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Abstract

Turbulent global environment create constantly changing economic conditions especially in global economic crisis
which have deeply affected all world national economies. Managers were happy about the prospect, which have been
achieved (the quantity and in the quality of industrial processes) in the past, but they haven’t realised the new
economic realities. The western global manufacturer’s major corporate strategy shifts was due to globalisation
processes and global crises, trying to find critical resource for global firms' competitive advantages Many economists
failed to anticipate the emergence decline of the western successful economies and the global crisis, so we focused on
the changes which rapidly evolve and try to analyse the inadequacy and heterogeneity of commonly used marketing
management analysis, on which bases should be made suggestions for the relying decisions of companies in the
turbulent environment or they will relay only on the pragmatism.
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1. Introduction

The advancement of science has enabled the society that lives and develops material wealth. In the
present days of economic uncertainty and global crisis the question on what to economise is never far
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away. (Taylor P. 2009a, Taylor P. et al. 2009b). This results established ways of thinking and action; seek
novel ideas and solutions that can meet customer needs (Haki, M., & Forte, M. 2010). Fulfilling people
needs cause a greater influence over the actions of individuals and groups. It may be thought, therefore,
that we should look to the economists for advice on how to overcome the dangers and difficulties in
which the modem world finds itself and how to achieve safe economic arrangements, to ensure that they
can always find the best solution, the opinion which is strictly a verdict on the base of »maximization of
profits« paradigm and it has to be conclusive in the sense that practical action can reasonably be based on
it? (Ducker, P.F. 1984). Today's businesses, especially the large ones, simply will not survive in this
period of rapid change and innovation unless they acquire entrepreneurial competence. (Ducker, P.
F.1985).

Organizational development implies change and improvement; it means doing new and more
productive things that can sustain or enhance profit. (Kuratko, D. F. and Hodgetts, R. M. 1995). The
system is regulated by competition (rivality) between many firms and the market bring the best possible
results so, if we have the greater trading area, the market is stronger, this raise the level of rivality and
leads to the greater efficiency. So system strongly tends for specialization (division) of labour, free trade
and have tendency to expend — to grow, these leads to the greater efficiency.' Capital have no »natural
enemies, it tend to accumulate and the long run consequences of this accumulation are in »forcing«
people to take breath taking risks in many cases known to be extremely dangerous, and in other totally
unpredictable. This tendency cause that companies work under pressure and willingness to take high
»calculated« risks (Timmons, J.A (1989). It changes the both the quantity and in the quality of industrial
processes and have globalised economy. Step by step this process has produced crisis, which has not been
seen yet in the economic history and is entirely new situation; situation resulting not from human's
failures but from »human's greatest successes«, economists call it »global crisis«.

2. Methodology

Studying national economies and economic system brings tendency to find simple explanations and
show numerous exceptions. The growing specialization of scientific disciplines has only reinforced such
an approach, put traditional boundaries between scientific disciplines and their fields. Specify a
mathematical or economic model, which is based on a few variables and rely on statistical tests,
constrained by available data, brings limited results. Also commonly used methodology with analysing
hundreds of historical case studies is messy and not amenable to statistical analysis. Analysing
complexity of the economic system, changes in complex fundamental processes, which have been
occurred in long period of time, need a different research approach. Researchers realised that they should
not be »narrow-minded« and have to cut across disciplines, examine more variables in order to
understand how complex and evolving systems works thru time periods. This brings the need to
supplement the pure scientific approach with other types of research work, more holistic approach. We
have taken interdisciplinary constructionist approach where we combine globalization theories from a
variety of fields with business system analysis and strategy development and apply a process-oriented
understanding of globalization. This approach in the article was combined with some fundamental case
studies, which are in detailed, explained in cited references. We seek to be comprehensive and integrate
the most significant economic trends and doctrines, which influenced on the changes in economic system.

! A market economy is a system an elaborate mechanism for coordinating people, activities, and businesses through a system of
prices and markets, without regulation by the state or computation. A market should be thought of as a mechanism by which buyers
and sellers can determine prices and exchange goods and services. (Samuelson, P.A. and Nordhaus W. D. 1995)
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3. Strategic planning and strategic marketing management

A market economy is a system regulated by competition (rivality) between many firms and the market
brings the best possible results. The consumer in the market spreads his or her purchases around among
different products and different services so that the added satisfaction from an additional spending brings
equal satisfaction. This mechanism force companies to continuously raise the level of rivality, so
competition become more and more aggressive. Company starts to sell product by competing on the
home market, which is formed by product X and competing products Y, W, Z. Al companies which have
customer oriented marketing strategies try to satisfy customer needs and the result is market share of each
company on the home market. Competition force companies to eliminate internal weaknesses or
inefficiencies which can be tolerated, for a time, to gain as efficiency as possible, but for a sustainable
edge over its competitors is needed a corporate strategy, which prevent company from deterioration of a
company's market position relative to that of its competitors. (Chen, R., Sun, C., Helms, M., & Kenny jih,
W. (2008).

Many companies operate without formal plans, sometimes are managers to busy for planning and they
have done well without formal planning, but they can argue that marketplace changes too fast. Formal
planning is not the necessary condition for success, but you can yield many benefits for all types of
companies. (Sengupa Sumantra, 2008). It encourage systematic thinking, forces the company to sharpen
the objectives and policies, leads to better coordination of company efforts. It helps company to anticipate
respond to respond quickly to environment changes. (Malcolm MacDonald 1989).

Absence of the corporate strategy and strategic planning will endanger the existence of the enterprise.
(Chen, R., Sun, C., Helms, M., & Kennyjih, W. 2008), (Chen, D., Mocker, M., Preston, D. S., & Teubner,
A. 2010). It will allow the company's profitability to be controlled by its competitors and efficiencies of
the company depend just of the competitor’s actions. Corporate strategy thus implies an attempt to alter a
company's strength relative to that of its competitors in the most efficient way. (Ohame K. 1982). The
system will work only if company analyse and define clearly starting position and not »virtual starting
position« (what want to be) if not the work is useless and misleading. A company have to gain an
advantage over its competitor and attain it for a time in other cases could not expect successful business.
Even more the company have to gain a "sustainable competitive advantage". (Porter M. E. 1985, 1998)
describes how company gain an advantage. Concept of the value chain disaggregates a company into
"activities," or processes that represent the basic elements of competitive advantage. By providing tools to
understand the drivers of cost and a company's relative cost position (value chain to isolate the underlying
sources of buyer value that will command a premium price) and the reasons why one product or service
substitutes for another. He shows how competitive advantage lies not only in activities themselves but
also in the way activities relate to each other, to supplier activities, and to customer activities. It provides
the tools to strategically segment an industry and rigorously assess the competitive logic of
diversification. (Porter M.E. 1985, 1998). Competitive advantage is a political simulation, a national
strategy involving national policies, institutional adjustment and favourable business settings for
development of business enterprises. The globalisation has created the notion of society-modalism, where
some firms relay on characteristics of a nation except for one; jurisdiction on its territory. And ever
increasing diversity of global phenomenon's are present, such as population dynamics (O. Kayasan,
2007).

Companies do business in the marketing environment, which consists of different forces outside
company: microenvironment; suppliers, marketing channels companies, competitors, public and affect
ability to developed and maintain successful transactions with customers and microenvironment; consists
of the larger societal forces which affect the whole microenvironment; demographic, economic, natural,
technological, political and cultural forces. (Kotler P.1996) The marketing environment offers



Robert Vodopivec / Procedia - Social and Behavioral Sciences 44 (2012) 330 — 340

opportunities and threats depending on companies own strengths, weaknesses, which are defining fore
each company and shows how well can company can adapt to the external changes. Companies must
observe the changing in environment and must adapt their strategies to environmental trends and
developments. When target customers, change decisions and start to buy substitutes of company product,
it’s necessary to react quickly and adapt to the external changes. Using strategic planning that creates a
framework to assess changes that can affect company, allows to create opportunity from continues
changing in environment, depending on company's own strengths and weaknesses. The primary role of
marketing management in any organization is to design and execute effective marketing programmes that
will pay off. Companies can do this in their home market or they can do it in one or more international
markets. Going international is an enormously expensive in terms of money, top management time and
commitment. (Naisbitt, J. 1994),(Jansen, D. W 2006). Due to the high cost, of internationalisation they
try to compete in the home market till they have a "sustainable competitive advantage", but if the
company at home market is continuously losing relative position to that of its competitors or in other case
wants to grow faster, than companies are »forced« going on the global market, to gene rate added value
for the company.

4. Global economic environment

In the crisis business environment become turbulent and put pressure on organizations to effectively
meet the fundamental changes that they accruing in social, political, technical, economic environment.
We focused on the changes, which rapidly evolve. In global competition, according to (Levitt 1983),
(Aaron, R., and J. V. Singh 2005), (Ghemawat, P. 2007), Youngdahl, W., R. Verma, and K. Ramaswamy
2008), technological change, social, political and economic developments have in recent decades, driven
national markets in direction of a unique homogenized, unified global market in terms of consumer tastes
and product preferences. For many years the globalization of markets, caused by the convergence of
tastes across borders, was thought to result in very large multinational enterprises, which could use their
advantages in scale economies to introduce world standardized products successfully. (Naisbitt, J. 1994)
The result of this convergence will be global organizations producing globally standardized products in
order to achieve world economies of scale. But globalisation roots can be traced back to many of the
forces causing the internationalization of business activity. (Ghemawat, P. 2007). There are many
excellent accounts of this process. International business can be traced back to many of the earliest
civilizations but the roots of the globalization® really lie in the eighteenth, nineteenth and twentieth
centuries. It is major technological, economic, social and political forces, some recent and others more
distant, which have caused businesses to become global. All of these forces are linked to each other and
are largely interdependent. (Dicken P.1992). The internationalization of markets has change the way that
companies do business. The traditionally organizational structures and processes along the value chains
on a worldwide scale in global turbulent environment do not have to stay the same, organizations have to
continuously adapt on new conditions (Bogataj, M., Bogataj, L. and Vodopivec, R. 2004). In global
competition supply chain management emerges as a process of integrating the existing business activities
to reach the economies of scale and archive the low costs (and thus the low prices), needed to be
competitive. (Vodopivec R. 2002a); (Vodopivec, R. 2002b). This dangerously changes the social,
political, technical, economic environment. The society and companies have forgotten to focus on the
changes, which rapidly evolve.

% The concept of globalisation was already known by Aleksander the Great, in our days just arise in new implemented form.
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5. Technological origins of globalization

The technological aspect was very important in the industrial revolution in the late eighteenth century
in the economic era of the Industrial Age and continuing into the nineteenth and twentieth centuries to the
Information Age.’(English, L. 1999). Development in transportation is the technological force without
which globalization could not have taken place. The development of railway networks provided the
means for moving goods and opened national markets to international products. Industrialization marked
the beginning of the factory system and mass production of goods. It marked the beginning of a new
pattern of geographical specialization. This development underlies the globalization of industries and the
concentration of activities in certain locations but this has also been dependent upon other global forces. It
is contributed to the development of mass markets and, ultimately, to global markets. As mass production
forced prices down, the global attractiveness of certain products increased. (Dicken P.1992).
Organizations that fail to recognize and manage information as a strategic business resource “fail”,
because in global competition IT has unique impact on competitive climate. (Economist Intelligence Unit
2007), (Chen, D., Mocker, M., Preston, D. S., & Teubner, A. 2010). It is changing the nature of classic
competition and adds a new dimension of competition - interrelatedness. Competitive and technological
forces do not permit to any single organization to enjoy sustainable competitive advantages just from use
of information technology, (Porter, M.E. 1985, 1998), (Chen, R., Sun, C., Helms, M., & Kenny jih, W.
2008), (Bagher, H., Gardesh, H., & Shadrokh, S. 2010), (Haki, M., & Forte, M. 2010), but they arise from
the human, organizational and system innovations. IT has become inescapably intertwined with the
operations of organizations, i.e. IT guarantees a breath-taking amount of power in reconfiguring the
nature of work and the social conditions, which regulate production and coordination activities.

Developments in information and communications technology have had major impacts directly on the
advance of globalization itself and on its underlying forces. Increasing world trade and globalization have
also resulted from reducing barriers to international trade. Under the provisions of the World Trade
Organization (WTO) and its predecessor, (GATT) the General Agreement on Tariffs and Trade) barriers
to trade have fallen. In Eastern Europe the collapse of communism has opened up markets, which we are
previously dosed to international trade. This increasing prevalence of market forces over government
regulation has helped to reduce the political barriers to globalization. ( Kashani, K. 1990), (Dicken
P.1992).

6. Evolution of the role of the Marketing function before and after economic and political
globalization

Marketing science has the foundation in microeconomic paradigm, with its emphasis on profit
maximization (Anderson 1982), analysis for marketing management focused on demand (revenues),
costs, profitability and the use of traditional economic analysis and maximized profit. The basic units of
analysis were transactions in a competitive market and fully integrated companies s controlling virtually
all of the factors of production (Arndt 1979). Market transactions connected the companies with its
customers and with other company’s s (Johnston and Lawrence 1988), because of this fact marketing

3 The Agricultural Age had a paradigm of "managed" land and crops with principles of cultivation - technology was cultivation
tools. The Industrial Age paradigm was "managed" work with principles of mass production and specialized labour - technology
was power and machines applied to work. The Information Age paradigm is one of "managed" information with principles of
resource management and collaborative work.
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research need behavioural science to structure problem definition, helping the market researcher to
identify important variables and the relationships among them (Massy and Webster 1964)*.

The managerial approach to the study of marketing evolved in the 1950s and 1960s, as a decision-
making or problem solving process and relied on analytical frameworks from economics, psychology,
sociology, and statistics. Marketing management became a widely accepted business function, with an
emphasis on product planning and development, pricing, promotion, and distribution. Marketing research
gained prominence in management practice aligning the company’s productive capabilities with the needs
of the marketplace. The articulation of the marketing concept in the mid to late 1950s posited that
marketing was the principal function of the companies (along with innovation) because the main purpose
of any business was to create a satisfied customer (Drucker P.F. 1954);(Levitt 1960); (McCarthy 1960).’

Marketing management approach is strongly connected with organizational form of large, divisional,
functional organizations. The large, bureaucratic, hierarchical organization, almost always a corporation
in legal terms, was the engine of economic activity in this country for more than a century (Miles and
Snow 1984). Multiple layers of management, functional specialization, integrated operations, and
distinctions between line and staff responsibili-ties characterized it.® Large, hierarchical, integrated
corporate structures were the dominant organization form as the managerial approach to marketing
developed in the 1950s and 1960s. Traditional paradigm of marketing management fit well in this
analytical culture (Massy and Webster 1964). The main goals were to reach the economies of scale; to
archive the low costs (and thus the low prices), needed to be competitive and preserving valuable assets -
huge production facilities designed for maximum economies of scale in the manufacture of highly
standardized products (Porter, M.E. 1985, 1998). The task of the marketing function was first to develop
and understand the marketplace to ensure that the companies were producing goods and services required
and desired by the consumer.” Marketing as a management function tended to be centralized at the
corporate level. Corporate centralization allowed the development of specialized expertise and afforded
economies of scale in the purchase of marketing services such as market research, advertising, and sales
promotion. This arrangement began to change in the late 1970s with the concept of the strategic business
unit (SBU). Corporate management pushed operating decisions, profit and loss responsibility, out to the
operating business units. Marketing became a more decentralized function in many large companies; the
result was always heightened marketing effectiveness. *

During the 1980s, new forms of business organization became prominent features of the economic
landscape (Massy and Webster 1964). Even before the forces of global competition became clearly
visible, there was a trend toward more flexible, forms that are difficult to capture with a traditional
organization chart (Powell 1990). The new organizations emphasized partnerships between companies,
multiple types of ownership and partnering within the organization (divisions, wholly owned subsidiaries,
licensees, franchisees, joint ventures, etc....)” (Badaraeco 1991). Organizational forms are known as:
"networks" (Miles and Snow 1986), "value-adding partnerships" (Johnston and Lawrence 1988),
"alliances" (Ohmae 1989). All are characterized by flexibility, specialization, and an emphasis on
relationship management instead of market transactions. The purpose of these new organization forms is

4 The application of formal, rigorous analytical techniques to marketing problems required specialists of various kinds.
Marketing departments typically induced functional specialists in sales, advertising and promotion, distribution, marketing research,
and perhaps managers of customer service, marketing personnel, and pricing. (Miles and Snow 1984).

> Profit was not the objective; it was the reward for creating a satisfied customer.

Ithada pyramid shape with a lot of employees at the bottom and few at the top.

7 With an optimal product mix

8 High administrative costs(salaries)force organizations to downsize

% The best visual image of these organizations may be a wheel instead of a pyramid, where the spokes are "knowledge links"
between a core organization at the hub and strategic partners around the rim.
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to respond quickly and flexibly to accelerating change in technology, competition, and customer
preferences %(Thorelli 1986).

A set of functional specialities such as contract negotiation, legal services, and financial coordination
that provide the linkages that bind together technology, shared values, and shared resources support the
central leadership for establishing priorities and managing the linkages that define the network.
Information management is a central strategic function. (Chen, D., Mocker, M., Preston, D. S., &
Teubner, A. 2010). Information technology has been a key facilitator of the new organizational forms
(Chen, R., Sun, C., Helms, M., & Kenny jih, W. 2008), (Bagher, H., Gardesh, H., & Shadrokh, S. 2010),
(Haki, M., & Forte, M. 2010). It maintains the core competencies that are at the heart of the companies’
ability to compete successfully in the global marketplace (Prahalad and Hamel 1990). The key core
competencies of a network organization may be the ability to design, manage, and control strategic
partnerships with customers, vendors, distributors, and others and become a primary tool in developing
the companies’ core competence and competitive advantage.

The intellectual core of marketing management needs to be expanded beyond the conceptual
framework of microeconomics, shifts the focus of analysis from products and companies s to people,
organizations, and the social processes that bind actors together in on-going relationships. At SBU and
operating levels the marketer become the integrator, both internally synthesizing technological capability
with market needs-and externally bringing the customer into the company as a participant in the
development and adaptation of good s and services. It is a fundamental shift in the role and purpose of
marketing: from manipulation of the customer to genuine customer involvement; to communicating and
sharing knowledge; from last-inline function to corporate-credibility champion. (McKenna 1991). New
forms of organization for conducting business affairs in the global marketplace require re-
conceptualization of the role of the marketing function within the organization. In the traditional view, the
companies were a distinct entity whose borders were defined by an organization chart, which clearly
delineated the boundary between the companies and the external environment. (Badaracco 1991) The
external environment consisted of markets in which companies s engaged in transactions with vendors for
the resources needed to conduct their affairs and with customers who purchased their products and
services. The fundamental difference is that this clear distinction between companies and markets,
between the company and its external environment, has disappeared.

The process of globalization and later political globalization that consists of various
institutionalisations of international political structures, which tries thru decades support world trade and
expand the markets, was inevitable. It was only the matter of time when will occur, depending of
technological change, social, political and economic developments in recent decades. New markets and
grow couldn't prevent the system from global crisis and dramatically change the way how enterprises gain
competitive advantage, actually a "sustainable competitive advantage". Competitive advantage becomes a
political simulation, a national strategy involving national policies, institutional adjustment and
favourable business settings for development of business enterprises. The globalisation has created the
notion of society-modalism, where some firms relay on characteristics of a nation except for one;
jurisdiction on its territory.

7. Conclusion

Our purpose was to recognize how is possible to faster company's business development in a turbulent
global environment in a manner that will most effectively advance the company’s economic and social

10 They depend on administrative processes but they are not hierarchies.
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well being. For this purpose we analyze traditional strategic management, marketing, business system
theory and apply a process-oriented understanding of globalization, which helped as to recognize
differences, which occur, during global business, environmental drastic changes and can be seen as
different phases of business cycles. Globalization and global crisis, has change the structure of many
national markets. Increasing world trade and globalization have resulted from reducing barriers to
international trade. Under the provisions of the World Trade Organization (WTO) and its predecessor,
(GATT) the General Agreement on Tariffs and Trade, barriers to trade have fallen. Different countries
(and different industries) have been affected to differing extents by global trends and crisis. It might seem
that companies are now thinking of a global market (unique, homogenized, unified global market). Global
markets in some industries exist, they are already fully globalized, but for the other industries this is far
from the truth. This facts influence on how companies do business in global market and affect marketing
strategies an organization of marketing as a business function. The primary role of marketing
management in any organization is to design and execute effective marketing programs that will be
profitable. Companies can do this in their home market or they can compete in the global market. In fact
due to the strong competition on their home market, they are forced to internationalization their business.
Marketing management became (in the 1950s and 1960’s) an accepted business function, with an
emphasis on product planning and development, pricing, promotion, and distribution. Marketing research
gained prominence in management practice aligning the companies’ productive capabilities with the
needs of the marketplace. This approach is connected with organizational form of large, bureaucratic,
hierarchical, divisional, functional organization. The main goal was to reach the economies of scale of
highly standardized products. Rapid advances in telecommunications; transportation, information
processing and information technology allow more flexible form of organization. The business is
increasingly likely to be a network of strategic partnerships among designers, technology providers,
manufacturers, distributors, and information specialists. Organizational forms are known as: "networks",
"value-adding partnerships", and "alliances". All are characterized by flexibility, specialization, and an
emphasis on relationship management instead of market transactions. The purpose of these new
organization forms is to respond quickly and flexibly to accelerating change in technology, competition,
and customer preferences. In the traditional view, the companies were a distinct entity whose borders
were defined by an organization chart. The external environment consisted of markets, in which
company’s engaged in transactions with vendors for the resources needed to conduct their affairs and with
customers who purchased their products and services. The fundamental difference which occurred is that
this clear distinction between (company and markets), between the company and its external environment,
has disappeared, this force the organizations to change the core of the traditional marketing management
business function. It needs to be expanded beyond the traditional conceptual framework, focused not only
on analysis of products and companies, but also to people, organizations, and the social processes that
bind actors together in on-going relationships. As grow of the company depends of the innovations and
new products, this led as to the fact that is necessary to make an analytical and practical distinction
between SMEs and LSEs strategic marketing management processes. Development policy and strategic
marketing management must take these differences into account. Business policy has to follow maximum
effectiveness paradigm and must include strategies specially adapted for SMEs, which are engine of
modernization and growth. There are functional differences between the two (aside from mere size),
which make the opportunities, and the problems of SMEs special. SMEs are characterized by commonly
used pattern of ownership. The manager is personally owner of the company and usually handles
production, marketing, sales, finance, purchases, personnel, and all other aspects of the business, with few
assistants. As ownership is often identical with management, this gives SMEs, possibility to quickly react
on the dynamic changes, which occur in the crisis. SMEs are characterized also by relatively little
specialization in management and universal knowledge of top management. If the top manager is a good
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one, he will be personally in touch with production workers, customers, suppliers and developed close
personal contacts, what gives a quality of human relations and flexibility in daily operations for example:
in meeting a customer's special requirements that may in some circumstances mean a competitive
advantage over LSEs. SMEs have handicaps in obtaining capital and credits, especially in global crisis;
can have difficulties in getting loans and credits from banks or other financing institutions, greater risks.
This negative factor can SMEs overcome by »networking«, which alove SMEs retaining flexibility and
»innovative clime« in the companies and provide effects of economics of scale. Crisis affected booth and
change the LSEs market entry and development strategy which trying to downsize operations, using
entrepreneurial action-oriented approach and SMSs have start to coordinate different national marketing
strategies to utilize economies of scale. LSEs and SMSs are learning of each other and their market entry
and development strategies are converging. Organization forms, including strategic partnerships and
networks, are replacing simple market-based transactions and traditional bureaucratic hierarchical
organizations. The marketing function has focused on managing strategic partnerships and positioning the
companies between vendors and customers in the value chain with the aim of delivering superior value to
customers. Customer relationships will be seen as the key strategic resource of the business. Political
globalization dramatically change the way how enterprises gain a "sustainable competitive advantage"
and the field of marketing function. Competitive advantage becomes a political simulation, a national
strategy involving national policies, institutional adjustment and favorable business settings for
development of business enterprises. A new conception of marketing function become more interlinked
and share also certain concepts of many other disciplines what makes marketing management an eclectic
academic discipline.
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