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ABSTRACT

In periods of crisis, good brands survive stronger. Billions of individuals have been infected by the corona virus globally,
and it is a worldwide pandemic. The global economy is now having a broader and more significant effect. The corona
virus has a major impact on e-commerce, electronics firms, and business travel. There is a sharp downturn in economic
activity due to the lockdown and how politicians, administration, and business will counter to resolve the fiscal loss and
how advertisers will respond to changing customer preferences is a research issue. The digitalization of economic life has
taken a big leap even with all these crises. This has given rise to e-marketing growth. One way of reaching and interacting
with clients is through e-marketing. This research attempts to give an objective early-stage assessment of the impact of
covid19 on e-marketing. The current analysis studied the latest advancement in post-covid19 e-marketing, as well as
previous retrospective studies evaluating the influence of covid19 on e-marketing. Additionally, the research would aid
marketers and firms, along with trade groups, in knowing how e-marketing is utilized by organizations worldwide to do

business.
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1. INTRODUCTION

The national, regional, and local marketing and
advertisement influence of ‘COVID-19’ stems from a
genuinely human reaction to a radically new spirit of the
time. Marketers and consumers alike face confusion with
no immediate end in sight around health, social, and
economic security. During this extraordinary moment,
advertisers are torn by the desire to promote their products
while being keenly conscious of the necessary messages
and action required. These behavioural enhancements
have had far-reaching repercussions on advertising and
marketing strategies. Many nations, the G7 countries in
particular, and the world’s largest economies, including
China, the United States, Japan, Germany, Britain, France,
and Italy, are all under considerable and intense economic
pressures. 60% of global supply and demand (GDP), 65%
of world manufacturing, and 41% of world manufacturing
exports are shared by the G7 countries. Their loss has had
a very critical effect on the global economy.
Coronanomics has described the economic consequences
of the outbreak as Eichengreen (2020).

The extraordinary change is causing the immediate need
to think outside the box and pivot fast for brands and their
partners. We also found that these behaviour
improvements have produced genuine opportunities to
interact online with consumers more than ever before and
Proficient’s DNA is inherently programmed to search for
good ones. Yet when it comes to messaging and digital
media campaigns, doing so comes with the added burden
of being both intentionally and socially aware. To keep up
with customers’ changing behaviour and attitudes, a

business has to combat the anxiety of what’s ahead. While
marketers must contend with consumers exhibiting actual
emotions such as social anxiety, panic shopping, and
xenophobia, pollution risk, and health anxiety, they also
have to contend with fear reactions caused by these same
consumers, such as social anxiety, panic shopping, and
xenophobia, pollution risk, and health anxiety. The brand
wants to maintain good contact with consumers and
should strive to develop the trust and protection they
deliver. Consumers demand responsible actions on the
part of the brands.

Currently, there are not many researches on the ‘COVID-
19’ epidemic and its relation to e-commerce enterprises,
as the topic is very new. So far, the fact that this is a
widespread issue has been confirmed. A paper entitled
“The Coronavirus Epidemic and Its Effects on the Global
Economy,” (Frost and Sullivan, 2020) was developed by
Frost and Sullivan, reporting that, “The coronavirus is not
only a global health issue, but also an economic one”
(Frost and Sullivan, 2020). China has dealt with the HIN1
epidemic, which has caused major global enterprises to be
foundering. “Many outsides of China have also been
impacted by the consequences of the Chinese lockout,
since they are one of the most important economies and
contribute substantially to the global economy,” (Singh,
2020). Several changes in the daily consumer preferences
have created public anxiety and imposed stay-at-home
restrictions in recent years.
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Almost 90% of Americans have seen an impact on their
lives due to the current ‘COVID-19’ epidemic, with 44%
of respondents reporting that their lives have altered in a
serious way.

The ability to do numerous everyday chores, which
traditionally occupied substantial amounts of an
individual’s day, was diminished, resulting in substantial
changes in the amount of time that individual spends on
other things. Rather of looking for ways to react to
‘COVID-19’, focus on using strategies that return to the
foundations. To help them locate where their clients are
investing their time now, they must examine where they
are spending it. It is important for marketers to have a
strong understanding of these transitions in order to
uncover new chances to engage their clients while
maintaining positive outcomes for their campaigns.

2. OBJECTIVES OF THE STUDY

1. An early, fast analysis of Covid19’s recent growth
and effect on e-marketing.

2. Developing an analytical framework for the
implementation of the results in terms of the
study’s management consequences

3. LITERATURE REVIEW

COVID-19 has become a pandemic because to the lack of
immunisation, the faster and more widespread
distribution, and a scarcity of basic diagnostic tests. In
order to handle Covid19 effectively, she proposed a more
diplomatic approach and more advanced tools and
regulations in industrialised nations in order to contain
epidemics quickly. To help prevent the corona virus from
spreading, Jandri¢ (2020) advises “everyone to remain
vigilant and work together at all levels of society”. The
member of the crisis research group urges the group of
researchers to advance post-digital crisis research by
studying citizens’ knowledge, catastrophe mitigation, big
data analysis, open science, and so on.

Buer, et. al. (2018), point out that new market possibilities
have been generated through data-driven and continuous
technology growth. In addition, they conclude that
digitalization is the primary core aspect of developing
product operations as a path to growth in many markets,
implying that digitalization is a key component in
producing productive development and network plans and
regulation. In addition, the report notes that “the
productivity of the market sector has been improved by
data-driven changes.” “Without violating the limitations,
a suitable solution can be found when using advanced data
software, such as the optimization approach,” (Rothlauf,
2011). The further digitalisation grows, the more the
efficiency of solutions rises as well. Also, Markovitch and
Willmott (2014) say that digitalization accelerates the
business process by increasing the perceptions of
consumers. Schmidt, et. al. (2016) observed that
corporations aim to step up their digitization process in
their company processes and distribution efficiency in
order to thrive. Market digitalization entails how an
organisation digitises its operations in part or its entire
technological world, according to Kayikci (2018). In
addition, “digitalization has made it simpler and faster for
firms to carry out their company practices such as
marketing, sales, correspondence, management functions,

ordering processes, and logistics,” (Gallaugher, et. al.,
2003). “For the newer enterprises, the approach of
digitization is generally more developed than in older
organisations,” (Barnir et al., 2003).

Ray (2020) recommended that, “One thing that brand
owners should consider is virtue signaling, or the attempt
to influence the consumer’s perceptions by influencing
how they think about themselves and the product. When
investigating the increasing use of ‘COVID-19° FOMO
branding, such as brand ‘COVID-19’ involvement, he
found that firms have moved away from ‘COVID-19’
denial branding to ‘COVID-19” FOMO branding, such as
brand ‘COVID-19’ presence.”

Grandon et. al., (2004) advocated that “A number of
studies have been conducted on the value of e-commerce
to businesses, using information from 59 North American
and European e-commerce organisations.” The research
centred on e-commerce companies and their production of
value. The outcomes revealed that ‘“e-commerce
enterprises constitute almost 80% of the market, and 59 of
these companies have four important common factors:
better performance, improved complementarity, barrier to
entry, and fresh new invention,” (Konstan, et. al., 1999).
E-commerce is used for enterprise data sharing, business
network management, and business transfers. “The art of
electronic data sharing started in 1993 as the computer for
the exchange of structured electronic contract
documents,” (Zwass, 1996) in Berlin airlift. “Due to its
market potential to deliver goods, coordinate, and sustain
Network Corporation as a replacement for of making a
product and providing a service, electronic commerce has
modified the concept of an organisation,” (Wigand, 2006).
The main factors in e-commerce are certain collections of
technology and data base maintenance. “The advancement
of apps and other means of communication have led to a
transition in corporate systems and market processes by
shaping business competitive conditions,” (Wigand,
2006). An extensive utilization of computers and the
internet has created a paper-free trade through online links
for people and monetary activities. A significant aspect of
the success of an e-commerce business is information
technology. “It also enhances the willingness of buyers
and sellers to arrange market transactions within the
organisation or among other businesses,” (Wigand, 2006).
According to Kim (2020), the gap in study on the possible
consequences of digital transition on corporate work
culture and competitiveness and on customer trends has
been identified. Based on his study, he discovered that a
pandemic would spark a shift in customer behaviour, and
this shift would lead to an increase in digital marketing. In
his view, managers and marketers should use digital
strategies following ‘COVID-19” in order to recover and
grow. ‘COVID-19 had an impact on the online
marketplace in Malaysia due to most e-commerce firms
using China for their product items, but the number of
industries in China is also limited, which means that the
commodity is not imported and exported. “Online sales of
Chinese goods in Malaysia have been greatly affected in
particular,” Shikha, F.A., et. al. (2020).

CONCLUSION

‘COVID-19’ is a novel concept that indicates that during
the course of this research, scholarly literature and
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publications have been absent. The ‘COVID-19’ has had
a dramatic effect on the world’s lives, environment, and
customer behaviour. Organizations and advertisers need
to react to these emerging standards. The pandemic
pushed activities in the workplace to go virtual, and
several organisations effectively made such a transition in
a brief span of time. However, there has been
comparatively little exposure to how the pandemic
impacts consumers and marketplaces. We discussed in
this essay how the pandemic stimulated the rise of e-
commerce. The external transition and what effects they
want out of the situation can also be envisioned by
companies. The analytical results suggest that, based on
how they have been influenced so far, e-commerce
businesses are coping with the situation in numerous
ways. In order to plan for digital developments in the
industry, we urge managers to develop new digital-sales
strategies. Future research should thoroughly address the
possible ramifications of increasing e-commerce for new
product launches, product growth, product management,
and/or price. With the situation being so unclear, though,
with no one knowing how long it will last, corporations
are uncertain about how to cope with any possible
problems. In conclusion, it can be assumed that with
regard to e-commerce firms, one must attempt to find
solutions that are acceptable for the firm and how it has
been affected. E-marketing is a tremendous opportunity
for marketers to come to terms with and deal with this
dilemma. Via different digital channels, the brand must
stay in contact with its customers and move at a reasonable
pace in order to sell its products. For organisations of all
types, the time is right to engage in e-marketing. The
analytical results suggest that e-commerce businesses are
being influenced differently. In a greater degree, some
cases have been affected and some have not been affected
at all. Search engine optimization, pay-per-click, social
media, and email marketing need to be examined and
updated regularly to ensure they are in constant
communication with customers. For smaller enterprises,
the digital payment acceptance solutions will need to be
altered. In terms of evolving consumer behaviour and how
consumers react to the company’s e-marketing activities,
experts in the marketing area may come up with new
scientific studies. The argument has established the
methodological framework for advance analysis. Kim
(2020) has established a lacuna in the studies on
consumers’ response to covid19’s effect there is definitely
more study that needs to be done on this. In addition, it is
crucial to examine the reactions of customers to various
marketing tactics, such as pay-per-click (PPC), SEO,
organic searches, and email marketing. There is one thing
that is evident at this point: e-marketing can be an
effective strategy to deal with this dilemma. However, it
can be seen from the data that, thanks to ‘COVID-19’, e-
commerce businesses are largely witnessing improved
consumer revenues. In comparison, both of these firms
continue to work and deliver goods to clients and have not
been pressured to shut down. It can also be inferred that in
times of ‘COVID-19’, e-commerce companies have
benefits to some degree even though they are influenced
differently, based on the type of business they are.
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