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Abstract- The article deals with some of the modern trends in the development of the marketing concept. The argument is 
presented that classical marketing is losing its importance; the defining characteristics of the future marketing model are 
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The simplest attempt for classification of the military 
conflicts would divide them into two characteristic 
types: more likely political (i.e. to impose a specific 
model of policy, political regime, ideological 
domination or some form of dictatorship), or rather 
economical (for seizing and redistributing of markets, 
of strategic logistic locations or areas rich in raw 
materials and resources). 
In this way in the zones of military confrontations the 
connections of the market relations are broken, the 
whole economic structure is destroyed and drastically 
changed; the influence on the marketing and the 
communication with the consumers is only an aspect 
of the overall collapse of the social system, build on 
the civilizations norms, equilibrium relations and 
generally accepted values.  
The rise of the global economy led to the rise of 
global marketing. A few decades ago it seemed 
impossible for Western firms to sell their products 
and services on Eastern markets. Nowadays this fact 
does not surprise anybody. In recent years the 
information technology or, if we want to be more 
precise, the internet has developed, the world has 
shrunk even further and now customers can obtain the 
products they want from different markets from all 
over the world within days. As technology creates 
bridges in communication, transformation and 
financial transactions, it is possible for companies and 
consumers to establish business in almost every 
country around the globe thanks to the advance in the 
international trade. Brands and products, which 
originate in one country are accepted in others with 
enthusiasm. For example Louis Vuitton handbags, 
BMWs and Columbian coffee, which are all foreign 
products, in the USA they have become symbols of 
status and quality and vice versa – many American 
brands such as Warner Brothers, IBM and others 
have similar footholds overseas. Even if a company 
do not want to establish its business in foreign 
countries, it is highly possible that it may well face 
domestic competition from foreign companies. That 
kind of competition has bred the necessity for many 
businesses to establish an international presence. 

Since every company operates in certain environment, 
it has to consider the factors of the environment, to 
confirm its actions to them and to influence those 
which can be manipulated. Therefore a constant 
research on the environment is needed, so that the 
company can choose the best strategy that suits its 
goals. But often the companies are forced to comply 
with factors, which endanger the normal economic 
environment. One such case is the military 
confrontation. It can bring chaos to the usual 
functioning of an economy and to hinder relations 
between producers and consumers. 
However, the aim of this study is to examine how 
war-confrontation in different regions of the world 
affects marketing and consumers’ communication. 
For that purpose we are going to examine at some 
length how the crisis in Ukraine influences 
international marketing and what are the 
consequences for the different countries (and the 
relative consumers) that are taking part in this conflict. 
Armed conflicts, political conflicts and wars are 
surely among the factors that influence the 
international market environment the most. Although 
the international market is more flexible than the 
national one, it also suffers losses and negative 
effects. Problems and difficulties such as armed 
conflicts and wars usually decelerate the economic 
growth. They are a reason for economic crisis and 
problems in the entire regions of the particular 
countries the armed conflicts take place in.  
The armed conflicts lead to damaged market and 
damaged market environment which is naturally 
resulted in inability for making appropriate and 
successful marketing. The armed conflicts could 
influence every aspect of the process for preparing 
marketing strategies, communication mix, 
segmentation strategies, advertising, public relations 
and etc. There are, unfortunately, groups of people 
and companies which benefit from conflicts and wars. 
Often black markets appear and accelerate the 
negative effects from the armed conflicts, because as 
long as there are people who do not want conflicts to 
stop, the economy and the normal market 
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environment could not recover. It is not likely the 
economy to grow as well. That brings the necessity 
every entity on the market, including companies, 
consumers, dealers, traders and distributors, to try to 
adjust and to elaborate proper strategy for surviving 
on the market. The above mentioned is really 
important and applies especially to the activities of 
the marketing specialists who are those responsible 
for the proper strategies and opportunities for 
maintenance of the normal trading and profits.  
The insecurity in terms of physical existence, the 
displacement of people due to the conflicts, the 
impact on the work force and the destruction of the 
existing social and economic infrastructures, they all 
lead to an inevitable economic downturn. The 
performance of the economic structures is strictly 
dependent on the severity of the conflict which is 
taking place. First and foremost come the 
physiological needs of the individuals, that is, the 
essentials in terms of nutrition and water supply and 
other basic needs. This shows that in a time of crisis 
the most stable markets would be those of the most 
essential foods and the water supply industry. The 
first to be destroyed and last to be restored is the level 
of innovations. Novelties or upgrades of existing 
products on the market may occur only after all 
necessary commodities have been provided and a 
certain level of security and safety has been reached.  
On the second level we could position the 
pharmaceutical industry, since health is one of the 
prior issues when it comes to safety, then the arms 
industry, which tends to exalt the idea of providing 
security. Some may also be tempted to place here 
commodities like clothing, but in case of severe war 
conflicts this tends to be a priority of charity 
organizations rather than the businesses which 
operate in the textile and fashion industry, because of 
the lack of profit.  
The military conflicts around the world may affect 
consumer communication and marketing in multiple 
ways – from the limited resources to new needs and 
propaganda. Consumer behavior and buying 
decisions are the factors that affect consumer choices 
– from personal values to the environment they live 
in. In this paper we are going to examine how the 
changed marketing environment influences the 
advertising and market success. 
Making marketing requires several steps preparing 
marketing mix. Marketers should create clear vision 
and tactics that are adaptive and responsive to every 
situation. Taking into account the specifics of the 
market when there are armed conflicts, it might be 
better the marketing ideas to be more delicate or 
prudent. Companies should learn how to adjust their 
marketing mix to the specific situation followed by 
the uprising of an armed conflict. The marketing mix 
consists of variables that could be changed as the 
companies could take advantages influencing their 
products' demand. The variables of the marketing mix 
enabled the companies to change the way their 

products are marketed in accordance with the 
dynamics of the market. The armed conflicts could be 
main reason for the changed market dynamics and 
processes. The marketing mix includes variables as 
product, price, place and promotion and marketing 
specialists should know how to use the mentioned 
variables as means to achieve the companies' goals 
regardless of the complicated market environment 
which is created from the ongoing armed conflict. For 
example, they should try to place and sell the 
products implementing appropriate and consistent, 
with the new market requirements, strategies.  
The behavior of the consumers changes and becomes 
more unpredictable. That is another characteristic of 
the market during conflicts, the consumers and clients 
are more likely to orientate towards those goods 
which are of vital necessity, so those who are 
responsible for marketing strategies and activities 
should try to find way to adjust to this new 
circumstances in a way to be successful even during 
periods of crisis and conflicts.  
Another key characteristic of the market damaged by 
armed conflict is that the control of the marketing 
channels may influence the incentives for settling 
conflicts. 
Markets during armed conflicts and wars become 
disrupted. In normal circumstances the main force 
keeping marketing activities is the competition. The 
competition during armed conflicts and wars tends to 
break down and trade becomes increasingly 
monopolistic. 1   That is of course negative for the 
marketing activities, because marketing activities are 
aimed at emphasizing the advantages we take when 
buying products or services, which are well marketed 
and advertised in competitive environment. The 
competition is really important. When competition is 
missing marketing is useless and meaningless. 
Armed conflicts are also reason for blocked roads 
responsible not only for disruption in the 
communications, but for blocked distribution 
channels. The armed conflicts and wars influence the 
traditional way of distribution and products disposal 
as well. The military prevents movement of 
everything including goods and workers, thus 
impeding the supply and trade. The damaged 
infrastructure costs many efforts for the marketing 
specialist who should manage to properly offer the 
goods and services as there are many obstacles and 
difficulties. It is also worth to mention that during 
conflicts the volume of transactions decrease and so 
does the profits, information becomes much more 
expensive and insufficient and the entry into market 
activities is much more difficult. 

                                                             
1  Justino P., The Impact of Armed Civil Conflict on Household 

Welfare and Policy Responses, Institute of Development 
Studies, Brighton, UK, Weatherhead Center for International 
Affairs, Harvard University, USA, 30th Nov 2007,  
http://www.un.org/en/development/desa/policy/wess/wess_bg_
papers/bp_wess2008_justino.pdf  
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During times of war or existence of military actions 
the functions of the state usually get weakened. There 
are new channels for delivery of goods or services 
that are not approved by the official authorities.  
After the termination of the conflict new 
opportunities for many construction and transport 
companies are opened to engage in the restoration of 
the ruined country. 
Next, we are going to examine the Iraq war and the 
way it affected the sale of consumer goods. The US-
led war in Iraq was a reason for anti-American 
sentiments in many countries and especially among 
the Arabs. In 2002 – 2004 this has led to campaign 
against American products, including brands like 
Coca-Cola and McDonalds, laundry detergent and 
electronics. It was harmful for the US economy 
because the Coca-Cola soft drinks are iconic and 
symbolic and there are major American competitors 
on the detergent market. Meanwhile, new products 
entered the market and expressed the anti-US 
sentiment like Mecca Cola.  
Military conflicts can affect how foreign companies 
and countries are perceived by the people and can 
directly influence consumer behavior. The American 
firms in that case suffer losses and it is considered as 
additional cost of the war.  
Economists and marketing specialists have paid 
attention to the practice of consumer boycotts – 
people attempt to protect their interests and thus the 
firms are affected not by the government and the laws 
but by individuals or groups of people, although 
boycotts can be organized and supported by the 
government policies or directly affecting them. There 
is generally a skeptical attitude towards boycotts – the 
consumers may not participate if it leads to limited 
choices for them.   
Armed conflict brings devastating consequences for 
household food security and nutrition. It disrupts the 
marketing activities and reduces access to markets for 
the majority of the population. In the most severe 
cases, it can lead to the failure of markets because of 
the destroyed infrastructure. What goods can be 
produced is determined by the security that can be 
provided and the possible profits and access to 
customers. Since the production and supply of food 
drops, there may be drastic increase of prices. Often 
black markets appear to sell stolen foods or provide 
contraband. 
Military actions have a great influence over people’s 
habits, way of life, needs and the whole economy. 
This inevitably reflects also to the marketing channels 
and their use. Sometimes new ones exist and others 
are terminated.  
Examining the market situation and the existing 
channels gives valuable information on the market 
environment and how to increase efficiency. 
Obviously, in case of war it is difficult and even 
sometimes impossible to predict but staying aware 
might reflect in finding a new niche that might be 
opened.  

As already mentioned, a great role to the marketing 
channels is played by the existing/available 
infrastructure in the country. In case it is destroyed, 
different marketing channels may be stopped and 
unable to function until the infrastructure is renewed. 
Armed conflicts have direct effects on the economies 
of the belligerents. The direct effect on the economics 
as price changes influence marketing as well. It 
becomes impossible for some companies to sell their 
products even if they have managed to stay on the 
market and keep their distribution channels. The price 
changes make it impossible or even pointless for 
companies to continue selling as they should invest 
more in marketing due to the complicated situation 
without any guarantee that it will be profitable. Some 
companies are forced to leave the affected markets. 
For example the software company Luxoft was 
forced by its biggest clients to leave the Ukrainian 
and Russian market as a measure for easing the 
tension. Although the company claims that there 
weren't problems for their activities in the above 
mentioned countries, they started to implement plan 
for expansion in other Eastern European countries as 
Poland, Romania and Bulgaria. This comes to show 
that problems caused by conflicts are insuperable if 
there aren't adequate responding measures. Provoked 
by the situation between Ukraine and Russia the 
company suffer another negative consequence, 
namely the price of the company's shares went down 
sharply in February along with the political crisis in 
Ukraine. 2  Similar or identical effects require the 
development of specific measures and strategies. 
The continuing armed conflict between Ukraine and 
Russia has another influence that must be thoroughly 
analyzed, because it reaches unexpectedly expansion. 
The conflict brought unforeseeable effects. Research 
of the Romanian Center for Sociology and Marketing 
has shown that significant part of the Romanians are 
afraid of a possible conflict in the region. It is 
observed that due to the crisis in Ukraine many 
Romanians became concern about the possibilities of 
armed conflicts. This comes to show that when 
analyzing the consequences of wars and conflicts we 
must take into account even tendencies that are at 
first glance negligible. People that are afraid of 
something are usually not interested of anything 
accept for their safety. 
Periods of armed conflicts are characteristic for their 
propaganda and intolerance. People are full of 
prejudices and fears. Many of them could not be 
reached through any campaign or interested in any 
product or service as they do only feel need for safety. 
The marketing specialist should take into 
consideration the above mentioned and should try to 

                                                             
2  „Luxoft премества руски и украински програмисти в 

България. Нестабилността в Украйна форсира стратегията 
на софтуерната компания да диверсифицира служителите 
си по света“, юни 2014 г., В-к „Капитал”, 

 http://www.capital.bg/biznes/kompanii/2014/06/04/2315440_l
uxoft_premestva_ruski_i_ukrainski_programisti_v/  
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reach to the consumers and clients through alternative 
way through social media and social networks.  
The communication consists of information exchange 
between people, organizations or other entities. There 
is always problem the information to be correctly 
understood from the other party but periods of 
conflicts make it even harder as there is much tension 
and the already used communication strategies are 
insufficient. The process of communication is 
complex and usually consists of several stages - 
preparation, encoding, delivering and decoding. The 
encoding aims at presenting the message using 
symbols and methods for information, that is 
recognizable for the recipient. It means that the 
message is addressed to a certain recipient who can 
understand the idea of the message. Although the 
receivers of the messages made from the marketing 
specialist are the same in the periods of war or peace, 
they differentiate for their changed behavior, 
expectations and needs. This could be main reason 
for incorrectly decoding of the massages by the 
consumers. It is known that the marketing specialist 
always observe the specifics of different periods and 
addressees, but during armed conflicts they should be 
even more careful. 
This might lead to the conclusion that the whole 
marketing communication strategy must be 
reconsidered, taking into account the new 
environment, necessities and the future company's 
market share survival. In order to adapt the 
communication mix should include new elements due 
to the new environment. There should be new 
approach in the commercials and in the other public 
relation activities. Everything which regards 
marketing must be thoroughly considered and 
discussed as the successful marketing could be the 
only possibility for the survival of the company on 
the market of the affected by the armed conflict 
countries.  
As a whole the communication policy vary not only 
due to the specific market and market environment, 
but also due to the product mix. Some products 
require open markets which is almost impossible 
during armed conflicts. Everything should be 
adjusted so that the influence of the armed conflict is 
reduced to minimum.  
 
CONCLUSION 
 
The topic of this paper is too extensive and is difficult 
to analyze comprehensively and multilaterally within 
this small capacity. Besides that, some particular 
conclusions are becoming really clear. The described 
“market” paradigm in a horizontal plan is visually 
similar for these so different territories, populations 
and stereotypes. The formed picture is an antithesis of 
the field, where the functioning of a contemporary 
market would be normal. Having in mind that “in 
historical plan the appearance of the marketing is 
linked to the period, in which the offering of goods 

and services exceeds the demand…”3 we will see the 
whole absurdity of the facts we observed until here. 
Something more – the fundamental market principals, 
which can be “basis of every market success, which is 
not a result of deficit or monopoly of the market”4 – 
are proved to be untenable in the described zones. 
According to prof. Philip Kotler “The people already 
have concerns beside their personal consumption. 
They are excited about the status of the world and the 
problems, which the humanity has.”5 Not here. In our 
case it seems that more applicable is the phrase of F. 
Dostoevski: “Feed, and then ask for virtues”. The 
environment, which most of it is a deficit, power 
monopoly and no possibilities for free 
communication are unnatural and hostile in the 
principle of the marketing nature.  

                                                             
3 Кръстева Н. „Съвременен маркетинг”, том 1, София, Авангард 

Прима; 2013; стр. 11. 
4 Кръстева Н. „Съвременен маркетинг”, том 2, София, Авангард 

Прима; 2013; стр. 11. 
5 

http://www.dnevnik.bg/biznes/2010/11/01/985641_profesorut_
po_mejdunaroden_marketing_filip_kotlur/ 


