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Like Before Christ & After Christ, the future will be known as 
Before Covid & After Covid, where the world will see

New Trends & Opportunities



Travel & Tourism

Domestic & Int’l flights

Adventures and Tours

Cruises

Short term home rentals

Automobile

Outside Entertainment

Jewelry

Restaurants

Party Wear

There is some industry will major decline will be there in upcom-
ing 1 year and they are :

Hard time for some Industries
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For upcoming 1 year there will be major shift in e-commerce where 
people will start there spending more online compare to what they 
were buying before, some of the major items where the growth will 
be seen are:

Beverages

Canned and Dried Food

Frozen Food

Household Products

Personal Care items

Ready Meals

Beauty and Cosmetic

Grocery

Takeaway & Deliveries 

Daily Wear Fashion

Growth in Industries
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They will buy more things online compared to retail stores

Survey shows

60% of users have acknowledged
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They will buy more things online compared to retail stores

Survey shows

60% of users have acknowledged

Trends are showing that 
Total 30% of retail is 
Ecommerce now which 
was only 15% before.

Before Now

Online

Online

OnlineOnline



As the coronavirus pandemic speeds up consumers’ transitions to online shop-
ping, Shopify reported that new stores created on the platform jumped 62 
percent from March 13 to April 24 compared to the six weeks before. Accord-
ing to the company, the growth was powered by “the shift of commerce to 
online as well as by the extension of the free trial period on standard plans 
from 14 days to 90 days,” according to an announcement.

Shopify said the number of shoppers believed to have made a purchase for 
the first time from any merchant on the platform increased 8 percent from 
March 13 to April 24, compared to the previous six-week timeframe. The com-
pany also said the number of shoppers believed to have transacted from mer-
chants they hadn’t shopped from previously jumped by 45 percent compared 
to the prior six weeks.
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Shopify says,



Survey results by pymnts.com

Number of U.S. SMB owners PYMNTS surveyed 
about how they adjusted operations and how they 
plan to operate post-pandemic.

437
Share of SMBs that will rely more on eCommerce 
sales after the pandemic.66%
Number of consumers who plan to continue working 
from home after the economy reopens.29.5M
Portion of SMBs that plan to reduce the amount of 
physical store space used to sell products.38%
Share of Paycheck Protection Program (PPP) appli-
cants who would not survive without those loans.25%



More than 75 percent of 
consumers globally expect the 
impact of COVID-19 on their 
routines and finances will be felt 
for more than two months, and 
about 50 percent expect the 
duration to be for more than four 
months. Even in China and India, 
where more than 50 percent of

consumers are optimistic about the overall strength of their economies to rebound, about 
90 percent expect it will be more than two months before routines go back to normal, 
and almost as many expect their finances to be impacted for a similar duration. In 
Germany, while 95 percent of consumers expect a lengthy impact on their routines, fewer 
(58 percent) expect this duration of impact on their finances. In contrast, almost 90 
percent of consumers in Japan and South Korea expect disruptions to their finances to 
last more than two months.

Online retail spending as a share of total card spending
(%, 5-day moving average)
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Source: BAC internal data. Total card spending includes total BAC card activity
which captures retail sales ex-autos + services which are paid with cards. Does not includes ACH payments.



Consumers are turning to new forms of entertainment such as subscriptions services like 
Netflix, Disney+ and Spotify. In fact, 43% of consumers are considering paying for a 
subscription service they didn’t have before the outbreak of COVID-19. This is most 
common among Gen Z (57%) and Millennials (56%).

Consumers are also spending more time viewing different media, specifically online video 
content such as YouTube and TikTok. In fact, Gen Z is demonstrating the largest increase 
in media consumption with 58% of Gen Z audiences reporting greater use of social media 
during the novel coronavirus. With higher consumption and engagement on social media 
among the Gen Z audience, brands are presented with a unique opportunity to reach this 
young audience with fewer distractions.

All trademarks are property of their respective owners www.magemonkeys.com

Consumers are considering new forms of entertainment



Even though B2C eCommerce has been enthusiastically 
adopted by the masses for years now, it is the recent 
evolution and growth of B2B eCommerce that is 
drawing the attention of buyers, sellers and investors all 
over the world. The B2B market, commercial 
transactions between businesses, has been 
overshadowed by its counterpart for years. The reason 
for this may lie in the slow digitization of B2B 
companies’ offerings due to complex legacy technology 
environments, organization structures and concerns 
surrounding information security. This situation, 
however, has changed drastically within the last few

B2B Commerce

years and after Covid as people will be maintain social distancing and as work from home 
is increasing there will be major rise in B2B segment as people are going to avoid 
travelling. 

China Makes upto 31% of B2B market of their retail market, while US and Europe is only 
having share of 11% and 3% respectively of B2B ecommerce market and looking at this 
percentage we can see huge spike in the growth of B2B in USA and European Countries.



Online purchasing will continue to be a prominent channel for consumer buying going 
forward. Brands and organizations that haven’t historically been easily available online must 
rapidly adapt to the “new normal” or they won’t survive.

Consumers will continue to turn to delivery services for restaurant and grocery food items. 
People are adapting to spending more time at home and it is predicted they will eat out less 
in the immediate future but still support their local favorites.

Luxury purchases will likely decline significantly as consumers continue to reduce their 
discretionary spending. However, people will continue to spend above-average amounts on 
products related to disease prevention, pandemic prevention, health, food and medicine.

Greater media consumption, especially online video content, is predicted to have staying 
power post-pandemic. Brands should consider new ways to reach audiences online, such as 
through TikTok or YouTube, depending on target audience demographics.

Out-of-home campaigns and in-person events will likely see a decline for months to come. 
Marketers will need to consider adapting their media mix going forward.

Summarisation

Source of Data : Mckinsey.com, EnY.com, HKstrategies.com, pymnts.com www.magemonkeys.com



We‘d love
to help you start
exceeding your
eCommerce goals.


