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Abstract 
The food industry is no different from other 

industries in that it anticipates how the COVID-19 

epidemic would affect the industrial sector. 

However, the food sector differs from other 

industries in that it creates goods that are necessary 

for daily life. The results demonstrated the 

effectiveness of social media platforms including 

Instagram, Facebook, Twitter, and WhatsApp in 

advertising food and beverage products. The 

preservation of employee health and the provision 

of an adequate workforce owing to those who 

choose not to work due to illness or coronavirus 

fear are two important concerns shared by all food 

firms. During this crisis, it is crucial to safeguard 

and sustain the health of those who work in the 

food supply chain. Additionally, the pandemic's 

effects on society and the economy have been felt 

as a result of the worldwide lockdown of cities, 

restrictions on labour mobility, travel bans, airline 

suspensions, and, most importantly, the global 

economic slowdown, which has a significant 

impact on the sustainability of supply chains in 

many different industries. This study aims to 

explore the rise of the food and beverage industry 

in the context of Covid -19 Pandemic and the 

growth that has been seen in Digital Marketing.   
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I. Introduction: 
The food & beverage industry is a wide 

corporation known to us all. As Woody Allen once 

quoted – “Why does man kill? He kills for food. 

And not only food. Frequently there must be a 

beverage.” Throughout this project, the food and 

beverage industry and its apparent decay was our 

focus. According to (Cajner et al., 2020) 

employment in accommodation and food services 

decreased by 53% between February and April 

2020. Moreover, (Sneader & Singhal, 2020) 

alongside the World Travel and Tourism Council 

have predicted the Food and Beverage industry as 

the most affected in the World by the Pandemic, 

Covid-19. In 2019, tourism represented over 12% 

of the gross domestic product and the touristic 

revenue increased by 8.1% in 2019, leading us to 

conclude that Portugal is a country relying on 

Tourism. Compared to other European countries 

this percentage is quite high and the negative 

consequences were, according to some, very 

predictable.  

Food and Beverage Industry The potential 

and competitive effect of food and beverage small 

business in the most seriously areas affected by 

natural disaster have constraint that is very 

complex. They must have to access the wider 

market share and also take risk the uncertainty of 

natural disaster after eruption. It will disturb the 

continuity of food and beverage business. To 

overcome natural disaster risk can be done by way 

of using insurance company as a protection 

institution of natural disaster risk. Generally 

speaking, businessman science of insurance matter 

relatively is still less (Prihatminingtyas, et al. 2014; 

Sadiku et al. 2019). Gomes (2017) states that Food 

& Beverage can be described as a function of 

directing, responsible for the provisioning, 

reception, stocking, distribution, production, 

providing services, full or light meals. The Food & 

Beverage department can belong to a Hotel 

establishment; it can be an independent unit, a 

banqueting/catering company, a collective 

restaurant business with economic, commercial, or 

social activities. When working in the Food & 

Beverage department, we should be aware; we are 

not just selling a meal, a course, or a drink. Besides 

the chosen product we are also selling the 

production, the service, the gastronomy, the 

ambience, the comfort, the safety and the consumer 

expectations (Daly et al., 2021). We are selling, 

products and services with tangible and intangible 

characteristics that will be judged by the consumer 

(Dias et al., 2021). When the consumer is ready to 

leave, he will know If his expectations were met 

and he will decide If he will likely recommend us 

or not.  
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In the past few years, food has become an 

art, an experience not to be missed, specially, when 

travelling. According to McKercher et al. (2008) 

dining out is common among tourists and food is 

believed to rank alongside climate, 

accommodation, and scenery in importance to 

tourists’; meaning that tasting local food is part of 

the experience while visiting or staying in a 

country, it enriches our travel experience. There are 

certain factors that may turn food unique and by 

extension create a unique experience. Some of 

these factors are evoking positive and active 

emotions and can act as a catalyst for well-being in 

agreement with Cardello et al. (2016) and Jaeger et 

al. (2017). Throughout the years, the concept of 

eating or dining out has changed. We could almost 

say that the activity is banalized. 

 

Indian consumers' changing flavours, 

rising disposable income, and quick modernisation 

have all contributed to the industry's immense 

expansion in recent years. Although the COVID-19 

epidemic has had a huge influence on this sector, 

changing consumer behaviour and the development 

of new business models are two of the results. 

Additionally, the development of this industry has 

been greatly aided by digital marketing, 

particularly during the epidemic. 

Due to lockdowns and other social 

isolation tactics, people have been forced to stay at 

home, which has increased demand for online meal 

delivery services. To adapt to shifting consumer 

demands, several restaurants and food businesses 

have also implemented innovative tactics like 

contactless delivery, online ordering, and takeaway 

alternatives. In order to remain competitive, many 

food businesses have been compelled to implement 

digital marketing methods as online food delivery 

services gain popularity. Using social media sites 

like Facebook, Instagram, and Twitter to promote 

food businesses and interact with customers has 

become crucial. Influencer marketing is now being 

used by numerous food businesses to advertise 

their goods and services on social media channels. 

The food and beverage business are one of the top 

manufacturing sectors, providing for the 

fundamental requirements of human growth. Given 

that humans need food to survive, normal activities 

should be maintained in pandemic-like scenarios to 

provide for the needs of the populace. 83% of the 

food eaten by humans is typically produced by 

terrestrial agriculture. The majority of the world's 

food is produced through a dynamic, international 

network of various firms called the food industry. 

The food and beverage industries in China and 

India, the two largest Asian economies, have had to 

contend with a number of issues, including supply 

chain management, safety, training, disaster 

management and response, awareness, reshaping 

business models, digitalization and technological 

advancement, as well as other unanticipated effects. 

Since 2018, China's food consumption has 

progressively advanced towards the experience 

economy, in which customers are more prepared to 

pay more for products that satisfy their desire to 

consume food and beverages for pleasure and 

delicacy. Drinking liquids now serves 

physiological and psychological requirements such 

as work, flavour, and differentiation rather than 

simple ones like satisfying thirst. Mixed-taste 

beverages, meanwhile, have been quickly 

expanding their market share. Because of changing 

consumer preferences and producers' willingness to 

quickly adopt new technology to fulfil these needs, 

the beverage sector has undergone significant 

change. As a result, producers may now urge 

consumers to look for multifunctional products and 

to pay more for them. According to the Annual 

Report on Catering Industry Development of China 

2019, which was released in June, China is both the 

world's largest importer of food and drinks and the 

second-largest food and beverage economy in 

terms of revenue, after the United States of 

America. 

According to the report of Confederation 

Indian Industry, by 2025, India will likely be 

ranked as the fifth-largest consumer market in the 

world. Food and beverages make up the majority of 

consumption categories. The country's sizable 

agricultural sector underpins the food and beverage 

industry. In addition to being the world's second-

biggest producer of rice, wheat, sugarcane, fruits, 

and vegetables, India is the world's greatest 

producer of pulses. In addition, it is the fifth-

biggest producer of chicken in the world and the 

top producer of milk and buffalo meat. Large tracts 

of agricultural land, a good climate, a lengthy 

coastline, and inexpensive wages are other positive 

aspects. The sector now has greater market access 

thanks to the development of new retail structures 

like supermarkets. The most popular drinks are tea 

and coffee, which are followed by soft drinks 

(carbonated drinks and juices), flavoured drinks, 

energy drinks, milk-based drinks, health drinks, 

and health drinks. Half of all tea and coffee drank 

worldwide comes in unpackaged form. The sector 

has invested on customer-focused technologies 

during the pandemic's lull in order to regain market 

momentum. Contactless guest engagement has 

taken on importance as the industry works to 
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enhance automated conversational connection 

between customers and service personnel. In the 

post-Covid era, touchless solutions based on 

artificial intelligence and digital payment methods 

are set to become the new standard, redefining 

industry standards. 

 

The Worldwide Food and Beverage 

Industry Report is fragmented and relies on 

separate natural ways of life. The COVID-19-

episode double affected these departments. This 

includes separate sophisticated ways of life such as 

restaurants and bistros that are completely closed in 

certain areas [10]. Isolated from food chains, the 

stock network has been greatly affected by the 

inevitable COVID-19, as there is an exacerbation 

within the store network. As for the event, Coca 

Cola has seen delays in supplying raw texture from 

China due to mechanical hurdles identified with the 

spread of COVID-19 in China [11]. The 

Organization for Joint Economic Activity and 

Development forecast the most significant 

downward development in Australia, South Korea 

and Japan [12]. Notable players in the food and 

beverage industry around the world include 

Starbucks Corp. And McDonald's Corp [13]. 

Subway, Burger King, and KFC. Due to the 

outbreak of the COVID-19 pandemic, these 

organizations have been affected to a large extent, 

especially in any of the areas of ignition. 

Restaurants have been ordered to close completely 

anyway, food supplies can be accessed online [14]. 

For example, Starbucks closed a portion of nearly 

2,000 outlets in China, and in any case, ordering 

food online is still available.  

 

Food systems are vital to the well-being of 

people all over the planet. Food is nothing but 

minimal anxiety: According to the Global Burden 

of Disease 2017 report, metabolic risks 

(cholesterol, circulatory stress, weight history, and 

glucose) are responsible for the five most important 

risk factors of inability and linger. More than two 

billion people are overweight or obese, and more 

than 70% of them are in central and low-wage 

countries. Dangerous foods caused 600 million sick 

people and 420,000 unexpected losses during 2010, 

according to the World Health Organization, in a 

way that undermines the well-being and food 

security of individuals. Evidence shows that 

individuals with pre-existing diseases related to 

diet, such as obesity, coronary artery disease and 

diabetes, suffer from the ill effects of 

contamination with the Coronavirus, such as the 

severity of the disease, and the expanding 

requirements for escalating medical care, such as 

ventilators. Hunger likewise weakens the human 

resilient structure, which builds up the potential for 

contamination, persistence of infection, and 

disappearance due to it. Corrosive iron, iodine and 

folate deficiency is the most well-known type of 

health deficiency, affecting more than 2 billion 

people across the planet. This kind of "hidden 

hunger" not only increases the risk of illness and 

death, but also increases stunted growth, academic 

weakness, and perinatal discomforts. This weakens 

nations' human resources and possibilities for 

improvement.  

Worldwide nutritional and vital 

imbalances are expected to deteriorate 

significantly. The World Food Program has warned 

that severe food instability in low-wage and high-

wage countries is likely to multiply this year, due 

to lost wages and money movements. Past 

experience in 2008 shows that a food emergency is 

on the horizon. Studies conducted in Bangladesh, 

Cambodia and Mauritania assessed the effects of 

the worldwide emergency on food costs in 2008, 

and highlighted the sharp expansion of the lack of 

healthy food among children with disabilities by 

half. Various investigations have found evidence of 

a decisive expansion of disability among children, 

in both urban and regional areas. COVID-19 

endangers food frameworks through disruption of 

welfare and dependency departments, loss of work 

and open wages, and disruption of nearby food 

supply chains, just like the direct result of pollution 

among the poor and vulnerable communities. At 

the same time, there is evidence showing a rapid 

development in the presentation of stories and 

perennial food items during the emergency, at the 

expense of new food items such vegetables and 

organic products, and protein-rich food sources 

such as vegetables, fish and meat. Low-quality 

food makers are counted as an opportunity to 

stretch a piece of pie. Remote food ordering using 

computerized stages can maintain friendly 

segregation and customers don't need to stand 

really close in the area. Clients can submit orders 

electronically, which will be notified to them if 

orders are rejected, completed, or prepared for pre-

selection. Many food organizations go to 

organizations online. Merchants may have the 

option of computing or squeezing food handling, 

while retailers can optimize online courses for 

shopping, transportation, and delivery on the 

sidewalk. Likewise, some food handling plants are 

considering adding scanners that can check 

workers' temperatures to ensure a safer workplace, 

but the implementation of such projects may 
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include exchanges with associations. Benefits of 

Internet Business to Enterprises and Clients, 

Perhaps the most unmistakable advantage of 

Internet business is the low cost Part of these lower 

expenses can be given to clients as limited costs. 

It's not about pushing the cart on the right aisle or 

exploring the perfect item at this point. On a web-

based business website, customers can instinctively 

navigate a route or use a checkbox to limit the 

search for their items instantly. Some sites mention 

customer preferences and shopping records to 

encourage buybacks. 

 

II. Conclusion 
The F&B business in China and India 

experienced supply chain interruptions that reduced 

revenue growth. Additionally, both countries' 

manufacturing sectors and domestic and 

international trade were negatively impacted by the 

limits on movement, which resulted in sharp 

declines in the gross value added (GVA) and 

export value growth rates year over year. However, 

China and India's food and beverage industries are 

going through a digital transition. the rise of the 

food and beverage industry in India has been 

driven by changing consumer preferences, 

increasing disposable income, and rapid 

urbanization. The COVID-19 pandemic has had a 

significant impact on this industry, leading to 

changes in consumer behaviour and the adoption of 

new business models. Digital marketing has played 

a crucial role in the growth of this industry, 

especially during the pandemic, by enabling food 

businesses to promote their products and services 

online and track consumer behaviour and 

preferences. 
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