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Abstract

Marketing is a restless, changing, and dynamic business activity. Marketing activity has
dramatically changed during the Covid-19. Cohesive networks and customer service are more critical
than ever in the current setting, as non-essential companies are shutting doors to stop the spread of
Covid-19. This meant that both marketer and consumers had to turn to digital reality overnight. The
Covid-19 has forced the businesses for the ultra-rapid development of digital technology, and it has
an enormous challenge to keep track of those developments and to use them advantageously during
this crisis. The purpose of this paper is to discuss and deliberate the strategies in digital marketing in
the post Covid-19 era. The use of digital technologies during and post Covid-19 becomes an integral
part of the modern marketing strategy, which allows to optimize the costs of organizations, initiate
the reengineering of existing business processes by maximizing digitalization. In the post-Covid-19
era, every business wanted to grow again quickly which leads to confirm that this is a great
opportunity for the field of digital marketing to thrive. The corporate companies opened up their eyes
by using new and advanced technologies to capture the lost market. During this time of crisis digital
technologies is helping companies to generate more revenues and to run their business with the help
of digital marketing. The mind set of people in using digital platform during Pre-Covid-19 is entirely
different from the current situation. Consumers are actively rebalancing their digital lives to protect
their wellbeing. Post Covid-19 teaches the customer a behaviour change, the companies need to
understand the current situation while developing for the digital marketing strategies. Companies
need to take advantage of opportunities in this crisis and offer better product and services that delight
the customer in the Post Covid-19 with various digital marketing strategies.
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Introduction

The world is now online, Digital, mobile, and social media have become an indispensable part
of everyday life for people all over the world. More than 4.5 billion people now use the internet,
while social media users have passed the 3.8 billion mark (Hootsuite, 2020). Marketing is a restless,
changing, and dynamic business activity. The role of marketing itself has changed dramatically due
to Covid-19. Such changes, including the internet, have forced today’s marketing executive to
become more market driven in their strategic decision making, requiring a formalized means of
acquiring accurate and timely information about customers, products and the marketplace and the
overall environment. Internet marketing involves the usage of the Internet to market and sell goods
or services. Internet marketing utilizes the power of electronic commerce to sell and market products.
With growth in internet, it is not just selling products alone, but in addition to this, information about
products, advertising space, software programs, auctions, stock trading and matchmaking. A few
companies have revolutionized the way; internet can be used for marketing (Bala & Verma, 2018).
Out of all modern marketing tools, digital marketing channels and social media becomes the most
whispered, interactive, and essential. Any effective marketing campaign will include them in its
strategy (Mandal & Joshi, 2017). Digital marketing is act of promoting products and services with
the help of digital devices or technology. Digital marketing is often referred to as online marketing
internet marketing or web marketing (Cherukur & Priya, 2020). Digital marketing can be termed as
an approach, a strategy, or a branding and marketing exercise, by the use of digital platforms, as the
name suggests. Digital Marketing is the development of brand, product, or service online. Digital
marketing has grown rapidly in the past few years as more and more businesses are realizing the
importance of a good online presence. (Mandal & Joshi, 2017). Digital marketing is based on ever-
growing and rapidly changing technologies (Al-Ababneh, 2020).
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Literature Review

1990s was the year when digital marketing was first introduced. This was the time when
internet was introduced, and development of Web 1.0 was under process. Web 1.0 use to allow users
to find the information they are looking for, but it didn’t allow them to share that information over
the web. As at that point of time the use of internet was not that much popular as people were still
unaware of this term and considering this the marketers were still unsure of the use of digital platform.
The digital era started in the year 1993, In the year 1996 when World Wide Web came into existence
on the very first year Yahoo received about 1 million hits. Looking at this company’s state to optimize
their websites as they see a lot of change in the digital market space and to increase their search engine
rankings. It was the year 1998 when Google was launched. To compete in the digital market Microsoft
launched the MSN search engine and Yahoo come up with Yahoo web search. After the launch of all
these two year down the line all the small search engines were wiped out or left behind and all the
control was taken over by these big companies. Web 2.0 was introduced which allow the people to
interact with other users as well as other businesses, people were becoming active users and started
to contribute in the digital platform. Internet was also known was ‘super information highway’ by
this information volume also increased and use of digital marketing also increased and internet
advertising also increased. (Dwivedi & Nath, 2020).

The Internet is providing companies to new channels of communication and interaction. It can
create closer and yet more cost-effective relationships with customers in sales, marketing, and
customer support. Companies can use the internet to provide ongoing information, service, and
support. It also creates positive interaction with customers that can serve as the foundation for long
term relationships and encourage repeat purchases (Mandal & Joshi, 2017). Internet marketing has
been described simply as ‘achieving marketing objectives through applying digital technologies.
Digital marketing is the use of technologies to help marketing activities in order to improve customer
knowledge by matching their needs (Chaffey, 2013). In the developed world, companies have realized
the importance of digital marketing. In order for businesses to be successful they will have to merge
online with traditional methods for meeting the needs of customers more precisely (Parsons, et al,
1996). In order for digital marketing to deliver result for businesses, digital content such as
accessibility, navigation and speed are defined as the key characteristics for marketing (Koiso-
Kanttila, 2004).

In the digital world, the evolution of uses should lead to the appearance of new practices in
marketing; there is a strong interweaving between technologies, use and marketing. This interweaving
is relatively complex but demonstrates the dominance of technology on marketing. Indeed, it is above
all the increasing speed technological evolutions linked to the "Internet" ecosystem which influences
user’s behavior, and, thus, allows or forces business to evolve and implement new practices in their
marketing (Adnani & Hamou, 2020). As we see in the current scenario digital marketing has shown
more growth opportunities which can help the business to grow. As we see now a day’s more than
180 million people have smartphones and have access to internet are all are active on social media
platform therefore it’s a huge tasks for the digital marketers to understand the behavior of their
customers (Dwivedi & Nath, 2020).

Purpose

The power of the traditional marketing tools and communication is diminishing, and
technology is changing the context of and practice of marketing: marketers are increasingly forced to
operate in a complex and changing world. The Marketing becomes increasingly digital and
continuous technological developments present marketers with new challenges and opportunities
(Bala & Verma, 2018). Now for the past one year the latest coronavirus is spreading at such a high
pace that it is difficult to determine as to when it will end. We have learnt a lot on how to adapt to a
new reality and way of working (and life, given reduced lock-in constraints) by means of online
meetings with colleagues and researchers, and obviously also by means of online teaching. The
massive and profound upheaval of the Covid 19 pandemic would have a multiple impact on marketing
discipline (Alshaketheep, et al, 2020). After Covid-19, customers, communities, and organizations
will undoubtedly reassess these ideologies and goals critically (Anwar & El-Bassiouny, 2020). Can
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a pandemic provide marketing directors and researchers with ample shock to challenge their
businesses and their own core strategies and underlying ideologies? (Alshaketheep, et al, 2020). The
Covid-19 has forced the businesses for the ultra-rapid development of digital technology, and it has
an enormous challenge to keep track of those developments and to use them advantageously during
this crisis. The purpose of this paper is to discuss and deliberate the strategies in digital marketing in
the Post Covid-19 era.

Methodology

The paper is built on the analysis and synthesis of scientific literature which enables to
describe the phenomenon of digital marketing and its strategies in Post Covid-19 era and what is
happening in the business world. Desk Research technique was conducted for this study. Literature
review which it is composed by secondary data, being the base of this study. It consists of the
examination of mainly academic research, books, reports, journal articles and relevant published
resources related to digital marketing.

Discussion

Covid-19 has created many problems to human, one such problem is economic downturn.
Many corporate companies were affected and lost business across the globe. Pre-Covid, marketers
are driven to maximize their customer interest effectively and efficiently by means of consumer
loyalty, market / customer share, and customer equity. The global economy has been seriously
affected. Covid 19 initiatives have diminished the impact of austerity programs, shut down entire
markets, forced companies to migrate almost completely online and dramatically changed the essence
of consumer spending. The Covid 19 crisis seems to have massively exacerbated the changes, and
the planet after the pandemic is going to experience several wounds that heal needless scarves
(Alshaketheep, et al, 2020).

The corporate companies opened up their eyes by using new and advanced technologies in
order to raise its standing as it is seeking out decentralized decision-making to increase its
productivity. In these times, all companies should make this change as quick and as effective as
possible as this can greatly affect customer and industry behaviour (Theep, 2021). The development
and emergence of new innovative tools that significantly optimize work and increase efficiency are
characterized by a high level of interest among top management of organizations in connection with
the need to achieve strategic goals and strengthen competitive positions in the market. In the
innovations of our time, digital technologies are highlighted, are widely used in various types of
economic activities and act as a driver of intensive development (Al-Ababneh, 2020).

The digital environment provides organizations with the use of several strategies so that they
may reach their objectives, concerning both sales increase and brand promotion (Crescitelli &
Freundt, 2013). The use of digital technologies in business not only expands the possibilities of
communication with the target audience, but also increases the level of conversion in general. The
high level of competition in global markets determines the top management of organizations to search
for the optimal combination of various digital tools for maximum results (Al-Ababneh, 2020). Since
it deals with something dynamic, digital marketing enables the choice of the strategic action to be
changed in real time, and it can change the actions’ direction in order to adapt to the target audience’s
engagement concerning the campaigns performed (Wymbs, 2011). Digital marketing aims to change
the modification of communication activities (Al-Ababneh, 2020). However, more important than
understanding the target audience’s behavior is to make the right choice concerning the strategy to be
used, and understand whether the message that is sent out is reaching the consumer the way the
organizations expect it to (Felix, et al, 2017).

During this time of crisis digital technologies is helping companies to generate more revenues
and to run their business with the help of digital marketing. Digital marketing tools to be used by
companies in order to boost their marketing, it also helps and supports other marketing activities of
the companies and helps to reach the right customer at the right time and at right place. Companies
are able to earn more revenues via digital medium (website, social media). But still there are firms
who are not fully converted into digital they still prefer traditional marketing methods in order to
launch their products and reach their audience (Dwivedi & Nath, 2020). To attract and retain
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customers, companies in modern conditions use both traditional marketing strategies and digital
marketing tools (Al-Ababneh, 2020).

The mind set of people in using digital platform during Pre-Covid-19 is entirely different from
the current situation. People don’t necessarily want to be cut off from the internet. They just want a
better relationship with it. So, consumers are actively rebalancing their digital lives to protect their
wellbeing. With openness around mental health driving conversations around emotional wellbeing,
self-care is having a moment. And, within this narrative, technology, in particular social has been
reframed as public enemy number one. In the face of always-on notification fatigue, there’s a sense
that our everyday overuse feels unhealthy. As people grow increasingly fatigued with having to
perform online, the open feed feels less important than ever. People are using closed communities as
safe spaces. It’s long been accepted that people are put off by lengthy content online. (Think Forward
2020, 2020).

In the post Covid-19 era, every business wanted to grow again quickly, but at this time it is
difficult for customers to recognize and care about their products. And this is when every company
needs digital marketing, so company can partly confirm that this is a great opportunity for the field
of digital marketing to thrive. Catching up with the new trend of the market as well as customer
psychology, many businesses have developed interactive marketing campaigns on the internet digital
marketing. (Tien, et al, 2020). Post Covid-19 teaches the customer a behaviour change, the digital
marketing companies need to understand the current situation while developing for the digital
marketing strategies.

The key elements of digital strategy involve revisiting and aligning the main thrust of the
marketing strategy in an online context. Companies should think about the digital marketing mix,
how to provide differential value to customers through varying the 4Ps online through Product, Price,
Promotion and Place and how can you add value through service. The best digital strategies can fail
if the execution is poor search, social and email marketing and creating a persuasive web design are
classic examples of this we see daily (Chaffey & Bosomworth, 2013).

Conclusion

The whole world is going digital, there is no contestation, the most powerful companies are
deeply digital. Effective use of Digital Marketing strategy will attract a large number of customers.
Digital Marketing provides us all solutions, for us to choose and find our own solutions to reach out
and make them make purchasing decisions (Tien, et al, 2020). Digital marketing is a helpful tool for
the companies during and post Covid-19 pandemic. Using digital marketing to sell products and
services, for improving brand image, and helping companies to generate revenues through digital
channels. Companies need to take advantage of opportunities in this crisis and offer better product
and services that delight the customer in the Post Covid-19 with various digital marketing strategies.
There is a necessity to build a digital transformation strategy to achieve company global objective in
Post Covid-19 era.
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M. Cy6pamanuan, Ans X. Moxammen
CTPATEI'MU PEBUTAJIM3AIIMN BUSHECA CPEJCTBAMM U KUTAJI-
MAPKETHUHI'A B IOCTKOBUJIHYIO 3Py

AHHOTALUSA

MapkeTHHr — 9TO HOCTOSHHO MEHSIOLIAsCs, JUHaMU4YHAas cdepa IeJIOBOH AKTUBHOCTH.
MapketuHr pe3ko u3MmeHmicss Bo Bpemst mangemun Covid-19. CereBoe B3ammozeiicTBue u
00CITy)KHBaHUE KINEHTOB SBISIOTCS 0OJIee Ba)KHBIMHU, YeM KOIJa-1in00, B HBIHCIIHUX YCIOBHSX,
[OCKOJIBKY MHOTHE KOMIIAHHH BBIHY)KICHBI 3aKpbIBATh CBOHM JBEPH, YTOOBI OCTAaHOBHTDH
pacupocrpanenue Covid-19. DTo o3Ha4aer, 4To BO BpeMsl HaHASMUH U IIOCJIEe Hee KaK MapKeToJIor,
TaK ¥ MOTPEOUTEIN NODKHBI OBUIH B OHOUYACHhE 0OpaTHThCs K muppoBoii peassrocti. Covid-19
BBIHYIMJI OM3HEC K CBEPXOBICTPOMY Pa3BUTUIO LIU(POBBIX TEXHOIOTHIA, U IIEPE/l HUM TeIepb CTOUT
BayKHEHIIas 3a/1a4a IIaraTh B HOT'Y ¢ H3MEHEHUSIMH B AMDKHTAN-Cepe U BHIFOHO HCIIONb30BaTh HX
BO BpeMsi 9TOro Kpu3uca. Llesb 3Toi cTaTby — pacCMOTPETh CTPAaTEerHy HU(GPOBOro MapKETHHIra B
snoxy mocie Covid-19. Mcnosnp3oBanne 1udpoBeiXx TexHOmoruii BoBpems u mnocie Covid-19
CTaHOBHTCS HEOTHEMJIEMOM YaCThIO COBPEMEHHOII MapKETHHIOBOM CTPATErUu, KOTOPAst O3BOJISCT
ONTHMH3HPOBATh 3aTPAThl OPraHU3AIMil, NHUIUHPOBATH PEUHKUHHPUHT CYIIECTBYIONMX OnU3HEC-
IPOLIECCOB 3@ CYET MAKCHMAIbHOIH LU(ppOBHU3aLUK. B MOCTKOBHIHYIO SMOXY KaXIblil OH3HEC
CTPEMHTCS K OBICTPOMY BOCCTAHOBIICHHIO M POCTY, YTO CO3/AeT INIOJOPOHYIO MTOUBY Il PA3BUTHUS
cepsl udpoBoro MapkeTHHra. busHec-opranuzaimy 0OpaTHIN CBOM B30Pbl HA HOBBIC NIEPEIOBBIC
TEXHOJIOTHH, YTOOBI 3aXBAaTUTh IMOTEPSHHBIH PBIHOK. B 3TO KpusucHoe Bpemst Iu(poBbie
TEXHOJIOTHH [TOMOTAIOT KOMIIAHUSM I0JIy4aTh OOJIbILIE JOXOJI0B M BECTU CBOW OU3HEC C MOMOLIBIO
1poBoro MapkeTuHra. MBIIUICHHE JIFOACH, HCIIOIB30BABIINX HNU(POBBIC MIaTGOPMbI B IIEPHO
o Covid-19, HOMHOCTBIO OTIMYAeTCs OT HBIHEIIHEH cutyamun. IloTpeduTenn akTHBHO
[ePeCTPanBalOT CBOIO LU(POBYIO KU3Hb, YTOOBI 3aUTHTH cBOe Onaromnomyuue. ITocie Toro, kak
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Covid-19 noAToIKHY KIHEHTa K H3MEHEHHUIO TOBEICHHSI, KOMIAHUH JIOJDKHBI IOHHUMATh TEKYIILYIO
CHTYalHIO IPH pa3paboTke cTpaTeruii udpoporo MapkeTnnra. Kommnanuu 10ImKHb 00paTUTh cede
Ha [0JIb3y BBI30BBI ATOTO KPU3UCA U IPEUIOKHUTH JTyHIINE IPOIYKTHI H YCIyTH, KOTOPBIC MOPALyIOT
kiuenToB nocse Covid-19, ¢ MOMOIIBIO PAa3IMYHBIX CTPATETHIl UPPOBOro MapKETHHTA.

KioueBbie cioBa: mudposoit mapkerunr, Covid-19, crpaterun, mudpoBbiec TEXHOIOTHH,
GusHec.
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WOMEN’S ENTREPRENEURSHIP IN MIDDLE EAST

Abstract

Women's entrepreneurship is a phenomenon of the twenty-first century that has gone far beyond
developed countries — such as the United States, Australia, Canada, and others — with a strong
infrastructure, an established ecosystem, and access to finance. Women are becoming a key part of
the growing economy in other areas of the world like the Middle East and Africa. However, some of
the main problems holding them back are cultural stereotypes, lack of quality education and access
to educational resources. What opportunities do women have to build a career in such conditions?
The business environment for women in the Middle East has specific features and characteristics.
This article considers the factors that influence the development of women's business in this region.
Also, the image of a female businessman in the Middle East and the factors that improve or worsen
the situation of a business woman in the Middle East. What characteristics do you need to have in
order to be successful in business in the Middle East? What difficulties does a woman need to go
through? Will it be gender-based religious and other stereotypes?

The prospects for the development of women's business in the Middle East will also be
considered.

Keywords: Middle East, Women, business, stereotypes, development, entrepreneurship.

Introduction

Women's entrepreneurship dates back to ancient times, it is not a phenomenon of the 21st
century. Capitalism drew women into productive labor, social labor, prepared the ground and made
possible the struggle for equal rights and emancipation of women, who had to pass another stage of
the capitalist economic system — the stage of wage labor. The manufactory opened wide access to
unskilled female labor. Throughout the manufacturing period, women supplied the world market with
luxury goods and basic necessities. At the same time, she worked from dawn to dawn.

A qualitative analysis of individual characteristics was applied, which allowed us to establish
the patterns of development and trends of this type of activity in the region. This article analyzes the
features of women's business in the Middle East, collects data on business participation and
development in this region, and identifies problematic aspects and factors that hinder the development
of women's business.

A woman employed in all spheres of the national economy and to this day she is the main
productive force. It still does not destroy the spirit of self-expression, diversity of interests and their
implementation.

In the Middle East, the business woman combined the roles of the guardian of the family
hearth and professional agent. Scientific and technological progress has led to the professionalization
of production. Business men and women were in a hurry to acquire the highest educational status - a
diploma of graduation, and later a scientific degree. This latest trend has not only brought the chances
of men and women closer together, but, for a number of reasons, has given a certain priority to
women. This article aims to focus in women'’s situational because this represent a particular equal
gender case. Hutchings et al. (2012) state that it is necessary to analyze the cultural barriers that affect
the professional development of women in the Middle East and are governed by the Islamic ethical
framework. Likewise, it highlights the role and particular cases where women have contributed to
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