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Introduction  

The COVID-19 pandemic has 
brought about significant changes in 
behavior and social norms as individuals 
and communities adapt to new challenges 
[1-2]. Extensive research indicates that the 
pandemic has had far-reaching effects on 
various aspects of human behavior, 
including adherence to preventive 
measures, social interactions, and overall 
well-being. In order to protect themselves 
and others, people have embraced the 
wearing of masks, practicing physical 
distancing, and frequent hand washing, 
which have become widely accepted social 
norms [3-5]. Compliance with these norms 
is influenced by factors such as risk 
perception, trust in authorities, and social 
influence [5,6]. 

The pandemic has also had a 
profound impact on social interactions [6]. 
Lockdowns and restrictions on gatherings 
have necessitated a shift towards virtual 
communication platforms and remote work 
arrangements [5-6]. The usage of video 
conferencing, social media, and messaging 
apps has skyrocketed, enabling remote 
social interactions and the maintenance of 
connections [7]. Consequently, virtual 
interactions have become the prevailing norm, 
reshaping societal expectations regarding 
communication and socialization [5]. 

Moreover, the pandemic has had 
implications for mental health and well-
being, with increased levels of stress, 
anxiety, and loneliness being widely 
reported [8]. As a result, social norms 
related to mental health have gradually 
evolved, leading to greater awareness and 

acceptance of seeking professional help and 
engaging in self-care practices [9]. 
Discussions about mental health and the 
importance of support systems have 
prompted a reevaluation of societal norms 
surrounding mental well-being [9-11]. 

It is important to acknowledge that 
changes in behavior and social norms 
during the pandemic have varied across 
different populations and contexts, 
influenced by cultural factors, 
socioeconomic disparities, and access to 
resources [1, 3, 6, 7, 11]. 

Ongoing research continues to 
explore the complex interplay between 
individual behavior, social norms, and the 
COVID-19 pandemic [12]. The pandemic has 
also had a significant impact on consumer 
behavior, influencing product needs, 
shopping patterns, purchasing behaviors, 
and post-purchase satisfaction levels [13]. 
The phenomenon of panic buying, 
influenced by attitudes, subjective norms, 
scarcity, time pressure, and perceived 
competition, became a global trend during 
the pandemic [14]. Opinions and beliefs 
played a crucial role in shaping trends 
related to the pandemic, impacting 
behavioral intentions [5]. Social norms and 
behavioral control were identified as factors 
affecting attitudes and intentions [5]. 
Various industries experienced distinct 
effects during the pandemic, with the 
healthcare sector and online doctors 
benefiting from increased online activities, 
while sectors such as recreation, travel, and 
hospitality were adversely affected [15-17]. 

The COVID-19 pandemic has also 
had a profound impact on marketing 
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strategies and practices across industries 
[18, 19]. In response to restrictions on 
physical interactions and increased reliance 
on online platforms, companies have shifted 
their focus towards digital channels, 
emphasizing online presence, social media 
marketing, and e-commerce platforms [11, 
19-20]. Empathetic and customer-centric 
marketing has become essential, addressing 
the evolving needs and concerns of 
consumers during these challenging times 
[20]. The crisis has accelerated the adoption 
of innovative marketing techniques, 
including virtual events and influencer 
collaborations, as a means of staying 
connected with customers [21]. Agility and 
flexibility have become vital in adjusting 
marketing strategies to rapidly changing 
circumstances [22]. The impact of COVID-19 
on marketing strategies has varied across 
industries, necessitating tailored 
approaches for sectors such as healthcare, 
e-commerce, and essential goods [20, 22]. 
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