
Short title: Marketing Strategy in Turbulent Environment 

Topic: How do small and medium-sized enterprises (SMEs) adjust their strategies and 

operations in response to the increasingly turbulent international business environment?  

Today institutional and competitive environments call for specific strategic responses by 

companies to succeed and survive in an international business environment. In their search 

for market opportunities, strategic adaptation is often directed at mitigating the negative 

impact of disruptions and strategic behaviours in virtually all markets. Research in this field, 

and perhaps particularly on SMEs, often emphasizes the firm's strategic capabilities such as 

flexibility, entrepreneurial orientation, and relationship-building capabilities – as critical 

abilities and skills to manage uncertainty.  

The last decades have been characterized by frequent unpredictable changes across the global 

marketplace due to several external pressures, such as heightened geopolitical instability, 

economic crises, environmental issues, natural disasters, and pandemics. These exogenous 

forces can lead to major negative consequences for businesses of any size, while their impact 

can linger for years after the events. The increasing occurrence of disruptive events in recent 

years suggests that the world is entering a new era – the era of disruptions. Internationally 

oriented firms need to develop robust and flexible coping strategies to effectively adapt to 

greater uncertainty and risks on a global scale. The growing uncertainty in the business 

environment creates significant challenges for internationally oriented firms, particularly 

SMEs that often suffer from constrained resources and the liabilities of smallness.  

Relevant literature 

Ashill, N. J., & Jobber, D. (2014). The effects of the external environment on marketing 
decision-maker uncertainty. Journal of Marketing Management, 30(3-4), 268-294.  

Benischke, M. H., Guldiken, O., Doh, J. P., Martin, G., & Zhang, Y. (2022). Towards a 
behavioral theory of MNC response to political risk and uncertainty: The role of CEO 
wealth at risk. Journal of World Business, 57(1), 101265.  

Cavusgil, S. T., & Cavusgil, E. (2012). Reflections on international marketing: Destructive 
regeneration and multinational firms. Journal of the Academy of Marketing Science, 
40(2), 202-217.  



Earl, A., & Rose, E. (2022). Guest editorial: International business in times of global disruption. 

Review of International Business and Strategy, 32(1), 1-9.  

Hollender, L., Zapkau, F. B., & Schwens, C. (2017). SME foreign market entry mode choice and 

foreign venture performance: The moderating effect of international experience and 

product adaptation. International Business Review, 26(2), 250-263. 

Nyu, V., Nilssen, F., & Kandemir, D. (2022). Small exporting firms’ choice of exchange mode in 

international marketing channels for perishable products: A contingency 

approach. International Business Review, 31(1) 


