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Abstract: The spread of coronavirus worldwide has affected consumer behavior in many ways. This
paper tries to investigate the impact of the SARS-CoV-2 (COVID-19) on food consumption behavior
of consumers. Food consumption motivation data were assessed and compared before, during, and
after the quarantine. An online survey was conducted among about 900 people from 54 different
cities in Turkey, between April and May 2020, trying to understand consumers’ changing behavior
in their food choices, preferences, and habits during the pandemic period. The aim of this paper
is (i) to examine how consumer preferences were influenced by the COVID-19 quarantine period,
using an ordered probit analysis, and (ii) to identify differences in the preferences for the food itself,
food disinfection and cooking, and shopping preferences before and during the quarantine. Finally,
as per the consumers’ body mass index (BMI), correlation with their mood and eating frequencies
was observed. The findings indicate that, under stress conditions, like the quarantine period, food
preferences and eating behavior changed, and consumers put all those emotions and information
into their consumption process.

Keywords: COVID-19 in Turkey; food preference; consumer behavior; food shopping; food consumption

1. Introduction

Several pandemic diseases have arisen in the world in the past few centuries [1]
SARS-CoV-2 (COVID-19) affected over 86 million people globally between December
2019 and January 2021 [2]. After the spread of the virus in China, coronavirus continued
to spread rapidly in Iran and Italy. The first case was detected in Turkey on 11 March
2020; subsequently, schools were closed primarily, restrictions were imposed on collective
activities, and sports activities were postponed. Then, activities of public spaces such as
restaurants, bars, and patisseries were stopped, and flexible work was started in various
sectors. While these restrictions and prohibitions continued to be implemented, lockdowns
were applied on weekends, and holidays began to be announced to protect the health of
the society [3], with the first being on the weekend of 11–12 April, which was also the peak
period of the virus in Turkey [4,5].

The study of Sim et al. [6], on consumer panic-buying behavior in pandemics showed
that individuals stocked more food and daily materials in a short time to protect themselves
from the rapidly increasing death news in the world. It can be interpreted as a type of
coping action [4,7].

The aim of the survey is to investigate the changes in food consumption preferences
that occurred during the COVID-19 quarantine period in Turkey. The survey tries to
understand how consumers’ food-related habits changed owing to the COVID-19 pandemic
and how their purchasing behaviors shifted, trying to minimize the risk of being infected
by the virus.
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2. Literature Reviews

According to a survey about the impacts of the COVID-19 on Chinese consumer
behaviors, this pandemic resulted in decreased industries’ capacity. In contrast, consumer
spending increased; especially, the food and beverage industries experienced an increase of
40% after COVID-19 [1,8].

Remaining at home under the quarantine period also reduced physical activity, thus
causes energy holding, while frequent consumption of snacks leads to excess calorie
intake, and thus weight gain [9]. According to pathological and psychological studies,
fear, and anxious mood; stress; and saturnine, unbalanced emotional disturbances cause
individuals not to make the right food choices and have an unbalanced diet during the
COVID-19 pandemic. According to the China Consumer Survey of COVID-19, some
purchase categories display changes: medical (health assistance) was at the top of the list
with an increase of 38%; second was food with an increase of 36%; and then products
such as rice, flour, grain, fresh foods, and convenience foods, among others. Besides,
buying of dairy products, packaged drinks, wine, and such-like beverages increased by
13% [10]. Considering that each country’s consumption pattern has its own characteristics,
it is expected that there will be a difference in the types of foods that have increased
or decreased in the pandemic period. Comprehensive studies have shown the changes
within the countries at the same time based on food, for instance, while sales of staple
foods such as soy-based products, chickpeas, rice, milk powder, canned meats, and water
increased in Western countries, frozen foods and functional foods that are beneficial for
the immune system increased in Japan [11]. On the other hand, including in the United
States, market clients generally give priority to raw elements such as meat, beans, and
cereal compared with ready foods and snacks and alternative protein products [12,13].
In many freezer aisles, the vegetables are entirely gone, but the microwaveable dinners
remain, even the pizzas [12]. The Nielsen Company [14] conducted a study that examined
consumers’ purchasing behavior for sales of fast-moving consumer goods (FMCG) in
the United Kingdom for four weeks until the week ending on 29 February to the week
ending on 21 March 2020. In this process, the gradually increasing shopping rate every
week reveals the effect of the stockpiling when looking at the fourth weekend, with a sales
increase of 43%. Ambient grocery such as canned pasta and canned meat, which are suitable
for storing at room temperature and can be consumed without processing, achieved the
greatest increase of 104%, and frozen products that can be stored for a long time to last the
lockdown period ranked second, with an increase of 84% [15–17]. Many consumer groups
during the pandemic in Europe turned to online shopping and went to fewer supermarkets
to not risk their health; for instance, in Italy, France, and Ireland [15]. On the other hand,
according to the same source, German, Dutch, and Greek consumers continued to go to
supermarkets as they did before. Arora et al. [18] who examined the change in consumer
behavior worldwide during the COVID-19 crisis, found that consumers spent more on
online services and purchasing products during the pandemic. During the first lockdown,
up to a 14% increase was observed in online shopping among U.K. [15].

During the first week of quarantine in Turkey, consumers preferred staple foods such
as pasta, flour, sugar and salt, and bread, as well as breakfast products as olives, cheese,
milk, and water [19,20]. Yeast became one of Turkey’s most significant growth categories
as people started making their bread at home [21,22]. More than half of people purchased
kidney beans, soft soap, and cologne for the first time in the last year [23].

3. Materials and Methods

An online survey was conducted in the spring of 2020, from 16 April 2020 to 4 May,
during the pandemic peak days in Turkey, to understand consumers’ changing behavior
about their food choices and preferences during the COVID-19 period. The survey was
carried out among 900 individuals from 54 different cities in Turkey, with 58% of them
being from Istanbul city. The questionnaire was administered online using Google Forms.
Data gathered from the survey were analyzed first using descriptive statistics.
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To test our hypotheses, the Wilcoxon–Mann–Whitney test was applied to compare
food categories’ preferences during quarantine and other variables such as demographic
variables, education level, body mass index (BMI), age, income, and so on. The Wilcoxon
rank-sum test (or the Mann–Whitney U test) was applied to compare two independent
data sets whose measurements are ordinal. The null hypothesis is that two sets of scores
are samples from the same population; therefore, they do not differ systematically. The
frequencies of categorical variables were tabulated, and they were analyzed using the
chi-square tests for contingency tables. More specifically, this statistical analysis was used
to determine whether there was any difference between the study groups in the proportions
of the risk factor of interest [24]. This analysis tests the following four null hypotheses:

1. H1 = During the quarantine period, consumption of food groups has not changed.
2. H2 = During the quarantine period, food purchasing criteria have not changed.
3. H3 = Food consumption preferences are the same before and during the quarantine period.
4. H4 = Frequency of eating during the day did not depend on emotions during the

quarantine period.

Finally, for the modeling of consumer behavior during the quarantine period, we
used ordered probit models. The ordered probit model is estimated using the maximum
likelihood method. The model tests the null hypothesis H1: βk = 0 for every explanatory
variable [25]. The dependent variables were expressed as the frequency of consumption
in the six alternatives food group during the quarantine period: snack, vegetable dishes,
meat, dessert, bakery, and olive oil dishes categories.

The questions concerned demographic characteristics, food consumption and stocking
habits, kitchen habits and preferences, shopping habits and preferences, storage, and dis-
infection preferences. They were surveyed both before and during the quarantine period
to compare behavior and habit differences. BMI of the respondents was calculated using
weight and height information given by them and was grouped into four categories: “un-
derweight”, “normal weight”, “overweight”, and “obese” [26]. BMI is an anthropometric
index of weight and height defined as body weight in kilograms divided by height in
meters squared [27]. All statistical tests were performed with IBM SPSS Statistics 20.

4. Results and Discussion

A previous study showed a difference in consumers’ behavior according to sex and
age [28]. Because of the high risk of being infected regardless of their demographic charac-
teristics and social position, irregular behaviors among people, a prevailing circumstance,
can emerge from the spread of fear during situations as the COVID-19 pandemic [14].

A total of 900 subjects participated in our surveys and completed a comprehensive
questionnaire, but the survey yielded 893 usable responses. About the demographic status
of interviewees, most of the survey participants were women (79%). This is in line with
other findings demonstrating that females engage more in online surveys [29].

Online surveys seem to be more attractive for younger respondents. People in the
youngest age groups are more likely to respond to online interviews; on the contrary,
elderly respondents were more likely to participate in in-person surveys [30,31]. In the
current survey, 36% of the consumers were recruited were between 18 and 25 years old. In
total, 58% of the people surveyed were from Istanbul, which is the biggest city in Turkey.
Nearly 60% of the consumers were single, and 64% had a university degree. The monthly
income question was almost equally distributed between the “1500–4999 TL” and “10K TL
and above” interval by 29% (Table 1).

As described above, this study was planned to reflect the change in household behavior
towards food consumption during Turkey’s COVID-19 quarantine period. The survey
questionnaire included the household size, the number of people in quarantine, and the
number of kids. Besides, the definitions of risky categories for COVID-19, including people
who have a chronic disease and people above 65, were registered. Thirty-two percent of
consumers who participated in the current survey had four people at home, whereas the
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household size reduced during the quarantine. Further, 54% of households had no kid at
home, and 25% had one kid at home.

Table 1. Frequency and percentages of demographic variables of the socio-demographic composition
of the sample (n = 893).

Count

Gender

Other 3

Male 183

Female 707

Age

18–25 324

26–35 252

36–45 169

46–55 94

56–65 39

65 and above 15

BMI

Normal weight 512

Obese 79

Overweight 235

Underweight 67

Marital Status
Single 535

Married 358

Education Level

PhD 40

Elementary 10

Highschool 117

University 578

Master of Science 148

Income

0–1499TL 34

1500–4999TL 261

10,000TL and above 264

5000–9999TL 334

According to the Ministry of Health of Turkey [32] the risk group was determined as
people with chronic diseases and those 65 years and older. The analysis of the findings
shows that 84% of households do not include members who are 65 years and older. Further,
37% of households have people with chronic diseases.

In the last part concerning demographic variables, we asked for BMI indirectly. From
consumers’ height and weight, we calculated their BMI and considered it as a variable in
their consumption process. Between 25 and 29.9 was labeled as overweight, and above
30 was called obese in our study. As per their height and weight, 26% of consumers were
overweight, while most interviewees (57%) were in a normal weight range.

Daily eating frequency and food variety are also essential criteria for food choice,
especially under stress [33–35]. Eating frequency answers were dominated by two times a
day, with 52% during the quarantine period. Besides eating patterns, types of foods and
cooking habits were also changed during the COVID-19 period. People tried different
recipes during this period; 80% of our participants agreed to try different quarantine recipes.
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Food choice in quarantine also changed. Respondents were asked to rank their food
group preferences during the quarantine period by seven-scale Likert answer choices. The
fruit and vegetable groups were in the first line, and frozen food was last.

During the purchasing process, price, shelf life, taste, nutritional value, and hygiene
are essential criteria that play an essential role in food shopping [36,37]. In our study,
the highest score was hygienic concerns, and the least concern was the price. This also
correlated with the fact that the biggest fear during the COVID-19 pandemic was being
contaminated through the environment, especially food and food packaging.

Hygiene was the biggest concern during purchasing and after purchasing when storing
the foods in the kitchen. In our study, we asked people how they disinfect their food or food
packaging after shopping with the following alternative answers: just water, water with
detergent, disinfectant, leaving outside, water with vinegar, and finally “do not disinfect”.
Bulk purchasing during quarantine makes disinfection concerns and storing problems
as a critical issue to keep food products until the end of their shelf life. When we asked
consumers whether they know how to store their food products, 96% of them declared that
they were aware.

To understand how long they needed to store enough food to handle the pandemic, we
asked about their stock duration before and during the quarantine period and summarized
in Table 2. There is a share of participants whose food storage increased from 70% to 89%.
However, the most popular duration of stocking preference, namely 3–7 days, did not
change during the quarantine. In the other choices, 1–3 days decreased from 29% to 13%,
ten days stocking behavior increased from 15% to 22%, and finally 15 days of stocking
increased from 9% to 20%.

Table 2. Duration in days for storage of foods.

Before Quarantine During Quarantine

n % n %

I do not (consume immediately) 222 30 81 11
I do 522 70 663 89

Days
1–3 151 29 86 13
3–7 215 41 238 36
10 78 15 143 22
15 45 9 131 20
30 33 6 65 10

One of the most significant changes in shopping behavior during the COVID-19
quarantine period related to the method that individuals selected for shopping. Preferences
for online shopping increased by 42%. The frequency of an increase in online shopping
from zero times in the week to once a week increased by 17%.

The WHO [26,38] recommends that, if possible, payments should be conducted
through contactless technology. From this point, we asked consumers participated in
the survey about the methods they use for payment. The results showed us that people
listen to this advice. While 43% of the respondents chose contactless payments, 42% chose
credit cards, and 15% chose cash as the least preferred method of payment. With or without
cash, quarantine is an unexpected period for people and their budget [39]. A total of 56%
of consumers said that they exceeded their food expenditure budget during the COVID-19
quarantine period.

In quarantine, the subjects of how to buy, disinfect, or store, as well as what to eat,
became popular among consumers. To understand the consumers’ preference of food
groups, we asked them to rank six different food groups to compare before and during the
quarantine and summarized the answers in Table 3.
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Table 3. Food group preferences for cooking.

Food Groups Before Pandemic During Quarantine % Change

Mean Mean

Snacks 3.44 3.31 3.78
Vegetable dishes 2.73 2.63 3.66

Pastry 3.14 2.79 11.15
Meat dishes 2.92 2.88 1.37

Dishes made with
olive oil 3.06 3.09 −0.98

Dessert 3.05 2.96 2.95

The most significant increase in food type was pastry products, with an increase of
11%, followed by snacks and vegetable dishes. When we compare foods with demographic
variables for married couples in the cross tables, meat dishes were the most common ones
before the quarantine. However, the most common ones became pastry products during
the quarantine.

Consumers use different resources while cooking. When we asked respondents about
how they find their recipes, the majority (31%) answered that they use recipe websites and
smart phone applications which shown as Figure 1.
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After descriptive statistics, we conducted the Mann–Whitney U test to examine if there
was any relationship between BMI and emotions during the quarantine period. For all three
variables, our significance value (p) was less than 0.05. We rejected the null hypothesis:
weight, height, and BMI significantly changed emotional status.

In the Mann–Whitney U test, we tested demographic variables with food groups.
H2 was rejected. Age became statistically significant with other food groups such as dry
food, meat dishes, and snacks. Marital status and household income became statistically
significant with dry food and snacks. Gender became statistically significant with dry food
and snacks.

For the second group, in the Mann Whitney U test, we tested demographic variables
with food purchasing criteria. Age and marital status became statistically significant with
the price. The level of education and household income became statistically significant
with nutritional value information.

To understand differences between before quarantine and during the quarantine
period, our third group hypothesis was investigated.
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We used Wilcoxon signed ranks test for the preferences of snacks, vegetable dishes,
pastry, and dessert groups, which were different before and during the quarantine, and
during the quarantine, firstly bakery products and then snack groups were preferred.

Our fourth hypothesis aimed to test the differences existing between emotions during
quarantine and the frequency of eating during the day. A chi-square test was conducted and
showed that there is a significant difference between eating frequency and emotional status
(p = 0.002). That is, when one was unhappy, they had a greater intent to eat more often.

Finally, we estimated the ordered probit model to understand consumer behavior
changes for those six different food groups during the COVID-19 period. The logic behind
specifying the ordered models by food groups represents the variables with interaction by
quarantine period, a dummy.

4.1. Snack Group

As per Table 4, For snack group, statistically significant variables were age, education,
income, household size, number of people above 65, and quarantine. The Likert scale
used ranged from 1 (most preferred) to 6 (least preferred) in food groups. Age (p = 0.022),
education (p = 0.002), income (p = 0.007), and number of people which aged “65 years and
older” in a household (p = 0.015) had negative relationship with snacks consumption. The
older the consumer, the more the snacks were preferred.

Table 4. Snack preference correlations with sociodemographic characteristics.

Coefficient Std. Error Z p-Value

Female _qrn 0.091 0.100 0.907 0.363
Age_qrn 0.074 0.032 2.290 0.022

Weight_qrn 0.000 0.002 0.375 0.707
Education _qrn 0.152 0.050 2.989 0.002

Income_qrn 0.123 0.046 2.677 0.007
#Household_qrn −0.081 0.034 −2.379 0.017

Elderhousehold_qrn 0.274 0.113 2.416 0.015
Quarantine −1.015 0.338 −3.000 0.002

Mean dependent var 3.375 S.D. dependent var 1.783

Log-likelihood −3094.377 Akaike criterion 6214.755
Schwarz criterion 6286.066 Hannan–Quinn 6241.092

Number of cases ‘correctly predicted’ = 449 (25.2%). Likelihood ratio test Chi2 (8) = 61.7582 [0.0000].

4.2. Vegetable Dishes

For vegetable dishes, only income and household size were statistically significant
as per Table 5; when income (p = 0.03) increased, the consumption of vegetable dishes
increased. The size of the household (p = 0.003) had a negative relationship with vegetable
dishes. We can link these two variables with a considerable increase in fruit and vegetable
prices during the COVID-19 period. More people in the house leads to greater consumption
of fruits and vegetables, but the price of the products and the logistic problems of fresh fruits
and vegetables in the beginning of the pandemic did not allow them to consume enough.

4.3. Bakery Products

As per Table 6, for bakery group females (p = 0.001) consumed more bakery products
during quarantine. As the weight (p = 0.0107) of the consumer increased, they were more
likely to consume bakery products; controversially, when the size of the household (p = 0.00)
increased, less bakery products were consumed.
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Table 5. Vegetable dishes’ preference correlations with sociodemographic characteristics.

Coefficient Std. Error Z p-Value

Female _qrn −0.163 0.100 −1.630 0.103
Age_qrn −0.031 0.032 −0.952 0.341

Weight_qrn 0.001 0.002 0.667 0.504
Education_qrn −0.011 0.051 −0.215 0.829

Income_qrn −0.098 0.046 −2.131 0.033
#Household_qrn 0.100 0.034 2.886 0.003

Elderhousehold_qrn 0.060 0.113 0.534 0.593
Quarantine −0.092 0.339 −0.274 0.784

Mean dependent var 2.681 S.D. dependent var 1.646

Log-likelihood −2951.888 Akaike criterion 5929.776
Schwarz criterion 6001.087 Hannan–Quinn 5956.113

Number of cases ‘correctly predicted’ = 570 (32.0%). Likelihood ratio test: Chi2 (8) = 23.9215 [0.0024].

Table 6. Bakery preference correlations with sociodemographic characteristics.

Coefficient Std. Error z p-Value

Female_qrn −0.236 0.101 −2.329 0.019
Age_qrn −0.009 0.032 −0.298 0.765

Weight_qrn −0.007 0.002 −2.553 0.011
Education_qrn 0.049 0.050 0.969 0.332

Income_qrn 0.048 0.045 1.052 0.292
#Household_qrn −0.127 0.0343 −3.719 0.0002

Elderhousehold_qrn 0.145 0.112 1.295 0.1952
Quarantine 0.554 0.341 1.623 0.1045

Mean dependent var 2.968 S.D. dependent var 1.722327

Log-likelihood −3049.968 Akaike criterion 6125.937
Schwarz criterion 6197.248 Hannan–Quinn 6152.274

Number of cases ‘correctly predicted’ = 484 (27.2%). Likelihood ratio test: Chi2(8) = 48.4002 [0.0000].

4.4. Meat Dishes

For meat dishes as per Table 7 none of our variables were statistically significant
in the ordered probit model with p < 0.05. However, when we change and tested with
a 90% confidence interval, only income had a positive impact on the consumption of
meat products.

Table 7. Meat dishes’ preference correlations with sociodemographic characteristics.

Coefficient Std. Error z p-Value

Female_qrn 0.112 0.1002 1.117 0.2640
Age_qrn −0.0442 0.03222 −1.374 0.1696

Weight_qrn −0.0022 0.00252 −0.8414 0.4001
Education_qrn 0.0192 0.0503769 0.3914 0.6955

Income_qrn −0.0802 0.045 −1.749 0.0803 *
#Household_qrn 0.034 0.034 1.010 0.3127

Elderhousehold_qrn 0.029 0.111 0.2661 0.7901
quarantine 0.077 0.336 0.2317 0.8168

Mean dependent var 2.900 S.D. dependent var 1.690

Log-likelihood −3030.698 Akaike criterion 6087.395
Schwarz criterion 6158.707 Hannan–Quinn 6113.733

* Number of cases ‘correctly predicted’ = 451 (25.3%). Likelihood ratio test: Chi2(8) = 16.3185 [0.0380].
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4.5. Dishes with Olive Oil

As per Table 8, age (p = 0.009) has a positive correlation with consumption of dishes
with olive oil (A.5). When consumers got older, they consumed more dishes with olive
oil. On the other hand, as the number of people in the household increased (p = 0.017), the
consumption of dishes with olive oil decreased.

Table 8. Dishes with olive oil preference correlations with sociodemographic characteristics.

Coefficient Std. Error z p-Value

Female_qrn −0.144 0.099 −1.453 0.146
Age_qrn −0.084 0.032 −2.600 0.009

Weight_qrn 0.000 0.002 0.09631 0.9233
Education_qrn 0.041 0.050 0.8270 0.4082

Income_qrn −0.009 0.045 −0.2034 0.8388
#Household_qrn 0.080 0.034 2.375 0.0176

Elderhousehold_qrn 0.118 0.112 1.056 0.2908
Quarantine −0.129 0.334 −0.3862 0.6993

Mean dependent var 3.072 S.D. dependent var 1.718
Log-likelihood −3101.775 Akaike criterion 6229.550

Schwarz criterion 6300.861 Hannan–Quinn 6255.887
Number of cases ‘correctly predicted’ = 414 (23.2%). Likelihood ratio test: Chi2(8) = 19.3231 [0.0132].

4.6. Dessert

Finally, the dessert consumption model explained in Table 9, said that females (p = 0.05)
tended to consume more dessert; moreover, when people got older (p = 0.0002), they
tended to consume less dessert (A.6). Education (p = 0.0263) and income (p = 0.0029)
also had a negative impact on dessert consumption. However, as the number of people
in the household (p = 0.005) increased, they were more likely to consume dessert in the
quarantine period.

Table 9. Dessert preference correlations with sociodemographic characteristics.

Coefficient Std. Error z p-Value

Female_qrn −0.197 0.101467 −1.946 0.0517
Age_qrn 0.123 0.0326310 3.761 0.0002

Weight_qrn −0.004 0.00263265 −1.476 0.1398
Education_qrn 0.113 0.051 2.222 0.0263

Income_qrn 0.138 0.046 2.983 0.0029
#Household_qrn −0.095 0.034 −2.775 0.0055

Elderhousehold_qrn 0.184 0.112 1.640 0.1009
Quarantine −0.375 0.342 −1.097 0.2727

Mean dependent var 3.006 S.D. dependent var 1.767

Log-likelihood −3032.771 Akaike criterion 6091.542
Schwarz criterion 6162.853 Hannan–Quinn 6117.879

Number of cases ‘correctly predicted’ = 515 (28.9%). Likelihood ratio testChi2 (8) = 83.7282 [0.0000].

5. Conclusions

This study investigated the changes in food consumption preferences that occurred
during the COVID-19 quarantine period in Turkey. The food consumption preferences
were comparable between the pre-pandemic and during the pandemic period, considering
demographic characteristics. As a stress factor, COVID-19 triggers the emotional status of
consumers and then leads to changes in the frequencies of meals. Consumers with different
BMI ranges showed different food preferences during the pandemic.
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The data received during the COVID-19 period showed that consumers changed
their preferences for food products, shopping, storing, disinfecting, and even cooking of
food. This is consistent with previous findings showing that consumers changed their
consumption frequency during the pandemic compared with before [40,41].

Online shopping, reduced interactions among people, credit cards or contactless pay-
ment instead of cash, distancing, and disinfection were the significant factors to avoid being
infected by the virus during the quarantine period in Turkey. The findings indicate that
a greater number of families followed doctors’ specific recommendations and consumed
more fruits and vegetables during the quarantine to increase their immune function. How-
ever, human beings could not avoid sugar consumption owing to its endorphin effect, and
they consumed more pastry products to improve their mood in the quarantine. There are
additional findings from other surveys that observed an increased consumption of pastries
during the lockdown [42,43]. However, they still did not forget their budget constraints,
reflected in the rising share of discount markets in their supermarket product mix.

As a result, during the lockdown, consumers’ behaviors changed, trying to minimize
the risk of being infected. Therefore, the supply-side, including supermarkets and other on-
line delivery services, adapted its approach by creating new solutions to fit consumers’ new
shopping demands. These responses included contactless delivery, new online platforms,
and an extended service area.

Some brands have adapted their online platform in the quarantine period, which
resulted in a significant rise in their traffic. These findings of food purchasing and consump-
tion during the pandemic period align with the new regular life routine’s soft adoption
in this unexpected period in terms of the food supply chain. Even in the peak days of
the COVID-19 period, great food retailers stayed open and could provide enough food
to consumers, which was the main factor to avoid a panic food demand of consumers
in Turkey.
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32. Ministry of Health. COVID-19 (Yeni Koronavirüs Hastalığı) Nedir? 2020. Available online: https://covid19bilgi.saglik.gov.tr/tr/
covid-19-yeni-koronavirus-hastaligi-nedir (accessed on 12 August 2020).

33. Noordenbos, G. Recovery from Eating Disorders: A Guide for Clinicians and Their Clients; Wiley-Blackwell: Hoboken, NJ, USA, 2013;
ISBN 978-1-118-46918-7.

34. Michels, N.; Sioen, I.; Ruige, J.; De Henauw, S. Children’s psychosocial stress and emotional eating: A role for leptin? Int. J. Eat.
Disord. 2017, 50, 471–480. [CrossRef] [PubMed]

35. Shepherd, R.; Raats, M. (Eds.) The Psychology of Food Choice; CABI: Wallingford, UK, 2006.

https://www.ipsos.com/sites/default/files/ct/publication/documents/2020-04/ipsos-coronavirus-behavior-change.pdf
https://www.ipsos.com/sites/default/files/ct/publication/documents/2020-04/ipsos-coronavirus-behavior-change.pdf
http://doi.org/10.1038/s41430-020-0634-3
https://www.ipsos.com/sites/default/files/impactcoronavirus-on-brands-24mar20-final.pdf
https://www.ipsos.com/sites/default/files/impactcoronavirus-on-brands-24mar20-final.pdf
https://digitalagencynetwork.com/westwin-research-shows-consumer-behavior-changes-as-a-result-of-covid-19/
https://thecounter.org/panic-buying-food-covid-19-coronavirus/
https://thecounter.org/panic-buying-food-covid-19-coronavirus/
http://doi.org/10.3386/w26949
https://www.nielsen.com/uk/en/insights/article/2020/covid-19-uk-quarantine-living-preparations-lead-massive-spike-fmcg-sales/
https://www.nielsen.com/uk/en/insights/article/2020/covid-19-uk-quarantine-living-preparations-lead-massive-spike-fmcg-sales/
https://www.nielsen.com/us/en/insights/article/2020/while-still-in-lockdown-many-europeans-expect-the-impact-of-covid-19-to-last-another-year/
https://www.nielsen.com/us/en/insights/article/2020/while-still-in-lockdown-many-europeans-expect-the-impact-of-covid-19-to-last-another-year/
https://www.wsj.com/articles/can-target-fix-its-grocery-business-1471205046
https://www.wsj.com/articles/can-target-fix-its-grocery-business-1471205046
https://beyond.istanbul/t%C3%BCrkiyenin-s%C3%BCpermarket-co%C4%9Frafyas%C4%B1-be94d3ce8fd8
https://beyond.istanbul/t%C3%BCrkiyenin-s%C3%BCpermarket-co%C4%9Frafyas%C4%B1-be94d3ce8fd8
https://www.ipsos.com/tr-tr/hanelerin-12si-10-nisan-aksami-sokaga-alisveris-icin-cikti
https://www.ipsos.com/tr-tr/hanelerin-12si-10-nisan-aksami-sokaga-alisveris-icin-cikti
https://www.mckinsey.com/business-functions/marketing-and-sales/ourinsights/survey-turkish-consumer-sentiment-during-the-coronavirus-crisis
https://www.mckinsey.com/business-functions/marketing-and-sales/ourinsights/survey-turkish-consumer-sentiment-during-the-coronavirus-crisis
https://www.ipsos.com/tr-tr/hafta-sonu-sokaga-cikma-yasagi-cuma-gunleri-alisverisi-etkiliyor
https://www.ipsos.com/tr-tr/hafta-sonu-sokaga-cikma-yasagi-cuma-gunleri-alisverisi-etkiliyor
https://www.ipsos.com/tr-tr/dondurma-bir-onceki-haftaya-gore-en-yuksek-buyuyen-kategori-oldu
https://www.ipsos.com/tr-tr/dondurma-bir-onceki-haftaya-gore-en-yuksek-buyuyen-kategori-oldu
https://www.who.int/dg/speeches/detail/who-director-general-s-remarks-at-the-media-briefing-on-2019-ncov-on-11-february-2020
https://www.who.int/dg/speeches/detail/who-director-general-s-remarks-at-the-media-briefing-on-2019-ncov-on-11-february-2020
http://doi.org/10.1016/0021-9681(72)90027-6
https://www.bigcommerce.com/blog/covid-19-ecommerce/#product-categories-shifting-during-covid-19
https://www.bigcommerce.com/blog/covid-19-ecommerce/#product-categories-shifting-during-covid-19
https://eric.ed.gov/?id=ED501717
http://doi.org/10.29115/SP-2019-0001
https://covid19bilgi.saglik.gov.tr/tr/covid-19-yeni-koronavirus-hastaligi-nedir
https://covid19bilgi.saglik.gov.tr/tr/covid-19-yeni-koronavirus-hastaligi-nedir
http://doi.org/10.1002/eat.22593
http://www.ncbi.nlm.nih.gov/pubmed/27441953


Sustainability 2022, 14, 1975 12 of 12

36. Hadjer, T.; Djamila, B. Predicting purchasing behavior of green food in Algerian context. EuroMed J. Bus. 2020, 15, 1–21. [CrossRef]
37. Paolantonio, L.; Kim, S.Y.; Ramirez, J.; Roberts-Eversley, N.; Li, Y.; Melnic, I.; Wu, M.; Jutagir, P. İkinci Sokağa Çıkma Yasağı
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