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New environment

The social changes that occurred due to COVID-19 also affected

the overall commerce landscape to transform quickly in ways it had
never done before. Once where shoppers used to freely interact with
a brand has now been shifted to somewhere controlled by a new set
of rules, and accordingly shoppers have had to behave under
various restrictions.

Queuing before entering a store, encouraging to shop alone,

social distancing and limiting the route to shop in-store are

some of the rules implemented by retailers. Additionally shoppers
have created their own set of rules to protect their health across
selecting channels, planning to visit a store, browsing, choosing,
and purchasing products. This ‘new set of rules’ requires brands to
review the macro environment and conditions that used to be the
basis of commerce marketing, in order to upgrade and adapt their
executions as needed.

If shoppers before COVID-19 only had to focus on the key purpose
of their shopping like product category, brand search and
comparison, and messages from retailers and brands, now shoppers
have to also consider the external factors such as limitations to

their activity and concerns on the virus, which had affected
shoppers across their overall purchase behaviors.
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New challenges for commerce marketing in post-COVID period

Increased influence of external factors to shopping

‘Untact’ shopping or behaviors to avoid contact during shopping include
ensuring to not go past the category you want to purchase, not re-visit the
store multiple times, minimalize contact with the products, reduce
interaction with people including sales personnel, and decrease the amount
of time spent in-store. These behavioral changes are affecting the overall
level of engagement shoppers have with brands, and even how they would
respond to various brand message formats and contents.

Ecommerce facing post-price war era

Before COVID-19, Ecommerce had its main competition around price and
delivery capacity. However, ecommerce, now as a more widely used
commerce platform, has higher expectations to develop its core
competency. Retaining loyalty with the newly incoming shoppers, having
user-friendly platform to maintain and increase purchase, meeting shopper
expectations on delivery and customer services like exchange/refund, and
strengthening the safety of logistics systems are some of the risks or
pressures to develop core competency in order to keep sustainable growth
even after the exponential advancement of ecommerce .




New approach to delivering brand value

Commerce environment consists of 3 elements
(shopper, retailer, and brand), and the changes in
shopper behavior and retail environment caused by
COVID-19 mean that there needs to be a new
approach as well in how brand value is
communicated.

Commerce insight areas

for brand growth in post-COVID period

Brands will have to review the changes in shopping
behavior that is happening in-store and online to
revise the short-term execution plans in order to
better meet the category core needs and ease the
pain-points during purchase. At the same time, in
order to unveil the new opportunities of brand
growth in the post-COVID era it will be necessary to
re-examine the overall path to purchase such as
plans on brand and product purchase, and
touchpoint interaction before visiting a store.



