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Abstract

Purpose: Consumers have unique behaviors that are classified based on their interests and considerations before buying. They are
predicted will change due to the pandemic of COVID-19. This study provides insights for retailers about the dynamic of consumer
behavior before and during the pandemic, including future predictions. Research design, data and methodology: The Preferred
Reporting Items for Systematic Review and Meta-Analysis (PRISMA) statement was applied in this study. Seven studies that were
selected from five databases meet the criteria for cohort and cross-sectional analyses of gender, age, store types, and environmental
concerns. Results: Consumer's gender and age contribute to consumer behavior change. Both offline and online stores can be integrated
as omnichannel rather than substitute each other. Product distribution and consumer budget need to be reevaluated by retailers, while
internet security is the most essential factor when developing their online transactions. Conclusions: COVID-19 pandemic has a
significant impact on changing consumer behavior in most countries. Retailers are encouraged to adapt to the changes by modifying
their business model with technology. However, it is still speculated and cannot be generalized due to different cultural and contextual
factors. Future studies are always needed to synchronize along with the transition of consumers' behavior.
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1. Introduction

Without a doubt, 2020 was an extremely volatile year for
the economy around the world. Lockdowns, job losses, and
supply-chain disruptions were only some of the adversities
that resulted from the pandemic of COVID-19. Non-
essential stores were closed for a long time before some
finally reopened, while some others permanently closed.
Essential stores stayed, albeit with limited capacity and
health protocol applied.
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Retail stores play a very strategic role in distributing
manufactured products to the public. At the beginning of the
pandemic, there was panic buying, empty store shelves, out
of stocks, and a large increase in online sales because of
unpredictable customer needs. Harahap, Ferine, Irawati,
Nurlaila, and Amanah (2021) found customers who are an
economically capable community made sporadic purchases
in large quantities for certain products. In this condition,
retail stores were the determinant to balance supply and
demand through effective supply chain management to

(© Copyright: The Author(s)
This is an Open Access article distributed under the terms of the Creative Commons
Attribution Non-Commercial License (http://Creativecommons.org/licenses/by-nc/4.0/)
which permits unrestricted noncommercial use, distribution, and reproduction in any
medium, provided the original work is properly cited.



70 Global Changing of Consumer Behavior to Retail Distribution due to Pandemic of COVID-19: A Systematic Review

avoid negative phenomena such as illogical selling prices,
stock unavailability, and social inequalities.

The sudden global pandemic for more than a year has
forced changes to occur much more rapidly. The consumer
behavior will not be the same as pre-pandemic, it is rapidly
changing and hard to predict (Tyagi & Pabalkar, 2021).
Svajdova (2021) believes that companies can better manage
the business if they understand how consumers behave and
what aspects influence them. Theoretically, many elements
have a role in consumer behavior. Global changes in
consumer behavior to retail distributions due to the
pandemic were indicated based on the role of gender, age,
store types, while also considering other related factors in
general.

2. Methods

The outbreak of the coronavirus began in early 2020 and,
at least until this study is being conducted in mid-2021, the
pandemic still occurs. This study compares consumer
behavior before and during the pandemic, then predicts the
changes after the pandemic. Therefore, a systematic review
is one of the appropriate research methods for this objective.
It identifies and evaluates various papers related to the
research questions, problem to be solved, or a particular
phenomenon. Quantitative techniques (meta-analysis) and
qualitative techniques (meta-synthesis) were applied to find
more comprehensive and balanced facts for making a
strategic policy.

To obtain relevant papers, it is necessary to search
through several databases. The more databases used, the
greater opportunity to get papers that are relevant to the
study. Because of this consideration, this study searched for
papers through popular databases that excel in publishing
multidisciplinary scientific papers, such as EBSCO, Web of
Science (WoS), Google Scholar, and Science Direct. They
are considered representative and able to increase the
chances of getting papers that meet the eligibility criteria. In
addition, the PubMed database, which is more focused on
biomedical and life science, was used in the papers
searching process because this study is related to the
outbreak of coronavirus which may affect psychological
changes in consumer behavior.

The systematic literature search was conducted on April
Ist, 2021 using keywords from Table 1 in five databases,
only for literature that was published in 2011-2021 and is
limited to English-language publications only.

Table 1: Keywords Used in Each Database

Database Keywords
EBSCO "retail consumer behavior", "retail consumer",
"retail purchase OR buying", "consumer behavior"
Web of | "retail consumer behavior", "retail consumer",
Science | "retail purchase OR buying", "consumer behavior"
Gooale retail AND consumer AND behavior, retail AND
Schcﬂar consumer, retail AND purchase OR buying,
consumer AND behavior
PubMed "retail consumer behavior", "retail consumer",
"retail purchase OR buying", "consumer behavior"
Science | "retail consumer behavior", "retail consumer",
Direct "retail purchase OR buying", "consumer behavior"

The Preferred Reporting Items for Systematic Review
and Meta-Analysis (PRISMA) statement was applied to
conduct the systematic review on retail consumer behavior.
It includes cohort and cross-sectional analyses of variables
such as gender, age, store types, and environmental concerns.
The exclusion criteria are studies that are articles in the form
of books, unpublished works, and conference papers.

3. Results and Discussion

In the identification stage, this study obtained a total of
16,555 papers that have related keywords from five
databases. Having checked the title and abstract, there are
2,031 eligible papers. However, 1,002 papers were listed in
more than one database so only 1,029 papers were valid.
Unfortunately, some papers had to be ignored because not
written in English (174 papers), not a research paper (186
papers), consumer behavior was an antecedent variable (365
papers), only investigated a retail inventory (116 papers),
and have irrelevant topics with the objective of this study
(181 papers). Having removed duplicates and checked in the
previous stages, seven papers met the inclusion and
exclusion requirements of this study. The PRISMA
framework for this study is shown in Figure 1.

The studies by Ainsworth and Foster (2017), Sychov and
Bakaev (2020), Herhausen, Binder, Schoegel, and
Herrmann (2015), Shamim, Ahmad, and Alam (2021),
Pascual-Miguel, Agudo-Peregrina and Chaparro-Pelaez
(2015), Lissitsa and Kol (2016), and Wu, Zhou, and Song
(2015) are eligible studies to be assessed qualitatively. Table
2 summarizes their studies.
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Records identified through database searching

(N = 16,555)

EBSCO (N = 287)

Web of Science (Wa5) (N = 189)

Google Scholar (N = 15,845)
PubMed (N = 77)
| Science Direct (N = 154)

71

| Records retrieved (N

=2,031)

Records excluded based on eligibility criteria after
title and abstract screening (N = 14,418)

Full-text articles retrieved for eligibility

[ (N =1,029)

| Eligible studies to be
| gualitatively (N=7)

assessed

behaviour (365)

»| Duplicates excluded (N = 1,002)

Full-text article excluded (N = 1,012) due to:
o Not written in English (N = 174)

Editorial papers (N = 186)

Article focuses on antecedents of consumer

Articles focuses on retailers supply (N = 116)
Articles about opening new retail store (N = 181)

Figure 1: PRISMA Flowchart of Study Selection

Table 2: Summary of Baseline Characteristics and Outcomes of Included Studies

Age Sample Size Outcomes Studied Findings
Authors T)gf)e G EiCER . r
Study Location |(mean Total M/F Questionnaire Component
+SD) (%) used assessed
Ainsworth | Cross- New 25 250 49.6/ |1. Consumer comfort [1. Atmospheric 1. Positive attitudes of
and sectional Zealand |+19.65 50.4 scale elements the layout have a
Foster Study 2. Hedonic and contribution to significant influence
(2017) utilitarian consumer comfort | on comfort
motivation scales |2. The impact of 2. Familiarity had a
3. Likert type general | comfort on positive effect on
attitude items shopping values comfort
3. The impact of 3. Familiarity had a
environment positive effect on
familiarity on utilitarian value
consumer comfort |4. Comfort positively
4. The functionality influences the
of consumer utilitarian value and
comfort hedonic value.
Sychov Cross- Russia, N/A  [1.0Online N/A | 1. Yearly amount 1. Effect of time 1. Time spent on the
and sectional but Shopper’s spent spent on the mobile app has a
Bakaev Study samples Intentions 2. Time on the mobile app on moderate effect on
(2020) obtained dataset = website sales sales.
internationally 12,330 3. Time duration in  |2. Time spent on the |2. Using logistic
2.Linear administrative, website on sales regression on the
Regression informational, and online shopper's
E-commerce product-related intentions dataset, F1-
dataset = page score was found to be
500 4. Purchasing low.
decision 3. Time on the app is
found to be
considerably higher in
comparison to time on
the website, albeit not
significant.
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Type Study G?gﬁp Sample Size Outcomes Studied Findings
Authors of Location |(mean T M/F Questionnaire Component
ey +SD) ofa (%) used assessed
4. Time on the app is
more likely to result in
a purchase than time
spent on a website.
Herhausen| Cross- Germany | 43.92 107 50/50 |A developed 1. Satisfaction 1. Offline-Online
et al. sectional +N/A questionnaire 2. Perceived risks Integration has a
(2015) Study assessing 3. Purchase intention| positive effect on
consumer's 4. Search intention perceived service
satisfaction, 5. Willingness to Pay | quality and a negative
perceived risks, (WTP) effect on perceived
purchase intention, risk.
search intention, and 2. Anincrease in
willingness to pay. perceived service
quality increases
overall search
intention, overall
purchase intention,
and overall WTP.
Shamim | Cross- India 18 212 66/34 |1. Consumer’'s 1.Consumer safety |1. Females were ahead
et al. sectional years demographics practices compared to males in
(2021) Study and 2. Rank order scale |2.Consumer pursuing health safety
older for precautionary concerns about practices during
+N/A steps taken to stay| grocery shopping grocery shopping
safe during 3.Consumer grocery |2. The most important
grocery shopping. shopping behavior | concern about grocery
3. Grocery shopping |4.Consumer shopping was fear of
behavior and adoption of unavailability of stocks
adoption of healthier food and fear of getting
healthier foods infected by grocery
since the COVID- storekeepers.

19 pandemic 3. People had reduced
their frequency of
grocery shopping and
tried to shop quickly
and efficiently
meanwhile bought
more packaged foods

Pascual- | Cross- Spain N/A 817 62.2/ |46 items adapted 1. Factors 1. Facilitating conditions,
Miguel | sectional 37.8 |from UTAUT, influencing performance
et al. study UTAUT2, and intention to expectancy, perceived
(2015) other e-commerce purchase based trust, and perceived
adoption studies: on gender risk are the four
1. effort expectancy |2. Factors significant predictors
2. performance influencing the of male shoppers'
expectancy intention to purchase intention.
3. social influence purchase digital  |2. Perceived risk, effort
4. facilitating goods expectancy,
conditions 3. Factors performance
5. hedonic influencing the expectancy, social
motivations intention to influence, and
6. product risk purchase non- facilitating conditions
7. perceived risk digital goods predict female
8. perceived trust shoppers' purchase
9. purchase intention intention.

. Hedonic factors have

a positive influence on
male shoppers'
intention to purchase
digital goods.
Perceived risk exerts
a negative influence
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Age Sample Size Outcomes Studied Findings
Authors Tlgf’e =iy ey . . 2
Stud Location |(mean Total M/F Questionnaire Component
y +SD) (%) used assessed
on purchase intention.
For females, hedonic
motivations and
perceived product risk
significantly influence
purchase intention.

4. The main predictor of
non-digital goods
shopping by male
shoppers is
performance
expectancy. For
females, performance
expectancy and
perceived risk are
purchase intention's
stronger predictors.

Lissitsa Cross- Israel 20 75,523 N/A |CBS questionnaire . The number of 1. In both generations,
and sectional and covering: internet access males were more
Kol study older 1. socio- over time likely than females to
(2016) demographic . Purchasing purchase online.
characteristics of products and Males are more likely
household services online to purchase
members over time electronics online
2. employment, . Generations X and (2. Among Gen X, the
economic Y adoption of the probability of online
situations, health, internet shopping decreases
skills . The purchasing with age, while among
3. internet access behavior of each Gen Y, the probability
4. the frequency of generation of online shopping
internet use for increases with age.
purchasing goods
Wu et al. | Cross- China N/A 4,201 N/A |Questionnaires . The opinion of 1. Sustainable consumer
(2015) | sectional covering: resources behavior is affected by
study 1. demographic conservation and variables including
measures environment two-type attitude, two-

2. attitude towards
environmental
protection and
resource
conservation

3. the influence
factors of
sustainable
consumption
behavior

4. the lifestyle of
sustainable
consumption and
resource

protection

. The attitude to

resource
conservation

. The attitude to

environment
protection

. The daily

performance of
environment
protection

3.

type knowledge, and
skills, life values, age,
gender, etc.

. There exists a

significant correlation
between two-type
knowledge and skills
and two-type attitude.
The relationship
between two-type
attitudes and
sustainable consumer
behavior is regulated
by contextual factors
such as social norms
and so on.

. The individual's

sustainable
consumption
behaviors are greatly
diverse owing to
various demographic
factors
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3.1. Gender

Gender plays a major role in determining how customers
behave during the buying process. Several studies
commonly found that females tend to be more impulsive,
flexible, and emotional-driven when buying products
(Nayebzadeh & Jalaly, 2014; Gandhi, Vajpayee, & Gautam,
2015; Rahmiati, 2016). Meanwhile, male consumers are
more straight-forward and utilitarian-motivated (Ling &
Yazdanifard, 2014) but their buying value is more than
females (Melovic, Sehovi¢, Karadzi¢, Dabi¢, & Cirovié,
2021).

Chen, Yan, Fan, and Gordon (2015) observed that
females purchase more frequently than males but tend to
target lower prices. They are more price-sensitive and show
a high level of hedonic motivation (Koch, Frommeyer, &
Schewe, 2020). Female consumers often compare goods and
undergo detailed research before purchasing the desired
item, but are more likely to repurchase (Bae & Lee, 2011).

Males are more time-saving oriented so they perceive
shopping as a regular activity (Tifferet & Herstein, 2012).
On contrary, females enjoy adventure, sociality, fashion,
and value (Ling & Yazdanifard, 2014), so their shopping
habits are accompanied by mates or spouses (Savaskan &
Cati, 2021). According to Audrain-Pontevia and Vanhuele
(2016), men and women are similarly loyal to a retail store
but men are more loyal to the retail chainstore. Men make
the majority of decisions for themselves, while women make
the majority of decisions for their significant other, children,
and even parents (Kraft & Weber, 2012).

Although everyone is interested in receiving lower
prices, females more tend to avoid shipping costs and
concern with refundable policy, especially when buying
online (Valentine & Powers, 2013). Females also utilize
more discounts, rewards, coupons, and loyalty cards
(Kraljevi¢ & Filipovi¢, 2017). They consider store attributes
(Jackson, Stoel, & Brantley, 2011) and environmental
aesthetics (Mohan, Sivakumaran, & Sharma, 2013; Kim &
Kim, 2012) which able increase their impulsive purchase
behavior.

3.2. Store Types

In the digital era, consumers perceive internet shopping
as many advantages of being able to buy anywhere and at
any moment, more convenient, price competitive, and offer
superior items (Veronika, 2013). Personal information
protection, confidentiality, missing deliveries, and low
product quality are all risks and problems associated with
online shopping (Jan, 2012). Customers choose smartphone
apps for online shopping over websites because they are
easier to use, find, and navigate (Sychov & Bakaev, 2020).

Online shopping is also affected by the COVID-19
pandemic situation (Memon, Dehraj, Mallah, Solangi, &
Dars, 2021). Bhatti, Akram, Basit, Khan, Naqvi, and Bilal
(2020) found that e-retailers were forced to provide goods
that consumers typically purchased in superstores before the
pandemic. Meanwhile, consumer behavior was shifted
towards depending more on e-payment methods during
lockdown and quarantine conditions (Hashem, 2020).

The changes due to the pandemic occur so rapidly.
Milakovi¢ (2021) found that 83.5% of consumers were not
adaptable to online shopping, but they are motivated to get
the best bargain so they do comparison-shop by visiting
several stores by internet searching (Aw, Kamal, Ng, & Ho,
2021). It means purchases may not only be made at the
retailer's online site but also at competitors' sites (Rapp,
Baker, Bachrach, Ogilvie, & Beitelspacher, 2015).
Although the majority did not plan to continue to buy online
after the pandemic, but when consumers engage with
merchandise in a store, they immediately go online to make
their final purchase decision (Cruz & McKenna, 2011; Rapp
et al., 2015).

E-commerce’s effect on shopping does not simply imply
that traditional stores are falling behind. Many brick-and-
mortar stores will be compelled to pursue an omnichannel
strategy and accelerate their technology adoption due to this.
In these tough times, Nithya and Chirputkar (2020) persuade
retail stores to switch from traditional selling techniques by
creating an omnichannel experience that creates favorable
customer behavior and increases customer loyalty. Online-
offline channel integration would bring about synergies
rather than cannibalization, thus positively supporting each
other (Herhausen et al., 2015). Lorenzo-Romero, Andrés-
Martinez, and Mondéjar-Jiménez (2020) and Wiederhold
(2021) believe that nowadays, retail stores must come to
consumers in the form of having a digital presence, such as
online shopping, omnichannel delivery, and consumer
support, rather than getting consumers coming to them,
including home-bound services. Moreover, Vinerean (2020)
advised retailers to follow purchase budgetary limitations of
the consumer even after the COVID-19 pandemic subsides.

An online survey conducted by Koch et al. (2020) during
the COVID-19 pandemic recorded the most attractive online
shopping things for consumers because of exclusive
products that are not available in a physical store, all-time
accessibility, money and time efficiency, the versatility of
the product, customization of products and services, and
ease of use compared to traditional shopping. The quality of
content on social media and users' interactions have a
significantly positive impact on brand awareness and
purchase intentions (Dabbous & Barakat, 2020). Regretfully,
Brandtner, Darbanian, Falatouri, and Udokwu (2021)
noticed a general and significant decrease in retail consumer
satisfaction as a result of the pandemic, which will reduce
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the repurchase intention (Milakovi¢, 2021). Therefore,
Dirgantari, Hidayat, Mahphoth, and Nugraheni (2020)
convinced retailers to ensure the quality of the system,
information, and service that have proven to affect consumer
satisfaction, particularly during pandemics.

3.3. Cross-Generational Behavior

Nowadays, Generation X and Generation Y are the two
generations with the most impactful power on the market
with their financial peak. Generation X, born between 1961
and 1980, grew up during the emergence of technology into
their daily lives (Ferdoko, Bacik, Olearova, & Rigelsky,
2020). Generation Y or Millennials, born between 1981 and
1995, were introduced to the digital world at a young age.
They are first-generation digital natives who have never
learned anything else (Moreno, Lafuente, Carredén, &
Moreno, 2017).

Generation Y is considered more consumptive and more
prone to consume for status (Eastman & Liu, 2012) as a
means of lifestyle, regardless of their income (O'Cass &
Siahtiri, 2013). Online shopping for them, according to

Melovi¢ et al. (2021), has beneficial compared to traditional
shops but very risky, so they decide to buy online mostly for
inexpensive products. They have less brand loyalty (Ordun,
2015) and prefer to seek out customized or personalized
products (Kraljevi¢ & Filipovié¢, 2017). However, a study by
Guriu (2012) revealed that married, both Generation X and
Generation Y, will be more loyal to a certain brand,
especially high-value products and continuous services,
than single.

3.4. COVID-19 Pandemic Effects

The global COVID-19 pandemic had a significant impact
on cultures and economies worldwide. Consequently,
customers' daily lives, as well as how companies and
consumers interact, have been changed (Donthu &
Gustafsson, 2020; Pantano, Pizzi, Scarpi, & Dennis, 2020).
Table 3 shows the empirical conditions of retail consumer
behavior during the pandemic in several countries. It
convinces that the changes happened globally and indicates
the similarities.

Table 3: Retail Consumer Behavior during the Pandemic in Several Countries

Country Researcher(s) Empirical Condition
Canada Sayyida, Hartini, Gunawan, | Despite the pandemic, Canadians prefer to shop in physical stores after gathering digital
and Husin (2021) information (webrooming). However, the number of online purchases has increased as well.
Croatia Herceg In Croatia, consumers admit to shopping online during the pandemic because of restriction
(2021) of movement (60%), saving time (50%), and fear of the coronavirus (32%).
E Sayyida et al. In France, consumers prefer to use digital media to find information about products and
rance . ) . .
(2021) services, and they place more trust in online consumer reviews.
G Sayyida et al. The pandemic has shifted consumer behavior in Germany to the digital world although still
ermany )
(2021) tends to shop at physical stores.
. Khaled, Alabsy, Al-Homaidi, The pandemic in India has an impact on customer and branq protection, as well as ’.[he use
India of technology. Customers are more concerned about these issues when they shop in retail
and Saeed (2020) . .
stores, whether online or in-store.
Indonesia Sunarjo, Nurhayati, and The relationship between user characteristics and technology adoption behavior reveals
Muhardono (2021) changes in the behavior of Indonesian customers during the pandemic.
Prebreza and Shala The empirical research on the market in the Republic of Kosovo found convenience, pricing
Kosovo (2021) and quality, website design, saving time, security and socialization affect consumers’ internet
shopping behavior during the pandemic.
Romania Baicu, Gardan, Gardan, The pandemic in Romania affects consumers’ lifestyle to the online transaction, which is
and Epuran (2020) mediated by internet security.
Saudi Arabia Alessa, Alotaibie, EImoez, | Although the pandemic negatively impacted business productivity and profits in Saudi
and Alhamad (2021) Arabian, female entrepreneurs do not perceive a change in consumer behavior.
Spai Romeo-Arroyo, Mora and | People's eating habits in Spain during quarantine time change towards higher
pain X . . .
Vazquez-Araujo (2020) frequencies and snacking more between meals.
. . Online shopping increased significantly due to pandemics in the UK. However, consumers
United Sayyida et al. il irectl hvsical Th h inf .
Kingdom (2021) sp _need tq ensure products dlre_ct y at physical stores. They searc product in on_'matlon on
digital media to reduce the duration of face-to-face when making purchases physically.
USA Ahmed, Streimikiene, The pandemic is a significant moderating factor influencing the impulse buying behavior of
Rolle, and Duc (2020) US citizens, which is mediated by social media fake news.
. Pandemic in Vietham moderated consumer benefit awareness, which encourages
) Pham, Thi and Le . . ;
Vietnam (2020) customers to shop online. However, the sympathy of society may have been a factor in
customers' hesitation to shop online.
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Grashuis, Skevas, and Segovia (2020) found that there
has been a significant shift from 3~4% online grocery
spending before the pandemic to 10~15% during the
pandemic. It was led by a rapid digital transformation driven

by consumers (Abbu, Fleischmann, & Gopalakrishna, 2021).

Sharma and Jhamb (2020) found that 46% of users admitted
that social networks are important for information sharing
and making product choices. According to Wang, Xu,
Schwartz, Ghosh, and Chen (2020), consumers now have
higher expectations for in-store safety, they reduced the
frequency of going into the store while spending more per
visit with shorter shopping duration. Not surprisingly,
Mehta, Saxena, and Purohit (2020) advise retailers to
reconsider a spiritual approach in understanding consumer
behavior by keeping drivers such as economies of
consumption, saving, and health in mind.

Studies from Addo, Jiaming, Kulbo, and Liangqiang
(2020), Kim (2020), and Wiranata and Hananto (2020)
reported that in the context of the fear-inducing COVID-19
phenomenon, impulse buying behavior had increased
significantly across the world. Medicines, drugstores, and
food are increasingly bought in brick-and-mortar stores
(Eger, Komarkova, Egerova, & Micik, 2021), meanwhile,
sporting goods and hobbies-related product purchase
frequencies are getting lower along with electronics and
household equipment. According to Shamim et al. (2021),
consumers prefer packaged items and tend to avoid
unpackaged items, quick and efficient shopping, and
shifting towards online shopping and utilizing digital
payments.

3.5. Sustainable Behavior

Sheth (2020) found that new habits will emerge as a
result of the blurring of work, leisure, and education
boundaries during the pandemic. According to Gordon-
Wilson (2021), there is increased awareness of
environmental hazards and the responsibility that society
holds to saving the planet so it had changed their shopping
behavior in the pandemic. Bhutto, Zeng, Soomro, and Khan
(2019) argue that sustainable products are preferred by some
consumers due to both considering social and emotional
factors despite the higher prices. On the other hand, Vega-
Zamora, Torres-Ruiz, and Parras-Rosa (2019) found that
consumers lack trust in and knowledge about sustainable
products. In doubtful consumers, proper and trustworthy
communication should be the primary concern for retail
marketers (Adialita & Sigarlaki, 2021). Sustainable
marketing practices are recommended to build a company's
brand image (Jung, Choi, & Oh, 2020).

4. Conclusions

Consumer behavior changes dynamically along with
technological developments, shifting needs, and consumer
spending patterns. This was shown when customers have to
stay at home during the pandemic, they become accustomed
to using technology by shopping online. In addition to basic
needs, customers also buy several products to support their
activities while at home. Consumers who usually buy goods
for monthly needs shift to daily spending with a smaller
basket value but more frequently. Because this pandemic is
happening globally, these changes also have the potential to
occur globally. These changes indicate consumer behavior
in the new normal era.

Gender differences arise because of biological that
impact how consumers behave in buying a product. While
males are utilitarian-motivated, less critical in buying
products, and view shopping as a task, females view
shopping as a relaxing and adventurous activity. Therefore,
females are more impulsive, flexible, and emotionally
driven. This foundation of consumer behavior results in
males buying goods at higher prices since they do not
compare to other products as females did during the buying
process. Consequently, females tend to process slowly by
surfing and comparing products before finalizing their
purchase as leisure, with the additional advantage of finding
lower prices. Considering this motive, a shopping
environment such as background music, cleanliness, and
comfortable facilities is critical when the retailer's primary
consumers are females. Moreover, due to their behavioral
window-shopping, females are more likely to buy goods that
are not in their primary intention to buy and results in a
higher frequency of shopping. The intention to repurchase is
higher in females who have trust propensity to a product
when compared to males; this can be linked to females'
previous more intensive search for information on a product
before buying that made them perceived what they bought
was the most suitable product, and therefore tend to have
greater brand loyalty.

Both online and offline way of shopping has their
benefits. While online retails are convenient for one-click-
away accessibility and competitive price, they are prone to
fraud, delivery errors, and privacy issues. On the other hand,
Brick-and-mortar stores are advantageous, particularly in
showing the authentic product in front of the consumers,
gaining trust quickly from consumers, but prone to difficulty
in reaching consumers, since they need to get consumers to
come physically to make a purchase. Nowadays, consumers
are more sophisticated; they put many considerations before
buying a product, especially when they are of high value.

Generation X and Generation Y are now comprising
most of the market population. Most of them are utilizing
online shopping, especially those occupied with work and
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have little time to go to offline stores. Generation Y's
consumptive behavior may result from higher technology
fluency than older generations and further push retailers to
get their presence online. Generation X, who is now in the
family-providing stage, tends to be more conscious about
spending on risky products, and one way to tackle this is to
give precise and complete product information.

In summary, to get consumers' interest, retailers must
consider combining offline and online stores, with social
media presence being ever more critical to introduce brands,
build trust, and gather attention to their products. Retailers
are advised to increase utilization of goods and services via
digital channels without ignoring data security and privacy
which still more important than convenience. The Theory of
Planned Behavior can be implemented in marketing
strategies for sustainable products while also paying
attention to consumers' cost-saving considerations and
sustainable products.

The current situation of the COVID-19 pandemic
drastically changes consumers' behavior in a way nobody
has predicted. Panic buying and stockpiling can be observed
in many countries after the declaration of the global
pandemic. Several sectors experienced an increase in
demands, such as food supply, medicines, and drugstore
products. Meanwhile, products of tertiary needs demands
are decreasing. Offline stores are often only visited for
planned buying. To counter the decreased interests of
tertiary needs, an online presence can be deployed since
people have more spare time to surf the internet and do
online purchasing. The raised expectations for increased in-
store safety must be considered in offline stores to satisfy
consumers' demands, such as cleanliness, temperature
checking, and limiting the number of visitors at a time.

This systematic review may provide new scope for
retailers and marketers in understanding the various and
dynamic ways of consumer behavior, including the pattern
of retail distribution. However, consumer behavior in a retail
store cannot be generalized due to different cultural and
contextual factors. Retail distribution may be adjusted refer
to local characteristics. Therefore, future studies are always
needed to synchronize along with the transition of
consumers' behavior.
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