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             Impact Epidemic Of Coronavirus On Life 
  
  For the vast majority of peoples around the word, the Coronavirus epidemic means a radical change in lifestyle, perceptions of life in general and a reconsideration of personal values.
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Social distance
  
Throughout the evolution of humanity, the sense of security has been conferred by people's membership in the group. Isolation is perceived more as a physical state of emergency. The value of social interaction has become an important part of the human being, which also translates at the biological level, for example, by reconfiguring neural circuits and the body's reaction to stress.
Social distance, quarantine, self-isolation are terms that in epidemiology have an impact that translates into community benefits in the event of a threat to the safety of citizens. These relate to conscious efforts to reduce contact between people to prevent the spread of a pathogen, as is the case with a virus that causes a pandemic.

Everyday habits
Almost all peoples(98%) changed their daily habits in response to the Coronavirus epidemic (COVID-19). During this period, 82% wash and disinfect their hands more often, and 75% avoid public spaces, going outside only for roads of strict necessity. Moreover, 46% of people take extra precautions, choosing to wear masks when leaving the house.
Buying Habits
The Smart Shopper studys found that the fashion, home and consumer electronics categories witnessed the biggest shifts to online purchases, as UK consumers had to restrict their movements to essential journeys only.
Some 86% of fashion purchases were conducted online in the period under review, with high rates also recorded for the home/garden category (67%) and consumer electronics (73%). 
Some of these purchases may have been the result of pent-up demand. WARC research finds that one in three UK consumers cut their spending on electronics, home products, and apparel & cosmetics by at least half during the lockdown period.

Google also found that, contrary to the trend, beauty products were still bought mainly in physical shops – most likely because grocery stores and pharmacies were exempt from lockdown restrictions.
The research, which highlighted eight key findings, also revealed that UK shoppers have become more ‘channel-agnostic’, leading Google to emphasise the importance of developing omnichannel strategies and being present at all touchpoints of the consumer journey.
A third finding demonstrated that consumers valued convenience above all else, both for online purchases (86%) and those made in a store (69%), while home delivery and availability were also important.
Google advised retailers to display deliver options and availability in their marketing, and to provide an online chat option to deal with any customer queries.
Elsewhere, the research found that nearly half (48%) of UK consumers had to deal with an issue in 2020, although just a third (33%) of shoppers faced a ‘pain point’ when shopping online, compared to 41% in 2019. These included having to register or login to a site before making a purchase.
Online research also increased in 2020, with 84% of shoppers using online sources to support their purchases, compared with 76% in 2019. According to Google, 80% of consumers aged 45 to 54 conducted online research, compared with 68% in 2019, while a similar proportion (81%) aged 55+ also went online to research items.
And when it came to trying out new brands, the research found that availability (44%), price (43%), convenience (36%) and speed (33%) were the strongest motivators.
The Google/Kantar study also confirmed that UK shoppers valued a brand’s stance on sustainability or social issues, with almost two-thirds (62%) of respondents saying they cared about at least one measure of sustainability, such as fair working conditions or degradable packaging.
Finally, the research revealed a significant increase in the number of consumers who now use shopping apps, up from a quarter (24%) in 2019 to more than a third (37%) in 2020.
Sourced from Think With Google, Kantar
Personal values
The Coronavirus epidemic also has a positive impact, in the sense that more peoples show more care towards friends and family (37%) or spend more time with children (25%).
Working from home
· In April 2020, 46.6% of people in employment did some work at home.
· Of those who did some work from home, 86.0% did so as a result of the coronavirus (COVID-19) pandemic.
· Of those who did some work from home, around one-third worked fewer hours than usual (34.4%), and around one-third worked more hours than usual (30.3%).
· Women were slightly more likely to do some work at home than men, 47.5% and 45.7% respectively.
· People aged 16 to 24 years were less likely to do some work from home than those in older age groups.
· More than half of people living in London (57.2%) did some work at home.
· Occupations requiring higher qualifications and more experience were more likely to provide homeworking opportunities than elementary and manual occupations.

Economic impact
After no more than three weeks of triggering restrictions due to the Coronavirus outbreak, almost 1 in 4 people have already suffered a reduction in income. Furthermore, 19% of the working population came at risk during this period, following the temporary suspension of the employment contract (8%), the technical unemployment (7%) or even job loss (4%).
Sociological perspective on the study
From our analyses, social distance is understood, respected and strongly encouraged by gouverment. However, people are aware of the impact on human relationships, and the radical change in routine leads to a state of confusion and shock for them.
The longing for children left to grandparents, the inability to visit family members, friends or partners is painful, but it is recognized as a beneficial thing to get through as quickly and with as little damage as possible over this period.
Awareness of the crisis to come leads individuals to question financial stability and to give up the small treats that many were used to (going to the mall, to the salon, city-breaks or holidays). The priority now becomes daily living with its needs.
The importance of the present current currently occupies the first place in the list of priorities, the time spent with family and those close to them, their health and well-being being the most precious things.
While women tend to place more emphasis on the importance of human relationships and appeal to solidarity and faith, men set out a negative political-economic perspective, focusing on the certainty of a dark future with many gaps. They are also more adhering to conspiracy theories about the outbreak and the projected economic crisis.
When it comes to the attitude of the authorities towards this unusual situation, at the time of the application of the questionnaire, the majority of respondents felt that the rules could be more drastic in order to be as effective as possible. 

Covid 19 has had a very big impact in all forms of bussiness, education and peoples live. Peoples have to find fast solucion for everybody safety.
  The business were closed, thus moving online, others were reprofiled, but many peoples lose their jobs.
  Covid 19 has a big impact in education as well, schools was close, classes was moving online.
  One positive thing is that a lot of investment has been made in the medical system, several devices have been bought that have helped during the pandemic.
  Tourism and transport are two other areas that have been severaly afftected by the coronavirus pandemic, international transport.
  The government supported the business, they allocated funds to both large and small business, but unfortunately 2% were permanently closed.
  The pandemic creates challenges for children and young people and their families to afford and/or acces the basic needs. Childrens and young people experiencing issues with their mental health or emotional wellbeing during self isolation period. Babies and the harm of deteriorating, maternal mental health at a crucial stage in their brain development (www.bbcchildreninneed.co.uk)



 

	
	
	



