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The ongoing COVID-19 Pandemic has changed the 
world entirely. It affected almost every industry including 
the marketing industry. A major change in the marketing 
industry that happened due to COVID-19 is the shift to 
digital marketing. During the last decade before the 
pandemic started in 2020, traditional marketing strategies 
(e.g. television, radio, billboards, print marketing, etc.) 
were fading, but they were still effective enough to work. 
However, during the pandemic, digital marketing 
including email marketing, social media marketing, 
search engine marketing, and mobile marketing and etc.
largely increased and started to replace traditional 
marketing. This study compromises of a literature review 
which focuses on the shifts in consumer behaviors and 
thus the emerging marketing opportunities during and 
post the COVID-19 pandemic. The unprecedented nature 
of this pandemic has caused many profound changes, 
some of which have important implications for marketers 
who are trying to build lasting relationships with 
customers. With a large population working online, 
buying online and spending more time online than usual, 
marketers will need to think hard—and differently— to 
respond to a new stage of economic recession and how to 
engage consumers in the “new normal”. The findings of 
this project seek to help marketers identify areas where 
they can improve in the age of Covid and offer 
recommendations on their future marketing strategies.

Abstract

Research Methods
To answered those questions, we conducted research 
through a literature review.  We found scholarly articles 
that covered the topic of digital marketing in the age of 
COVID-19 and the shifts in consumer behavior that 
follows. 

Research Questions
• What are the main changes in consumer behavior 

during COVID-19?
• Are consumers buying more products online for the 

first time during COVID-19?
• What can marketers learn from the changes caused by 

COVID-19 to better satisfy their consumers’ needs and 
wants for the remainder of and after the pandemic?

Findings
This graph shows the changes in consumer behavior during 
COVID-19.  In simple terms, these things are what 
consumers are doing more during the pandemic.

Conclusion
In Conclusion, for the remainder of COVID-19, marketers 
should continue to use social media as their marketing 
tools, as traditional marketing will likely decline because 
consumers are staying home more often due to the COVID-
19 restrictions in general. Due to current pandemic, people 
are turning to Social Networks for updates, information and 
advice. Individuals who are responsible for online 
information spread are considerably qualified professionals 
to educate the public.
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This chart shows that consumers are buying many products 
online for the first time during the pandemic in ten different 
countries.  Here in the United States, it is clearly shown 
that every kind of product is being purchased online for the 
first time during COVID-19.


