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Abstract : The COVID-19 had a dramatic impact on several countries across the world. National governments have imposed
widespread restrictions to prevent the growth of this pandemic. The new health competitive scenario induced by the COVID-19
crisis raised many issues on how business activities should be reorganized due to the difficulties of physical interactions with
distributors, suppliers and customers. The pandemic has particularly affected the whole marketing processes because of the
relevant issues emerged in managing physical sale channels and interactions with one another, both in the Business-to-
Consumer and in the Business-to-Business markets. Recent research about the appropriate actions and strategies that could
help firms overcome the crisis has highlighted the key role of digital technologies that may ensure connections and, thus, help
business activities to run smoothly.  This could be true,  especially with the emergence of  strong limitations on physical
interactions during the COVID-19 pandemic. In such a scenario, the online channel becomes the most important conducive for
online customers to get in contact with the firm and carry out online purchasing activities.
Keywords : COVID-19, business, digital marketing, online customers
Conference Title : ICMAMS 2024 : International Conference on Management and Marketing Sciences
Conference Location : New York, United States
Conference Dates : April 22-23, 2024

World Academy of Science, Engineering and Technology
International Journal of Economics and Management Engineering

Vol:18, No:04, 2024

O
pe

n 
Sc

ie
nc

e 
In

de
x,

 E
co

no
m

ic
s 

an
d 

M
an

ag
em

en
t E

ng
in

ee
rin

g 
Vo

l:1
8,

 N
o:

04
, 2

02
4 

pu
bl

ic
at

io
ns

.w
as

et
.o

rg
/a

bs
tr

ac
ts

/1
83

71
6.

pd
f

ISNI:0000000091950263International Scholarly and Scientific Research & Innovation 18(04) 2024 1

https://publications.waset.org/abstracts/183716.pdf

