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Abstract

The implications of this paper are to suggest to marketers the long-term consumer behavioral shifts
we could see from the COVID-19 pandemic of 2021, and the resulting shifts in consumer behavior. On global
consumer traits, buying patterns, global interconnectedness, and purchase behavior, and other marketing
activities. Even if cannot prevent dangerous viruses from emerging, we should prepare to dampen their effects
on society. E-commerce is become a substitute source and is considered top in this condition, and e-retailers
provide goods that usually consumers bought in superstores traditionally. The Coronavirus intensely
transformed global trends. These variations were causative to the high inadvertent and look the second funds,
to continue the business again. Therefore, the pattern of marketing is changing by doing marketing online. The
Academic Article can indicate that social media influencers do not affect online purchase intentions.
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