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Abstract. The outbreak of COVID-19 has seriously affected people's lives and health, as well as 
economic development in the global market. To control the health hazards and spread of diseases 
leads to the restriction of movement and lockdown of commercial areas. Such restrictions however 
are important, but they tend to change the trends in consumer consumption and buying behaviors 
with retailers, wholesalers and other markets. The research is about identifying the impact of safety 
concerns and convenience on consumption of consumer channels in an emergency or pandemic 
situation. The analyses show that changes in consumption channels during a pandemic are 
extremely relevant to people's needs for safety and convenience. Consumers prioritise products that 
comply with safety, and increasingly, when shopping online, convenience becomes the primary 
selection criterion for customers as they try to simplify the process of consumption. The literature 
highlights the importance and influence of these factors arising in pandemic situations, as well as 
scenario analyses of consumption channels in an epidemic. 
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1. Introduction 

Epidemics have caused significant losses to the world economy and to international trade, and 

these problems still exist today. Many factors have contributed to the uncertainty that firms and 

customers confront, such as decreased income, travel limitations, changes in consumer demand, and 

modifications in market behaviour [1]. B2B producers and sellers have been forced to make quick 

adjustments due to the consequences, which include decreased revenue, fewer shipping options, and 

pandemic-related precautions that result in fewer supplier activity. This includes finding new 

suppliers both locally and abroad, reducing the cost of production and marketing, and hastening the 

decision-making process. National businesses have taken advantage of chances to broaden their 

product offerings in an effort to replace imports and provide vital resources to other businesses and 

overseas branches [2]. Concerning business-to-consumer transactions, markets have encountered 

difficulties with cross-border mobility and a reduction in purchasing power. Prioritizing health and 

safety, consumers have demonstrated a preference for reasonably priced goods and services [3]. 

Additionally, there has been a discernible movement in favor of goods that improve living areas' 

comfort and convenience. Some of the demands made by customers have been delayed due to the 

general uncertainty. The critical need to expedite digitalization has been acknowledged by both the 

consumer and industrial markets. The focus lies in enhancing the ease of searching and buying 

products through internet channels. This reaction is a reflection of how the situation's unpredictable 

nature has forced changes in the dynamics. For that purpose the study has the following research 

question: 

How do safety concerns during lockdowns and the emphasis on convenience impact consumer 

consumption channels in the context of the COVID-19 pandemic? 

The research question is essential for addressing the multifaceted challenges posed by the COVID-

19 pandemic. It spans economic, business strategy, supply chain management, consumer preference, 

digitalization, public health, and social aspects, making it highly relevant and valuable for a 

comprehensive understanding of the current global landscape. 
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2. The Impact of Safety Concerns on Consumer Consumption Channels  

The surge in safety concerns during the COVID-19 pandemic has exerted a profound influence on 

consumer consumption channels, reshaping the way individuals engage with the market. This impact 

can be elucidated through several dimensions. 

The move to online platforms has been the main effect of safety concerns on consumer 

consumption. The move to internet consumption channels has been expedited by lockdowns and the 

fear of contamination. Reluctant to visit physical establishments, consumers are now relying on e-

commerce platforms to meet their needs. This shift is consistent with research findings from the 

literature, including a study by Rejeb et al in 2020 [4], which showed that worries about safety during 

the pandemic contributed to a significant rise in internet shopping. The factors influencing the 

intention to purchase a coffee shop during the pandemic were examined by Shim et al. in 2021 [5]. 

The findings demonstrated that health, convenience of use, and hygiene all had a substantial impact 

on purchasing intention. Caso et al. discovered that following the COVID-19 epidemic in 2022, 

people's dietary habits were altered by structural limitations including lockdown procedures and 

social-psychological variables, and food intake patterns improved in this scenario [6]. The increased 

awareness of safety concerns and the restrictions on movement have led to a boom in consumer 

demand for contactless services. Regarding payment methods, customers choose contactless delivery 

in order to reduce interaction with unreliable third-party services and lower the chance of infection, 

in accordance with safety concerns [7]. With this technique, users can maintain their everyday 

routines while successfully reducing internal anxiety. In response, companies have introduced 

cutting-edge solutions like online payments, contactless deliveries, and virtual consultations. As a 

result, the research demonstrated a significant influence on establishing a seamless and secure 

customer experience. 

The respiratory system is the primary target of the disease, and while the majority of symptoms 

are mild, there are certain population subgroups that are more susceptible to severe illness and death, 

including the elderly, obese people, and people with underlying medical conditions like type 2 

diabetes, cardiovascular diseases, and hypertension [8]. Governments all throughout the world have 

put policies in place to slow and manage the disease's rapid spread in accordance with WHO 

recommendations. The implementation of procedures to promote behaviors like hand washing, 

keeping social distance, and donning face masks is the major goal of these interventions. A balanced 

diet and frequent exercise are key components of a healthy lifestyle, which has been highlighted in 

health promotion programs which lead to change the consumer buying and eating habits. According 

to Willems et al. research in 2021, lockdowns that restrict foot traffic have presented physical 

establishments with hitherto unheard-of difficulties [9]. Traditional retailers must now re-evaluate the 

way they do business and look for ways to combine online and offline experiences. Understanding 

the importance of maintaining an omni-channel presence has become crucial for companies trying to 

reduce the impact of human interaction. 

In addition, businesses, recognizing the shift in consumer behavior, have adapted their models to 

cater to safety concerns. This entails establishing contactless delivery choices, implementing 

thorough hygiene protocols, and developing virtual purchasing environments. The results of a study 

by Acciarini et al. in 2021 highlight how important it is for companies to be flexible in order to satisfy 

changing customer expectations, particularly during health emergencies [10]. 

Moreover, safety concerns influence the consumer consumption with Product Preferences aligned 

with Safety. At the moment, consumers give priority to goods that meet safety and hygiene 

regulations. As a result, there is now a greater market for hygiene-related goods like sanitizers, 

disinfectants, and health-conscious merchandise. The importance of product qualities that address 

safety concerns in influencing consumer decisions is shown by the Ma et al. in 2023 study [11]. Every 

element of daily life was impacted by the COVID-19 pandemic, which in turn had an impact on food 

consumption, eating habits, food purchases, and perceptions of food safety [12]. Food disruptions to 

the supply chain, limitations on groceries import and export, market limitations, price inflation, and 

restricted access to supermarkets have all been shown to have an impact on attitudes and behaviors 
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surrounding the purchase and consumption of commodities [13]. All of these changes had an impact 

on food-related behaviors such as eating and buying, and because people were more worried about 

getting COVID-19, food safety precautions were given more consideration.  

Furthermore, security concerns also have an impact on the operations of traditional retail channels., 

especially those that depend on in-person encounters. The decline in foot traffic to physical stores has 

forced businesses to become more creative in order to stay in business. The difficulties faced by 

traditional retail are highlighted by Bonfanti in 2021, who highlights the necessity of reevaluating 

tactics to satisfy the changing demands of customers who are concerned about safety [14]. In addition, 

a rise in home baking and cooking activities was brought on by the closure of cafes and restaurants. 

Notably, a major US survey on grocery shopping found that 20% of Americans experiment with new 

recipes and foods, 41% cook more, and 27% of Americans now plan their meals. When combined, 

these modifications might have a favourable effect on eating habits and promote better eating habits 

[12]. According to Ben Hassen et al.'s research in 2020, people in Qatar are cooking more meals at 

home and taking pleasure in trying out new recipes, which is causing a shift in dietary habits towards 

healthier options [15]. According to Gao et al. in 2020, customers are concerned about the possibility 

of food handlers and couriers carrying the virus [16]. According to Xu et al. in 2021, customers' 

migration to online purchasing is impeded by their impression that online shopping carries higher 

infection risks compared to physical shopping [17]. Online food orders surged during the pandemic, 

raising concerns about food packaging hygiene, delivery quality, and environmental safety. Health 

and safety precautions have to be prioritized more during lockdowns due to the increased worries 

about public safety. Companies needed to establish a trusting environment for customers by 

communicating and putting clear safety procedures in place. This transition to safer operations 

becomes a differentiator for decisions made by customers. 

Therefore it has been evident that, safety concerns during the COVID-19 pandemic have intricately 

woven themselves into the fabric of consumer behavior, prompting a reconfiguration of consumption 

channels. The impact includes problems for traditional retail, a move towards online platforms, a 

preference for contactless transactions, adjustments to business structures, and changes in product 

preferences. A comprehensive understanding of these transformative dynamics is achieved by 

incorporating insights from pertinent literature, which also offers useful advice for firms and 

policymakers navigating the intricacies of the post-pandemic consumer world. 

3. The Impact of Convenience on Consumption Channels  

In light of the COVID-19 pandemic, the convenience-driven shifts in consumer behaviour and 

purchasing channels are especially relevant. As a trigger, the pandemic has intensified and accelerated 

current patterns while also calling for new adaptations. The following explains how the 

aforementioned factors connect to the pandemic situation. 

The pandemic brought about heightened restrictions within cities and commercial spaces, creating 

a notable shift in consumer behavior towards contactless transactions and digital payments.  

Customers aggressively sought out convenient and safe payment alternatives due to their increased 

awareness of the possible risks connected with physical contact [18]. This resulted in the widespread 

adoption of digital wallets and other contactless payment solutions. Customers were more reliant on 

the ease of e-commerce and online buying when physical access to traditional brick-and-mortar 

establishments was restricted by lockdowns and other measures. This development was prompted by 

the need to adjust to the effects of the pandemic as well as the need for a more convenient and safe 

manner for people to browse and buy both necessary and non-essential things from the comfort of 

their homes. Convenience and time-efficiency play a major role in the decision to buy products online, 

according to Assadi Moghaddam and Fedak in 2022 [19]. Customers discover that their lives are 

made easier when they have the option to compare multiple products at their convenience. The ease 

with which one can now turn on a laptop and surf the web has become a deciding factor, highlighting 

the significance of user-friendly online platforms. In addition, the pandemic-related worries have 
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prompted a faster digitization of consumer consumption channels. Companies have poured a lot of 

money into technology, realizing that customers' tastes are changing and using it to improve online 

experiences and streamline supply chains. As part of this transition, personalized and contactless 

services will be offered, in line with the shifting demands of customers. Technology adoption not 

only solves safety concerns but also puts companies in a position to prosper in a world where online 

interactions and transactions are becoming a bigger part of the total customer experience. 

Therefore, the epidemic has not only sped up the acceptance of digital payments and contactless 

transactions, but it has also fundamentally changed consumer behaviour to favor e-commerce's 

convenience. The significance of digitalization in improving customer experiences, streamlining 

processes, and satisfying the desire for customized, contactless services emphasizes this change even 

more. 

The pandemic significantly enhanced the convenience of mobile commerce by enabling remote 

access to a range of demands. Due to a significant rise in remote work and increased time spent 

indoors, mobile devices have become indispensable for managing several areas of everyday life from 

a distance, as well as for accessing services. Because of the government's home isolation laws, 

consumers faced difficulties while making purchases through offline channels. As a result, the 

frequency of online purchases has increased [20, 21]. Notably, consumers are increasingly using the 

internet to place orders for daily necessities. Concurrently, social media's quick development has 

made buying much more convenient for users. As a result, customers may quickly choose their 

desired products when they shop on social media platforms like WeChat [22]. Consumer presence at 

offline venues declines in proportion to the growth of customers on social media platforms. The 

amount of offline purchase has decreased, but customers are now pickier about where they do their 

offline shopping. When making offline purchases, customers give safety, convenience, and the 

standing of retailers top priority in an attempt to reduce the danger of infection [23]. As a result, there 

has been a notable change in the inclinations and actions of customers with regard to the locations 

where they make purchases. 

Additionally, doorstep collection and same-day delivery services have become more popular as a 

result of the emphasis on reducing physical contact and exposure to congested areas. Customers 

enjoyed the convenience of quick, contactless product access without having to be concerned about 

the possible hazards of traditional in-store buying. Technological advancements encourage 

consumers to view time as valuable while making purchases. Customers' perception of time has 

sharpened due to the new buying habits they have developed during the COVID-19 pandemic. 

Shoppers are more efficient because they anticipate the quickest method of obtaining products and 

services [24]. The proliferation of mobile terminals and the advancement of Internet technology have 

made it possible for customers to fulfil their desire to purchase whenever and wherever they choose. 

Customers therefore favor a shopping experience that allows them to buy products whenever they 

want and requires less time overall. 

It's evident that as interactions shifted to the internet, companies concentrated on personalization 

and customization to improve the digital customer experience. Comprehending personal preferences 

has become essential for offering customized online services, ranging from curated subscription 

boxes to personalized product recommendations. Furthermore, as consumers desired smooth 

transitions between online and offline channels, Omni channel tactics became more popular. Shops 

changed to provide unified experiences across several touch points, giving customers the ease and 

flexibility to move between channels according to their preferences and the situation at hand. 

4. Situational Analysis 

The epidemic has led to a sharp increase in the use of new marketing techniques like community 

involvement, live streaming, and short documentaries. These strategies have not only been adopted 

by a large number of e-commerce sites, but they have also drawn certain brand retailers into the live 

streaming space. Studies show that customers are very enthusiastic and interested in these new 
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marketing models. Meanwhile, customers are becoming more interested in the unmanned retail 

concept, as noted by Lee and Lee in 2020 [25].. Smart parcel lockers, contactless distribution, and 

unmanned convenience stores are just a few examples of the intelligent retail goods and services that 

have been launched. These two model types have developed quickly in response to the pandemic 

environment, which forces managers to think carefully about the skills and resources of their 

organizations as they quickly innovate and roll out these new strategies. In these changing times, it 

becomes imperative for businesses to retain a crisis management mindset while cautiously 

introducing new industries and carefully implementing different business strategies. 

When pandemics strike and more people shop online, functional convenience rises to the top of 

customers' priorities as they try to save time and simplify their shopping processes. It is useful since 

it addresses a number of topics that help customers make the most of their purchasing experience. 

According to Vytet al. in 2022 [26], this includes possession convenience, which emphasizes the 

simplicity and speed of obtaining desired objects, and search convenience, which makes it easy and 

quick for buyers to find and choose products. According to Pernot in 2021, functional convenience 

essentially gives customers access to a wide variety of products, removing the need for them to visit 

various establishments for everyday purchasing [27]. Vasile et al. in 2021, who showed in an Italian 

setting that Click and Collect consumers are willing to pay for a broader selection of products, 

highlight the importance of having a broad product range [28]. Finding a balance between the large 

selection offered by digital shopping models and the additional logistical expenses connected with a 

rich assortment is a major difficulty in online purchasing. In the context of Click and Collect, this 

problem becomes even more complex because the objective is to guarantee consistency in 

assortments across channels while allowing customers to easily move between various touch points. 

In addition to effective checkouts, store layout, ease of finding desired products, promotions requiring 

little effort, and facilities like the time range or lead time, which represents the interval between order 

placement and order delivery, the breadth and depth of the assortment emerge as critical components 

of this convenience [26].. 

5. Conclusion  

After the detailed discussion, it has been concluded that impact made during the epidemic are 

closely related to the requirements of efficiency, safety, and convenience. During an unprecedented 

period of disruption, businesses who embraced and prioritized these movements towards ease found 

themselves in a better position to meet the changing needs of their customers. Insights from these 

adjustments should have a long-lasting effect on post-pandemic consumer expectations and spending 

habits. In contemporary business environment, internet services are a getting exposure in the retail 

industry. Although these services were once a retailer and wholesalers lifesaver in situations where 

in-store buying was impractical, their general availability marks a major advancement in terms of 

convenience. They combine the convenience and speed of online shopping with quick pick-up 

choices for customers in the area. It is expected that this trend will continue even as in-store shopping 

begins to make a resurgence. Now that new expectations of convenience and safety have been 

established, merchants must maintain agility, flexibility, and a consumer-centric attitude since they 

will be crucial considerations in navigating the retail landscape. 
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