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Abstract: The COVID-19 pandemic has fundamentally changed the world as we know it. People are living differently,
buying differently and in many ways, thinking differently. This study takes the lead of research by trying to answer the
following research question: How does the coronavirus impact consumer behaviour in the ecological context? The paper
begins with a presentation of the concept of consumer behaviour, its theoretical background and definition, and then
discusses the question of the pandemic and its socio-economic effects on the consumer. Next, the paper presents a study
on consumer behaviour in the era of the pandemic. Finally, it analyses the impact of consumer behaviour in the era of the
pandemic on the environment.
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Streszczenie: Pandemia COVID-19 istotnie zmienita $wiat, jaki znamy. Ludzie zyja inaczej, inaczej kupuja i na wiele
sposobdw, inaczej mysla. Niniejszy artykut jest poczatkiem badan, majacych na celu znalezienie odpowiedzi na naste-
pujace pytanie badawcze: Jak koronawirus wptywa na zachowania konsumenckie w kontekscie ekologicznym? Artykut
rozpoczyna sie od prezentacji zjawiska zachowan konsumenckich, podstaw teoretycznych i definicji tego zjawiska, omawia
tez kwestie pandemii i jej spoteczno-ekonomiczne skutki. Nastepnie opracowanie to prezentuje wyniki badan na temat
zachowan konsumentéw w dobie pandemii, by ostatecznie dokonac analizy wptywu zachowan konsumenckich na srodo-
wisko w tym okresie.

Stowa kluczowe: koronawirus (Covid 19), zachowania konsumenckie, wptyw na srodowisko
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Introduction

The COVID-19 global pandemic is having
a profound impact on consumers’ lives.
As stay-at-home orders and country-wide
lockdowns start to be eased, consumer
behaviour continues to be driven by new
personal circumstances, such as changes
in discretionary income and spare time,
and reconsidered values and priorities. In
the centre of attention is the consumer
behaviour. The behaviour of the customer is
also considered as an independent variable.
The main reason behind its independence
is that the way the population will act in
response to the pandemic of COVID - 19
(Liang and Litscher 2020). The purpose
of this research paper is to examine the
impact of Covid-19 pandemic on consumer
behaviour.

This study takes the lead of research by
trying to answer the following research
question: How does the coronavirus impact
consumer behaviour in the ecological con-
text? The paper begins with a presentation of
the concept of consumer behaviour, its theo-
retical background and definition, and then
discusses the question of the pandemic and
its socio-economic effects on the consumer.
Next, the paper presents a study on con-
sumer behaviour in the era of the pandemic.
Finally, it analyses the impact of consumer
behaviour in the era of the pandemic on the
environment.

The reason why this study considers it im-
portant to pay attention to consumer buy-
ing behaviour, is that the way the customers
choose their products and services can be
important for manufacturers as well as ser-
vice providers as this provides them with
competitive advantage over its competitors
in several aspects.

1. Methodology

The aims of this review are to provide a com-
prehensive and systematic overview. The
methodology for this overview of systematic
review was based on the framework outlined
by Arksey and O’Malley (2005) with the rec-
ommendations made by Levac et al. (2010)

and Peters et al. (2015). Systematic litera-
ture reviews, which are becoming more and
more popular in academic research, rely on
a rigorous, robust, clearly defined and relia-
ble literature search and selection method-
ology that enables the reader to reproduce
sample generation and evaluation (Levac et
al. 2010).

The review included the five key phases
on recommendation made by Arksey and
O’Malley (2005): (1) identifying the research
question, (2) identifying relevant studies, (3)
study selection, (4) charting the data, and (5)
collating, summarizing, and reporting the
results; the optional ‘consultation exercise’
of the framework was not conducted.
Moreover, as suggested by Levac et al. (2010),
this review: a) used an interactive team
approach to selecting and extracting studies,
b) incorporated an essential numerical
summary and a qualitative analysis of the
contributions extracted, and c) identified the
implication of the study findings for policy
and practice.

Relevant sources were searched via four
scientific databases: Web of Science (112),
Pubmed (41), Idunn (6), SocIndex (55).
The search was performed based on the
Keywords: gambling, elderly, older adults,
seniors, old people using the Boolean
operators “and” and “or”. Further keywords
included: Europe, Norway, Czech Republic,
Slovak Republic. The language of the papers
was English, Czech and Slovak. Qualitative
and quantitative articles of any study type
were included.

During the first phase of the search, 214
studies were found, followed by filtering the
results to achieve the number of 146. In the
next phase of the analysis, all duplicates and
studies that did not deal with the discussed
issues were rejected. Results older than 10
years and works for which did not have the
opportunity to obtain the full published
version were also excluded. The number
of publications used to prepare our review
study was 64. The final number of works
used to process our review study was 42.
Collection and analysis of results took place
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in the period from June to September 2020.
The database search was complemented
by an additional forward and backward
snowball search.

Each paper identified during the search
was first evaluated for possible relevance
based on its title and abstract. Subsequently,
all works that remained in the initial working
sample were completely read to assess their
relevance for this study based on the defined
selection criteria and the purpose of the
investigation. Works contained in the final
sample are analysed and discussed in the
following section.

2. Consumer behaviour

In this part of the study, we consider it es-
sential to clarify consumer behaviour from
the point of view of several definitions of au-
thors and discussion about them. For many
years, consumers and their behaviour have
been researched both in science and in prac-
tice. Moreover, the following popular defi-
nitions have been proposed for the term of
consumer buyer behaviour. According to
Blackwell et al. (2006) consumer buying be-
haviour is itself is a complex, dynamic issue
which cannot be defined easily and com-
monly. Therefore, the concept of consumer
buying behaviour has been defined in differ-
ent ways by different researchers. The defi-
nition formed by Solomon (2011) describes
consumer buying behaviour as a process of
choosing, purchasing, using and disposing
of products or services by individuals and
groups in order to satisfy their needs and
wants. Similar definition of consumer buy-
ing behaviour is offered by Schiffman et al.
(2008) in which they describe it as behav-
iour that consumers express when they se-
lect and purchase the products or services
using their available resources in order to
satisfy their needs and desires. Consumer
buying behaviour is defined by Stallworth
(2008) as a set of activities which involve
the purchase and use of goods and services
resulting from the customers’ emotional and
mental needs and behavioural responses. It
is further stated by Salomon et al. (2016) that

the process may encompass different activ-
ities and stages. Although the definitions
given above differ, they all lead to the com-
mon view that consumer buying behaviour
is a process of selecting, purchasing, and
disposing of goods and services according to
the needs and wants of consumers. However,
there seems to be in the above definitions
a general consensus on the subject of con-
stant change at a time when the purchasing
characteristics of customers change due to
their physical and psychological needs. The
approaches explaining consumer behaviour
are divided into three groups (Valaskova et
al. 2015): psychical-based on the relation
between the psyche and behaviour of the
consumer; sociological approach—which
is devoted to the reactions of consumers in
different situations or the ways in which the
behaviours are influenced by various social
circumstances, social leaders; and economic
approach—grounded on the basic knowl-
edge of micro economy in which consum-
ers define their requirements. Subsequently,
the consumer interests are confronted and
traded on the market.

As research shows, there are many
different theories and models used to explain
why consumers act as they do. Consumer
behaviour is the study of how individuals,
groups, and collective entities choose,
purchase, utilize, and discard ideas, goods,
or services to satisfy their needs and wants.
The relationship between the customer
(also called the buyer) and the provider
(the seller) forms through a phenomenon
called market exchange (Vysekalovd 2011).
During the exchange process, each party
assesses the relative trade-offs they must
make to satisfy their respective needs and
wants. On the part of the seller, the trade-
offs are guided by company policies and
objectives. The consumer is stimulated by
stimulus (Stimulus Input Variable), which
are based on the quality, price, individuality
and availability of the product or service.
Externally variable as a family, belonging to
a social class, time pressure, the financial
situation affects shopping behaviour as
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an influence of the social environment
(environment). Finally, the consumer’s
behaviour is expressed by a step-by-step
process (Output — Variable) starting with
attention (leading to attention), leading
through purchasing intentions to the
purchase itself (Vysekalova 2011).

All the arguments stated above lead to
the conclusion that better understanding
of the consumer buying behaviour through
studying and identifying their needs leads
to huge long-term benefits to the businesses
and environment as well. However, as stated
by Salomon et al (2016), it is essential to
mention that despite the great efforts to
learn and understand the buying behaviour
of consumers, it is very difficult to identify
the exact reasons why a consumer purchases
and prefers one product or service over
another one. This is because consumers
sometimes make purchasing decisions
based on their emotions. This paper focused
to clarify consumer behaviour, which later
applies to consumer behaviour in the
environmental context.

3. Coronavirus pandemic situation and its
socio-economic effect

In this section, we discuss how the pandemic
affected the socio-economic effect. We start
by discussing the coronavirus pandemic
situation, then the short-term social and
economic effects.

Since its outbreak in Wuhan (China) in
November 2019, the COVID-19 strain of
the novel coronavirus spread rapidly across
China and beyond to affect 200 countries
with tragic consequences — over 3 million
cases (over 1.4 million in Europe alone)
of reported infections with in excess of
190,000 people dead by the end of April of
2020 (WHO 2020). This has had a major
impact on consumers and the retail sector
across Europe and further afield (Feng and
Fay 2020; Evans 2020). As a response to the
initial outbreak, China was the first country
in the world to impose a mandatory nation—
wide self-quarantine between 23 January
and 9 February 2020 (Bloomberg News

2020). Since then, many other countries
in Europe and in the rest of the world
have followed suit by issuing restrictions
to their citizens’ movements in order to
stop the spread of the virus (Chinazzi et
al. 2020; Hedgecoe et al. 2020). In order to
counteract the expansion of the Coronavirus,
schools and universities were closed in
many countries around the globe, events
were cancelled and retailers that did not
sell essential products had to close, while
supermarkets remained open. Changes were
introduced in most countries quite quickly
and drastically, however, countries across
the globe have taken different measures such
as quarantine rules, curfews, and border
closures (Graham-Harrison 2020).
COVID-19 not only seriously endangers
people’s life safety and health but also greatly
affects economic globalization. To address
the challenges posed by the coronavirus and
to suggest better strategies for predicting,
preventing, coping with and mitigating
the associated challenges, it is necessary
to understand the socio-economic and
climatic factors. Simultaneously, given that
the climate and socio-economic context
are unlikely to change in the short term, it
is easier to intervene accordingly (Schneide
and Gustavo 2018). However, research on
the climatic and socio-economic drivers of
COVID-19 transmission is still insufficient,
especially regarding the effects of socio-
economic factors and total effects of socio-
ecological factors. Ignoring important
non-climatic factors or other confounding
factors (such as the economic growth,
poverty, health, infrastructure, science and
technology, social security, and labour)
would overestimate the effects of climate
change. The socio-economic environment
contributes significantly to the health of
individuals as well as communities (Houéto
2019). According to the analyzed research
studies, the global unemployment rate is
estimated to rise between 5.3 million in
their low-end scenario and 24.7 million in
their high-end scenario from a base level of
188 million last year 2019 (ILO 2020). As for
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the midrange scenario, the estimated rate
of global unemployment is an increase of 13
million ‘7.4 million in high income countries’
(ILO 2020).

When we look at the changed situation
during the coronavirus pandemic from
a social perspective. There is no doubt
that the coronavirus Covid-19 will bring
similar changes in thinking. People lost
loved ones, jobs or businesses. And even
though life has returned to normal, in future,
apprehension for the possibility of infection
will accompany people even during activities
they took for granted in the past. The
coronavirus has already forced companies to
make an accelerated transition to the digital
world, such as the boom in telemedicine and
various patient ordering applications, which
previously only slowly made their way to
doctors and insurance companies.

As we have already mentioned, the eco-
nomic crisis associated with the coronavi-
rus will strike a powerful blow to financial
welfare: the decline in production or the
closure of enterprises and organizations in
the public and private sectors will result in
lower income, an increased debt, problems
with mortgages, an rise of unemployment,
etc. While these developments have inflicted
substantial economic and social shocks as
global production, consumption and em-
ployment levels dropped precipitously, they
have also been associated with significant
reductions in air pollution and greenhouse
gas emissions. Reduction of the number of
flights with their large greenhouse gas emis-
sions can be also attributed to the positive
environmental aspects of the reduction of
tourist flows. Reduction in the number of
hotels, public services and catering, trans-
port trips, etc. can also be associated with
the decrease in the environmental impact,
variety of waste and pollution in tourist
attractions. An increase in the segment of
online employment, remote work outside of-
fices, at home, etc., can lead to a reduction
in urban pollution. A decrease in travel, es-
pecially personal vehicles, has a favourable
environmental impact.

4. Consumer behaviour in the era of the
pandemic

The outbreak has pushed consumers out
of their normal routines. Consumers are
adopting new habits and behaviours that
many anticipate will continue in the long
term. The most important factors which
model the consumer’s behavior in crisis
are risk attitude and risk perception. Risk
attitude reflects consumer’s interpretation
concerning to the risk content and how
much he or she dislikes the content of
that risk. Risk perception reflects the
interpretation of the consumer of the chance
of being exposed to the risk content. Hoon
Ang et al. (2001) in his work discussed that
these changes in consumption behaviour
arising from an ecological crisis may be
moderated by personality characteristics
too. These characteristics of personality
include such dimensions as the degree to
which consumers are risk averse, value
conscious and materialistic. Earlier studies
were indicative of behavioral changes among
consumer in times of crises with significant
change in utility pattern. A study conducted
by Flatters and Willmott (2009) identified
few new trends during crisis which include
simplification of demand because of limited
offers during the crisis which tends to
continue post-crisis where people buy
simpler offering with great value. The study
also reported that even rich people, post-
crisis expressed dissatisfaction with excess
consumption and focused on recycling
and teaching their children simple and
traditional values. Flatters and Willmott
(2009) in their study proved that the impact
of the recession on consumer attitudes and
trends is critical. Some trends are advanced
by the recession, while others are slowed or
completely arrested. The most central trends
in crisis include the demand for simplicity,
which indicates that consumers seek
uncomplicated, value-oriented products
and services that simplify their lives and
focus on the enactment of a company where
consumers are outraged by the unlawful
conduct and unethical company behaviour.
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The change in consumer behaviour during
crisis times led authors’ interest to explore

consumer behaviour during COVID-19.

When a certain level of income is achieved
requirements for balancing all three
components increase, so do requirements
for the ecological factor of life (Bobylev
2017).

As this research shows (Yuen et al. 2020;
Besson 2020), panic buying is commonly
recognised as behaviour exhibited by
consumers where they purchase unusually
large amounts or an unusually varied range
of products in anticipation of, during, or
after a disaster or perceived disaster, or
in anticipation of a large price increase

or upstream shortage (Yuen et al. 2020).

Panic buying often leads to large quantities
of necessities and medical supplies being
purchased from vendors, and vastly limiting
or even eliminating availability such that
individuals and vulnerable groups, including
the elderly or poor, are prevented from
accessing them as they would normally do
(Besson 2020).

5. Consumer behaviour in Slovakia during
the pandemic of coronavirus

In this part we look a bit closer at consumer
behaviour in Slovakia during the pandemic
of coronavirus. Slovakia people during the
pandemic of COVID - 19, purchases moved
rather to the online space. In March and
April 2020, we saw record increases in online
purchases, whether groceries, drugstores or
household equipment. Only when buying
food over the Internet, we have seen a 123

percent increase in the past two months.

An interesting thing about online shopping
is that so far Slovaks have literally avoided
buying food over the Internet. Only the
current situation forced them to take this
step. According to the survey, two thirds of
Slovaks could not yet imagine that they were
ordering food online. It is the corona that
has overcome these prejudices and therefore
we expect that Slovaks will continue this
trend even after the end of the pandemic
(Buchlékova 2020).

Research conducted by Kantar for
Slovenska sporitelna (April 2020) on
a sample of 1,007 respondents showed that
up to 8o percent of Slovaks want to continue
with their shopping habits during the
pandemic, especially in payments in stores
by card or mobile phone. About half of the
respondents found that online shopping
saves time. At the same time, in the case of
electronics or, for example, clothing, prices
are often lower than in brick-and-mortar
stores. Only seven percent of Slovaks
say that they have a problem with online
shopping and do not prefer it.

A global pandemic might be expected to
create market and economic volatility, as
well as to create vastly intensified consumer
uncertainty and these effects have occurred
during the current COVID-19 pandemic.
As uncertainty moves to alter consumption
patterns, consumer decision making has
been further exacerbated by periods of
government-enforced self-isolation for
returning travellers or individuals who
might have been exposed to the virus, as
well as broader city- or country-wide
periods of social distancing where people
were largely restricted to their homes.
Consumer behaviour began to change in
a capacity more than the typical geographic
presentation of purchases, to affect the
timing, breadth, and volume of purchases
(Loxton et al 2020). These examples suggest
that dramatic changes are occurring in
consumer buying behaviour and habits.
Moreover, the lockdown conditions and
social and physical distancing measures
have continued to affect consumer purchase
behaviour (Cranfield 2020) in the sense
that consumers have moved to online
grocery shopping. Evidence also shows
that consumers tend to make healthier
purchases when groceries are ordered using
automated online shopping lists, thereby
avoiding impulsive purchases (Charlebois
2020).

To sum up, consumers are deeply con-
cerned about the impact of the coronavi-
rus for socio-economic reasons. People are
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responding in a variety of ways and have dif-
fering attitudes, behaviours and purchasing
habits. People across the globe are afraid as
they strive to adapt to the new normal. Fear
is running high as individuals contemplate
what this crisis means for them, but more
significantly, what it means for their families
and friends, and society at large. Consum-
ers in Slovakia are more concerned about the
economic impact of COVID-19 than about
their health. Consumers are responding
to the crisis in a variety of ways. Some feel
anxious and worried, panic-buying of staples
and hygiene products. At the other extreme,
some consumers remain indifferent to the
pandemic and are continuing their business
as usual, despite recommendations from
government and health professionals.

6. Consumer behaviour under the
coronavirus disease (COVID-19)
in the ecological context

Even a few weeks ago, there was no one who
would have stopped the whole world just
like that, stopping day by day. The expected
scenarios had been dreamed about for
a long time by ecologists who are waiting
for a change in the lifestyle of the current
generations of people around the world.
While the 2020 coronavirus pandemic
disrupted the global economy and has
been controlling the social behaviour of the
human population, it is uncertain if it will
mitigate the current climate crisis and help
nature to return to a “healthier” state (Bavel
et al. 2020) The coronavirus pandemic has
altered human behaviour which gives rise to
a question whether the associated economic
and social impacts might outweigh disease
impacts. The impact of the coronavirus on
consumer behaviour can be viewed in three
aspects: a) positive impact; b) negative
impact; ¢) neutral impact.

Positive impact — Positive environmental
consequences include the likely decrease in
pollution in the coming years. The economic
crisis, restriction or closure of enterprises,
reduction of transport activity due to high
gasoline prices in conditions of falling

demand and living standards can improve
the state of the environment (Bobylev
2020). An undoubted ecological good for
the country and the whole planet can be
the rejection of risky energy projects in the
Arctic, in Northern regions, or territories
with permafrost. Vast regions of our country
unaffected by economic activity are an
important stabilizer of the sustainability of
the planet’s biosphere. With low oil prices,
transformation of the energy market into the
buyer’s market in the conditions of excess
supply of traditional energy, it would be an
economic adventure to heavily invest in new
regions with huge production costs. There is
a need in real energy-efficient restructuring
of the economy, in which up to half of all
energy resources can be saved by simple and
cheap technologies; it is recognized even
in government programs. Altered human
behaviours also changed our interactions
with other infectious agents. For example, in
Hong Kong and Korea, the 2019—2020 the
influenza epidemic period was shorter and
the epidemic peak lower than in previous
seasons (Cowling et al. 2020; Noh 2020),
a phenomenon that has been echoed in the
Southern Hemisphere (Servick 2020) For the
next few years, beautiful natural landmarks
can breathe more calmly — tourist flows will
clearly weaken due to lower incomes, fear
of being lockdown in a foreign country. The
purified waters of the Venetian canals are
regularly shown to us on television or on the
internet. The observed tourist press (even
the special term “overtourism” appeared)
led to the degradation of a huge number
of beautiful places on our planet (Bobylev
2020). As an external sign of such a press —
tens of millions of Chinese tourists around
the world who suddenly found themselves in
the middle class as a result of sharp growth
in incomes and formed vast new tourist
flows. It is estimated that the Chinese people
spend about $400 billion abroad annually.
Negative impact — Negative impacts
could extend far into the future, as the
COVID-19 pandemic has also interfered
with and delayed environmental research,
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policy, management and education work.
For example, research laboratories have been
forced to end experiments, cancel travel, and
shift research priorities (Servick et al. 2020)
Problems with an increase in unemployment
will have a negative impact on consumers.
Once in a situation of shortage of money
for the very subsistence, the population will
not think about purchasing more expensive
environmentally friendly food and water,
purchase/rent housing in ecologically clean
areas (Bobylov 2020) Apparently, there
can be a kind of “individualization” of
consumers. COVID-19 avoidance also has
had negative effects on other species and
the environment. For instance, in an effort
to prevent infection, we are producing, using
and discarding more single-use containers
and personal protective equipment than
ever before. For example, mask production
has dramatically increased (e.g. 200
million produced per day in China) (Buck
and Weinstein 2020), and often ends up
littering natural spaces. Furthermore, many
regulations banning plastic bag distribution
have been suspended or delayed due to
the pandemic (Buck and Weinstein 2020).
Environmentally friendly phenomena such
as the increasing role of public transport, the
growth of car sharing, expansion of electric
vehicles can face obstacles in the form of
fears of the population to become infected
with COVID and various viral analogues
in case of pandemics or a significant
spread of morbidity. Transport pollution
can also be associated with the desire of
the impoverished population to use their
own cars with cheap unecological gasoline,
increase in numbers of second-hand and
obsolete vehicles. It is also possible to expect
a reduction in visits to the public dining
network (restaurants, cafes, etc.) due to
epidemiological concerns, which, however,
may be accompanied by an increase in
domestic food volumes and food delivery
from the same catering networks and stores
(Bobylov 2020).

Neutral impact — Altered human be-
haviour has also had cascading impacts on

wildlife that (at least from a human perspec-
tive) are neither positive nor negative. While
peridomestic species struggled, lockdowns
also caused wild animals to revert to behav-
iours and occupy habitats that they typically
avoid in the presence of humans. Although
no dolphins actually swam in Venice ca-
nals (Yoder 2020) wild Kashmiri goats fed
on hedges in a deserted town in Wales, and
white-crowned sparrows altered their songs
in newly quieted urban areas. As the apex
predator in many systems, humans pro-
foundly impact animal movement, behaviour
and habitat use, so it is not surprising that
other species respond to our absence Indeed,
the COVID-19 pandemic has created unique
opportunities to study how humans impact
the environment, and we are already seeing
a surge in research in this area (Buck and
Weinstein 2020). The Coronavirus crisis is
showing that a change in behaviour in con-
sumption, transportation, production, etc. It
is possible with current technologies when
the situation forces people to do so. There
are far reaching implications of this. For ex-
ample, distance working can be efficient. Use
of office space under normal circumstances
now seems to be highly inefficient in the
sense that the same can be achieved with-
out commuting time, congestion, transport
emissions, etc. Travel is not a necessary in-
put for the production function of the way
we conduct business. Face to face businesses
will suffer, in favour of remote, distance
services.

Conclusion

The COVID-19 outbreak has slowed the
pace and changed the daily lives of many
consumers, and this is having a profound
impact on the way we view personal
hygiene, health and how we engage with
our communities, friends and families. In
the case of Covid-19, if people’s behaviour
had not changed with the social distancing,
then most of the population would have
been infected. By changing behaviour, many
countries have managed to level off the
infection rate or even to bring it down. All
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this will have a negative impact on consumer
behaviour towards environmental quality
of life. Once in a situation of shortage
of money for the very subsistence, the
population will not think about purchasing
more expensive environmentally friendly
food and water, purchase/rent housing in
ecologically clean areas. What will be the
ecological impact of the pandemic? This is
not easy to predict, especially due to the lack
of historical references. The environmental
crisis is the result of human activity, driven
by convenience and the lust for profit; we
turned a blind eye to the deteriorating
indicators of our ecosystem, the financial
crisis was a response to overheated
economic indicators. The Covid-19 crisis has
lasted for only a few months; today, nobody
knows what the world economy will look
like in 3 or 6 months. One thing is certain,
the economic crisis will be long-lasting
and extremely painful, unemployment
is still rising. This makes it all the more
important for the communities of countries
affected by the pandemic to prepare for
a return to sustainable growth, taking into
account, inter alia, the ecological and digital
transformation and drawing all the lessons
from the current crisis. The Covid-19
pandemic has changed the way we work
and rest, has turned upside down the old
patterns and ways of using public and private
spaces; closed for weeks in our own homes
and offices, we are learning to live anew; in
the post-COVID-19 world, we want to live
safely, healthily, and especially comfortably—
the topic of sustainable housing is becoming
more relevant than ever before. It is now up
to us whether, while returning to normality,
we will miss another opportunity offered
by sustainable construction, or whether, by
drawing conclusions, we will begin to shape
our environment in the most responsible
way possible.

Consumers purchase habits are changing
due to the COVID-19 outbreak. Consumer
priorities have become centred on the
most basic needs, increasing the demand
for hygiene, cleaning and staples products
soaring, while non-essential categories
slump. The factors that influence brand
decisions are also changing as a “buy local”
trend accelerates. Digital commerce has also
seen a boost as new consumers are migrating
online for grocery shopping — a rise that
is likely to be sustained post-outbreak. In
times like these, our need for the basic
necessities of life takes precedence. It comes
as no surprise that personal health is the
top priority for the consumers we surveyed,
followed by the health of friends and family.
Food and medical security, financial security
and personal safety were other leading
priorities. Local perspectives, while the
rich countries are expecting swift economic
recovery along with environmental progress
and reduced impacts (Hepburn et al. 2020),
the pandemic is clearly aggravating the
vulnerabilities of traditional and small
populations in developing nations, including
indigenous people living in or around
conservation units (Hockings et al. 2020).
While some positive actions have arisen,
such as food sharing and collaborative
communities, in some places the lack of
tourist dollars has driven local people to
hunt wild animals. While the impacts of
regulated tourism are reduced in these areas,
illegal hunting activities and opportunistic
extractive industries potentially increase
(Buckley 2020). Therefore, the economic
disparities that exacerbate environmental
problems deserve more attention and
policymakers should consider the guidelines
prepared by conservation scientists (Evans et
al. 2020), creating effectively and equitably
managed systems (Hockings et al. 2020).
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