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Abstract—In this era of the coronavirus pandemic, all fields 

are experiencing changes. Including the world of economy and 

business, especially in marketing. The movements are very 

dynamic. A businessman must be required to have innovative 

creativity. These changes affect all human activities as 

consumers, in which consumers are an important element and 

need to get attention in the business world. Consumers as users of 

goods and services always have considerations in deciding 

purchases, among others in choosing a product brand, facilities 

and service quality. The basis for successful marketing is 

understanding consumer needs, therefore a company must 

develop an effective strategy to support attractive offerings for 

the target market. In this all-digital era, all consumer needs must 

be available and served quickly, easily accessible and obtained, 

clean and hygienic according to health protocols, at that time 

producers are also competing to immediately take this market 

segment and provide the best service. This study aims to 

determine the information literacy of changes in consumer 

behaviour from traditional markets affected by the Coronavirus 

outbreak to the online market. This research uses a literacy study 

method in which data is collected from libraries, reading, taking 

notes and processing research materials. Coronavirus has a very 

broad impact on the fate of traders and traditional market 

business actors because their turnover has dropped dramatically, 

getting around this problem, many traders use digital marketing 

applications. By cooperating with service providers between 

goods. this strategy is to attract potential buyers in the online 

market. 
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I. INTRODUCTION 

As is well known, since the end of 2019 the world has been 
rocked by a deadly virus. This virus has claimed many lives, 
especially medical personnel and the wider community. In 
addition, the impact of the coronavirus is also felt in all aspects 
of life, especially the economy. Many companies have closed 
and laid off their employees due to the lockdown. The business 
world has also slumped. The traditional market is empty of 
buyers. Consumers are busy turning to online markets. The 
decline in purchases in traditional markets is due to changes in 
consumer purchases [1]. The traditional offline channel gets the 
effect of selling the online channel via e-tailer [2]. In addition, 
the gentrification of traditional retail markets as a social 

implication is very detrimental to the quality of life of the 
population [3]. Small and informal businesses are struggling to 
survive amid competition from giant retailers in shopping 
centers [4]. Superstores run by corporate retailers pose a threat 
to the traditional retail market even though they have long been 
a center of vitality in urban areas [5]. In fact, the opportunity to 
enter the online market is still very possible for traditional 
retailers [6]. The strategy of using virtual stores has been 
considered by many traditional retailers or people who do not 
have sufficient capital to have physical stores to reach the 
global market [7]. 

II. METHODS 

In this study, the authors used the literature review method, 
namely the collection of data sources by citing and reviewing 
theories, the findings of several scientific articles in the form of 
journals, books, the internet and other literature from several 
authors around the world related to the topic being discussed, 
then providing reviews and analysis of the aims and objectives 
of the research results. Literature reviews or also known as 
literature searches are used to avoid plagiarism or duplication 
because by searching the literature we can see previous 
research that has been done by other researchers. The results of 
this literature review will be used to identify a shift in the sales 
system from traditional to online markets. 

III. RESULTS 

A. Business Innovation 

A market will be formed if a seller and a buyer meet and 
make an agreement or transaction. When buyers want the 
convenience of finding sellers and they are involved in a 
transaction that is comfortable and trustworthy, that's when the 
main function of the market becomes very meaningful [8]. To 
form a new market or reshape an existing one, a service 
innovation capable of making improvements is needed [9]. To 
make a business innovation, several effective marketing 
communication media are needed, for example, email, social 
networks, web pages, text messages, newspapers and so on 
[10]. 
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B. Customer Orientation 

Through the internet, we can find billions of potential 
customers, we can serve smaller and specific market segments 
as well as adjust offers to buyers [11]. In online purchases, 
online shoppers have a distinctive profile and dominant 
character [12]. so that we can easily seize this opportunity. 
There are several behavioural features of online buyers, 
including being in the internet environment, communicating 
via the internet, a demographic structure that is accessible to 
the internet and a motive approach to online shopping [13]. The 
construction of social trading, trust and online behavioural 
advertising were significantly able to influence purchase 
intention [14]. Buyers make repurchase intentions, related to 
online retailer satisfaction. Fostering relationships, 
personalization, ease of communication and assurance of 
customer privacy are factors that influence this [15]. 

C. Online Excellence 

Consumer behaviour can be changed with the application of 
information technology (IT) and short message service (SMS) 
based on mobile commerce (m-commerce) and this increases 
economic efficiency [16]. In terms of price levels, menu costs 
and price elasticity, the internet market is more efficient than 
conventional markets [17]. With a few clicks, consumers can 
be directed by web-based sellers to go directly to their site so 
they can explore goods and services, of course by using online 
advertising [18]. So that more and more companies have 
started operating online in recent years [19]. In the world of 
education, online learning and training are cost-effective 
because they can cross geographic and time constraints[20]. 
Along with traditional media especially television, the internet 
can play a major role in advertising [21] because to access data 
globally, it has been provided by various players on the internet  
[22]. To increase brand trust and purchase intention, digital 
marketing and online advertising campaigns are more effective 
than traditional marketing [23] because in communication 
production, distribution and consumption, internet advertising 
brings many changes [24]. Major changes have also occurred 
in the book market due to the emergence of digital technology 
and the internet [25] and traditional environmental components 
have been replaced by e-sales due to the development of the 
internet [26]. 

IV. DISCUSSION 

From several references to business innovation, customer 
orientation and online excellence in the point results above, it 
can be explained that sellers in traditional markets can survive 
and compete, by making significant changes and 
improvisations and business innovations in their trading 
activities. Marketing must be oriented towards making it easier 
for customers to access the products they want to buy to 
achieve satisfaction and repurchase interest from loyal 
customers. All of that can be implemented by making a 
transition from traditional markets to online markets, taking 
into account the various advantages of the online market that 
have been described above. 

Although in a study it is said that price formation in 
traditional markets is determined by the development of 
effective information networks and utilizing emotional 
sentiments from friendly social relationships to resolve 
competition [27], however, business people in traditional 
markets need to think about the possibility of moving to the 
online market. Or the first step taken so as not to make changes 
frontally is to combine traditional with online. The combination 
of digital marketing with traditional campaigns to achieve 
goals [28]. Traditional media will play complementary roles, 
and the internet and social media will serve as the main sources 
of news and information [29]. 

There is another study involving the role of the 
government. When there is a disinvestment in the market 
accompanied by the displacement of customers and 
shopkeepers, the government has an important role in 
regulating the urban restructuring process [30]. The 
government can intervene to participate in improving the 
economy of a region with a regulation that makes it easier for 
sellers and buyers to meet online to make transactions, by 
lowering sales taxes, for example. 

According to experts, all products globally will be sold 
online by 40% by 2026 [31]. Because online sellers in addition 
to selling goods and services, they also sell value, value for 
convenience, comfort, security, and value for trust. Online 
payments are also divided into two: core value payments and 
value-added payments [32]. Some large companies that 
initially served customers manually, now they provide services 
online. So potential consumers simply order the goods or 
services they want from home, then the process will 
automatically serve consumer orders. A new transformation 
based on a better approach and higher benefits for all actors 
involved in the distribution process, airline companies provide 
services from computer reservations to global distribution 
systems [33]. Likewise travel companies, in the online travel 
and tourism market, the extreme expansion of digital 
technology and social networks in recent years has had a 
profound impact [34]. In the newspaper and print media 
business, there are also major changes. The existence of 
traditional printed newspapers could be threatened by the 
growing popularity of online newspapers [35] then the 
traditional printed newspaper company must also make 
adjustments so that its loyal customers do not abandon it. These 
online market accesses are not just the fact that they supply a 
fame and feedback system which helps facilitate believe but 
also because of the ease with which buyers find sellers [36]. 

Changes in this era are like an unstoppable locomotive 
speed. Change is not only in the scope of certain aspects of life, 
but all aspects experience a change, such as changes in the 
social, educational, legal, and so on. The term change is 
considered as a process. The process of change from 
conventional to modernity. In today's modern life, traditional 
markets not only have to compete with modern markets such as 
malls or supermarkets but also represent a formidable 
challenge for the traditional market itself, namely the change to 
the digital era. 
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To overcome the competition in this modern era, traditional 
markets need innovation. It cannot be denied that any 
innovations carried out by the community and government in 
traditional markets will result in social change. This innovation 
can take advantage of technology. Technology is a tool that can 
help to find out how to produce the desired products, minimize 
a problem. Modern technology is also able to reduce barriers to 
interacting in people's lives. Changes in everyday life in society 
are influenced by developments in internet technology and the 
popularity of smartphones [37]. From the emergence of this 
technological capability, it gave birth to social and cultural sub-
subs. But it is also undeniable that the existence of new 
technology also has negative effects in several other aspects. 

V. CONCLUSION

This study concludes that to avoid the risk of loss and even 
collapse of traditional markets due to decreased consumer 
buying interest due to the coronavirus pandemic which will 
end, players in traditional markets are advised to make 
changes. The change is to compensate for changes in market 
demand which are very dynamic. Changes to a better direction 
in terms of providing services, comfort, safety, product quality 
as well as time and cost-efficiency. Players in traditional 
markets must innovate their business, be customer-oriented, 
and take advantage of online facilities to increase sales and 
profits. This change implies that all sellers will compete to 
provide the best service and price to potential customers. 
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