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Synopsis 

⚫ Changes in the nature of work, consumption, and social life during the pandemic period 
are analyzed using original survey data. 

⚫ It is evident that there has been a reduction in participation in social activities. 

⚫ Survey results indicate the people of Myanmar have adapted to the “new normal” 
patterns of life. 

⚫ The pandemic stimulated consumers’ transition to digital commerce. 

 
The COVID-19 pandemic has spread around the world and people have suffered from 

socio-economic disruptions including health, education, trading, investment, production, 
employment, and government finance. At the same time, government and stakeholders have 
implemented measures to mitigate inevitable economic impact with the supports of domestic 
and international organizations. The livelihoods of people in Myanmar have been unavoidably 
affected by risks and uncertainty due to the pandemic. Obviously, people in urban areas have 
changed their daily lifestyles, particularly in work and consumption. Thus, investigation of the 
impact of COVID-19 is essential to assist the establishment of policy measures and 
coordination among ministries, stakeholders, and local communities for the near future. To 
analyze how consumption behavior has changed, this study investigated the changing nature 
of work and life during the pandemic period. The descriptive analysis method was applied, 
and the primary data were collected using a structured online questionnaire survey of 398 
respondents who are current students and alumni of Yangon University of Economics. The 
survey period was from 2 to 9 September 2020. 

According to results of the survey, which covered changes in the nature of work and 
income, the nature of about 28% of respondents’ work has remained unchanged. For the 
remaining respondents, the nature of their work has changed, such as reducing their working 
days/hours, working from home (WFH), moving to another job, and some respondents 
indicated their jobs had been terminated. Although about 57% of respondents have 
experienced no change in their income, the remaining 43 % have experienced some change 
as an impact of COVID-19. Regarding “Spending on Household Equipment” during the 
pandemic, spending on domestic appliances (e.g., air conditioner, durable goods, and 
entertainment devices) has increased almost by 67% and the use of personal 
computer/laptop due to WFH increased.  

The majority of people in Myanmar, especially in the Yangon region avoided going out 
for meals due to fear of contracting COVID-19. The results revealed that a total of 89.9 % of 
respondents indicated they consumed more home-cooked meals. It is found that the use of 
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food delivery service is increased and people are relying more on digital commerce. About 
23.6% of respondents indicated they purchased food for themselves only. Some respondents 
(26.1%) purchased delivery food. Respondents’ consumption spending on food and beverages 
has slightly changed. Most indicated that total monthly expenditure on food, especially on 
rice, cooking oil, and basic food items like sugar, salt, etc., are not changed. However, the 
consumption of some food items such as snacks, instant food, and fruit has increased, 
especially by those aged between 18 to 30. However, for respondents aged 50 and above, 
consumption of such items has slightly declined about 32% out of total food consumption. A 
total of 30% of respondents indicated their spending on vegetables and fruits has increased. 

As people need to increase their communication if they are in lockdown, the use of 
mobile phone/handset increased by 27% and the results reveal a 57% cumulative increase in 
spending on mobile phone lines during the pandemic period. About 72% of respondents 
increased their spending on internet services and social media. Consumers have also adopted 
new technologies. The obvious example is Zoom video services for online meetings and e-
learning. 

In terms of personal care products, about 85% of respondents spent more of their 
income on such products than before the pandemic. A total of 76% of respondents indicated 
that their use of sanitizers has increased. The global hand sanitizer market is projected to 
grow during this period. The growing demand for wellness and health products and a rising 
rate of diseases is said to have increased the demand for hand sanitizer. In addition, many 
respondents indicated they use health care products more than the past, especially 
medicines, masks, and gloves to protect against infection. This study found that 64% and 86% 
of respondents increased spending on gloves and masks, respectively. Many people in the 
community wear face masks and gloves in an attempt to protect themselves against COVID-
19. Approximately 60% of respondents increased their spending on pharmaceutical products, 
vitamins, and herbal medicine. Respondents are consuming more vitamins to increase 
immunity to COVID-19 and to reduce the risk of contracting the virus. About 49% respondents 
indicated they had reduced their visits to clinics due to the fear of being infected and only 
visiting clinics in cases of emergency. Demand for online consultations (tele-consultations) 
with doctors has increased since the first wave of COVID-19. 

Regarding social behavior, most respondents decreased their participation in social 
activities by 76–100%. Specifically, sporting activities at gyms, stadiums, swimming pools, and 
golf clubs decreased most significantly due to precautions to prevent the spread of COVID-19 
and the government’s “stay at home” announcement. There has also been a noticeable 
reduction in visiting public areas and entertainment, as well as participating in social 
occasions (wedding, donation, birthday party, reception, etc.). The smallest reduction has 
been in visiting shopping centers, supermarkets. Public areas such as pagoda, parks, and 
karaoke are closed to avoid crowds gathering. Purchasing food to take away is allowed for 
teashops, restaurants, and snack shops. As expected, online grocery shopping has increased 
due to lockdowns and a general hesitation to visit large and often busy supermarkets. 
Respondents were familiar with social distancing and recognized that social behavior has 
completely changed to the “new normal” pattern. This situation is expected to continue in 
the future until COVID-19 can be effectively dealt with and overcome. Due to the spread of 
COVID-19, countries are taking actions such as self-quarantine and the temporary closing of 
businesses and markets and normal food-related purchasing and consumption practices have 
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been affected.  
In general, consumer priorities have become centered on basic needs and most people 

are trying to re-evaluate on their consumption of food to achieve healthier lifestyles to 
overcome COVID-19. Hence, people have become markedly more conscious about their 
eating habits. Some people are eating more healthily to boost their immunity and having 
more balanced meals. Even though the public health care system in Myanmar seems to have 
some control over the spread of the disease, community engagement plays a key role in 
controlling the virus. It is apparent that involvement of communities in activities such as 
sharing updated information and knowledge on preventive measures for COVID-19, 
supporting the required equipment and supplies for quarantine centers and other areas, 
tracing those who become infected, building community confidence and psychological 
wellbeing, and so on have occurred during the outbreak in Myanmar. 

 
Figures 
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