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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 
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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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