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INTRODUCTION
• The effect of the coronavirus (covid-19) on the consumer spending in
the eight Islamic countries, 3.43 M died.
• The extreme interconnectedness of the global economy immediately
resulted in quarantine at a global level.
• Covid-19 triggered a dramatic drop in household consumption
• Better understand how customers make decisions and better
understand what they want and need
• Expensive offers with the low long-term orientation, and high
uncertainty
• Our study carries significant implications for brands attempting to
differentiate their offers in the post pandemic periods.

Table 1. Economic overview during COVID-19 in selected countries

Country

Lockdown Loss ($)

Stimulus
Packages

Remittance Inflow April2020

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

Source: Author adopted & Data Processed 2020 (approximated)
Note: World Bank first quarter projected GDP lockdown loss and received remittance in April-2020.

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

•

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.

•

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.

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

• How the panic buying normative behavior of customers has a financial impact?
• 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).

DATA COLLECTION AND VARIABLES
• 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 in selected eight
Islamic countries (Bangladesh, Egypt, Indonesia, Jordan, Saudi Arabia, Malaysia,
Pakistan and Turkey).
• In this research study employed primary data. In order to achieve our research
objective, a mixed research design considered where the quantitative .
• 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.

• 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 383 respondents.
• 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.
• 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.

• 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.

Table 3. Demographic Status in the selected-8 Islamic countries capital and outside the capital
city respondents
Selected Islamic Countries Respondents Profile
(n=300)
Occupation
Frequency
Percent
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

Craftsmen, traders,
entrepreneurs, Freelancer

117

39

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

141

47

Others Profession
Household income (monthly)
Less than $485 per month

42

14

147

49

92
31
30

30.7
10.3
10

16
38
54
192

5.33
12.67
18
64

$ 485 to 1455
$ 3031 above
Not relevant for me
Number of persons in the household
1
2
3
4 above

Table 4. Reliability Test

Reliability Statistics
Cronbach's
Cronbach's Alpha
N of Items
Alpha
Based on Standardized
0.86
0.889
47

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

Table 5. Kaiser-Meyer-Olkin and Bartlett’s Test
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling
Adequacy.

0.622

Bartlett's Test of Sphericity
Approx. Chi-Square371.491
10
df
Sig.
0

In our correlation matrix, there are a number of correlations greater
than 0.3, which indicates that 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
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.

Result and Discussion
• 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 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.
• 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.

• 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.
• 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.

Figure 1. First quarter GDP of 2020f
Source: World Bank

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 lowest (negative)
GDP position is held by Turkey and Saudi Arabia. And, Indonesia has stayed at zero GDP.

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.

Figure 3. Descriptive Statistics of Islamic Countries
Source: Author adopted

Figure 4. Before lockdown consumers buying tendency
Source: Author adopted, Data Processed 2020.

Figure 5. Impulsive FMCG Buying Intention of
Next 3 Month
Source: Author adopted, Data Processed 2020.

Figure 6. Media entertainment & electronic gadget
impulsive buying intention of next 3 month
Source: Author adopted, Data Processed 2020.

Figure 7. Personal/Household Finances Will Be
Impacted By the Covid-19
Source: Author adopted, Data Processed 2020.

Figure 8. Consumers Purchased Food Tendency throughout the
Pandemic
Source: Author Adopted & Data Processed 2020. Note: price in
dollars

Figure 10. Do you expect to purchase goods

Figure 11. The consumer share in global food supply

from online marketplaces due to coronavirus?

stockpiled by country in March 2020.

Source: Author Adopted

Source: Statista

Recommendation
• 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.
• 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.

Conclusion
• 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.
• 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 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.

