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The Covid-19 pandemic has dramatically impacted firms and consumers (Donthu & 
Gustafsson, 2020). On one hand, firms had the opportunity to establish and manage 
relationships with key market actors by redefining established business processes 
of production, distribution, and even product development. On the other one, con-
sumers were forced to temporarily or permanently change their habits and the way 
they buy, shop, consume, and travel (Sheth, 2020). This new scenario, sparked by 
the Covid-19 pandemic, caused important implications for firms. In fact, it required 
them to rapidly reorganize their processes and activities to continue running their 
businesses (Seetharaman, 2020) and prompted new forms of product (Ebersberger & 
Kuckertz, 2021) and service (Sharma et al., 2021) innovations to keep up with a new 
demand. Furthermore, it brought profound changes in the way firms manage rela-
tionships and communicate with their customers (Mangiò et al., 2021), and, above 
all, led to severe changes in consumers’ behaviours (Zwanka & Buff, 2021).

Yet, while Covid-19 is undoubtedly one of the most traumatic events humanities 
have faced since the end of World War II, it also determined the emergence of novel 
social, economic, and business challenges that attracted the attention and interest of 
many marketing scholars. An attention that, we note, did not run out once the hard-
est times of the pandemic had been overcome but, on the contrary, one which is still 
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particularly high even at present time, when the world is gradually moving toward 
recovery and partly going back to its pre-pandemic habits.

To emphasize the persistent topicality of Covid-related research in marketing 
study, we borrow the term “long Covid” from medical and clinical research. “Long 
Covid”, which is a term being used to describe illnesses in people who have recov-
ered from Covid-19 but are still reporting lasting effects of the infection (Mahase, 
2020), is here used to indicate the persistence of studies that take stock of the effects 
that the pandemic has provided to marketing and consumer research.

As a matter of fact, a closer look at the literature to date vividly shows that in the 
last two years Covid-19 has become the most mainstream topic and a sort of autono-
mous stream of research within the broader field of marketing research. Hundreds of 
papers have been published from March 2020 onward and new entries pop-up every 
day. Hundreds of conferences and workshops have been organized, and dozens of 
special issues have been published or are planned to be published in the upcoming 
year. These include, just to name a few, the Journal of Business Research, the Jour-
nal of Product & Brand Management, the Journal of Advertising, the International 
Marketing Review, the International Journal of Retail & Distribution Management, 
Management Decision, Marketing Theory, and many others.

In a similar spirit, the Italian Journal of Marketing organized an online paper 
development workshop entitled “Covid-19 and Marketing Research in Italy” which 
then inspired the publication of this special issue. The workshop witnessed the par-
ticipation of more than 50 authors presenting a total of 23 papers dealing with two 
main domains that the Italian community identified as particularly topical: “technol-
ogy and innovation marketing” and “consumer behaviour”.

As far as the first domain is concerned, i.e., technology and innovation marketing, 
recent research on the topic has devoted attention especially to assess how technol-
ogy can be leveraged to help firms find new ways to cope with a market scenario 
that has drastically changed due to the pandemic. Among these, there is a need to 
propose and assess the effectiveness of untapped and renewed strategic approaches 
towards the market, as well as the impact of new technology-enabled business mod-
els seeking to define new value propositions and novel ways to interact with consum-
ers and business customers (Coombes & Nicholson, 2013; Porter & Heppelmann, 
2015). The physical distancing imposed by the Covid-19 emergency, pushed many 
incumbent firms to explore new strategies—rooted in the adoption of technological 
solutions—and to rethink their offering in a radical or innovative way (Rapaccini 
et al., 2020). In this view, understanding how firms approach and invest in digital 
technologies to draw new strategic paths and renew their value propositions—for 
example by turning to contemporary models of servitization—is paramount. In a 
scenario in which demand and supply were forced to complete isolation, and are still 
forced to some degrees of social distancing, the understanding of the opportunities 
that technologies may offer in managing customers relationships are also of primary 
importance.

The complete lack of physical interaction with customers that firms had to cope 
with throughout the hardest times of the lockdowns, decreed by a vast majority of 
governments of the world to counteract the virus, has led many firms to further 
push technological investments in order to grant sales and business continuity via 
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innovative digital tools and devices (Siggelkow & Terwiesch, 2019). On the one 
hand, well-established technological solutions, such as ecommerce and mobile 
commerce, have experienced a further boost and have attracted additional invest-
ments. With traditional brick-and-mortar stores shut down, online commerce was 
the only way for retailers and firms to continue their businesses and continue selling 
products. On the other hand, the lack of direct interaction with consumers fostered 
development and investments of other more recent and more technological advanced 
solutions, such as virtual and augmented reality (Pantano et al., 2020).

A second topic at the intersection of technological innovation and marketing, 
which gained traction in the last two pandemic years, is connected to innovation 
processes. Digital technologies may increase their role in supporting the reconfigu-
ration of innovation processes, also in connection with manufacturing activities. 3D 
printing, for example, is a disruptive technology that enhances open innovation by 
expanding the type and the number of actors involved within the value chain, such 
as Fablabs and makers, and by allowing the possibility to overcome sectorial bound-
aries that inevitably limit the scope and width of both technological innovation and 
technological adoption (Anderson, 2012; Bogers et al., 2016). In this regard, market-
ing research is needed to provide new insights on how the pandemic has either ena-
bled or constrained ongoing processes of open innovation, and to shed light on how 
the pandemic has triggered changes in firms’ marketing strategies addressed to prod-
uct innovation. More in general, and not just limited to the current post-pandemic 
world, further studies are needed to understand how the set of digital technologies 
that form the backbone of the fourth industrial revolution (industry 4.0)—internet of 
things, smart manufacturing, and new forms of automation—shape marketing pro-
cesses and create new sources of competitive advantage (Iansiti & Lakhani, 2014).

In addition to the intense debate on whether and how technologies and innova-
tions may assist firms in overcoming the limits and the challenges posed by the 
global pandemic on their marketing strategies and operations, research has also 
deeply focused on the impact of Covid-19 on consumer behaviour (Zwanka & Buff, 
2021).

Even though past literature has previously dealt with the question of how consum-
ers react to adverse events, such as natural disaster or terrorist attack (Cruz-Cárdenas 
et al., 2021), the Covid-19 pandemic has offered a unique context to study, as this 
adverse event differs dramatically in terms of duration and scope. While events such 
as natural disasters and terrorist attacks are bounded in time and space, i.e. last for 
a limited time and affect a limited and geographically bounded area, the pandemic 
has a longer timeframe (almost two years have passed since the first news about the 
spread of an unknown virus in China started gaining attention in Western countries), 
and has as a global scope. Against this background, it is important to understand the 
way consumers have tried to rearrange their decision processes and have modified 
their consumption habits. How do consumers search for information? How do they 
use the retrieved information? How do they interact with firms and other consum-
ers? How do they approach branding efforts and brand communication? These and 
other questions attracted the interest of marketing scholars and generated an intense 
debate that did not spare any marketing journal.
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For example, scholars have shown that the pandemic led to changes on how 
consumers engage with brands on social media platforms (Mangiò et al., 2021), 
provided drastic modifications on planned and unplanned purchasing habits 
(Sheth, 2020), changed traditional schemata that consumers generally use to eval-
uate alternative offerings and perform a choice (Kim et  al., 2021), and affected 
the traditional way in which consumers relate to retailers (Roggeveen & Sethura-
man, 2020).

The implications that these researches brought to light are manifold, especially 
if the scholars’ prediction that the pandemic is destined to bring permanent conse-
quences on marketing and consumer behaviour, comes true. The disruptive force of 
the pandemic was so huge that scholars and practitioners agree that new theoretical 
lenses and new practical competences will be needed to make and give full sense to 
market functioning. In a time in which the Western World is hopefully recovering 
after the backlash of the pandemic, research is needed to assess whether and how the 
pandemic has brought permanent transformations to firms’ marketing strategies and 
tactics, as well as to assess the extent to which established firms’ marketing strate-
gies and tactics are no longer effective or are less effective than they used to be in 
the pre-Covid-19 era.

The six papers included in this special issue are all similar in their attempt to 
make sense of the transformations that the Covid-19 pandemic has implied in the 
marketing realm, but offer different theoretical reflections and practical implications.

Bettiol et al. (2021) shed light on how SMEs have dealt with the Covid-19 pan-
demic by exploiting digital technologies to reconnect with customers (26 Italian 
SMEs analyzed). The study found that SMEs improved the quantity and quality of 
interactions with customers by using web-based technologies and investing in digi-
tal contents. In particular, CRM and e-commerce solutions helped SMEs support 
competition and performance and, thus, overcome the emerging challenges. These 
findings have significant managerial implications. To be reactive to the crisis, SMEs 
should be technologically ready, embrace new operating methods and processes 
focused on customers, where the web-based technologies are not only a tool for 
reaching them, but also the starting point of the marketing processes itself. During 
crisis time, SMEs should increase the use of web-based technologies to connect, 
interact, and manage customers in order to satisfy their needs and take care of them.

Belvedere et  al. (2021) demonstrate that the pandemic has triggered further 
e-commerce penetration, posing new challenges to the adoption of this sales chan-
nel. In their paper, they provide a conceptual framework capable of explaining the 
actions undertaken by leading companies to effectively get the most from an e-com-
merce strategy integrated within the overall omnichannel one. Furthermore, they 
identify two factors that deserve attention: main distribution channel (direct/indi-
rect) and product value density (high/low). Through the analysis of four case studies 
(Luxottica, Henkel, Ikea, and Ferragamo), they showed that these factors produce 
different benefits and challenges that companies face when embracing e-commerce 
both from a marketing point of view and supply chain management one. The paper 
offers useful suggestions for companies on how to better frame their decisions on the 
adoption of e-commerce, with a newly developed degree of awareness, especially in 
regards to the factors that they should consider in order to get the most out of these 
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initiatives, both in terms of marketing processes and supply chain ones, while still 
mitigating the inefficiencies possibly generated by last mile logistics.

Di Domenico et al. (2021) analyse how tweets’ textual and non-textual cues affect 
their virality, focusing on misinformation content spread during the Covid-19 pan-
demic. Results suggest that misinformation included in a tweet plays an interesting 
role in disseminating it through the network, especially when associated with a more 
analytical, authentic, and confident language. Moreover, Twitter users actually read 
a tweet but not necessarily understand or critically evaluate it before making the 
decision of sharing it on the platform. This supports the role of confirmation bias 
in affecting individuals’ susceptibility to misinformation, as the tendency to propa-
gate contents through social media largely depends on textual cues different from 
the veracity of contents. In terms of managerial contribution, this study suggests that 
companies should continuously monitor tweets to avoid the spread of misinforma-
tion, not only inside the echo-chambers but also outside of them to avoid negative 
impacts on the company’s reputation. Social media platforms should not only focus 
on the content (i.e. misinformation) but also on how it is conveyed.

Corsaro et al. (2021) studied the impact of the Covid-19 pandemic as a driver of 
adoption of Sales & Marketing Automation (S&MA) by B2B companies. Based on 
insights generated through a qualitative and quantitative research, they propose a 
conceptual model explaining the benefits and sacrifices of S&MA. Their findings 
not only highlight that a mere focus on the technological side of S&MA limits the 
assessment of value generation; but also underline that as different buyers have dif-
ferent perceptions of S&MA solutions, such perceptions can be used by vendors to 
segment their market and target key customers.

Del Chiappa et al. (2021) studied the changing preferences of travellers as a result 
of the coping strategies adopted to protect themselves from the sanitary crisis. They 
found that two factors drive the destination choice: “personal protective equipment, 
sanitation, and physical distancing” and “outdoor and under-crowded tourism attrac-
tions and destinations”. The analysis allows the definition of three groups of trav-
ellers: “all-round concerned tourists”, “middle-concerned tourists”, and “outdoor-
driven tourists”, who differ from one another in terms of socio-demographics and 
travel-related variables. This research not only empirically shows that the ways in 
which travel preferences are changing are not homogenous, but it also contributes to 
identifying a certain number of adaptive coping mechanisms which may guide tour-
ists’ decisions during these uncertain times.

Finally, Cannavale et al. (2021) discuss social innovation potentialities connected 
to reverse innovation in the Covid-19 scenario, by merging two different theoretical 
perspectives. The authors examine the Korean case study connected to the “Drive-
through testing center” to outline how this innovation has spread beyond the socio-
institutional context of development to a broader global scale (from less developed 
to more advanced national Countries). The paper identifies the conditions for a posi-
tive diffusion of social innovation processes which go beyond the context of devel-
opment, enriching the theoretical discussion on open innovation framework during 
Covid-19.

Although there is still a long way before a solid understanding on how the pan-
demic has impacted marketing research and practice can be reached, the papers 
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included in this special issue are a step toward the achievement of said understand-
ing and open new and untapped opportunities for further research.
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