
© September 2025 | IJIRT | Volume 12 Issue 4 | ISSN: 2349-6002 

IJIRT 184498 INTERNATIONAL JOURNAL OF INNOVATIVE RESEARCH IN TECHNOLOGY 1611 

Different Aspects of Marketing in Vuca World After 

Covid-19 
 

 

Mr. Hetal Krishnakant Kapadia1., Dr. Rajesh Raghav Bhai Desai2 
1,2. Veer Narmad South Gujarat University 

 

Abstract—The COVID-19 crisis has accelerated digital 

transformation, reshaping marketing in a VUCA 

(Volatile, Uncertain, Complex, and Ambiguous) 

environment. This study examines shifts in consumer 

behavior, digital and omni-channel marketing growth, 

AI-driven personalization, influencer marketing, 

sustainability, and crisis management. This research 

highlights how businesses have adapted real-time 

analytics, social commerce, and ethical branding to build 

consumer trust. This underscores the importance of 

agile, technology-driven strategies while addressing 

challenges such as data privacy and declining brand 

loyalty. Future research should focus on the long-term 

shifts in consumer behavior and AI’s role of AI in 

predictive marketing. 

The proposed methodology will enable a thorough 

examination of marketing strategies, specifically within 

the VUCA context, before and after the COVID-19 

pandemic, By integrating qualitative insights and 

quantitative data, this study aims to deliver actionable 

guidance for marketing professionals seeking to thrive in 

an unpredictable business landscape. The findings 

illustrate how companies can overcome challenges, 

develop resilient strategies, and modify their marketing 

practices to maintain competitiveness in an evolving 

post-pandemic environment. 

 

Index Terms—Digital media, Marketing 

Communication, COVID-19 scenario, Reach, 

Engagement, Consumer Response. 

 

I. INTRODUCTION 

 

The COVID-19 pandemic has accelerated digital 

transformation, fundamentally altering marketing 

strategies (Balis 2021). The emergence of a Volatile, 

Uncertain, Complex, and Ambiguous (VUCA) 

environment has created new challenges for 

businesses that require adaptive technology-driven 

marketing approaches (Carvalho et al., 2021). 

What is volatility, uncertainty, complexity, and 

ambiguity (VUCA)? 

VUCA is an acronym representing volatility, 

uncertainty, complexity, and ambiguity characteristics 

that make a situation or condition challenging to 

analyze, respond to, or plan for. Understanding how 

these factors can be mitigated significantly enhance 

leaders’ strategic capabilities and improve their 

outcomes. 

 
Figure 1: VUCA Framework 

 

II. RESEARCH GAPS 

 

Despite existing studies, the following gaps remain in 

the understanding: 

2.1 Digital Adoption: The Long-term impact on 

consumer habits across industries. 

2.2 Brand Trust & Engagement: Effective strategies 

for maintaining credibility in an unpredictable market. 

2.3 Marketing Agility: Empirical research on real-time 

adaptive marketing frameworks. 

2.4 Sustainability and Ethics: The influence of green 

marketing on consumer decisions. 

2.5 AI and Predictive Analytics: The role of AI in 

improving demand forecasting. 

2.6 Multi-channel Strategies: The Balance between 

online and offline experiences. 

2.8 B2B Dynamics: The shift in relationship building 

due to hybrid work. 
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Crisis Communication: Effective models for 

maintaining brand resilience. 

Applying Vuca to Marketing 

• Volatility: Requires real-time data analysis and 

adaptable strategies. 

• Uncertainty: Calls for predictive analytics to 

anticipate trends. 

• Complexity: Demands for integrated omni-

channel marketing and AI automation. 

• Ambiguity: Necessitate transparent 

communication and business flexibility 

 

III. LITERATURE REVIEW 

 

3.1 The concept of VUCA was first introduced in a 

military context but has since been widely applied in 

business and marketing (Gálik, 2020). Organizations 

are now focusing on marketing agility to cope with 

unpredictable shifts in consumer behavior (Eckstein et 

al., 2023). AI-driven personalization has become a key 

component of customer retention strategies (Jaiswal et 

al. 2022). 

 

3.2 The term VUCA can be applied to general 

situations. It is occasionally employed to reduce 

planning value. One might inappropriately assert, 

"Due to the current VUCA, any plans we formulate 

will rapidly become obsolete and ineffective, 

rendering planning futile." In this context, its usage is 

analogous to that of fear, uncertainty, and doubt 

(FUD). 

 

3.3 The appropriate application of a VUCA involves 

its utilization to assess a situation, quantify risks, and 

develop mitigation strategies. The VUCA method 

should be employed to analyze the known and 

unknown factors pertaining to a situation or plan. This 

approach facilitates a more comprehensive 

understanding of the situation and identifies the 

potential vulnerabilities and risks. The Implementation 

of a VUCA can assist leaders in navigating a dynamic 

modern business environment. 

 

3.4 Marketing Agility in VUCA Contexts 

Eckstein et al. (2023) emphasize the necessity for 

marketing agility as a dynamic capability that enables 

firms to respond swiftly to market changes. Their 

systematic literature review identified sensemaking, 

speed, iteration, and customer focus as the critical 

components of marketing agility that are essential for 

navigating VUCA environments (researchgate.net, 

n.d.). 

 

3.5 Resilient Marketing Strategies 

Suryani Grum et al. (2022) introduced a Resilient 

Marketing Strategy framework advocating principles 

such as redundancy, diversity, modularity, 

adaptability, prudence, and embeddedness. These 

principles aim to enhance organizational resilience, 

enabling firms to thrive amid volatility and uncertainty 

(Resmilitaris. net, n.d.).  

 

3.6 Adaptive Strategies and Sustainable Investments 

Giriūnienė et al. (2023) explored employees’ 

resilience and adaptability in VUCA business 

environments and highlighted the importance of 

sustainable investment practices. This study 

underscores the need for organizations to foster 

adaptability and resilience to effectively manage 

volatile and uncertain contexts (journals.vilniustech.lt, 

n.d.). 

 

3.7 Marketing Agility and Dynamic Capabilities 

Eckstein et al. (2023) further discuss marketing agility 

as a dynamic capability that supports organizations in 

responding to market changes faster, often resulting in 

performance benefits. They noted that while 

marketing agility provides advantages in VUCA 

contexts, limited research exists that informs its 

conceptualization and practice in such environments 

(researchgate.net, n.d.).  

 

3.8 Critical Reflection on VUCA in Tourism and 

Hospitality Marketing 

A recent study provided a VUCA framework for 

adapting marketing mix instruments to the rapidly 

changing hospitality and tourism industries. It offers 

practical guidance for practitioners on different 

aspects of VUCA within the industry and reflects on 

the possibilities of using the VUCA concept in 

marketing in the tourism and hospitality industries 

(researchgate.net, n.d.). 

 

IV. THEORETICAL FRAMEWORK 

 

“Marketing is a social and managerial process by 

which individuals and groups obtain what they need 
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and want through creating, offering and exchanging 

products of value with others.” Management 

marketing is the only function that generates revenue 

for organizations (Meldrum and McDonald, 2007) 

 

According to “The American Marketing Association” 

“Marketing (management) is the process of planning 

and executing the conception, pricing, promotion, and 

distribution of ideas, goods, and services to create 

exchanges that satisfy individual and organizational 

goals.” 

 

4.1 PESTEL Framework 

The PESTEL analysis examines the macro-

environmental factors affecting marketing strategies 

after the post-pandemic 

• Political: Government regulations, trade policies, 

and economic relief measures. 

• Economic: Inflation, recession risks, consumer 

spending shifts, and employment rates. 

• Social: Changes in consumer behavior, digital 

adoption, and shifting values. 

• Technological: AI-driven marketing, automation, 

and e-commerce expansion. 

• Environmental: Sustainability Trends, Green 

Marketing, and corporate social responsibility. 

• Legal: Data privacy laws (e.g., General Data 

Protection Regulation (GDPR) and Central 

Consumer Protection Authority (CCPA), 

advertising regulations, and ethical 

considerations. 

 

4.2 Porter’s Five Forces Analysis 

Porter’s model identifies competitive pressures that 

influence marketing approaches post-pandemic. 

• Threat of New Entrants: Increased digital access 

has lowered entry barriers, intensifying 

competition. 

• Bargaining Power of Suppliers: Supply chain 

disruptions have empowered suppliers, affecting 

pricing strategies. 

• Buyers’ bargaining power: Consumers have more 

choices and access to information, making brand 

loyalty crucial. 

• Threat of Substitutes: Online alternatives, direct-

to-consumer brands, and evolving business 

models challenge traditional marketing 

approaches. 

• Industry Rivalry: Intense competition among 

businesses forces brands to innovate 

continuously. 

 

4.3 4Ps of Marketing (Product, Price, Place, 

Promotion) 

Post-COVID marketing strategies require rethinking 

4Ps. 

• Product: Greater emphasis on digital services, 

personalization, and health-conscious 

innovations. 

• Price: Dynamic pricing, subscription models, and 

affordability to cater to price-sensitive customers. 

• Place: E-commerce dominance, omni-channel 

strategies, and direct-to-consumer sales. 

• Promotion: Influencer marketing, content-driven 

engagement, and real-time customer interaction. 

 

V. RESARCH METHODOLOGY 

 

This study employs a mixed-methods approach to 

examine post-pandemic marketing strategies. Prior 

research highlights the importance of digital 

engagement and omnichannel strategies (MTCT, n.d.). 

Additionally, data privacy concerns, such as those 

governed by the GDPR and the CCPA, have 

influenced marketing analytics and consumer trust 

(Sinha, 2018). 

5.1 Research Question  

“Different Aspects of Marketing in VUCA world after 

Covid-19” 

 

5.2 Research Objective 

Determining consumer behavior in the post-pandemic 

marketing landscape. 

 

5.3 Research Design 

5.3.1 Mixed-methods approach: Qualitative 

(interviews, and case studies) and quantitative (survey 

data) research. 

5.3.2 Method of Selection: nonprobability 

convenience sampling method was used, although 

future studies should employ stratified sampling. 

5.3.3 Sources of Data: 

• Primary sources: Surveys with 100 respondents 

(marketers, entrepreneurs, and students) were 

analyzed using SPSS. 
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• Secondary sources: consultation with industry 

experts, marketing journals, Harvard Business 

Reviews (HBRs), books, and websites. 

• Case Studies: Real-world case studies from 

diverse industries are analyzed to understand how 

companies adapt to VUCA conditions, 

highlighting successful marketing innovations. 

 

A nonprobability convenience sampling method was 

employed for the following reasons. 

1. Ease of Access and Time Efficiency: This 

method allows researchers to collect data quickly 

from readily available respondents, making it 

suitable for time sensitive studies. 

2. Cost-effectiveness: Convenience sampling 

requires fewer resources and logistical efforts 

than probability sampling, making it a budget-

friendly option. 

3. Exploratory Research Purpose: Convenience 

sampling is a practical choice when the study 

aims to gain initial insights rather than generalize 

the findings to a larger population. 

4. Difficulties in Defining a Sampling Frame: 

Convenience sampling provides a feasible 

alternative in cases where the target population is 

not clearly defined or difficult to access. 

5. COVID-19-Related Constraints: Given the post-

pandemic context, physical restrictions, safety 

concerns, and digital reliance may have 

influenced the decision to use the readily 

available participants. 

6. Sampling Methodology and Justification 

 

This study employed a convenience sampling method 

owing to accessibility constraints and the need for 

rapid data collection. However, this limits external 

validity because the sample may not fully represent all 

industry sectors and geographical variation. Power 

analysis was conducted to determine the appropriate 

sample size to ensure statistical reliability. Future 

studies should adopt a stratified sampling approach to 

enhance the representativeness of the results. 

 

 

VI. DATA ASSESSMENT AND EXPLANATION (USING SPSS SOFTWARE) 

 

Characteristic Category Frequency Percentage 

Age Group 25-30 40 40% 
 31-35 20 20% 

 36-40 10 10% 
 41-45 21 21% 
 45-50 9 9% 

Total  100 100% 

Gender Male 54 54% 

 Female 46 46% 

Total  100 100% 

Profession Marketer 42 42% 
 Entrepreneur 43 43% 
 Student 15 15% 

Total  100 100% 

Industry Retail 28 28% 
 Tech 26 26% 

 Healthcare 25 25% 

 Finance 21 21% 

Total  100 100% 

Table -1 Summary of respondent characteristics 
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Figure 2: Gender Ratio from Respondents taking part in study 

 

 
Figure 3: Age Group Participation 

 

Metric Mean Standard Deviation p-value Confidence Interval 

Digital Marketing Importance 

Score 
4.3 0.8 <0.05 95% CI [4.1, 4.5] 

Agility Score 4.5 0.7 <0.05 95% CI [4.3, 4.7] 

Table-2 Descriptive Statistics 

 

The data indicate that brand loyalty declined by 65% 

post-pandemic, aligning with McKinsey’s findings on 

increased consumer-switching behavior (Carvalho et 

al., 2021). Social media and influencer marketing have 

accelerated the shift toward digital marketing, with 

global digital advertising spending reaching $602 

billion by 2023 (Statista, 2023). Organizations that 

embrace AI-driven analytics and personalization have 

seen an increase in customer engagement (Jaiswal et 

al., 2022). 

• Mean Digital Marketing Importance Score: 4.3 

(suggests high importance post-COVID-19) 

• Mean Agility Score: 4.5 (implies agility is crucial 

in marketing strategy) 

• Percentage of Respondents Saying Consumer 

Behavior Changed: 85% 

• Top Preferred Marketing Channel: social media 

(60%), SEO (20%), email (10%), traditional 

(10%) 
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• Market Disruptions Increased: 78% of 

respondents agree 

• Biggest Challenge Identified: consumer trust 

(40%), budget cuts (30%), supply chain issues 

(20%), and technology adoption (10%) 

• AI Impact in Marketing: 72% of respondents 

confirm AI plays a key role 

• Brand Loyalty Decline: 65% of respondents 

agree loyalty has reduced post-pandemic 

 

 

 
Figure 4: Brand Loyalty Decline 

 

• Most Important Trust Factor: transparency (50%), 

Corporate Social Responsibly (CSR) initiatives 

(20%), customer service (20%), and brand values 

(10%) 

 

Correlation Analysis 

Correlation between Digital Marketing Importance 

and Preparedness Score: r = 0.62 (moderate positive 

correlation, indicating that organizations focusing on 

digital marketing tend to be more prepared for market 

changes) 

Correlation between Personalization Effectiveness 

and Customer Engagement Score: r = 0.75 (strong 

positive correlation, showing that personalized 

marketing enhances engagement significantly) 

 

Interpretation and Key Insights 

Digital Shift Dominance: The majority of participants 

emphasized the growing importance of digital 

marketing, with social media being the most effective 

channel. 

Need for Agility: Organizations that adapt quickly to 

change perform better in post-pandemic marketing. 

Trust Matters: Consumer trust has been significantly 

impacted, with transparency emerging as the key 

driver. 

AI and Automation Influence: More 70% of 

respondents indicated that AI is shaping marketing 

decisions, making predictive analytics essential. 

Brand Loyalty Challenges: Many respondents agreed 

that brand loyalty had declined, indicating the need for 

brands to foster stronger emotional connections with 

consumers. 

Content Marketing is Vital: High engagement rates 

suggest that it remains a crucial tool for brand 

awareness and customer retention. 

 

Case Studies of Successful Marketing Strategies in a 

VUCA World 

 

1. Nike’s Digital Pivot 

When the pandemic disrupted physical retail, Nike 

accelerated its digital transformation by heavily 

investing in e-commerce and digital engagement. 

Their direct-to-consumer (DTC) model thrived 

through mobile apps, digital marketing, and 

personalized content, and significantly increased 

online sales. 

 

Lessons: Seamless digital experience, AI-driven 

personalization, and strong community engagement 

enhance resilience during uncertain times. 
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2. Starbucks’ Sustainability Efforts 

Starbucks reinforced its commitment to sustainability 

by shifting to greener packaging, reducing its carbon 

footprint, and implementing digital loyalty programs. 

They introduced mobile ordering and contactless 

payments to adapt to the changing consumer 

expectations during the COVID-19 pandemic. 

Lessons: Sustainability-driven marketing builds long-

term consumer trust and brand loyalty in volatile 

markets. 

 

3. Amazon’s Agile Response to Supply Chain 

Disruptions 

Amazon has rapidly adapted its supply chain strategy 

by prioritizing essential goods, optimizing logistics, 

and leveraging AI-driven inventory management. 

The company expanded its warehouse automation and 

increased collaboration with suppliers to maintain 

efficiency. 

Lessons: Agility in supply chain management, AI-

driven logistics, and strategic partnerships is key to 

navigating uncertainty. 

 

VII. POTENTIAL BIASES AND LIMITATIONS 

OF THE STUDY 

 

This study employs a convenience sampling method 

owing to accessibility constraints and the need for 

rapid data collection in a dynamically changing 

marketing environment. Although this method 

provides quick and cost-effective insights, it has 

limitations in terms of external validity. The sample 

may not fully represent all industry sectors, business 

sizes, and geographical variations in the post-

pandemic marketing dynamics. Consequently, the 

findings may not be generalizable to a broader 

population, which limit their applicability to different 

market conditions and regions. 

This limitation impacts the external validity of the 

study by potentially introducing a selection bias, 

where certain industry segments or marketing 

professionals are overrepresented or underrepresented. 

Consequently, the insights drawn may not fully 

capture the diversity of marketing challenges and 

strategies across industries and geographic locations. 

To enhance representativeness and generalizability, 

future research should adopt a stratified sampling 

approach to ensure proportional distribution of 

respondents across industries, business scales, and 

demographic groups. This would help capture more 

nuanced variations in marketing strategies and 

challenges across different market segments, thus 

strengthening this study's applicability to a broader 

audience. 

Using a non-probability convenience sampling 

method with a structured survey through 

questionnaires distributed to 100 consumers and 

businesses introduces several biases and limitations 

that may affect the validity and generalizability of the 

study. 

 

7.1 Sampling Bias 

• Because the participants were selected based on 

convenience rather than random selection, the 

sample may not be representative of the target 

population. 

• This can lead to the overrepresentation or 

underrepresentation of certain groups, affecting 

the study’s external validity. 

 

7.2 Generalizability Issues 

• These findings may not be applicable to a broader 

population, because the sample was not randomly 

chosen. 

• The results may reflect the opinions or behaviors 

of a specific group rather than the diverse cross-

section of the target audience. 

 

7.3 Self-Selection Bias 

• Participants who are easily accessible may have 

similar characteristics (e.g., students from the 

same university and customers from a specific 

location). 

• Those who chose to participate may have had 

different perspectives than those who were not 

included, skewing the results. 

 

7.4 Response Bias 

• Participants may provide socially desirable 

responses instead of true opinions, particularly in 

studies that involve sensitive topics. 

• Differences in engagement levels (some 

participants may answer hastily while others may 

be more thoughtful) can affect data accuracy. 
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7.5 Limited Control Over Extraneous Variables 

• Since convenience sampling does not involve 

randomization, external factors, such as 

demographics, socioeconomic status, or prior 

experience, may influence responses. 

• This lack of control can lead to confounding 

variables, making it more difficult to determine 

the causal relationships. 

 

7.6 Inability to Measure Non-Response Bias 

• Unlike probability sampling, convenience 

sampling does not allow for tracking those who 

declined to participate, making it difficult to 

assess how nonresponses could have affected the 

results. 

 

7.7 Temporal and Contextual Limitations 

• Data collected at a specific time or location may 

not reflect changing trends or behaviors over time. 

• For example, post-COVID marketing trends 

could evolve rapidly, making findings less 

relevant in the long run. 

 

VIII. DISCUSSION 

 

Marketing strategies must prioritize resilience and 

adaptability for companies investing in AI-driven 

analytics to predict market changes (Jaiswal et al., 

2022). The shift towards ethical and sustainable 

branding is also evident, as 73% of consumers prefer 

sustainable brands (Sinha, 2018). In addition, 

businesses must balance automation, while 

maintaining authentic connections with customers. 

 

8.1 Surge in E-commerce Adoption 

• Increased Online Shopping: The pandemic 

accelerated the shift towards online shopping. In 

the U.S., e-commerce sales accounted for 16.1% 

of all retail sales during the pandemic, up to 

11.8% in the first quarter. (jpmorgan.com, n.d.) 

• Sustained Digital Engagement: A study by 

Accenture found that consumers' priorities shifted 

towards basic needs, leading to an increased 

demand for hygiene, cleaning, and staple 

products. This shift was accompanied by a boost 

in digital commerce, with new consumers 

migrating online for grocery shopping, a trend 

that is likely to be sustained after the post-

pandemic (accenture.com, n.d.). 

8.2 Changes in Consumer Spending Habits 

• Essential versus Non-Essential Goods: 

Consumers prioritized essential goods over non-

essential items during the pandemic. This 

behavior was driven by health concerns and 

economic uncertainty, leading to increased 

spending on necessities and a decline in 

discretionary spending (accenture.com, n.d.). 

• Impulse Buying: Research indicates that the 

pandemic has enhanced consumers' impulse-

buying behavior. As a coping mechanism, the loss 

of control experienced during the crisis led 

individuals to make spontaneous purchases  

(Forbes. com, n.d.). 

 

Brand Loyalty and Switching Behavior 

• Shift in Brand Preferences: Approximately 75% 

of Americans have changed their shopping 

behavior since the COVID-19 pandemic began, 

with approximately 40% switching brands. Value 

emerged as the main driver of this shift, as 

consumers sought better deals amid the economic 

uncertainty (McKinsey. com, n.d.). 

 

8.3 Impact on Retail Operations 

• Store Closures: The concept of a "retail 

apocalypse" emerged with projections of 15,000 

store closures in 2025. However, experts argue 

that this represents an adaptation to changing 

consumer behavior and technological 

advancements rather than an outright collapse. 

Retailers thriving in this new landscape, such as 

Walmart and Target, have successfully leveraged 

technology to enhance their operational efficiency 

and customer service without losing their touch 

(the-sun.com, n.d.). 

 

8.4 Marketing Strategy Adaptations 

• Resilient Marketing Frameworks: The Resilient 

Marketing Strategy framework emphasizes 

principles such as redundancy, diversity, 

modularity, adaptability, prudence, and 

embeddedness to enhance organizational 

resilience in a VUCA world. These strategies are 

crucial for businesses that aim to thrive amid 

volatility and uncertainty (Resmilitaris. net, n.d.). 

• Organizational Changes: A survey indicated that 

47% of respondents reported complete changes in 

organizational challenges, while both 
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organizational priorities and workflows 

underwent significant transformations due to the 

pandemic (Statista. com, n.d.).  
 

8.5 AI and Digital Transformation  

8.5.1 GDPR Regulations and Consumer Privacy Issues 

The rise of AI-driven marketing has raised significant 

concerns regarding consumer privacy and data 

protection. The General Data Protection Regulation 

(GDPR) in Europe and laws similar to the California 

Consumer Privacy Act (CCPA) aim to ensure that 

companies handle consumer data responsibly. 

Marketers must adhere to regulations that require 

transparency in data collection, user-consent 

mechanisms, and secure data storage. Failure to 

comply can result in hefty fines and reputational 

damages. 
 

8.5.2 Ethical Dilemmas in AI-Driven Marketing 

AI enables hyper-personalization, predictive analytics, 

and targeted advertising; however, these 

advancements also raise ethical concerns. 

• Bias and Discrimination: AI algorithms may 

unintentionally reinforce in data biases, leading to 

discriminatory advertising practices. 

• Consumer Manipulation: Excessive 

personalization can lead to persuasive techniques 

that exploit consumer vulnerability and raise 

ethical questions. 

• Lack of Transparency: Many AI-driven marketing 

decisions occur within black-box models, making 

it difficult for consumers to understand why they 

receive specific advertisements or 

recommendations. 
 

8.6 Balancing AI Innovation with Ethical 

Considerations 

To ensure responsible AI-driven marketing, 

businesses should: 

• Implement transparent AI decision-making 

processes. 

• Regular audit algorithms for bias and fairness. 

• Prioritize consumer trust through clear 

communication and data-protection measures. 

• Develop ethical AI guidelines aligned with 

regulatory frameworks. 

These statistics underscore the profound impact of the 

COVID-19 pandemic on consumer behavior and 

marketing strategies.  
 

Critical Comparative Analysis: Pre-Pandemic vs. 

Post-Pandemic Marketing Strategies 

Below is a comparative analysis of key marketing 

strategies before and after the pandemic, highlighting 

the fundamental differences and emerging trends. 

 

8.6.1 

Aspect Pre-Pandemic Marketing Post-Pandemic Marketing 

Brand Loyalty 
Stronger brand loyalty; consumers stuck 

with familiar brands. 

Brand switching increased, with ~75% of Americans 

changing shopping behavior, and ~40% switching 

brands (McKinsey, 2021). 

Impulse Buying 
Limited to physical stores (in-store 

promotions, checkout lanes). 

Increased impulse buying online due to stress and loss 

of control during the pandemic (Forbes, 2023). 

Consumer Trust 
Traditional loyalty programs and customer 

service interactions. 

Trust-building through ethical marketing, 

sustainability, and corporate responsibility. 

Table -3 Consumer Behavior and Brand Loyalty 

Key Takeaway: Post-pandemic consumers are less brand-loyal and more value-driven, requiring brands to invest in 

personalization and ethical positioning. 
 

8.6.2  

Aspect Pre-Pandemic Marketing Post-Pandemic Marketing 

E-commerce 

Penetration 

E-commerce was growing steadily but still 

secondary to physical retail. 

E-commerce penetration surged to 16.1% of total retail 

sales in the U.S. during the pandemic (JPMorgan, 2022). 

Omnichannel 

Strategies 

Brands focused on either online or offline 

channels with limited integration. 

Hybrid models emerged; 70% of consumers now prefer 

hybrid shopping experiences (McKinsey, 2022). 

Retail Store Footfall 
Heavy reliance on foot traffic for brick-

and-mortar stores. 

Declining store visits; adaptation of experiential retail to 

counter e-commerce dominance. 

Table - 4 Digital Transformation & E-commerce Growth 
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Key Takeaway: The pandemic accelerated digital adoption, forcing businesses to invest in omni-channel and hybrid 

shopping experiences. 

 

8.6.3 

Aspect Pre-Pandemic Marketing Post-Pandemic Marketing 

Advertising 

Channels 

Traditional channels (TV, print, 

outdoor ads) dominated. 

Digital advertising overtook traditional, with global digital ad 

spend reaching $602 billion in 2023 (Statista, 2023). 

Social Media 

Usage 

Used mainly for branding and 

awareness. 

Surge in engagement: 50% increase in social media 

consumption during the pandemic (Hootsuite, 2021). 

Influencer 

Marketing 
Emerging but not dominant. 

Influencer marketing spending expected to hit $21 billion in 

2023, up from $9.7 billion in 2020 (Statista, 2023). 

Table – 5 Marketing Communication & Consumer Engagement 

Key Takeaway: Digital engagement and influencer marketing have become core components of post pandemic 

marketing strategies. 

 

8.6.4 

Aspect Pre-Pandemic Marketing Post-Pandemic Marketing 

Customer Experience 

Focus 
Functional and product-driven. 

Hyper-personalization and AI-driven experiences 

(chatbots, predictive analytics). 

Data-Driven Marketing 
Data-driven insights were used, but 

adoption was slow. 

Heavy reliance on AI, big data, and machine 

learning for personalized marketing. 

Customer Service 

Channels 
Call centers, in-store assistance. 

Chatbots and AI-driven customer service became 

mainstream, with 45% of businesses using AI-based 

support (Gartner, 2023). 

Table – 6 Customer Experience and Personalization 

Key Takeaway: Personalization and AI-driven marketing are critical for customer retention. 

 

8.6.5 

Aspect Pre-Pandemic Marketing Post-Pandemic Marketing 

Crisis Preparedness 
Most marketing plans were long-term, 

with minimal contingency strategies. 

Marketing agility is key; 80% of companies revamped 

their strategies in response to COVID-19 (McKinsey, 

2021). 

Resilient Strategies Linear, predictable campaigns. 
Data-driven, real-time adjustments to marketing 

strategies. 

Sustainability Focus 
Corporate Social Responsibility (CSR) 

was an add-on. 

Sustainability is a key brand differentiator, with 73% 

of consumers preferring sustainable brands (Nielsen, 

2023). 

Table – 7 Crisis Management & Agility 

Key Takeaway: Brands must be agile, data-driven, and sustainability-conscious to succeed in the post-pandemic era. 

 

Connecting Findings to Existing Literature 

• The findings on AI-driven marketing align with 

prior research on digital transformation post-

COVID. 

• This study reinforces Porter’s Five Forces as a 

framework for navigating competitive pressure. 

• The long-term sustainability of influencer 

marketing remains an area for further 

exploration. 

Practical Implications 

• Businesses should invest in AI-driven 

personalization to enhance their customer 

engagement. 

• Omni-channel strategies are essential for 

sustained marketing resilience. 

• Trust-building measures are critical to customer 

retention in a post-pandemic economy. 

 

IX. FUTURE RESEARCH DIRECTIONS 
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9.1 Longitudinal Studies on Consumer Behavior 

• Future research should explore how consumer 

behavior evolves over an extended period after the 

pandemic. 

• Studies that track brand loyalty, digital adoption, 

and shopping habits over five to ten years would 

provide deeper insights. 

 

9.2 Industry-Specific Adaptations 

• Conduct research on how different industries 

(e.g., luxury goods, automotive, and 

pharmaceuticals) are adapting to VUCA 

conditions. 

• Comparative studies between B2B and B2C 

marketing transformations post-pandemic. 

 

9.3 Effectiveness of Digital Marketing Innovations 

• Examine the ROI of digital marketing strategies 

such as AI-driven personalization, influencer 

marketing, and social commerce. 

• Study the effectiveness of virtual reality (VR) and 

metaverse marketing on consumer engagement. 

 

9.4 Sustainability and Ethical Marketing 

• This study investigates how corporate social 

responsibility (CSR) and sustainability-focused 

marketing influence brand perception. 

• Assess whether consumers stated preferences for 

sustainability translate into actual purchasing 

behavior. 

 

9.5 Marketing Agility and Crisis Preparedness 

• Research on how businesses incorporate resilient 

marketing frameworks to prove their strategies 

against new global crises. 

• Exploring the role of predictive analytics and AI-

driven decision making in crisis responses. 

 

9.6 Global vs. Local Marketing Strategies 

• Study how multinational brands balance global 

consistency with local adaptability in marketing 

post-pandemic. 

• To examine how cultural and economic 

differences impact consumer behavior in the 

VUCA world. 

 

9.7 Investigating how AI-driven personalization 

influences customer retention in different industries.  

• AI is transforming customer interactions, and 

understanding its long-term impact across various 

sectors will help optimize marketing strategies. 

 

9.8 Study of the long-term effects of influencer 

marketing in the post-pandemic digital era.  

• Influencer marketing has surged, but its 

sustainability and effectiveness over time remain 

areas for further exploration. 

 

9.9 Assessing the role of blockchain in transparent and 

ethical marketing.  

With growing concerns about data privacy and ethical 

business practices, blockchains can provide secure and 

verifiable marketing transactions and consumer trust. 

• Investigating AI-driven personalization across 

industries to determine its role in customer 

loyalty. 

• Studying influencer marketing’s long-term 

impact on consumer purchasing decisions. 

• Assessing the blockchain’s role in transparent and 

ethical marketing to enhance trustworthiness. 

 

X. CONCLUSION 

 

The study concludes that post-pandemic marketing 

requires digital transformation, consumer-centric 

approaches, and AI-driven personalization (Gálik & 

Oprala, 2021). Future research should focus on the 

long-term impacts of influencer marketing and ethical 

AI practices (MTCT, n.d.). 

 

Practical Implications for Marketing Professionals 

Marketing professionals must embrace resilient, data-

driven, consumer-centric strategies to navigate 

uncertainties in the post-pandemic era. The key 

takeaways for practitioners are as follows: - 

 

10.1  Embracing Digital-First Strategies 

• The rapid growth of e-commerce and digital 

engagement requires businesses to optimize 

omnichannel experiences. 

• AI-driven marketing, chatbots, and personalized 

recommendations must be integrated to enhance 

the customer experience. 

• Investment in social commerce (for example, 

Instagram and–. TikTok Shopping) is essential as 
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consumers increasingly make purchase decisions 

within social media ecosystems. 

 

10.2 Personalization and Customer-Centricity 

• Traditional mass marketing is no longer effective, 

and hyper personalization is the key to retaining 

customers in a highly competitive digital 

environment. 

• AI and predictive analytics should be leveraged to 

deliver customized marketing campaigns based 

on consumer behavior and real-time data. 

• Marketing strategies must balance automation and 

human touch to ensure that brands maintain 

authenticity and trust 

 

10.3 Agility and Real-Time Adaptation 

• VUCA conditions demand flexible marketing 

strategies that can pivot quickly in response to 

market shift. 

• Real-time data analysis, agile campaign 

execution, and continuous A/B testing must 

become standard practice. 

• Marketing teams must adopt scenario planning 

and prepare multiple strategies for the various 

market conditions. 

 

10.4 Ethical and Sustainable Marketing 

• Consumers now expect brands to be socially 

responsible, with 73% preferring sustainable 

brands (Nielsen 2023). 

• Ethical marketing, transparency, and corporate 

social responsibility (CSR) initiatives should be 

integrated into brand narrative. 

• Companies that fail to prioritize sustainability 

risk, reputational damage, and customer attrition. 

 

10.5 Building Consumer Trust in an Uncertain 

Environment 

• Post-pandemic consumers are more cautious and 

selective about their brand choices. 

• Companies must demonstrate authenticity and 

reliability through transparent communication, 

responsive customer services, and consistent 

brand messaging. 

• Community engagement and emotional branding 

differentiate successful companies from their 

competitors. 

 

10.6 The Broader Impact of VUCA Beyond Marketing 

While this study focuses on marketing, the VUCA 

framework extends far beyond consumer engagement, 

impacting organizational strategy, leadership, and 

business resilience. Marketing professionals must 

work alongside leadership teams to build holistic 

strategies to address the following issues 

 

10.6.1 Organizational Agility and Business Strategy 

• Companies must adopt an agile business model 

capable of quick pivots in response to external 

shocks (for example, supply chain disruptions 

and–. regulatory changes). 

• Cross-functional collaboration between 

marketing, finance, and operations ensures 

cohesive decision-making under volatile 

conditions. 

• Organizations should embrace a culture of 

experimentation in,, in which rapid iteration and 

feedback loops drive strategic decision making. 

 

10.6.2 Workforce Adaptation and Leadership in a 

VUCA World 

• Shifts to remote work and hybrid teams require 

companies to rethink their employee engagement 

and leadership strategies. 

• Leaders must foster resilience, adaptability and 

innovation. - Ensure that teams remain 

productive amid uncertainty. 

• Continuous learning and upskilling in digital 

tools and AI-driven analytics are essential for 

both marketing and organizational success. 

 

10.6.3 Supply Chain and Operational Resilience 

• The pandemic has highlighted the fragility of 

global supply chains. 

• Companies must diversify suppliers, invest in 

predictive analytics, and explore local production 

alternatives to mitigate future risk. 

• Marketing and operations must be aligned to 

ensure that demand forecasting and inventory 

management are optimized. 

 

10.6.4 Customer Experience as a Competitive 

Advantage 

• Companies that prioritize customer experience 

(CX) outperform their competitors in a VUCA 

environment. 



© September 2025 | IJIRT | Volume 12 Issue 4 | ISSN: 2349-6002 

IJIRT 184498 INTERNATIONAL JOURNAL OF INNOVATIVE RESEARCH IN TECHNOLOGY 1623 

• Seamless digital interactions, AI-powered 

customer support, and frictionless transactions 

are no longer optional-, but are necessary for 

survival. 

• Businesses must continually refine their CX 

strategies to match their evolving consumer 

expectations. 

 

10.7 Crisis Management and Resilience Strategies   

Case Studies and their Connection to Findings 

• Nike’s Digital Pivot aligns with the findings on 

digital transformation and personalization. 

• Starbucks’ Sustainability Efforts support ethical 

branding. 

• Amazon’s Agile Supply Chain Response 

emphasizes adaptability in marketing strategies. 

 

XI. ETHICAL CONSIDERATIONS 

 

Ethical integrity was maintained throughout the study 

by adhering to the following principles. 

• Informed Consent: All participants were informed 

about the purpose of the study and voluntarily 

agreed to participate. 

• Confidentiality: Responses were anonymized to 

protect participants' identities and sensitive 

information. 

• Data Protection: The study complied with the 

GDPR and CCPA regulations, ensuring the secure 

handling and storage of the collected data. 

• Non-Maleficence: No deceptive practices were 

used, and participants were given the option to 

withdraw at any time without consequences. 

• Bias Mitigation: Efforts were made to ensure a 

diverse sample size to reduce potential bias and 

enhance the credibility of the findings. 
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QUESTIONNAIRE 

 

1. Demographic Information 

1.1 Age: [18-25] [26-35] [36-45] [46-55] [56+] 

1.2 Gender: [Male] [Female] [Other] 

1.3 Profession: [Marketing Professional] 

[Entrepreneur] [Student] [Other] 

1.4 Industry: [Retail] [Tech] [Healthcare] [Finance] 

[Other] 

 

2 Marketing Strategies in VUCA World 

2.1 To what extent has digital marketing become 

crucial after post-COVID-19? (1-5 Likert Scale) 

2.2 How important is agility in marketing strategies 

during the post-pandemic era? (1-5 Likert Scale) 

2.3 Has customer behavior significantly changed after 

COVID-19? (Yes/No) 

2.4 What marketing channels have become the most 

effective since the pandemic? [Social Media] 

[Email Marketing] [SEO] [Traditional] [Others] 

3 Impact of Volatility & Uncertainty 

3.1 Have market disruptions increased post-COVID-

19? (Yes/No) 
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3.2 How prepared is your organization to handle 

sudden market changes? (1-5 Likert Scale) 

3.3 Do you think predictive analytics help in decision-

making under uncertainty? (Yes/No) 

3.4 What is the biggest challenge in post-COVID 

marketing? [Budget Cuts] [Consumer Trust] 

[Supply Chain Issues] [Technology Adoption] 

 

4 Role of Innovation and Technology 

4.1 Has AI and automation impacted marketing 

decisions in your company? (Yes/No) 

4.2 How effective is personalization in customers? (1-

5 Likert Scale) 

4.3 Do you believe influencer marketing has gained 

more importance? (Yes/No) 

 

5 Customer Engagement and Trust 

5.1 Has brand loyalty decreased post-pandemic? 

(Yes/No) 

5.2 What factors drive consumer trust today? 

[Transparency] [CSR Initiatives] [Customer 

Service] [Brand Values] 

5.3 How effective is content marketing for promoting 

customer engagement? (1-5 Likert Scale) 


