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CONSUMER BEHAVIOR IN DIGITAL ERA: IMPACT OF COVID 19

Abstract. 7he main goal of this paper is to research differences that start to change consumer behavior in the
digital era since the advent of COVID 19. The evenis associated with the pandemic that led fo increased social
distance and complete lockdown undoubtedly affect not only the economic situation ferrifories and countries in
general, but also on the behavior of each individual. The situation that has arisen has forced more and more
consumers fo meet their needs with the help of digital tools, and this process has some special characteristics. The
article shows the resulfs of analytical and comparative analysis of the changes in consumer behavior in the digital
space since the onset of the pandemic. It was researched trends change consumer demand in the study categories
via Google Trends. The practical study was conducted on the basis of the analysis of changes in consumer behavior
and their preferences in the direction of recreation and fourism, where the data of a sociological survey of Azerbajjani
citizens to study the potential impact of COVID-19 on the tourism industry was used. The survey was conducted on
April 13-21, 2020 by a team of researchers from the University of Northampton (UK), the National Institute of
Geophysics, Geodesy and Geography — Bulgarian Academy of Sciences, University of National and World Economy
(Bulgaria). According to the results of the stuay, conclusions were drawn that give new challenges fo the development
of marketing in the digital environment, namely: digital tools have had rapid unpredictable development since the
COVID-19 pandemic, and remain as high level in demand after easing restrictive measures, entrepreneurship was
not ready for such quick fransformation,; after the first inferactions in digital space, the consumer has a stable
experience of inferaction with specific brands, but they disappoint the expectations of consumers in a personalized
contact. Based on the conclusions, an algorithm for building relationships with consumers and increasing their level
of loyalty in the digital environment is proposed. The results of this study could be used in the implementation of
marketing goals of representatives of different levels of business siructures, governments.

Keywords: consumer behavior, COVID-19 impact, digital environment, tourism in Azerbaijan, consumer
individual changes.

Introduction. The events caused by COVID-19 are one of the most significant and unpredictable
events of recent years. Really everyone could say the world has not seen such a large-scale crisis before.
Every country, economy, and area of human activity could not ignore the pandemic that has been unfolding
since the beginning of 2020. And no doubt it has had a powerful impact on people's behavior as
consumers.

In the conditions of the economic crisis, attention to the marketing in practically every business is
undoubtedly increasing. Everyone knows that when a business is going through hard times, advertising
and marketing budgets are the first to suffer. Although there is an opposite opinion, which says: it is during
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a period of difficulties that marketing tools largely help to maintain the level of sales and, accordingly, stay
afloat. The crisis is forcing a number of companies that are ineffective in terms of economics, marketing,
and customer service to leave the market. Only those organizations continue to function that really work
efficiently and maximally satisfy the requirements of customers. Since the beginning of the crisis, the
marketing budgets of most companies have decreased significantly. Most of all, the cost of image
advertising and advertising aimed at a wide audience has decreased (television, radio, outdoor advertising
and glossy magazines have lost a significant number of advertisers).

At the same time, spending on advertising campaigns targeted at the end consumer has not decreased
atall, and in some cases has increased. The cost of BTL-promotions, promotions and presentations, SMS
marketing, contextual and banner advertising on the Internet continued to grow. The low cost of such
advertising, direct contact with the target audience and the quick response of the consumer provide these
methods with increased interest from marketers and company owners — today more and more companies
are turning to these tools.

The purpose of the article is to form recommendations for digital marketing as a result of the study of
changes in consumer behavior in general caused by the influence of COVID-19 in the digital environment
and in particular in the tourism industry of Azerbaijan. The tasks of the paper include a study of the main
trends of consumer behavior; study of the stages of transition and orientation to the digital environment;
analysis of statistics on these issues in the world; a study of the state of the tourism industry in Azerbaijan
in 2020, which has significant changes due to quarantine measures caused by the COVID-19 pandemic;
a identification of the main trends of 2020-2021 in digital marketing; formation of recommendations for the
development of future marketing strategies in the digital environment.

Literature Review. The use of marketing methods, along with the implementation of measures of a
social, economic and political nature, could accelerate the recovery from the crisis, enable the
development of individual enterprises and industries, change the perception of consumers, and serve as
a kind of prevention of the emergence of crisis phenomena in the future.

The consumer's reaction to product promotion tools has also changed. Most buyers want to be guided
in their choice not only by the retail price of the product, but also by its real value. Each of us wants the
information in the advertising materials of the companies to be more reliable and honest, including
information about the production, composition, formation of the price of the product, which would allow us
to more realistically assess its real value. Companies have to meet new market demands.

Recently, more and more people talk about socially responsible marketing, during the crisis, attention
to it has grown even more. The scientific works of scientists Vasilyeva et al. (2019), Kwilinski et al. (2020),
Rosokhata et al. (2020) are devoted to the study of changes in consumer behavior in the digital
environment. At the same time the impact of events caused by COVID-19 was researched by Rahmanov
etal. (2020), Kuzmenko et al. (2020), Farseev et al. (2020), Chen et al. (2020), Ji et al. (2020) and others.
In general, a lot of scientists explore actual questions about influence healthcare on economy and
consumer behavior. It was Us et al. (2020), Vasylieva et al. (2020), Bilan et al. (2021), Rudenko et al.
(2020), Yelnikova and Kwilinski (2020) and others. A lot of them showed actual people problem in didgital
era during COVID-19, some of them are Carnevale and Hatak (2020), Dutta et al. (2020), Bai et al. (2020),
Saher et al. (2020), Donthu and Gustafsson (2020).

Due to the crisis and reduced demand, many manufacturers and especially retailers — the last link in
the chain from producer to consumer — are reducing the markup on the product, i.e., its final (retail) value
becomes lower. The scientific works of scientists Gritsayenko (2020), Sheth (2020), Armano (2020),
Theodoridis and Kavoura (2020) showed problems of changing consumer behavior in digital environment
caused COVID-19. Despite the importance of these studies, the scientific importance of changing
consumer behavior during quarantine remains relevant.

244 Marketing and Management of Innovations, 2021, Issue 2
http://mmi.fem.sumdu.edu.ua/en



F., Rahmanov, M., Mursalov, A., Rosokhata. Consumer Behavior in Digital Era: Impact of COVID-19

The concept of socially responsible marketing includes a whole range of procedures: compliance with
environmental standards, and participation in charitable projects, and the solution of social problems of
the territories in which the company operates. More and more organizations are using their promotions to
raise funds for charitable purposes or to raise awareness of environmental issues, not just to sell additional
merchandise. The number of green products is growing, new jobs are being created — all these are the
principles of socially responsible marketing in action. Due to the crisis and reduced demand, many
manufacturers and especially retailers — the last link in the chain from producer to consumer — are reducing
the markup on the product, i.e., its final (retail) value becomes lower. Also, the additional instrument is
viral marketing. Its promotion through groups in social networks are gaining more and more popularity
during the crisis. These tools help companies reach their customers through other consumers. These
methods have their drawbacks, but their main advantage is low cost with a sufficiently high degree of
individualization. A recommendation from another consumer allows you to ensure a high level of brand
trust, which cannot be achieved with colorful and expensive advertising. One of the promotion methods,
which began to be used much more actively during the crisis, is cross-marketing. This tool has been in the
arsenal of marketers before, but it has not been used often. Today, when companies have to save on
everything, cross-marketing has bided its time: using this method allows you to achieve a synergistic effect
in promoting goods / services and reduce the corresponding costs. In the context of the rapid development
of the market, not all companies paid attention to service and building long-term relationships with
customers. Now interest in them has increased significantly, because most enterprises are experiencing
a deficit in the marketing budget, and retaining existing customers is always easier and cheaper than
attracting new ones. The widespread implementation of CRM systems (customer relationship
management system) has begun, but, unfortunately, low service culture and lack of trained personnel
often lead to the fact that even an excellent CRM system is not used with full dedication. In general, it
should be noted the increase in attention and research the rapid development of e-commerce, social
networks, and Internet projects in various industries. The relatively low «entry threshold» gives rise to a
huge mass of projects, but only a few would become effective and profitable.

Methodology and research methods. Analytical and empirical research are the methodological
basis of the article. The analytical study was conducted by examining the results of Google Trends on key
metrics analyzed in the study. The empirical results of the work were formed based on the marketing
research of the citizens of Azerbaijan to study the potential impact of COVID-19 on the tourism industry.

The survey was conducted on April 13-21, 2020 by a team of researchers from the University of
Northampton (UK), National Institute of Geophysics, Geodesy and Geography at the Bulgarian Academy
of Sciences, University of National and World Economy (Bulgaria).

The sample included 417 citizens, where 69% were women, and 31% were men. About 50% of
respondents are young people under 24 years old. The hypothesis of the study was from the moment of
quarantine measures related to COVID-19 and the restriction of tourist connections, consumer behavior
would be significantly changed, which would have a significant impact on the development of the digital
environment.

Results. The last years of development of the world community are characterized by an active
increase in consumption of goods and services for all mankind. And with the advent of COVID-19 and the
global pandemic, more and more consumers are converting to the digital environment. They face financial
difficulties, use increasingly digital technology, and become much more selective in purchasing decisions.
From them, the content of trust in the company and brands is changing. Previously, trust meant that the
brand kept all its promises. Now it means the priority of customer needs: a sense of security, the
preservation of personal data that must be protected. Companies need to focus more on digitally
supporting their customers, and have a clear understanding of how they would gain their trust in their
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brand or company in the future. In addition, firms need to develop new tactics to protect price positioning,
as price becomes a major factor in making a purchase decision.

Since the beginning of quarantine, some common features in the behavior of consumers in both
Ukraine and the world community have been noticed (Heubl, 2020). With the onset of quarantine, no one
tried to book a hotel for the next vacation. In general, the change in the nature of consumer demands with
the onset of quarantine is presented in Figure 1. That is why the greatest negative impact of quarantine
measures had on the tourism industry.

[— march 23-27 [ last 28 days

online Shopping
and Food Delivery
| ] |

Travel & Tourism B

Social Networks and
online Communities

d
and Shopping

Health Condit
and Concerns

T
Health, News, Social Networks

- and Government and Entertainmen
Figure 1. Statistics of changes in consumer demand in the period from March 23-27, 2020
Sources: developed by the authors on the basis of (Gritsayenko, 2020).

During the introduction of strict quarantine measures, it was important for everyone to understand the
situation in the world with coronavirus, what decisions the government makes, how it would affect life in
the coming weeks, months, whether to buy a monthly supply of food and not leave home (Perez, 2020).

The survey that was conducted on April 13-21, 2020 by a team of researchers from the University of
Northampton (UK), the National Institute of Geophysics, Geodesy and Geography — Bulgarian Academy

of Sciences, University of National and World Economy (Bulgaria) shows some changes in consumer
behavior in tourism area. (Figure 2)

Would you consider travelling
outside your home country in the
first 1-2 months in case there are

no restrictions for international
tourists at your intended

In your opinion, do you
plan to take a domestic
holiday (within your
own country) as soon as

the lockdown has been destination?
lifted?
Yes
No___ Yes No 17%
23% 23% 38% \ More
) ) likely
Less 'More 17%
likely _~ O likely Less _—
30% 24% likely
Figure 2. Distribution of changes in consumer preferences under the influence of events caused
COVID-19
Sources: developed by the authors.
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This analysis shows among the respondents, the preferences and direction of decision-making change
significantly under the influence of COVID-19. The respondents' preferences analysis shows that they
have become more sensitive to the demands of the environment and agree to change their intentions in
order to maintain good health, especially in the field of recreation and tourism.

Figure 3 shows that with the quarantine of consumers tend to give up live communication and travel
to stay healthy. Thus, the analysis of this study emphasizes not only the change in consumer behavior
with the advent of COVID-19 but also a clear reorientation of preferences and orientations of consumers
from the possibilities of tourism and live communication towards shifting the focus to the digital
environment.

60,0% ® In your opinion, do you plan
to take a domestic holiday
50,0% (within your own country) as
soon as the lockdown has
40,0% been lifted?
0% Would you consider travelling

’

outside your home country in

the first 1-2 months in case
! there are no restrictions for
international tourists at your
10,0% intended destination?
0.0% Would you visit any of the
) (]

countries most affected by
Yes More Less No COVID-19 in 2020?
likely likely

N
o

Number of responses, %
w
o
2
X

Answer options

Figure 3. Distribution of changes in consumer preferences under the influence of events caused
COVID-19
Sources: developed by the authors.

During the pandemic, certain specific features of consumer behavior were observed. Thus, contactless
payments and online shopping have become commonplace for the majority of consumers. Shopping also
decreased. Previously, offline purchases were preferred by about 35-40% of consumers, now 25%. Many
consumers have started buying products in online stores, and they also use products from local
manufacturers, rather than well-known global brands.

The population became less likely to go to beauty stores, specialty stores. The percentage of
purchases of alcoholic beverages, chips, confectionery fell (Biswal et al., 2020).

The need to work from home online has led to a growing demand for conferencing programs: Zoom,
Hangouts Meet from Google. In addition, the popularity of services that allow you to work with large
amounts of data (for example, Amazon Web Services). In general, in study we identified 6 stages of
changes in consumer behavior during quarantine (Table 1).

As basic needs are met (according to Maslow), the audience adapts the conditions to normal life.
There is a demand for online sports, online training, online beauty salon, food from a favorite restaurant,
and someone is already starting a preliminary search for tickets and booking hotels for the autumn-winter
period, especially with free cancellation.
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Table 1. Stages of changes in consumer behavior
Consumers have started buying products that would help maintain immunity
during quarantine: vitamins, various supplements, etc.
Stage 2: Consumers pay attention to products that reduce the risk of infection, such as
) disinfectants, face masks
Begin to actively prepare for quarantine: purchase of essentials: food, cold

Stage 1:

Stage 3: remedies, personal care products. The stage is characterized by an increase in
consumer baskets

Stage 4: Consumers are sitting at home, the role of online shopping has increased

Stage 5: Due to rising prices and shortages of different groups of goods, consumers have

become more sensitive to prices
Everyone has returned to their usual routine activities, but the habits that were
Stage 6 developed during the quarantine remain (including the choice of online shopping in
favor of ordinary and active social life in the digital environment)
Sources: developed by the authors.

The nature of consumption has influenced the formation of new habits for several months, so even
with the offline release for many companies, interaction with online customers would remain a priority.

In general, a study of statistics on the global development of the digital environment (Global Digital
Growth. The year-on-year change in didgital adoption. January. 2021. Internet users numbers no longer
include data sourced from social media platforms) shows an increase in Internet users and a
corresponding increase in consumer demand in the digital environment (Fig.4).

TOTAL UNIQUE MOBILE INTERNET ACTIVE SOCIAL
POPULATION PHONE USERS USERS" MEDIA USERS*

+1.0% +1.8% +7.3%  *13.2%

JAN 2021 vs. JAN 2020 JAN 2021 vs. JAN 2020 JAN 2021 vs. JAN 2020 JAN 2021 vs. JAN 2020
+81 MILLION +93 MILLION +316 MILLION +490 MILLION

Figure 4. Statistics of Internet users: comparison of 2020-2021
Sources: developed by the authors on the basis of (Kemp, 2021).

In a pandemic, quarantine and the need to maintain social distance have forced consumers to change
their main way of shopping. In a couple of months of quarantine, the number of online purchases has
increased en masse. This trend continues, especially in the field of basic necessities. Many consumers
and companies have plunged sharply into the digital environment. Marketers have a difficult goal to rethink
the company's strategy, as well as how to work with consumers. Customers would need a lot of quality
content from the resources they trust. You also need to keep in mind that a sharp immersion in the online
would be quite stressful for your target audience. Therefore, companies should take into account the
information field of their consumers. Although social media used to be reserved for communicating with
friends, now it has become a platform where businesses, different individuals could share different ideas.
This became very clear during the pandemic, when many organizations began to switch to their profiles
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en masse, or began to create them, on various social networks and on various sites. Prolonged restrictions
on population mobility and consumer caution could lead to another decline in consumption. Increasing the
number of Internet users and reducing the cost of attracting customers in the digital environment put
businesses in need of transforming marketing strategies into online promotion, in which the main focus
should be on the user. The current crisis allows scarce niche companies to gain instant benefits. However,
in a long-term strategy, such an approach threatens to acquire a negative reputation. Therefore, in a long-
term strategy, those who use the time of self-isolation to establish contact with users, care about the social
responsibility of business, develop social commerce — would be able to increase their competitiveness at
times, creating a loyal customer base. In addition, it is important to remember that the competition in the
online space is not with ordinary opponents on the subject, but with innovative public companies. The
main format of content consumption online is a news feed, so the quality of the company's presence in the
consumer information field is of great importance. In the digital environment, companies should invest in
an online presence. But one presence is not enough: you need to make it effective. Therefore, it is
necessary to invest in online reputation, ie likes, online reviews, reposts — the so-called thought marketing.
Companies should also innovate in the ways they communicate with their customers and develop new
sales channels (Table 2).

Table 2. Innovations in online communication with the customers according to research their
behavior

Method of communication:
1. Communication via messengers (Telegram / Viber / WhatsApp)
2. Development of delivery (bonuses, discounts, free delivery)
3. Development of online sales (online store, bonuses for online shopping)
4. Online communication
5. Telephone consultations, remote consultation, online consultation
6. Increasing advertising (SMS, radio, TV, Tik-Tok, personal site)
7. Video support, video sales, video presentations
Sources: developed by the authors.

In addition, firms should facilitate the possibility of feedback from their customers, including negative
ones. The advantage would be that they would be able to learn about possible problems, correct them
and make a better personal image. This decision would not only block the negative discussion of the
company with relatives, but also increase the attitude of customers to the company. By receiving feedback,
companies would be able to quickly implement various interesting proposals, gaining a number of benefits.
In times of crisis, it is better not just to talk to customers, but also to demonstrate change, because it would
help to establish openness and gain trust among consumers. And again, these would mean that you have
to spend for these processes.

Conclusions. Before COVID-19 the development of marketing has reached a certain maturity when
every self-respecting business began to use marketing tools, and universities and other educational
institutions are seriously engaged in training personnel for a prestigious and promising profession. Thus,
the role of marketing in the crisis becomes fundamental. And only with the help of marketing, it is possible
to optimize production, occupy the opened niches, and, importantly, attract large investments.

Consumer tastes are highly individualized. And digital environment could use it via marketing
instruments. Of course, it should be used in tourism marketing. And this must be taken into account in
marketing strategies all over the world and Azerbaijan. The winner is the business that not only gives the
opportunity to choose for customers but also offers something unique taking into account their behavior.
And this is the main task of digital marketing today. The COVID-19 pandemic has become a global
challenge that has changed and continues to change consumer behavior around the world. Most
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consumers have switched to an online environment. Demand for some goods has decreased, while for
others, on the contrary, it has increased. For many businesses that are ready to offer their products and
services onling, there are many opportunities. But entrepreneurs at this time need to be very careful,
because the priority changes every day.
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MoBepiHka cnoxuBavis y undposy epy: Bnnus COVID-19

MeToto cTatTi € AOCNimKeHHs BNAMBY LmdpoBisaLyii, npuckopeHoto naxaemieio COVID-19, Ha 3miHy noBepjHku CNoXvBauiB.
'onosHUMM MeToaamy 6opoTbby 3 naHaemieto cTanu 36inbLUeHHs coLlianbHOT AUCTaHLT Ta HU3Ka kKapaHTUHHUX 3aXOfiB, ski 3Ha4HO
BMNMHYNN He NWLLe Ha EKOHOMIKY KpaiH, a i NoBeAiHKY KOXHOro OKpeMoro iHavsiaa. Tak, croxvBai 3afoBoMbHA0TbL CBOI NoTpetu
33 [10MOMOrOI0 LiUppoBIX IHCTPYMEHTIB Ta MOXIMBOCTEN. Y CTATTi NPOaHaniaoBaHo 3MiHy MOBeAiHKW CNOXWBayYiB B LMPOBOMY
NPOCTOPI NiCNs HacTaHHsA naHgemii. MeToaomnoriYHOK OCHOBOI LOCHIMKEHHS € METOAM aHaniTUYHOTO Ta NOPIBHANBHOIO aHanisy. Y
poboTi NpoaHaniaoBaHo TeHAEHLiT Y 3MiHi CNoXWBYOro NonuTy Ta ynofobaHb Ha TYpUCTUYHI Ta pekpeaLliiti nocnyri 3a A0MOMOrok
iHcTpymeHTapito Google Trends. EmnipuyHuit aHania 6a3yeTbcs Ha AaHUX COLJONONYHOrO ONUTYBaHHs rpoMaasH AsepbanmkaHy
npoBegeHoro 3 13 no 21 keiTHs 2020 konekTUBOM AocTiaHNKiB 3 YHiBepcuTeTy HopTremnToHa (BenukobputaHis), HauioHansHoro
HCTUTYTY reodisuku, reopesii Ta reorpadii — bBonrapcbkoi akagemii Hayk, YHIBEPCUTETY HaLioHanbHOI Ta CBITOBOI €KOHOMIKM
(Bonrapisi). 3a pesynbTatamu NpoBeAeHOr0 AOCTIAKEHHS BU3HAYEHO OCHOBHI BUKMNKY LMGPOBI3aL|ii B MapKeTUHry, a came: CTpiMKke
3pOCTaHHS NOMYNSPHOCTI LMGPOBHX IHCTPYMEHTIB 3 MOMEHTY HacTaHHs naHaemii COVID-19 Ta 36epexeHHs MakcMarbHO BUCOKUX
noauuiin nmicns nocnabnexHs oBMexyBanbHUX 3axoAiB, e NANPUEMHULIBKMA CEKTOP MPOAEMOHCTPYBAB CBOK HErOTOBHICTb A0
LndpoBoi TpaHcopmaLyii; neplia B3aeMOfis Cnoxmsadva B LMGPOBOMY CepefoBuLi POPMYye CTane YABMEHHS, OYiKyBaHHS Ta
AOCBiA B3aemogiji 3 KOHkpeTHUMK BpeHaamu. 3a pesynbTatamu [OCMIMXXEHHS aBTOpaMM M3anpOMOHOBaHO pekoMeHaalii Wwopo
nobynoBM B3aEMOBIOHOCMH 3i CMOXMBaYaMW, MapaKeTWHTOBi IHTCPYMEHTU MIABWLLEHHS PIBHS iX NOSMBHOCTI B LMKpOBOMY
cepenoBuLLi. PesynbTaTi JaHOro JOCHIM{KEHHS MOXYTb BYTW KOPUCHUMM NpeACTaBHUKaM MiANPUEMHULIGKAX CTPYKTYp Ta OpraHis
CamMoBPAAYBaHHS Pi3HNX PIBHIB.

KntovoBi cnoBa: noeepjHka cnoxusauis, Bnnve COVID-19, uudpose cepeposuiie, Typuam B AsepbaiimxaHi, iHauBiAyanbHi
3MiHM CrIOXMBaYiB.
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