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MARKETING MANAGEMENT AND MEASURES TO REDUCE PERCEIVED RISK IN
BUSINESS: AN ANALYSIS OF INTERCONNECTION

The research results on the interrelation between marketing management strategies and measures for reducing perceived
business risk have been presented. An analysis of existing scientific literature has revealed a lack of studies concerning theoretical
and methodological approaches to reducing perceived business risk. The aim of this article was to investigate the correlation
between marketing management strategies and measures aimed at mitigating perceived business risk. The following methods were
employed during the research: comparative analysis, synthesis, generalization, graphical representation, and economic-statistical
analysis.

Considering one of the objectives of marketing provision for risk-mitigation measures, which involves customer-oriented
approaches, and taking into account the specific nature of the research subject, the article examines possible attitudes of
organizational buyers towards perceived risk based on the expected utility from purchasing industrial goods. The article proposes a
general view of the relationship between perceived risk and consumer value, modifying a well-known utility function for expected
income and presenting the author's conclusions. It was found that an organization-buyer is inclined towards risk when it gives
preference (over risk) to higher product value compared to guaranteed, yet lower consumer value. For risk-neutral organizational
buyers, an increase in perceived risk corresponds to an increase in consumer value. Conversely, risk-averse organization-buyers
respond strongly to perceived risk and prefer products in which they are confident to avoid risk. The proposed function establishing
the relationship between perceived risk and consumer value, modified to incorporate the utility function for expected income, offers
strategies for implementing risk-mitigation measures aimed at reducing risk for specific groups of business-to-business (B2B)
organizations in the market. For risk-averse organizational buyers, measures such as marketing research, test sales, financing
through credit or leasing, which focus on risk identification and control, should be undertaken. Therefore, reinforcing marketing
measures should be applied to persuade risk-averse or neutral organizational buyers of the benefits of purchasing.

The proposed function depicting the dependency of perceived risk on consumer value, modified to account for the utility
function for expected income and conclusions, allows for segmenting organizational buyers based on their level of consumer risk.
This will be valuable for forming and implementing risk-mitigation measures within enterprises, as it enables the consideration and
reduction of risks for industrial consumer goods. Further scientific investigations will be directed towards developing a
methodological approach to evaluating the levels of perceived risks in online purchases.

Keywords — marketing, marketing management, perceived risk, consumer behavior.

Tersaa BOPUCOBA, 10nia ITPOLUIINH, JTroaqmuna I'AJIBKO

3axiTHOYKpaTHCHKUH HalliOHAJIBHUI YHIBEPCUTET

YIPABJIIHHA MAPKETHUHI'OM TA 3AXOM JIsA SMEHIIEHHSA
CIIPUMAHOTI O PU3UKY B BI3SHECI: AHAJII3 B3AEMO3B'SI3KY

llpegcrasieHo pes3y/ibTath AOC/MKEHHS B3AaEMO3BA3KY VIPaB/iHHA MAapKeTUHIOM Ta 3aX04/B LOJO 3MEHIIEHHS
CrIpMVIMaHOro pusnKy B GI3HECI. AHA/I3 HayKoBuX ripaub BUSBUB BPaK AOCTIKEHD LOJO TEOPETUYHO-METOANYHUX MIAX0AIB O[O0
3MEHLLEHHS CrIPMIMAHOro pusuKy B Gi3Hecl. MeToro cTaTTi 6y/10 AOCTANTH B3GEMO3B A30K YrPaB/IiHHS MaPKETUHIOM Ta 3aX04iB 419
3MEHLLEHHST CIIPMVIMAHOIO pU3uKy B GI3HECI. Y X04i AOCTIIIKEHHS By BUKOPUCTAaHI Taki METOAN. METOL KOMIIapaTUBHOIO aHaslizy;
CUHTE3, Y3ara/ibHeHHS], DagidHm; EKOHOMIKO-CTaTUCTUYHMA.

Po3r7154ar044 O4HIE I3 Liiier MapKEeTUHIOBOIro 3a0€3M1EYEHHS aHTUPUINKOBUX 3aX04IB iX OPIEHTYBAHHS HA CIIOXUBAaYa Ta
3Baaroun Ha creuynpiky npeameTy AOCTIMKEHHS, B CTaTTi PO3ITISHYTO MOX/MBI BapiaHTU CTaB/IeHHS MOKYNYiB-OpraHizauivi 40
CIIPMIMAHOIO PU3MKY 38/1EKHO Bi OYIKYBAHOI KOPMCHOCTI BIf NpuabaHHs TOBAapiB MPOMUC/IOBOIO MPHU3HAYEHHS. 3arporioHOBaHO
3arasibHmi BUIr/IS 3a/1EXKHOCTI CrIPMIMAHOIro UMKy BiJ CIIOXUBYOI LIIHHOCTI Ha OCHOBI MOAUGDIKALIT BIGOMOro 3arasibHoro BUr/isgy
QDYHKUIT KOPHUCHOCTI OHiKYBaHOIro 40X04y Ta 3pobJ/IeEHNX aBTOPamMu BUCHOBKIB. BUSIB/IEHO, LU0 OpraHi3auisi-roKyrneLb BBaXaTMMeTbC
CXUJIbHOIO [0 PU3MKY, SKIO BOHA BIAAAE NEpeBary (3a pu3nKoM) GifbLuiyi LiHHOCTI TOBapy MOPIBHSHO 3 rapaHTOBaHoK, ase
MEHLLIOKO CIIOXUBYOI LIIHHICTIO. [J19 OpraHi3auivi-noKymnuiB, ski € HEUTPasIbHUMU [0 CIIPMIMAHOIO pPU3MKY, MPUPICT PIBHS
CIIPMIMAHOIO PU3NKY KOPECTIOHAYE 3POCTAHHIO CrIOXUBYOI LIHHOCTI TOBapy. [lpn UbOMy OpraHi3aLis-rokynelp, sKka BUSIB/ISE
OBEPEKHICTL [0 PU3NKY, CUIbHO PEarye Ha CrpuiMaHmi pusuK i BIAAAE NEpEBary TOBapaM, B SIKUX BIIEBHEHE, abu yHUKHYTHU
pUsnKy. QYHKUIS, O BCTAHOB/TOE 3a/IEXHICTL MK CIIPUVIMAHNUM PU3NKOM Ta CIIOXUBYOKO LIHHICTIO TOBApy, MpPOrOHyE CTparterii
BIPOBALKEHHS GHTUPUZNKOBUX 38XO0AIB, CIIPSIMOBAHUX Ha 3HKEHHS PUBNKY /15 KOHKPETHUX TPYIT OPraHi3aLiVi-roKyLiB Ha PUHKY
B2B. [na OpraHi3auivi-noKynuiB 3 06EPEXHUM CTAB/IEHHIM [0 PUBNKY CTi4 3QIMCHIOBATY 3aX04M, CIPSIMOBAHI Ha BUSB/IEHHS |
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KOHTPOJIb PU3NKIB, Takli SIK MAPKETUHIOBI [OC/IIKEHHS, TECTOBMU [Pofax, (IHaHCYBaHHS YEPE3 KPeauT uu J3uHI. BapTro
BUKOPUCTOBYBATY MIAKDIMIIONY] MaPKETUHIOBI 3aX0AM A/151 OpraHi3aLivi-noKynyis, SKi yTpUMYOTLCS Bifl BUPAKEHOIO CTaB/IEHHS [0
PU3NKY 360 CTaB/ISTLECA HEUTPASIbHO 3 METOK TEPEKOHATY iX Y BUFIAHOCTI NpmAGaHHs TOBapy.

38r1poroHoBaHa QyHKLIS 3a51EXHOCTI CIPMIMAaHOIro PU3MKY Bifl CIIOXUBYOI LIIHHOCT], KOTPa MOAM@IKOBaHa 3 ypaxyBaHHIM
QDYHKUIT KOPUCHOCTI OYIiKYBaHOIO AO0X04Y, AO3BOJINTL CEMMEHTYBATU OpraHi3aLii-rioKyriLiB 3a piBHEM CIIOXXUBYOro pusuky. loganisLuf
HayKOBI pO3BIAKN 6yAyTb CrIPSIMOBAaHI Ha PO3POG/IEHHS METOANYHOIO MAXOAY A0 OLIHIOBAHHS PIBHS CIIPMUMAaHUX DU3VKIB rpu
1OKYIIKax OH/IaHH.

KITt040BI C/10Ba: MapKETHHI, YrpaB/liHHSI MaPKETUHIOM, CIIPMIMAaHW PU3UK, MOBELIHKA CITOXUBAYA.

Statement of the problem in a general form
and its connection with important scientific or practical tasks

The essence of the principle of orientation of anti-risk measures on the consumer is that the business entity
should strive for the formation and implementation of anti-risk measures that would not only reduce the level of risk
of the enterprise, but also would not increase the level of risk of consumers (perceived risks). A personalized
approach to customers allows you to clearly identify the needs and perceived risks of target consumers and reduce
them accordingly. Investigating the relationship between marketing management and measures to reduce perceived
risk in business has become the task of the research.

Analysis of recent research and publications
The analysis of scientific sources revealed that research on marketing management issues and measures to
reduce perceived risk in business are relevant and partially revealed in the scientific works of domestic scientists
Starostina A., Kravchenko V., Borysova T. and others.

Highlighting previously unresolved parts of the general problem, to which the article is devoted
Despite the significant contribution of scientists and practitioners, the degree of development of the listed
scientific discourses is different. Studying literary sources allows us to draw a conclusion about the expediency of
considering the issue of marketing support of anti-risk measures not only in the context of risk management at the
enterprise, but also reducing the level of perceived risk. For these reasons, it is logical, along with reducing the level
of enterprise risk, to reduce the level of consumer risks (in the industrial market and the market of final consumers),
which may be caused by the actions of an economic entity.

Formulation of the goals of the article
The purpose of the work was to investigate the relationship between marketing management and measures
to reduce perceived risk in the B2B market. The following methods were used during the research: the method of
comparative analysis; synthesis; generalization; graphic; economic and statistical.

Presentation of the main research material

The theory of perceived risk as a direction of consumer research is aimed at understanding the behavior of
consumers who seek to avoid mistakes when making purchases and, accordingly, accept risk. This concept appeared
in 1960 [5, p. 94]. Its main idea is to understand the threats that arise for consumers as a result of actions or inaction
of an economic entity. The application of the theory of perceived risk in the provision of anti-risk measures has the
potential to take into account the interests and risks of target consumers in the development and implementation of
the company's anti-risk measures; finding new ways of carrying out the main activity and production of anti-risk
measures, which does not increase the level of risks of target consumers; development and implementation of
measures to reduce the level of consumer risk, if this does not violate the goals of the enterprise.

Obviously, the relationship to risk varies for each individual buyer and B2B. For each risk subject, the
appropriate level of risk is acceptable, for example, enterprises can have strategies with high, medium and low levels
of risk depending on the enterprise's risk appetite and the level of economic risk. Depending on the chosen strategy,
the buying organization will choose purchases with different levels of perceived risk. The differentiation of
enterprises according to these criteria is productive in a methodological context, as it will help to reveal the specifics
of perceived risk by buyer organizations, not end consumers, and to reveal the specifics of the strategic behavior of
economic entities in the market based on the level of risk. This theory also includes the differentiation of risk levels
for economic subjects from the point of view of expected utility proposed by Bernoulli. According to this approach,
the decision of the person making the choice is determined by the desire to maximize expected utility. In our
opinion, the approach, according to which the overall perceived risk of the buyer consists of a number of
components: functional (operational), social, financial, time and physical, is fully justified. Thus, the approach of the
authors [5, p.11] is productive from a methodological point of view: it follows from the theory of perceived risk that
buyers will prefer the product brand that will be associated with a lower risk, therefore it is very important for
marketers to determine which in this way, buyers reduce the risk, because it makes it possible to develop a
marketing complex taking into account the actions of the consumer. Since our attention is focused on industrial
enterprises, which are the object of research, this determines the rationality of a detailed analysis of the perceived
risks of participants in the means of production market. Taking into account the factors of the external environment,
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Consumers get value when they make a purchase. This consumer value is considered as the difference
between the total value of the product, service, staff service and brand image that the consumer receives at the time
of purchase and the total cost of purchasing this product. In this context, utility is a subjective category that reflects
the conformity of the consumer's expectations to the value obtained from the purchase of the product. In particular,
in the structure of the total costs for the purchase of goods, an important element is a stochastic variable - the
amount of probable losses that arise as a result of the realization of the perceived risk. In the structure of the overall
consumer value of the product, it is worth highlighting the amount of probable additional benefits obtained as a
result of the realization of the perceived risk. Thus, the resulting consumer value will have the following formal
form:

Vo=V,—C+R, (D

where V, is the received consumer value;

V,; — total consumer value of the product;

C — total costs for the purchase of the product;

R — the perceived risk.

We will consider the level of perceived risk as the sum of mathematical expectations of additional costs and
additional benefits from the purchase of the product:

R = M(Vad) — M(Caa); Vo= Vi — C + M(Vad) — M(Saa), 2

where R is the level of perceived risk;

Vaa - probable additional value due to the purchase of the product;

M(Vaa ) — mathematical expectation of additional value from the purchase of the product;

M(Saq) — mathematical expectation of additional costs for the purchase of the product.

In the given formula (2), the costs for the purchase of product C and S.q according to their elemental
composition are the same. However, the main difference between them is in the probabilistic aspect of their
occurrence: C expenses can be determined by the buyer as necessary and undeniable, while Sad expenses can appear
with a certain probability. Given the fact that in a risk situation, in addition to the possibility of losses, the possibility
of obtaining benefits is assumed, it is advisable to highlight in the structure of the received consumer value a
component that indicates the probable additional value that arises as a result of the purchase of the product. In the
case of making a purchase decision under conditions of uncertainty, perceived risk can be viewed as latent.

Level of perceived risk

A 4+— ]I

v

Consumer value of the

Fig. 1. The general view of the dependence of perceived risk on the consumer value of an industrial product: I - when making a repeat
purchase; II - when making a purchase with modification; III — when making a new purchase

On the basis of the above, we formed a general view of the dependence of the perceived risk on the
consumer value of industrial goods, based on changes in the known general view of the utility function of expected
income. This modification reflects the graphical relationship between perceived risk and consumer value (Fig. 1).
Areas 1 and 4 represent the areas of buyer organizations that are cautious about perceived risk, which affects the
increase in the consumer value of the product, compared to the increase in the level of perceived risk. These buying
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organizations are reluctant to buy when the risk is perceived to be low. This is especially true for enterprises that are
highly dependent on the quality and price of the purchased means of production, as these factors affect the quality
and cost of their products. Area 2 reflects buyer organizations that refrain from expressing risk perception. For them,
an increase in the level of perceived risk is consistent with an increase in consumer value. Such firms either do not
pay adequate attention to the risks, or the impact of the purchased industrial product on the quality of their products
is limited, or they have other competitive advantages, such as price or service. Area 3 describes buyer organizations
that actively prefer risk. They observe a significant increase in the consumer value of the product compared to an
increase in the level of perceived risk. Such buying organizations are willing to take risks if it can lead to increased
consumer value. They may conduct risk analysis and prefer high-risk strategies, especially in highly competitive
markets, during market entry, or in dynamic environments.

Conclusions from this study and prospects for further research in this direction

Therefore, the conducted theoretical investigations allow us to state that B2B will be considered risk-averse
if it prefers (in terms of risk) a higher product value to a guaranteed but lower consumer value. For buyer
organizations that are neutral to perceived risk, an increase in the level of perceived risk corresponds to an increase
in the consumer value of the product. At the same time, a risk-averse buyer organization reacts strongly to perceived
risk and prefers products in which it is confident in order to avoid risk. The function that establishes the relationship
between the perceived risk and the consumer value of the product offers strategies for the implementation of anti-
risk measures aimed at reducing the risk for specific groups of buyer organizations in the B2B market. For buyer
organizations with a cautious attitude to risk, measures should be taken to identify and control risks, such as
marketing research, test selling, financing through credit or leasing. Our proposed function of the dependence of
perceived risk on consumer value, modified taking into account the utility function of expected income and our
conclusions, will allow us to segment buyer organizations according to the level of consumer risk. Further research
will be aimed at developing a methodical approach to assessing the level of perceived risks when shopping online.
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