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The study and implementation of effective risk management methods 

are key to the successful functioning of enterprises in today's unpredictable 

business environment. 

Against the background of global crises, such as the COVID-19 

pandemic and the war in Ukraine, the correct and thoughtful strategic 

management of risks in the marketing activities of enterprises becomes an 

even more urgent and difficult task for them. The COVID-19 pandemic has 

caused radical changes in consumer behavior. It caused chain reactions in 

global supply chains, which in turn led to economic instability around the 

world. The war in Ukraine is also having a major impact on international 

mark, ets, leading to changes in production and supply, particularly 

agricultural products 4. 

In such conditions, enterprises must develop and implement highly 

effective risk management strategies that will allow enterprises to 

qualitatively adapt to unpredictable changes in the business environment. It 

is about analyzing risks, developing contingency plans, diversifying 

suppliers and markets, and increasing flexibility in production and 

marketing. 

The application of strategic risk management in the marketing 

activities of enterprises will allow them to maintain competitiveness and 

stability even in the most difficult conditions. 

Strategic risk management in marketing activities is also a means not 

only of survival, but also of development. Businesses that successfully 
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adapt to risks and changes can find new opportunities and advantages even 

in difficult conditions. Therefore, investing in strategic risk management 

becomes not only a defensive measure, but also a strategic step to achieve 

stable and sustainable development. 

The concept of strategic risk management and sustainability of 

marketing activities of enterprises in the conditions of globalization 

describes a comprehensive approach to risk management caused by global 

trends and challenges affecting the marketing activities of enterprises. This 

term combines two key concepts. 

The first concerns strategic risk management 1-2, 5, 9. This means 

identifying, analyzing and managing risks at the strategic level of the 

organization. Businesses develop strategies for effective risk management to 

minimize their negative consequences and take advantage of the resulting 

opportunities. 

The second key concept is the sustainability of marketing activity 3, 

5-8, 10-14, which we define as the ability of an enterprise to resist the 

negative effects of the external environment and ensure the stability and 

success of its marketing strategy despite global challenges and market 

turbulence. 

In the context of globalization, when companies are operationally 

connected to different countries and markets, strategic risk management and 

sustainability of marketing activities become especially important. 

Businesses must be prepared for different scenarios and respond quickly to 

changes in the global environment to ensure their competitiveness and 

success in international markets. 

Thus, in the conditions of global crises, such as the COVID-19 

pandemic, the war in Ukraine, etc., strategic risk management and the 

sustainability of marketing activities become critical components of the 

successful functioning of enterprises. The pandemic and the conflict in 

Ukraine caused drastic changes in the global business environment, 

requiring enterprises to quickly and effectively adapt to new conditions. 

Strategic risk management allows businesses to identify potential threats 

and respond to them, as well as identify opportunities for development and 

growth. Sustainability of marketing activities ensures the stability and 

continuity of strategic marketing initiatives without allowing external 

factors to affect their effectiveness. All this confirms the importance and 

relevance of strategic risk management and sustainability of marketing 

activities for enterprises in modern global conditions. 
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