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. ABSTRACT

Growing was digital marketing prior to the pandemic. Digital marketing knowledge and
Check for : . . .
updates awareness increased, but more slowly. Few large brands considered it essential or a way
to reach a wider audience worldwide. Furthermore, because they had smaller marketing
budgets, nontraditional startups were the first to experiment with digital marketing. The
COVID-19 pandemic has had a significant impact on how businesses operate. Many
CorrespondingAuthor businesses are opting to conduct customer interactions and brand sales virtually via the
internet due to health and safety concerns. The world has gone online, from clothing to
food and medicine. The company experienced a total digital makeover overnight. The
survey indicates that 66% of these companies have finished digital marketing tasks that
previously seemed like a huge challenge, and 59% of these companies have increased
their efforts in this area. All of the brands that had chosen to sell digitally kept doing so
as the pandemic passed, and the world started to open up. Along with saving money on
various traditional marketing expenses, they also produced better results. In fact, they
have begun hiring more people and growing their teams for digital marketing, which
offers marketing freshmen a lucrative career opportunity.
In this study, we examine whether digital marketing has significantly expanded both
Copyright: © 2023 The Author(s).  before and after the COVID-19 pandemic. The responses of marketing managers from 100
This work is licensed under a Pune-based companies are used in a two-sample means test for this purpose. The
findings indicate that during the COVID period, digital marketing has become
significantly more important.
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1. INTRODUCTION

The term digital marketing refers to the use of digital channels to sell products and services to consumers. This type
of marketing includes the use of websites, mobile devices, social media, search engines and other similar channels. Digital
marketing became popular with the advent of the Internet in the 1990s. Digital marketing incorporates some of the same
principles as traditional marketing and is often seen as another way for companies to reach consumers and understand
their behaviour. Companies often combine traditional and digital marketing techniques in their strategies. However,
digital marketing comes with its own set of challenges, including implicit bias.
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Growth of Digital Marketing in the Post-Covid Era: A Comparative Analysis of Pre- and Post-Pandemic Trends

A strong digital marketing strategy seeks to maximize the impact of owned, paid and earned media. These marketing
strategies involve multiple channels and approaches - including website content and blogs, as well as online advertising,
testimonials and reviews. A digital marketing strategy should vary depending on the type of business and the industry
involved. Digital marketing involves marketing to consumers through digital channels, including websites, mobile
devices and social media platforms. This form of marketing is different from Internet marketing, which is done
exclusively on websites.

Digital marketing refers to attracting customers through email, content marketing, search platforms, social media
and more. One of the biggest challenges digital marketers’ faces is how to stand out in a world that is oversaturated with
digital marketing ads. Digital marketing comes with various challenges, including implicit bias.

2. LITERATURE REVIEW

Although digital marketing has been added to the marketing strategies of B2B firms, research on the topic is still in
its infancy. In fact, until recently, many organizations believed that digital marketing was only useful for B2C
organizations (Lacka and Chong, 2016). However, digital marketing success stories from B2B firms such as Cisco and
IBM (Venkatesh et al., 2019) have gradually changed this perception. Organizations have realized that digital marketing
in the B2B space increases the flow of information and trust between customers (Krishna and Singh, 2018; Pandey,
2015). Many organizations lack comprehensive knowledge of B2B digital marketing best practices, affecting their return
on investment (Rol) (Wertime and Fenwick, 2011). Furthermore, the adoption of digital marketing requires constant
research as this domain is rapidly evolving due to the constant influx of new technologies (Shaltoni, 2017). From the
World Wide Web in the 1990s to the Internet of Things, the web has undergone massive evolution. Thanks to digital
media, today's B2B customers have access to information about a variety of products and services that were not
traditionally readily available to buyers. This information helps B2B customers make informed decisions. B2B
organizations should maintain a credible online presence, either through websites or blogs in online business
communities or through social media platforms (Pandey and Shinde, 2019). Customer relationship management is also
important for B2B organizations across all channels, including online. This study aims to explore this emerging issue by
focusing on a key question - how much research has been done to date on the use of digital marketing in the B2B domain
and what is the potential scope for future research.

A comparative study showing the difference between pre-COVID and post-COVID impact is not seen.

3. METHODOLOGY

To draw meaningful inferences and conclusions, a minimum sample size of 100 is recommended (Alreck and Settle,
2003). Accordingly, 100 marketing managers from Pune were surveyed through a questionnaire containing importance
accorded to 10 digital marketing strategies given below:

1) Inbound marketing

2) Content marketing

3) Account based marketing (ABM)
4) Search engine optimization (SEO)
5) Social media marketing

6) Email marketing

7) Pay-per-click advertising

8) Video marketing

9) Online (and in-person) events
10) Chatbot and live chat marketing

Two columns were created in the questionnaire - one for pre-COVID significance and second for post-COVID
significance. Both these columns had five response options - Not at all significant, very little Significant, Moderately
Significant, Highly Significant, and Very Highly Significant. The responses were coded with values of 0 for Not at all
significant, 1 for Very little Significant, 2 for Moderately Significant, 3 for Highly Significant, and 4 for Very Highly
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Significant. A two-sample means t-test was used to compare the pre-COVID and post-COVID significance. The hypothesis
set was:

Ho: There is no difference between pre-COVID and post-COVID significance of digital marketing
Ha: There is a significant difference between pre-COVID and post-COVID significance of digital marketing
The hypothesis was tested at a 95% confidence level.

4. DATA ANALYSIS AND INTERPRETATION

29 respondents were from the Northern region of Pune, 12 were from the Eastern region, 32 were from the Western
region, and 27 were from the Southern region. 41 respondents were from the age-group of <30 years, 32 were from the
age-group 30-40 years, and 27 were from the age-group of >40 years.

Table 1 gives a comparative average of the ten digital marketing strategies and their significance ratings by the 100
respondents:

Table 1: Comparative ratings of 100 marketing managers
Sr. No. Item Pre-COVID# Post-COVID#
Inbound marketing 1.02 2.42
2 Content marketing 0.97 2.49
3 Account based marketing (ABM) 1.26 2.43
4 Search engine optimization (SEO) 1.02 2.57
5 Social media marketing 0.98 2.59
6 Email marketing 1.05 2.50
7 Pay-per-click advertising 1.12 2.56
8 Video marketing 0.93 2.67
9 Online (and in-person) events 1.04 2.25
10 Chatbot and live chat marketing 0.99 2.42
Total 1.04 2.49

#Average ratings on a scale of 0-4.

It is observed that for all the items there is an increase in the post-COVID significance rating. The average has
increased from 1.04 to 2.49. The rating 1.04 indicates Very little significance, whereas 2.49 rating is in between Moderate
and High significant rating.

A two-sample means t-test was used based on the averages of pre-COVID and post-COVID ratings of the ten items
for the 100 respondents. Results were as under:

Table 2: Summary statistics

Variable Observations Ol?s. . with Ol?s. . without Minimum Maximum Mean . S.td'
missing data | missing data deviation

Pre-COVID 100 0 100 0.500 1.600 1.038 0.260

Post-COVID 100 0 100 1.600 3.600 2.490 0.371

t-test for two independent samples / Two-tailed test:
95% confidence interval on the difference between the means:
[-1.541,-1.363]
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Table 3: T-test results

Parameter Value
Difference -1.452

t (Observed value) -32.045
|t] (Critical value) 1.972
DF 198
p-value (Two-tailed) <0.0001
alpha 0.050

Test interpretation:
HO: The difference between the means is equal to 0.
Ha: The difference between the meanings is different from O.

As the computed p-value is lower than the significance level alpha=0.05, one should reject the null hypothesis HO,
and accept the alternative hypothesis, Ha.

Thus, the null hypothesis that there is no difference between pre-COVID and post-COVID significance of digital
marketing was rejected in favor of the alternate there is a significant difference between pre-COVID and post-COVID
significance of digital marketing.

5. CONCLUSION

A strong digital marketing strategy is critical to an organization's success in today's business environment.
Companies thriving in the digital world typically allocate significant resources to developing digital marketing strategies.
In this process, organizations reach customers on various digital and social platforms, thereby achieving positive profits,
better conversion rates and reaching their customers. From a higher-level perspective, marketing strategy is the process
of identifying specific marketing objectives. The overall marketing strategy emphasizes achievable goals for both
traditional (print, radio, broadcast) and digital channels. Using established strategies and goals, marketers evaluate the
various marketing tactics necessary to achieve those strategic goals. Our analysis shows that there is a significant
difference between pre-COVID and post-COVID significance of digital marketing.
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