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[bookmark: _Toc140085467]Introduction
This report will be conducted on the clear understanding of PESTEL analysis and 4p's model of Tech-Touch. This report is divided into 3 parts. In the first phase, PESTEL analysis will be described. In the middle phase, the 4Ps of the Marketing Model will be described. Lastly, how these models will be applied to Tech-Touch will be presented analytically. 


[bookmark: _Toc140085468]PESTEL analysis of Tech-Touch
Tech Touch is a UK-based company that specializes in providing customized software solutions for Small and Medium Enterprises (SMEs). Using the PESTEL framework, we may examine the potential external factors that could affect Tech Touch's operations and success. The political, economic, sociocultural, technological, environmental, and legal contexts are all taken into account in this investigation.
[bookmark: _Toc140085469]Political Factors: The political climate in the UK, which can have both positive and bad effects on Tech Touch, is one such factor. Government data protection, intellectual property, and cyber security rules and regulations will affect the business (Srinivas, Das, Kumar, 2019). The business climate for Tech Touch could be affected by a change in governmental leadership and subsequent priorities.
[bookmark: _Toc140085470]Economic Factors: The growth and profitability of Tech Touch are substantially impacted by economic conditions. The need for tailor-made programs can be affected by macroeconomic factors including GDP expansion, inflation, and currency exchange rates (Victor et al., 2019). Small and medium-sized enterprises (SMEs) may delay or reduce IT spending in a recession, while a booming economy may increase demand for Tech Touch's services.
[bookmark: _Toc140085471]Socio-Cultural Factors: Socio-cultural factors are the social beliefs, norms, and practices that shape the context in which businesses operate (Mak et al., 2018). Many small and medium-sized businesses (SMEs) in the United Kingdom have unique requirements and preferences when it comes to the software they utilize. To satisfy its customer base, Tech Touch must adapt its products and services to these shifting social norms.
[bookmark: _Toc140085472]Technological Factors: As a tech firm, Tech Touch must be at the cutting edge of innovation. Opportunities for Tech Touch to provide novel solutions may arise as a result of the rapid pace of software development and the emergence of new technologies such as artificial intelligence, cloud computing, and big data analytics. But it also has to deal with the difficulty of adapting to a rapidly changing technology world and the threat of new competitors.
[bookmark: _Toc140085473]Environmental Factors: A growing number of companies are placing a premium on environmental protection (Porter, Kramer, 2018). The environmental effects of Tech Touch's operations, such as energy use, waste production, and greenhouse gas emissions, must be taken into account. Tech Touch's standing in the market and its ability to attract environmentally conscientious SMEs can both benefit from the company's adoption of sustainable practices and the promotion of eco-friendly software solutions.
[bookmark: _Toc140085474]Legal Factors: In the context of a business, "legal factors" refer to the various statutes and rules that shape the playing field (Hanretty, 2020). Legal criteria that Tech Touch must meet include those about intellectual property, licensing, data protection (such as GDPR), and employment. Penalties and harm to the company's reputation may result from failure to comply.
In conclusion, Tech Touch must consider many external factors as a UK-based SME software vendor. Political stability, economic conditions, societal preferences, technological advances, environmental considerations, and legal limits affect the company's fortunes. Tech Touch can stay ahead by evaluating these factors and adapting to its primary clients' needs.


[bookmark: _Toc140085475]4P's of the Marketing Model of Tech-Touch
UK-based Tech Touch is a leader in SMEs-specific software. Tech Touch can sell its products using the "4Ps": product, pricing, placement, and promotion. This marketing structure helps the organization reach its target audience and achieve its goals.
[bookmark: _Toc140085476]Product: Tech Touch's software is a "product" here. The company should promote its specialty software solutions for SMEs. Tech Touch must clearly describe its solution's features, functions, and benefits, underlining how it can solve UK SMEs' unique problems. Examples include scalability, user-friendliness, and integration. Tech Touch must also consider SMEs' various demands and budgets and offer a variety of product packages or customizing options. For optimal operation and user satisfaction, constant maintenance and additions are needed.
[bookmark: _Toc140085477]Pricing: Tech Touch's ability to attract and retain small and medium-sized enterprise customers depends critically on its pricing strategy. The firm must calculate pricing that is both market-competitive and profitable by analyzing the value it delivers. Considerations should be given to market demand, the software's perceived value by SMEs, the cost of development and maintenance, and the complexity of the software solution.
To cater to a wider range of customer budgets, Tech Touch may introduce subscription-based or tiered pricing models. Justifying the prices and increasing the solutions' perceived worth may also be accomplished through the provision of transparent pricing information and the demonstration of the return on investment (ROI) that SMEs can expect from using the software.
[bookmark: _Toc140085478]Place: Tech Touch targets its customers by location. Tech Touch may reach SMEs through online and offline means. Online channels include the company's website, social media, and markets. Offline marketing includes tradeshows, events, and partnerships. Tech Touch can gain credibility among SMEs through networking with industry leaders and trade associations. Tech Touch can contact more SMEs through resellers or IT consultants.
[bookmark: _Toc140085479]Promotion: Promoting a brand, generating leads, and closing deals are all called "promotions." Tech Touch needs an offline-online marketing approach. Blogs, white papers, and case studies can build thought leadership and educate SMEs on the benefits of bespoke software solutions. Tech Touch needs targeted internet advertising, SEO, and PPC strategies to build its brand and attract qualified visitors. Tech Touch should also attend industry events, network with company leaders, and use social media to reach SMEs. Referral programs or awards for client referrals can boost Tech Touch's word-of-mouth marketing.
Finally, Tech Touch has a solid foundation on which to build an efficient marketing strategy for its tailored software solutions for SMEs in the UK, thanks to the 4Ps of marketing. Tech Touch's business growth and client acquisition can be fueled by the company's dedication to the quality of its products, as well as its pricing methods, distribution channels, and promotional initiatives.


[bookmark: _Toc140085480]Application of the 4Ps model in the business of Tech-Touch
Tech Touch, a UK company that customizes software for SMEs, wants to apply the 4Ps model for marketing. Tech Touch can benefit from each of the 4Ps:
Tech Touch creates custom software for small and medium-sized organizations. The company will study its target market's needs and issues (Priyono, Moin, Putri, 2020). Tech Touch can build scalable, user-friendly, and easy-to-integrate software solutions. The device will be marketed to SMEs aiming to increase output, streamline operations, and expand. Tech Touch will constantly remain ahead of the competition by creating better goods to fulfill market needs. SME software solutions will remain current and trustworthy.
Tech Touch will carefully evaluate its prices to be affordable for SMEs and profitable for the company. Market research and analysis will determine audience price sensitivity (Campbell et al., 2020). Tech Touch may offer tiered pricing or flexible payment options to reach more SMEs and their budgets. The company will market its software's ROI for SMEs. Tech Touch may better defend its rates and become an SME resource for cost-effective solutions by employing this approach.
Tech Touch will reach British SMEs via multiple means. Website, social media, and online markets will boost the company's online presence (Ioanas, 2020). Thus, Tech Touch's software solutions and organization will be more accessible to SMBs. Tech Touch will target SMEs through offline channels like industry events, trade shows, and relationships with relevant organizations. A firm can reach more SMEs and provide more specialized support by engaging with local resellers or technology consultants.
Tech Touch's promotional strategy aims to increase awareness, leads, and sales. The company will distribute blogs, whitepapers, and case studies for content marketing. These documents can help Tech Touch build its authority and educate SMEs about custom software solutions. Tech-Touch will leverage internet advertising, SEO, and PPC efforts to increase brand exposure and website traffic. The company will also use social media to engage with SMEs, discuss industry themes, and build its reputation with good consumer feedback. Tech-Touch plans to boost revenue by rewarding loyal customers who refer new customers. Tech-Touch uses the 4Ps to construct a comprehensive marketing plan for UK SMEs. This comprehensive plan helps the organization communicate its value, differentiate itself from competitors, and develop its customer base.
[bookmark: _Toc140085481]
Conclusion
This report showed the PESTEL analysis and 4Ps of the marketing model of Tech-Touch. From the PESTEL analysis of Tech-Touch, it can be said that Tech-Touch needs to pay attention in dealing with the external factors and it needs to be careful while pricing their service and making promotions for their service.
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