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Abstract

The marketing mix strategies for fast-moving consumer goods (FMCG)
businesses in the post-COVID-19 era are crucial and require careful
consideration. This article examines the changes in the 4P marketing mix
components, which include Product, Price, Place, and Promotion, during the
pre-pandemic, pandemic, and post-pandemic periods, specifically focusing on
FMCG businesses.

In the pre-COVID-19 era, FMCG businesses emphasized producing high-
quality products, competitive pricing, traditional distribution channels, and
conventional media promotion. When the COVID-19 pandemic began,
businesses had to quickly adapt by focusing on producing goods that met
urgent consumer needs, setting prices suitable for the economic situation,
expanding online distribution channels, and utilizing digital media for

promotion.
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In the post-COVID-19 era, FMCG businesses need to adjust their strategies
to align with the changing consumer behaviors. Studies indicate that products
must be innovative and cater more to hygiene and convenience needs, pricing
must be flexible and transparent, distribution channels must encompass both
online and offline platforms, and promotions must leverage digital media and
technology to enhance customer experiences. Thus, analyzing consumer
behavior aids in efficiently adjusting marketing strategies, and building strong
customer relationships is crucial for FMCG businesses to thrive and succeed in a
rapidly changing environment. This ensures that FMCG businesses remain
competitive and sustainable in the long term.

This study found that developing innovative and hygiene-responsive
products, transparent and flexible pricing, utilizing both online and offline
distribution channels, and leveraging digital media for promotion are strategies
FMCG businesses must adopt to enhance marketing efficiency and
competitiveness in the rapidly changing Next Normal market. Additionally,
analyzing consumer behavior and building strong customer relationships are

crucial factors for sustainable business growth.

Keywords: Marketing Strategy, COVID-19, Marketing, Next Normal, 4Ps
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