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ABSTRACT

The marketing audit cs o stretegic control tool (o improve markeiy
by
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effectiveness and perfornunce 15 the key word that should be constlered

business indusiry (o respond the current very turbuicince und ¢
environment. The marketing cudit, even become a vitel aclivity of evary
business player to be successful. ' .
Therefore, through this article, the study going to conduct a-r‘esn‘(:{'cf{ on Aow
to design markeling audit concept os a reference for business tndustry to
implement the merketing cudit correctly. The merhodology use'd in ihis
article is the litercture study refers to textbook, articles, research or vlier
relevant documents

The result of this research concludes the design concept that consist of:
understanding, execution process, approach, lools, methodology, framework,
characteristics, report prerequisite, necessary espects of marketing the has to
be wnderstood, and proper and correct execution in implementing the
marketing audit in ¢ company. The research elso conducts of a case s!ud)f of
a Marketing Audit of an Indonesian company (unnamed) which is opercting

in Indonesia.

Keywords: marketing audit, strategic control tool, marketing control design,

marketing performance.

A. PENGANTAR

Dunia usaha saat ini menghadapi karakteristik lingkungan bisnis yang
turbulence dan egitu kompetitif {Mulyadi, 2004). Untuk menghadapi karakteristik
lingkungan bisnis yang turbulence dan begitu kompetitif tersebut maka audit pemasaran
merupakan salah satu kunci sukses yang senantiasa harus selalu diperaatikan olch

kalengan bisnis. McDonald (2002) menyatakan bahwa dalom iklim bisnis pasar ynng
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pemasaran yang sangat cermnt dan pelnksanann audit

* i
datang dari perencanaan
pemasaran pkan sangat menentukan keberhasilan implementast perencanoan pemasaran
tersebut.

Demikian halaya dengan beberapa pakar dan hasil penelitian menunjukkan hal
yang serupa. Kartajaya (1995) menyatakan bahwa audit pemasaran merupakan salah
satu aktivitas vital untuk mencapai kesusksesan bagi setiap perusahaan. Hal ini sangat
logis harena dengan melaksanakan audit pemgsaran maka strategic control mechanism
perusnhaan akan berjalan dengan baik (Rothe, Harvey daa Jackson, 1997) dan pada
gilirannya aken meningkatkan efektivitas dan kinerja pemasaran pada suatu perusahaan.
Sementars itu Kotler (1984) menyatakan bahwa audit pemasaran akan inemnastikan
tujuan-tujuan pemasaran perusahaan, siasat-siasat dan sistem-sistem disesuaikan secara
optimal dengan hngkungan pemasaran yang sckarang maupun yang diramslkan di masa
mendatang sebagai strotegic control den sekaligus merupakan alat penilai keberhasilan
pemasaran (marketing effectiveness rating instrument) yang ekan menggambarkan
kebefhasilan pemasaran secara menyeluruh darl suatu perusshaan. Sejumlah bukti dan
fakte empiris sangat mendukung dan memperlihatken kebenarun dari apn
divnpkapkan  oleh  beberupa  paker  lersebut.  Berbogai  industri  yang  dapuat
melaksananaknn audit pemasaran dan menindaklanjuti hasilnya dengan baik sehingga
mumpu untuk memperkecil kesenjengan negatif antara lingkur bisnis dengan
strategi, toktik dan kapasitas internal perusahann ckan memiliki tingkat reiurn of
investiaent (ROD yang jauh lebih baik dibandingkan dengan perusahaan yangy tidsk
memperhatikon nudit pemosaran sebugaimann mestinys. Sebagaimans hasil penebiioneg

YRR

Uhabiae (195873, Salan y
menunjukkan  bahwa perusahsan dengan kesenjangan negatil besar mempuayar ROH
lebih kurung setengah dari perusahaan dengan keseniangan negatif kecil.

Penting pula untuk diperhatikan bahwa kebutuhan untuk melakoekan acdit
pemasaran sering tidak terithat sampal suatu organisasi terjadi sesuatu hal, misalnya
penjualan yang menurun, marjin yang jatuh, pangsa pasar hileng dan sebagainya, Tanpa
mengetahui penyebab dart tanda-tanda bahava itu manijemen ekan menangani sumber
permasalahan yang berbedn  sehingga tidek mampu menemukan masalah  yang
scbenarnys. Audit pemasaran dapat membantu mendelinisikannya dengan memberikan
pendekatan  terstruktur terhadep pengumpulan dan unalisis data‘informasi pada
lingkungan bisnis yang komplcks (McDonald, 2002). Szbagai gambaran kita dapat
mengambil pengalaman empinis darl contoh yang diuraikan oleh Kotler (1983) dengan
mengangkat kasus O'Brien Candy Company, sebush perusghaan kembang gula i
Amerika Tengah yang mengalami penurunan penjualan dan xeuntungan. Semula Top
manajeinen (’Brien berpendaput bahwa penyebabnya terletak pada tenaga penjual
mereka yang dianggap tidak bekerja keras dan kurang trampil. Untuk mengatasi keadaan
ini mansjemen akan memperkenalkan suatu sistem perangssng kompensasi baru dan
mempekerjakan seorang pelatih tenaga penjualen untuk mendidik pegawai-pegawai
penjualan dalam bidang perniagaan dan teknik-teknik penjualan modern. Akan tetapi,
sebelum melakukan hal tersebut, mereka memutuskan untuk mempekerjakan seorang
konsultan pemasaran untuk melakukan audit pemasaran. Hasil dari audit pemasaran
tersebut sampai pada kesimpulan yang tegas bahwa masalah-maselah perusahaan
O'Brien tidak akan terpecahkan dengan cara rr_le‘ningkatkan kemampuan tenaga
penjualan karena permasalahan-permasalahan yang sesungguhnya dihadapi perusahaan
adalah: (1) Tujuan-tujuan pemasaran perusahaan tidak jelas dan tidak realistis: (2}
Strategi  perusahaan tidak memperhitungkan perubahan pola penyaluran atau
menyclenggarakan perubahan pasar yang cepat; (3) Perusahgan lebih dikelola/dijalankan
oleh suntu organisasi penjualan daripada oleh suatu organisasi pentusaran; (4) Jujarnn-




jajaran produk perusahaan berada dalam keseimbangan yong mengkha‘walirkan ku‘rcna
dua macam produk yang menonjol menanggung 75% dani scluruh pcn}uulan dan tidak
memiliki potensi untuk berkembang; (5) Serangkaian varinbel-variabel pemasaran
imarketing mix) dari perusahaan tidak seimbang, terlalu banyak menghabiskan uang
untuk tenaga penjualan dan tidak cukup untuk bagian pengiklanan; (6) Pemfxahaan
tidak/kurang mempunyai prosedur-prosedur untuk mengembangkan dan melempar
produk-produk baru sec-ra berhasil; dan (7) Usaha penjualan dari perusahaan tidak
terarah kepada perhitungan-perhitungan yang menguntungkan.

Kasus O%brien yang di angkat oleh Kotler tersebut menunjukkan betapa
pentingnya audit pemasaran untuk mengetahui permasalahan pemasaran yang
sebenarnya dihadapi oleh suatu perusahaan dengan baik dan terstruktur. Sehingga tidak
mengherankan bila berdasarkan hasil survey yeng dilakukan oleh Goodman (1970)
didalam Kotler (1983) memperlikatkan bahwa perusahaan-perusahaan besar dan modera
seperti General Foods, Du Pont, Johnson & Johnson, American Cyunamid, Nestle dan juga
menurut Kartajaya (1995) ataupun Barlow Research Assosiates, Inc. (2003) pada bisnis
perbankan, telah memahami arti penting audit pemzseran dan mengimplementasikannya
dengan tujuan agar kontrol strategik perusshaen dapat terlaksunn dengan baik dan
program-program pemusaran dapat berjalan secara lebih efektif dan poada gihirannyi

xinera percasaran dapst terus ditingkatkan.
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Uagaimana merancany  kensep audit pemusaran bogl soutu perusabaan?
Sebelumnys aken divratkan terlebih dahulu sekilas mengenai perencanaan pemasaran
dun perencanaan strategis perusahaon agar kajian didalam artikel ini akan semakin jelas.

1. Perencanaan Strategis dan Perencanaan Pemasaran

Mengel (2003) mengutip The American Morketing Assocciation (AMA) yang
mendefinisikan pemeasaran sebagal process of planning and executing the conceplion,
pricing, promotion, and distribution of ideas, goods, and services to creatle an exchenge that
satisfies Individual or organizational objectives. Sedangkan The Chartered Institute of
Morketing menjelaskan perumsaran sebagal markefing is the management process that
tdentifies anticipctes and satisfies customer requirements profitably.

Brari definisi AMA dan The Chartered Institute of Marketing tersebut maka dapat
dikatakan bahwa pemasaran dimulai dari proses perencanaan pemasaran berdasarkan
apa yang diinginkan konsumen. Menurut McDonald (2002), proses perencanaan
pemasaran tersebut merupakan alat organisasi untuk memonitor dan mengontrol
pengaruh internal maupun eksternal untuk disesuaikan dengan kemampuan suatu
perusahaan dalam upaya untuk meraih penjualan dan mengkomunikasikan ke seluruh
Jenjany Lcn_uing sikap dari suatu perusahaan dalam bersaing untuk mencapai sasaran.
Sementara itu Sukristono (1995) menjelaskan bahwa perencanaan pemasaran tersebut
akan sangat bervariasi dan sangat tergantung pada perusahaan yang menyusunnya
karena bergantung pada berbegai aspek, seperti produk dan pelayanan suatu perusahnan,
keinginen para pimpinan pemasaran dan sebagainya. Namun yang harus selalu
diperhatikan bahwa proses perencanaan pemeasaran harus secara tcgas didasarkan pada
sistemn  perencanaen strategis  perusshean. Oleh karena itu, tidakleh mungkin
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merencanakan aktivitas pemasaran organisasi terpisah dari fungst bisnis 4 brn
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karena sistemisasi proses perencanaan stratepts terletok di pusut teori perencanann
pemasaran dan audil pemassran merupakan bagian dari fase proscs tersehut (ihae
gambar 1)

Gambar I

Langkah Proses Perencanaan Stralegis
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lI’\.uncx Sukses Perencanaan Pemasaran, Jakarta: T Elex Media Komputinde
_{Sumber: McDonald, Malcom (2002), How Come Your Marketing Plans Aren't Working )
n 4:d, alec rke Plans Aren't rizing.

2. Pengertian Audit Pemasaran

'Se)umlnh sumber telah memberikan pengertian mengenai nudit pemasaran
sebagaimana tabel 1 di bawah ini.

Tabel 1
Fengertian Audit Pemasaran
PENGERTIAN AUDIT PEMSARAN )

Shuchman (1959)
didalam Rothe,
Harvey dan
Jackson {1997)

The maorketing oudit as o systemcltic, eriticol, end importial review o-d
appraisal of the total marketing operation; of the basic ahjectives and polices of
the opertion and assumptions which underlie the as well as of the methods,
procedures, personel and organiration employed to implement the polices cnd
didalam Hothe, ument o e o e e 0 cai e
{ernalive courses of aclion are
Harvey dan most ltkely to maintain and, /Jh',fr'r‘rln‘u')'_ fo enhance tts positiun in the morket

Jackson (1997) |
Larrabee (1989)

Sessions (1359)

ﬁfarke{ing audits have failed to consider the ability for a business resources fo
satisfy the market plant end make o profit.

Brown, Goedde
dan Gist (1391)

A marketing audit is a comprehensive, syslematic, independent, and perteiic
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aclivities.
Audit pemusurun aduluh |x:mur'|kxuu-
bixnis sccuru kumprehunsifl, sistemnotis,
;;cnu'ng untuk dilakukan dulam upayn unlu‘k het
deagen tuyjuan untuk memberikan  rexornendast fom o
meningkatkan kinerja suatu perusahaan ntf:ugun sutu unit k k. —
- | Audit pemasaran merupokan suatu pel?:enkuan ya.ngfe_n_odl d orpp kung”;
‘ sistematix dan independen terhadap tujuan, strategi, aktivitas dan Ling

: uatu unit bisnis. i . i —
'A:‘:iﬂta;zrr:l:sar:n merupakan tinjauan ulang da_n penilaian eistematis, t:“k}:
dan barimbang terhadep faktar eksternal dan internal yﬂx:;[' m:::x:\pc::g :
Yinerja komersisl suaty of anizasi selama nOfie an l_elah ;.er. L&zniaf‘h(
Perrresult dan Marketing audil: a systemalic, critical, aﬁtd unb :ase‘d reur;w cfnlhx:p,::aa:&c:wn’
McCarty (2002) basic objectives and policies of marketing .func:mn-anh o, h &
methods, procedures, and peo, le employed to lml_el_emenl (. e pol
T Bfarketing audit 15 useful in initiating a stralegic evaluation prograim.

n lcrhud;ru'untu peruwihunn atnu unit
independen dan berkalu yung sungul
melihut masslah dan kesempatan
dalam upays untuk

Kotler, Gregor
dun Rodgurs
(1997}

Aeker, Kumar
dan Day (2001)

MeDonald (2002) :

Cravens dan

] —— —————— e ———— ~ —_— I — — - ——
Piercy (2003} : - — —
Mengel (2003) | Marketing Audil Camprchensive,  systemalic, independent, and per oa’x-:
Meng : . : ‘o i crivitie o
: cxamination of the total enuironmert, ohjectives, strategics, ogivities, €0

resources (o delerinine problem arcas and opportunitics and o recornmend a
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r Co”" n ‘!' d 'tI T independent appraisad and revicw of the markeling
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3. Audit Pemasaran Sebagai Alut Kontrol Stratejik

yung dilakukan coleh suatu perusahaan sesual

dengan perencanasn pemasaran yang telah ditetapkan, perlu untuk dimonitor/dikontrol

dengan baik dan tentunya diperluken pula alat kontrol yany baik puikn.. Lynch 21997(;
j monitoring the proposed plans as they proceec cit
menjelaskan bahwa the process of & = e vates

edjusting where necessary; there is no planning without control. l/’_a . [
where you want to be and the plant sets out a road map lo your deslmal_zon,_ then co.m‘mL
tells you if you are on the right route or if you have arrived at your destination. Mcnuruk
Kotler (2000) bahwa salah satu alat yang dapat digunakan oleh sgutu pcrusnhﬂnn.untu-
melakukan kontrol terhadap program-program peinasaran strategik adalah melalui audi%
pemasaran. Perusahaan-perusehaan yang menemukan kelemahan pemasaran rr'\elalm
penerapan penelaghan peringkat efektivitas pemasaran harus mclakuk'an studi yang
lebih mendalam melalui audit pemasaran. Sebagai alat kontrol strategik maka audit
pemesaran akan menguji enam komponen utama dari situasi pemnsaran peruszhaan

sebagaimana yang dapat dilihat melalui tabel 2 berikut.

Program-program pemasaran

Audd Pemassren Uitk Peogemdangan E/utidiar Oan Kunara Pemarsres

Tabel 2

Komponen Audit Pemuasaran

’ Baglan I, Audit Lingkungan F’emasaran T T
__Lingkungan Makro ’ ﬁ; 1
Dernografi Apakah perkombangan dan kecenderungan demogralis utama menjadi peluang atau
ancaman bagi perusahaan ? Tindakan apa yang harus diambil peruaahean untuk
N _1_menangyapi perkembangan dan kecenderungan itu ? |
Ekonomi Apakah perkembangan utama dalam pendapatan, harge. tabungan seluruh
masyarskatl dan kredit akan mempengaruhi perusshaan 7 Tindakan apa yang harus
diambil perusahaan untuk menangzapi perkembangan dan kecenderungan itu?
Lingkungan Bagrimana pandangan perusahaan terhadap biaya dan ketersediaan sumber daya
Hidup alam eerta energi yang dibutuhkan perusahasn ? Bagaimena peran pervsahaan
dalam polusi dan konservasi 7 Langkah-langah apa yang telah diambil oleh

e e e

perusahaan? ——
Teknolog Apakah perubahan—perubahan utama yang terjadi peda teknolog produk daa proses

! produksi ? Bagnimanakah posisi perusahaan dalam teknologi itu ?

a
i
- !
Politik Perubahan ape de’am bukuin dan pereturan yang akan mempenguruhi strotegi dan 3
teltik  pemmsaran 7 Apakah yang  terjadi dalem bidung-bidang e yeng |
e ________;Emﬁnruhj ernLqu_ILC_ru,\nhnun 2 . o [
Budnya Bagaiinanakah sikap masyarukat terhiadap bisnis dan terhadap ; !
|i 7 Apakah perubahan gare Fdup dan milar-mial pclanggan akan me ‘
| | serusshaan? |
S -+ — ——— e e
—_— P _— - i
Pasar pakah yang lerjadi pada ukuran pasar, pertumbuhan dis‘.{ialsi ;.;‘L;g:u.r:;:;un faba !
o __ _l7segmen-segmen pasar yany itanayargutama? o
Pelangpan I Apa sajz kebutuhan dan pomiwlian yang dihndapi g t»;; ? H.-]',;jl:n na
] pelungpan dan culon pembell menctapkun peringkatl perusahaan dun pesuing-
pesaingnya dalam hal repu . produk, pelayanan, wiraniaga dan harga ?
Dageimsns segvaan pelanggan yang berbeda-beds ity melakukan keputusan
{_g_embclinn mereka ? e . . e
Pesaing I"Siapakah para pesaing yang tiama 7 Apakah tujuan, strategi, kekvatan, kelemnhan, i
ukuran dan pangsn pasnr mercks T Kecenderengan apa yang ekan memjoengaruhi |
e Amﬁniinmn d._nn upa ynrx&dn ot mcu"ndii)cngwmﬁ 7r0du'm;Pcrusuh££n~?W o i
Distnibusi dan | Apa ssluran perdagangsn utama untuk menyaripaikan oroduk kepada pelanggan ?
IA,gen Bageimana level efisiensi dan potensi pertumbuhan dari masing-masing saluran
perdaganganitu ?
Pemasok Bagaimanakah pandangan ates ketersediaan sumber daya kuna yang dxg\makﬁ
—— | dalam produksi ? Kecenderungan apa yang adn di anlare pemasok ?
Fesilitator  dan | Bagaimanakah pandangan perusshaen atay biaya dan kctersedisan pelsyanan
Perusahoan transportasi, fasilitas gudeng, dan sumber daya finansial 7 Scberapa efektifkah biro
} | iklun dan perusghaan riset pemasaren yany dipilih perusahaun ? ]
Masyarakat GColongan masyarakat mana yang menjadii peluang etau mesalah bagi perusahsan 7

Pemasaren Langkeah-langkah apa yang dismbil perusahatn untuk menangani sacara efektif

setiap golongan masgyarakat ? o
) Bagian II. Audit Strategi Pemasaran

Misi Bignis Apakah misi bisnis telah dinyatakan dengan jelas dan berorient:si pasar? Apakah
L layak ?

Tyjuan den | Apakah pcrusshaan menyatakan tyjunn dan snsaran pemasarannys dengan cukup
Sasaran jelas sehingga dapat membimbing pereacanaan pemasaran dan pengukuran kinerja
Pemasaran ? Apakah tujuan pemnasaran sudsh tepat ?

Strateg Apakgh manajemen telah menekanken strotegi pemasaran yang jelas g:;;

*mencapai tujuan pemasarsnnya ? Apekah strataginya meyakinkan ? Apakah
strategi tersebut layak bila dilihat dari tahap siklus hidup produksi, strateg
pesaing, dan keadaan perekonomian ? Apakah perurahsan menggunaken desa-
' cegmeniasi pasar yang ierpaik ? Apakah perusshuan memiliki kriteria yang jelas
dalam menetapkan peringkat segmen dun telah mermilih segmon yang terbaik ?

Apaksh manajemen telph membust profil yang skural aley setinp seginen saxaran ?
Apaknah perusahnan telnh mengembangken positioning dan bauran pemasaran yang

efektil untuk settap scymen sasaran ? Apnkah sumber daya pemassran dialokasikan




———
Struktur Formal

Bagian HI Audit Organjsast Pemasaran o ]
—Apakn.h waokil dircktur bidang pemasaran memiliki weweneang dan tangyung juwab

yéng memadai atas aktivitas perusahaan yang metnpengaruhi kepuasan pclanxgnr) 7
Apakah aktivitas pemasaran memiliki struktur yang optimal menurut lini
fungsional, produk, segmen, pemakai akhir dan yeografis 7

Efisiensi
Fungsional dan penjualan ? Apakah sisterm manajemen produk bekerja dengan efcktif ? Apakah
manajer produk mampu merencanakan laba atau hanya volume penjualan 7 Adakah
kelompok dalam pemasaran yang membutuhkan pelstihan, motivasi, suporviai atau
. evafuasi yang lebih banyak 7
Cfisiens; Antar | Adakah masalah antara pemasaran dan menufaktur, litbang, pembelian, keuangan,
Hubungan akuntansi, departeman serta hukum yeng membutuhkan pechatian ?

Apakah xomunikasi dan hubungan kerja yang baik terdapat di antara pemasaran

Bagian IV. Audit Sistemn Pemasaran

Sisterm Informaai

Pemasaran

Apakzh sistem intelijen pemasaran menghasilkan informasi yang akurat, memadal
dan tepat waktu mengenai perkembangan pasar berkaitan dengan pelanggan, calon
pelanggan, distributor dan agen penjualan, pessing, pemusok, acria berbagai
golongzan masyarakat 7 Apakah pengambil keputusan perusahaan meminta riset
pemosuran yeng cukup das spakash mercka menggunskan hesilnya 7 Apakun
perusahaan menggunnkan metode terbair dalam pengukuran pasar dan peramalan

penjualan ? —

=n t2cera eiewiifl 7 {
]

Apakah sistermn perencanaan peme v divakini dan dige
Apaxah sistem i

Apakah pemsasar memiliki sisterm dukungan keputusan
perencanaan menghasilkan sasaran penjualen dan kuolas prnjualan yang dapat

diterima ?

nustikun bahwa tujuun

Adaknh prosedur pengendatian yang memnadai guna me
rencana tshunnn telnh tercopai 7 Apakah manajemen sccara periodik menganalisis
distribusi 7 Apuwkah binys

| Anatisis
Profitabilitas

Analisix
Efektivitas Biava

proniubiiituy produk, pasar, wilayah dan saluran

nemasaran dan produktivitas dianalisis secara periodik 7 !
Apakah perusahasn  terorganisasi  dengan  bzik  untuk  mengumpulken,
menghasilkan dan menyaring ide - ide produk baru 7 Apaksh perusahaan

melakukan risct konsep dan analisis bisnis yang memsdai sebelun berinvestasi
dalam ide baru 7 Apakuh perusahaan melakukan pengujian produk dan paar yang
| memadai sebelum metuncarkan produk barma 7
Bagian V. Audit Preduktivitas Pemasaran .
Begaimana proiitabilitas dan berbagai produk, pasar, kawasan dan saluran
distribusi perusahaan 7 Apakah sebaiknya perusnhaen memasuki, memperiuas,
memperkecil atau mundur dari segmen bisnis yang ada ?
Apakah kegiatan pemasaran tampaknys mengeluarkan biaya yang berleblhan 7
Dapatkah dilakuken langkah ~ langkah pengurangen biaya ?
Bagian V1. Audit Fungsl Pemasaran

“Produk

Harga

i Apakah tujuan lini produk 7 Apakah tijuan itu sehat ? Apaksh lini produk yang ada
! paat ini mencapal tujuannya ? Apakalh lind produk sebajknys direntangken ke atas,
ks bawah atsu kedua areh ? Produk manskeh yang harus dihapus ? Apakah produk
harus ditambah 7 Bagaimanaksh pengetahuan dan sikap pembeli terhadap mutu
produk perusahaan dan pessing, keistimewasan, gaya, merek dan lainnya 7 Bidang

strategi produk den merek aps yang membutuhkan penyempurnaan ? N
Apakah tujuan, kebijakan, strategi dan prosedur penetapan harga di perusabaan itu
? Sejauh mana harga ditetapkan berdasarkan kriteria binya, permintaan atsu
persaingan 7 Apakah pelanggan melihat harga perusahaan sesuai dengan nilai
tawarannys 7 Apakah manajemen mengetahui elastisitas permintaan dari harga,
pengaruh kurva pengalaman dan harga serts kebijakan penetapan hargs pesaing ?
Sejauh mana kebijakan harga sesuai dengan kebutuhan distributor dan agen

penjual, pemesok serta peraturan pemerintah ?

Distribusi

| _Penjuslan dan

Apakah tujuan dan strategi distribusi ? adakah lingkup dan pelayanan pemasaran
mema-iai 7 Bagaimana efektivitas distribusi, agen penjual, wakil produsen, pialang.
~zan dan lainnys T Haruskal peruannean mengubeh saluran distribusinya ?

Apakah tujuan periklanan organisasi ? Apaksh tujuan itu dapat diterima 7 Apakah
jumlah pergeluaran untuk periklanan sudah lepat 7 Bagaimana pendaspet |

AL FPamdsasn Untik Penpemiengsn Ehiintas Den Kineds Pemasarsa

i

i
\ ‘.
J' Tekonologi: Intra perusahiann

[T R T AR REn gy AT R RS ARAN perusahaan 1 Apukah media ikian
diptlih deagan baik 7 Apakah ataf ikl internaj : i? y
| diy g p a an anterna: memadai ? Apakah anggnran

|
|
i

Wiraninga

promost ~ penjualan menedal 7 Adukah efektif dan memada; PCRgguUnnen gla?

: promusi-penjualan sepert sample, kupon, prjangan dan kontes penjualan ? ,\pnk:.‘;

I stal hubungan masyarakut kompeten dan  kreatif 7 Apakah pcrusahaa‘*;

| menggunakan pemasaran Jangsung, pemausaran oaline dan pemasaran bcrdasark;,‘w

J‘baﬁsis data secara memadai ? ’

{ Apnkah tujusn wiraniaga ? Apakah wiranjaga oukup besar schingga m-?
tujuan perusahaan ? Apakah wiraniaga diorganisasikan sesuaj linj - linj yang ade ? ;
Cukupkah {atau terlalu banyakkah) manajer penjualan yang tersedia oumu‘,«:
membimbing wakil penjualan lapangan ? Apakah wiraniaga menunjukkan moral
kemampuan dan usaha yeng tinggi 7 Apakah procedur yang ada memadai sehingga;
dapat digunakan untuk menetapkan kuota dan mengevaleasi kinerja ? Bagairmana

e i_Wiraninga perusahsan dibandingkan dengan wiraniaga pesaing ?

(Sumber: Kotier, Philips (2000). Manajemen Pemasaran: Edisi Milerium, Jakaria: Penerbit DT

Perhalindo)

|

Mdak jauh berbeda denpan Kotler, McDonald (2000) berpendapat bahwa

datam melakuken audit maka vanabelvariabel yang harus diperhatikan adalah: (1)
Audit exsternal, yang meliputi variabel yang tidak dapat dikontrol langsung oleh
g aleh

sahaan, [/ i Latprs lawzali 0 it inf i
perusahaan. Audit eksternal diawali cengan pengujian informasi tentang keadaan

" S o
el mi secara um an dilanjutkan de kaji

fonoint sccara umum dan dilanjutkan dengan kajian terhadap kesehatan <
pertumbuhan pasar vz Wayani oleh pe aha: i 1at

pertun » pasar yang dilayani oleh perusahaan terhadap variabel-vanahel yang

dupat berupa lingkungan, pasar dan persaingan; (2) Audit internal, meliputi varinbel
yang dapat dikentrol seenra penuh oleh perusshaan atwy dikenal sebagei opere .
cuciadlcs s Tujunn audit internnl adalah untuk menilag smnbc."duy:l pers;
i dan sumberdaya pesaing (lihat tabel 30,

'Jﬁ[

R

dalae kartannys dengan lingk

Tabel 3
Dultar Periksu Audit

__Audit Eksternal

Lingrungin Bisnis dnon
{(PolitikFiskallegal:

Variabel opcrnsnoﬁn;! REuren
Memiliki pcruaa.huanA
Penajualan (totel, berdasarkan lokasi geografly, jen:s
industri, konsuren dun produk}

Pungsa pasaer

Marjin keuntungan/biaya

VariabeWbieya keuntungan

FKonomi
Fkonomi; SosialVKultural:
Pasar

Posns Weseluruhan,
(nilat/ vohuing)
Harakterstik

pertumbubian dan trend

penyenbangan dan trend  pasar

(frrot“i’uk; H»;rga, D‘-utt'l{:usl fisik;  Sajuran | Vardabel bauran pemmasaran sebagar  berikul

cistnbusy  Kensumen, Komunikasi:  Praktek- marajemen produk, Harga, Distribusi, Promos;
,":zrraktckldn]ﬂm industn) Operasi dan sumbe: daya ' . o
Hompetist

(Kompetitor utama; Ukuran; Pangsa

pasar/cakupan; Kedudukan pasar/reputasi;

Kebjjakan distnbusi; Metode pemasaran; Luas |
diversifikast, Perscalan persanal; Hubungan‘
internasional; Profitabilitas:  Kekuatan dan | i
kelemahan kunc) ! ‘ !

Sumber: A_‘:Ic:'DonaId, Malcom (2002), How Come Your Marketing Plans Aren't Working: Kunci
Sukses Perencancan Pemasaraen, Jakarta: PT Elex Media Komputindo)




4, Proses Audit Pemasaran

“Pelaksanaan audit pemasaran dilakukan dengan melakukan beberapa tahapan
proses sebagai bagian dari aktivitas pengendalian pemasaran. Menurut KoLIz:r_(?OOO)
bahwa prosea pelaksanann audit pemasaran dimulai dengan pertemuan antara jajaran
pejabat perusahaan dan auditor-auditor pemasaran. Hal ini dilakukan dengan tujuan
untuk memfokuskan diskusi mengenai pernasalahar bagaimana agar proses kontrol
pemasaran lersebut dapat dilaksanakan dan terbangun suatu persepsi-yang sama
sehingga diharapkan proses audit pemasaran tersebut dapat dilaksanakan dcngan. baik.
Sedangken Evans dan Berman (2002) menjelaskan proses nudit pemasaran seperti yang

dapat dilihat melalui gambar 2.
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Gambar II
The Marketing Audit Process
(Sumber: Evans dan Berman (2000), Pulling [t Al Together: Integrating and Analyring the
Markeling Plan, Atwmic Dog Publishing)

irmplemuniing

o The audit is conducted by company specialist, company division or department
managers, or outside specialist

+ It may be done at the end of a calendar year, the of the annual reporting year, or when
doing a physical inventory

« A horizontal audit strudies the overall performance of a firm, emphasizing the
interrelationship of variables. A vertical cudit is an in-depth analysis of one aspect of ¢
firm's marketing strategy

*  Audit forms list the topic to be examined and the excct information required to evclucte
each topic

«  Implementation decisions include: the timing and duration, employee awarness, when
and Aow audit is performed, and how the cudit report will be prepared

*  Findings and recommendations are given to management

Sementara 1tu  Perreauit dan  Mclarty (20020 menyederhznakan  proses

pelaksanaan audit pemasaran tersebut melalui gambar 3.

Pt Pem vt Panoervannans Elalidesr Dan Cagng Oamats s

Estabiiish of performance
Standards

Evaluation of Actual
Pedormence

Coreclive Action if
Necessary

Gambar IT)

. Merketing Control Process

(Sumber: Perrreault, William D. dan McCarty, E. Jerome (2002), Basic Marketing: A
Global-Managerial Aproach, McGraw-HilVIrwin, The McGraw-Hill Companies
Inc., 14 edition) '

Scdanglk; Sri e e {200 nj ;

’ pran (,hl\’/C(]S dan Piercy (2003) menjelaskan bagaimana membangun

Strtegie ary o0 e ; Py . TR S o

Srulvgic inGrieling evciuation ond control yang ierdirl dari rangkaian proses vang

& N 2 ISES VAN
[}

P e 1 H
mlenchRup empai langrah utama seperti gambar 4.
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Gambar IV

) . St.rmcgic Marketing Evaluation and Control
(Sumber: Cravens, David W, dan Piercy, Nigel F (2003), Strutegic Marketing, New York:
McGraww-Hill Companies Inc)

Cravens dan Piercy (2003) menjelaskan bahwa strategic and annual marketing
plants set the direction and guidelines for the evaluation and controf process. A strategic
marketing audit may be conducted when selting up an evaluation program and'pen'odicaézl
therga/_‘:er_ Next, performance standards and measures need (o determine, followed by
obtatning anfi a?alyzing infgrm.a(fon for the purppose of performance-gap idex;tiﬁ.cntior;. 7
7 Selain itu situs www.marketingteacher.com menguraikan pula bahwa eontrof
K_HUO[UL’S measurement, evaluation, and monitoring. Resources are scarce and costly so it is
tmportant to control marketing plans. Control involves setting standards. The marketing
manager will than compare actual progress against the standards. Corrective action (ff
ary} is then taken. If corrective uction is taken, an tnvestigation will also need to be
undertaken to establish precisely why the difference occurred: Marketing e ment




wa ] ¢ rrel; ontrot-
hich is bestl; tactics-how do we jel there?; m:plcmenlulmnv;;ulmg therel; an(ll.c o
Wwaic y 3 ooestil e ¢ o ! SR : T st
nsuring arrival.” Situy www n'n;trim*'.lugtgpjbr-[ oI Juga muu(,!u.u.«.m1 bahw . ali
C_D e pe : n ‘nm* harus melakukan tindakan
" i jari sguatu perusahaan hq kuk dak
aksaanaan ‘audit pemasaran, !
g l " itoring pt gram-program pemasaran
pengukuran, evaluasi dan monitonng pf

seperti yang dapat dilihat melalui gambar

oses pelaksanaan pro
5 berikut ini.

MARKETING CONTROL PROCESS

Marketing Oblectives

Forformance Slandards

—

‘ Compars Resulls Against i
Standards J
- T
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e

Gambar ¥V

Proses Kontrol Pemasaran

{(Sumber: www marketingteacher.com)

Group secara lebih spesifik menguraikan ‘bagaix_mm:l
proses audit untuk kepentingan tertentu -misalnya salgs_ strategy cudit- scbagai th’e'sm;pic‘
three-step process sebagaimana dapat dilihat n.mlalul gambar 6. Dengilnb log?kta ‘ mr:
langkah-angkah yang sema, proses ini dapat dxl&f.ku%mn ‘pula u:‘nu)-; crbagal L.-UU,d
spesifik yang laianya seperti gudit strategl harga, distribusi, promosi dan lain sebagainya

:j— Translate

+ Industry Best
Pracdtise

- Action-Oriented

»  Strategic & Tactical”

ch(_:]s

Sedangkan Kotler Marketing

Collect Data

« Identify participant
v In-depth Interviews
< Frequent Updste

Agree On Objectives

Research Approach
Hypotesis

+  Set Scope

«  Anticipate Impact

—————— 7

Gambar VI
Sales Strategy Audit Process

Egnn On Ob;‘ech'pn H

ALt Fere sacpn Unluk Pengembengan Elextdtes Dan Xinegs Pemarawn

v e R R

will collected and from whont

Collect Data

The bulk of project time is spent yathering data from internal and external souces. This {}Fwaiiy
includes your customers, as well as prospects whose business you did not win. A detaild interview plan
is prepare to minimizre the time and cost. Dailly report of interviews are written up so that the project
team can spot areas requiring further exploration while data still being collected '
Translate Result Into Action

When data collection is camplete, Kotler analyzes the result and develops r:commendations base on your
marketing gocls and our database of best proctice in valuoe-based sales and marketing. Kotler prepare
o visual and verbal presentation that shows the major findings and recommends specific cotions you can
take to increase your sales progrom's efficiency and effectiveness. The results are also suminaried in a

final written report

(Sumber:

———— —
A Sales  Strategy Audit?, siius

Kotler  Marketing  Group, Why
www. kotlermarketing.com)

2. Approach Audit Pemusaran

Approcch audit pemasaran yang paling umum dl gunakan adalah d»

menggunaran checklist approack. Wilson (1982) menyebuinya sebagal checklist of
diegnostic question, Checklist approach terscbut penting dilaksanakan untuk

npelate perencansan pemasaran secara kontinyu. Dalam hal ini penpprunacn checklis
approach dupal memberikan pandusn sebaguimano Means (1998) menyatakan in order to

help this process, merketing cudit checklist is offercd as a guidiine to stimulate

necessery and demanding thinking that (s required for development of a marksting picn.

Brownlie (1993) menjelaskannys bagaimana prosedur dan inugkah-langkah di
melukukan checklist approcach sepertt tablel 4 dan 5.

Tabel 4
Marketing Audit Proccdure

~ P

Building the checklist spproach into the procedures which was previous'y described in outling, the
A might then proceed in the foliowing sequence. In practice some steps can procecd in prrallel
while others undergo severnl iterations:

(1} All the documentary muterials required by the MA and availublo to the consuliant should be

assembled before the audit begina. Much time can be saved in this way. A knowledgcable
insider can be helpful here. Access to sales records and customer data should be cleared with
the eppropriste mansgers. Wilson (1982) writes that the following documentation should
typically be available:
Organogram, Cataloques, Media advertising plan, Enguiry recerds, Sales analyses, New
product reports, Customer complainty, Price schedules, Mark:t trends, Corporate/marketing
plan, Brochures, Direct mail materials, Salesman's report, Distribution analyses, Service
records, Terms of business, Competitor analyses Sales forecasts.

(2) A prima facie basis for the deselection of questions should be apced. Typically, this happens
where questions are not applicable, or where it is known that the required information 1§ just
not obtainable.

(3) The suditor will probably find that some questions sugyest other quextions, especially of stafl
of the client orgnnization are nsked to respond to enrly drafts. Additionsl questions will then
be wdded Lo the list, Ax new questions oceur, the list will leagthen There s un upper linot o
the number.

{4) The auditor should then go through the agrecd questions and write down what answers would
be indicative of good/bad marketing practice.

|

ALK Fromasainan Urtui Penpend siyan Efakindas dan Rerie »\-,uamqu—




Lted down.
+ this point, and should niso be )o A . Laff of the
o '“‘" ) fg p:llrms will remain on which the auditor 1oust censult various ¥
(G A numial G GuUe

identified. Time can be saved by assigning
dient orglnllaliOnA-:I..hosc 'l‘}l]ﬂc”nz}c;?fc:(: :I}.]si“hﬁ itzraﬁ;c how the data are lf) be CD”CFlCd.
ospondents m»thC)nlU@- Personal interviews and self completion questionnaires are widely
He/She haa various o::wnt ulted during the development of the interview tchedu[a' oF
used. . C]m.]u canr_ car‘:‘cy can provide useful hinta and clarification, but it d_ocs lose txn;:
qugns:r,:::{,? ;;:‘,:ua]{,r]y on the investigation of qualitative is;ucc}sA Qom;lxlixsnsiuzsg:iz: -
and spos R ; : i approach, which circulate
inveﬁtt_iza'vefireﬂzn':?Oud:T;lrciio:ZL:i’.lh;‘hfi):lf;: l:npd to a conscnsus position on a set of
ques 100041

difficult 1ssues. i be implomented
ici ndation of the MA can be imp
itor should anticipate that net all the recommen n of | T
o -‘Ijil:h.i‘z?f;}j:':aourccs and Lime span available to the client. Pnonllc-l shoul.d bc nssngm.;dol: t:i
remedial sctivities that are recommended. They can be arranged inlo pricnty group

basis of their immediacy and cost. ) ) ) ) N ¢ allocaes
(5} The MA then assigna a date for the initiation and completion of cach activity &n

Ing i itoring and satisfactory completion.
responsibility for carmying it through and for monitoring progress an ry

. ‘. N Wi Sxplanation”
AT . 11 =Phe Marketing Audit A Mctrology and Exp ,
(Sumber: Browalie D.T. (1993), “the Freeung o CN University Press)

telligence & Planing, Yol 11. No_ 1, 1993, M

Merketing In

Tubel 5
Summary Steps in the Cheeklist Approach

Clarify and agrze broad audit objectives.

Identify hidden agendas

Estantish clear reparting Hinks to the prime source of au 8
Collect relevan: Dackground documentation and p-lrf:llmlnﬂry opinions.
Revite broad cojectives and clurify and sgreo specific audit objectives,
Elizminate a n2n applicable sections from checklist templrte.

Tieiete sli non relevant questions and add/amend wh‘.fre necessary . .
Answer all questions withia the capability of the auditor, wu.h (ecamm;n_ cg( 'C}:J‘L.bc o
List other client personnel who need to be consulted for their views and 1Asignis,
Decide whetker to take individual or group replies.

ldentify which questiors will be asked of which persons. )
Dedde how participants will respond eg. by means of sell completion
group discussion, Delphi survey, etc.
Set up an adminisirative mechan, 4 :
respondents, e.g. giving advance notice of questionnaire

[

!
]
!
thority and fegitimacy in the client organizalion. !
i
i
|
)
]

{ remedial action.

questionnaire, personal interview,

es the burden on

i llection phase which cas
ism for the data col p DUTEE o

completion procedures and persona

arrangemnenis. .
Breinstorm remedial courses of action and test there on clients.

i 1 T ike t implementation,
Extract a!l action points end categorize them sccording to urgency, likely cost, case of imp

ete, _ ‘ - s
In discussion with the client, allocate each task by name, schedule it by date or clupsed time end agre

maonitering procedure,

{Sumber: Brownlic DT. (1993), “The Marketing Auvdit: A Mctrology an('] Ex!;)lzmﬂtion',
Marketing Intelligence & Planing, Vol 11, No. 1, 1993, MCN University Press)

Menurut Brownlie (1993) jawaban dari pertanyaan-pertanyaan di dfglarf] che.cklxst
tersebu: akan menghasilkan data operasional pemasaran dari suatu organisasi sehmggu
dapat dibuadingkan dengan ckspektasi yang hendak dicapal suatu perusahaan dan

i : i < untuk
merupakan sterling-point kelika perencanaan pemasaran hendak digunakan

Ak Purrst sun U id Peapecnte ngen Ekintes Dan Kitera Pemasasn

approaen can bpe followed Gy any orgarzalions as a strafiag-poul, wiecler b iy ploannngy (o
use i3 own staff to conduct the audit; The use of checklist tn the markeling audit scems to
have three main benefits: (1) The auditor does not to have to rethink or rewrite what has
perhaps been_done many times before; (2) [t provides insights into the thinking and
experience of others in the same field, and (3) It ensure that no important item is
over{ooked.”

3. Tools, Karakteristik, Aspek-Aspek, Syarat-Syarat Pelaporan & Manlaat

Beberapa konsep lainnya yeng penting untuk  dipahami didalam inerancany
konsep audit pemasaran di suatu perusahaan dapat dilihat melalaut tabe! 6 berikut,

Tabel 6

[ Tooly Audit Pemasaran

i Selah satu tujuan dilakukan audit pemasiran adalsh untuk mengetahur posis
129020 disntara para ros
ini selanjutnya bermant,
dun palue perusabinnn wpukad di
binnin ynng terjadi. :
Dulam melaksanakan nudit pomazaran den

R
h
BnpRkungen bisnis yang mompengarvhinga, Hasil ¢

vaudit penial
k makukun pemenksean teehndap susaran pemasnrun, strateg, taktik
werelukan tindnkag korek 3 antuk mnengnndign peramiegun dan Loy

Ujliedn unluk Mengetnngr poess L iuks aRkan

i dilakukan audit eksternal dnn interne! sebagaimuans yany dyeluskan oieh Rotler dan McDonzld pada
l i ¥ P

{ uraian di atas. Merupuk kapsda bebeorape sumber buhwasunys terdapat sejumlah reols ya Zapat
’i digunakan untuk n:endukung pelaksanaan audit pemasaran seperti PEST analisis, SWOT analisis, The
Strotegic 4 C, BCG matrik, Matrik Porter, Matriks AnsefT dan luin sebrgainya sesvai kebutuhan dan suatu
perussghesn,

Selain mengyunakan feols tersebul audit pemasarsn untuk mengetahui posisi yerusehaan diantara

pesaing  dan lingkungan bisnis yang mempengaruhi perusahann depat pula  dilakukan dengan

menggunakan metede sfrotegic marketing plus 2000 yang dikembangkan oleh Kartajaya (Penjelasan
lengkap, baca Kartajaya, Hermawan (1995), “Audit Pemasaran Berdasarkan Strategic Marketing Plus

20007, Kelola No.81V/1995)

Karakteristik Audit Pemasaran

Terdapat empat karakterstik di dalam mengimplementasikan sudit pemasaran yang merupakan Satu |

kesatuan yang utuh (Kotler, Gregor dan Rodgers [1997)), yaitu:

1) Kompreheruif: Audit pemasaran harus mencakup semua aktifitas pemascran yang relevan dan bukan
sekedar melihat masalah remasaran delam ruang lingkup yang sempit.

2) Sistematis: Audit pemasaran harus melibatkan tahapan Giagnosis yang disusun sesual dengan logika
atau merupakan suatu rangkalan langkah yang terintegrasi dengan baik.

3) !ndependtn: Audit pemasaran yang baik harus dilakukan secara objektif don tidak bias. Oleh karena itu,
walaupun suatu audit pemasaran dapat dilakukan scearn internal afch para manajermya, objektifitas
dari audit tersebut harus dipertahankan.

4) Periodik: Agar suatu audit pemasaran benar-benar bergunn untuk memperbaiki kineja pemasaran dan
suatu perusshaan maks audit pemasaren harus dilakukan secarn berkaln Ha! ini penting untuk terus
dapat memonitor posisi suatu perusahaon terhadap pesaing dan perubuhan lingkungan dimana mereka

__beradadidalamnys.

| Aspek-Aspek Audit Pemasaran e

Menurut Cravens dan Pierey (2002) bahwa terdnpat bebornpa nspcl;()'n-n;, |er::_x_E;;erH:kiu_lT dalutn

melaksanskan audit pemasaran. Aspek-aspek ini penting untuk dilskinnskan dengan tujusn untuk

[}

U

mendukung  keberhasilan implementasi asudit pemasaran di suatu peovechaan Boberipas aipan
sebagaimana yeng discbutkan oleh Cravens dan Piercy terscbut antara lain:

D Tanggungiawad terhadap avail (responsibility for oudit): Beberapa pakar menyarankan buhwa
M__S_Lﬂarim-g_g_gdit melibatkan pihak ioteranl perusahann dan pihak  cksternal seperti kons

At Pt tama ) Uniuk Ferpanaengan  iriindas dan Kyiene Horasesn



R N rtuk s . P i L mencntankan
2) Perencanaan sudit (planning The audit)y, Menentukan luay dan cakupan bisnis uail, mencataps

t
| r
F daerah percocanaan yeng akon diaudit, mendefinisiknn cakupan ducrah operas audit, genjadwalan
j sezala aktivitas, pengkoordinasian partisipan serta mengindikasikan hasil yang akan diperoleh J
Disamping itu, bizya pengauditan dan manfast juga dicstimasikan, &
N Py

3) Penggunsan temusn-temuan (using findings) Hasil-hasil audit harue dapat membantu meningkatkan
kinerjs. Berbagai kesempatan dan massluh yang telah teridentifikasi dipakai dalam perencanaan

U _strategis (rotegie planning) .

Trf‘a‘?ual-Syarnt Pelaporan Audit Pernasnran

ﬁtlaporm sudit dapat mencapai seserannya apabila o I
Muljono {19%9) beberapa persyaratan tersebul antara lain: F
!
|
I
J

1) Objektivitas: Apa yang dilaporkan harus berdasarikan halhal yang objekul berupa data autentik dan

[ dapat digji kebenarannya.
‘[ 2y Netral Lajoran sudit harus bersifat mandini tidek berpthak khepada Lepentingan manajer
or yany melakukan audit) yung mencerminkan kealfuan perusahaan yang diperissa

nomauy

inya (&u
Simplicity: Laporan sudit disusun wedemixinn rupa schingge mudah dipergunaxan oleh pihok penerima
nunysi pengertinn tunggal (Ldak dapel ditalsrcnn dengaan et yany fata) namun

B

J)

tersebut telah mempunyal dimensi yang lengkap
panyusunan laporan audit hendatnya diperhattkan relevans
b ] ] pat dpadikan alat perga

dengan wewenang

' silan

bsi pemakal laporan, g tapran

un waukiu tenading

itu refevan de ne tersangutan |

e
an standar-standar loporan: Maten

fung S sesud dengan slandiar yaag ]

tepat waktu! Agar luporan sodit Lermnsfual socoru inax ko lerachot T
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C.

RANCANGAN KONSEP AUNT PEMASARAN &

Mengacu kepada uraian pada bagian tinjauvan literatur maka rancangan konsep

audit pemasaran di suatu perusahaan yang perlu dipahami, dimengerti dan dilaksanakan
dengan baik oleh suatu pecrusahaan didalary mengimplementasikan audit pemasaran,

yaitu:

o

Pengertian audit pemasaran.

Audit pemasaran adalah pemenksean atau tinjeunn ulang serta penilaian kritis dan
i
:

berimbang terhadap laktor cksternal dan internal yang mempengaruln program-
tsuatu perusanhaon secars komprehensif, sistematis, independen

program pemasaran dis
dan berkala sebagar alat kontrol dengan untuk  membenkan

rekomendasi dalam upays untuk meningkatzan efektifitas dan kinerja pemasaran

T

tujuen

ratey

>

parusahaan.
Proses audit pemasaran,

Proses pelaksanaan nudit pemogaren
skt
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sumber informas: {data-data) y wwan kinerna standar, tujuan
dan metode yang diguns

d. Melakukankan monito

dan ;Jro'b'rumvpmgrmn pem?ﬁaraﬂ,

e Mempresentasikan ha Bt pemesaran dan monitoning
terhadap lmplementast program-program pemasaran kepada jajaran manajemein.
£, Melakukan tindakan-tindakan rorcktil yang diperlukan sesuai hasil evaluasi,

pengukuran posisi perusahaan dun monitoring sebsgai alat kontrol strategik
untuk meningkatkan efektifitay don kKinerje pemasaran perusshean,
Approach audit pemasaran.
Suatu perusshaan dapal menggunakan marketing audit checklist approach untuk
dibandingkan dengan ekspektasi yang
pemasaran

mengevaluasi hasil operasional pemasaran
fiendak  dicapai sebagaimana  yang  ditetapkan  di
perusahaan,

Tools audit pemasaran.

Tools yang dapat dipergunakan edalah dengan wenggunakan PEST analisis, SWOT
analisis, The Strategic 4C, BCG matrik, Matrik Porter, Matriks Ansoff, untuk
menentukan posisi perusahaan diantara para pesaing dan lingkungan bisnis yang
mempengaruhinyn. Akan tetapi suaiu perusahaan dapet pula memanfaatkan tools
vang lainnya sesuai dengan situasi, kondisi dan kebutuhan yang terjadi.

Audit pemasaran berdasaran metode strolegic marketing plus 2000,

s1 suatu perusahaan dapat pula difaku

dalam rencansa

Audi_tlpemasaran untuk menentukan pc
dengan menggunakan metoda strafegic marketing plus 2000 sebagai salah satu
alternatif metoda selain menggunakan toofs audit pemasaran.

Karaktenistik audit pemasaran.
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[crenrununn nudit j//unmuy lhc uuzlx() Menentuknn luns dan cnkapan hisnis
unit, menentapkun dacrah perencanaan yang akan dawudit, mendelinisiken
cakupan daerah cperasi audit, penjadwalan segala aktivitas, pengkoordinasian
partisipan serta mengindikasikan hasil yang akan diperoleh. Disamping itu, biay:
pengauditan dan manfaatnya juga diestimasikan.

Penggunaan temuan-ternuan (using findings): Hasil- hasil audit pemasaran daput

digunakan acbaik mungkin  untuk  meningkatkan  cfcktifitas dan kinerju
pemasaran  perusahoan serbagat  kesempatan  dan masalah yang  telah
teridentifikesi &kan dipakai pula didalam perencanuan strategis (strafeyic

planning) perusahnan,

9.  Framework audit pemasaran.
Suatu perusahaan dapet membangun framework sadit pemasaren seperti yang dapat

dilihat melalui gamber 8.
16. Alur implementagi audit pemasnran,

Sebegal peneygasan kembahi

i -sesunil dengan prmbar 8- maka olur proses uoplementne

audit pemasaian sdalah sebagat berikut

a.

Setelah mist dan sasaran pemasaran strategik perusahaan (merupakan bagian
Ya dilakukan audit pemasaran untuk

dari sasaran strategpk) ditetapkan ma
mengetahui posisi perusahaan diantara pesaing dan bogkungan bisnis

mempngaruhinys.
Audit pemasaran untuk menetukan posisi
“where are we noaw?

notersebut dilakukan untek
denpan melukukan

perusaha
ditakuban

menjewab pertanyaan dupat
proses sehaga) borikut
n o (1) Kapan dan sering

posist

«  Menentukans (1) Siapa rany melakura
standar uniuk menentukan perusahaan

dilakukan; i) Rinerja
diantara pesaing dan Imgkungsm bisnig ‘a.n;.; mempengarvhinya  yang
disesuaiken dengan ssumsi-asumsi yang dibua

+ Mengumpulkon {collect) dats yang relevan Data yanyg d;‘r:umpu]kzm LIETTEN
dengan pelaksanaan audit pemasaran yang duakuxan. Misalnya jika
menggunaken foofs avdit pemasaran maka data yang dikumpulkan sdalah

berkenaan dengan data-data: audit internal, data audit eksternal dan data

strengths, weaknesses, opportunitics dan threats vang mempengaruhl kinerja
perusehaan, baik berupa data primer yang bersumber dan iaterview dan
pengisian kuesioner maupun data sckunder yang berasal dan sumbersumber
yang relevan.

+  Melakukan evalunst dan pengukuran. Berdasurkan informas
data-data yang telah terkumpul dex nEAn baik maka ditakukan evaluasi dan
pengukuran untuk mendapatkan poelst perusahaco diantara pesaing dan
lingkungan bisnmis yang mempengaruhinya

+  Mempresentasikan hasil-hasil yang diperoleh dan sudit pemasaran untuk
mengetahui posisi perusahaan diantara pesaing dan lingkungan bisnis yang
mempenganthinya kepada manajemen,

¢ Melakukan tindakan korektif. Setelah posisi diketahui
berdasarkan hasil evaluasi dan pengukuran maka dilakukan tindakan
koreksi yang diperlukan untuk menentukan sasaran pemasaran yang hendak
dicapai, strategi, taktik dan value yang dituangkan didalam rencana

pemasaran perusahaan.

informasi dan

perusahaan
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checklist untuk trasil
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Abstract

Responding o compelitive pressures and fnancial realities long, Goibinr o athior functiona) managers and academivs, corporate
sharcholders, senior managers, and the Marketing Science hisntute huve ’lentified masketing metrics and marketing performance measures as
top research priorities, However, marketing academics have only recently begun to re-fucus on this important research domain. Historically,
marketing productivity analysis and the marketing audit concept have dominated approaches o assessing marketing performance. We sugaest
that both approaches have been fundamentaily Bmited n terms of conceptuadization and insplementation, but that within cuch approuch are the
seeds ol a more uselul, holistic approach to marketing perfonmance assessment (MPA) Two distinet MDA system appreaches are fieeessary 1o
integrate past elforts, extend our existing knowledge buse, and ald management practice - normative and contextual MPA systems. We
review puast approaches and inegrate these with more seeent theoretical advances o develop conceptual models of both types of MPA systems
and consider their implications for management practice and academic research. €3 2001 Elrevier Science Ine. All rights reserved.

Keywonls: Marketing performance assessient; Effectiveness: Eilicieney

You simply can’t manage anything vou can’l measure,
Richard Quinn, VP Quality, Scars Merchandising Group,
Management Review, March 1996

and Sisodiu, 19957, Qur contention is that marketing produc-
tivity analyses and marketing audit approaches are subsets of
the broader issuce of marketing performance assessment
(MPA), und that neither approach can be isolated from the
context of un integrated marketing performance framework.

Both academics and managers currently lack @ compre-
hensive understanding of the marketing performance process

1. Introduction

Muasuring marketing performance has tong been a central
concern in marketing (e.g. Parker, 1962; Feder, 1963) and
remains a vilal issue for many corporations (e.g. Herremans
and Ryans, 1993; Fellman, 1998), particularly (hose in
industries where marketing expenditures are significant
{c.z. Foster and Gupta, 1994; Shah and Sisodia, 1995).
However, fotlowing initial interest and central conceptual
developmentin the 1960s and 1970s {c.g. Sevin, 1965; Kotler
et al., 1977), productivity and ctfectiveness analyses in
marketing have advanced only sporadically in both academic
and managerial domains (Bonoma and Clark, 1988; Sheth

* Comesponding author. Tel.: 41-919-962-9835; fax: +1-919-902~
71806.
E-mail address: morganni@icarvs.bschool.unc.edu (N.A. Morgan).

and the factors that aftect the design and use of MPA systems
within corporations. Work in this area has been dominated by
two major approaches to marketing performance: marketing
productivity analysis and marketing audits. This™ article
critically assesses these two approaches o performance
assessiient and develops a framework to integrate the two
o a nonmative systern for perfonmance assessment. It
further outlines important contextual factors affecting the
design and use of MPA systems. Both normative and con-
textual MPA systems have implications not only for manage-
ment practice but also for knowledge generation and
agsessiment in the academice field of marketing.

This paper makes four contributions to the marketing
literature. First, we provide a critical review of the two
most significant historical approaches to MPA, highlighting

Q148-2963/02/8 - see front matter © 2001 Elsevier Science Ine. All rights reserved.
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contributions, implementation problems, and concepiual
icienuies of wach. Second, we develop a theoretically
hored, holistic conceptual model of a nonnative MPA
tem that expheates our understanding of the marketing
Tormance process. Third, we develop an inittal coneep-
I model of contextial MPA syslems highlighting likely
wingeney, response, and performance vaciables asso-
ted with the design and use of MPA systems in indivi-
al corporate contexts, Frnally, we discuss the
plications of our conceptual model development und
dilight impostant research questions 1o be addressed as
seek o expand ouwr knowledge of this important but
derdeveloped domain.

LoFunctions of MPL sesfems

Performianee assessment systems are an important lype
organizational control system (Anthony, 1988}, Control
stems wre formabized routines and procedures thal use
formation 1o maintain or alter patterns in organizational
tivity (Juworski, [988: Simons, 1991) 10 ensure desired
teomies (Tannenbaum, 1968; Lawler and Rhodes, 1976;
whouy, 1988 Jaworski, 1988). The control process may
viewed as consisting of four basic steps: setting a
sired performance standard, colleeting and communicat-
g information relating w0 actual performance, comparing
is information with the performance standard, and aking
wrective action where necessary (Anthony, 1965, 1988;
reen and Welsh, 1988; Goold and Quinn, 1990). Critics
geest that management and marketing control systems
¢ often ineffective ftor several reasons including: ill-
fincd objectives, performance measurement standuards
at are not well linked with strategy objectives and
sntent, and poor performance appraisal and review (Hre-
niak and Joyee, 1984; Bonema, 1985; Bonoma and
rittenden, 1988).
As an important organizatonal control system, five
stinel roles of MPA systems are:

e 1o confitm compliance with non-negoliable standards
such as regulations, and industry association standards
{c.g. Detty, 1997);

¢ to monitor overall organizational “vital signs™ and
provide carly warnings of problems that may afTeet
future performance such as increased customer
complaints (e.g. Schibrowsky and Lapidus, 1994);

* o provide data inputs for planning and decision
muking, as well as to aid “generative™ leaming {e.g.
Slater and Narver, 1995);

* o aid stregy implementation by tracking the extent
to which strategic marketing objectives and mile-
stones are being achieved (e.g. Bonoma and Critten-
den, 1988); and

o o signal marketing priorities and desired oulcoines to
managers and anployees (ego Ouehi, 1979, Govin-
darajan and Fisher, 1990).

From this conwol system perspective, current knowl-
edge regarding MPA system design and use is fundamen- -
tally limited. Given MPAS central importance in the study
and effective practice of marketing within organizations,
we must better understand pust contribtions and integrate
this base with more recent theoretical work o provide a
stronger toundation on which o build.

{20 MPA: a Tistorical review

Two different bul related approaches o MPA are evident
i the marketing lteraare: marketing productivity analysis
(an ““efticieney ™ approach) and the marketing audit concept
{an “etfectiveness ™ approach). The tierature velating 1o cach
of these buses s assessed, and contributions to the rescarch
domain, possible implementation problems, and conceprual
deficiencies are identified below.

1.3 The efficiency perspective — marketing
productivity analvsis

Productivity concerns the relationship between inputs
and outputs (Misterek ct al., 1992), and productivity ana-
[yses assess the efficiency of the vansformation process by
which inputs and outputs are linked (Sink, 1985). Marketing
productivity analysis is an inherently partial productivity
measure in that tis based on a subset of the universe of
possible orpanizational ieputs, outputs, and ransformation
processes (Misterek et al, 19923 Sinee inputs and outpuls
coteerning marketing performance are oflen in different
units of measureinent (Selnes, 1992), marketing productiv-
ity analysis usually involves transforming input and output
units into some standard measurement unit (usually dollars)
{ear. Bonoma and Clark, 1988).

While nmuany marketing productvity nicasures have been
proposed (see Bonoma and Clark, 1988), the majority either
eindorse or inerementally extend Sevin's (1965) profit-to-
narketing-expense-tutio measures of efficiency (Foster and
Gupig, 1994). Inpul micasures suggested as appropriale in
assessing muarketing, productivity have included cfforts 10
operationalize and quantify marketing expenses and levels
ol tnvestuent, head count, quality (employee and decision),
cffort, and allocation of overhead (Bonoma and Clark,
1988). The outpul measures most frequently suggested in
assessing marketing productivity have included profits,
sales (unit and value) market share, and cash flow (Bonoma
and Clark, 1988).

Two wends may be obscrved in the development of
marketing productivity analysis since Sevin's (1965) semi-
nal conceptualization. First, there has been a movement
towards inclusion of maore “non-pecuniary™ (non-financial)
measures of marketing output such as quality of service (e.g.
Bucklin, 1978) in productivity assessments. Second, thete
have been supggestions that productivity assessments also
focus on the adaptability and innovativeness of a firm's
marketing efforts {e.g. Walker and Ruckert, 1987) and thal
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APA systenmis incorporate more soplisticated multidinen-
ional assessmeals of marketing productivity (Bhargava
tal, 1994; Sheth and Sisodia, 1993).

The marketing productivity rescarch stream may be
iewed as making two major contributions Lo the assessment
£ marketing performance. Fisg, 1t has provided a manage-
jally relevant conceptual mode! of the efficiency dimension
if marketing performance similar to those that have been

leveloped in other arcas such as manufacturing. Sccond,

narketing productivity analysis hag focused attention upon,
nd greatly increased understanding concerning the identi-
cation and measurament of marketing costs (e.g. Sevin,
FIOS) amd revenue (e Feder, 1905).

Despite these conteibutions, there remain several signif-
sant problems with mark eting productivity analyses that have
severcly Himited the operational use of the approach. Fist,
narketing productivity analysis assumes thal marketing in-
suts and outputs can be economically and accurately assessed
nd that such measures will be stable over time. These
assumplions have proven difficult W ovalidate, for while
“hard ™ {nputs and oulputs (partcularly costs and revenue)
may be relatively casy to accurately neasure, less tungible
inputs and outputs are more difficult Lo assess (e.g. Selnes,
1992 Llerremans and Ryans, 1995) The stability of assess-
ments may also be problemalic as accounting decisions
concerning overhead allocation can significantly affect nput
and autpul measarement (e.g. Johoson and Kaplan, 1987,
Selnes, 1992}, Measurement accuracy and slability problems
may also be compounded by difficultics in trans forming mir-
keting inputs and outputs into common currency. For exam-
ple, while brand equity has been a much rescarched topic in
the marketing Hierature (e.g. Keller, 1993 Simon and Sulli-
vin, 1993)) there reniing no universally aceepted way of
ans aking brand equity wnto a dollar value {e.g. Ketler, 1998).

In addition to such tmplementation problems, muvketing
productivily anilyses also present a number of significant
conceptual limitations. First, efficiency measures cely upon
knowledge of cause and cffect relationships linking inputs
managerial actions and outputs (e, Govindurajun, 1988). in
fact, we have little knowledge concerning such relationships
in nuwketing, and marketing transformation processes remain
lurgely a “black bax ™ (Pietey, 1997: Vorhies and Yarbrough,
1998). In addition, productivity analyses largely ignore time
fags between marketing inputs and their effcet upon outputs,
and the impact of cumulative effects is also impossible o
discern using such approaches (Foster and Gupta, 1994).
Second, productivity analyses focus upon the amount and not
the quality of marketing inputs and outputs. While adjust-
ments may be made such as using price-of-output changes as
a reflection of quality, this approach does not consider
changes in technology that may simultancously improve
quality and lower price (¢.g. Misterck et al., 1992). Finally,
while mirketing productivity analyses capture the efficiency
dimension of marketing porformance, they largely ignore
other important dimensions such as effectiveness and adap-
tiveness (e.g. Richardson and Gordon, 1980; Skinner, 1986).

fod The cljectiveness perspective - marketing audits

A different approach (o assessing marketing performance

the nurketing audit - was developed in parallel with the
emergence of marketing productivity analysis, Emulating
sccounting's financial audit, the marketing audit originated
in an American Management Association report, “ Analyz-
ing and improving Marketing Performances. ‘Marketing
Audits” In Theory and Practice” (AMA, 1959) that included
scrninal works by Crisp (1959), Sessions (1959), Shuchman
(1959), and Oxenfeldt (1966). The marketing audit was
deseribed as o systematic, eritical, and impartial review of
the totad marketng operation; of the basic objectives and
policies of the uperation and assumptions that underlic them;
and the methods, procedures, personnel, and organization
eviployed o implement the policies and achieve the objec-
tives (Shuctiman, 19593,

Koter et al. (1977} refined the marketing audis concept
into a comprehiensive, systematie, independent, and periodic
examination of a company’s or SBU’s strategies, objectives,
activities, and environment, designed o reveal problems
ard opportueitics, wad o recommend actions that would
improve tie company’s marketing performance. The refined
andit model identtied six proposed components of the
marketing audit, and advocated the use of a standard set
of procedures. Kotler et ull’s six proposed murketing audit
components neluded:

I. the marketing environment audit, consisting  of
analyses of both the macro environment and the
tusk environment;

2. the markening strategy audil, 1o assess the consistency
of markeling strategy  with environmental opportu-
nites and threats;

3. the murketing organization audlt, designed to assess
the interactions between the markeling and  the
sales organization;

4, the marketing systems audit, to evaluate procedures
used to obtain information, plan and conwol market-
ng operations;

5. the productivity audit, assessing accounting dala 10
deteatine aptimal sources of peofits, as well as
potential cost savings; and

6. the marketing function audit, reviewing key marketing
functions based primarily on prior audit findings.

The major contributions of the marketing audit approach
were Lhat it represented the first systematic attempt to asscss
marketing effecuveness (¢f. Kotler, 1977; Dunn et al,, 1994),
and that 1Cwas in many ways an impertant precursor of later
work on nurket orientation (c.g. Jaworski and Kohli, 1993)
and marketing capabilities (e.g. Day, 1994), However, from
an implenentation perspective, the marketing audit approach
has suffered from significant problems. These include: the
lack of suitably qualitied independent auditors {Kotler et al.,
1977) gaining management cooperation {rom within mar-
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keting (Cupetliand Seckely, 1978), information availabiliy
(Rothe ot al, 1997); and generatng sufficicat conununica-
lion with lop managers o ensure aceess and understanding of
information {Bonoma, 1985). Combined, these problems
may csplain the lack of implementation of the marketing
audit process in companics (Mokwa, 1986).,

In addition w implementation problems, marketing audit
approaches may also be viewed as having a number of
conceptual weaknesses. First, asudit approaches are not
systematic marketing control systems. Rather, they are dis-
connected from the oversll control system (e.g. Browntie,
1993) and periodic rather than ongoing assessments of
marketing performance (Kotler et al,, 1977), with the objec-
tive of defining problems but pot necessarily providing
insights into solutions (e.z. Wilson, 1980). Second, market-
ing audit approaches were developed as universal, prognos-
tic, normative tools rather than as firm-conlingent
perforinance measurement systems. As such, the audit e
surcment approaches used have been primarily qualitative
cheeklists, with lide empirical validation (Rothe et al,,
1997y, and, heretore, little or no knowledge concerning

mcirement properties suchn as valwdity and reliabiliy:
L3 A imegrative perspective

Our review suggests that neitber marketing productivity
amabysis nor marketing audits alone provide salisfactory
bases for MPAL In addition to the implementation problems
and conceptual deficiencies discussed, neither approach has
been fully developed to reflect advances in a broader
conceplion of organizational performance evident in orga-
nizatonal effectiveness, competitive advantage, and the
resource-based view of the firm. Further, the incremental
developments in both marketing productivity analysis and
marketing audil approaches have not suceeeded in integrat-
ing existing knowledge. Clearly, the ficld of MPA requires a
new approach that: integrates past productivity and audit
approaches: s grounded in current theorceticul frameworks
explaining organizational performance; and s capable of
producing MPA systems that are relevant to managenient
needs and implementable in different corporate conlexts,

from this perspective, MPA systems can be viewed of as
two distinet but related types - normative and contextial
{Blenkinsop and Burns, 19923 A normative MPA system
provides auniversal conceptual framework that gives insights
into the marketing performance process. It is consistent with
the systems perspective of organizational effectiveness {e.g.
Lewin and Minton, 1986). As representations of understand-
ing of how the marketing performance process operales, such
systems are relatively static, changing only as process under-
standing chunges (o a significant degree. A contextual MPA
system is embedded in the organizational content of specific
firms, reflecting prevailing organizational contingencies; itis
the application of a normative syster in a particular corporate
context. Contextual MPA systems are therefore dynamie in
the sense thal they change to reflect changes in fiomi- and

industry-specilic contingencies. Contextual MPAs are more
congruent with goal-orienied perspectives on organizational
cifectiveness (eg. Lewin and Minton, 1986). We develop
models of both types of MPA systems below.

Lo A normuaiive system for MPA

Muarkcting performanee is a dynamic (e.g. Dickson, 1990)
and multidimensional {e.g. Bonoma and Clark, 1988) pro-
cess, Both of these characteristics are therefore essential in
building a normative MPA system. We represent both of
these characteristics in a normative model of marketing
performance represented in Fig, 1. From a dynamic perspec-
tive, competitive advanlage theory suggests that marketirg
performance is a process (Kaplan and Nerton, 1993; tunt
and Morgan, 1996) in which four broad stages can be
identified: firsy, sources of advantage, regarding the acquisi-
tion, development, und deployment of the resources and
capabilities of the firmy second, positional advantages, re-
presenting the realized stategy of” the firm concerning the
value delivered to customers and the costs incurred by the
fionn relative to s competitors; thind, market performance
outcomes, which are customer and competitor responses to
the flmus” realized positional advantages; and fourth, finan-
ciad performance outcomies, concerning the costs and bene-
fits 10 the fim of the achieved leve! of market performance
(Day and Wensley, 1988: Kerin et al,, 19905 Day, 1994},

161, Sowrces of advantage

Recent advances in our understanding of the resource-
bascd view (RBV) of the firm suggest that sources of
advantage concern both the resources available o the firm
and the capabilitics which transform these into valuable
outputs through marketing strategy (e.g. Day and Wensley,
1988), Resources are firm-controtled assets that serve as
mputs o organizational processes and have rent-caming
potential (Aaker, 1989; Srivastava ct al., 1998). The man-
agement and marketing literature has identified many dif-
terent types of resources including: physical resources such
As plant and facilities (MOller and Antlila, 1987} reputa-
donal resonrces such as corporate reputation and brand
image (e, Aaker, 1989); human resources such as the
number and quality of personnel (Aufreiter et al, 1996):
organizational resources such as scale and culwre (eop.
Moomman, 1995); financial resources such as marketing
budget (v.g. tlunt and Morgan, 1995); informational re-
sources such as market data (e.g. Glazer, 1991} relational
resources such as the number and quality of existing
relationships with customers, channel, and suppliers (Sri-
vastava ¢t al,, 1998); and legal resources such as vadenark
protection and technology patents (e.g. Barney, 1991).

Duespite thelr imporanee, superior resources are nol a
sufficient condition for superior performance. It is the
degree o which resources can be leveraged inw valuable
vutcomes by using them in conjunction with capabilities
that detines the extent of performance (e.g. Dievickx and
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Cool, 19891 Porter, 1996, Capalilitics are the organiza-
tional processes that ransform available resources into
valuable outputs {(Vorhies and Yarbrougl, 1998). Capabil-
fes are basced o the coordinatton and imegration of skills,
knowledge, and activities (Moller and Antula, 1987) and
oceur al multiple levels in the organization (Vorhics, 1998),
These levels include: individual capabilities such us crewtive
advertising copy ideus; single-task capabilities such as
muedia planning; speciadized capabilities such as mlegrated
makeling communications management; functional cap-
abifuics such as marketing: and organizalional capabilitics
such as new product development,

1.6.2. Posttional advantage

Through combioing available resovrces with meuketing
and other functional capabilities the organization s able o
develop and execure competinve strategios (e, Day,
1994y, The itial outcome of these compeliive strulegics
are the realized positonal advantages, which ae the
positions tat the fiom iy able o actually obtain o the
markel relative o competitors {(e.g. Day and Wensley,
JURK: Kerin el al,

tonalizations of posttional advantages aclieved o the

1990y, Concepualizations and opera-

steafegy ltecatate have focused upon competitive position
in rebtion w product, serviee, image, channel, cost, and
price as the most important dimensions of swategic perfor-
mance (e.g. Miller and Friesen, 1986; Kim and Lim, 988
Lawless and Finch, 1989).

{603 Murket and finuncial performance

Market performance concerns marketplace awareness
and reactions to realized positional advantages achicved.
These muy be viewed from customer, competitor, and
internal perspectives (e.g. Day and Nedungadi, 1994). From

4 customer perspective, market pecformance concerms vog-
nitive and affective responses (e.g. brand awareness and
perecived quality) and the subsequent behavioral conse-
quences (c.g. purchase decision muaking and actions] of
prospects and customers in the target market w the realived
pusiional sdvantiges achieved by the finm. From an mterm-
ally oriented perspective, market performance is manifest in
the subsequent effect of customer behaviors as seen in terms
of unit sules and sules vevenue. From d competitor perspec-
1ive, nket performance is seen i werms of indicators such
as share of mind and muwket shure. Ultimately, the sales
performance of the finn in combinatdon with the vost of
sales i ais mawke(s) will determine financial perfornunee
outcomes it lenns of revenue, cash flow, and profitainlity
(e.g. Day and Fahey, 1988, Kaplan und Norton, 993
100 Dimenisionis of markedng perforinaice

As well ws being dynemic in the sense outlined above,
wirketing portormane: s also o mulidinensional process.
The murketing tieratare has focused on three dimensions
of marketing performance: effectiveness, the extent w
which orgaoizational goals and objectives are achteved:
ctficiency, the relationship between performance oulconmes
and the inputs cequired 0 achieve them; and adapuveness,
the ubility of the organization to respond to environmental
changes (Watker and Ruekery, 1987). The liwerawre sug-
pests that these three dimensions of performance may not
converge over tme due o inherent wade-offs between
them (c.g. Ostroff and Schmitt, 1993; Bhargava et al,
1994), for example, cutting marketing communications
spend and reducing the size of @ sales foree may be actions
that maximize short-run marketing efficieney. lowever,
such actions ate also likely o reduce an organization’s
ability 10 sense and respond (o changes in customer needs,
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and henee lead o lower marketing adaptiveness. Addition-
ally, less markeling communications spending may reduce
brand wwareness and crode positioning over tme and
henee reduce marketing effectiveness (cf. Walker and
Rucken, 1987). Normative models of the MPA system
theretore necd to cnable performance to be assessed from
efficiency, effcectiveness, and adaptivencss perspectives
within and between each of the stages of the marketing
performance process.

From a normative perspective, MPA - therefore involves
assessing marketing resources and capabilitics as sources of
advantage, positional advantages achieved, market perfor-
manee from customer perceptions through customer behu-
viors 1o customer post-purchase outcomes (customer
perspective) and unit sales, market share, ete. (firm per-
spective) 1o financial consequences (revenue, cash tlow,.and
profits). This model is consistent with historical marketing
productivity analysis in allowing a focus upon marketing
inputs and outputs but broadens understanding of the
“black box™ at the heart of most productivity models
(Bonoma and Clark, 1988) by also focusing on marketing,
tansforniation processes and wkiog @ dyaanic pespective
by examining the temporal celationships involved. The
normative medel may also be viewed as an extension of
marketing audit approaches o assessing, marketing activ-
nies and etfoctiveness, but broadens these approuches by
incorporiting o dynwic component and allowing assess-
menix of marketing aduaptiveness and marketing efficioney,
as well as nurketing effectiveness.

1.7 Contextuad factors 10 MW svstens

From an individual firm-level perspective, the signifi-
cant observable variations among {lems in their marketing
performance monitoting  approaches suggests that MPA
systems are not o “‘one-size-fits-all”” type of organizational
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control system. Ruther, contextual MPA systems are a
subset of the normative MPA system described above that
reflect industry and firm specific contingencies. Qur under-
standing of relevant and important contingencies affecting
MPA systems within organizations is curently limited by
the scant empirical attention paid to this issue in the
lilerature, We propose a model of the contingency, re-
spoase, amd perforinance factors that the extant marketing
and management litcratures suggest should be associated
with the design and use of MPA systems within organiza-
tons in Fig. 2.

L7010 MPA sestent contingency variables

Given the centralily of MPA in the academic study and
management practice of marketing, swprisingly little atten-
tion has been paid to the key contingencies reflected in the
design and use of MPA syslems within organizations.
lHowever, there we literature-based grounds for expesting
that tnportant contingencies are likely w nclude maketing
strategy {e.g Pierey, TU9R), corporate context (e, Day and
Wensley, 1988), uwad sk environment variables (cf. Ja-
worski, 1178y).

Two marketing strategy variables are hightivhted in the
literature a5 potentially important in MPA systems: market-
g stratery poals (ef Govindarajan and Gupta, 1985 and
the computitive means proposed for achieving them
fefl Meyer, 1994 MPA systems need w reflect the murket-
fug strategy poals being pursued and the competitive means
being used o achieve them i terms of the performunee
assessient eeiteria and standard used (ef) Globerson, 19X5:
Feeles, 1991, Failure o align MPA performince standards
with marketing strategy goals and competitive means can
lead to two problems: using the wrong measures, .. those
that ablocate marketing effort and resources allocated 1w
aciivities that do not centribute to cffective marketing
strategy implementation {false alarms); and failing w use

.
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the right measure, so that important markeling activities are
noL addressed (paps) (cf, Dixon ¢t al., 1990). The existence
of such "false alarm™ and “gaps™ problems in MPA system
designe may be associated with performance outcomes
{ef. Schmenier and Volimann, 1994,

Four corporate context variables affecting MPA systems
are suggested as potentially important in the marketing and
management literature: information availability; corporate
performance moniloring requirements; SBU autonomy: and
stakeholder power.

lnformation availability concerns the case with which
various kinds of performance duta may be collecied. 1t has
been suggested in the Hitemture that managers performance
assessment system choices may be influcnced more by
information avaitability than by strategic goals and compe-
titive means (e.g. Morgan and Pierey, 1996, Pierey, 1997).

Corporaie performance assessment requirements concern
the performance information required by corporate-level
mapagers for corporate planning and control purpuses.
Mauketing pecformance measurement systems inust be con-
sistent with overall corporate performaice measurement
systeris in order o support elfective comparate planniog
and control. Addivonally, the literature suggests that “fit”
between MPA systerns and those used in other Tunctional
arcas may significanily aid general management decision
making amd clfective sirategy inplementation (e, Hrebi-
niak and Joyee, 1984 Keegan et al, 1989,

SBY autonomy concerns the Hexibility availuble o
gencral and marketing managers (o set the design para-
meters of their MPA systems in addition to the reporting of
any pertormance information demanded by corporate-level
managers and systems.

Stukcholder power concerns the velative influcoce of
different groups who have an mterest in the goals and
operation of the firm. Different stakcholder groups may
mclude stockholders, employees, and customers (e.g. Ford
and Schellenberg, 1982). The relative influence of the
vartous stakeholder groups may influence the sclection,
importance and level of different performance standards
{e.g. Cameron, 1986) and the choice of performance stun-
dard referent and measurement orientation (Morgan and
Katsikeas, 1997). Nounative MPA approaches often assunie
that profit maximization is the overriding corporate objee-
tive suggesting that profil-based measures of {inancial
efficiency should be the most important performance stan-
dard. However, this assumes that stockholders are the most
important stakeholder group and that stockholders are pri-
marity interested in short-run financial efficiency, which is
often not true (e.g. Brown and Laverick, 1994). Rather,
stakcholder influence is likely to vary between firms and
this is likety to affect the characteristics of the MPA system
adopted (cf. Tsui, 1990).

Four aspects of the task environment for marketing are
tikely to impaet the MPA system used within organizations:
environmental uncertainty, industry dynamics, competitor
attributes, and customer attributes.

69

Enviconmental uncentainty concerns the predictability of
the environmeni within which managers operate. Environ-
mental uncertainty has been identified as a signiticant
factor in the design of organizational and markeling cou-
lrols systems (e.g. [lirst, 1983; Jaworski, 1988}, The
control literature suggests thal in uncertain enviconments
the cost of measuring performance outcomes is higher (g,
Eisenhardy, 1985) and that uncertainty also affects reliance
upon accounting data in performance assessment (e
Hopwoad, 1972; Govindarajan, 1984). Both increased cost
and greater veliunce on accounting-lype data in uncertain
environients we Hkely 1o affect the characteristics of MPA
systems within organizations.

tndustry dynamics concern the time spans invoived in the
vatious stages of the marketing performance process. The
time laken between acquiring sources of advanlage, achivv-
g positional advantages, raising market performance, and
the ultimate impact upon observed fnancial outcomes may
viey signilicantly botween industries (e, Foder, 1965)
Sinee it s obviously important to assess marketing perfor-
nee over appropriale tme periods, it would seen reason-
abic (o expect that industry dynamics will tmpact the
characteristics of MPA systems used within organizations.
Further, this implies that MPA - systenis may change over
time o retlect produet and organizational lifescycles,(e.y.
Richardson and Gordon, 1980 Eceles, 1991).

Computitor adiributes deseribe the ehuracterisies and
behaviors of the competitors i the firm’s environwnent,
MPA systems may differ depending on these wwibutes,
Day and Nedungadi (1994) propose that concentration of
competiion 1o an industry should make competitors
more sabhient in omuanagerial representations of advantage,
suggesting systems that emphasize competilor interactions

as the divers of marketing performance. Similarly,
threatening  competitive behavior (e.g. Clark and Mon-
lpromery, 19987 may drive MPA systems oward a more
zero-sumy, warfare anulogous understanding of whal
drives markeung performance.

Customer attributes describe the characteristics and be-
haviors of customers, which should affect the nawire of MPA
systems. For example, concentration of buyers -- the extent
to which u vustomer base is dominated by a few buycers -—
seems likely to be an important driver of MPA systems.
Aside from the notion that a concentrated customer base
leads to mereased buyer power and thus increased salience to
the ovganization (Day and Nedungadi, 1994), monitoring
marketing performance vs. a few customers is tikely to
produce & more informal and personal system, while mon-
itoring marketing performance relative o a custemer base in
the millions lends itself to — indeed, may demand — use of
sophisticated measurement systems such as scanner data
analysis and data mining (e.g. Blattberg et al,, 1994),

1.7.2. MPA system response vartables
The lterature suggests five MPA system response vari-
ables that muy be affected by the contingency variables



VA

identificd abover perfonnance standards, referents, measure-
s Driceirion, measaeeneid tine spaa, and reward sys-
twem vonsisleney.

Performance standards address the criteria against which
marketing performance s assessed (c.g. unil sales, customer
satisfactiony and the level of performance on these criteria
against which performance is assessed (e.2. 20% increase in
unit sales, 85% customers scoring above average satisfac-
tion levels or higher). The selection of performanee stan-
dards is Important not simply in terms of assessing the
progress of marketing stritegics and programs but also for
the “signal™ thal they send o monagers and cmployees
concerniny desired behavior (Ouchi, 1979; Govindumjun
and Fisher, 19903,

Measurcment orientation concerns the stakcholder por-
spective of the performance measures used. The organiza-
tional cffectiveness and strategic management [lteratures
suggest that different stakeholder frames of reference influ-
ence the choiee of performance indicators used in empirical
reseireh (g Cameron and Whetten, 19830 L, T988),
While the orpanizational effectiveness and general manage-
ntent litegatures have emphasized constitueacy, stakehiolder,
and resouree perspectives (Pfetfer and Salancik, 1978; Van
de Ven and Ferry, 1980), the strategic marketing literature
has highlighted three measurement orientations relevant to
performance assessment: customer-focused indicutors, for
instance, customer satisfaction and customer retention,
compelitor-centered  indicators, including refalive sales
growth and relative markel share; and internally oriented
indicators, such as profiabiiity and RO (Day and Wensley,
1988 Day and Nedungadi, 1994). Day and Nedungadi
(1994) report that managers primarily emphasize internally
oriented representations of compelitive advantage, but that
this 15 foliowed closely by both customer-focused and
competitor-centered evaluations.

Referents concern the perspective represented by the
fevel of at which the performance standard discussed above
is set and/or against which oulcomes are actually assessed
by managers using the MPA systemn. Perfonnance asscess-
ments are inherently relalive in nature, the queston s
relative o whal? ‘Typically, referents may be based on
different perspectives {acluding: the firm's past pertor-
mance {c.g. lust year's sales); competitors” current puorfor-
mance (e.g. current market share); targets sct in wrillen
marketing plans; and, managers’ “realistic” expectations
about potental performance outcomes. The selection of a
referent to use with an indicator of performance is of
importance, as it will significantly affect the performance
level observed (Cameron, 1986; Lewin and Minton, 1986).
Again, the relative power of various constituencies of the
firm such as stockholders, managers, and employces who
may have widely differing objectives and expectations
concerning desired performance criteria and levels is likely
to be o significant contingency vartable (Chakravarthy,
1986; Tsui, 1990). Eccles (1991) suggests that companics
are better off using current competitor referents than
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terually oriented past company performance. Phat said.
we have po erpineal knowledge 0 suggest tha the use of
any particular performance referent is inherently superior (o
any other,

Tine span of assessment concerns the time periad over
which performunce is measured, Chakravarthy (1986)
suggests that inonitoring o firm's strategic  performance
requites imcasures that caplure its polential performance in
the fature, as well as ity curcent and puast performance.
Simple relianee upon accounting-based measures s inade-
guale for these purposes as they reflect the financial
outcomes, off past strategy (Day and Wensley, 1988), It
is clear dhat the tdme span of assessment in any MPA
reflects the timetable associated with marketing stutegy
actions and the time g and cumulative effects required
for these o impact outcomes. These contingencies ofien
do not coneide with or overlap financial accounting time
periods (fscal quarters and  financial  year-ends). While
mandgers nay  therefore be tempted (or foreed) to use
time spuns of assessment thar do not reflect marketing
strulegy contingenceles, the consequences of such actions
iway be signilicant and ncgative n that the “success™ or
“fatlure™ of o marketing strategy may be assessed before
it iy reasonuble to expeet any actions taken to lmpact
observable outcomes.

Reward system consisteney concerns the alignment be-
wween the MPA system and the sysiem used 1o evaluate and
reward marketing personncel. Alengside performance mea-
surcinent, reward systems are viewed as a cential compo-
nent of any control system (e.g. Anthony, 1988; Jaworski
and Kohli, 1993). A nuniber of studies have suggested that
linking employee and management rewards with specified
gouls on appropriate criteria can influence behavior (e.g.
Gupta and Govindarajan, 1984), The marketing literature in
particular has concentrated upon the unportance of both
performance measurement and reward systems in shaping
behaviors within the organization {¢.g. Anderson ard Cham-
bers, 1985: Jaworski, 1988; Oliver and Anderson, 1994), By
aligning reward systems with MPA syslems, managers may
send even stronger signals about desired behaviors and
outcones (o managers and employees, and significantly
cahance the effective implementation of desired stweegics
{ef. Floyd and Woolndye, 1992).

1.7.3. MPA spstem performance variables

1.7.3.1. User satisfuction.  Performance assessments are
not absolute and usually relate to user expectations and
competitive referents, more than to abstract objective mea-
sures (c.g. Bonoma, 1989; Clurk, 1998}, Our model sug-
gests that the greater the alignment between the MPA
conlingency and response variables idenufied, the more
likely managers expectations are to be confirmed, and the
greater the satisfaction of managers with the MPA system.
Indecd, a cynic might wonder if this is not a driving factor
behind how MPA systems are developed.
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1.7.3.2. Strategy exccution effectivencss.  Effective MUA
systems should aid the cffeciive exeeution of marketing
strategy (¢f. Dall and Macintosh, 1984). Without alignment
between the marketing strategy pursued, the marketing
performance measures utilized, and the evaluation wnd
reward system in the business unit, marketing strategies
were unlikely 1o be efteetively implemented (ef! Stata and
Maidique, 1980; Eceles, 1991). Ineffective MPA systems
may connunonly fuadl 1o aid effective tmplementation of
marketing strategy by: not changing MPA performange
standards to reflect shifis in marketing strategy; using
inadequate lime periods of assessment and thereby under
or over estimating strategy oulcomes; and not aligning
reward systems with MPA systems and continuing to reward
*x 7 while monitoring “y 7. Although these concerns seem
to cover a number of different arcas, the literature supports
considering goal setting, performance measurement and
feedback linked into reward and evaluation as intercon-
nected components of “cybernetic” models of management
contro! (e.g. Anthony, [988).

Organizational learning is the development of new
insights or knowledge tiat may influence behavior and
improve performance (Sinkula, 1994). Slater and Narver
{1995) idenify two distinet types of organizational learn-
ing: adaptive (or single Toop) leaming where insights and
knowledge are bounded within the orpanizations’™ us-
sumpions aboul the envicenment; and generative (or
double loopy learning where fnsights and  knowledge
challenpes such assumptions. MPA systems  have the
potential to considerably cnhance the ability of the
organization to leam in both adaptive and generative
modes. However, MPA systems arc uniikely to contribute
significantly (o organizational leaming unless they are
comprehensive (in the manner suggested in the normative
MPA model) and adopt appropriate tme spans, Oue of
the biggest problems identificd with productivity analyses
in (his context is that by treating the marketing process
as a “black box™ it is difficult, if not Impossible to
discern why inputs and outputs are linked and in what
waye. Unless marketing managers are able to diagnose
what works and what does not in analyzing inputs,
actions and decisions, and oulputs, then by deltmiuon,
o Jewrning can lake place. Sinee organizational lewning
Is u fundamental source of capability upgrading, any
failure to leamn degrades future competitiveness. Effeclive
MPA systems may thercfore be important in generating
future marketing performance, as well as monitoring
currcnt marketing performance.

2. Discussion and implications

2.1, Discussion

Recent work indicates that senior corporale managers
have inadequate knowledge of, and confidence in, their
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markeling organizations’ performance {(Pesimen, 1993
Sheth and Sisedia, 1995). We believe that inadequacies in
MPA system understanding and implementation are largely
responsible for this state of affairs. Marketing academics
continue o chide munagers for trealing marketing budgets
ay overhead expenditure rather than capital expenditure in
building revenue gencrating marketing assets. However, in
the absence of valid, reliable, and credible MPA systems,
mucketing manasgers will remuin unable to convinee bottom-
line driven corporate exceutives that marketing expenditure
should be protected. It is naive to suggest that corporate
executives are simply being myopie and that marketing
managers ave “right™ in their beliet that marketing budgets
are effectively utilized. The reality is that marketing man-
agers themselves ure often unable (0 uncover and confi-
dently support cause and effect relationships between
marketing inputs, marketing processes and marketing per-
formance oulcomes,

Given the problems identified in current MPA  ap-
proaches, and corporale contexts that have for the large
purt been dominated by efficiency-based goals over the
past decade (witness the effect of business peocess reen-
ginecring), many marketing managers have relied upon
MPA  systems that emphasize short-run assessments  of
twngible nputs and outputs (cf. Misterek et al,, 1992),
While this may be understandable, the use of such MPA
systems may lead 10 decisions that do not maximize long-
mun, or even meditm-term competitiveness (e.g. Hayes and
Wheelwright, 1984 Wisner and Fawceett, 1991). Such
MPA systems often lead to a focus on asset parsimony
i.e. cutling inputs into the marketing productivity equation
that can be sub-vptinmal for longer-term marketing pertor-
maace outcomes {e.g. Piercy, 1986). For example, redu-
cing “sfack™ resources can limit resources allocated to
building wources of advantape {e.g. Eeeleg, 1991), reduce
the firms absorptive capacity (e.g. Chakravarthy, 1982),
Hmit creativity {e.g. Piercy and Morgan, 1997), and limit
strategy implementation cffectiveness {e.g. Bonoma and
Crittenden, 1988).

Perhaps even more direetly damaging to future perfor-
mance is the inability of most MPA systems to contribute to
cffective organizational learning. The strategy literature
increasingly sugpests that knowledge is 4 meta-resouree
and organizational learning o meta-capability that enhance
and upgrade all of other resources and capabilities of the
firm. Organizational leaming in particular is widely viewed
as constituting a valuable, non-substitutable and inimitable
source of compeltitive advantage (e.g. Slater and Narver,
1995}, We believe that by focusing upon inputs and outputs,
monitoring relatively few indicators, and not matching the
time frame of assessment with industry dynamics and
markcting strategy content, most MPA sysiems in use sig-
nificantly impede organizational learning. The cycle of
treating symptoms rather than causes in marketing strategy
shifts is unlikely 1o be altered until some of these MPA
design errors are addressed (cf. Cohen, 1998},
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2.2 Implications for future rescarch

Our review and conceplual model development suggest
numerous opportunities for future rescarch. Academic
rescarch in marketing has not focused upon MPA 10 any
significant degree for the past 20 years, As a resull, it is
uosurprising that academic research has had a negligible
impact on practiee, leaving MPA systems in use i most (if
not alt organizations) tlawed both coneeptually and, per-
haps more importantly, in the minds of the managers Wat
use them. This represents a sigotficant falling on the part
of the marketing discipline with respect o one of its most
important constituencies, and may be negatively affecting
rescarchers ability o get munagement cooperation and
access 1o research sites (o conduct necded marketing
strategy research. In addition, academic failurcs to develop
swoug conceptual insights and rigorous measures of mur-
keting performance negatively hmpacts contidence in mar-
keting strategy rescarch where marketing performance s
often the ulimate dependent variable of interest (Morgan
and Kaisikeas, 1997). Below, we highlight what we believe
 be some of the rescarch areas suggested by our tesearch
as being of most immediate value in enhancing both
academic understanding and aiding improvements in man-
agement practlice,
220 Mudiidimensional natwre of performance

Lxtant management and marketing Tilerature provides a
strong theeretical bagis not only for adopting mutudimen-
stonal performance conceptuatizations and operationaliza-
tions, bul for examining interactions among the various
dimensions of performance. However, few swdies have
exploved the nature and significance of trade-oft interac-
tions among different marketing performance dimensions,
For example, in increasingly dynamic market environ-
ments the adaptive dimension of marketing performance
is becoming increasingly important. o such environ-
menis, adaptiveness may be viewed as a precursor of
effuctiveness and efficicney oulcomes, suggesting 4 rela-
tionship between adaptiveness and other important dimen-
sions of performance (Ruekert and Walker, TY87). To
enhance knowledge development in the fiekl, it is im-
perative that we pain 4 deeper understanding of such
relationships, What are the trade-offs and when do they
occur? Recent contributions suggest that daw cnvelop-
ment analysis, which itdentifies “efficiency™ frontiers,
represented by such  trade-offs may be an appropriate
methodology for rescarching such wade-ofts {e.g. Bhar-
gava et al., 1994)

2.2.2. Dynamics of marketing performance

Academic understanding of muvwketing processes s still
relatively undeveloped (Pierey, 1998). An important first
stuge in studying processes is idenlifying key slages
invotved (e.g. Van de Ven, 1992). llere, we bave used
the theoretical literawre concerning organizational perfor-
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manee to develop a normative model of the nudketing
performunce process and suggest five distinet stages,
However, from an empirical perspective, we have no
evidence to support the number and characteristics of
stages m the marketing performance process. Additionally,
we have little or no understanding of the length of the time
seales involved in movement between marketing perfor-
mance stages under different conditions, Knowledge of the
tempordl dynamics of the marketing performance process
is an cssential prerequisite for developing MPA systemns
that utilize appropriate time scales of assessment. Although
cosily and time-consuming, lengitudinal siudies are better
suited te capture the wemporal character of] and explore the
cause -effect relationships involved in, the matketing per-
formanee process.

2.2.3. Svurces of advaniage

Marketing researchers has largely ignored the resource-
bused view literalure, with a few notable exceptions (e.g.
Day, 1994; IHunt and Morgan, 1995). As a result, we
have alimost no knowledge concerning sources of advan-
tage in rueketing performance, While we have identified
theoretically anchored conceptualizations of marketing
resourees and  marketing capabilitics in our normative
MPA model, we again have almost no empirical evi-
dence, What are Important marketing resources and cap-
abilities? tlow may they be measured for academic
purposes?  How should munagers set about assessing
marketing resources and capabilities o improve thelr
MPA systems? Available measures from the management
lterature are limited in both number and level of devel-
opment {Miller and Shamsie, 1996}, hence, there 1 a
need for future research to develop measures of the
sources o marketing advaniage.

2.2.4. Contextual MEA sysiems

The poal-centered view of organizational effectivencss
suggests that performance should be assessed from the
standpoing ol an internal “user™, rather than an external
“expert” (Miles, 1980; Lewin and Minton, 1986). In
marketing strategy formulation and implementation, man-
agers may olten pursue goals incongruent with those of
nonmnative “experts”. Managerial goals and objectives,
and the subscquent criteda and standards used by man-
agers in the appraisal of marketing performance, may
therefore not relate well to academic “expert’ assess-
ments. It i3 therefore important that researchers gain a
deeper understanding of why and how they cvaluate
marketing  performance outcomes. The contextual MPA
contingeney, response, and performance factors identified
in the contextual MPA model developed here represent a
first step forward in this direction, but empirical insights
are urpenty reguired. Building knowledge of MPA sys-
tems inouse will provide insights into the development of
improved MPA systems and enable rescarchers to better
explain relevanl managerial behavior.
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3. Conclusion

The potential benefits of extending the base of MPA
knowledge and generating insights relevant to improving
the assessment of marketing performance are substantial, In
addition 1o helping marketing managers fearn o belter
allocale marketing resources, the ability to demonstrate
relationships between marketing inputs and outpuis would
be peeatly weleomed by corparate-level managens who
would then be beiler equipped 1o distinguish between
mazketing “expenditure™ and marketing “invesunent”, Im-
proved MPA systems therefore have the polential o sig-
nificantly shape corporate behavior. Additionally, the
financial markets have alrcady shown a desive o fuctor
marketing performance inlo their assessments of future
corporate purformance. For example, a recent survey of
cquity analysts showed strong support for much greater
reporting of marketing performance alongside traditional
finuncial performance in annual reports, bricfings 1o ana-
lysts, ete, (Brand Finance, 1998), Thus, while rescarchers in
this area may be starting from a relatively low base, the
indications are that the pay-offs from rescarching o this arca
may be significant.
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