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DOES CONSUMER BEHAVIOUR SHIFT DURING THE INITIAL & POST COVID-19 WAVE? AN ANALYSIS 
OVER SECTORS 

 
Mahima Yadav 

PhD Scholar, Department of Commerce, University of Delhi, Delhi 
 
Abstract 

The recent crisis of the Covid-19 pandemic has brought about a drastic change in the consumers' perspective. The paper aims 
to evaluate the different phases of the consumer and marketers' behaviour from the beginning of the pandemic to the unlocking of the 
1st Wave. The author analyses the consumer behaviour at each phase. The study commenced with a documentation-learning to collect 
data. In the next stage of the research, the collected data was processed, and the information was organized and interpreted. Content 
analysis of the doctrine, databases, and Internet sources was the basis of the documentation. The study provides a succinct overview of 
our subject, customer and marketer behaviour changes by the effect of Covid-19. The study will aid business professionals and 
scholars respond to the recent shift in customer behaviour. As understanding customer behaviour is a priority of the stakeholders in the 
market, the study can be used by industries to come up with ideas about how to better reach customers beyond the Covid-19 outbreak.  
 
Keywords: Consumer Behaviour, Covid-19, Marketing Strategy, Impact, Buying Behaviour. 
 
1. Introduction 

It is seen that consumer behaviour initially changes as an economic crisis begins, but as soon it starts settling, it becomes 
more coherent and economical, but also the expectations rise as well as the demands (Amalia, 2009). Let us take a simple analogy. 
The demonetization in 2016 made people switch to digital transactions, and the word ‘cashless economy’ was also encouraged. Many 
companies, including PhonePe and Paytm, benefited from it but also the ecosystem soon evolved (in the form of UPI and BHIM), 
leading to growth in digital payments.  

 
Due to the prevailing economic and social repercussions of the crisis, unemployment, inflation, diminishing income sources, 

and reduced purchasing power was the cause of significant behavioural changes. As we know, during the recession, consumers 
become more cautious about spending and depend on their limited income for unlimited needs. They will tend to invest in better 
alternatives due to a shrinking risk appetite in a crucial period. As a result of lockdown, most consumers have shifted towards 
digitalization, considering the lower risks associated with it. Consumer loyalty was also challenged as it altered the tendency to store 
products. The panic that appeared in the initial stages was replaced by the need to adapt to the new normality. Within the study, the 
author will also examine consumer behaviour that was exhibited during the past pandemics. Through a thorough review of a vast body 
of literature, this research paper provides a concise overview of the consumer behaviour which existed throughout the pandemic.  

 
The study focuses on assessing the transition of consumer behaviour and change in the brand's marketing/advertising 

strategies across three phases; Initial, During, and After the unlock of 1st Wave. The aim is to provide the readers with the associated 
factors that triggered changes in consumer behaviours which have further influenced public sentiment, consumer attitudes and 
consumer decision-making. Consumers across the globe are looking at what to engage in through a brand new lens. The paper also 
highlights the trend of a new normal or new focus. Whether consumers will resume living in a sharing economy like they used to do in 
the pre-Covid era? or will they shift to owning an economy due to fear of infection, and in a way, digitalization has modified the 
behaviour of people? The underlying objective of the paper is to address the key research questions (1) What is the trend in consumer 
behaviour around the world amidst the Covid-19 pandemic? (2) How is consumer behaviour changing across different stages of 
pandemic and different sectors? (3) What is the marketer's communication strategy during pandemic? 
 
2. Research methodology 

In terms of the research methodology, the study commenced with a documentation-learning to collect data. In the next stage 
of the research, the author processed the acquired data, organized the information, and interpreted it. The author looked into articles 
from the varied peer-reviewed journal published in English and analyzed secondary data that was available, since the beginning of 
January 2020, from when the literature search was performed and the crisis accelerated. It is based on industry articles published in all 
fields to be as comprehensive as possible. Content analysis of the doctrine, databases, and Internet sources was the basis of the 
documentation. The data is then distributed industry-wise and stages, initial, during and after Covid-19 1st Wave, to gain insights.  
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3. Recent trends in consumer behaviour around the world amidst the Covid-19 pandemic 
3.1 Impact on shopping behaviour 

Product shortages were the most common problem shoppers faced at the start of the pandemic, with 79 per cent reporting 
shortages of any kind the week of March 24, as shown in graph 1. Although the effect has decreased dramatically due to supply chain 
changes, adapting to new levels of demand, and less panic buying, customers are still experiencing outages, with 42 per cent 
experiencing in the last few months.  
 
Graph 1- Experiencing product shortages at stores  

 
Source: Numerator Covid Sentiment Survey 
 

Since March, stock-up habits have stayed in the 30 per cent range, with many customers opting to keep extra supplies on 
hand despite experiencing shortages at the start of the pandemic. Although store openings in March and April caused certain 
customers to shop at new stores or postpone non-essential sales or facilities, this effect faded as regions reopened and adjusted to new 
operating procedures. Graph 2 depicts that consumers' willingness to substitute in-store shopping trips with online purchases has not 
decreased since the pandemic; in reality, it has improved.  
 
Graph 2- Online purchases given the consumer usually shops in stores 

 
Source: Numerator Covid Sentiment Survey 
 
3.2 Online switch is significant and sustained 

Between March and December 2020, approximately 8 per cent of shoppers placed online orders for distribution, and 5 per 
cent placed online orders for in-store or curbside collections, as shown in graph 3. Online sites drew the most first-time customers in 
the spring, but they have managed to draw first-time and recent-first-time customers during the pandemic.  
Graph 3- Shoppers who made online pickup purchase in the past week/month 
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Source: Numerator Covid Sentiment Survey 
 

As shown in graph 4, about one-third of click and collect customers (those who ordered online for curbside or in-store 
pickup) used the app for the first time or the first time in six months between March and June. These figures have been closer to one in 
four or five since July. Standard ship-to-home online shopping has seen lower first-timers due to higher average penetration before the 
pandemic. Still, the site has seen a reasonably steady rate of first-time or first-time users since March, hovering at about 10 per cent.  
Graph 4- Shoppers who made online delivery in the past week/month 

 
Source: Numerator Covid Sentiment Survey 
 
3.3 Behaviour-Transient or permanent?  

As shown in graph 5, about half of customers claim they bake, prepare, and eat food and beverages at home more often now 
than they did before Covid. Around a fifth of people believe these habits will occur until the pandemic is over. During the pandemic, 7 
per cent of customers visit bars and restaurants less often or not at all, while per cent order takeout or delivery more frequently. As 
shown in graph 6, post-Covid, the habit's motives are divided: 32 per cent aim to make up for the lost time by going to bars and 
restaurants more often than before, while 23 per cent hope to go less. 18 per cent believe they will order takeout and delivery more 
often after Covid, while 19 per cent believe they will use the service less.  
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Graph 5- During Covid vs pre-Covid behaviour 

 
Source: Numerator Covid Sentiment Survey 
 

Regarding buying, 55 per cent are making more internet orders than before Covid, while 50 per cent are shopping in stores 
less often. After months of tempered engagement, 22 per cent plan to sustain a higher level of online shopping, while 28 per cent 
expect to increase their frequency of in-store shopping.  

 
Graph 6- Expectations for post-Covid vs pre-Covid behaviour 

 
Source: Numerator Covid Sentiment Survey 
 

The magnitude of these shifts cannot be ignored, as they mean that nearly five times as many consumers have adopted 
digital-first habits at restaurants, four times as many have adopted digital-first habits when shopping for retail products and almost six 
times as many consumers have shifted to digital when shopping for groceries than had in March. 

 
79 per cent is unlikely to return to their old ways of purchasing because they have acclimated to their new digital lifestyles. 

Consumers have embraced digital-first lifestyles nine months into the pandemic. The research indicated that those who plan to get 
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vaccinated are less likely to return to their old ways of making day-to-day transactions. Of the 54.7 per cent of respondents who are at 
least slightly likely to get vaccinated and who increased their shopping through mobile devices, only 21 per cent plan to revert to how 
they shopped before. 

 
Consumers are developing a more pessimistic outlook regarding how long they expect the pandemic to last, given the spikes 

in cases and the ambiguity about when vaccines will have wide availability. As the information on vaccine availability and 
effectiveness changes, so will the perceptions of these consumers. 

 
4. Consumer behaviour across different stages in different sectors   
4.1 Agriculture and food sector 
Initial stage 

The majority of consumers are unconcerned about the production of the food on their tables. However, amid the global pande
mic, fears about food safety attracted attention, and awareness among consumers soared.  
 
A. Preference to cook at homes  

Nearly 90 per cent of a representative group of 2000 adults surveyed by Restorick (2020) have modified their cooking and 
eating patterns after the national lockout was imposed. Spending more time cooking with family or neighbours (47 per cent), loving 
cooking at home (44 per cent), and sharing virtual meals over FaceTime, Gmeet, Skype and other platforms were among the shifts (40 
per cent). The above trend demonstrated the change in behaviour among the people. Consumers initially started preferring to cook by 
themselves itself instead of ordering takeout.  
 
B. Impact on Dairy farmers 

Meanwhile, poultry farmers were also severely affected due to misinformation on social media, i.e., chickens were carriers of 
the Covid-19 virus. Many people also reduced their dairy/egg intake during the lockdown period. In certain places, the price of live 
poultry birds tanked to as low as ₹10-30 per kg, especially during 1st week of lockdown when the poultry farmers were not prepared 
for such a unique case of market disconnection (Singh, 2020). People chose not to engage in any eating behaviours that led to the 
spread of the virus. Thus, they trusted every piece of information they encountered. 
 
C. The rise in immunity-boosting products and dietary supplements 

Consumers in the pre-pandemic period consumed food and dietary supplements to boost their immune systems. However, 
during the first few weeks of the pandemic in March 2020, with rising levels of concern about the crisis, this pattern saw a significant 
rise, leading to an increase in the purchasing of such goods with immunological benefits (Afaqs, 2020). E-commerce platform Snap 
deal informed that one-third of its users were now buying safety and immunity-centred food and products (India Retailing, 2020).  
 

In response to these, brands like Amul took the first tier advantage and launched an entire immunity line, with Haldi ice 
cream and its Immuno chakra ice cream with turmeric, ginger and tulsi (Gupta, 2020). Mother Dairy has also released turmeric milk 
packs, ITC has an immunity juice line, and Dabur's Chyawanprash has seen a significant increase in sales (The Print, 2020). 
Additionally, already-existing products such as tea brands and water purifiers are being repurposed with an immunity perspective. ITC 
has partnered with healthcare brand Amway to launch its B Natural+ range of juices to boost immunity (Bahadur, 2020).  
 
During Stage 
A. Trend of immunity-boosting products continued to rise  

During Covid, Google Trends (2020) data shows a roughly 500 per cent rise in searches for immunity in food and drink 
globally by week. According to Poinski (2020), almost one in five shoppers started making concerning eating habits. In 2021, 
immunity-boosting items such as spices like ginger and turmeric, as well as dietary supplements like vitamin C, D, and zinc, remained 
a common household trend, indicating the tendency to eat healthily and boost was not just a fad. 
 
B. Mindfulness about the social, economic, and ecological importance of food  

During the 8-week quarantine, more than half of the 1,005 men and women over the age of 18 had a change of heart 
regarding the value of food production on the social, economic, and ecological levels. Specific consumers started to rethink their 
attitudes about food (57 per cent). They increased attempts to waste less food than would ordinarily be the case (approximately 48 per 
cent) due to movement restrictions and concerns about the cost of many goods (Askew, 2020). MoreoverGrGrant'surveyey of over 
3000 consumers in 15 countries found that more than two-thirds of those polled were concerned about food waste during the 
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implementation of stay-at-home orders. (Grant,2020). The awareness to prevent wasting food was mainly due to a decrease in the 
consumer's income and the need to avoid going out unnecessarily. 
 
C. Increase in online shopping for groceries instead of the traditional out-of-home food shopping 

According to DeBroff (2020), 70 per cent of consumers minimized their level of out-of-home food shopping in favour of 
online shopping. There has been a rise in online grocery shopping by 100 per cent since the lockdown era began (Adobe Analytics, 
2020). This was due in part to travel limits, which reduced in-store shopping and resulted in a strong desire to buy online. The reason 
for such behaviour change was mainly due to lockdown restrictions and the consumer's fear of contracting the virus if they went out 
into public places.  
 
Post Stage  
A. Rise in the online food distribution industry 

Sales in the global online food distribution industry increased by 27 per cent year over year, reaching $136.4 billion in 2020. 
The upward trend is expected to continue in the coming years, reaching $182.3 billion by 2024 (Ajot, 2020). This is because people 
with minimal to no dining choices switched to food delivery services during the 19 outbreaks, which increased the number of online 
food orders. Indian food delivery services Zomato and Swiggy reported their highest-ever dinnertime orders on December 31, which 
were nearly 60 per cent higher than the previous New Year’s Eve. This helped restaurants that had seen a decline in dine-in business 
due to covid-related curfews in several major states. The peak number of orders per minute was 4,254, resulting in a day's net sales 
value of Rs 75 crore. Swiggy's traffic increased during dinner time compared to the same day last year (The Economic Times, 2020). 
The pandemic led to a significant shift in consumer behaviour, thereby forcing consumers into using online delivery services to still 
enjoy restaurant food.  

 
This constrained trial brought about more consumers becoming comfortable with the service. This higher level of comfort 

will remain and reiterate into greater long-term use of food service delivery services. Online grocery shopping also gained popularity 
while managing to engage entirely new demographics. Some 10 per cent of baby boomers now say they would buy more groceries 
online once the pandemic is over— compared to 34 per cent of Gen Xs and 40 per cent of millennia (Saha, 2020). 
 
B. Continuation of regulation concerning safety and hygiene and technology (the new ally) of the food industry 

The pandemic has stimulated the adoption of technologies that had previously failed to gain traction. This includes virtual tip 
jars and mobile order-and-pay options, such as those offered by fast-food giants KFC, Burger King and Subway (Guszkowski, 2020). 
There is a clear need for food and beverage companies to integrate technology into their operations. The Coca-Cola Company is 
introducing a contactless fountain experience that can be used with smartphones (Arthur, 2020). Heineken used virtual reality to 
promote a new product: a cardboard topper for multipack beer that would replace millions of plastic cans (Askew, 2021). But the 
industry has already seen new AI-based technologies that help food companies better handle risk in their workforce. 
 
C. Environmental concerns surrounding agriculture and the production of nutritious and sustainable food 

Nearly 80 per cent of EU consumers consider environmental concerns surrounding agriculture and the production of 
nutritious and sustainable food to be essential factors in their purchasing decisions (Kurth, Walker & Subei, 2020). Consumers are 
becoming more conscious of this, with almost a quarter of all Americans now consuming more plant-based foods. Diverse food 
companies will likely capitalize on this trend as time goes on, creating significant opportunities for plant-based, nutritious, local, and 
even balanced DIY meals and items. For example, an Australian food company recently launched a new proprietary product line, 
including the country's first vegan ready-to-drink protein shakes (Coyne, 2021). People in the United States are going to cook more, 
with 71 per cent claiming they will do so after the pandemic is over (Hunter, 2021).  
 
D. Restaurants need to diversify their offering 

A whopping 35 per cent of people—10 per cent more than those who are fed up with cooking frequently—have found a 
newfound appreciation for the activity. Cooking at home saves money (67 per cent), allows for healthy eating (56 per cent), and helps 
people feel good about themselves (56 per cent), which all contribute to the growth of home cooks' ingenuity and comfort in the 
kitchen (Acosta, 2020). It means that the post-pandemic normal will likely change toward eating at home more frequently, whether by 
cooking or takeout and delivery. As a result, restaurants will likely continue to diversify their offerings, experimenting with food 
packages, DIY meal kits, and luxury in-home chef visit experiences as an alternative to high-end restaurant dining.  
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4.2 Health sector 
Initial Stage 
A. Significant decrease in both in-patient and out-patient footfalls 

Consumers have indicated a change in their health-care-seeking habits. Profit hospital chains and public hospitals saw a 
significant decrease in both in-patient and out-patient footfalls. ER visits were 42 per cent lower in March and April this year than at 
the same time last year (Hartnett et al., 2020). 

 
Consumers were concerned about the pandemic's effect on their health and finances, so they acted accordingly. As a result of 

Covid, they decided to change their healthcare spending. Furthermore, since hospitals are known to be hotspots for the coronavirus, 
people stopped visiting hospitals to avoid catching the virus.  

 
The following results were discovered after receiving responses from more than 400 respondents representing different ages, 

gender, and demographic groupings. The findings revealed that 94 per cent of respondents were worried about going to the hospital 
when it was under lockdown. According to over 65 per cent of individuals who had previously visited nursing homes, they preferred 
to go to large hospital chains since they were aware of how the Covid safety policy was implemented at these facilities (Deloitte, 
2020) CoConsumers'erceptionsns of protocol conformity are now being seen as influencing their choice of facility.  

 
B. Rise in telemedicine 

In most nations, the doctor-led approach to health care has been swept away in a single stroke. Patients who previously 
believed that the only way to access health care was to call their doctor and meet with them in person have discovered other options in 
just a few weeks. Physical appointments have decreased by 32 per cent the number of people using online consultations has increased 
threefold. During the crisis, there was a 502 per cent increase in online consultations from people over the age of 50, accounting for 12 
per cent of all consultations, compared to only 5 per cent in the previous year (Practo, 2020). The lockdown enforced, and the fear of 
catching the virus in hospitals were the reasons for such a rise in numbers. 

 
During 
A. The surge in Ayurveda 

Before Covid, the Ayurveda market grew at a rate of 15-20 per cent per year. Many businesses, large and small, have 
increased by 50-90 per cent during the Covid Period (Akhter, 2020). Dabur's e-commerce sector expanded by more than 200 per cent 
in the second quarter of FY20-21, up from 2 per cent a year ago. In the second quarter, the Ayurveda over-the-counter range grew by 
56 per cent, while the Ayurveda Ethical grew by over 26 per cent (Jul-Sep) (Paytm, 2020). People searched for healthier and natural 
ways to improve their immunity, which led to a boom in the Ayurveda market. Aside from these factors, the government's guidance 
increased market demand. 

 
B. Consumers were cutting off spending on health care and delaying treatments 

78 per cent of consumers said they would miss at least one appointment, such as a good visit, maintenance visit for a chronic 
condition, elective treatment, or prescribed lab test or screening. 22 per cent of all customers said they had either made or were 
planning to change their prescription spending. 42 per cent said they would invest more if they had more vital adherence, while 22 per 
cent said they would ‘stretch’ the drug they already had by missing doses. To save money, 9 per cent said they decided to stop taking 
their drugs entirely (PWC, 2020). Customers will look for more over-the-counter options or think twice about asking their doctor for a 
prescription. Consumers were delaying their treatments due to the pandemic.  

 
C. Embracing new healthy lifestyles 

Covid’s spreading and its effects have increased public understanding of health and well-being. In Italy, for example, about 4 
per cent of the population has given up smoking, with the majority sleeping for about nine hours a day. According to a recent survey 
in China, more people are emphasizing the importance of strengthening their immune systems through exercise and healthy eating. 
Almost a third (29 per cent) spent more money on fresh food before the crisis, while 26 per cent spent more on fresh food after the 
crisis than before (Puttaiah et al., 2020). 

 
Post covid 
A. Increase in downloads of fitness apps as well as demand for mental well-being services 

Most people are now more conscious and concentrated on their health and fitness. The number of people who use fitness 
apps online is expected to grow by 25 per cent year over year to 826 million in 2020 and one billion by 2024. Similarly, the number of 
people who use wearables is expected to rise by 26 per cent year over year to 441.5 million by 2020 (Ang, 2020). Many people have 
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been affected by stress linked to the fear of contracting Covid and changes to their everyday lives such as restricted movements, 
working from home, fear of job loss, and so on. Nonetheless, as people become more aware of the importance of mental health, 
demand for mental well-being services has increased. 

 
B. Strong grounds for optimism & vaccine scepticism 

49 per cent of Indian respondents would wait a while to get the vaccine, compared to around 64 per cent of the overall pool. 
51 per cent of Indian respondents would get the vaccine right away. During the pandemic, 84 per cent of Indian respondents changed 
their spending patterns. When vaccine timelines are released, 65 per cent of Indians will be more secure in their financial situation 
(NielsenIQ, 2020). It demonstrates consumers' reluctance to change their buying patterns immediately as the vaccine's implementation 
progressed. Vaccine scepticism may delay the restoration of normalcy and pre-pandemic economic stability worldwide. Still, India has 
shown early signs of a positive mood shift regarding vaccine acceptance and consumer spending relative to other countries.  

 
5. Marketing communication strategy & recommendation 
5.1 Marketing communication during Covid 

Almost every brand's contact messaging and marketing strategies have drastically changed due to the pandemic; every 
company has been impacted in some way and is attempting to engage in practices that can help them revive their business and rebuild 
customer trust.  
 
Graph 7– Consumers who convinced other people to stop using a brand they felt was not acting appropriately in response to the 
pandemic 

 
Source: Edelman Trust barometer (2020) 
 

As shown in graph 7, 83 per cent want to see brand marketing emphasizing empathy, kindness, and assistance in dealing with 
their problems. It was reassuring and calming for 65 per cent to hear from the brands they use on what they are doing in response to 
the pandemic. 60 per cent are turning more and more to brands they are sure about and can trust. Over a third of customers said they 
began using a new brand because of how creative or sympathetic it responded to a crisis. 65 per cent of people globally agree that how 
well a brand responds to this crisis would majorly affect my willingness to purchase the brand in the future.  
 

Table 1 depicts examples in which all brands evoked a feeling of trust, using keywords such as sanitize, Covid, mask, gloves, 
contactless, social distancing etc., in their communication and indulged in customer participation in combating pandemic stress and 
fear. The highlighted region shows the indulgence of the brand in building trust through their communication. 
 
Table 1- Examples of Global 500 Ranking brands brought a feeling of trust through their communication. 

BRAND COMMUNICATION TRUST KEYWORDS- Sanitise, Covid, 
Mask, gloves, contactless, 
social distancing etc. 

CUSTOMER 
PARTICIPATION 

Apple- ‘Creativity Goes On’     
Amazon- ‘The show must go on 
‘Rising to the challenge’ 

   

Coca-Cola- ‘The gift of presence over 
present’ ‘C O C A C O L A’ 
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Mercedes Benz- ‘Thanks to everyone 
giving their best’ 

   

McDonald’s-      

Facebook- ‘We're never lost if we can 
find each other.’ 

   

Netflix- ‘Salutes people behind the 
scene’ 

   

Starbucks 
#ReconnectWithStarbucks 

   

Bumble - Get Close, From Afar    
Heinz – ‘Heinz to Home’    
Toyota – “We Are Here For You”    
Adidas- “Ready for Sport”    
Google- “Go India”    
Dove- “Courage is Beautiful”    
Honda- “The Power of Something 
Greater" 

   

 
5.2 Recommendations 

 Participate and show up: The position of brands is critical. Now is not the time to vanish; instead, show up and make a 
difference with all your energy and creativity. 

 Do not take action alone: Collaboration is a powerful tool. To truly assist citizens during this crisis, it is necessary to join hands 
with others, notably governments and non-profit organizations. 

 Solve instead of selling: Brands should devote all of their resources to finding appropriate and practical solutions to the issues 
that people face today. 

 People are reassured by positive brand decisions and promises. Communicate with emotion, concern, and truth to educate, 
relax, and communicate with empathy. E.g., Snapchat compiled mental health services into a "Here for You" campaign to show 
that it cares for its teen and young adult audience. 

 Brands should raise concerns for the employees or workers. Consumers develop an optimistic image and build a repo with 
those brands. E.g., Swiggy announced an offer of a 4-day work week to all of its employees. Company asked its employees to 
decide the 4 days on which they would work and utilize the extra day to rest, take care of themselves, and take care of their 
family and friends (Business Standard News, 2020). 
 

6. Conclusion 
The paper suggests that marketing lessons learned during the crisis should be applied to long-term business strategies to 

achieve long-term growth. Because of the complexities of the pandemic, we must go beyond business as normal. This could motivate 
marketers to try out new strategies, think beyond the box, and rethink how we interact with customers. And once we have been 
through this, the innovative and compassionate ideas we have implemented have the potential to get us closer to our customers and 
communities. Consumer loyalty was also challenged as it altered the tendency to store products. The panic that appeared in the initial 
stages was replaced by the need to adapt to the new normality. Within the study, the author also examined consumer behaviour that 
was exhibited during past pandemics. By a thorough analysis, the paper provides a succinct overview of the consumer behaviour 
which existed throughout the pandemic. Further research is needed to answer Sheath’s question (2020): "Will consumers permanently 
change their consumption behaviours as a result of lockdown and social isolation, or will they revert to their former habits after the 
global crisis has passed?" and plan long-term research in this sector. Our findings indicate that it is critical to perform this inquiry 
while considering context and cultural variations. 
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