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LA PANDEMIA DE COVID-19 Y SUS IMPLICACIONES EN EL
COMPORTAMIENTO DE LOS CONSUMIDORES DE ALIMENTOS: UN
ANALISIS BIBLIOMETRICO DE LA INVESTIGACION INSTITUCIONAL EN
BRASIL

RESUMEN: el marketing es el proceso social y de gestion por el cual los
individuos obtienen lo que necesitan y desean mediante la creacién y el
intercambio de productos. La literatura sobre el comportamiento de los
consumidores de alimentos ha recibido un interés notable durante la pan-
demia de covip-19, donde destacan diversas investigaciones aplicadas a
los negocios. Este articulo busca examinar la pandemia de covip-19 y sus
implicaciones en el comportamiento de los consumidores de alimentos en
Brasil. Mediante la aplicacion del Methodi Ordinatio fue posible identificar
los estudios mas relevantes en el area, realizando la bisqueda, anélisis, se-
leccion y lectura sistematica de 25 articulos identificados en las bases de
datos Web of Science y Scopus. En este estudio se utilizaron los programas
vosviewer y EndNote para la gestion de referencias y la agrupacion de
temas e investigadores. Nuestros hallazgos muestran la importancia de
temas como el avance en la vacunacion, el crecimiento de la modalidad
de trabajo en casa, las précticas de seguridad alimentaria en el hogar y el
incremento en las compras de alimentos en supermercados. Llegamos a la
conclusién de que los principales problemas financieros que se enfrentan
durante este periodo son el desempleo y el endeudamiento, mientras que
el uso extendido de aplicaciones para la compra de alimentos surge como
una oportunidad. Asi mismo, estudios recientes mencionan la conciencia
ambiental, el consumo sostenible y la responsabilidad social como temas
claves. Como sugerencia para futuras investigaciones, los autores reco-
miendan la realizacion de estudios que involucren el papel regulatorio del
consumo prosocial y la agricultura familiar en tiempos de covip-19
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A PANDEMIA DA COVID-19 E SUAS IMPLICAGOES PARA O
COMPORTAMENTO DO CONSUMIDOR DE ALIMENTOS: UMA ANALISE
BIBLIOMETRICA DE PESQUISAS INSTITUCIONALMENTE AFILIADAS
NO BRASIL

RESUMO: marketing é o processo social e gerencial por meio do qual os
individuos obtém o que precisam e querem na criacdo e troca de produtos.
A literatura sobre o comportamento do consumidor de alimentos vem
recebendo um interesse significativo durante a pandemia da covid-19 e
estudos destacam diversas pesquisas sobre negdcios. Este artigo busca
examinar a pandemia da covid-19 e suas implicagées para o comporta-
mento do consumidor de alimentos no Brasil. Para tanto, foi aplicado o
Methodi Ordinatio para identificar os estudos mais relevantes na area, que
serviram de apoio para a pesquisa, analise, selecdo e leitura sistematica
de 25 artigos identificados nas bases de dados Web of Science e Scopus.
Os softwares VOSviewer e EndNote foram utilizados neste estudo para o
processo de gerenciamento de referéncia e temas de agrupamento e pes-
quisadores. Nossas descobertas indicam a importancia dos avancos na va-
cinacdo, o aumento do trabalho em modalidade home office, as praticas
de seguranca alimentar domiciliar e o aumento da compra de alimentos
nos supermercados. Conclui-se que os principais problemas financeiros
enfrentados durante esse periodo sédo o desemprego e o endividamento,
enquanto o aumento do uso de aplicativos de entrega de alimentos surge
como uma oportunidade. Estudos recentes mencionam a consciéncia am-
biental, o consumo sustentavel e a responsabilidade social como temas-
chave. Como sugestdo para futuras pesquisas, os autores recomendam
pesquisas de marketing que envolvam o papel regulatério do consumo
pré-social e da agricultura familiar em tempos de covid-19
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LA PANDEMIE DE COVID-19 ET SES IMPLICATIONS SUR LE
COMPORTEMENT DES CONSOMMATEURS D'ALIMENTS : UNE ANALYSE
BIBLIOMETRIQUE DE LA RECHERCHE AFFILIEE A UNE INSTITUTION
AU BRESIL

RESUME : Le marketing est le processus social et managérial par lequel les
individus obtiennent ce dont ils ont besoin et ce qu'ils veulent en créant
et en échangeant des produits. Pendant la pandémie de COVID-19, la lit-
térature sur le comportement des consommateurs d'aliments a suscité un
intérét important et les études mettent en évidence diverses recherches
sur le commerce. Cet article cherche a examiner la pandémie de COVID-19
et ses implications sur le comportement du consommateur de produits ali-
mentaires au Brésil. A cette fin, on a appliqué la Methodi Ordinatio pour
identifier les études les plus pertinentes dans le domaine, ce qui a permis
de rechercher, d'analyser, de sélectionner et de lire systématiquement 25
articles identifiés dans les bases de données Web of Science et Scopus.
Dans cette étude, on a utilisé les logiciels VOSviewer et EndNote pour le
processus de gestion des références et le regroupement des themes et des
chercheurs. Nos résultats montrent I'importance des progrés en matiére de
vaccination, de l'augmentation du travail & domicile, des pratiques de sé-
curité alimentaire a domicile et de l'augmentation des achats alimentaires
dans les supermarchés. Nous concluons que les principaux problémes
financiers rencontrés durant cette période sont le chmage et I'endette-
ment, tandis que I'utilisation accrue des applications de livraison de nour-
riture apparait comme une opportunité. Des études récentes mentionnent
la sensibilisation a I'environnement, la consommation durable et la respon-
sabilité sociale comme des sujets clés. Comme suggestion de recherche
future, les auteurs recommandent une recherche marketing impliquant le
role régulateur de la consommation prosociale et de |'agriculture familiale
en période de COVID-19.

MOTS-CLE : Comportement du consommateur, COVID-19, économie, ali-
mentation, marketing.
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ABSTRACT: Marketing is the social and managerial process through which individuals obtain what
they need and want in creating and exchanging products. The literature on food consumer behavior
has been receiving significant interest during the covip-19 pandemic, and studies highlight diverse
research on business. This article seeks to examine the covip-19 pandemic and its implications for
the food consumer behavior in Brazil. To that end, the Methodi Ordinatio was applied to identify the
most relevant studies in the area, which supported the research, analysis, selection and systematic
reading of 25 articles identified in Web of Science and Scopus databases. vosviewer and EndNote
software were used in this study for the reference management process and clustering themes and
researchers. Our findings show the importance of advances in vaccination, an increase in home
office work, home food safety practices, and an increase in food purchases in supermarkets. We
conclude that the main financial problems faced during this period are unemployment and debt,
while the increased use of food delivery apps emerges as an opportunity. Recent studies mention
environmental awareness, sustainable consumption, and social responsibility as key topics. As a
suggestion for future research, the authors recommend marketing research involving the regulatory
role of pro-social consumption and family farming in times of covip-19.

KEYWORDS: Consumer behavior, covip-19, economics, food, marketing.

Introduction

The covip-19 pandemic has impacted all countries in the world and signif-
icantly influences the economy, social aspects, and health (Severo et al,
2021). Research shows the sars-CoV-2 virus covip-19 occurs by contact with
secretions that are contaminated by humans, through contact with a con-
taminated surface , and inhalation of virus particles (Chhikara et al., 2020).
The use of masks, cleaning environments and surfaces, social distancing,
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hand washing and avoiding the use of shared objects are
among the main practices to prevent infection (Martinelli
et al.,, 2020).

At the beginning of February 2020, Brazil declared covip-19
a public health emergency of national importance. Data on
active cases and deaths by the disease were made avail-
able by health authorities (Mucinhato et al., 2022; Severo
et al, 2021). Therefore, the covip-19 pandemic allowed
knowledge of actions on the disease in Brazil and, conse-
quently, the determination of public policies aimed at re-
ducing the increase in the number of cases (Rodrigues et
al, 2021a).

Brazilian society faces the need to find alternative paths
for its development in the face of the covip-19 pandemic
(Da Silva et al., 2020). This trajectory is unknown and re-
sults in a challenge in projecting possible future scenarios
in which consumers need to make decisions (Cordeiro et al.,
2021). Based on this, there are some problems to assess
how consumer behavior could be affected by the new con-
texts experienced by the population (Maragoni-Santos et
al., 2021), which is particularly important when considering
that the current behavior of the Brazilian consumer empha-
sizes the consequences of the consumption background
(Da Silva et al., 2020).

According to cultural and nutritional habits, Brazilian so-
ciety chooses certain foods for a meal (Silva et al., 2021).
The selection of food requires identification and classifica-
tion as suitable or not for consumption (Rodrigues et al.,
2021b). Therefore, in addition to biogenic factors, food
sealing is also related to social and environmental aspects.
In countries with a capitalist economy, consumers have
great autonomy in purchasing their food (Cordeiro et al.,
2021). Hence, the behavior of the Brazilian consumer must
be analyzed through the interactions of the organism, in
an attempt to understand the relationship with the en-
vironment (Silva et al., 2021). The Brazilian population is
inserted in the consumer market with purchases, which re-
flects a behavior that adopts dietary decisions according
to the economic and health context (Hakim et al., 2021).

Since there is no effective treatment available for covip-19,
one of the measures to contain the virus is physical dis-
tancing and isolation (Maragoni-Santos et al., 2021). There-
fore, several institutions, businesses and non-essential
businesses and other businesses that serve meals or food
for consumption on site remained closed during the most
critical days of the pandemic. In Brasil, supermarket chains
were strengthened through virtual sales (Medeiros et al.,
2021) and an increase in the use of ready-to-eat delivery
applications (Horta et al., 2021).

14

During the pandemic people used to spend more time at
home, thus being exposed to food advertising on the in-
ternet and television, especially processed foods. This
reality enabled the rescue of culinary skills and food prepa-
ration, as well as the use of social networks to increase
the consumption of healthy foods (Santos et al., 2022).
In addition, the covip-19 pandemic established important
challenges to collaborative consumption offerings such as
product-service systems (Horta et al., 2021).

In light of the above, this article aims to address the covip-19
pandemic and its implications for food consumer behavior
in Brazil, providing for the reader a refined and critical anal-
ysis of the main research studies carried out, difficulties,
keywords, researchers, among other information, through
a bibliometric analysis. This research sought to broaden
the literature on trends and challenges of the covip-19
pandemic and its implications for the food consumer
behavior in Brazil. With this article we expect to contri-
bute to the subject, since no studies using the systematic
literature review to relate these themes to each other were
identified.

The importance of this work is grounded in the fact that
social isolation stopped the business world for a while, but
companies are slowly returning to routine and, therefore,
marketing professionals must be prepared for the new se-
cenario; after all, marketing teams will need to be able to
reinvent and innovate. To start restructuring the business,
the first step is to analyze what happens outside the com-
pany, that is, consumer behaviors and habits. From this
perspective, knowing consumer behavior is no longer an
option but has become a survival factor.

Understanding consumer behavior is essential to know
the reasons leading people towards purchasing decisions.
With the covip-19 pandemic, the food sector was strongly
impacted by several changes in consumer habits. People
began to adopt domestic food safety practices and in-
crease food purchases in supermarkets. In addition, people
tend to spend more time at home, which increases the
number of food advertisements on the internet and tele-
vision (Maragoni-Santos et al, 2021; Silva et al, 2021).
Other aspects can be observed as negative factors for the
food trade sector; for example, consumers avoid places
and services with greater movement of people and have
reduced meat consumption, as well as overall food con-
sumption as a precaution against the greater likelihood
of losing their jobs (Quevedo-Silva et al., 2022). Therefore,
marketing strategies need to be assertive to conquer and
satisfy consumers.

The study is structured as follows. This section presented
the initial considerations, the purpose of the study and its
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originality. The next section brings the theoretical back-
ground and the methods adopted. Then, the main trends
and discussions on the theme and their theoretical basis
will be presented. Finally, some final considerations will be
drawn.

Theoretical background

The objective of marketing is to analyze consumers' be-
havior, satisfying and meeting their desires and needs, so
it is up to the consumer to analyze their aspect as an indi-
vidual and group, in addition to the ways in which they use
certain product or service (Bravo et al., 2011; Kotler, 2000).

To understand consumer behavior it is necessary to estab-
lish a relationship between stimulation and response. The
stimuli from the environment (social, cultural and political)
and from marketing (product, price, place and promotion)
are part of the consumer's consciousness. However, what
leads to the act of purchase are the consumer's charac-
teristics (physical, personal and psychological) and the
decision phases that arise from a problem, leading to the
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search for information, search between alternatives, and
the act of purchase (Kotler, 2000).

According to Franco and Franco (2018), the search among
alternatives is the stage that involves the various factors
that will best meet a consumer's needs, such as price,
product characteristics, delivery time and good service.
Accordingly, the benefits assessed by the consumer can be
influenced by economy, quality, safety and status, among
others. Therefore, it becomes essential to evaluate the
business from the point of view of consumer's needs and
requirements. Based on this information, it is necessary to
carry out market research on segmentation, where another
relevant aspect emerges: the lack of certainty about the
profitability of a specific segment, which is one of the most
common barriers identified by consumer behavior studies
(Bravo et al., 2011; Velazquez et al., 2008).

Regarding food consumer behavior in Brazil, it has been
observed that local consumers are increasingly experi-
encing substantial changes in the food sector as a result of
factors such as the phenomenon of globalization, different
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habits and customs, and the speed in the delivery of infor-
mation (Almeida & Almeida, 2021; Amaral et al., 2021).

In recent years, Brazilian consumers have been disap-
pointed in their search for safe and good quality food.
Moreover, they are concerned about the fact that the
same quality and food safety contained in exported ag-
ricultural products do not always correspond to what is
distributed in the Brazilian domestic market (Martinelli et
al, 2020; Smaira et al., 2021; Quevedo-Silva et al., 2022).
Also, given the importance of studying consumer behavior
during the covip-19 pandemic, in Brazil several areas of
scientific knowledge became interested in this phenom-
enon and investigated its implications for food consumer
behavior; among these areas, we can mention economics,
administration (marketing), health studies, and psychology
(Campos et al., 2021; Cordeiro et al., 2021; Da Silva et al.,
2020; Rodrigues et al., 2021a).

With the arrival of the covip-19 pandemic in Brazil, in Feb-
ruary 2020, most of the population became more averse to
risks, not only related to health, but also to the impact of
family income. In this way, in relation to food consumer be-
havior, the greatest impact was observed from July 2020,
with a reduction in household income and greater con-
sumer caution towards food consumption (Campos et al.,
2021; Cavalli et al,, 2020). In 2021, with the advancement
of the vaccination program, a more favorable scenario
began for businesses in the food sector, such as supermar-
kets and restaurants (Aureliano-Silva et al., 2021; Hakim
et al, 2021).

The impacts of food consumer behavior in Brazil due to
the covip-19 pandemic demand innovation and new prac-
tices in companies’ operations and the way organizations
adapt to constant changes (Campos et al., 2021). The pan-
demic brought a very challenging context, so creativity
is important to overcome difficulties for businesses. With
the lockdown measures implemented in several organiza-
tions there were changes such as a standstill in their activ-
ities, practices and customs. Therefore, keeping in touch
with customers and attracting new ones became a major
issue for maintaining competitiveness within the market
(Almeida & Almeida, 2021; Hakim et al., 2021).

This moment requires specific marketing strategies, for
example, the structuring of social media and websites.
Brazilian marketing actions must be present even during
social distancing through the technological and virtual
context (Quevedo-Silva et al., 2022). Among the main in-
sights towards food-related consumer behavior and mar-
keting actions in times of covip-19 we can mention the
following: internet access is a business opportunity due to
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the uncertainty around the pandemic; there was an im-
provement in practices related to food consumer behavior
in an efficient manner in a difficult period with the new
covip-19; the search for new tools to promote business be-
comes critical for businesses; access to social networks has
increased during the pandemic (Martinelli et al., 2020).

During the covip-19 pandemic, organizations in Brazil must
engage with their customer base to identify food consumer
behavior. There is the possibility that a share of customers
will leave for economic reasons, therefore, a good relation-
ship with everyone is essential. In this context, offering
materials, email marketing, content marketing, and com-
municating relevant content is key to maintaining a stable
relationship with custormers (Smaira et al., 2021).

Hakim et al. (2021) studied consumers' perceived risk and
intention to visit restaurants during the pandemic in Brazil.
Consumers' needs do not disappear and may even increase,
but during a pandemic their behavior can vary according
to the stages of disease progression. According to Horta et
al. (2021), as a form of prevention, many consumers have
avoided physical stores and are increasingly turning to the
delivery service to buy food and other products.

According to Severo et al. (2021) the covip-19 pandemic has
been fundamental in people’s behavioral change and has
influenced sustainable consumption, environmental aware-
ness and social responsibility. Farias and Araujo's (2020)
focus seems to be on the regions impacted by covip-19
that showed large variations in the prices of traded prod-
ucts and short-chain food supply platforms, which have
been essential to ensure domestic food security. Hakim et
al. (2021) highlight in their research a broader scope, pre-
senting concerns about consumer confidence, adequate
pricing, solidarity and trust related to health surveillance,
which help predict the intention of customers to visit a
restaurant.

The next section presents the research methods used by
the authors in this study.

Methods

A bibliometric analysis was conducted to acomplish the
objectives of this research. The Methodi Ordinatio (Pagani
et al., 2015) was used to select the articles to be analyzed,
as shown in figure 1. For this study, the authors used the
Scopus and Web of Science databases in order to iden-
tify research and review articles related to the subject
topic, and within no time limit. The selection of these da-
tabases is explained in the fact that both are the largest
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repositories of abstracts and bibliographic references of
peer review scientific literature, thus allowing a multidis-
ciplinary scientific view and the integration of applied and
technological research (Falagas et al., 2008). Scopus and
Web of Science feature high-impact journal coverage and,
according to results reported by Norris and Oppenheim

Figure 1. Methodological design. Source: authors.
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(2007), both databases provide a broad bibliographic cov-
erage in Social Sciences.

The set of keywords used in the search was defined using
truncation symbols and Boolean operators. After searching
the databases, a total of 163 articles were found (figure 1).
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Thereafter, a series of filters and ranking techniques were
applied in order to find the most relevant and highest im-
pact studies to be fully analyzed, since the assessment of all
the documents obtained after the database search would
be impractical time wise. Therefore, 163 articles initially
comprised the sample. Afterwards, the articles identified as
duplicates were eliminated and consequently 160 records
were kept. Subsequently, after the article title filter, 93 pa-
pers remained. Records that were unrelated to the topics
of interest in this research were removed, thus leading to
a sample of 45 articles. In this way, the Methodi Ordinatio
suggests an equation that makes it possible to weigh the
impact factor (iF) and the number of citations of each article
in the respective journal in order to weigh the importance
of each article. The identified article was placed in the fol-
lowing equation: (InOrdinatio coefficient). The IF (using
Journal Citation Reports - Jcr) and number of citations
(using Google Scholar) were obtained in February 2022.

The coefficient of this methodology evaluates the year
of publication, and the researchers authoring this paper
provided a score between 1 and 10 (the closer to 10, the
greater the relevance for researching articles from current
years). Then, we selected a coefficient of 5 since the content
of publications from previous years is also relevant for the
study, as we did not limit the year in the database search.

Figure 2. Co-occurrence of terms — final portfolio. Source: authors.
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In doing so, only 25 remained for complete reading. Thus,
a total of 25 articles were included in the final portfolio.

The analysis of articles presents the following exclusion
steps: (i) complete portfolio = 163; (ii) exclusion of dupli-
cate items = 163 - 3 = 160; (iii) exclusion of articles by ti-
tles = 160 - 67 = 93; (iv) exclusion of articles by abstract
= 93 - 48 = 45; (v) exclusion of articles for full reading =
45 -20=25.

Therefore, the final portfolio comprised 25 articles related
to the covip-19 pandemic and its implications for the food
consumer behavior in Brazil. These 25 high-impact ar-
ticles were selected for evaluation in the results section.
All documents were managed using EndNote X6 refer-
ence manager. The construction of co-occurrence (figure 2)
and co-authorship (figure 3) visual maps was made using
Microsoft Visio and vosviewer software. Titles and ab-
stracts were considered for the elaboration of the visual
map, adopting vosviewer full count method. The construc-
tion of the co-authored map adopted bibliographic data,
the authors of the unit of analysis, co-authorship as a type
of analysis, the complete counting process as a counting
method, and groupings according to the number of docu-
ments per author (figure 3).
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As for the results of the article, spreadsheets were used
to calculate the InOrdinatio coefficient. To investigate the
complete analysis of the final portfolio certain characteris-
tics were considered, therefore, not all articles investigated
all the themes adopted in this article. Besides the char-
acteristics analyzed —such as the journal's impact factor,
number of citations, journal, year of publication, and the
authors who have already been cited—, other aspects ex-
plored and analyzed were: main themes, objectives and

INNOVAR

results, future study suggestions, main conclusions, and
any other analyzes made by the authors.

With the methodology described above, the authors of
this paper do not claim that this research is exempt from
limitations. However, they expect to make an important
contribution to the body of literature on the subject. Be-
sides, the authors are aware that no research was identi-
fied analyzing the joint context of the titles of interest to
this article.

Figure 3. Authors and co-authors according to bibliography data. Source: authors.
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Discussions of the characteristics
found in the selected studies

In this section we will present the categories of the articles
included in the final portfolio and the InOrdinatio index,
according to the methodology developed by Pagani et al.
(2015). Examined articles were classified departing from
those with the highest coefficient. Table 1 presents the
final list of articles in the portfolio, where we can observe
that several journals are publishing contributions on the
covip-19 pandemic and its implications for food consumer
behavior in Brazil.

The authors of this paper ranked the journals in the sample
that published the most papers on the topic studied (in de-
scending order): Trends in Food Science & Technology (3 pub-
lications), Food Research International (2), Food Control (2),
and Revista Brasileira de Marketing (2). The trend of the
journals that published the most on this topic has not
changed over the years. Periodicals publishing contents
about the covip-19 pandemic are essential for under-
standing the behavioral change of consumers towards var-
iations in product prices and the confidence related to the
health surveillance process.

The analysis of results was conducted based on the 25 arti-
cles selected through the Methodi Ordinatio, as presented
in the methodology section. For this stage, we prepared a
visual map based on text data, including for analysis only
the title and abstract of the selected papers that reported
a complete count of terms. For the visual map, a minimum
of 5 occurrences was established. The map concluded a
total of 33 occurrences (figure 2). In addition, a timeline
was delimited to identify the main themes according to the
year of publication and the relationships between these
terms. Several terms were identified in the list of the object
of study on the covip-19 pandemic and its implications for
food consumer behavior in Brazil.

Figure 2 shows the terms in a timeline perspective. Based
on this visual representation, it can be said that the terms
“strategy,” "family farming,” "prosocial consumption,” “so-
cial distancing” and "adoption” are the subjects of the first
high impact studies. Moreover, the terms “covip,” “con-
sumption,” "Brazil," "restaurant,” "food safety," “risk" and
"home" comprise more recent approaches, since they ap-
peared only in the last few years. The bibliometric analysis
has some limitations for upholding our results. Therefore,
the authors present in figure 2 the conclusions and find-
ings of the articles based on the word count from abstracts,
which allowed identifying that relevant research studies
on the effects of covip-19 over food supply in distribution
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centers in Brazilian regions affected by the pandemic are
being published.

Based on the word count from abstracts, in 2020 there
is a trend towards studies on subjects such as health pro-
motion strategies, adequate and sustainable food in Brazil
in times of covip-19, future marketing research involving
the regulatory role of pro-social consumption, and family
farming during pandemic times.

The word count also shows that since 2021 research has
presented themes related to the covip-19 pandemic and
environmental awareness, sustainable consumption, and
social responsibility based on evidence from generations
in Brazil, as well as research on consumers' perceived risk
and intention to visit restaurants during the pandemic. In
addition, some research has been identified on food adver-
tising through online food delivery platforms.

In 2022, research evolved with experimentation, ad-
dressing topics such as household food-safety practices
during the pandemic. Consequently, several studies have
been carried out on the effect of covip-19 on the purchase
intention of certified beef in Brazil and consumers’ be-
havior regarding food waste.

Apparently, there was an increase in the number of publi-
cations dealing with the impact of the pandemic over food
consumer behavior. However, it still early to get conclusive
remarks about trends, since our research is based on a bib-
liometric analysis. That said, this topic is still in an intro-
ductory phase, emerging as an important research area for
development in the coming years. According to the final
set of 25 articles, the paper with the highest impact factor
was that by Severo et al. (2021), who studied the effects
of covip-19 pandemic on environmental awareness, sus-
tainable consumption and social responsibility based on
the evidence of Brazilian and Portuguese generations of
people. The article with the second highest impact factor
was that of Farias and Araujo (2020), who examined the
impact of the pandemic on food supply in distribution
centers at some Brazilian regions.

Despite the above, what can be concluded is the geograph-
ical location of conducted high impact research studies on
the covip-19 pandemic and its implications for the food
consumer behavior in Brazil, as depicted in figure 2.

Figure 3 introduces the criteria used to build the co-
authorship map, namely: (i) bibliographic data; (ii) com-
plete counting method; (iii) author and co-author analysis
level. The total count of authors and co-authors reached
117, with a total of 19 clusters, that is, authors who pub-
lished the same study. The works by Hakim et al. (2021)
and Mucinhato et al. (2022) include authors with common
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Table 1.
Result of a bibliometric analysis.
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No. Title Journal Citations JcR  |InOrdinatio Source
Impact of the covip-19 pandemic on environmental aware-

. . . . .| Journal of Cleaner Severo et al.

1 ness, sustainable consumption and social responsibility: Evi- ) 114 9.297 159

_ . Production (2021)
dence from generations in Brazil and Portugal

D Will covip-19 affect food supply in distribution centers of Trends in Food Science 44 12563 84 Farias and Araujo
Brazilian regions affected by the pandemic? & Technology ' (2020)

5 , . .
_Shoult_i | stay,.o.r should | go? Consumers perceived risk and Food Research Hakim et al.

3 | intention to visit restaurants during the covip-19 pandemic ; 26 6.475 71
. . International (2021)
in Brazil

4 The cole-]Q pandemlc gnd |ts.[mpI|cat|ons for the food in- Public Health Nutrition 15 4022 60 Rodrigues et al.
formation environment in Brazil (2021a)

Digital food environment during the coronavirus disease o
O . . British Journal of

5 | 2019 (covip-19) pandemic in Brazil: An analysis of food ad- Nutrition 10 3.718 55 Horta et al. (2021)
vertising in an online food delivery platform
Food packaging wastes amid the covip-19 pandemic: Trends | Trends in Food Science Oliveira et al.

6 8 12.563 53
and challenges & Technology (2021)
Consumer emotions and coIIaeratlve consgmptlon: The Sustainable Production Medeiros et al.

7 | effect of covip-19 on the adoption of use-oriented product- . 8 5.032 53

) and Consumption (2021)
service systems
covip-19 pandemic sheds light on the importance of food Critical Reviews in .
o . . Maragoni-Santos
8 safety practices: Risks, global recommendations, and Food Science and 6 0 51
. " etal. (2021)
perspectives Nutrition
The use of food deIlvery apps durlngAthe C.OVID-19 paqdemlc Food Research Zanetta et al.
9 | in Brazil: The role of solidarity, perceived risk, and regional ; 5 6.475 50
International (2021)
aspects
Behavioral predictors of household food-safety practices du- .
. . . Mucinhato et al.

10 | ring the covip-19 pandemic: Extending the theory of planned | Food Control 0 5.548 50

. (2022)
behavior

n The effect of Covid-19 on the purchase intention of certified Food Control 0 5548 50 Quevedo-Silva et
beef in Brazil al. (2022)

12 Cpnsumer be.hawour in relation to food waste: A systematic British Food Journal 0 0 50 Santos et al.
literature review (2022)

13 Effect of the covip-19 pandemic on food habits and percep- | Trends in Food Science 3 12563 48 Rodrigues et al.
tions: A study with Brazilians & Technology ' (2021b)

Poor eating habits and selected determinants of food choice Smaira et al

14 | were associated with ultraprocessed food consumption in Frontiers in Nutrition 2 6.576 47 '

- A . (2021)
Brazilian Women during the covip-19 Pandemic
Brazilian Journal of Cordeiro et al
15 | covip-19 and the fragility of Brazilian small farming resilience | Operations and Pro- 2 0 47 (2021) ’
duction Management
Eating competence among Brazilian adults: A comparison Queiroz et al.

16 between before and during the covip-19 pandemic Foods ! 4.35 46 (2021)

The effect of online reviews on restaurant visit intentions: Joqmal of HOSPI_ Aureliano-Silva et

17 Applying signaling and involvement theories tality and Tourism ! 4.26 46 al. (2021)

pPyIng sig 9 Technology ‘

18 Attitude and behavioral changes of dairy consumers during International Journal 1 0 46 Almeida and Al-
the new coronavirus pandemic in Brazil of Dairy Science meida (2021)
Consumer behavior during the covip-19 pandemic: Latent . . Amaral et al.

1 . . . . ) E | 1 4

9 class analysis on coping attitudes and buying habits studios Gerenciales 0 6 (2021)
(Continued)
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No. Title Journal Citations JcR  |InOrdinatio Source
Strategies for the promotion of healthy, adequate and sustai- . - Martinelli et al.

20 nable food in Brazil in times of covip-19 Revista de Nutricdo 6 0 46 (2020)

2 Qualltx of life of vegetarians during the covip-19 pandemic Nutrients 0 5717 45 Hargreaves et al.
in Brazil (2021)

. . .| Marketing Intelligence Campos et al.

22 | Consumer fear and healthy eating during covip-19 pandemic & Planning 0 0 45 (2021)

73 covip-19 Pandemic: Why Does It Matter for Consumer Rewsta' Brasileira de 0 0 45 Silva et al. (2021)
Research? Marketing

24 The covip-19 pandemic: Paths for future research in marke- Revista Brasileira de 3 0 43 Da Silva et al.
ting involving the regulatory role of prosocial consumption Marketing (2020)

25 | Family farming in times of covip-19 Revista de Nutricdo 2 0 42 (C;B/;(l)])' etal

Source: authors.

research interests, whose main research topics are: (i) risk
perception; (ii) consumers' intention to visit restaurants
during the covip-19 pandemic in Brazil; and (iii) increased
food security during the pandemic.

In Brazil, food insecurity increased during the last three
months of 2020, time in which families did not receive
financial resources from the government. Therefore, the
behavior of food consumers reflected the conditions of a
scenario of change. Food insecurity not only contributed to
a reduction in food purchases, but also to the replacement
of low-cost foods rich in nutrients and vitamins. Within this
scenario, the marketing management area had to adapt
food sales strategies at a lower cost for consumers through
delivery apps. In addition, food companies have increased
the publicity that advertises protective measures to pre-
vent contamination risks of their staff and other demon-
strations of care regarding consumers' health and safety
(Hakim et al., 2021; Mucinhato et al., 2022).

Considering the above, this section was aimed at ad-
dressing some of the main characteristics of the final port-
folio of documents found in the literature. In the next
section, a discussion seeking to present the highlights on
the theme is presented by swot analysis, a tool that re-
fers to the analysis and assessment of strengths (S), weak-
nesses (W), opportunities (O), threats (T) and other factors
that influence a specific topic, which has proved to be im-
portant for the formulation of strategies, plans and the cor-
responding countermeasures (Wang & Wang, 2020).

swoT analysis results

Based on the concept proposed by Wang and Wang
(2020), we conducted a swot analysis on the final portfolio
of articles, identifying the opportunities, threats, strengths
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and weaknesses of the proposed theme. This analysis was
performed only with the bibliometric results produced in
vosViewer. Table 2 presents a swot matrix listing the results
derived from the evaluation of the selected articles.

The strengths identified correspond to the studies that pre-
sented advancements in vaccination programs, home of-
fice work with a tendency to increase food consumption,
household food safety practices, and increasing food pur-
chases in supermarkets. Bearing this in mind, the covip-19
pandemic clarifies the importance of food safety practices,
risks, global recommendations and perspectives. In this
way, the consumer starts to carry out domestic food safety
practices and increase the purchase of food in supermar-
kets (Maragoni-Santos et al., 2021). As a result, consumers
started seeking for more healthy options under the asump-
tion that consuming certain food offers them safety, thus
protecting them from contamination (Silva et al., 2021).

As for the weaknesses identified, studies show that con-
sumers avoid crowded places and services. With this, res-
taurant owners and consumers began to adapt to a new
reality and strengthen personal and environmental hy-
giene practices in order to avoid the transmission of
covip-19 (Farias & Araujo, 2020; Rodrigues et al., 2021a).

Poor eating habits and selected determinants of food
choice were associated with ultraprocessed food consump-
tion by Brazilian population during the covip-19 pandemic
(Smaira et al., 2021). This health and economic crisis im-
pacted Brazilians' income and reduced meat consumption.
As a consequence, the swot analysis shows as threats that
the effect of this reality particularly affected the poorest,
that is, those who earn up to a minimum wage, who ex-
perienced a reduction in their income. The main finan-
cial problems faced by the population are unemployment
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Table 2.

swor analysis results.

INNOVAR

Helpful to achieving the objective

Harmful to achieving the objective

Internal origin (attributes of the organization)

Strengths

¢ Consumers' mood improved in the last few months of 2021,
which is favorable in terms of increased consumption (Amaral et
al., 2021; Hakim et al., 2021).

Advancement in vaccination programs, which brings a feeling of
greater security for families to attend food consumption spaces
(Almeida & Almeida, 2021; Cavalli et al., 2020).

Home office work tends to increase food consumption (Horta et
al., 2021; Silva et al., 2021).

People adopt household food safety practices, thus increasing
food purchases in supermarkets (Maragoni-Santos et al., 2021;
Mucinhato et al., 2022).

People tend to spend more time at home, which has increased
food advertising on the internet and television (Aureliano-Silva
etal, 2021).

Weaknesses

¢ Consumers avoid places and services with high circulation of people
(Zanetta et al., 2021).

* Reduction in meat consumption (Hargreaves et al., 2021; Quevedo-
Silva et al., 2022).

Increased consumption of ultra-processed foods and reduced con-
sumption of natural foods (Campos et al., 2021).

Reducing food consumption as a precaution against the greater
likelihood of losing your job (Santos et al., 2022; Smaira et al., 2021).

External origin (attributes of the environment)

Opportunities

High income consumers have increased their spending on restau-
rants after the advances in vaccination programs (Da Silva et al.,
2020; Rodrigues et al., 2021a).

Increased consumption of food delivery apps (Oliveira et al.,
2021; Rodrigues et al., 2021b).

Gradual easing of restrictive measures, allowing consumers to
return to normality in leisure activities (Medeiros et al., 2021).
Increased consumption of healthy foods due to people’s greater
concern towards the impact of food on the immune system amid
the health crisis (Martinelli et al., 2020; Queiroz et al., 2021).

Threats

* Reduction in the financial conditions of families (Cordeiro et al.,
2021).

¢ Economic crisis in the country with people in debt and affected by
unemployment (Severo et al., 2021).

¢ The reduction in family income caused by the pandemic may have
limited the purchase of higher-priced fresh foods, such as meat and
fish (Farias & Araujo, 2020).

Source: authors.

and indebtedness, which have a direct negative impact on
meat consumption (Mucinhato et al., 2022; Quevedo-Silva
et al., 2022).

In terms of opportunities, in Brazil there has been an in-
crease in the use of food delivery apps during the pandemic
(Horta et al, 2021). With the expansion of vaccination
programs, a gradual relaxation in relation to prevention
measures has been observed, allowing many consumers
to return to normality in leisure activities (Zanetta et al.,
2021). The most optimistic perspectives will depend on the
continuity of the immunization process (Rodrigues et al.,
2021a).
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Conclusions

This article presented a systematic review of high-impact
literature on the trends and challenges of the covip-19
pandemic and its implications for food consumer behavior
in Brazil. The Methodi Ordinatio was used to select and
classify the articles examined in this research. The authors
made some final considerations based on the final port-
folio of articles, however, this systematic literature review
does not exhaust the topic and it is not possible to estab-
lish concrete trends.

In Brazil, the understanding of the covip-19 pandemic and
its effects over food consumer behavior is at an early stage
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that requires practical research studies. Nonetheless, with
the findings of the studies already published, it is possible
to conclude that analyzing both attention to the consumer
and fair price is essential.

Yet, several Brazilian studies have addressed covip-19 and
its consequences for consumer studies, with few studies
on corporate social responsibility and sustainable con-
sumption. Therefore, the topic of sustainable consumption
is suggested as a complementary theme in consumer be-
havior studies in Brazil. Some research has been carried
out on strategies to promote healthy, adequate and sus-
tainable food in Brazil in times of covip-19. Recent studies
highlight the impact of the pandemic on environmental
awareness, sustainable consumption and social respon-
sibility. Research has also been conducted on the effect
of covip-19 on beef purchase intention and consumer be-
havior towards food waste, as well as on food supply in
distribution centers in Brazilian regions.

One of the main concerns seems to be the implications
of the covip-19 pandemic for the consumer, since most
studies approach the progress in vaccination programs, the
increase in home office work, home food safety practices,
and the increase in food purchases in supermarkets. The
covip-19 pandemic shows food safety practices, risks, rec-
ommendations and global perspectives, as shown by con-
sumers’ interest towards healthier food options, free from
contamination. Finally, the health and economic crisis has
affected the income of Brazilians, therefore reducing meat
consumption among the population.

The covip-19 pandemic has generated uncertainty and sev-
eral impacts over food consumer behavior in Brazil, fos-
tering changes in food consumption habits; e.g., consumers
are more cautious while shopping. As a way of preventing
the disease, many food consumers have avoided physical
environments, therefore increasingly purchases through
e-commerce in order to buy food and other products.

The main financial problems faced by people in the cur-
rent scenario are unemployment and indebtedness, which
has caused, for example, a reduction in meat consumption.
Amongtheopportunitiesofthissituationisanincreaseinthe
use of food delivery apps. The most optimistic perspectives
will depend on the continuity of the immunization process.

This research has some limitations in the scope of its re-
sults, as we only used two databases. As a suggestion for
future studies, including additional databases could help
compare the results obtained. The authors of this work rec-
ommend marketing research topics involving the regula-
tory role of pro-social consumption and family farming in
times of covip-19.
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