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In the 21st century, the development trends of the market economy have fundamentally 

improved the practices of organizing business operations, leading to intensified competition 

among enterprises. In this context, consistent priority is being given to measures aimed at 

capturing a broad segment of the global goods and services market, entering new markets, and 

increasing the market turnover of products and services through gaining consumer trust. 

It is evident that only those enterprises that effectively utilize marketing programs in their 

operations are achieving positive results in fulfilling this strategic objective. Therefore, 

conducting a comparative analysis of how leading foreign companies — which have achieved 

success in this area — apply marketing programs in practice, and identifying opportunities to 

creatively adapt their experience in the organization and development of local enterprises, holds 

significant scientific and practical relevance.  

According to global practice analysis, priority was initially given to the use of marketing 

programs in the operations of U.S. companies. In this regard, it is appropriate to highlight a 

statement by Jack Welch, the CEO of the diversified industrial giant General Electric (GE), 

which is considered a ―driver‖ of the U.S. industrial sector. He stated: “To stay ahead, a 

company must implement innovations into its operations based on a prior understanding of 

market demand changes — otherwise, the company will face a crisis.” This statement 

demonstrates that the effectiveness of enterprise operations is directly linked to marketing 

programs. Furthermore, Jack Welch is widely credited with significantly increasing GE’s 

economic efficiency during his tenure compared to other company leaders (1981–2001). Due to 

his outstanding contribution, when he retired in 2001, he was awarded a financial incentive 

package totaling $417 million. 

During the leadership of Jack Welch, the U.S.-based General Electric (GE), a diversified 

conglomerate, underwent deep structural transformations in corporate management. One of 

the key priorities was ensuring that every management decision was closely linked with the 

company’s marketing programs. 

According to research conducted by American economists Philip Kotler and Kevin Lane 

Keller, the use of marketing programs in the company's operations significantly enhanced the 
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connection between production and consumers, which in turn led to high economic 

performance. 

In general, GE was founded on April 15, 1892, and has maintained its status as one of the 

leading industrial companies in the United States for over 130 years. It has played a crucial 

role in promoting innovation-driven development in various industrial sectors across the 

country. Moreover, GE is recognized not only as one of the largest diversified corporations in 

the U.S., but also globally — currently operating more than 150 subsidiaries across different 

countries around the world. 

In his scientific research focused on the use of marketing programs in organizing the 

activities of U.S. enterprises, Philip Kotler found that the marketing strategies applied in the 

operations of General Electric (GE) had similar characteristics later observed in other major 

companies such as Sears, Levi’s, General Motors, Kodak, Xerox, Microsoft, Walmart, Intel, 

and Nike. 

In his studies, R. Milanovich analyzed the application of marketing programs in U.S. 

companies and found that the country’s residents rank among the world’s leaders in utilizing 

marketing services. According to his analysis, all medium and large enterprises in the U.S. 

have established marketing departments within their operations. In addition, there are 

numerous external marketing service providers and consulting centers that work directly 

with companies. These organizations operate in the following key areas: 

 Conducting marketing research aimed at segmenting the market, selecting a market 

segment that aligns with the company's economic and production capabilities, entering new 

markets, and expanding market coverage in order to increase the turnover volume of the 

company’s products and services; 

 Strengthening the company’s market position through brand marketing services, 

including identifying opportunities to maintain and secure that position; 

 Building direct communication between the producer and the consumer to earn consumer 

trust, studying customer needs, and adapting the company’s production practices to meet 

consumer demands; 

 Developing commercial channels through marketing services to optimize the sale of the 

company's products and services, improve after-sales service, and identify optimal options 

for purchasing resources needed for production—ultimately ensuring and increasing a 

favorable ratio between company revenues and expenses. 

Based on the analysis of the extensive use of marketing programs in the operations of U.S. 

companies, it has been determined that this process is founded on the principles of priority, 

demand orientation, innovation activity, creativity, and efficiency, which are explained as 

follows: 

Priority Principle – This principle implies that in organizing any enterprise's operations and 

carrying out production processes, priority must be given to the use of marketing programs. 

Given the openness of the U.S. economy compared to other countries and the presence of 

intense competition, the organization of enterprise activities and their economic efficiency 

indicators are closely linked to marketing programs. 

Demand Orientation Principle – Also referred to in some economic literature as consumer-

oriented or market-driven marketing. This principle emphasizes establishing mutual 

relationships between the company and its consumers, ensuring the production of goods and 

services that match consumer demand. In many industrially developed countries, including the 

United States, companies establish interaction with their consumers through mobile applications, 

the internet, and social media platforms, allowing customers to express their opinions on product 

usefulness, quality, and pricing. These customer insights are thoroughly analyzed by marketing 
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specialists, who then develop strategic plans to improve the company’s performance and 

strengthen its market position. This principle plays a key role in ensuring regular market 

research within company activities. 

Innovation Activity Principle – This principle identifies directions for achieving high economic 

efficiency by introducing new ideas, developments, and innovation projects into practice 

through the use of marketing programs in enterprise operations. These efforts aim to enhance the 

efficiency of production processes and ultimately increase innovation activity within the 

enterprise. 

Creativity Principle – This principle emphasizes prioritizing the hiring of creative-thinking 

employees within the marketing program implementation team when organizing business 

operations. Employees with innovative thinking skills are capable of generating new ideas based 

on current circumstances and developing projects aimed at applying these ideas to business 

practices. This principle is closely related to the innovation activity principle, as it reflects the 

origin stage of innovative ideas. 

Efficiency Principle – The main goal of using marketing programs in enterprise operations is to 

improve the quality and quantity indicators of the goods and services produced by the 

company, their sales performance, and the satisfaction of consumer demand. This principle is 

reflected in positive economic efficiency outcomes achieved through marketing programs, such 

as increased market coverage, entry into new markets, growth in the turnover volume of the 

company’s goods and services, and positive trends in the company’s net profit. 

According to analyses, U.S. companies hold a leading position globally in the practical use 

of marketing activities compared to enterprises in other countries. In this context, it is worth 

highlighting a statement made by Jim Koch, the founder of Boston Beer Company, regarding 

his efforts to grow the company: “We constantly seek and develop revolutionary innovations 

based on market research into how beer lovers perceive this foamy drink, and we implement 

these innovations into the company's operations to create something new.” 

Based on the previously mentioned remarks by Jim Koch, founder of Boston Beer Company, a 

leading producer of soft and refreshing beverages in the U.S. food industry, it can be concluded 

that under market economy conditions, a key factor for the development of any enterprise is 

the effective use of marketing programs in organizing its operations — particularly in making 

management decisions and achieving strategic development goals. 

To this day, the world has witnessed several major industrial revolutions: 

The first industrial revolution occurred at the end of the 18th century with the invention of the 

steam engine, which led to the mechanization of production processes in industrial enterprises. 

Over a century later, toward the end of the 19th and the beginning of the 20th century, the 

widespread adoption of electrification, conveyor systems, labor division, and mass 

production processes sparked the second industrial revolution. 

By the end of the 20th century, the integration of scientific advancements into industrial 

production, with a focus on electrotechnology and information technology, led to the 

development of automated manufacturing, marking the third industrial revolution, as 

recognized by the global community. 

At the beginning of the 21st century, the intensification of competition in global industrial 

production led enterprises to prioritize measures aimed at achieving higher economic efficiency 

by integrating information technologies into their management and production processes. 

By 2011, during an industrial exhibition held in Hanover, Germany, the German government 

introduced a strategy to transform industrial enterprises into "Smart Factories." This strategy 

emphasized deep integration of modern information technologies into enterprise management, 

production processes, and quality control. The widespread use of Cyber-Physical Systems (CPS) 
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— part of the information technology industry — in industrial production was recognized as a 

driving force behind the Fourth Industrial Revolution. 

In this context, it is appropriate to draw attention to the essence of the ―Industry 4.0‖ concept. 

This concept is primarily based on digital technology terms such as the ―Internet of Things 

(IoT)‖ and ―Internet of Everything (IoE).‖ According to this concept, any process can be 

connected to the existing internet infrastructure, which applies to almost all socio-economic 

activities. This includes physical objects such as household appliances, equipment, vehicles, 

buildings, as well as processes in industry, agriculture, and service sectors. 

In global practice, the occurrence of industrial revolutions has not only led to technical and 

technological advancement of enterprise operations but has also accelerated the dynamics of 

goods and services production. As a result, the need to improve the marketing programs used in 

enterprise activities emerged. This gave rise in economic literature to the development of 

various marketing concepts, particularly the "Marketing Mix" frameworks such as the 4P, 5P, 

6P ... up to 12P models. Furthermore, in the practices of developed countries implementing the 

Industry 4.0 concept, enterprises increasingly use online marketing programs and applications 

based on products from the information technology industry. 

In general, internet marketing programs are now widely used in developed countries. Producers 

of goods and services regularly share information with their consumers through social media 

channels about production processes, product ranges, consumer features, competitive 

advantages, purchasing and delivery options, and after-sales service. For instance, large online 

platforms such as Apple TV, Hulu, Netflix, and Amazon TV are frequently used to broadcast 

advertisements for products and services. These major platforms are increasingly replacing 

traditional radio and television advertising. 
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