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Abstract

This paper has a systematic research on intangible factors of manufacturing marketing competition
priority. Based on the given structure of intangible factors of the manufacturing marketing competitive
priorities, evaluation system of intangible elements of manufacturing marketing competitive priorities
is constructed, and measure parameters of indicators are proposed. An empirical analysis is conducted
for evaluation of intangible factors of manufacturing marketing competitive priorities by using intui-
tion fuzzy multiple attribute VIKOR group decision-making methods. This study provides scientific
auxiliary decision-making methods for enhancing marketing competitiveness.
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Figure 1. The intangible factors structural system of marketing competition priority
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Figure 2. The composition of personal marketing knowledge capital of enterprise employees
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Figure 3. The constitution of marketing organization capital structure
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Table 1. The evaluation index system of enterprise marketing competition priority intangible factor
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Table 2. The value of the intangible factors of the marketing competitive priorities of the four enterprises
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Table 3. The correspondence between linguistic variables and intuitionistic fuzzy sets
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Table 4. Intuitionistic fuzzy decision matrix
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Table 5. Directly and orderly fuzzy set matrix with multi-attribute
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Table 6. The group utility value, individual regret and compromise value of each enterprise
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