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ABSTRACT

Objective: The article aims to analyze the application of modeling and risk management
techniques in the development and execution of marketing strategies for industrial companies,
focusing on improving the reliability of management decisions by minimizing risks.

Originality/Value: This study highlights the often-overlooked importance of risk management
in marketing activities. It proposes a comprehensive approach combining quantitative and
qualitative models to address uncertainties in external variables and consumer behavior,
providing valuable insights for enhancing marketing strategies.

Method: The research uses a combination of quantitative analysis methods, such as decision
trees, stochastic programming, and statistical decision theory, to assess marketing risks. These
methods are applied to real-world industrial contexts, comparing traditional and modern risk
management models.

Results: The study identifies key internal and external risks in marketing activities, such as
insufficient resources, low employee qualifications, and external market forces. It evaluates the
effectiveness of various risk assessment methods, emphasizing the need for marketing
strategies that address these risks to ensure business success.

Conclusion: The authors conclude that risk assessment and management are critical to the
success of marketing strategies but are often underutilized. They recommend adopting more
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robust risk management methods to mitigate uncertainties and optimize decision-making
processes in marketing activities.

Keywords: Marketing. Business. Strategy, Risk management. Company.

MODELAGEM E GESTAO DE RISCOS EM ATIVIDADES DE MARKETING

RESUMO

Objetivo: O artigo tem como objetivo analisar a aplicacdo de técnicas de modelagem e gestéo
de riscos no desenvolvimento e execucao de estratégias de marketing para empresas industriais,
com foco na melhoria da confiabilidade das decisdes gerenciais por meio da minimizacéo de
riscos.

Originalidade/Valor: Este estudo destaca a importancia muitas vezes negligenciada da gestao
de riscos nas atividades de marketing. Propde uma abordagem abrangente que combina
modelos quantitativos e qualitativos para lidar com incertezas nas variaveis externas e no
comportamento do consumidor, oferecendo insights valiosos para o aprimoramento das
estratégias de marketing.

Metodo: A pesquisa utiliza uma combinacdo de métodos de analise quantitativa, como arvores
de decisdo, programacdo estocastica e teoria de decisdo estatistica, para avaliar os riscos de
marketing. Esses métodos sdo aplicados a contextos industriais reais, comparando modelos de
gestdo de riscos tradicionais e modernos.

Resultados: O estudo identifica os principais riscos internos e externos nas atividades de
marketing, como a falta de recursos, baixa qualificagdo dos funcionarios e forcas de mercado
externas. Avalia a eficacia de varios métodos de avaliacdo de riscos, destacando a necessidade
de estratégias de marketing que abordem esses riscos para garantir 0 sucesso empresarial.

Conclusao: Os autores concluem que a avaliacdo e gestdo de riscos sdo cruciais para 0 sSucesso
das estratégias de marketing, mas sao frequentemente subutilizadas. Eles recomendam a adoc¢éo
de métodos de gestdo de riscos mais robustos para mitigar incertezas e otimizar 0S processos
de tomada de decisdo nas atividades de marketing.

Palavras-chave: Marketing. Estratégia empresarial. Gestdo de riscos. Empresa. Modelagem.
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INTRODUCTION

In the modern world, large companies cannot operate and develop without the use of
marketing technologies (Granina, 2014; Kameneva & Polyakov, 2016; Kostromina et al.,
2022). Due to the constant emergence of new companies, competition is also growing, which
makes such companies improve their products and services to maintain their sales and gain as
much income as possible (Agasyeva et al., 2023; Baimuratova et al., 2023; Nikolenko &
Semina, 2022). This is why marketing is required in the scientific, technical, and production
activities of a company (Kotler, 2008; Kotler et al., 2015; McDonald, 2017).

Methods for quantitative analysis of management decisions are used by industrial
companies to achieve accuracy and reliability in assessing the effectiveness of their marketing
strategies and the degree of risk impact (Engel et al., 2001; Lyshchikova et al., 2023). Marketing
strategies can be developed using calculation and analytical methods, expert assessments, and
a statistical method (Petrina et al., 2023; Zaitseva et al., 2020). These methods for analyzing
the implementation of marketing strategies by industrial companies, as a rule, meet the
requirements for ensuring the necessary accuracy and reliability of assessing their effectiveness
and degree of risk impact (llkevich et al., 2022; Khoruzhy et al., 2023).

SWOT analysis provides a fairly accurate assessment of the effectiveness of marketing
strategies and their risk level.

The article aims to analyze risk management methods to formulate a strategy for the

company’s activities.

METHODS

We studied a wide range of modeling and risk management methods and emphasized
their use in the formulation of industrial strategies in the corporate sector. We conducted a
critical analysis of these methods and assessed their efficiency, limitations, and adaptability
across various business contexts. The discourse compares conventional and modern models
with due regard to pragmatic industrial challenges. It dwells on quantitative models known for
their analytical precision and methodological robustness, including qualitative frameworks that
provide context and adaptability. We also considered the synergistic potential of these diverse

modeling paradigms to form a unified and effective strategic approach.
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RESULTS AND DISCUSSION

In general, risk is understood as a possible unfavorable event that can happen in the
future. An event that hinders the achievement of a goal set and/or entails a loss of resources is
considered unfavorable. Risk characterizes the possibility and achievability of some result
depending on the action taken or the management decision made, i.e., a combination of the
probability of an event and its consequences (Chagina, 2011; Domashchenko & Finogenova,
2010; Dubrov et al., 2003).

An example is the risk of losing income. In relation to marketing in general and
marketing strategy in particular, risk is interpreted differently.

Marketing risk is a risk inherent in the marketing sphere of a company’s business
activities, i.e., it is characterized by the probability of certain events and their consequences,
which makes it difficult or even impossible to achieve goals at certain stages of marketing
activities or leads to a complete marketing failure (Kiseleva & Simonovich, 2014; Kleiner,
2014; Pesikov, 2003).

Marketing risk is defined as the risk of profit loss as a result of a decrease in sale volume
or selling price; the likelihood of commercial failure in the market or failure to achieve the
planned strategic goals, as a result of which the company will suffer financial or economic
damage; a set of risks characterized by the probability of events and their consequences that
make it difficult or impossible to achieve goals at certain stages of marketing activities (Cross
et al., 2009; Kotler et al., 2015).

Thus, the risk of a marketing strategy can be defined as the probability of not achieving
goals and losing potential income and benefits. As practice shows, not enough attention is paid
to the comprehensive study and analysis of risks in the field of marketing.

The concept of marketing can be characterized as a process of profitable exchange
between two parties (seller and buyer), through which the value of a company and its product
increases (Teichert et al., 2015; Thompson, 2009). However, authors (both historical and

contemporary figures) suggest their definitions of marketing (Table 1).
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Table 1. Authors and their definitions of marketing

Author

Definition

Ph. Kotler, G. Armstrong

Social process by which people and organizations exchange
values (goods/services in exchange for money) to satisfy
their needs

V. Tyushin

Any activity that promotes sales

B. Gudrich

The process of creating consumer needs by identifying and
forecasting them, and organizing a company’s resources to
satisfy them and generate the greatest profit

R. Buchanan

Behavior stimulation that is economically beneficial for the
stimulating party

P. Drucker

Business from the viewpoint of consumer needs

American Marketing Association

Activities aimed at creating, exchanging, and distributing
offerings between businesses that will provide value to
consumers

Chartered Institute of Marketing

The process of managing and satisfying consumer needs to
make a profit

Since marketing analyzes a large amount of information, a marketing strategy should

consider numerous features (about the product, its promotion, demand, customers, etc.).

Marketing activities are also subject to risks that should be considered by risk management

specialists.

Risk management aims at resolving dangerous situations in the activities of companies

to minimize their losses and maximize profits.

The risk itself is a threat, a danger of unforeseen expenses and losses. However,

companies develop and solidify their presence in the market thanks to risks.

The formation of a marketing strategy is impossible without risk since uncertainties

cannot be avoided in the market. Therefore, marketing and risk management can be considered

as two inseparable spheres. We need to consider this relationship that can be represented as a

diagram (Figure 1).

Marketing research }

Risk management

< p ey

Risk reduction

Figure 1. Relationship between marketing and risk management

This diagram explains the impact of risk management on marketing, and vice versa.
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Marketing is used to promote a company and its services or products to make a profit.
To attain this end, it is necessary to conduct various studies aimed at determining customer
satisfaction and their expectations. A company that is more aware of customer needs and can
anticipate their expectations will be more successful and in demand in the market.

Risk management that studies risks within a company also represents the risks entailed
by marketing research. Marketing risks are any risks directly related to the marketing activities
of a company. Any marketing operations (marketing activities in general) can cause difficulties
and negative consequences. These are risks. The more research is done, the more risks are
found. However, this process also helps a company better understand itself and its customers,
which ultimately reduces risks.

During marketing research, risks can arise for different reasons and under different
conditions. Thus, they can be divided into several types according to the source of impact, i.e.,
internal or external risks (Figure 2).

In practice, marketing risks comprise all the risks connected with a company’s
marketing activities in general and the implementation of its marketing strategy in particular.
All of them are characterized by the probability of certain events and their consequences, which
can create difficulties in achieving business goals at various stages of a company’s marketing
activities (Bogoviz et al., 2019; Kosov et al., 2016; Mescon et al., 2020).

RISK TYPES
when conducting marketing research

7 Y

INTERNAL EXTERNAL

Low qualifications Dynamic environmental
of employees factors

Cack of resourcD
<Temporal risk>

Figure 2. Types of marketing strategy risks (Kameneva & Polyakov, 2016)
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The internal risks of a marketing strategy are determined by its content and the
company’s activities. These risks are considered specific. These may include the lack of
resources, low qualifications of personnel, leakage of confidential information, etc.

On the contrary, external risks are determined by dynamic environmental factors, are
formed outside a company, and do not depend on it. They are also called systematic or market
risk, for example, inflation, anti-Russian sanctions, etc.

M. MacDonald provides a classification according to which all risks arising in the field
of strategic marketing can be divided into three groups (McDonald, 2017): market risks, equity
risks, and profit risks.

Market risks are associated with the fact that the actual market capacity may not
correspond to its predicted value. As a result, real sales volume, market share, and profit will
be less than the planned ones. This group includes price and forecast risks, sales volume risks,
product category risks, etc.

Equity risks arise when a marketing strategy may not be ready to provide the competitive
advantage or customer preference necessary to gain a new market share. This includes supply
risks, target market assessments, unigqueness risks, etc.

Profit risks depend on the likelihood that the marketing strategy being implemented will
not be able to achieve the planned level of margin. In this case, the main risks include the risk
of a source of profit, the risk of a profit pool, and the risk of additional costs.

A separate group includes tactical risks of a marketing strategy that are directly related
to decision-making on the marketing mix. In accordance with the 4Ps marketing mix, they
include risks associated with product policy, pricing and sales risks, and promotion risks.

By studying marketing research with due regard to risk management, a company can
function more effectively. To make marketing activities more useful, it is necessary to examine
each stage of a marketing strategy and assess all possible risks. To identify and assess the risks
of marketing strategies, traditional risk management techniques are used. A special role is
assigned to statistical methods and methods of stochastic programming (Lambin, 1996;
Weatherford & Kimes, 2003).

The most popular method is the decision tree. It is used in cases where it is necessary to
ensure the consistent adoption of several management decisions (Foss, 2007; Morrow et al.,
2007).

We present methods for assessing the risk of marketing activities in Table 2.
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Table 2. Risk assessment methods

Method

Essence

Decision tree

Graphical method of quantitative analysis.

When constructing decision points and connecting them, it becomes
easier to consider several strategies and their consequences under
external circumstances. This method is used in situations where a
consistent construction of possible solutions is needed.

Statistical decision theory

This is a method of quantitative analysis.

The tools are standard deviation, variation coefficient, and dispersion.
It is the theory of conducting, processing data, and using statistical
observations.

Any information is quantitative characteristics of certain objects. If
these data are economic, then such objects are also economic. These
economic data and objects emerge under the influence of various
conditions and factors. Some of them may be uncontrollable and can
create random data since they can take on random values. With this
type of data, it is necessary to use special methods that can analyze and
process all the information. Therefore, the methods of mathematical
statistics are often used.

Stochastic programming

This method is used to study mathematical programming problems in
which data is randomly assigned. There are three main ways to solve
this kind of problem:

1) To obtain solutions at the level of mathematical expectations,
random parameters are replaced by their average value.

2) Random data in linear programming problems are studied in two
stages. The first stage involves solving a problem with the verification
of random demand specified through mathematical expectation. The
second stage includes finding the most suitable vector for managing
the production of something with due regard to the fixed demand for
the goods produced.

3) Probabilistic constrained programming.

Monte Carlo method

The above-mentioned methods cannot meet all requirements to ensure
reliability and accuracy in the marketing environment. These
requirements are important and necessary when assessing the
effectiveness and degree of risk for internal processes. The resulting
data will be most accurate and effective for risk assessment if random
numbers are specified in advance and distributed considering the
probability of random parameters of external and internal factors
(Porter, 2015).

Data are distributed in advance considering information on the past
period with statistical dynamics. However, not all companies have data
that can satisfy the request and have all the information to do so. If this
is the case but it is still necessary to make an assessment, the Monte
Carlo method is used.

With this method, all the data are recalculated immediately when new
random numbers are introduced, and the values of random variables
are selected based on random generation (Kotler et al., 2015). Then the
results are combined into several groups and analyzed using statistical
methods to calculate risk indicators for certain studies (i.e., marketing)
(Kotler, 2008).
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The Monte Carlo method helps evaluate different risk indicators in
combination. These include standard deviation, mathematical
expectation, etc. (Kameneva & Polyakov, 2016).

This method is among the most effective in marketing research since
it helps select the most appropriate strategy at a given limit value. In
addition, the Monte Carlo method is widely used in the risk
management of marketing research.

The next step is to consider existing risk management models. As we discussed above,
marketing strategy and market research can have different consequences and increase risks. To
minimize these risks, it is necessary to implement certain measures. This entails additional costs
in terms of money and resources. However, they can have a negative impact on a marketing
strategy and undermine its effectiveness. Consequently, when setting goals, models are used
that can minimize costs and optimize measures to reduce the level of risks (Marennyi &
Egorova, 2004).

Figure 3 demonstrates a system of marketing factors that influence tariff formation. All
these factors somehow affect the cost of services provided by marketing specialists under the

guidance of their management.

Demographic sphere

Political sphere

Technological
sphere

Suppliers

Clients
(customers)

Internal
environment

Environmental
sphere

Competitors

Natural
sphere

Mediators
Contact
audience

Cultural
sphere

Social sphere

Economic sphere

Figure 3. Factors influencing tariff formation
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All company’s costs and expenses associated with collecting data and information, their
processing and analysis should be considered in combination with the factors connected with
marketing activities aimed at the development and implementation of a marketing strategy.
These factors directly or indirectly influence pricing and tariff costs in the internal marketing
environment. They are significant so the success of the pricing process also depends on the
control over the factors.

Pricing is influenced by many factors and different forms of business. For example,
seasonality and its influence on demand affect the cost of goods and services. This could be the
sale of ice cream in winter and summer or the tourism business. Thus, the formation of tariffs
is also at risk.

When analyzing the specifics of risk management (in particular, marketing), it is
necessary to pay attention to the risks borne not only by a company and its personnel but also
by its consumers or buyers. These risks are also called perceived risks. This concept was first
put forward by the US marketer Bauer in the 1960s.

The fundamental thesis of this concept is that it is concerned with subjective risks rather
than general ones. This means that experts consider the expectations of consumers who cannot
present the necessary amount of information about a particular product to marketers. Thus,
marketing specialists cannot form their own professional opinion but have to be guided by the
viewpoint of consumers and their attitude toward a company’s products. Consequently, it
becomes almost impossible to conduct the most accurate and predictable marketing research
(McDonald, 2017). However, the concept of perceived risks helps to correctly allocate the
budget, guide a company’s development strategy in the right direction, and minimize risks
(Granina, 2014).

Marketing risk management aims at reducing the degree of their implementation and
possible negative consequences. All this is accompanied by additional resource and monetary
costs, reducing the overall effectiveness of a marketing strategy.

In this regard, it is a common practice to use optimization methods that minimize costs
at a given level of risk or at a given maximum permissible cost that can also minimize the level
of risk.

The main methods to manage and minimize marketing risks are to reduce uncertainty,
calculate the probability of risks, and limit liability. The latter is ensured through risk
diversification or sharing. As practice shows, risk assessment should not be neglected when

developing a marketing strategy.
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CONCLUSIONS

The marketing strategies of companies should be assessed in terms of their effectiveness
and degree of risk impact.

Based on the results of such an assessment, proposals are developed on the risk structure
of marketing strategies and measures to prevent and minimize them, including political, legal,
industrial, technical, organizational, and internal socio-psychological, marketing, and financial
risks.

To assess the effectiveness and risk exposure of marketing strategies, calculation and
analytical methods (for example, SWOT analysis) can be used.

Detailing goals and plans is possible with a formal assessment of results, i.e., their
measurement (through expert method or SWOT analysis).

Under economic and other conditions, companies need to adjust to the market
requirements and respond to a changing external environment. In addition to staying up to date,
their main goal (making a profit) requires other processes to minimize possible risks and predict
and manage them.

Possible risks that arise during marketing research or implementing a marketing strategy
are quite specific and require a special approach to minimize them.

This article describes four methods to assess risk. Three of them are quantitative: the
decision tree method, the method of stochastic (mathematical) programming, and the theory of
statistical decision. We also covered the Monte Carlo method, which is the most effective in
relation to risks associated with marketing.

Then we considered perceptibility risks, i.e., consumer risks. Their assessment is crucial
within marketing processes. However, it is not objective as it represents subjective judgments
of buyers about goods, who do not have the necessary amount of information and the number
of tests (purchases).

Summing up the study results, it is worth mentioning that assessing the risks of a
marketing strategy is an important practice. However, it is rarely used since it is not effective
and cannot guarantee the objective results necessary for the work of marketers. When reviewing
the approaches and methods currently used in marketing research, we should pay more attention
to the implementation of the methods mentioned above to minimize risks and take control of

some uncertain aspects of the external environment and consumers.

Journal of Management & Technology, vol. 24, p. 243-256, 2024



/@ Modeling and risk management of marketing activities
Y,

, Revista Gestao & Tecnologia

REFERENCES

Agasyeva, ., Ismailov, V., Nefedova, M., Nastasii, A., Goloborodko, E., & Petrischev, V.
(2023). Application of innovative biological agents for sustainable corn farming. Nexo
Scientific Journal, 36(03), 344-351. https://doi.org/10.5377/nex0.v36i03.16456

Baimuratova, B., Haijun, Z., Derbisheva, E., Lei, T., Arstanbek kyzy, E., & Alieva, A. (2023).
The effect of service quality and customer involvement on customer satisfaction.
Journal of Management & Technology, 23, 338-351.

Bogoviz, A. V., Osipov, V. S., Chistyakova, M. K., & Borisov, M. Y. (2019). Comparative
analysis of formation of industry 4.0 in developed and developing countries. In E.
Popkova, Y. Ragulina, & A. Bogoviz (Eds.) Studies in systems, decision and control.
Vol. 169. Industry 4.0: Industrial revolution of the 21st century (pp. 155-164). Cham:
Springer. https://doi.org/10.1007/978-3-319-94310-7_15

Chagina, O. A. (2011). Upravlenie riskami v marketinge [Risk management in marketing].
Nauchnyi vestnik MGTU GA, 167, 90-93.

Cross, R., Higbie, J., & Cross, D. (2009). Revenue management’s renaissance: A rebirth of the
art and science of profitable revenue generation. Cornell Hospitality Quarterly, 1(50),
56-81.

Domashchenko, D. V., & Finogenova, Yu. Yu. (2010). Upravlenie riskami v usloviyakh
finansovoi nestabilnosti [Risk management under conditions of financial instability].
Moscow: Magistr, INFRA-M, 238 p.

Dubrov, A. M., Lagosha, B. A. & Khrustalev, E. Yu. (2003). Modelirovanie riskovykh situatsii
v ekonomike i biznese [Modeling risk situations in economy and business]: Student’s
textbook. Moscow: Finansy i statistika.

Engel, J. F., Blackwell, R. D., & Miniard, P. W. (2001). Povedenie potrebitelei [Consumer
behavior]. Saint Petersburg: Piter, 768 p.

Foss, N. J. (2007). Scientific progress in strategic management: The case of the resource-based
view. International Journal of Learning and Intellectual Capital, 4(1/2), 29-46.

Granina, N. (2014). Strategiya vybora partnerov po kanalu sbyta [Channel partner strategy].
Upravlenie kompaniei, 6, 16-20.

llkevich, S. V., Listopad, E. Y., Malinovskaya, N. V., Rostovtseva, P. P., Drobysheva, N. N.,
& Borisov, A. V. (2022). Financial risk and profitability management in Russian
insurance companies in the context of digitalization. Risks, 10(11), 214.
https://doi.org/10.3390/risks10110214

Kameneva, N. G., & Polyakov, V. A. (2016). Marketingovye issledovaniya [Marketing
research]. Moscow: Vilyams, 567 p.

Khoruzhy, L. I., Katkov, Y. N., Katkova, E. A., Khoruzhy, V. I., & Dzhikiya, M. K. (2023).
Opportunities for the application of a model of cost management and reduction of risks
in financial and economic activity based on the OLAP technology: The case of the agro-
industrial sector of Russia. Risks, 11(1), 8. https://doi.org/10.3390/risks11010008

Kiseleva, I. A., & Simonovich, N. E. (2014). Konkurentosposobnost predpriyatiya v usloviyakh
globalizatsii obshchestva: Vliyanie korporativnoi kultury [Competitiveness of an
enterprise in a globalized society: The influence of corporate culture]. Natsionalnye
interesy: Prioritety i bezopasnost, 11, 39-44.

Journal of Management & Technology, vol. 24, p. 243-256, 2024


https://doi.org/10.5377/nexo.v36i03.16456
https://doi.org/10.3390/risks10110214
https://doi.org/10.3390/risks11010008

/@ Irina Kiseleva, Mikhail Karmanov, Vladimir Kuznetsov & Natalia Sadovnikova
e

, Revista Gestao & Tecnologia

Kleiner, G. B. (2014). Riski malykh predpriyatii [Risks of small businesses]. Rossiiskii
ekonomicheskii zhurnal, 6, 85.

Kosov, M. E., Akhmadeev, R. G., Bykanova, O. A., Osipov, V. S., Ekimova, K. V., & Frumina,
S. V. (2016). Economic practicability substantiation of financial instrument choice.
Journal of Applied Economic Sciences, 11(8), 1613-1623.

Kostromina, E., Krasnovskii, E., Pertsev, V., Kovalevskaia, N., & Makushkin, S. (2022).
Development of a management model for the marketing activities of an industrial
enterprise based on incoming controlled and uncontrolled variables. Revista Gestédo &
Tecnologia, 22(4), 384-399.

Kotler, Ph. (2008). Marketing po Kotleru: Kak sozdat, zavoevat i uderzhat rynok [Kotler on
marketing: How to create, win and dominate markets]. Moscow: Alpina Biznes Buks,
pp. 116-163.

Kotler, Ph, Armstrong, G., & Wong, V. (2015). Osnovy marketinga [Principles of marketing]
(5th European edition). Moscow: “Vilyams”, 752 p.

Lambin, J.-J. (1996). Strategicheskiy marketing. Evropeyskaya perspektiva [Marketing
strategy: A new European approach]. Trans. from French. Saint Petersburg: Nauka.

Lyshchikova, J., Stryabkova, E., Vladyka, M., Kulik, A., & Bondareva, Y. (2023). Strategic
management of smart specialization in regional economic development: Connection of
export, sectoral, scientific, and technological competences. Nexo Scientific Journal,
36(05), 180-192. https://doi.org/10.5377/nex0.v36i05.17307

Marennyi, M. A., & Egorova, N. V. (2004). Malye predpriyatiya: Predprinimatelskie strategii
i kooperatsii [Small businesses: Entrepreneurial strategies and cooperations]. Moscow:
Kompaniya Sputnik+.

McDonald, M. (2017). Sfera uslug. Polnoe poshagovoe rukovodstvo po marketingovomu
planirovaniyu [Marketing plans for service businesses: a complete guide]. Moscow:
Eksmo, 448 p.

Mescon, M. H., Albert, M., & Khedouri, F. (2020). Osnovy menedzhmenta [Introducing
management]. Trans. from English. Moscow: “Dialektika”.

Morrow, J. L., Sirmon, D. G., Hitt, M. A., & Holcomb, T. R. (2007). Creating value in the face
of declining performance: Firm strategies and organizational recovery. Strategic
Management Journal, 28(3), 271-283. http://dx.doi.org/10.1002/smj.579

Nikolenko, T., & Semina, L. (2022). Development of innovative projects in the field of 5G
technology: Methodology and assessment. Nexo Scientific Journal, 35(04), 1048-1059.
https://doi.org/10.5377/nex0.v35i04.15547

Pesikov, E. B. (2003). Otsenka effektivnosti i stepeni riska marketingovykh strategii
predpriyatiya na osnove imitatsionnogo modelirovaniya [Assessing the effectiveness
and risk level of enterprise marketing strategies based on simulation modeling]. In
Imitatsionnoe modelirovanie. Teoriya i praktika: Proceedings of the 1st All-Russian
scientific conference IMMOD-2003 (Vol. 2, pp. 110-115). St. Petersburg: TSNIITS.

Petrina, O., Stadolin, M., Kovaleva, N., Morozov, V., Maslennikova, E., & Zemskova, A.
(2023). The impact of tourism development on the globalization of markets and
economic activity. Revista Electronica de Investigacion en Ciencias Econdmicas,
10(20), 99-114. https://doi.org/10.5377/reice.v10i20.16029

Porter, M. (2015). Konkurentsiya [Competition]. Trans. from English. Moscow: 1zd. Vilyams,

Journal of Management & Technology, vol. 24, p. 243-256, 2024


https://elibrary.ru/contents.asp?id=34346882&selid=28387814
https://doi.org/10.5377/nexo.v36i05.17307
https://doi.org/10.5377/nexo.v35i04.15547
https://doi.org/10.5377/reice.v10i20.16029

@ Modeling and risk management of marketing activities
e’

, Revista Gestao & Tecnologia

608 p.

Teichert, T., Effertz, T., Tsoi, M., & Shchekoldin, V. (2015). Predicting brand perception for
fast food market entry. Theoretical Economics Letters, 5(6), 697-712.
http://dx.doi.org/10.4236/tel.2015.56081

Thompson, G. M. (2009). Revenue management forecasting aggregation analysis tool
(RMFAA Tool). Cornell Hospitality Tool, 9, 1-5.

Weatherford, L. R., & Kimes, S. E. (2003). A comparison of forecasting methods for hotel
revenue management. International Journal of Forecasting, 19(3), 401-415.
http://dx.doi.org/10.1016/S0169-2070(02)00011-0

Zaitseva, A. |., Krikunov, A., & Tolochko, A. V. (2020). The use of public service advertising
for solving social problems. Revista Electrénica de Investigacion en Ciencias
Econdmicas, 8(15), 177-195. https://doi.org/10.5377/reice.v8i15.9952

Journal of Management & Technology, vol. 24, p. 243-256, 2024


https://doi.org/10.5377/reice.v8i15.9952

