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1. INTRODUCTION

The current context has revealed the weaknesses of the contemporary world in several
areas, but, above all, it has again emphasized the vulnerabilities of personalities,
governments, parties, companies and organizations concerning the management of crisis
communication and how you deal with risk (Jong, 2020, 2021), failure and the
unexpected (McGuire, Cunningham, Reynolds, & Matthews-Smith, 2020).

Inevitably, social networks have come to accelerate dissemination and, as a result,
image and reputation become sensitive elements of an ecosystem that requires
parsimony when it comes to matching stakeholder expectations (Coombs, 2007
Coombs & Holladay, 2010). This new world requires strategy when communicating
about human and property losses, but also aims to avoid credibility breakdowns and

disastrous damage to notoriety and reputation (Mocho, 2021).
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Sitting in front of the screens, the different audiences watched more aware of how to
communicate and act, especially in moments of tension and rupture. Despite the
numerous lessons learned throughout history, and dissected in case studies that have
become a reference, there is still much to be done to make organizations and people
more skilled and resilient in communicating properly (Forni, 2019). At a time when
anticipation and prevention require well-structured plans and accessible application,
including management and appropriate response to events and reactions, until the
evaluation, when conclusions are drawn from the procedures and results (Coombs,
2007; Mitroff, 1987), it is important to discuss communication, now from the
perspective of an event that has truly turned the world into a global village.

After the lessons learned since the 1980s with the Tylenol, Bhopal, Chernobyl cases,
going through major crises that shook the brands, organizations and governments
capabilities such as the tragic events of Exxon Valdez, Malaysia Airlines, Hurricane
Katrina, La Tocha, Fukushima, or the BP case (Gongalves, 2011) the need to know
better how to manage emotions responding to borderline situations emerges (Jin, Pang
& Cameron, 2010).

In the last decade, the imminence of anomalous situations with global effects, namely
those related to information leaks (Davidoff, 2019), cyberattacks and the now recurrent
concern of cyberterrorism, have forced the rethinking of theories and identification of

good practices.

2. STRUCTURE

This special issue on Marketing in the Context of COVID-19 of the International
Journal of Marketing, Communication and New Media (IJIMCNM) publishes five

relevant contributions about:

1. The Voice of the Consumer on sVoD Systems During Covid-19: A Service
Opportunity Mining Approach;

2. Functionalities of Social Commerce used by SME During Pandemic;

3. Effects of E-business Adoption on Organizational Agility in the COVID-19;

4. Consumer Behavior: A Literature Review of the Early Research on the COVID-
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19 Outbreak;
5. Digital Strategies to Combat the Impacts of the Covid-19 Pandemic in the

Business Context

The first article is dedicated to studying service improvement opportunities for
subscription-based video-on-demand (sVoD) services by exploring customer-generated
eWOM messages. The study understands the effects of the COVID-19 pandemic on
expectations, real feelings and attitudes of customers towards its subscription-based
video-on-demand services and compares these emotions with those of the pre-pandemic

period.

The second article addresses social commerce functionalities used by enterprises to
remain competitive in the market during the lockdown. In this paper these
functionalities have been evaluated and examined in order to find their advantages and

disadvantages.

In the third article, the authors developed a study that aimed to study the effects of
adopting e-business systems on business agility. For this, they identified that knowledge

management is the basis for companies to implement e-business systems.

The outbreak of COVID-19 has substantially altered trends and the research agenda in
Consumer Behavior (CB). The main objectives of the fourth article are to analyze and
classify the main contributions published in the early research on Consumer Behavior
(CB) on the COVID-19 pandemic, seeking to discover the perspective and the gaps and

outline future avenues of research.

In the last, fifth article, the authors focused on exploring the main digital strategies
carried out by companies to mitigate/exploit the effects of the current pandemic

situation.

The papers evaluated by the double-blind review system belong to authors who have
presented the results of their studies that fit in the scientific areas of the IMCNM; so,

they were accepted for publication in this international scientific journal.
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