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Abstract: This thesis focuses on the theoretical and methodological
foundations of assessing the marketing potential of service enterprises. Key
components of marketing potential, including market opportunities, marketing
resources, staff qualifications, and innovation activity, are examined. The study
demonstrates the importance of marketing potential assessment in determining
strategic development prospects. A comprehensive evaluation model is
proposed, highlighting its practical significance for service enterprises.
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Annotatsiya: Mazkur tezis xizmat ko ‘rsatish korxonalarining marketing

salohiyatini baholashning nazariy-uslubiy asoslariga bag ‘ishlangan.
Marketing salohiyatining tarkibiy elementlari, jumladan, bozor imkoniyatlari,
marketing resurslari, xodimlar malakasi va innovatsion faoliyat darajasi
o ‘rganilgan. Zamonaviy iqtisodiy sharoitda marketing salohiyatini baholash
korxonaning strategik rivojlanish istigbollarini belgilashda muhim omil
ekanligi asoslangan. Marketing salohiyatini kompleks baholash modeli taklif
etilib, uning amaliy ahamiyati ko ‘rsatib berilgan.

Kalit so‘zlar: marketing salohiyati, baholash modeli, xizmat ko ‘rsatish

korxonasi, strategik rivojlanish, marketing resurslari.

OILIEHKA MAPKETHUHI'OBOI'O IOTEHIIUAJIA IIPEJNPUATHI
CO®EPHI YCJYI': COBPEMEHHBIE TIOAXOAbI U MOJAEJIN

HcaxoBa Hamma UkpomKoHOBHA

He3aBucuMeIil ncciieqoBaTeib

Y PreHuckoro rocyapCTBEHHOIO YHUBEPCUTETA

JoneHt TamkeHTCKOro rocy1apCTBEHHOI0 YKOHOMUYECKOT O
YHUBEPCUTETA, KAHAUIAT SKOHOMUYECKUX HAYK
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Annomayun:. Te3uc noceiwen  meopemurko-memooo102udecKum
OCHOBAM OYEHKU MAapKemuHe08020 NOMEHYUALa npeonpusmuil cgepul yciye.
H3yuenvt oCHOBHble 3leMeHmbl MAPKemuH208020 HOMEHYUald, 6KI0Yds.
DbIHOYHbBIE — BO3MOJICHOCMU, MAPKEMUH208ble  pecypcol,  KEAIUDUKAYUIo

nepcorala u ypoeeHb uHHOBClZﬂlOHHOZZ axkmuenocmu. OOOCHOBAHO 3HAYEHUE

OYEHKU MAapKemuH208020 NOMeHYuaia OJs onpeoeieHus CmpameuiecKux
nepcnekmue pazeumusi npeonpusamus. lIpeonosicena KOMHIEKCHAS MOOeb
y N
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OYEHKU MapKemuHeo060c0 nomeryuala u nokasana ee npakmudeckas

3HAYUMOCb.
Knrwouesvle cnosa: mapkemuneovlli NOMEHYUAL, MOOelb OYEHKU,

npeonpusmue cgepvl yciye, cmpamecuyeckoe pazeumue, MAapKemuH208ble

pecypcbl.

INTRODUCTION

Marketing potential is one of the key determinants of the successful
operation and sustainable development of service enterprises. It reflects the
enterprise’s ability to identify market opportunities, satisfy customer needs, and
effectively utilize available resources. In the conditions of growing competition
and rapidly changing consumer preferences, the assessment of marketing
potential becomes increasingly important.

Modern approaches to evaluating marketing potential involve the
analysis of market position, marketing resources, innovation capacity, and
customer relationship management. Accurate assessment of marketing
potential enables enterprises to develop effective strategies and improve their
market performance. This study focuses on modern approaches and models
used to assess marketing potential in service enterprises.

MAIN PART

The concept of marketing potential has attracted increasing attention
among researchers due to its significant role in determining enterprise
competitiveness and long-term development. Marketing potential reflects the
ability of an organization to effectively utilize its resources, adapt to market
conditions, and satisfy customer needs [1].

Kotler defines marketing potential as the enterprise's capability to

identify market opportunities and transform them into sustainable competitive

advantages. According to his approach, marketing resources and competencies
are essential components of organizational success [2].
o
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Hollensen emphasizes that marketing potential includes both tangible

and intangible resources, such as brand value, customer relationships, market
knowledge, and innovation capacity [3].

Recent studies suggest that assessing marketing potential requires a
comprehensive evaluation framework. Researchers have developed
multidimensional models that combine financial indicators, customer
satisfaction measures, and innovation performance metrics [4].

Lovelock and Wirtz argue that in service enterprises, marketing potential
Is strongly influenced by employee competence and service quality. Therefore,
human resources are considered a critical component of marketing capabilities
[5].

The development of digital technologies has introduced new approaches
to marketing potential assessment. Chaffey notes that digital analytics tools
provide enterprises with opportunities to measure customer engagement and
evaluate marketing effectiveness more accurately [6].

Academic research also highlights the importance of strategic flexibility
in enhancing marketing potential. Organizations capable of adapting quickly to
changing market conditions are more likely to maintain sustainable growth and
competitiveness [7].

International organizations increasingly recognize marketing potential as
a key factor supporting innovation and economic development [8]. Recent
reports indicate that enterprises investing in marketing capabilities achieve
stronger market positions and higher business performance [9].

The methodological framework of the study is based on system analysis,
comparative evaluation, and theoretical generalization methods. Scientific
literature concerning marketing potential, strategic marketing, and enterprise
development was analyzed to identify the main components of marketing
potential. Comparative methods were employed to evaluate existing models
and approaches used for assessing marketing potential in service enterprises.
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The study applies a systematic approach to examine the interaction between

marketing resources, innovation capabilities, customer relationships, and
market opportunities. Additionally, logical reasoning and abstraction methods
were used to classify key indicators of marketing potential and determine their
significance in ensuring sustainable enterprise development. The obtained
results provide a theoretical basis for improving marketing potential assessment
practices.

In modern market conditions, the sustainable development and
competitiveness of service enterprises largely depend on the level of their
marketing potential. Marketing potential reflects the enterprise’s ability to
effectively utilize available resources, identify market opportunities, satisfy
customer needs, and adapt to environmental changes. As competition
intensifies and customer expectations become more sophisticated, the
assessment of marketing potential becomes an essential element of strategic
management.

The analysis of theoretical approaches shows that marketing potential is
a multidimensional concept that includes human resources, financial
capabilities, technological infrastructure, brand value, customer relationships,
and innovation capacity. Unlike traditional performance indicators that focus
primarily on financial outcomes, marketing potential provides a broader
perspective on an enterprise’s long-term development opportunities. Therefore,
assessing marketing potential allows managers to identify hidden reserves and
formulate more effective development strategies.

One of the most important components of marketing potential is market
knowledge. Service enterprises operating in highly competitive environments
must continuously monitor customer behavior, market trends, and competitors’
activities. The availability of accurate market information enables
organizations to respond quickly to changing customer preferences and
emerging business opportunities. Enterprises possessing strong market
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intelligence systems are generally more successful in introducing innovative

services and maintaining customer loyalty.

The analysis indicates that customer relationship management plays a
significant role in determining marketing potential. Service enterprises rely
heavily on customer satisfaction and long-term relationships because services
are characterized by direct interaction between providers and consumers.
Strong customer relationships contribute to repeat purchases, positive word-of-
mouth promotion, and improved brand reputation. Therefore, customer
relationship management capabilities should be considered a critical indicator
of marketing potential.

Human resources constitute another essential element of marketing
potential. Employees directly influence service quality, customer experiences,
and organizational performance. Skilled personnel possess the ability to
identify customer needs, provide personalized services, and implement
innovative marketing initiatives. Consequently, enterprises investing in
employee training and professional development strengthen their marketing
capabilities and improve overall competitiveness.

Technological resources have become increasingly important in
assessing marketing potential. Digital transformation has significantly altered
marketing activities, requiring enterprises to utilize advanced technologies for
communication, promotion, and customer engagement. Organizations
equipped with modern information systems, digital marketing platforms, and
analytical tools possess greater opportunities to improve marketing
effectiveness and operational efficiency.

Innovation capacity is also recognized as a key component of marketing
potential. Innovative enterprises demonstrate a higher ability to adapt to market
changes and develop unique service offerings. The introduction of new
technologies, service concepts, and marketing approaches enables
organizations to differentiate themselves from competitors and create
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additional customer value. Therefore, innovation should be considered an

important indicator when evaluating marketing potential.

The analysis further reveals that brand strength significantly influences
marketing potential. A strong brand contributes to customer trust, recognition,
and loyalty. Service enterprises with established brands often enjoy competitive
advantages because consumers associate their services with quality and
reliability. As a result, brand equity becomes an important intangible asset that
enhances marketing capabilities and market performance.

Another important factor affecting marketing potential is organizational
flexibility. Modern business environments are characterized by rapid changes
in technology, consumer preferences, and competitive conditions. Enterprises
capable of adapting quickly to these changes are more likely to maintain
sustainable growth. Organizational flexibility enables businesses to modify
marketing strategies, introduce new services, and respond effectively to
external challenges.

The assessment of marketing potential requires the application of
comprehensive evaluation models. Traditional methods based solely on
financial indicators are insufficient because they fail to capture intangible
marketing assets. Modern approaches recommend combining quantitative and
qualitative indicators to achieve a more accurate assessment. These indicators
may include customer satisfaction levels, employee competence, brand
recognition, innovation activity, and digital readiness.

The findings demonstrate that enterprises possessing high marketing
potential achieve superior market performance compared to competitors with
limited marketing capabilities. Strong marketing potential enables
organizations to expand market share, improve customer satisfaction, and
increase profitability. Furthermore, enterprises with well-developed marketing
resources are better prepared to manage risks and adapt to economic

uncertainties.
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The results also indicate that digitalization has introduced new

dimensions to marketing potential assessment. Digital marketing capabilities,
online customer engagement, and data analytics competencies have become
critical determinants of enterprise success. Organizations investing in digital
transformation strengthen their marketing potential and improve long-term
competitiveness.

In conclusion, the assessment of marketing potential provides valuable
information for strategic decision-making and organizational development.
The study confirms that marketing potential is a complex system consisting of
market knowledge, customer relationships, human resources, technological
capabilities, innovation capacity, and brand value. Enterprises that
systematically evaluate and develop these components are more likely to
achieve sustainable growth and maintain competitive advantages in dynamic
service markets.

CONCLUSION AND RECOMMENDATIONS

The conducted research demonstrated that marketing potential is one of
the most important strategic resources determining the competitiveness,
sustainability, and long-term development of service enterprises. In modern
business conditions characterized by rapid technological changes, increasing
competition, and continuously evolving customer expectations, enterprises
must possess sufficient marketing capabilities to maintain and strengthen their
market positions. Therefore, the assessment and development of marketing
potential have become critical tasks for service organizations seeking
sustainable growth.

The analysis revealed that marketing potential is a multidimensional
concept consisting of several interconnected components, including marketing

resources, customer relationship management capabilities, human capital,

innovation capacity, digital technologies, brand value, and market intelligence
systems. The effectiveness of these components directly influences the ability
o
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of enterprises to identify market opportunities, satisfy customer needs, and

create competitive advantages.

The study confirmed that enterprises with a high level of marketing
potential demonstrate stronger adaptability to changing market conditions.
Such organizations are capable of responding quickly to shifts in consumer
behavior, technological developments, and competitive pressures. Moreover,
they are more successful in introducing innovative services, expanding their
customer base, and increasing profitability. Marketing potential therefore
serves not only as an indicator of current capabilities but also as a determinant
of future business performance.

Particular attention should be given to the role of digital transformation
In strengthening marketing potential. The widespread use of digital marketing
tools, customer analytics systems, social media platforms, and online
communication channels has significantly expanded the opportunities available
to service enterprises. Digital technologies improve the efficiency of marketing
activities and enable organizations to better understand customer preferences
and market trends.

The findings also indicate that human resources represent one of the most
valuable elements of marketing potential. Skilled employees contribute to
service quality, customer satisfaction, and innovation. Consequently,
investments in employee development, professional training, and marketing
competencies are essential for improving organizational performance.
Enterprises that continuously develop their human capital are more likely to
achieve sustainable competitive advantages.

Another important conclusion concerns the role of innovation.
Innovative enterprises demonstrate greater flexibility and stronger market

performance than organizations relying solely on traditional approaches. The

ability to introduce new services, adopt modern technologies, and implement
— 022020 s 106 m—— !
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Innovative marketing strategies significantly enhances marketing potential and

organizational competitiveness.

Based on the results of the research, several practical recommendations
can be proposed. First, service enterprises should establish comprehensive
systems for assessing marketing potential using both quantitative and
qualitative indicators. Second, organizations should increase investments in
digital marketing technologies and customer analytics tools. Third, greater
attention should be paid to employee training and the development of
marketing competencies. Fourth, enterprises should strengthen customer
relationship management systems and continuously monitor customer
satisfaction levels. Fifth, management should encourage innovation and
support the development of new service concepts and marketing solutions.

In conclusion, marketing potential should be viewed as a strategic asset
that influences all aspects of enterprise development. The systematic
assessment and improvement of marketing potential will enable service
enterprises to strengthen competitiveness, increase customer satisfaction,
improve operational efficiency, and ensure sustainable growth in an

increasingly dynamic market environment.
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