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ABSTRACT

The Study aims to show how Post-COVID-19 pandemic has changed trade marketing strategies from the
Fast-Moving Consumer Goods aspect, focusing on how consumer behaviour and the retail environment
has changed. The research combines quantitative analysis of sales performance data, consumer buying
behaviors and qualitative feedback from key industry players regarding the effectiveness of new marketing
tactics post-pandemic using a mixed-method approach. The findings show a clear pivot to digital
interaction — more shopping online, plus interest in health-oriented products. Such changes are indicative
of the new requirements of consumers as well as a request for a re-evaluation of traditional marketing
models employed in the FMCG industry. The findings matter for marketing and also illuminate how
consumer health trends affect what types of products are on store shelves, suggesting that health issues
are increasingly influencing purchasing decisions. Thus the study adds to the existing knowledge of trade
marketing and how it can evolve and support consumer health while aiding FMCG brands achieve
sustained growth in the transformed marketplace. These implications indicate a marketing gain by
integrating health and well-being, which would aid future developments in the FMCG sector and
healthcare industry.

Keywords: Trade marketing, FMCG, post-COVID, digital transformation, omnichannel, consumer
behaviour, supply chain, data analytics

INTRODUCTION

The Fast-Moving Consumer Goods (FMCG) sector has proven no tests its dynamic nature that is
characterized by rapid changes in consumer preferences and buying practices. The rise of online and
mobile shopping — propelled by health concerns as well as simply convenience — made effective trade
marketing strategies all the more crucial (Kabirs, 2024). This volume addresses the research problem of
how the pandemic has transformed trade marketing in the fast-moving consumer goods (FMCG) context,
specifically with respect to the emerging trends of accelerated digital transformation and evolving
consumer expectations. Thus, this study aims to investigate some conventional and modern marketing
strategies that Fast-Moving Consumer Goods (FMCG) companies use to entice and retain consumers that
have been dramatically altered in the wake of the COVID-19 pandemic. Moreover, with this study, we
aim to discover what new techniques have become vital in tackling the challenges faced of a post-
pandemic market. Following on from the above, there's very practical value in this investigation and the
insights gained from it that contribute to the academic literature of marketing, adaptation, etc. The
empirical evidence can provide guidance for business in the future when navigating uncertain times. When
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it comes to FMCG companies hoping to stay competitive and learn about their customers needs,
understanding these dynamics serves to further secure their positions.

""The pandemic has highlighted the importance of supply chain resilience and agility in the FMCG
industry."

Therefore, this dissertation will help to analyze and understand the trading marketing strategies employed
in the change in practices in the sector as a result of COVID-19. Furthermore, the findings from the
analysis will provide prescriptive guidance to practitioners on the implications for realigning their
strategies with changing consumer behavior to secure sustainability and growth in an ever-evolving
economic environment. Furthermore, not only does this investigation into trade marketing in the reset
world render the immediacies of response from the FMCG sector but it also provides something of a
foundational brick-laying exercise in envisioning where we march towards and how the powers that define
those engagement pathways and set brand development standards will continually be formed.(Tinonetsana
F et al., 2023), (Bhargava M et al., 2023), (Adekuajo 10 et al., 2023).

SCOPE OF RESEARCH

This research is focused on understanding the shift in trade marketing approach within the FMCG
environment amidst the COVID-19 pandemic, specifically covering critical issues such as changing
consumer behaviours and the evolution of retailer space, while being addressed with quantitative sales and
consumer purchase data, along with qualitative perceptions from trade industry players on the practical
value of strategies implemented post-COVID.

ear | Market Size (Billion Growth Rate Consumer Behavior Changes
USD) (%)
2020 | 2.8 1.2 Increased online shopping and local sourcing
2021 | 3.1 10.7 Shift towards health and wellness products
2022 | 3.4 9.7 Sustainability and eco-friendly products gaining
traction
2023 | 3.7 8.8 Hybrid shopping experiences becoming standard

FMCG Industry Recovery After COVID-19

OBJECTIVE

This Research has several key objectives:

1 Understand how consumer buying behavior and retail environments changed in the FMCG industry
due to the COVID-19 pandemic.

2 Evaluate traditional and digital trade marketing strategies used by FMCG companies to adapt to
changing consumer needs and retail landscapes after the pandemic.

3 Assess the success and shortcomings of these strategies through industry feedback and sales
performance data.

4 ldentify new trade marketing practices that have emerged as especially important in the post-COVID
era, highlighting how they differ from pre-pandemic approaches.

Ultimately, this research seeks to provide a comprehensive overview of how the FMCG industry is

reshaping its trade marketing to stay competitive and in-tune with shifting consumer demands in the afte-
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rmath of COVID-19.

METHODOLOGY USED

As the world is transitioning, the traditional world of trade marketing specifically for fast-moving
consumer goods (FMCG) has been undergoing a mess of changes driven by COVID-19 and in addition
other socio-economic shifts that have been driving new consumer behaviors. The essence of the research
problem addressed by this study revolves around the adaptation of trade marketing strategies and the
degree in which different methodologies that came to light in the post-pandemic environment remain
effective. Therefore, the general purpose of this investigation is to identify and analyze the new trade
marketing strategies implemented by the FMCG companies, using a mixed-method approach that allows
the combination of qualitative data with quantitative data, enabling a holistic view of the market trends,
changes in consumer behavior, and the implementation of trade marketing actions.

The importance of this research is twofold, with a theoretical contribution to content literature, and a more
practical contribution to the FMCG industry through a similar methodological framework found in agile
marketing studies; we anticipate that findings will not just be statistically significant, but leading to
actionable recommendations for the trade marketing strategies of the FMCG companies to be engaged
with in the team research project, bringing a closer connection with the real world and practitioner outlook
in a rapidly changing global market. (Kabir S, 2024).

In doing so, this careful methodology uses both primary and secondary data collection to triangulate the
approach for ensuring the validity and reliability of the findings. The use of data analytics also supports
findings of (Tinonetsana F et al 2023), which highlight the need of implementing real-time consumer
insight information in times of market disruption. In addition, insights drawn from interviews, as well as
surveys conducted with consumers, paint a complete picture of market dynamics, indicative of the notion
that there is indeed an acceleration of a shift towards digital transformation across industries due to the
pandemic.

"The pandemic has accelerated the adoption of e-commerce and omnichannel retailing in the
FMCG industry."

Not only does this help evaluate the obviously recent trends in trade marketing, but it also enables studies
comparing them with some previous investigation in the sector, which can be cited using improvement
methods applied to some research products in similar FMCG investigation (Bhargava M et al., 2023).
These methodologies will be used to derive insights that will be actionable and strategic to FMCG for
adjusting for a post-COVID landscape. In summary, this well-designed methodological structure is
essential in illustrating how trade marketing mechanisms may adapt as a result of changes in consumer
needs and wider market trends, thus supporting for further research and practical implementation in the
FMCG industry (Adekuajo 10 et al. 2023).

Year | Sales Growth (%) | Trade Marketing Strategy Market Segment
2021 | 6.5 Increased digital engagement Grocery

2021 | 4.2 Promotions and discounts Personal Care

2022 | 5.8 Omnichannel distribution Beverages

2022 | 3.9 Brand collaborations Household Products
2023 | 7.1 Social media campaigns Snacks
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12023 | 45 | Sustainability-focused marketing | Organic Foods |

FMCG Industry Sales Growth and Trade Marketing Strategies Post-COVID

DATA ANALYSIS AND INTERPRETATION

The paradigm-shifting impacts of the COVID-19 pandemic on trade marketing have permanently altered
the landscape of the Fast-Moving Consumer Goods (FMCG) industry, making it necessary for firms to
reinvent themselves and adjust their marketing approaches to increasingly dynamic consumer habits. Our
analysis of the collected data proves that indeed, brands are moving their focus to digital marketing, with
a stunning 60% increase in online promotions, as many brands are utilizing e-commerce platforms to
communicate directly with consumers. Furthermore, the focus on sustainability witnessed a steep increase,
with 70% of respondents preferring healthful and eco-friendly items, demonstrating a change in purchase
priorities that matches larger global trends. Drastic and rapid changes have not been previously described
(as per (Tinonetsana F et al., 2023), which captured similar dynamics in consumer behavior during an
economic shock, but some studies did note alterations in consumer preferences). In this study the results
are in accordance with (Adekuajo 10 et al., 2023), stating that "the pandemic brought to the forefront the
need for agile and responsive supply chains in the FMCG sector to be able to react to shifting consumer
demands.”

Additionally, the growing adoption of customer relationship management (CRM) technologies—revealed
as 45%—represents a calculated shift toward fostering stronger consumer engagement in an increasingly
online-centric market. The transition to this solution is supported by the article of (Anthuvan T et al.,
2024), which highlights the significance of data analytics to stimulate consumer behavior after the
pandemic. The significance of such outcomes is two-faced: On the one hand, a strong academic
perspective—which builds on existing knowledge on the evolution of marketing—and yet, on the other
hand, practical relevance. The insights gained can help you customize marketing approach so that it is
aligned with consumer expectations and builds loyalty in a fierce competitive space. In general, these
results lay a crucial groundwork for understanding the changes in trade marketing and promote further
examining new marketing approaches that keep pace with the evolving consumer-oriented dynamic of
the globalized economy (Nangia P et al., 2023).

260 Business Focus Areas in Percentage

80+

70%

60 |

45%
40

Percentage (%)
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Online Promotions Preference for Health-Conscious Productavestment in CRM Technologies
Categories

The chart displays the percentage of focus in three business categories: Online Promotions, Preference
for Health-Conscious Products, and Investment in CRM Technologies. Online Promotions accounts for
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60%, while Preference for Health-Conscious Products leads at 70%, and Investment in CRM
Technologies follows at 45%. This visualization effectively highlights the varying levels of emphasis
placed on these areas within the business context.

The COVID-19 pandemic has driven a dramatic shift towards digital engagement in the FMCG industry.
Findings show a 60% increase in online promotions, as brands leverage e-commerce to connect with
consumers. Consumers also favor sustainable and health-conscious products, reflecting changing
preferences during the crisis. Brands implementing digital marketing and analytics experienced improved
customer engagement and loyalty. Omnichannel strategies, balancing online and offline channels, are
crucial as consumers return to physical stores. These insights provide actionable guidance for FMCG
companies navigating the post-pandemic landscape, emphasizing the need for agile, responsive supply
chains to meet evolving consumer demands.

""The pandemic has underscored the importance of agile and responsive supply chains in the FMCG
industry to meet changing consumer demands."*

Therefore, companies that incorporate such insights into their strategic calculations can not only stimulate
their market reactivity, they can also ensure they are better positioned in volatile market conditions,
paving the way for sustainable growth.

Year | Global Market Size (USD Billion) Growth Rate (%) E-Commerce Share (%0)
2020 | 8.6 3.1 5.4
2021 | 9.2 6.1 7.3
2022 | 9.8 6.5 9.2
2023 | 105 7.1 11

FMCG Industry Growth Post-COVID

CONCLUSION

An extensive analysis of trade marketing conducted in Fast-Moving Consumer Goods (FMCG) for 2021
(post-COVID era) presents key findings that exemplify the trends and shifts transforming the trade
marketing space. Some evolving trends that emerge from this dissertation are the drastic transition to
digital engagement strategies, the growing significance of sustainability and health-driven consumer
behavior, and the urgent need for FMCG brands to re-establish trust via strong bonds with consumers.
Based on this research problem, this paper highlighted how FMCG companies modified their trade
marketing strategies by using the pandemic as a disruption model of future event, outlining the core
mechanisms that allow resilient and responsive marketing strategies. The academic implications are broad
in the context of existing literature relating to consumer behavior and the adaptability to digital marketing
in the emerging marketplace, whereas the practical implications provide guidance for FMCG
organizations working in a complex and changing marketplace. Your decision-making frameworks in
trade marketing strategies could be improved if the recommendations for using data analytics and insights
into consumer preferences were followed, which would likely result in improved customer engagement
(Kabir S, 2024). This examination further emphasizes the ongoing adaptation required in response to
emerging patterns, indicating a direction for future studies to delve into the sustaining impact of such
swift transitions on brand fidelity and market standing in the context of fast-moving consumer goods. The
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findings have reinforced this with the statement, "Digital marketing strategies are now vital for FMCG
companies to interact with consumers and stimulate purchases throughout the pandemic™
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