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[bookmark: _Toc92644599]Abstract
The Covid-19 pandemic has intensely altered and impacted consumers' purchasing patterns and the organization's marketing approaches. The study will determine how the Covid-19 pandemic has affected Walmart Company and select the buyer behaviours and motivation to determine the brand's marketing strategies. This report employee the mixed methods approaches done in the UK, considers 895 respondents from a 1000 sample participants, and considers the market coverage of Walmart. The company has changed both internally and externally by changing its purchasing motivations of the consumer and then finds the organization's marketing approaches and the demands caused by the pandemic. These changes correlate with consumer perceptions on various crises and consider different practical impacts.
Keywords: COVID-19, consumer purchasing behaviour, Motivation theories
[bookmark: _Toc92644600]Introduction
The Covid-19 pandemic has affected global and economic operations in a significant way (Donthu & Gustafsson, 2020). Based on (KPMG 2021), coronavirus effects have been experienced by several people all over the world. Most of the leaders have been navigating and inventing various strategies that can be used to keep their customers and the employees safe, which have been shoring up the liquidity and the cash. They have been reorienting the operations and have been embracing complex support programs of the government. This essay will evaluate all the internal and external factors of the Walmart Company and assess how the Coronavirus pandemic has impacted it. Many businesses worldwide have been affected by the Covid-19, which has affected the performance such as the consumer behaviours and the various marketing approaches. The pandemic has affected the financial reserves, expenditure and the social and monetary welfare of the consumers. 
The covid-19 pandemic has been affected by the consumers and affected the various moneymaking issues and business operations. There has been great concern from the government and businesses, which has roots in how the Covid-19 pandemic has significantly influenced consumer purchasing behaviours and marketing strategies. The Covid-19 pandemics have externally affected the country's economic conditions and have internally affected the company operations. This paper will then analyze the various changes within consumer purchasing behaviours and the organization's marketing strategies.
[bookmark: _Toc92644601]Theoretical Development
[bookmark: _Toc92644602]Consumer behaviour theories
People have been studying the buyer behaviour context, relying on the descriptive or the positive theories that explain the consumers' choice (Koch et al., 2020, p. 3). Several theories state that several external and psychological factors influence the customers' purchase decisions in a complicated environment. The report considers the Marxist theory that helps people understand the consumers' buying behaviours as adopted by the customers of Walmart. Marx claims that the products created most of the time benefit people who enrich the distribution and the production. The emergence of Covid-19 seems to affect the consumption phenomenon of the people globally. This means that companies such as Walmart have to increase their advertising and marketing strategies to encourage consumers to buy and consume the products they sell. 
[bookmark: _Toc92644603]Consumer motivation that increases their purchasing
The organization's marketing has been influencing the buying patterns of the consumer. However, many factors influence the purchasing behaviour of the consumer. Some of the consumer motivation and the purchase behaviour have resource availability, demographical, attitude, personality, social class, culture and the refining elements of the information (Blackwell et al. 2001). The consumer behaviour factors that influence the purchase start at social, luxuriant and utilitarian motivation (Kukar-Kinney et al. 2016, p. 7). The structures explaining the consumers' motivation affect the categorization of the product, which has dramatically affected the consumer's purchasing behaviour. A particular study conducted by (Childers et al. 2001) has analyzed the utilitarian motivation and the hedonic addressing the purchasing behaviour of all the consumers online. Consumers are sometimes regarded as the problem-solvers and the perspectives of enjoyment, fun and arousal (Hirschman & Holbrook, 1982, p. 98). The practical motivation and hedonic are relevant to the consumer's purchasing behaviour and conform to the basics affecting the experience of the consumers. The utilitarian motivations and the hedonic help elaborate on what influences Walmart customers' purchasing behaviour, especially during the Covid-19 crisis. 
It is noted that the Utilitarian motivations focus on the consumer's instrumental usefulness and consider the purchases behaviours. The utilitarian values consider the purchasing context and consider the convenience of the consumer judgment and the saving on time and consider the various economic aspects. Based on (Koch et al., 2020. P.5), the utilitarian factors cause different contributory values towards the consumers. The practical value also determines the behaviour of the consumers. Most Walmart consumers tend to check whether the products they wish to buy are desirable or not. The hedonic motivations advance the self-fulfilling benefits towards the consumers, where the hedonic values concentrate on various practical benefits and consider the experience of the consumers and whether they enjoy the purchases. That means that the company should consider these factors that affect the decision-making factors and consider the marketing approaches that impact the consumer's purchasing habits. 
[bookmark: _Toc92644604]Covid-19 Pandemic Effects on the Organizational Marketing
The covid-19 pandemic has dramatically affected the marketing greatly since the pandemic has also greatly impacted the advertising and the business coercing to reassess the approach the future and the current advertising and marketing campaigns. This helps increase the growth and the sustainability of the customer base and the brands. The marketing microenvironment has also changed dramatically due to the health pandemic and other mitigation measures. The government established many measures that affected the performance of Walmart Company and other businesses. These measures include the aspect of mandatory lockdowns, imposed restrictions, which significantly impacted the communication between the suppliers and the buyers instantaneously (He & Harris, 2020, p. 176). That means that the organizations have been adopting the various marketing strategies that abide by public safety and access many people in light of the various mitigation measures. The Covid-19 can be comprehended by considering how it has impacted corporate marketing. One of the research questions may consider 
1. How has the Covid-19 pandemic has impacted the marketing approaches of Walmart? 
[bookmark: _Toc92644605]Covid-19 Effects on Consumer Behaviour
Most consumers act so rationally during the pandemic independent of the psychological influence and the changes that result in the Covid-19 pandemic within the Walmart company (Vazquez Martinez et al. 2021, p. 2). That may produce significant insights into the pandemic's brand marketing and buyer behaviour. Most of the customers concentrated more on purchasing essential products and reduced their purchase of luxury products. The pandemic affected the consumers' purchasing power with such issues as panic buying. Most people have been stocking essential products during pandemic that results in shortages (Carson & Khurana, 2020, p. 2).
Based on Arens & Hamilton (2018, p.130), the crisis has impacted the consumers psychologically and economically in the long-term and the short-term behaviours. The crisis has been modifying consumer purchase behavior in the long run, which has become people's new habits and considers the brand and the latest product based on time. The second and the third research questions include the following: 
2. How does Covid 19 affect the buying patterns of Walmart customers?
3. How did customer purchase habits change influence the buying motivation variations during the Covid-19 pandemic?
[bookmark: _Toc92644606]Consumer Behavior and Organizational Marketing
The approaches of corporate marketing have been significantly influencing the consumer's buying patterns. The marketing consumer has been assuming the consumer behaviour has been coherently asking the individuals seek been buying the evaluation of the products and has been fulfilling the wants. The company influenced the marketing approaches that have been influencing the organization and consumer behaviours and have been modifying the marketing approaches reflecting the same. The pandemic has impacted consumer behaviour and corporate marketing and has dramatically significantly changed. The Marxist theories have various marketing approaches with the organization, which significantly affect consumer behaviour. The Covid-19 pandemic has been modifying the marketing prices, reflecting the motivations of the consumers, and influencing the various health crises. Walmart Company adopted different marketing strategies, which influenced the pandemic and the purchasing habits of all the customers of Walmart and abide by the various research questions. 
4. How do various marketing practices of Walmart influence the customer purchasing habits?
[bookmark: _Toc92644607]Methods
This report's collection of data employed mixed-method approaches that combine the quantitative and qualitative analytics that tackles the various study questions. 
[bookmark: _Toc92644608]Qualitative Analysis
The research starts by considering an in-depth review and offers an analysis of the documented approaches of Walmart, and considers the various marketing strategies. The critical analysis of the Walmart website and the Walmart Company 2020's annual report allows the determination of different marketing approaches employed by Walmart before and after the pandemic. The customers were asked online-survey questions to determine how the pandemic influenced their buying behaviour. They also explained the classifications that increased or reduced their aggregate sales during the pandemic. Some of the customers also explained the factors that impacted their purchase behaviours and the perceptions of information towards Covid-19. 
The research has been employing a questionnaire and has several questions that help the Walmart company explore its answers (Kumar et al., 2019, p. 764). The appendix section shows the final questions that were involved in the questionnaire. They also employed and prepared a friendly interview that considered queries and reviewed the research and critical points. The questionnaire and the interview arrangement tend to feel Walmart's management by considering the selling platform, which assumes the online customers that undertake the survey and offer feedback have the provision of cancelling what the customers do not like. The platform considers that the UK government has formulated policies restricting social interaction s and movement in an attempt to curb the spread of Covid-19 and explore its consequences. The online survey helped the respondents to reflect on their responses which were impossible during a physical interview. 
[bookmark: _Toc92644609]Quantitative Analysis
The collected data using a survey helped get new information that could be used to assess the marketing (Hulland et al., 2018). The study considered the hedonic and utilitarian factors that evaluate the qualitative analysis that considers the customer's aim to purchase varied services and products and the non-basic and essential commodities. It is noted that most Walmart customers started buying basic commodities when the pandemic was considered dangerous. The utilitarian factor helped people develop a positive relationship towards purchasing essential commodities and negatively inclined towards buying non-basic needs when the Covid-19 pandemic originated. The hedonic aspects also helped to negatively help people relate to the purchase of the essential want commodities and help positively correlate to the acquisition of non-essential products. The image below demonstrates the conceptual model (Hulland et al. 2018). 
[image: ]
[bookmark: _Toc92644610]Sample and the Data Collection
A particular sample of people was taken and encouraged to participate in the online surveys. The sample considered 1000 buyers involved in online purchases addressing the selling platform of Walmart. The buyers were selected randomly, but the geographical location was considered. The sample size was enough to represent all the buyers in the Walmart market and yield effective research results. Data collection was collected for seven days, and 920 buyers responded and answered all the questions. The data collection required verification, and various strategies were applied to minimize non-responses. These include assuring all the people they shared the info with will be treated with utmost anonymity and confidentiality. The utilitarian and hedonic elements were also analyzed (Voss et al. (, 2003). The collected data was analyzed using various techniques. 
[bookmark: _Toc92644611]Findings
This section outlines the results of the various empirical studies that were conducted. 
[bookmark: _Toc92644612]Walmart Marketing Strategies during Covid-19
The issue of current trends and globalization affecting the consumer culture of online buying tends to adapt to digital marketing. The company wanted to save money as it did the advertisement. It did various marketing campaigns and told people about its strategy of selling low-price products, which allowed them to get a competitive advantage. At first, the company recorded low sales every day, but it had to adopt new strategies to encourage its employees to keep purchasing. The employees have to streamline their supply and distribution channel to provide all the items requested by their employees via the online platform. The company tried to embrace corporate social responsibility by moving close to the employees and offering low-priced products to show care and concern to their employees. 
Walmart invested a lot in emerging services such as drive-in pickup and grocery deliveries. However, the crisis's emergence made the company adopt several in-stay marketing approaches since many people avoided physical shopping. Walmart also used various television campaigns to encourage people to feel comfortable when other people shop for them. Many people like a combination of physical and online shopping, but the pandemic has forced most of them to do their shopping online. Later, their items were delivered using the company delivery system as soon as possible. 
[bookmark: _Toc92644613]Purchasing Behaviors Changes of Walmart Customers
Many customers also indicated that the purchasing power had significantly changed, resulting from significant variations in consumer behaviours. Most customers showed that they had changed from doing physical shopping, and they were now doing online shopping. The pandemic had increased the number of people who used the internet for shopping and tremendously reduced the number of people who still relied on physical shopping. The aspect of online purchasing has dramatically impacted the culture and conformities of the consumers within the contemporary health crisis. The pandemic made people reduce regular purchases from various stores and instead encouraged them to concentrate on single trip stores. Various restaurants also closed due to the pandemic, and people needed to cook from their homes; hence, they had to request products from Walmart via online methods. The table below demonstrates the changes in consumer purchasing habits. 
[image: ]
It is noted that all the respondents stated that the change had impacted their behaviours differently. Some can be categorized as high impact, while others can be classified as low impact. Some respondents stated that they had encountered various changes when purchasing the product, while others displayed significant radical changes concerning their different purchasing habits. 
[bookmark: _Toc92644614]Variations and Consumer Motivations during Purchasing
Some commodities recorded an increase, while others recorded a decrease in a consumer purchase. This helps explain the consumers' motivation concerning how they behave. The first category considers essential commodities such as cleaning, food, nonalcoholic drinks, and medicines. The responses indicated that many people increased their purchase of the crucial elements. Many people on the same note reported that they had reduced their purchase of the essential items. The lockdown measures instituted by the government made so many people change their buying behaviours. These changes had negative behaviours since they reduced the company's profits since it made them reduce the sales of certain commodities. Most customers changed their lifestyles since they wanted to save and invest more in food materials. Most of the consumers also mitigated the shortage risk, considered the absence of some market commodities, and tried showing how the consumers could increase the purchase of the products for future and immediate consumption. 
On the same note, Walmart's marketing approaches emphasized the low pricing of all the brand products, especially those rhymed with the current health crisis and stated how that impacted the buying decisions of Walmart. Digital selling allowed people to purchase and receive their products from the comfort of their homes and more so abided by the various control protocols. The economic condition of the consumer was also another motivation that decreased the level of buying and made the consumers reduce their expenditures. 
[bookmark: _Toc92644615]Perception of the Consumer of the pandemic
Most of the people increased their focus on the pandemic, and most of them state that they recorded significant changes in how they discerned the pandemic impact. For instance, many people believed that the pandemic had significant effects that impacted the world economy and made them stop and significantly impacted people substantially. Some of the respondents thought that the pandemic would affect all the people and the world economy. However, few of them stated that they had not felt the effect of the pandemic and hence their purchase of the Walmart products was not affected. The pandemic discernment affected the purchase and buying habits of the consumers. At the same time, some people stated that the pandemic had a low impact, while others noted that it had a high impact. Consumers who had a severe perception of the pandemic considerably adjusted their purchase habits and motivation. 
[bookmark: _Toc92644616]Findings Summary
It is noted that Walmart adopted specific marketing approaches that promoted its differentiation. It focused on its marketing platform and digital selling while saving money for the marketing strategy. Walmart also had to institute a corporate social system that is ethical by employing movie venues and drive-in purchases. The methods used helped notice that most customers changed their buying habits in terms of commodities types, buying mode, quantity and the various items purchased (Yoo et al., 2006, p. 384). Many people were also found to buy more basic elements than non-essential items, and the motivations were also similar (Kukar-Kinney et al. 2016, p. 7). The exigency motivation was also seen, and the pandemic influenced the purchase. The change in perception of the customer during the pandemic was also evaluated, which helped explain their difference in purchasing patterns. The company recorded low profits compared to the previous years when the pandemic was not present. 
[bookmark: _Toc92644617]Discussion
It is noted that Covid-19 greatly impacted the organization's marketing approaches as it tried to conform to the worldwide measures meant to curb the pandemic. The marketing approaches of Walmart became more digital, and it was very influential during the pandemic. People could only interact virtually, which is why the company could only do digital advertisement and streamline its door-to-door delivery. The Walmart customers could use the information provided on the website, and that is where they made their orders. The digital media aspect helped promote the brand and change the consumer's behaviours in a significant way. Walmart then devised a new marketing strategy that affected the motivations of the modern consumers that involved the purchase considerably during the pandemic. 
The marketing approaches significantly impacted the customers' purchasing habits and offered economical and more accessible methods that influenced the consumers' purchasing habits. The Covid-19 pandemic brought so many motivations that influenced the purchase patterns of the consumers (He and Harris, 2020. P.174). This means that helpful inspiration and exigency motivations affected the purchase of the products. It is noted that the exigency motivation positively influenced the purchase of essential elements and affected the purchase of other commodities. It is stated that several happenings seem to be directly associated with the influence of utilitarianism that requires people to purchase essential need items instead of other non-essential commodities. 
[bookmark: _Toc92644618]Conclusion
This essay has used evidence from various sources to explore how the Covid-19 pandemic have displayed great participant approaches. The study shows that the company considerably changed its marketing strategies and used a low-price strategy to maintain its competitive advantage. Most of the companies also had to adopt new marketing strategies to rhyme with the new purchasing behaviours and consumer preferences in the Covid-19 pandemic. This new marketing strategy conforms to customer behaviours and motivations towards purchasing. This aspect greatly factored in the utilitarian motivations subjected by the consumers. The report indicates that consumers' purchasing habits changed significantly, and most of them started doing online shopping rather than physical shopping. Most of them also started buying essential elements.
 On the same note, Walmart indicated an increase in the sale of essential elements during the Covid-19 and applied low price strategies to maintain their consumers. There was a more significant relationship between corporate marketing and buyer behaviour. The organizations have new strategies that should conform to the buyer motivations and buyer behaviours regarding the impact of Covid-19. This means that the marketing approaches and the buyer behaviour tend to be connected, influencing each other. The organization's management makes people adopt several changes and conform to the current situation impacted by the covid-19 pandemic. 
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[bookmark: _Toc92644620]Appendix A

	Serial no
	Questions in the Research

	1
	How Covid-19 pandemic has impacted the marketing approaches of Walmart? 

	2
	How does Covid 19 affect the buying patterns of Walmart customers?

	3
	How did customer purchase habits change influence the buying motivation variations during the Covid-19 pandemic?

	4
	How do various marketing practices of Walmart influence the customer purchasing habits?
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