
SLOAN MANAGEMENT REVIEW 
CLASSIC REPRINT 
The Marketing Audit 

Comes of Age 
Philip Kotler -- NOrlhwesTern University 

Wilham T. Gregor -- The MAC Group, Inc, 
William H. Rodgers III -- Hamilton Consultants, Inc. 

THlS CLASS1C 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, TIley close with suggestions on how to 
implement marketing audit recommendations, Ed. 

Comparing the marketing strategies and tactics of business units today with those often years ago, the most 
striking impression is one of marketing strategy obsolescence, Ten years ago U,S, automobile companies were 
gearing 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, 
It is not even necessary to take a ten-year period to show the rapid obsolescence of marketing strategies, The 
growth economy of 1950 to 1970 has been superseded by a volatile economy that produces new strategic 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 
!low 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, hut 
management normally does not take a deep and objective look at the marketing strategies, policies, 
Jrganizations, and operations on a regular basis, At the other extreme, companies install aggressive new top 
narketing management hoping to shake down the marketing cobwebs. in between there must be more orderly 
Nays to reorient marketing operations to changed environments and opportunities. 

Enter the Marketing Audit 
)ne hears more talk today about the marketing audit as being the answer to evaluating marketing practice just 
IS the public accounting audit 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 
:onclusions is true. 
lhe marketing audit as an idea dates back to the early 1950s. Rudolph Dallmeyer, a former executive in Booz 
'l.llen & Hamilton, remembers conducting marketing audits as early as 1952. Robert J. Lavidge, president of 
::lrick and Lavidge, dates his flrm's performance of marketing audits to over two decades ago. In 1959, the 
'l.merican Management Association published an excellent set of papers on the marketing audit under the title 
inaiyzing 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 finns. It was not until 
he turbulent 1970s, however, that it began to penetrate management awareness. 
\s for whether the marketing audit has reached a high degree of methodological sophistication, the answer is 
~enerany no. 'Whereas two certifled public accountants will handle an audit assignment using approximately 
!le same methodology, two marketing auditors are likely to bring different conceptions ofthe auditing process 
D their task. However, a growing consensus on the major characteristics of a marketing audit is 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 flrst and most important is 
Ilat it is broad rather than narrow in focus. The tenn "marketing audit" should be reserved for a horizontal (or 
omprehensil'ej audit covering the company's marketing environment, objectives, strategies, organization, and 
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systems. In contrast, a rerlical (or in-deplh) 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 salesforce audit, an advertising audit, 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. J Most 
experts would agree, however, that the self-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 
could be an inside audil 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 finn or practitioner. 
The third characteristic of a marketing audit is that it iSlystemalic. Marketing auditors who decide to interview 
people inside and outside the film 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 insightful. However, the effectiveness of the marketing audit will nonnally 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 
periodically. Typically, evaluations of company marketing efforts are cOlmnissioned 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 definition: 
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 detennining 
problem areas and opportunities and recommending a plan of action to improve the company's marketing 
perfonnance. 

What Is the Marketing Audit Process? 
How is a marketing audit perfonned'l Marketing auditing follows the simple three-step procedure shown in 
Figure I. 
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letting the Ohjectives and Scope 
['he first step calls for a meeting between the company officer( s) and a potential auditor to explore the nature 
,fthe marketing operations and the potential value of a marketing audit. If the company officers are convinced 
,fthe potential benefits of a marketing audit, they and the auditor have to work out an agreement on the 
,bjectives, coverage, depth, data sources, report fonnat, and time period for the audit. 
'onsider the following actual case. A plumbing and heating supplies wholesaler with three branches invited a 
l1arketing consultant to prepare an audit of its overall marketing policies and operations. Four major objectives 
vere set for the audit. 

• Detennine how the market views the company and its competitors. 
• Recommend a plicing policy. 
• Develop a product evaluation system. 
• Detennine how to improve the sales activity in tenns ofthe deployment of the salesforce, the 

level and type of compensation, the measurement of perfonnance, and the addition of new 
sales representatives. 

'urthennore, 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 
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marketing operations but also would include a review of the purchasing and inventory systems, since they 
intimately affect marketing perfonnance. 
The company would furnish the auditor with published and private data on the industry. In addition, the 
auditor would contact suppliers ofmanufacmred plumbing supplies for additional market data and contact 
wholesalers outside the company's market area to gain further infonnation 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. 
It was decided that the report fonnat 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 
is 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 
time 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 is not to rely solely for data and opinion on those being audited. Customers 
often tum out to be the key group to interview. Many companies 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 
reputation, however, is the most important factor in customer choice, followed by quick response to customer 
rreeds and technical support services. Those who plan marketing strategy have a different opinion. They see 
price and product quality as the two major factors in buyer choice, followed by quick response to customer 
!leeds. Clearly, there is a lack of consonance between what buyers say they want, what company salespeople 
rre responding la, and what company marketing planners are emphasizing. One ofthe 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 
:be 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 
Ilitial fmdings to see what reactions and suggestions they produce. 
"'hen the data-gathering phase is over, the marketing auditor prepares notes for a visual and verbal 
Iresentatioll 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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ready to write the final report, which is largely a matter of putting the visual and verbal material into a good 
wTltten commUnIcatIOn. 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 orgaruze 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 tlu'ough 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 fi"om the procedures just 
outlined. lntemational Telephone and Telegraph, for example, has a history of forming corporate teams and 
sending them into weak divisions to do a complete business audit, with a heavy emphasis on marketing. Some 
teams 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 3\1 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 
Dthers close to the type of problems fDUlId in the audited plan, and another person who is totally unfamil iar 
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 
Jfobably knows about that anyway." 
fhe six auditors are supplied with a surrunary 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-mn strategy, and the planned tactics. The auditors proceed to ask 
lard 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 evaluation form consisting of questions that 
rre accompanied by lIlunerical rating scales and space for comments. 
these 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 ofthe 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 
lking place and what they imply in the way of problems and oppOltunities. 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 fUllctions that are central to the marketing perfonnance of that company in 
10re detail. However, some companies ask for less than the full range of auditing steps in order to obtain 
litial results before commissioning further work. The company may ask for a marketing enviromnent audit 
nd, if satisfied, then ask for a marketing strategy audit. Or it might ask for a marketing organization audit 
rst, and later ask for a marketing enviroument 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 in the Appendix. 
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ll1arketing Environment Audit 

By, marketing environment, we mean both the macro-environment surrounding the industry and the task 
em lfonment In whIch the organization mtunately operates. The macro-environment consists of the large-scale 
forces and factors mfluencmg 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-cultural factors. The marketing auditor's task is to assess the key trends and their implications for 
company marketing achon. 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 playa more critical role in auditing the company's task environment. The task 
environment 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. 

11Jarketing 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. Companies without product management systems will want to consider 
introducing them; companies with these systems may want to consider dropping them, or trying product teams 
instead. 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 
:)f 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 
lllderstand marketing. In the words of one vice president of marketing: "It takes about five years for us to train 
;ales managers to think marketing" 

'4arketing Sy~tems Audit 
'\. full marketing audit then examines the various systems being used to gather information, plan, and control 
he marketing operation. The issue 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 processmg, physical distribution, new 
lfoducts development, and product pruning. 
[he marketing audit may reveal that marketing is being carried on without adequate systems of planning, 
mplementation, and control. An audit of a consmner products division of a large company revealed that 
lecisions about which products to carry and which to eliminate were made by the head of the division on the 
lasis 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 possible. 

farketing Productivity Audit 
~ full marketing audit also includes an effort to examine key accounting data to determine where the company 
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is making its real profits and what, if any, marketing costs could be trimmed. Decision Sciences Corporation, 
for example, stmis Its marketmg audIt by lookmg at the accounting figures on sales and associated costs of 
sales. Using marketing cost accoUllting principles, it seeks to measure the marginal profit contribution of 
different products, end-user segments, marketing channels, and sales territories2 

We might argue that the finn's own controller or accountant should do the job of providing management with 
the results of marketing cost analysis. A handful offinns 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 3 In nonnal 
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 tme 
needs of the operation is built from the ground up. \\'hen 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 fUllctions that are perfonning 
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 
timing 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. 

Production-Oliented and Technical-oriented Companies. Many manufacturing companies have their 
start in a love affair with a celiain 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 is 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 perfonn an imp0l1ant 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 dhision rather than rely solely on the 
division management's interpretation of the problem. 
High-Perfonning 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 also yield insights into how to improve marketing in other divisions. 
Young Companies. Marketing audits of emerging small companies or young divisions oflarge 
companies can help to lay down a solid marketing approach at a time when management faces a great 
degree of market inexperience. 
Nonprofit Organizations. Administrators of colleges, museums, hospitals, social agencies, and 
churches are beginning to think in marketing telms, and the marketing audit can serve a useful 
educational as well as diagnostic purpose. 

Vhat Are the Problems and Pitfalls of Marketing Audits? 
>'hile the foregoing has stressed the positive aspects of marketing audits and their utility in a variety of 
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situations, it is important to note some of the problems and pitfalls of the marketing audit process. Problems 
can 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 
audit, several problems will be encountered. For one thing, the objectives set for the audit are based upon the 
company officer's and auditor's best a priori notions of what the key problem areas are. However, new problem 
areas may emerge once the auditor begins to learn more about the company. The original set of objectives 
should 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 
start of the audil. In some cases this may be because some information sources that had been counted on 
becarne 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 otllcer 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. 
For example, the auditor for an air brake system manufacturer found as a valuable source of market 
intelligence a long-established manufacturers' representative firm that approached the company after the audit 
ilad begun. 
Another consideration at the objective-setting stage of the audit is that the management most affected by the 
mdit must have fuii knowledge of the purposes and scope of the audit. Audits go much more smoothly when 
:he executive who caBs in the auditor either brings the affected management into the design stage, or at least 
las a general introductory meeting where the auditor explains procedures and answers questions from the 
~eople ill the affected business. 

Data Collection 
)espite reassurances by the auditor and the commissioning executive there win still be some managers in the 
lffected business who feel threatened by the auditor. The auditor must expect this, and realize 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 
legative 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 in the process, or else they will not be entirely honest. 
!1,.nother area of concern during the information collection step is the degree to which the company executive 
,..ho brought in the auditor will try to guide the audit. It will be necessary for this officer and the auditor to 
iuike a balance in which the executive provides some direction, but not too much. While overcontrol is the 
nore likely excess of the executive, it is also possible to undercontrol. 'Wilen the auditor and the company 
~xecutive do not have open and frequent communication during the audit, it is possible 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. 

?eport Presentation 
)ne ufthe biggest problems in marketing auditing is that the exe(;utive who brings in the auditor, or the people 
tl the business being audited, may have higher expectations about what the audit will do for the company than 
he actual report seems to otTer. In only the most extreme circumstances will the auditor develop surprising 
lanaceas 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 
killfully combine the auditor's general and technical marketing background (e.g., designs of sales 
epresentatives compensation systems, the ability to measure the size and potential of markets) with some 
'pportunistic ideas that people in the audited organization have already considered, but whose value they 
annat assess. However, it is only in the company's implementation of recorrunendations that the payoff will 
orne. 
wother problem at the conclusion of the audit stems from the fact that most audits result in organizational 
hanges. Organizational changes are a common outcome because the audit usually identifies new tasks to be 
ccamplished, and new tasks demand people to do them. One tlling the auditor and the sponsoring executive 
lUst recognize, however, is that organizational promotions and demotions are exclusively the executives 
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decision. It is the executive who has to live with the changes once the auditor is gone, not the auditor. 
Therefore, the executive should not be lulled into thinking that organizational moves are anv 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 
mcorrectly or not Implemented at all 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 
audit 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 at all. 
The marketing audit is carried 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 
improvements in systems r marketing information, planning, and control. Tabk I shows the most common 
marketing audit fmdings. Companies that are most likely to benefit in a marketing audit include production­
oriented companies, companies with troubled or highly vulnerable divisions, young companies, and nonprofit 
organizations. 
Many companies today are fmding 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 finns 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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pp.I-4. 
:4) T. Levitt, "The Globalization of Markets," Harvard Business Review, May-June 1983, pp. 92-102; "The Ad 
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ABSTRACT 

The marketing audit' as a strategic control tD91 to improve marketing 
errectiucness Gild pcr{ormonce is the key word that should be c(msid(~red hy 
business industry to respond the current very turbulence llnd competitive 
enfJironment. The marketing audit, euen become a vilal activity of every 
business player to be successful. 
Therefore, thro"gh this artic/e, the study going to conduct a research on how 
to cksign marketing audit concept as a reference for business industry to 
implement the marketing audit correctly. The methodology used in this 
article i3 the literature study refers to textbook, articles, research or other 
relevant documents, 
The result of this research concludes the cksign concept that consist of: 

. understanding, execution process, approach, toolB, methodology, framework, 
characteriatics, report prerequisite, necessary aspects of marketing the has to 
be understood, and proper and correct execution in implementing the 
marketing audit in a company. The research also conduct. of a case study of 
a Marluting Audit of an In<i.<Jnesian company (unMmed) which i. operating 
in IndoneBia. 

Keyword.8: marketing audit, strategic control tool, marketing control design, 
marketing performance. 

A. PENGANTAR 

Dunia u8aha saat ini menghadapi karaktaristik 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 8ukses yang senantiasa harus selalu dipernatikan olch 
kalangan bisnis. McDonald (2002) menyatakan bahwa dalnm ;],Ii~ 1,;0_'0 _ .......... - - .. 
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semakin kompetitif tumbuh kesadaran bahwa keberhasilan dimasa depan hanya akan 
datang dari perencllDaan pemasm"an yang sangat cennnt dan pclnksnnann audit 
pcmusurnn akan Bnnbrat mcncnlukan kcbcrhusilan implcmentnsi pcrcncnnnan pcmusaran 
tersebut. 

Demikian halnya dengan beberapa pakar dan ha3il 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 da.1 Jackson, 1997) dan pada 
gilirannya akan meningkatkan efektivitas dan kinerja pema.aran pada Buatu perusahaan. 
Semen tara itu Kotler (1984) menyatakan bahwa audit pema.aran akan memastikan 
tujuan-tujuan pemasaran peruaahaan. siasat-siasat dan sistem-sistem diaesuaikan secara 
optimal dengan lingkungan pemasaran yang Bekarang maupun yang diramalkan di masa 
mendatang Bebagai strutegic control dan sekaligl1s merupakan alat penilai keberhasilan 
pemasaran (marketing effectiveness rating instrument) yMg akan menggambarkan 
keberhasilan pemasaran secara menyeluruh dari suatu perusahaan. Sejumlah bukti dan 
fnktn empiris sangat mendukung dan memperlihatkan kcbennrun dari apa yang 
diullgkllpkllil oJch bcberupu pukar terscbut. Berbugai induslri yUllg dapat 
Ilwlaksl1nnnukan audit pcmusaran dun menindakIanjuti husilnya deng-an baik schingga 
mumpu ulltuk memperkecil kesenjangan negatif antara lingkungan bisnis dcngan 
struteb", tllktik dan kapasitaB internal perusahaun ukan memiliki tingkat rctum of 
investment mOl) yung jauh lebih baik dibandingkan dengan perusahaan yang tidak 
IlWlllpl~rhlltikHn audit pcmnHnrnn Hcbuguimaoa me~tinyn. Scbuguimunn hn.sil Pl'lI1'litilill 
ChU"'lfJe (1987), SaJumdl (1987) dun Lcwi. (1989) di dalam Kcrtajaya (1995) yang 
mCJlunjukknn buhwn pcrusnhnan dengan kcscnjangan JJcglltif bcsnr mcmpunyni HOI 
Jcbih kurung setengah dari perusahaan dengan kescn.iangan negatifkecil. 

Penting pula untuk rliperhatikan bahwa kebutuhan untuk melakukan audit 
pcmasaran sering tidak tcrlihat sampai suatu organisasi terjadi sesuatu hal, misaJnya 
pcnjualan yang menurun, marjin yang jatuh, pnngsa posar hilang dan sebagainyn. Tnnpa 
mcngctahui pcnyebab dari tunda-tunda bahaya itu manujcmen akan menangani sumbcr 
permaf,aluhan yang berbeda sehingga tidak mampu menemukan mnsalah ylln~ 
scbcnnrnya. Audit pemasaran dapat mcmbuntu mendefinisikannyu dengan membcrikun 
pendekatan terstruktur terhadap pengumpulan dan unalisis data/informasi pad a 
lingkungan bisnis yang kompleks (McDonald, 2002). S"bagai gambanm kita dapat 
mengambil pengalamnn empiris dari contch yang diuraikan olch Kotler (1983) dengan 
mengangkat kasus O'Brien Candy Company, sebuah peruBahaan kembang gula oi 
Amerika Tengah yang mengalami penurunan penjualan dan ~euntungan. Semula Top 
manajemen O'Brien berpendapat bahwa penyebabnya terletak pad a tenaga penjual 
mereka yang dianggap tidak bekerja keras dan kurang trampil. Untuk mengatasi keadaan 
ini manajemen aklin memperkenalkan suatu siBtem perangsang kompensasi baru dan 
mempekerjakan seorang pelatih tenaga penjualan untuk mendidik pegawai.pegawai 
penjualan daJam bidang perniagaan dan taknik·teknik penjualan modern. Akan telapi, 
sebelum melakukan hal tersebut, mereka memutuskan untuk mempekerjakan seorang 
konsultan pcmasaran untuk melakukan audit pemasaran. Hasil dari audit pemasaran 
tersebut sampai pad a kesimpulan yang tegas bahwa masulah-masalah perusahaan 
O'Brien tidak akan terpecahkan dengan cara meningkatkan kemampuan tenaga 
penjualan karena pennasalahan·permasalahan yang sesuDl,guhnya dihadapi perusahaan 
adalah: (1) Tujuan·tujuan pemasaran perusahaan tidak jelas dan tidak realist:>; (2) 
Strategi perusahaan tidak memperhitungkan perubahan pola penyaluran atau 
menyclenggarnkan pcrubahan nnl':nr vo .......... _~ __ L 



174 
'_!lull lWlJl.tlo uen WiI.un A,./III 

jajaran produk perusahuan berada dalam keseimbangan yang mengkhawatirkan karena 
dua macam produk yang menonjol menanggung 75% dari seluruh penjualan dan tidak 
memiliki po!<lnsi untui< berkembang; (5) Serangkaian variabcl-vnriabel pemnsaran 
(marketing mix) dari perusahaan tidak seimbang, !<lrlalu banyak menghabiskan uang 
untuk !<lnaga penjualan dan tidak eukup untuk bagian pengiklanan; (6) Perusahaan 
tidaklkurang mempunyai proaedur-prosedur untuk mengembangkan dan meiempar 
produk-produk baru secara berhasil; dan (7) Usaha penjualan dari perusahaan tidak 
U!rarah kepada perhitungan-perhitungan yang menguntungkan. 

Kaau. O'brun yang di angkat oleh KoUer tersebut menunjukkan betapa 
pentingnya audit pemaBaran untuk mengetabui permasalahan pemasaran yang 
sebenamya dihadapi oleh Buatu perusahaan dengan baik dan terstruktur. Sehingga tidak 
mengherankan biOa berd .. sarkan hasil survey yang dilakukan oleh Goodman (1970) 
didalam Kotler (1983) memperlihatkan bahwa perusahaan-perusahnan besnr dan modem 
seperti Genernl Foods, Du Pont, Johnson & Johnson, American CYlUlamid, Nestle dan juga 
menurut Kartajaya (1995) ataupun Barlow Research Assosiates, Inc. (2003) pada bisnis 
perbankan, !<llah memaharni arti penting audit pem"saran dan mengimplementasikannya 
dengan tujuan ugnl' kontrol strologik perusnhaan dapat lorluksunu dengun buik dun 
program-program pemusaran dapat berjalnn seeara lebih efektif dun padu gilirunnyu 
kinerja pemasnrnn daput !<lrus ditingkatkan. 

B. LANDASAN TEOm 

BaguimanB mcrancnng konscp audit pcrnUBurun uugi t:IUutu pcrul::lUhuull'! 
Sebelurnnya akan diuroikan terlebih dnhulu sekilas mengenai perencannnn pemnsnran 
dan perenennnan .tralogis perusahaan agar kajian didalam Ilrtikel ini ukan semakin jelas. 

1. Perencanaan Strategis dan Perencanaan Pemasaran 

Mengel (2003) mengutip The Anurican Marketing Assocciation (AMA) yang 
mendeliniaikan pemllBaran aebagal proceSi of planning and executiM{ the conception, 
pricing, promotion, and distribution of idea., good.&, and service. to create an exchange that 
satis{",. individual or organizational objectives. Sedangkan The Chartered Institute of 
Marketing menjelllBkan pemasaran Bebngal marketing is the managenunt proce •• that 
identif"'. anticipates and satis{ .... custonur require"",nt. profitably. 

Dari delinisi AMA dan The Chartered Instuute of Marketing tersebut maka dapat 
dikatakan bahwa pemaBaran dimulai dari proses perencanaan pemaBaran berdaBarkan 
apa yang diinginkan konBurnen. Menurut McDonald (2002), prOBes perencanaan 
pemasarnn tcrsebut mcrupakan alat organisBsi untuk memonitor dan mengontrol 
pengaruh internal maupun eksternal untuk discsuaikan dcngan kemampuan suatu 
pcrusnhnun dalam upaya untuk meraih penjualan dan mengkomunikasikan ke seluruh 
jcnjang l<!ntang sikap dari suatu perusahaan dalam bersaing unluk rnencapai sasaran. 
Sementara itu Sukristono (1995) menjelaskan bahwa pereneanaan pemnsaran !<lrsebut 
akan san gal bervarinsi dan Bangal tergantung pada perusahaan yang menyusunnya 
karena bcrgantung pnda bcrbagai aspek, seperti produk dan pelayanan suatu perusahaan, 
keinginan para pimpinan pemasaran dan sebagainya. Namun yang harus selulu 
dioerhalikAn hRhUl!:a nr .... '"'''' ............... - .. -~-- ----------
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merencanakan aktivitas pemasaran organisasi terpisah dari fungsi bisnis yang lain 
karena sistemisasi proseB pereneanaan strategis terlelak di pusat teori perencanaan 
pemasnran dan audit pemasaran merupakan bagian dari rase proses lorscbut (lihat 
gambar 1). 

GambarI 
Langkah Proses Perencana'ln Stra~egis 

PROSES PERENCANAAN PEMASARAN STRATEJIK 

Kunei Sukses Perencannan Pemasaran, Jakarta: IT EJex Media Komputindo 
_Jilll'!l2er:}!!eD'<!1ald, ~1c"m (2002), How Come Your Marketing Plans Aren't Working,) 

2. Pengertian Audit Pemasaran 

Sejumlah sumber telah memberikan pengertian meogenai audit pemasaran 
sebagaimana tabel 1 di bawah ini. 

Tabell 
- -- -- ._-- .. -_ ............................. """' ... "''''.1-

PENGERTIAN AUDIT PEMSARAN 
Shuchman (1959) : The mar/uting audit cu a .yslematic, critical, and impartial reuuUJ a ..... d 
did.l.m IWlhe. apprauaJ of the total marlteling operation: of lM basic objectiue3 and police.1 of 
Harvey dan t~ opertion and a.!6umptwm which undalu t~ as: we/J a3 of the metJux13. 
Jackson (997) procedurr8, pasofU!1 and organization ~nlploy~d to implement the police3 and 

och~v~ the obj~ctjve. 
Sessions (1959) : MarJuting audit waof defined to enable company'.'f managenU'nt to exercise sound 
didalam Rothe, judment in determining which of a number of Ditanativt' COUrSl'3 of action are 
Harvey dan rnaoft likely to maintain olld. pn'fl'rnbly. to I'"ho,,('I' ils posifiuf1 in thl' morkt'l. 
Jackson (997) 
Lambe., (989) : MarJuting audib have failed to consider the ability {or a business' resources to 

,at~ tlu market plant and make a profit. 
R .. nUln ~~_.l.J_ 
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oeriuitiu, 
KoUer, Grei

or 
: Audit pctnWil.lran aduluh pcmcriluluun lerhadup HliUlu perusnhuun uluu uniL 

dan ROOgon w.ni. Mlcuru komprduJlIHif, siSWUlULi., imlep4lndtlll dun oorkulu yung Hun~ul 
(997) pen Ling untuk dilukukan dulam upuya untuk melihut masalah dan kesempalan 

clenian tujuan untuk memberikan rekoxnendasi dalam upa)'. untuk 
meningkatkan kineria suatu perusahaan ataupun suatu unit bisni,-, 

Aeker, Kumar ; Audit pemuaran merupakan .uatu pemerilc.Jaan yang periodik, komprehenJif. 
dan DIY (2001) Ntematilc. dan independen t.erhadap tujuan. Itrategi. akLivita. dan lingkungan 

: _muaran 8uatu unit bisnis. 
McDonald (2002) : -Audit pemaaaran meropakan tinjauan ulang dan penilaian li.temati., kriLi. 

dan berimbang techadap faktor ekst.emal dDn internal yang mompengaruhi 
klnona komersial ,uatu onlanisasi selama oeriode vuml: telah dltentukan-, 

Perrnault dill ; Ilculuting audit: a I)'Btematic, critical, and u"biased reuiew and apprailal of 1M 
McCarly (2002) basic objectiut6 and policies of marJuting (uru:ticn.and of 1M organization, 

1Mthod., procedures, und people employ~d to implement the ;mice8. 
Cravena dan : Maruting audit is useful in initiating a &trottgic eualuation program. 

Piercy (2003) 
Mengel (2003) : Mark,e.ting Audi!: C~mprthenst'Je, SYllematic, indl!pend~nt, and periodic 

e:s.amination of the total enuironment, obj(cliu1!s, strat('J.:i~s, octluitus, and 
t'(.IIourt:tS to d~termiJle problem art'as and oPJlortu/litil.!s lind to recommend a 

p/un of action, 
EquiDrand : A marJcetina effectiueness audit prouide!!. a comprehe1lsiue. systematic and 
ConaulLing (2003) in.cUpendtnt examination of the company's marketing enuironment acro$!l all 

mtJjor marJuting actiuities ort~ busin-ess,1l U o{len the first, step in improving a 

componY'8 market performance. 
gb3group : A .'JarMting audits is an independent appraisal Clnd n'uit'w of the marketing 

function within all or!'onizntioll", 

(Dari berbagai sumberl 

3. Audit Pemaoaran Sebagai Nut Kontrol Strntejik 

Program-program pemasuran yung dilakukan oleh 8uutu perusahuun BeBuai 
dengan perencanaan pemasarun yung teluh ditetnpkan, perlu untuk dimonitor/dikontrol 
dengan balk dan tentunya diperlukan pula alat kontrol yang baik pula. Lynch (1997) 
menje\8Jikan bahwa the proce •• of monitoring the proposed plan. a. they proceed and 
adjulting where ""ce.sary; there is no planning without control. If an objective. states 
where you want to be and the plallt sets out a road map to your destination, thell cOlltrol 
tell. :;au if:;au are on the right route or if you have arrived at your de .• tination. Menurut 
Kotler {2000l bahwa salah Batu alat yani( dapat digunakan oleh Buutu pel'UBahaan untuk 
melakukan kontrol terhadap program-program pcmaBaran Btrategik adalan melalui audit 
pem8laran. Perusahaan-perusahaan yang illenemukan kelemahan pemaBaran mclalui 
penerapan penelaahan peringkat efektiviteB pemasaran harus melakukan studi yang 
lebili mendalam melalui audit pemasaran. Sebagai alat kontrol strategik maka audit 
pemaaaran akan menguji en am komponen utema dari situasi pemasuran perusahaan 
scbagaimana yang dapat dilihat melalui tabel 2 berikut. 
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Demogtafi 

Ekonomi 

Lingxungan 
Hidup 

Tekuologi 

Politik 

Uuduyu 

Passr 

Pclanggan 

Pesaing 

DiBtrihusi dan 
Ai"n 

Pemuok 

Fasilitator dan 
Perusuhuan 

MatyorBut 
Pemuaran 

Miai Biania 

Tujuan dnn 
Saaaran 
Pemasaran 
Strategi 

Tnb .. 12 
Komponcn Audit l'cmusnrun 

Baglan I. Audit Lina:kunscan Pema.aran 
Lingkungan Makro 

Apakah pcrkembangan dan kecenderungan demografi, ulama menjadi pelulUlg stau 
anaman b.gi perusahaan ? Tindakan apa yanG' harw: diambil perusahaan untuk 
rnenan~8pi perkembangan dan kecenderungan itu? 
Apahh perkembangan utama dalam pendapa tan, barga, tabungan seluruh 
ma.yaru..t dan kredit akan mempengaruhi peruaahoan 1 Tindakan Bpa yang hsl'UB 
djambn~ruaahaan untuk menan~J('api pcrkembanJ{on dan kecenderungan itu? 
BalaimaJU pandangan perusahaan terhadap biaya dan ketersediaan 8umber daya 
alam serta energi yang dibutuhkan perusahaan ? Bagaimana peran perusahaan 
dalam polusi dan konservui ? Langlwh.lang!tah apA yang telah diambil oleh 
oerus:1.haan ? 
Apakah perubahan perubahan ulama yang terjadi pada teknologi prooulc. dan proses 
produksi? Bagaimannkah posisi pcrusahaan dalam teknolo.'ri ilu ? 
Pcrubuhan Ipa da 'am hukum dan pcrnturnn yang akan mcmpcngaruhi stralq;i dnn 
tnktik pcmasarul1 ? Apakllh yang lcrjlldi dainm bi(llInl{,bidling i!u yllll,l\ 

mcmpen~nruhi strntegi Eeru~nhalln? 
Unguimanakah sikap mu:;yaruknt tcrhadap biBnis du:! tcrhadap produk pcrusahaan 
? Apakah perubahan gaya hidup dan nitai-nilai pelanggan akan mempengaruhi 
pcrusahaan? 

Apakah yang tcrjadi pada ukuran pusar, pcrtumbuhan distribusi geografis dun luba 
? scgmen·s~cn pusar yang mnna yang utams ? 
Apa Baja kebutuhan dun proses pcmbclian yang dihad.1pi pclanJ.;gnn ? BU,I\uimanu 
pclonggun dan cilion pcmbdi Illcnctupkun pcrin~k<it peTU~ahuan dan pc~liling-
pcsaingnya dalam hal rcputa:;i, mutu, produk, pelayanan, wiraniaga dan harga ? 
Bagaimana legmen pelanggan yang berbeda-beda itu melakukan keputusan 
pembelian mereka ? 
Siapakah para pesaing yung ulamu ? Apuknh tujuDn, strategi, kckuatan. kclclIlllhnn, 
ukuran dan pungso _putlur mcrcka ? Kl'CI.lOdcrUnKlin opa yonK ukun Illclllpcnguruhi 
"",.uinltHn dan opu yong duput mc,~udi I"mgKuntij>roduk_I'"""nhnun ? 
Apa taluran perdagangun utama untuk mcnyur'lpaikan urOOuk xepada pclanggan ? 
Dagaimana level efiBicnsi dan polcnJli pcrtumbuhan dan mnaing·maaing saluran 
perda.an .. n itu 7 
Bagaimanakah pandangan aia. ketersediaan lumber daya k.unci yang digunakan 
dalam.Qroduhi? Keccnderungan Bpa yang nda di antara ~masok? 
Bugaimanak.ah pandangan perusahaan alns biaYll dun keterBcdiaan pelayanan 
transportaai, !a1lilitas guoang, dun .umber daya finansial ? Scberupa efcktifkuh biro 
iklun dan pcruluhaan risct pcmllSRrnn yang dipilih l,>(!ruuhabn 7 
Ch>longan muyarakat mana yang menjadii peluaug at.au 1llua.lah bagi peru.sahaan ? 
Langk.ah-la.n&kah Bpa yang diambil peruaahaan untuk. menangani tecara e{ektif 
.etian !O[otongan malyarakat ? 

Bagi~ II. Audit Strategi_Pemasaran 
Apalcah miai bisnia ulah dinyatakan dengan jelal dan berorienlusi pasar? Apakah 
layak 7 
Apakah perusahuun menyutllkan tlijuon dun Basaran pcmasarannya dengon cukup 
jelaa sehingga daput membimbing pcrcncununn pcma!:>aran dan pengukuran kinerja 
? Apakah tujuan pemnsarun sudah tepat? 
Apakah mannjemen tclnh menekankan strnLCgl pemasaran yang jehu guna 
mencapai tujuan pemasarannya ? Apnkah strat~ginya rneyakinkan ? ApELkah 
strategi tersehut layak hila diJihat dan tahap sikluli hidup produksi, strategi 
pesaing. dan keadaan pcrekonomian ? Apakuh penl!:'ahaan menggunakan dasar 
segmcnlasi pa.sar yang terbaik ? Apsksh pcrusnhunn memili]".i \,.....:.-~-
dalam menctanL:nn ....... ....: __ "L ' 

I 

I 
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dem;:an optimal ke unsur.unsur utama bauran ~uaran 1 

Bogian III. Audit Ontanlea,1 Pemaearan 
Struktur Formal Apak.h wakil dircktur bidllng pemuaran memiliki wewenang dan langgung jawab 

yang Dlemadai alas aktivitaa penaahaan yang mempengaruhi kepuasan pelanggan 1 
Apakah aktivit.u pemasaran memiliki .truktur yang optimal menurut lim 
fun .. ional, produk .egmen, pemakai akhir dan _.....fi. ? 

Efiaienai Apak.ah komunikali dan hubungan kerja yang baik terdapat di antara pemuaran 
Funpional dan penjualan 1 Apakah liltern manajemen produk bekerja dengan erektir? Apakah 

manaJar produk mampu merenca.nakan labe alau hanya volume penjualan ? Adakah 
kelop:Jpok dalam pemuaran yang membutuhkan pelatihan, moUvui, luporviai atau 
evalu •• i vanglebih banvak ? 

EfiJierui Anw Adakab masalah antara pema.s!lran dan manufaktur, litbang, pembelian. keuangan, 
Hubungan akcntnnal departl.1m~n eerta hukum yanK membutuhkan perhatian 1 

Ba5lian IV. Audit Siatem Pemalaran 
Si,uro InCormui Apa.k.e.h latem intelijen pemuaran menghuilkan informali yang akurat, memadai 
Pemasaran dan t.epat waltu mengenai perkembangan pU8l bukaitan dengan pelanggan, ealon 

pelanggan, distributor dan agen penjualan, pcaaing, peml1Bok, aerta berbagai 
golon.:an ma.iyarnkat 7 Apakah pengambil kcputusan perusshaan mcminta riset 
pcmaliUrLln yung cukup dun apakah mereka menggunakan hasilnya 1 Apakbh 
pel'Ulahaan men~a.'Unnknn metode terbaik dalam pengukuran paaar dan peramalan 
t>e!ljualan? 

Si.t.em Apakah aiatem perencanaan pemaaaran diyakini dan digunakan leeara eCektiC 7 
Perenc.a.naan Apaknh pemAiar memilik.i liaum dukungan kcputUJan ? Apaknh li,tem 
Pemasaran pereneanaan menghasilkan auaran penjualan dan kuota penjualan yang dapat 

diterima? 
Siatem Adaknh prOltCtlUr pcngcnduliun yang memadai guna memulitikun bohwa tujuon 
Pengendalian rencan. t8hunnn lelnh tcrcapai ? Apakah manajcmen secara pcriodik mengunaliltis 
Pemaasran profill.lbilitu3 produk, pusar, wilnyah dan nlutan distribusi 7 Apukah binya 

pemasaran dUI1: produktivitns diannlisis aeara ~riodik ? 
Si.t.em Apakah peruaahaaJl terorganilBli dengan baik untuk mengumpulkan, 
Pengembangan menghasilkan dan menyaring ide - ide produk baru ? Apakah peruaahaan 
Produk naru melakuknn riaet konscp dan anali.i. biani. yan, memadai sebelum berinvellaai 

dalam ide baru 7 Apakuh pcruaahaan melakukan pengujian produk dan paar yang 
memndai sebelum meluncurkan produk baru 7 

DniOan V. Audit Produktivitae Pema.aran 
Analiais Bagaimana profitabHitaa dan berbagai produk,. paaar, kawaaan dan aalunn 
Profitabilitu diitribUJi peruaahaan ? Apakah lebaikny. peruaahaan memaauki, memperlu8l, 

memperkecil atau mundur dan eeimlen bisnis yanll ada? 
Analilil Apakah kegiatan pcmalaran tampaknya mengelua.rkan biay. yang berlebihan ? 
Efektlvita. Biaya Dapatkah dilakuknn Inn.kah -Ian.kah pen""r_n_ biay_ ? 

BaiOon VI. Audit Fu1)g.1 Pemalarnn 
Prodult ! Apakah tujuan Hni prod uk ? Apakab tujuan itu .. hAt? Apakah linJ prod uk yani ada 

! nat ini mencapai tujuannya ? Apak&h Uni produk aebaikny. direnlangkan ke ataa, 
k. bawab _tau k.dua arab? Produk manilih YaIlI harua dihapu> ? Apakah produk 
harua ditambnh ? Bagaimanakah pongetahuan dan likap pombal! terhadap mutu 
produk peroaahaan dan peaaing, kei.timewaan, gaya, merek. dan lainny. ? Bidang 
atral~KLProduk dan merek apa yanK membutuhlum t)enyemp!lmaan 7 

Harga Apakah lujuan, kebijakan, atrategi dan proae<iW' penetapan harga di p8N1ah.an itu 
? Sejauh man. harga ditetapk.an berduark..an biten. biBye, permintaan atau 
penoingan ? Apaknh pelanggan melihat harp perusahaan aeluai dengan nHai 
tawaronnya ? Apakah manajemen mengetahui ela.atiaitaa pennintaan dan harga, 
pengaruh kurva pcngalaman dan harga aerta kebi,iakan penetapan harg. peaaing 1 
Sejauh mana kebijakan horg. 8eauai dengan k.ebutuhan diltributor dan egen 

Diatribusi 
penjual. pemasok serta peraturanpemerintah ? 
Apaknh tujuan dan stratagi diotribuai ? adakah Jingkup dan pelayanan pomaaaran 
D'ema'lai ? Bagaimana efektivilu diatribwi. ageD penjual. wakil produsen, pialang, 
agen dan lain~~ ? Hnruskah_~rulahaan mengubah .. luran diatribuainya 7 
j, _L _L • .. • 
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PubJisitas pelanggnn dan masyarukat mcngcnai iklan perusahaan ? Apakah media ikJan 
dipiJih dengen baik ? Apakah ataf ialan internal mcmadai 7 Apakah anggaran 
promosi - penjualan memadai ? Adakuh eCektif dan mcmadni pcnggtmaan alat 
promosi·pcnjualnn scpcrti Iwmple, kupon, pajangan dan konte8 penjualan ? Apakah 
staf hubungan masyarakat kompet.en dan krentif ? Apaknh perusahaan 
menggunakan pt;masaran langsung, pe:m88afan online dan pem88aran berdasa.rkan 
basis data seeara memadai ? 

Wiraniuga Apakah tujuan wiraniaga ? Apakah wiraniaga cu.kup besat sehingga dapat meneapai 
tujuan peruaahaan ? Apakah wiraniaga diorganiaasik:m aesuai lim - lini yang ada? 
Cukupknh (atau terlalu banyakkah) manajer penjualan yang teraedia untuk 
membimbing wakil penjualan lapangan ? Apaltah wiraniaga menunjuilan moral, 
kemampuan dan waha yang linggi ? Apakah pro.cedur yang ada memadai'sehingga 
dapat di~~nakan untuk menetapkan kuota dan mengevaluasi kinerja ? Bagaimana 
wirani~ perusahaan dibandi~an denEan wiraniaga ~sains:? 

(Sumber: Kotler, Philips (2000), Manaje!1U!n Pemasaran.: Edisi Miler..ium, Jakarta: Penerbit PT 
Perhalindo) 

Tidak jauh bcrbcda dengan Kotler, McDonald (2000) bcrpcndapat bnhwn 
dalam mclakukan audit muka variabcl-vllriabd yung harus dipcrhatiklln adaluh: (1) 
Audit cksternal, yang Il1cliputi variabel yang tidak dapat dikontrol langsung oleh 
pcrusahaan_ Audit eksternal diawali dengan pengujian informasi ten tang keadaan 
ekonomi secara umum dan dilanjutkan dengan kajian terhadap kesehatan ser:a 
pertumbuhan pasar yang dilayani oleh perusahaan terhadap variabel-variabel yang 
dapat berupa lingkungan, pasar dan persaingan; (2) Audit internal, meliputi varia",,1 
yang dnpllt dikontrol secaru pcnuh olch pcrusllhnun atuu dikenal scbngai oprrutzwwl 
variab!cs. Tujuan nudit internal adalllh untuk mcnillli sumbcnlaya pcrusalwHIl 
dulaIl1 kllitnnnyu dcngan lingkungnn dan sllIl10crdaYil pesaing (Iihut tabel 3). 

Tobcl3 
Duftar l'criksu Audit l'cmasoron 

Audit Ekstcrnai Audit Internal 
Lingkungan flisnis dan Ekonolili Variubcl operasionAI :X'nIasuran 
(Politik/FiakaVLcguJ; Ekonomi; SosiuVKulturul; Mcmilik.i pcrusahban 
Tekonologi; Intra·pcrusahaan 

Penjualan (tot,.I, berdasarkan lokasi geografis, jenis Pasar 
industri, konsumen dun prod uk) Pa»nr kClicluruhun, perlumbuhan dnn trtfld Pangsa paliar 

(nHail volume) 
Marjin kcunlunl:antbillya 

Karaktcrislik pengcmbangan dun tr('nd P9-sor VarinbcVbiaya keuntungan 
CProduk; Harga; Dilltribusi fillik; Saluran Variabcl bauran pcmasaran sebagai berikut : diitribuai; Konsumen; Komunikasi; Praktek- m81~ajelllen rroduk, Harga, Distribusi, Promasi, praktek dalam induslri) Opcr8Jii dan lumbe, days 
Kompetisi 
(Kompetitor utama; Ukuran; Pangsa 
pasarlcakupan; Kedudukon pasar/rcputa.!li; 
Kebijakan diatribusi; Metode pcmasaran; LullS 
diversifikasi; Persooian persona); Hubungsn 
internasional; Profitabilitas; Kekuntan dun 
kelemahnn kunci) 

(Sumber: McDonald, Malcom (2002), How Come Your Marketing Plans Aren't Working: KUru;l 

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

Pelaksanaan audit pemasaran dilakukan dengan melakukan bebcrapa tahapan 
proses sebagai bagian dari aktivitas pengendalian pemasaran. Menurut KaUer (2000) 
bahwa prose. pelaksanaan audit pemasaran dimulai dengnn pertemuan antara jajaran 
pejabat perusahaan dan auditor-auditor pemasaran. Hal ini dilakukan dengan tujuan 
untuk memfokuskan diskusi mengenai pennasalahan bagaimana agar proses kontrol 
pemasaran tersebut dapat dilaksanakan dan terbangun suatu persepsi yang sarna 
sehingga diharapkan proses audit pemasaran torsebut dapat dilaksanakan dengan baik. 
Sedangkan Evans dan Berman (2002) menjelaskan proses audit pemasuran seperti yang 
dapat dilihat melalui gam bar 2. 

CambarII 
The Marketing Audit Proce.s 

(Sumbcr: BvunH uunllcrmnu (2000), Pullillg It All Together: illtegratilll{ (wd AIW/Ylillj,: the 

Markeling Plan. Atomic Dog Publishing) 

The audit is conducled by company specialist. company division or department 
manager •• or oulside specialist 

• It may be done at the end of a calendar year, the of the annual reporting year, or when 
doing a phy.ical inventory 

• A horizontal audit strudi.,. the overall performance of a firm, emphasizing the 
interrelatioll8hip of variables. A vertical audit;" an in·depth analysi. of one a.pect of a 
firm'. marketing .trate8:!' 

• Audit forma list the topic to be examined and the exact information required 10 evaluate 
each topic 

• lmplenumtation. decisions in.clude: the liming and duration, employee awarness, when 
and how audit is performed, and how the audit report will be prepared 
Findings and recommendations are given to managem.ent 

Semen tara itu Perreault dan McCarty (2002) menyederhanakan proses 
pelaksanaan audit pemasaran tersebut melalui gambar 3. 
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(SumLer: 

Corective Action if 
Necessary 

Eslabilish of performance 
Siandards 

Gambar III 
Marketing Control Process 

Evalualioo of Aclual 
Perfoonence 

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

ScJungkun Cravens dan Piercy (200:1) menjclasknn bngaimuna mcmballgun 
strategic marketing evaluation and control yang terdiri dari rangkaian proses yang 
mencakup empat langkah utama seperti gambar 4. 

Conduct strategic marketing audit 

Select performance cri teria and mea"ure 

Obtain nnd nnnlyze iniormntion 

Assess performance take necessary action 

GambarIY 
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) menjelaBkan 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 standard$ and measures need to determine, followed by 
obtaining and analyzing information for the purppose of performance·gap identification. 

Selain itu situs www.marketjngteacher.coffi menguraikan pula bahwa control 
involves measurement, evaluation, and monitoring. Resources are scarce and costly so it is 
important to control marketing plans. Control involves setting fta"1dards. The marketing 
manager will than compare actual progress al!ainst thp -,dr.nri".. ~~ft r'I_ 

on'\lJ ;., lJ.ft_ "--' 
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_process illCluck: Audit .where are we now?; Objectiues·where do we want to be?; strategies· 
which way i. best?; tactic.·haw do we get there?; implementation.gelling there!; and control· 
ensuring arrival.· Situs www mo.rketinctcnchcr com juga mcnjclutikan buhwu di dnlnlll 
proses pelakBaanaan audit pemasaran, suatu perusahaan harus melakukan tindakan 
pengukuran, evaluasi dan monitoring proses pelakBanaan program· program pemasaran 
seperti yang dapat dilihat melalui gambar 5 berikut ini. 

MARKETING CONTROL PROCESS 

Marketing Objectives 

Porformance stanuarus 

Compare Results Against 
Standards 

Correction and Alterations 

GambarV 

Proses Kontrol Pemasaran 
(Sumher. www marketingteacher.com) 

Sedangkan KaUer Marketing Group seenra lebih spcsilik mengurnikan bagaimana 
proses audit untuk kepentingan tertentu ·misalnya sale. strategy audit· scbagai the simple 
three •• tep procell aebagaimana dapat dilihat melalui gam bar 6. Dengan logika dan 
langkah.angkah yang sama, proses ini dapat dilakukan pula untuk herbagai tujuan 
spesifik yang lainnya aeperU audit stratogi harga, distribusi, promosi dan lain sebagainya. 

Agree On Objectives Collect Data Translate 

R<> •• arch Approach Identify participant Industry Best 

Hypot.e.i. In·depth Interview. Pracdtise 

Set Scnpe Frequent Updau. Action-Oriented 

Anticipate Impact 
Strategic & Tactical· 
Levels 

GambarVl 
Sales Strategy Audit Procca. 

r-Aire~-oll OQj,cli",. 

{Afl).'WYVl., NomoI' :.t. Jull- Do.ornllUl ]005 IS3 

Scles strategy audits begin by bringing your sale$ and mnrketing management together with Kotler 
Consultant to review lJu company's marluting programs and set project objectives, their It'f1!vance to key 
blOsjlless deci!lio,lS! how data will collecih.i and [rom whom 
Collect Data 
The bulk of project time i3 spent got luring data from interfU11 and e.xterTl().l souces. Thi.3 typically 
inclulUs your customers, aJ we" 0-$ pTV$pects WMU blJ.3incs,s you did not win.. A detaild interview plan 
,$ prepare to minimize the lime and cO$l. Dailly report of interuiew$ an written up so Ow.l the project 
team can spol areas requiring further exploration while data still being collected 
Tran.late Re.ult Into Action 
When data collection is complete, Kotler analyzes tht result and ckvelops recommendations base on your 
marketing goals and our database of bed practicr in voluM·b~d sale:! and marAetina. Kotler pr-ePOrt 
a visual and verbal presentation IMt shows tM mqjor /indin.g$ and recommends Jpecific actions you can 
lake 10 increase your sale. program', effu:ien.cy and rffectiven.eu. TM result. orr al.~o slJmmarized in a 
final written report 

(Sumbcr: Kotler Marketing Group, Why A Sales Strategy Audit?, situs 
www.kotlcrmnrkcting.com) 

2. Approach Audit Pl'musurun 

Approach audit pemasarnn yang paling umu.!ll di gunakan adalah dengan 
menggunakan checklist approach. Wilson (J982) menyebutnya sebagai checklist of 
diagnostic question. Checklist approach tcrsebut penting di1aksanaknn untuk meng­
update pcrencanaan pcmasaran sccarn kontinyu. Dnlnm hal ini pcnggun;wll ch('Cklist 
apprO<Jch c.1UPllt ll11'mbcriklln pnnc.1uun HcoagainlUnn Mcnna (1998) menyutakan ill urdt'r to 
help this process, markf'ling audit checklist is offered as a gllidlillt! to stillildate the 
necessary and demanding thinking that is required for development of a marketing plan. 
Brownlie (1993) menjclaskannya bagaimana prosedur dan langkah-Iangkah di dalam 
mclakukan checklist approach seperti tablel 4 dan 5. 

Tabcl4 
MarkPiing Audit Procedure 

Building the checklist apploach into the procedures which was previous'y described in outline, the 
MA might then proceed in the following sequence. In practice 50me 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 he 

assembled before the audit bcgira"Much time can be saved in this way. A knowledgeable 
insider can be helpful here. Access to sales recorda and customer data should be cleared with 
the appropriate managers. Wilson (982) writes that the following documentation should 
typically be available: 
Organogram, Cataloques, Media advertising plan, Enquiry rcc('rds, Sales analyses, New 
product reports, Customer complaints, Price schedules, Mark.:!t trends, Corporate/marketing 
plan, Brochures, Direct mail materials, Salesman'. report, Distribution analyses, Service 
records, Tenns of business, Competitor analyses Sales forec..asts. 

(2) A prima facie basis for the dcselection of questionB should be agI ced. Typically, this happens 
where questions are not npplicnble, or where it is known that the required information is just 
not obtainable. 

(3) The Duditor will probably find that some questions suggest other questions, especially if staff 
of the client orgunilHtion orc Ilskcd to resp()nd to cnrly drafts. Additionul questions will then 
be udu('d to the list. A'i new question'! OCClIr, the Ji~t will len..:-thcn. Then.· i~ un uppt.'r limit to 
the number. 

(4) The auditor should then go through the agreed QUestiOn<:! ..... rl •.. -: •. 
be indirAI;v" "'r ____ JIl ' 
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(5) 

(6) 

(7) 

(8) 

Ift<JUlt JutJ191/O 111111 WNJOttll,,,I,,1 

The auwtor .hould then attempt. on t.he basis of hislher knowledge of the client organization, 
to anJwer tho.e questiona about which helshe feel, confident. Ideas for marketing action may 

also ariae at this point, and should aJso be jotted down. 
A number o( qucstions will remain on which the auditor must consult various 8t8fT o( the 
dient organization. Those JilaiT should then be identified. Time can be savcd by Ilssigning 
re.pondent. to Questions. The auditor also has to decide how the data are to be collected. 
He.lSh. has variOu. option.. Peraonal interview. and .elf completion questionnaires are widely 
wed. Client.. ean be conaulted during the development of the interview schedule or 
que.tionnaire. In thi. way they enn provide useful hint.. and clarification, but it docs lose time 
and spontaneity, particularly on the investigation of qualitative issuCl. Complex issues can be 
invutiiat.ed in lOme detail by using the Delphi approach, which circulates a series of 
que.tionnaire to a group o( respondents. This can lead to a consensus pwition on a act of 

difficult illuea. 
The auditor .hould anticipate that not all the recommendation o( the MA can be implemented 
within th~ reaource8 and time span available to the client. Priorities shOUld be assiKJled t.o the 
remedial activitie. that al'"e recommended. They can be arranged inlo priority groupa on the 

buil o(theil'" immediacy a.nd coat. 
Th. M.A then al8igna • dale (or the initiation and completion of each activity and allocates 
resporaibility (or carrying it through and (or monitoring progresa and satisfactory completion. 

(Sumber: Brownlie D.T. (1993), w!'hc Marketing Audit: A Mdr()I()~y nnd !·;xplnnntion" 
Marketing Intelligence & Planing, Voill. No.1, 1993, MCN University Press) 

Tube! 5 
.'iuf/lf/lury .'ilel'" ill Ihe Clwckli.1 Al'J'!.,~""h_ .---~------~---

Clarify and agree broad audit objectivea. 
Identify hidden aitendaa. 
E.tabliah clear reporting link..! to the prime "ouree of a uLhority '-Ild legitimacy in the clienl ol'"i!:anization. 
Collect releva.nt background documentation and pl'"eliminary opinions. 
Revi .. broad object.ivellnd clarify and agreo .pocific audit obje-ctives. 
Eliminate alJ non applicable section. from checklist templr,te. 
DeJete all non relevant queatiofiJ Uad addl&ro.end where neceaaary 
Anlwer all queaUoni within the capability o( the auditor, with recommended courses of remedial action. 
Liat other ellent penonnel who fiNd to be consulted fOT their viewl and insighta. 
Decide whether to bke individual orgroup replie" 
Identify which que. tiona will be aaked o( which persona. 
Decide how participanll will respond e.g. by meanJ o( self completion questionnail'"e, personal interview, 

iX'Oup dilcuuion, Delphi lurvey, etc. 
Set up an adminiatrative mechanism for the data collection phase which cases the burden on 
re.spondenta, e.g. giving advance notice of questionnaire completion procedures and personal interview 

8JTAllitemenli. 
Brainatorm remedial COUrBPS of action and test thel'"e on clienll. 
Extract all action points and categoriu them according to urgency, likely cost, case of implementation. 

etc. 
In diacu.aaion with the client, allocate each task by name, &ehedule it by date or elapsed time and agree a 

monitoring procedure. 

(Sumter: Brownlie D.T. (1993), "The Marketing Audit: A Metrology and Explanation", 
Marketing Intelligence & Planing, Vol 11. No.1, 1993, MCN University Press) 

Menurut Brownlie (1993) jawaban dari pertanyaan-pertanyaan di dalam checklist 
terseDut akan menghllsilkan data opcrasional pemasaran dan suatu organisasi sehingga 

dapat dibandingkan dengan ekspektasi yang hendak dicapai suatu perusahaan dan 
____ ~I--~ • 

~1ll", NOlllor"l.. Joll • U"."mt- "1.00,:> IHS 

merupakan starting-point ketika perencanaan pemasaran hendak digunakan untuk 
melakukan audit pemasaran serta akan memberikan sejumlah manfaat. A checklist 
approach can be followed by any orgallizations as a strating'poin, Wlll·tl·r it is planlling to 
use its own staff to conduct the audit; The use of checklist ilL the markding audit sams to 
have three main benefits: (1) The auditor does not to have to rethink or rewrite what has 
perhaps been done many limes before; (2) It provides insight" into tM thinking and 
experience of others in the same {z.eld, and (3) It ensure t,'tat no important item is 
overlooked .• 

3. Tools, Knrakteristik, Aspek·Aspek, Syarat.Syarat Pelaporan & Manfaat 

Beberapa konccp lainnya yang pcnling unluk dipaha:ni didalam merancang 
konsep audit pemas8Tan di Buatu perusahaan dapat dilihal melalaui tabe! 6 berikut. 

Tnhcl Ii 
Tuols, Kurukteristik, AS1~·_k~ASpt·k, dun MunfHul Audit PL'lllusurun 

Tools Audit Pcmusurnn 
Salah salu tujuan dilakukan audit pemaSHl'"Un adulah untuk mcngdahui posisi perusahaan (McDonald 
[2002J) diantara pMa pcsaing dan lingkungnn bisnis yllng' Ilwmpcn.,;uruhinya. Husil dan audit pcmas;lran 
ini sfJlanjutnya bcrmunfuat untuk mclnkukun pCIlll'rikslLlln tcrhudu;> . ..;usarun pcmn.snrlln. slrnt~hoi. tfLktik 
dun lJolut pcnHHlhulI1l nplik uh d ipt'l'"lukllll tindllk 1111 kunkr if \I rl t II k IIlt'IlKnlld IIpi pl'rSIi illKU n Ilan JIIlKk un~IIH 
biHlliH yunK l.cl'"judi . 
DulaO) mclaksanakan uudit pclllaSal'"l1ll deng:un tUjllllll ulltuk Illelllo:l.!tuhui posisi pcru:>uhunn muka ukan 
dilakukan audit ekstcmal dun intemal scbugainwna yang dijelaskan oJeh Kotlcl'" dan McDonald pada 
urainn di alas. Merujuk kap!l.da bcbcrapa sumbcl'" b,lhwasunya te(dapat :.ejumlah tOO/3 yang dapat 
digunakan untuk nwndukung pclaksanaan audit pemaS81'"an sepcrti PEST ana lis is, SWOT analisis, The 
S/mttgio:" C, BCG matnk, Matrik PorteI'", MatnKs Ansoff dan lain sebr.gain)'a .!'esuai kebutuhan dan suatu 
peTUlahaan. 
Selain menggunaxan tooll terscbut audit pemasaran untuk mengctahui posisi vcrusahaan diantnra 
pesaing dan lingkungan bisnis yang mcmJ)'2ngaruhi pcl'"usahaan riapat pula dilakukan dengan 
menggunaltan metode .Irategic marketing plw 2000 yang dikembangkan oIeh Kartajaya (Penjelasan 
lengkap. baca Kartajaya, Hermawan (l995), "Audit PcmaBaran BeI'"d&BAl'"kan Strategic Marketing Plus 
2000" Kelol. No.8/lV/1995) 

Karakteristik Audit Pemasaran 
Terdapat empat karakteristik di dalam mengimplementasikan audit pemasaran yang merupakan "atu 
ke •• luan yangutuh (Ketler, Gregor dan R.xIgers [1997j), y.itu: 
1) KDmprehenaif: Audit pemaaaran harus menca.kup semua Ilktifitas pemaFSl'"an yang reJev9Jl dan bukan 

sekedar melihat ma.sa1ah ~masaran daJam roang lingkup yang sempit. 
2) Sillematil: Audit pemasar&n harul melibatkan tahapan ci.iagnosia yang disusun sesuai dengan logika 

atau merupak.a.n suatu rangka;.an langkah yang tenntegI'asi dengan baik. 
3) ~ndependen: Audit peInasaran yang boik harus dilakukan secal'"a objektif dan tidak bias. Oleh karena itu, 

walaupun .uatu audit pem8f8ran dapat dilakukan secant intcrnal olch para mannjernya, objektifita8 
dan audit teraebut harus dipenahankan. 

4} Periodik: Agar suatu audit pcmosal'"an bcnUl'"'ocnM bcrgunn untl1k mempnbniki kincja pcmasumn dan 
8uatu pcruaahonn moka audit pcmnsnrun hurus diinkuklll) sec/lrll bcl'"k!liu Hal ini renting untuk tcru.'l 
dapat memonitor posisi suutu perusuhaan tCl'"hlldap pesning JHn pcrubllhlln lingkungan dimana mCl'"cka 
berada di dalamn O. 

As ck-As ck Audit Pcmnsnrnn 
Mcnurut Cravens dan Picrcy (2002) blLhwll tl~~;lrt--bd~~;J~ll IIspck ylllllo: r",'l'"iu dipcrhntikllu unluill 
melaksanakan audit pemasarnn. Aspck-aspck ini pcnting unluk dilaksJJJlakan dengan tujulln untuk 
mendukung kebel'"hasilan implementasi audit pcmasaran di slIatu pcrusahann. B"h.. rA no <>r~_l. 

sebagaimana yang disebutkan nl"h (' .. o,,~_~ .J __ n' 
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pemuaran, aebagai pendekalan gabungan unluk memperoleh keunlungan dan kedua bclnh pihnk. 
penpJaman eut.ernal, kapabilitu dan pespektif pada 18at penyeiesoian individu stau tim dan memulai 
pTOeeI audit. 

2) Pereoe&n&an audit (planning 1M audit); Mencntukan luas dan cakupan bisnis unit, menentapkan 
daerah perenca.naan yang akan diaudit, mendefinisikan ca.kupan deerah operoai audit, pcnjadwalnn 
leaala aktivilu, pengkoordjnasian partisipan serta mengindiwikan hasil yang akan diperoleh. 
Diaampin, itu, biaya pengauditan dan manfaal juga dicstimasikan. 

3) Pengunun temU&ll-t.emuan (uli1l6 (indilvl,): Huil·hasil audit harua dapat membantu meningkatkan 
kinezjL Berhagd keaempatan dan mualah yang telah t.eridentifikui dipakai dAlam perencanaan 
Itralegj. (.trot~ric DlanninR) 

Svarat-Svarat P.laooran Audit Pema.aran 
Ptlaporan audit dapat meneapai auaranny. apabila memenuru beberapa peByaratan. Merujuk. kepada 
Muljono (1999) beberapa persyaratan tersebut antara lain: 
1) Objektivitu: Apa yang dilaporkan harw berdaaarknn hal-hal yang objektif bcrupa data autentik dan 

dapat dilljj Itebenarannya. 
2) Netral: Laporan audit haro. bersifat mandiri tidak berpihak kepada kepentingan manajemen maupun 

di.-inya (auditor yang melakukan audit) yang mcncerminkan kealfaan peruso.hann yang diperiksn. 
J) SimpJiciJ,: Laporan audit diliuKun Kcdcmikiun rupu &chinK~B muduh dipcqcuno.kllll oleh pihuk pcnerimll 

laporan, mcmpunYBi pengcrtiun lunggal (tiuuk dnpuL dituf8irkao dengun urti yUllg luin) namun Illporun 
t.enebut t.etah mempunyai dimcnsi yang Icngkop. 

4) Relevan: Dalam pen)"UBunan laporan DudiL hcndoknya diperhatikan rclcvnnsinya dcngan wcwcnang dun 
tanggung jawab Ii pemakai laporan, schingga laporan t.crsebut iegera dapat dijadikan .o.let pengambilan 
keputwan. Dinmping itu rei evan dengon waktu tcrjadinya penstiwa yang bcrsangkutan. 

5) Keaelaruan dengan slander-Btandar Japornn: Materi yang dilaporknn sCtluni dengan standar yang 
rupergunakan. 

6) LelliuP dAll t.epaL wuktu; Agur JUjXlrUO uuuit oorlllUllraut lIecura mukHimal muku pclillXlrun lcrtlcbul 
hendaknya dilUiun IIJ.uai dCllglln muteri muupun kurun wuktu tcrjudinyu permiululahun yung 
dilaoorkan. 

Manraat Audit P.masaran 
P.clt. warnya terdapat bcbcrapa manfaat yang dapat dipetik suatu perusahann ketika rnclakukan audit 
pemuaran (Rooenpan 11997)). yaitu : 
1) Memberikan lu.alu evalullHi yung indcpcnucn dun tidak biaJ lerhadap progrnm·progrum pcmuaran, 

lermuuk .lraUgi, pcnawurun dun krcutifitulJ /Juntu pcruauhaun. 
2) napat meng:identifikaai urca-area yang dibutuhkun dalom mcnin;:katkun dun mcnghu8ilkan urun· 

a.&.raA dan id .. id. yan&, .pe.ifik leN ba&,aimana memperbailOnya. 
3) IdeI1Wii.u1 teraebut termuuk bebnapa cara (uwral way.) untuk memperbaiki respoD pemaaaran. 
') Mem.berikan Itbuah perusahaan ide· ide baru yang aegar, teknik-leknik dan new dirtction pad. maaR 

Inelldatang. 
Sement.ara Brownli. (1993) yang mengutip scjumlah pakar scpcrti Kotler etal (1997) dan Wilson (1982) 
menjelukan bahwa audit pemaJaran bermanfaat untuk: ·tojudg~ an oraanization', ou~rall commitnunt to 
a 1TI4r~tin.g OTVnlalion.l; to 11ltUUrt tM utend to which marluting objectilH' haue been achuued; to indicate 
WMlu 1M rouu ,houn (marJuting .trategy) WQ..J tM 11lO6t e/fectilH and pro/ilabk; and to indicate whtter 
PGrlkul4r marJutin6 actiuilu. art lHtler inulUifl4d, odjUlud or dproptd-. Sedangkan Illenurut Golden 
(1998) bahwa audit pemuuan berguna untult membantu peruJahaan lecara periodik dalam menganailil 
upaya pemuaran. men&,-creatc leN mereviai pendekat&n pemaaaran untuk mendapatkan huH yang lebih 
baik 

(Diolah dari berbagai sumber) 

I ~ I 

4. Siandar Planning Fram-ework 

Standard planning framework di dalam melakukan audit pemasaran dapat 
dibangun dcngan mcrnperhulikan L.'lhapan proses perencanaan strategis dan pcrencanaan 
pemasaran di suatu perusahaan yang tentunya merupakan satu kesatuan yang utuh di 
dalam melaksanakan audit pemasaran. Situs www.marketincteacher.com yang 
menjelaskan hal tersebut seperti yang tampak pada gam bar 7. 

-~~;;~~ -~.,..~::;:;~~*~.-.~:-~j 
Standard Planning Framework 

Analysis - w here are we now? 

o bjectivcs - w here do we want to be? 

S trateg ies - which way is best? 

Taclics 

Control 
how do we ensure arrival? 

arc we on the rig h t track '! 

GambarYII 
Standard Planning Framework 

(SuJllber: ~--,-!!L;u~k..I;J!nt:l~!H.:l!('r .l'OI)~) 

Dari gam bar 7 dapat dijelas:tan bahwa 
framework sebagaimana yang dijelaskun situs 
ndnlnh: 

tahapan-tahupan standard planning 
www.mark~tingtellcher.com!crscbut 

1) 

2) 

3) 

4) 

5) 

AnuliMis unluk mcnjuwub pcrtllnyuun: whl...'re are we now? Atuu dimnuu J.>Ooilii olliltu 

pcrusahnan? IInl ini dilukukan setcluh pernyatann misi scbuah perusahuan dipuhami 
dan hendak dilaksannkan oleh suatu perusahaan d.ngan baii<. 
Setelah dik.tahui posisi suatu perusahaan diantara para peBaingnya melalui audit 
pemasaran maka akan ditentukan objectives dari pe.uBahaan terse but untuk 
menjawab pcrtanyaan: where do we wunt to be atau kcmnna tujurm ynng diinbrinknn 
olch perusahann? 

Mcnentukan strategi untuk menjawab pertanyaan: which way is best? Strategi yang 
seperti apakah yang seharusnya dipilih oleh perusahaan untuk meneapai tujuan? 
Selain Btrategi akan ditentukan pula tactics untuk menjawab pertanyaan: how do we 

, ensure arrival? Atau bagaimana sebuah perusahaan dap"t yakin untuk m.neapai 
tujuaan yang ditetapkan dan Belanjutnya dilakukan implementa.i }Jrogram.program 
pemasaran. 

Setelah tahapan implemcntasi dilakukan maka semuanya itu perlu di kontrol untuk 
menjawab pcrtanyaan: are we 0" the right track? Atau apakah apa yang telah 
diimplementasikan sesuai dengan apa yang diinginkan. 

I .. 
-~~,:i\KA~\ 
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c, RANCANaAN KONSEP AUDIT PEMASARAN v 

Mengacu kepada uraian pad a bagian tinjauan literatur maka rancangan konsep 
audit pemasaran di suatu perusahaan yang perlu dipahami, dimengerti dan dilaksanakan 
dengan baik oleh suatu perusahaan didalaru mengimplementasikan audit pemasaran, 
yBitu; 

1. Pengertian audit pemasarnn. 
Audit ~asaran adalah pcmcrikaann atau tinjauan ulang serta pcnilaian kritis dan 
berimbang terhadap [aktor ckatemaI dan internal yang mempcngaruhi program­
program pemasaran disuatu perusahaan secara komprehensif, sistema tis, independen 
dan berkala sebagai alat kontrol strategik dengan tujuan untuk memberikan 
rekomendasi dalam upaya untuk meningkatkan efektifitas dan kinerja pemasaran 
perusahaan. 

2. Proscs audit pcmasuran. 
Proscs pclnksunuan Hudit pcmuanrun hnrU8 mcmcnuhi lungknh·llln~kuh ~cbugni 

berikut; 
a. Menentukan; (i) Siapa yang melakukan audit pemasaran; (ii) Kapan dan seberapa 

sering dilakukan audit pemasaran; (iii) Kinerja standar pelaksanaan audit 
pcmusurnn. 

h. Ml!llHlIlIll'lIlkll1l (m//,.,.t) ,llItll·dlltll ynnK rclcvnn .".ulli dl!nKlln kinerjll Htllll<inr, 
tujuun uun IIIclodc yllllK digunukun Lli unlum nwlaklulIlnkulI uudill>UIIIIIHllrnn. 

c. Mclakukan cvaluu"i dan pcngukuran audit pema"aran bcrda"arkan .umber­
sumber informasi (data-data) yang relevan sesuBi dengun kincrja standar, tujuun 
dan metode yang digunakan. 

d. Melakukankun monitoring terhadap pelaksanaan program-program pemasaran. 
c. Mempresenta.ikan hasil-hasil yang didapat dari audit pemasaran dan monitoring 

terhadap implcmcntasi program-program pemasaran kcpada jajarun manajcmcn. 
f. Melakukan tindakan-tindakan korektif yang diperlukan scsuai hasil cvaluasi, 

pengukuran posisi perusahaan dan monitoring .ebagai alat kontrol strategik 
untuk meningkatkan efektifitas dan kinerja pemasaran perusahaan. 

3. Approach audit pemasaran. 
Suatu perusahaan dapat menggunakan marketing audit checklist approach untuk 
mengevaluasi hasil operasional pemasaran dibandingknn dengan ekapektasi yang 
hendak dicapai sebagaimana yang ditetapkan· di dalam rencana pemasarnn 
perusahaan. 

4. Tool. audit pemasaran. 
Tool. yang dapat dipergunakan adalah dengan menggunakan PEST analisis, SWOT 
analisis, The Strategic 4C, BCG matrik, Matrik Porter, Matrika Ansoff, untuk 
menentukan posi.i perusahaan diantara para pesaing dan lingkungan bisnis yang 
mempengaruhinyu. Akan tetapi suatu perusahaan dnpat pula memanfaatkan tools 
yang lainnya sesuai dengan situasi, kondisi dan kebutuhan yang terjadi. 

5. Audit pemasaran berdasaran metode strategic marketing plu. 2000. 
Audit pemasaran untuk menentukan posisi suatu perusahaan dapat pula dilakukan 
dengan menggunakan metoda strategic marketing plu. 2000 sebagai salah satu 
altematif metoda selain menggunakan tools audit pemasarun. 

6. Karakteristik audit pemasaran. 
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7. 

8. 

Implementasi audit pemasaran harus dilakukan dengan memperhatikan beberapa 
karakteristik audit pemasarnn, yaitu; 

u. Komprehensif: Audit pcmmmrnil haruM llwncukup !:i1!mUH nklifila~ pelllllsaran 
yang relcvun dcngl10 pcrusahuan. 

b. Sistemalis; Audit pemasarnn harus mclibatkan tahapan diagnosis yang tdah 
disusun scsuai dengan IObrikn atou merupakan suatu rangkaian langkah yang 
terin tegrasi dengan baik. 

c. Independen; Audit pemasarnn harus dilakukan .ecara objektif dan tidak bias. 
Oleh knrena itu, dnium mclakukan audit pemasarao, perusahaan hendaknya 
melakukan l,erjasama dengan konsultan indepen<len yang memiliki keahlian di 
bidang audit pcmusnran. baik kcLika mcnctukan posisi pcrusahuan diantura 
pcsuing dan Iingkungan bisnis yang mempcnguruhi kincrja perusahaan maupun 
ketika mcnentukun list pcrtnnyunn di dalam mclaksanukan marketing audit 
checklist approach. 

d. Periodik: Agar audit pcmasaran bcnar-henar bcrguna untuk memperbaiki kinerja 
pemasaran perusahaan maka audit pcmasaran haluB dilakukan sccara berkala. 
Minimllinudit pCIllHsnran Uilluk Illcnentukun posisi p(~rusahuall uiuntllra pcsuing 
dan lillgkullgan bisnis yang 1Il1'IlIpcnguruhillyn dapul dilukukan selnma periodc 
lima Lahufl dan monitoring impicmcntasi progrum-program pema~aran 
pcrusahaan dapat dilaksanakan sctiap tahun. Namun hal ini dapat dilakukan 
scsuai dengan kcbutuhan. 

Syarat-syarat pelaporan audit pemasarnn. 

Pclaporan nudit pcmllsnrnn pcruHahnan hnrw~ mcmenuhi heht~rilpa per:-;yarHtan, 
,Yuitll: 

II. Objeklif: IIIIHil-hm;jl lI11dil pClIlllsarnn htll'UH oujcklir dUll uenlasarkHIl data-data 
yung autcnlik dun duput diuji kcbcll1lranllya. 

b. Netral; Laporan autiit pemasaran harus bersifat mandiri tidak bcrpihak kcpada 
kcpcntingan manajemen, auditor pcrnasaran atau pihak manapun. 

c. Simplicity: Laporun audit pcmasnran disusun scdcmikinn rupa schingga mudnh 
dipergullukun lJlch pihuk pCllcrimll lupornn, mcmpunyui pCI1Hcrtiun tung:g:ui (lidnk 
duput dilnfsirkun dCllgun urti yang luin) tiprt.u mcmpunyni dimel1si yung IeJl~kHp. 

U. Hclcvan: Dalum pcnyusunan laporan audit pcmmiuran, hurus dipcrhlllikan 
rclovllnsinyn dengan wewenllng dan tanggungjawab pcmakai laporan, schingga 
laporan tersebut scgera dapat dijadiknn alat kontrol strategik untuk 
mcningkatkan cfcktifitus dun kinerja pcmasaran. Disamping itu relcvan puln 
dcngan wuktu terjndinya pcristiwu yang bcrkailan dcngnn program~pTogram 
pcmasaran perusahaan. ' 

c. Kcsclarasan dengan standar-standnr laporan (standar kinerja): Materi yang 
dilaporkan sesu"i dengan standar kinerja yang dipergunakan, baik ketika 
mclakukan . audit pemasaran untuk menentukan posisi pcrusahaan dian tara 
pcsaing dan lingkungan bisnis yang mempengaruhinya maupun dengan standar 
kinerja marketing audit checklist approach. 

f. Lengkap dan tepat waktu; Agar lapornn audit pemasarun dapat bcrmanfaat 
Secara maksimal maka pelapornn yang dilakukan hendaknya disusun sesuai baik 
matcri maupun kurun waktu tcrjadinya perrrlllsnJ.lhan yang dilaporkan. 

Aspek-aspck audit pemasarnn. 
Audit pemasaran hurus memcnuhi bcbcrapa aspek, ynitu 

a. Tanggung jawab terhadap audit (responsibility fur audit); Pelaksanaan audit 
pcmasaran sclain mclibatkan pihak internaL lu[!a mp]ihntl.rnn .... ;h"l, .... J.~t-~ __ I 
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keuntungan dari kedua belah pihak, pengalaman eksternal, kapabilitas dan 
pespektifpada saat penyelcksian individu atau tim dan mcmulai proscs audit. 

h. Pcrcncunuun auuit (plal&ning the audit): Mcnonlukun lunH dun cnkupnn biHniH 
unit, menentapkan daerah perencanaan yang akan diuudit, mcndcfinisikan 
cakupan daerah operasi audit, penjadwalan segala aktivitas, pengkoordinasian 
partisipan serta mengindikasikan haail yang akan diperoleh. Disamping itu, biaya 
pengauditan dan manfaatnyajuga diestimaaikan. 

c. Penggunaan temuan-temuan (using findings): Hasil-hasil audit pemasarnn dapat 
digunakan sebaik mungkin untuk meningkatkan efcktititas dan kinerja 
pemasaran perusahaan. Berbagai kesempatan dan masalah yang tdah 
teridentifikaai akan dipakai pula didalam perencanaan strategis (strategic 
planning) perusahaan. 

9. Framework audit pemasaran. 
Suatu perusahaan dapat membangun framework audit pernasaran seperti yang dapat 
dilihat melalui gambar 8. 

J O. Alur implcmentasi audit pemasarnn. 
Scbagai pcncgusnn kembllii -t;CHuni uenKun gnmLnr 8· mukn ulur pro:-;eH impiemcnlut>i 

audit pemasaran adalah sebagai berikut: 
a. Setelah misi dan sasaran pemasaran strategik perusahaan (merupakan bagian 

dnri saaaran strntegik) ditetapknn maka dilakukan audit pernasarnn untuk 
mengetahui posisi peru.sahaan dian tara pesaing dan lingkungan bisnis yang 
mempengaruhinya. 

b. Audit pemasarnn untuk menctukan posisi perusahaan tersebut dilakukan untuk 
mcnjawab pcrtnnyaun "where are we now?" uaput dilukuknn uengan mclukukull 
proses sebagai berikut: 
• Mener.tukar.: (i) Siapa ;'ang melakukan ; (ii) Kapan dan seberapa sering 

dilakukan; (iii) Kineria standar untuk menentukan posisi perusahaan 
dian tara pe.aing dan lingkungan bisnis yang mempengaruhinya yang 
disesuaikan dengan asumsi·asumsi yang dibuat. 

• Mengumpulkan (collect) data yang relevan. Data yang dikumpulkan sesuai 
dengan pelaksanaan audit pemaaaran yang dilakuknn. Misalnya jika 
menggunakan tool. audit pemasaran maka data yang dikumpulkan adalah 
berkenaan dengan data-data: audit internal, data audit eksternal dan data 
strengths, weakness .. , opportunitiu dan threats yang mempengaruhi kinerja 
peruaabaan, baik berupa data primer yang bersumber dari intero~w dan 
pengiaian kuesianer maupun data sekunder yang berasal dari sumber-sumber 
yang relevan. 

• Melakuknn evaluasi dan pengukuran. Berdaaarknn infarmasi·informasi dan 
data-data yang telah terkumpul dengan bail< muka dilakukan evaluasi dan 
pengukuran untuk mendapatknn poaisi perusahaan diantara pesaing dan 
Jingkungan bisnis yang mempengaruhinya. 
Mempresentaaikan haail·haail yang 'diperoleh dnri audit pemasaran untuk 
mengetabui posisi peru8ahaan diantara pesaing dan lingkungan hisnis yang 
mempengaruhinya kepada mansjemen. 

• Melakuknn tindakan korektif. Setelah POS1Sl perusahaan diketabui ' 
berdaaarknn hasil evaluaai dan pengukuran maka dilakukan tindakan 
koreksi yang diperluknn untuk menentuknn aasaran pemasaran yang hendak 
dicapai, strategi, taktik dan value yang dituangkan didalam rentana 
pemasaran perusahann. 

~. ~ 2, Jull. OeMmbw 2005 
191 

c. 

d. 

e. 

f. 

Audit pernasaran untuk mengetahui posisi perusahaan terse but harus dilakukan 
dengan mempcrhutikan kuruktcrislik-karuktcrislik audit pellla:mrnll ynitu; 
kornprdlcllHif, tliHtcmutiH, indl'p('lItic'II, Iwriodik dun Utillt'k-lHijH'k lIutiil Pt'IIIH.'>1l1'U1i 

yang tenliri unTi: responsibility [UT marketing audit; planing tlte marketing audit 
dan using findings. 

Setelah posisi perusahaan diketahui dian tara pesaing dan lingkungan bisnis yang 
mempengaruhinya aerta sasaran pemasaran, strategi, taktik, value dan rencana 
pemasaran telah ditentukan maka sclanjutnya dilakukan tahap implementasi 
Bcsuai dcngan angt!urlln, kcbijuknn Busaran tuhunun, nloku.si Humber dnyu yUIlt: 
ditetapkun perusahuan. 

Tahapan selanjutnya adalah monitoring. evalllasi dan pelaporan hasil-hasil 
implemcntasi. Monitoring terhadap apa yang telah diimplementasikan tersebut 
dapat dilaksanakan oleh perusahaan dengan menggunakan marketing audit 
checllist approoch untuk mengevaluasi hasil operasional pemasaran 
dibandingkan dengan ekspektasi yang hendak dieapai perusahaan sebagaimana 
yang telah ditctnpknn di dnIum rcncuna pcmnsnrnn, npnknh mnsih eli dlllHIll "(lll 

the track" IIIHlIkHh tt~IHh mellyililpllllK dllri "rel" )1111": diharapkilll (dr'll 
pCrlaahllnn. Schugui pnnduun di dulum melukukan marketiHI-: audit checJ.:list 
approach, dRpat menggunakan tabel 4 dan 5. Tentu saja semua itu harus 
disesuaikan dengan kebutuhan audit pcmasaran perusahaan dengan 
rnemperhatikan pula karuktcristik-karakteristik audit pemasaran (komprehensif, 
siSlematis, independen dan periodik) dan aspek-aspek audit pernasaran 
(responsibility for marketine audit chechklist approach; planing the markeliflK 
wldilchecklist appro(lch; IlSill}( fin dill;': ... ). 

Basil monitoring dan evuluasi dcnguJl mcnggunukun marketing audit checklist 
approach tersebut harus dilaporkan kepada mansjemen dengan memperhatikan 
syarat-Byarat pelapcran audit yang baik yaitu: objektif. netral. simplicity, rdevan, 
keBeiarasan laporan, lengkup dan tepat waktu. seba!(ai suatu review atnu ump.n 
balik terhadap pclnksunaan atuu implcmcntusi program-program pcmHRurun 
pcrusahuun. 

-11_ 
D. KESIMPULAN 

Dari uraian di atas dapat ditarik beberapa kesimpulan antara lain: 
1) Audit pemasaran merupakan alat kontral 5trategik untuk meningkatkan efektifitas 

dan kinerja pemasaran merupakan salah satu kata kunei yang harus sclalu 
diperhatikan oleh dunia usaha untuk menghadapi karaktcri.tik Jingkungan bisnis 
yang sangat turbulence dan begitu kompetitif faat ini. 

2) _ Didalam meraneang konsep audit pemasaran terdapat beherapa hal yang harus 
dipahami, dirnengerti dan dile ksanakan dengan baik dan benar -sebagaimana yang 
dijelaaknn oleh penulis pada bagian "Raneangan Kanscp Audit Pemasaran"­
diantaranya adalah: 
• Pengertian audit pemasaran. 

Proses pelaksanaan audit pemasaran. 
• Approach audit pemasaran. 

Tools dan metodologi audit pemasaran. 
Framework audit pemasaran. 
Karakteristik audit nemJllRAl"nn 
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mendcmonstrasikan bahwll dcngan melaksllnakan konsep-konsep audit pemaaaran 
dengan baik dan benar maka akan memberikan hasil yang san gal memuuakan di 
dalam upaya unluk mcningkulkan cfeklililus dan kinerju peruauhuun. 
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