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PREFACE 

 

 

The world has been traumatized by the covid 19 pandemic that has claimed many human lives 

worldwide. This pandemic harms human health and has also had an enormous impact on the 

business world, marketing management, for example. 

This book delves further into how the effects of this pandemic have transformed marketing 

systems for both small and large companies. The effects of this pandemic have had both 

negative and positive effects that cause most companies nowadays to struggle to continue 

survival. This book also discusses aspects of change from the perspective of consumer 

behavior, purchasing decisions, consumer demand, marketing management, digital marketing, 

and ecotourism changes. 

This book describes how COVID-19 has a positive impact on digital marketing. Covid 19 

produces ecotourism destination opportunities. It also creates new consumers' behavior to look 

for detailed information before buying a product. They are interested in explanatory behavior 

and new experiences, especially during and after the pandemic. In addition, Covid-19 has a 

significant impact on the consumer decision-making process. Indeed, COVID-19 affected 

every sector in the Malaysian SMEs, which shifted the marketing channel from conventional 

brick-and-mortar to online business. Covid 19 also impacts the macro marketing environment, 

which has been strongly impacted by political considerations, economic cycles, social 

variables, and technical aspects. However, due to Covid 19, consumers are also changing their 

existing behavior by adopting digital technology. Finally, regarding the marketing strategy, 

marketers must focus on a strategy based on the segmentation before developing the marketing 

guidelines content to respond with the COVID-19 outbreak.  

The author would like to extend gratitude to all the authors for contributing to this chapter of 

the book. Eight chapters in this book scientifically describe how covid 19 has dramatically 

changed the marketing environment. The author also hopes that the discussion in this book can 

assist readers in understanding the impact of covid on marketing. Thus, this book can serve as 

a good supplement for personal reference and classroom use. Notably, the book is 

recommended in research methodology class, business research methodology class, and 

students’ final year projects. 

 

 

Amran Harun 

Umi Kartini Rashid 

Noor Aslinda Abu Seman 

Muhammad Asyraf Hasim 

Yuary Farradia 
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CHAPTER ONE 
 

COVID-19 AND ITS IMPACT ON DIGITAL MARKETING 
 

 

Farah Adibah Ahmad Effendi 

Amran Harun 

Yuary Farradia 

Umi Kartini Abdul Rashid 

Noor Aslinda Binti Abu Seman 

Muhammad Asyraf Hasim 

 

Faculty of Technology Management and Business, Universiti Tun Hussein Onn Malaysia, 

UTHM, Parit Raja, Batu Pahat 86400, Johor, Malaysia  

Faculty of Business, Economics and Social Development, Universiti Malaysia Terengganu 
 

 

1.0 INTRODUCTION 

 

1.1 PANDEMIC COVID-19 

 

The coronavirus disease 2019 (COVID-19), is a new type of coronavirus spreading exponentially 

globally. It was started in December 2019 in Wuhan, China, which caused severe acute respiratory 

syndrome coronavirus 2 (SARS-CoV-2) (Dashraath et al., 2020 & Chowdhury et al., 2020). 

Coronaviruses were identified in 1960, which is that everyone will be affected once in life, mostly a 

young child and more common during fall and winter (D. Bhargava, 2020). SARS-CoV-2 is one of 

seven types of coronaviruses, including the ones that cause severe diseases like Middle East Respiratory 

Syndrome (MERS) and Sudden Acute Respiratory Syndrome (SARS). Those affected will experience 

infection in the nose, sinuses, or upper throat. But Covid-19 will affected upper respiratory tract 

(sinuses, nose and throat) or lower respiratory tract which is windpipe and lungs (Pathak, 2020).  

  

Based on World Health Organization (WHO), there are main symptoms shown by affected 

patients such as fever, coughing, shortness of breath, trouble breathing, fatigue, chills with shaking, 

body aches, headache, sore throat, congestion, loss of smell, and taste, nausea, and diarrhea. This virus 

may lead to pneumonia, respiratory failure, heart problems, liver problems, septic shock, and death. 
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Due to COVID-19 complications, patients will suffer a cytokine release syndrome or a cytokine storm. 

This happens because an infection triggers the immune system to flood the bloodstream with 

inflammatory proteins called cytokines that kill tissue and damage the organs. 

 

 

Figure 1.1: Coronavirus Cell (Wikipedia, 2020.) 

 

There are differences in symptoms for cold, flu, allergies, and Covid-19, which shows that the 

COVID-19 system is more severe than the common cold, flu, and allergies. The symptom can still be 

handled for cold, flu, and allergies because it is a common disease in which cures are available. 

However,  for the COVID-19, affected individuals will suffer severe symptoms, such as shortness of 

breath and chest pain, and sometimes they need to rely on oxygen gas. 

  

To control the spread of the diseases widely, medical and public health experts have introduced 

several guidelines to slow down the speediness of the diseases: stay at home, social distancing, and 

putting masks on all the time (Wang et al., 2020 & Matrajt & Leung, 2020). Morin (2020) stated that 

the Centers for Disease Control and Prevention (CDC) defines social distancing as remaining out of 

congregate settings, avoiding mass rallies, and maintaining a distance of about 6 feet from others if 

possible. Congregate setting is an environment where many people live, meet, or gather nearby for a 

limited or extended period, such as homeless shelters, group houses, prisons, detention centers, schools, 

and workplaces. Other prevention is washing hands all the time and avoiding touching the face (Pathak, 

2020). 
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1.2 COVID-19 IN MALAYSIA 

 

In Malaysia, former Prime Minister, Tan Sri Muhyiddin Yassin, announced Movement Control Order 

(MCO) on March 18, 2020, which restricts movement and stays at home. As a result of this, several 

orders have been set during the MCO period, which are: 

 

1. Religious, sporting, social and cultural events are included in the general ban of mass 

demonstrations and gatherings. Both places of worship and company grounds, excluding 

pharmacies, general markets, drug stores, and convenience stores offering everyday needs, 

are also closed. For Muslims, all religious practices in mosques, including Friday prayers, 

should be postponed following the decision taken on March 15, 2020, by the Special 

Muzakarah Meeting on Islamic Affairs of the National Council.  

2. Restrictions for all Malaysians traveling abroad and for those who have recently returned 

from abroad must undergo a 14-day health check and quarantine (or self-quarantine). 

3. Restrictions on entry for all tourists and foreign visitors. 

4. Closures for all kindergartens, government, and private schools include daily schools, 

boarding schools, international schools, tahfiz centers, and primary, secondary and pre-

university institutions. 

5. Closure of all public and private institutions of higher learning (IPT) and skills training 

institutes nationwide. 

6. Closure of all government and private premises except those involved in essential services 

such as water, electricity, energy, telecommunications, postage, transportation, irrigation, 

oil, gas, fuel, lubricants, finance, banking, health, pharmacy, fire, prison, port, airport, 

security, defense, cleaning, retail and food supplies. 

 

Due to the restriction order, it impacts the people and businesses in Malaysia and globally. There 

are some impacts on the business when they cannot operate as usual and work from home. Dubey & 

Tripathi (2020) stated that 86, 604 patients on February 28 and 858, 361 on March 31. This number 

keeps increasing from time to time, with 2,086,477 from 210 countries. Globally, some countries 

announced lockdowns, such as China, Malaysia, Singapore, Thailand, and many more. Due to the 

restriction order by the government, many of the businesses are looking forward to running their 
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business using digital technologies. 

 

1.3 DISCUSSION 

 

1.3.1 Digital Marketing 

 

Junusi (2020) claims digital marketing is a form of direct marketing that connects consumers with 

sellers electronically using interactive technologies such as email, websites, online forums and 

newsgroups, interactive television, cellular communications, etc. There are some benefits of digital 

marketing, such as economical prices, targeting more demographics at once, providing products and 

services comfortably, and customers can research products and services to make purchasing decisions 

(Viet et al., 2020 & Junusi, 2020). Several digital marketing included search engine optimization (SEO), 

pay-per-click (PPC), social media marketing, content marketing, email marketing, mobile marketing, 

and marketing analytics. 

 

 

Figure 1.2 :  The Digital Marketing Tools (Jain, 2020) 
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1.4 IMPACT ON DIGITAL MARKETING DURING COVID-19 

 

During the pandemic COVID-19, digital marketing was the central platform to market the product and 

services. Consumers have more time on digital devices when they have to stay at home for an extended 

period.  

 

1.4.1 Main Marketing Strategy Choices 

 

Vapiwala & Lecturer (2020) explained that internet hits have risen by 50-70 percent as the coronavirus 

pandemic puts a fifth of the world's population under lockout, according to a new report by Forbes. 

People are now spending more time on digital and social media channels. The COVID-19 pandemic 

has changed many things in the world, especially people's lifestyles. Due to this, many international 

businesses have found creative ways to compete in the market; for example, they began adopting digital 

marketing. Digital marketing has proven to be an essential platform for marketers as consumers have 

incorporated the internet to become their everyday lives. This has pushed corporations to reconsider 

their corporate models and to accept digital marketing's strength. Before the pandemic, internet 

presence had a less significant value for many enterprises. However, the pandemic has brought a 

significant change as digital marketing is becoming a must strategy to survive. The new world is full of 

possible risks for digital marketers, but at the same time, it still has enticing ways to target consumers 

who remain healthy at home. 

 

Based on a study by Kemp (2020), there is the highest percentage of mobile users with  56% of 

the world’s population. Therefore, it shows that digital-like mobile phones are handy nowadays. 

Evidently, this number increases because many people use digital marketing at home for work and 

business, such as meeting conferences via Zoom and Google Meet. It is a new norm that everyone needs 

to adapt and influence the business to focus on digital ways. Therefore, digital marketing helps 

businesses to penetrate new markets during the pandemic. Pandemic fear makes people more cautious 

about buying products, making digital marketing more useful. Via digital marketing, consumers can 

easily search about the product and make the comparison, and this assists them in the buying decision. 
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Figure 1.3 : The percentage of using mobile phone and the usage (Kemp, 2020) 

 

Figure 1.4 : The percentage of spending time on devices during Covid-19 (Kemp, 2020) 

 

1.4.2 Increase Investment in Digital Marketing 

 

Vapiwala & Lecturer (2020) explained that social media is one of the strongest platforms to 

communicate with highly focused prospective customers. With more than half of the world's population 
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using social media sites, this will help businesses promote brand recognition that most enterprises have 

struggled to get since the lockdown. About 60% of Instagram users have discovered new products, 

which means that consumers engage with famous brands and explore new ones. The statistics have led 

us to conclude that many businesses are increasing their digital marketing strategies. For example, many 

sellers now use influencers like artists or instafamous to promote their products through paid reviews. 

In addition, Facebook and Instagram help businesses promote their products because customers have 

more time on social media. Other than that, sellers are now improving their website appearances as 

customers now love to see the best view on the website, mainly the picture's attractiveness and price. 

 

A growing volume of communication material is generated globally, which allows marketing 

experts to look for new content formats to communicate the communications as rapidly and efficiently 

as possible. By 2021, 82 percent of Internet traffic will come by video, according to Cisco. Advertisers 

are predicted to spend $20 billion on social content in 2019, up from $2 billion in 2015, as users spend 

more time viewing ads on their smartphones (Membrillo, 2018). 65% of ad impressions on Instagram 

are video products, which is expected to rise much higher. With this form of growth and audience 

consumption of video advertising, video ads should be part of any marketer's plan in 2019. (Lubek, 

2019).  

 

1.4.3 Help to Engage with A Customer 

 

Patrutiu-Baltes (2016) stated that in the case of traditional marketing, the focus given to the customer 

is given to the consumer. In the case of digital marketing, the emphasis remains on the customer. It is 

all about their proper recognition and their needs to lay the foundations for successful contact 

campaigns against them, often dethroned by the importance provided to the product in the marketing 

campaign of the business. Mathwick et al. (2008) & Nambisan and Baron (2009) explained in Carlson 

et al. (2018) that online group studies on websites indicating engagement with other users is crucial to 

strengthening the understanding, sense of identity, mutual assistance, and emotional connection of 

consumers. Subsequently, this will facilitate customer engagement in social media when there is no 

physical contact between customers and the seller. Before the pandemic of COVID-19, the customer 

loved to buy products in physical stores, but due to MCO, they built trust between the seller. The seller 

keeps the customer's trust by giving the best services to them. 
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Social networking surveys have found that consumers are more likely to indulge in activities 

that favor the brand, continuous use intentions, and brand loyalty when they experience pleasure, 

entertainment, and satisfaction from a brand website (Carlson, 2014 & Shi et al., 2016). Furthermore, 

customers are motivated and excited about collecting data and engaging in brand page events, their 

emotions about a brand page are improved (Gummerus et al., 2012). Hence, digital marketing functions 

to build the engagement between seller and buyer during the pandemic. Customers are motivated to 

keep in touch with their favorite brands and explore new products at home during COVID-19.  

 

1.4.4 Improvement of Digital Marketing Tools 

 

Social distancing has caused the public to remain at home. However, since they are hungry for social 

contact, there is a rise in social media use. Companies should then make the most of this opportunity 

by engaging in forums and initiating welfare programs to assist the public through the crisis.  In 

addition, companies may provide exclusive incentives and discounts and encourage contact in a less 

formal environment with the target group (Vapiwala & Lecturer, 2020). During the pandemic, paid 

review companies are getting more services from the seller because sellers have invested a lot from 

their budget to improve sales. Kemp (2020) stated that data of e-commerce transactions is increasing 

by 19.1%. This statistic shows that digital marketing tools need to improve their traffic of site visits. 

Improving the digital marketing tools can lead to a speed response among online customers when they 

make a buying decision.  

 

Hence, the business world's dynamism, volatility, and ambiguity can be significant factors that 

ignite the transition to digital business models, including the seismic shift triggered by the COVID-19 

pandemic. The critical benefit given to clients who make new market models more applicable to the 

evolving business environment can be changed by digital technology (Gupta & Bose, 2019). The 

features of modern business models vary from those of conventional business models in that certain 

operations can be repeated at almost trivial costs (Sebastian et al., 2017). 
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Figure 1.5 : Data of e-commerce during COVID-19 situation (Kemp, 2020) 

 

1.5 CONCLUSION 

 

Based on the discussion, we conclude that COVID-19 has a positive impact on digital marketing. 

Nowadays, digital marketing is the best marketing strategy. This pandemic has also impacted the digital 

transformation to help the company survive in getting more sales. The pandemic fear makes digital 

marketing become vital as the public is afraid to go out. They need to stay at home; thus, digital 

marketing tools have become significant in their everyday lives. Other than that, online content 

marketing helps to generate brand awareness. 

 

COVID-19 may lead to a decrease in business growth, but digital marketing helps to sustain the 

business. Digital marketing tools are beneficial to the seller because consumers have more time to visit 

social media such as Facebook, Instagram, LinkedIn, and Twitter. These forms of digital marketing 

help companies communicate with consumers and promote their products. Consequently, a good 

engagement with the customer can be formed. In short, it shows that people have trusted online 

shopping because they need to fit with the situation. 
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COVID-19 AND ECOTOURISM PROSPECT:  
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Faculty of Technology Management and Business, Universiti Tun Hussein Onn Malaysia, 

UTHM, Parit Raja, Batu Pahat 86400, Johor, Malaysia  
 

 

2.0 INTRODUCTION 

 

The coronavirus (Covid 19) has a significant impact on all businesses in Asia, the Pacific region, and 

the rest of the world. Indeed, apart from health effects, the Covid 19 pandemic has significant economic 

effects worldwide. Tourism is the most significantly affected business by COVID-19.  As a major 

economic sector and source of foreign exchange earnings in many countries in Asia, the sudden fall in 

tourist arrivals has severe economic and social consequences within and beyond tourism. Helble and 

Fink (2020) stated that one strategy for countries' tourism recovery could be implemented through travel 

bubbles or the concept of a green corridor. Travel bubbles with the green concept become one of the 

strategies from countries such as Indonesia and Malaysia.  

 

Koswaraputra (2020) reported that Malaysia had released its 10-year tourism policy plan within 

2020 – 2030, with officials emphasizing the roles of technology and ecotourism in the coming decade. 

Reuters (2020) media also highlighted Malaysia's government policy to brand Malaysia as an 

ecotourism destination, with a commitment to balancing the development and conservation of its natural 

environment and heritage.  Mantikei's (2020) study on ecotourism demand in Indonesia during Covid 

19 found that tourists look for non-crowded destinations to consider remote ecotourism destinations 

that are less crowded. Ecotourism is a form of tourism that is highly visible and multiplying. The 

favorable image of ecotourism is a consequence of viewing it in an ecotourist bubble, analogous to the 

idea of the tourist bubble. Ecotourism has become an essential contributor to local and national 

economies, providing income to rural communities while helping to preserve natural resources and 

cultural heritage.  In addition, Mantikei's (2020) study about ecotourism in Indonesia during Covid 19 
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concluded that the principle of sustainability of ecotourism destinations could still be maintained, and 

the destination does not turn into a mass tourism destination in the future.  

  

2.1  COVID 19 IMPACT ON TOURISM  

 

The outbreak of COVID-19 has hugely and adversely impacted the tourism industry, as tourists 

worldwide are canceling bookings and delaying their travel plans due to worries about the virus. In 

Malaysia, the outbreak of COVID-19 has exposed a significant risk to the Visit Malaysia 2020 

campaign as the number of tourists has declined due to the Malaysian government imposing travel 

restrictions and bans (Foo. et al., 2020). While in Indonesia, the COVID-19 pandemic has also impacted 

the tourism industry and its supporting sectors across Indonesia.  

 

Indeed, Covid- 19 has changed the pattern of community travel towards tourism such as free 

and independent, luxurious, health and fitness-oriented (Wen. et al., 2020).  Moreover, Lin (2020) 

identified crowd perception as an inhibiting factor for pro-environment tourist behavior.  Tourist 

behavior based on the theory of planned behavior is also determined by intentions, attitudes, subjective 

norms, and perceptions of behavioral control. Barriers from Covid-19, however, affect subjective norms 

and behavioral control, but not attitudes, especially if there is prior knowledge about how to avoid 

Covid-19 (Zhu & Deng, 2020). The new covid 19 norm such as keeping distance, using a mask, and 

avoiding crowd conditions might lead people to seek safe and fresh air locations. As a result of this new 

behavior, it might be close to the ecotourism destination opportunity.  Mantikei (2020) classification of 

some ecotourism destinations in Indonesia in relation with Covid – 19 is presented in Table 2.1 below: 

 

Table 2.1 Classification of Indonesian Ecotourism Destinations 

 

Ecotourism 

Destination Type 

Relation to Covid – 19 

Beach Crowded, easy access, fast, non resilient, information technology, free 

and independent 

Island Not too crowded, varied access, slow, free and independent, luxurious 

Heritage Crowded, easy access, fast, not familiar 

Cultural Crowded, easy access, fast, not resilient 

Volcano Crowded, difficult access, slow 
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Lake  Crowded, difficult access, luxurious 

Reserve  Not too crowded, healthy and fit, not free, slow, difficult access 

Diving Not too crowded, difficult to access, fast, limited security and safety  

       Source: Mantikei (2020) 

 

2.2  ECOTOURISM  

 

Ecotourism is defined as a part of tourism that consists of responsible trips to natural areas that preserve 

the environment and improve the lives of the local people (Hosseini and Paydar, 2021; Stronza and 

Gordillo, 2008).  According to the International Ecotourism Society, ecotourism is defined as 

responsible travel to natural areas that conserves the environment and improves the well-being of local 

people. In short, ecotourism is one of the sustainable forms of tourism that enables tourists to experience 

and understand the nature and rich biodiversity of the region. At the same time, it also generates socio-

economic benefits for the remote and rural communities who are living close to natural surroundings. 

 

2.2.1  Ecotourism in Malaysia 

 

Ecotourism is one of Malaysia’s biggest tourist attractions. It is characterized by ancient rainforests, 

beautiful beaches and reefs, spectacular natural formations, unparalleled biodiversity, and tropical flora 

and fauna.  Malaysia has vast biodiversity; it provides a spark of hope for the tourism sector to move 

forward, attracting visitors to experience natural wonders in the country. According to Sheena et al. 

(2015), the realization of the uniqueness of Malaysia's nature tourism attributes was evident as early as 

1996 when the government endorsed the National Ecotourism Plan (Sheena et al. 2015). As the impact 

of Covid 19 such government policy in the closure of international borders, it is wiser for the tourism 

industry players in Malaysia to re-strategise their marketing strategies by focusing on ecotourism 

development.  This recent re-introduction of inter-district travel in most Malaysian states provides the 

Government with the opportunity to strengthen ecotourism sites promotion and management (Yeo, 

2021).  Furthermore, Yeo (2021) has reported that the Government will develop comprehensive insights 

on Malaysia's ecotourism under the existing Malaysia Tourism website while establishing a national 

inventory of ecotourism sites within Malaysia. Thus Ecotourism prospects in Malaysia are in line with 

the National Tourism Policy 2020-2030, which aims to make Malaysia the Top-of-Mind Ecotourism 

Destination of the World.  
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2.2.2  Ecotourism in Indonesia  

 

Ecotourism in Indonesia was initiated by non-governmental organizations (NGOs), community 

services, and environmentalists subject to environmental preservation and economic development.   The 

ecotourism area is one of the areas that are in great demand by the community. One strategy to recover 

from Covid 19 is by strengthening the ecotourism destination in Indonesia, as stated by the Coordinating 

Minister for Economic Affairs. They allocated 7.67 trillion rupiahs ($537.5 million) to support the 

tourism sector's national tourism strategic areas, ecotourism, and human resources training (Piri, 2021).  

In addition, at least four government agencies such as the Ministry of Forestry, the Ministry of Internal 

Affairs, the Ministry of Tourism and Creative Economy, and the Ministry of Marine Affairs and 

Fisheries are involved in developing ecotourism in Indonesia.  

 

2.3 PRELIMINARY SURVEY ON COVID 19 IN RELATION WITH ECOTOURISM 

OPPORTUNITY  

 

A preliminary survey to understand the new behavior to choose ecotourism destinations in post covid 

19 has been carried out by selecting respondents from Malaysia and Indonesia. It is a convenience 

sampling to 112 respondents in Malaysia and Indonesia based on quantitative research using a five 

Likert scale questionnaire. This survey aims to understand the intention to choose an ecological 

destination in post covid 19 period subject to the new government goal on tourism recovery strategy. 

The survey was conducted in the first semester of the year 2021.  

 

2.3.1 Covid-19 Relationship with Ecotourism Prospect in Malaysia  

 

The result of the survey of Malaysia respondent on the willingness to visit an ecological destination 

once no more lockdown due to covid 19 is presented in Figure 2.1 as follow:  
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Figure 2.1 Percentage Malaysia respondents respond to visit ecological destination one no more 

lockdown Covi 19 in Malaysia 

 

The ecological destination is now the primary choice among Malaysian respondents (88%) in 

post covid 19 phase even though there is no lockdown policy. The result of the survey of Malaysia 

respondent on the willingness to visit ecotourism destination is presented in Figure 2.2 as follow: 

 

                   

Figure 2.2 Percentage Malaysia respondent responds: want to visit ecotourism destination in 

Malaysia  

 

The Majority of Malaysian respondents have an interest in visiting ecotourism destinations. 

There are 59% of respondents who strongly agree to visit ecotourism while 23% are in agreement.   The 

result of the survey of Malaysia respondent on the willingness to visit ecotourism destination soon is 

presented in Figure 2.3 as follow: 
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Figure 2.3 Percentage Malaysia respondent response: want to visit ecotourism destination in 

Malaysia  

 

Most of Malaysia's respondents state that they will visit ecotourism soon (after no more 

restricted traveling issued by the government). 57% of respondents strongly agree to visit ecotourism 

soon while 23% are in agreement.  

 

2.3.2 Covid-19 Relationship with Ecotourism Prospect in Indonesia  

 

The result of the survey of Indonesia respondent on the willingness to visit an ecological 

destination once no more lockdown due to covid-19 is presented in Figure 2.4 as follow:  
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Figure 2.4 Percentage Indonesia respondent responds to visit ecological destination one no 

more lockdown Covid19 in Indonesia 

 

The ecological destination is now the majority choice among Indonesia respondents (80%) in 

post covid 19 phase even though there is no lockdown policy.  The result of the survey of Indonesia 

respondents on the willingness to visit ecotourism destination is presented in Figure 2.5 as follow: 

 

 

Figure 2.5 Percentage Indonesia respondent response: want to visit ecotourism destination in 

Indonesia  

 

The Majority of Indonesian respondents have an interest in visiting ecotourism destinations. 

There are 43% of respondents who strongly agree to visit ecotourism while 46% are in agreement.   The 

result of the survey of Indonesia respondent on the willingness to visit ecotourism destination soon is 

presented in Figure 2.6 as follow: 
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Figure 2.6 Percentage Indonesia respondent response: will visit ecotourism destination soon 

 

Most Indonesian respondents state that they will visit ecotourism soon (after no more restricted 

traveling issued by the government). 27% of respondents strongly agree to visit ecotourism soon while 

37% are in agreement. 

 

2.4  CONCLUSION 

 

In conclusion, Covid – 19 pandemics have greatly affected the travel decision of tourists around the 

world and, in particular, in Malaysia and Indonesia.  Barriers from Covid-19 such as traveling ban and 

the robust covid 19 protocol such as keeping a distance, using a mask, and avoiding crowd conditions 

affect subjective norms and behavioral control. As a result of this new behavior, it might be close to the 

ecotourism destination opportunity.  One hundred twelve respondents representing Malaysian and 

Indonesia respondents indicate a firm intention to do ecotourism as their destination choice. More than 

50% of these respondents strongly agreed to visit ecotourism destinations soon after no more lockdown 

subject of covid 19. Based on this initial intention of the ecotourism destination survey, it is in line with 

both countries' tourism recovery plan that imposing ecological destinations such as ecotourism is one 

of the main strategies. 
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3.0  INTRODUCTION 

 

The term "virus" derives from the Latin word for "venom" and refers to a microscopic infectious agent. 

On the other hand, "corona" is named by its shape to look like a crown ring – the scientists who coined 

the word coronavirus in 1968 reasoned that the virus they were studying under a microscope resembled 

a solar corona (Steinmetz, 2020). COVID-19 was introduced when it was first detected in late 2019 and 

used letters from CO-Rona-VI-rus D-isease (Bhargava, 2020). Corona infections were initially seen as 

cold in 1965 (Kahn & McIntosh, 2005), which is almost six decades ago. Corona was formerly thought 

to be a basic, non-fatal virus to human beings until 2002. Before the world witnessed a Severe Acute 

Respiratory Syndrome Coronavirus (SARS-CoV) outbreak in November 2002, it was assumed that this 

virus mainly infected animals. However, this was proven incorrect. Ten years after that, a new 

pathogenic coronavirus known as the Middle East Respiratory Syndrome Coronavirus (MERS-CoV) 

spread throughout the Middle East and caused a pandemic in several countries (Shereen et a., 2020).  

 

The World Health Organisation (WHO) reported that SARS-CoV had caused 8,096 infected 

cases and 774 deaths, while MERS-CoV had caused 2,519 confirmed cases and 866 deaths (Xiao et al., 

2020). After the epidemic created by this virus family group, numerous studies verifying the virus 

spread were distributed to several countries, including the United States of America, Hong Kong, 

Singapore, Vietnam, and Taiwan. In 2003, severe acute respiratory disease cases caused by the virus 

and the mortality exceeded 1,000 patients were reported. When microbiologists understand these 

problems, they comprehend the pathogenesis of illness after a deep exercise and discover it as a crown 
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infection. The World Health Organization and the Centres for Disease Control and Prevention declared 

this in 2004. Fifty patients with severe respiratory disorders were reported in Hong Kong, while 30 

were infected with crown infection tainted. In 2012, a few contaminated patients and passers-by were 

detected as reported in Saudi Arabia. 

 

In Wuhan, China, COVID-19 was first acknowledged and separated from the pneumonia patent. 

This disease first appeared in China's Wuhan city of Hubei and was proclaimed by the World Health 

Organization on January 30, 2020, a global well-being crisis. As of July 23, 2021, 192,284,207 

confirmed cases of COVID-19 were reported by the WHO (WHO, 2021), with 4,136,518 deaths 

reported from 237 countries. This number, however, is subject to alteration every second. With the 

availability of rapid testing kits, the number of confirmed cases is growing every day. This pandemic 

will have a severe socio-economic and psychological impact. COVID-19 is considered to be as 

devastating as the 1918 World Influenza Epidemic. People can get the contamination through close 

contact with an individual with side effects from the infection, incorporating hack and sniffling. Worse, 

this infection was spread through airborne zoonotic droplets. 

 

This infection-tainted patient has numerous essential highlights, such as fever, hack, and 

exhaustion, while the runs and dyspnoea were seen as unprecedented components. Until now, the 

coronavirus has not been 100% confirmed found in patient feces and urine samples. Some patients 

include symptoms such as fever, dry cough, fatigue, and shortness of breath. Be that as it may, a few 

patients may even whine about irritated throat, cerebral pain, looseness of the bowels, runny or stodgy 

nose, and body hurt. Diagnostic testing for COVID-19, as recommended by the World Health 

Organization and the Centres for Disease Control and Prevention, involves tracking epidemiology and 

suppressing virus transmission. 

 

3.1 CONSUMER DECISION-MAKING PROCESS  

 

John Dewey first introduced the consumer Decision-Making Process in 1910 (Bruner & Pomazal, 

1988). This process has become a widely accepted concept and serves as the primary pillar of the 

consumer behavior model. Generally, the Consumer Decision-Making Process involves five essential 

steps – the consumer's particular decision process with a decision flowchart, as shown in Figure 3.1.  
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Figure 3.1 Consumer Decision-Making Process  

Source: Belch & Belch (2018) 

 

3.1.1 Problem Recognition 

 

The main and most critical step of the Consumer Decision-Making Process is the need for socio-

economic, personal, and psychological recognition. It is a step where interaction between two 

components occurs – desire state and actual state (Bruner & Pomazal, 1988). The first stage of the 

consumer decision-making process is understanding the need for a service or product. The recognition 

of needs results in the same response, whether internally or externally prompted: a want. When clients 

understand a desire, they need to gather knowledge to understand how they can fulfill that desire, which 

leads to the second step of the process. This stage depends on the stabilization between the desired state 

and the actual state, which is the status quo of the consumer and the condition that the consumer needs 

at the moment (Punj & Srinivasan, 1992). 

 

3.1.2 Information Search 

 

This process begins when consumers perceive an unfulfilled desire or issue due to exposure to external 

or internal stimuli (Galalae & Voicu, 2013), knowledge analysis, and refinement practices. Consumers 

analyze and read the related product information on various media to simplify their purchasing 

decisions. Consumers rely on internal and external influences and previous experience with a product 

or brand, both positive and negative, when researching their product choices. In the information process, 

they can search for alternatives at a physical location or consult online services, such as Google or 

customer reviews. As a company, the task is to give prospective clients access to the data they want, 

hoping to buy the product or service. Develop a pipeline and schedule the kinds of content that 

individuals might request. Present yourself as a credible source of truth and knowledge. Another 

essential technique is word of mouth. As customers trust each other more than businesses, ensure that 

consumer-generated content is accessible on the website, such as customer feedback or video 

  Problem 

Recognition 
Information 

Search 

Alternative 

Evaluation 
Purchase 

Decision 
Post-Purchase 
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testimonials. 

 

However, a limited product awareness of a certain brand and experience may lead to an 

extensive quest for details, leading to high risk. The external quest occurs when the customer has no 

prior knowledge. It causes them to rely on external information gained from product advertising, word-

of-mouth, salespeople, friends and family, social networks such as forums and blogs. Customers will 

likely participate in either restricted problem solving or a comprehensive approach when seeking 

product information during the pre-purchase information search process. Apart from that, having media 

richness can increase consumers' likelihood of purchasing (Hasim, Shahrin, & Wahid, 2020). Therefore, it 

is recommended that sellers give focus on providing in-depth information about a product sold online. 

 

3.1.3 Alternative Evaluation 

 

The assessment of purchasing alternatives is the third stage of the Consumer Decision-Making Process 

after identifying potential options. Buyers process knowledge after the mental evaluation of current 

possibilities and distinguish brands based on a definite feature of what they are looking for (Munthiu, 

2009). When the consumer decides what their need or need will fulfill, they will begin to look for the 

best price. This action can concentrate on price, quality, or other factors that are essential to them. 

Consumers read several reviews and compare prices, finally selecting the one that meets most of their 

demands. 

 

3.1.4  Purchase Decision 

 

This stage is the moment that the consumers make the actual purchase. Consumers should come to a 

final verdict on the product or service once all the facts have been acquired, including feedback from 

previous customers. This approach refers to when customers plan to buy their preferred product after 

reviewing all the available alternatives. Importantly, through intrinsic and extrinsic motivation, a 

customer would be convinced to purchase a product. While consumers are intrinsically motivated, they 

are concerned with something for personal emotional benefits, the sake of gratification, and the need 

for competence. 
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3.1.5  Post-purchase Evaluation 

 

Post-purchase evaluation is the final stage in the consumer decision-making process – this stage at 

which the buyer determines whether he is satisfied or unsatisfied with his purchase. Consumers will 

also be able to influence the purchasing decisions of others because they will most likely feel compelled 

to express their opinions about the product or service purchased. Sellers' job is to ensure that the 

consumer continues to have a positive product experience. Post-purchase contact can involve follow-

up emails, discount coupons, and updates to entice consumers to make an extra purchase. Customer 

satisfaction is more crucial than ever in this day and age when anyone can post a review online and be 

viewed by millions of people. 

 

3.2  COVID -19 IMPACT ON CONSUMER DECISION-MAKING PROCESS 

 

The consumer decision-making process is a dynamic method encompassing everything from issue 

analysis to post-purchase operations (Azuma et al., 2006). The world has been startled by the worldwide 

social and economic crises brought on by the COVID-19 epidemic, which has affected people 

worldwide. Frustration and stress created by this pandemic impact social and purchasing behavior in 

general and consumer-decision making specifically. It came on so suddenly and unexpectedly that it 

was virtually difficult to predict what would happen.  

 

This pandemic brought humanity to the brink of a massive challenge – dealing with the 

consequences of human responses. When the pandemic first broke out, there were numerous warnings 

about the potential implications for the world economy. However, determining the real impact of 

COVID-19 is going to be difficult for the foreseeable future. People will live with drastic shifts in 

consumer behavior, and these changes will be, even more so, long-lasting. Consumer decision-making 

on purchases dramatically changes as an economic downturn occurs, and consumers become much 

more rational, economical, demanding, and expectant. They will not easily waste their money if they 

are not sure of what they are buying. They will deter transactions that do not fulfill real needs.  

 

Consumers have made significant changes in their purchase and consumption behaviors in 

response to this pandemic's economic and social consequences, such as inflation, unemployment, rising 
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goods prices, and declining purchasing power. Apart from that, consumer awareness of the value of 

money increases, forcing them to sacrifice their brand, quality choices, and personal comfort. The 

economic crisis due to this pandemic has a tremendous impact on the decision-making process. It is 

mainly influenced by the change of the consumer's financial status who may face losing their job or 

seeing their income reduced. Consumer purchasing behavior becomes even more economical, 

dependent on a limited income to fulfill infinite needs.  

 

Consumers will also engage in a broader information search process for better alternatives to 

avoid any chance of making a wrong purchase decision – they appreciate every penny during difficult 

times. Most people's lifestyle has changed dramatically under the pressure of the disease risk generated 

by the COVID-19 pandemic. As a consequence of the lockdown exercise in most nations, adapting new 

norms is oriented towards the online environment familiarised – online meetings, online shopping, 

online teaching and learning, and many more online activities. It is considered to have a much lower 

chance of getting infected by the virus in direct contact. 

 

3.3 CONCLUSION 

 

The five-stage consumer decision-making process model is a basis for modern ideas of a new consumer 

behavior model named 'The Consumer Decision Journey' introduced by Court et al. (2018). The main 

factor behind consumers' decision-making is searching for information before buying a product. The 

conduct of knowledge search is an extensively studied field of consumer research (Maity, Dass, & 

Malhotra, 2014). Researchers have given considerable attention to consumer knowledge search 

behavior due to its importance in customer decision-making. Engel et al. (2000) have established a 

model in which awareness search is the second stage after identification. Other stages on the consumer 

decision-making process model are still valuable and relevant to be applied as one of the methods for 

marketers to identify and track a consumer journey's decision-making process from start to finish. 

 

Researchers are also pursuing consumers to look for detailed information before buying a 

product because they are interested in explanatory behavior and new experiences, especially during and 

after the pandemic. Therefore, abundant and verifiable knowledge and expertise should be given when 

targeting such consumers – this will fulfill the need for comprehensive data collection. In addition, such 

consumers are more likely to feel motivated to search for information and search through various 
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sources of information. Also, the role of consumer self-confidence in the search for information is 

highlighted. Consumers are also seeking extensive information because they have better-searching 

skills which make them more confident. Online sellers must consider improvising their online shopping 

platform and offering creative promotions so that consumers are interested in shopping at the online 

site. A convenient online shopping environment can make consumers purchase impulsively (Hasim, 

Ishak, Hassim, 2019). This initiative is one of the ways to improve sales by having another category of 

customer, i.e., the impulsive buyer. Consumers who engage in variety-seeking behavior have better 

confidence in searching for information and obtaining comprehensive data before purchasing a service. 

Therefore, the relationship between information-seeking skills, consumer confidence, and buying 

behavior should be studied further to fill in the gaps in knowledge. 
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4.0  INTRODUCTION 

 

The spread of the first Coronavirus Disease (COVID-19) in Wuhan, China, shocked the whole world 

at the end of  2019. The World Health Organization (WHO) declared this epidemic a global pandemic 

for different countries worldwide on March 11, 2020 (Cucinotta & Vanellli, 2020). Due to this, many 

countries limited the movement of their people and business activities, and large gatherings, including 

schools, to effectively transmit the disease (Toda, 2020). On March 18, 2020, the Malaysian 

government had also announced the Movement Control Order (MCO). People of the country were 

instructed for a  'social distancing' to enable and resolve the spread of COVID-19. 

 

However, the COVID-19 pandemic continued to spread rapidly. The positive number of cases 

in Malaysia climbed to 15,096, and the total death toll was 155 (Ministry of Health Malaysia Statistics 

Report, 2020). This pandemic crisis hit Malaysia and harmed the economy, politics, social system, 

health, education, and many more. After the last process ended on December 31, 2020, the MCO had 

been directly enforced, and Malaysians were ordered to remain at home and not do regular work outside. 

The new Standard Operating Procedures (SOP) concerning the MCO had then been adopted by 

everyone in the country (Aziz, 2020).  

 

In other cases, MCO had also impacted the job market, where many people became jobless. A 

considerable number of enterprises, corporate activities, private and government agencies suddenly 

closed down. The enforcement of MCO had caused the closure of several businesses due to being 

unable to bear the cost of expenses, including employee wages and many more (Department of Statistics 
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Malaysia, 2020). Not only that, sectors excluded from the MCO implementation had also received 

negative effects due to the need to conform to the very strict and mandatory SOPs. Indeed, the 

Movement Control Order (MCO) is the most significant factor contributing to businesses' closure. In 

addition, the tourism sector and other industries such as the hospitality, food industry, consumption, 

and many more had been shaken due to travel restrictions and border closures during MCO (Department 

of Statistics Malaysia, 2020). This indicated that the spread of COVID-19 in Malaysia had severely 

affected small and medium-sized enterprises (SMEs).  

 

4.1  SMEs in Malaysia 

 

Being one of the main contributors to the Malaysian economy (Zalina, Firdaus & Azman, 2016), 

approximately 907,065 registered SMEs in Malaysia (SME Corp, 2019). The SME segment accounts 

for approximately 98.5 percent of total business establishments across all sectors of the economy, 36.6 

percent of Malaysia's Gross Domestic Product (GDP), and 65.3 percent of jobs in 2016.  

 

 SMEs are defined as firms with sales turnover not exceeding RM50 million or employment in 

the manufacturing sector not exceeding 200 employees. Although SMEs are companies with sales 

turnover not exceeding RM20 million or jobs not exceeding 75 employees for services and other 

industries, SMEs are firms with sales turnover not exceeding RM20 million (SME Corp, 2019). With 

many small and medium-sized businesses in the economy, any industry and economic downturn would 

eventually affect different sectors and national economic growth.  

 

 From the perspective of the GDP contribution of SMEs, all sectors reported an increase in 2018, 

excluding the construction sector. The agriculture sector dominated SMEs' GDP, with a 52.8 percent 

share driven by the fishing subsector, as shown in Exhibit 3. As for construction, the contribution of 

SMEs to GDP was 46.4 percent, compared with 46.6 percent in the previous year. SMEs' GDP in the 

services sector rose to 42.2 percent compared to 41.7 percent in 2017, dominated by the sub-sector of 

wholesale and retail trade, food & beverage, and accommodation. Finance, insurance, real estate, and 

business services have also significantly supported this sector, especially in professional services. 

SMEs In the manufacturing sector, GDP attributable to petroleum, chemical, rubber, and plastic 

products increased slightly to 34.4 percent (2017: 34.2 percent). Meat, beverages and tobacco and non-

metallic mineral products, essential metals, and processed metal products have added to the activities 



  

 

                                             Advance in Marketing Research: Series 4        2022 
    ISBN 978-967-2817-57-4 

 
 
 
 
 

 

 

31 

of SMEs. Meanwhile, the GDP of SMEs in the mining & quarrying sector reported a share of 2.4 

percent in the mining and quarrying sector (2017: 2.3 percent ). 

 

 

Figure 4.1  Contribution of SMEs GDP to Malaysia for 2018 at Constant 2015 Prices 

 

 Based on the above explanation, it is clear that SMEs are enterprises that maintain below a 

certain threshold income, assets, or a certain number of employees. However, each nation has its 

concept of SMEs. For instance, specific size requirements must be met, and the sector in which the 

company works is also taken into account. Undeniably, SMEs play an essential role in the economy, 

albeit small in scale. They vastly outnumber large corporations, employ vast numbers of individuals, 

and are typically entrepreneurial, helping shape creativity. Nevertheless, the COVID-19 issue affected 

SMEs as a whole in the Malaysian business market. 

 

4.2  IMPACT ON SMEs  

 

Many factors impacted the small businesses' outcomes due to COVID-19. The effects can be split into 

two categories, namely internal and external variables.  
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4.2.1 Internal Factors 

 

4.2.1.1 Business Disruption 

 

Most organizations highlighted their critical concerns regarding operational disturbances during the 

time of containment. The government has stopped SMEs in the transport, services sector, malls, and 

other industries to close all non-essential business premises. Therefore, other companies in the business 

group need to have domestic needs, and the community needs to continue its activities, but on a smaller 

scale.  

 

 As reported by Wahyudi (2014), this problem had undoubtedly contributed to the cash flow 

issues. After the companies closed during the MCO, some businesses reported a "zero income" cash 

flow imbalance. The owners were still forced to make mandatory employee wages, business loans, 

rental fees, utilities, and other fixed costs. These fees will be paid based on the arrangement between 

the trader and the occupant of the premises. Even though commercial banks had offered a moratorium 

for six months on all business loans, companies with assets such as factories could make payments to 

the bank. However, not all enterprises benefited from such programs as they used other financing 

methods such as financial leasing Business Stimulus Packages Economy PRIHATIN 2020 and  PKS 

PRIHATIN.  

 

 Additionally, the Economic Stimulus Package or PRIHATIN PKS launched by the Malaysian 

government was still in the early stage. The respondents were waiting for more information on the 

distribution procedures and applications of these packages. The evidence is backed by the experience 

of business owners who claimed that monthly asset rental payments were undisclosed based on the six-

month loan moratorium program. Therefore, for SMEs, access to financial stimulus packages is also a 

problem. Financial difficulties could expose them to the risk of bankruptcy if they do not pay the 

financial institutions. The company may become bankrupt over a prolonged period of confinement. The 

gear ratio and size of the monthly loan payment are essential factors. Cassia and Minola (2012) asserted 

that the greater the gearing and repayment ratio, the higher the risk of bankruptcy faced by the firm. 

Based on interviews, the majority of the SMEs stated their financial readiness to sustain business for a 

maximum duration of three to six months without sales or with a sharp decrease in cash inflows during 

the MCO period. 
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4.2.1.2 Unemployment 

 

Malaysia has formulated its 2020 vision as a strategy to speed up the country's growth. However, the 

COVID-19 pandemic has left enormous consequences on the country's economic, political, and social 

development. During the COVID-19 outbreak, the MCO by Labor Statistics (2020) showed that 

unemployment increased to 610,000 (17.1 percent) compared to 521,000 in the same month in 2019. 

The negative effect of the MCO on the labor market was affected by the high unemployment rate in 

March 2020. Following the spread of the COVID-19 outbreak, these numbers were estimated to 

continue to grow. This scenario could be seen among the employees in several industry sectors, 

including tourism, business, creative industry, accommodation, manufacturing, business, human 

resources, private medicine, professional services, non-governmental organizations (NGOs), 

agriculture, and plantations.  They were left unemployed due to the enforcement of MCO.  

 

 A study conducted by a market research company (IPSOS) found that unemployment issues 

rose compared to the previous year to 40 percent at the current high COVID-19. The survey data also 

showed that 62 percent of Malaysians expressed concerns about the outbreak of COVID-19, which also 

affected the national economy because of concerns about any form of outdoor activities, including work 

(IPSOS Report, 2020). The new MCO limitations on movement compounded this. Consequently, the 

spread of the COVID-19 pandemic crippled the economy in Malaysia and throughout the world. As a 

result, several workers had been instructed to take unpaid leave for many months, pay cuts varied from 

20 to 50 percent, and even some employees faced job instability when the business terminated their 

operations. This also triggered a retrenchment problem for the workforce, and, as a result, the 

unemployment rate increased. 

 

4.2.1.3 Business Bankruptcy 

 

In other studies, large corporations had also been facing massive damage due to the COVID-19 

pandemic crisis. While large companies could turn to bankruptcy as a means of security, small business 

owners typically saw it as a last resort and were more likely to avoid filing in the case of sudden events. 

The crisis of COVID-19 coincided with a giant corporate struggling before the outbreak, such as retail.  
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 Referring to the problem facing SMEs was that when their business activities could not be 

carried out, they were unable to manage and withstand the demands of the Malaysian government. The 

company profit was also historically used for the payment of previous expenses. Hence, they were not 

able to know the conclusion of this COVID-19 pandemic as SMEs. By producing goods as a source of 

business, SMEs rely on their day-to-day operations. It was inevitable that their corporation would not 

thrive if their company could not function for a long time. This scenario would cause the businesses to 

lose and cause them to be regarded as bankrupt and unable to pay debts for incurring expenses.  

 

 When the Malaysian government declared the MCO to the whole company, the goods could 

not be sold to the purchaser. Data in August 2020 showed that bankruptcy cases were decreasing from 

year to year. Between the period June-July 2020, again in line with the role of payment stimulus in 

reducing liquidity constraints and contributing to more bankruptcy than in 2020, it was projected that 

severe economic shocks would reduce the probability of a bankruptcy wave predicted by increasing 

unemployment.  

 

 In the form of stimulus tests and expanded unemployment benefits, customers had gained 

liquidity. Social Security Organization (SOCSO) and other facilities have helped fund bank loans and 

bonds for large and small enterprises through the Wage Security Scheme. In reality, this is the way the 

Malaysian government-supported and protected the SMEs from bankruptcy. Large-scale tolerance 

policies and the eviction and seizure of moratorium also aimed to reduce the financial problems for 

businesses and the same user. Although there is a comprehensive policy endorsed, the evidence showed 

that there were still a large number of financial problems in the economy, with 20-30 percent of 

households experiencing food insecurity, and only about half of individuals getting unemployment 

insurance since early June (Bitler, Hoynes & Schanzenbach, 2020). Moreover, there was substantial 

confusion about the amount and extent of ongoing government assistance and the length and depth of 

the ongoing economic downturn. 
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4.2.2 External Factors 

 

4.2.2.1 Supply Chain 

 

The supply chain refers to the origins of raw materials which were imported. During the COVID-19 

pandemic crisis, many countries that rely on imports were seriously affected. Many countries imported 

their major commodities from major exporting countries, such as China, India, and Japan, and relied 

heavily on them to supply essential commodities. The decline in goods flowing through the global 

supply chain and China's heavy dependence on imported goods resulted in a shortage of supplies to 

import-dependent countries as many of China's export plants closed down. This had contributed to a 

rise in the price of the residual stock, mainly import stocks that already existed in import-dependent 

countries. Low import demand due to the COVID-19 pandemic also induced inflationary pressures on 

the basic commodity prices. Malaysia's manufacturing sector found it difficult to find alternative 

imports after China closed down, as many countries had partially or entirely closed their borders, 

restricting foreign trade at the time. As a general rule, this supply would provide imported raw materials 

as a source of output for the SME market, a significant factor in Malaysia.  

 

 A published analysis of the causes of the breakdown of large-scale trade offers valuable hints 

of what could happen next to the economics during COVID-19. Three fundamental theories exist about 

what may lead to a decline in aggregate demand for all goods, including imports, difficulties in 

accessing trade financing, and growing barriers to trade (Crowley & Luo, 2011). In Malaysia, however, 

the pressure peaked when import supplies were also disrupted. The low and restricted demand with the 

impact of the COVID-19 pandemic crisis, which has peaked so far, has rendered the market dominance 

over imported materials unstable. 

 

4.2.2.2 Foreign Labour 

 

The entrance of many foreigners into the labor market seemed to seriously impact Malaysia's business 

growth structure, especially among the SMEs. What began as a temporary policy solution, according 

to Kanapathy (2006), was to meet the increasing demand for low-skilled workers in Malaysia and 

support the high growth strategy and long-term economic expansion of the country. 
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During COVID-19, however, posed a challenge to the SMEs that employed many foreign 

employees. The government ordered the closure of the country's border to control the spread of this 

COVID-19 pandemic, which led to the shortage of workforce that indirectly impacted the SMEs in 

Malaysia. For Malaysian SMEs, the labor force is one of the supporting sources and of vital importance 

to the businesses. Building construction, for example, requires a lot of construction labor. The source 

of expert labor for this sector depended on the workers from Indonesia and Bangladesh. 

 

4.3 PROPOSED SOLUTIONS FOR THE SMES 

 

Marketing strategies for the SMEs during the COVID-19 pandemic crisis and MCO are recommended 

as follows. Firstly, brick-and-mortar businesses are recommended to transform their selling of products 

and services or marketing channels from conventional to e-commerce or online business. Many 

platforms could be used, such as Shopee, Lazada, and even eBay. Next, the use of sales sub-agents in 

each state is another strategy to implement aggressive marketing strategies. These results support the 

evidence from Zalina, Firdaus, and Azman (2016) that business entrepreneurs and SMEs must use 

creative marketing platforms and innovations to thrive in unexpected circumstances. The company's 

practices in the manufacturing sectors, for example, must also be transformed parallel with the SOPs 

by the government.   

 

4.4 RECOMMENDATION 

 

The coronavirus outbreak and the global economic spillover have led to a global recession in 2020. 

Having no idea when the COVID-19 pandemic would end, the policymakers are under pressure to 

respond to the crisis. Consequently, due to the recession of many countries, many policymakers make 

rapid policy decisions that have a positive and negative impact on their respective economies. In several 

nations, social evasion policies and lock-in constraints apply, and there is an argument that such social 

policies could cause a recession. The Malaysian government needs to consider the best strategy of 

regulating all market ecosystems without enforcing continuous constraints and harming the economy 

by reducing the degree of general economic activity and its negative effect on stock prices.  

 

 Economic thinkers should face this dilemma to overcome the country's economic development 

as expected. Certainly, MCO had affected the whole marketplace and the country's nations. Before 
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contemplating income alone, the government should make sure that the welfare of the people is a 

priority. On the bright side, the coronavirus-induced public health pandemic impairs several 

governments to implement lasting public health reforms. Other gaps in public facilities, such as the 

shift to online education, transportation networks, and disease detection systems in public hospitals, 

should now be tackled. Some policymakers are also using the recession as an impetus for a proposed 

federal stimulus package to strengthen the economic and financial systems. We hope this pandemic 

crisis will come to an end. 

 

4.4  CONCLUSION 

 

COVID-19 disruptions do not affect all businesses equally. Some were deemed essential and remained 

open, while others were required to close. Some businesses could shift employees to remote work, 

while others were ill-equipped for the transition. In conclusion, it can generally be seen that the COVID-

19 pandemic crisis affected every sector in the Malaysian SMEs. Therefore, the best approach should 

be taken and among them is to shift the marketing channel from conventional brick-and-mortar to online 

business. Strategic planning also needs to be executed rapidly and well. Business planning is critical 

for SMEs conducting their businesses strategically in line with the new set of standards. It is 

unpredictable how long the COVID-19 crisis will last and whether the SMEs will be open again. 
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5.0  INTRODUCTION 

 

Without a doubt, COVID-19 is indeed a disease caused by a recently discovered coronavirus strain, a 

form of a virus known to cause human respiratory infections. On January 24, 2020, the first case of 

Malaysia with COVID-19 was detected. In Malaysia, the World Health Organization (WHO) worked 

closely with the Ministry of Health to respond to this epidemic.  Furthermore, according to the WHO 

report, as of November 15, 2020, a total of 47,417 COVID-19 confirmed cases have occurred in 

Malaysia. There have been 23 new deaths recorded in the past week. This brings to 309 the cumulative 

number of COVID-19 deaths since the epidemic started in Malaysia (WHO, 2020). At the same time, 

COVID-19 has a significant effect on businesses and the economy and catastrophic cases for people's 

health. There has never been a more urgent need for companies to reconsider and reconfigure their 

businesses for a changing environment as the COVID-19 pandemic continues to evolve. It is now time 

for organizations to concentrate on supporting critical areas of their companies that will help them 

stabilize and strategize for what is next in the new climate. 

 

In particular, macro-environmental external variables have influenced corporate performance, 

strategy, and decision-making considerably. Companies cannot recognize these factors. The broader 

and broader range of economic issues is referred to as the macro environment (Farooq, 2020). In most 

cases, for the implementation of sound marketing strategies, marketers must analyze macro factors. 

There are several strategic analysis methods to determine these macro-environmental variables. 
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Therefore, this chapter aims to review and analyze the impact of Covid 19 on the marketing macro-

environment by using the PEST Analysis. 

 

5.2  SITUATION ASSESSMENT: MACRO ENVIRONMENT FACTORS (PEST 

ANALYSIS) 

 

The PEST analysis stands for 'Political, Economic, Social and Technological Analysis' and outlines the 

macro environmental variables employed in the strategic management environment scanning 

component. The PEST analysis approach is often used to identify corporate environments with 

opportunities and risks. Marketers may use opportunities and manage threats when the impacts are 

understood. In the external world, Government acts, legislation, and regulations are thus political 

variables. For a corporation to modify its political status may pose a highly delicate challenge. 

Uncontrollable are political issues impacting the sector, for example, political stability, current and 

impending laws. The only alternative is to do environmental analyses. It helps to assess the threats and 

possibilities and takes necessary preventive actions.  

 

Organizations are thus susceptible to economic changes. The inflation rate, the exchange rate, 

etc., are economic variables while social change and cultural changes can influence businesses. 

Technological variables which depend on current, valuable, and technological advancements are taken 

into consideration. Finally, these variables might be technical goods and processes. Technology 

development patterns are evolving extremely quickly. If they have not adapted appropriately, this 

technological progress might have a detrimental or good influence on the company. This will enhance 

the competitiveness of companies in a favorable way, cut expenses and reduce manufacturing and 

distribution costs. 
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Figure 5.1 PEST Analysis 

 

5.2.1 Political Factors 

 

In general, the Government of Malaysia has enforced a Movement Control Order to break the COVID-

19 link from March 18, 2020. The #the stayhome hashtag is active in the media. Non-governmental 

groups, as well as jail prisoners, started manufacturing front liner personal protection equipment. 

Several groups have organized fundraising efforts to offer mostly critical services for hospitals. There 

has been a provisional hospital and cooperation with health services providers while other laboratories 

have been allocated to strengthen the capacity of the Ministry of Health (Shah et al., 2020). 

 

The Government imposes standard operating procedures for health and safety standards during 

the COVID-19 disruption. The Ministry of Health has advised that businesses and manufacturers follow 

the necessary steps; i) To manage and take appropriate action, gain a clear understanding of COVID-

19. ii) Effective steps should be taken by all stakeholders of every company to ensure total security for 

workers and businesses. In addition, the Malaysian Government has launched a stimulus plan to help 

stakeholders badly affected by the epidemic, notably tourist stakeholders shown in Table 5.1. 
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Table 5.1 Economic stimulus package to boost Malaysian tourism (Ministry of Finance, 2020) 

Incentives to businesses 

▪ Relaxation of existing guidelines by the Government limiting the use of hotels. 

▪ A 15% discount on monthly electricity bills for the tourism-related industry. 

▪ Hotels and travel-related companies will be exempted from making payments to the Human 

Resource Development Fund (HRDF). 

▪ Double taxes deduction on expenses incurred on approved tourism-related training. 

▪ Up to RM100 million on a matching grant basis to the HRDF to fund an additional 40,000 

employees from the tourism and other affected sectors 

▪ Hotels will be exempted from paying the 6% service tax between March and August 2020. 

▪ Postponement of income tax monthly installments for income tax allowed for tourism-related 

companies 

▪ Malaysia Airport Holdings Berhad (MAHB) will provide rebates on rental for premises at 

airports and for landing and parking charges for aircraft. 

▪ All banks are required to provide financial relief in the form of an automatic moratorium, 

comprising the restructuring and rescheduling of loans for affected businesses for 6 months. 

▪ Employers can defer, restructure and reschedule employer contributions to the EPF for up to 

6 months. 

▪ Wage subsidy programs were introduced to assist employers in retaining employees. 

 

5.2.2 Economic Cycles 

 

Importantly, this virus' wide-ranging and ongoing epidemic in Malaysia has become a significant issue 

with profound economic and fiscal implications. The stock system is likely to fall with the threat of a 

new global recession (Majid, 2020). The sudden adoption of the MCO by the Government is 

jeopardizing numerous economic sectors. As a result of the COVID-19 epidemic, GDP growth is 

predicted to decline to -1.7 percent by 2020, with a worldwide recovery after the pandemic in 2021, 

according to the updated IMF forecasts of April 14, 2020 (Santander Trade Markets, 2020). Moreover, 

construction firms strive to balance the welfare and productivity of workers. The construction industry 

is worried about the reduction in labor productivity (35 percent). At the same time, the food & beverage 

industry and manufacturing industry saw the possibility that chain shocks would be the most significant 

problem (SME Asia, 2020). 
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The market can no longer work for facemask-related firms, considering the surplus that is 

becoming increasingly visible to all and the cheaper rates and piles of boxes being sold everywhere 

(Position, 2020). Similarly, the rubber glove trend is fading. Still, vaccine-related companies seem to 

attract considerable investor interest now, even though it is a long, complicated and costly endeavor to 

produce a vaccine (Position, 2020). Yet another company, which benefits from the trend of dining at 

home with more people, still does well. In the second quarter ended June 30, Kawan Food Bhd, a frozen 

food company, saw net earnings increase by RM2.74 thousand to RM8.84 thousand. The business said 

it had fresh orders and new consumption not seen before Covid-19. It claimed its products might 

provide clients with a convenient option who like to dine more often at home (Position, 2020). 

 

5.2.3 Social Factors 

 

We should highlight that the COVID-19 epidemic affects all sectors of the population. In the most 

disadvantageous cases, it is particularly detrimental for individuals of the same socioeconomic groups, 

including those living in poverty, the elderly, the disabled, the young, and the indigenous. Early study 

shows that the health and economic repercussions of the virus are primarily caused by impoverished 

individuals.  In this scenario, the unemployment of young people is disproportionate, while those in the 

informal or gigantic economy, in insecure contracts, or the financial service sector are likely to have 

severe consequences for the COVID-19. 

 

Figure 5.2 Which societal risks are dominating in the media? (COVID-19 PESTLE Risk Tracker, 

LexisNexis, 2020) 



                                                  2022          Advance in Marketing Research: Volume 4       
       ISBN 978-967-2817-57-4 

  

44 
 

The coverage related to wages and salaries represents the unprecedented number of people 

currently laid off due to the closing of almost all public spaces, including restaurants and bars, non-

essential stores, and a host of travel and entertainment venues, in addition to covering subjects such as 

hazard compensation for essential staff. 

 

5.2.4 Technological Factors 

 

This pandemic also offered Malaysian scientists chances to help Malaysians cope with the epidemic by 

developing several technologies. For example, COVID-19 quick test kits (Gomes, 2020), 3D printing 

invention, laser cutting and DIY construction (Tariq, 2020), and tunnel sanitation manufacturing 

incorporate these advances (Mohamad, 2020). All of these inventive approaches show that Malaysians 

work together in the battle against COVID-19.  

 

After all, many jobs and companies will still need return-to-work strategies. Many team 

members and duties require web-based self-assessment questionnaires, body temperature monitoring, 

contact tracing, and much more. Examples of solutions include helping to identify possible infected 

people while enabling healthy staff, contract workers, and guests to access offices or premises to 

enhance control and track contacts using a single QR code. In addition, the system established combined 

QR codes and QR-code readers to ensure fluid movement at workplaces to minimize crowding, prevent 

reinfection of the surface and guarantee social distance. 

 

Therefore, physical screening also plays a critical role in limiting coronavirus transmission 

using thermal scanners, cameras, and sensors to track symptomatic employees at the ports of entry and 

work. Companies and building owners may also use data analytics to statistically track data acquired 

by electronic formats, scanners, sensors, and cameras to limit employee meetings and determine 

probable diseases while ensuring rapid and effective touch monitoring (Ammeran, 2020). Moreover, 

MySejahtera has a connection to the MyTrace app from the Malaysia Department of Science, 

Technology, and Innovation (MOSTI), which detects people around an infected person using Bluetooth 

technology (Koh, 2020). 

 

Conversely, COVID-19 is a game-changer for digital transformation. Although most firms 

require enhanced infrastructure (83% LLs) and 83% SMEs, internet networking and contacts with 



  

 

                                             Advance in Marketing Research: Series 4        2022 
    ISBN 978-967-2817-57-4 

 
 
 
 
 

 

 

45 

customers and service providers are also challenging to achieve (Ernst & Young Global Limited, 2020). 

Companies update and ensure employees can communicate with their systems and technology. Better 

connection and financial help in the shift to technology-enabled processes and systems are the main 

requirements of enterprises. 

 

5.4  CONCLUSION 

 

In short, the characteristics of Covid 19 and its impact on the macro marketing environment have been 

strongly impacted by political considerations, economic cycles, social variables, and technical aspects. 

From March 18, 2020, the Malaysian Government has issued a Movement Control Order. The media 

circulates the #stayhome hashtag extensively. The Health Ministry has encouraged firms and 

manufacturers to take the necessary procedures. To assist the adversely affected stakeholders, the 

Government has launched its stimulus package. The Government's abrupt establishment of the MCO 

has endangered numerous economic sectors. The construction industry is particularly concerned about 

the decline in its production of workers (35 percent). The industrial and food & beverage industries 

were at risk of shock in the supply chain as their significant issues. However, another firm is good at 

also taking advantage of the trend of restaurants with more people at home. 

 

The pandemic COVID-19 affects all sectors of the population. An initial study should be 

recalled that impoverished individuals are primarily responsible for the health and economic impacts 

of the infection. Young people are mainly unemployed when it comes to employment, and most of 

those work in a gigantic economy. This pandemic has also allowed Malaysian scientists to contribute 

their part in assisting Malaysians to cope with the epidemic through the development of numerous 

technologies. The advent of 3D printing, laser cutting or DIY design of facial shields, COVID-19 quick 

trial kits, and the development of tunnel hygiene examples belonged to these advancements. 

 

Return-to-work plans are therefore always needed for many jobs and organizations. Many team 

members and activities encompass web-based self-assessment processes and devices, body temperature 

checking, touch tracking, etc. Physical screening also plays a vital part in limiting coronavirus 

transmission using thermal scanners, cambers, and sensors, which may detect symptomatic employees 

at the work entrance. Last but not least, organizations and building owners may also use data analytics 
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to track statistically the data collected by electronic documents. Examples are scans, sensors, and 

cameras to restrict employees' meetings to spot probable illnesses while guaranteeing rapid and precise 

touch monitoring. Companies upgrade their software and procedures and guarantee that they connect 

with their employees. 
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6.0  INTRODUCTION 

 

A pandemic is a deadly disease that threatens society by spreading complex diseases and eventually 

spreads to other communities and areas. History shows that the world was once attacked by the flu 

pandemic, also known as the Spanish Flu, in 1918. The Spanish Flu 1918 has killed hundreds of millions 

of people over two years until the vaccine was found. Now, the world is shocked by a new pandemic 

called Covid-19. This pandemic is believed to have started in Wuhan, China, in December 2019 and 

has spread worldwide until today. Although the vaccines have been found and millions are already 

vaccinated, most countries are still closing their borders and enforcing lockdowns to combat Covid-19 

infections from spreading wide. Covid-19 has crippled most companies' economic activities, especially 

small and medium enterprises (SMEs), and has significantly impacted consumer decision-making. 

Covid-19 has radically changed the context in which we make purchasing decisions, disrupting many 

deeply-rooted habits and preferences (Mledonova 2020). 

 

Consumers – or known as the user, are the target for sellers to plug their product. The consumer 

decision-making process is steps taken by consumers before they buy a product. This process is 

complicated to read because it happens quickly, and several factors often influence decision-making. 

Marketers need to put their situation in the consumers' shoes and study the process they encounter 

before, during, and after purchasing. A decision can be complex, comparing, evaluating, selecting, and 

purchasing various products depending on a consumer's opinion of a particular product (Shaw, 2020).  

In increasing globalization towards digital, businesses must strive to innovate their product in every 

customer decision process. When consumers decide they need a product, they surf the internet 
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immediately, make a snap purchasing decision, and get what they need instantly (Alfrey, 2019). 

Marketers must create a brand new way to play the role of each stage to integrate with the latest 

technology, align with the current trend.  

 

6.1 CONSUMER DECISION-MAKING PROCESS  

 

According to Wallace (2019), in 1968, marketers Engel, Blackwell, and Kollat outlined the customer 

decision-making process into five stages. The first stage in the process is the Need Recognition or 

Problem Recognition. Consumers will buy a product if the product is a need or the product can solve 

their problems. Johnson (2019) highlighted two types of consumer problems: Active Problem Cognition 

or Inactive Problem Cognition. Active Problem is a problem that already knows, and marketers need to 

convince the advantage of the product. An inactive problem requires marketers to trigger the consumer 

that they have a matter and need to purchase the product. 

 

The second stage of the consumer decision-making process is Information Search or Data 

Collection. At this stage, consumers search and review information about the products or services that 

can satisfy their needs or can solve their problems. Consumers will survey the product and collect 

information or data from various brands before making the acquisition. Consumers begin to look around 

to assemble out the knowledge of choice, and they start to figure out if the product might be attractive 

and able to solve their Problem (Friesner, 2014). At this stage, the extent of information sources depends 

on the importance of purchase decision, the effort needed to acquire the information, amount of 

experience, time availability, and the degree of perceived risk associated with the purchase. At this 

stage, consumers can be loaded with a selection of products that have the potential to satisfy their needs 

or solve their problems.  

 

After the Information Search stage, consumers will evaluate all info they gained at the third 

stage, Alternative Evaluation. Consumers tend to match the products based on their budget supported 

by the features, functionality, and quality. In keeping with Thompson (2012), consumers will spend 

most of their time at this stage. Consumers spent their time evaluating products before purchasing 

noticeably depending on their perceived risk, which might be highly personal. The more important 

decisions to be made, e.g., expensive products (real estate, vehicle, jewelry), the more time will be 
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evaluated. Marketers need to give competitive prices on their functional products to offset market 

prices. 

 

After evaluating the product in the fourth stage, consumers are ready to shop, called the 

Purchase Decision stage. When the product is matched with the consumers' needs, they will review the 

feedback of the product from previous buyers. At this stage, consumers can easily be frustrated from 

purchasing the product by an external factor such as negative feedback, lousy product review, or poor 

customer service. Some 88% state the consumers trust online reviews as their recommendation, and 

39% read the review daily (Laja, 2019). It is crucial to collect product reviews to convince users to 

avoid doubts about the product as a marketer.  

 

 Post-Purchase Evaluation is the last stage for the consumer decision-making process. This stage 

is crucial to keep the loyal customer on the product for an extended period. The value provided by the 

marketer can stimulate the consumer to fall in love with the service more than the product purchase. 

For example, the marketer can post-purchase messages sent a few days after purchase because of 

gratitude to the consumer. According to Zakowigcs (2016),  this approach will keep consumers from 

expecting incentives on every occasion. However, some retailers are okay with this approach as long 

as it drives revenue. 

 

This chapter focuses on Covid-19 and its impact on the consumer decision-making process. 

Figure 6.1 shows the consumer decision-making process introduced by John Dewey in 1910 and 

continuously applied by scholars to study and understand consumer purchasing behavior.  

 

 

 

 

Figure 6.1  Consumer Decision-Making Process 

Source: Belch & Belch (2018) 
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6.1.1 Problem Recognition 

 

Problem recognition is most important in the buying process because consumers become aware of what 

they wish to have and their need to own a product. People worldwide take precautions against Covid-

19 by performing standard procedures such as wearing face masks and exercising social distance in 

public places. Consumers make panic purchases on medical equipment such as hand sanitizer and face 

masks to comply with the new procedure being in public. Since the pandemic, the number of 

unemployment has risen worldwide in various economic sectors. So, the consumers will be vigilant in 

spending by prioritizing daily needs only to be more frugal in the current economic situation. 

 

 Equally, the economic consequences of the Covid-19 pandemic have meant consumers are less 

inclined to spend more. Consumers expect their household income to continue to fall in the coming 

months (Jones, 2020). For example, when consumers enter a supermarket, they walk directly to 

groceries and household sections without looking elsewhere because they already know what they need 

most in this pandemic. Many businesses suffer losses due to the pandemic and its impact on recognizing 

consumer problems. Marketers need to focus more on the need recognition state to trigger the 

consumers' needs for a product. Through social media and websites, marketing strategies will create 

opportunities for marketers to communicate with consumers and trigger their needs.  

 

Online marketing utilizing social media platforms allows marketers to connect with consumers 

everywhere and anytime, whether working at home or the office during this pandemic. Social media 

marketing can act as external cues that help consumers acknowledge their needs, triggering a decision-

making process to lead to a sale (Tarek, 2015). Now is the perfect time for marketers to place the correct 

content on social media to trigger the consumer to create conversation about the issues they face 

relevant to the product. 

 

6.1.2 Information Search 

 

During this pandemic, consumer awareness toward the value of the money increases, which drives them 

to ignore the products contrary to brand, price, or something that symbolizes luxury. The economic 

downturn is difficult to regulate if this pandemic has no resolution. The adverse effect of Covid-19 
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gives nightmares to the consumer decision-making process, especially to those who are most affected, 

for instance, company dismissal or closure of operations due to lockdowns, which means losing the job 

opportunities. This impact will create people having limited income to fulfill the little needs around the 

world. This incident is not just a nationwide crisis but a global crisis that is becoming worse.  Consumers 

will search the product information in more depth from various resources before purchasing due to the 

worsening economic crisis. According to Kumar (2020), consumers will engage in a broader 

information search process for better ways because the risk of making wrong decisions is much more 

substantial during this pandemic. For example, consumers will get information on their phone bill 

packages and switch to cheaper packages to get savings, comparing products from multiple online 

shopping providers, asking around about the product to be bought, and reading product reviews from 

various resources. 

 

When consumers create conversations to identify their needs, marketers need to find a potential 

solution for the product. The correct targeting in the advertisement is essential to attract attention in the 

information search stage to make the product appear and be delivered orally, or at least in writing. 

Dettol Australia (2016) states that the company released a social marketing video called Dettol's Happy 

Hand Washing Song that encourages children to wash their hands. The clip does not tell kids to use 

Dettol's product. Still, the product replacement suggests the promotion of the product. Consumers prefer 

themselves to be entertained promptly by the sellers. Online platforms make this task easy as technology 

today provides an online chatbot for any inquiries. 

 

What's more, a chatbot is managed by an artificially intelligent robot that imitates human 

conversations through voice commands or text chats which can respond to consumers immediately at 

any time. Hasim, Shahrin, & Wahid (2020) show that media richness, specifically social media, 

influences consumer purchase intention. The availability of products online with rich information will 

make it easier for consumers to find solutions to their needs. Covid-19 has a significant impact on the 

consumers' decision-making process, especially on the information search stage. Consumers will know 

more about product information due to the value of money during this pandemic and have plenty of 

time at home to surf the product's information. Plus, with the new norms of the online environment, 

more sellers started to promote their products virtually, which needed them to provide detailed 

information to convince consumers to choose the product.  
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6.1.3 Alternative Evaluation 

 

This pandemic is expected to extend the economic downturn period until many people are vaccinated 

and the world achieves herd immunity, allowing more economic activities to be reopened. In most 

countries, lockdown and close border enforcement force many businesses to suffer losses due to this 

economic wave, and businesses cannot pay workers and keep surviving. However, some businesses are 

taking the initiative in making large-scale sales – drastically reducing the price at certain times to cover 

the operating cost, which has led to an extensive price war in the market throughout this pandemic. 

Consumers prefer to wait for mass sales such as the Black Friday Sale or Festive Season Sale to get 

branded goods at more competitive prices. Well-known brands are not affected by the Covid-19 

pandemic because some consumers still care about the brand and the quality. Consumers are likely to 

develop a brand belief about where each brand stands on each attribute, and their beliefs may vary from 

actual attributes based on their experiences (Fillmore, 2020). For example, when consumers want to 

buy a pair of sports shoes, they would rather wait for a promotional sale from an Adidas store than buy 

regular sports shoes available in the market at a much lower price than Adidas brand shoes. 

 

Marketers need to attract consumers through online shopping to fight the price war played by 

branded products. Online marketing platforms such as Lazada, Shopee, PGMall, Carousell, and Mudah 

play a vital role in connecting consumers and sellers on the go at all times. These platforms make it 

easy for consumers to compare the product and price, more choices, and easier to find the product. That 

would seem to mean there would likely be an increase in online shopping, and people turn to the online 

marketplace to purchase the items they might have otherwise purchased in person (Meyer, 2020). Some 

consumers prefer free items promotion such as buy one free one or buy with cashback return on their 

purchase rather than looking at branded goods. As for them, the advantage that can be found in their 

purchase is a saving. Marketers can also change marketing ideas by making bundle sales to trigger the 

consumers to purchase a product when they evaluate it. These online promotions, efforts, and creativity 

will also influence consumers to purchase impulsively (Hasim,  Shamsudin,  Ali,  &  Shabi, 2018). 
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6.1.4  Purchase Decision 

 

The use of social media increased during this pandemic due to the movement control orders by the 

authorities. This situation had caused consumers not to be able to do outdoor activities independently. 

In addition, some consumers will avoid outdoor activities because they want to reduce the possibility 

of Covid-19 spreading to them, and these people prefer to use online services to purchase something. 

Social media has influenced consumers to make online purchases because they find it easier to make 

purchases online throughout this pandemic. Consumers can easily choose and compare the item before 

purchase. Apart from that, consumers can also use credit services such as credit cards, online platform 

credit facilities, e.g., Shopee Buy Now Pay Later, or direct debit to complete payment. The purchase 

decision is also made easier because there is complete information and convincing testimonials and 

review from other consumers. These online facilities directly ease and smoothen the purchase decision 

process.  

 

 Unlike before this pandemic, consumers spend more time in the supermarket to purchase 

something. Consumers find it difficult to make purchase decisions because they cannot compare 

product information between different brands quickly and easily. It is not easy to get honest testimonials 

from customers. Most consumers make repeated purchases offline because they have used the product 

or suggested it by a close family. According to Lazoroiu et al. (2020), research on psychological 

determinants on consumer engagement in social media, decision mechanisms behind evaluating prices, 

the types of perceived risk incurred, online repurchasing behavior, and intention on social commerce 

platforms. Therefore, marketers need to provide the best customer value to retain existing users because 

consumers also tend to buy a product due to the services provided. Although the product has the criteria 

that consumers need, consumers will more often see the reputation or image of the company first before 

making a purchase. For example, a well-known Malaysian philanthropist, Ebit Lew, steals people's 

attention to shop at his convenience stores mainly due to his lead-by-example attitude in helping the 

needy throughout the Covid-19 pandemic. However, the effects of Covid-19 do not directly impact the 

phenomenon of viral products in the market. Some consumers will scramble to get it even in a recession, 

such as getting the latest iPhone. A long queue can be seen outside the Apple stores in most countries, 

showing that people intend to get the latest iPhone. However, it is an expensive and premium item to 

have during uncertain economic conditions.  
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6.1.5  Post-purchase Evaluation 

 

Technology has connected everyone wherever they are and at all times. Mobile phone facilities' 

availability makes it easier for consumers to keep in touch with family and friends and spend time 

virtually. Marketers need to be very careful in providing services throughout the Covid-19 pandemic to 

avoid a wrong perception of the company that will cause more significant losses. This pandemic 

profoundly impacted post-purchase evaluation among consumers, for instance, in Malaysia, when 

courier services experienced massive parcel delivery problems due to customers' dumping of order 

packages. The incident had a detrimental effect on the business due to long delivery and lost goods, 

affecting the product review or rating – even though the products are above consumers' expectations. It 

can be considered a chain reaction of online business where every product distribution channel involved 

needs to perform well to avoid consumers' disappointment. 

 

 Consumers place high expectations on a business's services, which has impacted the businesses' 

race to provide excellent and fast service to get customers. However, there are still consumers who are 

still humane, and they prefer a business to communicate directly with consumers if there is a problem 

after the purchase has been made. Consumers are now waiting, with high expectations of the product 

they have purchased or ordered and the kind post-purchase customer experience (Newman, 2016). 

Marketers need to pay attention to post behavior among consumers to build good relationships with 

them via engagements. This activity can raise the loyalty of the consumer to the brand of the product. 

According to Newman (2016), marketers have streamlined online shopping such that the overall 

customer experience is happy, ensuring repeat customers and over time ensuring the loyalty of the 

brand. Any business must remain focused on ensuring the best service on the consumer decision-

making process from start to end. The period between purchasing the product and waiting for the 

product is a period with high expectations from consumers. 

 

6.2 CONCLUSION 

 

In conclusion, Covid-19 has had a significant impact on the consumer decision-making process. This 

chapter intended to show the impact of five stages of the consumer decision-making process: problem 

recognition, information search, alternative evaluation, purchase decision, and post-purchase 
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evaluation. All stages in the process are believed to be impacted by the Covid-19 pandemic, starting 

from the first stage of the process; problem recognition has a significant impact on severely affected 

consumers during the Covid-19 pandemic, such as layoffs and salary reductions exercised by many 

organizations. At this stage, consumers focus on getting their most daily needs, especially food and 

groceries. The alternative evaluation stage does have a massive impact during this pandemic due to the 

time available for consumers to evaluate the product they wish to buy – work-from-home, online 

shopping. However, some consumers from both categories of incomes affected or not are more 

concerned about brand and quality, which assumes that branded products will promise the best quality 

to proceed with regular purchases, ignoring prices offered. The purchase decision stage was also 

affected during the pandemic with the additional services provided by online shopping platforms, i.e., 

credit facilities. The final stage of the consumer decision-making process is significantly affected due 

to the enhanced after-sales service provided by most sellers. Chatbot, for example, assists sellers in 

entertaining consumers' inquiries promptly. This new AI technology helps to increase the consumers' 

satisfaction which then leads to excellent product ratings.  
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7.1  INTRODUCTION 

 

An outbreak of Covid-19 is not simply a global pandemic and public health crisis only. The pandemic 

has affected the global economy and financial markets. According to Sheth (2020), the Covid-19 

pandemic and lockdown and the social distancing mandates have disrupted consumer buying behavior, 

especially at shopping. Many industries have undoubtedly been impacted, particularly service and 

industrial activities, which have been stopped to the point of insolvency. This is because much of the 

globe has imposed quarantine restrictions to contain the pandemic's spread, advising residents to stay 

at home and only go to acquire the necessities. Many customers' options for shopping are limited as a 

result of the lockdown and social distancing. This scenario has undoubtedly had an impact on consumer 

purchasing patterns. As a result, the shutdown significantly influences consumer behaviour, personal 

views, individual and household experiences, and traits. 

 

 The Covid-19 epidemic has radically altered the globe in general. While the pandemic's 

uncertainty lingers across the world, the impact is perceived differently in various parts of the planet. 

As a result, there is a wide range in how consumers react to the crisis and adjust to their new everyday 

lives. Without a doubt, the epidemic has thrown consumers off their habits. As we all know, people are 

living, thinking, and buying differently in a variety of ways. As a result, people will react in various 

ways and have a range of attitudes, behaviors, and purchase patterns. Some of them will be 

apprehensive when purchasing hygiene items, causing them to panic. Kohli et al. (2020) also concurred 

that the time of contagion, self-isolation, and economic instability would alter consumer behavior. 
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 The epidemic will continue to have an unpredicted detrimental impact on companies and 

families' current and future livelihoods. In a purchasing choice process, consumer behavior is 

essentially a mental process that is experienced before and after purchase, according to Borsellino, 

Kaliji, and Schimmenti (2020). It's difficult to understand since it encompasses a broad spectrum of 

actions, from consumption to disposal. Consumers have to improvise and develop new behaviors in 

tandem with the epidemic. Because they had no other option, consumers were forced to utilize the 

internet and make it a habit in their daily routine due to the epidemic. As a result of the Covid-19 

epidemic, citizens are being forced to embrace technology. 

 

Consumer behavior may be influenced by trends in the number of new Covid-19 pandemic 

cases, as there is a danger of contamination if individuals are in close contact (Grashuis, Skevas, and 

Segovia, 2020). As a result of this circumstance, customers will rely on data on the number of new 

Covid-19 pandemic cases to assist them in making judgments. Furthermore, Laato et al. (2020) said 

that during the Covid-19 epidemic, strange consumer behavior such as stockpiling toilet paper and food 

was recorded worldwide. The assumed cause was not just the pandemic's imminent health danger and 

the possibility of being quarantined, but also the dread of the sickness forcing industries to cease work 

and causing a worldwide supply chain disruption. In reality, grocery shops, cafeterias, and restaurants 

are influenced by customer behavior and suppliers. As a result, this paper will further understand how 

the Covid-19 epidemic affects consumer behavior. 

 

7.2 LITERATURE REVIEW 

  

7.2.1 Overview of Covid-19 

 

According to the World Health Organization (WHO) (2020), Coronavirus disease (Covid-19) is an 

infectious disease caused by a newly discovered coronavirus. The pandemic spreads primarily through 

droplets of saliva or discharge from the nose when an infected person coughs or sneezes. Also, the 

pandemic will be spread by direct contact, and it is unknown how often it spreads via contaminated 

surfaces. In simple words, the pandemic infection mainly occurs when people are near each other for 

long enough, known as "close contact." The infected person with the Covid-19 will experience mild to 

moderate respiratory illness and recover without requiring special treatment. Additionally, older 

citizens and those with underlying medical problems such as cardiovascular disease, chronic respiratory 
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disease, cancer, and diabetes are more likely to develop severe illness.  

 

Figure 7.1  Confirmed cases and deaths of Covid-19 in world 

Source : World Health Organization (WHO) (2020) 

 

As of November 29 2020, WHO has declared a total of 61 million cases globally.  In addition, there 

were more than 1.4 million deaths caused by Covid-19 (Figure 7.1) 

 

7.2.1.1 Symptoms of Covid-19 

 

In general, the symptoms of the Covid-19 pandemic can range from mild to severe illness, and anyone 

can have mild to severe symptoms. According to the World Health Organization (WHO), most people 

with the Covid-19 have the most common symptoms of fever, dry cough, and tiredness. However, the 

less common symptoms that will appear are aches and pains, sore throat, diarrhea, conjunctivitis, 

headache, loss of taste or smell, and a rash on skin or discoloration of fingers or toes. Besides, a person 

who has the symptoms like difficulty breathing or shortness of breath, chest pain or pressure, and loss 

of speech or movement must seek emergency medical care immediately because those symptoms are 

severe, which will endanger their life. Figure 7.2 has clearly illustrated the symptoms of the Covid-19 

based on the info from WHO. Also, people infected but do not have the symptoms mentioned can also 

spread the virus to others. Usually, the incubation period is typical; on average it takes around 5 – 6 

days from when someone is infected with the Covid-19 for the symptoms to show. However, it can take 
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up to 14 days.  

Figure 7.2 Symptoms of Covid-19 

Source: World Health Organization (WHO) (2020) 

 

7.2.1.2 Prevention 

 

As a citizen, the best way for us to prevent and lower the chances of getting or spreading the virus are 

the following as instructed by World Health Organization (WHO) as shown in Figure 7.3 below:- 

▪ Wash hands regularly with soap and water, or clean them with alcohol-based hand rub; 

▪ Maintain at least 1-meter distance among each other; 

▪ Avoid touching our face; 

▪ Cover our mouth and nose when coughing or sneezing; 

▪ Stay at home if feeling unwell; 

▪ Refrain from smoking and other activities that weaken the lungs; and 

▪ Practice physical distancing by avoiding unnecessary travel and staying away from large 

groups of people. 
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Figure 7.3  Covid-19 prevention 

Source: World Health Organization (WHO) (2020) 

 

7.2.1.3 The Covid-19 Pandemic and The Citizen Response 

 

The World Health Organization (WHO) declared Covid-19 as a global pandemic because of its ability 

to spread rapidly worldwide. Laato et al. (2020) has pointed out that in their findings, almost all the 

countries in the world were hit by the pandemic issued restrictions on movement, placing people in 

quarantine, closing public services, and banning large public gatherings. Numerous governments have 

created quarantine conditions to limit the spread of the Covid-19 pandemic and urge citizens to stay at 

home and leave their homes only to meet their basic needs and work (Borsellino, Kaliji, and 

Schimmenti, 2020).  
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According to Cheng (2020), the Malaysian government issued a 2-week (14-day) Movement 

Control Order (MCO) on March 18, 2020, due to the case numbers of the Covid-19 pandemic having 

ballooned 20-fold to 428 cases by mid-March, as illustrated clearly in Figure 7.4 below. Most of the 

businesses and services deemed to be non-essential were shut down. At the same time, interstate travel 

was curtailed during MCO in Malaysia. Also, the public sporting, religious events and gatherings are 

canceled no matter whether small or big. 

 

 

Figure 7.4  Cases of Covid-19 in Malaysia in March, 2020 (Cheng, 2020) 

 

7.2.2 Overview of Consumer Behavior 

 

Consumer behavior refers specifically to models of ultimate consumers' decisions about and consuming 

products (Todd et al., 2014). In simple words, consumers are the ultimate users of a product. According 

to Smith (2016), consumer behavior studies individuals and organizations and how they select and use 

products and services. It is the series of behaviors that consumers must follow before they make a final 

decision to purchase. Usually, consumer behavior starts when the consumer becomes aware of a product 

and concludes with the purchase transaction.   
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7.2.2.1 Consumer Decision-making Process 

 

Consumer decision-making can be viewed as a process of moving from recognizing a need through 

gathering information, evaluating the alternatives on to the purchase, and then post-purchase process, 

as illustrated in Figure 7.5 below. It is a method used by marketers to identify and track the decision-

making process of a customer journey from start to finish. 

Figure 7.5  Consumer decision making process (Todd et al., 2014) 

 

a) Problem recognition 

 

The consumer decision-making process is initiated by the recognition of a need or want. Needs are 

fundamental human requirements and are universal because all people have needs. According to Todd 

et al. (2014), the American psychologist Abraham Maslow believes that needs were arranged in a 

hierarchy, as shown in Figure 7.6 below. 
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Figure 7.6  Maslow’s hierarchy of needs (Todd et al., 2014) 

 

According to Figure 7.6, Maslow's hierarchy of needs is a theory of motivation that claims that 

an individual's behavior is dictated by the primary five (5) categories of human wants. Physiological 

requirements, which are at the bottom of the hierarchy, are the most basic human wants. Physiological 

requirements are biological necessities for human survival. For example, air, food, drink, water, and 

other basic requirements are unavoidable since humans cannot survive without them. When a person's 

physiological demands are met, the need for safety becomes more critical. In a nutshell, safety concerns 

encompass protection from assault and theft, as well as health and financial security. Usually, the family 

and society can provide the safety demands, such as the police, medical care, and business. Once 

physiological and safety requirements have been met, the third level of human wants is social, which 

includes feelings of love and belonging. Maslow's social needs, in general, are concerned with human 

connection, such as friendship, closeness, trust, and acceptance, among other things. The fourth level 

of Maslow's hierarchy is esteem needs, divided into two (2) categories: regard for oneself, such as 

dignity, achievement, and mastery, and esteem for others, such as respect. The desire for reputation or 

respect from others, such as status and prominence, falls into the second group. Finally, Maslow's 

hierarchy includes self-actualization needs, including learning, spiritual and personal growth, and self-

expression. To put it another way, self-actualization needs relate to a person's realization of potential, 

self-fulfillment, personal progress, and peak experiences. 
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 In summary, problem recognition happens when a customer can identify the problem or need 

and, as a result, what product or kind of product would satisfy that need. Problem recognition is usually 

the most critical step in the consumer decision-making process. If customers do not see a problem or 

need, it is challenging to contemplate purchasing a product. As a result, when consumers perceive a 

need or a problem, they will continue to acquire information to understand how they may meet the 

need, leading to step 2 in the consumer decision-making process. 

 

b) Information search 

 

According to Shaw (2018), the information search stage in the buyer choice process changes with time 

as customers want more valuable information about a product that meets their demands. Typically, the 

alternatives available to customers have been recognized or better defined at this point. Furthermore, 

information is acquired about the items and from individuals through suggestions and prior experiences 

with the products. 

 

At this stage, the consumers will look for internal and external information too. From Todd et 

al.'s (2014) perspective, the internal source refers to a consumer's memory. This is because their 

personal experience towards a product frequently triggers the consumers' memory. However, external 

information refers to interpersonal sources such as friends, neighbors, and colleagues. Thus, when 

people have no prior knowledge about a product, they will seek information from personal sources such 

as word of mouth from friends or family and through public sources like online forums and consumer 

reports. Therefore, the author can conclude that the information search is vital because most people do 

not want to regret their buying decision.       

 

c) Evaluation of alternatives 

 

This stage entailed assessing various market options as well as the product life cycle. Consumers will 

begin searching for the most satisfactory choice accessible once they have identified what can meet 

their demands. The evaluation might be based on various variables, including quality, price, or any 

other criterion that is relevant to the customers. 
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The brands and customer value are the two additional ideas to understand how the consumers 

evaluate the alternatives (Todd et al., 2014). Brands simplify purchase decisions in an extraordinarily 

hectic, cluttered, and demanding environment from a buyer behavior perspective. Although brands have 

been criticized as unnecessary and exploitive, they are helpful to customers and provide real value to 

the consumers. This is because brands offer reassurance and communicate more complex information 

in simplified ways.  

 

Besides, the word "value" of customer value is the benefits consumers get from a product 

compared with all the costs of acquiring and consuming the products. In a simple word, it is the balance 

of the "get" and "give" from the consumers' perspective. However, the term "value" is more subjective 

because something worth paying for to one consumer will be disregarded as unimportant by another. 

Hence, along with attitudes, those appraisals of value are essential too, especially in understanding the 

consumer's decision-making process. 

 

d) Purchase 

 

After passing all of the phases of problem detection, information search, and option evaluation, the 

customer has finally chosen to make a purchase choice. At this point, the customer has weighed all of 

the options and determined the value they will receive. However, the consumer must still choose "when 

to purchase" and "where to buy" the merchandise. According to Todd et al. (2014), the purchasing 

choice is based on time and place instead of product comparisons. As a result, the buyer will decide and 

purchase the product that they prefer in the end. 

 

e) Post-purchase processes 

 

The post-purchase process refers to the reflection from consumers. Usually, the post-purchase will bring 

two effects. For example, if the product has matched the consumer's expectations, the consumer will 

undoubtedly serve the product as a brand ambassador and repeat order in the future. At the same time, 

they will influence other potential consumers, increasing the consumer base of that particular brand. 

However, if the product is dissatisfied, it can halt the journey of potential consumers towards the 

product.      
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7.3 The Impacts of Covid-19 on Consumer Behavior 

 

Epidemic outbreaks such as SARS, Ebola, MERS, dengue fever, and swine flu have occurred in recent 

world history. According to Laato et al. (2020), the outbreaks have influenced two types of human 

behavior: consumer behavior and health risk mitigation behavior. Sheth (2020) corroborated these 

findings in his research, as shown in Table 7.1 below, which summarised eight (8) immediate impacts 

of the Covid-19 epidemic on consumption and consumer behavior. 

 

Table 7.1  The summary of 8 immediate effects of Covid-19 pandemic on consumption and consumer 

behavior (Sheth, 2020) 

No. Impacts Explanations 

1. Hoarding ⮚ Hoarding is a common reaction to managing the uncertainty of the future 

supply of products for basic needs. This has happened concerning personal 

protection equipment (PPE) products for healthcare workers. 

⮚ Consumers are stockpiling the essential products for daily consumption, 

resulting in temporary shortages. 

2. Improvisation ⮚ Consumers learn to improvise when there are constraints. This means that 

the existing habits are discarded, and new ways to consume are invented. 

⮚ The Covid-19 pandemic unleashed the creativity and resilience of 

consumers for such tradition-bound activities as weddings and funeral 

services. For example, the sidewalk weddings and Zoom funeral services 

substitute for the traditional location-centric events. 

3. Pent-up Demand ⮚ Pent-up demand consequence when market access is denied for a short 

period for services such as entertainment like cinema. 

⮚ Many economists have studied the impact of pent-up demand on GDP 

growth. 

4. Embracing Digital 

Technology 
⮚ The obvious example in this Covid-19 pandemic is Zoom video services. 

⮚ The impacts of digital technology and social media on consumer behavior 

are massive in scale and pervasive in consumer's daily life during the 

Covid-19 pandemic. 

5. Store Comes Home ⮚ Consumers are unable to go to the grocery store or shopping due to 

complete lockdown. 

⮚ "IN-home everything" has brought an enormous impact on consumers' 

impulse buying and planned.  

6. Blurring of Work-

Life Boundaries 
⮚ The consumers are prisoners at home with limited space, and there are too 

many discrete activities like learning and working from home. 

⮚ Consequently, there is a blurring of boundaries between work and home 

and between study and rest. 

7. Reunions with 

Friends and Family 
⮚ The significant impact of the Covid-19 pandemic is to get in touch with 

distant friends and family. 

8. Discovery of Talent ⮚ The consumers have practiced their talent in preparing meals, performing 

creative and new ways to play music, and sharing learning when they have 

more flexible time at home. 
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Furthermore, the current Covid-19 pandemic growth will continue to have an extraordinary 

detrimental impact on people and companies' current and future livelihoods. According to Borsellino, 

Kaliji, and Schimmenti (2020), consumer behavior is highly complicated, involving various activities 

from consumption to disposal. Many variables influence food consumption and consumer behavior, 

including socio-demographic, economic, geographical variety, and consumer preferences and views. 

Furthermore, they have explicitly indicated in their conclusions that neglecting socio-demographic 

variables makes it impossible to comprehend how the Covid-19 epidemic affects and will affect 

consumer demand for commodities. 

 

 Furthermore, according to the findings of Chronopoulos et al. (2020), spending reactions vary 

depending on the classification of different items and places and demographic factors such as age, 

income level, and gender. Consumer spending was relatively constant throughout the early phases of 

the Covid-19 epidemic, from January 18 to February 21, 2020. However, when the lockdown got close, 

discretionary expenditure was drastically cut, and this trend was maintained throughout the lockdown 

period. 

 

Finally, according to Naja and Hamadeh (2020), consumer behavior adjustments in response to 

the Covid-19 epidemic have centered on favorable activities to customers' health and preferences. 

During the Covid-19 in Vietnam, they discovered that customers' desire to hoard food, regardless of 

price or quality, was positively influenced by risk perception. In the long run, these conditions will also 

lead to changes in lifestyle, purchasing behavior, and dietary habits. As a result, Figure 7.7 has 

summarised the findings on the impacts of the Covid-19 epidemic on consumer behavior based on prior 

studies straightforwardly and concisely. 
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Figure 7.7  The summary of the impacts of Covid-19 towards consumer behavior 

(Borsellino, Kaliji and Schimmenti, 2020) 
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7.4 CONCLUSION 

 

Without a doubt, the lockdown and social isolation have completely altered all aspects of consumer 

behavior. This is because customers must learn to improvise in new and inventive ways since they 

cannot go to the grocery store and shop; instead, the grocery store must come to them. Consumers are 

typically less likely to purchase inside the grocery store while the Covid-19 epidemic is spreading 

worldwide (Grashuis, Skevas, and Segovia, 2020). As a result, the author concludes that adopting 

digital technology is likely to change existing behaviors. Indeed, new consumer behaviors affect all 

aspects of our lives, from how we work to how we buy to how we enjoy ourselves. These fast 

developments will significantly impact retailers and consumer packaged goods companies. And, 

according to the author, many of the longer-term shifts in consumer behavior are still in the making. 
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8.0  INTRODUCTION 

 

COVID-19 is the disease caused by a new coronavirus, SARS-CoV-2. It was named a coronavirus 

because the virus represents crown-like spikes on the outer surface of the virus (WHO, 2020). 

According to the World Health Organization (WHO, 2020), the first case reported was on December 

31, 2019. The first case reported was a 'viral pneumonia' cluster at a Seafood Wholesale Market in 

Wuhan, China. On March 11, 2020, WHO declared the COVID-19 outbreak as a global pandemic. This 

disease was characterized as a pandemic because of its rapid spread, affecting many people and 

occurring worldwide. Common symptoms of this disease are high fever, dry cough, and fatigue. Other 

symptoms can be loss of taste and smell, headache, muscle pain, etc.  

 

 As this virus disease is an unpredictable global health crisis, it affects every aspect of daily life. 

Without question, it is also having a dramatic impact on business industries. He and Harris (2020) stated 

that the pandemic has led to an unprecedented economic and public health concern, which will 

transform business operations on sustaining and growing the brand. Marketing is one of the crucial 

parts of the business. Thus COVID-19 has impacted marketing, and most marketing departments will 

be challenged in marketing strategies that will navigate the business through this new situation. This 

report will focus on COVID-19 and its impact on marketing strategies. 

 

8.1  PANDEMIC COVID-19 OUTBREAK IN MALAYSIA  

 

In Malaysia, until December 5, 2020, statistics by the Ministry of Health (MOH) show that 71,359 cases 

were reported with 380 deaths. Malaysia has entered the beginning of the third wave of COVID-19. 
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This virus can spread between people when an infected person is in close contact, especially when they 

cough and sneeze. It can also be spread when people touch objects that are already contaminated with 

the virus.  

 

MOH and the authorities continue to control and carry out prevention programs and activities 

to prevent the spread of this virus. To prevent the virus from spreading, the government imposed the 

Movement Control Order (MCO, especially in the red zone area. As we are in the middle of a pandemic 

outbreak, it is tough to estimate its long-term effects.  

 

Donthu and Gustafsson (2020) stated that we are entirely unprepared for large-scale outbreaks 

on a societal level. Due to sudden pandemic outbreaks, most people are surviving to adapt to the new 

norm lifestyle. For example, behavioral changes related to pandemic outbreaks seem to be connected 

with personal protection, like using face masks in daily life in public and practicing physical distancing 

when going out. 

 

8.1.1 Impact of COVID-19 in Business 

 

COVID-19 outbreak has negative impacts on the global economy, industries, corporations, and small 

and medium enterprises (Che Omar, Ishak & Jusoh, 2020). Since March 2020, governments have 

ordered MCO, RMCO, CMCO and provided Standard Operation Procedure (SOP) to follow during this 

pandemic to prevent the spread of this virus.  

 

During MCO, only essential services were allowed to operate as usual, while others were forced 

to close. "Essential services" means the services as specified in the Schedule and includes any activity 

and process in the supply chain of such essential services (MCO Phase 3: List of essential services 

expanded to 15, 2020). The food industry, healthcare, medical, banking and finance, and logistics are 

listed as essential services. Essential services that are allowed to operate as usual must follow workplace 

SOP provided, for example, body temperature screening before entering the premises, wearing a face 

mask, sanitizing the workplace, and practicing physical distancing.  
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However, businesses that are not allowed to operate have switched to Work-From-Home (WFH) 

to sustain their business during this crisis. WFH order is something new to most companies. Not only 

employees but leaders are also having problems adapting to this new norm of working life. In the early 

times of the outbreak, many companies shut down their operation because they had difficulty facing 

the crisis. Fanelli (2020) stated that this outbreak would likely cause bankruptcy for many industries as 

consumers stay at home and economies are shut down. For example, the travel industry is one of the 

businesses deeply affected because of the restriction for international traveling from the government. 

 

8.1.2 Marketing Strategies in Business 

 

Growing a business is never easy because of many challenges in the business industry. According to 

American Marketing Association (AMA) 2017, marketing is defined as the activity, set of institutions, 

and processes for creating, communicating, delivering, and exchanging offerings that have value for 

customers, clients, partners, and society at large. The most critical mix element of marketing often 

called the 4 Ps, is product, price, place, and promotion. A marketing strategy refers to a processor to its 

outcomes. It is a business's overall strategy to reach prospective customers of the companies' product 

or services (Adams, 2017). In addition, marketing strategy is specifying to "Who" the company will 

serve, "What" needs that the company will meet, "When" the company will serve, "Where" the 

geographic market of the company, "Why" the company do the business and "How" the company will 

serve the needs of the customers. 

 

8.1.3 COVID-19 and Impact on Marketing Strategy 

 

The marketing department in most businesses is facing a high challenge due to the sudden pandemic 

outbreak. As the virus spread rapidly, Eugene Lee, the Regional Director of Marketing at McDonald's 

(2020), said it is essential to focus on the current crisis. Having a long-term mindset to realize what the 

"new world" is in the future is more important than rebuilding our businesses for the long term. The 

biggest challenge for the marketing team is finding the right and relevant content for the business. The 

marketing team is called a marketer in this report. DiResta et al. (2020) suggested that it is vital to re-

evaluate the plans, recenter thinking, and always focus as a marketer.  
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Consumer spending is reducing due to many factors associated with the outbreak. One is the 

most notable reason due to the financial problem. Most people are trying hard to survive; meanwhile, 

some people lost their jobs, facing salary reduction and many more problems. Without question, the 

pandemic has caused many impacts on marketing strategy. 

 

8.1.3.1 Changing or Adjusting Current Strategy 

 

The first impact on marketing strategy is changing or adjusting the current strategy by following the 

pandemic. Before the pandemic, the marketing strategy concept specifically involved focusing on 

customer needs and wants, integrating the organization's activities, including production and promotion 

of products to satisfy the customer's needs, and achieving long-term goals for the organization by 

satisfying the customer. However, following the pandemic situation, there are some changes in 

customers' needs and wants. According to Massoussi (2020), during a crisis, humans tend to move 

towards the basic needs of food, security, and safety. This problem has had an impact on companies 

that do not provide essential products. As a marketer, it is essential to plan strategically to overcome 

this problem. 

 

 This situation makes customer behavior change; thus, marketers need to listen to customers and 

act rapidly. For example, let the customer talk personally about their opinions and problems. By 

understanding their emotions, marketers can use their emotional intelligence to think about what action 

needs to be taken quickly. The other way can be by providing online surveys to customers. The survey 

can include a question on customer experience and how to improve during this situation.  

 

Customers will feel touched because the companies care and want to help their hard times. 

Consumers are asking brands to focus on value, authenticity, social awareness and be proactive about 

social issues to generate greater loyalty and help to lower the negative impact (Massoussi, 2020). By 

listening to the customer and having a thoughtful initiative, the marketer can use the findings as ideas 

for the new marketing strategy. Sudden change in marketing strategy might affect the effectiveness of 

the strategy. However, in these challenges, it is better to apply changes according to the needs and 

improve whenever it is needed. 
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8.1.3.2 Impact on Promotional Activities 

 

Secondly, COVID-19 also has an impact on marketing strategy, primarily focusing on promotional 

activities. One of the most common promotional activities is advertising the product. Advertising can 

be on television, radio, newspaper, signage, and online. In this pandemic situation, signage advertising 

is not practical because of the stay-at-home order. Online, television, and radios are getting high demand 

for advertising slots due to the increase in time spent online by people since the MCO started. In this 

situation, the marketer can reduce costs as online advertising costs are lower than other types of 

advertising. "Viral marketing" is a type of promotion that relies on audiences to promote the services 

or product. It is considered "viral" when it reaches the point where many people are sharing it. Usually, 

marketers use this method by creating video content that will attract people's interest by putting good 

information or the latest issue. While COVID-19 has caused a decrease in sales, a marketer can apply 

this method for their promotional purpose to increase their sales. They must ensure that the content is 

valuable, detailed, and reliable as viral marketing can badly affect the business if the content is 

inappropriate.  

 

 Before the pandemic outbreak, the marketing team offered and provided promotion through any 

business events like expos and exhibitions. However, due to the government restriction, this type of 

promotion has stopped as events usually involve many crowds. Marketers should design some changes 

following the rules and orders from the government. For example, live streaming businesses on 

Facebook, Instagram, or Shopee have become trends from sellers selling their products while 

interacting with customers. By using live streaming, they can still communicate with their customers, 

and customers can ask questions and give feedback on the comment section. This method is getting 

high interest from customers as they feel it is easier to buy and see the product "live."  

 

A marketer cannot meet their prospective customer directly during the pandemic outbreak to 

sell their product, which causes some problems in getting trust from customers. Customers are in doubt 

when they want to buy an online product from an unfamiliar person or brand due to increased fraud 

scams. In these cases, marketers can change the strategy to use Influencers to promote their product as 

influencers have many followers on social media. It is vital for marketers first to study the guidelines 

of using influencers to avoid any future problems. Influencers should also know deeply and have 

extensive knowledge of the product before promoting it to followers. 
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8.1.3.3 Marketing Impact on Company Operational Problem 

 

Next, another notable impact in marketing strategies due to the pandemic is marketers are having 

problems in supplying a product according to the demands due to the shortage of consumer goods due 

to disruption in the supply chain. Jalal (2020) stated that the imports and exports had caused delays in 

shipping due to government restrictions. The majority of companies depend on products or materials 

from China and this situation causes companies to have problems in providing the end product or 

services for customers. In addition, some companies have to increase the prices because of the difficulty 

of getting the materials or products. 

 

However, some companies take the initiative to support the local economy and industries by 

leveraging their resources from international sources and reducing various resources' outsourcing. In 

Malaysia, we can see that customers started to support local businesses affected mainly by the pandemic 

outbreak during MCO. To overcome this problem, marketers can promote the local product to sustain 

the business and buy materials from the local company. The price might be slightly pricey than from 

China, but this is some way to help other local companies survive. When customers know that they can 

help other people during these hard times, they will fully support and buy the products. This proves that 

it is crucial to building the relationship between marketers and customers. Fryer (2020) stated that 

studies have proven that consumers want to buy products and support businesses that give back to the 

community. 

 

Another operational impact is the disruption of the operation hours, especially during MCO. 

The government limits time in the workplace, which causes companies to have problems maintaining 

product stocks. In addition, there is also a limitation in the number of employees that can come to work, 

which is only 50 percent of employees. This situation led to an insufficient workforce and thus 

decreased the stock. When the stock is insufficient, a marketer can't promote the product as this will 

reduce the marketer's quality if the customer has to wait to purchase until the product is available. 
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8.1.3.4 Impact on Physical Marketing 

 

Besides, the restriction from MCO has created an obstacle in marketing strategies that involve dealing 

directly with customers by meeting, appointment, or organizing any events. Expos, conferences, events, 

and other large gatherings are strictly not allowed to prevent the spread of the virus. For example, almost 

all event organizers, food festivals, and cultural events are the most affected by this pandemic outbreak. 

Some necessary SOPs provided by MOH are physical distance, avoiding crowded places, always 

wearing face masks in public areas, and maintaining hygiene by washing hands frequently. These SOPs 

are like "new normal" in people's lives. Marketers have to think strategically about how to overcome 

this problem. As for these problems, marketers have acted in changing the marketing strategy tools, 

which is converting physical sales to online sales. Studies by Che Omar, Ishak, and Jusoh (2020) show 

that some companies unfamiliar with online sales are slowly learning and adapting to electronic and 

social media marketing. Their new strategy is to market their product through an online platform like 

Shopee and Lazada. 

 

Most customers are afraid to go out shopping or buy products at the physical stores due to the 

outbreak and they mostly prefer to shop online, which is safer and saves time. Food industries are also 

affected by this outbreak. Due to the restriction, a customer can't dine at the restaurant, and only 

takeaway or food delivery is allowed. Some restaurants reported that their sales decline as people tend 

to make home-cooked food as they entirely spend their time at home. However, people working from 

home have more time spent on laptops or mobile phones doing work.  

 

Marketers can play roles in focusing on online delivery services and this is one way for 

marketers to communicate with customers. Some products that already exist are not suitable for online 

sales. Marketers should discuss with the production team to produce a product that specifically can suit 

online sales. Besides, marketers can also study which platform that customers mostly prefer and can 

help facilitate both sides. FoodPanda and Grabfood are examples of famous food delivery services in 

Malaysia. High demand from customers for food delivery and any other online shopping platforms 

indicates that marketers should focus on increasing their quality and maintaining their good reputation 

even by just providing online services. They should ensure they provide an excellent platform for their 

customer and guide how to use the platform. Some platforms provide contactless delivery to avoid any 

risk of infection to customers. Usually, by contactless delivery, the customer will pay online and provide 
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time and place to send their products. Marketers must study the effectiveness of online services and 

analyze how their competitors provide their products or services. By analyzing, marketers can strategize 

their strategy effectively, which can help increase the profitability of the sales. 

 

However, there was a sudden increase in online sellers due to the economic crisis during this 

pandemic. The news showed that some people lost their jobs and were unemployed, starting their own 

businesses during this pandemic. This situation has had huge impacts on the price, quality of products, 

and services provided. As a marketer, it is essential to have an effective strategy to overcome this issue. 

Some sellers are playing with the price to attract customers to buy their products. Marketers should be 

different from their competitors in attracting the customer, ensuring good quality of product and highest 

services they could provide. They should ensure the customer trust them because online fraud is also 

increasing during this pandemic outbreak. In addition, marketers can find innovative ideas to ensure 

their services reach customers by building lasting relationships. 

 

8.1.3.5 Impact on Working Practices of Marketers 

 

Another impact of COVID-19 in marketing strategies is focusing on marketing teams from the 

companies that have to work from home to discuss and revise their strategy. Working from home is 

never easy as people are still shocked by this current situation and unable to balance work and privacy. 

Some employees get stressed and depressed by working at home. News from News Straits Times on 

October 17, 2020, showed an employee suicide case due to being over-stressed from a heavy workload 

and missing his family during this pandemic. It is vital for the marketing team to support, help, and care 

about each other to produce a successful marketing team even in times of challenge. Communication 

skills are essential to help break down all communication barriers from working apart from one another. 

Some employees might have big problems balancing responsibilities between work and home, no 

access to the internet, or even no digital tools to access the online meeting or doing work from home. 

The leaders and marketing teams must discuss how to solve this problem by helping, motivating, and 

encouraging the employee not to give up. As the solution might take time, everyone has to understand 

the situation and settle it quickly to benefit everyone and build a more robust and efficient team. 
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8.2 CONCLUSION 

 

This report is mainly focused on the COVID-19 pandemic outbreak and its impact on marketing 

strategies. No one can predict when this pandemic outbreak will end. This pandemic has brought fast-

moving and unexpected variables, and everyone is unprepared to face this challenge. The pandemic 

outbreaks have a significant impact on most business companies in the world. Marketing strategy is one 

of the most affected parts of the business. Businesses cannot survive if the marketing team does not 

plan to manage the strategy following the pandemic outbreak situation. Marketing can be said as the 

most prominent and crucial part of the business. It is essential to take and plan immediate action in 

marketing strategy following the pandemic situation. The marketing team must focus on the customer 

demands and behaviors to plan marketing strategies following the outbreak. They need to take 

thoughtful action and accept the challenge seriously in marketing strategy to sustain their business. To 

succeed, they must know their market segment in business to focus on a strategy based on the 

segmentation before doing the marketing guidelines content for the COVID-19 outbreak.  

 

While this virus still does not have any medicine to cure anyone infected, and all vaccines are 

still in a clinical trial phase, it is essential to follow all government rules and SOP provided to reduce 

the spread of COVID-19. A company can proceed with its business while following the workplace SOP 

provided by the Department of Occupational Safety and Health, Ministry of Human Resources 

Malaysia. For a business that operates online, work-from-home communication and engagement are 

crucial between the marketing team and the customer. Lastly, while adapting to the new norm lifestyle, 

it is important to stay positive and maintain a healthy lifestyle to ensure we can live our lives happily 

and stay focused on our working life. 

 

REFERENCES 

 

Adams, R. (2017). 10 Marketing Strategies to Fuel Your Business Growth.  etrepreneur.com. Available at: 

https://www.entrepreneur.com/article/299335.  

Che Omar, A.R., Ishak, S., and Jusoh, M.A. (2020). The impact of COVID-19 Movement Control Order 

on SMEs' businesses and survival strategies. Malaysian Journal of Society and Space, 16(2).  

Donthu, N., and Gustafsson, A. (2020). Effects of COVID-19 on business and research. Journal of Business 

Research, 117, pp.284–289. 



  

 

                                             Advance in Marketing Research: Series 4        2022 
    ISBN 978-967-2817-57-4 

 
 
 
 
 

 

 

83 

Jalal,  R.H. (2020). Impact of COVID 19 on Marketing Strategies and Actions. [online] Skyline University 

College. Available at: https://www.skylineuniversity.ac.ae/knowledge-update/retail-and-

marketing/impact-of-covid-19-on-marketing-strategies-and-actions. 

DiResta, A., Williford, K., Cohen, D., and Genn, B. (2020). The Impact of COVID-19 on Your Advertising 

and Marketing Campaigns. [online] Available at: 

https://www.hklaw.com/en/insights/publications/2020/04/the-impact-of-covid19-on-your-

advertising-and-marketing-campaigns [Accessed 5 Dec. 2020]. 

Fanelli, M. (2020). The Effect of COVID-19 on Marketing Strategies - and what to do about it. [online] 

www.eyeota.com. Available at: https://www.eyeota.com/blog/effect-covid-marketing [Accessed 5 

Dec. 2020]. 

Fryer, V. (2020). Responsible Marketing During Coronavirus (COVID-19). [online] The BigCommerce 

Blog. Available at: https://www.bigcommerce.com/blog/covid-19-marketing/#offer-discounts-

and-promotions [Accessed 5 Dec. 2020]. 

He, H., and Harris, L. (2020). The Impact of Covid-19 Pandemic on Corporate Social Responsibility and 

Marketing Philosophy. Journal of Business Research, [online] 116(1), pp.176–182. Available at: 

https://www.sciencedirect.com/science/article/pii/ S0148296320303295.  

Massoussi, T. (2020). The importance of listening to customers during COVID-19. [online] Eptica. Available 

at: https://www.eptica.com/blog/importance-listening-customers-during-covid-19 [Accessed 5 

Dec. 2020]. 

World Health Organization (WHO) (2020). Coronavirus disease (COVID-19). [online] www.who.int. 

Available at: https://www.who.int/emergencies/diseases/novel-coronavirus-2019/question-and-

answers-hub/q-a-detail/coronavirus-disease-covid-19. 



                                                  2022          Advance in Marketing Research: Volume 4       
       ISBN 978-967-2817-57-4 

  

84 
 

CHAPTER NINE 
 

 

CONSUMER SATISFACTION ON THE ADOPTION OF E-PAYMENT 

AMONG MILLENNIALS IN MALAYSIA DURING COVID 19 

PANDEMIC 
 

Muhammad Faiz Md Yusoff 

Nur Aniza Quantaniah Jusoh 

Noor Aslinda Abu Seman 

 

Faculty of Technology Management and Business, Universiti Tun Hussein Onn 

Malaysia, UTHM, Parit Raja, Batu Pahat 86400, Johor, Malaysia  
 

9.0  INTRODUCTION 

 

The Pandemic Covid-19 had hugely impacted businesses and economy in every sector 

of the world through the implementation of Lockdowns and Movement Control Order (MCO). 

This situation has unavoidably caused a worldwide monetary decline (Cheng, 2020 & UNDP, 

2020). , The MCO situation has limited the normal face to face retailing activity and affected 

consumer goods and the retail industry. Stores of essential items along with meals, groceries, 

and healthcare experienced extended call for opportunities for serving purchasers at home, at 

the same time as facing demanding situations of stock, supply chain control, shipping, and 

maintaining their facility a secure environment (Roggeveen & Sethuraman, 2020). 

 

The crisis is also changing the way people live and work, consume, and pay their bills. 

Consumers are shifting and gravitating toward digital channels, products, and services across 

categories  to spend their money . At the same time, there has been a surge towards digital 

payments and away from cash. The migration from cash transactions to cashless or digital 

transactions  have been mostly influenced by the physical distancing. The McKinsey Banking 

Consumer Sentiment Survey(2021) finds that customers wanted to execute more electronic 

payments during the crisis and an increase in account-to-account transfer and e-commerce sales 

is expected as major cities have been on lockdown(de Girancourt,F.J., Kuyoro,M.,Ofosu-

Amaah,NA., Seshie,E., and Twum, F, (2021)) 

Malaysians’ acceptance of electronic and contactless payments has increased since the 

Covid-19 pandemic, according to a study by Netizen eXperience (NX). NX user experience 

consultant Alvin Chai commented that post MCOs, e-wallets and debit cards are becoming 
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fast favourites and the main reasons are because of contactless payments and convenience 

(www.malaymail.com, 2021).  

 

9.1  E-PAYMENT IN MALAYSIA 

 

Many small and large companies in Malaysia are used to utilizing cash in all of their 

transactions since Malaysia was once a completely cash-based economy. However, as we 

enter the digital revolution age, more companies are choosing for digital payments 

(www.lyra.com, 2021). The current situation of the Covid 19 pandemic has also accelerated the move 

of businesses into the digital transaction era. Digital transactions are useful since they may be completed 

on the spot, are simple, and quick. 

 

Any exchange of funds initiated by an electronic communication platform is described 

as an        e-payment (Wendy Ming-Yen Teoh et al., 2013). Electronic payment, also known as e-

payment, has been more popular in recent years for making online payments (Goh & Wei, 

2017). Electronic payment solution has emerged to replace the former cash-based payment 

systems as transactions between business partners continue to occur on the e-commerce 

platform (Kabir, M. A., Saidin, S. Z., & Ahmi, A. 2015). The emergence of this advancement 

in the global corporate environment forced most businesses to automatically move from the 

traditional paper-based money transactions to an electronic payment system which is 

generally known as the e-payment system. Generally, electronic payment may be 

characterized as a platform utilized in making payments for goods/services acquired online 

via the usage of internet (Wróbel-Konior, 2016).Retailers are finding it simpler to grow their 

business on a global and international basis as the adoption of new technology grows. It is 

now difficult to compete in the industry without using the most up- to-date technology. The 

benefits of e-payments include convenience, better business management, increased security 

and increases in sales (Wall, 2018). To attract the customers, business must choose the right 

type of payment option. Payment methods come in a variety of methods, and they differ from 

one business to the next. Various instant payment methods available are debit or credit cards, 

prepaid cards payment, online bank transfers and also with new players like UPI, mobile 

payments, mobile wallets and cryptocurrencies as payment space is shifting more towards the 

digital side (www.lyra.com, 2021). 

 

http://www.lyra.com/
http://www.lyra.com/
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In Malaysia, e-payments started with the implementation of card-based payment 

systems in the late 1970s, then a network or Internet-based payment systems in the late 1990s, 

and finally mobile-based payment systems in the mid-2000s (Fadhiha Mokhtar, 2019). In a 

2016 Visa Consumer Payment Attitudes poll, 74% of Malaysians are moving away from cash 

and choosing to make electronic payments (Dass, 2017). According to statistics provided by 

Fintechnews.my (2018) on Malaysian consumers, e-money transactions accounted for only 

0.23 percent of total  e-payment transactions, far less than internet banking, which accounts 

for 95 percent of e- payment transactions, or even credit cards, which account for only 2.8 

percent of e-payment transactions. According to the International Data Corporation (IDC), 

Malaysia's rapid digital economy growth, along with customers' digital behavior during the 

pandemic Covid-19 (Gomes, 2020). Malaysia's drive toward electronic payment has been 

boosted by the epidemic. Consumers are increasingly making payments using digital means 

and moving away from cash. To take advantage of the contactless aspect of purchasing in-

store, more customers started to check out using a smartphone or digital wallet. 

 

More Malaysians are expected to use digital wallets in the coming years, due to the 

country's high Internet penetration of more than 80% and a strong e-commerce industry worth 

more than RM17.14 billion, according to investment and financial services firm UOB 

(Rohiman Haroon, 2020). According to a study published by ResearchAndMarkets.com in 

June 2020, two-fifths of Malaysian consumers use e-wallets, placing the country top in the 

Southeast Asian area for e- wallet usage. Additionally, the Mastercard Impact Study 2020 

showed Malaysia to be 40 percent  ahead of other Southeast Asian countries in terms of 

mobile or e-wallet adoption, compared to 36 percent for the Philippines, 27 percent for 

Thailand, and 27 percent for Singapore (26 per cent) (Hoh, 2021). 

 

E-wallets are also attracting more young people to do such transactions. In Malaysia, 

the Gen Z, who range in age from 5 to 21, and the millennials, also known as Gen Y, who are 

between the ages of 22 and 38, are the most active users of digital wallets (Rohiman Haroon, 

2020). Millennials shows that most of them can easily adapt to the tools and  technologies 

(Goh & Wei, 2017). This community believed it was extraordinary, team-oriented, 

accomplished, under threat, self-confident, ordinary and safe. There are the potential 

consumers that may profit from the technology. Millennial is believed to be the biggest group 

of people who utilize the Internet as a channel  for payment (Muda et al., 2016). Goh & Wei, 

(2017) discussed that technology savvy millennial have realized the advantages      of using e-
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payments such as mobile payments, contactless cards, and wearables. With the advent of 

technology in payment solutions, the millennials have shown that they can easily adapt to the 

tools and technologies (Goh & Wei, 2017). 

 

9.2  PROBLEM STATEMENT  

 

Malaysia's e-payment acceptance is increasingly widespread but Malaysians seem to be less 

active in e-payment because of certain obstacles, such as less Internet information (Goh & 

Wei, 2017). While Goh & Wei (2017) concludes that Malaysia is heading toward greater e-

payment adoption, however the majority of Malaysia's online population is still considered 

"infants" with  a limited understanding of the internet, which raises concerns about utilising 

e-payments. There are holes of information, which must be filled (Tella Adeyinka & 

Abdulmumin Isah, 2015). Since  some consumers are sceptical of the benefits of electronic 

payments cash and cheques are still physically use. 

 

Many surveys have also shown that protection and confidence  are the primary reasons 

why customers are unable to use e-payment. Abrazhevich (2001) highlighted that the setting 

and architecture of e-payment systems do not fulfil the needs and demands of consumers or 

users. The low rate of mobile payment acceptance may be attributed to a number of factors. 

Amongst these are people's concerns regarding fraud, data manipulation and theft, especially 

with regard to financial details (Mei and Aun, 2019). Indeed, according to Lee (2009), 

protection and       risk perception are two factors that prevent people from wanting to use a new 

mobile payment system. Aside from security, potential users' perceptions of the advantages 

of utilizing such a system may also inhibit the system's acceptance. It is accurate that there 

are many advantages of using the mobile payment framework. 

 

Product performance risks, financial risks, time/convenience risks, and psychological 

risks are all examples of risks associated with internet or online transactions (Mustiko Aji et 

al., 2020). If the risk is related to a deadly pandemic epidemic, such as COVID-19, the results 

are likely to be different. As previously stated, physical money poses a high risk of SARS-

Cov2 transmission. Customers' willingness to utilize non-physical money will be positively 

influenced by their perception of the threat of infectious diseases. 

One of the reasons why consumers consider Internet banking as inefficient at 
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providing them with the usability and security required to switch to this means of payment is 

a consumer impression of insufficient security design that generates an element of risk in e-

payment transactions online. A lack of "trust" in the security features supplied by e-payment 

websites, as well as third-party participation, has been recognized as a key impediment to 

adoption of these methods (Rehman et al., 2012). 

 

Many studies in the area of e-payment have been performed to date, although the bulk 

of them occurred outside of Malaysia, in the United States, Ireland, and other European 

nations. Therefore, it will  be useful to look into the factors that affect millennials in Malaysia. 

Furthermore, this research will help a few financial and banking markets or providers in 

better identifying consumer expectations and issues by utilizing electronic payments. 

Additionally, this can assist app developers or vendors in resolving  problems that users can 

encounter in an e-payment environment.  

Thus, the aim of this study is to : 

 

(i) To identify factors that influence consumer satisfaction towards the adoption of 

e- payment in Malaysia during the Covid 19 pandemic amongst millenials. 

(ii) To examine the level of satisfaction towards the adoption of e-payment among 

consumer in Malaysia during the Covid 19 pandemic amongst millennials. 

 

9.2.1 Scope of Study 

 

This research focuses on the Malaysian millennials (born between 1981 to 1996)  who are are 

mostly already working and have a fixed income that can affect the habit of buying using e-

payment. 

 

9.3 LITERATURE REVIEW 

 

9.3.1   Defnition of E-Payment 

 

The usage of technology in modern banking facilities, often referred to as electronic payment 

systems, improves banking efficiency by allowing different transactions to be carried out 

efficiently and reliably without compromising productivity (Fatonah et al., 2018). Any 

exchange of funds initiated by an electronic communication platform is described as an e-
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payment (Wendy Ming-Yen Teoh et al., 2013). Electronic payment, also known as e-

payment, has been more popular in recent years for making online payments (Goh & Wei, 

2017). According to Krishna & Vasantha Shanmugam, (2020), this is a virtual wallet that 

stores credit card numbers, e-cash, the owner's name, and any pertinent information such as 

address or some other information that is needed at the time of check-in on e-commerce 

pages. Electronic payment, according to the Federal Financial Institutions Examination 

Council (2010), is a modern retail payment practice in which a retailer retrieves payment 

details for products and services and enters it into an electronic template that generates 

electronic files for network delivery. 

 

E-payment involves an internet link to function. E-payment is one of the most 

important features of e-banking since it relates to financial trade (Zhang and Jasimuddin, 

2012). It may also be used as a primary payment method for e-shopping. 

 

9.3.2 Consumer Satisfaction 

 

Since the bulk of information systems are non-volitional, one of the most significant 

contingent variables involved in assessing their performance is consumer satisfaction. User 

Satisfaction (US) is the study of how much an information system (IS) interacts with its 

customers. User satisfaction is described as "an affective attitude toward a particular 

computer application by someone who interacts with the application directly," according to 

Tella Adeyinka & Abdulmumin Isah (2015). In summary, user satisfaction is a feature of 

perceived ease of use and perceived utility, and it is concluded that an information system is 

a success if consumers are completely satisfied with it. In other terms, the research on 

information system performance and satisfaction shows that system efficiency, user 

satisfaction, and system adoption or approval are common variables used to assess 

information system success. 

 

In today's marketing, customer satisfaction is a crucial idea. Customer satisfaction is 

regarded as the most significant marketing measure in many companies, owing to the fact that 

it is a major driver of customer loyalty and financial success (Geoff Fripp, 2013). Information 

on customer satisfaction, such as surveys and ratings, may assist a business in determining 

how to enhance or improve its goods and services. 
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In other words, the literature on information system success and satisfaction shows 

that system efficacy, user satisfaction, and system adoption or acceptance are frequent 

criteria used to quantify information system success. User satisfaction was selected as a 

measure of e-payment success in this research because of this. This aligns with (Tella, 

Adeyinka; Abdulmumin , Isah, 2015) who believe that any of net Benefits, (Intention to) 

Use, or User Satisfaction may be employed as a dependent construct or element of system 

success. 

 

9.3.3 Millennials 

 

Millennials, commonly referred to as Generation Y or the Net Generation, are the generation 

that comes after Generation X. Gen Y refers to the specific generation born between the 

1980's to the early 1990's. This generation is technologically-savvy as they grew up in the 

information age and prone to use the media on daily basis. It is believed to be the biggest 

group of people who utilize the Internet as a channel for payment (Muda et al., 2016). 

 

Millennials are causing global e-commerce to change. They are driving innovation in 

the digital payments market by moving away from cash. As a result, digital-driven payments 

seem to be one of the trends suitable for millennials (Yuliia Mamonova, 2019). Millennials 

are driving all forms of e-commerce habits, including shopping, money transfers, and 

everyday paying activities, according to annual Digital Payments report. 

 

9.3.4 Types of E-payment 

 

Contactless mobile payment, also known as proximity mobile payment, is where a customer 

uses their mobile device to pay for products or services at a point of sale (POS). It necessitates 

a link between the mobile computer and the merchant's payment terminal, as well as physical 

interaction with the customers. It can be seen in all face-to-face interactions with customers 

and merchants as well as unattended point-of-sale locations like vending machines (Mun et al., 

2017). 

Online credit card transfers, e-wallets, e-cash, value systems online saved, digitally 

collecting balance systems, wireless payment systems, and automated check payment systems 

make up the electronic payment structure (Fatonah et al., 2018). Credit cards, card payments, 
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debit cards, and e-money are all standard electronic payment instruments used in retail. 

 

9.3.5 Relevant Theoretical Models – Technology Acceptance Model (TAM) 

 

Fred Davis established the Technology Acceptance Model (TAM) in 1986, and it was 

designed primarily for modelling users' adoption of information systems or technologies, as 

well as new product acceptance. Davis (1989) TAM seeks to explain the overall drivers of 

technological acceptance that describe the behaviour of users via a wide variety of end-user 

and user computer technologies. Other elements, referred to as external variables in TAM, 

might impact a person's belief in a system. 

 

We utilise TAM as a starting model for the study and expand it with new 

characteristics that are significant to behavioural intention to use mobile payment services in 

order to improve the prediction of the intention to use mobile payment services in Malaysia 

while keeping the constructs from TAM. Based on the outcomes of previous studies, a 

research model is developed that consists of four constructs: perceived usefulness, perceived 

ease of use, perceived security, and perceived trust. This hypothesis development broadens 

and deepens TAM by incorporating new constructs and explaining current variables. 

 

Perceived pleasure is defined in this research as pleasurable and exploratory as a 

subjective psychological experience in the context of IT and computerised settings (Chin & 

Ahmad, 2015). The satisfaction customers have about having adopted Single platform e-

payment method may be seen by their own experiences with cards, the internet, and mobile, 

whereby they can all be performed on a single platform. Hence, pleasure is essential in this 

experiment since it must serve as a key determinant in customers' willingness to adopt the 

novelty of a single-platform e- payment system. 

 

9.3.6 Dimensions of E-Payment 

 

9.3.6.1 Perceived Ease of Use 

 

Perceived ease of usage refers to the belief that using a certain system would be effortless 

(Goh & Wei, 2017). According to Haliyana Khalid and Devika Nadarajah (2017), even 
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though a person believes the device is useful, he or she can find it difficult to use. Since 

mobile devices have certain technological shortcomings, ease of use is a key factor in the 

acceptance of mobile apps. Perceived ease of use (PEOU) relates to the degree to which an 

individual feels the device is free of physical or mental stress. For example, due to the 

limitations of mobile device features such as the limited display screen or the difficulties of 

entering information using mobile devices, a person can find using mobile payment to be 

complicated and complex. 

According to a report by (Abrazhevich, 2001), architecture is an important factor in 

achieving a stable E-Payment service and retaining gold customer service. In a nutshell, 

perceived ease of use is determined by design, service speed, security, and privacy. Users 

will be satisfied with e- payment systems if they have a decent internet connection, quick 

access to e-banking services and the ability to utilise them. As a result, it is clear that 

perceived simplicity of usage is critical in achieving customer satisfaction (Abdulrahman et 

al., 2020.) 

 

H1. There is a significant relationship between perceived ease of use and millennial 

consumer satisfaction towards e-payment during the Covid 19 pandemic 

 

9.3.6.2 Perceived Usefulness 

 

Perceived usefulness is characterized as an individual's belief that using an effective system 

would improve his or her job efficiency (Goh & Wei, 2017; Wendy Ming-Yen Teoh et al., 

2013). According to Abdulrahman, A., Muhammad, U., and Tariq (2020), perceived 

usefulness plays a critical role in improving job efficiency when a specific technology is 

adopted. It has a major impact on adoption intentions. One of the reasons for the slow adoption 

of mobile payment may be an inability to clearly communicate the benefits of using it to 

future customers. According to Haliyana Khalid and Devika Nadarajah (2017)'s diffusion 

theory, consumers are able to consider inventions if the innovations provide them with a 

distinct advantage over current solutions. 

 

This is expressed by the construct of perceived usefulness in the sense of TAM. 

According to Haliyana Khalid and Devika Nadarajah (2017), usefulness (PU) is described as 

a person's belief that using a device can help him or her perform better at work. Several 

existing research studies have looked at the impact of perceived utility on decision to use. 
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They discovered that the usefulness of mobile applications, such as personalization, ubiquity, 

localization, timeliness, and network reliability, has a significant impact on mobile commerce 

use. According to these two concepts, if a potential consumer believes that the new system 

will provide certain benefits, the customer could cultivate the desire to actually try out the 

system. Previous research by Mun et al. (2017) and Wong and Hiew (2005) showed that 

perceived utility influences mobile commerce user intention. Furthermore, expected utility is 

found to be one of the most important variables in describing consumption purpose in various 

contexts. 

 

H2. There is a significant relationship between perceived usefulness and millennial 

consumer satisfaction towards e-payment during Covid 19 pandemic. 

 

9.3.6.3 Perceived Security 

 

According to Goh & Wei (1996), security is the protection of data from unauthorised 

individuals, unlawful alterations, or destruction, as well as accidental or purposeful 

disclosure. In general, security refers to a collection of procedures and systems that 

authenticate the information source and ensure the information's integrity and privacy 

(Wendy Ming-Yen Teoh et al., 2013). Security may be divided into three categories when it 

comes to e-payments. There are three of them: system security, transaction security, and legal 

security. This is because an e- payment can only be considered secure if all stages of the 

transaction process meet the demands and security expectations of the users. It describes the 

technological features that assure connection integrity, secrecy, authentication, and non-

recognition. On this subject, the three primary security procedures used to assure secrecy, 

authentication, and integrity are encryption, digital signatures, and checksum/hash 

algorithms. 

 

Users will most likely refuse to participate in transactions if they believe the degree 

of security to be too low (Goh & Wei,1996). Users' views of security will be affected by 

clear information, particularly in security declarations. Security-policy declarations, 

declarations of data protection and privacy, and statements of security features should all be 

included in the descriptive text on security in e-payment systems to provide additional 

information to consumers. Although the security features of mobile payment systems are 
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comparable to those of traditional payment systems such as credit cards (Aydin and Burnaz, 

2016), concerns about the perceived security of mobile payment systems, rather than the real 

security, are a barrier to adoption. Fear of online cyber theft, fraud, passive confidentiality 

are the barriers that consumer resists to use the mobile wallet payment (Uzairi et al., 2021). 

 

H3. There is a significant relationship between perceived security and and millennial 

consumer satisfaction towards e-payment during Covid 19 pandemic. 

 

9.3.6.4 Perceived Trust 

 

A person's desire to embrace e-payment is also impacted by their perceived risk, resulting in 

a beneficial effect on e-payment adoption (Wendy Ming-Yen Teoh et al., 2013). Goh and 

Wei (2017) suggested that trust obtains more rewards in the result, but distrust may avert 

potentially devastating losses in the future. Users may decide whether to trust the application 

with their personal information or not. Customers' confidence in an online environment is 

critical since there is no assurance that the online seller would not engage in unpleasant, 

immoral, or opportunistic conduct such as unfair pricing, false information, personal data 

distribution, or purchasing activity without prior consent. Because of the high level of 

uncertainty and risk included in most online transactions, trust is especially important in e- 

payment. That is why, according to Kniberg (2002), trust is more vital than security. Users 

and merchants are more inclined to employ an unsecure payment system from a reputable 

firm than a safe payment system from an untrustworthy firm, according to Kniberg. 

 

H4. There is a significant relationship between perceived trust and millennial consumer 

satisfaction towards e-payment during Covid 19 pandemic. 

9.3.7 Research Hypothesis 

 

H1. There is a significant relationship between perceived ease of use and millennial 

consumer satisfaction towards e-payment during Covid 19 pandemic. 

H2. There is a significant relationship between perceived usefulness and millennial 

consumer satisfaction towards e-payment during Covid 19 pandemic. 

H3. There is a significant relationship between perceived security and millennial consumer 

satisfaction towards e-payment during Covid 19 pandemic. 

H4. There is a significant relationship between perceived trust  and millennial consumer 
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Perceived Ease of Use (H1) 

Consumer 
Satisfaction 

satisfaction towards e-payment during Covid 19 pandemic. 

 

9.3.8 Research Conceptual Framework 

 

 

 

 

 

 

 

        

Figure 1: Conceptual Framework 

 

9.4 METHODOLOGY 

 

Quantitative method using survey design will be adopted for this study as quantitative study may be 

used to discover patterns and averages, make predictions, verify causal linkages, and extrapolate 

findings to larger groups (Goundar, 2012). The target population of this research is the millennials. 

There are two reasons why millennials are chosen as target population in this study. Firstly, 

millennials consumers will be more positive in comparison with other older cohorts in terms of 

internet experience and online shopping. Millennials are also more knowledgeable on the Internet 

and technology.They have a good basic understanding of how the Internet and e-commerce work 

and are heavy mobile device users in their everyday routine and activities (Burns & Bush, 2005). 

 

Respondents who will be involved in this study are millennials (who born 1981 - 1996) living 

in Malaysia durng the Covid 19 pandemic and only among those who use e-payment as a platform 

for financial transactions of purchase. Due to the current covid 19 pandemic situation in Malaysiat, 

online questionnaire will be distributed to the respondents. Purposive sampling and snowball 

sampling will be applied in this study . The questionnaire for this research will be divided into three 

sections: Section A (demographic factors) and Section B (factors adoption) and Section C will be on 

Perceived Trust (H4) 

Perceived Usefulness (H2) 

Perceived Security (H3) 
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the level of consumer satisfaction. Questions from a previous studies will be adopted and a five-point 

Likert scale, ranging from 1 = strongly disagree to 5 strongly agree with  neutral for midpoint will be 

used for Section B and very satisfied to very dissatisfied for Section C. Descriptive analysis using 

frequencies, percentages and means will ba used to analyse section B and inferential analysis of 

correlation coefficient will be used for section C. 

 

9.5  CONCLUSION 

 

The Covid 19 pandemic crisis is changing the way people live and work, consume, and pay their bills 

. Consumers are shifting and gravitating toward digital channels, products, and services across 

categories to spend their money  because of contactless payments and convenience ,which has led 

to a surge towards digital payments and away from cash. E-payment is a non-cash transactions system 

technology that simplifies business financial transactions and has increasingly been gaining the 

attention of consumers in Malaysia, especially from millennials. However, consumer awareness of 

the benefits of e-payment are still low and traditional methods on using cash transactions are still in 

the norm. In view of the promising growth of e-payment in Malaysia and its function as a secure and 

easy-targeted payment option for the general population, this research aims to  explore the factors 

that influences consumer satisfaction towards the adoption   of e-payment from the perspectives of 

the Malaysian millennials. This study is expected to show that E-payment are performing an 

increasingly important part in public transaction activities, especially to the effectiveness and 

efficiency of transaction and security services provided by E-payment service providers.  
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