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Introduction 

arketing plays an important role in life 

because it allows businesses to be 

established and controlled effectively. 

Although marketing originates from businesses, 

marketing is the business's primary focus. According to 

other scholars, the success of a business is dependent 

on marketing strategies because when a business is 

established, the first thing to tell the world about the 

business and its services is marketing, and marketing is 

also one of the key factors in promoting an existing and 

available product for a business organization. 

Marketing is the process of promoting a company using 

the marketing mix. Product, place, price, and 

promotion are all aspects of marketing that have an 

impact on the business environment. As a result, during 

the Covid-19 pandemic, the world's marketing position 

is very poor since the world's business and marketing 

organizations are shut down in order to stop the 

disease's spread. The covid-19 is a worldwide 

phenomenon that has claimed the lives of tens of  
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thousands of people. This virus first appeared in Wuhan, a Chinese province. 
China's national health officials said Friday that the country is still fighting the 

pandemic's worst COVID-19 outbreak, with over 56,000 new cases reported 

since March half of the cases have been documented in northeastern Jilin 

province, with asymptomatic cases included, officials said during a news 

conference in Beijing.  Maintain that the so-called "zero-COVID" method 

remains "the most economical and most successful prevention technique 

against COVID-19," according to Wu Zunyou, an infectious disease researcher 

with the China Center for Disease Control.  Contacts are frequently quarantined 

at home or in a central government facility as part of the approach, which relies 

on lockdowns and mass testing. Officials from the Department of Health have 

stated that they are implementing rapid changes. According to Ahmed E. 

Kamel (2021) stated that the Attitude, behaviors, and purchasing habits are all 

impact of the Covid-19 pandemic on marketing development in Katsina 

State, as well as to clearly identify the causes of the Covid-19 pandemic on 

marketing development in Katsina State metropolis. The focus of this paper 

is on ideas. The article and journals are the sources of my research, and the 

approach of this paper is secondary sources of data. The purpose of the 

study is to examine the impact of Covid-19 on the growth of marketing in 

Katsina State and Nigeria as a whole, as well as to make recommendations 

to this worldwide pandemic for effective marketing and economic 

development, which leads to a country's global success. The study 

recommends that the government empower and encourage small 

businesses in Katsina state in order to achieve the state's marketing 

development goals, and that the federal government, through the ministry 

of commerce and tourism, provide adequate support to our small and 

medium businesses and commercial organizations in order to achieve the 

state's marketing development goals. 

 

Keywords: Covid-19 pandemic, covid-19 impact, marketing development, 

katsina state. 



 

TIMBOU-AFRICA ACADEMIC PUBLICATIONS 
FEB., 2023 EDITIONS, INTERNATIONAL JOURNAL OF: 

 

TIJFRMS 
 

FINANCIAL RESEARCH & MGT. SCIENCE VOL. 12 

17 ISSN: 2773-1040 

altering as a result of Covid-19, and many of these changes are expected to 

persist post-pandemic. As the consumer landscape shifts, Needs and habits will 

change.  Will provide both new and old challenges to industries in the future. 

Have both obstacles and possibilities a result, comprehending these shifting 

conditions is essential.  Importance of consumer behavior to firms cannot be 

overstated.  It comes to building company plans Adapt to the needs of the new 

and developing consumer trends. Businesses must comprehend how their 

products and services are used.  Are reacting to the pandemic in a variety of 

ways. Customized marketing tactics to satisfy the needs of all consumer 

groups. 

A drastic shift toward e-commerce, increasing shopping at one-stop-shop 

merchants, and acceleration in buy local and personal label goods are among 

the most new trends arising during the Covid-19 pandemic, according to Global 

Data. Covid-19 has accelerated the use of technology in all aspects of the life of 

consumers. As a result, businesses must enhance their online presence in order 

to connect with and interact with their customers. Because brand loyalty isn't 

always a concern, consumers are more likely to buy from a less well-known 

brand that offers good value. Self-care, mental health, and physical fitness are 

also important to consumers. While most firms will suffer issues related to 

transportation and supply chain disruptions in the medium future, 

organizations who quickly adapt their business strategies to newly emerging 

customer wants and trends will be long-term winners. 

 

Concept of marketing 

As a discipline, marketing encompasses all of a company's efforts to attract 

customers and sustain connections with them. Writing thank you notes, 

playing golf with prospective clients, promptly responding calls and emails, and 

meeting with clients for coffee or a meal are all examples of networking with 

future or past clients. Marketing at its most basic level, aims to match a 

company's products and services with people who desire to use them. 

Profitability is ensured by matching products to clients. The Four Ps of 

marketing are product, pricing, location, and promotion. The Four Ps make up 

the key marketing mix that a firm requires to advertise a product or service. 
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The promotion of a company's growth is a key purpose of marketing. 

Attracting and maintaining new clients is one way to demonstrate this. To 

attain these objectives, businesses might use a variety of marketing methods. 

Matching items to client demands, for example, could entail customization, 

prediction, and, most importantly, understanding the proper problem to 

tackle? Another method is to add value to the customer's experience. This can 

be seen in efforts to improve client happiness and eliminate any issues with the 

product or service. 

 

Meaning of marketing 

According to Alexandra twin (2021) defined Marketing is the process by which 

a company promotes the purchase or sale of a product or service. Advertising, 

selling, and delivering things to consumers or other businesses are all examples 

of marketing. Affiliates perform some marketing on behalf of a company. 

Professionals in a company's marketing and promotion departments use 

advertising to attract the attention of key potential audiences. Celebrity 

endorsements, attractive phrases or slogans, distinctive packaging or graphic 

designs, and total media exposure are all examples of targeted promotions.   

In other words, marketing is the process of promoting and advertising a 

product in order to meet a human need within a company. Product mobility 

will be aided by marketing development, which will also support the 

establishment of new businesses within a company. The goods will be available 

to the consumer after the product reaches the marketing stage in the market. 

All of a company's operations aimed at promoting and selling products or 

services to customers are referred to as marketing. The "marketing mix," 

commonly known as the four Ps—product, pricing, location, and promotion—

is used in marketing. At its most basic level, marketing aims to take a product 

or service, identify its potential customers, and attract their attention. 

The different categories of activities that take place in a market are referred to 

as marketing. These activities can be planned or unplanned. Production, 

assembly, distribution, and storage, for example, might all be planned, but 

consumption is typically unplanned. The objective of manufacturing, assembly, 

storage, and transportation,  
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According to Dahl and Hammond, was consumption. The phrase marketing 

encompassed all of these processes, from manufacture to final consumption. 

As a result, marketing is a series of operations that ensures that what is created 

reaches the final consumer. As a result, the importance of these activities may 

be attributed to marketing research. 

According to Kotler, selling is the process by which a salesperson attempts to 

sell a product at the highest possible price .the most affordable price 

Marketing is a considerably broader term that encompasses a wide range of 

activities. 

 

Marketing approach 

A marketing program is created under marketing management based on the 

customers' needs, wants, tastes, and fashions. It entails making decisions on 

product pricing, publicity, distribution, and after-sales support. As a result, 

marketing management is an action science based on concepts for increasing 

exchange effectiveness. It denotes a level of professionalism in the handling of 

exchange connections. Marketing management has become a self-conscious 

craft in recent years. It is the study, planning, execution, and monitoring of 

programs aimed at facilitating planned exchanges for personal or mutual 

benefit. For success, it primarily relies on the adaptability and synchronization 

of product, pricing, advertising, and location. 

➢ Commodity approach: The commodity approach to marketing research 

focuses on a single commodity, such as wheat, rice, sugar, tea, textiles, 

automobiles, and so on. The topic of discussion in this approach is the 

specific commodity chosen for the study, and it includes the sources and 

conditions of supply, the nature and extent of demand, the distribution 

of channels used, and the functions performed by the various agencies, 

such as buying, selling, financing, advertising, storage, and so on. By 

repeating such studies with different commodities, one can acquire a 

comprehensive picture of the entire marketing field. 

➢ Taking a Practical Approach:  focus of marketing research in the 

functional method is on one of the various types of functions that are 

identified for their recurrence and are required to complete market 
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transactions. Though there is no consensus on the quantity and kind of 

functions that make up marketing, selling, storage, transportation, and 

financing are all commonly recognized. Marketing is defined as the 

"business of purchasing and selling, as well as those business operations 

engaged in the movement of goods and services between producers 

and customers," according to this viewpoint. These roles are also 

investigated in terms of their nature, importance, operational 

techniques, costs, and challenges in relation to certain commodities and 

marketing institutions. 

➢ Managerial Strategy Approach: The focus of marketing research in the 

management approach is on the decision-making process involved in 

the performance of the marketing function at the firm level. The 

research covers basic principles, decision-influencing elements, various 

tactics – their relative relevance, strengths and weaknesses, and 

problem-solving methodologies and methods. Because the terms 

"functions" are used in both approaches, there is a risk of 

misinterpretation between the functional and managerial approaches 

to marketing research. The functional method places a greater 

emphasis on the macro level examination of marketing functions, and 

its scope is limited to only those functions that are involved in the 

movement of products and services from producers to consumers. On 

the other hand, under the managerial approach, the focus shifts to the 

micro portions of the economy and settles at the level of a business 

entity, which executes all of the duties that impact and are involved in 

the development and distribution of goods and services that the market 

desires. The management method comprises the investigation of 

marketing at the micro-level of a business enterprise – of the managerial 

functions of analysis, planning, execution, coordination, and control in 

connection to the marketing functions of initiating, stimulating, 

facilitating, and valuing transactions. 

➢ Institutional Perspective Approach: The focus of the institutional 

approach to marketing research is on the numerous middlemen and 

supporting agencies. Their place in the study is included distribution 
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channels, the reason for their existence, the functions and services they 

provide, the methods by which they operate, the costs associated, and 

the issues they face The study is tied to each type of institution in order 

to acquire a holistic understanding of marketing. 

➢ Societal Approach: The entire marketing process is viewed not as a 

means by which business meets the ends of consumers, but as a means 

by which society meets its own consumption needs in the societal 

approach to marketing research. The interplay between numerous 

environmental aspects (sociological, cultural, political, and legal) and 

marketing decisions, as well as their impact on society's well-being, are 

the subject of study in it. As a result, there is a considerable element of 

normative in this method, as well as a substantial reliance on value 

judgments based on an accepted value system in the community at the 

time. 

 

Marketing concept 

According to Phillip Kotlar, marketing has a concept that aids in the growth of 

marketing in businesses, and those marketing concepts are as follows: 

1. The Production Concept: It will result in cost per unit reductions and 

economies of scale. The theory says that a product with a high 

manufacturing efficiency and a large distribution coverage will sell well. 

As a result, the concept asserts that customers choose things that are 

offered at a reasonable price and are readily available. This 

organizational perspective is most commonly used when demand 

exceeds supply or product costs are high and can be reduced through 

mass manufacturing. In most developing countries, the market 

condition is such that while there is a need for products, they are not 

available. 

2.  The Product Concept: Companies who adhere to this idea think that by 

creating outstanding products and continuously increasing their quality, 

they will be able to attract customers. The basic idea is that customers 

choose quality, performance, unique features, and so on, and that such 

products will be admired by buyers. Superior products, given the 
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product concept, are perhaps always accepted by the customer. 

However, product is simply one part of the whole marketing mix. Thus, 

it is assumed that a better product at a higher price (since quality 

enhancement may come at a cost) will not disrupt the customer's 

budget. Pricing, on the other hand, is one of the parts of segmentation 

foundation, as we will see. The segmentation of demographics based on 

economic affordability would aid in the implementation of such higher-

quality items. 

3. The Concept of Selling: When extensive selling and promotional efforts 

are made, the concept is adopted. Customer buying inertia and 

resistance are taken into account in this concept. The premise is that if 

customers were left to their own devices, they would not purchase 

enough of the company's product. This type of client mentality is 

especially common for non-essential items such as surgery, insurance, 

and videophones. Hard-Sell takes place here. The non-profit 

organizations are responsible for the remaining regions. 

4. The Marketing Concept: Consumer-oriented marketing has spawned a 

new corporate philosophy called as "marketing idea." The marketing 

idea stresses determining a potential customer's needs and then 

providing products to meet those needs. Marketing should be 

considered as a holistic process of identifying, evaluating, and satisfying 

human desires. The formation of a customer and the fulfillment of his 

desires are seen as the justification of business by marketers who follow 

the consumer orientation. The determination of client desires takes 

precedence over production. In other words, a product is created and 

manufactured to meet the wants of customers. As a result, rather than 

simply selling items, the emphasis is on selling satisfaction. 

5.  Humanistic or Social Marketing Concept: According to the humanistic 

or societal marketing concept, the firm's job is to discover the needs, 

wants, and interests of target markets and to supply desired 

satisfactions in a way that preserves or improves the consumer's and 

society's well-being. As a result, when establishing marketing strategy, 
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every company should have social and ethical aspects in mind. This 

would assist the organization in improving its public image. 

 

Methodology 

This study examines and evaluates the impact of the covid-19 pandemic on 

marketing development in Katsina state using secondary data from books and 

journals, as well as other secondary sources. In order to improve a decent 

writing source of data, both secondary and primary sources are used. 

 

Data Collection Methodology 

When dealing with a real-life problem, flaws are regularly uncovered, so it's 

critical to collect sufficient data. However, the data in this study was gathered 

utilizing a contextual historical method and then examined. The reason for 

employing this style of analysis is that contextual analysis entails examining 

how research is applied through the content of the texts. In order to interpret 

data from the literature and reach a more reliable conclusion, it also 

necessitates critical reading and observation of textual material. 

 

Literature review 

Nathaniel O. (2016) Understanding why environmental issues develop and how 

to overcome them requires a solid understanding of economics. Since its first 

publication in 2007, Markets and the Environment has become a classic text in 

environmental studies, and with good cause. The primer is more relevant than 

ever, with updated information on current environmental legislation and real-

world examples of market-based instruments. The writers present a quick but 

thorough introduction to environmental policy and natural resource 

management economic theory. They start with an introduction to 

environmental economics before diving into issues like cost-benefit analysis, 

market failures and successes, and economic growth and sustainability.. The 

first edition's readers will notice novel cost estimating studies as well as 

specific market instruments, such as municipal water pricing and trash 

disposal. Behavioral economics and carbon cap-and-trade regimes are given 

special emphasis. Markets and the Environment is written in an approachable, 
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student-friendly style throughout. Each chapter has study questions, as well as 

clear figures and relatable text sections. The authors have long recognized the 

need for a book that bridges the gap between short environmental economics 

articles and tomes crammed with sophisticated algebra. Markets and the 

Environment demonstrates how economics affects politics, the environment, 

and our personal lives. 

Dibb, Sally ( 2012) This text complements their established reputation in their 

area by providing a succinct review of the top 50 marketing themes, each of 

which is concisely presented for revision or quick learning. While this 'glossary 

of current marketing' will appeal mostly to students taking marketing 

examinations, many practitioners will find it difficult to resist. The title builds 

on Dibb and Simkin's earlier work, whose Houghton Mifflin text, 'Marketing: 

Concepts and Strategies,' is the current business school market leading text in 

the United Kingdom, and their Thomson Learning text. Recommended further 

reading and sources Together, they provide a comprehensive, succinct, and 

timely understanding of each concept, all within a clear and accessible 

framework meant to help revision. Exam revision suggestions and 'golden 

rules,' sample test problems with answer schemes, and a full dictionary of key 

marketing words are also given. 

 Clay. M (2021) the epidemic of COVID-19 has changed the way services are 

offered. In this editorial, we examine how front-line service workers are dealing 

with the changing workplace. We uncover difficulties connected to employee 

morale, connecting with service users, and transformational unfavorable 

occurrences using insights from a critical incident technique data collection. 

After that, we make recommendations for future research on these areas. 

Furthermore, we examine how COVID-19's business model reforms may affect 

the role of technology in future service interactions, as well as new issues 

relating to COVID-19. Demand forecasting We hope that this editorial will serve 

as a springboard for further research into how service is offered in the face of 

the COVID-19 epidemic and other market shocks. 

China's condition has been critical to the global economy, according to a report 

by the United Nations Conference on Trade and Development (2020). China is 

not only a major player in the global economy because of its manufacturing 
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industry and exporter of consumer goods, but it is also the world's largest 

supplier of intermediate goods (raw materials and semi-finished items). China 

now produces roughly 20% of all intermediate items in the global trade 

manufacturing industry. Many businesses are being compelled to respond to 

numerous fronts at once, including the safety of their employees as well as the 

viability of their operations, as many of them are encountering supply chain 

issues (Alicke ET. Alt, 2020). In reaction to Covid-19, businesses must take a 

number of quick actions, including maximizing production and delivery 

capacity and re-evaluating realistic final-customer demand.  

 Armstrong, Harris, and He (2019). More businesses are embracing the societal 

marketing notion of variety, in which businesses balance short-term consumer 

demands and wishes with society's long-term success (see Kotler & Zaltman, 

1971; Kotler et al., 2019). Buyers, society, and organizations must critically re-

evaluate and question such attitudes and agendas following Covid-19. Long-

termism is supported by economists, philosophers, and marketers, while real-

world pressures have forced many legislators, companies, and executives to 

adopt urgent concerns. Operational and short-term goals were prioritized over 

long-term aims (see Anwar and Bassiouuny, 2020). Will the epidemic cause 

marketers to rethink their businesses, their primary goals, and their ideologies? 

Today, predicting the price of people's lives and business orientations, as well 

as their relevance, is challenging. 

Before the industrial revolution, single individual producers – farmers, artisans, 

family-based cottage or small businesses – dominated the trading process, 

according to Kotler. They made things for local customers and received orders 

for ornaments, furniture, and other items. Furthermore, because they all lived 

in the same village or town, producers and buyers were familiar with one 

another. As a result, producers had little trouble selling their products. As the 

industrial revolution erupted in the last quarter of the eighteenth century, the 

situation began to rapidly shift. The invention of the steam engine, electricity, 

and the telephone, among other things, moved human society forward. New 

factories sprang up, producing things at lower prices and in larger quantities. 

Towns and cities arose as a result of factory production. People who had 

previously lived in villages relocated to cities, and their manner of life changed 
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dramatically. They began purchasing factory-made goods. In the last quarter of 

the nineteenth century, companies and business enterprises arrived in many 

kinds and sizes. For example, the majority of today's multinational 

corporations (MNCs) were founded at the turn of the twentieth century.  

During the second and third quarters of the twentieth century, many 

enterprises were created in India. Marketing research, advertising campaign 

planning, personnel selling, sales promotion, and other functions of a 

company's sales and marketing division have become unavoidable. Agencies 

also provided specific services to businesses, such as ad planning and 

marketing research. Marketing research agencies, advertising agencies, and 

media agencies all arose as a result of this. Marketing is a complicated activity 

nowadays. Rapid advances in science and technology are the single most 

important driver for increasing complexity. Telecommunications and computer 

technology revolutions have altered every aspect of the market exchange 

process. Companies use unique and complex communication tactics to contact 

target customers in order to develop and retain demand. In some industries, 

such as the service industry, there is no face-to-face connection between 

service providers. From the time of simple bartering of goods through the 

stage of a money economy to today's complicated marketing, the marketing 

system has come a long way. Throughout all of these stages, there have been 

exchanges. 

Companies are adapting their goals and launching initiatives designed to help 

combat COVID-19, according to Janny. C (2020). 'Purpose marketing' or 'cause-

related marketing' are terms used to describe such actions that indicate 

corporate social responsibility (CSR). Many people are calling for purpose 

marketing to help the aged and weak in society, as well as to support and 

encourage those who are experiencing emotional distress. Although research 

shows that announcing cause-related activ-ities may negatively influence 

shareholder value (Woodroof etal. 2019), research also shows that such 

activities result in more positive consumer attitudes and larger purchase 

intentions (e.g., Trimble and Rifon 2006). Companies that engage in COVID-19 

related activities either have the resources to do this and/or are able to benefit 

from the shifts in demand occurring during the pandemic. For example, Coca-
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Cola has donated 120 million dollars to fighting COVID-19 and temporarily 

halted its commercial activities. Nivea (Beiersdorf) has donated 50 million and 

Facebook 100 million. Toyota Netherlands is using its dealer network to collect 

and distribute medical and other supplies. Another example is a supermarket 

chain that is donating ten eurocents to the Red Cross for every carton of milk, 

porridge and custard sold. In a meta-analysis, Fan etal. (2020) find that the 

effect of cause-related marketing is larger when it is done by a familiar brand 

of a utilitarian product, when a relatively large amount of money is donated 

and when the cause is less familiar. It is also important that such activities 

connect with the authenticity of the brands that initiate them. If this is the case, 

these companies will not only be doing a good deed: these activities will also 

strengthen the consumers’ brand 

 

THE MAJOR IMPACT OF COVID-19 PANDEMIC IN KATSINA STATE MARKETING 

DEVELOPMENT 

1. Restricted of movement: - The movement was restricted during the 

Covid-19 pandemic in order to keep the disease segregated and the 

required measures were taken; nonetheless, because to the state 

government's imposed curfew, businesses and enterprises remained 

closed. People who want to buy items for personal use will be unable to 

do so because all city markets are closed and movement is restricted. 

Security personnel and health workers are stationed throughout the 

city to provide emergency help. The major Katsina city market is Central 

Market, where people from various states make purchases and conduct 

business. However, this market has been closed due to the pandemic, 

and not only city markets but also local markets have been closed. In 

this situation, people who are buying are unable to do so. Because of 

the pandemic, local markets in Katsina state that promote state 

marketing development, such as mai'adua, mashi, Charanchi, and 

Dankama local markets, are all closed, going to cause people in those 

areas to have difficulty buying and selling their goods. In this situation, 

even Katsina state modern markets are shut down within a short period 

of time, affecting the state's economic development. 
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2. Shortages of food and vegetables: Food and vegetables are very 

important in life because human beings are naturally built through food 

and vegetables, and it is also body building food. However, during the 

covid-19 pandemic, availability of food and vegetables is no longer 

possible because markets are closed, and our farms are not operating 

due to a lack of farming equipment such as generator fuel, seeds, and 

manpower shortages. People's freedom of movement has been 

curtailed, which will exacerbate the state's food and vegetable 

shortages. Many people employ marketing growth as a means of 

survival in order to survive. 

3. Goods and services are not available: Goods and services are very 

important in marketing development, particularly in Katsina state, 

because the majority of goods are purchased from outside the state, 

and during the covid-19 pandemic, markets are closed and services are 

unavailable in the marketing world. When there is a lack of sufficient 

goods, there must be scarcity, and scarcity influences demand. When 

demand influences less supply of goods and services, marketing 

development must be affected. People's desire for goods is increasing, 

which will eventually lead to market inflation. Katsina state 

businessmen's goods were finished, and there was no way to buy them 

in markets, that is why final consumers suffered at the time. 

4. Lack of marketing orientation: Marketing orientation is the process of 

adopting marketing skills, expertise, and knowledge to boost marketing 

development in a company. Because the majority of our businessmen 

lack marketing abilities and knowledge, our businesses remain 

outdated, and we are constantly left behind in contemporary marketing 

segments and methods.Marketing is one of the most important aspects 

of business, economics, and entrepreneurship; as a result, the 

marketing environment of an organization should stimulate marketing 

development in their regions for effective business development and 

economic growth in general. In this case the  covid-19 epidemic has had 

a significant impact on our marketing development since we have not 

used modern marketing tactics, which will generate significant 
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problems for Katsina state businessmen and consumers. Because of the 

epidemic, our state was closed, as were our marketplaces, and 

individuals were having difficulty procuring goods and services in their 

markets. 

5. Lack of e-business experiences: E-businesses is a modern business that 

provides a high level of global technological development that leads to 

the promotion of marketing development. This business is known as an 

online business because it uses computers and modern banking systems 

to access the business via the internet. The majority of Katsina state 

residents and Nigerians in general lack this experience in our industry 

that is why the covid-19 pandemic had such a negative impact on 

marketing development. In Katsina state markets, using online 

transactions in our enterprises is limited to a few shops in the state 

capital, and this will not be enough to satisfy all customers, unlike our 

local markets, where some people do not have access to the internet in 

their districts. As a result, the state's market development will be 

affected. 

 

Result and discussion 

Based on the  research to the impact of the covid-19 pandemic on marketing 

development around the world, the majority of researchers focused their 

studies on global business technology and modern business, which did not 

adequately describe the full scope of the research on the impact of the covid-

19 pandemic on marketing development. Furthermore, their research was 

limited to the federal level rather than the state level, rendering the study 

inconclusive because marketing development is one of the most significant 

aspects of a business. As a result, there is a study gap relating to the above-

mentioned topics; if we want to discuss the covid-19 pandemic in marketing 

development, we must conduct research at all levels, including state, federal, 

and regional. Therefore, Marketing plays an important role in life because it 

allows businesses to be established and controlled effectively. Although 

marketing originates from businesses, marketing is the business's primary 

focus. According to other scholars, the success of a business is dependent on 
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marketing strategies because when a business is established, the first thing to 

tell the world about the business and its services is marketing, and marketing 

is also one of the key factors in promoting an existing and available product for 

a business organization. Marketing is the process of promoting a company 

using the marketing mix. Product, place, price, and promotion are all aspects 

of marketing that have an impact on the business environment. Certainly, the 

covid-19 pandemic has had an impact on marketing development in our local 

and state marketplaces in Katsina state at large, encouraging poor business 

practices and movement in the state. 

 

Conclusion and recommendation 

Marketing is one of the most important aspects of business, economics, and 
entrepreneurship; as a result, the marketing environment of an organization 
should stimulate marketing development in their regions for effective business 
development and economic growth in general. In this case the  covid-19 
epidemic has had a significant impact on our marketing development since we 
have not used modern marketing tactics, which will generate significant 
problems for Katsina state businessmen and consumers. Because of the 
epidemic, our state was closed, as were our marketplaces, and individuals were 
having difficulty procuring goods and services in their markets. The study 
recommends that the government empower and encourage small businesses 
in Katsina state in order to achieve the state's marketing development goals, 
and that the federal government, through the ministry of commerce and 
tourism, provide adequate support to our small and medium businesses and 
commercial organizations in order to achieve the state's marketing 
development goals. 
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