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Abstract

The marketplace and the economy are constantly evolving while at the center of it all remains
the consumer as the necessary party for transactions and revenue generation. In order for a
sale to occur there needs to be a willing exchange of money for a product or service between
the parties involved, hence making the consumer a vital part of the marketplace. The 21+
century consumer is now a global one, who has evolved past the local markets and is constantly
looking for more, either it being quality, quantity, support, and overall value in their purchases.
The global market place has enabled the consumer and positioned them at the forefront of a
fierce competition where there is always a substitute for their purchases. The consumer has
optionsto choose from until those options are no longer available due to shortages caused by
panic buying while facing a pandemic. The forefront of organizations has been for quite some
time competing for market share, increasing sales, brand recognition, with little regards for
sustainability and the future. The competition has had its advantages and disadvantages for
the consumers. One of the major disadvantages is that the modern society we live in, measures
success by the amount of material goods it can afford. There are limited amounts of needs a
consumer has and an unlimited amount of wants. Organizations compete with each other by
creating more wants disguised as needs. When faced with a world pandemic, consumers turn
to panic purchasing of essentials in order to survive. The panic obtaining impact production,
resources, and have an overall psychological bearing on consumerism. This research paper
will explore literature review to support the shift in consumers” wants versus needs when
faced with significant adversity such as a global pandemic.
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