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Abstract

This article aims to explore the impact of term system and contractual management on the execution
of marketing strategies. Through in-depth analysis of relevant theories and cases, it has been found that
the term system can motivate managers to develop and implement long-term marketing strategies,
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ensuring their alignment with the company’s long-term development goals; contractual management
enhances the operability and execution of marketing strategies through clear goal setting and perfor-
mance evaluation. The two management systems complement each other in the execution of market-
ing strategies, jointly promoting the achievement of corporate strategic goals. This study not only en-
riches the theoretical system of marketing strategy management, but also provides useful references
for enterprises to optimize management systems and enhance the execution of marketing strategies
in practice.
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