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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,
strategies, market challenges

marketing
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MA3APHHM IMOCT KOBU/I MIPUINU3BULIU
3A MAPKETHHT CTPATETUUTE

Ancrpakr

CTpaTeFI/ICKI/IOT MAapKETHHIOT € CIACH O
HajIII/IHaMI/I‘-IHI/ITe moJinka BO PaMKUTC Ha
MCHaAIICpCKarTa apcHa BO KOja ma3apotr
KOHTHHYHWPAHO JaBa HOBU MPCIAU3BUIIM HAa KOU
OpraHu3anMuTC MOpa Ja OAroBOpar. 3aT03., HC
€ M3HCHAaAyBA4YKW IITO HOBUTC IMA3apHU HACHU
HOCTOjaHO CC Ha IIOBPIIHHA 3a Aa C€ CPETHAT CO
HOBHUTC ITa3apHU NPCAU3BUIIHN.

HapymryBamero LITO ro JIOHEeCe
nangemujata KoBua-19 Hu mokaxa KOJNKY
Tpeba ga OMAaT MOKHM MapKETUHT eheKTUTe U
JeKka Mopa Ja OujemMe TOATOTBEHH 3a
HEOYEKYBAaHOTO. MapKeTHHI MeEHayepuTe ja
mpe3efoa JBOjHATa OJTOBOPHOCT 3a Op30
MEHYBalk€ Ha CTpaTeTMHTE 3a MAapKETHHT,
HCTOBPEMEHO MEHYBAjKH TH M MPOIECUTE IITO
MM OBO3MOXKYBa HEMPEUCHO Ja padoTar.

HoBuoT HaunH Ha KMBOT CTaHa 3aBHCEH O/
JTUTUTATTHUTE TEXHOJIOTHH, JIEJIOBHUTE
MIPUOPUTETH ce MPOMEHH]ja nopajau

HapymryBawka BO CUHIIMPOT Ha CH8.6I[YB8.H>C n
HaMallyBalkb€ Ha PpacClioJIOXKIMBUOT J0XOA Ha
MNOTpOUIyBA4UTEC.

Llenta Ha OBOj TPYA € @ MpPUKAKE KaKO
rimo0aiHaTa TMaHJEMHja HAlpaBU 3acTapyBambe
Ha BHUMATEJIHO HCIUIAHUPAHUTE MAapKETHHT
crparerud.  bp3oTo  mpunmarogyBame — Ha
MapKeTHHT KaMIlalbUTe BO KOHTEKCTOT Ha
KpH3ata W BO  HAacoka Ha  HHBHaA
JMTUTAIN3aIH]jaTa cTaHa M3BOHPEIICH
NpPE/IN3BUK 33 CUTE OPraHU3aIUH.

[Tannemujara ja 3abp3a auruTaNM3aIdjara,
co3/ajie Ma3apHU NPEIU3BUIM 32 MapKETHHT
CTpaTEeTUUTE U UM J1a/ie HOBa MOK Ha MHOT'Y ONn-
line unycTpUN.

Kuayunn 300poBH: JUruTanu3anyja,
MapKEeTHHT CTpaTeruu, Na3apHu Npeau3BULU
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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

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

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

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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video conferencing.

Create a strategy that

organization’s needs
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O Follow best practices for

scales easily based on your

Develop rich content and
resources for prospects to

Unleash the power of live
video for virtual events.

Help your team use virtual
meeting software to its
fullest potential

Create digital collateral to
support virtual meetings

Use tools that provide
greater insights across your
organization

Identify and measure
against KPis for every
program you launch

Ensure you have an Build a digital-savvy team
easy-to-find, user-friendly with the right skills for the
digital presence. future

Create an experience that's
just as interactive and
engaging as a live event

Send traditional or digital
swag bags.

Figurel.
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. 2 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 (¥2=29,711; df =2; n=76; Sig.
=0.000).
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Table 1.
Marketing sector
VARO00001
Observ Expect Residu VARO000
ed N ed N al 01
1,00 38 25,3 12,7 Chi- 29,7117
Squar
e
2,00 35 25,3 9,7
3,00 3 25,3 -22,3 Df 2
Total 76 Asym
p.
Sig.

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

Table 2.

differences between the expected and empirical
(observed) frequencies of statements (y2=

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

Cooperation of the marketing sector with the top management

VARO00002
Observed | Expected | Residual VAR00002
N N
1,00 18 11,0 7,0 | Chi- 14,364°
Square
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.

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 (y2=
33,427; df= 3; n=75; Sig. = 0,000).
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Table 3.

Realization of marketing activities

VVAR00003
Observed | Expected | Residual VARO00003
N N
1,00 40 18,8 21,3 | Chi- 33,427°¢
Square
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.

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

Table 4.

significant differences between the expected
and empirical (observed) frequencies of
statements (x2= 16,333; df= 2; n= 72; Sig. =
0,000).

Marketing strategy application

VARO00004
Observed | Expected | Residual VAR00004
N N
1,00 40 24,0 16,0 | Chi- 16,333¢
Square
2,00 14 24,0 -10,0
3,00 18 24,0 -6,0 | Df 2
Total 72 Asymp.
Sig.

With the y2 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 (2 = 5,639; df=4; n=61; Sig. =
0.228).
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Table 5.
Marketing strategy adjustment
VARO00005
Observed | Expected | Residual VARO00005
N N

1,00 13 12,2 ,8 | Chi- 5,639°
Square

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. ,228
Sig.

With the 2 test for determining the significant differences between the expected and

distribution of attributive statements of the
respondents managers/employees, it has been

empirical (observed) frequencies of statements
(x2=3,227; df=4; n=119; Sig. = 0,521).

concluded that there are no statistically
Table 6.
Market access approaches
VARO00006
Observed | Expected | Residual VAR00006
N N
1,00 28 23,8 4,2 | Chi- 3,227f
Square
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. ,521
Sig.
With the 2 test for determining the significant differences between the expected and

distribution of attributive statements of the
respondents managers/employees, it has been
concluded that there are no statistically

empirical (observed) frequencies of statements
(x2=5,351; df=4; n=111; Sig. = 0,253).
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Table 7.
Marketing tactics
VVAR00007
Dbserved N Expected N | Residual VARO00007

1,00 30 22,2 7,8 Chi-Square 5,3519
2,00 24 22,2 1,8
3,00 17 22,2 -5,2
4,00 17 22,2 -5,2 fdf 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 (y2=
67,216; df=5; n= 111; Sig. = 0,000).

Table 8.
Application of modern digital marketing techniques
VAR00008
Observed | Expected | Residual VAR00008
N N

1,00 3 18,5 -15,5 | Chi- 67,216"
Square

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.

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 (y2=
10,421; df= 4; n=95; Sig. = 0,034).
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Table. 9
Marketing performance
VARO00009
Observed | Expected | Residual VARO00009
N N
1,00 29 19,0 10,0 | Chi-Square | 10,421
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.
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
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