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Abstract 

The article highlights which kind of management concepts were implemented by companies in different 

historical periods of time for surviving an economic crisis. Specific implementation features of the production 

concept, the re-engineering concept and the marketing concept were demonstrated on the basis of companies’ 

practices in the USA and Ukraine. The multi-layering management concept on the basis of the innovated 

development was proposed for providing into enterprises activities. It was also proved that the innovative 

development and the universal humankind values were unlimited tools of the competitive advantages of the 

company in the future.  
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Introduction  

An economic crisis repeats cyclically [1]. And it turns into a real testing for a company 

because a market isn’t able to be on the rise all time long. Within a given period of time the market 

needs to be clarified. During the economic crisis just the strongest market subjects are able to survive. 

Therefore each economic crisis encourages markets to be improved. The article goal is to highlight 

what kind of management concepts is more relevant and effective for companies during the economic 

crisis in the future.  

 
1. Management ideologies during an economic crisis period 

According to our investigation of historical economic experience in different countries, three 

ideologies of company management are usually used as the ways of the company surviving under the 

conditions of the economic crisis (Fig. 1) [2]. There are the production concept, the re-engineering 

concept and the marketing concept. They don’t contradict to each other but complete. Let’s take a 

closer look at these management concepts.   
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Fig. 1 – Management concepts during different historical periods  
 

The production concept assumes that the company concentrates every effort on the company’s 

production capacities and the production scaling up. For instance, since 1945 in the USA most 

enterprises restarted their launching activities from war products to mass consumption products. That 

encouraged the American companies to improve their production. The Ukrainian scenario of this 

concept implementation had some different features. Since 1991 this management concept ensured 

improving of the services production not the physical product production. Since 1998 this concept 

used the classical approach to the developing of classical production of physical goods en masse. 

During this period people felt their dependences on foreign exchanges and therefore the Ukrainian 

government started to support of domestic production companies. Since 2008 the production concept 

reflected a necessity of innovations to be implemented into production. Since 2012 many people have 

been encouraged to create own innovative projects (startups) that assumes to implement the 

production concept for the management of them.   

The re-engineering concept ensures that a company cuts down its expenses and puts in place 

production reforms [3; 15; 17]. It is often implemented with job cuts. But if such the way of this 

management concept is used for a long period of time, it can lead to very negative consequences and 

there are not warranties of long-term existing of a company on the market.  

If the re-engineering concept is used as a supporting process during a short-term period, it can 

be effective for a company. The company has to follow to ‘a coil spring principle’ that consists of two 

basic items. One of them ensures savings of retrenchments and the budget. It looks like a compression 

of a coil spring. For example, the company has rented an expensive space for working before an 

economic crisis. So following the coil spring principle means the company to quit it and go to a 

cheaper space (for instance, to an open space).     
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The second item of the re-engineering concept includes an idea that the company has to re-

enforce its work activity in this period of cutting. Technologization, innovations have to be 

implemented in all spheres by improving staff qualification, skills, testing new methods, developing 

new products, effective using free time given by the economic crisis.  This way of the re-engineering 

concept implementation looks like the classical production concept that ensures improving a 

production process with innovative technologies. 

So, a coil spring concept makes all company activities look for, develop and improve new 

competitive advantages of the company on the improving market. Strong energy is accumulated inside 

the enterprise due to a coil spring compression and active work in order to improving the company’s 

activity by technologisation. Certainly, this energy will find a way to come out like a realizing the 

compressed coil spring. But accumulated coil spring energy has high risks for innovations to be not 

implemented by the market. Therefore the company has to replace or complete the re-engineering 

concept by the marketing concept to prevent this. 

The contemporary marketing concept ensures the idea and management philosophy that 

consumers favor the company’s products if the company determines and satisfies the target markets’ 

needs and wants holistically; the company delivers the desired satisfactions more effectively and 

efficiently than competitors do; the company follows these principles on the basis of universal 

humankind values [5; 4]. The background of the contemporary marketing concept is the total focusing 

on customers’ needs and wants. According to this concept, the company has to launch not the products 

that it wants to launch or it has used to launch. The company has to launch the products that are 

popular with the consumers. Therefore management decisions are made on the basis of the detail 

marketing research results of the particular situation.    

Under the economic crisis conditions, the marketing concept becomes relevant to most 

companies even without a mid-stage of the re-engineering concept. The next historical fact can be an 

illustrative example of an energy accumulation inside the ‘coil’ by the marketing concept. The two 

biggest operators of the credit card market in Britain Barclaycard and Access chose different ways of 

their marketing activity during the crisis situation of the 20% devaluation in 1990.  So Access decided 

to cut its marketing annual budget almost in two for the crisis period. In contrast to it Barclaycard 

increased its expenditures on marketing in 250%. In  1991 Barclaycard was able to increased its 

market share from 10% to 15%. But Access was bound to merge with MasterCard through the 

impossibility of stopping a rapidly decreasing of its market share [6]. 

For instance, since 1980 there was the economic crisis in America. After the era of the total 

poisoning of customers the heads of the American companies got an inkling that sales promotions had 

ceased to be effective and profitable. The 1980s separated all companies into two groups [3].  The 

1980s turned into a decade of cost reduction and the rationalization. The re-engineering concept 

started its scaling but it had some features. The re-engineering concept wasn’t presented in its classical 

way but with employees’ dismissals en masse, closing enterprises or attempts to order them in one 

direction. A number of enterprises was shrinking rapidly in the 1980s. From the middle of the 1989s 
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the companies gave up on, their self-esteem had fallen down too low, so suddenly investors began to 

appear [7]. They started buying up companies’ shares at well below market prices. Their goals were 

the buy-out of companies that were prospective from their point of view. And a few years later those 

companies turned into very successful brands. But in 1984 the writings “Marketing Essentials” by 

Philip Kotler appeared [5]. This work was a beachhead in mindsets of the companies’ heads over the 

coming decades and gave a great hope for the future development. So the second part of the American 

companies took advice from Philip Kotler. They implemented the new marketing concept in their 

productions (in addition to the production concept) and survived the crisis. These practices of 

companies demonstrated an effectiveness of innovative technologies implementation as an powerful 

tool of crisis surviving. 

The similar approach to management was implemented in Ukraine since 1998 during the 

worldwide economic crisis when the employee turnover started en masse under the special 

conductions created for undesirable employees by company’s management teams. But the initial 

implementation of the re-engineering concept into the Ukrainian enterprises was in 1991 when 

Ukrainians started losing their jobs en masse via the breakup of the centrally directed economy 

system. But organizations didn’t realize they used the re-engineering concept that time. And next time 

since 2008 the Ukrainian companies started to terminate a number of workers through the global 

economic crises. Many enterprises were closed too. The next wave of the employee termination has 

started in Ukraine since 2012 with mandatory partial employment implementation establishing a 

stringent competition between employees [8]. 

 

2. Multi-layering management concept on the basis of the innovative development  

As we can see in history of entrepreneurship development most companies have implemented 

just one of the separated management concept and never mixed them yet. A new approach to the 

management ideology is proposed on the bases of mixing these three management concepts. 

Unsatisfied needs of consumers, deficit or absence of similar propositions on the market often turn 

into the successful start of innovative activities. It creates an opportunity for a new business to enter 

the market during the economic crisis period. Each economic crisis is a good time for the start-up 

activities, other innovative getting started and innovative development is an effective tool of anti-crisis 

measures. On the other hand the contemporary economic crisis created the conditions that made 

startup developer seek unique business ideas in the multidiscipline areas only [9]. The low competition 

ensures a moment of the effectiveness of all these actions. If an innovation is ready for the launching 

but there are some disadvantages, it has to be launched in short order any way [10, P. 170-172]. 

Waiting is not necessary because good market opportunities can be lost. All improvements will be 

done in the course of work. But the startup-project needs a very quick start.  

A multi-layering management scenario of a management concept is proposed for the 

implementation into the enterprise activity during and after the economic crisis. It is based on the 

innovative development concept that ensures the simultaneous using of three management concepts: 
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the re-engineering concept; the production concept; the marketing concept on the basis of the 

innovative development. A key to success of the innovative development is a detail studying of the 

market trends and a foundation of the future innovation perspectives that need the marketing tools to 

be used to. On the one hand it is important to remember that neither a start-up project developer no his 

potential consumers seem to have enough money after the economic crisis. Therefore the startup-

project developer has to focus efforts at ramping up production, production and effectiveness 

improving to achieve economy of scale, the distribution system optimization for decreasing cost of 

making the startup-project. It means the re-engineering concept and production concept to be used. On 

the other hand each innovative activity needs different types of expenses that consist of marketing 

costs (including time and emotional expenditures and material inputs). The investigation of 800 

companies that had never been investing in marketing during the economic crisis and only 

concentrated    on cutting their expenses, conducted by Mercer Co., showed that 70 % of these 

companies were not able to achieve their profit growth during next five years [10, P. 137-138]. 

Afterwards companies will enter into a period when the product concept, the re-engineering 

concept or the marketing concept become relevant to most of the companies again and the next cycle 

repeats. The company will have a choice to implement the only one separated management concept or 

the multi-layering management scenario. But the entrepreneurs have also to realize that new cycles 

will have some specific features.  

After Ukraine had acquired the status of the market-economy country, it synchronized and 

equalized speed of its economy development with the USA economy and the worldwide economy too. 

It has been also relevant for other countries integrated into the global economy. The synchronic 

recycles of the economic crisis in 2008 and in 2012 prop up this conclusion. It is also ensured by the 

next factors of the contemporary society development, namely: 

- accelerated growth of information technologies, particularly the internet; 

- the globalization and countries integration into the worldwide economy community,    

- tear-down and partial recovery of trade boundaries;  

- the trade facilitation between countries. 

The consequences the impact of these factors are an appearance of an uncontrolled 

competition and its rapidly growth under the conditions of ‘blow-up regimes’ [16; 11]. The enterprises 

haven’t compete with each other on the local level on only one geographic market any more. Thanks 

to the trade facilitation between countries, immediate and interactive communications through the 

Internet, other company, being able to propose more appealing and interesting offers, is bound to be 

found by consumers. It tramples the intermediary services existence and its future development.  

Traditional ways of rivalry are the qualitative competition; the price competition; the 

competition on availability and nearness; the competition on the range of products; the image 

competition; the service competition. Under the conditions of the uncontrolled competition, all these 

ways are used by almost all market subjects. But each of these dimensions of competition is limited 

and exhaustible.  For instance, the range width, the main tool of the competition between supermarkets 
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and ordinary shops, is exhaustible with the human psychological abilities to acquire a myriad of 

products that are on the supermarket shelves. It is also exhaustible with the human physical ability to 

pace over a shopping floor space. By the way supermarkets nets try to resolve this problem by 

proposing a ‘segway’, a ‘gyroscooter’  or a ‘gyroboard’ (a self-balancing personal transporter that 

consists of two motorized wheels connected to a pare of articulated pads on which a rider’s feet 

control the scooter speed for a supermarket journey [12]). The available price bottom is also 

exhaustible. The legislations of many countries prohibit prices that are lower than their prime costs. 

Even a quality level is exhaustible. For example, from the chemical point of view soap isn’t 

able to wash things clean much more. There is a limit to every dimension. And each new competitive 

advantage starts to be scaling up by competitors. Every competitor thinks that his company is the 

number one on each competition direction. What’s the next? This form of competition increasing on 

the market makes the companies build up a new management ideology.  

The cycle of the scenarios sequence, reviewed above, seems to repeat again because of the 

economy is cyclic. But now it will happen synchronously with other countries of the global economy.  

It will also be developing at more accelerating pace as it has been mentioned above. In addition to it 

every of these scenarios will be realized under specific and new global environment. It makes the 

companies create some special additions to the three-in-one concept in order to build up more 

powerful competitive advantages. 

But on top of all that competition tools there is one more tool that is not exhaustible and 

ageless. There are universal human values that are the only one criterion of what is right and what is 

wrong. One of the dedications of the globalization processes has had to be the simplifying of 

economic relations between subjects from different markets. Actually, different international 

associations, tear-down of trade boundaries, the idea of one global market creation simplify documents 

releases of economic relations, cut time expenditures and labor costs and ensure resource saving.   

But there was a peripheral process in the globalization that sophisticated the economy system 

too much. It was made by culture and ideology differences, different historical past, differences in the 

educational levels, available resources, etc. The necessary but insufficient condition of the market 

functioning is congruence of market subjects’ interests. It needs a start point contact. But the 

worldwide economy globalization has led to increasing of possible offers that are available for 

consumers. An uncontrolled competition effect appeared that sophisticated a process of looking for 

point contacts for congruence of market subjects’ interests. 

The universal human values, being destroyed through the market as the management tool, 

were not popular in the society. Permissiveness and moral insanity were there because of it was an 

easy way to create new values for the customers. Companies’ values have consisted of profit 

maximization and abiding by the laws more than moral or altruism. The moral principles were not 

popular for a long period of time because the methods were justified by profits. Moral (as a part of 

culture as one of the management instruments) has been always a basis of a long-term effectiveness of 
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a business. But a company, being based on the universal human values, is able to outlast the business 

life of their competitors.  

Which organization has the most long-term history? Such the world brands as Coca-cola, Ford 

start coming to the mind. But there is another organization much older than Coca-cola is, that has got 

its act together with the idea of the universal human values. Religion is it [13]. Its ‘customers’ rely to 

it when their doubt bemires the soul. They are looking for understanding there and they are able to 

find it for any actions. Many religions have a confession fact. They are looking for and are well 

received a remission of sins. But the most important thing is that fact that they are doing it again and 

again. Every company dreams about such the type of economic relations with its loyal customers, isn’t 

it? 

Therefore multi-layering management concept scenario has to be completed with the universal 

humankind values. This scenario assumes that the universal human values make the company be 

effective in order to build up long-term relations with customers. Such kind of the approach to the 

management concept has been used early. For instance, Harley Davidson [14] is  that kind of the 

companies that during all their histories they have built relations with the customers on the basis of 

some universal values like freedom and own long-term history, etc.  

3. Conclusions.  

Not every entrepreneur starts his business for money only. But nobody seems to continue 

operating business if it isn’t profitable (including a long-term prospective). Even   Elon Reeve Musk 

with his futuristic projects for Tesla, SpaceX, SolarCity, etc. doesn’t do it at the same time as many 

people call him a ‘fanatic’, a ‘dreamer’, a ‘naive fellow’, a ‘passionate about what he does’.  But he 

knows that kind of things that are not available for others yet. And that is why he believes in his results 

so much. The most important meaning of this diagram is that fact that the head of the company can 

predict the next stage of the economy development. This also means that they will be able to predict 

more relevant and effective scenario for this period of time. But the head of the company doesn’t have 

to wait for the scenario to be used by most companies en masse. It means that the company has to get a 

head of start by moving from an opposite side. For example, when most competitors implement the 

sale concept in the market, the company has to be the first operator that provides multilayered scenario 

of the innovative development.     
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