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UNDERSTANDING

1. Read the text about E-commerce in the time of the COVID-19 pandemic.  
Match the words and the definitions.

1.  brick-and-mortar a. a portion belonging to a group

2.  surge b. to discourage from doing something

3.  share c. to put into operation

4.  catalyst d. a business that operates conventionally rather than over the internet

5.  to launch e. an agent that provokes or speeds significant change or action

6.  blowback f. an unwanted effect or set of repercussions

7.  to deter  g. a sudden powerful forward or upward movement

2. Read the text again and provide a definition for the following terms:

1. Business-to-consumer (B2C): 

2. Loyalty programme: 

3. Digital divide: 

3. Expressions with statistics. Underline in the text the expressions referring to statistics.
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4. Complete the gaps with the words below.

evidence • significant • significantly • increase • shown • declined 
demand (x2) • dropped • surge • shift • suggests • observed • experience

• There has been a 1.   in 2.  for tech gadgets that could help us better monitor our 
health during Covid-19.

• In 2008 the crisis hit and the house 3.   4.  which means prices became higher.

• In recent years, a 5.   has been 6.   towards the increased consumption of meat and 
dairy products.

• A 7.  8.  in temperature has been observed over the past few weeks.

• Our sales and earnings 9.   10.  during the first part of the year.

• 11.   12.   that when people are given too much information in a limited time, the 
information overload can result in confusion.

• 13.  has 14.  that growth in agriculture is often the most effective and equita- ble 
strategy for reducing poverty 

CRITICAL THINKING

5. Supporting examples. Match the changes in e-commerce and the examples.

1.   Increase in online sales during the Covid-19 
pandemic 

2.   Epidemic as a catalyst for digital transformation 

3.   New users 

a. SARS in 2002 with JD.com and Taobab

b. personal protection items in the US and 
medicines and groceries in Germany and Korea.

c. elderly consumers

6. Say if the following statements are true (T) or false (F).

1. T F   The digital divide could be overcome by expanding affordable and quality broadband to rural 
and underserved areas. 

2. T F   E-commerce participation by the most vulnerable could be fostered by introducing reserved 
delivery slots and protecting from unfair business practices and unsafe products. 

3. T F   The creation of innovative e-commerce business models is possible by ensuring flexibility and 
allowing the combinations of online and offline business functions. 

7. Discuss with your partner.

1. Have you ever bought anything online? What was it?

2. What may go wrong?

3. What are the pros and cons of buying online?

PRESENTATION

8. You are the owner of a small business (bookstore, flower shop, bakery, etc..) and you have decided to 
create a website to boost online sales.

 Prepare a group presentation for your target customers to explain the benefits of this change and to 
persuade them to open an account.
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