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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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