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[bookmark: _heading=h.gjdgxs]Introduction
The primary goal of this article is to thoroughly investigate the influence of Covid-19 on business from diverse perspectives. In the research on Samsung, an electronics and information technology manufacturer. The company's internal and external surroundings were examined by using the situation analysis. Exogenous influences have been studied using the Pestel framework. A deeper understanding of the impact of the Covid-19 outbreak will help executives make better decisions. The Porter model has been used to examine Samsung's profitability, the market's situation, and the performance levels of customers and stakeholders in the market. Covid-19's impact on Samsung's STP analysis and 4p marketing mix has been analyzed. As a result, certain recommendations are given on basis of the findings and conclusions.















[bookmark: _heading=h.30j0zll]Marketing Defined
the CIM defines marketing as "the management process responsible for uncovering, predicting, and profitably responding to customers' expectations (Cim.co.uk, 2021)." Creative and intriguing advertising strategies pique the interest of the public. An in-depth awareness of their target audience's needs and preferences is critical to attaining marketing objectives. According to Kotler and Armstrong (2013), marketing attempts to give prospects and users great quality while also employing effective marketing methods to enhance the content and build strong ties with customers. Increased brand loyalty and market share are two important outcomes of effective marketing.
[bookmark: _heading=h.1fob9te]Process of Marketing
When it comes to a company's marketing strategy, Clow and Baack (2013) describe the marketing process as a series of steps that help businesses understand their customers' needs and wants and expand markets. The four stages of the marketing process are situation analysis, goals, strategy development, and marketing implementation and control. An environmental analysis is a collection of techniques used by a business to assess its capabilities, those of potential customers, and the overall corporate environment. The firm's strategic goals and operational limits are established after this procedure. Accordingly, a thorough business plan's top surface is developed by the company to outline where their efforts should be concentrated to achieve their final goal. Once the goals have been established, the company's management team creates a marketing strategy to achieve them. They look at a variety of consumer categories, assessing their advantages and disadvantages, focusing on the most logical one, and positioning the brand inside the demography. After putting the strategy into action, it is time to evaluate the results.
[bookmark: _heading=h.3znysh7]The macro and microenvironments
To put it simply, the macro environment may have a significant impact on a company's ability to carry out its business strategy. A pestle framework is a useful tool for obtaining information about the external world. Aside from that, this framework pushes a corporation to adopt a strategic approach, which may lead to a wealth of organizational information (Blythe, 2014). Pestle analysis, on the other hand, is prone to error because of the dependence on assumptions that it places on data.
Every aspect of a corporation's microenvironment has a proportional influence on productivity. Using the "Porter Five Forces" framework, Baines et al., (2014), determine the factors that influence a company. The prevalence of a competitive market in the context of normal business practices may be studied using this model. That's a good start, but it doesn't go far enough in today's current, multi-channel economy with a wide range of products.
[bookmark: _heading=h.2et92p0]The PESTLE Study
Businesses use the PESTLE framework to keep track of the external factors that have an impact on them. Use this model to analyze the company's growth to establish strategic management techniques. Six components make up the PESTLE framework: political, legal, environmental, social, technical, social, economic, and technology.

Political: The authority has a significant impact on how a company runs and the number of expenses it incurs in its operations. Samsung's s growth strategies are heavily influenced by British and international politics. Samsung's strategic philosophy allows the corporation to easily comply with local laws, and the legislation has had only a modest impact on Samsung's UK operations. As a result of the rise of pandemics, political unrest has been on display in current history. Jansen and Raita (2021) argues, however, that the covid scenario harms the cost of procurement, supply chain management (SCM), and production. In addition, when duties rise, prices will rise, but sales would decline. In response to the unexpected shift, key safety rules have also been updated. More stringent safety regulations are being implemented. There are still significant prospects for the company to survive in the current political climate.
Figure  SEQ Figure \* ARABIC 1 PESTLE of Samsung
Source: Krishnamurthy (2020)

Economic: Manufacturing and supply cost goes up when interest rates rise and inflation goes up, according to Barwitz and Maas (2018). If the firm's revenue growth volume increases, a strong business model may be formed. In addition, manufacturers like Samsung may expect a rise in sales and earnings as a result of the overwhelming response. Price level, on the other hand, will have a critical impact on Samsung's business model. Client bargaining position may improve or decline in a specific location depending on the quality of Samsung's products. After Covid-19, Great Britain's finances have been fundamentally restructured. Because of this, many people have faced job cuts. Thus, a large number of consumers may decide to go from high-end to low-end devices because of this. This might be an emerging moment for the company since the new normal will help the company to boom (Zarkov, 2020).
Social: People's purchasing habits and lifestyles have changed as a result of the epidemic's impact Before the 27th of March, 2020, Samsung intended to cease all operations in the US and Great Britain. However, the operation has restarted in the first quarter of the year 2021. During the lockdown, the firm had cut off its physical shop personnel since they are still getting paid even if the outlets are shut (BBC News, 2021). Even amid the epidemic, Samsung's recreation businesses have been important in the company's present success. In 2020, the business's "Service" earnings have risen significantly (Statista, 2021). Value-added quality and seamless service are the two most important aspects of a company's relationship with its customers. Consequently, Samsung must be very diligent and sophisticated in offering value to customers. In addition, the semiconductor manufacturer has shown its worth due to its top-notch creativity and ingenuity. UK consumers are also well-versed in Samsung products since their lifestyles are so similar to those of the company's prospects. Revenues and profits might rise as a result of the change.
Technological: Samsung is well-known in the technology industry for its high-quality, cutting-edge innovations. Technology disruptions are regularly monitored and exploited to the best of their ability by businesses. It encourages companies to expand and strengthen their operations. Krishnamurthy claims this (2020) The pandemic, on the other hand, has accelerated the shift to a more digital realm and led to longer-lasting changes in virtual buying habits. Consumers often make purchases and get multimedia, health data, and other forms of entertainment and information over the internet. Local shops may be rendered obsolete as more and more people make their purchases online. As a result of AI, the industry might be disrupted. Samsung announced the latest flagship series like the Galaxy Note series from time to time to keep and strengthen its brand visibility in both the real and virtual worlds of commerce. diverse innovations are also introduced by the smartphone giant to maintain their competitive position.  This strategy will assist them to build a loyal customer base and a positive brand image in the marketplace.
Environmental: As per Pham (2021), in the future, Samsung's CSR activities will be influenced by universal concepts on low carbon footprint and sustainability. The popularity of high-tech items such as the Galaxy Note and Galaxy Tab is increasing at an incredibly fast rate. Sustainability-conscious consumers want products that are made or outsourced in an ecologically sustainable way, utilise disposable packaging.  They expect that corporations will play a significant role in ecological sustainability. Just switching to renewable energy would save annual CO2 emissions by 11. 3 million metric tons to put carbon footprint around the world. "This may be done by retraining the company's workers in a manner that will limit the negative consequences of "high-carbon" goods by concentrating on "low-carbon" materials that are both recyclable. To sustain workplace ethics in neighborhood organizations, the company should put more of a focus on providing adequate health support to its community groups.
Legal: According to Meyer et al (2021), state legislation and guidelines, including labor protections and proper safety norms, restrict pay rates and the pricing of Samsung goods. To legitimately distribute Samsung products in the UK, the company must follow the market's guidelines and restrictions. Employment laws, applicable regulations, and other copyright laws are all based on the statute. Each new Samsung invention and breakthrough should be licensed. Companies should also think about green procurement standards to ensure the integrity of the distribution grid.
[bookmark: _heading=h.tyjcwt]STP Matrix
Segmentation: The process of splitting a large group of people into smaller groups based on shared characteristics and preferences. Surveys assist businesses to get insight into their target audience's ideas and interests. segmentation assists in the formulation of an effective communications strategy for engaging important customers, according to Chaffey and Ellis-Chadwick (2019). Samsung has a profound understanding of market segmentation, which enables it to target the right groups and use the right strategies to enthrall them. Geographically, demographically, behaviorally, and psychometrically are the primary ways in which the info-tech giant separates customers.
The electronic and Information technology manufacturer employs regional segmentation to track market trends in certain regions. While working to better the technologically exposed sections of the world, the organization also offers innovative solutions to people, businesses, and governments. When it comes to demography, Samsung focuses mostly on age, gender, economic wellbeing, and social preference (Housden, 2010). The business uses a combination of geographic and demographic differentiation to find out where individuals with comparable demographics desire to dwell. Samsung has shifted its attention to cognitive and psychographic categorization due to the evident covid-19. People's habits have changed dramatically as a result of the pandemic. Brand awareness and usage are just a few examples.

Figure  SEQ Figure \* ARABIC 2 STP Analysis of Samsung
Source: Kirk (2021)


Targeting: Tech-savvy customers, according to Kirk (2021), are Samsung's primary audience. Products that fulfill their high level of excellence and innovation are welcomed by them. Besides, customers pay a reasonable price to get a similar increased level of performance and convenience like Apple. A remarkable 64 percent of Samsung's TG were men in the 25-to-45 age bracket before the epidemic. However, just 36 percent of the audience was female. Samsung goods like the Galaxy Note and Tabs have seen a surge in sales volume caused by an increased surge in the female audience after the outbreaks. In addition, people's lifestyles and cleanliness practices have undergone a dramatic shift. Consequently, Samsung is focusing on hygiene-related innovation to appeal to a wider range of consumers.
Positioning: The semiconductor business aims to be the world's leading smartphone and information technology company. The firm wants to be acknowledged as the dominant player in the semiconductor sector. While serving the needs of consumers, it also allows the company to expand its primary product line (News.samsung.com, 2021). Concepts of sustainability and social integration have been increasingly important to this company since the epidemic. They are maximizing their resources by employing better workers, cutting-edge equipment, and cutting-edge processes. Innovations like Anti-covid Air Purifier show their devotion to giving the optimum solution through creative approaches.
[bookmark: _heading=h.3dy6vkm]Porter’s Five Factors
For assessing a company's supply chain's competitiveness, Kotler and Armstrong (2013) recommend using "Porter's five-factor" analysis. The model was developed by Michel Porter in 1979 to understand how the five basic competitor elements affect a business and how they interact with one another.
Competitive Rivalry: Even though the mobile business is a very aggressive one, Samsung has consistently continued to lead the smartphone market in China and North American.  Several global firms are catching up to Samsung in terms of market capitalization, including Apple, Google, LG, Motorola, and others. When it comes to the United Kingdom, for example, market leader Apple had around 67.1 percent market share whereas the market challenger Samsung had around 28.56% share in the UK market (BBC News. 2021). However, Apple placed second with a share of 26.91 percent in the global competition whereas the top position was conquered by Samsung with a 29.14 percent share of the market. So, the firm is now in direct rivalry with Apple, the world's largest maker of info-tech innovations.  Because of this, the organization's rivalry power is relatively low. Besides, the firm is still thriving thanks to its large customer base, which ensures that profits continue to rise, resulting in even greater development.
Bargaining power of clients: Consumers, according to Jobber and Fahy (2012), have less authority because despite having a lot of options, the risk of switching brands is exorbitantly costly. Even more importantly, the epidemic might have an impact on the spending power of the buyers, since they have become more cautious in their shopping decisions. Innovation costs may be influenced by businesses, on the other hand. By constantly innovating and developing new products, Samsung can maintain a competitive edge over its competitors. Limited firms like Apple and Google can retain their products' quality and dependability. Customers, on the other hand, are more likely to compare the costs of Samsung goods to those of other products, which gives buyers greater leverage in negotiations.
The purchasing power of suppliers: Throughout the epidemic, are working on solutions that may be used to alleviate the covid-19-stricken way of life. For example, the "AX7500 Air Purifier" developed by Samsung contains a HEPA filter that cleans around 99.97% of molecule particles and restrains the spreading of the Covid virus (Pham, 2021). As a result of these relevant advancements, Samsung has established a foothold in the investor and distributor communities. Because of this, the substance's quality is negotiated by the distributors. Zarkov (2020) found that suppliers favor enterprises in this area because they have access to foreign marketplaces, which is very beneficial to them. To be a core resource of Samsung's value chain, Samsung's distributors work hard to offer value-added supplies. Because of this, the company's connection with its distributors and strategic partnerships can maintain a healthy reasonable balance.
The threat of new players: In the global mobile industry, new players pose only a small threat to the current market leaders. As a capital-intensive industry, it's almost impossible to get off the ground without a large investment. Additionally, a high level of inventiveness and technical competence is necessary. Newcomers will have a difficult time adapting and providing the same degree of inventiveness and smooth performance as Samsung, according to Krishnamurthy (2020). To succeed in this market, entrants must first develop world-class Research and innovation staff. Furthermore, the epidemic has pushed the level of competitiveness in this sector to unprecedented levels. As a result, it has created new challenges for both present and potential market participants.
The threat of substitutes: For any tech-based company, the threat of alternatives is a major issue as more and more complex systems are being developed. Information technology (IT) has progressed over the previous several decades, and modern techniques are gradually replacing older ones. Here, the long-term feasibility of technology is in direct conflict with this statement. According to Kano et al. (2020), the financial atmosphere has been very volatile since the advent of the disease. This means that more players may enter the industry at a lesser cost as technology progresses. As a result, there is a greater risk of replacements.






[bookmark: _heading=h.1t3h5sf]Marketing Mix (4p)
Product: Samsung is a South-Korean firm known for its major brands such as the Galaxy Note, Tabs, and other tech gadgets. Innovation and perfection are two of the primary concern for the R&D unit of Samsung. A technology solutions provider's success may be attributed to its ability to seamlessly integrate both aspects (News.samsung.com, 2021). As a result of the outbreak of COVID-19, the world's attention has been drawn to air purification to protect from virus transmission. Samsung has donated its HEPA-supported Air Purifier to the NHS to help fight the pandemic.
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Price: Samsung applies a skimming pricing approach for all of the company's most popular brands. Samsung first uses price skimming to divert attention and get market dominance against its primary competitors (Clow and Baack, 2013). Initially, Galaxy M31 cost around $290 range which now simply costs only $210. Because of Samsung's reputation for superior quality and cutting-edge design, many consumers turn to the company's goods first.
Promotion: Samsung mainly focuses on a TV commercial to show the most important design features of the newly released flagship series. With this approach, the audience is given the idea that the brand in question is of the highest caliber. For advertising, the tech-giant focus is on the device's functionalities rather than its appearance (Zarkov, 2020). TVC, Livestream, and media platforms promotions are all integrated into the company's marketing strategy. In addition, Samsung is using celebrity endorsements to spread the word about covid-19's existence.


Figure  SEQ Figure \* ARABIC 3 Launch Event of Samsung
Source: News.samsung.com (2021)










Place: Samsung's business units, such as the Galaxy Notes and Tabs, may be purchased via a variety of retailers. Currently, the firm's products may be purchased online or in authorized stores globally (Jansen and Raita, 2021). Walmart, Bestbuy.com, Kroger, Amazon, and more shops carry their products. Rather than distributing all of the company's products at every retail outlet, they deploy selective distribution.


[bookmark: _heading=h.4d34og8]Suggestions and Conclusions
The PESTLE framework has demonstrated that the company's external environment is beneficial. As a result of the epidemic, demand for top-notch devices like the Galaxy Note S21 has increased. No matter how bad the economy gets, Samsung's high-end products will always be affordable. Innovation and intellect have helped them stand out in the market. Just a few of the factors that have pushed Samsung to design and develop new technology appliances include a rising middle class, free-market economy, and low-cost overseas labor. Increased ecological and sustainability awareness during this pandemic period has benefited the organization, and the company has shown to be environmentally and socially responsible.
Because Samsung's clients are only interested in the best and affordable products, they should use the most efficient methods feasible. Aside from that, the tach-giant may be able to improve Galaxy Note and TAB's quality in the future. To the extent possible, Samsung products should be available for clients to utilise to their utmost extent. Customer care and additional items should be a reflection of the company's distinctive structure and high quality. The tech-giant should concentrate on both dynamic and inventive communication to build a long-lasting relationship with its customers. The company's performance, however, is affected by a wide variety of factors. These include a growing number of market entrants, changing client tastes, and technology advancements. Samsung must correct these flaws if it hopes to be the market challenger against Apple in the information technology sector.
There will be a new era after the epidemic scenario is over.  The Covid 19 developments that emerged during this time will have an impact on enterprises' competitive marketplace. To take massive advantage of the emerging normal, companies must begin planning for the future today. Companies that want to expand their technical brands into previously untapped markets need to emphasize efficiency, outstanding performance, cutting-edge development, and innovation.
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