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[bookmark: _Toc231622510]Introduction
[bookmark: _Toc231622511]Background of Commercial Management
Commercial management is the process of planning, coordinating, and controlling business processes that help in generating income, controlling expenses and creating value to stakeholders in the long-term. It combines the elements of strategic decision-making and operational implementation to make sure that organisations attain financial goals and sustainability in the market. Modern commercial management goes beyond the conventional sales and procurement activities to include pricing strategies, customer relationship management, risk assessment, innovation and sustainability factors. With the ever-increasing competition in the various industries, commercial management has turned out to be an important capability that helps firms to match resources to the market opportunities and the evolving customer demands (Fuertes, 2020).
The importance of commercial management has increased significantly due to globalisation, digital transformation, and evolving consumer demands. Companies have to keep changing their business models as a way of remaining profitable and competitive in the changing business conditions. Quality commercial management assists companies to maximise resources, enhance performance, and come up with strategic responses to uncertainties in the market (Faleh et al., 2024). Moreover, the increasing focus on sustainability and stakeholder value has increased the mandate of commercial managers with the short-term financial returns on the long-term business sustainability and responsible business expansion (Edwards, 2021).
The history of commercial management is indicative of more general trends in business strategy and organisational management. Conventional strategies were based predominantly on the processes of revenue generation and cost minimisation, whereas the modern commercial management involves the use of digital technologies, customer-oriented models and data-driven decision-making procedures. The rise of e-commerce, artificial intelligence, and online business is changing the way organisations conduct business operations and interact with customers (Taranenko et al., 2021). This has led to commercial management becoming an interdisciplinary activity that integrates strategic planning, financial analysis, marketing, operations and stakeholder management to facilitate the success of an organisation.
[bookmark: _Toc231622512]Purpose of the Study
This research is aimed at analysing the contribution of commercial strategies in business profitability and sustainable growth. Practices of commercial management affect organisational performance by determining prices, revenue generators, cost-control mechanisms, and strategic planning. These relationships are crucial to understand since profitability is one of the key measures of business success and is becoming a pillar in long-term competitiveness and stakeholder value generation (Hannila et al., 2019).
The current research also aims to assess the effectiveness of commercial strategies adopted by organisations to adapt to the dynamic market conditions and advancements in technology. The increased complexity of business settings necessitates companies to pursue comprehensive strategies that would strike a balance between financial goals and customer satisfaction, innovation, and sustainability issues (Kanellos et al., 2024).
[bookmark: _Toc231622513]Research Objectives
The initial purpose is to analyse how commercial management can be used to promote business development and organisational efficiency. The commercial management also has an impact on strategic decision-making in terms of aligning business resources with market opportunities and customer needs, which contributes to growth and the creation of long-term value (Vaníčková and Szczepańska-Woszczyna, 2020).
The second goal will be to examine pricing, revenue management, and cost-control strategies that are part of profitability. The strategies are also some of the basic mechanisms by which organisations enhance their financial performance, and operational effectiveness in the competitive environment (Panda et al., 2020).
The third aim is to estimate the correlation between commercial planning and competitive advantage. Strategic planning allows companies to build competitive advantages, improve market positions, and attain sustainable performance results despite the rise in uncertainty and competition in the market (Lahtinen et al., 2019).
[bookmark: _Toc231622514]Scope of the Report
The report targets business management practices that affect the profitability of business in modern organisations. It discusses commercial planning, pricing strategy, revenue management strategy, cost-control strategy and competitive positioning. The strategic role of commercial management in the context of organisational development, enhanced financial performance and the development of sustainable competitive advantage deserves special attention. The report is based mainly on the scholarly literature and the business research of the times to assess the commercial management concepts and their implementation.
[bookmark: _Toc231622515]Structure of the Report
The report is divided into a number of sections to give a systematic analysis on commercial management and profitability. The literature review will then follow the introduction where there will be the major concepts, theories and strategic practices that relate to commercial management. The next sections discuss pricing, revenue management, cost-control strategies, and commercial planning and then offer the appropriate theoretical framework that describes the interrelation between the commercial strategy and business performance.
1. Literature Review
[bookmark: _Toc231622516]Concept of Commercial Management
The process of planning, directing and controlling business activities that lead to organisational profitability and value creation is often described as commercial management. The concept involves various functions such as strategic planning, contract management, pricing, customer engagement, financial control, and performance monitoring. Commercial management is an intermediary between organisational goals and the needs of the market as it helps to make business decisions that promote financial performance and the delivery of customer value (Bilovodska et al., 2020).
One of the major features of commercial management is that it is concentrated on the generation of revenues and the efficient use of resources. Companies have to at the same time seek the growth opportunities, manage the costs of operations and reduce the risk. This balancing role has gained more significance with the increased competitive pressures, economic instability, and fast-evolving customer expectations on businesses (Nasimiyu, 2023).
Commercial management also contributes to significant coordination of cross-functional organisations activities. Successful commercial managers work with the finance, operations, marketing, procurement, and strategic planning departments to make sure that there is alignment between the organisational objectives and commercial activities. This integration helps to make better decisions and be more responsive to market changes in the organisation (Rane et al., 2024).
The main roles of commercial management are optimisation of revenues, cost management, customer relationship development, contracts management and strategic planning. These functions are directly involved in profitability as they enhance efficiency in operations and help in making informed business decisions. When performed effectively, organisations can readily realise better financial performance and competitive stability compared to other firms with disjointed commercial processes (Magatef et al., 2023).
[bookmark: _Toc231622517]Commercial Management and Business Growth
Commercial management plays a very important role in the development of a business by supporting the strategic planning and making of good resource allocation. Strategic planning helps organisations to recognise market opportunities, foresee trends in the industry and come up with initiatives that facilitate expansion goals. Firms with high levels of commercial planning tend to be better placed to adjust to the changes in the environment and continue growth patterns over time (Yang et al., 2022).
Another significant aspect of commercial management is market expansion. Commercial strategies enable organisations to expand to new markets, diversify their product portfolios, and build customer relations. To successfully expand, it is essential to thoroughly examine the market environment, customer demands, competition, and capacity to operate to achieve profitable growth results (Leung et al., 2019).
Customer value creation has continued to be focal to business development since sustainable profitability is pegged on the ability to provide products and services that meet customer needs better than those offered by the competitors. Commercial management helps in value creation by incorporating customer insights in the strategic decision making process and by constantly improving the value propositions. This consumer-focused strategy will help increase customer loyalty, retention rates, and extend revenue growth in the long run (Schulenkorf et al., 2018).
[bookmark: _Toc231622518]Pricing Strategies
1.1.1 Cost-Based Pricing
Cost-based pricing is a pricing strategy that is used to set the prices of products by a calculated profit margin of the production and operational costs. This method offers ease and predictability of finances, since prices are directly connected to organisational cost systems. Nevertheless, critics believe that pricing based on costs can ignore how customers perceive and the existing competitive markets, which can restrict the profitability potential (Tuan, 2020).
1.1.2 Value-Based Pricing
Value-based pricing is aimed at the perceived value which customers attribute to the products or services, instead of looking at the cost of production alone. Companies that pursue this approach aim to achieve higher value by setting their prices to customer value and customer readiness to pay. It is proposed that value-based pricing can create high-quality profitability due to its focus on market demand and customer preferences as opposed to the cost safety of the internal provisions (Kaplan and McMillan, 2020).
1.1.3 Competitive Pricing
Competitive pricing is setting prices depending on the actions of the competitors and the conditions of the market. The strategy is usually adopted in a highly competitive industry in which purchasing decisions are greatly affected by price. Although competitive pricing has served organisations to retain market share, overdependence on competitor-based pricing could diminish profit margins and cause unrealistic price competition. Thus, companies need to find a balance between competitive aspects and longer strategic plans and profitability (Rojas-García et al., 2024).
[bookmark: _Toc231622519]Methodology
[bookmark: _Toc231622520]Research Design
This paper uses a qualitative research design to determine the connection between commercial management practices and profitability in business. The qualitative approach would be suitable as it enables conducting a comprehensive analysis of concepts, strategies, and organisational practices that determine commercial performance. Instead of working with numerical data, qualitative research focuses on comprehending how businesses integrate commercial strategies and how these strategies have a role in competitive advantage and financial prosperity. As Fuertes (2020) explains, qualitative research can be especially useful in researching a complex phenomenon related to strategic management since it would enable a thorough comprehension of the organisational decision-making process. The qualitative design also helps in critical analysis of commercial management practices in various industries and organisational settings. The study finds general themes, strategic patterns and best practices that lead to profitability and long-term sustainability through the analysis of current literature and reported business cases. Moreover, qualitative research allows incorporating theoretical views with the real examples, thus reinforcing the applicability of the results to the modern business settings.
[bookmark: _Toc231622521]Data Collection Method
This research involves the use of secondary data analysis as a primary data collection method. Secondary data is information, which has already been gathered, published, and examined by other researchers, organisations or institutions. The method is suitable since there is already a huge body of literature on commercial management, profitability, strategic planning and business performance in academic and professional literature. Through secondary data analysis, the research will be able to utilise a broad scope of information as opposed to primary data collection which is limited in time and resources.
There are a number of benefits of secondary data analysis. It enables access to the bulk of data in various industries and geographical locations and comparing organisations and business approaches. According to Edwards (2021), the application of the already available academic literature will allow expanding the scope of knowledge about the strategic management practice and its effects on the sustainable business performance. The technique also increases the reliability as the information is based on peer-reviewed articles and business publications that are reliable.
[bookmark: _Toc231622522]Sources of Data
The research is based on three main sources of secondary data. The initial one is peer-reviewed journal articles on commercial management, strategic planning, profitability, marketing, and business performance. The academic journals present theoretically supported and empirically validated evidence that adds to the believability of the analysis. Research like that by Faleh et al. (2024) and Kanellos et al. (2024) can be used to study the recent trends in business approaches and their effect on organisational performance.
The second source contains annual reports of the companies of major multinational corporations. Annual reports give elaborate data on organisational strategies, financial performance, operational priorities, and future business objectives. These reports facilitate the investigation of the way in which organisations apply commercial management practices in practice and the way in which commercial management practices can make organisations profitable and competitive.
The third source is the industry reports that are released by the consulting companies, professional associations, and market research organisations. Industry reports provide up to date information about market trends, technological changes, customer behavior and competitive environment. Rane et al. (2024) also state that evidence grounded in industries is also gaining greater significance in understanding the impact of digital technologies and innovation on contemporary commercial management practices.
[bookmark: _Toc231622523]Data Analysis Method
Thematic analysis is used to analyse the data collected. Thematic analysis is the process of identifying, tabulating and interpreting common themes in qualitative data. The approach is especially appropriate since it can be used to systematically explore the concepts of commercial management, strategic practices, and profitability drivers in a variety of sources.
The analysis will start with an in-depth analysis of the chosen literature and business documents. The most important themes associated with pricing policy, revenue management, cost-reduction steps, commercial strategy, and competitive advantage are defined and divided. This is followed by analysis of similarities and differences among the studies in order to find patterns and relationships. The thematic analysis, as pointed out by Amir et al. (2022), facilitates the combination of different viewpoints and allows researchers to make substantial conclusions based on ambiguous data.
The results are then discussed in the framework of the commercial management theory and modern business practice. This method will assure that the analysis is both scholarly and practically applicable.
[bookmark: _Toc231622524] Ethical Considerations
Even in case of research using secondary data only, ethical considerations are essential. The paper upholds academic integrity by properly crediting the entire sources of information by using proper citation and reference practices. Intellectual property rights and avoidance of plagiarism are key necessities of responsible academic research, which is safeguarded by proper attribution.
The credibility and reliability of the sources are also the priorities of the study that will reduce the chances of misinformation and biased conclusions. Haessler (2020) finds that ethical research must ensure transparency and objectivity by reporting evidence in a fair manner and not selectively interpreting results. The study therefore, critically assesses various opinions and adopts varying perspectives in the discussion of commercial management practices and business profitability.
[bookmark: _Toc231622525]Research Limitations
Although the study has its benefits, it has a number of limitations. First, the use of secondary data implies that the results will rely on the quality of the research, its scope, and precision. This report could be affected by any restrictions that are in the original studies. Second, the research lacks primary information gathered directly within organisations or business managers, which can be a limitation to the information on the particular organisational experiences.
The other weakness is that of industry variation. The way business is managed varies greatly depending on the industry and what works in one industry might not necessarily give the same results in the other industry. According to the argument presented by Rehman et al. (2019), business environments are presented by the peculiarities of operations, regulations, and competition which impact the effectiveness of the strategies. Thus, the results are to be perceived more in terms of generalisations than conclusions which can be universalised.
[bookmark: _Toc231622526]Findings
[bookmark: _Toc231622527]Commercial Management Practices in Modern Organisations
The results suggest that commercial management has become a strategic task that has a direct impact on the profitability and sustainability of an organisation. The contemporary companies are becoming more and more involved in the integration of commercial planning, customer relationship management, financial control, and digital technologies into their decision-making processes. Commercial management now puts priority on value creation, operational efficiency and long-term competitive positioning as opposed to solely concentrating on sales generation. Bilovodska et al. (2020) explain that successful organisations align business goals with the overall strategic objectives in order to be responsive to the market and to improve organisational performance.
The results also show that the digital transformation has had a profound impact on commercial management practices. Data analytics, artificial intelligence and customer relationship management systems are used in organisations to enhance the accuracy of forecasting and customer interaction. Rojas-Garcia et al. (2024) concluded that digital transformation positively influences profitability by helping to make strategic processes more efficient and better the quality of decisions.
[bookmark: _Toc231622528]Pricing Strategies and Profitability
One of the most important determinants of profitability was pricing strategy. Companies that base their prices on the perceptions of customer value typically gain better financial success than those that base their pricing strategies on the use of cost. A study conducted by Kaplan and McMillan (2020) indicates that value-based pricing helps the organisation achieve sustainable profitability since it entails the economic value to its customers and not just production costs.
Premium pricing strategies have proven to be effective as seen in the case of Apple Inc. Apple upholds the premium pricing through focusing on product quality, innovation, brand reputation, and customer experience. This will enable the company to make high profit margins even in the presence of high competition in the technology market.
On the same note, Tesla, Inc. has been using strategic pricing to make itself an innovative and technologically advanced car brand. Tesla has been profitable and has been able to grow its market share in the electric vehicle market by differentiating its products and having a high brand equity. Such results confirm the claims of Vaníčková and Szczepańska-Woszczyna (2020) that strategic pricing can be of great help to the competitive edge and organisational development.
[bookmark: _Toc231622529]Revenue Management Practices
The practices of revenue management were observed to be critical in the achievement of profitability in an organisation. Proper revenue management entails demand forecasting, capacity utilisation and price adjustments based on market conditions. The organisation with advanced revenue management systems can be usually more efficient to react to the changes in customer demand and competition.
The case of Amazon demonstrates how data-oriented management of revenues can boost profitability. Amazon uses customer data and advanced analytics to drive optimal pricing, inventory management, and product recommendations. These practices enable the company to maximise its revenue opportunities and enhance customer satisfaction.
Likewise, Marriott International has been using dynamic pricing and demand forecast strategies to maximise the room occupancy and revenue. Hospitality business suffers greatly due to seasonal variations, and a successful business must be a revenue management. According to Kanellos et al. (2024), companies that pursue data-driven business practices are better placed to attain sustainable profitability in competitive markets.
[bookmark: _Toc231622530]Cost-Control Strategies
The results show that cost-control strategies are required to be able to remain profitable. Companies, which are able to control the operational expenses and at the same time maintain the product quality and customer value, have better financial results in comparison with the companies that only aim to increase the revenue levels. The process improvement, resource optimisation, automation, and supply chain management can be considered as cost-control initiatives.
The example of Toyota Motor Corporation shows that operational efficiency can lead to profitability. The lean manufacturing, cutting waste, and continuous improvement put into focus by Toyota allow the company to have minimum costs without compromising on quality standards. According to Panda et al. (2020), the effective use of resources and working capital management contributes to the improvement of the profitability and financial stability of the organisations.
[bookmark: _Toc231622531]Commercial Planning and Competitive Advantage
As it turned out, commercial planning was also considered one of the sources of competitive advantage. Proper planning helps the organisation predict the market trends, use resources efficiently and build capabilities which can make them stand out amongst the competition. Strategic decision-making facilitates organisational flexibility and enhances long term performance results.
Market positioning is also affected by commercial planning as it assists organisations to determine the target segments of customers and create unique value propositions. Lahtinen et al. (2019) consider that fact-based product and portfolio management improves commercial effectiveness by aligning business offerings with market demands. Moreover, innovation management has become a key driver of competitive advantage since organisations have to constantly innovate the products, services, and business models in response to evolving customer expectations. These results indicate that commercial planning is something that can be applied in achieving not only profitability but also sustainable organisational growth and resilience.
[bookmark: _Toc231622532]Discussion
[bookmark: _Toc231622533]Analysis of Commercial Strategies
The results indicate a central degree of commercial strategies in establishing profitability, growth, and sustainable organisational functioning. Commercial management has transformed into an operating feature into a value-based ability capable of combining price, revenue management, cost management, customer management, and long-term planning. The contemporary organisations are realising that it is not possible to always ensure profitability through sales only; rather, a strategy has to be integrated that can harmonise commercial operations with strategic goals. Fuertes (2020) avers that strategic management frameworks offer organisations with mechanisms to articulate business objectives into factual practices that enhance organisational performance and competitiveness
It is also indicated in the analysis that successful commercial strategies are feature of flexibility and changing according to market conditions. Companies with an open mind that assesses their customers needs, technology advancements and competitor pressures are in a better position to sustain profitability in comparison to those companies with fixed business models. This fact confirms the thesis of Faleh et al. (2024), who note that the choice of strategies to use in the commercial sphere should be associated with changes in the environment and organisational capabilities. Commercial management, therefore, cannot be taken to be a consistent set of operations but a dynamic process.
[bookmark: _Toc231622534]Relationship Between Commercial Management and Profitability
The results show a close association between business profitability and commercial management. A rational commercial management helps to be profitable through efficient revenues creation, regulating the costs of operations, improving customer satisfaction, and justifying informed strategic decisions. The general awareness is that organisations that are able to incorporate commercial management as part of their bigger business strategies are in better positions to maximise financial performance and generate long term value.
The connection of commercial management with profitability is striking mostly in those organisations that have been able to establish its financial goals and objectives in addition to sustainability and stakeholders anticipation. According to Edwards (2021), any business aiming at profitability without taking into account long-term sustainability is likely to face difficulties that may hamper any further expansion. Profitability, therefore, cannot be regarded solely as a financial performance measure in the short term but as the consequence of a plan that will build organisational resilience and trustworthiness among the stakeholders.
Moreover, the results indicate that commercial management is an activity that increases profitability by better coordination of activities within organisations. With a balance among operations, finance, strategic planning activities; organisations have more effective allocation of resources and respond to market opportunities more efficiently. Such a combined strategy enhances efficiency in operations and minimises inefficiency that impacts negatively on financial performance.
[bookmark: _Toc231622535]Impact of Pricing Decisions on Financial Performance
One of the strongest factors that influenced financial performance was prices decisions. The results suggest that the pricing strategies make a significant impact on the generation of revenue, acquisition of customers, market positioning and profitability. Firms that set prices by considering customer value, as opposed to relying only on the production costs, tend to perform well in terms of financial performance since they are able to earn a higher economic value out of the products and services offered.
Apple and Tesla have demonstrated how strategic pricing can be used to boost the profitability by differentiating products and positioning a brand. These entities have been able to rationalise premium prices by focusing on innovation, quality and customer experience. Because, according to Kaplan and McMillan (2020), fast-adjusting pricing decisions with value creation, many organisations can attain a high level of financial performance without losing customers.
Nevertheless, possible risks of pricing strategies are also suggested in the discussion. High prices will decrease the demand and prevent extensive market penetration, and extreme price decreases will cut down the profit margins and cause price-based competition. According to Vaníčková and Szczepańska-Woszczyna (2020), effective pricing policy development should be balanced between the competitive pressures on the companies and the strategic goals. Thus, to achieve good pricing, it is important to constantly analyze the market and to have knowledge of the types of perceptions that customers have so as to make maximum profit without affecting the competitiveness.
[bookmark: _Toc231622536]Importance of Revenue Optimisation
Revenue optimisation is a vital aspect of commercial management as it allows an organisation to sell the available resources and market opportunity to its maximum potential. These results have proven the ability of organisations that rely on more sophisticated forecasting instruments, customer metrics and active price frameworks to react to the dynamic market and customer patterns.
The case studies of Amazon and Marriott International furnish feasible examples of how optimization of revenues contributes to profitability. Such organisations use data-driven technologies to forecast demand trends, efficiently distribute resources, and optimally alter prices based on the market conditions. Kanellos et al. (2024) note that digital technologies increase the utilisation of commercial decision-making as it provides organisations with real-time information about customer preference and market trends.
Revenue optimisation, too, facilitates the strategic adaptation, as it helps organisations determine previously unknown growth and profitability opportunities. With good capacity to predict demand and study their market, companies will be able to invest in the areas that add value and reduce the amount of revenue companies will lose through bad-performing business. Therefore, revenue optimisation can be considered a strategic capacity that can reinforce the short-term financial performance and the sustainability of business in the long-term.
[bookmark: _Toc231622537]Role of Cost Management in Business Success
The cost management is also one of the key indicators of business success since profitability is not only guaranteed by revenue generation; it is also reliant on effectiveness in resources use. The results show that, in most cases, organisations that are able to attain sustainable profitability have organised cost-control operations that minimise waste, enhance productivity and optimisation of operations.
The lean manufacturing system of Toyota shows how cost control is able to help sustain competitive edge and profitability. By embracing a strategy of continuous improvement and waste minimisation, Toyota has been able to minimise its expenses of operation without compromising quality of its products. According to Panda et al. (2020), good working capital management and cost-control measures bring a lot of financial stability and performance of the organisation.
It is also mentioned in the discussion that cost management should not be concerned with reducing the expenditure only. Over-cost-cutting can influence the quality of product and employee performance and satisfaction of the customers. Rather, companies need to invest in strategic cost management strategies that enhance efficiency and avoid eroding value creation abilities. This moderate view makes sure that cost-control programs do not harm profitability without compromising the long-term business goals.
[bookmark: _Toc231622538]Commercial Planning as a Competitive Advantag
The results indicate that commercial planning is a considerable source of competitive advantage due to its ability to help organisations to align the resources, capabilities, and market opportunities. The strategic planning offers a system of approach to finding business growth opportunities, forecasting the changes in the environment, and proactively responding to the competition.
The aspect of commercial planning adds to the competitive advantage by promoting market positioning and innovation management. Those organisations that translate the needs of their customers as well as trends in the industry more efficiently are better placed to create differentiated products and services which enhance market share. Lahtinen et al. (2019) highlight that fact-based commercial planning brings improved quality to the decision-making process and better organisational responsiveness to the needs of the market.
Resource-Based View also explains the significance of commercial planning since sustainable competitive advantage is based on building and proper use of unique organisational resources and capabilities. Companies practicing commercial planning and innovation programs have high chances of developing value, which their rivals can scarcely match. Therefore, commercial planning must be seen as an investment as opposed to being an administrative norm.
[bookmark: _Toc231622539]Implications for Managers
The implications of the findings can be various concerning the managers who need to enhance the profitability and competitiveness of the organisation. Recognising commercial management as a strategic role capable of affecting various facets of an organisation performance, but not as a revenue generation process, should be the first thing managers should understand. Proper combination of pricing, revenue management, cost control and strategic planning can mean a lot of profitability.
Second, managers need to invest in the digital technology and analytics capabilities that can support the use of evidence-based commercial decisions. According to Rane et al. (2024), there is an increased significance of artificial intelligence and digital tools that may enhance business management and commercial performance. Those organisations who will properly capitalise on these technologies will probably have a strong competitive edge.
Third, managers ought to strike a balance between short-term financial goals and the long-term sustainability goals. Another view is that Haessler (2020) suggests that organisations that emphasise the maximum of profits now risk reducing future growth prospects and stakeholder relations. Thus, business strategies must be effective in profitability and long-term sustainable value creation to achieve long-term business success.
[bookmark: _Toc231622540]Conclusion
This paper has discussed the role played by business profitability and competitive advantage by commercial management strategies. It was found out that commercial management is very important in organisational performance too because, it combines pricing, revenue management practices, cost-control mechanism and activities of strategic planning. Companies that successfully fit these factors are in a better position to attain sustainable profitability and growth in the long term.
The objectives of the research were met. The literature showed the significance of commercial management in terms of business development and enhancement of organisational performance. It also examined the impact of pricing and revenue optimisation and cost control strategies in profitability whilst identifying the role of commercial planning in establishment of competitive advantage. The results present the fact that commercial management is a strategic driver in terms of financial or operational prosperity.
Commercial management practices should be studied in the future by studying primary data and collected by commercial managers and business leaders. A comparative study between industries and nations would present more information about industry-specific business approaches and financial success rates. Also, the effect of new technologies like artificial intelligence, predictive analytics, and digital platforms on the effectiveness of commercial management and long-term organisational performance should be studied in the future.
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