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Introduction

Product is a bundle of attributes that satises 

consumer's needs and wants (Lancaster,1966). 

During the times of pandemic new needs emerge 

giving rise to new types of products and services. 

For example, the recent Covid-19 pandemic has 

led to the need of covering face, maintaining 

social distancing, and disinfecting hands at 

regular intervals. 

The demand for various equipment that may 

reduce the chances of infection rises tremendo-

usly during pandemic (Fairgrieve, Feldschreiber, 

Howells, & Pilgerstorfer, M., QC, 2020). 
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The changed way of life may become a lifelong 

habit, or it may fade away as the pandemic is 

controlled. 

Research Problem and Objectives

The COVID-19 pandemic broke out in December 

2019 and by March 2020 almost the entire world 

was in its grip. The World Health Organization 

suggested some preventive measures, such as 

wearing mask, cleaning hands at regular 

intervals, maintaining social distancing and 

avoiding crowded places to minimize the chances 

of catching infection. These preventive measures 

gave way to some products and services, of which 

few were entirely new concept, and few were 
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modications of already existing products. A 

study of various articles appearing in various 

newspapers, such as Business Standard, 

Economic Times and many others during the 

period of March 2020 to March 2021 indicate that 

many companies launched products and services 

that were inspired by the needs arising due to 

pandemic. 

The research objectives of the current study are:

i. To identify those products and services that 

were launched or that gained impetus 

during pandemic

ii. To study the patterns of the changes in 

consumer behavior that emerged out of 

previous such pandemics (Spanish Flu, 

HIV/AIDS).

iii. To understand the factors that lead to 

continuation or discontinuation of pandemic 

induced consumer preferences. 

Literature Review

Spanish inuenza in 1918 broke out suddenly, 

spread rapidly and then petered out in less than a 

couple of years. It had very limited macroe-

conomic effects in relative terms. The outbreak of 

infectious diseases in the past placed public 

health at the center of public policymaking (Bell 

and Lewis, 2005). On reviewing the various 

reports published during the period 2020-2021 it 

was found that the uncertainty associated with 

spread of epidemic and subsequent measures to 

contain it, made consumers more cautious of their 

spending.  Edible products witnessed increased 

demand and demand for non-edible products 

like homecare, cosmetics and personal care 

products decreased. Few practices, like online 

shopping, that consumers adopted during 

pandemic may continue even beyond it ( Mehta, 

Saxena, Purohit, 2020). A similar pattern was 

observed when the household appliances 

introduced in the wake of Spanish Flu survived 

well beyond it. However, the sale of  few 

innovations, like, female condoms, introduced as 

a response to HIV epidemic could never pick up.

Methodology

The current study is broadly based on articles 

appearing in newspapers, reports compiled by 

various consulting agencies, experts' views, and 

government reports. Triangulation methodology 

is used in the present study. 

On searching the most recent major pandemics, 

three pandemics were found to be common in 

almost all articles. They were:

i. Spanish Flu

ii. HIV/AIDS

iii. COVID-19

SPANISH FLU

The 1918 Inuenza pandemic is the most recent 

pandemic having similar pattern of spread and 

deaths as COVID-19 pandemic. Historical 

evidences states that the pandemic was 

responsible for around 20- 50 million deaths 

worldwide (Swetha, Eashwar, and Gopala-

krishnan, 2019). 

The year in which the outbreak occurred 

coincided with another calamity, which too was 

equally devastating. The rst world war which 

started in 1914 was at its peak in 1918 and many 

historians believe that it added to the spread of 

Spanish Flu (Tsoucalas ,  Kousoulis  and 

Sgantzos,2016). Some remarkable changes 

observed in consumer preferences after Spanish 

Flu are discussed below:

1. Emergence of Public Health System: 

Healthcare at that time was not organized and left 

in the care of private medical practitioners and 

charitable or religious institutions.  To ght 

against a pandemic and invent combative 

medical interventions was beyond the scope of 

private doctors or charitable and religious trusts. 
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The need for large scale government intervention 

was felt. This gave rise to public health systems. 

Thus, in the years following the Spanish Flu, the 

governments of many countries adopted the 

social system of medical and healthcare wherein 

free healthcare was made accessible to all. 

(Spinney, 2020). 

2. Wider use of household appliances:

A remarkable trend observed after pandemics 

was increase in the age of women at the time of 

marriage and consequently fall in fertility. This 

trend was attributed to entry of more women into 

the labor force as many men lost their lives in war 

and pandemic (Kitchens and Rodgers,2020). 

Many households lost their earning males due to 

war and Spanish Flu, because of which women 

took jobs to support their families. As the 

participation of women in workforce increased 

the need for household appliances that could 

perform household chores and save time for 

females also grew (Goldin, 2006). 

3. Changes in dressing style:

As no medicine or vaccine was available, non-

medical interventions were only protection 

against the contagious disease. One such 

intervention was wearing face masks in public 

(French, 2020). 

With most of the people remaining conned to 

their homes, sales of formal and party dresses 

dropped (“Suit Season in Omaha Killed By 

Inuenza”, 1918). and those of blankets, 

comforters and winter underwear increased. The 

sales of ready-to-wear and children's wear were 

hard hit as many mothers were afraid to take their 

children to stores (“Epidemic An Aid To Some 

Lines, A Blow To Others” 1918).

4. Changes in shopping habits:

The stores were shut in some cities while others 

offered limited hours and crowd capacity or 

encouraged phone orders. Merchants dis-

couraged exchanges and returns (“Proposed Ban 

On Return Goods To Check Inuenza”, 1918, 

“Ask for Phone Orders As Inuenza Causes Drop 

In Trade”, 1918.).

HIV/AIDS

Acquired Immune Deciency Syndrome (AIDS) 

was rst recognized as a new disease in 1981 

(CDC 1981; Greene 2007). A retrovirus, now 

termed (HIV-1), was subsequently identied as 

the causative agent (Barre-Sinoussi et al. 1983; 

Gallo et al. 1984; Popovic et al. 1984). The changes 

in the consumer behaviour that may be attributed 

to HIV- AIDS are discussed below:

1. Increase in sales of disposable syringes:

HIV/AIDS pandemic gave a major boost to the 

sales of disposable syringes. Reports of possible 

transmission of bloodborne diseases through 

reuse of syringes became a major public health 

concern in the 1980s. Increased awareness of 

H I V / A I D S  a n d  r e p o r t s  o f  h e p a t i t i s  B 

transmission spurred WHO to promote safe 

injections and encourage the development of 

safer devices (Battersby, Fielden, Neilson, 1999). 

2. Increase in sales of male condoms:

Another product which gained sales due to 

HIV/AIDS pandemic was male condoms. Data 

from a national probability sample of drug stores 

in US show that condom sales rose from 240 

million annually in 1986 to 299 million in 1988. 

The greatest  increase occurred in 1987 

(Moran,Janes,Peterman, and Stone, 1990).

3. Introduction of female condoms

However, another product introduced in 

response to HIV/AIDS, female condom, could 

not nd many buyers. The protection provided 

by the female condom against pregnancy and 

sexually transmitted infections, including HIV, is 

approximately equal to that provided by the male 

condom. The female condom is currently the only 

HIV prevention method that women can initiate 
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and control. Although there were many 

advantages of female condoms, the sales of the 

product remained negligible (Helpdesk Report, 

Human Development Resource Centre, 2011).

The major hurdle in female condoms becoming 

popular was the attitude of the target market 

towards the problem. According to studies, 

young women were more worried about 

unwanted pregnancies than with acquiring STIs, 

which led them to, eventually, abandon the use of 

the  condom and s tar t  us ing  hormonal 

contraceptives. A study indicated that women do 

not feel comfortable having or carrying condoms, 

and when they need a condom at the time of 

intercourse, they admitted to leave this 

r e s p o n s i b i l i t y  t o  t h e  m a l e  p a r t n e r 

(Moraes,Suto,Oliveira, Paiva,Ferreira, and 

Barreto, 2019).

COVID 19

The rst human cases of COVID-19, the disease 

caused by the novel coronavirus causing COVID-

19, were rst reported by ofcials in Wuhan City, 

China, in December 2019. Approximately 215 

countries and territories worldwide have been 

affected by the COVID-19 disease (Elein, 2021).

As no medical remedy was available, World 

Health Organization recommended social 

distancing, covering of faces by mask, frequent 

washing of hands and avoiding public gatherings 

to prevent the spread of the disease (WHO,2021). 

Many countries imposed lockdown, partially or 

fully to contain the spread of the virus. Few 

trends were observed due to the changed 

circumstances. Some of the prominent ones are 

discussed below:

Online Education Portals

Although online education has been there for 

quite some time, 2020 would be regarded as the 

revolutionary year in the history of online 

education. With schools and colleges being 

closed due to Covid-19 imposed lockdown, many 

parents and students were forced to embrace e-

learning. Owing to the closure of schools to avoid 

the spread of COVID-19 resulted in a loss of 

regular study routine for students. This led to 

many students subscribing to online education 

portals. For example, BYJU'S, the world's largest 

Edtech company, headquartered in India, added 

over 6 million new students in March 2020, to its 

learning App. The numbers grew to over 7.5 

million in April, 2020. Overall, 13.5 million new 

students were using the platform in the initial two 

months of the lockdown – March and April.   

According to a Redseer and Omidyar Network 

India report, online education offerings across 

Classes 1 to 12 were likely to increase 6.3 times by 

2022 while post Class 12 market was set to grow 

3.7 times (Ahmad, 2020). After school market- 

coaching and tuitions was also projected to 

undergo a sea change. Currently, India has about 

70 million students who are paying for after-

school learning of which is 20 million is likely to 

migrate to digital learning (Ahmad, 2020). E-

learning which was so far directed towards 

students of metropolitan cities only have now 

started focussing on small towns as well as 

internet penetration and awareness has 

improved in such towns post Covid. In the 

upcoming times, Edtech may complement the 

school environment. However, a study by 

McKinsey showed that while the administration, 

evaluation, preparation, and feedback elements 

in delivery of education have the most potential 

for automation, other interactive activities are 

better delivered with face-to-face interface 

(Aaravind, 2020). Whether the students would 

continue with EdTech companies when schools 

reopen or get back to traditional ways of learning, 

remains a mystery. It was projected that as the 

schools would reopen, kids would have to 

accommodate the time spent on online portals 

according to their school timetables, which may 

lead to fall in time spent on EdTech platforms. But 

having experienced the convenience and benets 

of learning apps, a complete drop-off may not be 

there. Although the KG-12 segment that 
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comprises of school going children from nursery 

to class 12th may shrink marginally after schools 

reopen, the students preparing for competitive 

examinations may continue as they nd EdTech 

companies more cost effective, convenient, and 

productive. The projections were substantiated 

when the schools reopened in 2022, there was 

massive drop in enrolments of online education 

portals, which lead to mass lay-off in some 

companies while other adhered to hybrid mode 

of education (The Print, 2022). The industry was 

valued at $750 million in 2020 and predicted to 

reach $4 billion by 2025. Online learning platform 

BYJU'S became India's highest valued start-up 

with a $16.5 billion valuation in June, 2022, 

Unacademy raised $440 million in August, and 

UpGrad, Eruditus, Vedantu joined the unicorn 

club in September. However, the excitement saw 

a dent when Unacademy was reportedly forced 

to lay off about 1,000 employees to cut costs. 

BYJU'S, too, launched ofine coaching classes for 

children however faced a different kind of 

problem when the employees of White Hat Jr 

(which it acquired in 2020) preferred to resign 

rather than to report physically to ofce. Thus, the 

rising star that edtech has been viewed as, seems 

to have lost its sheen.

Hygiene and Sanitation Products

With no medical intervention available, washing 

hands and disinfecting surfaces were the only 

shield against COVID-19 available to masses.55 

per cent of Indian consumers intend to buy more 

personal hygiene and safety products as a 

precautionary measure against COVID-19 

(Rakshit, 2020). Foreseeing the fear and concern 

for hygiene and sanitation, many companies 

launched innovative products like Ultraviolet 

Light (UVC) based surface disinfectant solutions, 

portable disinfection unit which is designed for 

rapid sanitation of any surface, small pocket 

sized, nger free touch devices which can be used 

to sterilize surfaces while on the move and 

contactless door openers (India Infoline News 

Service, 2020, The Times of India, 2020 ). However 

as the Covid wave subsided, the demand for 

hand sanitizer subsided too. Most of the 

companies that started production of hand 

sanitizers  have either exited or reduced the 

production of hand sanitisers due to falling 

demand after the COVID second wave in 2021 

(Sarkar and Mukherjee, 2022). Times of India, 

2022).( https:// timesondia. indiatimes .com/ 

business/ india- business/ cos- reduce- sanitiser-

mfg -as -demand -drops/ articleshow/ 90362137 

.cms).

Do It Yourself (DIY) Kits

Do-it-yourself (DIY) is the activity of designing 

and modifying any project oneself. The global 

industry for do-it-yourself  (DIY) home 

improvement retailing has observed a notable 

growth, during the COVID-19 pandemic. 

The beauty industry in India, projected to be 

worth $20 billion by 2025, was one of the sectors 

w h o s e  p a t h  w a s  r e d e  n e d  d u r i n g  t h e 

coronavirus pandemic. The lockdown led to 

salons shutting down, and even as they began 

reopening in phases, the situation remained 

cautious. Work from home and lack of social 

gatherings meant lesser business for the salons. 

Also, people remain wary regarding the safety of 

getting any beauty procedures done outside. 

From women resorting to YouTube tutorials to 

cut their hair to taking care of their own beauty 

needs, DIY kits were the avour of the season. 

According to a recent McKinsey report, DIY hair 

colouring, nail care and care in other beauty 

categories grew remarkably during COVID-19.

Sports goods retailers such as Decathlon and 

marketplaces Flipkart, Amazon and Snapdeal 

have seen a surge in online sale of tness 

equipment amid the COVID-19 lockdown. 

Equipment such as dumbbell kits, yoga mats and 

push-up bars sold tremendously online with 

closure of gyms and outdoor exercises pacing the 

consumers to set up home gyms.
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People also indulged in cooking at home during 

the lockdown period.  Some brands came up with 

DIY kits that contain a complete box of raw 

ingredients along with a recipe to prepare food at 

home (Abrar, 2020).

Many people rediscovered their forgotten 

hobbies and indulged themselves in it as the 

lockdown offered them time for it. Few 

developed new interest. These activities helped 

them in keeping boredom away and reducing 

stress. Therefore, many continued with them 

after lockdown. The DIY kits, therefore nds new 

markets for themselves ( Dastgir, A., E., 2021).

Over the Top (OTT) Entertainment

There was a massive increase in the viewership of 

over the top (OTT) channels during the Covid-19 

pandemic. With the theatres and multiplexes 

closed during the lockdown and the restrictions 

of social distancing even after the lockdown was 

l i f t e d  p u l l e d  p e o p l e  t o w a r d s  o n l i n e 

entertainment (Madnani, Fernandes and 

Madnani, 2020). Many movies were released on 

OTT channels during the pandemic (Pinto, 2020). 

With audience viewing movies in the comfort of 

their houses and at time convenient to them, 

many wondered whether the pandemic would 

lead to death of theatres and multiplexes. With 

hotels operating as staycations and take-aways 

coming to the rescue of restaurants and eateries, 

there was no alternative for theatres and 

multiplexes to continue their earnings. However, 

theatres and multiplexes have faced similar 

threats with the advent of television, home 

theatres and video cassette recorders as well. 

Although there has been temporary drop in sales 

of tickets due to these developments, the 

audience returned to theatres as small screen 

could not match the experience of the bigger one. 

The joy of watching movie with hundreds of 

other audiences is also an experience which 

cannot be replicated at home. However, if the 

present condition persist and more and more 

people become aware of OTT entertainment, 

there can be change in consumer behaviour. 

Besides, the customer experience as a major 

reason for audience to come back to theatres, 

nancial reasons too would be a major factor as 

the lion's share for production houses and 

entirely for distributors comes from selling lms 

to multiplexes. Thus the big budget movies like 

those of James Bond series or End of Game series 

would loose their charm if watched only on OTT 

channels ( Lall, 2020).

Conclusion

If we compare the change in consumer behaviour 

patterns which were either induced or gained 

traction during the pandemic of Spanish Flu and 

HIV/AIDS the following pattern emerges and 

same may be predicted in case of COVID-19 as 

well:

Those innovations sustain which lead to ease of 

doing things in the long run:

The innovations which are easy to adapt and 

deliver high utility would sustain in the long run. 

For example, the home appliances introduced 

during the Spanish Flu pandemic became a way 

of life in later years. Similarly, the usage of 

disposable syringes became very common after 

the prevalence of HIV/AIDS not only because it 

was safer but also because it was more 

convenient. Female condoms on the other hand, 

could not garner much interest from the target 

customer because it was perceived to be 

cumbersome.

Those innovations which lead to drastic changes 

in traditional patterns of life often zzle out with 

time:

Even the innovations which may be easy to use 

and deliver a lot of relative advantages may not 

be able to sustain demand in the long run because 

it brings a radical change in the traditional way of 

life and social norms. For example, wearing mask 

is a very effective practice to keep away infectious 

diseases and it does not cost much. However, it 
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never became a general habit, though there has 

been outbreaks of diseases like, SARS, HongKong 

Flu, Avian Flu, etc even after the Spanish Flu. 

Similarly, female condoms could not nd many 

admirers because it was against the prevalent 

social order where the females are supposed to be 

subvert in sexual matters. Even the home 

appliances introduced during the Spanish Flu 

were big hit because it made it easier for females 

to conform to their traditional duties towards 

home and children. 
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