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The impact of crises on marketing: an exploratory
study of an emerging market

Abstract
Marketing performance in times of crises is an important research issue in contemporary marketing. The main
idea in papers dealing with crisis marketing behavior is highlighting the crucial role of marketing in a crisis context. Our
evident, the system of marketing in a company deteriorates, and marketing is downgraded to a function of mainly sales,
and these situations are obviously not exceptions. The present study is aimed at understanding the reasons for the evident
contradiction between crisis marketing theory and some empirical cases. The other objective is to understand the mecha-
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Introduction
Problems, issues and phenomena related to marketing performance during economic crises are of special inte-

marketing tools available to marketing are highly important. At least, this is the “mainstream” idea broadly presented.
line with this statement. Furthermore, in certain situations one could have the impression that the role marketing plays in a
crisis even diminishes. Consequently, those observations made us skeptical both about the real role of marketing and the
The main objective of this research is to explore why and how marketing changes in a crisis context using several
different cases. We focus on mechanisms and interactions between the management system and marketing and try to
Our research aims to explain the evident contradictions between what marketing is supposed to be in times of
performed in a special context and the explanation of the mechanism accounting for the selection of this type of behavior

Methodology of the study
Our study is based on crisis marketing theory which emphasizes the crucial role marketing is supposed to play in
times of crisis. The study consists of two parts.
sia. The companies selected at this stage operate in markets with a relatively low degree of the maturity of the marketing
environment. Although this part of the study was challenging from an organizational point of view due to the structure of the

an important source of information and gave us an insight into reasons behind why decisions were taken. As a result of this

-

managerial procedures, marketing positions and changes related to them. In interviews, we tried to identify both differences
in these points before and during the crisis and the reasons for it.
visits) were used but the main research method during both stages was the in-depth interview. We believe that different
techniques dealing with this type of research should pay more attention to the particularity of the data to be collected.
questionnaire was elaborated, in many cases we used a memory-based technique. In particular, while interviewing CEOs
corded results immediately after the interviews had taken place. This technique is more preferable than PAPI and similar
respondents might feel restricted while discussing questions of “business intimacy”. No statistical tools were used in this
tive method involving vertical and horizontal analysis).
between the macro-level, the system of management and its subsystem of marketing were established.
deliberately considered only cases where this type of activity was evident. However, this does not mean that this might
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Our attention was not focused primarily on some successful crisis marketing tools. Rather, we tried to consider
changes in a broader range of marketing activities as a series of interactions between a company and its customers, which
rature review”).
Both studies are related to the current crisis in Russia, although we generalize this experience when it seems
appropriate and use the word “crises” or “a crisis” for it.

Literature review

scope of the theoretical and empirical contributions on marketing performance during times of crisis.
For our purposes, we used the criteria “maturity of marketing context” and “type of research” to characterize
der-friendly we used “L”, which stands for “literature”, in contrast to “C”, which stands for “Cluster”, as already mentioned).

Table 1
Types of CMT papers

Maturity of marketing context
Type of contribution

Russian and some CIS
markets

Mature markets

Emerging markets

Theoretical contribution

L1.1

L1.2

L1.3

Empirical research

L2.4

L2.5

L2.6

A theoretical platform of CMT is built by publications in L1.2. Their authors assume that marketing plays a crucial

high. This might be true for mature markets but is not always the case in markets with a lower degree of both marketing
maturity and objective necessity in marketing.
although they are related to two different marketing environments. The dominant idea in publications of the sub-group L1.1
is on the leading role of marketing at all times, including during crises. A certain degree of mistrust on the part of Russian
wrong with that academics’ approach in which marketing tools from a mature context are suggested to be automatically
-
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Publications of groups L2.4 – L2.6 illustrate and prove some basic ideas and principles of CMT in empirical examples. The problem, however, is that they often consider some tools or fragments of performance only. In this sense, from
in L1.2: in almost all companies in this part of the study there are successful examples of new creative and inventive crisis
cannot be used as evidence of the role marketing really plays in times of crisis: for this purpose, a broader perspective is
needed. It seems sometimes that publications in L2.4 and L2.6 were deductively aimed at proving the role of marketing in
The sub-group L2.4 contains some critical approaches towards marketing. As a matter of fact, these publica-

widespread among Russian marketing academics.
To the group L2.4 we also allocated surveys of a non-academic nature. Among others, we considered contritioners, and top Russian politicians, annually held at RANEPA, Moscow), a number of secondary studies conducted for

It seems evident that the existing CMT, both for mature and emerging markets, needs still to be revised in some

to the criterion of the “objective necessity” in marketing and the maturity of marketing context in which the marketing is
-

true for some aspects of marketing applied not only in times of crisis.

Findings
Companies in all clusters worked in the same macro-context. Its characteristics might be considered common to

-

company’s survival, on the one hand, and cost cuts on the other. As a consequence of the lack of a clear understanding of
perspectives and the duration of the crisis, the planning horizon in these companies was reduced to a much shorter-term
perspective.

the speed with which costs transformed into sales. From the perspective of the majority of the marketers, marketing was
perspectives, necessity to adjust marketing to the new managerial priorities, and a short-term perspective for the evaluation of results. Consequently, marketing goals and new priorities in marketing activities were changed.
A tendency to switch to more undemocratic management tools was evident in both clusters, but especially in C1.
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Many marketers in C1 reported of a number of examples when marketing decisions were “patronized” or overseen by a

within the company and demotivate marketing staff. [Zehir &Savi, 2004]) In addition to this, in C1 marketing was perceived

generation). In many cases, we had the impression that a magic formula to create sales was expected from marketing.
In contrast to C1, marketing in C2.2 reportedly did not lose its position and authority in companies to the same
extent as was the case in C1. All respondents characterized the criteria of “subjective necessity” in marketing as “high”,
“quite high”, “high enough”, “above the average”. CEOs in all companies of this cluster reportedly considered marketing
a necessary managerial tool. In general, respondents evaluated management in all companies of C2.2 as “progressive”,
-

context aimed at the optimization of all business activities, including marketing.
perspective. As a matter of fact, sales creation and promotion became the main priority of marketing in C2.2, as well. All
aggressive marketing tools. Trade marketing activities and any marketing activities targeted at sales promotion became
of the absolute importance, as well. Companies’ managers demonstrated a bigger readiness to experiment and to take

nagerial obstacle. In many cases, symptoms of a “soft patronage” were reported, which was especially true during budget
approvals.
as a condition to create sales) and a tendency, with regard to lead generation and promotional activities, to organize brainsand pushed. Some interviewees among the marketers in both clusters reported having received accusations of being too
slow or not creative enough from CEO. In general, there was a lot of proof of decisions that were taken too impulsively

to destroy or to weaken the company’s positioning. That step was in many cases considered as acceptable in the contem-

Discussion

-

-
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“subjective necessity” in marketing – there are similarities, which allows us to talk of “typical” crisis management behavior.

some marketing decisions which are true from the point of view of CMO but do not correspond with some new corporate
priorities.
Marketing behavior within these types of corporate strategies might seem different in many aspects. Within these

and in the system of management, on the one hand, and within these two marketing models, there are a number of simi-

marketing, are being performed within different corporate strategies and seem to be different in many aspects, this is not
true because of the two following reasons. First, although respondents in C2.2 were more likely to evaluate both management and marketing of their company with terms such as “appropriate”, “adequate”, “due to the crisis” etc., the differences
between both types of marketing can be described with the words “more” or “less” but, as a matter of fact, in both cases the
same characteristics can be used. Second, although all of our respondents in C2.2 underlined the importance of marketing
in their companies and illustrated the use of some “progressive” tools, some features of, and tendencies towards, a detepliers and partners in trade marketing and closer relations with consumers aimed at lead and sales generation. Examples
trade-marketing activities that were not appropriate or even deceitful. Additional investments in marketing concerned some
activities that had lost their importance. It seems that other areas of marketing became of secondary importance. Similar
to C1, in most C2.2 companies, cuts of commercially “inevident

with a short-term perspective in which it was used in all companies. As a matter of fact and despite the different viewpoints

exaggerated) expectations, influence, directly or indirectly, and as a consequence reduce the position and the role of both

to primarily serve sales needs, a step back. Therefore, both types of marketing are rather similar then different. From this
as a type of marketing behavior appropriate within the corporate strategy of adjustment is a variant of the same marketing
In the cluster with higher degrees of “objective” and “subjective” necessity in marketing there are symptoms of
-

than earlier assumed.
Let us once more emphasize the criteria of a “subjective” and “objective” necessity in marketing we use in our

of marketing by the company’s manager and new expectations from marketing with an emphasis on short-term sales and
some tools for the acquisition of potential clients.
In its turn, the external environment plays the main role in terms of the effectiveness of the marketing strategy.
As mentioned earlier, the degree of the maturity of the marketing environments was different in both clusters. With respect
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to C2.1, obviously the maturity of the marketing environment is not the primary reason for the selection of a marketing
strategy. The main role is played by management. In other words, the quality of the system of management is the main
internal factor of marketing success because this is the force that determines changes within the subsystem of marketing.

management is the main factor that determines the selection and use of a marketing strategy. The internal environment is
the main determinant for the selection of a type of marketing behavior.
In this sense, the system of management can broadly create obstacles and limitations for marketing performance.
-

performance requires, therefore, a corresponding type of interactions between marketing and the system of management
of a company. Marketing effectiveness, therefore, is related to the effectiveness and adequacy of the corporate level in a
aspects.
An important issue is the evaluation of this type of marketing behavior. We suppose that this should be done in a
future study by using appropriate data. However, we believe that the approach for this work shall be made from different
perspectives and based on the following suggestions.
1.
step back.
2. From the position of the adequacy of marketing to actual necessities of a company. In the context given and with
of marketing.
3. From the perspective of adequacy to market. We assume that marketing performance and its results are related
marketing as a type of behavior, which is not the goal of this paper.
Another point concerns our suggestions within CMT and its approach. In C2.2, there are a number of examples
true only if we use a fragment-oriented approach, which often happens in publications L2.4 – L2.6. This is not the case if
of interactions between a company and its consumers.

Conclusions

with different degrees of maturity. For this reason, this type of marketing should not be neglected by CMT.
It is also evident that CMT focuses on “progressive” examples and illustrations of how marketing should be performed in times of crises rather than on the pre-conditions for it. In the context given, some of its assumptions, as mentioned
earlier, might seem too idealistic and declarative. Therefore, there is a practical and a theoretical need to resolve the
contradiction by focusing also on other types of both marketing environment and marketing behavior, even if they might
seem peripheral to “mainstream” marketing. We believe that the suggestion to use a broader perspective on marketing
activities instead of a rather fragment-oriented one would allow us to revise some of suggestions of CMT and make it better
respond to practical necessities in such turbulent times.

-
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ting behavior. The external factor, i.e. the “objective necessity” in marketing and the adequacy of marketing to it, obviously
plays a secondary role but it determines the company’s success and positions in a market. – The criteria of the necessity
This idea is especially important in terms of managerial implications. We believe that the results of marketing per-

interactions with marketing mainly impact the content and the quality of marketing. The quality of the system of managethat a successful marketing can barely be possible with inadequate management. The market orientation of the system
of management goes in line with its orientation regarding the needs of the system of marketing. This point has a special
seem to be relatively low).
which the companies investigated operate. We cannot make judgments on the dominance of some particular features

maturity of marketing environment, we suppose that they might be present also in the marketing of companies operating
research study would be required. In this sense, it is necessary to differentiate between mature and emerging markets, and
within marketing behavior which might be inherent to any type of marketing performed in any crisis context. In other words,
comparisons between different clusters in different national contexts are necessary.
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