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POST-COVID MARKET CHALLENGES  
FOR MARKETING STRATEGIES 

 

Abstract 

Strategic marketing is one of the most 

dynamic fields within the frames of management 

arena where the market continuously poses new 

challenges to which companys must respond. 

Therefore, it is not surprising that new market 

ideas are surfacing constantly in order to face 

new market challenges. 

The blow brought on by the COVID-19 

pandemic has shown us how powerful the 

marketing effects must be and that we must be 

prepared for the unexpected. Marketing 

managers have taken on the twofold 

responsibility of rapidly changing marketing 

strategies, while also changing the processes that 

allow them to operate smoothly. 

 

 

 

Our new lifestyle has become dependent on 

digital technologies; business priorities have 

changed due to supply chain disruptions and 

reduced customer available income. 

The aim of this paper is to demonstrate how 

the global pandemic has made the well-

planned marketing strategies obsolete. The 

rapid adaptation of marketing campaigns in 

the context of the crisis and in the direction of 

their digitalisation has become an 

extraordinary challenge for all companys. 

The pandemic has accelerated digitalisation, it 

has created market challenges for marketing 

strategies, and it has given new power to 

many online industries.  

Keywords: digitalisation, marketing 

strategies, market challenges 
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 ПАЗАРНИ ПОСТ КОВИД ПРИДИЗВИЦИ  

ЗА МАРКЕТИНГ СТРАТЕГИИТЕ 
 

Апстракт  

Стратегискиот маркетингот е еден од 

најдинамичните полиња во рамките на 

менаџерската арена во која пазарот 

континуирано дава нови предизвици на кои 

организациите мора да одговорат. Затоа, не 

е изненадувачки што новите пазарни идеи 

постојано се на површина за да се сретнат со 

новите пазарни предизвици. 

Нарушувањето што го донесе 

пандемијата Ковид-19 ни покажа колку 

треба да бидат моќни маркетинг ефектите и 

дека мора да бидеме подготвени за 

неочекуваното. Маркетинг менаџерите ја 

презедоа двојната одговорност за брзо 

менување на стратегиите за маркетинг, 

истовремено менувајќи ги и процесите што 

им овозможува непречено да работат.  

Новиот начин на живот стана зависен од 

дигиталните технологии, деловните 

приоритети се променија поради 

нарушувања во синџирот на снабдување и 

намалување на расположливиот доход на 

потрошувачите.  

Целта на овој труд е да прикаже како 

глобалната пандемија направи застарување 

на внимателно испланираните маркетинг 

стратегии. Брзото прилагодување на 

маркетинг кампањите во контекстот на 

кризата и во насока на нивна 

дигитализацијата стана извонреден 

предизвик за сите организации. 

Пандемијата ја забрза дигитализацијата, 

создаде пазарни предизвици за маркетинг 

стратегиите и им даде нова моќ на многу on-

line индустрии. 

 

Клучни зборови: дигитализација, 

маркетинг стратегии, пазарни предизвици 
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Post covid-19 marketing 

The impact of the Covid-19 pandemic has 

completely changed the business focus of 

companies around the world. The majority of  

consumers practice social distance, but the 

desire for socialization is stronger than ever, 

so the Internet has become the most important 

social tool. 

Companies that strive to maintain their market 

position and continue to pave the way to the 

set goals must adapt to the new marketing 

practices. The marketing strategies so far have 

focused on television commercials, events and 

actions that promote personal contact. 

However, during the quarantine period, as 

well as in the following period, it was 

imperative to make changes to this method 

and redirect to Internet promotion. 

Makpetrol timely foresaw the effects of this 

new reality and significantly changed its 

marketing strategy. The digitization of certain 

processes is being confirmed on a daily basis 

as a more efficient and cost-effective option. 

An example of this is the fact that the research 

that is now being conducted online has 

provided the same data as field research. The  

 

production of TV videos has decreased, and 

instead we are now producing more social 

media content. The personal contact that was 

made at various events is now replaced with a 

recorded video program. 

Customer relationship management has 

changed. We have proven that we quickly and 

successfully make up for the lack of 

communication by adapting to digital 

communication, via electronic Newsletter and 

social media content. 

The new reality itself further deepened the 

relationship with our loyal customers, because 

in our efforts to remain part of their daily 

lives, we began creating educational content 

that, analysis shows, quickly defined 

Makpetrol as a company that truly cares about 

its customers. 

Recognizing the results achieved with this 

new manner of use of marketing tools, we 

concluded that they will dictate the leading 

directions of development for our company in 

the future. 

 

Keywords: Covid-19, marketing strategy, 

digital communication, social media, video 

production 

Introduction 

Strategic marketing is one of the most 

dynamic fields within the frames of 

management arena where the market 

continuously poses new challenges to which 

companys must respond. Therefore, it is not 

surprising that new market ideas are surfacing 

constantly in order to face new market 

challenges. 

Marketing strategy is a long-term plan to 

achieve the goals of the company. Strategic  

 

 

 

marketing decisions made within companies 

have different characteristics and have an 

impact on the long-term performance of the 

company. However, companies have had to 

rethink their strategies as a result of the 

COVID 19 pandemic, which imposed social 

distancing, an unpredictable environment, 

change in user habits and forced many 

companies into crises management. 
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Covid challenges for companies 

The importance of rapidly changing 

marketing strategies and simultaneously 

creating strategic systems for market support 

and management which will enable 

companies to respond to the challenges posed 

by the COVID 19 pandemic is increasingly 

recognized. 

Within the frames of each company, it is 

necessary to determine what the current 

situation is, i.e. how prepared it is to adapt to 

the shifting environment where the data for 

rapidly changing marketing strategies 

emerges from.  

For many companies, the past period has 

meant a focus on survival, although some 

have profited and seen a massive growth. 

Today, companies identify trusting 

relationships as a top priority. 

Brands need to demonstrate their value and 

adapt to the rapidly changing demands of 

customers as they are forced to buy more 

products online, they use more digital services 

and have a range of new expectations. The 

highest percentage of marketers expects  

 

 

 

consumers to focus more on "building trust" 

than on the "low cost" of products and 

services. 

This means it is of utmost importance for 

companies to shift their focus to digitalisation, 

tailor their offers and conduct their business 

online to meet these new expectations. There 

is no doubt that marketing has become more 

significant during COVID-19 pandemic, 

reflecting the focus of using digital tools and 

customer relation interfaces.  

The marketing in all companies was not 

ready to face the pandemic and its economic 

impact, so many of them improvised to 

generate new strategies during the pandemic. 

This imposed the need to focus on new 

priorities and new digital strategies that 

require knowledge and skills for creativity.  

For many companies, implementing the 

strategy has become critical. Companies had 

to consider whether the strategy was 

appropriate for the company, its structure, 

systems, employees, user habits and culture. 

Market challenges, market share, management 

of international realities, digitalisation and 

customer purchasing power had to be taken 

into account. 
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Figure1.  

Challenges facing marketers due to the coronavirus – how to meet them 

 

Source: https://www.godfrey.com 

 

Research conducted to determine 
marketing post-covid challenges for 
companies 

The aim of the research is to show how the 

global pandemic has imposed changes to 

companies, how digital marketing in the 

context of the crisis has become a remarkable 

challenge.   

For the purposes of the research, the 

questioning method has been used. As a 

technique, a survey has been conducted with a 

structured questionnaire; 76 managers and 

employees of companies in the Republic of 

North Macedonia have been surveyed in order 

to determine how much the companies have 

changed modern marketing approaches and 

marketing practices as a result of the COVID  

 

 

 

 

 

 

 

19 pandemic. In part of the survey questions, 

a different number of respondents can be seen 

so as some of the questions can be given more 

than one answer. 

The analysis of the obtained data from the 

questionnaires has been processed in the 

statistical software package SPSS Statistic 

and a discriminatory non-parametric 

procedure has been used, i.e. χ2 test to 

determine the quality of eligibility (deviations 

from the expected and observed statements 

frequencies). 

With a hi-square test to determine the 

distribution of attributive statements of the 

respondents managers/employees, it has been 

concluded that there are statistically 

significant differences between the expected 

and empirical (observed) frequencies of 

statements (χ2=29,711; df =2; n=76; Sig. 

=0.000). 
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Тable 1.  

Marketing sector 

                                                          VAR00001 

  Observ

ed N 

Expect

ed N 

Residu

al 

  VAR000

01 

1,00 38 25,3 12,7 Chi-

Squar

e 

29,711a 

2,00 35 25,3 9,7     

3,00 3 25,3 -22,3 Df 2 

Total 76     Asym

p. 

Sig. 

,000 

 

With a hi-square test to determine the 

distribution of attributive statements of the 

respondents managers/employees, it has been 

concluded that there are statistically significant 

differences between the expected and empirical 

(observed) frequencies of statements (χ2= 

14,364; df= 3; n= 44; Sig. = 0,002). 

 

 

Тable 2.  

Cooperation of the marketing sector with the top management 

 

                                                    VAR00002 

  Observed 

N 

Expected 

N 

Residual   VAR00002 

1,00 18 11,0 7,0 Chi-

Square 

14,364b 

2,00 14 11,0 3,0     

3,00 11 11,0 0,0 df 3 

4,00 1 11,0 -10,0     

Total 44     Asymp. 

Sig. 
,002 

With a hi-square test to determine the 

distribution of attributive statements of the 

respondents managers/employees, it has been 

concluded that there are statistically significant 

differences between the expected and empirical 

(observed) frequencies of statements (χ2= 

33,427; df= 3; n= 75; Sig. = 0,000). 
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Тable 3.  

Realization of marketing activities 

VAR00003 

  Observed 

N 

Expected 

N 

Residual   VAR00003 

1,00 40 18,8 21,3 Chi-

Square 

33,427c 

2,00 15 18,8 -3,8     

3,00 12 18,8 -6,8 Df 3 

4,00 8 18,8 -10,8     

      

Total 75     Asymp. 

Sig. 
,000 

 

With a hi-square test to determine the 

distribution of attributive statements of the 

respondents managers/employees, it has been 

concluded that there are statistically  

 

significant differences between the expected 

and empirical (observed) frequencies of 

statements (χ2= 16,333; df= 2; n= 72; Sig. = 

0,000). 

 

Тable 4.  

Marketing strategy application 

                                                      VAR00004 

  Observed 

N 

Expected 

N 

Residual   VAR00004 

1,00 40 24,0 16,0 Chi-

Square 

16,333d 

2,00 14 24,0 -10,0    

3,00 18 24,0 -6,0  Df 2 

Total 72     Asymp. 

Sig. 
,000 

 

With the χ2 test for determining the 

distribution of attributive statements of the 

respondents managers/employees, it has been 

concluded that there are no statistically 

significant differences between the expected 

and empirical (observed) frequencies of 

statements (χ2 = 5,639; df=4; n=61; Sig. = 

0.228). 
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Тable 5.  

Marketing strategy adjustment 

VAR00005 

  Observed 

N 

Expected 

N 

Residual   VAR00005 

1,00 13 12,2 ,8 Chi-

Square 

5,639e 

2,00 19 12,2 6,8     

3,00 9 12,2 -3,2     

4,00 11 12,2 -1,2 Df 4 

5,00 9 12,2 -3,2     

Total 61     Asymp. 

Sig. 
,228 

 

With the χ2 test for determining the 

distribution of attributive statements of the 

respondents managers/employees, it has been 

concluded that there are no statistically 

significant differences between the expected and 

empirical (observed) frequencies of statements  

(χ2= 3,227; df= 4; n= 119; Sig. = 0,521). 

 

Тable 6.  

Market access approaches 

VAR00006 

  Observed 
N 

Expected 
N 

Residual   VAR00006 

1,00 28 23,8 4,2 Chi-
Square 

3,227f 

2,00 22 23,8 -1,8     

3,00 17 23,8 -6,8     

4,00 26 23,8 2,2 df 4 

5,00 26 23,8 2,2     

Total 119     Asymp. 
Sig. 

,521 

 

With the χ2 test for determining the 

distribution of attributive statements of the 

respondents managers/employees, it has been 

concluded that there are no statistically 

significant differences between the expected and 

empirical (observed) frequencies of statements  

(χ2= 5,351; df= 4; n= 111; Sig. = 0,253). 
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Тable 7. 

 Marketing tactics 

VAR00007 

  Observed N Expected N Residual   VAR00007 

1,00 30 22,2 7,8 Chi-Square 5,351g 

2,00 24 22,2 1,8     

3,00 17 22,2 -5,2     

4,00 17 22,2 -5,2 df 4 

5,00 23 22,2 ,8     

Total 111     Asymp. Sig ,253 

 

With a hi-square test to determine the 

distribution of attributive statements of the 

respondents managers/employees, it has been 

concluded that there are statistically significant 

differences between the expected and empirical 

(observed) frequencies of statements (χ2= 

67,216; df= 5; n= 111; Sig. = 0,000). 

 

Тable 8.  

Application of modern digital marketing techniques 

VAR00008 

  Observed 
N 

Expected 
N 

Residual   VAR00008 

1,00 3 18,5 -15,5 Chi-
Square 

67,216h 

2,00 5 18,5 -13,5     

3,00 33 18,5 14,5     

4,00 17 18,5 -1,5 df 5 

5,00 42 18,5 23,5     

6,00 11 18,5 -7,5     

Total 111     Asymp. 
Sig. 

,000 

 

With a hi-square test to determine the 

distribution of attributive statements of the 

respondents managers/employees, it has been 

concluded that there are statistically significant 

differences between the expected and empirical 

(observed) frequencies of statements (χ2= 

10,421; df= 4; n= 95; Sig. = 0,034). 
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Тable. 9  

Marketing performance 

VAR00009 

  Observed 

N 

Expected 

N 

Residual   VAR00009 

1,00 29 19,0 10,0 Chi-Square 10,421i 

2,00 19 19,0 0,0     

3,00 14 19,0 -5,0     

4,00 22 19,0 3,0 df 4 

5,00 11 19,0 -8,0     

Total 95     Asymp. 

Sig. 
,034 

 

Conclusion 

The research emphasizes the importance of 

strategic marketing as an integrated decision 

making model that specifies important changes 

related to products, markets, marketing 

activities in the creation, communication or 

delivery of products or services.Based on the 

data, the obtained arguments and the 

assessment made from the conducted research, 

it can be concluded that a number of companies 

still do not have a marketing sector, which has 

further imposed difficulties in dealing with 

marketing challenges. Those companies that 

have implemented a marketing sector work 

closely with the top management. Within about 

a third it functions autonomously, while within 

a quarter the sector functions combined. 

Prior the beginning of the pandemic, the 

companies performed their marketing activities 

independently, while some of them realized the 

marketing activities by hiring marketing 

agencies. According to the analysis, before the 

pandemic, most of the companies focused on 

low-cost marketing strategy. The changes 

imposed by the pandemic have also changed  

 

 

the approaches to appearance on the market, 

the most commonly used approaches being 

economic propaganda and digital marketing, 

which additionally required new knowledge, 

expertise and skills.  

The most common is the application of 

websites; from marketing tactics, online 

promotions and improvement of online sales.  

According to the analysis of digital 

marketing techniques, it can be noticed that 

most use Media marketing (YouTube, 

Facebook, Twitter, Instagram) and online 

advertising; fewer use SEO-Search engine 

optimization.  

In terms of marketing performance, the 

largest percentage have adapted to the use of 

marketing campaigns and increased social 

media activities.  

The disruption brought on by the COVID 19 

pandemic has shown how powerful the 

marketing effects must be and that we must be 

prepared for the unexpected. Due to the 

pandemic, the economy and the market are in a 
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state of continuous change, forcing marketers 

to undergo a wide range of changes. 

Companies must emphasize the true importance 

of the product or service, i.e. find unique ways 

the offer can meet the needs of customers and 

cope with the new reality imposed by the 

pandemic. 

Useful tools and careful promotions build 

brand awareness and create loyalty. Either by 

promoting via the Internet, providing chat and 

live support or creating e-marketing campaigns, 

a greater connection with customers is created. 

Every communication with users has purpose 

and value. As the market changes, it is 

important to thoroughly review the sales 

strategy, analyze the data, provide educational 

or entertaining marketing messages that add 

value and enhance the customer experience. 

 

1.1.1. References 

 

1. Hutton, J. G., & Mulhern, F. J. 

(2002). Marketing communications: 

Integrated theory, strategy & 

tactics. Pentagram Pub. 

2. Kapferer, J. N. (2012). The new 

strategic brand management: 

Advanced insights and strategic 

thinking. Kogan page publishers, 

London, UK. 

3. Kotler, P., & Scheff, J. 

(1997). Standing room only: 

Strategies for marketing the 

performing arts. Harvard business 

press. 

4. Onkvisit, S., & Shaw, J. J. (2004). 

International marketing: Analysis 

and strategy. Psychology Press. 

5. Ryan, D. (2016). Understanding 

digital marketing: marketing 

strategies for engaging the digital 

generation. Kogan Page Publishers. 

6. Stokes, R. (2015). eMarketing: The 

Essential Guide to Online 

Marketing, v. 1.0. 

7. https://www.business.com  

8. https://www.ama.org  

9. https://www.godfrey.com  

10. http://digitalmarketingphilippines.co

m  

 

 

 

 

 

 

 

 

 

 

 

https://www.business.com/
https://www.ama.org/
https://www.godfrey.com/
http://digitalmarketingphilippines.com/
http://digitalmarketingphilippines.com/

