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The basic concept of interaction marketing is that the relations with buyers and other participants of the pro-
cess of purchase and sale become the object of marketing theory. Unlike classical marketing interaction marketing 
considers communications with buyers and business partners as any long-term mutual relations of a fi rm with its 
partners promoting profi ts extractions and satisfaction of regular customers’ requirements.
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Interaction marketing concept was widely 
adopted by industrial (business-to-business) 
markets having a number of differences from 
traditional (business-to-customer) markets of 
consumer goods. In business-to-business mar-
keting a purchase and sale process Is viewed 
as a long and continuous process of interaction 
between the organization-seller and the organ-
izations-buyers. Clients in industrial markets 
can hardly be segmented equivocally with the 
accurately allocated borders, the majority of 
them require the individual approach. There-
fore the concept of traditional marketing fo-
cused on a buyer becomes a non-effective tool.

The network theory is a logic continuation 
of the interaction marketing concept and for 
the last thirty years has become more and more 
popular. Earlier network organization research-
es were focused on studying the relations be-
tween a supplier and a consumer (distributor). 
For example, see P.R. Dickson’s work. Later, 
the number of subjects was expanded and re-
searches were directed to the analysis of com-
munications and forms of interactions between 
all the subjects of a network. The advantages 
of network organizations are fully investigated 
in the work [6].

The advantages are:
– better adaptation to the information en-

vironment;
– quick reaction to market changes;
– decrease in investments into fi xed capital 

and technologies;
– bigger orientation to clients and markets 

demands;
– information exchange improvement, 

susceptibility increase to the external environ-
ment.

In this case a network organization is 
viewed to be a coalition of interdependent spe-
cialized economic countries with their own 
goals. Such economic entities operate without 
any hierarchical control, however all of them 
are involved into the system with general aims 
through numerous horizontal links, interde-
pendence and an open exchange.

Further the authors make a conclusion that 
the basic difference between the network theo-

ry and the economic theory of the organization 
is «involvement». Besides, the network theory 
contains to a larger degree – sociological as-
pects and a policy of coalitions and to a lesser 
degree – the neoclassical economic theory. 

Apart from the mentioned advantages the 
concentration in developing of the key com-
petences by all business-subjects should be 
noted. The network participants invest more to 
gain a higher level of competences instead of 
creation new ones, since non-profi le functions 
are transferred to other participants of value 
creation. As a consequence of wide develop-
ment of network outsourcing has become so 
popular and widely used.

The network concept actually contains the 
following:

– Market subjects develop relations and 
keep in touch with each other in order to get 
additional resources.

– A set of market subjects cooperating for 
a long period of time forms a network of the 
organizations with general goals (creation of 
value for a consumer).

– Development of horizontal links and 
formation of profi t centers promote relation 
strengthening and improve steady position of 
each partner in a network.

– Network relations allow fi rms to reduce 
expenses for creation and realization of inno-
vations.

– The information openness and interac-
tion with the environment allow fi rms to re-
sponse to demands and new possibilities of the 
market.

– The key competence of the network sub-
jects develops.

– An essentially new business model di-
rected to the effective service of consumers is 
formed.

The progressiveness of the concept has de-
fi ned the main objective of business activity of 
a company – to coordinate all the aspects of 
mutual relations management.

When the clients base is quite big and a var-
ious one it is necessary and important to reveal 
and to consider a variety of mutual relations in 
order to maintain and support them with all the 
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types of consumers. A constant monitoring of 
the consumers or direct interactions with them 
allowing to consider their requirements and a 
necessity to transmit new data to them can help 
fi nd out what new decision making is neces-
sary.

Not less important factor is that close in-
teractions with the clients allow the company 
to get information on their satisfaction with the 
products and changing values. The company 
goes away from the stereotype consumer per-
ception , which has been developed for years, 
and this permits it to identify the structure of 
consumer value better. As a result there is a 
growth of satisfi ed clients.

In the network theory the main attention is 
paid to the formation of partners relations be-
tween all the business subjects in the process 
of creating consumer value and delivering it 
to a consumer. The system of values realized 
in goods is the key element and makes up the 
specifi city of interdependence between the par-
ticipants of a network. In the course of devel-
oping new goods and services and delivering 
them to consumers the contribution of each 
partner to the general strategy of the network is 
defi ned and considered.

While forming a network the partners de-
fi ne integrated long-term objectives. Each part-
ner may have its own goal but general objec-
tives are: trusted cooperation within the frame 
of development and maintenance of mutual 
relations to realize the primary activity of each 
of the partners. The compliance of all the ob-
jectives is based on the generality of interests 
and specifi city of each partner’s contribution.

Network partners are not only production 
manufacturers including accessories, half-
fi nished products etc. but all the organizations 
providing business services: fi nancial institu-
tions, consulting fi rms, logistical providers etc. 
Because of wider understanding of the term 
«business partner» networks go far beyond the 
traditional understanding of the term «brunch», 
and the character of the relations is defi ned by 
the general target orientation – creation of an 
effective business model.

Thus having defi ned the intrinsic aspects 
of the interaction marketing concept and the 
network theory it is possible to point out the 
following essential issues:

1. The mutual relations management con-
cept assumes a durable character of mutual 
relations with a consumer unlike single trans-
actions and, as a consequence, it makes an em-
phasis on holding of the old clients much more 
than on attracting new ones.

2. Mutual relations management proves 
economically the necessity of holding buy-
ers, especially the most profi table clients. Thus 
if 20 % of the fi rm’s clients bring 80 % of the 

profi t volume (a rule of Pareto) the largest part 
of expenses for interactions with clients should 
be directed to the development of relations 
with this group of buyers.

3. The concept of mutual relations man-
agement makes a greater emphasis on a com-
municative component in relations with con-
sumers than it is usually made in the traditional 
concept of marketing.

The mutual relations management concept 
is based on the principles of active involving 
all the participants of a marketing system into 
the process of manufacturing distribution, re-
alization and consumption of goods.

Such an approach to business communica-
tions changes the purpose and orientation of 
the business organization focusing manage-
ment and all the participants in manufactur-
ing and distributing on buyers’ wants and fi nal 
consumers’ demands. It means that it is neces-
sary to produce such goods and in such vol-
umes which the market needs.

Consumer purchases and goods sale are 
predetermined with a high probability thanks to 
the preliminary marketing research, thorough 
studying and forecasting market dynamics and 
its environment intensive competitive struggle 
in many brunches of market activity stimulates 
manufacturers to develop new methods for en-
suring and maintaining a competitive advan-
tage in the market environment. Competitive 
advantages are based on the ability of a com-
pany to create value to cater effectively to con-
sumer demands. The key idea of the concept 
of business structures interactions is defi ned as 
maximum and at the same time effective satis-
faction of business buyers’ and business part-
ners’ requirements by creating necessary and 
suffi cient conditions for functioning of all the 
business-system subjects.

The basic strategy of the interaction con-
cept is developing long-term mutual advanta-
geous interaction with the key-consumers and 
other participants of business processes based 
on social, technical, information and legal ad-
aptation of the partners to each other. Thus a 
manufacturer gets an opportunity to create 
goods/services satisfying all those who con-
sumes them or uses in their businesses (fi nal 
consumers and business-subjects).

A long term interaction ensures transaction 
costs reduction and this raises the importance 
of such interaction. Thereupon a long term in-
teraction acts as a competitive advantage.

A network and integration analysis acts as 
a necessary toolkit for formation of mutually 
advantageous cooperation. In the frameworks 
of the analysis it is supposed to investigate in-
vestments into relations; to analyze consum-
ers and all the other participants of the market 
interaction; to work out a complex of market-
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ing activities for each consumer separately; to 
explore the corporate culture of an enterprise 
structure and peculiarities of business service 
consumption. As the main purpose of the ac-
tivity is the achievement of the maximum sat-
isfaction of requirements of all the business 
process participants it is necessary to create 
such interaction network all the participants of 
which would be satisfi ed. It is achieved by the 
correct choice of participants, an establishment 
of mutually advantageous relations and the 
subsequent interaction management.

The concept of active interaction between 
the subjects of a business infrastructure grows 
out of the development of the theory of the 
organization and business infrastructure func-
tioning based on modern lines in the fi eld of 
business buyers’ behaviour, business informa-
tion technologies development, and the peculi-
arities of the evolution of market structures and 
enterprise activity as a whole.

The key directions in business-structures 
activity are innovations, social and technical 
adaptations, development and maintenance of 
relations between all the subjects of enterprise 

activity. Within the framework of the given 
approach it is necessary to point out the follow-
ing basic principles:

1. A principle of competitive interaction in 
joint creation of value and its distribution be-
tween the participants of communications.

2. A principle of the coordination of inter-
ests of all the business participants in realiza-
tion of the objectives.

3. A principle of priority of long-term in-
teraction throughout the whole life span of 
buyers.

4. A principle of construction of an interac-
tion chain not only with the business process 
participants but between the elements of the 
internal environment of the enterprise as well.

5. A principle of real time in the interaction 
chain organization.

Development and further improving of 
toolkit for formation of strategy of effective in-
teraction of the business infrastructure subjects 
allows to reduce costs considerably in search of 
new trade channels, information on the market 
environment, business partners thereby allow-
ing the companies to concentrate their efforts 

on improving the quality of goods and services 
in order to ensure the competitive advantage 
in the market. Concentration of efforts on ef-
forts on the primary activity of the company 
requires attracting experts for performing ad-
ditional production functions. The mentioned 
tendency has received the greatest activity in 
connection with the complication of produc-
tion cycles, increase in consumers’ require-
ments to the quality of goods and services, and 
also with information streams increase which 
has demanded working out of specialized ap-
proaches for the analysis and processing of 
information resources. The specialized com-
panies are engaged to perform these specifi c 
functions in order to maintain the effi ciency of 
business-structures. 
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