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Abstract 

Our study has two main aims, which are to utilize the pandemic of coronavirus as a subject of 

interest. First, this paper purposes of explaining the impact of the coronavirus rate, including 

the new cases and mortality rate, on consumer sentiment using a proxy of consumer confidence 

indicators. By the first aim, this paper captures the impact of the pandemic on the consumer 

side. Second, this paper also aims to explain the impact of coronavirus figures, including the 

new cases and mortality rate, on the business sentiment using a proxy of business confidence 

indicators. By the second aim, this paper seizes the impact of the pandemic on the producer 

side. There is an abundance of international studies that have similar research aims to our study, 

Most of these studies emphasize their attention to COVID-19 cases from international cases, 

i.e. the United States, the Eurozone and the People Republic of China. However, a study from 

Chong and colleagues assessed the impact of the coronavirus on ASEAN countries 

descriptively. Their studies separately analyzed several Southeast Asian countries economic 

figures for the first two quarters in 2020. Our result indicates that the impact of COVID-19 on 

both indicators, consumer and business, is different. This study only finds statistically total 

death confirmed cases affect business confidence. Our study corroborates with findings from 

Teresina et al., whose result argue that the spread of pandemic did not affect the consumer 

confidence index in the Eurozone. Although using different business sentiments, our study 

finds a similar pattern: business sentiment reacts to increasing total cases confirmed. We 

suggest our readers have to take our findings with a grain of salt because of the limitation of 

observations.  
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Introduction 

The coronavirus (COVID-19) was first discovered in Indonesia on March 2, 2020. Then, 

this virus continued to spread and infected many people until July 4, 2021, the total number of 

positive cases reached 2,345,018, and a total of 1,958,553 recovered. The number of deaths 

reached 61,868 (https://covid19.go.id/). Covid-19 pandemic is a rare case of external shocks 

impacting any economy, including the Indonesian economy. Every country faces great 

difficulties and challenges due to the highly changing global economic conditions. Previous 

studies already elaborated on the cost of Covid-19 on the Indonesian economy. For example, 

Pradesha et al. (2002) used the social accounting matrix multiplier approach to estimate the 

cost of this pandemic for various sectors and actors such as firms, governments, households, 

and small-medium enterprises within the economy. Besides Pradesha's study, Olivia et al. 

(2020) described Indonesia in the time of covid-19 as a survey of a recent development for 

Indonesian study journal, Bulletin Indonesian economic studies, their result seed light that at 

the time of their writing in August 2020, the virus spreading had not been tamed in Indonesia 

by any means. 

Therefore, Covid-19 implications for economic growth, jobs, and welfare remain uncertain, 

including policy from the government of Indonesia renowned as the new normal. Our research 

emphasizes analysis of impact covid-19 on different sentiment indicators, both business and 

consumer, with our main attention of Indonesia. Our study closed to research conducted by 

Teresiene et al. (2021) that empirically tested the impact of the covid-19 pandemic on 

consumers and business confidence indicators. However, their study was not focused on one 

country, instead of three regions: The eurozone, the United States, and China. The pandemic 

also impacts the long-term economy and the higher unemployment rate, which means more 

people fall into poverty. There is also a decrease in demand which causes production activities 

to stop in several sectors. 

Indonesia is one of the most heavily affected by this pandemic in trade, investment, and 

tourism. Due to this virus's fast and extensive spread, Bank Indonesia projects that this year's 

GDP will be at 4.8 - 5.8 percent. It is better than 2020, which is projected at -2.0 - -1.0 percent, 

but it may take extra effort for Indonesia to surpass the previous GDP in 2019 of 5.02 percent. 

The pandemic has a direct effect on market conditions that cause the economic downturn. One 

of the significant damages is to the tourism industry because the industry is heavily impacted 

by security, health, and global changes (Burkle, 2006). The investment figures also weakened 

because investors tend to postpone their investment activities due to lack of demand and their 

fear of the very uncertain effects of this pandemic. In order to illustrate daily new confirmed 

COVID-19 cases in Indonesia, this figure below depicts the period from March 7, 2020, up to 

August 13. 2021: 

Figure 1 Indonesia daily new confirmed COVID-19 cases 
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Source: https://ourworldindata.org/coronavirus/country/indonesia (accessed August 

14, 2021) 

During the COVID-19 pandemic, how consumers behave has undergone many 

changes. There are many forms of this change, including consumer attitudes in buying a 

product which is currently mostly done online rather than buying physically at a store. 

Many consumers also tend to buy less during this pandemic. These things happen due to 

the weakening economy, high unemployment rates, and others. Changes in consumer 

behavior during the COVID-19 pandemic are natural and have been predicted by many 

experts if we look at the market and economic conditions, which are indeed very different. 

Consumer behavior is behavior that concerns the use, assessment, and purchase of a product 

or service whose ultimate goal is to satisfy consumers (Schiffman and Kanuk, 2000). In 

short, how consumers choose a product or service that is useful to meet or satisfy their 

needs is referred to as consumer behavior. The changing and different economic conditions 

like today, consumption and production patterns have also changed. When consumption 

patterns change, it means there is a change in consumer confidence.  

Consumer confidence is measured through consumer optimism about their financial 

situation and the country's economic situation. What is needed now is how the aggregate 

demand curve shifts to the right, which means there is rising demand for goods and services. 

If there is an increase in consumer spending, then production also increases, banks can 

provide more credit, which can stimulate the economy. Business confidence is also one of 

the crucial factors in giving influence, information, and level of trust about the future 

financial situation and social developments. Business confidence can also show the 

company's expectations based on surveys of orders, production, and others. In addition, 

business confidence can also provide information about economic growth and anticipation 

of turning points in economic activity. The business confidence index (BCI), a number 

above 100 means an immediate improvement in business performance, and a number below 

100 means pessimism about future performance. 

https://ourworldindata.org/coronavirus/country/indonesia
https://ourworldindata.org/coronavirus/country/indonesia
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The Indonesian government has implemented several rules and policies to stop the 

spread of the virus. The government imposed an emergency Community Activity 

Restrictions (PPKM) for the Java-Bali area from July 3-20. This rule may be extended or 

changed if conditions do not improve. Another effort from the government to restore 

Indonesia's economic condition, the government follows WHO's advice by trying to deal 

with the COVID-19 pandemic using Herd Immunity with a target of 70% of the population 

using vaccines to establish immunity to 70% of the population. Vaccines are beneficial for 

forming Herd Immunity so that the Indonesian people can survive and be immune to Covid-

19, at least reduce the spread of Covid-19 cases and restore the Indonesian economy. 

Considering previous factual problems and conceptual research, the purpose is to assess 

the impact of the coronavirus pandemic on consumer and business confidence. Our study 

emphasizes two main objectives: first, how is the impact of the covid-19 pandemic on 

consumer confidence indicators? Second, how is the impact of the covid-19 pandemic on 

the business confidence indicator? For these purposes, we chose the consumer confidence 

index as well as the business confidence index that Bank Indonesia regularly publishes on 

their website on a monthly basis. This paper proceeds as follows. Section II presents the 

literature review. Section III depicts the methodology part of our study. Section IV reports 

results and discussions with managerial implications of this study. Section V presents the 

conclusion of this paper. 

Literature Review 

We begin our second part of this paper by providing several past research on consumer 

confidence and business confidence which is closely related to the current spreading of 

Coronavirus creating a global pandemic. The first study from Chong et al. (2021), in their 

study, depicted the impact of COVID-19 on ASEAN countries. This observation explains the 

covid 19 pandemic impact on various ASEAN countries separately by analyzing the first two-

quarters economic figure in 2020. This can give us a view of the prospects of the economies of 

countries in ASEAN affected by the COVID-19 pandemic. This study also stated that three 

factors pose a risk to the ASEAN economy: slow economic growth, cross-border 

unemployment transmission, and slow trade recovery. 

 

A study conducted by Barro et al. (2020) shows the comparison between deaths and 

economic contraction during the 1918-1920 influenza pandemic with the Covid-19 pandemic. 

They argued that there were plausible upper bounds for outcomes based on data for 48 countries 

that imply flu-related deaths in 1918-1920 of 40 million, 2.1 percent means there are 150 

million deaths when calculated based on the current world population. Moreover, they added 

regressions with annual information on flu deaths 1918-1920 and war deaths during the First 

World War imply flu-generated economic declines for GDP and consumption in the typical 

country of 6 and 8 percent, respectively. 

 

Policymakers have to confront and measure the economic impact of the covid-19 pandemic, 

but with the fast-developing crisis, this is quite challenging. (Baker et al., 2020). Baker and his 

associates use three indicators to measure uncertainty in real-time for the future based on three 

indicators, namely stock market volatility, newspaper-based economic uncertainty, and 

subjective uncertainty in the business expectations survey. In their findings, it is said that about 

half of the expected contraction in output is due to the negative effects of the uncertainties of 

the pandemic. The year-over-year illustrative exercise implies that US real GDP contracted by 
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almost 11 percent in Q4 2020. With confidence interval around 90 percent extending 20 percent 

contraction. Moreover, the exercise says that about half of the forecasted output contraction 

reflects a negative effect of COVID-induced uncertainty.  

 

In order to put our and readers on the same page over the consumer and business confidence 

as well, we need to understand the first notion of sentiment. "Sentiment may be used to describe 

economic agents' views of future economic developments that may influence the economy 

because they influence agent's decisions today" (Nowzohour and Stracca, 2017). There are two 

dimensions of economic sentiment: confidence and uncertainty (van der Wielen and Barrios, 

2020). COVID-19 pandemic has been the primary cause for higher tensions in the economy 

(Baker et al., 2020) and, simultaneously, affects households and businesses' confidence 

(Teresiene et al., 2021).  

 

There are differences among various sectors of the economy, which COVID-19 brought 

affected to each sector. For instance the hotel, restaurant, and tourism sector in Indonesia, there 

are significant differences in the debt-equity to ratio and return on equity ratio before and after 

the Covid-19 pandemic. However, the Indonesian government and entrepreneurs in this sector 

have tried to make various innovations to survive during the pandemic. Business entrepreneurs 

and firms worldwide also struggled to make adjustments and innovation to survive (Esomar et 

al., 2021). We highlighted a report from the Indonesian Hotel and Restaurant Association 

(PHRI) reporting a loss of about USD 1.5 billion due to the corona outbreak. Moreover, the 

Indonesian Travel Agent Association (Astindo) reported that there was relatively no income 

for travel agents since February 2020 (Djalente et al., 2020). According to BPS (2020) data, 

foreign tourists dropped by 64% from March year on year. Tourist arrivals from China, an 

important source of tourism for Indonesia, experienced the sharpest decline falling 97 percent 

year on year, with the number of tourists from Hong Kong down by 96 percent. 

 

The impact of the covid-19 pandemic on the national economy and taxation of the oil and 

gas sector is quite significant. There was a decline in demand for fuel oil by 25 percent from 

normal conditions before the covid-19 pandemic. Various policies imposed by the government 

last year 2020, such as large-scale social restrictions (PSBB) and other policies, are indeed a 

form of effort to reduce the spread of the virus and restore the economy from various sectors. 

However, these things are still lacking to restore the Indonesian economy fully. (Pradana et al. 

2020).  

 

We argue that understanding the current consumer perspective on COVID-19 should focus 

on consumer surveys. One of the regular surveys was conducted by the Indonesian Central 

Bank of Indonesia. The survey aims to determine consumer confidence regarding current 

economic conditions, which is reflected in the level of consumption of respondents and 

consumer expectations of future economic conditions. Besides consumers, the impact of the 

coronavirus pandemic on the business processes of Indonesian business sectors was assessed 

with the regular business survey conducted by Department Statistics – Bank of Indonesia 

(2020).  

 

As reported from the department of bank Indonesia, there was a decline in the results of 

the business activity survey (SKDU) in the second quarter of 2020. with -35.75% net weighted 

balance (SBT) in quarter II-2020, this contraction was deeper by -5.56% in the first quarter of 

2020. Almost all economic sectors experienced a decline in business activity, but the most 

profound decline occurred in the manufacturing, hotel, trade, restaurant, and service industries. 
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This was mainly due to reduced demand and supply disruptions due to the COVID-19 

pandemic." On the other hand, Bank of Indonesia's consumer finding states that "consumer 

confidence in economic conditions had slightly improved from the previous month, although 

it was still in the pessimistic zone (below 100). Consumer optimism regarding the forecast for 

economic conditions in the next six months is still quite strong, although not as high as the 

previous month." A study from Juhro and Iyke (2019) explained consumer confidence and 

consumption expenditure in Indonesia. They conveyed that role played by consumer 

confidence in the real economy is less understood. Moreover, their research contributed to the 

literature by documenting new evidence on Indonesia's consumption confidence relationship 

by combining consumer and business confidence index data. These two indicators are similar 

indicators in which this study has an interest. Finally, there are two hypotheses that we propose 

to explain the causal effect of consumer confidence index, business confidence index, and 

covid-19 confirmed cases in Indonesia per month (new cases and new death) 

 

H: The higher (lower) total covid-19 cases confirmed per month will impact to higher (lower) 

consumer confidence 

 

H2: The higher (lower) total cases of COVID-19 confirmed per month will impact to higher 

(lower) business confidence.  

 

 

Methodology 

With this, our goal is to assess economic sentiment in Indonesia, consumers and the business 

sector affected by the COVID-19 pandemic. Since we aim to analyze the reaction of both 

consumers and businesses to the COVID-19 pandemic, two different economic sentiment 

indicators—the consumer-confidence index (CCI) or survei konsumen, and the business 

confidence indices (BCI) or survei kegiatan dunia usaha. There are several sector industries 

that BCI covered. We choose to emphasize the manufacturing sector as suggested by a study 

from Negara and Ramayadi (2020) argued that the manufacturing sector was still the most 

important sector for the growth of the Indonesian economy, compared to the agriculture and 

service sector. This part of the methodology shall explain stages of analysis, statistical analysis 

and data source. We also describe dependent and independent variables, including the source 

of data. 

 

Our research consisted of two stages. In Stage 1, analysis of the impact of the COVID-19 

pandemic on consumer confidence was analyzed (Section 4.1). Afterwards, in Stage 2, the 

impact of the COVID-19 pandemic on the sentiment of businesses was assessed (Section 4.2). 

In the final stage, we discuss managerial implications based on the previous two sections 

(Section 4.3). There are several statistical methods that can provide explanations, including 

correlation analysis (Pearson correlation coefficient) to determine possible similarities or 

differences between the dynamics of selected economic sentiment indicators in Indonesia. 

Subsequently, the impact of the spread of the COVID-19 pandemic on selected consumer and 

business confidence indicators was assessed. 

 

We perform two analyses using the correlation and regression methods to assess the impact 

of the spread of the COVID-19 pandemic on selected economic indicators. Sample of this study 

consist of consumer confidence survey result and business confidence survey result each 
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month, as the dependent variables and sample for positive and death of COVID-19 cases as 

independent variables. Two steps of quantitative analysis as follow: first, at the starting point 

of the evaluation, an attempt was made to determine the possible linear relationship between 

the selected consumer and business sentiment indicators and the COVID-19-related variables, 

and the correlation was evaluated (the Pearson correlation coefficient was calculated and 

explained). Secondly, a simple linear regression model of each pair of dependent and 

independent variables is constructed. Taking into account the statistical characteristics of these 

models (t-value, p-statistic, R-squared), conclusions were drawn about the impact of COVID-

19 on the economic sentiment of consumers and businesses. The level of significance for our 

study is 0.10. 

 

Table 1  COVID-19 Cases - Variables, Definition and Source of Data 

Variable 

name 

Concept and Description Source 

Dependent Variables (DV) 

CCI  Consumer confidence in Indonesia survey each months Bank Indonesia 

BCI Business confidence index in Indonesia survey each 

months for manufacturing sector 

Bank Indonesia 

Independent variables (IV) 

Positive Total cases of COVID-19 confirmed per month in 

Indonesia 

Government of 

Indonesia 

Death Total deaths from COVID-19 confirmed per month in 

Indonesia 

Government of 

Indonesia 

 

Because this time period of CCI and BCI are monthly data which we retrieve from Bank 

Indonesia and the first case of COVID-19 occurred on March 2020. This study can cover 

limited monthly observations from March 2020 to June 2021. Otherwise, Bank Indonesia 

reported CCI and BCI regularly each month. The mathematical expression of two regression 

as follows: 

Where: CCI and BCI = dependent variables; positive case and death cases = independent 

variables: Ɛ = error term.  

It is urgent to emphasize that our study does not seek to analyze a comprehensive set of 

economic sentiment factors. This study simply aims to identify the possible presence (or 

absence) of reaction to the COVID-19 by using the response from consumers as well as 

producers. Data were analyzed using Stata version 16 and present mainly in part 4. 

Result and Discussion 

Descriptive statistic and COVID-19 current situations in Indonesia  
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Indonesian political policies have changed a lot since the 2000s. Now the tools of 

coercion in Indonesia are more effective than the Suharto era. During the Covid-19 

pandemic, the Jokowi government agreed not to apply the lockdown rules. In this study, 

the central government's response to the COVID-19 pandemic was not entirely in line 

with the same populist mindset as Jokowi's pandemic response. Multiple responses 

from micro at the local level by local governments or civil society groups are significant 

as a solution to gaps in the delivery of major economic assistance programs. This also 

helps maintain social order in these difficult times. As a result, the central government 

retains responsibility for the Covid-19 record in Indonesia, but its approach on the 

ground has been significantly improved. Here we can conclude how important 

cooperation between the government and civil society groups is to provide more 

relevant, transparent, and measurable solutions. (Marcus, 2020) Here we can conclude 

how important cooperation between the government and civil society groups is to 

provide more relevant, transparent, and measurable solutions. 

 

To further see the effectiveness of policies made and implemented during the 

COVID-19 pandemic, it is better to look to the neighboring countries and use them as 

a reference to see what needs to be improved and which factors are the most significant. 

The following is a descriptive analysis with Malaysia as a comparison 

 

 

Table 2  Summary of descriptive statistics of models variables 

 

 
 

Source: Stata 16.0 result 

 

 

 

Figure 2 New cases Indonesia 
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Source: Government of Indonesia (2021) 

Figure 3 Total deaths Indonesia 

 

Source: Government of Indonesia (2021) 

 

March 2020, Indonesia received 1,528 new cases with a total of 136 deaths. Indonesia 

continued to experience a surge in new cases until January 2021. After that, there was a decline 

in the following month from February to May 2021. However, in the following month, in June, 

there was a spike in new cases to reach the total number of cases in the following month. The 

new highest was in July 2021, namely 1231386. However, along with the vaccination process 

in Indonesia, in August 2021, it decreased. Meanwhile, the death toll continues to grow. 

We illustrate Malaysia’s COVID cases as comparison. In March 2020, there were 2,741 

new cases in Malaysia, which is quite far from Indonesia, with a total of 1,528 new cases in 



Jurnal Manajemen dan Bisnis Madani 

Vol. 3 No. 2. Juli 2021, 71-86 

ISSN. 26015-580X (Online) 

 

80 
 

the same month. However, in this case, the number of new cases in Malaysia has increased and 

decreased significantly almost every month. Just like Indonesia, the highest number of new 

cases was experienced in July 2021, with a total of 361,293 new cases, far less than the highest 

total new cases experienced by Indonesia. In August 2021, Malaysia managed to suppress its 

new cases and experienced a decline. Meanwhile, the total death toll until August 2021 was 

11691, which is relatively small when compared to Indonesia, with a total of 113664 deaths in 

the same month. 

Analysis of impact COVID-19 pandemic on consumer confidence 

Before we report the correlation and regression result impact of the covid-19 pandemic on 

consumer confidence, we highlight two hypotheses to be tested as follows: first, the lower 

consumer confidence is more likely caused by higher total covid-19 cases confirmed per 

month. Second, the lower consumer confidence is more likely caused by higher total cases of 

COVID-19 confirmed per month. We detail the correlation between consumer sentiment and 

COVID-19 related indicators, total cases confirmed and total death confirmed (Table 3), and 

simple regression result (Table 4). 

Table 3 Correlation of consumer sentiment total cases confirmed and total death confirmed 

Variable Correlation Probabilities 

 Consumer Confidence Index 

Total cases confirmed -0,1466 

 

0,5615 

Total death 

confirmed 

0,1783 0,4790 

Source: Stata 16.0 result 

  

From table 3, our result indicates that the consumer confidence index has a negative 

correlation with total cases confirmed as not statistically significant. The result confirms that 

lower consumer confidence is more likely caused by higher total covid-19 cases confirmed per 

month. However, the correlation between consumer confidence index and total death 

confirmed is positive with not statistically significant. Thus, the result fails to confirm the 

hypothesis the lower consumer confidence is more likely caused by higher total cases of 

COVID-19 confirmed per month. 
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Table 4 Simple regression model for COVID-19 effect on Indonesian consumer-sentiment 

Variable Model 

Const. 

Coefficient t-value p-stat R-square Observation 

  Consumer confidence index 

Total cases 

confirmed 

92,00005 -5,40 x 10-6 -0,59 0,562 0,0215 18 

Total death 

confirmed 

89,13805 5,65 x 10-5 0,72 0,479 0,0318 18 

Source: Stata 16.0 result 

As present in table 4, our result indicates that the total cases confirmed are not impacting 

the consumer confidence index. Thus, the result exhibits it is statistically not significant total 

cases confirm impact to consumer confidence index. This can be shown by t-value and p-stat. 

Besides it, total death confirmed is not impacting the consumer confidence index with result of 

statistically not significant of the total death confirmed. The result can be indicated by t-value 

and p-stat. 

 

Our study corroborates its finding with Teresina et al. (2021:1) for consumer confidence 

in selected countries. Their study covered many countries or regions such as the Eurozone, 

China, and the United States. Their finding argued that CCI in the Eurozone was not affected 

by the pandemic. While CCI in China reacted only to the global and country-level fatality rates, 

CCI in the United States responded only to the country level and global increases in deaths 

from COVID-19. Since this study only obtains limited observation based on monthly 

observation, it is important to understand that pandemic COVID-19 impact on consumer 

sentiment, in the long run, is still open for further study.  

 

Analysis of impact COVI-19 pandemic on business confidence 

In this part, we describe the correlation and regression result impact of the covid-19 

pandemic on business confidence. We highlight two hypotheses to be tested as follows: (1). 

Lower business confidence is more likely caused by higher total cases of COVID-19 confirmed 

per month. (2). Lower business confidence is more likely caused by higher total death cases of 

COVID-19 confirmed per month. We detail the correlation between consumer sentiment and 

COVID-19 related indicators: total cases confirmed and total death confirmed (Table 5) and 

simple regression result (Table 6). 

Table 5 Correlation of business sentiment, total cases confirmed and total death confirmed 
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Variable Correlation Probabilities 

  Business Confidence Index 

Total cases confirmed 0,2749 0,2695 

Total death confirmed 0,4373 0,0696 

Source: Stata 16.0 result 

As present in table 5, our result indicates that the business confidence index positively 

correlates with total cases confirmed as not statistically significant. However, the 

correlation between consumer confidence index and total death confirmed is positive with 

not statistically significant. 

Table 6 Simple regression model for COVID-19 effect on the Indonesian business sentiment 

Variable Model 

Const. 

Coef. t-value p-stat R-sq Observation 

  Business confidence index 

Total cases 

confirmed 

-3,071757 4.58 x 10-6 1,14 0,270 0,0756 18 

Total death 

confirmed 

-4,032504 6,28 x 10-5 1,94 0,070* 0,1912 18 

Source: Stata 16.0 result   *level of significant 0.10 

 

From table 6, our result indicates that the total cases confirmed are not impacting the 

business confidence index. Thus, the result exhibits it is statistically not significant total cases 

confirm impact to consumer confidence index. This can be shown by t-value and p-stat. Besides 

it, total death confirmed is impacting impacts the business confidence index with a statistically 
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significant result as indicated by t-value and p-stat. R-square for second regression is 0.1912 

that 19.12 percent variation of business sentiment can be explained by total death confirmation. 

Discussion about the impact of the Covid-19 pandemic on business confidence starts with the 

previous study from Baker et al. (2020) that proposes the importance of a business survey. For 

them, "business expectation surveys are valuable for measuring what firms perceive in real-

time." In addition, it will generate actionable data within 5 to 20 days after the investigation 

first enters the scene.  

Therefore, the business expectations survey can also be modified to add other questions, 

such as business expectations about the likely duration of the COVID crisis (Baker et al., 2020). 

Arguments based on the COVID-19 pandemic have created uncertainty for companies. 

Conclusion This study confirmed that the total number of deaths was found to be a predictor, 

which is important for explaining the impact of the pandemic on businesses. Conclusion This 

study confirms finding total death confirmed as a predictor that is important for explaining 

pandemic impact for the business. Our study can provide statistical evidence that this 

unprecedented event creates higher uncertainty for business, reflected in table 6 above.  

 

Managerial Implication 

Implication for consumer 

Following the Juhro and Iyke (2019) argument, consumption decisions are shaped by 

waves of pessimism and optimism. The Keynes famous concept of animal spirit summarized 

up-and-down sentiment Concept of animal spirit had been an important milestone of a 

Keynesian macroeconomic model. However, the literature of aggregate economic activity does 

not explained only by the animal spirit hypothesis. The permanent income hypothesis also tried 

explaining confidence-driven consumption. Permanent income hypothesis argues that 

consumers' current information plays no role in his future consumption decision (Hall 1978 in 

Juhro and Iyke 2019). Although this study cannot find statistical evidence that COVID-19 

pandemic indicators, total death cases, and total cases confirmed affect consumer confidence. 

However, from a policy perspective, there are significant efforts to maintain the purchasing 

power of households as consumers with a stimulus package, such as social assistance for the 

poor, electricity subsidy, and village fund cash transfer (Olivia et al. 2020), 

  

Implication for producer 

Build upon COVID-19 induce economic uncertainty of Baker et al. (2020). A business 

expectation survey is able to capture subjective uncertainty that provides real-time forward-

looking uncertainty measures. The finding reflecst presence of pandemic impact for produces, 

and they have to cope with uncertain future make best decision to continue serving the customer 

or terminate their business in the short-term. Besides the business expectation survey, Baker 

and friends used stock market volatility and newspaper-based economic uncertainty to explain 

COVID-19 induced variables. Hence, we argue that it justifies the effort of "locking-down" 

policy proposes, along with many variations of it, by the government will likely protest by 

producers and business association among the first complain about such policy because they 

will face higher uncertainty in the future, while the government is facing dilemma between 

healthy and economy. 

 

Conclusion 

Our study aims to understand the pandemic's impact, using indicators such as total cases and 

death confirmed in Indonesia, to consumer and business confidence. The first part of the result 

depicts correlation analysis between sentiment indicators and COVID-19 variables. Both 

correlations indicate that it is statistically not correlated, consumer sentiments and business 
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sentiments to the COVID-19 related variables. The second part of this article reports that our 

study showed no statistically significant impact of COVID-19 related variables on consumer-

confidence indicators. However, our study also finds it is a statistically significant impact of 

COVID-10 related variables, total death confirmed, on business-confidence indicators. There 

is a limitation of the study that observation of COVID-19 related variables and consumer-

business sentiment only small number observations; therefore, we are only able to estimate 

using simple regression. However, we already emphasize that this does not seek to analyze a 

comprehensive set of economic sentiment factors. This study simply aims to identify the 

possible presence (or absence) of reaction to the COVID-19 by using a response from 

consumers as well as producers. More observational data and improved statistical estimates are 

suggested for future studies and scholarly works on the impact of COVID-19. 
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