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Abstract: With the rapid development of modern society and economy, customers' demand for 
products is also gradually increasing. Under the increasingly fierce market competition environment, 
there is a close relationship between marketing ability and its performance. Marketing is a 
necessary experience link in the development of an enterprise, which is an important foundation to 
ensure the survival and development of the enterprise in the market. Only by improving the 
marketing ability of the enterprise can it really help to improve the market competitiveness of the 
enterprise. Therefore, it is the only way for enterprises to develop collaborative e-commerce in the 
new economic era. In this case, how to improve the enterprise's market capitalization ability and 
performance becomes more and more important. This paper expounds the internal relationship 
between the two and points out that the enterprise's market capitalization ability has a positive effect 
on the improvement of performance. 

1. Introduction 
Nowadays, with the rapid economic growth of the country and the continuous improvement of 

the living standards of the Chinese people, the demand for the quality of enterprise products 
gradually tends to be high-quality, diversified and humanized products [1]. Marketing ability is the 
basis for enterprises to survive and develop in the market. The improvement of marketing ability 
becomes the key to scientific development of enterprises, and marketing ability is closely related to 
enterprise performance. At present, the market demand is gradually diversified and personalized, 
and the market competition situation is increasingly fierce [2]. In order to promote the stable and 
sustainable development of enterprises, systematic analysis should be made in combination with 
their own actual situation. This makes it necessary for enterprises to enhance the strength of 
enterprises through various means such as improving marketing capabilities, so as to maximize the 
profits of enterprises, so that enterprises are in a favorable position in the market competition. 
Collaborative e-commerce is to coordinate and coordinate the various elements involved in 
e-commerce [3]. The system is placed in an overall organized state to function as a whole. Only by 
constantly innovating can companies win in the fierce competition. As a result, more and more 
companies are hoping to capture the market and compete for consumers through continuous new 
product development, thereby gaining company growth and corporate profits. Take effective 
measures to strengthen marketing capabilities, comprehensively improve the ability of enterprises to 
respond to the market, strengthen performance management, and promote enterprises to maximize 
corporate profits driven by effective marketing capabilities. 

2. The Connotation of Marketing Ability and Its Performance 
2.1 Marketing ability and enterprise marketing performance 

At present, some scholars are committed to studying the influence of marketing capability on 
enterprise products and services. There is a close relationship between marketing capability and 
enterprise products and services. The stronger the marketing capability, the greater the potential 
value of the product, thus playing an important role in enhancing the economic value of the 
enterprise and promoting the stable operation of the enterprise [4]. How to strengthen the marketing 
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capability and enhance the potential value of products can effectively enhance the economic 
capability value of enterprises and enhance the successful operation of enterprises. Functional 
marketing theory is the bud of marketing ideas. As a way to develop marketing theory, 
functionalism has a unique function in marketing activities. The measurement and analysis of the 
marketing ability of an enterprise should start from the perspective of enterprise strategy and 
standardize the process of various economic activities. The marketing ability is the potential ability 
to optimize the allocation of internal resources to meet customer needs [5]. Only those companies 
that create superior customer value through the effective use of marketing capabilities can compete 
in an invincible position. Therefore, only by satisfying the needs of customers can the company's 
marketing ability be improved, and the company's business performance can be improved. Only 
companies that deeply understand this problem can gain a place in such fierce market competition. 

2.2 Reflect customer value 
Through the analysis of the marketing practice of the enterprise, the marketing ability has certain 

speciality, which is difficult to be imitated and replaced, which directly relates to the scientificity 
and effectiveness of the enterprise's own strategic decision-making. At the same time, the impact of 
marketing capabilities on business performance is also affected by environmental factors such as 
market volatility and technological turbulence. However, people's definition of marketing ability is 
not completely unified, but it is concluded that marketing ability needs to be considered from a 
strategic point of view, and is different from marketing resources [6]. Marketing activities have a 
more direct relationship with the company's new product commercialization performance, and to a 
certain extent, marketing activities can make up for the shortcomings of insufficient marketing 
resources. It is helpful to enhance the enterprise's own market competitiveness and promote 
enterprise marketing and small-scale promotion. Marketing is only a process. In the process of 
development, enterprises must be able to take the market as a guide, observe and evaluate various 
changing factors in time, and closely combine with the development of enterprises. Only in this way 
can they promote the good development of enterprises and improve their market competitiveness 
[7]. The marketing products of the enterprise have the advantages possessed by other products. The 
quality or performance of the products exceeds the expected experience of the customers and 
attracts the attention of the customers, thus promoting the smooth development of the marketing 
activities of the enterprise. In the operation and management of enterprises, the constant changes in 
the market will speed up the renewal of products and service concepts. Predicting customers' needs 
in time can highlight the market's competitiveness and strategic value. 

2.3 The influence of market environment and enterprise learning on marketing ability 
The market environment has been in the process of dynamic changes. In order to carry out 

business activities in this environment, it is necessary to constantly adjust the marketing strategies 
of enterprises according to the vibration of the market and seize the opportunities arising from the 
dynamic market in a timely manner, which plays a very important role in improving the profits of 
enterprises [8]. Enterprises have short-term marketing capabilities under the application of 
marketing theories, and strategic marketing theories have played an active role in promoting 
enterprises' short-term marketing capabilities [9]. With the continuous strengthening of employees' 
professional knowledge and skills, they can be well applied and developed in enterprises, and will 
also have a great impact on the development of enterprises. The commercialization ability of new 
products has a significant impact on the product innovation of enterprises. For a market with such 
fierce competition, it is an advantage to occupy the market and expand marketing volume. If the 
marketing ability is strong, it will often deepen the customer's satisfaction, which will greatly 
promote the increase of corporate profits [10]. In Chinese high-tech enterprises, many senior 
managers also have a similar tendency. They believe that as long as they have advanced 
technological capabilities and develop products and services with advanced features, they can win 
competition. In the management of enterprises, companies that are targeting the market will be 
more inclined to continuously introduce new products and services to adapt to this change, so as to 
successfully grasp and predict the needs of customers, and further highlight the strategic value of 
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market competitiveness. 

3. An Analysis of the Relationship and Influence between the Function and Performance of 
Sustainable Marketing Ability Based on Collaborative E-commerce 
3.1 The function of enterprise's market sustainable marketing ability 

In the research process of the enterprise's market sustainable marketing ability, it is necessary to 
play an important role in obtaining and maintaining its competitive advantage. Collaborative 
e-commerce is not only a matter between enterprises and customers, but also involves many 
departments and institutions in society. For example, the settlement of payment means requires the 
intervention of the banking industry, and the realization of online taxation requires the participation 
of the government. In such an environment, enterprises need to make continuous changes according 
to their own technical and marketing capabilities and in combination with the actual needs of 
society, so as to seize opportunities in a timely manner, which not only plays a role in the 
development of enterprises themselves. Marketing capability is the potential of an enterprise to 
allocate organizational resources to meet customer needs through effective and rapid processes and 
activities, which reflects the ability to generate and integrate market information (customers and 
competitors). Enterprises must work in concert with relevant social departments and be based on the 
electronicization of the whole society. Through online banking settlement, online insurance, online 
tax filing, online auditing, etc. Other enterprise capability systems foster and allocate enterprise 
resources, and gradually form a competitive advantage in delivering value to target market 
customers. In this development process, the company's sustainable marketing ability has a positive 
correlation with the company's performance. When the difference between a company's products 
and competitors' products or substitutes reaches a certain level, this difference will be considered 
valuable by consumers and will also bring good market performance to the company. 

3.2 Analysis of the relationship between marketing ability and performance 
There is a close relationship between marketing ability and performance. From the connotation 

of sustainable marketing ability, we can see that the main purpose is to obtain continuous customer 
satisfaction and ensure the coordination of internal organizations, so as to have a good 
communication with the market. Collaborative e-commerce can transfer real customer needs 
captured at the end of the value chain digitally among system partners. According to the 
requirements and priorities of different customer groups, different paths of information flow and 
material flow are selected and resources are allocated to achieve the synergistic advantage of the 
system. Through the development and application of unique capabilities, enterprises can achieve 
excellent performance. In order to be sustainable, these capabilities must be scarce, valuable, 
difficult to imitate and replace, and play a supporting role in corporate strategy. There are long-term 
and short-term differences in enterprise performance. These two different performances can change 
and influence each other. In the enterprise marketing culture, there are competitor-oriented, 
customer-oriented and internal customer-oriented elements. These elements play a role at the same 
time. An enterprise's potential ability to optimize the allocation of enterprise resources through 
effective transaction processes and related activities to meet customer needs is a comprehensive 
reflection of market effects. Through the cooperative work between enterprises and their partners, it 
can be expanded into an internet-based value cooperative network. The innovation of marketing 
plan can make the differentiation advantage of new products of enterprises not be destroyed by 
rivals very soon, and at the same time, the innovation of marketing plan can also bring good new 
product performance for enterprises. 

3.3 An analysis of the influence of enterprise marketing capability on performance 
Under the development environment of market economy, the improvement of enterprise's 

marketing ability becomes the basis for the improvement of enterprise's market competitiveness. 
Under this development situation, enterprises should pay full attention to the diversified application 
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of marketing methods, promote the improvement of enterprise's market competitiveness, and 
ultimately improve enterprise's performance. Effective strengthening of marketing capability is 
conducive to strengthening the central competitiveness of enterprises. Collaborative e-commerce 
providers not only provide their products to customers, they also provide complete services. From 
personnel training before system installation to system installation to maintenance and consultation 
during implementation, the service of product providers runs through all the time. The improvement 
of marketing ability plays a direct role in improving the enterprise's performance. We should pay 
attention to the value of marketing ability. In the process of market competition, the difference 
between value and cost is larger than that of competitors to ensure the embodiment of its value. 
However, driving customer choice behavior is not only a product that meets specific needs, but also 
the extent to which it can better meet specific needs. Companies using collaborative e-business 
solutions can leverage customer relationship management applications to optimize customer 
segment portfolios and interact in real time through call centers, web conferencing, email, and more. 
Companies that are targeting the market will be more inclined to continue to introduce new 
products and services to adapt to this change, so as to successfully grasp and predict customer needs, 
and further highlight the strategic value of market competitiveness. 

4. Management Enlightenment 
Marketing ability is an important factor in the process of enterprise development, which 

effectively promotes enterprise performance. Only in this way can we help to support the 
enterprise's strategy, thus better coping with the actions of competitors, and maximize the value of 
marketing strategy. The learning environment of the enterprise can achieve better learning effect 
and finally be reflected in the marketing ability, which is conducive to maintaining and enhancing 
the marketing ability. It requires enterprises to allocate resources around a common vision in order 
to further develop and strengthen their marketing capabilities. In the actual operation process of 
enterprises, organizational learning orientation requires enterprises to carry out diversified analysis 
of potential needs of customers based on their openness, and explore the direction of future changes 
in customer needs, so as to improve their marketing ability in an all-round way. In addition, the 
influence of marketing ability and performance is mainly reflected in organizational learning and 
marketing ability. Learning orientation and learning environment play a decisive role in the learning 
tendency and learning effect of enterprises. The learning environment of enterprises can show that 
enterprises are in a good state of operation. Strengthening the professional knowledge learning and 
training of marketing personnel can effectively enhance the marketing ability of the market. 
Through continuous research and analysis of the market, enterprises can improve their ability to 
identify market demand, customer demand trends and analyze the market. 

Marketing capability not only directly drives enterprise performance, but also indirectly 
influences enterprise performance through customer value. In the market economy environment, 
technological turbulence has a moderating effect, but the greater the technological turbulence in the 
environment, the smaller the driving effect of marketing ability on enterprise performance, and the 
inverse proportional relationship between them. At the same time, collaborative e-commerce not 
only facilitates the collaborative work of relevant personnel, but also facilitates employees' 
participation in enterprise management. Thus greatly mobilized the enthusiasm of all staff, so that 
the enterprise is full of vitality. To implement marketing activities in turbulent environment, we 
should adjust marketing ability according to the turbulent degree of environment, so as to better 
meet the needs of customers in the market. Organizational learning orientation has a positive 
driving effect on competitiveness, but under the influence of factors such as the nature of marketing 
capability, organizational learning orientation has no obvious driving effect on marketing capability. 
This may be due to the nature of marketing capability, which requires enterprises to be open enough 
to capture customers' current needs and their future trends, and to learn about the characteristics of 
competitors' products and services and their future trends. In the actual process of strengthening 
learning, enterprises analyze and study the potential needs of customers according to their own 
conditions, strengthen the optimal and reasonable utilization of internal resources integration, 
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explore new resources, open up new markets, and realize the stable development of enterprises 
themselves. 

5. Conclusion
The important development factor of an enterprise is the operation and development of its

marketing capability, which can not only improve its marketing performance, but also better 
demonstrate its product value and customer value, thus laying a foundation for the development of a 
comprehensive market. The improvement of marketing ability has become the basis for the survival 
and development of enterprises in the market. We should pay full attention to these basic levels and 
consider the implementation of strategies to improve marketing ability in various aspects, so as to 
lay the foundation for the improvement of enterprise performance. Correspondingly, enterprises no 
longer only emphasize the life-and-death competition, but also pay more attention to the win-win of 
increasing revenue and cutting expenditure. Collaborative e-commerce just conforms to this trend. 
It emphasizes the coordination of departments and institutions, and forms a higher level virtual 
dynamic alliance among enterprises. In order to strengthen the enterprise's marketing ability, we 
should carry out all-round analysis according to our own reality, insist on keeping pace with the 
times, change the marketing concept, accurately grasp the customer's psychology, predict the 
change of customer's demand, optimize the enterprise's internal resources, develop the marketing 
ability, and comprehensively improve the economic and social benefits of enterprise operation. 
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