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Because we feel that the pandemic is profound and extensive, we frame our assessment around how Covid-19 has affected Thompsons UK regarding its fundamental marketing principles, a backdrop for marketing, and marketing techniques.
There has never been a recession as severe as this one triggered by the epidemic. It was the most significant reduction since consistent records began in 1948, and equal to the 1921 decline on unofficial estimates, GDP fell by 9.7 percent in 2020.
In April 2020, the GDP of the United Kingdom was 25 percent lower than it was in February of the same year. The economy began to open up in the spring and summer of 2020, increasing economic activity. Covid-19 outbreaks and additional lockdowns followed in the autumn and winter, causing economic activity to slump once more.
However, the decline was much less severe than during the first shutdown, as consumers and businesses had become used during the preceding year to the new situation. GDP increased after a robust spring recovery in 2021, but growth weakened in the summer and autumn months afterward. GDP was still 0.5 percent lower in October 2021 than before the outbreak. (Daniel  Harari 2021)
Long before the Covid-19 issue, some foresighted theorists argued that marketing was on the verge of a revolution ( Potts, 2018). However, it now appears that such developments have been hastened exponentially by the disaster. The post-pandemic marketing landscape will be scarred by many wounds that eventually heal. Marketing is all about exchanging value. During the events of Covid-19, many customers and suppliers had their conceptions of value and communication significantly altered, making it difficult for them to interchange goods and services. With the rise of online discussion, many governments significantly restricted the importance of face-to-face encounters and exchange, which had been eroding in many circumstances.
It's tempting for organizations to fall back on old patterns during times of crisis, yet innovative methods are typically most helpful during those times. Firms cannot afford to rely on outdated information sources, business models, and capital allocation practices to prepare for the future. If businesses want to survive and prosper after the crisis, they must focus on anomalies and challenge mental models by rethinking their business models and investing their capital proactively.

Process of Marketing During Pandemic
Let us first define the term "marketing." This highly technical field of business has a plethora of meanings. It boils down to a simple idea: putting the right product in the right place, at the right price, at the right time, and with the right marketing.
In order to keep customers coming back for more, companies utilize marketing to make sure that their products give and express the value they need (Hanson and Kalyanam, 2014). You must plan, develop, and ensure that the product lives up to its promise—communicate and build relationships with key stakeholders as part of the marketing process. Advertising the product's advantages to persuade buyers to buy it is crucial.
Mission Statement
Employee engagement, organizational culture improvement, and crisis management are enhanced when mission statements are included in an organization's strategic plan. Since even when people are laid off or fired, you are still working toward your company's basic principles, a mission statement can help remove the personal aspects. During this pandemic crisis, Thompsons UK's mission statement is continuously being evaluated since it must reflect the lived reality of our employees.
Market Research 
Qualitative and quantitative research are helping many businesses improve outcomes and better plan for contingencies despite the lack of a clear "return to normal" insight. There has never been a more critical time to engage in research. Scaling back in the short term may sound like a good idea. This may be disastrous in terms of consumer satisfaction, branding, employee morale, and long-term business strategy. To secure the safety of our company, our employees, and the community in which we operate, we took action and conducted research.
Setting Objectives
Our supervisors are collaborating with their staff to help them develop challenging and attainable goals.
Managers need to be more flexible and supportive of our employees because of the many obligations (e.g., caring for children, homeschooling, and focusing on the health and safety of themselves and their families). Managers at the company have received special training on how to talk to staff about their day-to-day lives amid a pandemic and how to assist them in figuring out what they can accomplish realistically at the moment.
Goals set by employees today may appear very different than those selected months or even weeks ago. This time of uncertainty necessitates open and honest discussions between managers and staff about what is possible.
Strategy
Mission and objectives, as well as the market research, explain "what," but strategy answers "how" during a pandemic. Playbooks for managers' methods to attain their goals are extensive and tactically defined in the system. A pandemic's impact on the organization's aims must be considered while adapting to new policies during a crisis. We had to adapt our production methods and find new suppliers because several of our vendors had reduced their workforce.
Implementation 
Logistics and human resources are more important considerations than anything else when it comes to implementation. Determine how much money will be needed to get the project off the ground, how many people will work on it, and so on. To stop the virus from spreading, Thompsons U.K. had to create additional government regulations, e.g. ( social distancing, wearing a mask, working from home).
Control 
After the crisis is ended, it is critical to determine whether or not the goals or the general mission of the company were met or exceeded.
PESTLE Analysis
Political, economic, social and technological (PESTle) analysis is a management strategy that allows a company to examine the primary external elements that affect its operations in order to become more competitive in the market. These four sections are at the heart of this concept, as the acronym suggests.
An audit of the external environment helps detect and understand long-term patterns using PESTLE analysis. This can be used in a variety of business planning scenarios, such as:
· Planned business strategy
· Planned hiring
· A strategy for promoting
· Development of new products
· Change inside an organisation
· Projects, plans, and strategies pertaining to people
Strategic planning using the PESTLE model, which also considers legal and environmental factors, is a popular variation popular in the United Kingdom.
As a result of the Coronavirus Outbreak, there are political consequences.
Political implications of the Covid-19 epidemic have been significant. In recent months, policymakers have faced a particularly high-profile challenge: how to strike a balance between containing the virus' spread and reopening the economy.
For various causes, the spread of the coronavirus could lead to changes in commerce. As the coronavirus spreads, many countries will see how reliant they are on the supply systems of others. Car manufacturing supply chains are among the many that have been harmed. After the Chinese factories reopened, Thompsons were left waiting for crucial parts to arrive.
The Economical impact of the Coronavirus Outbreak
Besides becoming a global pandemic and public health disaster, COVID-19 has had a significant impact on the global economy and the financial markets.
· A lack of market activity
Poor market performance is a significant economic effect of the coronavirus outbreak. Many of the world's largest financial markets have already seen this, and it is only expected to grow in scope as the episode progresses. Investors are pulling their money out of traditional financial instruments to protect themselves from market volatility, raising concerns that this poor market performance could lead to a multi-year recession.
· A scarcity of labor
Coronavirus is anticipated to cause a short-term labor shortage as more people become ill. Staff may choose to stay at home owing to quarantines, but businesses and governments will be forced to scramble for workers either way. As a result of allowing staff to remain at home during quarantine and leave, we could not keep up with business as usual.
Sociol Consequences of the Coronavirus Outbreak
· Panic
Coronavirus is likely to cause alarm, as it has in the past with other global outbreaks of sickness. People begin to stay at home and avoid going to work out of fear of contracting the deadly virus.
· Racism
The coronavirus outbreak may have an unanticipated sociocultural effect of increasing the level of racism. Some people grew anti-Chinese or anti-Asian because of the belief that the coronavirus originated in the Chinese city of Wuhan. Because of our diverse workforce, we had to take extra precautions to ensure that any Chinese employees were not subjected to harassment or abuse.
Technological Consequence of the Coronavirus Outbreak
Virology, the study of viruses, will undoubtedly benefit much from the discovery of the coronavirus. The virus's nature and dissemination will help scientists better understand how this and other pathogens may be controlled and treated. Hopes are high for new pandemic management strategies to emerge from the coronavirus outbreak. Drive-thru testing clinics have already been established, allowing people to test themselves for the virus without having to deal with a crowded hospital. Because the health of our employees is so important to us, we provide testing facilities for them so that they can feel comfortable at work.
The pandemic's legal measurements
· Eliminating or reducing danger to the general public.
· Protection of first responders and other frontline workers.
· Insuring against higher costs.
· Making sure the health and safety of employees is protected by assisting with legislation, regulations, and standards during an epidemic.
Environmental factors of the Coronavirus Outbreak
These elements are relevant to the subject matter in terms of environmental and ecological influences. This aspect is becoming increasingly important due to the growing importance of corporate sustainability.
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In Porter's 1980 book Competitive Strategy: Techniques for Analyzing Industries and Competitors, he established the five-forces model. A formula for competition, objectives, and policies to accomplish those objectives was an old-fashioned way of constructing a strategy in Porter's view.
This model is developed to assess the critical aspects of a market quickly and whether it is profitable to enter into or stay in said market. This model will now be applied to the tippers builder Thompsons UK to assess its competitive environment.
· Competition in the Market: 
This is the driving force determining the number of organizations in the industry and the demand they are fighting for. Oversupply and poor demand create a fiercely competitive market (Warner, 2010). Our competitors' pandemic tactics had to be considered during the COVID crises to ensure that we were not left behind.
· Newcomers' Potential:
A new entrant into the Thompsons U.K. market will have little success. One of the most significant barriers to getting into this profession is the large outlay necessary to construct a tipper body. Since our company was founded 40 years ago, we have opened three more factories in the United Kingdom. During a covid crisis, there is no need to establish a new business.
· Supply Chain Influence:
In the current scenario, a thorough short-term reaction entails addressing particular concerns that necessitate rapid action throughout the whole supply chain.
Establish a list of essential components, assess supply origin, and find alternative sources of supply for multitier supply chains.
As a bridge to keep production going and enable delivery to customers, determine the amount of available inventory along the value chain, including spare parts and after-sales stock.
· Power of customers :
Strengthening relationships with clients is especially important during an epidemic like the Covivirus 19 pandemic.
Companies are focusing on the demands of their clients first and foremost, such as security and convenience in their everyday lives.
Thompsons U.K. faces little competition from substitutes, thanks to the company's deep ties to the U.K. market.
Swot Analysis
The Stanford Research Institute's Albert Humphrey, a management consultant, developed the SWOT analysis in the 1960s. As a result of Humphrey and his research team's work, the SWOT model has gained widespread acceptance as a tool for assessing strategic planning initiatives.
Using SWOT analysis, the creator can better understand both the company's internal and external environments. When conducting a SWOT analysis, it is critical to ask a simple question. Making your investigation more focused will allow you to uncover problems in your strategy, budget, project, or objective that you otherwise would not have noticed. If your team has struck a snag in the middle of a project, SWOT analysis can help them figure out how to move forward.
In the Swot Analysis, we'll take a look at Thompsons U.K.'s overall advantages and disadvantages. We will look at Thompsons U.K.'s strengths, weaknesses, possibilities, and dangers during this discussion.
Strengths
· A devoted fan base for both their own and their partners' brands
· Staff has a wealth of knowledge in anticipating and meeting the needs of every consumer.
· Engineers with extensive experience and well-equipped factories

Customer service that is friendly and efficient. Britain's No. 1 bodybuilder.
· Weaknesses include a lack of timely delivery
· Amounts paid
· Opportunities
· A large percentage of people have access to the internet
· Increasing the brand's visibility outside of the United Kingdom.
Threats
Competitive pressures from both domestic and international opponents constantly change the construction sector and the preferences of our customers. Thus, the company's reputation as a reliable brand name and the key player could be tarnished.
There is a greater risk of competitors copying the company's business model. Its business model is its most important asset and the driving force behind its success.

Conclusion 
In the end, we can say with confidence that the world has evolved. We could experience the world in a new way, think about our lives in a new way, and uniquely conduct our lives if Covid-19 happens.
This essay examines the full scope of marketing's involvement in an organizational environment in such a situation. It covers everything from defining what marketing is to assisting with pandemic crisis identification of both the firm and its product. Creating and maintaining long-term, mutually beneficial relationships with clients is at the heart of marketing. Using Thomsons U.K. as an example, the reader is given a realistic background against which to test the theories being addressed. The essay concludes by highlighting the necessity of marketing in a company.
Worldwide, governments and central banks have implemented policies to at least partially offset economic harm from the pandemic, as a future view.
The UK government and the Bank of England have announced a slew of reforms aimed at helping firms and employees.
We want to make sure that as many companies as possible can stay in operation and continue to provide work for their employees by implementing these policies. During the pandemic, they provide financial assistance to businesses, workers, and the general population in an effort to alleviate economic anxiety.
Our job as a company is to continue to combine art and science. In order for AI to be deployed at a large scale, we need to find the right balance between humans and automation. In order to foster genuine human relationships, we need to use data as a fuel while still respecting the art of storytelling. With our present predisposition toward the quantifiable, we must carefully navigate the boundary between brand and performance marketing. Also, we need to figure out how much should be standardised and how much should be customised, figuring out where uniformity is beneficial and where it is counterproductive.
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