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IDENTIFYING PANDEMIC ERA CONSUMER TRENDS: SENTIMENT ANALYSIS OF 
SOCIAL MEDIA POSTS

Hafize Nurgül DURMUŞ ŞENYAPAR*

Abstract

The COVID-19 pandemic has significantly impacted consumer purchasing habits and lifestyles. This study analyzes 1,500 posts 
from Instagram, YouTube, and Facebook and found a transition towards online shopping and digital service engagement, 
focusing on convenience and safety. Positive sentiments were prevalent, indicating consumer acceptance and adaptation to 
new norms. Health and safety concerns were heightened, focusing on sanitizers, masks, and health supplements. Financial 
strategies were reevaluated, leading to increased budget-consciousness and a preference for essential goods over luxury 
items. Travel and leisure restrictions led to a preference for local and at-home alternatives, such as staycations and local 
tourism. Remote work and online education also emerged, suggesting a longer-term transformation in work and learning 
environments. Consumer commitment to sustainability and ethical consumption increased, with support for local businesses 
and eco-friendly products. This study offers insights into the evolving consumer psyche and foresight into lasting consumer 
behavior changes. 

Keywords: COVID-19, Consumer behaviors, Online shopping, E-commerce, Lifestyle changes.

PANDEMİ DÖNEMİ TÜKETİCİ TRENDLERİNİN BELİRLENMESİ: SOSYAL MEDYA 
GÖNDERİLERİNİN DUYGU ANALİZİ

Öz

COVID-19 salgını, tüketicilerin satın alma alışkanlıklarını ve yaşam tarzlarını önemli ölçüde etkilemiştir. Instagram, YouTube ve 
Facebook’taki 1.500 gönderinin analiz edildiği bu çalışmada, kolaylık ve güvenliğe odaklanan online alışveriş ve dijital hizmet 
katılımına doğru bir kayma tespit edilmiştir. Tüketicilerin yeni normları kabul ettiğini ve bunlara uyum sağladığını gösteren 
olumlu duyguların yaygın olduğu tespit edilmiştir. Sağlık ve güvenlik kaygıları artmış, dezenfektanlar, maskeler ve sağlık 
takviyelerine odaklanılmıştır. Finansal stratejiler yeniden değerlendirilmiş, bütçe bilinci artmış ve lüks ürünler yerine temel 
malların tercih edilmeye başlanmıştır. Seyahat kısıtlamaları ve boş zaman kısıtlamaları, konaklamalı tatil ve yerel turizm gibi 
yerel ve evde alternatiflerin tercih edilmesine yol açmıştır. Uzaktan çalışma ve çevrimiçi eğitim, uzun vadeli bir dönüşüme 
işaret etmektedir. Tüketicilerin sürdürülebilirlik ve etik tüketime olan bağlılığı, yerel işletmelere ve çevre dostu ürünlere verilen 
destekle birlikte artmıştır. Bu çalışma, değişen tüketici psikolojisine dair içgörüler ve kalıcı tüketici davranışı değişikliklerine dair 
öngörüler sunmaktadır.

Anahtar kelimeler: COVID 19, Tüketici davranışları, Online alışveriş, E-ticaret, Yaşam tarzı değişiklikleri.
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1.INTRODUCTION

Amidst the COVID-19 pandemic, individuals underwent significant alterations in their everyday routines, 
including modifications in their shopping behaviors influenced by multiple causes (Haleem et al., 2020). Initially, 
implementing lockdowns and social distancing protocols significantly increased online buying as individuals 
aimed to limit face-to-face interactions and decrease the likelihood of being exposed to the virus (Prati & Mancini, 
2021). The shift to e-commerce was made more accessible by closing non-essential physical stores, which 
compelled consumers to embrace digital platforms for their shopping needs (Dianda & Pandin, 2021; Galhotra 
& Dewan, 2020; Liu, 2021). In addition, apprehensions regarding possible scarcities and interruptions in the 
distribution network encouraged individuals to accumulate necessary things, resulting in panic purchasing and 
hoarding behaviors (Cohen & Rodgers, 2020; Hobbs, 2020; Sen-Crowe et al., 2021). Furthermore, the economic 
repercussions of the pandemic, including unemployment and financial instability, prompted individuals to adopt 
a more frugal approach and actively pursue cost-effective purchases (Cassells et al., 2020; Murray & Olivares, 
2020). Moreover, changes in lifestyle and objectives, such as a heightened emphasis on health and hygiene, have 
impacted consumer preferences towards items such as cleaning supplies, personal protection equipment, and 
health-related products (Debata et al., 2020). The pandemic precipitated a multifaceted interaction of elements, 
encompassing public health considerations, economic constraints, and shifts in lifestyle, which profoundly 
modified individuals’ purchasing behaviors throughout this timeframe. Consumer purchasing habits are 
multifaceted and influenced by various factors, ranging from personal preferences to broader economic trends (Di 
Pietro & Pantano, 2012; Safitri, 2018; B. J. Ali & Anwar, 2021; Gu et al., 2021). At the individual level, factors such 
as income, age, gender, and cultural background play a significant role. While younger consumers often prioritize 
purchases that align with their lifestyle and identity, such as fashion and technology, older consumers might 
focus more on health and wellness products (Joung, 2014; Koskinen et al., 2017). Economic factors, including 
income levels and employment status, significantly shape purchasing habits (Rydell, 2021). In times of economic 
prosperity, consumers are more likely to indulge in luxury items and nonessential goods. Conversely, during 
economic downturns, there is a noticeable transition towards more budget-conscious spending, emphasizing 
essentials and value-for-money purchases (Khan et al., 2020; Morgeson et al., 2020). Technological advancements 
have also revolutionized consumer purchasing habits. The rise of e-commerce platforms has made shopping more 
convenient and accessible, increasing online purchases across various product categories (B. J. Ali, 2020). Social 
media and digital advertising have become powerful tools for influencing consumer decisions, often swaying 
them toward trend-driven purchases (Pop et al., 2022). Environmental and ethical considerations increasingly 
influence consumer behavior (Trudel, 2019). A growing market segment prefers sustainable, eco-friendly, and 
ethically produced goods, reflecting a broader societal transition toward environmental consciousness (Tandon 
et al., 2020; Yue et al., 2020). Psychological factors like branding and advertising play a crucial role as well. Brands 
that successfully establish a solid emotional connection with their audience often see greater customer loyalty 
and spending (Handriana et al., 2020; Hameed et al., 2021). Similarly, promotional strategies such as discounts, 
limited-time offers, and loyalty programs can effectively drive sales by creating a sense of urgency or rewarding 
repeat purchases (Yeon et al., 2019; Hoenink et al., 2020; Rahman et al., 2020; Wu et al., 2021). In addition, 
cultural and societal trends cannot be overlooked. 

Global events, cultural transitions, and political changes can significantly influence consumer behavior. The 
COVID-19 pandemic has significantly impacted consumer behavior, necessitating an examination of various 
external factors such as government interventions, technological advancements, and the pervasive influence 
of social media. Consequently, businesses have been compelled to integrate digital transformations into their 
marketing strategies to adapt to the evolving view (Cruz Cárdenas et al., 2021). The advent of the COVID-19 
pandemic has brought about a significant reconfiguration of the notion of sustainability, as it has engendered 
far-reaching disruptions across various areas such as commerce, health and safety, supply chains, labor force 
dynamics, cash flow management, consumer demand patterns and marketing strategies (Hakovirta & Denuwara, 
2020). The COVID-19 pandemic led to a surge in online shopping and an increased focus on health and safety 
products (Laato et al., 2020; Peña García et al., 2020). The COVID-19 pandemic has profoundly impacted consumer 
purchasing habits, reshaping them significantly. One of the most immediate effects was the transition toward 
online shopping (Koch et al., 2020). As lockdowns and social distancing measures were implemented worldwide, 
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consumers increasingly turned to E-commerce platforms for essential and nonessential goods (Khayru, 2021; 
Erjavec & Manfreda, 2022). This transition reflected a necessity due to physical store closures and a preference 
for the perceived safety of online shopping. There was also a notable change in the types of products consumers 
prioritized. Spending on travel, dining out, and entertainment drastically declined due to restrictions and 
safety concerns (Moon, 2020; Shamshiripour et al., 2020; Zhong et al., 2021). Conversely, there was a surge 
in demand for products related to home life, such as home office equipment, home improvement items, and 
leisure goods like books, games, and workout equipment (Fadinger & Schymik, 2020; Relihan et al., 2020). This 
trend indicates that consumers adapt their lifestyles to spend more time at home. Another significant trend was 
the increased focus on health and wellness products. Items such as face masks, hand sanitizers, vitamins, and 
health supplements saw unprecedented demand (Berardi et al., 2020; Çimke & Yıldırım Gürkan, 2021; Das et al., 
2022). This transition reflected a broader awareness and concern for health and hygiene after the pandemic. The 
pandemic also accelerated the adoption of contactless payments and digital wallets (Kee et al., 2022; Puriwat 
& Tripopsakul, 2021; Shishah & Alhelaly, 2021). Concerns over virus transmission through physical cash led to 
a preference for these safer, more hygienic payment methods. This transition will likely have lasting effects on 
how consumers approach transactions in the future. Grocery shopping habits transformed as well. There was a 
marked increase in the use of online grocery services and a preference for stockpiling essential items, reflecting 
concerns about supply chain disruptions and the desire to minimize shopping frequency (Grashuis et al., 2020; 
Tyrväinen & Karjaluoto, 2022). Sustainability and ethical considerations also came into sharper focus. The 
pandemic highlighted vulnerabilities in global supply chains and the importance of supporting local businesses, 
leading to a rise in conscious consumerism. Many consumers started preferring products that were locally 
sourced, ethically made, and environmentally friendly (Dua et al., 2020; Abhari et al., 2021). Psychologically, 
the pandemic induced a sense of uncertainty and economic concern, leading to more cautious spending habits 
(Kämpfen et al., 2020). Consumers became more budget-conscious, seeking value for money and prioritizing 
essentials over luxury items. The COVID-19 pandemic dramatically altered consumer purchasing habits. The 
transition to online shopping, changes in product priorities, heightened health and hygiene awareness, adoption 
of digital payment methods, modifications in grocery shopping behavior, increased focus on sustainability, and 
a more cautious spending approach are some of the critical changes that have reshaped the consumer view, 
with many of these trends likely to have lasting effects beyond the pandemic. This study searches into two 
critical aspects of consumer behavior transformations triggered by the COVID-19 pandemic: the online shopping 
experience and transitions in priorities and lifestyle changes. 

The pandemic has significantly perturbed consumer behavior, leading to a notable redistribution of 
consumption patterns across various categories. Moreover, this unprecedented crisis has expedited the transition 
from traditional offline modes of consumption to online behavior, profoundly impacting marketing strategies 
and policies (Hoekstra & Leeflang, 2020). The pandemic has accelerated the transition to E-commerce and 
fundamentally altered consumer lifestyles and priorities. The online shopping experience has become the norm, 
with consumers relying heavily on digital platforms for essential and nonessential purchases. This transition is 
coupled with significant changes in lifestyle priorities, with an increased focus on health, home-centric products, 
and a general reevaluation of what consumers deem essential. These changes represent a substantial departure 
from pre-pandemic consumer behaviors and attitudes. The advent of the COVID-19 pandemic has engendered 
a notable transformation in societal attitudes toward consumerism, explicitly manifesting as a transition from 
materialistic inclinations to a more spiritually oriented consumer mindset. This paradigmatic alteration can 
significantly influence the future trajectory of business models in the post-pandemic era (Mehta et al., 2020).

The consumer behavior patterns observed during the COVID-19 crisis resemble those witnessed in previous 
societal upheaval instances. Notably, the media has emerged as a potent force in shaping and molding these 
behaviors, exerting a substantial influence on individuals’ decision-making processes (Loxton et al., 2020). 
Furthermore, the COVID-19 pandemic has impacted online advertising and its correlation with consumer 
behavior. This is particularly evident in the crucial role that social media and mass media play in influencing the 
behaviors of consumers during the acute crisis (Gopalakrishnan & Gopalakrishnan, 2022).

The COVID-19 pandemic has significantly influenced consumer behavior, resulting in notable transitions in 
E-commerce sales and heightened engagement with social media platforms (Argyropoulou et al., 2023). As a 
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prominent platform within the digital view, social media presents significant avenues for influencing human 
behaviors and concurrently facilitating the observation of resultant effects. This study used sentiment analysis to 
evaluate consumer emotions and attitudes regarding e-commerce and lifestyle priorities. Sentiment analysis, a 
form of natural language processing, was used to analyze online consumer reviews, social media conversations, 
and survey responses to understand the depth of consumer sentiments towards the online shopping experience 
and their evolving lifestyle priorities during the pandemic (Manguri et al., 2020; Alamoodi et al., 2021). Sentiment 
analysis in this context can reveal consumer emotions and perceptions (Harba et al., 2021:). The online shopping 
experience can uncover feelings ranging from satisfaction and trust to frustration and distrust, highlighting 
areas of strength and opportunities for improvement in E-commerce. Regarding transitions in lifestyle priorities, 
sentiment analysis can expose how consumers emotionally relate to changes in their daily lives, such as increased 
health consciousness, home investment, or altered work-life balance. These insights can inform how businesses 
adapt to these new consumer needs and preferences. These topics were chosen due to their significant impact 
on consumer behavior during the COVID-19 pandemic. 

Understanding the online shopping experience is crucial for businesses aiming to optimize their E-commerce 
strategies in a digitally dominated market. Similarly, insights into transitions in lifestyle priorities can guide 
companies in aligning their product offerings and marketing strategies with the evolved needs of their consumers. 
This study offers valuable benefits, including providing businesses with data-driven insights to enhance customer 
satisfaction, helping them to stay relevant in a rapidly changing market, and contributing to the academic 
literature by documenting a unique transition in consumer behavior during an unprecedented global event.

This study aims to comprehensively investigate the transitions in consumer behavior triggered by the 
COVID-19 pandemic, with a dual focus on the online shopping experience and transitions in lifestyle priorities. 
The objectives are twofold: first, to understand how the pandemic has reshaped the online shopping view, 
and second, to explore consumers’ evolving priorities and lifestyles. This research holds significant importance 
as it searches into the unprecedented changes brought about by the pandemic, offering valuable insights 
for businesses and contributing to the academic discourse on consumer behavior during a global crisis. A 
methodologically rigorous approach was employed to achieve these objectives. Social media content, a rich 
source of real-time consumer sentiments, was analyzed using Brandmentions, an advanced API-based web 
service known for its comprehensive data aggregation capabilities. Facebook, Instagram, and YouTube were 
selected for analysis, aiming to capture diverse demographic sentiments. Despite constraints on historical 
data, the study focused on current data, utilizing specific keywords to extract relevant posts, and conducting 
a combination of quantitative and qualitative analyses. Ethical guidelines were strictly followed, ensuring the 
anonymity and privacy of individuals. The methodology provides a snapshot of prevailing sentiments. It lays the 
groundwork for future research, advocating for comparative analyses across different pandemic phases and 
encouraging the exploration of innovative data extraction techniques to overcome current limitations. Through 
its methodological rigor, this study aims to contribute valuable insights for businesses navigating the evolving 
view of consumer behavior and for researchers seeking a nuanced understanding of the lasting impact of the 
pandemic on consumer sentiments and shopping behaviors.

2.METHODOLOGY

To understand the evolving consumer sentiment in the wake of the COVID-19 pandemic, this study 
employed a targeted analysis of social media content using Brandmentions, an advanced API-based web service 
renowned for its comprehensive data aggregation capabilities. BrandMentions is a cutting-edge Social Mention 
tool designed expressly to meet the ever-changing needs of social media search. It functions as a thorough 
aggregator, gathering user-generated content from multiple social media networks into a unified and easily 
accessible stream of information. Combining this data allows for a thorough examination and representation 
of user activity patterns, providing an essential understanding of audience emotions, preferences, and trends. 
BrandMentions is primarily designed for social media monitoring, enabling organizations and people to efficiently 
monitor and evaluate the online conversations related to their brand in real time. Through monitoring mentions, 
engagements, and sentiment analysis, users may thoroughly comprehend how their brand is regarded and 
discussed on various online platforms. This enables them to make informed decisions and engage in strategic 
planning for their brand (Kubovics et al., 2021). 
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A total of 1,500 social media posts were gathered from prominent sites, namely Facebook, Instagram, and 
YouTube, on November 25, 2023. These platforms were selected based on their extensive adoption among 
diverse demographic segments, with a strategic intent. Facebook and YouTube, predominantly utilized by 
individuals aged 25-34, provide valuable insights into the viewpoints of older age groups. In contrast, Instagram, 
mostly used by those between 18 and 24, offers excellent insights into the preferences and habits of younger 
demographics (Statista, 2023b, 2023a, 2024).  The selection of these platforms was driven by the aim to capture 
a broad spectrum of consumer sentiments. With its visual-centric content, Instagram offers unique insights into 
consumer lifestyles and purchasing experiences. As a platform for long-form video content, YouTube provides 
detailed consumer opinions and narratives. Facebook’s diverse content formats make it a comprehensive source 
for understanding a wide range of public sentiments.

Given the constraints of accessing historical data due to recent restrictions imposed by social media companies 
(e.g., X’s policy changes), this study focused exclusively on current data. The keywords “Covid-19”, “Market,” 
“Shopping,” “Purchase,” “Buy,” “Order,” and “Lifestyle” were used to extract relevant posts, aiming to identify 
trending topics and prominent sentiments during the pandemic. The social media posts were analyzed with the 
help of random posts shared in 2023 using specific keywords. The analysis of social media posts associated with 
keywords associated with the pandemic would shed light on the effects of the pandemic on consumer shopping 
habits and the potential long-term consequences of this change.

It is important to note that this study did not include such a comparison due to the unavailability of historical 
data from the utilized API service. Instead, the research concentrated on trend analysis during the pandemic to 
discern prevailing consumer behaviors and sentiments.

A combination of quantitative and qualitative methods was used to analyze the posts. The frequency of related 
keywords in posts highlighted by the designated keywords was quantitatively analyzed to evaluate consumer 
engagement regarding the pandemic. Posts’ feelings were qualitatively classified as positive or negative using 
Brandmentions’ sentiment analysis techniques. This dual method, offering contextual richness and statistical 
insights, made the data more deeply understood.

This study strictly adhered to ethical guidelines for social media research, ensuring the anonymity and privacy 
of individuals in the data collection and analysis processes. No personally identifiable information was used or 
collected at any stage. Other important details are listed below:

-	 Justification of Platform Selection: The rationale for selecting Facebook, Instagram, and YouTube was 
based on their high usage and appeal to diverse demographic segments, thus providing a comprehensive view of 
consumer sentiment across age groups.

-	 Data Collection Limitations: The study acknowledges the limitation of not including a pre-pandemic 
comparative analysis due to the unavailability of historical data from social media platforms and the restrictions 
on data extraction processes imposed by social media owners.

-	 Focus on Current Data: The research was designed to analyze current data to identify dominant themes 
and sentiments during the pandemic, using specific keywords related to consumer behavior and market trends

3.RESULTS AND DISCUSSION

Sentiment analysis was conducted to evaluate public sentiment regarding the impact of COVID-19 on shopping 
behaviors and lifestyle changes. The study utilized social media platforms, Facebook, Instagram, and YouTube, 
to collect user posts, harnessing these platforms’ vast and diverse user bases to provide a broad and varied 
perspective. The search terms “Covid-19”, “Market,” “Shopping,” “Purchase,” “Buy,” “Order,” and “Lifestyle” 
were employed to find relevant content to identify popular themes and emotions during the pandemic. These 
posts collectively garnered 5,521 likes and 12,255 shares, indicating high engagement and relevance among 
social media users, as seen in Figure 1.
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Figure 1: The Primary Conclusions Drawn from The Mentions

 Of these posts in Figure 1, 1132 were classified as positive, while 368 were negative, as given in Figure 2. 
This indicates a predominantly positive sentiment among social media users regarding how they adapted their 
shopping and lifestyle habits in response to the pandemic. 

Figure 2: An Emotional Examination of Mentions

The distribution of posts across platforms, given in Figure 3, was as follows: 39% from Instagram, 31% from 
YouTube and 30% from Facebook. The predominance of Instagram posts, known for their visually oriented and 
lifestyle-focused content, aligns well with the nature of the study. It suggests that users on Instagram were 
more actively engaged in sharing experiences and perspectives related to lifestyle changes during the pandemic. 
YouTube’s second-highest contribution reflects the platform’s role in providing a space for detailed, narrative-
driven content, often encompassing shopping experiences and lifestyle vlogs. Facebook’s equal share highlights 
its continued relevance as a platform for a more diverse demographic to share and discuss their pandemic 
experiences. The high number of shares relative to likes could indicate that the content generated strong reactions 
that users were compelled to share within their networks, possibly to inform or support others navigating similar 
experiences. This aspect underscores the communal aspect of social media during challenging times.
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Figure 3. Platforms Analyzed

3.1.Word Cloud Analysis

This study also employed word cloud analysis to visualize the frequency and prominence of specific terms within 
the dataset of social media posts concerning consumer behaviors during the COVID-19 pandemic. The word cloud 
revealed a constellation of terms that map the consumer view during this period. Central to this view are ‘online 
shopping’ and ‘E-commerce,’ reflecting a pivot to digital platforms as consumers seek alternatives to traditional 
in-store purchases. The prominence of ‘delivery times,’ ‘contactless delivery,’ and ‘free shipping’ understates the 
heightened value placed on efficient and safe delivery options, aligning with public health directives and personal 
safety preferences. Moreover, health-related items such as ‘sanitizers,’ ‘masks’ and ‘disinfectants’ dominated 
the discourse, indicating a collective prioritization of health and hygiene products. ‘Health supplements’ 
and ‘online groceries’ also featured heavily, focusing on maintaining health and well-being through diet and 
nutrition. The consumer transition towards practicality and preparedness is further exemplified by the terms 
‘stockpiling’ and ‘food delivery,’ reflecting the impulse to secure essential goods center uncertainty. Additionally, 
‘local produce’ emphasizes a community-oriented approach, likely driven by a desire to support local businesses 
and ensure food security. Economic factors play a significant role, as indicated by the presence of ‘budgeting,’ 
‘luxury goods,’ ‘essential items,’ and ‘financial constraints.’ These terms reveal the financial recalibration that 
consumers have undergone, balancing between necessary expenses and discretionary spending in the face of 
economic instability. The pandemic’s impact on leisure and lifestyle is visible in the prevalence of terms such as 
‘streaming services,’ ‘home workout,’ ‘gaming,’ and ‘do-it-yourself projects,’ illustrating the search for at-home 
entertainment and self-improvement during lockdowns. The work-life sphere has been similarly transformed, 
evidenced by ‘remote work,’ ‘home office,’ ‘online education,’ and ‘homeschooling,’ highlighting the massive 
transition to virtual environments for professional and educational purposes. An environmental and ethical 
undercurrent is captured by ‘sustainable products,’ ‘eco-friendly,’ and ‘support local,’ suggesting a conscientious 
consumer mindset that values sustainability and community resilience. Finally, ‘travel restrictions,’ ‘staycations,’ 
and ‘local tourism’ signal the adaptations in travel habits as consumers navigated the limitations imposed on 
mobility and sought alternative forms of recreation closer to home. The word cloud analysis, also given visually 
in Figure 4, provides a vivid illustration of the multifaceted impact of COVID-19 on consumer purchasing habits 
and lifestyles. It reflects a complex interplay of health concerns, economic adjustments, transitions in work and 
education patterns, and a redefined engagement with leisure, underscoring the pandemic’s role as a catalyst for 
profound behavioral change.
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Figure 4: Word cloud analysis

3.2. Trend Analysis and Interpretation of Findings

The COVID-19 pandemic has significantly impacted online shopping and lifestyle. The closure of physical stores 
and the need for safe shopping options have led to a surge in online and mobile sales (Vorapongpisut, 2020). 
Consumers’ behavioral intention to shop online has been influenced by perceived severity and vulnerability to 
COVID-19, propensity for self-isolation, and subjective norms. Additionally, the convenience and ease of use of 
online shopping platforms have been crucial in shaping consumers’ purchasing behavior during the pandemic 
(Müller Pérez et al., 2023; Yee et al., 2023). Interpersonal influences and electronic word of mouth have also 
been found to affect consumers’ intention to buy online products and services (Prasad & Mitra, 2022). The 
growth of E-commerce, particularly in the beauty sector, has been accelerated by the increasing number of 
online shopping users during COVID-19. Overall, the pandemic has transitioned consumer behavior, with more 
reliance on online shopping for various needs and necessities. The forthcoming trend analysis, predicated upon 
the empirical findings of this investigation, illuminates the profound ramifications of the COVID-19 pandemic on 
the intricate tapestry of consumer behavior and lifestyles.

3.2.1.Rise of E-commerce and Digital Services

The ascent of E-commerce and digital services marks a significant transformation in consumer behavior, 
profoundly influenced by the advent of the COVID-19 pandemic. The COVID-19 pandemic expedited the 
transition toward online grocery purchasing (Duffy et al., 2022). The word cloud analysis of this study underscores 
this transition, with ‘online shopping,’ ‘E-commerce,’ and ‘online groceries’ emerging as focal points, painting 
a picture of a consumer base that has increasingly turned to the digital area for its purchasing needs. This 
pivot is not merely a matter of preference but a response to the unprecedented circumstances that have 
necessitated minimizing physical interactions. Online purchasing, commonly called e-shopping or e-commerce, 
has significantly expanded recently. However, online sales experienced a remarkable surge during the COVID-19 
pandemic (Ma et al., 2022; Patwary & Khattak, 2022). ‘Online shopping’ has burgeoned, with consumers seeking 
the breadth of selection and the convenience of home delivery that online platforms offer. ‘E-commerce’ has 
become the backbone of retail, with traditional brick-and-mortar stores rapidly expanding their online presence 
or, in some cases, transitioning entirely to digital storefronts to meet this new demand. Moreover, the surge 
in ‘online groceries’ indicates a foundational change in even the most basic consumer needs, such as food 
shopping, showing trust in digital platforms to reliably deliver fresh produce and staples. The pandemic has 
significantly influenced consumer behavior, leading to a substantial surge in online shopping activity (Espinoza 
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et al., 2021). The emphasis on ‘delivery times’ reflects consumers’ expectations for prompt service, highlighting 
how the value proposition of e-commerce is about availability and efficiency. In the context of a pandemic, 
where every excursion carries risk, the ability to receive goods promptly is not just a convenience but a safety 
measure. ‘Contactless delivery’ further amplifies this sentiment, as it addresses the health and safety concerns 
that have become paramount. ‘Free shipping’ has emerged as a significant enticement in the online shopping 
experience, often tipping the balance in consumers’ decision-making processes. It alleviates the perceived extra 
cost of online purchasing and positions E-commerce as a cost-effective alternative to in-store shopping. 

3.2.2.Health and Safety Prioritization

The COVID-19 pandemic has brought about an unprecedented focus on health and safety, with personal 
protective equipment and hygiene products becoming integral to daily life. The apprehension of illness 
prompted an increased prevalence of online purchasing for food and medicinal items (Nguyen et al., 2021). 
The word cloud analysis conducted for this study reflects this paradigm transition, with terms like ‘sanitizers,’ 
‘masks,’ ‘disinfectants,’ and ‘health supplements’ dominating social discourse. These keywords are more than 
mere products; they represent a collective awareness and proactive stance towards health and safety, which has 
become deeply ingrained in consumer behavior. The COVID-19 pandemic has precipitated a scarcity of personal 
protective equipment (PPE), thereby instigating a surge in panic-driven consumer behavior characterized by 
stockpiling and an increased dependence on private philanthropic contributions and electronic commerce 
platforms (Ippolito et al., 2020). The advent of the COVID-19 pandemic has precipitated a notable transition in 
consumer behavior, particularly their heightened emphasis on hygienic necessities and a concomitant reduction 
in impulsive purchases of personal care items (Soudi & Bouallala, 2020). ‘Sanitizers’ have transitioned from 
convenience to a necessity, carried by individuals as faithfully as their wallets and phones. Similarly, ‘masks’ 
have become a universal symbol of the times, serving as both a protective barrier and a public health message. 
‘Disinfectants’ have also seen a surge in use, with households and businesses rigorously incorporating them 
into cleaning routines to create safe environments. The heightened demand reflects an acute consciousness 
of surface transmission risks and a commitment to eliminating them. ‘Health supplements’ have witnessed a 
parallel rise, buoyed by a focus on immunity boosting and wellness. This trend has been propelled by the desire 
for proactive health management, particularly fortifying the body’s defenses.

3.2.3.Supply Chain and Shopping Habits

The advent of the COVID-19 pandemic brought about a significant transformation in the dynamics of supply 
chains and consumer purchasing behaviors, as indicated by the prevalence of terms such as ‘stockpiling,’ 
‘food delivery,’ and ‘local produce’ as corroborated by the findings of this research. These terms encapsulate 
a multifaceted response to the challenges posed by the pandemic, highlighting a significant alteration in how 
consumers approach acquiring goods. The COVID-19 pandemic has undeniably substantially impacted online 
buying and lifestyle. Research has indicated that the perceived seriousness of the pandemic has resulted in 
atypical buying patterns, as individuals experience a sense of urgency to make preparations for quarantine or 
other situations that disrupt their usual way of life (Laato et al., 2020). ‘Stockpiling’ became a common practice 
as uncertainties about the duration and impact of the pandemic mounted. Consumers began purchasing goods 
in larger quantities, driven by precautionary motives and the fear of potential shortages. This behavior was 
particularly noticeable in the early stages of the pandemic when images of empty shelves and reports of supply 
disruptions were frequent. Fear appeal, specifically about health and economic concerns, has significantly 
impacted consumer behavior, thereby influencing conventional and digital shopping practices in the context 
of the ongoing COVID-19 pandemic (Eger et al., 2021). Stockpiling extended beyond essential commodities like 
toiletries and non-perishable foods to include a broader array of goods, from medical supplies to shelf-stable 
groceries. The COVID-19 pandemic has brought to the forefront a significant issue about the scarcity of medical 
protective equipment. This scarcity has, in turn, triggered a series of behavioral responses among individuals 
characterized by impulsive buying tendencies. These tendencies are primarily driven by two critical psychological 
factors: the fear of missing out and the bandwagon effect (Zhang et al., 2022). This trend has had complex 
implications for supply chains, with sudden spikes in demand leading to challenges in inventory management 
and distribution logistics. The phenomenon of panic buying witnessed during the COVID-19 pandemic can be 
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understood through the lens of social sciences, particularly by examining the interplay of internal and external 
factors. This behavior has resulted in several consequences, including price hikes, product shortages, heightened 
dissatisfaction, and an overall increase in utility for specific individuals (Md. et al. et al., 2022). 

The COVID-19 pandemic has substantially influenced consumer behaviors, resulting in a notable surge in 
demand for online food delivery services (Chaiongart et al., 2021). ‘Food delivery’ services, which are among the 
findings of this research, have experienced exponential growth as consumers sought to reduce the frequency and 
need for physical shopping excursions. With health authorities recommending social distancing, food delivery 
became a convenience and public health measure. The COVID-19 pandemic has precipitated a surge in the 
consumption of locally sourced items, primarily driven by heightened apprehensions surrounding food safety. 
This trend has been further bolstered by the widespread adoption of online grocery shopping platforms, panic 
buying, and the stockpiling of food supplies (El Bilali et al., 2021). The observed patterns of consumer behavior 
center the COVID-19 crisis demonstrate a remarkable resemblance to the behavioral responses witnessed in 
previous instances of societal upheaval, characterized by panic purchasing and the adoption of herd mentality 
(Loxton et al., 2020). The term ‘Local produce’ underscores a parallel trend where consumers, perhaps wary of 
the fragility of global supply chains, have shown a renewed interest in sourcing food locally.  This turn towards 
localism has been part of a broader desire to support community businesses, reduce environmental impact, and 
ensure the freshness and quality of produce. The emphasis on local sourcing has provided economic support to 
local farmers and producers and fostered a sense of community resilience. It may also reflect a strategic consumer 
response to potential global supply chain vulnerabilities, such as those caused by international shipping delays 
or export restrictions. The pandemic has catalyzed a deeper examination of how societies sustain themselves, 
manage resources, and build more resilient systems capable of withstanding future crises.

3.2.4.Economic Adaptation

The COVID-19 pandemic has engendered profound and enduring alterations in human behavior, thereby 
instigating consequential transformations in consumer patterns. The pandemic  has the potential to induce 
enduring alterations in consumer characteristics, purchasing behaviors, global interdependencies, and 
psychographic tendencies, thereby exerting an influence on marketing endeavors (Zwanka & Buff, 2021). The 
economic upheaval brought on by the COVID-19 pandemic has led to significant economic adaptation for 
consumers worldwide. As job security wavers and the global economy reels from the impact of widespread 
lockdowns and business disruptions, the terms ‘budgeting,’ ‘luxury goods,’ ‘essential items,’ and ‘financial 
constraints’ have become increasingly prevalent in social media conversations analyzed for this study, indicative 
of a transition in consumer spending behaviors. ‘Budgeting’ has emerged as a critical strategy for households as 
individuals and families navigate financial uncertainty. The COVID-19 pandemic has precipitated a discernible 
decline in household expenditure and a concomitant rise in savings (Waliszewski & Warchlewska, 2021). The 
increased focus on budgeting reflects a collective effort to manage finances more prudently, reduce unnecessary 
expenditures, and allocate resources toward sustaining livelihoods over an indefinite period of economic 
instability. In tandem with the trend towards careful financial planning is the redefinition of ‘luxury goods’ 
and ‘essential items.’ Consumers exhibited reduced price sensitivity and were more willing to pay a premium 
(Rahmani & Kordrostami, 2023:481 492). The heightened risk perception concerning the COVID-19 pandemic 
is positively associated with an increased willingness to pay (WTP) for a range of commodities. This inclination 
can be attributed to the emotional experience of awe and the perceived loss of control that individuals may 
experience in this public health crisis (O. Li & Qian, 2022).

The pandemic has prompted consumers to reconsider what they classify as necessities. There has been 
a discernible pivot away from luxury and discretionary items, often associated with personal indulgence or 
status symbols, in favor of essential goods, products, and services that meet basic needs and support remote 
working and living environments. This transition is less about asceticism and more about recalibrating spending 
to align with a ‘new normal’ prioritizing health, well-being, and security over luxury and leisure. The term 
‘financial constraints’ understates the challenges many consumers face as they grapple with reduced incomes 
or unemployment. The COVID-19 pandemic has engendered notable transitions in consumer behavior, wherein 
the prevailing sentiments of anxiety and fear have exerted discernible influences on the consumption patterns 
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of essential goods. At the same time, the prevalence of depression has been observed to impact the acquisition 
of nonessential commodities (Crosta et al., 2021). The prevalence of heightened health-related concerns has 
transformed internet buying into a means of deriving pleasure, while the dread of COVID-19 has amplified the 
need for indulgent spending (Masmoudi, 2021). 

This period of economic adaptation also blurs the lines between luxury and essential items, with some 
previously considered luxury goods being reclassified as essentials due to their perceived value in enhancing the 
quality of life during lockdowns. For example, once seen as a luxury, tech gadgets are now essential for staying 
connected, working from home, or facilitating online learning. The term ‘budgeting’ reflects an immediate 
response to financial pressures and signifies a potential long-term transition in consumer values and behaviors, 
with a greater emphasis on financial literacy and resilience. The reticence to spend on ‘luxury goods’ may not 
entirely reverse even as economic conditions improve, suggesting a possible lasting change in consumer attitudes 
towards consumption. 

3.2.5.Adaptation to Home-Centric Living

The ongoing COVID-19 pandemic has precipitated a notable transformation in consumer behavior, particularly 
in home cooking, cultivating healthy lifestyles, and prioritizing safety. Concurrently, this unprecedented global 
health crisis has significantly impacted individuals’ psychological well-being, leading to heightened tension and 
unease within retail environments (Mykytenko et al., 2021). The COVID-19 pandemic has precipitated a surge in 
the need for cost-effective alternatives to meet individuals’ daily needs. This heightened demand for affordable 
substitutes encompasses a wide range of essential goods. At the same time, the specific desire for wellness and 
entertainment products is contingent upon the occupational and socioeconomic circumstances of consumers 
and their families (Das et al., 2022). The COVID-19 pandemic has precipitated a sweeping transition to home-
centric living, a trend captured by the increased mention of terms such as ‘streaming services,’ ‘home workout,’ 
‘gaming,’ and ‘do it yourself projects’ in social media posts as revealed in this study. This transition is emblematic 
of a broader reconfiguration of domestic life as individuals and families adapt to spending more of their daily 
lives within the confines of their homes. 

The popularity of ‘Streaming services’ has experienced a rapid and significant increase. At the same time, 
conventional modes of entertainment, including cinemas, theaters, and live events, have become inaccessible 
owing to lockdowns and social distancing tactics. The home has transformed into a multimedia hub, with 
streaming becoming the central entertainment artery, delivering diverse content ranging from movies and series 
to documentaries and live performances. The personalization of media consumption, with on-demand access 
and many choices, has redefined the entertainment view, making it more tailored and intimate. 

The imposition of home confinement measures in response to the COVID-19 pandemic has been found 
to have adverse effects on various aspects of individuals’ lifestyles. Specifically, physical activity levels have 
declined, while daily sitting time and unhealthy eating behaviors have increased. However, it is worth noting 
that there has been a significant decrease in the prevalence of alcohol binge drinking during this period (Ammar 
et al., 2020). The present study reveals that engaging in regular fitness routines within the confines of one’s 
home during the lockdown period has elicited a gradual augmentation in positive self-perception and motivation 
among individuals. This phenomenon has been found to play a pivotal role in assisting individuals in surmounting 
psychological challenges and addressing concerns about physical fitness (Kaur et al., 2020). Therefore, ‘Home 
workout’ has become a staple in many people’s routines, with the closure of gyms and fitness centers prompting 
individuals to seek alternative ways to maintain their physical health. Social media platforms have burgeoned 
with live-streamed classes, fitness challenges, and a surge in the purchase of home exercise equipment. This 
pivot to home fitness reflects a desire to stay physically active and a wider recognition of the importance of 
health and well-being, particularly in a health crisis. The sphere of ‘gaming’ has expanded beyond its traditional 
audience, becoming a source of social interaction, stress relief, and escapism during the pandemic. The COVID-19 
pandemic has profoundly influenced internet traffic patterns, particularly video streaming, conferencing, and 
gaming services. Notably, the behavior of younger users has emerged as a significant factor in this context (da 
Silva et al., 2021). The prevalence of engaging in video game activities has witnessed a notable surge in enforced 
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confinement, commonly called the lockdown. This surge has been accompanied by a discernible positive influence 
on individuals’ overall well-being, encompassing various facets such as cognitive stimulation, social interaction, 
and reduced anxiety and stress levels (Barr & Copeland Stewart, 2022). Video games have offered a unique form 
of engagement, allowing people to connect with others in virtual environments and providing a much-needed 
sense of community and shared experience during times of isolation. 

The COVID-19 pandemic has been instrumental in precipitating a notable surge in the area of E-commerce, 
accompanied by a surge in panic buying, a suppression of demand, an upswing in do-it-yourself activities, an 
escalation in app utilization, an increased reliance on machine learning, a heightened emphasis on data internet 
security and a proliferation of online marketing and shopping platforms (Bausch et al., 2021).  As determined 
in the findings of this study, ‘Do it yourself projects’ have witnessed a renaissance as individuals allocate their 
newfound time to hobbies and household projects. Adapting to home-centric living speaks to the human 
capacity for resilience and innovation as traditional activities are reimagined to fit a new context. The long-term 
implications of this transition are profound. As individuals become accustomed to and even prefer these new 
modes of living, some changes will likely persist beyond the pandemic. The entertainment and fitness industries, 
in particular, may find lasting transformation as digital and home-based options continue to evolve and meet 
consumer demand. Furthermore, embracing home-centric activities has implications for mental health, with 
the benefits of engaging in pastimes counterbalancing the stresses of pandemic life. Adapting to home-centric 
living is a multifaceted phenomenon reflecting more profound societal changes. It is a testament to the flexibility 
of human behavior and the ability to find fulfillment and opportunity within the constraints imposed by 
extraordinary circumstances. While initially born out of necessity, this transition has opened up new avenues for 
living that may redefine what it means to be at home.

3.2.6.Work and Education Transformation

The advent of the COVID-19 pandemic has catalyzed a profound transformation in work and education, 
compelling a mass migration from traditional office and classroom settings to remote modalities. As revealed in 
this study, the terminology populating social media narratives ‘remote work,’ ‘home office,’ ‘online education,’ 
and ‘homeschooling’ mirrors this paradigm transition and encapsulates the broader societal and technological 
evolutions underpinning it. The concept of ‘remote work,’ one of the study’s main findings, has evolved from a 
niche flexibility option to a global modus operandi. S. Wrycza et al. (2020) found that the advent of the COVID-19 
pandemic has sparked a substantial surge in the inclination towards remote work, as evidenced by a notable 
escalation of over 60% in X users’ engagement with this subject matter. This surge has been further accentuated 
by a staggering fifteen-fold increase in discussions surrounding remote work during the pandemic. This 
heightened interest will probably persist and continue to be a prominent topic of discourse even in the aftermath 
of the pandemic (Wrycza & Maślankowski, 2020). Corporations and small businesses alike have reoriented their 
operational frameworks to accommodate work-from-home arrangements, precipitated by the need to maintain 
business continuity while adhering to social distancing mandates. The prevalence of remote work during the 
COVID-19 pandemic exhibits a discernible pattern wherein industries populated by individuals with higher 
education and remuneration embrace this mode of work to a greater extent. Moreover, employers within these 
industries express a firm anticipation that remote work will continue to be a prevalent practice within their 
respective organizations even after the conclusion of the crisis (Bartik et al., n.d.). The term ‘home office’ has 
thus entered the common lexicon, representing a physical and symbolic reconfiguration of residential spaces into 
professional environments. This transition extends beyond the mere placement of a desk or a computer in a living 
space; it involves adopting digital communication tools, cybersecurity measures, and workflow management 
systems that facilitate the complex dynamics of virtual collaboration and productivity. The COVID-19 pandemic has 
substantially influenced remote work software, prompting organizations to enhance efficiency and data security 
measures while ensuring the seamless continuity of business operations (He et al., 2022). Working remotely 
during the COVID-19 pandemic has been found to correlate negatively with physical and mental well-being. 
This can be attributed to a multitude of factors, including but not limited to reduced opportunities for physical 
exercise, altered dietary patterns, diminished social interactions with colleagues, the presence of children within 
the household, various distractions, irregular work hours, and suboptimal workstation arrangements (Xiao et 
al., 2021). In addition, the advent of the COVID-19 pandemic has necessitated a significant transition in work 
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arrangements, with remote working emerging as a prominent mode of operation. This transition has not been 
without its consequences, particularly in psychological well-being. One notable outcome of this transition is 
the heightened prevalence of technostress among individuals engaged in remote work. Technostress, in this 
context, refers to the psychological strain experienced by individuals due to their interaction with technology 
in the workplace. Empirical evidence suggests a positive association between workload and techno stressors, 
which are the specific stress-inducing factors stemming from the use of technology. The increased workload 
experienced by remote workers is often due to the blurring of boundaries between work and personal life 
(Molino et al., 2020).

‘Online education’ and ‘homeschooling’ reflect a similar upending of traditional learning paradigms. From 
primary schools to universities, educational institutions have rapidly deployed remote learning platforms, 
leveraging technology to deliver curricula and maintain educational standards. The term ‘online education’ 
encompasses a range of practices, from live virtual classrooms to self-paced e-learning modules, which have 
been implemented to ensure pedagogical continuity. ‘Homeschooling,’ too, has seen an uptick not just as a 
stopgap measure but also as a deliberate choice by parents seeking greater involvement in their children’s 
learning journeys or as an alternative to the constraints of virtual school settings. The aggregate effect of these 
trends is the emergence of a new reality where the boundaries between work, school, and home are increasingly 
blurred. This convergence has brought about multifaceted challenges and opportunities. On the one hand, it 
has led to greater flexibility, potential cost savings, and the elimination of commute times, contributing to an 
enhanced work-life balance for some. On the other hand, it has introduced complexities related to workspace 
limitations, the integration of professional and personal life, and the need for a solid digital infrastructure.

The advent of online homeschooling as a response to the COVID-19 pandemic has engendered a discourse 
within the educational community. Center the global COVID-19 pandemic, the implementation of home-based 
learning has emerged as a promising educational alternative for children, presenting potential advantages 
for their prospects and the well-being of their families (Suzanna et al., 2020). The COVID-19 pandemic has 
precipitated a paradigm transition in education, necessitating the adoption of online homeschooling to ensure 
continuity in children’s academic pursuits. This transition, however, has not been without its consequences. It 
has been observed that children are experiencing a range of challenges, including sleeping disorders, heightened 
screen usage, and fluctuations in mood. Consequently, parents have understood that health professionals 
must be adequately equipped and cognizant of children’s emotional and behavioral requirements during these 
unprecedented times (Reséndiz Aparicio, 2021). While it is acknowledged that this mode of instruction was 
deemed acceptable for students, educators have raised concerns regarding the potential impact on students’ 
engagement, concentration, and scholastic achievements. Moreover, it has been posited that implementing 
eye protection measures may be imperative to mitigate any adverse effects associated with prolonged screen 
exposure (Zhao et al., 2020). Implementing a digital behavior change intervention to foster physical activity and 
mitigate anxiety in the COVID-19 homeschooling context yielded noteworthy improvements in children’s anxiety 
levels and instances of digital eye strain (Zheng et al., 2021). Additionally, implementing school closures as a 
response to the COVID-19 pandemic has had a discernible impact on the disparities in children’s reading habits, 
thereby exacerbating existing inequalities (Reimer et al., 2021). Notably, a distinct socioeconomic gradient exists 
in the availability and accessibility of learning opportunities during homeschooling. Furthermore, the transition 
to remote work and online education has sparked a reevaluation of traditional productivity and educational 
success metrics. Companies and educational institutions are exploring new ways to measure performance 
and engagement outside the physical oversight that previously characterized these environments. The social 
media commentary surrounding ‘remote work’ and ‘home office’ setups also reflects a cultural reckoning with 
notions of productivity and the nature of collaborative work. Similarly, discussions about ‘Online education’ and 
‘Homeschooling’ reveal a collective contemplation of the efficacy, equity, and future trajectory of educational 
models. In essence, the work and education transformation is not merely a reactive transition but a reimagining 
of how societies can function when spatial and geographical constraints are redefined. Given the reduced need 
for commuting and office space, this transformation has potential long-term implications for urban planning, 
real estate, technology development, and environmental considerations. The endurance of these trends will 
likely hinge on the post-pandemic evaluation of their efficacy, sustainability, and desirability, informed by the 
collective experiences narrated through social media and beyond.
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3.2.7.Sustainability and Ethical Consumption

The COVID-19 pandemic has had a complex and wide-ranging effect on consumer behavior, particularly 
internet buying. The COVID-19 pandemic has engendered a lasting influence on consumer behavior, precipitating 
a notable transition toward digital platforms and a heightened emphasis on safety, hygiene, health, and 
environmental consciousness (Garcez et al., 2021:1 6). The pandemic has impacted customers’ intention to 
purchase environmentally friendly products (Chen et al., 2022). As illuminated by social media discourse, it reveals 
a burgeoning commitment among consumers to sustainability and ethical consumption. This analysis revealed 
the recurring appearance of terms such as ‘sustainable products,’ ‘eco-friendly,’ and ‘support local’ in public 
posts. This signals a decisive transition towards environmental stewardship and social responsibility within the 
marketplace. The advent of the COVID-19 pandemic has engendered notable transitions in consumer behavior, 
particularly about sustainable products. There has been a discernible increase in the frequency of purchases 
and the willingness to pay for sustainable goods. Furthermore, heightened environmental awareness and 
corresponding behavioral changes have been observed due to the pandemic. Notably, women have exhibited a 
greater propensity for embracing sustainable consumption and engaging in environmentally conscious behaviors 
(Dangelico et al., 2022). ‘Sustainable products’ has become a clarion call for consumers demanding goods 
produced and distributed in ways that mitigate environmental impact. This encompasses a range of attributes, 
from sourcing raw materials employing renewable resources to the longevity and biodegradability of the final 
product. The trend reflects a growing consumer consciousness about the ecological footprint of their purchases 
and a desire to contribute positively to the environment. ‘Eco-friendly’ goes beyond products and extends to 
consumer behaviors and lifestyles. It involves a holistic approach to living, where individuals make deliberate 
choices that favor environmental health, such as reducing energy consumption, minimizing waste, and selecting 
products with minimal packaging or recycled materials. Eco-friendly behaviors also include advocating for and 
supporting green initiatives, indicating that consumers are increasingly factoring the environment into their 
daily decisions. ‘Support local’ taps into the ethical aspect of consumption. The transition of consumers from 
farmers’ markets to local small independent retailers has had a discernible impact on the view of food retailing 
(J. Li et al., 2020). Amid the global health crisis, consumers have rallied around local businesses, recognizing the 
value of community support and the benefits of short supply chains. This term aims to bolster local economies 
and reflects a broader understanding of the interconnectedness of economic practices and social well-being. It 
suggests a transition towards a more localized, community-based economy where the proximity of producer 
to consumer is valued for its transparency, contribution to reducing carbon emissions, and capacity to foster 
local employment and craftsmanship. The implementation of the COVID-19 lockdown measures has been found 
to have a significant impact on individuals’ inclination to engage in the consumption of sustainable and locally 
produced brands. This phenomenon can be attributed to subjective norms and perceived behavioral control, 
crucial in shaping individuals’ attitudes toward such consumption behaviors (Alexa et al., 2021). This pivot 
towards sustainability and ethical consumption is not a mere trend but represents a significant reorientation 
of consumer values. As the pandemic has exposed vulnerabilities in global supply chains and highlighted the 
fragility of ecosystems, consumers have become more introspective about their impact on the planet and 
society. The increasing demand for sustainable and ethically produced goods drives innovation in product 
design, manufacturing processes, and business models. The narrative encapsulated by ‘sustainable products,’ 
‘eco-friendly,’ and ‘support local’ in social media content is more than a transient response to the current crisis. 
It indicates a transformative wave reshaping consumer identities and market views, heralding a future where 
sustainability and ethics are integral to consumption and production.

3.2.8.Travel and Leisure Reimagined

The COVID-19 pandemic has significantly affected the financial performance of the travel and leisure industry 
and drastically redefined the sector, compelling consumers to adapt to new realities. The COVID 19 pandemic 
(Lee & Chen, 2022). The global pandemic has profoundly impacted the travel and tourism industry, necessitating 
a comprehensive evaluation and adjustment to facilitate a prosperous resumption of business operations and 
travel activities (Wilson & Chen, 2020). This study vividly captures this transition in the increased use of terms like 
‘travel restrictions,’ ‘staycations,’ and ‘local tourism’ in social media conversations, painting a picture of a world 
where traditional travel paradigms are being rethought and reshaped.
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The COVID-19 pandemic has profoundly impacted global consciousness, potentially leading to a paradigm 
transition in the travel and tourism industry. This transition entails incorporating global consciousness as 
a fundamental value in the products and experiences offered by this sector, thereby fostering sustainability 
(Galvani et al., 2020). ‘Travel restrictions’ have become ubiquitous in the global lexicon, reflecting the myriad 
limitations imposed on international and domestic travel during the pandemic. These restrictions, ranging from 
complete border closures to quarantine mandates, have significantly curtailed the freedom and ease of travel 
that was once taken for granted. The implementation of travel restrictions has caused interruptions in people’s 
ability to move and has resulted in changes in the types of transportation they use. Individuals have adjusted 
their cognitive behavior towards travel in response to perceived hazards and the implementation of measures 
to mitigate those risks (Barbieri et al., 2020). The COVID-19 pandemic has resulted in significant upheaval to the 
worldwide economy, with initial estimates indicating a potential decrease of 20 to 30% in international arrivals 
(Gössling et al., 2020). The impact of these restrictions extends beyond mere inconvenience; it represents a 
fundamental disruption to how individuals, families, and businesses perceive and engage with travel. In response 
to these constraints, ‘staycations’ have emerged as a popular alternative, allowing people to indulge in leisure 
activities within or near their homes. This trend represents a transition from travel as a journey to distant places 
to a concept where relaxation and enjoyment can be found close to home. Staycations often involve staying in 
local hotels, exploring nearby attractions, or simply transforming one’s home into a personal retreat. This trend 
not only aligns with travel limitations but also reflects a growing appreciation for local experiences and the 
comforts of home. Hotels that employ staycation marketing methods via social media and websites experience 
a favorable effect on their room occupancy rates amid the COVID-19 pandemic (Ridwan & Kusumah, 2022). 
Simultaneously, ‘local tourism’ has gained traction, spotlighting a surge in interest in exploring local destinations 
and attractions. The COVID-19 pandemic has impacted the attitudes and intentions of inhabitants toward local 
tourism. The limited travel options and the adoption of community citizenship practices have been significant 
factors in this influence (Xu et al., 2022). With international travel options limited, many are discovering the 
beauty and diversity of their immediate surroundings. This form of tourism supports local economies, promotes 
cultural appreciation, and often involves a smaller carbon footprint than traditional tourism. The rise in local 
tourism signifies a deeper understanding and appreciation of one’s own region, fostering a sense of community 
and belonging. The reimagining of travel and leisure is not just a circumstantial response to the pandemic; it 
signifies a profound transition in consumer values and behaviors. People are increasingly seeking experiences 
that are not only enjoyable but also safe, sustainable, and responsible. There is a growing recognition of the need 
to balance the desire for exploration and leisure with health, safety, and environmental impact considerations. 
This transformation in the travel sector has implications for the industry’s future. It prompts a re-evaluation of 
tourism models, encouraging the development of more sustainable and community-centric approaches. It also 
presents opportunities for innovation in how travel and leisure experiences are designed and marketed. The 
narrative around ‘travel restrictions,’ ‘staycations,’ and ‘local tourism’ reflects a broader societal adaptation to a 
new normal. It understates the resilience and creativity of individuals in seeking out leisure and relaxation center 
constraints. As the world gradually emerges from the pandemic, the lessons and habits formed during this period 
may continue to influence travel and leisure choices, potentially leading to a more balanced, sustainable, and 
locally focused approach to vacation and unwind.

4.CONCLUSION

The lifestyle and online shopping sectors have been significantly impacted by the COVID-19 pandemic, which 
has altered numerous facets of consumer behavior, purchasing patterns, and the dynamics of online commerce. 
This study has offered a panoramic view of the profound transitions in consumer purchasing habits and lifestyle 
adjustments brought about by the COVID-19 pandemic. By analyzing 1,500 social media posts collected from 
platforms integral to modern consumer expression, Instagram, YouTube, and Facebook, this research has 
illuminated how deeply the pandemic has impacted every facet of consumer behavior. The study’s sentiment 
analysis has revealed a predominantly positive response to the accelerated transition to e-commerce and the 
adoption of home-centric lifestyles. With a substantial 1132 out of 1500 posts reflecting positive sentiments, 
consumers have largely embraced the new norms of shopping and living despite the challenges posed by the 
pandemic. The significant rise in online shopping, contactless delivery, and digital services underscores a societal 
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pivot towards digital solutions that offer convenience and safety in transactions, a trend likely to persist as a 
permanent fixture in the retail world. Concurrently, the analysis has highlighted an increased focus on health 
and wellness products, mirroring the collective concern for health and hygiene. Keywords such as ‘sanitizers,’ 
‘masks,’ and ‘disinfectants’ have defined the zeitgeist and signaled a transition towards a more health-conscious 
society. The surging demand for these products has been matched by a wave of innovation in product offerings 
and a rethinking of public health strategies. The word cloud analysis has further reinforced the importance 
of local produce and the support for local businesses, reflecting a growing awareness of global supply chain 
vulnerabilities and a desire for economic resilience at the community level. The terms ‘budgeting,’ ‘luxury goods,’ 
‘essential items,’ and ‘financial constraints’ have painted a picture of a more budget-conscious and value-seeking 
consumer, suggesting a recalibration of financial priorities that may redefine consumption patterns for years. 
The study has also shed light on the reconfiguration of domestic life, with the home emerging as a hub for work, 
education, fitness, and entertainment. This transition has not only transformed physical spaces but has also had 
psychological implications, influencing how individuals perceive work-life balance, personal development, and 
mental health. Furthermore, the research has highlighted the recalibration of travel and leisure, with ‘travel 
restrictions,’ ‘staycations,’ and ‘local tourism’ becoming more than temporary responses to mobility constraints. 
They represent a fundamental transition in how leisure is conceptualized and experienced, with potentially 
long-lasting impacts on the travel industry. This study contributes to the academic literature by documenting 
these transitions and offering a predictive lens for future consumer behavior trends. It provides valuable insights 
for businesses, marketers, and policymakers, who must navigate the evolving view of consumer needs and 
preferences. Businesses can harness this information to refine their strategies, developing consumer-centric 
products and services that align with convenience, health, and sustainability values. Consumers’ resilience and 
adaptability suggest a forward momentum toward a more digital, health-conscious, and community-oriented 
society. 

The COVID-19 pandemic has triggered unprecedented transitions in consumer behavior, necessitating 
meticulous examination to understand its profound impact. Disrupting established norms, the crisis has prompted 
consumers to reassess priorities, preferences, and purchasing habits. Comparative analyses spanning pre- and 
post-pandemic periods offer nuanced insights, discerning genuine transitions from transient fluctuations. 
However, limitations on accessing previous data and stringent social media platforms’ data standards have 
hindered comprehensive research. Future endeavors could bridge this gap by exploring innovative data extraction 
techniques and leveraging new technologies. By conducting comparative analyses across various phases of the 
pandemic, researchers can search for evolving consumer sentiments and behaviors. This includes examining 
shopping trends before the pandemic, during its peak, and throughout the recovery phase. Expanding the scope 
to diverse social media platforms promises to provide a multi-faceted view of consumer sentiment dynamics, 
enriching our understanding of how major global events shape consumer behaviors and preferences over time.

While the full extent of the pandemic’s long-term impact on consumer behavior remains to be seen, the trends 
identified in this study offer a roadmap for the evolving marketplace. As the world grapples with the pandemic’s 
aftermath, the consumer view has been indelibly altered, setting the stage for a new era of consumerism marked 
by innovation, adaptability, and a redefined sense of community and well-being.
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