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THIS CLASSIC ARTICLE has been read by countless business-school students and marketing professionals
since it originally appeared in 1977. The model proposed at that time -- which outlined how an independent
entity should go about assessing an existing marketing program -- was sufficiently streamlined that it holds up
very well today. In their retrospective comments, the authors discuss marketing issues that have come to the
forefront in the intervening years: globalization of markets, information technology,
communications/promotion technology, strategic planning, more sophisticated analytical tools, and the
increased attention paid to marketing throughout the organization. They close with suggestions on how 1o
implement marketing andit recommendations. £d. '

Comparing the marketing strategies and tactics of business units today with those of ten years ago, the most
striking impression 1s one of marketing strategy obsolescence. Ten years ago U.S. automobile companies were
pearing up for their second postwar race to produce the largest car with the highest horsepower. Today
companies are selling increasing numbers of small and medium-sized cars and fuel economy is the major
selling point. Ten years ago computer companies were introducing ever more powerful hardware for more
sophisticated uses. Today they emphasize mini- and microcomputers and software.

[t 15 not even necessary to take a ten-year period to show the rapid obsolescence of marketing strategies. The
orowth economy of 1950 to 1970 has been superseded by a volatile economy that produces new strategic
surprises almost monthly. Competitors launch new products, customers switch their business, distributors lose
their effectiveness, advertising costs skyrocket, government regulations are announced, and consumer groups
attack. These changes represent both opportunities and problems and may demand periodic reorientations of
the Company's marketing operations.

Many companies feel that their marketing operations need regular reviews and overhauls, but do not know
how to proceed. Some companies simply make many small changes that are economically and politically
feasible, but fail to get to the heart of the matter. True, the company develops an annual marketing plan, but
management normally does not take a deep and objective look at the marketing strategies, policies,
drganizations, and operations on a regular basis. At the other extreme, companies install aggressive new top
marketing management hoping to shake down the marketing cobwebs. In between there must be more orderly
ways to reorient marketing operations to changed environments and opportunities.

Enter the Marketing Audit

Jne hears more talk today about the marketing audit as being the answer to evaluating marketing practice just
15 the public accounting aundit is the tool for evaluating company accounting practice. This might lead one to
:onclude that the marketing audit is a new idea and also a very distinct methodology. Neither of these
sonclusions is true.

[he marketing audit as an idea dates back to the early 1950s. Rudoiph Dallmeyer, a former executive in Booz
Allen & Hamilton, remembers conducting marketing audits as early as 1952, Robert J. Lavidge, president of
ilrick and Lavidge, dates his firm's performance of marketing audits to over two decades ago. In 1939, the
American Management Association published an excellent set of papers on the marketing audit under the title
{nalyzing and Improving Marketing Performance, Report No. 32, 1959. During the 1960s, the marketing audit
eceived increasing mention in the lists of marketing services of management consulting firms. It was not until
he turbulent 1970s, however, that it began 1o penetrate management awareness.

\s for whether the marketing audit has reached a high degree of methodological sophistication, the answer is
ienterally no. Whereas two certified public accountants will handle an audit assignment using approximately
he same methodology, two marketing auditors are likely to bring different conceptions of the auditing process
o their task. However, a growing consensus on the major charactensfics of a marketing audit 1s emerging, and
ve can expect considerable progress to occur in the next few years.

n its fullest form and concept, a marketing audit has four basic characteristics. The first and most important is
hat it is broad rather than narrow in focus. The term "marketing audit” should be reserved for a horizontal (or
omprehensive) audit covering the company's marketing environment, objectives, strategies, organization, and
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systems. [n contrast, a vertical (or in-depth) audit occurs when management decides to take a deep look into
some key marketing function, such as salesforce management. A vertical audit should properly be called by
the function that is being audited. such as a salestorce audit, an advertising andit. or a pricing audit.

A second characteristic feature of a marketing audit is that it is conducted by someone who is independent of
the operation that is being evaluated. There is some loose talk about self-audits, where managers follow a
checklist of questions concerning their own operations to make sure they are touching all the bases.” Most
experts would agree, however, that the seif-audit, while it is always a useful step, does not constitute a bona
fide audit because it lacks objectivity and independence. Independence can be achieved in two ways. The audit
sould be an inside audit conducted by a person or group inside the company but outside the operation being
evaluated. Or it could be an outside audit conducted by a management consulting firm or practitioner.

T'he third characteristic of a marketing audit is that it is systematic. Marketing auditors who decide to interview
people mside and outside the firm at random, asking questions as they occur, is a "visceral” auditor without a
method. This does not mean that they will not come up with very useful findings and recommendations; they
may be very msightful. However, the effectiveness of the marketing audit will normally increase to the extent
that it incorporates an orderly sequence of diagnostic steps, such as there are in the conduct of a public
accounting audit.

A final characteristic that is less intrinsic to a marketing audit but nevertheless desirable is that it be conducted
veriodically. Typically, evaluations of company marketing efforts are commissioned when sales have turned
down sharply, salesforce morale has fallen, or other problems have occurred at the company. The fact is,
however, that companies are thrown into a crisis partly because they have failed to review their assumptions
and to change them during good times. A marketing audit conducted when things are going well can often help
make a good situation even better and also indicate changes needed to prevent things from turning sour.

The above ideas on a marketing audit can be brought together into a single definttion:

A marketing audit is a comprehensive, systematic, independent, and periodic examination of a company's -- or
business unit's -- marketing environment, objectives, strategies, and activities with a view to determining
problem areas and opportunities and recommending a plan of action to improve the company's marketing
performance.

What Is the Marketing Audit Process?
How is a marketing audit performed? Marketing auditing follows the simple three-step procedure shown
Figure 1.
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vetting the Objectives and Scope
Che first step calls for a meeting between the company officer(s) and a potential auditor to explore the nature
f the marketing operations and the potential value of a marketing audit. If the company officers are convinced
f the potential benefits of a marketing audit, they and the auditor have to work out an agreement on the
bjectives, coverage, depth, data sources, report format, and time period for the audit.
“onsider the following actual case. A plumbing and heating supplies wholesaler with three branches invited a
narketing consuitant to prepare an audit of its overall marketing policies and operations. Four major objectives
vere set for the audit.
¢ Determine how the market views the company and its competitors.
e Recommend a pricing policy.
e Develop a product evaluation system.
¢ Determine how to improve the sales activity in terms of the deployment of the salesforce, the
level and type of compensation, the measurement of performance, and the addition of new
sales representatives.
urthermore, the audit would cover the marketing operations of the company as a whole and the operations of
ach of the three branches, with particular attention to one of the branches. The audit would focus on the




marketing operations but also would include a review of the purchasing and inventory systems, since they
mtimately affect marketing performance.

The company would furnish the auditor with published and private data on the industry. In addition, the
auditor would contact suppliers of manufactured plumbing supplies for additional marker data and contact
wholesalers outside the company's market area to gain further information on wholesale plumbing and heating
operations. The auditor would interview all the key corporate and branch management, sales and purchasing
personnel, and would ride with several of those salespeople on their calls. Finally, the auditor would interview
a sample of the major plumbing and heating contractor customers in the market areas of the two largest
branches.

[t was decided that the report format would consist of a draft report of conclusions and recommendations to be
reviewed by the president and vice president of marketing, and then delivered to the executive committee,

which included the three branch managers. Finally, it was decided that the audit findings would be ready to
present within six to eight weeks.

Gathering the Data

The bulk of an auditor's time is spent in gathering data. Although we talk of a single auditor, an auditing team
s usually involved when the project is large. A detailed plan as to who is to be interviewed by whom, the
questions to be asked, the time and place of contact, and so on, has to be carefully prepared so that auditing
ime and cost are kept to a minimum. Daily reports of the interviews are to be written up and reviewed so that
the individual or team can spot new areas requiring exploration while data is still being gathered.

The cardinal rule in data collection 1s not to rely solely for data and opinion on those being audited. Customers
often turn out to be the key group to interview. Many cotpanies do not really understand how their customers
see them and their competitors, nor do they fully understand customer needs. This is vividly demonstrated in
Figure 2, which shows the results of asking end users, company salespeople, and company marketing
personnel for their views of the importance of different factors affecting the user's selection of a manufacturer.
According to the figure, customers look first and foremost at the quality of technical support services, followed
by prompt delivery, followed by quick response to customer needs. Company salespeople think that company
-eputation, however, is the most important factor in customer choice, followed by quick response to customer
needs and technical support services. Those who plan marketing strategy have a different opinion. They see
orice and product quality as the two major factors in buyer choice, followed by quick response to customer
needs. Clearly, there is @ lack of consonance between what buyvers say they want, what company salespeople
are responding to, and what company marketing planners are emphasizing. One of the major contributions of
narketing auditors is to expose these discrepancies and suggest ways to improve marketing consensus.
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>reparing and Presenting the Report

“he marketing auditor will be developing tentative conclusions as the data comes in. It is a sound procedure

or him or her to meet once or twice with the company officer before the data collection ends to outline some
nitial findings to see what reactions and suggesiions they produce.

Vhen the data-gathering phase is over, the marketing auditor prepares notes for a visual and verbal
sresentation to the company officer or small group who hired him or her. The presentation consists of restating
he objectives, showing the main findings, and presenting the major recommendations. Then the auditor is
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reqdy to write the final report, which is largely a matter of putting the visual and verbal material into a good
wittten F:ommunication. The company officer(s) will usually ask the auditor to present the report to other
groups in the company. If the report calls for deep debate and action, the various groups hearing the report
should organize into subcommittees to do follow up work, with another meeting to take place some weeks
later. The most valuable part of the marketing audit often lies not so much in the auditor's specific

recommendations but in the process that managers begin to go through to assimilate, debate, and develop their
own concept of the needed marketing action.

Marketing Audit Procedures for an Inside Audit

Companies that conduct internal marketing audits show interesting variations from the procedures just
outlined. International Telephone and Telegraph, for example, has a history of forming corporate tearns and
sending them into weak divisions to do a complete business audit, with a heavy emphasis on marketing. Some
tearas stay on the job, often taking over management of the division.

General Electric's corporate consulting division offers help to various divisions on their marketing problems.
One of its services is a marketing audit in the sense of a broad. independent. systematic look at the marketing
picture in a division. However. the corporate consulting division gets few requests for a marketing audit as
such. Most of the requests are for specific marketing studies or problem-solving assistance.

3M uses a very interesting and unusual internal marketing plan audit procedure. A marketing plan audit office
with a small staff is located at corporate headquarters. The main purpose of the 3M marketing plan audit is to
help the divisional marketing manager improve the marketing planning function, as well as come up with
better strategies and tactics. A divisional marketing manager phones the marketing plan audit office and invites
an audit. There is an agreement that only the division manager will see the results and it is up to him or her
whether to allow wider distribution.

The audit centers on a marketing plan for a product or product line that the marketing manager is preparing for
the coming year. This plan is reviewed at a personal presentation by a special team of six company marketing
executives invited by the marketing plan audit office. A new team is formed for each new audit. An effort is
made to seek out those persons within 3M (but not in the audited division) who can bring the best experience
to bear on the particular plans problems and opportunities. A team typically consists of a marketing manager
from another division, a national sales manager, a marketing executive with a technical background, a few
others close to the type of problems found in the audited plan, and another person who is totally unfamiliar
with the market, the product, or the major marketing techniques being used in the plan. This person usually
raises some important points others forget to raise, or asks questions others do not ask because "everyone
srobably knows about that anyway.”

T'he six auditors are supplied with a summary of the marketing manager's plan about ten days before a meeting
s held to review the plan. On the audit day. the six auditors, the head of the audit office, and the divisional
narketing manager gather at 8:30 A.M. The marketing manager makes a one-hour presentation describing the
livision's competitive situation, the long-run strategy, and the planned tactics. The audrtors proceed to ask
1ard questions and debate certain points with the marketing manager and each other. Before the meeting ends
hat day, the auditors are each asked to fill out a marketing plan evatuation form consisting of questions that
e accompanied by numerical rating scales and space for comments.

lhese evaluations are analyzed and summarized after the meeting. Then the head of the audit office arranges a
neeting with the divisional marketing manager and presents the highlights of the auditors’ findings and
ecommendations, It is then up to the marketing manager to take the next steps.

“omponents of the Marketing Audit

\ major principle in marketing audits is to start with the marketplace first and explore the changes that are
aking place and what they imnply in the way of problems and opportunities. Then the auditor moves on to
xamine the company's marketing objectives and strategies, organization, and systems. Finally the auditor may
10ve to examine one or two key functions that are central to the marketing performance of that company in
1ore detail. However, some companies ask for less than the full range of auditing steps in order to obtamn
1tial results before commissioning further work. The company may ask for a marketing environment audit
nd, if satisfied, then ask for a marketing strategy audit. Or it might ask for a marketing organization audit
st, and later ask for a marketing environment audit.

Ve view a full marketing audit as having six major components; each can be semi-autonomous if a company
-ants less than a full marketing audit, The six components and their logical diagnostic sequence are discussed
elow. The major questions connected with these components are gathered i the Appendix.



Marketing Environment Audit

By marketing environment, we mean both the macro-environmen: surrounding the industry and the rask
environment m which the organization intimately operates. The macro-environment consists of the large-scale
forces and factors influencing the company's future, over which the company has very little control. These
forces are normally divided into economic-demographic factors, technological factors, political-legal factors
and social-culturgl factors. The marketing auditor's task is to assess the key trends and their implications for ,
company marketing action. However, if the company has a good long-range forecasting department, then there
is less of a need for a macro-environment audit.

The marketing auditor may play a more critical role in auditing the company's task environment. The task
envirommnent consists of markets, customers, competitors, distributors and dealers, suppliers, and marketing
facilitators. The marketing auditor can make a contribution by going out into the field and interviewing various
parties to assess their current thinking and attitudes and bringing them to the attention of management.

Marketing Strategy Audit

The marketing auditor then proceeds to consider whether the company's marketing strategy is well postured in
the light of the opportunities and problems facing the company. The starting point for the marketing strategy
audit is corporate goals and objectives, followed by marketing objectives. The auditor may find the objectives
to be poorly stated, or well stated but inappropriate given the company’s resources and opportunities. For
example, a chemical company had set a sales growth objective for a particular product line at 15 percent.
However, the total market showed no growth. and competition was fierce. Here the auditor questioned the
basic sales growth objective for that product line. He proposed that the product line be reconsidered for a
maintenance or harvest objective at best and that the company look for growth elsewhere.

Even when a growth objective is warranted, the auditor will want to consider whether management has chosen
the best strategy to achieve that growth.

Marketing Organization Audit

A complete marketing audit would have to cover the question of the effectiveness of the marketing and sales
organization, as well as the quality of interaction between marketing and other key management functions such
as manufacturing, finance, purchasing, and research and development.

At critical times, a company's marketing organization must be revised to achieve greater effectiveness within
the company and in the marketplace. Compames without product management systems will want to consider
mtroducing them; companies with these systems may want to consider dropping them, or trying product teams
mstead. Companies may want to redefine the role of a product manager from being a promotional manager
(concerned primarily with volume) to a business manager (concerned primarily with profit). There is the issue
of whether decision-making responsibility should be moved up from the brand to the product level. There is
the perennial question of how to make the organization more market-responsive, including the possibility of
replacing product divisions with market-centered divisions. Finally, sales organizations often do not fully
mderstand marketing. In the words of one vice president of marketing: "It takes about five years for us to train
sales managers to think marketing”

Warketing Systems Audit

A full marketing audit then examines the various systems being used to gather information, plan, and control
he marketing operation. The 1ssue is not the company's marketing strategy or organization per se but rather
he procedures used in some or all of the following systems: sales forecasting, sales goal and quota setting,
narketing planning, marketing control, inventory control, order processing, physical distribution, new
yroducts development, and product pruning.

Che marketing audit may reveal that marketing is being carried on without adequate systems of planning,
mplementation, and control. An audit of a consumer products division of a large company revealed that
fecisions about which products to carry and which to eliminate were made by the head of the division on the
vasis of his intuitive feeling, with little information or analysis to guide the decisions. The auditor
ecommended the introduction of a new product-screening system for new products and an improved sales
ontrol system for existing products. He also observed that the division prepared budgets but did not carry out
ormal marketing planning and conducted hardly any research into the market. He recommended that the
livision establish a formal marketing planning system as soon as possibie.

farketing Productivity Audit
\ full marketing audit also includes an effort to examine key accounting data to determine where the company
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]Ls rmakmg l1’[3 real p‘roﬁts and .what, 1f any mar.keting costs coulq be trimmed. Decision Scienges Corporation,
or example, starts its marketing audit by looking at the accountmg figures on sales and associated costs of
sales. Using marketing cost accounting principles. it seeks to measure the marginal profit contribution of
different products, end-user segments, marketing channels, and sales territories.
We might argue that the firm's own controller or accountant should do the Job of providing management with
the results of marketing cost analysis. A handful of firins have created the position of marketing controllers,
who report to financial controllers and spend their time looking at the productivity and validity of various
marketing costs. Where an organization is doing a good Job of marketing cost analysis, it does not need a
marketing auditor to study the same. But most companies do not do careful marketing cost analysis. Here
marketing auditors can pay their way by simply exposing certain economic and cost relations that indicate
waste or conceal unexploited marketing opportunities.
Zero-based budgeting is another tool for investigating and improving marketing productivity.” In normal
budgeting, top management allots to each business unit a percentage increase (or decrease) of what it got last
time. The question of whether that basic budget level still makes sense is not raised. The manager of an
operation should be asked what would basically be needed if the operation were started from scratch and what
it would cost. What would be needed next, and what would it cost? In this way. a budget reflecting the true
needs of the operation is built from the ground up. When this technique was applied to a technical sales group
within a large industrial goods company, it became clear that the company had three or four extra technical
salespeople on its payroll. The manager admitted to the redundancy but argued that if a business upturn came,
these people would be needed to tap the potential. In the meantime, they were carried on the payroll for two
years in the expectation of a business upturn.

Marketing Function Audit

The work done to this point might begin to highlight certain key marketing functions that are performing
poorly. The auditor might spot, for example, salesforce problems that go very deep. Or it might become clear
that advertising budgets are prepared in an arbitrary fashion and such things as advertising themes, media, and
iming are not evaluated for their effectiveness. In these and other cases, the issue becomes one of notifying
management of the desirability of one or more marketing function audits.

Which Companies Can Benefit Most from a Marketing Audit?

All companies can benefit from a competent audit of their marketing operations. However, a marketing audit is

likely to yield the highest payoff in the following companies and situations.

g Production-oriented and Technical-oriented Companies. Many manufacturing companies have their
start in a love affair with a certain product. New products are added that appeal to the technical
interests of management, usually with insufficient attention paid to their market potential. The feeling
in these companies is that marketing 1s paid to sell what the company decides to make. After some
failures with its "better mousetraps,” management starts getting interested in shifting to a market
orientation. But this calls for more than a simple declaration by top management to study and serve the
customer's needs. It calls for a great number of organizational and attitudinal changes that must be
introduced carefully and convincingly. An auditor can perform an important service in recognizing that
a company's problem lies in its production orientation, and in guiding management toward a market
orientation.

Troubled Divisions. Multidivision companies usually have some troubled divisions. Top management
may decide to use an auditor to assess the situation in a troubled division rather than rely solely on the
division management's interpretation of the problem.

High-Performing Divisions. Multidivision companies might want an audit of their top dollar divisions
to make sure that they are reaching their highest potential and are not on the verge of a sudden reversal.
Such an audit may alse yield insights into how to improve marketing in other divisions.

Young Companies. Marketing audits of emerging small companies or young divisions of large
companies can help to lay down a solid marketing approach at a time when management faces a great
degree of market inexperience.

Nonprofit Organizations. Admintstrators of colleges, museums, hospitals, social agencies, and
churches are beginning to think in marketing terms, and the marketing audit can serve a useful
educational as well as diagnostic purpose.

Vhat Are the Problems and Pitfalls of Marketing Audits?
vhile the foregoing has stressed the positive aspects of marketing audits and their utility in a variety of



ituations, it is important to note some of the problems and pitfalls of the marketing audit process. Problems
an occur in the objective-setting step, the data collection step, or the report presentation step.

Setting Objectives

When the marketing audit is being designed by the auditor and the company officer who commissioned the
wdit, several problems will be encountered. For one thing, the objectives set for the audit are based upon the
:ompany officer's and auditor's best a priori notions of what the key problem areas are. However, new probiem
reas may emerge once the auditor begins to learn more about the company. The original set of objectives
hould not constrain the auditor from shifting the priorities of investigation.

similarly, it may be necessary for the auditor to use different sources of information than envisioned at the
tart of the audit. In some cases this may be because some information sources that had been counted on
became unavailable. In one marketing audit, the auditor had planned to speak to a sample of customers for the
‘ompany's electro-mechanical devices, but the company officer who hired him would not permit him to do so.
n other cases, a valuable new source of information may arise that was not recognized at the start of the audit.
“or exampie, the auditor for an air brake system manufacturer found as a vaiuable source of market
ntelligence a long-established manufacturers’ representative firm that approached the company after the audit
1ad begun.

Another consideration at the objective-setting stage of the audit is that the management most affecied by the
wudit must have full knowiedge of the purposes and scope of the audit. Audits go much more smoothly when
he executive who cails 1n the auditor either brings the affected management inio the design stage, or at least
1as a general introduciory meeting where the auditor expiains procedures and answers questions from the
seople in the affected business.

Data Collection

Jespite reassurances by the auditor and the commissioning executive there will still be some managers in the
iffected business who feel threatened by the auditor. The auditor must expect this, and reaiize that an
ndividual's fears and biases may color interview statements.

“rom the onset of the audit, the auditor must guarantee and maintain confidentiality of each individual's
omments. In many audits, personnel in the company will see the audit as a vehicle for unloading their
1iegative feelings about the company or other individuals. The auditor can learn a lot from these comments, but
nust protect the individuals who make them. The auditor must question interviewees in a highly professional
nanner to build their confidence n the process, or else they will not be entirely honest.

Another area of concern during the information coliection step is the degree to which the company executive
vho brought in the auditor will try to guide the audit. It will be necessary for this officer and the auditor to
strike a balance in which the executive provides some direction, but not too much. Whiie overcontrol is the
nore likely excess of the executive, it is also possible to undercontrol. When the auditor and the company
’xecutive do not have open and frequent communication during the audit, it is possibie that the auditor may
lace more emphasis on some areas and less on others than the executive might have desired. Therefore, it is
he responsibility of both the auditor and the commissioning executive to communicate frequently during the
mdit.

teport Presentation

Jne of the biggest probiems 1n marketing auditing 18 that the executive who brings in the auditor, or the people
n the business being audited, may have higher expectations about what the audit will do for the company than
he actual report seems to offer. In only the most extreme circumstances will the auditor develop surprising
ranaceas or propose startling new opportunities for the company. More likely, the main value of the report will
ie that it places priorities on ideas and directions for the company, many of which have already been
onsidered by some people within the audited organization. In most successful audits, recommendations
kiilfully combine the auditor's general and technical marketing background {e.g., designs of sales
epresentatives compensation systemns, the ability to measure the size and potential of markets) with some
ipportunistic ideas that people in the audited organization have aiready considered, but whose value they
annot assess. However, 1t is only in the company's implementation of recommendations that the payoff will
ome.

\nother probiem at the conclusion of the audit stems from the fact that most audits resuit in organizational
hanges. Organizational changes are a common outcome because the audit usually identifies new tasks to be
ccomplished, and new tasks demand people to do them. One thing the auditor and the sponsoring executive
wst recognize, however, is that organizational promotions and demotions are exclusively the executives



decision. It is the executive who has to iive with the changes once the auditor is gone, not the auditor.
Therefore, the executive should not be lulled into thinking that organizational moves are any easier because
the auditor may have recommended them. )

The final problem, and this is one facing the auditor, is that important parts of an audit may be implemented

incorrectly or not implemented at alt by the executive who commissioned the audit. Nonimplementation of key
parts of the audit undermines the effectiveness of the whole audit.

Summary

The marketing audit is one important approach to evaluating the marketing performance of a company or one
of its business units. Marketing audits are distinguished from other marketing exercises in being
comprehensive, independent, systematic, and periodic. A full marketing audit covers the company's (or
division's) external environment, objectives, strategies, organization, systems, and functions. If the audit
covers only one function, such as sales management or advertising, it is best described as a marketing function
audst rather than a marketing audit. If the exercise is to solve a current problem, such as entering a market,
setting a price, or developing a package, then it is not an audit ar ali.

The marketing andit is carnied out in three steps: developing an agreement as to objectives and scope:
collecting the data; and presenting the report. The audit can be performed by a competent outside consultant or
by a company auditing office at headquarters.

The possible findings of an audit include detecting unclear or inappropriate marketing objectives, appropriate
strategies, inappropriate levels of marketing expenditures, needed improvements in organization, and needed
Hmprovements in systems r marketing information, planning, and control. Table T shows the most common
marketing audit findings. Companies that are most likely to benefit in a marketing audit include production-
oriented companies. companies with troubled or highty vulnerable divisions, young companies, and nonprofit
organizations.

Many companies today are finding that their remises for marketing strategy are growing obsolete in the face of
a rapidly changing environment. This is happening to company giants such as General Motors and Sears as
well as to smaller firms at have not provided a mechanism for recycling their marketing strategy. The
marketing audit is not the full answer to marketing strategy recycling, but it does offer one major mechanism
for pursuing this desirable and necessary task.
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ABSTRACT

The marketing audit as a strategic control tool to improve rr?arketing
effectiveness and performance is the key word that should be cnusul't'rctll -b_y
business industry to respond the current very turbulence and competitive
environment. The marketing audit, even become a vital activity of every
business player to be successful.
Therefore, through this article, the study going to conduct a reaearch on how
to design marketing audit concept as a reference for business lndu:str‘y {o
implement the marketing audit correctly. The methodology used in this
article is the literature study refers to textbook, articles, research or other
relevant documents. ’
The result of this research concludes the design concept that consist of:
" understanding, execution process, approach, tools, methodology, [ramework,
characteristics, report prerequisite, necessary aspects of morketing tlu.a has to
be understood, and proper and correct execution in implementing the
marketing audit in ¢ company. The research also conducts of a case stud}f of
a Marketing Audit of an Indonesian company (unnamed) which is operating
in Indonesia.

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

A. PENGANTAR

Dunia ussha saat ini menghadapi karakteristik lingkungan bisnis yang
turbulence dan begitu 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 dipernatikan oleh
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sernakin kompetitif tumbuh kesadaran bahwa keberhasilan dimasa depan hanya akan
datang dari perencanaan pemasaran yang sangat cermat dan pelaksanaan audit
pemasaran akan sangat menentukan keberhasilan implementast perencanaan pemasaran
tersebut.

Demikian halnya 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 karena dengan melaksanakan audit pemasaran maka strategic control mechanism
perusahaan akan berjalan dengan baik (Rothe, Harvey daa Jackson, 1997) dan pada
gilirannya akan meningkatkan efektivitas dan kinerja pemasaran pada suatu perusahaan.
Sementara itu Kotler (1984) menyatakan bahwa audit pemasaran akan memastikan
tujuan-tupan pemasaran perusashaan, siasat-siasat dan sistem-gistem disesuaikan secara
optimal dengan lingkungan pemasaran yang sekarang maupun yang diramalkan di masa
mendatang sebagai strategic control dan sekaligus merupakan alat penilai keberhasilan
pemasaran (marketing effectiveness rating instrument) yang akan menggambarkan
keberhasilan pemasaran secara menyelurvh dari suatu perusahaan. Sejumlah bukti dan
fakta empiris sangat mendukung dan memperlihatkan kebenaran dori spn vang
diungkapkain  cleh  beberspn pakar tersebut. Berbagai industri  yang  dapat
melaksananakan audit pemasaran dan menindaklanjuti hasilnya dengan baik schingga
mampu untuk memperkecil kesenjangan negatif antara lingkungan bisnis dengan
strategn, tuktik dan kapasitas internal perusahaan ukan memiliki tingkat return of
investinent (ROI} yang jauh lebih baik dibandingkan dengan perusahaan yang tidak
memperhatikun nudit pemasaran scbugnimuna mestinya. Sebagaimana hasil peneliting
Chabuae (1987), Salamch (1987) dan Lewis (1989) di dalam Kertajaya (1995) yang
menunjukkan  bahwa perusahaan dengan kesenjangan unegatif besar mempunyar ROI
lebih kurang setengah dari perusahaan dengan keseniangan negatif kecil.

Penting pula untuk diperhatikan bahwa kebutuhan untuk melakukan audit
pemasaran sering tidak terlihat sampai suatu organisasi terjadi sesuatu hal, misalnya
penjualan yang menurun, marjin yang jatuh, pangsa pssar hilang dan sebagainya. Tanpa
mengetahui penyebab dari tanda-tanda bahaya itu manajemen akan menangani sumber
permasalahan yang berbeda sehingga tidak mampu menemukan masalah yang
sebenarnya. Audit pemasaran dapat membantu mendefinisikannya dengan memberikan
pendekatan  terstruktur terhadap pengumpulan dan unslisis datafinformasi pada
lingkungan bisnis yang kompleks (McDonald, 2002). Scbagai gambaran kita dapat
mengambil pengalaman empiris dari contoh yang diuraikan olch Kotler (1983) dengan
mengangkat kasus O’Brien Candy Company, sebuah perusshaan kembang gula di
Amerika Tengah yang mengalami penurunan penjualan dan euntungan. Semula Top
manajemen O'Brien berpendaput bahwa penyebabnya terletak pada tenaga penjual
mereka yang dianggap tidak bekerja keras dan kurang trampil. Untuk mengatasi keadaan
ini manajemen akin memperkenalkan suatu sistem perangsang kompensasi baru dan
mempekerjakan seorang pelatih tenaga penjualan untuk mendidik pegawai-pegawai
penjualan dalam bidang perniagaan dan teknik-teknik penjualan medern. Akan tetapi,
sebelum melakukan hal tersebut, mereka memutuskan untuk mempekerjakan seorang
konsultan pemasaran untuk melakukan audit pemasaran. Hasil dari audit pemasaran
tersebut sampai pade kesimpulan yang tegas bahwa masslah-masalah perusahaan
O'Brien tidak akan terpecahkan dengan carz meningkatkan kemampuan tenaga
penjualan karena permasalahan-permasalahan yang sesungguhnya dihadapi perusahaan
adalah: (1) Tujuan-tujuan pemasaran perusahaan tidak jelas dan tidak realist's; (2)
Strategi perusahaan tidak memperhitungkan perubahan pola penysluran atau
menyclenggarakan perubahan nasar wans nanot- o ;
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jajaran produk perusahaan berada dalam keseimbangan yang mengkha_wa’]mka; ka;g;m;
dua macam produk yang mencnjol menanggung 75% fian seh.zruh penjualan dan ti
memiliki potensi untuk berkembang; (5) Serangkaian variabel-variabel pemasaran
(marketing mix) dari perusahaan tidak seimbang, terlalu ban)_rak menghabiskan :ang
untuk tenaga penjualan dan tidak cukup untuk bagian pengiklanan; (6) Perusahaan
tidak/kurang mempunyei prosedur-prosedur untuk mengembangk‘an dan melenlxga;
produk-produk baru secara berhasil; dan (7) Usaha pel:'l:x:xllnn dari perusahaan tida
terarah kepada perhitungan-perhitungan yang menguntun . )

ahKaI:u- l())e’bri.m iran:e di anggkat 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 biia berdasarkan hasil survey yang dilakukan oleh Goodman (1570)
didalam Kotler (1983) memperlihatkan bahwa perusahaan-perusahaan _besar dan moc}ern
seperti General Foods, Du Pont, Johnson & Johnson, American Cyanamid, Nestle dan juga
menurut Kartajaya (1995) ataupun Barlow Research Assosiates, Imf. (2003) pnd:a bisnis
perbankan, telah memahami arti penting audit pemzsaran dan mengxmp]ement.asﬂ?annya
dengan tujuan agar kontrol strategik perusahaan dapat bcrluk.sunu dengan l')zyk dan
program-program pemasaran dapat berjnlan secara lebih efektif dun pada gilirannya
kinerja pemasaran dapat terus ditingkatkan.

B. LANDASAN TEORI

Bagaimana merancang konsep audit pemasaran bugi suatu  perusahaan?
Sebelumnya akan diuraikan terlebih dahulu sekilas mengenai perencanaan pemasaran
dan perencanaan strategis perusahaan agar kajian didalam artikel ini akan semakin jelas.

1. Perencanaan Strategis dan Perencanaan Pemasaran

Mengel (2003) mengutip The American Marketing Assocciation (AMA) yang
mendefinisikan pemasaran sebagai process of planning and executing the conception,
pricing, promotion, and distribution of ideas, goods, and services to crecie an exchan_ge that
satisfies individual or organizational objectives. Sedangkan The Chartered Institute of
Marketing menjelaskan pemasaran sebagal marketing is the management process that
identifies anticipates and satisfies customer requirements profitably.

Dari 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 tersebul 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
Jenjang tentang sikap dari suatu perusahaan dalam bersaing untuk mencapai sasaran.
Sementarn itu Sukristono (1995) menjelaskan bahwa perencanaan pemasaran tersebut
akan sangat bervariasi dan sangat tergantung pada perusahaan yang menyusunnya
karena bergantung pada berbagai aspek, seperti produk dan pelayanan suatu perusahaan,
keinginan para pimpinan pemasaran dan sebagainya. Namun yang 7hanrxs seln!u
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merencanakan aktivitas pemasaran organisasi terpisah dari fungsi bisnis vang lain
karena sistemisasi proses perencanaan strategis terletak di pusat teori perencansan
pemasaran dan audit pemasaran merupakan bagian dari fase proses tersebut (lihat
gambar 1),
Gambar I
Langkah Proses Perencanaan Stralegis

PROSES PERENCANAAN PEMASARAN STRATEJIK
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Kunci Sukses Perencanaan Pemasaran, Jakarta: PT Elex Media Komputindo
__(Sumber: McDonald, Malcom (2002), How Come Your Marketing Plans Aren't Working.)

2. Pengertian Audit Pemasaran

Sejumlah sumber telah memberikan
sebagaimana tabel 1 di bawah ini.

pengertian mengenai audit pemasaran
Tabel 1

Fengertian Audit Pemasaran
PENGERTIAN AUDIT PEMSARAN

Shuchman (1958) The marketing audit as a systematic, critical, and impartial review ard
didalam Rothe, appraisal of the total marketing operation; of the basic objectives and policer of
Harvey dan the opertion and assumptions which underlie the as well as of the methods,
Jackson (1997)

procedures, personel and organization employed to implement the polices and
achieve the objective.

Sessions {1958) Marketing audit was defined to enable compeny’s management to exercise sound

didalam Rothe, Judment in determining whick of a number of alternative courses of action are
Harvey dan most likely to maintain and, preferably, to enhance its positivn in the morket.
Jackson (1997)

Larrabee (1989)

Marketing oudits have failed to consider the ability for a business’ resources to

satisfy the market plant and make a profit.

RBrowem Sandd.
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aclivities.

Kotler, Gregor Audit pemussran aduluh pemeriksnan l.(.:rhudup suutu Ju.l';lm:ﬂll:nnu:tu:u::;t
dan R'odxon bixnis svcaru komprehonsil, sislomnatis, mdepwu_tmn dant 1rh I:j nykos':mpamn
(19971 penting untuk dilakukan dalam upaya untuk mchhut_mn;ala au kosempased
dengan tujuan untuk memberikan rekomendasi 8 n;x n'|E

meningkatkan kineria suatu perusahaan at:aupun suatu um.t 1Isk :k . e
Audit pemaseran merupakan suatu pemeriksann yang periodik, kompr! L

Acker, Kumar B

dan Day (2001 sistamatik dan independen terhadap tujuan, strategi, aktivitas dan lingkungan
pemasaran suatu unit bisnis, _ e

: | "Audit asaran merupakan tinjauan ulang dn'n penilaian & N ]

HcDonsld (2002 dAl:d)bex?icrrﬁung terhadap fakior eksternal don internal yang man;per:gnruhl
kinerja komersia] suatu organisasi selama periode yang t'elah ditentu an 1 n

Perrreault dan Marketing audit: o systemalic, critical, and unbia.n_d review and h:ppmuaiz:'im
McCarty {2002) basic objectives and policies of marketing function-and of the organization,

methods, procedures, and people employed to ipp!Ement hlhe polices.
Marketing audit is useful in initialing o strategic evaluation program.

Cravens dan

Piercy (2003) . A
Mengel (2003) Marketing Audit: Comprehensive, systematic, independent, anlcl_ .permdxcl
examination of the total enviroament, objectives, strafcyics, activities, anc
resources lo determine problem areas and opportunities und lo recommend a
plan of action. . _ ' y . :
EquiBrand A marketing effectivencss audit provides a cwru{ivhcns:ye. systematic an;{r
Conaulting (2003} independent examination of the company's Amarketmg environment ocross a
major marketing activities of the business. It is often the first-step in improving @
: company's market performance, . : i
gb3group A Marketing audits is an independent appratsal and review of the marketing

function within an organization”.
{Dari berbagai sumber)

3, Audit Pemasaran Sebagai Alat Kontrol Stratejik

Program-program pemasaran yang dilakukan oleh suatu pt':rusa'hnnn‘ sesuai
dengan pericmsmgrpemas:ran yang telah ditetapkan, perlu unu:'lk dlmommﬂd:kulns;;;l)
dengan baik dan tentunya diperlukan pula alat kontrol yang baik pula. Lynch ( )
menjelaskan bahwa the process of monitoring the progosed plans as they'pn.)ceed an
adjusting where necessary; there is no planning without control. If.an ?bjeCllves srate.;
where you want to be and the plant sets out a road map lo your destlna{can,' then contmt
tells you if you are on the right route or if you have arrived at your destination. I‘Jk:nur'.xk
Kotler (2000) bahwa salah satu alat yang dapat digunakan oleh suutu perusshaan untul
melakukan kontrol terhadap program-program pemasaran strategik adalah melalui audxt.
pemasaran. Perusahasn-perusahaan yang menemukan kelemahan pemasaran 1‘.‘:10]&1111
penerapan penelaahan peringkat efektivitas pemasaran harus melakukfin studi yang
lebih mendalam melalui audit pemasaran. Sebagai alat ¥ontrol strategik maka audit
pemasaran akan menguji enam komponen utama dari situasi pemasaran perusahaan
sebagaimana yang dapat dilihat melalui tabel 2 berikut.
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Tabel 2
Komponen Audit Pemasaran

Bagian I. Audit Lingkungan Pemasaran

Lingkungan Makro

Demografi

—
Apakah perksmbangan dan kecenderungan demografis utama menjadi peluang atau
ancaman bagi perusahaan ? Tindakan apa yang harus diambil perusahaan untuk
menanggapt perkembangan dan kecenderungan itu ?

Ekonomi

Apskah perkembangan utama dalam pendapatan, harga, tabungan seluruh
masyarakat dan kredit akan mempengaruhi perusahaan 7 Tindakan apa yang harus
diambil perusahaan untuk menanggapi perkembangan dan kecenderungan itu ?

Lingkungan
Hidup

Bagaimans pandangan perusahaan terhadap biaya den ketersediaan sumber daya
alam eerts energi yang dibutuhkan perusahaan ? Bagaimana peran perusahaan
dalam polusi dan konservasi ? Langkah-langkah apa yang telah diambil oleh
_perusahann?

Tekuologi

Apakah perubahan-perubghan utama yang terjadi pada teknologi produk dan proses
produksi ? Bagaimanakah posisi perusahaan dalam teknelogi itu ?

Politik

Perubahen apa da'am hukum dan peraturan yang akan mempengaruhi strategi dnn
taktik pemasaran 7 Apakah yang terjudi dalam  bidang-bidang itu yang
mempengnruhi strategi perusshaan ?

Budunya

Bagoimanskah sikap masyarakat terhadap bisnis du;tcrhadap produk perusahaan
7 Apakah perubahan gaya hidup dan nilai-nilai pelanggan akan mempengaruhi
perusahaan?

Pasar

Apekah yang terjadi pada ukuran pasar, pertumbuhan distribusi geografis dan laba
7 segmen-Seginen pasar yang mana yang utama ?

Pelanggan

Apa saja kebutuhan dan proscs pembelian yang dihadupi pelanggan ? Bagrimana
pelanggan dan calon pembeli menctupkan peringksl perusahnan dan pussing—
pesaingnya dalam hal reputasi, mutu, produk, pelayanan, wiraniaga dan harga ?

Bagaimana segmen pelanggan yang berbeda-beda ity melakukan keputusan
pembelian mereka ?

Pesaing

Siapakah para pesaing yang utama ? Apakah tujuan, strategi, kekuatan, kelemahan,
ukuran dan pangsa pasar mercka 7 Keconderungun npa yang akan mempengarubi
persaingan dan npa yang dapat menjadi pengganti produk perusnhnan ?

Distribusi  dan

Agen

Apa saluran perdagangan utama untuk menyar.paikan oroduk kepada pelanggan ?
Bagaimana level efisiensi don potensi pertumbuhan dari masing-masing saluran
perdaganganitu 7

Pemasok

Bagnimanakah pandangan atas Xetersediaan sumber daya kund yang digunalkan
dalam produksi ? Kecenderungan apa yang ada di antara pemasok ?

Fasgilitator  dan

Bagaimanakah pandangan perusshaan atns biaya dan ketersediaan pelayanan

Perusahaan transportasi, fasilitas gudang, dan sumber daya finansial ? Seberapa efektifkah biro
iklan dan perusahaan riset pemasaran yang dipilih perusahasn ?

Masyarakat Golongan masyarakat mana yang menjadii peluang atau masalah bagi perusahaan ?

Pemasaran

Langkah-langkah apa yang diambil perusahaan untuk menangani secara efektil
setiap golongan masyarakat ?

Bagian Ii. Audit Strategi Pemasaran

Misi Bisnia

Apakah misi bisnis telah dinyatakan dengan jelas dan berorientusi pasar? Apakah
layak ?

Tujuan dan | Apakah perusshann menyatakan tijunn dan sasaran pemasarannya dengan cukup
Sasaran Jjelas sehingga dapat membimbing perencanaan pemasaran dan pengukuran kinerja
Pemasaran 7 Apakah tujuan pemasaran sudah tepat ?

Strategi

Apakah manajemen teloh menekankan strategi pemasaran yang jelas guna
mencapai tujuan pemasarannya ? Apakah strat>ginya meyakinkan ? Apaksh
strategi tersebut layak bila dilihat dari tahap sikluy hidup produksi, strategi
pesging, dan keadann perekonomian ? Apakah perurahaan menggunakan dasar
segmentasi pasar yang terbaik 7 Apakah perusahaan memilili L—s~s- o

dalam menetankan re=oot-
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| dengan optimal ke unsur-unsur utama bauran pemasaran ?

[

Bagian III. Audit Organisasi Pemasaran

Struktur Formal

il di i iliki dan tanggung jawab
Apakah wakil direktur bidang pemasaran memiliki wewenang
yang memadai atas aktivitas perusahaan yang mempengaruhi h?puuan pelanggalp ?
Apaksh aktivitas pemasaran memiliki struktur yang optimal menurut lini
fungsional, produk, segmen, permakal akhir dan yeografis ?

Efisiensi
Fungsional

omunikasi dan hubungan kerja yang beik terdapat di antara pemasaran
gfnu:e}:utaln;n ? Apakah sistem f:nannjemen produk bekerja dengan efektif ? Am
manajer produk mampu merencanakan laba atau h.lny'a volume ponjualan 7 A -
kelompok dalam pemasaran yang membutuhkan pelatihan, motivasi, supervisi atau
evaluasi yang lebih banyak ?

Efisiensi Antar
Hubungan

Adakah masalah antara pemasaran dan manufaktur, litbang, pfmbelim, keuangan,
akuntansi, departoman serta hukum yang membutuhkan perhatian ?

Bagian IV. Audit Sistem Pemasaran

Sistem Informasi
Pemasaran

Apakah sistem intelijen pemasaran menghasilkan info'rmui yang akurat, mema;im
dan tepat waktu mengenai perkembangan pasar berkaitan dengan pelanggan, calon
pelanggan, distributor dan agen penjualan, pesaing, pemusck, serta ’berbalgm
golongan masyarakat ? Apakeh pengambil keputusan perunnhaarll meminta riset
pemasaren yang cukup dan apakah mereka menggunakan hasilnys 7 Apakuh
peruszhaan menggunnkan metode terbaik dalam pengukuran pasar dan peramalan
penjualan ?

Sistem
Perencanaan
Pemasaran

Apakah sistem perencanaan pemasaran diyakini dan digunakan secara efe!mf ?
Apaknh pemasar memiliki sistem dukungan keputusan "l Apakah sistem
perencanaan menghasilkan sasaran penjualan dan kuota penjualan yang dapat
diterima ?

Sistem
Pengendalian
Pemasaran

Adakah prosedur pengendalion yang memadai guna memustikun bahwa t\.Uu{u‘n
rencana tahunan telnh tercapai 7 Apakah manajemen secara periodik mengnna}nsxs
profitabilitus produk, pasar, wilayah dan saluran distribusi ? Apakah biaya
pemasaran dan produktivitas dianalisis secara periodik ?

yang dapat dikentro] sccara penuh oleh pe

dalam kaitannya dengan ling

Sistem
Pengembangan
Produk Baru

Apakah perusahaan terorganisasi dengan beik untuk mengumpulkan,
menghasilkan dan menyaring ide - ide produk baru " Apakah per.uaahaan_
melakukan nsot kensep dan analisia bisnis yang memadai sebelum berinveatasi
dalam ide baru 7 Apakah perusahaan melakukan pengujian produk dan paar yang
mempdai sebelum meluncurkan produk baru ?
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Publisitas pelanggan dan masyarakat mengenai iklan perusahaan ? Apakah media iklan |

dipilih dengan baik ? Apakah staf iklan interna! memadai 7 Apakah anggaran
promosi — penjualan memadai 7 Adakuh efektif dan memadai penggunaan alat
promosi-penjualan seperti sample, kupon, pajangan dan kontes penjunlan ? Apakah
staf hubungan masyarakat kompeten dan kreatif ? Apakah perusahean
menggunakan pemasaran langsung, pemasaran online dan pemasaran berdagarkan
basis data secara memadai ?

Apakah tujuan wiraniaga ? Apakah wiraniaga cukup besar sehingga dapat mencapﬁ
tujuan perusahaan ? Apaksh wiraniaga diorganisasikan sesuai lini — lini yang ada ?
Cukupkah (atau terlalu banyakkah) manajer penjualan yang tersedia untuk
membimbing wakil penjualan lapangan ? Apakah wiraniaga menunjukkan moral,
kemampuan dan usaha yang tinggi 7 Apakah progedur yang ada memadaisehingga
dapat digunakan untuk menetopkan kuota dan mengevaluasi kinerja ? Bagaimana
wiraniaga perusahaan dibandingkan dengan wiraniaga pesaing? _
(Sumber: Kotler, Philips (2000), Manajemen Pemasaran: Edisi Miler.ium, Jakarta: Penerbit PT

Perhalindo)

Wiraniaga

Tidak jauh berbeda dengan Kotler, McDonald (2000) berpendapat bahwa
dalam melakukan audit maka variabel-variabel yang harus diperhatikan adalah: (1)
Audit eksternal, yang meliputi variabel yang tidak dapat dikontrol langsung oleh
perusahaan. Audit eksternal diawali dengan pengujian informasi tentang keadaan
ekonomi secara umum dan dilanjutkan dengan kajian terhadap keschatan serta
pertumbuhan pasar yang dilayani oleh perusahaan terhadap variabel-variabel yang
dapat berupa lingkungan, pasar dan persaingan; (2) Audit internal, meliputi variabel
rusahaan atau dikenal sebagni operational

variables. Tujuan audit internal adalah untuk menilaj sumbcerdayn

perusahaan
kungan dan sumberdaya pesaing (lihat tabel 3).

Tabel 3
Daftar Periksa Audit Pemasaran

Bagian V. Audit Produktivitas Pemasaran

Analisia
Profitabilitas

Bagaimana profitabilitas dari berbagai produk, pasar, kawasarf dan saluran
distribusi perusahaan ?7 Apakah sebaiknya perusshaan memasuki, memperluas,
memperkecil atau mundur dari segmen bisnis yang ada ?

Lingkungan Bisnis dan Ekonomi

Analisis
Efektivitas Biaya

Apakah kegiatan pemasaran tampaknya mengeluarkan bjaya yang berlebihan 7
Dapatksh dilakukan langkah — langkah pengurangan biaya 7

Bagian VI. Audit Fungsl Pemasaran

Produk

Apakah tujusn lini produk ? Apakah tujuan itu schat ? Apakah lini produk yang ada
saat ini mencapal tujuannya 7 Apakah lini produk ssbaiknya direntangkan ke atas,
ke bawah atau kedua arah 7 Produk manakeh yang harus dihapus 7 Apakah produk
harus ditambah ? Bagaimanakah pengetahuan dan sikap pembeli terhadap mutu
produk perusahaan dan pesaing, keistimewaan, gaya, merek dan lainnya ? Bidang
strategi produk dan merek apa yang membutuhkan penyempurnaan ?

Harga

Apakah tujuan, kebijakan, strategi dan prosedur penetapan harga di perusahaan itu
? Sejauh mana harga ditetapkan berdasarkan Xriteria biaya, permintaan atau
persaingan ? Apakah pelanggan melihat harga perusahaan sesuai dengan nilai
tawarannya ? Apakah manajemen mengetahui elastisitas permintaan dari harga,
pengaruh kurva pengalaman dan harga serta kebijakan penetapan harga pesaing 7
Sejauh mana kebijakan harga sesuai dengan kebutuban distributor dan agen
penjual, pemasok serta peraturan pemerintah ?

—
(Sumber: McDonald, Malcom (2002), How Come Your Marketing Plans Aren't Working: Kunci

Distribusi

Apakah tujuan dan strategi distribusi ? adakah lingkup dan pelayanan pemasaran
mema-iai 7 Bagaimana efektivitas distribusi, agen penjual, wakil produsen, pialang,

agei dan lainnya 2 Horuskah perusahaan mengubsh aaluran distribusinva 7

Audit Eksternal

Audit Internal

Variabel operasional nemasaran
(Politik/FigkalLegal; Ekonomi; SesinlKultural, | Memiliki perusahuan
Tekonologi; Intra-perusahaan Penjualan (totel, berdasarkan lokasi geografis, jenis
Pasar industri, konsumen dan produk)
Pangsa pasar
Marjin keuntungan/bioya
Varinbelbiaya keuntungan
Variabel bauran pemasaran sebagai berikut
manajemen produk, Harga, Distribusi, Promosi,
Operasi dan sumbe; daya

Pasar keseluruhan,  pertumbuhen dan trend
(nilai/ velume)

Karokterislik pengembangan dan trend pasar
(Produk; Harga; Distribusi fisik; Saluran
distribusi; Konsumen; Komunikasi; Praktek-
praktek dalam industri)

Kompetisi
(Kompetitor utama; Ukuran; Pangsa
pasar/cakupan; Kedudukan pasar/reputasi;

Kebijakan distribusi; Metode pemasaran; Luas
diversifikasi; Persoalan personal;  Hubungan
internasional; Profitabilitas; Kekuatan dan
kelemahan kunci}

Sukses Perencanaan Pemasaran, Jakarta: PT Elex Media Komputindo)
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4. Proses Audit Pemasaran

Pelaksanaan audit pemasaran di]nkuknrlx dengan melakukan bebexiz{aps ta?;gxg(?)
proses sebagai bagian dari aktivitas pengendl'almn pemasaran. Menurut ;)rn:r'&jaran
bahwa proses pelaksanaan audit pemasaran dimulai deng?.n' pertem}t:an gnnaan ijuan
pejabat perusahaan dan auditor-auditor pemasaran. Hal ini dilakukan deng Jujuan
untuk memfokuskan diskusi mengenai permasalahar bagaimana agar proses "
pemasaran lersebut dapat dilaksanskan dan terbangun sugtu persepsxdyang x-:banrink
sehingga diharapkan proses audit pemasaran tersebut dapat d‘xlnksannkun eng&::. oib .
Sedangkan Evans dan Berman (2002) menjelaskan proses audit pemasaran seperti yang
dapat dilihat melalui gambar 2.

2.
Dalermining
Whun and Huw

> Qnon Audil ls
Conducied

3.
Delermining
the Areas |0
Bas Audiled

4,
Developing
Audit Forms
1.
Detrermining
Vwho Does the
Audi

6. 5.
Presenling the implemanting
Raesults to the Awdil

Management _n

Gambar II

The Marketing Audit Process ‘ _
{Sumber: Evans dan Berman (2000), Pulling It All Together: Integrating and Analyzing the
Marketing Plan, Atomic Dog Publishing)

e The audit is conducted by company specialist, company division or department
managers, or outside specialist ) "

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

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

s Audit forms list the topic to be examined and the exact information required to evaluate
each topic A

» Implementation decisions include: the timing and duration, employee awarness, when

and how audit is performed, and how the audit report will be prepared

Findings and recommendations are given to management

Sementara itu Perreault dan McCarty (2002) menyederhanakan proses
pelaksanaan audit pemasaran tersebut melaluj gambar 3.
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Estabilish of performance
Standards

<

Coreclive Action if
Necessary

Evaluation of Actual
Perormence

Gambar III
Marketing Control Process
(Sumber: Perrreault, William D. dan McCarty, E. Jerome (2002), Basic Marketing: A

Global-Managerial Aproach, McGraw-Hil/Irwin, The McGraw-Hill Companies
Inec., 14 edition)

Sedangkan Cravens dan Piercy (2003) menjelaskan bagaimana membangun
strategic marketing evaluation and control yang terdiri duri rangkaian proses yang
mencakup empat langkah utama seperti gambar 4.

Conduct strategic marketing audit
M
< =
Select performance criteria and measure
Obtain and analyze information
fan]
< =

Assess performance take necessary action

Gambar IV
Strategic Marketing Evaluation and Control

(Sumber: Cravens, David W, dan Piercy, Nigel F (2003), Strategic 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 control process. A strategic
marketing audit may be conducted when setting up an evaluation program and periodically
thereafter. Next, performance stondards and measures need to determine, followed by
obtaining and analyzing information for the purppose of performance-gap identification.

Selain itu situs www.marketingteacher.com menguraikan pula bahwa controi
involves measurement, evaluation, and monitoring. Resources are scarce and costly sa it is
important to control marketing plans. Control involves setting standards. Th

manager will than compare actual progress against the standards - .
anv) e thaw a1 v-

e marketing



182

Teyuih Budiarty tan Wilson Arnlal

process include: Audit -where are we now¥ Objectives-where .do we t(uanl hlo bﬁ 2 sg:é:ﬁ:;
“which way is best; tactics-how do we get there?; implen}entauon-gl,'eltmg ¢ flz)re}.‘, an oo
ensuring arrival.” Situs ww rketingte juga mcnjclux-x]»mnl ku 1.::: L;ndukun
proses pelaksaanasn audit pemasaran, suatu perusahaan harus mein x;m Lndakan
pengukuran, evaluasi dan monitoring proses Qelak'sa_nann program-progr p

seperti yang dapat dilihat melalui gambar 5 berikut inl.

MARKETING CONTROL PROCESS

Marketing Objectives

{

Performance Standarda

]

Compare Resuits Against
Standards

T
3

Correction and Alterations

|

GambarV

Proses Kontrol Pemasaran

{Sumber: www marketingteacher.com)

Sedangkan Kotler Marketing Group secara lebih spesifik mengurnikan .bagaix.nanla
proses audit untuk kepentingan tertentu -misalnya sale{ strategy audit- sebagal th_eksnmé) e
three-step process sebegaimana dapat dilihat B.:elalul gambar 6. Dengan log} ta _ :xr:
langkah-angkah yang sama, proses ini dapat dxlaku!mn .pula ur.nuk be.rbagl;n uju ?
spesifik yang lainnya seperti audit strategi harga, distribusi, promosi dan lain sebagainya.

Agree On Objectives Collect Data Translate
. ch » Identify participant + Industry Best
. gey:;‘;lc?n‘\ppm‘ Q « In.depth Interviews E:> Pracdtise
*  Set Scope s Frequent Update . gctlon-.On;:}Ledt' N
. ici » Strategic & Tactica
Anticipate Impact Strateg
Gambar V1

Sales Strategy Audit Process
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Scles strategy audits begin by bringing your sales and marketing management logether with Kotler
Consultant to review the company’s marketing programs and set project objectives, their lerevance to key
business decisions, how data will collected and from whom
Collect Data
The bulk of project time is spent gathering dale from internol ond external souces. This typically
includes your customers, as well as prospecis whose business you did not win. A detaild interview plan
is prepare {o minimize the lime ond 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 complete, Kotler analyzes the result and develops recommendations base on your
marketing goals and our dotabase of best proctice in valuae-bosed sales and marketing. Kotler prepare
a visual and verbal presentation that shows the major findings and recommends specific actions you can
take to increase your salex program’s efficiency and effectiveness. The results are also surminarized in a
final written report .

(Sumber:  Kotler Marketing Group, Why A Sales Sirategy Audit?, situs

www kotlermarketing.com)

2. Approach Audit Pemasuran

Appreach audit pemasaran yang paling umum di gunakan adalah dengan
menggunakan checklist approach. Wilson (1982) menyebutnya sebagai checkiist of
diagnostic question. Checklist approach tersebut penting dilaksanakan untuk meng-
updale perencanaan pemasaran secara kontinyu. Dalam hal ini penggunaan checklist
approach dupat memberikan panduan sebagaimuna Means (1998) menyutakan (n order to
help this process, marketing audit checklist is offered as a guidline to stimulate the
necessary and demanding thinking thet is required for development of a marketing plan.
Brownlie {1993) menjelaskannya bagaimana prosedur dan langkah-langkah di dalam
melakukan checklist approach seperti tablel 4 dan 5.

Tabel 4
Marketing Audit Procedure

Building the checklist appioach into the procedures which was previous'y described in outline, the
MA might then proceed in the following sequence. In practice some steps can proceed in parallel,
while others undergo several iterations:

(1) All the documentary materials required by the MA and available to the consultant should be
assembled before the audit begins.,Much time can be saved in this way. A knowledgeable
insider can be helpful here. Access to sales records and customer data should be cleared with
the appropriate managers. Wilson (1982) writes that the following documentation should
typically be available:

Organogram, Cataloques, Media advertising plan, Enquiry reccrds, Sales analyses, New
product reports, Customer complaints, Price schedules, Mark2t trends, Corporate/marketing
plan, Brochures, Direct mail materials, Salesman’s report, Distribution analyses, Service
records, Terms of business, Competitor analyses Sales forecasts.

A prima facie basis for the deselection of questions should be ag:ced. Typically, this happens

where questions are not applicable, or where it is known that the required information is just
not obtainable.

@

(3) The audilor will probably find that some questions suggest other questions, especially if stafl

of the client orgonization are asked to respond to enrly drafts. Additionul questions wil] then
be added Lo the list. As new questions oceur, the list will lengthen. ‘There is an upper limit to
the number,

(4) The auditor should then go through the agreed questione and =i - !
be indicative afma-an k
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. {zation,
(5) The auditor should then attempt, on the basis of his/her knowledge of the d;:::norizat: l::y
to answer Lthose questions about which he/she feels confident. Ideas for mar g
‘e at this point, and should also be jotted down. i n
(6} :l'su.r:;:rnnf éuc?:;.ions will remain on which the auc?ltor Ln?st mmull;: vnl:::sbslif:;;mnz
client organization. Those stall should then be identlf?ed. Time cn: X is:! ¢ b);,- Sy
respondents to questions. The auditor also has to decide how Fha ata 0 b e widdy
Hafpsoho has various options. Personal interviews and self completion quf:ahon{lmr s ae widel
used, Clients can be consulted during the development of the . lntiwlq:vdoc' el
quu‘tionmire. In this way they can provide useful hinta apd 'dnr'lﬁu“me ut]x  doc o be
and spontaneity, particularly on the investigation o!' qualitative issues. .omﬁaien A
investigated in some detail by using the Delphi approach, which circ ten & et of
questionnaire to a group of respondents. This can lead to & consensus pos
difficult issues. ) ) -
{7) The auditor should anticipate that not all the ret:mnlmlenc:n;:; q{i:};esmizage b:ﬂ;r?g:::onuc) ;
ithin the resources and time span available to the client. rities db W
::medill activitios Lhat are recommended. They can be arranged into priority groups on the
i ir immediacy and cost. ) -
(8) ’t;‘;:u}z;mt.}e:r: nligmci data for the initiation and completion of each .“;w:;y a;fnnllleﬁ;;el
responsibility for carrying it through and for monitoring progress and satisfactory p 1

i y 3), “I'he 2t it A Metrology und Explanation”,
(Sumber: Brownlie D.T. (1993), “The Marketing Audit: : .
Marketing Intelligence & Planing, Vol 11. No. 1, 1993, MCN University Press)

Tabel 5
Summary Stepy in the Checklist Approach

Clarify and agree broad audit objectives.

dentify hidden agendas. ) » ) ) —
Iil:t:l':lfiysh clea;‘ regponing links to the prime source of authority f\.n_d Jegitimacy in the client organization
Collect relevant background documentation and p!-elimlnfary opinions.
Revise broad objectives and clarify and agree lpucl:aﬂc audit objectives.

Eliminate all non applicable sections from checkéuthtemplr,u.
Deleta all non relevant questions and add/amend where necessary . 5.
Answer all questions wi‘}.hjn the capability of the auditor, wn_th fewmmen.dcc‘i courses of remedial action
List other client personnel who need to be consulted for their views and insights.

Decide whether to take individual or'gtoup}:-ec;})]lien.

denti ich questions will be asked of which persona. . ) ) . .
{D:Sdl:yh:l: plrﬂq icipants will respond e.g. by means of self completion questionnaire, personal interview,

up discussion, Delphi survey, otc. ) ) n

g::- ‘:lP an nd.n;.miurutive mechanism for the data collection phase which ca;el x:};;a?‘il::::‘ﬂ:w
respondents, e.g. giving advance notice of questionnaire completion procedures and pe

Brainators 1o d test there on clients

Brainstorm remedial courses of action and test there on X ) ) .
Extract all action paints and categorize them according to urgency, likely cost, case of implementation,
ete. ) )

In discussion with the client, allocate each task by name, schedule it by date or clapsed time and agree 2
monitering procedure.

{Sumber: Brownlie D.T. (1993), “The Marketing Audit: A Metrology ant'i Ex?lanpihm; y
Marketing Intelligence & Planing, Vol 11. No. 1, 1993, MCN University Press

Menurut Brownlie (1993) jawaban dari pertanyaan-pexftanyaan di dfi]an_] ch}f?klzs;
tersebut akan menghasilkan data operasional pemasraxjan;t‘inn s.untu .organrlsrasx sehingg

JEE TR P,
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merupakan starting-point ketika perencanaan pemasaran hendak digunakan untuk
melakukan audit pemasaran serta akan memberikan se¢jumlah manfaat. A checklist
approach can be followed by any organizations as a strating-poin, wheler it is planning to
use its own staff to conduct the audit; The use of checklist in the marketing audil 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) It provides insights into the thinking and

experience of others in the same field, and (3) It ensure that no important item is
overlooked.”

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

Beberapa konsep lainnya yang penting untuk dipahami didalam merancang
konsep audit pemasaran di suatu perusahaan dapat dilihat melalaui tabe! 6 berikut.

Tabel 6

Tools, Karakteristik, Aspek-Aspek, dun Manfaat Audit Pemasuran
Tools Audit Pemasaran

Salah satu tujuan dilakukan audit pemasaran adalah untuk mengetahui posisi perusahaan (McDonald
[2002]) diantara para pesaing dan lingkungan bisnis yang mempengarvhinya. Huosil dari audit pemasaran
ini selanjutnya bermanfuat untuk melakukan pemeriksaan terhadap sasaran pemnsaran, strategd, taktik

dan vajue perusohann apukah diperlukon tindnkos korek G antuk menghadapi persningun dan lingkungun
bisnis yanyg terjudi.

Dalam melaksanskan audit pemasaran dengan tujusn untuk mengetahui posisi perusahaan muka skan
dilakukan audit eksternal don internal sebagaimana yang dijeluskan oleh Kotler dan McDonald pada
uraian di atas. Merujuk kapada beberapa sumber bihwasunya terdapat sejumlah tools yang dapat
digunakan untuk mendukung pelaksanean aodit pemasaran seperti PEST analisis, SWOT analisis, The
Strategic 4 C, BCG matrik, Matrik Porter, Matriks Ansofl dan lain sebngainya sesuai kebutuhan dan suatu
perusahaan.

Selain menggunakan (ools terscbut audit pemassran untuk mengetahui posisi perusahaan diantara

pesaing dan lingkungan bisnis yang mempengaruhi perusahaan rdapat pula dilakukan dengan

menggunakan metode strafegic markeling plus 2000 ysng dikembangkan oleh Kartajaya (Penjelasan
lengkap, baca Kartajaya, Hermawan (1995), “Audit Pemesaran Berdasarkan Strategic Marketing Plus

2000", Kelola No.&/TV/1995)

Karakteristik Audit Pemasaran

Terdapat empat karakteristik di dalam mengimplementasikan audit pemasaran yang merupakan satu

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

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

2) Sistematis: Audit pemasaran harus melibatkan tahapan ciagnosis yang disusun sesuai dengan logika
atau merupakan suatu rangkaian langkah yang terintegrasi dengan baik.

3)Independen: Audit pemasaran yang baik harus dilakukan secara objektif dan tidek bias. Oleh karena itu,
walaupun suatu audit pemararan dapat dilakukan secara internal oleh para manajernya, objekltifitas
dari audit tersebut harus dipertahankan.

4) Periodik: Agar suatu audit pemasaran benar-benar berguna untuk memperbaiki kineja pemasaran dani
suatu perusashnon maka audit pemansaran harus dilnkukan scenrn berkala Haol ini penting untuk terus
dapat memonitor posisi suatu perusahaan terhadap pesaing dan perubuhan lingkungan dimana mercka

|___berada di dalamnya.

Aspek-Aspek Audit Pemasaran

Menurut Cravens dan Picrcy (2002) buhwa Lcrdn;int bebernpn sspek yung periu (lipcrhu?kuu dalnm
melaksanakan audit pemasaran. Aspck-aspek ini penting untuk dilaksunakan dengan tujuan untuk

mendukung keberhasilan implementasi audit pemasaran di suatu perusahsan. Beberane ocn-l
sebagaimana yang discbutkan nloh Cvasman 42— m -
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pemasaran, sebagai pendekatan gabungan untuk memperoleh keulntu:‘\gn.nlduri kcdl:\ﬁ Ee]nh piht;l:i,
[ pengalaman eksternal, kapabilitas dan pespektil pada saat penyelesaian individu atau tim dan memu
roses audit. o )

2)];’erenunm audit {planning the audit); Menentukan luas dan cakupan blsnl!{ unit, mem.:n;apl;zg
daerah perencanian yang akan diaudit, mendefinisikan cakupan t%aernh operasi audx;.; pcrg.n wa]ex'1
segals aktivitas, pengkoordinasian partisipan serta mengjndikaxxkan hasil yang sakan diperoleh.
Disamping itu, bisya pengeuditan dan manfaat juga dxeshmulllcan. . )

3) P‘nﬁ‘f-buin temuan-temuan (using findings): Hasil-hasil audit harus dgpn!. men}bantu meningkatkan
kinerja. Berbagai kesempatan dan masalah yang teleh teridentifikasi dipakai dalam perencanaan
strategis (strotegic planning)

Syarat-Syarat Pelaporan Audit Pemasaran

Pelaporan audit dapat mencapai sasarannya apabila memenuhi beberapa pesyaratan. Merujuk kepada

Muljono (1999) beberapa persyaratan tersebut antara lain: o .

1) Objektivitas: Apa yang dilaporkan harus berdasarkan hal-hal yang objektif berupa data autentik dan
dapat diyji kebenarannya. . ]

2) Ne‘:ﬂ: Laporan audit harus bersifat mandiri tidak berpihak kepada kepentingan manajemen maupun
disinya (auditor yang melakukan audit) yang mencerminkan kealfaan pfzrusnhnnn yang dlp_enksn. .

3) Simplicity; Laporan audit disusun scdemikinn rupa schingga mudah d:pcrxu‘nnknn ulf-h pihak penerima
laporan, mempunyui pengertian tunggal (tidak dapal ditafsirkan dengun arti yang lain) namun laporan
tersebut telah mempunyai dimensi yang lengkap. )

4) Relevan: Dalam penyusunan laporan audit hendaknya diperhatikan rulovnnmrwn f!cngan wewenang Idun
tanggung jawab si pemakai laporan, sehingga laporan tersebut segera dapat dijadikan alat pengambilan
keputusan. Disamping itu relevan dengan waktu terjadinya pengtiwa yang bcrsnpgkulan. :

5) Keselarasan dengen standar-standar laporsn: Materi yang dilaporkan sesuni dengan standar yang
dipergunakan, . ‘

6) Lengkap dan tepat waktu: Agnr luporan sudit bermanfant secura muksimal muka pelaporan terscbut

hendaknys disusun scsuai dengan materi moupun kurun waktu terjudinys permasalahun yang
dilaporkan.

Manfaat Audit Pemasaran

Pada dasarnya terdapat beberapa manfaat yang dapat dipetik suatu perusahaan ketika melakukan audit

pemasaran (Rosenpan (1997)), yaitu : .

1) Memberikan suatu evalunsi yung independen dan tidak bias terhadap program-program pemasaran,
termasuk strategi, penawsrun dun kreatifitus sustu perusahaan. ) :

2) Dapat mengidentifikasi urea-area yang dibutuhkon dalam meningkatkan dun menghasilkan saran-
saran dan ide-ide yang spesifik serta bagaimana memperbaikinya. .

3) Identifikas{ tersebut termasuk beberapa cara (several ways) untuk mem?erhaxlu 765poD pemasaran,

4) Memberikan ssbuah perusahaan ide-ide baru yang segar, teknik-teknik dan new direction pada masa
mendatang. - ‘

Sementara Brownlie (1993) yang mengutip sejumlah pakar seperti Kotler n.:t.nl. (1.997) dan Wllsqn (1982)

wenjelaskan bakwa audit pemasaran bermanfaat untuk : “to judge an organization’s ouem{l commitment o

8 marketing orientations; to masure the extend to which marketing objectives have been achu‘ued:' to indicate

wheter the route chosen (marketing strotegy) was the most effective and profitable; and to indicate wh]eur

particular markeling activities are beiter intensificd, adjusted or dproped”. Sedlnng.km menurut Go. nl:'.ein

(1898) bahwa audit pemasaran berguna untuk membantu perusahaan secara periodik dalam menganaisis

UPRYa pemasaran, meng-<reale serta merevisi pendekatan pemasaran untuk mendapatkan hasil yang lebih
bajk

(Diolah dari berbagai sumber)

4. Standar Planning Framework

Standard plenning framework di dalam melakukan audit pemasaran dapat
dibangun dengan meraperhatikan tahapan proses perencanaan strategis dan perencanaan
pemasaran di suatu perusahaan yang tentunya merupakan satu kesatuan yang utuh di
dalam melaksanakan audit pemasaran. Situs www.marketingteacher.com yang
menjelaskan hal tersebut seperti Yyang tampak pada gambar 7.

Standard Planr‘xing Framework
Analysis - where are we now ?
Objectives - where do we want to be?
* Strategies - which way is best?
Tactics - how do we ensure arrival?

* Control - are we on the righttrack?

Gambar VII

Standard Planning Framework
(Sumber: www.inarketingleacher.com)

Dari gambar 7 da
framework sebagaimana
adalah:

1) Anulisis untuk menjuwab pertanynan: where are we now? Atau dimuna posisi suatu
perusahaan? Hal ini dilukukan setelah pernyataan misi sebush perusahaan dipahami
dan hendak dilaksanakan oleh suatu perugsahaan dengan baik,

2) Setelah diketahui posisi suatu perusahaan diantara para besaingnya melalui audit
pemasaran maka akan ditentukan objectives dari peiusahaan tersebut untuk
menjawab pertanyaan: where do we want to be atau kemana tujusn yang diinginkan
oleh perusahaan?

3) Menentukan strategi untuk menjawab pertanyaan: which way is best? Strategi yang
seperti apakah yang seharusnya dipilih oleh perusahaan untuk mencapai tujuan?

4) Selain strategi akan ditentukan pula tactics untuk menjawah pertanyaan: Aow do we

. ensure arrival? Atau bagaimana sebuah perusahaan dapat yakin untuk mencapai
tujuaan yang ditetapkan dan selanjutnya dilakukan implementasi program-program
pemasaran.

5) Setelah tahapan implementasi dilakukan maka semuanya itu perlu di kontrol untuk
menjawab pertanyaan: are we con the right track? Atau apakah apa yang telah
diimplementasikan sesuai dengan apa yang diinginkan.

pat dijelas’tan bahwa tahapan-tahupan standard planning
yang dijelaskan situs www.marketingteacher.com tersebut

. ,
VO Ny UL AKRAAN \
| T T e et - .
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C. RANCANGAN KONSEP AUDIT PEMASARAN v

Mengacu kepada uraian pada bagian tinjauan literatur maka rancangan konsep
audit pemasaran di suatu perusahaan yang perlu dipahami, dimengerti dan dilaksanakan
dengan baik oleh suatu perusahaan didalara mengimplementasikan audit pemasaran,
yaitu;

1. Pengertian audit pemasaran.

Audit pemasaran adalah pemeriksaan atau tinjauan ulang serta penilaian kritis dan

berimbang terhadap f{aktor cksternal dan internal yang mempengaruhi program-

program pemasaran disuatu perusahaan secara komprehensif, sistematis, independen
dan berkala sebagai alat kontrol strategik dengan tujuan untuk memberikan
rekomendasi dalam upaya untuk meningkatkan efektifitas dan kinerja pemasaran
perusahaan.

2. Proses audit pemasaran.

Proses pelaksanaan nudit pemasaran harus memenuhi langkah-ltangkah scbogai

berikut:

a. Menentukan: (i) Siapa yang melakukan audit pemasaran; (ii) Kapan dan seberapa
sering dilakukan audit pemasaran; (iii) Kinerja standar pelaksanaan audit
pemasaran.

b, Mengumpulkan (cofleet) data-datn yang relevan sesuai dengan kinerjn standar,
tujuun dun metode yang digunakan di dalam melaksanoakan audit pemasaran,

¢, Melakukan evaluasi don pengukuran audit pemasaran berdasarkan sumber-
sumber informasi (data-data) yang relevan sesuai dengan kinerja standar, tujuan
dan metode yang digunakan.

d. Melakukankan monitoring terhadap pelaksanaan program-program pemasaran.

e. Mempresentasikan hasil-hasil yang didapat dari audit pemasaran dan monitoring
terhadap implementasi program-program pemasaran kepada jajaran manajemen.

f.  Melakukan tindakan-tindakan korektif yang diperlukan sesuai hasil evaluasi,
pengukuran posisi perusahaan dan monitoring sebagai alat kontrol strategik
untuk meningkatkan efektifitas dan kinerja pemasaran perusahaan.

3. Approach audit pemasaran, ‘

Suatu perusahaan dapat menggunakan marketing audit checklist approach untuk

mengevaluasj hasil operasional pemasaran dibandingkan dengan ekapektasi yang

hendak dicapai sebagaimana yang ditetapkan di dalam rencana pemasaran
perusahaan,
4. Tools audit pemasaran.

Tools yang dapat dipergunakan adalah dengan menggunskan PEST analisis, SWOT

analisia, The Strategic 4C, BCG matrik, Matrik Porter, Matriks Ansoff, untuk

menentukan posisi perusahaan diantara para pesaing dan lingkungan bisnis yang
mempengaruhinyn. Akan tetapi suatu perusahaan dapat pula memanfaatkan tools
yang lainnya sesuai dengan situasi, kondisi dan kebutuhan yang terjadi.

5. Audit pemasaran berdasaran metode strategic marketing plus 2000.

Audit pemasaran untuk menentukan posisi suatu perusahaan dapat pula dilakukan

dengan menggunakan metoda strategic marketing plus 2000 sebagai salah satu

alternatif metoda selain menggunakan tools audit pemasaran.
6. Karakteristik audit pemasaran.

T
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Implementasi audit pema i i

Kk tor g pepnmsasrz:l:tnya};f::us dilakukan dengan memperhatikan beberapa

n. Komprehensif: Audit pemasaran harus mencakup semua nktifites pemasaran
yang relevan dengan perusahaan, ‘

b. gilstematis: A\{dét pemafaran harus melibatkan tahapan diagnosis yang telah

susun sesuai dengan logi : i

Lerintogras: donee %aik. gika atau merupakan suatu rangkaian langkah yang

¢. Independen: Audit pemasaran harus dilakukan secara objektif dan tidak bias
Oleh karena itu, dalam melakukan audit pemasarsn, perusahaan hendakn z;
n}elakukan Lerjasama dengan konsultan independen yang memiliki keahlian 3:ii
bxdaflg audit pemasarsn, baik ketika menetukan posisi perusahaan diantara
i}c.\z'z:ng dan Iingkungqn bisnis yang mempengaruhi kinerja perusahaan -m‘aupun
c}t:y:k?fs;n;:;rnot:;;:'m list pertanyaan di dalam melaksanakan marketing audit

d. Periodik: Agar audit pemasaran benar-benar berguna untuk memperbaiki kinerja
pemasaran perusahaan maka audit pemasaran harus dilakukan secara berknllja
Mlnm‘ml audit pemasarnn untuk menentukan posisi perusahuan dinntara pesain '
d.un lingkungan bisnig yang mempengaruhinya dapat dilakukan seluma pl;ri.()(lt
lima  tahun  dan monitoring  implementasi program-program  pemasaran

perusahaan dapat dilaksanakan sctia ini i
: h p tahun, Namun hal
sesuai dengan kebutuhan. int dapat dilakakan

7. Syarat-syarat pelaporan audit pemasaran.

Pe'l‘apurnn audit pemnsaran perusahaan harus memenuhi he
yaitu;
. Objektif: ansil-lmsil nudit pemnsaran harus objektil dan berdasarknn data-data
X yung autentik dan dapat diuji kebenaranunya, .
. kNetrul:' Laporan audit pemasaran harus bersifat mandiri tidak berpihak kepada
St.:penFn.lgan manajemen, auditor pemasaran atau pihak manapun.
c. dfmphc:ly': Laporun.au(ht pemasaran disusun sedemikian rupa sehingga mudah
dlpt,rg,(LlJ.nu.cxfn ovleh pibak penerima luporan, mempunyni pengertian tunggal (tidak
J Ru';l)txl {lﬂﬂurkun dengan arti yang lain) serta mempunyai dimenst yang lengkap.
. (icvun.v Dalam penyusunan laporan audit pemasaran, harus diperhatikan
lr: ?)vansmyn dengan wewenang dan tanggungjawab pemakai laporan, sehingga
;? f’ank tﬁrsebut segern dapat dijadikan alat kontro] strategik  untuk
Elt,nmb at ;tn cfck.txgltas dan kinerja pemasaran. Disamping itu relevan pula
"ngan wakiu terjadinya peristiwa yang berkaita 4
pemasaran perusahaan, ‘ YEnE wian dengan program-program
e. (}i{fl:selarasan dengan standar-standar laporan {(standar kinerja): Materi yang
1£]1p}(:rkan sesuai dengan standar kinerja yang dipergunakan, baik ketika
mela ukan ’a}ldlt pemasaran untuk menentukan posisi perusahaan diantara
pesaing dan lxpgkungan bisnis yang mempergaruhinya maupun dengan standar
. kinerja marketing audit checklist approach,
. F]”_,ex’]gkap (liu.n tepat waktu: Agar laporan audit pemasaran dapat bermanfaat
n::::::: ma snma}l‘maka pelaporan yang dilakukan hendaknya disusun sesuai baik
t71 maupun kurun waktu terjadinya permasalahan vane di
Aspek-aspek audit pemasaran. yeng dilaporkan.
Aud&“, pemasaran harus memenuhi beberapa aspek, yaitu
a. Tanggung Jawa!) terhgdap audit (responsibility fur audit): Pelaksanaan audit
pcmas'a{'an selain melibatkan pihak internal. jueg melibatlon milal o os. o 1

berapa persyarutan,
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10.

keuntungan dari kedua belah pihak, pengalaman eksternal, kapabilitas dan
pespektif pada snat penyeleksian individu atau tim dan memulai prosea sudit.

b, Perencanann audit (planning the audity; Menenlukan Juns dan cakupun bisnia
unit, menentapkan daerah perencanaan yang akan disudit, mendefinisikan
cakupan daerah operasi audit, penjadwalan segala aktivitas, pengkoordinasian
partisipan serta mengindikasikan hasil yang akan diperoleh. Disamping itu, biaya
pengauditan dan manfaatnya juga diestimasikan,

¢. Penggunaan temuan-temuan (using findings): Hasil-hasil audit pemasaran dapat
digunakan sebaik mungkin untuk meningkatkan cfektifitas dan kinerja
pemasaran perusahaan. Berbagai kesempatan dan masalah yang telah
teridentifikasi akan dipakai pula didalam perencanaan strategis (strategic
planning) perusahaan.

Framework audit pemasaran.

Suatu perusahaan dapat membangun framework audit pemasaran seperti yang dapat

dilihat melalui gambar 8.

Alur implementasi audit pemasaran.

Sebagai pencgasan kembali -sesuat dengon gambar 8- maka alur proses implementasi

audit pemasaran adalah scbagai berikut:
a. Setelah misi dan sasaran pemasaran strategik perusahaan (merupakan bagian
dari sasaran strategik) ditetapkan maka dilakukan audit pemasaran untuk
mengetahui posisi perusahaan diantara pesaing dan lingkungan bisnis yang
mempengaruhinya.
b. Audit pemasaran untuk menectukan posisi perusahaan tersebut dilakukan untuk
menjaweab pertanyaan “where are we now?” dapat dilukukan dengan melakukan
proses sebagai berikut: _
¢+ Menentukan: (i) Siapa vang melakukan ; (ii) Kapan dan seberapa sering
dilakukan; (ii}) Kinerja standar untuk menentukan posisi perusahasn
diantara pesaing dan lingkungan bisnis yang mempengaruhinya yang
disesuaikan dengan asumei-asumsi yang dibuat.

e Mengumpulkan (collect) data yang relevan. Data yang dikumpulkan scsuai
dengan pelaksanaan audit pemasaran yang dilakukan. Misalnya jika

" menggunakan tools audit pemasaran maka data yang dikumpulkan adalah

berkenaan dengan data-data: audit internal, data audit eksternal dan data
strengths, weaknesses, opportunities dan threats yang mempengaruhi kinerja
perusahaan, baik berupa data primer yang bersumber dari interview dan
pengisian kuesioner maupun data sekunder yang berasal dari sumber-sumber
yang relevan,

¢ Melakukan evaluasi dan pengukuran. Berdasarkan informasi-informasi dan
data-data yang telah terkumpul dengan baik maka dilakukan evaluasi dan
pengukuran untuk mendapatkan posisi perusahaan diantara pesaing dan
lingkungan bisnis yang mempengaruhinya.

* Mempresentasikan haail-hasil yang diperoleh dari audit pemasaran untuk
mengetahui posisi perusahaan diantara pesaing dan lingkungan bisnis yang
mempengaruhinya kepada manajemen.

*  Melakukan tindakan korektif. Setelah posisi perusshaan 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.
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c. Audit pemasaran untuk mengetahui posisi perusahaan tersebut harus dilakukan
dengan memperhatikan karakteristik-karakteristik audit

: mpe - pemasaran  ypitu;

()mpro.hu‘mfnf, vistematis, independen, periodik dan uspek-aspek nudil pemnsaran
yang u_erdln dqu: responsibility for marketing audit; planing the marketing audic
danusing findings.

d. Setelah posisi Perusahaa.n diketahui diantara pesaing dan lingkungan bisnis yang
mempengaruhinya serta sasaran pemasaran, strategi, taktik, value dan rencana
pemasaran telah ditentukan maka selanjutnya dilakukan tahap implementasi
scsuai dengan anggaran, kebijakan sasaran tohunan, alokasi sumbe
ditetapkan perusahaan.

e. '.I‘ahapan sel‘anjutnyn adalah monitoring, evaluasi dan pelaporan hasil-hasil
1mpleme‘ntam. Monitoring terhadap apa yang telah diimplementasikan tersebut
dapd'dllaksanakan oleh perusahaan dengan menggunakan marketing audit
cl_lecill.?t approach  untuk mengevaluasi hasil operasional  pemasaran
dlbandmgkax} dengan ekspektasi yang hendak dicapai perusahaan sebagaimana
yang telah ditetapkan di delam rencana pemasaran, apakah masih di dulin *on
the track” atauknh telah menyimpung  dari “rel” yung dihnraphan  oleh
perusahaan. Sebagai panduan di dalum melakukan marketing audit checklist
a{ppmac'h, dapat menggunakan tabel 4 dan 5. Tentu saja semua itu harus
disesuaikan dengan kebutuhan audit pemasaran  perusahaan dengan
Ir.xemper}.)atika.n pula karakteristik-karakteristik audit pemasaran (komprehensif,
matemat_:s{ independen dan periodik) dan aspek-aspek audit pemasarar;
(responsibility for marketing audit chechhlist epproach: planing the marketing
uudz.'lchccklist approach; using findings), ' *

f. Hasil monitoring dan evaluasi dengan menggunakan marketing audit checklist
appreach tersebut harus dilaporkan kepads manajemen dengan memperhatikan
syarat-gyarat pelaporan audit yang baik yaitu: objektif, netral simplicity, relevan
keselarasan laporan, lengkap dan tepa ' ' ‘
balik terhadap pelaksanaan atau i

v duyn yang

t waktu, sebagai suatu review atau umpan
nplementasi program-program pemasuran

perusahaan.
D, KESIMPULAN
Dari ura.ian di atas dapat ditarik beberapa kesimpulan antara lain:
1 gudlt pemasaran merupakan alat kontrol strategik untuk meningkatkan efektifitas
dan kinerja pemasaran merupakan salah satu kata kunci yang harus selalu
iperhatikan oleh dunia usaha untuk menghadapi karakteristik lingkungan bisnis
% yang sangat turbulence dan begitu kompetitif eaat ini.

.Didalam merancang konsep audit pemasaran terdapat beherapa hal yang harus

dipahami, dimengerti dan dileksanakan dengan baik dan benar -sebagaimana yang

dijelaskan oleh penulis pada bagian : i "
Giantaramsa o gl “Rancangan Konsep Audit Pemasaran”-

* Pengertian audit pemasaran.

Proses pelaksanaan audit pemasaran.
Approach audit pemssaran.

Tools darn metodologi audit pemasaran,
Framework audit pemasaran,
Karakteristik audit nemasarnn
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2) Bukti empiris yang ditunjukan oleh perusahaan X yang beroperasi 'di Indonesia
mendemeonstrasikan bshwa dengan melaksanakan konscp-konsep audit pemasaran
dengan baik dan benar maka akan memberikan hasil yang sangat memuaskan di
dalam upaya untuk meningkatkan efektifitas dan kinerja perusshaan.
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