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Abstract: 

The worldwide market sentiment and purchasing behaviour are shifting as a result of the coronavirus 

(COVID-19) pandemic. Consumers were able to develop themselves and synchronise their purchase and 

spending habits of items and services, as with any epidemic. Customers quickly altered their product and 

service purchasing and spending patterns, bringing their purchasing, and spending habits into line. When the 

public face worse scenarios such as an outburst of a pandemic, their purchasing habits change quickly in 

order to aid mitigate the threat. To find out, we looked at the kind of variables that are affecting this shift in 

consumer behaviour. Environmental elements such as ambience and design, brand choice, brand loyalty, 

pricing, shop location, and so on were all evaluated. According to the findings of the study, some of these 

elements have significant influence on consumers' behavioural intentions during a pandemic.  

Keywords: Consumer behaviour, Brand preference, Price, Impulse buying, Stockpiling, Brand 

Loyalty. 

 

1.1 Introduction: 

 

Different markets have been affected by the pandemic's geographic spread, the intensity of the lockdown, 

and the market's dependence on conventional vs. organised retail channels. The pandemic's intensity was 

primarily limited to a single province in China, where it was effectively contained, resulting in an early 

recovery for FMCG sector categories. Furthermore, China outnumbers India in terms of organised retail 

channels (modern trade and e-commerce). Due to a lengthy lockdown impacting production and supply 
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chains in India, and a substantial number of days in April and May when even regular trade channels like 

pharmacies and grocery stores were shut down, the FMCG sector has been slow to recover. India's FMCG 

industry rebounded significantly in June after taking a blow during the shutdown, with Traditional Trade 

channels leading the comeback. During a Pandemic, FMCG sector still sees a steady growth for its essential 

products and a new addition in almost every FMCG company’s portfolio is the category of Hygiene products. 

Several FMCGs and a slew of newcomers are capitalising on the urgent demand for hygiene at home and at 

work.  

During the lockdown period, consumers showed a clear preference for FMCG categories, and after the first 

lockdown in June, they showed a substantial recovery. Various categories have shown varied degrees of 

recovery during the previous few months. During the lockdown, soap and floor cleaners, for example, 

remained in priority baskets. During the unlock phase, these categories retain a larger proportion of wallet 

and have been embedded in the 'new normal' shopping basket. Cosmetics and beauty categories were de-

prioritized during the lockdown period, with most of the individuals confined to their houses - categories 

including deodorants, hair colour, and skin care experienced substantial drops. In June, these categories saw 

a substantial recovery. Toothpaste, shampoos, and hair oils recovered in June after being rationalized during 

the lockdown. Similar patterns were found in the home care categories of Washing Powder and Detergent 

Cakes 

Consumers have been forced to adapt, modify their views, and behaviours during the previous several 

months, and some of these changes may be permanent. In the majority of households, rising unemployment, 

pay cutbacks, and firm closures were key worries that led to income contraction. This, along with the stress 

of being confined to one's house, is creating health issues.  

 

1.2 Introduction to the FMCG Industry 

Fast Moving Consumer goods is the fastest growing sector in Indian economy. It is India's fourth biggest 

industry, with household and personal care accounting for half of all FMCG sales.  

Personal care goods (shampoos, soaps, toothpaste, etc.), detergents, foods (soft drinks, chocolates, snacks, 

and other packaged meals), and hygiene products are a few examples of FMCG products.  
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The FMCG business is renowned for its high turnover of consumer-packaged products, i.e., items that are 

manufactured, distributed, promoted, and consumed in a short period of time due to increased consumer 

demands 

Demand for FMCG items is increasing, and the reasons for this may be attributed to increased knowledge 

and changing lifestyles.  

The urban segment contributes the most to the industry's overall revenue, accounting for about 55% of total 

sales. However, in recent years, rural India's FMCG sector has expanded at a quicker rate than urban India's. 

Semi-urban and rural areas are rapidly expanding, with FMCG items accounting for half of all rural 

expenditure.  
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Statement of the problem: 

Consumer purchase patterns have been altered substantially as a result of ongoing pandemic, particularly for 

health and hygiene items. There was a significant shift in buying behaviour and preferences for such items 

as a result of anxiety and fear caused by pandemic 

 

Research objective: 

The goal of this study is to determine the influence of Covid 19 on consumer purchasing behaviour of Health 

& Hygiene products. 

 

Research question: 

      Is there any effect of Covid 19 on brand preference, risk, brand loyalty, and brand price on consumer 

purchasing behaviour for health and hygiene products?  

 

Hypothesis formulation 

Consumer buying behaviour 

Consumer behaviour research aids marketers in gaining a better understanding of how customers make 

purchasing decisions. By gaining a better knowledge of how customers choose items, companies can fill in 

the gaps in the market and discover products that are required as well as those that are no longer needed. 

Consumer behaviour research also aids marketers in determining how to promote their products in the most 

effective way possible. Understanding consumer purchasing behaviour is crucial to reaching and engaging 

your customers and convincing them to make a purchase.  

H1- There is a significant relation between consumer buying behaviour and customer preference  

Brand Preference 

The inclination to buy a product is influenced by brand preference. This demand determinant is based on the 

fulfilment of a buyer's desires and requirements from a product. Buyers are more likely to purchase more if 

a product gives more satisfaction. Understanding the elements that drive consumer motivation can help you 

figure out how to appeal to them.  
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H2 - Brand preference is affected by consumer self-perception and expression. 

Risk taking in crisis 

The COVID-19 pandemic has an impact on brand choice in food and personal-hygiene product purchases. 

During a crisis, consumers are more likely to turn to store brands and promotions that provide cheaper pricing 

on items.  

H3 - During a crisis there is an increased shift towards store brands and promotions offering lower prices on 

products 

 

Brand Loyalty 

When a customer is familiar with a brand and has strong brand connections in  mind, he or she tends to be 

loyal to it. Customers' brand loyalty is influenced by the availability of brands, their health consciousness, 

their habits, and their daily routines.  

H4 - There is a significant relation between consumer preference and brand equity & associations 

 

Brand price 

Brand price is related to the amount of money the consumer is willing to pay considering the quality of the 

product. Price can portray a brand as affordable or exclusive. 

H5 - There is a significant relationship between brand price and consumer preference 
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Conceptual Mode 

 

 

 

 

 

 

 

Methodology 

 

A questionnaire was used to obtain data from 101 individuals. The population represents more than 20 years 

of age. A convenient sample of people above the age of 20 was invited. About 92 percent of the participants 

in this sample are between the ages of 20 and 30, while just 8% are between the ages of 31 and 45. Males 

make up half of the sample population, while females make up the other half.  

 

http://www.jetir.org/


© 2021 JETIR August 2021, Volume 8, Issue 8                                                      www.jetir.org (ISSN-2349-5162) 

JETIR2108060 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org a477 
 

Data Analysis and Interpretation 

 

The linear regression analysis technique was used to analyse the impact of various independent variable 

impact on dependent variable of the proposed model.  

The regression equation can be derived as 

Y (Consumer Buying Behaviour) = a+bX1+ bX2+ bX3+ bX4 

Where: Y= Dependent Variable 

a= Constant  

b= Slope (i.e., Change in X causing change in Y) 

X1= Brand Preference 

X2= Risk taking in crisis 

X3= Brand Loyalty 

X4= Brand Price 

Table1: Model summary 

Regression 
Statistics   

Multiple R 0.64267 

R Square 
0.41302

5 

Adjusted R 
Square 

0.38856
7 

Standard Error 
0.43540

4 

Observations 101 
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Table2: Coefficients table 

  

 

Coefficients 

 

Standard 

Error 

 

 

t Stat 

 

 

P-value 

 

 

Hypothesis Significance 

 

Accept/ 

Reject 

Intercept 

1.043487 0.325612 3.204693 0.001836 

   

BRAND 

PREFERENCE 

0.287611 0.080493 3.573125 0.000554 

 

H1 

 

<0.05 

 

Accept 

RISK TAKING 

IN CRIRIS 

0.215393 0.062266 3.459232 0.00081 

 

H2 

 

<0.05 

 

Accept 

BRAND 

LOYALTY 

0.102011 0.053053 1.922817 0.057467 

 

H3 

 

>0.05 

 

Reject 

BRAND 

PRICE 

0.08876 0.056046 1.583696 0.116552 

 

H4 

 

>0.05 

 

Reject 

 

 

From the above table the regression equation for predicting the effect of independent variables on dependent 

variable can be derived as  

Y (FUTURE PURCHASE INTENTION) = a (1.043487) + (0.287611) * Brand Preference + (0.215393) * 

Risk taking in crisis + (0.102011) * Brand Loyalty + (0.08876) * Brand Price  

 

RESULTS 

After analysing survey data in excel which consisted of descriptive statistics, regression analysis.  We note 

the value of regression coefficient beta and standard error for significant association as beta (SE). Data 

analytics tools in excel are used to find the relationship between variables.  

Regression is the analysis is shown in table 1 & 2. It can be seen as adjusted r square value is 0.4, which 

indicates that 40% of the variation in Consumer Buying Behaviour is explained by variables Brand 

Preference, Risk, Brand Loyalty and Brand Price. The model summary shows that adjusted R- square value= 

0.4 which indicates that the input variables are not adding value to the model. 
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Findings 

1. Brand loyalty (P=0.06) is rejected as its p value is greater than 0.05 which shows insignificant 

relationship Brand loyalty and Consumer buying behaviour 

2. Brand Preference has significant relationship with Consumer buying behaviour as  

P= 0.0006 is less than 0.05. 

3. Brand Price (P=0.12) is rejected as its p value is greater than 0.05 which shows insignificant 

relationship between Brand price and Consumer buying behaviour 

4. Risk taking in crisis has significant relationship with Consumer buying behaviour as P= 0.0008 is 

less than 0.05 

The research aimed to create a systematic model for calculating the effect of Brand Preference, Risk, Brand 

loyalty and Brand price to assess buying behaviour of consumers to use health and hygiene products. It has 

been found that Brand Preference and Risk have a significant impact on Consumer Buying behaviour in 

purchase of Health & Hygiene products.  

        

Conclusion 

This study aimed to see how Buying Behaviour of consumers have been affected by Pandemic with respect 

to Health & Hygiene products. To determine this, we have considered various factors such as Brand 

preference, Risk taking in crisis, Brand loyalty and Brand price which influence consumers buying behaviour 

of health & hygiene products. With our study, we conclude that Brand preference and Risk were found to 

have an impactful relationship with Consumer Buying Behaviour. So, we can infer that in the wake of Covid 

19 consumers were more conscious of the brands they chose in health and hygiene category 

Limitations and Scope for future research:  

As the intensity of the pandemic subsided there was a major shift in the consumer buying behaviour of health 

and hygiene products. In the wake of the pandemic consumers chose to be quality conscious rather than price. 

While the current study shed light on the Consumer Buying Behaviour of Health & Hygiene products in the 

wake of the pandemic, a detailed study must be done to understand the transition of Consumer Buying 

Behaviour through the pandemic period. There were some limitations to the study owing to the current 

http://www.jetir.org/


© 2021 JETIR August 2021, Volume 8, Issue 8                                                      www.jetir.org (ISSN-2349-5162) 

JETIR2108060 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org a480 
 

situation. The first limitation is that the data was collected through a questionnaire via google survey due to 

COVID constraints and with a sample size of 101. So, future research can be done on larger demography 

across the country and can also use exploratory methods such as focus group interviews, prescriptive 

techniques, etc for collection and evaluation of data. Another limitation is that the sample size is small and 

is limited to only a few cities. So, future research can be done on larger demography across the country 
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Questionnaire 

LIKERT SCALE 

Strongly Disagree Disagree Neutral Agree Strongly Agree 

1 2 3 4 5 

 

S. no Questions 1 

(SD) 

2 

(D) 

3 

(N) 

4 

(A) 

5 

(SA) 

 Consumer buying behaviour      

1. Is your approach to buying food and hygiene products 

during the covid-19 pandemic different from before the 

pandemic 

     

2. Pandemic have affected how you buy food and hygiene 

products online or physically 

     

3. Does factors like low cost, promotional schemes, 

willingness to try unusual etc influenced impulse 

buying 

     

4. After I make an impulse buy i feel dissatisfied       

5. Store environment such as ambience and design 

influence your purchase decision 

     

6. You feel less inclined to buy at a supermarket having 

small assortment of products 

     

7. Proximity of purchase is a major determinant of 

purchase decision 
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8. Did you switch personal care product during the course 

of pandemic? 

     

9. Promotional schemes like discounts, money back offer, 

buy1get1 free etc will change buyer decision 

     

 Brand preference      

10. Are you a loyal customer for the products you buy      

11. Quality and good value-added services is considered 

the determinants of a good brand 

     

12. Association of product with a particular group of 

company lead to preference for such products 

     

13. Are you willing to purchase products from local 

companies with better price and slightly less quality 

     

 Risk taking in crisis      

14. Frequency of online purchase have increased after 

pandemic  

     

15. Did you resort to hoarding in fear of supply shortages      

 Brand Loyalty      
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16. Brand loyalty is related to habits, routines and 

suitability 

     

17. Have you tried more or less new brands than you would 

before the pandemic 

     

 Brand price      

18. Has price dictated what brand of food and hygiene 

products you buy during the pandemic 

     

19. Is price of a product a major determinant in buying 

behavior during the pandemic 
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