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Executive summery
This report’s aim is to research and study the effects of the global pandemic of Covid 19 on business organizations and outline the challenges, marketing faces in this changed environment.  It will illustrate how these changes are dealt with by a chosen organization – Superdrug PLC.
The global pandemic is an unprecedented event which has changed consumer’s priorities and values, which requires a corresponding change in business and marketing practices. The business has reacted and many companies have adapted successfully to the new now. 
This report will introduce the environment of the Covid 19 pandemic. It will provide the theoretical concepts of marketing process and marketing stages. It will show how they are used as tools to create a successful marketing campaign and deliver it to the right market segments in order to produce maximum effect. The marketing process is logical and consecutive and when executed properly it increases brand awareness, productivity and profits. 
This study, further investigates the importance of understanding the external and internal factors, influencing the activities of the company and defining the marketing strategy and message. PESTEL and SWOT analysis demonstrate these points using Superdrug as an example. The company is a logical choice for this study, following its development in the last two years. In times when other businesses are closing down, Superdrug is opening new stores. This shows that they have adapted successfully to the new environment and have managed to show their customers they share their values and understand their motivations. 
The report concludes with an overview of Superdrug’s activities in the environment of the pandemic.






Introduction 
The Covid 19 pandemic is the biggest challenge humanity has faced in many decades. It has irreversibly changed the lives of millions of people. It has affected every aspect of social and economic life. It has been devastating for the business world, where many organisations had to close down. The pandemic led to many people lose their jobs and starved the remaining business of qualified workers.  
One thing that became clear was the concept of change, accepting change and actively adjusting to it. Business leaders needed to find ways to transform their organisations at every level, starting with the actual way they work and adapting management rules and marketing strategies. These changes, once planned need to be accepted by the people who will implement them and the teams of workers who need to share the new values (A.A.A., 2020).
The environment of Covid 19 challenged particularly the sphere of marketing and especially the way brands are built and the way they communicate with their customers. People’s values and priorities has changed enormously in the last two years and the marketing managers need to, more than ever, understand what motivates the consumer, what are the inner emotions that drive them. That means that marketing strategies and tools must change and more creative approaches must be introduced. 
The object of this study is how marketing is affected by the pandemic and will research an organisation, Superdrug PLC, as an example of successful transformation into the new now. This choice was provoked by the fact, that while other organisations cease to exist, Superdrug in opening new stores (D., 2019).
Understand the processes and stages of marketing.
In profit-oriented organizations, the goal of marketing is to meet needs profitably. Companies must therefore first determine which needs — and whose needs — they can meet. For example, the personal transportation market is made up of people who place different values on the cost, speed, safety, status, and styling of an automobile. There is no single automobile that can meet all of these requirements in a superior manner; compromises must be made.
We can define the marketing process as a series of steps an organisation has to follow to identify its market segment, understand is customer communication, analyse the market opportunities and create a marketing massage and the means for this message to reach the desired audience.
Theory recognises six stages of the marketing process: (Figure 1)
1. Defining the mission – this first stage identifies what the business does, what is their main objective. It is a short statement but it is very important as the marketing strategy is based on how this mission is fulfilled for the consumers. In essence this is what product or service the company provides. All other stages of the marketing process must relate back to the mission for the campaign to be successful and to reflect the goals of the company. 
Superdrug’s mission statement, according to their CEO is (D.I., 2021):
‘We are committed to provide the best health and beauty experience possible, ensuring our customers feel seen and represented across all of our channels.’
It is a strong and ambitious statement that shows the company’s determination to change and embrace the modern values of the society.
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Figure 1: Stages of the marketing process

2. Conduct analysis – this second step includes analysing the environment, expressed in external factors influencing the business. For that purpose, PESTEL analysis is used. The organisation itself is analysed, pin pointing its strengths, weaknesses and possible opportunities and threats, using SWOT analysis. This analysis will underline what in the company will help the marketing process and what can hinder it (G., 2010).
Other things that are analysed are the market itself and the market segments to be targeted. The new state of the market requires even further segmentation than before. The companies need to analyse narrower segments in order to target them in a very specific way, using a message that will relate directly to them (G., 2013).
3. Create the marketing strategy –
· This begins with defining the target audience for the marketing message. 
· Deciding on the marketing goals – the goals must be specific; measurable (so the results can be evaluated); possible to achieve; corresponding to the mission and scheduled in time.
· Making sure the marketing goals align with the goals of the organisation, the mission (G., 2013).
· Decide on the budget – the budget will decide what tools and resources will be available for the marketing campaign. Four ways can be used to determine the budget:
- Goal driven – the organisational goals that need to be achieved will determine the budget.
- Percentage of the revenue – the assets of the company will determine what can it spend on marketing (A., 2020).
- Top-down approach – the management decides what will be spent on marketing.
- Competition matching – the budget is based on information about what your competitors are doing (K.L., 2016).
4. Apply marketing mix – 

[bookmark: _GoBack]The marketing mix is the set of actions, or tactics, that a company employs to market its brand or product. A typical marketing mix consists of the four Ps: price, product, promotion, and place. Pricing can also be used to differentiate and improve the image of a product.
The theory of the 4Ps is used: Product, Price, Promotion and Place.
- Product – this is an actual product or a service that the company provides. It relates to the way it is produced and needs to provide the minimum of quality, the customers are expecting, otherwise the marketing action will not be successful (A., 2020).
- Price – is the value that the product is sold for. It is determined by a number of elements – production costs; market segment; the financial state of the market; the demand for the product etc. Price can also be used as a strategy to make the product stand out from the competition. In the new environment, it has to be noted, people’s priorities have changed and although quality is important, research shows that the customers prioritise affordability. This sits well with Superdrug as they have always offered low-cost products.
- Promotion – these are all actions taken to make the information about the product known to the targeted market segment. It includes all forms and channels of advertising, articles, contests, prizes, press releases etc. (K.L., 2016). 
- Place – this element of the marketing mix includes where the product is made and where is sold. Both these factors are very important. The place of production is important for forming the production and supply costs. Even more important is where the product is sold and the distribution network in place.
5. Execute the marketing campaign – this is the stage when all the planning is put into actions. It involves a number of steps.
Target marketing – defining the market segments and sending marketing messages designed specifically for them, followed by the product positioning. This involves analysing consumers emotions and deep motivations. 
Content marketing – it involves planning, publishing, promoting, evaluating the results. The planning stage analyses if the chosen platform generates enough traffic to justify using it. After that the content is created and ran. The results are measured and compared to the desired effect.
Product marketing – a very effective marketing message is required so it can describe the product in the best way and at the same time be memorable and stand out amongst the other messages. Different messages are created for the different channels and medias in order to make them noticeable to the consumer (K.L., 2016).
Inbound marketing – it’s broadcasting information about your product to your targeted segment. This in not so much advertising as informing which aims to provoke the consumer to look for that particular product. It can involve emails, online messages or videos etc. (P.K., 2014).
Email marketing – it is very important for the emails to be read. This involves having the right title and sending it at the right time, getting the customer to subscribe to your email list. 
6. Exercise control over the process – measure and evaluate the results. It is important for the entire marketing process to be observed in order to see if it has a positive impact. There are a number of markers that are measured: social media shares, clicks on links, engagement time, email opens, conversions etc. There are various tools such as Google analytics that can provide detailed information about customer engagement. If the results from the campaign are as expected, the format is used again or adjustment are made.

Stages of marketing
There are four marketing stages:
1. Product orientation – it reflects the philosophy that the quality is the most important feature of the product and that concentrating on the quality will increase sales and profit. Quality is the main selling point. This means, however that the price of the product will be higher and unaffordable for some. For some customers affordability is more important than quality (P.K., 2014).
2. Production orientation – it concentrates on the way the product is produced and how to reduce costs and increase volume. The profits come from increased sales and the understanding that the consumer will buy whatever is on the market.
3. Sales orientation – this puts emphasis on the volume of sales. They are achieved through aggressive sales techniques and selling on promotional or very reduced prices. The profits come from the high volume of sales. 
4. Marketing orientation – reflects the idea that the customer’s needs should be at the centre of all planning and strategy. This is achieved when everyone in the company becomes customer oriented. This is the strategy followed by Superdrug. They have identified with their consumer base.
Understand the role of the marketing environment and other situational analysis models.
Every company is constantly affected by various external factors. The sum of these factors is called marketing environment. They influence every aspect of the marketing process, they impact the targeted market, the product and its production, the people in the organisation etc. The company does not exist in vacuum but constantly interacts with the environment. Sometimes these factors are unstable and the organisation needs to be aware of that (P.K., 2014).
Understanding of the marketing environment has many benefits:
· Learning the consumer behaviour – the company, in the first place has to stand out from its competitors. There are a lot of products and information and that confuses the customers. That is why knowing what motivates the buyer is very important, so the goals of the company can relate to the needs of the customer. Modern culture and values have a big effect on consumer choices and it is important for the company to share and implement them.
· Understanding the competition – knowing the environment, helps the company create a unique selling point like a better quality, a lower price or creating a very specific and desirable product. That creates a loyal customer base.
· Makes it easier for marketers to build a strategy – the organisation can be aware of the opportunities and threads its facing. It helps it avoid losses and anticipates future events, consequently prepare for them (V., 2021).
· Provokes innovation – economic and technological development has a direct effect on the production and distribution activities of the company. It helps it provide up to date and innovative products and services in accordance with the changing needs of the customers.
The situational analysis tools like PESTEL and SWOT analysis must be conducted before every marketing campaign. They detail the external and internal influencing factors for the organisation, its strengths and weaknesses, opportunities and threads. They provide valuable information on which the company can base its decisions on product, the direction of development and methods to achieve its goals (P.K., 2014). 
The marketing process follows with a situational analysis like the 5 key components – customers, competitors, suppliers, government and legal factors.

Determine segmentation, targeting positioning and marketing mix strategies of a chosen organisation.
Market segmentation is the division of the market into groups with various common characteristics – interests, values etc. They are then targeted with specific marketing messages. 
The most suitable market segmentation criteria for Superdrug are the psychographic and behavioral. The company, recent years and even more so during the pandemic, has become very customer oriented. It is determined to place the consumers needs in the centre of its philosophy and strategy (L.M., 2017). 
PESTEL Analysis for the marketing environment during the Covid 19 pandemic – Superdrug PLC
	Political
	Economical 
	Social 

	The government introduces measures to offset the negative effects of the pandemic on business.
The government has introduced employee compensation schemes.
 
Covid 19 has affected the political stability. 
Further measures must be introduced to protect businesses and people’s jobs.
Changes in taxation laws can help businesses adapt.

	The economy is returning to stability.
The pandemic has opened new opportunities for investment.
Well-developed retail market.
The country is a desirable place for investment.

 The economy contracted by 20% in 2020.
Consumer behavior concerns over the future.
Rising energy prices.
Unstable economy.
Increased taxation.
Increased prices of goods and materials.
	Superdrug provides affordable products in an environment when people prioritise low cost products.
Rising awareness of the corporate social responsibility of the company.
Customers are becoming very critical of companies’ values.

The numerous lockdowns have isolated people.
People have become very cautious of spending for non-essentials. 
Covid 19 largely destroyed people’s social environment.

	Technological
	Environmental
	Legal 

	Technological development helps improve the production and logistics process. 
Technologically aware market.

Technological issues relating to e-commerce and that trading has largely moved online.
Many people still don’t have an easy access to online services.
	Part of Superdrug’s corporate social responsibility is caring for the environment.
Desire for the development of sustainable products and services.

The impossibility to control all environmental factors.
Need to establish maximum acceptable standards for using natural resources.
	

Legal issues about compliance with safety laws.
Issues with meeting minimum wage requirements. 
The company needs to improve working conditions.



SWOT analysis – Superdrug PLC
Strengths:
· Superdrug has many high street stores and strong presence in many towns.
· The company offers a very wide range of brands and additionally has developed its own health and beauty products (L.M., 2017).
· It continuously offers sales and promotions.
· Well developed e-commerce.
· It has a loyalty card scheme in place.
· It uses other media for advertising.
· Smartphone app for Android.
Weaknesses:
· Not enough pharmacies, although these services have increased during the pandemic.
· Although the company has a very strong high street presence, there are not many stores out of the centre. 
Opportunities:
· The company can increase its out of centre presence.
· It can open more pharmacies (S., 2020).
· Superdrug can partner with other businesses in loyalty programmes.
· Introduce new ways for promotion and organise sales. 
· The stores can provide more medical and health services.
Threads:
· Boots are Superdrug’s main competitor and still the number one retailer in the sector.
· Superdrug’s image as a low-cost chain.
· The lockdowns during the pandemic.
· The big slow down of the economy as a result of Covid 19.
· The disintegration of the high street as a concept.
· The weakening of people’s financial abilities.
· Loss of workforce during the pandemic. 
As the analysis shows, there are many threads that Superdrug is facing. They are not unique for the company, but challenges that many retailers are facing. Superdrug do better than others though, because they have put the customer and their needs at the centre of their strategy. This can only be achieved with very good understanding of the market and of consumer’s emotions and motivations (L.M., 2017). 
A big thread for retailers is the change of the high street. This tendency began a few years bag but it has escalated because of the pandemic. Many retailers have closed down and the premises are left empty as people shop more and more online. Saying that, however, Superdrug has embarked on a programme of expansion and has opened new stores and is providing new services like vaccinations for Covid 19. 
Conclusion 
Many companies, operating in the Covid 19 pandemic environment, have managed to adapt and discover new ways of working and new values and priorities. This is possible, because they have embraces change and have realized how much their customers have changed. Superdrug, as one of these companies, has put a stress on the development of customer communications. They have made sure the consumer knows their values are shared (L.M., 2017).
Superdrug have not changed their products but they have diversified in new services and have improved the customer’s overall experience. They have also made changes in the working environment and thus helped motivate their employees to become customer oriented. 
The way businesses can deal with the environment of the pandemic is accepting the methods of continuous improvement and rethinking their marketing messages. The new messages must be strong, engaging and very direct and must be delivered to the right people. That means, companies nowadays need to segment the market even more and target the groups very specifically. 
A well planned and executed marketing campaign can assure the company’s ability to navigate the challenges of these complex times.
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