20 Female 22 

P10 Male 21 P21 Male 19 

P11 Male 20 P22 Female 20 
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The study started during the lockdown and was conducted conditionally on the online meeting 

platform during closures until February 2021. Participants were informed about the collage 

technique in the first of these meetings. The purpose of the study, expectations from the 

participants, concerns of the participants, information about the research process, and the 

responsibilities of the participants were clarified in this meeting. Afterward, the participants were 

expected to submit their images in digital formats such as .jpg or .ppt. Participants were given 15 

days for this stage. The researchers first examined the studies of the participants, who transferred 

the relevant images in the specified formats. Then, one-on-one interviews were conducted with 

each participant through these images. Considering the pandemic process, an online method was 

preferred for these one-to-one interviews. With 22 participants, 1270 minutes of recording, each 

lasting an average of 45 minutes, was achieved. These records were deciphered by the 

researchers and made ready for analysis. The data obtained from the interviews, where the 

interviewers were asked to transfer their images to collages through narration, were subjected to 

content analysis and examined by performing cause-effect analysis. At this point, Zaltman’s 

method of revealing metaphor was used to detect deep cognitive and emotional states in the 

minds of young consumers. Maxqda qualitative data analysis program was used in analyzing the 

data and obtaining the findings. Accordingly, the data acquisition and analysis process is phased 

as follows:  
Table 2. Research process 

 

Stages Time and Process Data 

Collecting Images 15 days - Complete 
Closure Period, April 

2020 

72 digital images 

Conducting Online 
Interviews 

2 months - May and June 
2020 - 22 online interviews 

1270 minutes one-on-one online interview 
recording, 22 digital collages 

Analysis and 
Interpretation of 

Findings 

6 months – July to 
December 2020 

Deciphering 1270-minute online interview 
records, determining the cause-effect 

relationships with the 
content analysis of the deciphered 

interviews, and revealing the association 
connections with the ZMET method 
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A stepwise method was used to analyze the data. First, the analysis text for each participant was 

coded separately by both researchers. The researchers brought together the relevant and 

meaningful categories on the obtained code list and organized the code list by discussing the 

different coding elements. At this stage, an independent researcher was requested to code the 

transcription texts received to test their validity and reliability. The transmitted code list was 

harmonized by comparing the code list of the study researchers, and the final version was 

created. After this content analysis, a categorization regarding the cause-effect analysis and the 

relevant metaphors of the associations stated by the participants in the study was structured. The 

links between images, figurative expressions, narratives, concepts, and associations are discussed 

at this stage.   

Some examples of the collages from the participants are given in Figure 1 when the participating 

young consumers were asked to depict the emotions and feelings associated with being a 

consumer during the complete closure of the COVID-19 pandemic process by making a collage 

and to explain the reasons for choosing the images they used.  

 

 
Figure 1. Examples of participants’ collages  

 

4. RESULTS  AND DISCUSSION  

Collage studies and expressions created to understand the feelings and thoughts of young 

consumers as consumers during the lockdown of the pandemic, their changing consumption 
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habits in their lives, and their expectations as young consumers for the future were first analyzed 

to understand the connotations of these research questions have created on them.  

The collage and narratives of the participants were first subjected to cause and effect analysis for 

metaphor evaluation. This method tried to understand why the participants preferred the symbols 

and images they used in collages. In this way, the ladder method obtained many of the reasons 

that make the participants think and feel the relevant photos. In this part, based on each image in 

the whole collage, it was tried to learn the underlying feelings and thoughts, and a shared pool of 

values was created for all participants. These values allow us to understand the magnitude, 

frequency, and rating of the feelings and ideas that the pandemic and total closure make young 

consumers feel and think. Accordingly, the shared key concepts that emerge in the participants’ 

feelings and thoughts about being a consumer in the pandemic are presented in Table 3, in order 

of frequency of emphasis by the participants.  
 

Table 3. Emotions and thoughts of young consumers in the pandemic 

 

Positive Emotions and Thoughts  Negative Emotions and Thoughts  

Awakening, Hope  Anxiety, Fear  

Simplification  Captivity, Loneliness  

  
  

Uncertainty  

Laziness  

  

As seen in Table 3, young consumers have had more negative feelings and thoughts during the 

pandemic. Concepts such as anxiety, fear, captivity, loneliness, uncertainty, and laziness 

represent the negative emotions that the participants felt intensely during the complete closure. In 

the study, the participants visualized anxiety, worry, and fear in the metaphors that emerged at 

the most basic level. Participants stated that they depicted their concern with figures and images 

such as drugs, pills, masks, viruses, thinking man/woman, sweat drops on the forehead, big sea 

waves, and a person looking out of the house. A participant expressing her concerns with big sea 

waves said, “This situation reminds me of the scary big waves that hit us standing on the beach, 

and we grapple with the other before one ends.” (P2). Another participant said, “The thinking 

man expresses my tense and thoughtful waiting with curiosity and anxiety about what will 
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happen in the future.” (P16). A participant used an intermittent wire mesh figure in her visuals, 

referring to feelings of both captivity and anxiety. She said: “I also used a human image with a 

horrible face because even if we somehow get to the products, we feel anxiety and approach 

them with fear and suspicion.” (P15).  

Captivity and loneliness were the most intense negative emotions that followed anxiety and fears. 

Participants often painted these feelings with images of iron bars, prisons, islands, traps, houses, 

aquariums, and cages. One of the participants, who associated their feelings of laziness with 

hammocks, said, “Spending time sitting in the hammock reminds me of the lazy times we spent 

lying at home during quarantine days.” (P21). Participants who experienced intensive feelings of 

uncertainty mostly expressed this feeling by associating it with depression, fear, and fright when 

explaining the images they used. A participant visualized this with a scary script wearing a mask 

and said, “The uncertainty of the pandemic process scares me, and I mask this feeling of 

uncertainty in order not to reflect it to my family and friends.” (P10). When we examine the 

expressions that emphasize the feeling of captivity, one of the participants expressing the sense 

of confinement with iron bars said, “This situation makes me feel as if I was in prison; I was 

desperate and just living as a prisoner by taking only the food I need.” (P18). Another 

participant who associates the feeling of captivity with the cage said, “Our freedom is restricted 

because we cannot leave the house during the quarantine days.” (P19). Some of the participants 

expressed their sense of loneliness through various visuals. One of these participants benefited 

from the island metaphor and said: “The island image symbolizes that I feel lonely as a result of 

my isolation.” (P2).  

In addition to all these negative emotions, many participants also needed to visualize positive 

feelings and thoughts. In this context, the participants stated that this experience, which they 

usually experience with negative emotions, feeds positive feelings such as hope and 

simplification. It is an awakening process for themselves and the world. Some participants used 

the sun and sunrise visuals and stated that these images made them feel awakening and hope. 

Many participants have drawn a very generous profile in seeing the positive aspects of the 

pandemic. A participant, who called the continuation of consumption in the online process an 

opportunity and chance, used the image of the flying bird and said: “No matter how long we stay 

at home, we seem to be flying among all the information in the world or all the people in the 

world.” (P11). Feeling the hope and happiness of participating in artistic activities such as 
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concerts as one of the online socialization tools, another participant with a similar feeling 

imagined it with the picture of a woman playing guitar. It narrated it with the following words: 

“Being at home is not an obstacle to socializing. I can reach the same pleasure in that 

atmosphere with mini-concerts in various ways via social media.” (P3). Among the positive 

feelings and thoughts of the participants, many expressions contain references to positive young 

consumer attitudes regarding the awakening of nature. A participant who emphasized awakening 

described it as an awakening for both their soul and her personal development. A participant 

stated that she used a mirror and reading glasses images by describing this awakening as an inner 

exploration and journey.   

Although many participants define this pandemic process as complex, they hope for the post-

pandemic and have positive feelings about it. A participant imagined the path to the post-

pandemic with rainbow stairs and explained, "I believe that we will climb the colorful stairs from 

these difficult days.” (P2). One participant who thinks that the unconscious consumption 

behavior created by stockpiling at the beginning of the pandemic process has transformed 

positively with the development of online shopping opportunities interprets this as a need for 

simplification in consumption and makes the following statements: “We have learned that when 

everyone gets what they need, we will lighten the burden of both the producer and the dozens of 

people working for us.” (P11).  

The feelings and thoughts of the participants as young consumers during the pandemic, as 

expressed in Table 3, show that the pandemic and the process of complete closure made the 

participants feel intense negative emotions. However, they also say they are full of hope, 

individually and socially, regarding the post-pandemic process as young consumers. It has been 

determined that the perceptions and happiness of nature’s recovery and individual cognition are 

noticeably emphasized. However, their deep thoughts about the consumption process emerged in 

their metaphors and the narrative approach in which cause-effect analysis was carried out. 

Accordingly, in deep metaphorical meanings, most participants emphasized the importance of 

being a conscious consumer and simplifying consumption in their post-pandemic expectations.  

When the consumers' emotions are examined, it is seen that the negative emotional states that 

define the only consumer group are the young consumers. This supports the literature studies that 

only consumers will increase after the pandemic (Wang et al., 2021). However, the findings are 

consistent with the literature, which found that consumers feel insecure and uncertain, especially 
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during crisis periods caused by fear and panic, worry, anxiety, and stress (Hendrix and 

Brinkman, 2013; Wilkens, 2020; Di Crosta et al., 2021). 

From the perspective of metaphors under these feelings and thoughts, the “container” metaphor 

is the most encountered. Prisons, aquariums, and homes are used mainly by participants. 

Containers perform two functions: keeping things in and out (Zaltman and Zaltman, 2008). Here 

participants referred to two meanings of containers as keeping the transmission of viruses out and 

keeping them in. But at the same time, the containers symbolize mandatory staying at home. 

Then, when participants used this metaphor, they mostly used to be in a tight spot manner. Of 

course, a container represents keeping away diseases. 

Conversely, common thoughts focused on being in a problematic situation and reaching freedom. 

Related to this container metaphor, the following analogy that is met frequently is 

“transformation/change.” Transformation involves changing states or status emotionally (turning 

over a new leaf) or physically (laying low by a cold or healing from an illness) (Zaltman and 

Zaltman, 2008: 20). Participants implied transformation mainly used kite, sunrise, rainbow, and 

clover. Participants mentioned that these rough times will pass, and fresh and new beginnings 

will happen.  

The following metaphor is “resource.”  A resource is everything to survive: food, water, friends, 

love, information, abilities, etc. Resources are in nature or artificial creations. They imply the 

primary necessities to continue our life as they should be. Resources are hygiene products, 

masks, the Internet, and social media. Internet and social media connect people with their family 

and friends. Internet and social media have a gating role in reaching the outer world. And 

sanitizers, masks, gloves, and food stockings are the primary sources of lockdown.   

But all consciousness, fear, and anxiety pointed out the “control” metaphor. The human being 

needs the feel control in their life. We must control our health, psychology, work, relations, and 

future. We use the word “out of control” to explain people who have harmful addictions. Or 

when we get sick, we say, “Now I think I can’t control my body and my life. It is running down 

like a car that has broken brake”. Or when we accomplish a daunting task, we say, “Everything is 

under control now.” COVID-19 suddenly has entered everyone’s life with less information. This 

limited experience with the virus has created colossal concern, and every people in the world has 

thought that they have lost control of their life and that uncertainties and unknowns are the reality 

of the new world.  
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In the study, the participants were also asked about the transformation in their consumption 

habits, their feelings as young consumers, and their thoughts and expectations regarding the 

future consumption process. The visuals and metaphors they included in their collages were 

analyzed by subjecting them to cause-effect analysis to understand the deep meanings underlying 

them, and the findings in the table below were reached:  

 
Table 4. Associations regarding the transformation in the consumption habits of the participants 

 

Conversion in  
Consumption Structure  

Online Shopping  

Socializing Online  

Expended Products and  
Services  

Digital Platform Services  

Health and Wellness Products and Services  

Hygiene and Cleaning Products  

Food Products  

Clothing Products  

Hobby and Leisure Products  

Transformation of  
Consumption Concerns  

Stock and Consumption Frenzy  

Savings and Simplification  

  

As seen from Table 4, the period of complete closure during the pandemic has been when 

consumers shop more due to curfew restrictions. For example, a participant said, “I generally 

prefer to do my shopping or other needs over the internet.” (P5); another participant stated that 

she expressed this process with computer visuals and said: “I was doing online shopping in this 

period and online shopping was trendy and reliable.” (P15).   

Many participants who previously shopped from marketplaces and e-commerce websites stated 

that they used and preferred these online channels more than before. Some even included the 

names/brands of some applications and websites they frequently use in their collages. However, 

participants who preferred online shopping less regularly stated that they viewed and tended 

towards online shopping more positively in this process. A participant symbolizes this situation 
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with images of money and a turtle; the reasons for using these images are as follows: “I break my 

prejudice against online shopping like in the tortoise in the rabbit and turtle story. It had broken 

all prejudices against itself by winning the race. I am trying to break my prejudice towards 

online shopping.” (P19).  

Many of the participants stated that they socialized online as well as shopping during this period. 

One of the participants included the flying bird image in her collage and said: “Thanks to the 

internet and social media, we participate in concerts that we wouldn’t normally go to, and we 

can socialize online.” (P12). Another finding that supports this online socialization 

transformation in consumption is that the participants stated that digital platforms took the most 

place in the expenditure items. For most participants, it was determined that the expenditures 

made on some products and services in consumption items increased more. Among these, the 

participants included images that express that they consume digital platforms the most in their 

collages. Among the digital media, some young consumers also stated that they consume digital 

games the most.   

Participants expressed in their visuals that food expenditures are the main item in consumption 

expenditures are also exceptionally high. However, the participants who experience new learning 

processes for hobby and leisure activities and add a new class to their expenditure items are also 

at a considerable level. When one of the participants stated why she included the painted image 

used in her collage, she said that “I started to color the old shoes that I did not wear by ordering 

paint over the internet because I was in search of many hobbies.” (P18) and stated that this 

expenditure item would also take place in her consumption expenditures in the future. Some 

participants, who said that sports, well-being, and health expenses frequently increased during 

this period, indicated that they included yoga, meditation, and similar routines. These were 

reflected in the expenditure items in the products and services they purchased.   

In addition, many participants included many product images such as masks, cologne, 

disinfectants, and medicines in their collages and stated that their expenditures for these products 

increased. One of the participants who used these images said: “I started using products such as 

cologne and hygiene gel all the time. I became able to wear a mask even while walking around in 

our garden.” (P13).   

Many consumers stated that this process was quite instructive for the consumer, even though 

there were transformations and increases in the items and services on which they are spent. They 
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included images that visualize this situation in their collage. A participant emphasized conscious 

consumption and stated, "In this period, we should abandon our unnecessary anxiety and fear 

and shop more calmly and as much as necessary.” (P6). One participant who is sensitive about 

this issue said, “As a conscious consumer, we should always think of another person and do our 

shopping accordingly on these bad days. It is wrong and selfish to pretend that we will not find 

anything to stock up at home because we all know we all need common things.” (P7). In addition 

to many participants who emphasized the importance of conscious consumption and 

simplification in consumption, expenditures increased, which turned into a consumption frenzy 

for them. One of the participants reflected on this situation in her collage with discount symbols 

and explained: “I already had a disease of shopping unnecessarily, and I frequently shop for 

clothing because I constantly see discount pages on social media during this boring period.” 

(P3). Another participant described this need for stocking in his collage with the following 

statements: “During this quarantine period, consumers started to stockpile cleaning materials 

and food as if they could never reach them again.” (P9).  

The findings have some similar results to the consumption behavior of consumers during the 

crisis. Studies measuring consumption habits in times of crisis reveal that consumers acquire new 

strategies and practices in times of crisis and panic (Sarmento et al., 2019). As young consumers 

started to spend time at home, they turned to online shopping, which changed their shopping 

habits. The excessive consumption habit of consumers in times of crisis, such as natural 

disasters, has also shown itself in the pandemic, and it has been emphasized that there are 

changes and increases in the consumption levels of consumers (Kennett-Hensel et al., 2012). 

Similar to the findings obtained in previous studies on the change in store preferences where 

people shop in times of financial crisis, the change in the store format consumers prefer during 

the health crisis revealed by this study is parallel (Kaswengi and Diallo, 2015). 

When the collages of the participants were evaluated within the scope of the ZMET analysis, 

which deals with the effect of deep metaphors in the marketing industry put forward by Zaltman 

and Zaltman (2008), it was determined that young consumers felt four primary deep metaphors 

in the complete closure process. The deep metaphors obtained by accessing the subconscious of 

young consumers participating in the research with ZMET are given in Table 5.  
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Table 5. Young consumers’ deep metaphors for a total shutdown 

 

Deep Metaphors 

Container 

Transformation/Change 

Resource 

Control 

  

According to Zaltman and Zaltman (2008), there are seven deep metaphors: balance, journey, 

transformation/change, container, connection, resource, and control. When the collages of the 

participants were analyzed through the use of ZMET, it was found that young consumers had 

four deep metaphors regarding the closure process, as given in Table 5. Collage comments with 

the content of “you are in control” or “you can control your life,” which reduce the feeling of 

losing control of the participants and reveal the wishes and feelings of the subject of power in the 

consumer’s subconscious. This metaphor is supported by the transformation/change already 

existing in people- the transformation into a good state. While conveying their collages, the 

participants often emphasized that this process expresses a social, environmental, and vital 

transformation and change. Participants also frequently stressed the container metaphor. Rather 

than the restrictive feature of being at home and in quarantine during the entire closure process, 

the participants expressed this process as a period of protecting themselves from external 

negativities. The participants, who stated that they understood the importance of having 

resources that will provide spiritual satisfaction and happiness and the basic things that help to 

survive as a source of life, often referred to the profound metaphor of resources in their collages. 

When evaluated based on the ZMET analysis, it can be mentioned that there is a process and 

completion in the metaphor theme of young consumers participating in the study. During the 

total closure process experienced in the COVID-19 pandemic, the participants hope to regain 

control and reach the desired transformation, namely the new everyday life, thanks to the 

protective effect of their material and moral resources and their environment and conditions. In 

this context, the process followed by the participants in transforming metaphors can be explained 

in the following order: resources, container, control, and transformation/change.  
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5. CONCLUSION  

In negative experiences such as COVID-19, societies need to maintain physical and mental well-

being. Therefore, analyzing the inner worlds of individuals and helping them is an essential step 

for recovery. It is beneficial to determine the reflection of the experiences of the young 

generations and consumers, who have high future concerns in their current and possible future 

well-being and the transformations in their behaviors. This study examined how young 

individuals' inner worlds and emotions reflected their consumer behavior during COVID-19.  

According to the findings, the shared key concepts that emerged in the participants’ feelings and 

thoughts during the pandemic are more negative emotions like anxiety, fear, captivity, loneliness, 

uncertainty, and laziness. In addition to all these negative emotions, many participants mentioned 

positive feelings and thoughts like an awakening, hope, and simplification. However, most 

positive emotions and expectations are related to the post-pandemic period, representing a new 

beginning. Simplifying life and awakening about nature reflects the awareness of the damage 

done to the world, which has become evident with the pandemic.  

Considering the habits of consumers in this period, the most apparent behavior is online 

purchases in frequency and quantity. At the same time, priorities in shopping have changed, and 

health and hygiene products have taken an important place. In addition, social media use has 

increased in terms of consumption (receiving various online services, entertainment, hobbies, 

education, etc.) and socialization. A connection with the world has begun to be established 

through social media.  

The deep metaphors reached as a result of ZMET analysis in the study are as follows: container, 

transformation/change, resource, and control. The state of closure and inability to do anything, 

frequently expressed and visualized by the participants, said the container metaphor. The house, 

commonly emphasized by the participants, was a container protecting and restricting people. On 

the other hand, the metaphor of transformation/change expresses the new and beautiful 

beginnings that the participants hope to reach after the pandemic experience, which includes the 

negative situations and experiences they experienced in total closure. The profound metaphor of 

resources expresses people’s re-perceiving the help of life and discovering material and spiritual 

resources through the pandemic. Control, another metaphor identified in the findings, says that 

people have lost their balance with the complete shutdown and pandemic, creating negative 

feelings in young consumers. 
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5.1 Theoretical contributions 

The research results differ in terms of explaining the guiding factors underlying the change in 

consumer habits, as well as their emphasis in line with the studies emphasizing that the COVID-

19 epidemic has a significant impact on the behavior of young consumers. In addition, the 

findings predict the relationship between the behavioral immune system and consumer behavior, 

as various behavioral immune mechanisms explain the change in consumer behavior. The state 

of panic and closure created by the epidemic has led to the appearance of fluctuating moods in 

the psychological needs of consumers. This social research area created by COVID-19 has 

contributed to detecting the subconscious emotions and thoughts that underlie consumers’ 

behavioral and psychological protection from infection. It has been revealed that the methods of 

transforming the consumption habits of consumers to protect themselves are: adopting digital 

technology, acquiring responsible and conscious consumption habits, hoarding and excessive 

consumption in basic needs, and gaining consumption habits for leisure and well-being. 

The study's findings present a unique contribution to the literature in terms of revealing the 

conscious or unconscious feelings and thoughts that consumers experience during the quarantine 

process with the ZMET technique. Thus, by bringing together the deep metaphors of young 

consumers on a common ground, it embodies abstract consumer insights and structures the 

reflections of young consumers’ ways of making sense of the world and comprehending it in 

times of crisis, such as pandemics. 

The links between the consumer habits of young consumers and the pandemic are evidenced by 

the four dominant metaphors that have emerged: Container, Transformation/Change, Resource, 

and Control. 

Container: Participants emphasized that they felt they were protecting themselves 

against external factors in a place where they found themselves stuck, such as a bell jar or a 

prison. They stated that by developing a defense mechanism with anxiety and fear, they evolved 

into purchasing behaviors such as storage and hoarding. They stated that this situation seemed 

like a rehearsal for them to be prepared for any crisis after the pandemic. For young consumers, 

the houses where they store their feelings, products, and lives contain many things, such as a 

container. In this context, the state of being at home is interpreted as a field of defense and 

strength for young consumers, and thus they protect themselves against adverse conditions. 
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Transformation/Change: Personal transformation, well-being, escape, resilience, self-

preservation, and hopes for the transformation of the state of the world serve as the metaphor for 

transformation/change and express the transformed state brought about by change. Participants 

expect that their quarantine period will transform their consumer habits, which will have 

permanent effects. Young consumers stated that they experienced two fundamental 

transformations in consumption in the context of this metaphor: (1) technological transformation 

and (2) spiritual and psychological transformation. In this period, young consumers who turned 

to digital consumption technologically made more online shopping and stated that they 

consumed more types of digital content. However, they noted that consumption expenditures 

have increased in the well-being field and looked at this issue from an individual and a global 

perspective. In this context, although the end of the epidemic will show which of these 

transformations experienced in young consumers will be permanent, the research findings 

emphasize their discourses that this transformation will be permanent. 

Resource: Resource is a metaphor with powerful meanings seen as the source of life, 

such as knowledge, natural resources, products, and services. Young consumers emphasized the 

necessities that connect them to life and the digital tools that provide access to them as essential 

resources. The return of financial resources to digital financial transactions also indicates to 

young consumers that knowledge and instrumental equipment are needed. They frequently 

emphasized the sustainability of nature and the world, getting information about the pandemic 

process, accessing information, and the internet are vital resources. In addition to these, the 

uniqueness of activities that nourish the soul and spiritual satisfaction have often found a place in 

the collages of young consumers. 

Control: The metaphor of power is based on the assumption that it is an indispensable 

need for people to have a say over their lives. Young consumers must receive messages that 

think they are winning the battle in a safe and survivable state. The young consumer who wants 

to gain self-confidence emphasizes that he prefers to consume for the feelings and thoughts that 

he can receive this message. In this context, young consumers state that they shift their 

consumption habits towards these areas to control socializing, protect their psychological and 

physical health, and balance their work and private life, despite all the negativities. 

The fragile nature of consumers due to the crisis and the epidemic that they experienced with the 

COVID-19 pandemic has created a natural and convenient context for predicting metaphors that 
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are the determinants of the behavioral immune system (BIS). The deep metaphors obtained 

appear as methods of emotional and intellectual protection of people from the adverse effects of 

the epidemic in the sense of BIS. At this point, BIS emerges as a more sensitive and reactive 

response system in young consumers due to this crisis in the world situation, and this sudden 

change in the mood of young consumers is because some deep metaphors are more dominant in 

them.  

5.2 Managerial Implications 

The research shows that deep metaphor elements in consumer psychology and young consumer 

characteristics should be considered in designing marketing strategies for brands facing the 

COVID-19 crisis. Brands targeting especially young consumers should be accustomed to and 

prepared to expect short-term changes in consumption behavior in this consumer group during 

crisis periods. In a future where the world is predicted to encounter these and similar crises more 

frequently, this preparation is a necessity for brands to continue their existence. It is also 

necessary to calculate that this experience will lead to permanent changes in the long run, 

considering that the probability of adopting situations is faster in this young consumer group, 

who is the consumer of the future.  

Within the scope of the study findings, our recommendations for the marketing of products and 

services primarily for young consumers will be as follows: 

(i) In case of similar crisis moments and negativities, it may be meaningful to give messages to 

young consumers that "you can control your life" or "you are in control." Campaigns that reduce 

the feeling of losing control, that is, make consumers feel that their lives are in control, can be a 

warning to the consumer. 

(ii) In addition to conducting marketing communication studies for the metaphor of control in the 

minds of young consumers, messages emphasizing transformation, that is, the transition to better 

and new beginnings, will also be interesting for young consumers. 

(iii) Emphasizing the container metaphor that affects young consumers at the time the pandemic 

is over, emphasizing this process in the presentation of products and services as a process where 

consumers protect themselves from external negativities rather than the restrictive feature of 

being at home and outside, may encourage them and lead to much more positive results, 

especially in times of crisis such as quarantine. I will be able to give. 
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(iv) In addition to essential life resources, it is seen that young consumers have deep metaphors 

that will support their mental and physical well-being. For this reason, the importance of having 

resources to provide moral satisfaction and happiness in marketing products and services can be 

emphasized.  

Based on the analysis of the deep metaphors of young consumers, a process and completion in 

the form of resources - container - control - transformation/change can be suggested in the 

metaphor theme in marketing communication. For example, the need to retake control of the 

marketing of products and services developed for young consumers, with the resources at hand 

and the protective effect of the current process, can be emphasized by supporting the well-being 

of young consumers. Thus, people and the world can achieve their desired transformation: a new 

everyday life. 

5.3 Limitations and future research 

The research has limitations in several respects. Since the findings obtained from qualitative 

analyzes such as ZMET reveal the social and psychological realities of the participants, care 

should be taken when generalizing. The primary purpose of these studies is to avoid reaching 

generalizations. However, it is not very possible to calculate the impact of the collages obtained 

on the quarantine and complete closure process in the COVID-19 crisis on the habits of young 

consumers after the pandemic. However, this technique can compare and conceptualize gaps and 

meanings when research is repeated after the pandemic. To overcome the limitations of the 

investigation, several suggestions can be made for future studies: 

a. The research targets the young adult subset of the young consumer group, which consists 

only of university students. More meaningful information about the transformation of consumer 

habits can be obtained by conducting the study with other young consumer groups or with 

different consumer groups in general. 

b. The collages were obtained through online interviews with the participant group. In 

studies aiming to bring metaphors from collages, face-to-face and in-depth interviews are 

frequently preferred. A method in which online interviewing is not selected can be followed to 

get deeper insights. Thus, a more profound understanding can be obtained. 

c. In the study, it has been observed that young consumers express various brands in their 

collages for their consumption habits. The research question can be constructed to understand the 

meanings of specific brands for young consumers during the crisis. 
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d. The research can be carried out in comparison with consumer groups from different 

social and cultural backgrounds, participants from other countries, or representatives from 

different generations. In this way, the discourses of different groups will be analyzed 

comparatively with the study. 

e. During this global health crisis, the threat of pathogens causing a pandemic creates a 

kind of sensitivity and vulnerability in young consumers. This issue emerges as an area that 

requires new research, especially in BIS and related concepts. In this context, the functioning of 

the behavioral immune systems of populations and groups other than young consumers, and the 

identification of the underlying causes and triggers that cause this process, will provide a 

valuable and in-depth view of the field of consumer behavior. 

In addition to all these limitations and future research suggestions, it can be said that qualitative 

studies in which metaphors are analyzed by collage technique provide a valuable and deep 

perspective in revealing consumers’ insights. Deep metaphors are a beneficial tool in 

understanding the conscious and unconscious feelings and thoughts that guide the behavior of 

consumers to deeply analyze the perceptions and understandings of certain situations, products, 

brands, campaigns, and marketing activities. This effective communication, which is carried out 

with the mind and heart of the consumer, especially in marketing activities such as product 

development, brand creation, and marketing strategy determination, is a robust research area for 

marketing professionals and academics. 

 

REFERENCES   
Accenture.com. 2020. “How COVID-19 will permanently change consumer behavior.” Accessed 
May 15, 2020, from https://www.accenture.com/us-en/insights/consumer-goods-
services/coronavirus-consumer-behavior-research 
Ackerman, J., Hill, S. and Murray, D. 2018. “The behavioral immune system: Current concerns and 
Future Directions.” Social and Personality Psychology Compass 12 (2). 
Argo, J. J., Darren, W. D., and Andrea C. M. 2006. “Consumer Contamination: How Consumers 
React to Products Touched by Others,” Journal of Marketing 70 (April): 81–94. 
Belk, R. W. 2003. “The Fire of Desire: A Multisite Inquiry into Consumer Passion.” Journal of 
Consumer Research 30 (3): 326–351. doi:10.1086/378613.   
Boddy, C. R. 2005. “Projective Techniques in Market Research: Valueless Subjectivity or 
Insightful Reality? A Look at the Evidence for the Usefulness, Reliability, and Validity of 
Projective Techniques in Market Research.” International Journal of Market Research 47 (3): 239-
254. doi:10.1177/147078530504700304.  



How Did Young Consumers Feel about Being a Consumer During the COVID-19 Quarantines? An Assessment with the Collage Technique 

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. Vol 11, Nº 20, JUNE 2023 

 
221 

Butler-Kisber, L., and Poldma, T. 2010. “The Power of Visual Approaches in Qualitative Inquiry: 
The Use of Collage Making and Concept Mapping in Experiential Research.” Journal of Research 
Practice 6(2): 1-16.  
Castro, I. A., Andrea, C. M., and Stephen, M. N. 2013. “The Influence of Disorganized Shelf 
Displays and Limited Product Quantity on Consumer Purchase,” Journal of Marketing 77 (4):118–
33. 
Chamberlain, K., Cain, T., Sheridan, J. and Dupuis, A. 2011. “Pluralism in Qualitative Research: 
From Multiple Methods to Integrated Methods.” Qualitative Research in Psychology 8(2): 151–
169. doi 10.1080/14780887.2011.572730.   
Chaplin, L. and John, D. 2005. “The Development of Self-Brand Connections in Children and 
Adolescents.” Journal of Consumer Research 32 (1): 119-129. doi:10.1086/426622.  
Cody, K. 2015. “Hearing Muted Voices: The Crystallization Approach to Critical and Reflexive 
Child-Centric Consumer Research.” Young Consumers 16 (3):  
281-300. doi:10.1108/YC-10-2014-00482.  
Covington, V. 2012. “Marketing metaphoric: Undressing the mind of the consumer.” The 
Qualitative Report 17(18), 1-5. Retrieved from https://www.proquest.com/scholarly-
journals/marketing-metaphoria-undressing-mind-consumer/docview/2677671763/se-2. 
Costa, A. I. A., Schoolmeester, D., Dekker, M. and Jongen, W. M. F. 2003. “Exploring the Use of 
Consumer Collages in Product Design.” Trends in Food Science and Technology 14: 17-31. 
doi:10.1016/S0924-2244(02)00242-X. 
Coulter, R. A., Zaltman, G. and Coulter, K. S. 2001. “Interpreting Consumer Perceptions of 
Advertising: An Application of the Zaltman Metaphor Elicitation Technique.” Journal of 
Advertising 30:4, 1-21, doi: 10.1080/00913367.2001.10673648 
Croes, E. and Bertels, J. 2021. “Young adults' motivations for following social influencers and their 
relationship to identification and buying behavior,” Computer in Human Behavior 124: 1-10.   
Davis, D. and Butler-Kisber, L. 1999. “Arts-Based Representation in Qualitative Research: Collage 
as a Contextualizing Analytic Strategy.” Paper presented at the annual meeting of American 
Educational Research Association, Montreal, April 19–23.  
Deacon, S. A. 2000. “Creativity within Qualitative Research on Families: New Ideas for Old 
Methods.” The Qualitative Report 4(3): 1-11. doi:10.46743/21603715/2000.2077. 
Delafrooz, N., Paim, L. H., Haron, S. A., Sidin, S. M. and Khatibi, A. 2009. “Factors affecting 
students' attitude toward online shopping,” African Journal of Business Management, 3 (5): 200-
209. 
Deloitte. 2020. “Potential implications of COVID-19 for the insurance sector”, available at: 
www2.deloitte.com/uk/en/insights/economy/covid-19/impact-of-covid-19-on-insurers.html  
del Rio-Chanona, R. M., Mealy, P., Pichler, A., Lafond, F., and Farmer, J. D. 2020. “Supply and 
demand shocks in the COVID-19 pandemic: An industry and occupation perspective.” Oxford 
Review of Economic Policy, 36(Supplement_1): 94-137. 
Di Crosta, A., Ceccato, I., Marchetti, D., La Malva, P., Maiella, R., Cannito, L., et al. 2021. 
“Psychological factors and consumer behavior during the COVID-19 pandemic.” PLoS ONE 16 
(8): e0256095.  
Eneizan, B., Alhawamdeh, H., Arif, K., Alhamzah, A., and Enaizan, O. 2020. “Preventive practices 
to avoid novel coronavirus-COVID-19 at marketplace during lockdown in developing countries.” 
International Journal of Advanced Science and Technology 29 (5): 6593–6596. 



How Did Young Consumers Feel about Being a Consumer During the COVID-19 Quarantines? An Assessment with the Collage Technique 

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. Vol 11, Nº 20, JUNE 2023 

 
222 

Erbaş, S. 2018. “Tüketici Marka Bilgisi: Hikaye Anlatıcılığı ve Kolaj Tekniği Üzerine Bir 
Araştırma - Consumer Brand Knowledge: A Research On Storytelling and Collage Technique.” 
Elektronik Sosyal Bilimler Dergisi 17(67): 1077-1091. doi: 10.17755/esosder.344958.  
Haire, M. 1950. “Projective Techniques in Marketing Research.” Journal of Marketing 14 (5): 649-
656. doi 10.1177/002224295001400501.  
Hamrouni, A. and Touzi, M. 2011. “Technique of Collage for Store Design Atmospherics.” 
Qualitative Market Research: An International Journal 14: 304-323. 
doi:10.1108/13522751111137523.  
Havlena, W. J. and Holak, S. L. 1996. “Exploring Nostalgia Imagery Through the Use of Consumer 
Collages.” In NA - Advances in Consumer Research Volume 23, edited by Kim P. Corfman and 
John G. Lynch Jr., 35-42. Provo, UT: Association for Consumer Research.   
He, H. and Harris, L. 2020. “The impact of Covid-19 pandemic on corporate social responsibility 
and marketing philosophy.” J Bus Res. Aug (116): 176-182. doi: 10.1016/j.jbusres.2020.05.030. 
Heisley, D. D. and Levy, S. J. 1991. “Autodriving: a Photoelicitation Technique.” Journal of 
Consumer Research 18 (3): 257-272. doi:10.1086/209258.  
Hendrix, C., and Brinkman, H. J. 2013. “Food insecurity and conflict dynamics: Causal linkages 
and complex feedbacks.” Stability: International Journal of Security and Development 2 (2). 
Herz, M. 2010. “Exploring Consumers’ Brand Image Perceptions with Collages - Implications on 
Data Collection, Data Analysis, and Mixed Method Approaches.” In Aktuelle Beiträge zur 
Markenforschung, edited by Mayerhofer W. and Secka M., 121143. Gabler.   
Hesham, F., Riadh, H., Sihem, N. K. 2021. “What Have We Learned about the Effects of the 
COVID-19 Pandemic on Consumer Behavior?” Sustainability  3 (8): 4304. doi: 
10.3390/su13084304. 
Holak, S. L. and Havlena, W. J. 1992. “Nostalgia: An Exploratory Study of Themes and Emotions 
in the Nostalgic Experience.” In Advances in Consumer Research, edited by Sherry, J. F. Jr. and 
Sternthal, B. 19: 380–387. Provo, UT: Association for Consumer Research.  
Holbrook, T. and Pourchier, N. 2014. “Collage as Analysis: Remixing in the  
Crisis of Doubt.” Qualitative Inquiry 20 (6): 754-763. doi:10.1177/1077800414530260. 
Huang, J. Y., Ackerman, J. M., and Newman, G. E. 2017. “Catching (up with) magical contagion: 
A review of contagion effects in consumer contexts.” Journal of the Association for Consumer 
Research, 2 (4):430–443.  
Hussey, M. and Duncombe, N. 1999. “Projecting the Right Image: Using Projective Techniques to 
Measure Brand Image.” Qualitative Market Research 2 (1): 22-30. doi 
10.1108/13522759910251918. 
Jadhav, V. and Khanna, M. 2016. “Factors influencing online buying behavior of college students: 
a qualitative analysis,” The Qualitative Report 21 (1): 1-15.   
Jariah, M., Husniyah, A. R., Laily, P. and Britt, S. 2004. “Financial behavior and problems among 
university students: need for financial education,” Journal of Personal Finance 3: 82-96. 
Jung, D. 2022. “Travel risks in the COVID-19 age: using Zaltman Metaphor Elicitation Technique 
(ZMET).” Current Issues in Tourism 1-20. 
Kadoya, Y., Khan, M. S. R., and Yamane, T. 2020. “Government’s stimulus program to boost 
consumer spending: A case of discount shopping coupon scheme in Japan.” Sustainability 12 (9): 
3906. 



How Did Young Consumers Feel about Being a Consumer During the COVID-19 Quarantines? An Assessment with the Collage Technique 

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. Vol 11, Nº 20, JUNE 2023 

 
223 

Kaswengi, J., and Diallo, M. F. 2015. “Consumer choice of store brands across store formats: A 
panel data analysis under crisis periods.” Journal of Retailing and Consumer Services 23: 70–76. 
Khoo-Lattimore, C., Thyne, M. and Robertson, K. 2009. “The ZMET Method: Using Projective 
Technique to Uncover Hedonic Factors Underlying Consumer Home Choice.” The Marketing 
Review 9 (2): 139-154. doi:10.1362/146934709X442674. 
Kennett-Hensel, P. A., Sneath, J. Z., and Lacey, R. 2012. “Liminality and consumption in the 
aftermath of a natural disaster.” Journal of Consumer Marketing 29 (1): 52–63. 
KPMG. 2020. “COVID-19: Potential impact on financial reporting”, available at: 
https://home.kpmg/xx/en/home/insights/2020/03/covid-19-financial-reporting-resource-centre.html 
(accessed 13 December 2022).   
Laato, S., Islam, A. N., Farooq, A., and Dhir, A. 2020. “Unusual purchasing behavior during the 
early stages of the COVID-19 pandemic: The stimulus-organism-response approach.” Journal of 
Retailing and Consumer Services 57: 102224. 
Lakoff, G. and Johnson, M. 1980. Metaphors We Live By. USA: University of Chicago Press.   
Li, S., Wang, Y., Xue, J., Zhao, N. and Zhu, T. 2020. “The Impact of COVID-19 Epidemic 
Declaration on Psychological Consequences: A Study on Active Weibo Users.” International 
Journal of Environmental Research and Public Health 17 (6): 2032. doi 10.3390/ijerph17062032.  
Mannay, D. 2016. Visual, Narrative and Creative Research Methods: Application, Reflection, and 
Ethics. London: Routledge. 
Mehta, S., Saxena, T., and Purohit, N. 2020. “The new consumer behaviour paradigm amid 
COVID-19: permanent or transient?.” Journal of health management, 22 (2): 291-301.   
Morales, A. C., and Fitzsimons, G. J. 2007. “Product contagion: Changing consumer evaluations 
through physical contact with “disgusting” products.” Journal of Marketing Research 44 (2): 272-
283. 
Mortensen, C. R., Becker, D. V., Ackerman, J. M., Neuberg, S. L., Kenrick, D. T. 2010. “Infection 
Breeds Reticence: The Effects Of Disease Salience On SelfPerceptions Of Personality And 
Behavioral Avoidance Tendencies.” Psychological Science 21 (3): 440-447. 
doi:10.1177/0956797610361706. 
Murray, D. R., Prokosch, M. L., Airington, Z. 2019. “Psychobehavioroimmunology: Connecting 
the behavioral immune system to its physiological foundations.” Frontiers in Psychology. 10.   
Nunez, K. 2015. “Projective Techniques in Qualitative Market Research.” American Marketing 
Association San Diego (Online), September 2015. Accessed 13 December 2020. 
https://sdama.org/knowledge/projective-techniques-qualitative-marketresearch/ 
O’Reilly, L., Margaret, R., Rhonda, H., Marge, G., and Susan, H. 1984. “The Relationship of 
Psychological and Situational Variables to Usage of a Second-Order Marketing System,” Journal of 
the Academy of Marketing Science 12 (3): 53–76.  
Qian, K. and Yamada, Y. 2020. “Exploring the Role of the Behavioral Immune System in 
Acceptability of Entomophagy Using Semantic Associations and Food-Related Attitudes.” Front 
Nutr. 20 (7): 66. doi: 10.3389/fnut.2020.00066.  
Rose, G. 2014. “On The Relation between ‘Visual Research Methods’ and Contemporary Visual 
Culture.” The Sociological Review 62 (1): 24–46. doi:10.1111/1467-954X.12109. 
Rozin, P., Markwith, M., and McCauley, C. 1994. “Sensitivity to indirect contacts with other 
persons: AIDS aversion as a composite of aversion to strangers, infection, moral taint, and 
misfortune.” Journal of Abnormal Psychology 103 (3): 495. 



How Did Young Consumers Feel about Being a Consumer During the COVID-19 Quarantines? An Assessment with the Collage Technique 

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. Vol 11, Nº 20, JUNE 2023 

 
224 

Ruiz Estrada, M. A., Park, D., and Lee, M. 2020. “The evaluation of the final impact of Wuhan 
COVID-19 on trade, tourism, transport, and electricity consumption of China.” Tourism, Transport, 
and Electricity Consumption of China (March 9, 2020).   
Sarmento, M., Marquesc, S., and Galan-Laderod, M. 2019. “Consumption dynamics during 
recession and recovery: A learning journey.” Journal of Retailing and Consumer Services 50: 226–
234. 
Saunders, S. G. 2009. “Scenario Planning: A Collage Construction Approach.” Foresight 11 (2): 
19-28. doi:10.1108/14636680910950129  
Schaller, M. 2011. “The Behavioural Immune System and the Psychology Of Human Sociality.” 
Philosophical Transactions of the Royal Society B Biological Sciences 366 (1583): 3418-3426. 
doi:10.1098/rstb.2011.0029.   
Schaller, M. and Duncan, L. A. 2007. “The Behavioral Immune System: Its Evolution and Social 
Psychological Implications.” In Evolution and The Social Mind: Evolutionary Psychology and 
Social Cognitions, edited by Forgas, P., Haselton, M. G. and von Hippel, W., 293-307. New York: 
Psychology Press.   
Schaller, M. and Park, J. H. 2011. “The Behavioral Immune System (and Why It Matters).” Current 
Directions in Psychological Science 20 (2): 99-103. doi:10.1177/0963721411402596. 
Shroff, R. H., Deneen, C. C. and Ng, E. M. W. 2011. “Analysis of the technology acceptance model 
in examining students' behavioral intention to use an e-portfolio system,” Australasian Journal of 
Educational Technology 27 (4): 600-618. 
Spero, I. and Stone, M. 2004. “Agents of change: how young consumers are changing the world of 
marketing,” Qualitative Market Research, 7 (2): 153-159. doi 10.1108/13522750410530057. 
Sumi, R. S. and Ahmed, M. 2022. “Investigating young consumers’ online buying behavior in 
COVID-19 pandemic: the perspective of Bangladesh”, IIM Ranchi Journal of Management Studies 
1 (2): 108-123. doi: 10.1108/IRJMS-09-2021-0127.  
Swanson, S. R. and Wald, K. A. 2013. “A Picture is Worth a 1,000 Words: Using Collage to 
Explore Student's Beliefs and Feelings about Marketing”, Marketing Education Review 23 (1): 11-
16, doi: 10.2753/MER1052-8008230102.  
Terrizzi, J. A, Shook, N. J. and McDaniel, M. A. 2013. “The Behavioral Immune System and 
Social Conservatism: A Meta-Analysis.” Evolution and Human Behavior 34 (2): 99-108. 
doi:10.1016/j.evolhumbehav.2012.10.003.  
Tığlı, M. 2003. “Kalitatif Bir Pazarlama Araştırması Yöntemi: Zmet Zaltman Metaforik Çıkarım 
Tekniği.” İletişim Fakültesi Dergisi 0 (17): 297-305.  
Travers, M. 2011. “Visual Methods: Innovation, Decoration or Distraction?” Qualitative 
Researcher 13, 5-7.  
Ünal, S. and Akın, N. (2021). “How did young consumers feel about being a consumer during the 
COVID-19 quarantines?: An Assessment with the Collage Technique”. 7th International 
Conference on Social Sciences & Humanities (online). 20 October 2021.  
Vacchelli, E. 2018. “Embodiment in Qualitative Research: Collage Making with Migrant, Refugee 
and Asylum Seeking Women.” Qualitative Research 18 (2): 171-190. 
doi:10.1177/1468794117708008.   
Van Schalkwyk, G. J. 2010. “Collage Life Story Elicitation Technique: A Representational 
Technique for Scaffolding Autobiographical Memories.” The Qualitative Report 15 (3): 675-695. 
doi 10.46743/2160-3715/2010.1170.  



How Did Young Consumers Feel about Being a Consumer During the COVID-19 Quarantines? An Assessment with the Collage Technique 

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. Vol 11, Nº 20, JUNE 2023 

 
225 

Wang, C., Pan, R., Wan, X., Tan, Y., Xu, L., Ho, C. S. and Ho, R. C. 2020. “Immediate 
Psychological Responses and Associated Factors during the Initial Stage of the 2019 Coronavirus 
Disease (Covid-19) Epidemic among the General Population in China.” International Journal of 
Environmental Research and Public Health 17 (5): 1729. doi:10.3390/ijerph17051729.  
Wang, X., Wong, Y. D., Yuen, K. F. 2021. “Rise of ‘Lonely’ Consumers in the Post-COVID-19 
Era: A Synthesised Review on Psychological, Commercial and Social Implications.” International 
Journal of Environmental Research and Public Health 18 (2): 404.  
Wilkens, J. 2020. “Why we hoard: Fear at the root of panic-buying, psychologists say.” San Diego 
Union-Tribune [Internet], 22. 
Wilson, E. J. and Elliot, E. A. 2016. “Brand meaning in higher education: Leaving the shallows via 
deep metaphors.” Journal of Business Research 69: (8): 3058-3068. 
Zaltman, G. 1997. “Rethinking Market Research: Putting People Back.” Journal of Marketing 
Research 34 (4): 424-437. doi:10.2307/3151962.   
Zaltman, G. and Zaltman, L. 2008. Marketing Metaphoria. USA: Harvard Business School Press. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

How to cite this article: 
Ünal, S. & Akın, N. (2023). How Did Young Consumers Feel about Being a Consumer During the 
COVID-19 Quarantines? An Assessment with the Collage Technique. International Journal of 
Marketing, Communication and New Media, Vol. 11, Nº 20, 195-225. 


