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ABSTRACT

ANTI-CRISIS MARKETING, CHANGES IN THE

EXTERNAL AND INTERNAL ENVIRONMENT, THE

BUSINESS PORTFOLIO OF THE ENTERPRISE,
CONSUMER, BRANDING

The article deals with the main aspects
of the problems of crisis situations that
periodically appear in the enterprises
of light industry, and prevent its normal
functioning. A detailed analysis of the stages
of overcoming the crisis and examples of
their application in practice. The proposals
for the correction of the positioning of the
company's brands and ways to find new
reserves of development are presented.
Features of anti-crisis marketing and its
implementation at the enterprise are
revealed. The stages of implementation
of anti-crisis marketing, such as analysis
of the situation on the market, correction
of positioning of brands of the enterprise,
innovative search of reserves of development
which have to be included in strategy of
management are defined.

AHHOTAUMA
AHTUKPU3UCHBIA MAPKETUHI, W3ME-
HEHWA BHELLIHEW W BHYTPEHHEW CPE/bI,
BU3HEC-MOPT®E/Ib TNPEAIMNPUATUA, MMOTPE-
BEUTE/Ib, BPEHAUWHI
B cmamee paccmompeHbl OCHOBHble
acnekmsl npobaem Kpu3ucHelx cumyauyud,
nepuoodu4ecKU MoA8AAIOMCA Ha npeonpu-
AmuAx nez2kol MpombiWaAeHHocmu, U rnpe-
nAMCcmMeyuwux e20 HOpMaabHOMYy GYyHKUYU-
OHUposaHuto. lMpusedeH demanbHbIl aHANU3
amanos npeodosaeHUA Kpu3uca u npumepsl ux
NpUMeHeHUA Ha npakmuke. N3n0xceHsl npeod-
/10(eHUA M0 KOPPEeKyuu no3uyUuoHUpPO8AaHUSA
bpeHd08 npednpuamua U Nymu Moucka Ho-
8biX pe3epsos passumus. BbiasneHbl o0co-
6eHHOCMU GHMUKPU3UCHO20 MapKemuHaa U
e20 peanusayuu Ha npednpuamuu. Onpede-
71eHbl 3Mansl Peanu3ayuu aGHMUKPU3UCHO20
MapKemuHaa, makue Kak: aHaau3 cumyayuu
Ha pbIHKE, KOppeKuus Mo3uyuoHUpoB8aHUs
bpeHd08 npednpuamus, UHHOBAUUOHHbIU ro-
UCK pe3epsos pa3zsumus, Komopeble 00AHCHbI
BKAKOYAMbLCA 8 CMPamMe2utro yrnpasaeHus.
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Modern enterprises of light industry face with the problem of establishing effective crisis
management. While identifying the problems that caused the crisis in the enterprise, some
organizations underestimate the role of anti-crisis marketing. However, in order to ensure
the survival of national enterprises, program based on marketing strategies needs to be
developed and put into practice. In order to properly form an anti-crisis marketing program, it
is necessary to identify ways to implement it.

The issues of anti-crisis marketing and the stages of its implementation at the enterprise
were studied by such foreign authors as G. Hit [1], M. S. Sitrik [2] and others. It is worth
noting that the idea of implementing anti-crisis marketing belongs to American scientists and
economists who were interested in some aspects in the 1990s. In Belarus, this practice has
appeared quite recently.

The crisis state of the enterprise in terms of marketing means its non-competitiveness.
This state does not occur instantly. The process of transition to the crisis begins with a gradual
deterioration of such economic indicators of the enterprise as sales, profit, profitability,
goodwill, etc. This is especially enhanced in the context of the overall economic crisis, when
enterprises and society are in search for new directions of development.

During the crisis, it is necessary to apply specific marketing, the essence of which is to
promptly change the marketing policy of the organization and all the tools of the marketing
(3, 4].

Intimes of a stable market, the marketing policy of any enterprise changes little and does not
make any significant adjustments to the activities of already established production. However,
with the onset of the crisis, everything changes dramatically, and the usual marketing activity
is replaced by anti-crisis marketing.

The essence of anti-crisis marketing is the rapid change of all marketing components,
depending on changes in the external and internal environment. This allows the company to
be as competitive as possible in the economic conditions that are changing. This is the so-
called marketing of "survival" in a new, changing environment [1].

During the development of the crisis, the following main stages can be distinguished:
a decrease in sales and profits; reduction of production; the emergence of unprofitable
productions; lack of own funds and reserve funds, a sharp decline in solvency; a state of acute
insolvency [4].

The role of marketing in crisis management today is to give an answer about the future
prospects of the business, as well as to provide a tool to achieve the goals of the enterprise
and to ensure development.

Crisis marketing includes the following actions [1]:

1. Diagnostics of the state of the enterprise:

- the recognition of crisis;

- a threat assessment, scope of the crisis;
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- assessment of the potential consequences of this situation.

2. Definition of objectives:

- immediate task;

- development plans of the enterprise.

3. Identifying ways to achieve goals:

- marketing mix;

- reorganization (restructuring) of the enterprise.

4. Efficiency evaluation:

- testing of the proposed activities;

- the degree of tasks fulfillment;

- assessment of the effectiveness of the activities.

5. Adjustment of short-and medium-term actions.

Consider the stages of crisis marketing.

1. Analysis of the market situation. Businesses must:

- hold the forecast volume changes of the market;

- assess the development trends of products;

- determine changes in distribution channels and the importance of the factors determining
the choice of buyers,

- enhance the communication with consumers.

2. Analysis of the business portfolio of the enterprise. In the course of such analysis, it is
necessary to identify the products of the enterprise that have outlived their cycle and tend to
"die", that s, over time, bring less profit or become unprofitable. After a preliminary analysis, it
is necessary to remove the costs of artificially maintaining the sales of this product or develop
a plan to get rid of it.

3. Reducing the portfolio of brands. This should primarily apply to enterprises with more
than two brands in the same category. This will help enterprises to reduce costs and focus on
the largest and most important target groups. Great attention should be paid to the definition
of the brand with the greatest resource, the greatest resistance to the aggressive market
environment.

4. Analysis and correction of brand positioning (price, ideological, assortment). Competent
branding is in crisis as never essential tool for occupation by the enterprise its niche and
gaining regular customers.

5. Innovations. The introduction of innovative technologies during the crisis is a rather
risky step. But for some businesses, it may be the only way to stay in the market. As for the
conclusion of a traditional brand, before launching an innovation, it is necessary to assess the
capabilities of the enterprise and carefully analyze its target audience, understand how their
views and preferences have changed, and what they need today.

Also the following aspects are particularly important in the framework of anti-crisis
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marketing: efficiency, i.e., rapid response and adaptation to market conditions, and the quality
of sales products. As for the second aspect, it is quite risky for light industry enterprises that
are aimed at a positive long-term result to sacrifice quality, since it is their main strategic
support.

Therefore, enterprises that are in crisis need measures that would help to maintain demand
for products. So, the marketing approach to solving the main problems of the enterprise
during the crisis will help it not only to absorb a shock, but also to support the activity of the
business.

Considering all of the above, we can conclude that the crisis in the development of the
enterprise and the market requires analysis and development of stages to overcome it.
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