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ABSTRACT

The Covid-19   pandemic has ushered in a new age in the world. We are still grappling with the 
implications in various areas of our everyday lives. The impulsive buying habits of consumers, 
the supply chain, and the whole industry are not exceptions. Consumers and supply chains were 
both unprepared during the early stages of the novel coronavirus pandemic. The procurement 
of utilitarian products was referred to as panic buying. The study examined using exploratory 
studies on several individuals in the eight selected Islamic countries who have been panic buying 
in coronavirus-affected areas and have faced regional constraints. The data apply on exploratory 
factor analysis (EFA) in eight selected Islamic countries, three hundred sample finally selected, 
and a good number of volunteers supported in this study. The results have shown that a drastic 
financial effect on the economy where purchasing power and remittance inflow declined, inflation 
goes up and precaution for lockdown, whereas impulsive buying goods tendency increased due 
to misinformation, and panic buying immensely impact in the economy. The decision-making 
process has shifted, preventing financial burdening, rising saving patterns, and unwelcoming 
unhealthy consumption. Moreover, visible psychological distress, depression, anxiety, and post-
traumatic stress. These studies concluded with a policy recommendation providing the results.
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INTRODUCTION

The effect of the coronavirus (Covid-19) on the consumer spending in the eight Islamic countries 
is investigated in this report. The Covid-19 virus has spread around the globe and has dominated 
the news headlines since the first death in Wuhan, Hubei, China in early January 2020. The virus’s 
initial outbreak and spread were limited to China, but it quickly spread across Asia, Europe and the 
rest of the world within five months. More than 452,131 people died worldwide by the end of June 
2020. (WHO, 2020). Covid-19 was listed as a new challenge in 2015, following the SARS epidemic 
in China in 2002, the Ebola epidemic in West Africa, and the MERS epidemic in 2015 (ibid). First, 
known defense against the virus was lockdown. A third of the global population followed restrictive 
movement by the first three months of 2020 (Bloomberg News, 2020). As peoples’ lives were 
prioritized over their economic activities, the extreme interconnectedness of the global economy 
immediately resulted in quarantine at a global level (Chinazzi et al., 2020; Hedgecoe et al., 2020.).

Covid-19 triggered a dramatic drop in household consumption due to a major global halt in daily 
economic activities. The global population’s life and consumption styles have reportedly changed as 
a result of the “New Normal” (Criteo Coronavirus Survey, 2020). As a result, demand for consumer 
products fell rapidly (Szymkowski, 2020), resulting in factory closures and major consequences for 
global consumption, trade, retailing, and banking (Feng and Fay, 2020; Evans, 2020; Dooley et al., 
2010; Foxall, 1979; Lamming, 2000). Consumer behavior research aims to better understand how 
customers make decisions and to define the characteristics of individual consumers and groups 
in order to better understand what they want and need (Anderson et al., 2005). Individual and 
collective consumption buying intentions have a significant effect on purchasing decisions, which 
can be spontaneous or triggered by a shock (Beatty and Ferrell, 1998). In this paper, we investigate 
consumers’ impulsive buying responses during the outbreak. Although researchers are yet finding 
a robust connection between consumer purchase behavior and the occurrence of a pandemic, 
Based on positive decision-making, we can suggest that customers are less likely to buy offers 
from industrial suppliers during an unceasing coronavirus pandemic, particularly in the case of 
expensive offers in countries with the low long-term orientation, and high uncertainty (Hofstede & 
Minkov, 2010; Hofstede, 2001).

Remarkably, Covid-19   may inadvertently contribute to development, maybe on a temporary basis. 
These include the achievement of the Sustainable Development Goals (United Nations SDG 2015-
2030), SDG 2 (End Hunger) SDG 12 (ensuring sustainable consumption and production) and the 
objective of diminishing food waste per capita by 2030. Around a third of the world’s food, about 1.3 
billion tons, wasted per year (FAO, 2011), contributing to already worse economic, environmental 
and social impacts Food losses and industrial waste amounted to approximately $680 billion in 
developing countries and $310 billion in developed countries, respectively (FAO, 2013).

The spread of the Covid-19 forwards a significant change in the purchasing habits of consumers, 
which is of great importance for traders of different brands from diverse industries and regions 
(Murphy et al., 2020). A summary of the impact on selected economies presented in Table 1.
Egypt’s economy is based primarily on tourism and remittances, both of which have been severely 
injured by the pandemic (El Dahshan, 2020; Emam, 2020). Egypt’s informal economy accounts for 
half of the country’s GDP, which would be negatively impacted.  Egypt has reported a loss of $2.8 
billion as a result of the economic blockade. Malaysia is forecast to lose about $10.50 billion, the 
most of the countries studied (Table 1), with Saudi Arabia ($9 billion) and Pakistan ($5 billion) 
following closely behind. Saudi Arabia would have to forego a significant amount of income from 
Hajj pilgrims as a result of the ban on mass gatherings. A drop in oil prices will only add to the crisis 
(McIntosh, 2020).
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Table 1. Economic overview during COVID-19   in selected countries

Country Lockdown Loss ($) Stimulus Packages Remittance Inflow 
April-2020

Bangladesh $ 1.4 billion $ 11.90 billion $ 1290 million
Egypt $ 2.8 billion $ 10.0 billion $ 6000 million
Indonesia $ 1.9 billion $ 47.6 billion $ 2575 million
Jordan $ 1.5 billion $ 775.75 billion $ 8462 million
Saudi Arabia $ 9 billion $ 13.32 billion $ 6800 million
Malaysia $ 10.50 billion $ 68.0 billion $ 5500 million
Pakistan $ 5.0 billion $ 7.2 billion $ 958.91million
Turkey $ 3.5 billion $ 38.7 billion $ 5438.65 million

Note: World Bank first quarter projected GDP lockdown loss and received remittance in 
April-2020.

Source: Author adopted & Data Processed 2020 (approximated)

During the Covid-19 recession, the Indonesian government estimates that between 1.1 million 
and 3.78 million Indonesians will become poor, and between 2.9 million and 5.2 million will lose 
their employment (New Straits Times, 2020). Economic growth has most likely been at its slowest 
since the financial crisis of 1998. As a result, the recently proposed economic stimulus plan boosts 
consumer and corporate buying power. Indonesia’s economic growth is projected to remain above 
zero percent as a result of the opportunity. According to Selva Demiralp (2020), the pandemic has 
had a detrimental and vulnerable impact on the Turkish supply chain economy, with the majority 
of non-essential sectors having to further halt production as infected citizens withdraw from the 
workforce and are unable to engage in production.

Our study carries significant implications for brands attempting to differentiate their offers in the 
post pandemic periods. Given the economic and social challenges. Brands can develop deeper 
customer relationships by being reliable source of accurate or consumer-oriented information 
in times of uncertainty. This study investigates the financial effect of Covid-19 on the economy 
by integrating important questions that address impact of Covid-19 on financial health at the 
personal and household level with questions on the respondents’ perceptions on potential purchase 
intention. Data from three hundred respondents residing in Bangladesh, Egypt, Indonesia, Jordan, 
Saudi Arabia, Malaysia, Pakistan and Turkey were analyzed. The findings point to a significant 
shift in Muslim consumers’ buying intentions in the chosen region. As a result, brands marketing 
to these consumers should have to make major changes to their business models. Economic data 
indicates a substantial drop in demand, with the added drawbacks of panic buying and a rise in 
the rate of inflation. To mitigate digital waste and health risks, we propose that the expansion 
of technology-intensive selling techniques be accompanied by an environmentally sustainable 
manufacturing process.

1.    LITERATURE FRAMEWORK

1.1.   IMPULSE BUYING AND FINANCIAL IMPACT OF COVID-19 
 
Murphy (2020) discusses the factors that influence consumer decision-making during a pandemic. 
Adaptive decision-making mediates behavior change, which is affected by five factors: physical 
background, social context, processing, motivation, and capacity. Given the five individual and 
contextual characteristics, the model reflects the trend of rapid adaptation by consumers. A model 
of technology adoption or a theory of expected action are two other theoretical models that can be 
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applied to the intent of the purchase (Davis et al. 1989; Ajzen, 1991). The impulse buying tendency 
(IBT) is characterized by a proclivity for making sudden and spontaneous purchases. According 
to Beatty and Ferrel (1998), a seller with a higher impulsive selling proclivity is more likely to feel 
a greater urge to buy impetuously and tends to act more frequently. Mogelonsky (2020) claimed 
that Covid-19 is considered the ‘Next to Normal’, as this pandemic will affect lives in coming years 
to come. Previous studies on pandemics portray the importance of impulse buying. Let alone the 
cost to the economy, impulse buying in previous cases, including the Spanish flu (Almond, T. 2006; 
Garret, A.T. 2008; Karlsson, Nilsson and Pichler, 2014; Guimbeau, Nidhiya and Aldo, 2020); avian 
influenza (Bruns et al., 2006); the SARS (Chou et al., 2004; Hia et al, 2004; Mukit, Nabila, Islam, 
& Abdel-Razzaq, 2020; Lee and  McKibbin, 2005; Liu et al, 2005; Brahmbhatt and Dutta, 2008; 
Keogh-Brown et al., 2008); the swine flu (Rassy and Smith, 2013); and the Ebola (Kostova et al. 
2004), have contributed significantly to our learning on impulse buying and selling. The specificity 
of the impact on medical sciences and the healthcare industry has been noteworthy (Meltzer et al., 
1999; Brainerd & Siegler, 2003; Bootsma, & Ferguson 2007; Karlsson, T. et al., 2014; Correia et al., 
2020).  

Covid-19   is primarily characterized as a disruption. It will end one day, but not without severe 
economic, emotional, and social consequences. It will one day be over but at the price of extreme 
economic, emotional and social consequences.

Some manufacturing and consumer industry industries, including the travel and tourism market, 
maybe completely and partially wiped out globally, with major negative outcomes for countries 
dependent on these sectors for their bottom line (Luca Fornaro & Martin Wolf, 2020; OECD, 
2020). Inclusive adverse effects on the economy are likely to rely on the scale of investment in 
public health, especially in less developed countries (McKibbon and Fernando, 2020a, 2020b).  The 
impact, however, is expected to be different for different industries. The service sector is expected to 
experience a longer-term impact compared to the manufacturing sector (Fernandes, 2020). Since 
the start of Covid-19, stock market volatility, media analysis of financial uncertainty, and subjective 
uncertainty in business expectation surveys have increased dramatically (Baker et al., 2020b; Leduc 
and Liu, 2020). For example, in the fourth quarter of 2020, Baker et al (2020b) predicted that the 
United States’ GDP could fall by about 11 percent.

Vishnu and Raheem (2013) suggest that Pakistani consumers are more likely to buy impulses 
when they see free product offerings and price discounts on consumer goods. Income levels, 
stores, and visual marketing carry significant influence on consumer behavior, especially in a well-
equipped, pleasant, and calm shopping milieu and a colorful environment. In addition, between 
men and women, there is a disparity in impulsive purchasing behavior. Rashmi (2014), Thakor and 
Prajapati (2012), Verma and Verma submitted similar results (2012). Impulse purchase in generally 
unplanned. Hence, travel and tourism sectors present varied impact during the time of crisis as the 
crisis may create opportunities in terms of discounts or higher cost due to restriction (Puccinelli et 
al., 2009; Mukit, 2020; Gutierrez, 2004; Thomas and Garland, 2004; Berné et al., 2001; Thomas and 
Garland, 1993; Heckhausen and Gollwitzer, 1987; Iyer and Ahlawat, 1987). 

These are the times when buyers consider the price and availability of products. Deloitte (2020) 
has reported that a pandemic offers the possibility of diversifying the capabilities of a business. 
Nevertheless, more virtual functionality can also increase network risk. However, adding 
virtual functionality can also proliferation the network risk? The consumer experience has also 
shifted, pushing consumers to use digital tools that could speed up digital transformation and 
implementation. Flexibility in the supply chain has already begun, and forward-looking businesses 
should aim to diversify the risks of vendors and other third parties.
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The customer experience has also changed, with customers being forced to use digital platforms, 
which could accelerate the digital transformation and implementation. Flexibility in the supply 
chain has already inaugurated, and forward-looking businesses should aim to diversify the risks 
of vendors and other third parties. Investors are taking time to understand and analyze the risk 
profile, business opportunities, and financial results, how does reflects on the supply chain. 
Another market analysis company Accenture (2020) has reported that consumer (buying) attitudes 
will change permanently. Consumers will prioritize 1) basic necessities 2) local products, and 3) 
electronic orders for a long time even after the pandemic is over. Companies in the business of 
virtual workplaces, including games and digital connectivity, will see a sharp rise in their sales 
and market size. To reduce the cost of the raw materials and labor supply, large manufacturing 
outlets will digitalize their workforce or will run for countries with low-cost labor located in Africa, 
South Asia and South America. Mahmood (2020) supported this view and reported some relatively 
uncertain but progressive message for the readymade garments industry in Bangladesh. 
The above literature leads us to two major propositions. Firstly, there is a strong product cluster 
that caters to the need of impulsive buyers during the crisis time. The clusters can be used to 
introduce market and advertisement strategies. Secondly, demography will play an important 
role in explaining the change in impulse buying during crisis time. Consequently, companies will 
accommodate demographic profiling in their strategies in order to stay relevant in business.

In the following sections, we explain how this study accommodates these propositions to test them 
using survey data from selected eight Islamic countries. Results of the product and demographic 
clustering will help us reach a significant conclusion for the Muslim consumers and their impulse 
buying habits during the pandemic.   The panic buying by UK shoppers left the shelves of thousands 
of shops free of important household products, including pasta, rice, sanitizers, and toilet paper, as 
Cogley (2020) reported. Cogley (2020) attributed this behavior to “social influence” and “the theory 
of social evidence.” The author also found out that a number of social media sites (e.g. Twitter and 
Facebook) are the main sources that fuelled the rush among individuals to stock simple household 
items, according to some experts. Scientists and other public health professionals often use social 
media to communicate directly with the public or to debate embryonic science, while thousands 
of people spread sensationalism, rumors and other types of misinformation (Dela, 2020). This 
can be obscured by the philosophy of risk culture, which offers an explanation of how society or 
individuals respond to unpredictable conditions or risk. 
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 Table 2. Some Selected Authors Review & Findings

Author Title Methodology & Findings

Gamma et al. 
(2020)

Unusual purchasing 
behavior during the 
early stages of the 
COVID-19   pandemic: 
The stimulus-
organism-response 
approach

Theory: RANAS model 
Sample: 498. The key outcome is Value & Social Norms

Al-Debei et al. 
(2015)

Consumer attitudes 
towards online 
shopping: 
The effects of trust, 
perceived benefits and 
perceived web quality 
(Jordan)

Factor analysis and structural path model analysis were used to assess the study 
model’s hypothesized relationships. This study’s empirical findings suggest that 
confidence and perceived advantages influence customer attitudes towards 
e-commerce

Samuli Laato, 
A.K.M. Najmul 
Islam, Ali Farooq, 
Amandeep Dhir 
(2020)

Unusual purchasing 
behavior during the 
early stages of the 
COVID-19   pandemic: 
The stimulus-
organism-response 
approach

The observed consumer behavior was directly related to anticipated time spent 
in self-isolation, as evidenced by self-intention to self-isolate and intention to 
make unusual purchases. Exposure to online information outlets also resulted 
in increased information overload and cyberchondria, according to the findings. 
A total of 211 finish people completed the survey.

Laato et al. (2020)

Did location-based 
games motivate players 
to socialize during 
COVID-19  ? 

Acceptance of government efforts to combat the pandemic and perceptions 
of the pandemic’s seriousness are linked to the implementation of prescribed 
health behaviors. Sample size is 855. Smart PLS used to analyze this study.

Michael Keane, 
Timothy Neal 
(2020)

Consumer panic in the 
COVID-19   pandemic

Announcements of stimulus had a smaller effect, and travel restrictions do not 
seem to be causing consumer anxiety. There were 54 countries considered.

Kelly S. Clemens, 
John Matkovic, 
Kate Faassec & 
Andrew L. Geers 
(2020)

Determinants of 
safety-focused product 
purchasing in the 
United States at the 
beginning of the global 
COVID-19.

Worry increased product purchase for men who were initially low in worry, but 
not for women, according to a study. This research reveals risk and safety-related 
actions, with implications for determining factors. There were 344 samples 
considered.

Erpeng Wang, 
Ning An, Zhifeng 
Gao, Emmanuel 
Kiprop & Xianhui 
Geng (2020)

Consumer food 
stockpiling behavior 
and willingness to pay 
for food reserves in 
COVID-19  

A variety of motivations and subjective risk perceptions drive food stockpiling 
behavior. Consumers who are female, have a high education level, and have a 
high income are more likely to store greater quantities of food, but their ability 
to pay for fresh food reserves is dictated by their income.

Soniya Billore,  
Tatiana 
Anisimova (2021)

Panic buying research: 
A systematic literature 
review and future 
research agenda

Callahan’s 4W (2014) analysis structure and Paul and Rosado Serrano’s (2019) 
TCCM system were investigated in this report. Policymaking and governance 
were listed as areas where current panic buying publications are scattered across 
multiple disciplines.

Naeem, M. (2021)

Do social media 
platforms develop 
consumer panic buying 
during the fear of 
Covid-19   pandemic? 

Social influence and social acknowledgement play a role in panic buying as a 
form of persuasion. People trust their close friends’ buying advice because they 
believe their friends are honest and their feedback will help them make the best 
purchasing decisions. A total of 34 samples were considered.

* There were Insufficient study materials, so considered related relevant articles. 
Source: Author Adopted
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The key aim of this thesis is to investigate how the panic buying normative behavior of customers 
has a financial impact; thus, it considers social evidence theory as the most suitable and applicable 
theory in this regard since the panic behavior of consumers is a socially created phenomena focused 
on the views of analysts, sensationalism, and disinformation spread by social media users (SMU).

Figure 1. Consumer Panic Purchasing Process for Social Media Users (SMU)

Source: Author Adopted

2.   RESEARCH DESIGN AND DATA ANALYSIS 

The purpose of this research is to develop Muslim consumers’ impulsive buying response in the 
case of the “Next Normal” case of the Covid-19   pandemic in selected eight Islamic countries 
(Bangladesh, Egypt, Indonesia, Jordan, Saudi Arabia, Malaysia, Pakistan and Turkey). Thus, to 
further explore of this research following hypothesis is formulated: 

H₁. Reviewing the trend analysis of Muslim consumers’ impulsive buying pattern in the eight 
selected Islamic countries during the degree of awareness towards Corona virus.   

H₂. To study the Muslim consumer’s impulsive financial spending intentions to stock goods, period 
of the Covid-19 virus in the eight selected Islamic countries over the next three months of lockdown.   

H₃. To analyze the impulse buying intentions of Muslim consumers compared to the traditional 
purchasing channel and to the online platform prefer brands in the eight selected Islamic countries. 
 
Quantitative approach has adopted in this study. In particular, this study used a questionnaire to 
reach selected Islamic countries, especially the Muslim consumers in the capital cities. Some of my 
friends supported us to collect this data meticulously. Questionnaire tested by research scholars 
and ten brand managers in corporate sectors, to ensure a correct conceptual structure. This study 
uses a quantitative research method and statistical analysis software (SPSS) version 26. This allows 
the researcher to compile the answers one after the other. The questionnaires prepared by the 
researchers help the researcher to display the data correctly.   

The analysis was carried out using a self-directed questionnaire. During the first two weeks of 
the COVID-19   pandemic (lockdown began on 19 March 2020 in Bangladesh, 14 April 2020 in 
Pakistan, 21 March 2020 in Turkey and 9 March 2020 in Saudi Arabia), it was created and controlled 
in English from 29 March to 29 June 2020, surveyed via the Google Document survey website. To 
survey these study individual country representatives help me to find the authentic data. After 
completion the survey, fact check with incumbents survey leader. The respondents were engaged 
in this survey enthusiastically.  
 
The analysis starts with an online zoom discussion among the focus group. The analysis starts with 
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an online zoom discussion among the focus group. The eight selected countries, we had volunteer 
those who helped us to collect the survey respondent’s data. It continued with an online Google.
com offered survey form supports. We applied a structured questionnaire among the respondents. 
From the Google survey list, we received primary data from 383 respondents. Then we rescind, 
those respondents who had left unanswered or incomplete responses. Finally, we worked out 
among the 300 data which we applied in our entire study. We shared our random survey links 
on WhatsApp study groups, Facebook Research Hub groups, and other social platform groups. 
A few enthusiastic people from various regions volunteered to assist us. We chose several Islamic 
countries because the month of Holy Ramadan fell during that period in 2020. This month, Muslim 
people are generally making a lot of purchases for households. So, if we start our survey analysis 
on the pandemic and the month of Ramadan, we could get some interesting results. Furthermore, 
most Arab countries are well-known for their petro-dollar and tourism destinations, which are the 
second and third most lucrative sources of revenue after remittance and trade. It is very simple to 
determine how economic bubbles affect these countries.

So, the study consisted of 300 participants ranging from 18 to 60 years of age (mean= 2.10; S. D= 
0.542), 49.7% were female and 50.3% were male. Respondents Household income (Mean=2.02; S.D. 
=1.345) and 70.7% were the eight Islamic countries city dwellers and 29.3% were outside the city 
of the eight Islamic countries. This research has measured the main skeleton applying multi-item 
scales. In addition to personal questions and “yes or no,” all other questions were formulated on a 
Likert scale of five points and ranged from one question (“reduce a lot”) to five questions (“Increase 
a lot”). The demographic variables selected by the investigator reflect the demographic information 
of the selected respondents, such as gender, age group, income and occupation. It contains the 
comprehensive data of the respondents chosen by the investigator. The researcher is permitted to 
recruit the frequency of male and female respondents as well as the individual percentage of them. 
Demographic characteristics selected by the researcher that reflect demographic information such 
as gender, age group, income and occupation of the respondents selected. It includes descriptions 
of the participants chosen by the investigator. The researcher has the option of including both the 
frequency and the personal percentage of the male and female interviewed.

Table 3. Demographic Status in the selected 8 Islamic Countries capital and outside the capital 
city respondents

Selected Islamic Countries Respondents Profile (n=300)

Gender Frequency Percent
Female 149 49.7
Male 151 50.3
Age Group
below 24 30 10
25-35 209 69.7
36-45 61 20.3
 Location
City Dwellers 212 70.7
Outside Dwellers 88 29.3
Your household income (monthly)
Decrease a lot 147 49
Decrease Slightly 92 30.7
Increase slightly 31 10.3
Increase a lot 30 10
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Occupation Frequency Percent

Craftsmen, traders, entrepreneurs, 
Freelancer 117 39

Managers, Executives, Public (Grade 
1-12) and Private professional’s 141 47

Others Profession 42 14
Household income (monthly)  
Less than $485 per month 147 49
$ 485 to 1455 92 30.7
$ 3031 above 31 10.3
Not relevant for me 30 10
Number of persons in the household
1 16 5.33
2 38 12.67
3 54 18
4 above 192 64

Source: Author Adopted

Table 4. Reliability Test

Cronbach's 
Alpha

Cronbach's Alpha 
Based on Standardized 

N of Items

0.86 0.889 47

Reliability Statistics

Source: Author Adopted

The reliability test allows the researcher to identify or not the reliability of the variables. The 
researcher uses this process to measure the consistency of the research process. Based on the data 
collected, Cronbach’s alpha (1954) appears to be less than 1.00 and close to it. For this reason, the 
positive hypothesis developed by the researcher is selected by rejecting the null hypothesis.

3.   KAISER-MEYER-OLKIN AND BARTLETT’S TEST

Table 5. Kaiser-Meyer-Olkin and Bartlett’s Test

0.622

Bartlett's Test of SphericityApprox. Chi-Square371.491
10
0

df
Sig.

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy.

Source: Author Adopted, Data Processed 2020.

In our correlation matrix, there are a number of correlations greater than 0.3, which indicates that 
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factor analysis is appropriate here. In our study we applied the Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy (KMO) and Bartlett’s Test how adequate our sampling measurement and we 
found optimistic relevance and very satisfactory result. Usually 0 <KMO <1.  And if KMO> 0.5, the 
sample was considered adequate. Here KMO = 0.622, which indicates that the sample is adequate 
and we can proceed with the factor analysis.  The approx. Chi-Square is 371.491 with 10 degrees of 
freedom.  Here, with a significance level of 95%, α = 0.05.  The p-value (Sig.) is .000 <0.05, so the 
factor analysis is valid.  
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Table 6. Rotated Component Matrix

Rotated Component Matrixa  
Component            
  1 2 3 4 5 6
Personal-care products 0.854          
Online learning 0.834          
Books/magazines/newspapers 0.828          
Entertainment at home 0.814          
Non-food child products 0.812          
Impulsive Buying Intention next 3 month 0.808          
How long do you believe your personal/household 
finances will be impacted by the COVID-19   
situation?

0.804          

Home rentals 0.782          
Pharma 0.775          
Fitness equipment at home 0.662          
Home purchases 0.613          
Consumer electronics 0.611          
New clothes for Eid   0.943        
News on TV Channels   0.835        
Video Games   -0.733        
Consumer Buying Behavior spending on 
COVID-19   time   0.720        

Reading Print Newspapers   0.700        
Tobacco   0.697        
Special occasion buying (Eid)   0.677        
Special occasion grocery - EID   0.567        
Streaming Services (e.g., Netflix, Amazon Prime, 
etc)     0.934      

News online     0.858      
How much expect to Impulsive buying during 
pandemic?     0.830      

Reading for personal interest and/or growth     0.792      
Entertainment on TV Channels     0.773      
Working from Home     0.740      
Family Health Maintain 0.787
Adverse Physiological Impact, Violence  0.718
Demographic Status       0.932    
 Your household income (monthly)       0.903    
Grocery       0.732    

Gym       0.502    

Skin care & makeup         0.692  
Local travel         0.692  
Furnishings & appliances         0.658  
Food takeout & delivery         0.653  
International travel         0.530  
Footwear           0.873
Branded Food Item           0.872
Apparel           0.739
Accessories           0.739

  Extraction Method: Principal Component Analysis. 
  Rotation Method: Varimax with Kaiser Normalization.
  A Rotation converged in 14 iterations.

Source: Author Adopted, Data Processed 2020.
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The consumer never experienced about pandemic largely. So, group of people though food 
and grocery available, but they didn’t care about supply chain system. Though the experiment 
of the results of the items that are included in each component suggests common themes that 
the components represent. The first component seems to represent Personal-care products. The 
second component seems to represent the new clothes for Eid (while lockdown just started that 
time was Muslim’s religious festivals). The third component seems Streaming Services (e.g., Netflix, 
Amazon Prime, etc.). The fourth component seems to Grocery items.  The fifth component seems 
to represent the Skin care & makeup.  The sixth component seems to represent the Footwear. 

Panic buying is, in particular, a customer reaction in order to reduce perceived risk. In making 
chIslamices, consumers are affected by uncertainties that pose risks, according to the definition 
introduced by Taylor (1974).

4.   RESULT AND DISCUSSION 

Analysis of the above data shows that a negative impact has been identified for the FMCG, 
beautification items and positive response achieved for media entertainment products, electronic 
gadgets and other business in the eight selected Islamic countries in following the COVID-19   
outbreak and lockdown. The perceived negative impact affects both sales and customers’ purchasing 
intentions. The survey covered consumers outside the capital of the eight Islamic countries where 
300 consumers responded to the survey. The confidence interval and the margin of error for this 
study were 95% and 5%, respectively.

Quantitative measurements of the validity and reliability of the systems were added to the 
measurement model. This study indicates adequate reliability since the alpha value of the Cronbach 
was 0.86 which was above the 0.7 reasonable maximum. The C.R differed by 0.889 in terms of 
convergence validity, indicating that all the structures met the recommended criterion of at least 
0.6. 

The Kaiser-Meyer-Olkin and Bartlett test helps to measure the relevance of the data for factor 
analysis. This test allows the researcher to measure the sampling power of the model for each 
variable. Here KMO = 0.622, Sig. the value is 0.00 and the chi-square is approximately 371,491, 
which reflects both a well-deserved and positive presentation of the data. Showing that with our 
sample, the PCA was viable (Dziuban and Shirkey, 1974); the positive hypothesis chosen by the 
investigator must be taken into account by rejecting the null hypothesis. Finally, the original TPB 
model and the customized TPB models used in this study, which were adapted and developed, 
successfully explained the impulsive response of consumers to the COVID-19   pandemic, which 
represented 84.317% of the variance.  

According to Bangladesh Bureau of Statistics (BBS) (2020), at the start of FY2020, inflation 
was around 5.48%, eventually reaching 5.61% in May F2020, which also shows that consumers 
impulsive buying are negative. The poverty rate is expected to increase by about 35% in FY 2020, 
while the consumption and income gaps have widened in Bangladesh. Whereas in, Pakistan Bureau 
of Statistics (PBS) Annual consumer inflation fell to 8.5% in April, from an 8-month low to 10.2% 
in March 2020, generally inflation fall owing to lower energy prices, but the drop in consumer 
demand following the lockdown gives a pungent experience in economic picture with the first 
signs of inflation. Same situation occurred in Indonesia, Egypt and Jordan.

In this figure 1, reason of COVID 19 pandemic highest GDP reported in Egypt nearly 2 percent in 
the first quarter of 2020f, Bangladesh obtained approximately one percent of the second spot. The 
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lowest (negative) GDP position is held by Turkey and Saudi Arabia. And, Indonesia has stayed at 
zero GDP. 

Figure 1. First quarter GDP of 2020f

Source: World Bank

Figure 2. Remittance Inflow in April-2020

Source: Market Intelligence & Author Adopted

In figure 2, Jordan received the highest amount of remittance, which is almost $8.2 million, in the 
span of the first quarter of the pandemic remittance inflow in April-2020, and Pakistan received the 
lowest amount of remittance, which is around $1 million. Nearly $6 million was received to Egypt, 
Malaysia and Turkey. The kingdom of Saudi Arabia secure second highest. 
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Figure 3. Descriptive Statistics of Islamic Countries

Source: Author adopted

In figure 3, among 300 respondents participated from eight Islamic countries. This result was 
correctly gathered by our responsible volunteer team. We randomly picked up open dialogue 
opportunities in addition to the organized survey. Sometimes, the standardized questionnaire 
does not adequately expose human lives. Our trustworthy and dedicated volunteer took notes and 
found them innocuous by openly asking questions. Women’s health care was vulnerable during 
the lockdown, destitute conditions of elderly people, health threats particularly for people with 
chronic diseases (diabetes, cancer patients), financial crises made relationships vulnerable, and 
students were thrown away books due to lack of family peace. To divert mind and concentration on 
computer device games and social networking, snatch the cell phones for long days, juvenile minds 
experience intense tension and life becomes more monotonous. Eleven suicidal incidents were 
registered among the eight respondent countries.

Figure 4. Before lockdown consumers buying tendency

Source: Author adopted, Data Processed 2020.

In figure 4, the time of pandemic people didn’t care about this diseases and considered it like other 
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diseases. So, 23rd May, 2020 to observe an Eid-Ul-Fitr which is Muslim holiday marking the end of 
Ramadan (month of fasting). More than 60 percent of peoples agreed not to observe this day at the 
village home during this pandemic. Even though, due to Covid-19 hazard, Muslim religious people 
limited to visit at prayer hall (Mosque/Masjid) and not to go outside. Even so, stop Eid celebrated 
outside the home by world Muslims. 55 percent of people stop purchasing clothes to save money 
and avoid visiting strangers and relatives house. 

Figure 5. Impulsive FMCG Buying Intention of Next 3 Month

Source: Author adopted, Data Processed 2020.
In Figure 5, the pre-lockdown survey began among the Islamic countries on the purchasing intention 
of the next three months of the pandemic where the purchasing and preserving intentions of fast-
moving consumer goods (FMCG) were explored. The percentage number of respondents shared 
their purchasing intentions. 

Figure 6. Media entertainment & electronic gadget impulsive buying intention of next 3 month

 
Source: Author adopted, Data Processed 2020.
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In Figure 6, the study revels media entertainment & electronic gadget impulsive buying intention 
of next 3 month where ATL & BTL media consumption and electronic gadget purchasing intention 
increased. Though, OTT plat form and live streaming media consumption increased.  

Figure 7. Personal/Household Finances Will Be Impacted By the Covid-19

Source: Author adopted, Data Processed 2020.

Figure 7 shows that 40 percent of respondents in the socio-economic class (SEC) C & D assume 
that personal and household income will be affected by COVID 19 next year. In comparison, 39% of 
SEC-B respondents expected that it will be affected in the next 7 to 12 months. And, 21% of the SEC-A 
and elite class expected that their financial income would be impacted in the next 2 to 3 months.

Figure 8.  Consumers Purchased Food Tendency throughout the Pandemic

Source: Author Adopted & Data Processed 2020. Note: price in dollars

In figure 8, lockdown period breakdown with against expense with how much they paid out of 
each segments. The highest money expense in ‘Fever’ phase (19th February 2020 to 18th April 
2020) whereas overall spent 161 dollar in selected Islamic countries. Lock down and Cluster lock 
down phases, spent was approximately 120 dollar more on averages. 
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Figure 9. The eight Islamic countries respondents spending attitude on grocery delivery services

Source: Author adopted.

Figure 10. Do you expect to purchase goods from online marketplaces due to coronavirus?

Source: Author Adopted
Figure 11. The consumer share in global food supply stockpiled by country in March 2020.

Source: Statista

The results shows that economy is severely collapsed, financial sector crawling to survive and restart 
the business supply chain. Consumers become conscious about buying and avoiding unnecessary 
consumption from their consumption bucket list and food wastage declined in home recent days. 
Panic buying is a powerful predictor on economy and for the precaution of Covid-19, Muslim 
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consumers storage their necessary items and some were unnecessary before lockdown.
In window hours, Muslim consumers’ preferring to buy from neighborhood. Media and home 
entertainment consumption sharply increased. In this study showed that, Millennia’s and generation 
Z inducing house head to use technology to solve the impulsive buying needs, to ensure health safety. 
Millennia’s and generation Z are also contributing in decision making about purchasing products 
from online market store and tending into brand products for product durability. Food inflation 
has increased inhumanely in Bangladesh, Indonesia, Egypt, Pakistan and Jordan. Predicting, the 
post Covid-19, situation will be challenging to alleviate this financial gaps and Muslim consumers 
buying behavior, because everything is interlinked with several parameters. The economic effects 
will be reflected in the personal and social relationship, education, health, employment, informal 
and gig economy and impulsive buying patterns behaviors.

5.   RECOMMENDATION
 
According to the evaluation of Islamic countries in this study the Covid-19   has immediate disruption 
of economic activity across the region, as demonstrated by declining tourism, remittance inflows, 
disrupted air transport, downfall price of crude oil, declining consumer purchasing behavior 
and business confidence as several countries shut down, community quarantines, and purchase 
necessary items from online e-commerce market places, temporary closings of companies and 
restrictions or bans on travel if affected on viruses. 
To alleviate the effects of the Covid-19   outbreak by restoring confidence, maintaining economic 
stability and reviving growth. So we recommended policy for Islamic countries as follows.

First, all kinds of disruptions must be eliminated and all available macro and financial units must 
be mobilized in accordance with health directives. Because a shortage in the supply chain has 
seriously affected the Covid-19   epidemic.

Second, policy makers should formulate the economy for a start again with nominal loss of 
productivity when the protection period ends. The significant amount is to postpone any debt 
obligations to prevent companies from going through the crisis. This preserves the physical capital 
of the economy and allows it to be used after the crisis.

Third, Potential trade restrictions, as well as bureaucratic barriers and tax policy options, must be 
explored to bring producers into contact with the market and consumers. In our study the eight 
selected Islamic countries must strike a balance between the need to continue production and the 
protection of people, including consumers and supply chain workers.

Fourth, the social safety nets (SSNs) are essential for poverty decline as they support inclusive 
growth and provide resources for the most vulnerable in society, especially during times of crisis. 
Jeopardize employees are more likely to lose their job if they lose their job if they are not available 
in work. Selected eight Islamic countries policy makers and official need to set rule how to balance 
this situation. Safety nets, in particular money transfers, paid leaves and health insurance, can 
provide rapid financial support to reach jeopardize and poor group in the societies. 

And finally, the increasing demand for coronaviruses to lift mobility restrictions during a 
coronavirus pandemic has emphasized the need to take advantage of technology and digital 
commerce. The transition to a digital platform has helped to reduce the decline in economic 
productivity, current and future, by facilitating distance learning and working. In addition, social 
media can be a significant perk, while e-commerce is possibly to grow as consumers avoid brick-
and-mortar stores and crowded collection points and further increase the use of their own trading 
channel. To minimize perceived risks, transparent information is required by consumers. 
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CONCLUSION 

The main objective of this study was to examine the financial effects on the economy and the 
impulsive purchasing attitude of the Islamic countries consumers in the Covid-19   pandemic. This 
research has added new details that enhances our existing limited knowledge of the economic effect 
measures on the purchasing behavior of consumers in Muslim countries during the pandemic 
era in Islamic countries. Overall findings from current research, combined with experience in 
relevant literature, support the recommendation that Muslim consumers purchase their intentions 
based on religious affiliation, perceived strength, and peer acceptance, assurance of Halal logo and 
ingredients, internal and external factors.  Experts predict that the deadly disease will not leave the 
world too soon. However, in the meanwhile we may have to survive by following proper hygiene 
rules. This will be the ‘next normal’ survival in the economy. 

Since the start of the current fiscal year, the Bangladesh, Turkey, Malaysia,, Jordan, Pakistan, 
KSA and Indonesia economy has faced major challenges in the areas of income mobilization, the 
banking sector, capital markets, foreign remittance, the RMG sector, gig and informal economy 
and the exports sector. The Covid-19   pandemic has exacerbated these challenges by affecting 
the economy through various transmission channels, national and global. This has now been 
exacerbated momentum by the Amphan super cyclone especially Bangladesh and Indonesia. 
(Guardian 2020), which has struck the country’s coastal zone, causing significant losses to 
crops, property and costing lives. The spread of the pandemic greatly suffered in Asian Islamic 
countries and the subsequent negative impacts on “Muslims Eid Holiday (25th May 2020)”, almost 
all macroeconomic correlations, and severely crushed on the selected Islamic countries economy 
specially, traders and buyers. In the last three decades, behavioral approaches have dominated the 
market dynamics before Covid-19   hit homes and locked us all in. Kotler and Keller (2012) said 
a good understanding. It is important for the lives of consumers to ensure that the most suitable 
goods and services are sold in the most successful way possible to the right people. With a new twist 
that affects healthcare, personal health, and well-being, consumers would be financially affected. It 
can provide a new incentive for long-term behavior change, indicating a new segment of migrated 
customers who will become more frugal with a new value of the ‘save and stockpile’ and change in 
their purchasing habits. Studies of the values of Asian cultures have specifically recognized the role 
frugality plays as a guiding principle underlying the actions of consumers (Anderson & Wadkins, 
1991). The pandemic taught us about scrimping and saving attitudes to understand the behavior of 
proper utilization of limited resources. 
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