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ADAPTATION OF A COMPANY'S MARKETING ACTIVITIES TO CHANGING 
ENVIRONMENTAL PARAMETERS IN EARLY YEARS OF THIRD DECADE  

OF 21st CENTURY 

Abstract: The turbulence of the business environment, which has been observed for several 
decades, has intensified considerably in recent years. In addition to phenomena of a rela-
tively long-term nature, such as technological development or social changes, there have 
been events that have significantly altered market parameters. These events include the 
COVID-19 pandemic and the outbreak of the conflict in Ukraine. Their effects included, 
among others:  the energy crisis, disruptions in supply chains and a rise in inflation, as well 
as the regulatory actions of the states forced by them. These phenomena are forcing com-
panies to undertake adaptation measures, including the reformulation of existing strategies 
and recomposition of marketing instruments. The aim of the paper is to identify changes in 
the environment that determine the functioning of the enterprise on the market, as well as 
its adaptive measures in the area of marketing activities. The study was carried out using 
the case study method, by means of an individual in-depth interview. The analysis made it 
possible to assess the impact of the observed changes in the environmental conditions on 
the operations of the enterprise and also to identify the actions taken by it to adapt to the 
changing market conditions. 

Keywords: marketing, market environment, food market, business management 

 

 


