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Abstract 

 

The oil industry, particularly the petrochemical sector, is one of the important GDP in the country. In the 

event of crisis in any area within this sector, many issues and challenges arise for the country. Cultivating 

resilience helps navigate through current turmoil and be prepared to face any other challenges, even 

transforming threats into opportunities. Understanding this crucial aspect, this study delves into the hot 

topic of marketing resilience when faced with challenging conditions globally. The current research 

method is applied research based on the way is gathered through a descriptive method within the 

documentary branch. As such, by studying documents, articles, and books on resilient marketing, the data 

were collected, analysed using coding techniques. According to the output of the document analysis, 

resilient market responses such as emphasis on data, agility, market technology examination and 

optimization, cost prioritization, exploration of new opportunities, digital marketing, and loyalty 

programs have been utilized. In this research, we seek to illustrate the characteristics of marketing 

flexibility based on five elements: mindfulness, self-awareness, goal orientation, positive relationships, 

and self-care. Additionally, the importance of data and their analysis through artificial intelligence and 

machine learning techniques for distinguishing key customers vital for the organization's future, staying 

agile and relevant in the face of uncertainties and market scenarios, is always at the forefront.  
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Introduction 

The oil industry is one of the leading commercial industries in Iran. Possessing the world's largest 

hydrocarbon reserves (first in gas and third in oil reserves), Iran has gained an exceptional position in this 

field (Ghasemi & Naderi, 2016). Parallel to the petrochemical industry, which serves as one of the main 

downstream of the oil industry, it plays a significant role in the country's (Naeimi et al., 2023). In Iran, the 

petrochemical industry holds a special position by ranking first in creating value-added and non-oil 

exports (Haji behrami et al., 2020). The oil and petrochemical industry are considered the largest sector in 

global trade, interacting with other commercial sectors and exerting influence over them (Doulabi & 

Arkideh, 1396). With the development of the global economy, market globalization, and the increasing 

recognition of the importance of knowledge and innovation, competition among producers of goods and 

service providers has intensified (Danilova & Litvinova, 2022). In these conditions, if the products or 

services of some companies become highly competitive in the local market, other companies must 

increase their competitiveness or exit the market (Voronov, 2022). For this reason, adopting the 

appropriate marketing and sales strategies for oil and petrochemical products by producers and exporters 

holds special significance. Among these, strategic marketing plays a crucial role in organizations in a 

dynamic and guiding the development of new products/services for existing markets (Oziyo et al., 2023). 

On the other hand, marketing, especially in the oil and petrochemical industry in Iran, faces many 

challenges that, if not addressed could pose threats in this field, necessitating analysis and investigation 

for prevention, which is the fundamental issue of this article. In recent years, due to the increase in 

exchange rates and sanctions by the United and Europe, Iran has faced multiple economic problems, and 

companies, especially those involved in import activities, have been destabilized. Facilitating the supply 

chain is essential for the survival of any industry. Therefore, in the face of oil, financial sanctions, and 

economic recession, determining marketing strategies holds special importance (Sohilizadeh, 2021). 

Among these, the proper implementation of projects in the oil, gas, and petrochemical industries and 

designing and managing innovative marketing strategies are considered as key solutions. The integrated 

strategic marketing management system is one of the main infrastructures and elements of the successful 

implementation of energy industry projects based on cost, time, quality, and efficiency. This system 

directly affects project objectives, processes, resources, and key performance results of projects and 

companies. Marketing in the oil and gas industries can be divided into two major sections: pre-project 

commencement and post-project completion. The initial phase focuses on market development and 

introducing the company for participation in tenders, while the second phase deals with the sale of oil, 

gas, and petrochemical products (Yadegar et al., 2006). In the era of digital transformation, businesses are 

experiencing unprecedented growth and opportunities. From startups to multinational corporations, the 

digital domain has leveled the playing field, providing access to a wider audience and innovative tools 

that simplify operations. However, with such advancements, new challenges emerge. Cyber threats, 

technological disruptions, and rapid changes in consumer behavior have introduced a level of volatility 

that demands more than just a digital presence; it requires resilience. Delving deeper into the digital age, 

the ability of businesses to adapt, recover, and thrive amidst these challenges becomes crucial (Gates, 

2023). Among these, novel concepts that impact organizations in general and national organizations in 

particular in the future are of utmost importance; such as the philosophy of resilience in marketing, which 

is based on maximizing resistance to the leading challenges in the marketing domain, a vital aspect for the 
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survival of contemporary companies. The global business environment inherently exhibits various signs 

of disruptions, where uncertainty and severe disorder do not necessarily stem solely from market changes 

(Heet et al., 2021; Delyus et al., 2021). These challenges may arise from non-commercial, uncontrollable 

events, and potential circumstances that manifest as long-term adversities (Agarwal & Adartech, 2020; 

Alvares & Barney, 2020). While many businesses succumb and perish under such destructive conditions, 

some can courageously act in the face major disruptions and survive (Ibora et al., 2020; Salvato et al., 

2020; Venzl et al., 2020; Williams & Shepard, 2021). To counteract external shocks, companies make 

different decisions compared to normal circumstances (Agard & Nielsen, 2021) and continuously adjust 

their business models based on new conditions (Liu et al., 2021; Andrews et al., 2020; Amanakha et al., 

2021). Resilient marketing is an organization's ability to maintain its primary marketing objective and 

integrate its marketing in the face of disruptions and challenges. It is about adaptability, agility, and 

readiness for any adversities and ensures that marketing processes can continue their performance in 

times of crisis and even progress amidst challenges. Understanding resilient marketing requires 

formulating a model that can analyze the drivers, key variables, strategies, and consequences. In this 

regard, the present study aimed to develop a resilient marketing model in the field of engineering services 

in the oil and petrochemical industry. 

Research Literature 

Marketing 

Marketing is the act attracting satisfaction and retaining customers, which is one of the key components 

of business and commerce management. Marketing is usually carried out by a seller who is typically a 

retailer or a producer (Lamb et al., 2016). Products can be marketed to other businesses1 or directly to 

consumers2(Hester, 2019), and sometimes tasks are outsourced to specialized marketing companies like a 

media firm, market research agency, or advertising agency. Sometimes, a trade association or 

governmental organization (such as agricultural marketing services) advertises on behalf of an entire 

industry or region, often promoting a specific type of food, agricultural product from a particular region, 

or a city or region. 

Marketing is currently defined by the American Marketing Association as "the activity, set of institutions, 

and processes for creating, communicating, delivering, and exchanging offerings that have value for 

customers, clients, partners, and society large." However, the definition of marketing has evolved over the 

years. The American Marketing Association reviews this definition and redefines it for "marketing 

research" every three years (American Marketing Association, 2021). The "society at large" interest was 

added to this definition in 2008 (Parmerlee et al., 2021). The evolution of this definition can be seen by 

comparing the 2008 definition with the 1935 version of the American Marketing Association's definition: 

"Marketing is the performance of business activities that direct the flow of goods and services from 

producers to consumers" (Genni et al., 2021). The newer definition emphasizes the increasing prominence 

of other stakeholders in the new concept of marketing. Recent definitions of marketing place greater 

emphasis on the relationship with the consumer rather than the mere exchange process. For example, 

Philip Kotler, a prolific marketing author and professor, has evolved his definition of marketing. In 1980, 

he defined marketing as "satisfying needs and wants through an exchange process" and in 2018 he 
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defined it as "a process by which companies engage customers, create strong customer relationships, and 

create customer value in order to capture value (Kotler, 2018)." 

Resilience 

Resilience interventions have gained importance among researchers due to the potential they have for 

promoting well-being and reducing the prevalence of mental disorders, which has become a growing 

concern, especially in Western countries due to the associated costs. Resilience emerged as a construct in 

the physical domain to describe the characteristics of certain materials that allow them to absorb a 

specific impact energy and return to their original state after being subjected to pressure (Navai et al., 

2020). Later, the concept of resilience expanded to other areas of knowledge, including psychology. A 

probable analogy that can be made across these two domains is to say that the impact or pressure 

described in physics can be compared to a potentially damaging situation from which an individual can 

recover and return to a previous functional state (Fria et al., 2021). 

The definition provided by the American Psychological Association indicates the connection between 

these two domains and describes this structure as the ability to "bounce back" in undesired situations 

(Kamas et al., 2016). However, since psychology is not an exact science, the definition of resilience as a 

human phenomenon is not very consensual. Some authors define resilience from a more static perspective 

(Britt et al., 2020) as returning to a previous level of functioning, while other authors, besides this aspect, 

adopt an evolutionary perspective that seeks a higher level of functioning. (Bonanno, 2004). 

By combining some of these perspectives, it can be said that resilience can be analyzed on a continuum 

(Joyce et al., 2018). The lower level of flexibility is a response that assumes the restoration of functional 

state after a moderate impact caused by an undesirable event. The moderate level is characterized by a 

more flexible response, where the impact of the undesirable event is minimal and short-term. Both levels 

are related to a static type resilience. Ultimately, the highest level of flexibility involves a minimal or 

fruitless impact from which an individual grows and creates a higher level of performance. 

This level of positive psychological growth (Seligman, 2020) is also referred to as evolutionary resilience. 

However, as some authors argue, can resilience be defined or developed solely as a response to an 

undesirable event (Pulferman et al., 2020). Resilience has reactive and proactive elements. These 

elements can be nurtured and trained to elevate resilience to the fourth level called strategic resilience. In 

this case, an individual can anticipate situations, alter their outcomes, and actively engage in the resilience 

process. From this perspective, along with the increasing prevalence of harmful and stressful events, 

resilience interventions become relevant. 

The first responders and crisis management agencies have been trained to deal a wide range of incidents, 

and in modern society, they have evolved into highly technological and complex networks of actors. 

However, the incidents and disasters they face have also evolved and likely involve multiple systems, 

actors, and technologies. Therefore, first responders and crisis management agencies must understand the 

increasing complexity and have the ability to adapt and coordinate crisis management effectively. This is 

often referred to as resilience, a concept commonly used in disaster management research (e.g. Birkland 
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& Waterman, 2009; Boin et al., 2010; Lundberg & Johansson, 2015; Soden et al., 2015; Tranca & 

Johannson, 2011). 

Resilience has gained attention for crisis management agencies due to the increasing frequency and 

impact of disasters, including natural disasters, pandemics, and terrorism (Kater et al., 2010; Zeng et al., 

2014). However, a systematic literature review of the concept of resilience has shown that its definition is 

notably varied (Bergström et al., 2015; Zartman et al., 2016), with an examination of 440 articles 

revealing over 300 different definitions of the term resilience (Walters et al., 2015). Therefore, it is still 

unclear what resilience exactly is and how it can be educated, measured, or assessed in crisis management 

systems, such as emergency healthcare systems (Jaspen & Veitch, 2020; Wigg et al., 2019). 

For the purpose of this study, we define resilience as "the ability to resist, absorb, adapt, and recover from 

the effects of disruptions and changes promptly and effectively, including through adaptation and 

reconstruction of essential structures and functions" (Walters et al., 2015). 

According to Regmi et al. (2015), most published articles in the literature on resilience have focused on 

the development of resilience theories. For example, some of this theoretical work, Woods (2015) 

categorizes resilience based on four different fundamental concepts: 

1. Resilience as bouncing back from shock and returning to equilibrium. 

2. Resilience as a synonym for robustness. 

3. Resilience as the opposite of fragility, meaning as adaptive capacity that challenges the boundaries 

when surprises occur. 

4. Resilience as network architecture that can maintain future adaptability. 

Hollnagel and colleagues (2015) describe resilience as consisting of four related and interconnected 

functions, namely responding, monitoring, anticipating, and learning. Lundberg and Johansson (2015) 

propose a systemic resilience model called the CIRAS, which includes six functions, in addition to 

several functional dependencies and event-based constraints, in a cyclical and dynamic model. 

As a result of different definitions and theories, resilience as a useful concept in disaster risk reduction 

has been criticized (for example, Manina, 2006; Son, Sasangohar, Nowell, et al., 2020). One of the 

critical points is the lack of useful quantitative and operational methods (Sheridan, 2008). In fact, there 

are methods available to assess resilience, but there is a need for proven and validated methods (see, for 

example, Cutter et al., 2010; Sumerz, 2009; Son, Sasangohar, Nowell, et al., 2020a). 

Analysis of current resilience criteria showed that only 10.3% of the proposed criteria have undergone 

empirical validation (Kay et al., 2018). Additionally, Weig and colleagues (2020) conducted a recent 

overview of resilience in healthcare settings and proposed four main research questions to guide future 

resilience research. One of them is "What is resilience?" meaning which components, individuals, or 

resources in a system support or create flexibility? This question highlights the need for further empirical 
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methods to connect resilience concepts to observable behaviors in preferred systems. Weig and 

colleagues emphasize the need for more thorough empirical work on resilience for developing an 

empirical and theoretical approach to resilience in healthcare (p. 8). 

Based on this, Soon et al., Sassengher, Perz, and colleagues (2020) have studied active incident 

management teams during Hurricane Harvey and argue for further empirical research at an intermediate 

level (as opposed to macro or micro) on the flexible behaviors of incident management teams related to 

resilience theory. A related concept is hospital resilience, which should also be defined in terms of the 

best measurement approach (Jean et al., 2014; San et al., 2019; Kritin, 2018). 

Marketing resilience 

Numerous organizations can thrive when conditions are favorable. However the real test comes when 

challenging conditions arise. Cultivating resilience helps businesses navigate through current turmoil and 

be prepared to face anything else that comes their way. the financial crisis of 2008 to the current global 

COVID19 pandemic, we are amidst one of the most devastating collapses worldwide. In fact, if the World 

Bank's expectations are correct and the global economyinks by five percent this year, it will be the 

deepest recession since World War II (Apire, 2020). For some organizations, navigating these difficulties 

will be a major test, beyond just sustaining business. A quick response generally reduces substantial costs 

immediately. Nonetheless, to ensure the long-term progress of your community, you must think more 

thoughtfully about strengthening your organization's resilience. To do so, you need to understand the 

current economic scene, both globally and specifically in your industry, and tailor your focus accordingly. 

You also need to evaluate the changing needs of your customers - much like anticipating demographic 

shifts - and concentrate on collecting them (Apire, 2020). Marketing resilience is based on five elements: 

mindfulness, self-awareness, purpose, positive relationships, and self-care. A new interest in resilience 

has emerged as a response to explicit unusual situations that have provoked particular types of general 

reactions. More clearly, we are eager to embrace resilience as an "all-encompassing capacity," as this 

unique capacity distinguishes regional organizations or, conversely, regional organizations that adapt to 

changes and contingencies in serious arrangements, markets, and compatible mechanics, and related 

circumstances that shape the transformative elements and directions of the economy of a land or vicinity. 

Another way to put it is the recovery of a region/domain from shocks to its economy, based on the five 

elements mentioned earlier (Kumar et al., 2020). 

Methodology of Research 

In this study, a qualitative method with an explore approach using the tool development model has been 

employed, and this research is structured in a way that the qualitative section of a systematic study is 

utilized. Data collection and analysis methods are based on documents and questionnaires, and library 

studies include the library research process, a step-by-step process used for gathering information for 

writing a research article, paper, presentation, or completing a project. As you progress from one stage to 

the next, it is often necessary to support, modify, and add additional content. The most basic part of this 

research the criteria and components of research conducted domestically and internationally to address 

the following questions: 
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- What are the elements and mechanisms of marketing resilience models? 

- What is the marketing resilience model? 

Systematic review is a coordinated effort to systematically identify all research and draw new conclusions 

from previous research results, examining data from studies of acceptable quality, and, in some cases, 

analysing them qualitatively and quantitatively using a standard and systematic method to answer a 

relevant question. For this purpose, all national and international sources, including reputable domestic 

and foreign scientific websites from 2000 to 2024, such as books, theses, articles, and available resources 

with keywords related to marketing resilience, were reviewed in a systematic manner, and 50 articles 

were selected as samples using judgmental sampling. 

Data analysis 

Data Analysis 

In this research, existing documents and materials on marketing resilience used to collect data. Qualitative 

content analysis with a contractual approach was used for data analysis. The present research method is 

descriptive-analytical in nature, focusing on content analysis. Content analysis is a method that uses any 

systematic and objective technique to interpret the characteristics of the message. 

First Step: Setting the Research Question; In this step, as the first stage of the study, the initial 

questionnaire or criteria is set in the meta-study. To answer the research question in this method, 

parameters such as; What is the work? What is the study population? What are the time constraints? And 

finally, what is the proposed method for ensuring the correctness of the meta-study process and the 

necessary completion of the study should be appropriately answered. The research questions along with 

the parameters for investigation are specified in the figure below. 

 
Figure (1) Research Parameters and Questions Based on the First Step of the Meta-Synthesis Method 
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Step Two: Systematic Review of Literature; in this step, all texts and articles related to the research 

question were examined. Suitable researchers were selected to enter into the meta-synthesis analysis, and 

in meta-synthesis studies, secondary data obtained through qualitative methods in the research topic area 

are used for data collection. Therefore, the population of this research includes all studies conducted in 

the research area under consideration. A systematic search of resources was conducted based on the key 

words "resilient marketing" in domestic and international scientific databases. A diverse selection of 

keywords was made for further resource retrieval. Based on the extensive search in domestic and 

international scientific databases, and considering the innovative nature of the research topic, 33 

documents were retrieved for the comparative analysis of the research topic and stored. In qualitative 

research, the sample size continues based on the researcher's expectation until theoretical saturation is 

reached. In this type of study, reaching a sample size of 20 articles or fewer is typical. However, if the 

obtained sample is precise and systematically selected and evaluated according to the principles and 

criteria of qualitative studies, it certainly covers all the information that the researcher is seeking (Guba & 

Lincoln, 1991). 

Step Three: Selection of Suitable Articles; in this step, the researcher must evaluate the quality of the 

stored sources based on comprehensive and blocking keywords in scientific databases. The aim of this 

step in the meta-synthesis study process, which is also an important step, is to eliminate studies with low 

credibility. 

Figure below shows the algorithm for document selection and the process of refining stored sources and 

their final selection. 

 
Figure (2) Algorithm for Searching and Selecting Suitable Resources for the Current Research 

Step Four: Extraction of Text Information; in this stage of the qualitative (meta-synthesis) method; the 

researcher should choose one of the 9 methods of this method based on the nature of the subject and the 

collected sources. In this research, content analysis has been used as the method for extracting 

information from the final sources. The table below illustrates the results of the components with a 

comparative approach: 
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Table (1) Codes and Components of Research Topics After Interview 

Code concepts 

A1 Changes in the product 

A2 Promotions 

A3 Distribution channel 

A4 Customer segmentation 

A5 Market segmentation 

A6 Market research 

A7 Market conditions 

A8 Political conditions 

A9 Technological changes 

A10 Economic conditions 

A11 Managers' awareness 

A12 Self-awareness of capabilities 

A13 Correct targeting 

A14 Positive supply chain relationships 

A15 Capacity management 

A16 Emphasis on data 

A17 Agility 

A18 Market technology review and optimization 

A19 Cost prioritization 

A20 Exploration of new opportunities 

A21 Digital marketing 

A22 loyalty programs 

A23 Survival in crisis conditions 

A24 Turning threats into opportunities 

A25 Gaining competitive advantage 

A26 Customer-centric approach 

Source: Research findings 

Further, from the integration of indices, the following new codes are extracted: 

Table (2) Codes and concepts with a comparative approach (second phase) 

concepts code 

Background conditions A1-A3 
Top conditions A4-A6 

Intervention conditions A7-A10 
Resilient marketing A11-A15 

Strategies A16-A22 
Consequences A23-A26 

Source: Research findings 

Based on these, the following paradigm model is formulated:
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Figure 3: qualitative research paradigm model 

Conclusions 

Considering that the oil and gas sector in Iran is 100% government-owned, the majority of projects in this 

area are undertaken by government employers, with few projects owned by private entities. Due to 

economic difficulties and the impact of sanctions on the country's economy, the number of active 

development has significantly decreased, with competition driving companies to implement projects at 

very low prices, leading to stagnation in this sector and migration of specialists. The company's approach 

to solving this issue is to enter the international market, highlighting the increasing importance of 

strategic marketing focus. With over 42 years of experience, the company possesses the technical ability 

to enter the international arena. However, it faces its own challenges in this field due to sanctions, with 

the most important being money transfer, leading to the necessity of using intermediaries from foreign 

companies for transferring funds and closing contracts. It is clear that resilient marketing is essential to 

adapt to conditions such as sanctions and crises. In this study, we sought to demonstrate the 

characteristics of resilient marketing based on five elements: mindfulness, self-awareness, goal-setting, 

supply chain relationships, and utilizing capacities and capabilities. Emphasizing the importance of data 

and analyzing them using artificial intelligence and machine learning techniques to segment vital 

customers is crucial for the organization's future sustainability and agility in facing market uncertainties 

and scenarios. 
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Emphasis on Data 

Project management companies in the oil and petrochemical industry marketing sector must understand 

that information in any incident is vital, as individuals need to see how the market and customers are 

positioning themselves. Just like a pilot who, while charting their course, examines changing weather 

conditions, presenting a comprehensive overview of current conditions must rely on information or data. 

Without it, it's like flying with impaired vision. Adopting an evidence-based strategy allows project 

management companies in the oil and petrochemical industry marketing sector to have a 360-degree view 

of their customers. These facts provide continuous and accurate insights into who the customers are, what 

their current needs are, and allows individuals to provide them with services that align with more 

convincing marketing content. Using artificial intelligence (AI) devices and machine learning techniques 

can help differentiate customers into segments and predict their future behavior, which can aid in 

targeting and focusing on the organization's most important customers. 

Agility 

An agile organization rapidly responds to the fluctuating market and can adjust its marketing priorities 

accordingly. Resilient organizations, especially project management companies in the oil and 

petrochemical industry marketing sector, have structures that overcome both internal and external 

challenges that may potentially disillusion them from cutting through their management to their 

customers' delight (Shafi, 2007; Lampl et al., 2014; Savalleh, 2015; Ducrocq, 2019). Some research 

results have shown that resilience hierarchically paves the way for predicting, adapting, and recovering 

from setbacks (Javier & Steve, 2008). Pin and Furrow (2009), supporting the aforementioned claim, 

believed that institutions aware of customer needs generally act in such a manner due to their flexible 

nature. Subsequently, the link between customer and service provider relationships forecasts efforts 

implementation, employee responsibility, customer retention, and company image in the local community 

(Adeh & Onimatch, 2018). The customer is king in any business as they decide the survival of any 

organization on Earth. This indicates that since customers decide about the presence of any effort, it is 

essential to create plans to retain them, thus customer relationship management must be key to the 

organization's strategy to empower management to retain them. Regarding the importance of the 

customer, as organizations must maintain their survival. 

Examining and optimizing market technology 

Project management companies in the oil and petrochemical industry marketing sector should understand 

the use of digital marketing techniques to reorganize customer data and assist in segmenting and targeting 

customers for appropriate marketing messages through various marketing channels such as Facebook, 

SMS, etc. 

Cost prioritization 

Costs should be prioritized during times of financial uncertainty, and long-term benefits should be 

considered based on predictive analysis. 
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Exploring new opportunities 

The new motto is never to stop searching for new customers or commercial investments. It's good to 

leverage technologies like artificial intelligence and aim for customers with similar spending behaviors. 

They can transform into potential consumers who engage with the brand, make more purchases, and 

thereby strengthen the business. Relationships are constantly being created and modified, emphasizing 

change and requiring broader examples that empower or necessitate change. A methodological social 

approach, therefore, enhances resilience in situations and strengthens considerations about examples of 

relationships that reinforce fundamental changes. 

Digital Marketing 

With the widespread of COVID-19, consumers are spending more time on mobile and online shopping 

websites. Therefore, companies can highlight their digital channels and reach customers through social 

media sites. digital transformation enables companies to gather vast amounts of data for enhancing in 

commercial sectors, customers, products, and a competitor in four insight advertising sectors (markets, 

customers, products, and competitors), as well as six data mining models (collaboration, classification, 

grouping). Through this analysis, projects aim to utilize market intelligence with data mining strategies 

for better competition (Dam et al., 2019). It is noted that product, customer, and advertisement appear to 

be more important than cost and location. Accordingly, a call for further research is made here regarding 

displaying identified insights with cost and location for marketing intelligence (Dam et al., 2019). 

Loyalty Programs 

Reward and loyalty programs are perceived as future investments by customers, and they are happy to 

indulge in more purchases with a brand. 

References 

A. Voronov & A. Buryak, Marketing 7(3), 11–22 (2022) https://doi.org/10.2022/0005-2209(85)88035-7 

Aagard, A., & Nielsen, C. (2021). The fifth stage of business model research: The role of business models 

in times of uncertainty. Journal of Business Models, 9(1), 77–90. 

Agarwal, R., & Audretsch, D. (2020). Looking forward: Creative construction as a road to recovery from 

the COVID-19 crisis. Strategic Entrepreneurship Journal, 14(4), 549–551. 

Alvarez, S., & Barney, J. (2020). Insights from the creation theory: The uncertain context rendered by the 

Covid-19 pandemic. Strategic Entrepreneurship Journal, 14(4), 552–555. 

Amankwah-Amoah, J., Khan, Z., & Osabutey, E. (2021). Covid-19 and business renewal: Lessons and 

insights from the global airline industry. International Business Review, 30, 101802. 

Andries, P., Debackere, K., & Van Looy, B. (2020). Simultaneous experimentation as a learning strategy: 

Business model development under uncertainty—Relevance in times of COVID-19 and beyond. 

Strategic Entrepreneurship Journal, 14(4), 556–559. 

Appier. (2020). 7 Steps to build greater marketing resilience amid economic 

uncertainty.https://www.appier.com/blog/7- steps-to-build-greater-marketing-resiliencyamid- 

economic-uncertainty/ 



International Journal of Social Science and Humanities Research 

Volume 3, Issue 5, pp. 37-53 

13 

 

Appier. (2020). 7 Steps to build greater marketing resilience amid economic 

uncertainty.https://www.appier.com/blog/7-steps-to-build-greater-marketing-resiliencyamid-

economic-uncertainty/ 

Britt, E.; Carter, J.; Conradson, D.; Scott, A.; Vargo, J.; Moss, H. Report for Ministry of Social 

Development Resilience Framework and Guidelines for Practice; Universisty of Canterbury: 

Christchurch, New Zealand, 2012; Available online: https://ir.canterbury.ac.nz/ 

handle/10092/9821 (accessed on 16 December 2020). 

Dam, N.A.K., Dinh, T.L., and Menvielle, W. (2019). Marketing Intelligence from Data Mining 

Perspective — A Literature Review. International Journal of Innovation, Management, and 

Technology, 10(5). 

Darnhofer, I., Lamine C., Strauss. A., and Navarrete, M. (2016). The resilience of family farms: Towards 

a relational approach. Journal of Rural Studies, 44,111-122. 

Delios, A., Perchthold, G., & Capri, A. (2021). Cohesion, COVID-19 and contemporary challenges to 

globalization. Journal of World Business, 56, 101197. 

Duchek, S. (2019). Organizational resilience: A capability-based conceptualization. Business Research, 1-

32.Available at: https://doi.org/10.1007/s40685-019-0085-7. 

Edeh, F.O. and U. Onyemauche, (2018). Electronic human resource management and enterprise 

sustainability: A study of selected oil & gas firms in Nigeria. Elysium Journal of Engineering 

Research & Management, 5(4): 1-10. 

enny Darroch, Morgan P. Miles, Andrew Jardine and Ernest F. Cooke, The 2004 AMA Definition of 

Marketing and Its Relationship to a Market Orientation: An Extension of Cooke, Rayburn, & 

Abercrombie, Journal of Marketing Theory and Practice, Fall, 2004, Vol. 12, No. 4 (Fall, 2004), 

pp. 29–38, accessed 25 January 2021 

Ferreira, M.; Marques, A.; Gomes, P.V. Individual Resilience Interventions: A Systematic Review in 

Adult Population Samples over the Last Decade. Int. J. Environ. Res. Public Health 2021, 18, 

7564. https:// doi.org/10.3390/ijerph18147564 

Ghasemi, Ahmadreza & Nadiri, Mohammad. (2016). Performance assessment of Iranian petrochemical 

companies using sustainable excellence model. Safety Science. 87. 280-291. 

10.1016/j.ssci.2016.04.014. 

Hajiebrahimi Farashah, Vahid & Hosseini, Hossein & Sazvar, Zeinab & Shakouri G., Hamed. (2020). An 

investigation on the petrochemical industry development in Iran: a system dynamics approach. 

International Journal of Energy Technology and Policy. 16. 493. 10.1504/IJETP.2020.109312. 

Hester, Brittany (9 April 2019). "Marketing Strategy: Forget the 4 P'S! What are the 4 C'S?". 

CATMEDIA Internal Communication. Retrieved 8 November 2019. 

Hitt, M., Holmes, M., & Arregle, J.-L. (2021). The (Covid-19) pandemic and the new world (dis)order. 

Journal of World Business, 56, 101210. 

https://ctrl-disrupt.nl/en/-insights-news/adapting-and-thriving-the-role-of-digital-resilience-in-business-

success 

Iborra, M., Safón, V., & Doiz, C. (2020). What explains the resilience of SMEs? Ambidexterity capability 

and strategic consistency. Long Range Planning, 53(6), 101947. 

Javier, M. and M. Steve. (2008). Organizational resilience: The key to anticipation, adaptation, and 

recovery. Cranfield School of Management, Cranfield University, Manuscript. 



International Journal of Social Science and Humanities Research 

Volume 3, Issue 5, pp. 37-53 

14 

 

Joyce, S.; Shand, F.; Tighe, J.; Laurent, S.J.; Bryant, R.A.; Harvey, S.B. Road to resilience: A systematic 

review and meta-analysis of resilience training programmes and interventions. BMJ Open 2018, 

8, e017858. 

Kotler, Philip (1980). Principles of marketing. Englewood Cliffs, NJ: Prentice-Hall. ISBN 0-13-701557-

7. OCLC 5564799. 

Kotler, Philip; Gary Armstrong (2018). Principles of marketing (Seventeenth ed.). Hoboken. ISBN 978-0-

13-449251-3. OCLC 954203453. 

Kumar, Atul & Gawande, Amol & Brar, Vinaydeep. (2020). Features of marketing resilience. 11. 250-

253. 10.5281/zenodo.6667027. 

Lamb, Charles; Hair, Joseph; McDaniel, Carl (2016). Principles of Marketing. Boston, MA: Cengage 

Learning. ISBN 978-1-285-86014-5. 

Lampel, J., A. Bhalla, and P.P. Jha. (2014). Does governance confer organizational resilience? Evidence 

from UK employeeowned businesses. European Management Journal, 32(1): 66-72.Available at: 

https://doi.org/10.1016/j.emj.2013.06.009. 

Liu, J., Tong, T., & Sinfield, J. (2021). Toward a resilient complex adaptive system view of business 

models. Long Range Planning, 54, 102030. 

Naeimi F, Varahrami V. Investigating the Effect of Privatization on the Economic Performance of the 

Iranian Petrochemical Industry (case study: ten selected petrochemical companies). QEER 2023; 

19 (79) :125-158 

Nawai, R.N.; Vasques, L.V. O Papel Da Resiliência No Desenvolvimento De Competencias Individuais. 

In 9o Congresso PósGraduação UNIS; Fundação de Ensino e Pesquisa do Sul de Minas, Brazil: 

Cataguases, Minas Gerais, Brazil, 2016; pp. 1–13. Available online: 

http://repositorio.unis.edu.br/handle/prefix/518 (accessed on 12 December 2020). 

Nawai, R.N.; Vasques, L.V. O Papel Da Resiliência No Desenvolvimento De Competencias Individuais. 

In 9o Congresso PósGraduação UNIS; Fundação de Ensino e Pesquisa do Sul de Minas, Brazil: 

Cataguases, Minas Gerais, Brazil, 2016; pp. 1–13. Available online: 

http://repositorio.unis.edu.br/handle/prefix/518 (accessed on 12 December 2020). 

Orazbayeva, Kulman & Sadu, Zhanna & Nurgaliyeva, Zhanna & Akisheva, Aruana & Ussenbayev, 

Temirbek. (2023). Formation and development of petrochemical production in kazakhstan 

according to the cluster principle. BIO Web of Conferences. 65. 10.1051/bioconf/20236509001. 

Payne, A. and P. Frow, 2005. A strategic framework for customer relationship management. Journal of 

Marketing, 69(4), 167- 176. 

Salvato, C., Sargiacomo, M., Daniele Amore, M., & Minichilli, A. (2020). Natural disasters as a source of 

entrepreneurial opportunity: Family business resilience after an earthquake. Strategic 

Entrepreneurship Journal, 14(4), 594–615. 

Sawalha, I.H.S. (2015). Managing adversity: Understanding some dimensions of organizational 

resilience. Management Research Review, 38(4): 346- 366.Available at: https://doi.org/10.1108/ 

mrr-01-2014-0010. 

Sheffi, Y. (2007). The resilient enterprise: Overcoming vulnerability for competitive advantage. 

Cambridge: MIT Press. 

Simmie J., and Martin, R. (2010). The economic resilience of regions: towards an evolutionary approach. 

Cambridge Journal of Regions, Economy, and Society, 3, 27–43 doi:10.1093/cjres/rsp029. 



International Journal of Social Science and Humanities Research 

Volume 3, Issue 5, pp. 37-53 

15 

 

V.A. Danilova & E.V. Litvinova, , Services in Russia and Abroad 11(2), 57-72 (2022) 

https://doi.org/10.22412/1995-042X-11-2-5 

Wenzel, M., Stanske, S., & Lieberman, M. B. (2020). Strategic responses to crisis. Strategic Management 

Journal, 41(7/18), 3161. 

Williams, T. A., & Shepherd, D. A. (2021). Bounding and binding: Trajectories of community 

organization emergence following a major disruption. Organization Science, 32, 824–855. 

Woodman, A., Mawdsley, H., & Hauser-Cram, P. parenting stress and child behavior problems within 

families of children with developmental disabilities: Transactional relations across 15 years. 

Research in Developmental Disabilities. 2015; 36,264-276. 

Zautra, A. J., & Sturgeon, J. A. Examining the complexities of affective experience will enhance our 

understanding of pain and inform new interventions designed to bolster resilience. Pain. 2016; 

157(8), 1586-1587. 

Yadgar, Ali and Tedin Tahmasabi, Masoud, 2016, Strategic Marketing Management in Oil, Gas and 

Petrochemical Industries, Case Study: Strategic Marketing Planning Model in Iranian GC 

Companies, First International Marketing Management Conference, Tehran, https://civilica. 

com/doc/20280 

Dolabi, Hamidreza and Hamedi, Orkideh, 2016, Marketing Strategy of National Iranian Oil Company, 

https://civilica.com/doc/1690446 

Soheilizadeh, Saman, 1400, the effect of marketing strategies on performance during the economic 

recession (case study: small and medium supplier companies of the oil, gas and petrochemical 

industry), the second international conference on management and industry, https://civilica. 

com/doc/1400550 


