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Abstract

In the middIe of the pandemic, marketers are creating unique tactics to drive new demand, reorganize value chains, and deliver
brand experiences. Marketers are grabbing the chance to rethink their fundamental marketing strategies in order to align with
the new normal of marketing, which is digital evolution. The crucial question is how marketers can expand their marketing
approach in the ‘New Normal.’ The perspective presents the various perspectives of marketers who are creating high impact,
from designing innovative approaches to delivering the best customer experiences.
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he smartest will survive in a VUCA (volatile, uncertain, complex, ambiguous) environment, especially at

the time of the COVID - 19 pandemic (Saleh & Watson, 2017). Organizations change in reaction to

evolving clients and consumers, and in order to accomplish VUCA, they need street-smart people who can
help them transition quickly (Giones et al., 2019). Social distancing and restriction in movement have become the
new normal in the COVID - 19 pandemic, with a large increase in the use of digital platforms by always-on clients
(Waizenegger et al.,, 2020). Consumers nowadays are mostly dependent on various app-based services
(Chakraborty, 2019; Chakraborty, 2021; Chakraborty & Altekar, 2021a). As a result, the marketing strategy must
be carried out across all digital channels (Chakraborty, 2018; Chakraborty et al., 2022). Advertising must get
smarter in order to comprehend the behavior of the 'consumers in the new normal scenario'(Chakraborty &
Altekar, 2021b). Machines must evaluate and forecast their activities depending on the types of communication
and engagement that must take place in virtual interactions (Chakraborty et al., 2019). Marketers must use digital
technologies to their advantage, but they must also improve their skillsets to sustain in the new normal era
(Chakraborty etal.,2021; Raisch & Krakowski, 2021).

Connections and growth are fueled by content. Content is still the king (Dash & Chakraborty, 2021b).
Marketers must be real and trusted by customers now more than ever. The most effective approach for them to do
so is to spend in developing humanistic and relatable advertising material. The public is well-informed and can see
right through advertisements. The traditional medium of television continues to dominate, but digital is gaining
ground, and with the need for OTT platforms on the rise, the choice of consumers as well as marketers is to move
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away from television (Mehta & Kaye, 2021). Digital technologies have already started replacing most ATL and
BTL activities in metro cities, and sooner they will also grasp the markets of tier 2, tier 3, and others too
(Dash & Chakraborty, 2021a).

The 'New Normal' and Marketing Strategies

COVID-19 will have an extraordinary influence on the lives of customers (Tull et al., 2020). Marketers must be
aware of how the customers' lives are constantly evolving. This will also depend on the business marketers work
in, and they may need to adjust their marketing methods as a result (Berthon et al., 2012). Regardless of the
industry in which marketers work, the four pillars of success are: social, mobile, analytics, and cloud, which will
capture the most customer mindshare. Mobile and social will be the primary drivers of customer interaction on the
front end, while cloud-based solutions and a deep grasp of analytics and data will be supplied on the backend
(Shakeel & Limcaco,2016).

Marketers will need to take a fresh approach after COVID-19. This could be an excellent opportunity to spend
on future customer advertising because paid ads are now more affordable, and marketers may try out a few
different platforms and build a long-term traffic source. Ad campaigns, on the other hand, should place a greater
emphasis on attracting repeat customers (Srinivasan et al., 2016). Marketers must develop customer-centric
performance marketing strategies that are aligned with their product offerings. During these exceptional
circumstances, marketers must focus on the fundamentals and examine their media mix (Constantinides, 2006).
Digital marketers should devise marketing strategies that yield the biggest return on investment and the most
devoted customers.

Practical Implications

During this time, it is critical to keep track of and analyze changes in consumer behavior and purchase needs.
Marketers may need to reconsider their messaging, identities, and strategy (Campbell et al., 2020). It is now more
important than ever to retain customers and ensure that they remain loyal to businesses because most non-essential
businesses have lower conversion rates and interest, and marketers should concentrate on retention rather than
acquisition for a while (Montetal.,2021).

The most successful technique to gain customers is by word of mouth (Melancon et al., 2021). Quality is
considerably more important than number when it comes to forming communities. Growth can be fueled at
near-zero cost by a small but highly engaged population. Consumer demand is expected to remain weak for the
next few quarters, providing marketers with the ideal chance to launch advocacy activities.

Conclusion

The COVID-19 pandemic is a watershed moment in human history. It has resulted in a shift in customer behavior,
hastening the digitalization process in numerous industries. People have been rapidly adopting digital solutions in
recent months, promoting the expansion of different web platforms. These things, which happened only a few
months ago and considered as an afterthought, have now become an essential part of human lives. Marketers have
often been obliged to reduce their marketing expenses in order to keep their businesses alive during these difficult
times.

Limitations of the Study and Scope for Further Research

We also go over some of the study's limitations and suggest some research recommendations. The study is based
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wholly in India, and we have discussed the Indian background. The outcomes may be different from those in other
countries. Furthermore, the study focuses on the COVID-19 pandemic and its impact on marketers and marketing
strategies, but the results could be different in a normal situation.

Authors’ Contribution

Dr. Debarun Chakraborty generated the conceptualization, performing the review and design for investigation of
the study. Dr. Ganesh Dash did the writing and revision of the perspective.

Conflict of Interest

The authors certify that they have no affiliations with or involvement in any organization or entity with any
financial interest or non-financial interest in the subject matter or materials discussed in this manuscript.

Funding Acknowledgement

The authors received no financial support for the research, authorship, and/or for the publication of this article.

References

Berthon, P. R., Pitt, L. F., Plangger, K., & Shapiro, D. (2012). Marketing meets Web 2.0, social media, and creative
consumers: Implications for international marketing strategy. Business Horizons, 55(3), 261-271.
https://doi.org/10.1016/j.bushor.2012.01.007

Campbell, C., Sands, S., Ferraro, C., Tsao, H. Y. J., & Mavrommatis, A. (2020). From data to action : How marketers
can leverage Al. Business Horizons, 63(2),227-243. https://doi.org/10.1016/j.bushor.2019.12.002

Chakraborty, D. (2018). Impact of celebrity endorsed advertisements on rural consumers’ purchase intention towards
mobile SIM cards: A study conducted in West Bengal. Indian Journal of Marketing, 48(10), 52 — 63.
https://doi.org/10.17010/ijom/2018/v48/110/132335

Chakraborty, D. (2019). Customer satisfaction towards food service apps in Indian metro cities. F/IB Business Review,
8(3),245—255. https://doi.org/10.1177/2319714519844651

Chakraborty, D. (2021). Factors influencing passengers’ purchase intention towards app-cab services in metro cities of
India: A study on smartphone users. Indian Journal of Marketing, 51(1), 41-54.
https://doi.org/10.17010/10.17010/ijom/2021/v51/i1/156933

Chakraborty, D., & Altekar, S. (2021a). What drives people to use grocery apps? The moderating & mediating role of
customer involvement and trust. Indian Journal of Marketing, 51(11), 23-37.
https://doi.org/10.17010/ijom/2021/v51/i11/166734

Chakraborty, D., & Altekar, S. (2021b). Work from home (WFH), COVID-19, and its impact on women. Prabandhan:
Indian Journal of Management, 14(9),22 —29. https://doi.org/10.17010/pijom/2021/v1419/166294

Chakraborty, D., Banerjee, J., Mehta, P., & Singh, N. P. (2022). The impact of website design on online customer
buying satisfaction and loyalty to e-tailers: An exploratory study of e-tailers in India. /nformation
Resources Management Journal, 35(1), 1-18. https://doi.org/10.4018/IRMJ.287902

60 Indian Journal of Marketing « January 2022



Chakraborty, D., Santra, A., & Dhara, S. K. (2019). Factors affecting the liquid workforce in different organizations
and its effectiveness. Prabandhan: Indian Journal of Management, 12(4), 44-60.
https://doi.org/10.17010/pijom/2019/v1214/143348

Chakraborty, D., Siddiqui, A., & Siddiqui, M. (2021). Factors associated with the adoption of health apps : Evidence
from emerging economies. Journal of Electronic Commerce in Organizations, 19(4), 20-39.
https://doi.org/10.4018/JEC0O.2021100102

Constantinides, E. (2006). The marketing mix revisited: Towards the 21st century marketing. Journal of Marketing
Management, 22(3—4),407—438. https://doi.org/10.1362/026725706776861190

Dash, G., & Chakraborty, D. (2021a). Digital transformation of marketing strategies during a pandemic: Evidence
from an emerging economy during COVID-19. Sustainability, 13(12), 1 —19. https://doi.org/10.3390/
sul3126735

Dash, G., & Chakraborty, D. (2021b). Transition to e-learning: By choice or by force —A cross-cultural and trans-
national assessment. Prabandhan: Indian Journal of Management, 14(3), 8-23.
https://doi.org/10.17010/pijom/2021/v14i3/158151

Giones, F., Brem, A., & Berger, A. (2019). Strategic decisions in turbulent times: Lessons from the energy industry.
Business Horizons, 62(2),215—225. https://doi.org/10.1016/j.bushor.2018.11.003

Mehta, S., & Kaye, D. B. (2021). Pushing the next level: Investigating digital content creation in India. Television &
New Media, 22(4),360—378. https://doi.org/10.1177/1527476419861698

Melancon, J. P., Gardner, M. J., & Dalakas, V. (2021). The era of consumer entitlement: Investigating entitlement after
a perceived brand failure. Journal of Consumer Marketing, 38(7), 780-790.
https://doi.org/10.1108/JCM-09-2020-4138

Mont, O., Curtis, S. K., & Palgan, Y. V. (2021). Organisational response strategies to COVID-19 in the sharing
economy. Sustainable Production and Consumption, 28, 52-70.
https://doi.org/10.1016/j.spc.2021.03.025

Raisch, S., & Krakowski, S. (2021). Artificial intelligence and management: The automation —augmentation paradox.
Academy of Management Review, 46(1),192—210. https://doi.org/10.5465/amr.2018.0072

Saleh, A., & Watson, R. (2017). Business excellence in a volatile, uncertain, complex and ambiguous environment
(BEVUCA). The TOM Journal, 29(5), 705 —724. https://doi.org/10.1108/TQM-12-2016-0109

Shakeel, U., & Limcaco, M. (2016). Leveraging cloud-based predictive analytics to strengthen audience engagement.
SMPTE Motion Imaging Journal, 125(8), 60— 68. https://doi.org/10.5594/IM1.2016.2602121

Srinivasan, S., Rutz, O. J., & Pauwels, K. (2016). Paths to and off purchase: Quantifying the impact of traditional
marketing and online consumer activity. Journal of the Academy of Marketing Science, 44(4),
440—453. https://doi.org/10.1007/s11747-015-0431-z

Tull, M. T., Edmonds, K. A., Scamaldo, K. M., Richmond, J. R, Rose, J. P., & Gratz, K. L. (2020). Psychological
outcomes associated with stay-at-home orders and the perceived impact of COVID-19 on daily life.
Psychiatry Research, 289, 1-7. https://doi.org/10.1016/j.psychres.2020.113098

Waizenegger, L., McKenna, B., Cai, W., & Bendz, T. (2020). An affordance perspective of team collaboration and
enforced working from home during COVID-19. European Journal of Information Systems, 29(4),
429442 https://doi.org/10.1080/0960085X.2020.1800417

Indian Journal of Marketing « January 2022 61



62

About the Authors

Dr. Debarun Chakraborty is working as a Deputy Director & Associate Professor in Symbiosis Institute of
Business Management, Nagpur. His areas of interest are consumer behavior, services marketing, rural
marketing, and marketing research. He has published six books with different publishing houses in
management and published more than 55 articles in different international journals, which are indexed
with WoS (ESCI & SSCI), Scopus, ABDC, & ABS. He is also the Editorial Board member of different journals
under Taylor & Francis, Sage, Wiley, Emerald, and IGI Global.

Dr. Ganesh Dash is a Faculty Member in the area of marketing at Saudi Electronic University, a premier
blended learning university in the Middle East. His research areas are digital marketing, omni channel
retailing, Marketing 4.0, and blended marketing for a better future. With more than 15 years of
experience under his belt, he is available for teaching, research, and consultancy services across the
globe.

Indian Journal of Marketing  January 2022



