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Consumer Behavior
1. According to the McKinsey Co. article, how has Consumer Behavior Changed as a Result of COVID?
The COVID-19 has affected nations in various ways in terms of consumer behavior. The behavior ranges from entertainment consumption, food consumption, and tourism consumption. During economic instability, contagion, and self-isolation, which was done for a maximum of fourteen days, individuals have changed their consumption patterns. For instance, studies show that there has been a decrease in discretionary spending ever since the global pandemic (Fab et al., 2020). Discretionary spending refers to necessities a household can survive without, such as going for meals in restaurants. Such is due to the uncertainty in the economy. Since the pandemic, restaurants have registered losses due to the decline of customers and the curfew policies since the pandemic homes have been recast as the new restaurants.
 On the other hand, there has been a reduction in frequent shopping. Nowadays, consumers are trying to save every coin they are earning. With the high rise of job layoffs and employment disruptions in the self-employment sector during the pandemic, the purchasing power of many consumers has reduced significantly. One's income determines their purchasing power, meaning decline or permanent termination of one’s income leads to a reduction in shopping frequency. In terms of entertainment consumption, people have shifted from going to cinemas to online streaming (Fab et al., 2020). Lately, homes have been recast as the new center of entertainment. Such decisions are because people are trying to avoid crowds, for instance, in music concerts and cinemas, thus minimizing the virus's rate. Disney Plus has attained what took Netflix seven years in five months in terms of viewership target. In terms of tourism, there has been a decline in tourism spending and international travel by eighty percent. However, domestic tourism has increased. 
2. How do These Changes Affect Marketers?
COVID-19 has led to various changes in terms of how marketers operate their businesses. For instance, marketers have been forced to reinvent their shopping experience. With reduced face-to-face inquiries and purchases, marketers have switched to Twitter, Instagram, and Facebook to advertise their products. Once the customer decides to purchase the product, payment is online and delivered to their preferred destination. In nations where the lockdown and curfew hours have been lifted, marketers are trying to offer longer operating hours (Fab et al., 2020). During the pandemic, many businesses have registered huge losses due to the imposed lockdown. Longer working hours in business will help marketers to recover from losses they had suffered during the lockdown. 
Lately, marketers have been forced to polarize their package size and observe hygiene in their packages. With the decline in income, marketers are trying to offer packages that will fit the purchasing power of their consumers. For example, coffee-producing companies have been forced to provide small coffee sachets that can be consumed in two to six cups. In terms of tourism consumption, marketers have switched to allocating resources that align with travel shifts (Fab et al., 2020). Marketers have increased digital one on one with their clients by using social media influencers to advertise their business, especially staycations and hotels. Marketers are using this model due to the increase in domestic tourism. 
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3. How has your consumer behavior changed due to COVID, and do you think those changes will be permanent?
Yes, my consumer behavior has changed as a result of COVID. Unlike in the past, where I would spend on a discretionary item, with COVID, I have shifted my focus to essentials like household items and groceries (Arora et al., 2020). COVID- 19 disrupted the supply chain of some products. Such led to consumers not locating their preferred items from the retailers. Such changed my consuming behavior since I had to look for a different brand and start using their product. The changes will be permanent since everyone is trying to adapt to the new normal, living despite the virus. 
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