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Abstract 

Research background: CoVid19 was a shock for governments, 

organizations as well as people. At the beginning of the pandemic, 

everyone was stunned and companies tried to adapt to the “new reality”, as 

some sectors were forced either to diminish their offer due to the downfall 

of demand, or even to fully stop offering products or services as a result of 

the lockdown restrictions, as in the case of tourism and events sector. 

Imminent health, social and economic crises seemed inevitable, and with 

more destructive power than the 2008 economic crises. 

Purpose of the article: Almost all organizations and companies were 

affected to a certain extent by this global crisis. On one hand, companies 

manufacturing medical products, drugs, devices, disinfectants, 

construction, digital industries, courier companies had an increase in the 

demand, while others like: automotive, aerospace, construction, hotels, 

spas, cultural and creative industries had a fall  of demand due to the 

lockdown restrictions.  

Methods: In order to discover the steps taken by organizations from 

different industries, we analyzed several promotional marketing campaigns 

and we deployed research among the potential customers in order to 

discover their opinion towards these kinds of strategies.       

Findings & Value added: Organizations that encountered difficulties in 

the pandemic time appealed to promotional marketing campaigns bearing 

in mind several objectives, like: boosting sales, increase brand notoriety of 

the products or services offered and even gain more customers having a 

mixed expansion of the market, not only intensive or extensive growth.  
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1 Introduction 

Governments, companies, and individuals were all taken aback by CoVid19. Everyone was 

(Gerwe, 2021) startled at the beginning of the epidemic, and businesses struggled to adjust 

to the "new reality," as certain industries were forced to reduce (Gonzalez et al., 2021), 

their offerings owing to decreased (Galanakis, 2021) demand, or perhaps, stop supplying 

(Li, 2021) products or services entirely due to lockdown limitations. Impending health, 

social, and economic crises that appeared (Lu et al., 2021) to be unavoidable, and they 

appeared (Vo et al., 2021) to be more devastating than the 2008 economic crisis. In 

comparison with the 2008 economic crisis, we can state (Nicola, 2020) that the pandemic 

can be viewed like a war zone, where not (Roy et al., 2021) only businesses and different 

economic sectors were affected (Profiroiu et al., 2020), furthermore the loss of health 

(Radulescu et al., 2021) and even lives of those who were not strong enough to overpass the 

infectious caused by the virus (Balu et al., 2021). Almost all organizations and businesses 

were impacted in some way by the global crisis. Due (Kouvelis, 2021) to the lockdown 

limitations, demand for medical items, medications, devices, disinfectants, construction, 

digital industries, and courier businesses increased, but the demand for other industries such 

as automotive, aerospace, construction, hotels, spas, cultural and creative industries 

decreased (Sarbu et al., 2021). Organizations (Atkinson et al., 2021) that saw their profits 

decline had to resort (Sun et al., 2020) to a variety of marketing tactics to resurrect sales 

while also surviving the crisis, respecting or trying to respect the laws and restrictions 

imposed by governments due to the CoVid 19 pandemic (Burlacu et al., 2021). Companies 

tried (Zwerin et al., 2019) to increase the sales through various marketing strategies. One of 

the most applied (Soma et al., 2021) strategy by some companies was (Buzeta, 2020) the 

use of promotional Marketing Campaigns, either as contests or simple raffles (Orzan et al., 

2020). In order to win the prize, the participants had to push (Chawla and Chodak, 2021) 

the “Like” button on different Social Media Platforms (Nosi et al., 2021) as Facebook, 

Instagram, Twitter etc., or purchase a product or service and register their receipt or invoice 

in order to have a chance to win the prize, and even to send (Pescher et al., 2014) a SMS. If 

some companies had as prizes their products or services, while others offered (Zhao & 

Renard, 2021) more consistent (Lucassen & Jansen, 2014) prizes as trips and even brand 

new cars.  In terms of the quantity, scale, and range of promotional tactics employed 

(Peattie et al., 2010) by organizations in their integrated marketing communication efforts 

(Gupta & Gentry, 2019), sales promotion campaigns activity continues to rise and to evolve 

especially during these economic crises (Bodislav et al., 2020). 

2 Methods 

We examined several promotional marketing campaigns and conducted research among 

potential consumers to learn about their reactions (Sohn & Kim, 2020) to these types of 

techniques in order to learn about the measures taken by businesses in various sectors (Bran 

et al., 2020).  

In order to have a better understanding (Alshech & Sela, 2021) of what the main reasons 

are, why actual and potential customers take (Fu et al, 2021) part in these marketing 

promotional campaigns, we deployed a qualitative research among thirteen respondents. 

Due to nowadays restrictions of limiting the transmitting of the corona virus, we appealed 

to semi structured in depth interviews. The interview was organized in three modules. In 

the first module, we wanted to see the perception regarding advertising in pandemic times, 

and more precisely the manner, the message and communicational axes used by 

organizations, without limiting to only the companies that appeal to marketing promotion 

campaigns. Regarding the second module, the questions focused on what kind of contests 
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the audience liked to take part in. Either give away prizes, without having any kind of 

condition, like purchasing a product or a service, or be constraint of a purchase.  While in 

the final module, we wanted to explore and identify what triggers the respondents to 

consider participating. To better understand the motives we wanted to discover what is 

more tempting for them, the value of the prizes, or the number of them. We addressed 

questions regarding the type of prizes.  

3 Results and Discussion  

Organizations that faced difficulties during the pandemic turned to promotional marketing 

campaigns with several goals in mind, including increasing sales, increasing brand 

awareness of the products or services offered, and even gaining more customers through a 

mixed market expansion, rather than only intensive or extensive growth. Companies also 

believe that when the prizes given are related to the brands, they may produce content and 

buzz marketing, the user experience is better, and they can be utilized more frequently 

when releasing new goods in order to get people to buy and use them.  

As mentioned earlier, the applied interview had been structured in three modules.  

The first module, advertising in pandemic times. The respondents were asked either if 

organizations should have decreased, increased or even fully stop advertising during 

lockdown. Most of the respondents mentioned that they want the “business should be done 

as usual, and in the same manner, the advertising and promotion campaigns as well”. Only 

one respondent mentioned that he would appreciate less advertising and more information 

regarding the pandemic. Regarding the messages and communicational axes, respondents 

mentioned that they appreciate real life happenings, family reunions, parties with friends, 

trainings and team buildings done indoor or outdoor.  While some of the respondents stated 

the actors who appeared in the ads should have respected the governments rules with a 

distance of 1.5 up to 2 meters, wearing masks and gloves, while others indicated that 

actions should have been as before the pandemic.   

The second module is related to promotional campaigns that give customers the 

possibility of wining different prizes. What kind of contests? What is the best way to take 

part in these lotteries? Free participation, the only task to follow or to give likes, to post a 

comment to the page of the organization and to other affiliates persons or companies. To be 

restraint by the acquisition of an item or service and to register. The condition to take part 

in the contest by being constraint by uploading information of the participant, like first 

name, surname, phone number, email address, home address, the store from where the 

purchase was realized, even the type of the product. Some companies used simultaneously 

not only online platforms uploaded on the internet, but as well as SMS campaign, which 

sometimes are not free of charge, charging the participants.  

The third module refers to the types of prizes and the value of them. Although we were 

in full pandemic restrictions, some organizations that deployed contests had as prizes even 

trips in other countries as a prize. Furthermore, during the restrictive lockdown, some 

contests had rules obliging the participants to go even further that they were allowed by the 

government in order to take part in the contest. Most of the respondents gave up 

participating in those contests as the fines were too high in comparison with the prizes, and 

they are not sure whether they are going to be the lucky winners. Almost all the respondents 

reckon that fewer but expensive prizes are more attractive and appealing towards their 

determination in order to take the action required by the organization in comparison with a 

large number of cheaper prizes but taken separately.        

After conducting the research, we discovered that the audience was more open and 

interested in contests with more consistent prizes or contests where the participation is 

easier; the only requirement is to demonstrate the product purchase, specifically the product 
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purchases of greater value and quantity, by locating a special code to be inserted on a 

website platform. 

The ability to buy online and be automatically entered into the contest looked more 

enticing and convenient for the participants to participate, according to the respondents.  

In times of crisis, especially multinational companies are quite adaptable, and the 

brands studied were able to swiftly adapt their marketing to the CoVid-19 epidemic. Future 

studies are needed to see if these successful tactics can be sustained beyond the epidemic. 

We suggest that even quantitative research can be conducted in order to better understand 

the consumer (Wielen & Barrios, 2021) behavior.  

References 

1. Alshech, S. and Sela, A., (2021), The optimal allocation of prizes in two-stage contests. 

Economics Letters, 203, 109850. 

2. Atkinson, A. M., Sumnall, H., Meadows, B., (2021). ‘We're in this together’: A content 

analysis of marketing by alcohol brands on Facebook and Instagram during the first 

UK Lockdown. International Journal of Drug Policy, 98, 35.   

3. Balu, F. O., Radulescu, C. V., Bodislav, D. A., Gole, I., Buzoianu, O. C. A., Burlacu, 

S., & Balu, P. E. (2021). Cost modeling and computation in the healthcare industry. 

Case study on a Swiss Medical Care Organization. Economic Computation & 

Economic Cybernetics Studies & Research, 55(1).   

4. Bodislav, D. A., Buzoianu, O. A. C., Burlacu, S., & Rădulescu, C. V. (2020). Analysis 

of companies in Romania from the perspective of risk perception and the management 

needs thereof. Economic Convergence in European Union, 341. 

5. Bran, F., Rădulescu, C. V., Bodislav, D. A., & Burlacu, S. (2020). Environmental risks 

in the context of globalization. Economic Convergence in European Union, 350. 

6. Burlacu, S., Diaconu, A., Balu, E. P., & Gole, I. (2021). The Economic and Social 

Effects of Unemployment in Romania.  Revista de Management Comparat 

International, 22(1), 21-27.     

7. Buzeta, C., Pelsmacker P., & Dens, N. (2020). Motivations to Use Different Social 

Media Types and Their Impact on Consumers' Online Brand-Related Activities 

(COBRAs). Journal of Interactive Marketing, 52, 79-98.     

8. Chawla, Y. & Chodak, G. (2021). Social media marketing for businesses: Organic 

promotions of web-links on Facebook. Journal of Business Research, 135, 49-65.    

9. Fu, Q., Wang, X., & Wu., Z. (2021). Multi-prize contests with risk-averse players. 

Games and Economic Behavior, 129, 513-535.     

10. Galanakis, C. M, Rizoua, M., Aldawou, T. M. S., Ucak, I., & Rowan, N. J. (2021). 

Innovations and technology disruptions in the food sector within the COVID-19 

pandemic and post-lockdown era. Trends in Food Science & Technology, 110, 193-

200.   

11. Gerwe, O. (2021). The Covid-19 pandemic and the accommodation sharing sector: 

Effects and prospects for recovery. Technological Forecasting and Social Change, 

167, 120733. 

12. Gonzalez, I. O., Camarero, C., & Cabezudo, R. S. J. (2021). SOS to my followers! The 

role of marketing communications in reinforcing online travel community value during 

times of crisis. Tourism Management Perspectives, 39, 100843. 

SHS Web of Conferences 129, 01021 (2021)

Globalization and its Socio-Economic Consequences 2021
https://doi.org/10.1051/shsconf/202112901021

4



13. Gupta, S., & Gentry, J. W. (2019). ‘Should I Buy, Hoard, or Hide?’- Consumers’ 

responses to perceived scarcity. International Review of Retail, Distribution and 

Consumer Research, 29(2), 178–197.   

14. Kouvelis, P. (2021). Paradoxes and mysteries in virus-infected supply chains: Hidden 

bottlenecks, changing consumer behaviors, and other non-usual suspects. Business 

Horizons.   

15. Li, M. (2021). Did the small business administration’s COVID-19 assistance go to the 

hard hit firms and bring the desired relief? Journal of Economics and Business, 115, 

105966. 

16. Lu, L., Peng, J., Wu, J., & Lu, Y. (2021). Perceived impact of the Covid-19 crisis on 

SMEs in different industry sectors: Evidence from Sichuan, China. International 

Journal of Disaster Risk Reduction, 55, 102085. 

17. Lucassen, G., & Jansen, S. (2014). Gamification in Consumer Marketing - Future or 

Fallacy? Procedia - Social and Behavioral Sciences, 148, 194-202.    

18. Nicola, M., Alsafi, Z., Sohrabi, C., Kerwan, A., Al-Jabir, A, Iosifidis, C., Agha, M., & 

Agha, R. (2020). The socio-economic implications of the coronavirus pandemic 

(COVID-19): A review. International Journal of Surgery, 78, 185-193. 

19. Nosi, C., D’Agostino, A., Pratesi, C. A., & Barbarossa C. (2021). Evaluating a social 

marketing campaign on healthy nutrition and lifestyle among primary-school children: 

A mixed-method research design. Evaluation and Program Planning, 89, 101965.  

20. Orzan, M. C., Burlacu, S., Florescu, M. S., Orzan, O. A., & Macovei, O. I. (2020). The 

effects of online marketing on financial performance in the textile industry. Industria 

Textila, 71(3), 288-293. 

21. Peattie, K., Peattie, S., & Emafo, E. B. (2010). Promotional competitions as a strategic 

marketing weapon. Journal of Marketing Management, 13(8), 777-789.  

22. Pescher, C., Reichhart, P., & Spann, M., (2014). Consumer Decision-making Processes 

in Mobile Viral Marketing Campaigns. Journal of Interactive Marketing, 28(1), 43-54.  

23. Profiroiu, C. M., Bodislav, D. A., Burlacu, S., & Rădulescu, C. V. (2020). Challenges 

of Sustainable Urban Development in the Context of Population Growth. European 

Journal of Sustainable Development, 9(3), 51-57. 

24. Radulescu, C. V., Ladaru, G.-R.; Burlacu, S.; Constantin, F.; Ioanăș, C.; Petre, I. L. 

(2021). Impact of the COVID-19 Pandemic on the Romanian Labor Market. 

Sustainability, 13, 271.  

25. Roy, S., Dutta, R., & Ghosh, P. (2021). Recreational and philanthropic sectors are the 

worst-hit US industries in the COVID-19 aftermath. Social Sciences & Humanities 

Open, 3(1), 100098.   

26. Sarbu, R., Alpopi, C., Burlacu, S., & Diaconu, S. (2021). Sustainable urban 

development in the context of globalization and the health crisis caused by the covid-

19 pandemic. SHS web of Conferecnes, 92, 01043. 

27. Sohn, J. W., & Kim, J. K. (2020). Factors that influence purchase intentions in social 

commerce. Technology in Society, 63, 101365. 

28. Soma, T., Li, B., & Maclaren, V. (2021). An evaluation of a consumer food waste 

awareness campaign using the motivation opportunity ability framework. Resources, 

Conservation and Recycling, 168, 105313.   

29. Sun, J., Nazlan, N. H., Leung, X. Y., & Bai B. (2020). “A cute surprise”: Examining 

the influence of meeting giveaways on word-of-mouth intention. Journal of Hospitality 

and Tourism Management, 45, 456-463.   

SHS Web of Conferences 129, 01021 (2021)

Globalization and its Socio-Economic Consequences 2021
https://doi.org/10.1051/shsconf/202112901021

5



30. Vo, T. A., Mazur, M., & Thai, A. (2021). The impact of COVID-19 economic crisis on 

the speed of adjustment toward target leverage ratio: An international analysis. Finance 

Research Letters, 42, 102157.  

31. Wielen, W., & Barrios, S. (2021). Economic sentiment during the COVID pandemic: 

Evidence from search behaviour in the EU. Journal of Economics and Business, 115, 

105970. 

32. Zhao, Z., & Renard, D., (2021). Viral Promotional Advergames: How Intrinsic 

Playfulness and the Extrinsic Value of Prizes Elicit Behavioral Responses. Journal of 

Interactive Marketing, 41, 94-103.    

33. Zwerin, A., Clarke T. B., & Clarke, I., (2019). Traditional and Emerging Integrated 

Marketing Communication Touchpoints Used in Effie Award-Winning Promotional 

Campaigns. Journal of Promotion Management, 26(2).   
 

SHS Web of Conferences 129, 01021 (2021)

Globalization and its Socio-Economic Consequences 2021
https://doi.org/10.1051/shsconf/202112901021

6


