RROMNOM

EROHOMINHA HAYKA
YK 339.13:330.341.1:005.334

O. Polous,

Doctor of Economic Sciences, Associate Professor, Professor of the Department

of Marketing, State University " Kyiv Aviation Institute"

ORCID ID: hitps://orcid.org/0000-0002-4639-4493

B. Polous,

Postgraduate student of the Department of Marketing, State University " Kyiv Aviation Institute"
ORCID ID: hitps://orcid.org/0009-0005-8028-3905

S. Havrylko,

Master's student of the Department of Marketing, State University " Kyiv Aviation Institute"

DOI: 10.32702,/2306-6814.2026.2.122

ADAPTABILITY OF INTERNATIONAL
MARKETING STRATEGIES

OF INNOVATIVE COMPANIES:

RISK MANAGEMENT AND ANTICRISIS
COMMUNICATIONS

0. B. IToaoyec,

A. €. H., AOLIeHT, npodecop xadeapn mapretnnry, Aepskasunit yuiBepceurer "KuiBcokuit aBianiamit incturyt"”

b. B. IToaroyc,

3A00yBad CcTyIeHs AOKTOp dirocodii kadeapn mapreTunry, Aepskasuuit yuisepcurer "Kuiscokuit aBianiiani incturyt"”
C. C. TaBpuaxo,

MmarictpanT Kadeapyu MapreTuHry, Aepsrasumit yuiBepcurer "KuiBcskuit aBianiunit incturyr”

AAATITUBHICTb CTPATET I MDKHAPOAHOT'O MAPKETUHI'Y IHHOBAIIIMHUX KOMITAHIN:
PU3UK-MEHEAJKMEHT TA AHTUKPU3O0BI KOMYHIKAIIII

The article proves that the development and increasing complexity of the global gaming industry
under conditions of digital transformation determine the need for adaptive international marketing
strategies integrated with risk management and crisis communications in order to ensure the
resilience of innovative companies. It is established that the rapid growth of the cloud gaming
segment, driven by digital transformation and changes in consumer models, creates new challenges
and opportunities for adaptive international marketing strategies of innovative companies. It is
demonstrated that the effectiveness of international marketing of innovative companies in high-
technology industries is determined by the ability to combine technological innovativeness with
emotionally oriented and creative marketing solutions. It is shown that the competitive resilience of
"Nintendo” in the global video game marketis based on an adaptive international marketing strategy
focused on a unique user experience, while at the same time requiring strengthened risk management
and crisis communications in the context of increasing technological competition. It is substantiated
that the evolutionary expansion of the "Nintendo Switch” ecosystem while preserving the core gaming
philosophy has contributed to strengthening the company’s competitive positions and increasing
the attractiveness of the platform for various user segments. It is demonstrated that the "Nintendo
Switch” platform has influenced the transformation of the global gaming industry by establishing
new standards of functionality and stimulating innovative activity of both indie developers and leading
competitors. Itis determined that the effectiveness of an adaptive international marketing strategy
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of a company is determined by the combination of modern management approaches, global
coordination of marketing decisions, investment support, and systematic innovation management.
A model for the formation of an adaptive international marketing strategy of "Nintendo " is proposed,
which integrates analytical, informational, and strategic components in order to increase the flexibility
of managerial decision-making, the effectiveness of risk management, and the sustainable
development of the company in global markets.

YcratTi soBegeHo, L0 PO3BUTOK i yCKNaaHEHHSs rNo0anbHOT irpoBoi iHAycTpii B ymoBax ungpoBoi
TpaHcgopmMauii 3yMOoBIIOIOTbL NOTPeOy B afanTUBHUX CTPaTerisax MiXkHapoAaHOro MapKeTUHry, siKi 6y-
AYTb iHTerpoBaHi i3 pu3nk-meHeH)KMeHTOM Ta aHTUKPU30BUMU KOMYHiKaLiamun 3aas1s 3abe3neq4eHHs
CTiNKOCTI iHHOBaLiiiHUX KOMMaHin. BCTaHOBJ/IeHO, L O CTPiMKe 3POCTaHHS CerMeHTa XMapHux irop,
L0 3yMoOBJIeHe UngdpoBoo TpaHchopmaLiero Ta 3MiHOIO CriOXXUBYUX MoAesnen, popmye HOBi BUKIIN-
KU i MOXXJINBOCTI A1 aaanTUBHNX CTPaTEri Mi>DKHapoaHOIro MapKeTUHry iHHoBaLiliHUX KOMMAaHiii.
AdoBeaeHo, W0 epeKTUBHICTb MDKHaPOAHOIro MapKeTUHIy iHHOBaLiMHUX KOMIaHii y BACOKOTEXHO-
JIOTriYHUNX rany3siX BU3HA4Ya€TbCS 34aTHICTIO NOEAHYBAaTU TEXHOJIOriYHY iHHOBaLiNHICTb i3 eMOLiliHO
Opi€EHTOBaHUMU Ta KpeaTUBHUMUN MapKe TUHIOBUMU pilueHHIMU. NMoka3aHo, L0 KOHKYPEHTHAa CTIlKICTb
komnaHii "Nintendo” Ha rmo6anbHOMy PUHKY Bifeoirop rpyHTYeTbCsI Ha afanTUBHI Mi)XXHapPOAHIi
MapKeTUHroBIiu cTpaTerii, sika OpieHToBaHa Ha YHiKaJibHU KOPUCTyBaLbKUA [OCBIA, afe BogHo4Yac
noTpebye NOCUIEHOIro PU3NK-MEHEOXXMEHTY Ta aHTUKPU3OBUX KOMYHIKaLii B yMoBax 3pocTaryoi
TexHOoJIoriYHO i KOHKypeHUii. O6rpyHTOBaHoO, WO eBoJnoliliHe po3wmnpeHHs ekocuctemu Nintendo
Switch i3 36epexxeHHaM 6a30Boi irpoBoi ¢pinocoii cnpunsno amiyHeHHI0 KOHKYPEeHTHUX NO3ULlii KOM-
naHii Ta nigBuyeHHIo NpuBabanBocTi nnargopmu asis pisHNX cerMeHTiB kopucTyBadis. MpoageMoH-
cTpoBaHo, wo nnargopma Nintendo Switch ennuHyna Ha TpaHcgopmadito rnobanbHoi irpoeBoi
iHQycTpii, cdpopmyBaBLUN HOBI cTaHAapPTN PYHKLIOHa/IbHOCTI Ta CTUMYJTIOBaBLUN iIHHOBaLiiHy ak-
TUBHICTb SIK iHAI-PO3POOHUKIB, TaK i NPOBIAHNUX KOHKYPEHTIB. BU3Ha4yeHo, Lo e¢pekTUBHICTb agan-
TUBHOI MiXXHapOAHO i MapKeTUHIroBOi cTpaTerii KoMnaHii 3yMOBJIIOETbCS MNOEAHAHHSIM CY4YaCHUX yri-
paBJliHCbkuXx nigxonis, rnobasnbHOi KoopaAWNHaLiT MapKeTUHroBux pPilleHb, iIHBeCTULIHOT NigTpuMku
Ta CUCTEeMHOro yrpasJliHHS iHHOBaLissMyu. 3anpornoHoBaHO MoAesib popMyBaHHS a4anTUBHOT Mi>kKHa-
poAaHoi MmapkeTuHroBoi crtparerii komnaHii "Nintendo”, sika iHTerpye aHanitn4Hi, ingppopmadiiiHi Ta
cTparteridyHi cknagoBi 3 MEeTOIO NniaBULLLeHHS THYYKOCTI YynpaBJliHCbKUX pillieHb, e(peKTUBHOCTI pU3UK-
MeHeA)XMEeHTY Ta CTiiKoro po3BUTKY KOMMaHii Ha rno6asibHNX pUHKax.

Key words: adaptive strategies, international marketing, innovative companies, gaming industry, risk
management, anticrisis communications, digital transformation.

KnarowoBi cnoBa: adanmuBHi cmpameeii, MixcHapoOHulU MapkemuHe, iHHoBayitiHi komnaHii, izpoBa iHoycmpis,
PUUK-MEHEONCMEHM, AHMUKPU30BI KOMYHIKAUIT, YughpoBa mpaHcEHOoPMayis.

INRODUCTION

In the context of the transformation of the modern
global economy, the systemic interconnectedness of
national markets is intensifying, while a significant
reduction in the life cycles of goods and services is
observed, and the process of forming consumer
preferences is increasingly determined by the digitalization
of marketing communications and the intensification of
global information flows. Under such conditions, the
international marketing environment of innovative
companies is characterized by an increased level of
uncertainty and risk exposure, which reduces the
effectiveness of unified managerial approaches and
enhances the importance of risk management as a
component of strategic planning. In this regard, traditional
models of entry into international markets are losing their

universality, giving way to adaptive strategies focused on
the flexible adjustment of marketing decisions, the timely
identification of potential threats, and the integration of
crisis communications into the system of interaction with
key stakeholders.

Within the scope of the researched issues, the
processes of digital transformation are gaining increasing
importance, as they are not limited to the renewal of
international marketing tools but determine a profound
change in the paradigm of interaction between innovative
companies and consumers in global markets. The active
implementation of digital platforms, big data analytics
tools, personalized marketing and crisis communications,
as well as the formation of integrated digital ecosystems,
significantly expands the possibilities for scaling business
models, while simultaneously intensifying competitive
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innovation-intensive segment of the global
market. In the works of M.V. Crombrugge
and S. Stremersch, marketing in combi-
nation with risk management is regarded
as a strategic mechanism for reducing
demand uncertainty and innovation-related
risks, which makes it possible to align
creative investments in game development
with the requirements of commercial
efficiency [7]. Similarly, B. Libai, E. Muller

2023

2024

2025 2026 2027

E1Mobile games 1 Console games

#PC games & Cloud games and VR

- Advertising in mobile games

Fig. 1. Dynamics of changes in global gaming industry
revenues by type, 2023—2028 (forecast), USD billion

Source: compiled by the authors based on data from [5].

pressure and the level of strategic risks. Under such
circumstances, the adaptability of international marketing
strategies, complemented by systematic risk management,
acquires decisive importance, as it is precisely this
adaptability that ensures the ability of companies to
flexibly take into account technological, cultural, and
market differences of individual countries.

REVIEW OF LITERATURE

In contemporary academic research, the adaptability
of an international marketing strategy is considered a key
condition for ensuring the sustainable development of
companies under conditions of global uncertainty and
digital transformations. Thus, in the interpretation of L.l
Havryliuk, the adaptability of strategic marketing decisions
lies in a company's ability to systematically and con-
tinuously adjust its objectives, instruments, and managerial
approaches in accordance with dynamic changes in the
global market environment, national and cultural
characteristics, and the level of foreign economic risks,
which makes it possible to maintain long-term
competitiveness [2]. A similar line of reasoning is followed
by O.V. Yevtushok, L.A. Bakhchyvanzhy and L.Ya. Donets’,
who interpret the adaptability of international marketing
as a staged and dynamic process of forming managerial
decisions based on business analytics, a comprehensive
assessment of the external and internal environment, and
a flexible combination of marketing tools and com-
munications in the context of high turbulence of inter-
national markets [3].

The further development of this research area can be
traced in studies that emphasize the role of digital techno-
logies and data-driven approaches. In particular, L. Buiak
and Yu. Semenenko consider the adaptability of inter-
national marketing through the prism of the marketing
system's ability to transform strategic decisions and value
propositions based on the analysis of large data sets,
digital tools, and consumer clustering, which ensures a
personalized response to changes in customer behavior
in the global environment [1].

Considerable scholarly interest is also represented by
studies devoted to the gaming industry as a high-risk and

t# Advertising in non-mobile games

and V. Schoenmueller emphasize the role
of marketing as a tool for managing market
uncertainty through the modeling of
innovation diffusion, the management of
consumer interactions, and the forecasting
of behavioral risks in an environment of
high competition [9].

In the applied dimension of digital ga-
ming markets, R. Baltezarevic, B. Balte-
zarevic and |. Baltezarevic emphasize mar-
keting as a means of managing reputational, commu-
nication, and market risks, implemented through e WOM
tools, influencer marketing, and SEQ, and contributing to
the formation of an emotional connection with players [4].
These approaches are complemented by the study of
D. Shen, in which marketing in interaction with risk mana-
gementis interpreted as adynamic instrument of strategic
management of innovation and competitive risks
throughout the entire game life cycle, in particular through
cross-industry cooperation and the development of
intellectual property [12].

Overall, the analysis of scholarly publications indicates
that contemporary approaches to adaptive international
marketing strategies and to marketing in the gaming
industry increasingly integrate risk management tools,
digital analytics, and flexible communication mechanisms,
however, they require further generalization within a
unified conceptual model that would be oriented toward
crisis communications and risk management under
conditions of global turbulence.

2028

PURPOSE OF PAPER

The purpose of this article is to provide a theoretical
generalization and conceptual substantiation of the
adaptability of international marketing strategies of
innovative companies under conditions of global insta-
bility, digital transformations, and an increased level of
risks, as well as to determine the role of risk management
and crisis communications in the formation of sustainable
competitive advantages in international markets in the
context of the study of the gaming industry.

RESEARCH RESULTS

The modern gaming industry has evolved into a highly
dynamic and structurally complex global system, within
which mobile, console, and PC platforms operate and
interact, along with a wide range of market actors and
specialized segments shaped by technological innovations
and digital transformation. Such a multi-level market
configuration necessitates the application of adaptive
international marketing strategies oriented toward taking
into account heterogeneous consumer models, competitive
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pressure, and risks inherent in the globalized
digital environment. According to the data
presented in Fig. 1, a stable positive dynamic of
global gaming sector revenues can be observed,
which increased from USD 214 billion in 2023 to
a projected USD 266 billion in 2028, corres-
ponding to a cumulative growth of approximately
24% (Fig. 1). This trend confirms not only the
growing economic significance of this sector but
also emphasizes the need to implement flexible
marketing strategies and crisis communication
methods capable of ensuring the resilience of
innovative companies amid intensifying global
competition and uncertainty.

The highest growth rates are observed in the
segment of advertising in non-mobile games
(CAGR 56%) and in cloud and VR solutions
(16%), while mobile games remain the largest
source of revenues, demonstrating growth from
USD 108 billion to USD 137 billion over the
analyzed period. Taken together, these trends indicate a
shift in market focus toward a service-based model,
integrated advertising, and more technologically complex
gaming formats.

The dynamics of the development of the cloud gaming
segment indicate its exceptionally high growth rates within
the structure of the global gaming industry, which creates
new challenges and opportunities for the international
marketing of innovative companies. Thus, the volume of
the relevant market increased from USD 19 millionin 2019
to USD 464 million in 2024, that is, more than twenty-
fourfold, reflecting the effects of accelerated digital
transformation, the scaling of cloud technologies, and
changes in consumer models of access to digital content.
According to forecast estimates, by 2028 a further
increase of this indicator to USD 939 million is expected,
which effectively means its doubling compared to the 2024
level (Fig. 2).

Similarly, the AR/VR segment is characterized by high
dynamics, increasing from USD 112 millionin 2019 to USD
1.183 billion in 2024 (growth of more than tenfold) and to
aprojected USD 1.75 billion in 2028. Such growth rates
indicate a structural transition of the industry toward
more technologically complex formats, in which the
integration of cloud solutions and immersive technologies
becomes a key driver of innovation and long-term
competitiveness.

Thus, under contemporary conditions, it is precisely
the integration of advanced technological solutions with
adaptive marketing strategies and digital communication
tools that ensures effective product positioning in
international markets and enhances the efficiency of
interaction with consumers in different countries [12]. The
analysis of successful practices of company operations in
the field of digital entertainment makes it possible to
identify stable patterns of the influence of risk mana-
gement, the flexibility of strategic decisions, and crisis
communications on the achievement of marketing
objectives. The generalization of such cases allows for a
more thorough assessment of the factors determining the
effectiveness of marketing strategies in the gaming
industry, as reflected in Table 1.

2028

2024
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1 WA
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o112
2009 Fy9

500

1000 1500 2000

AR and VR games  ~Cloud games

Fig. 2. Dynamics of changes in the market volumes of
cloud and AR/VR games, 2019—2028 (forecast),

USD miillion

Source: compiled by the authors based on data from [5].

The examples presented in Table 1 confirm that the
success of innovative companies in high-technology
industries largely depends on their ability to develop
unique marketing solutions that combine emotional
impact with technological innovativeness. The use of
digital platforms, video content, and cross-promotions
creates a community engagement effect and streng-
thens trust in the brand. Thus, companies that actively
invest in creative forms of promotion demonstrate not
only growth in financial indicators but also an expan-
sion of the boundaries of their brand recognition, while
successful strategies contribute to the formation of
sustainable brands capable of extending beyond the
gaming space.

Over a long historical period, "Nintendo" has maintai-
ned a prominent position in the global video game market,
and the trajectory of its development is directly determined
by its ability to systematically generate innovative formats
of interactive entertainment and transform them into
competitive products. At the same time, the acceleration
of scientific and technological progress, the digital
transformation of the industry, and the evolution of
consumer behavioral models have contributed to the
formation of an extremely saturated competitive
environment, within which leading players, in particular
"Sony" and "Microsoft"”, direct their international
marketing strategies toward increasing the technical
power and performance of gaming platforms. In contrast
to this approach, the strategic logic of "Nintendo" is based
on prioritizing accessibility, intuitive interaction, and the
uniqueness of the user experience, which has enabled the
company to form a distinct market segment and ensure
sustained consumer loyalty [8]. At the same time, this
positioning model brings to the fore a number of strategic
risks and challenges for the company's international
marketing under conditions of growing global demand for
high-performance gaming systems, which necessitates the
implementation of adaptive strategies, the strengthening
of risk management, and the use of crisis communications
in competitive rivalry.

The evolution of the "Nintendo Switch" product line
demonstrates the company's intention to adapt its
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Table 1. Examples of the implementation of successful marketing strategies in the international
gaming industry

Marketing strategy Company

Case description

|7

Rovio
Entertainment

Cross-platform
promotion and video
content as a tool for
audience engagement

Owing to cooperation with the British
publisher Chillingo and the active use of
visual materials on YouTube, the
company managed to ensure rapid
growth in the popularity of the game
Angry Birds. The successful
combination of digital promotion and
branding made it possible to transform
the game into a global entertainment
brand, with expansion into the segments
of toys, souvenirs, and cinema.

Digital marketing Maxis /
campaign taking into
account gender
preferences of the

target audience

Electronic Arts

During the promotion of The Sims 2,
the company focused on an active
female audience aged 13-34. The use of
personalized campaigns in digital
media, in particular on the Yahoo
platform, contributed to the expansion
of demand, growth in sales, and the
creation of numerous add-ons and
special editions, which strengthened the
brand’s market position.

Use of video marketing
for emotional product
positioning

CD Projekt
Red

The release of The Witcher 3: Wild
Hunt was accompanied by the creation
of a cinematic trailer in cooperation
with Digic Pictures, which received
more than 14 million views. This
approach ensured a significant increase
in product recognition, and sales during
the first six weeks exceeded 6 million
copies, which confirmed the
effectiveness of the visual strategy in
the high-technology segment.

Source: systematized by the authors based on [6; 10; 11].

hardware ecosystem to the growing differentiation of
consumer demands, which is shaped by both technological
progress and changes in patterns of use of gaming
products (Table 2) [8].

The expansion of the model range was carried out
according to the principle of preserving the core gaming
philosophy of the Switch, while purposefully improving
specific characteristics important for different user
groups. This strategy enabled Nintendo to strengthen its

competitive position while simultaneously maintaining the
high attractiveness of the platform through generational
compatibility and the consistency of the gaming experience
[81.

The mass adoption of the "Nintendo Switch" platform
became an important factor in structural changes in the
global video game industry, causing both technological and
behavioral transformations in the activities of key market
actors. The combination of the platform's innovative

Table 2. Evolution of the Nintendo Switch ecosystem

Lite (2019)

Console
Ne | name and year Brief description Advantages over previous models
of release
1 |Nintendo Switch | A basic hybrid system that |- formation of a new market
(2017) combines portable and home |segment;
modes thanks to a flexible - ability to change the format of
design and modular play without loss of functionality;
controllers - universality of use
2 | Nintendo Switch | A compact portable version |- reduction of the entry cost into

of the console oriented
toward users who prefer
mobile gameplay and a more
affordable price proposition

the ecosystem;

- increased mobility;

- orientation toward a younger
audience and players who do not
require a stationary mode

Nintendo Switch
OLED Model
(2021)

experience

An updated modification
with an improved display,
enhanced audio support, and
reinforced construction,
aimed at creating a higher-
quality portable gaming

- premium visual quality;

- ergonomic improvements;

- strengthening competitiveness in
the segment of high-quality
portable devices while
maintaining compatibility with all
games

Source: systematized by the authors based on [8].
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Impact of the Nintendo Switch on the video game industry
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home gaming experience
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usage formats
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family-friendly

products

"| children, parents, and

Expansion of  the
boundaries of the
video game market:
engagement of

new casual players

in the industry structure

who were previously
not interested in games

Fig. 3. Impact of the "Nintendo Switch” on the video game industry

Source: developed by the authors.

hardware architecture with various segments of the
international market contributed to the formation of new
models of creation, distribution, and consumption of
gaming content, which, in turn, influenced the adaptation
of marketing strategies of innovative companies under
conditions of intensifying competition and uncertainty.
Such shifts highlight the need to integrate risk management
tools and crisis communications into the international
marketing system, as changes in consumer practices and
technological standards increase the market's sensitivity
to strategic decisions. In order to generalize the key
consequences of this impact, it is appropriate to present
them in a systematized form reflecting three basic
directions of transformation of the market environment
(Fig. 3).

The presented scheme demonstrates that the
success of the "Nintendo Switch" goes far beyond a
purely commercial effect, shaping new standards of
functionality, accessibility, and the perception of
gaming platforms. The device's impact can be observed
both in the growing role of indie developers and in the
activation of competitors, who have begun to
experiment with hybrid formats.

The competitiveness of leading international com-
panies in the global economy is formed primarily through
their ability to build a coherent system of strategic
management that takes into account the conditions of
the international environment. In the activities of
"Nintendo", this ability is manifested through a
comprehensive combination of managerial, investment,
and innovation decisions that ensure the brand's stable
positions in global markets. In the context of forming
an adaptive international marketing strategy, it is
appropriate to single out the key factors that determine
the effectiveness of the realization of the company's
competitive advantages:

— the use of modern concepts, methods, and models
of international management aimed at the development and
implementation of unique corporate and marketing
strategies with due consideration of regional market
characteristics;

— the formation of an extensive organizational
structure and a global managerial infrastructure that
ensures the coordination of marketing decisions between
the headquarters and local units;

— the purposeful search for and attraction of
investment resources necessary for the development of
the company's gaming platforms, digital services, and
branded franchises;

— systematic innovation management, which allows
not only maintaining "Nintendo's" competitive positions
in international markets but also actively influencing the
transformation of the global gaming industry under
conditions of globalization.

Thus, in the process of forming an adaptive inter-
national marketing strategy of Nintendo, it is advisable to
focus on the implementation of innovative approaches to
international business management that provide for the
comprehensive coordination of the management of
resource potential, human capital, and material and
technical support. It is also recommended to consider
innovative changes not only as a tool for increasing
operational efficiency but also as a factor in adapting
marketing activities to the dynamic conditions of
international markets. In turn, an orientation toward an
anti-crisis approach to management will make it possible
to ensure the sustainable development of Nintendo and
the preservation of its competitive positions in the global
environment.

The developed model for forming an adaptive
international marketing strategy of "Nintendo" represents
a structured logic of step-by-step managerial decision-
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Fig. 4. Model for the formation of an adaptive international marketing strategy of "Nintendo”

Source: developed by the authors.

making in the context of a changing and highly competitive
global market environment (Fig. 4).

The proposed approach is based on the consistent
consideration of external challenges, strategic risks, and
changes in consumer behavior, which actualizes the need
to integrate risk management tools and crisis commu-
nications into the international marketing system. Such a
model reflects not only the adaptability of the company's
strategic thinking but also its ability to promptly adjust
marketing decisions in accordance with transformations
of the global environment, ensuring the stability of com-
petitive positions in international markets.

The proposed model is based on a comprehensive
combination of analytical, informational, and strategic
components, which collectively ensure the timely identi-
fication of changes and trends in international video game
markets in the context of global competition. Of key
importance in its structure is the systematic assessment
of the company's competitive positions, as well as the
identification of market situations that signal the need to
adapt marketing strategies with due regard to potential
risks. The development of alternative scenarios for
marketing decisions within such a model increases the
flexibility of strategic choice while simultaneously
contributing to a reduction in the level of marketing risks
and to an increase in the effectiveness of risk management.
An embedded feedback mechanism, which provides for the
evaluation of the effectiveness of implemented decisions,
creates the prerequisites for continuous adjustment and

improvement of the international marketing strategy. The
practical implementation of this model forms a metho-
dological basis for a more complete utilization of Ninte-
ndo's competitive advantages in global markets and
contributes to ensuring its sustainable development under
conditions of transformational changes in the global
gaming industry.

CONCLUSIONS

Thus, under conditions of global turbulence, digital
transformations, and a growing level of market uncertainty,
the adaptability of international marketing strategies of
innovative companies acquires a system-forming
significance for ensuring their long-term competitiveness.
The effective integration of risk management and crisis
communications into the strategic architecture of
international marketing makes it possible not only to
minimize the negative impact of external shocks but also
to transformrisks into a source of strategic opportunities,
particularly in innovation-intensive sectors such as the
gaming industry. At the same time, it should be noted that
the effectiveness of adaptive strategies is determined by
a combination of flexible strategic thinking, the use of
digital analytics, an orientation toward changes in
consumer behavior, and the ability of companies to build
proactive communications with stakeholders in crisis
situations. The proposed conceptual model for forming an
adaptive international marketing strategy creates a
methodological basis for comprehensive management of
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risks and strategic changes in global markets. Further
research should be directed toward the empirical verifi-
cation of the effectiveness of the proposed model in
various sectors of the innovation economy, as well as
toward an in-depth analysis of the role of artificial
intelligence, data-driven approaches, and digital platforms
in improving crisis communications of international
companies.
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