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Abstract

This study is a systematic revision of the literature on the effect of The
Covid-19 Pandemic on consumer behavior and consumer markets.
As aresult of the content analysis and classification, it was decided to
conclude the research fields where studies were missing and to make
recommendations for future research. For this purpose, 79 articles
examining the effects of the Covid-19 pandemic on consumption
and consumer markets were investigated. They were classified into
two main groups: consumer behavior and consumer markets, which
were divided into subgroups. The results demonstrated that the main
changes in consumer behavior and consumer markets and the factors
affecting these changes have remained incomplete. Researchers
focusing on these topics may help fill in the gaps in the literature.
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Covid-19 Salgininin Tiiketici Davranisi ve Tiiketime

Etkileri

Oz

Bu ¢alismada, Covid-19’un tiiketici davranisi ve nihai tiiketici pazar-
lar1 lizerindeki etkisine iliskin literatiir, sistematik olarak incelenmis
ve siniflandirilmistir. Igerik analizi ve siniflandirma sonucunda calis-
malarin eksik veya yetersiz oldugu arastirma alanlarinin belirlenmesi
ve gelecekteki arastirmalar i¢in Onerilerde bulunulmasi amaglanmis-
tir. Bu baglamda, koronaviriis salgiinin tiiketici pazarlar1 ve tiiketici
davranislar lizerindeki etkilerini aragtiran 79 makale incelenmistir.
Calismalar, salginin etkilerini farkli pazarlama perspektifierinden tar-
tismustir. Calismalar, “Covid-19’un Tiiketici Davranislar1 Uzerindeki
Etkileri” ve “Covid-19’un Tiiketici Pazarlar1 Uzerindeki Etkileri” ol-
mak tizere iki ana gruba ayrilmis ve ardindan ana gruplar da alt grup-
lara ayrilmistir. Sonugclar, tiiketici davranisi ve tiikketici pazarlarindaki
temel degisikliklerin ve bu degisiklikleri etkileyen bazi faktorlerin
literatiirde eksik kaldigin1 gostermistir. Bu konulara yonelen arastir-
macilar literatiirdeki bosluklar1 doldurmaya yardimci olacaktir.

Anahtar Kelimeler: Covid-19 salgini, tiikketici davranislari, tiiketici
pazarlari, literatiir taramasi, icerik analizi

Introduction

The Covid-19 outbreak has affected people almost all over the wor-
1d. Today, more than 200 countries in the world are struggling with the
disease, while the number of cases reached approximately 400 million
and deaths reached 5.7 million, the number of currently infected patients
is more than 74 million (Worldometers, 2022). The number of cases is
increasing every day.

The devastating effects of the Covid-19 pandemic on the world eco-
nomy are emerging. In 2022, it is predicted that the global GDP decrease
due to the coronavirus pandemic will be 4.5% and even in the best scena-
rio, the monetary contraction on a global scale will be around 77 billion
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dollars (Szmigiera, 2021). The growth of advanced economies is expe-
cted to decline from 5 percent to 3.8 and 2.3 percent in 2022 and 2023,
respectively. It is estimated that the growth of developing economies will
be more affected by the decline from 6.3 percent to 4.6 percent and 4.4
percent in 2022 and 2023. Thus, emerging and developing economies are
expected to remain 4 percent below the pre-pandemic period (The World
Bank, 2022). Allianz conducted a study on the effects of the Covid-19
pandemic. In Allianz’s report (2020), it was stated that many sectors such
as transportation, tourism, automotive, retail, and energy were affected
from different aspects by the pandemic (Allianz, 2020). The pandemic
caused changes not only in sectors but also in consumers. According to
Numerator Insights (2021), consumers’ concerns about health, economic
and personal factors caused some behavioral changes in consumption,
purchasing, and shopping.

The dynamism of consumption and consumer behavior was the main
reason for this article to review the literature on the effects of the Co-
vid-19 outbreak on consumer markets. It is aimed to classify the research
conducted on the effects of Covid-19 in terms of consumer behavior and
consumer markets. The studies examined were divided into two main
groups and six subgroups using the content analysis method, and their
findings were discussed. As a result, it was aimed to understand which
research areas are still not studied sufficiently with content analysis and
classification. In this way, suggestions for future research are made.

This study can provide a better understanding of changes in consu-
mer behavior and consumer markets reflected in market trends. As Co-
vid-19 is reshaping industries, it has become more critical than ever for
businesses to recognize consumer behavior and have a holistic view of
market trends (GlobalData, 2021).

Methodology

When reviewing the literature, different approaches can be used to
achieve different goals or different contributions. For example, a sys-
tematic review approach may be used to synthesize and compare evi-
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dence, while a semi-systematic approach may be more appropriate for
reviewing the research field and tracking its evolution over time (Synder,
2019).

In this review, a semi-systematic approach is preferred to gain an
overview of the research area from a broad perspective, reveal the state
of knowledge of the subject and create a research agenda. In the study,
literature published between March 2020-July 2021 on the effects of the
Covid-19 outbreak on consumer behavior and consumption was exami-
ned. The title, summary, keywords, and general integrity of the studies
were selected for reviewing articles related to covid-19, consumer be-
havior, and consumer markets. The indexes of the journals in which the
articles were published were not filtered in this study and all indexes
were included. First, studies were reviewed, and duplicates and off-topic
studies were excluded. In the next step, a content analysis was conducted
to group studies to provide a systematic perspective on the literature.
As a result, studies were collected in main groups and subgroups. The
analysis process applied in this study is summarized in Figure 1. After
the studies are classified, the literature is discussed to identify missing
issues and provide recommendations for future research.

Literature Review
Elimination

Content Analysis

Classification

Figure 1. Analysis process

During the literature research, scientific articles were searched using
some special keywords such as “Covid-19 and the consumer market”, “Ef-
fects of Covid-19 on Consumer Behavior” and “Effects of Covid-19 on
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Consumption” at Google Scholar which serves as a simple method to wi-
dely searching for scholarly literature and comprises many disciplines and
sources. Google Scholar was preferred as the search engine because of its
advantages in searching for academic articles. First, it theoretically covers
all electronic resources, it has links to all full-text articles or at least to their
abstracts, related articles, and libraries (Falagas et al., 2008). Additionally,
it has no limits of search language, keywords per search, or covered jour-
nals (Falagas et al., 2008). Moreover, Google Scholar provides consistency
while evaluating the research, promotes transparency, publicity, and open-
ness, and is easy to use (Jensenius et al., 2018). A very useful feature of
Google Scholar is “cited by”, which gives the chance to pursue intercon-
nections among the articles on the same or similar topics (Noruzi, 2005).

Only articles written in English were reviewed. Articles written in
other languages, conference proceedings, and books were excluded from
the study. Then, all articles found are reviewed to find duplicates and
unrelated articles. When duplicate and inappropriate articles were remo-
ved, the number of articles to be examined was 79.

Analysis and Results

After the searching and elimination steps, content analysis was app-
lied to the articles. At this stage, some main topics where the articles can
be collected have been determined. During the content analysis, it was
determined that many studies in the literature examined the effects of the
Covid-19 epidemic on consumer behavior from a general point of view,
and these studies focused on the changes in consumer behavior from a
broader perspective. However, many studies have also been found to
investigate the impact of the Covid-19 pandemic on a particular market
or consumers in a particular market. For this reason, it has been decided
to classify the studies in the literature into 2 main groups: “The Effects
of Covid-19 on Consumer Behavior” and “The Effects of Covid-19 on
Consumer Markets”. After the grouping process, subgroups were created
according to the articles’ subjects. The titles of the main groups and the
number of studies in each group are given in Table 1.
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Table 4.1. Main Groups of Studies

Main Groups

Number of Articles

The Effects of Covid-19 on Consumer Behavior 32

The Effects of Covid-19 on Consumer Markets 47

Main Group 1- The Effects of Covid-19 on Consumer Behavior

The studies in this group are exploring the effects of Covid-19 on
consumer behavior from a general point of view, without focusing on a
particular market or consumers in a particular market. Most of the artic-
les in this group are related to the effects of various factors such as con-
cerns, economics, lifestyle, and risk perception on consumer behavior. A
significant part of the articles also investigates the effects of digitalizati-
on on consumer behavior. For this purpose, articles related to consumer
behavior and digitalization are included in this main group. Therefore,
subgroups were defined as “The Effects of Various Factors on Consumer
Behavior during Covid-19” and “Digitalization”.

Table 4.2. Articles on the Effects of Covid-19 on Consumer Behavior

Subgroups

Articles

The effects of
Various Factors on
Consumer
Behavior during
and post Covid-19

Chetana (2020); Pagnini et al. (2020); Wang, Wong & Yuen
(2021); Echegaray (2021); Tien, Ngoc & Anh (2021); Alam
(2020); Yadav & Kumar (2021); Grashuis, Skevas & Segovia
(2020); Sheth (2020); Sharma (2021); Li et al. (2020); Song, Jin,
Gao & Zhao (2020); Deng et al. (2020); Addo, Jiaming, Kulbo &
Lianggiang, (2020); Kirk & Rifkin (2020); Hesham, Riadh & Si-
hem (2021); Zwanka & Buff (2021); Sayyida, Hartini, Gunawan
& Husin (2021); Milakovi¢ (2021); Eger, Komarkova, Egerova
& Micik (2021); Ahmadi, Habel, Jia, Lee & Wei (2021); Ellison,
McFadden, Rickard & Wilson (2021); Fanelli (2021).

Digitalization

Umair, Cheema, Li, Cheema & Lu (2021); Kim (2020); Ku-
mar (2020); Thep (2021); Mason, Narcum & Mason (2021);
Chauhan & Shah (2020); Liu, Liu, Yoganathan & Osburg
(2021); Sunarjo, Nurhayati & Muhardono (2021); Kim, Kim,
Badu-Baiden, Giroux & Choi (2021).
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Subgroup- The Effects of Various Factors on Consumer Behavior
during and post Covid-19

Most of the articles in this group are related to the effects of vari-
ous factors such as needs and wants, concerns, economics, lifestyle, and
risk perception on consumer behavior during the Covid-19 pandemic.
In Chetana’s (2020) study, such factors were revealed as availability of
products, financial savings, fear of health, influence through public sen-
timent, quality of products, and consolidated view. Besides, according to
Pagnini et al. (2020), quality is the factor affecting consumer behavior
at most, %87 of the participants thought it changed their behavior in the
consumer market. The worries regarding Covid-19, psychological, com-
mercial, and social implications were other factors affecting consumer
behavior, such as the effects of personal aloneness or social isolation
on consumers’ selection or choice of products/services and reaction to
brand communities like brand attitude and brand participation (Wang,
Wong & Yuen, 2021). Social isolation and financial crisis caused by the
Covid-19 pandemic are thought to make social lifestyle, the shape of
society, and consumer behavior different from the pre-pandemic era (Ec-
hegaray, 2021).

After the Covid-19 outbreak, consumer behavior has changed in fa-
vor of choosing safer and less risky products and services (Tien, Ngoc &
Anh, 2021). Many studies indicated that purchasing has shifted to online
purchasing due to some factors such as health, the product itself, price,
distribution, packaging, labeling, technological advances, changing de-
mographics, and innovations (e.g. Alam, 2020; Yadav & Kumar, 2021;
Grashuis, Skevas & Segovia, 2020; Sheth, 2020). Owing to online shop-
ping, consumers save time and minimize risk if the technology level is
sufficient, otherwise, there may be some difficulties.

Sharma (2021) stated that the Covid-19 pandemic made customer
and firm capabilities on the co-creation process stronger as social, eco-
nomic, and experiential values for service co-development and service
co-evaluation. Li et al. (2020) studied impulsive consumption, perceived
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control, and materialism during Covid 19. According to the results, the
severity of the Covid-19 pandemic had a positive effect on consumers’
impulsive consumption, perceived control and materialism has the medi-
ating effect between impulsive consumption and the severity of the pan-
demic. In addition, the threat of Covid-19 positively affected the need
to belong, materialism, and informational conformity (Song, Jin, Gao &
Zhao, 2020). Also, Covid-19 affected impulsive consumption positively
(Deng et al., 2020), and the demand for personal protective equipment
increased, but human to human interaction restriction, travel bans, and
closure of traditional shops during Covid-19 caused adoption to e-com-
merce (Addo, Jiaming, Kulbo & Lianggiang, 2020). Kirk and Rifkin
(2020) examined consumer behavior in three stages: reacting (e.g. sto-
ckpiling and rejecting), coping (e.g. social isolation, do-it-yourself be-
haviors, changing perceptions of brands), and longer-term adapting (e.g.
devastating changes in consumption and social identity) phases during
this period.

Subgroup-Digitalization

Digitalization or digital transformation is one of the most important
terms for the consumer market during the Covid-19 pandemic, and new
technologies (i.e. 0T, big data) are being adopted to many sectors such
as healthcare, smart homes, smart buildings, smart cities, transportation
and industrial to make the consumer experience better. Consumers’ be-
haviors who have adapted to technology and innovations made by com-
panies also differ (Umair, Cheema, Li, Cheema & Lu, 2021). Consumers
were trying to reduce the Covid-19 risk by becoming more effective in
digital environments such as online shopping, online sales, online mee-
tings and entertainment, and digital marketing (e.g., Kim, 2020; Kumar
2020; Thep, 2021; Mason, Narcum & Mason, 2021; Chauhan & Shah,
2020).

Due to the restrictions during the pandemic period, the behaviors
of consumers have changed with digitalization. For example, the com-
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munication, information, and entertainment advantages provided by
social media tools have increased the tendency of consumers to prefer
a digital environment (Chauhan & Shah, 2020). Digital marketing has
had an impact on consumer behavior since the Covid-19 outbreak be-
gan (Thep, 2021). Consumers have increased social media usage as an
instrument for social media marketing activities such as specifying pro-
ducts (or services), gathering information on products, assessing pro-
ducts, and buying a product. The importance of social media marketing
has increased since the beginning of the Covid-19 pandemic (Mason,
Narcum & Mason, 2021). Besides the benefits of digitalization, there
are also some negative aspects. For example, social media discontinu-
ance intention affects the Z generation’s psychology, and it can be ref-
lected in consumer decision-making (Liu, Liu, Yoganathan & Osburg,
2021).

Main Group 2-The Effects of Covid-19 on Consumer Markets

The studies in this group are exploring the effects of Covid-19 on
consumer markets in different fields such as travel&tourism activities,
green consumption, and retailing activities. Therefore, the main group of
“The Effects of Covid-19 on Consumer Markets” consists of subgroups
of “Tourism and Travel Markets”, “Green Markets”, and “Food, Stock-
piling, and Retail Markets”.
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Table 4.3. Articles on The Effects of Covid-19 on Consumer Markets.

Subgroups Articles

Yu, Lee & Hyun (2021); Yang, Li, Lau & Zhu (2021); Li, Yao
& Chen (2021); Pillai, Haldorai, Seo & Kim (2021); Wen, Ko-
zak, Yang, & Liu (2020); Jeon & Yang (2021); Neuburger &
Egger (2020); Zheng, Luo & Ritchie (2021); Matiza (2020);
Nepal (2020); Gallego & Font (2020); Przybylowski, Stelmak
& Suchanek (2021); Lee & Kim (2021); Schiopu, Hornoiu, Pa-
durean & Nica (2021); Itani & Hollebeek (2021); Polukhina et
al. (2021); Stanciu et al. (2020); Jo, Shin & Kim (2021); Park,
Kim, Kim, Lee & Giroux (2021).

Kalbusch et al. (2020); Bahmanyar, Estebsari & Ernst, (2020);
Chen, Rubens, Xu & Li, (2020); Cohen, 2020, Santiago et al.
(2021); Sun, Su, Guo & Tian (2021); Severo, De Guimaraes &
Dellarmelin (2021).

Hall, Prayag, Fieger & Dyason (2020); Prentice, Chen & Stan-
tic (2020); Brizi & Biraglia (2021); Dammeyer (2020); Wang,
An, Gao, Kiprop & Geng (2020); Banerjee, Nayak & Zhao
(2020); Kim & Lee (2020); Ali, Khalid, Javed & Islam (2021);
Maciaszczyk & Kocot (2021); Powell, Lawler, Durham & Cul-
lerton (2021); Hassen, Bilali & Allahyari (2020); Celik & Dane
(2020); Brewer & Sebby (2021); Medhi & Bora (2020); Mar-
tin-Neuninger & Ruby (2020); Anastasiadou et al. (2020); Tehci
& Ersoy (2020); Baicu, Gardan, Gardan & Epuran (2020); Pan-
zone, Larcom & She (2021); Dong, Gozgor, Lu & Yan (2020);
Janssen, Hristov, Pravst, Profeta & Millard (2021); Chenarides,
Grebitus, Lusk & Printezis (2021).

Tourism and
Travel Markets

Green Markets

Food, Stockpiling
and Retail
Markets

Subgroup-Tourism and Travel Markets

According to The World Tourism Organization (UNWTO)’s report,
international overnight tourist arrivals plunged by 74% in 2020 over the
previous year due to widespread travel restrictions and a massive drop
in consumption (UNWTO, 2021). According to many studies, travel, lei-
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sure, hospitality, and tourism consumption was negatively affected from
Covid-19, and demand in these sectors seems low (e.g., Stanciu et al.,
2020; Jo, Shin & Kim, 2021). In addition, many studies claimed that the
Covid-19 pandemic led consumers to abstain from travel and tourism
activities, such as using public transportation, visiting hotels and restau-
rants (e.g., Yu, Lee & Hyun, 2021; Yang, Li, Lau & Zhu, 2021; Li, Yao
& Chen, 2021). In the hospitality industry, consumers evaluated hygiene,
cleanliness, medical facilities, and population density to decide on vaca-
tion, so, firms have to take attention to these factors (Pillai, Haldorai, Seo
& Kim, 2021; Wen, Kozak, Yang & Liu, 2020). The Covid-19 pandemic
influenced the travel routes of tourists, causing tourists to prefer quie-
ter or relaxing places including beaches and green areas (Jeon & Yang,
2021). In addition, travel risk and travel fear led to decreasing customer
motivation and demand for tourism. Coping with this fear is important
so that consumers can return to their previous travel behaviors or find
alternatives (Neuburger & Egger, 2020; Zheng, Luo & Ritchie, 2021;
Matiza, 2020).

Tourism and travel sectors complement each other due to their stru-
cture and the decrease in tourism and travel consumption has led con-
sumers and businesses to find different alternatives which are safer in
terms of Covid-19 risk. Slow tourism (or smart tourism) can be an im-
portant alternative tourism activity. Slow tourism concentrates on regi-
onal populations, longer lengths of accommodation, and more meeting
of tourist expectations and experiences. In this way, tourists started to
pay more attention to the quality of travel, not the frequency of travel,
and consumers’ travel intentions changed in this direction (Wen, Kozak,
Yang & Liu, 2020; Nepal, 2020; Gallego & Font, 2020; Przybylowski,
Stelmak & Suchanek, 2021). Digital transformation in the tourism sector
has emerged tourism alternatives in different formats. A tourism type
powered by virtual reality (VR) technology is an alternative sustainable
tourism option due to the Covid-19 concern limiting the travel and tou-
rism consumption of consumers (Lee & Kim, 2021; Schiopu, Horno-
iu, Padurean & Nica, 2021; Itani & Hollebeek, 2021). Polukhina et al.
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(2021) stated that in the tourism sector, as one of the sectors affected by
the covid-19 pandemic at most, consumer demand should be increased
with the support of tourism and travel sector stakeholders and the state.

Subgroup-Green Markets

Due to the covid-19 threat, consumers’ isolation at home increased
households’ water consumption because consumers started to pay more
attention to hygiene. In addition to water consumption, electricity con-
sumption has raised as a result of home quarantines, usage of mobile and
technologic devices such as television, telephone, computers in different
regions of the world. If this consumption is not taken under control and
alternative renewable energy options are not evaluated, there may be
problems in the future for sustainability (Kalbusch et al., 2020; Bah-
manyar, Estebsari & Ernst, 2020; Chen, Rubens, Xu & Li, 2020; Cohen,
2020, Santiago et al., 2021).

Positive Covid-19 awe made consumers more environmentally
conscious, moreover, consumers started to pay attention to society, the
environment, and also green consumption (Sun, Su, Guo & Tian, 2021).
Covid-19 was an important factor in consumers’ behavioral change and
intention attracting environmental sustainability and social responsibi-
lity. The covid-19 pandemic had an enormous impact on sustainable con-
sumption, environmental awareness, and social responsibility (Severo,
De Guimaraes & Dellarmelin, 2021).

Subgroup-Food, Stockpiling and Retail Markets

Because of consumers’ changing needs and expectations during the
Covid-19 pandemic, the supply and demand of products/services difte-
red from the pre-Covid-19 era. There was an increase in sales for food
retailers, and decrease in non-store retailers and non-food stores’ sales,
and a loss in turnover for food and beverage serving services (Panzone,
Larcom & She, 2021). The income level of consumers did not extremely
affect consumption in grocery and food stores negatively (Dong, Gozgor,
Lu & Yan, 2020). The spatial and temporal displacement of consumption
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was seen in the consumer market during Covid-19. Due to timely inter-
vention, panic buying and stockpiling concepts were revealed especially
in the grocery and food market. (Hall, Prayag, Fieger & Dyason, 2020;
Prentice, Chen & Stantic, 2020; Brizi & Biraglia, 2021). The reasons
for stockpiling were categorized under the two factors “Panic” and “Ac-
tion” (Dammeyer, 2020). In addition, consumers requested to reserve
foods, especially fresh food based on their income level (Wang, An, Gao,
Kiprop & Geng, 2020).

During the Covid-19 pandemic, while restaurants were not prefer-
red, fast-food restaurants were visited. Fast-food restaurants provided a
time advantage and “‘shelter-at-home orders” option (Banerjee, Nayak &
Zhao, 2020). Also, consumers who did not want to be in restaurants colle-
ctively preferred private dining facilities and thus benefit from restaurant
services by isolating their environment (Kim & Lee, 2020). Consumers
started to use “Online Food Delivery Ordering Service” for minimizing
Covid-19 risk (Ali, Khalid, Javed & Islam, 2021; Maciaszczyk & Kocot,
2021) and consumers’ food preferences were changing between healthy
and unhealthy foods (Powell, Lawler, Durham & Cullerton, 2021; Has-
sen, Bilali & Allahyari, 2020; Celik & Dane, 2020). Brewer and Sebby
(2021) stated that for online food orders, the desire for food and food or-
dering convenience has a positive effect on purchase intention and menu
informativeness makes food ordering convenient.

The Covid-19 pandemic has enforced the customary retailers and
consumers to sustain safety, social distancing, and hygiene in buying and
selling the products, and also the unavailability of goods constituted a
major problem for the consumers (Medhi & Bora, 2020; Martin-Neunin-
ger & Ruby, 2020). Anastasiadou et al. (2020) investigated supermarket
consumption during Covid-19 and stated that consumer behavior and su-
permarket activities may be classified into four groups; consumer beha-
vior (emergency behavior, product purchase attitude), brand preference
(brand loyalty, branded products), company behavior (strategic decisi-
ons, government initiatives), and new normal (consumer behavior shift,
company behavior shift). In the retail industry, providing customer satis-
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faction was important for companies and consumer complaints have to
control by companies. Frequent consumer complaints in the retail sector
during the Covid-19 pandemic were product refunds, broken-out-of-date
products, and delays in product delivery (Tehci & Ersoy, 2020). In ad-
dition, retail banking and consumers’ tendency towards mobile banking
applications has increased during Covid-19 (Baicu, Gardan, Gardan &
Epuran, 2020). In the retail sector; time managing, stock planning, size
of the company, shipping, sustainability of processes, customer satisfac-
tion, and technology were critical factors during emergencies such as the
Covid-19 pandemic.

Discussion

The covid-19 pandemic has caused different effects on various in-
dustries and consumers. In this study, by examining the relevant studies,
it was tried to determine which subjects were focused on and which sub-
jects were lacking. The articles were classified into two main groups
and subgroups as consumer behavior (subgroups: the effects of various
factors on consumer behavior during/post-Covid-19 and digitalization)
and consumer markets (subgroups: tourism and travel markets, green
markets, changes in supply and demand in consumer markets, food, sto-
ckpiling and retail markets).

The articles related to consumer behavior focused on some fac-
tors such as product availability, financial situations, health situations,
lifestyle and society, technology, and market conditions (e.g. Chetana,
2020; Pagnini et al. 2020; Wang, Wong & Yuen 2021; Echegaray 2021).
Besides these factors, Covid-19 risk varies due to some individual dif-
ferences such as age, health status (comorbidities), race/ethnicity, and
gender (Carethers, 2020). These differences also affect consumers’ per-
ceptions and behavior. Another valuable subject of research may be the
investigation of these factors such as product availability, financial si-
tuations, health situations, etc. based on different Covid-19 risk groups.

Digital transformation activities accelerated in this period and thus
consumers started to move their actions to digital environments (Kim,
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2020). The global retail e-commerce sales are increasing rapidly and this
increase is likely to accelerate during the pandemic period (2019-2020)
(Statista, 2021). Research on the issues such as convenience, cost, test &
try, shipping, and promotion of digital and conventional shopping pre-
ferences during the Covid-19 pandemic may be useful in understanding
the relationship between consumer behavior and digitalization during
this period.

The covid-19 pandemic negatively impacted the tourism and travel
industries (Stanciu et al., 2020; Jo, Shin & Kim, 2021). Tourism, which
is directly affected by the pandemic, not only affects the national markets
but also affects the international markets and stakeholders in the sector
negatively, therefore, De Sausmarez (2007) stated that some indicators
should be identified to minimize the damage and to make a sustainable
tourism plan. During Covid-19, industry-specific factors such as virtual
tourism, online reservations, occupancy rates, special concepts, risk, sa-
fety, and security need to be examined to provide valuable suggestions
for the sustainability of the tourism and travel industry. In addition, the
major effects on consumer decisions and the factors affecting the tourism
and travel industry, as well as the reasons why these effects occur may
be worth investigating.

Studies on green markets have claimed that consumers started to
care about green products and services (Severo, De Guimaraes & Del-
larmelin, 2021). The factors such as restriction of external activities of
consumers due to Covid-19, home isolation and personalization have
increased water, electricity, and energy consumption. The prominence
of the decrease in these resources has increased the interest in behavi-
oral change and social responsibility, as a result, consumers are led to
green consumption. To investigate the trend towards green consumption,
it is necessary to examine the green consumer segments, green marke-
ting strategies, and the marketing mix accordingly (Ginsberg & Bloom,
2004).

During Covid-19, there are some significant changes in supply, de-
mand, and consumer preferences for products and services in the con-
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sumer markets (e.g. Prentice, Chen & Stantic, 2020; Brizi & Biraglia,
2021). Demand and supply integration is necessary to control market
dynamics and create value for firms and customers (Esper et al., 2010).
Supply chain management, demand, and customer value are some topics
worth investigating during Covid-19.

Limitations and Future Research

The fact that only articles were included in the study and different
sources such as conference papers and books were not included created
a limitation in the research areas. Including books and papers in future
studies and scanning in different indexes will make the study more com-
prehensive.

Each industry has its characteristics and dynamics. Covid 19 pan-
demic has an impact on almost every industry, however, the magnitude
and the nature of the impact on different industries may be dramatically
different. Thus, the impact of Covid 19 on industries should be studied
separately. Moreover, Covid 19 has serious effects on the individuals’
psychological state and behaviors, and also their relationships with the
outer world and society. The reflections of these effects on the purcha-
sing decisions and behaviors should be investigated more deeply.
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Genisletilmis Ozet

Covid-19 Pandemisinin Tiiketici Davramislarina ve
Tiiketici Pazarma EtKisi

Bu calismada, Covid-19’un tiiketici davranisi ve nihai tiiketici pazarlari
izerindeki etkisine iliskin literatiir, sistematik olarak incelenmis ve smiflan-
dirlmugtir. Icerik analizi ve simiflandirma sonucunda galigmalarin eksik veya
yetersiz oldugu arastirma alanlariin belirlenmesi ve gelecekteki arastirmalar
i¢in Onerilerde bulunulmasi amaglanmustir.

Bu baglamda, koronaviriis salgminin tiiketici pazarlar1 ve tiiketici davra-
niglari lizerindeki etkilerini arastiran 79 makale incelenmistir. Caligmalar, salgi-
nin etkilerini farkli pazarlama perspektiflerinden tartismigtir. Caligmalar, “Co-
vid-19’un Tiiketici Davranislar1 Uzerindeki Etkileri” ve “Covid-19’un Tiiketici
Pazarlar1 Uzerindeki Etkileri” olmak {izere iki ana gruba ayrilmis ve ardindan
ana gruplar da alt gruplara ayrilmistir.

“Covid-19’un Tiiketici Davranislar1 Uzerindeki Etkileri” ana grubu; “Co-
vid-19 Siirecinde Cesitli Faktorlerin Tiiketici Davranislarina Etkileri” ve “Di-
jitallesme” olmak iizere iki alt gruba ayrilmistir. “Covid-19’un Tiiketici Pazar-
larina Etkileri” ana grubu; “Turizm ve Seyahat Pazarlar1”, “Yesil Pazarlar” ve
“Gida, Stoklama ve Perakende Pazarlar1” olmak iizere ii¢ alt alt gruba ayrilmis-
tir. Sonuglar, tiiketici davranist ve tiiketici pazarlarindaki temel degisikliklerin
ve bu degisiklikleri etkileyen bazi faktorlerin literatiirde eksik kaldigini gdster-
mistir. Bu konulara yonelen arastirmacilar literatiirdeki bosluklar1 doldurmaya
yardimci olacaktir.

Tiiketici davranisi ile ilgili makaleler, tirtiniin bulunabilirligi, finansal du-
rumlar, saglik durumlari, yasam tarzi ve toplum, teknoloji ve pazar kosulla-
r1 gibi bazi faktorlere odaklanmistir (e.g. Chetana, 2020; Pagnini ve digerle-
ri. 2020; Wang, Wong & Yuen 2021; Echegaray). 2021). Bu faktérlerin yani
sira yas, saglik durumu, 1rk ve cinsiyet gibi bazi bireysel farkliliklar nedeniyle
Covid-19 riski ve algis1 degisiklik gostermektedir (Carethers, 2020). Tiiketi-
ci davraniglarinin, Covid-19 risk gruplarma ve iiriiniin bulunabilirligi, finansal
durumlar, saglik durumlari, yasam tarzi ve toplum, teknoloji ve pazar kosullart
faktorlerine gore incelenmesi gelecek ¢alismalar igin degerli bir konu olacaktir.

Bu donemde dijital doniisiim faaliyetleri hizlanmis ve bdylece tiiketici-
ler faaliyetlerini dijital ortamlara tasimaya baslamistir (Kim, 2020). Kiiresel
perakende alaninda e-ticaret satiglar1 hizla artmaktadir ve bu artisin pandemi
doneminde hizlanmasi beklenmektedir (Statista, 2021). Covid-19 pandemisi
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doneminde dijital ve geleneksel aligveris tercihlerinin; kolaylik, maliyet, test &
dene, lojistik ve promosyon gibi konularin arastirilmasi, bu donemde tiiketici
davranislar ile dijitallesme arasindaki iliskinin anlagilmasinda faydali olacak-
tir.

Covid-19 pandemisi turizm ve seyahat endiistrilerini talep yoniinde olum-
suz etkilemistir (Stanciu ve digerleri, 2020; Jo, Shin & Kim, 2021). Pande-
miden dogrudan etkilenen turizmin sadece ulusal pazarlar1 degil, uluslararasi
pazarlar1 ve sektordeki paydaslar1 da olumsuz etkiledigini belirten De Sausma-
rez (2007), zarar1 en aza indirgemek ve zarar1 azaltmak i¢in bazi gdstergelerin
belirlenmesi gerektigini belirtmistir. Siirdiiriilebilir turizm planinin yapilmasi
ve Covid-19 siiresince turizm ve seyahat sektdriiniin siirdiiriilebilirligine de-
gerli 6neriler sunmak i¢in sanal turizm, online rezervasyonlar, doluluk oranlar1
analizi, 6zel konseptler, risk, emniyet ve giivenlik gibi sektore 6zgii faktorle-
rin incelenmesi gerekmektedir. Ayrica, tiiketici satin alma kararlar tizerindeki
baslica etkilerin ortaya ¢ikarilmasi ile turizm ve seyahat endiistrisini etkileyen
faktorlerin arastirilmasi ve karsilastirilmasi gerekmektedir.

Yesil pazarlar iizerine yapilan arastirmalar, tiiketicilerin yesil iiriin ve
hizmetleri dnemsemeye basladigini belirtmektedir (Severo, De Guimardes &
Dellarmelin, 2021). Covid-19 nedeniyle tiiketicilerin dig aktivitelerinin kisit-
lanmasi, ev izolasyonu ve kisisellestirme gibi faktorler su, elektrik ve enerji
titketimini artirmigtir. Bu kaynaklarin azalmasinin 6n plana ¢ikmasi davranig
degisikligine ve sosyal sorumluluga olan ilgiyi artirmis, bunun sonucunda tiike-
ticiler yesil tiikketime yonelmistir. Yesil tiiketim egilimini aragtirmak i¢in yesil
tiiketici segmentlerini, yesil pazarlama stratejilerini ve bunlara gore pazarlama
karmasini incelemek gerekmektedir (Ginsberg ve Bloom, 2004).

Covid-19 sirasinda, tiiketici pazarlarindaki {irlin ve hizmetler i¢in arz, ta-
lep ve tiiketici tercihlerinde bazi 6nemli degisiklikler olmaktadir (6rn. Prentice,
Chen & Stantic, 2020; Brizi & Biraglia, 2021). Talep ile arz analizlerinin yapil-
masi ve pazar dinamiklerinin kontrol edilmesi firmalar ile miisteriler i¢in deger
yaratmak yolunda 6nemli asamalardir (Esper ve digerleri, 2010). Tedarik zin-
ciri yonetimi, talep ve misteri degeri analizleri Covid-19 sirasinda arastirmaya
deger diger konular arasindadir.
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