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� Introduction
The 2019-identified Coronavirus COVID-19 has changed 

the way the world acts as infection rates and death tolls contin-
ue to rise even under recommended and mandatory regulations. 
As of September 7th, 2020, there have been 27,249,308 con-
firmed cases and 890,971 confirmed deaths worldwide.1 Over 
the week beginning August 31st to September 7th, 2020, 
there has been an average of 40,525 reported cases per day in 
the United States.2 As of September 7th, 2020, the U.S. has 
6,300,075 reported cases and 189,182 confirmed deaths since 
the virus was first identified on January 21st, 2020.3

The overwhelming spread of the virus and the multiple 
impacts of coronavirus increase anxiety and uncertainty. 
Mandatory health orders, while decreasing the possibilities of 
infection, increase isolation, stress, and fear.4 Additionally, since 
the COVID-19 virus outbreak, countries have experienced 
unexpected unemployment levels, which heavily affected their 
economies. The International Labour Organization (ILO) 
reports “over one in six young people surveyed have stopped 
working since the onset of the COVID-19 crisis.” The ILO 
also states that working hours have declined by “10.7 percent 
relative to the last quarter of 2019, which is equivalent to 305 
million full-time jobs.” 5 Since mid-March, the United States 
has lost 20.6 million jobs, corresponding to an unemployment 
rate of 14.7%, a level not seen since the Great Depression in 
the 1930s.6 This significant drop in employment rates and 
the huge hit on economies have significantly raised stress and 
anxiety levels. 

The new normal of living during this pandemic – quaran-
tine and social distancing, alertness of contact and possible 
infection, reduction in leisure activities, financial and economic 
instability – increases stress levels.7 This escalated uncertainty 
and fear has led to changes in the purchasing profiles of people. 
For instance, certain people purchase more than they need in 
response to fear, and certain people restrict the consumption 
and purchases of goods in fear of, one day, not having enough 
monetary savings.  

In this paper, Section II reviews various research and reports 
discussing and analyzing topics regarding the impact of 
infectious diseases and public health crisis on emotions and 
purchasing behaviors. Section III discusses the results gathered 
from a survey. The outcomes are grouped into multiple trends; 
some are aligned with our assumptions while some are not. 
Section IV analyzes the underlying reasons for why the results 
are the way they are. Additionally, it examines the connection 
between the results and economics. Section V reflects on the 
accomplishments and limitations of the project and survey. 
Lastly, Section VI concludes the paper by connecting the 
findings of this paper to a broader context and future references. 

This paper studies the change and relationship between 
emotions and purchasing patterns during the uncertain time 
caused by COVID-19. How has COVID-19 influenced 
emotional patterns? How have those emotional changes 
affected purchasing behaviors? What type of emotion most 
heavily influences purchasing patterns during the uncertain 
times caused by COVID-19? 

Literature Review:
Previous papers and articles have researched the impact of 

infectious diseases on human emotions; other papers have in-
vestigated the influence of emotions on purchasing patterns. 
These previous papers form the theoretical foundation of this 
paper. 

Restubog, Ocampo, and Wang⁸ (2020) showed the consis-
tent relationships between an outbreak of infectious disease 
and chain-reactions of psychological and behavioral conse-
quences. Within their commentary, they highlight the negative 
psychological effects such as greater incidents of depression 
and psychological distress, worry, anxiety about being infected, 
and subjective well-beings.

Additionally, McGinty, Presskreischer, Han, and L. Barry⁹ 
(2020) compared their April 2020 survey results regarding 
symptoms of psychological distress and loneliness within U.S. 
adults with national data from 2018. Their resulted comparison 
– 13.6% of April 2020 surveyed U.S. adults reported signs of
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serious psychological distress compared to the 3.9% in 2018 
– further exemplifies the psychological and emotional strain
COVID-19 has caused. 

McGinty, Presskreischer, Han, and L. Barry (2020) recount 
that along with other stressors such as fear of contracting the 
disease and uncertainty for the future, the necessary mitigation 
strategies such as those imposed for COVID-19 (e.g., social 
distancing, home quarantine, and travel restrictions) can nega-
tively affect mental health.

Jin, Song, Zhao, and Yao¹⁰ (2020) investigated the impact of 
COVID-19 on the purchasing behavior of Chinese citizens. 
They unveiled that by increasing the risk perception, fear, and 
boredom of citizens, COVID-19 accelerates purchases based 
on bandwagon effects, impulsive purchasing, and scarcity level. 

  One especially interesting report from Lee and Ward¹¹ 
(2020) demonstrates the increase of substance use in response 
to increasing distress among people. Lee and Ward (2020) 
report on the shift in the social relationships and increase 
in distress of people during the Coronavirus pandemic. To 
demonstrate, Lee and Ward surveyed 562 adults and found 
that 50% or more reported symptoms of anxiety nearly ev-
ery day or several days a week since COVID-19. 28% of all 
respondents’ report uses of alcohol or other drugs to make 
themselves feel better. 

Based on these reports, this paper explores further the rela-
tionship between COVID-19 and emotions and purchasing 
patterns. Additionally, the paper analyzes the surveyed results 
with various demographic factors such as age and living coun-
try to explore alternative influences that might impact the 
emotions and behaviors of people. 
� Results
A total of 187 respondents completed the surveys, with 47 

respondents from the English version and 140 from the Chi-
nese version. The respondents range from ages of 12 to 64. 
The survey participants comprise of 40.7% male respondents 
and 59.3% female respondents. Additionally, the respondents 
indicated their educational level and their annual house-
hold income. These demographic-targeting questions aim to 
demonstrate the background information of respondents. Ad-
ditionally, these questions were used to discover correlations 
between factors such as age and COVID-19-related responses 
from the surveyed groups. 

The results collected display multiple noticeable changes in 
the psychological and behavioral responses of the surveyed 
groups. Most of these changes align with the predictions of 
the research, while others stray away due to both expected and 
unexpected factors.

The first pattern is the increase in intensity of negative emo-
tions since the outbreak of COVID-19. Respondents were 
asked to rate the intensity of 8 positive and negative emotions 
on a scale of 0 (least intense) to 10 (most intense). The responses 
demonstrate that negative emotions such as being frightened, 
annoyed, and anxious display an increase in intensity from be-
fore the outbreak. Positive emotions such as excited, calm, and 
confident present a decrease in intensity. Figure 1 documents 
the difference between rated intensities of emotions from the 
respondents. The most noticeable change between ratings is 

the emotion “frightened.” Of the 187 respondents, the average 
rating of the intensity of the emotion “frightened” was 2.6 be-
fore the outbreak of COVID-19. When asked to rate the same 
emotion, based on emotional experiences post COVID-19 
outbreak, this average rating increased to 4.4.

The second pattern, displayed through Figures 3, 4, and 5, 
demonstrated that people have decreased their overall con-
sumption of goods and shopping at grocery stores while 
increasing their online grocery shopping: 44.6% of all respon-
dents decreased their overall consumption of goods; 83.9% of 
all respondents shop at grocery stores less frequently; 60.5% of 
all respondents increasing their online grocery shopping.

The third pattern is demonstrated through comparing 
the shopping influences from before and after the outbreak 
of COVID-19. The survey asks the respondents to choose 
the three most important factors they base their purchases 
on when shopping. As expected, displayed by Figure 6, the 
choices such as level of necessity, affordability, and availability 
increased in chosen frequency for the post-COVID-19 out-
break. In contrast, choices such as personal satisfaction, brand 
reputation, and design uniqueness decreased in frequency. Due 
to the outbreak of COVID-19, the determining factors change 
as priorities shift from personal preferences to level of necessi-
ties and safety oriented. 

Figure 1: Intensity of experienced emotions before vs after COVID-19 
outbreak. The intensity of all three positive emotions decreased while the five 
negative emotions increased. The three emotions with largest difference from 
before to after COVID-19 outbreak were Frightened, Annoyed, and Anxious.

Figure 2: Standard Deviation of Intensity of experienced emotions before 
vs after COVID-19 outbreak. Demonstrates the standard deviation of the 
intensity of each emotion. 
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The fourth pattern is identified through the questions 
targeting changes in purchased amount of toilet paper (English 
version only) and bags of rice (Chinese version only). When 
designing the English version survey, it seemed necessary to 
include questions that could reflect whether the respondents 
increased their toilet paper stock due to COVID-19. It was 
publicized that in response to the outbreak of COVID-19, 

Figure 3: Change in overall consumption of goods after COVID-19 
outbreak. Almost half of the respondents (44.6%) decreased overall 
consumption of goods, while 21.5% increased overall consumption of goods.

Figure 4: Frequency of shopping at groceries stores after COVID-19 
outbreak. Most of the respondents (83.9%) decreased grocery store shopping.

many Americans stocked up on- in addition to other essentials- 
rolls of toilet paper. Media outlets such as TIME¹², Nature¹³, 
and NBC¹⁴ news have reported on the massive amount of toi-
let paper buying. To test this behavior, the surveys provided 
the questions “approximately, how many rolls of toilet paper do 
you currently have in stock for yourself?” and “did you increase 
your stock of toilet paper due to COVID-19?” The results align 
with the toilet media-reported paper-buying phenomenon: 
Figure 7 demonstrates that 54.3% of all United States respon-
dents stated they increased their stock by a certain percentage 
while 45.7% of all respondents stated they did not increase 
their stock of toilet paper.

While many Americans stocked up on toilet paper, the 
Chinese version of the survey targeted what was thought to be 
an essential to save for Chinese people – rice. Surprisingly, the 
results display that 65.0% of the respondents who answered 
the Chinese version did not increase their stock of bags of 
rice. Figure 8 displays the data from further analysis of this 
surprising phenomenon. To investigate, the results from the 
question “did you increase your stock of rice due to COVID-19” 
were analyzed based on the reported living location. It is 
hypothesized that maybe their current living location might 
impact why they did not stock up on rice. The eating habits of 
Chinese culture show that people who live in southern China 
consume more rice while those living in northern China 
consume more flour. Therefore, it was hypothesized that the 
majority of the respondents came from northern China due 
to result in the lack of savings in stock of rice. After further 
study, the data demonstrate that, despite the larger number of 
respondents not increasing their rice stock, there was still 8.7% 
more southern China respondents who reported increasing 
rice stock than northern China respondents (shown in Figure 
7). This difference still confirms the previous assumption 
based on Chinese cultural eating habits but implies that there 
are other reasons leading to the reported outcome documented 
in Figure 8.

Finally, the fifth pattern is the differences and similarities 
between the number of masks people in China or America 
bought. The survey asks all participants to approximate the 
number of masks they have both for themselves since the 
outbreak of COVID-19. After summarizing the responses, a 
few patterns can be seen (through Figure 9).

Figure 7: Change in stock of toilet paper after COVID-19 outbreak. 54.3% 
of the United States respondents increased their toilet paper stock while 
45.6% did not.

Figure 5: Frequency of online groceries shopping after COVID-19 
outbreak. Over 60% of the respondents increased online grocery shopping.

Figure 6: Shopping considerations before vs after COVID-19 outbreak. 
The influences of Level of Necessity, Affordability, and Availability increased 
for post-COVID-19 outbreak, while Personal Satisfaction, Brand Reputation, 
and Design Uniqueness decreased.
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Firstly, the data suggests that people who live in China pre-
fer purchasing non-reusable masks more than reusable masks. 
When given the same masks unit, more respondents stat-
ed they bought them in a non-reusable form than reusable. 
Secondly, respondents who live in the United States seem to 
purchase more reusable masks. More percentage of United 
States participants purchased a certain unit of reusable masks 
than did participants who live in China. For instance, 9.9% of 
United States respondents purchased 100-200 units of reus-
able masks when only 1.5% of Chinese respondents purchased 
the same type and amount. Similarly, respondents who live in 
China purchase more non-reusable masks of the same unit 
than did United States respondents.  
� Discussion
1.Why did the most intense emotions change the way 
they did? :
As shown in Figure 1, the comparison between rated intensi-

ties of emotions from before COVID-19 to after COVID-19 
demonstrates an increase in negative emotions and decrease 
positive emotions. It is expected that people have experienced 
various negative emotions more frequently and intensely. Ac-
cording to the survey, many respondents accounted for their 
increased intensity of anxious, sad, frightened, annoyed, and 
angry on the fears of infection, societal disorder, and national 
economic downturn (shown in Figure 9). The increase in such 
negative emotions, in turn, leads to many changes in purchas-
ing patterns. 

2.What accounts for the overall change in grocery
purchasing behavior? :
Based on the second identified pattern and Figures 3

through 5, there is a decrease in overall consumption of goods 

and shopping at supermarkets while online grocery shopping 
increases. People visit grocery stores less and opt for online 
shopping as much as they can to avoid possible contact with 
other people. The fear of going outside and being infected 
leads to lesser shopping at supermarkets. The respondents im-
ply that, due to COVID-19, they only go grocery shopping if 
it is necessary. To compensate for lesser visits at the grocery 
stores, people would turn to online shopping. Although there 
were questions of whether one can be infected if receiving a 
package, the respondents seem less frightened to shop online 
compared to shopping in person.

3.Why did more people choose “the level of necessity,” 
“affordability,” and “overall quality” as the three most
important factors when shopping post COVID-19 outbreak? :
The outbreak of COVID-19 changed the demands of peo-

ple. Before the  pandemic, emotional needs and wants likely 
influenced people’s purchasing intention. However, as the  
pandemic intensified, the needs of people shifted to necessity 
driven and realistic purchases. 

When asked to choose the three most impactful factors 
when shopping after the outbreak of COVID-19, the choices 
that had the highest amount of increased chosen percentage, as 
shown in Figure 6, were “the level of necessity,” “affordability,” 
and “availability.” In contrast, the choices that had the highest 
amount of decreased chosen percentage were “personal sat-
isfaction,” “brand reputation,” and “design uniqueness.” This 
result is quite expected – amid a global pandemic, the purpose 
and determining reasons of a purchase is more constricted 
and concise. Due to the pandemic, people make more rational 
choices since they are more concerned on price factors than 
before the outbreak. Almost all purchases are made with the 
effects of the pandemic in mind. 

Firstly, many of the purchases made after the outbreak were 
for combating the disease. People are afraid of getting infect-
ed, so they purchase what is necessary for protection. This fear 
leads to the increase in the level of necessity, which is reflect

Figure 8: Increase stock of rice due to COVID-19 outbreak. 62.5% of 
respondents living outside China increased their stock of rice. Compared to 
respondents living in Northern China, an increase of 8.7% Southern Chinese 
respondents increased their stock of rice.

Figure 9: Units of facemask purchased after COVID-19 outbreak. 

Figure 10: Factors that prompt negative emotion after COVID-19 
outbreak. Fear of Infection and Societal Disorder are the top 2 factors 
prompting negative emotions regardless of living countries. 
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ed in the response. Additionally, with one of the main fears 
being national economic downturn, many might save their 
money anticipating instable income flow and large amounts 
of layoffs and business closings since the outbreak. With more 
constraints on their money, the demand for luxuries decreases 
while the demand for necessities increases. Luxuries are never 
necessary: they are items that help improve the quality of liv-
ing but are not indispensable for living. As people begin to live 
amid a pandemic, the need for luxuries decrease and the level 
of necessities increase.

“Affordability” works in the same fashion as “level of neces-
sity.” During COVID-19, many of the purchases are carefully 
thought out. People must take into consideration whether they 
can afford a purchase during times with inconsistent income 
flow. The fear of not having enough savings prompts people to 
reconsider when they face a purchase that affects their finan-
cial stability. The income level and affordability of a person is, 
therefore, another determining factor of whether they make a 
purchase or not.

Once people have concluded that they are able to afford a 
purchase, the issue of “availability” then arises. Many items 
previously not considered essential, are now prioritized. For 
instance, many respondents have reported an increase in their 
stocks of toilet paper and purchases of large amounts of masks. 
Due to this sudden increase in demand, the supply cannot 
catch up to the demand. Therefore, there are frequent short-
ages in these items. With this type of situation frequently 
occurring, people proceed to purchase based on availability. As 
soon as they see these necessities are available, people might 
purchase large amounts of it in fear of having to buy more 
when they have shortages.  

With fear and anxiety influencing people during the pur-
chasing process, factors such as “personal satisfaction,” “brand 
reputation,” and “design uniqueness” are not as influential as 
before. In the face of a pandemic, previously enjoyed purchases 
that satisfy these three factors are probably eliminated as peo-
ple are focusing on protection, safety, and health.

4.Why did the United States respondents stock up on toilet
paper?  :
First, it is necessary to understand why toilet paper is a main

item of saving up since the outbreak of COVID-19. Toilet pa-
per is a necessity that every person uses daily. What makes 
it even more important is that there are no close substitutes 
for toilet paper and humans are long past the years where 
primitive cleaning methods are still in use. Therefore, with no 
substitutes for toilet paper, people, reasonably, increased their 
stock of toilet paper when informed they will be quarantined. 
Besides this reason, other psychological factors also prompted 
the massive amounts of saving on toilet paper. 

The first psychological impact, according to TIME, is that it 
is not the toilet paper itself that draws customers; it is the idea 
that there are inadequate supplies that frightens and, therefore, 
attracts people. With toilet paper already being a necessity that 
people need to purchase, the fact that there is a lack of it in-
creases the anxiety within people. According to the idea of 
scarcity, the scarcer something is, the more valuable and attrac 
According to the idea of scarcity, the scarcer something is, the 

more valuable and attractive it is.¹⁵ Knowing that there is a 
lack of toilet paper scares people, especially since toilet paper is 
something irreplaceable. 

The second psychological impact comes from the fear of 
missing out, or FOMO, the modern expression for herd psy-
chology. According to Michigan Live¹⁶ and BBC¹⁷, the fear 
of missing out is the reason why toilet paper is flying off the 
shelves at grocery stores. When people start “panic-buying,” 
others tend to follow because they fear they will not get any 
for themselves. Additionally, people might think, seeing the 
amounts of reports of people stacking up toilet paper, that 
there is a reason for people to purchase toilet paper, leading 
them to believe they must have it. This phenomenon is es-
pecially magnified when the item people are panic buying is 
considered necessary and irreplaceable.¹⁶

Both influences are driven by fear of not having enough of 
something irreplaceable, and the wide media coverage on the 
lack of toilet paper does not help control it. With publication 
about toilet paper, and regardless of whether one fears missing 
out or falls into the notion of scarcity, the result is the same: 
more and more people purchase stacks of toilet paper, leading 
to its lack of supply.

5.Why did respondents who live in China not save up on
rice in the same way as United States respondents for
toilet paper?   :
When it comes to the amount of rice savings, there is a

fundamental difference between rice and toilet paper: the 
two items the survey framed as necessities. Both these items 
are necessities because people must use toilet paper daily, and 
many people living in China consume carbohydrates like rice 
daily. However, the fundamental difference between the two 
is that toilet paper does not have substitutes, but rice does. 
People can consume different types of carbohydrates in re-
placement of rice if they do not have any. Unfortunately, this 
difference was not considered when creating the survey. It was 
presumed that rice would act in the same way as toilet paper 
does, when in fact it had substitutes, leading to a lesser level of 
necessity. Therefore, this difference is the reason for the results 
demonstrated in Figure 8.

The fact that fewer people are stocking up on rice in China 
than there are outside of China reflects a few reasons. Firstly, 
at the time of the survey ( July 12th, 2020 to July 26th, 2020), 
the infection rates of COVID-19 in China have already been 
controlled. Even after the second wave of outbreak in Beijing 
that began in June 2020, infections were quickly contained. 
After July 5th, no new cases were detected.¹⁸ With effective 
containment and lower cases, the fear and the need to stock 
up on essentials might have decreased, leading to the results 
summarized in Figure 8. Lower infection rates equate to fewer 
negative emotions such as fright and fear that could prompt 
changes in purchasing patterns.

Secondly, when looking at Americans purchasing toilet pa-
per, media outlets have greatly impacted the actions of people 
saving up toilet paper. With more media reports on toilet pa-
per running out of stock more people go buying them. With 
this cycle snowballing bigger and bigger, the demand for toilet 
paper increases while the supply is still trying to catch up.¹⁹
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Comparatively, the media within China is controlled, espe-
cially during a pandemic, in order to minimize any possible fear 
and fright within the society. Any story or information that 
might increase anxiety and fear is controlled in order to main 
societal order. Therefore, there were little to none reports on 
whether people are purchasing more bags of rice or not. With 
no media reports of rice running out of stock, people might not 
feel the fear of possibility lacking a necessity.

6.Why do United States respondents tend to purchase
reusable masks while respondents who live in China
buy non-reusable ones? :
Figure 8 shows that United States respondents tend to pur-

chase more reusable masks than the respondents who live in 
China. This occurrence can be explained through a few pos-
sible reasons. Firstly, it might be presumed that, compared to 
reusable masks, non-reusable masks and medical masks are 
better at combating against COVID-19. Throughout the pan-
demic, there have been specialists who stated that disposable 
masks are effective in combating the virus so long as they are 
worn properly.²⁰ Additionally, although many have chosen to 
use reusable masks, to many people who live in China where 
populations are crowded and cities are much more compact, a 
reusable mask might have more risks than a non-reusable mask 
Since people dispose of non-reusable masks as soon as they 
finish using it, people might believe that is safer. In China, it is 
possible that citizens are much more anxious and concerned as 
COVID-19  was first discovered there. With months of com-
bating the disease on their own, it is possible that the citizens 
are much more cautious in protecting themselves against infec-
tion. In result, this fear and anxiety of possible contamination 
might lead to more purchases of non-reusable masks.

On the other hand, COVID-19, although having the highest 
reported death toll in the United States at this moment, seems 
to stir less fear in America. According to a July Axios-Ipsos 
poll, almost one in three Americans believes that the death 
toll of the COVID-19 is not as high as the official counts.²¹ 
Also, according to a March NPR PBS NewsHour Marist poll, 
about 56% of Americans think COVID-19 is a real concern 
and threat, a 10% drop since February. The poll also states that 
a growing number of Americans think the coronavirus is be-
ing “blown out of proportions.²² With growing suspicion and 
disbelief, it is possible that some of the surveyed United States 
participants simply thought there is no need to purchase much 
of non-reusable masks because they, in turn, are not that anx-
ious and frightened of the new pandemic.

Reflection:
Overall, the survey helped provide a great basis of data 

that allowed for extensive analysis. The discovered relation-
ship gave insight into the emotional and purchasing changes 
that occurred so far during an infectious pandemic. However, 
there were a few issues that could improve the analysis and 
conclusions if resolved. Firstly, when finding participants for 
the survey, the groups from each country were not controlled, 
leading the number of people from each country to be differ-
ent. Although this still provided sufficient data, this difference 
could affect the conclusions if the numbers of each groups 
were controlled. For instance, the data currently shows that 

people who live in America tend to purchase reusable masks 
due to, possibly, environmental consciousness, affordability, and 
availability. However, since there were only 47 United States 
respondents, this conclusion could change if more participated. 
Additionally, there were only three participants from Australia 
and 11 participants from Canada. With such small numbers of 
participants from these two countries, it was not accurate and 
correct to analyze data with such a small pool of respondents. 
Similarly, because the surveyed group was not controlled and 
all of them were volunteers, the surveyed groups demonstrat-
ed an overall higher household annual income level (shown 
in Figure 10). It was expected that one of the highest chosen 
negative-emotion-prompting factors was fear of employment. 
However, since the surveyed group had a higher income level, 
this assumption was not demonstrated. Once again, this shows 
that the uncontrolled survey group has brought an amount of 

bias into the conclusion.
Another error-prompting decision was comparing toilet 

paper to rice as the essential good that people purchase in Chi-
na. Toilet paper is irreplaceable, but rice is not. Therefore, rice 
might not lead to the best comparative results even though it 
generated a great amount of analysis. 

Additionally, according to feedback, some questions had 
confusing wording, which could have led to inaccurate and in-
valid data. For instance, the question asking the participants 
to rate the experienced intensity of 8 emotions out of 0 to 10, 
some respondents stated that this question was hard to com-
prehend. Although the data demonstrated a clear trend, it 
could still have errors in it. For the future, it would improve 
the accuracy of the results if the survey were tested with more 
people who did not participate in the final process. They can 
provide feedback and help enhance the survey. 
� Conclusion
In conclusion, the survey and analysis demonstrate the dif-

ferent changes influenced by COVID-19. The participants 
demonstrated that, due to COVID-19, they experience nega-
tive emotions more frequently and intensely. Their actions also 

Figure 11: Respondent household annual income. 75.1% respondents’ 
annual income is above $50K. 

ijhighschoolresearch.org

DOI: 10.36838/v3i1.6



36 

display a decrease in consumption of goods and grocery store 
shopping as they opt for more online shopping. Americans do 
have a tendency of saving toilet paper due to their lack of sup-
ply and fears that they will not have enough. This phenomenon 
is especially intensified due to media reports as they publicize 
its great demand but lack of supply. On the other hand, anoth-
er presumed essential, rice, was not over-purchased since there 
were no media outlets publicizing the purchases, leading peo-
ple to have no fear of running out and missing out. Lastly, the 
respondents demonstrate that the three most important factors 
determining their purchases are now more realistic and neces-
sity-driven than personal needs and satisfaction fulfillment. 

This research project provides deeper insight into how a 
global health crisis can change the way people feel, think, and 
buy. Although future research is needed to perfect and correct 
the problems discovered during the process of this project, it 
provided a base for the questions regarding the emotional and 
behavioral influence of a pandemic. 
� Methods
The data summarized in this paper were collected through 

an online survey designed in two languages – English and 
Chinese. Using bilingual versions and websites, the survey re-
ceives responses from people who currently reside in China, 
the United States, Canada, and Australia (62.6% live in China, 
29.9% live in the United States, 5.9% reside in Canada, and 
1.6% reside in Australia). The motivation to create the survey in 
two languages is to target a wider group of respondents living 
in different countries speaking different languages. Both the 
English and Chinese versions have the same questions, with 
only one exception. The English version included a question 
asking whether the participants increased their stock of toilet 
paper. In contrast, the Chinese version questioned whether the 
participants increased their purchases of bags of rice. These two 
questions target the two daily-use items that people in differ-
ent countries view as necessities. The survey was started on July 
12th, 2020, and concluded two weeks later, on July 26th, 2020.
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