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Annotation:This article examines the essence of the enterprise marketing system based on F.
Kotler’s concept and explores the role of analytical, operational, and communication functions in
shaping effective marketing activities. It emphasizes the influence of external socio-economic,
demographic, technological, political-legal, and cultural factors, as well as the strategic impact of
competitors on the development of marketing systems. The paper argues that marketing is not
limited to trade and advertising, but represents a comprehensive function that determines the
enterprise’s ability to build competitive advantage. Special attention is given to the need for
interactive marketing mechanisms in modern business, highlighting the importance of two-way
communication, digital technologies, CRM systems, social media, and personalized consumer
engagement. The article concludes that developing interactive marketing mechanisms enhances
customer loyalty, increases market responsiveness, and ensures sustainable business growth.
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The marketing system, according to F. Kotler, represents a complex set of the most important
relationships and flows of information that arise between an enterprise and various market
participants, such as suppliers, intermediaries, sellers, consumers, competitors, and other external
entities involved in the sale of goods and services. The marketing system of an enterprise takes
shape based on the strategic view of its market activity, and it constantly evolves in response to
changes in this environment. The main reason for the formation and transformation of the
marketing system is the dynamics of market conditions and conjuncture. The marketing system
of an enterprise is influenced by the external environment, including socio-economic,
demographic, technological, political-legal, and cultural factors. The success of marketing
activity depends on how well the enterprise’s opportunities align with market requirements. At
the same time, competitors exert a noticeable impact on the enterprise’s marketing system, and
their changing market strategies often force the enterprise to adopt new directions and initiate
innovation within its own marketing processes.

Marketing is not limited only to trade and advertising; it is a much broader function that plays a
critical role in the long-term development of the enterprise. The more significant the role of
marketing, the higher the probability that the enterprise will be able to build a strong marketing
capability and competitive advantage. The marketing sector of the enterprise typically operates
in three main functional areas: analytical activities, operational (production and sales) activities,
and communication activities.

The analytical function involves the ability to conduct marketing research, identify consumer
needs, and analyze competitors. Through this function, the enterprise is able to determine
competitive advantages, segment the market, select the most profitable target segments, and
build an effective marketing information system.

The production and sales (operational) function includes the development and delivery of
goods and services that meet consumer needs. At this stage, the enterprise designs products that
are necessary for the target audience (product policy), sets attractive and competitive prices
(pricing policy), and ensures the availability of goods to consumers through effective distribution
channels (place/distribution policy).

923

COMPANY: GERMAN INTERNATIONAL JOURNALS

https://ijmri.de/index.php/jmsi




JOURNAL OF
MULTIDISCIPLINARY

ISSN NUMBER: 2751-4390

SCIENCES AND INNOVATIONS IMPACT FACTOR: 9,08

The communication function is aimed at delivering information to consumers and building
strong relationships with the market. This includes advertising, personal selling, public relations,
and sales promotion activities that encourage consumer interest, loyalty, and long-term
engagement.

In the modern digital economy, traditional marketing approaches are no longer sufficient to
maintain competitiveness. Therefore, enterprises must develop interactive marketing
mechanisms that ensure two-way communication, personalization, and real-time feedback with
consumers. Interactive marketing involves the integration of digital platforms, social media,
CRM systems, mobile applications, and data analytics to create deeper customer engagement. It
allows businesses to track consumer behavior, respond instantly to changes in demand, and offer
customized solutions. Moreover, interactive marketing strengthens customer loyalty, enhances
brand image, and increases the effectiveness of marketing strategies through continuous dialogue
with the target audience.

To successfully implement interactive marketing mechanisms, enterprises must invest in digital
technologies, improve organizational flexibility, train staff in modern marketing tools, and build
a customer-centered culture. The combination of analytical accuracy, operational efficiency, and
effective communication, supported by interactivity and innovation, forms a powerful marketing
system that drives sustainable competitive advantage and long-term business growth.
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