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Abstract

This paper focuses on an in-depth study of marketing response strategies for enterprises based on
accounting profits. First, it outlines the challenges in analyzing marketing response strategies based
on accounting profits. Then, using various analytical methods, it analyzes the significance of such
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analysis from multiple perspectives, including optimizing resource allocation, enhancing economic
benefits, strengthening market competitiveness, consolidating market position, and supporting
sustainable corporate development to ensure long-term interests. It details the performance of dif-
ferent marketing strategies at the level of accounting profits. Furthermore, it proposes targeted
strategies in terms of precise market positioning and focusing on target customer strategies, opti-
mizing marketing strategies, continuously improving cost-effectiveness, and establishing risk early
warning and dynamic adjustment strategies. The aim is to help enterprises fully consider account-
ing profit factors in marketing decision-making, achieve profit maximization and sustainable devel-
opment goals, and also provide theoretical basis and practical guidance for enterprises to flexibly
adjust marketing strategies in a complex and ever-changing market environment.
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