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1. Introduction

1.1. Document Objective
This document describes the process of executing a marketing review
(a.k.a. marketing audit), which is a comprehensive inspection of the
market and the company's preparedness for it. The marketing review
helps establish foundational information for use in an entire range of
strategies, tactics, and performance parameters.
<Comment: The concept of a marketing review (a.k.a. marketing audit)
was first established by Philip Kotler. He stated that "A marketing audi
a comprehensive, systematic, independent, and periodic examinati
company's or business unit's marketing environment, @
strategies, and activities with a view of determining problem are

opportunities and recommending a plan of action to improv ,
marketing performance".>

2.1. Section Objective
This section describes the three phases of a g review. The
marketing review is overwhelmingly based on a series of interviews with
the company'’s relevant personnel.
<Comment: The marketing review
engagement. It is strongly
interviews be led and cond
external to the compa@ bein

tic, broad scope, strategic
at the marketing review
essional marketing reviewers

2.2. Phase 1 — Setting th s and Scope
The first phase of a m tin view has the marketing reviewer(s), and
i and agree upon the parameters and

2.3.

second phase of a marketing review is when the interviews are
conducted, and data is collected.

<Comment: The marketing reviewer(s) should not rely on the opinions of a
select few. Cross-referencing of topics in interviews with different people is
essential.>

2.4, Phase 3 — Conclusions and Recommendations
The third phase of a marketing review has the marketing reviewer(s), and
company stakeholders independently review the raw data and form any
tentative conclusions and recommendations. This is followed by a joint
session that establishes the final and mutually agreed conclusions and
recommendations. During the late stage of this phase, a summary report
is prepared jointly or by either the marketing reviewer(s) or company
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stakeholders. The summary report has three parts: stating the objectives
of the marketing review, presenting the main conclusions, and arguing the
major recommendations.

<Comment: The marketing review aims to correct the company's
processes and market strategies. It is recommended that the company
conduct a marketing review every quarter and one extensive marketing
review annually.>

3. Marketing Review Components
3.1. Section Objective

Marketing reviews follow a principle of External to Internal, first e

the entire external marketplace environment (marke

marketing objectives and strategies, organi
complete marketing review comprises seven m
a logical diagnostic sequence), with each c
autonomous status.

3.2. Components of a Marketing Review
3.2.1. Marketing Environment
3.2.2. Marketing Strategy Revi

3.2.3. Marketing Organiz;
3.2.4. Marketing Qstem
3.2.5. Marketing Pro@ducti
3.2.6.

3.2.7.

for analysis of major macro-environmental forces and
ey components of the company's task environment:
mers, competitors, distributors, dealers, suppliers, and

What major demographic developments and trends pose
opportunities or threats to the company?

What actions has the company taken in response to these
developments and trends?

4.3. Economic
4.3.1. What major developments and trends in income, prices,
savings, and credit will affect the company?
4.3.2. What actions has the company taken in response to these

developments and trends?
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4.4, Ecological

4.4.1. What is the outlook for the cost and availability of natural
resources and energy needed by the company?
4.4.2. What concerns have been expressed about the company's role

in pollution and conservation, and what relevant steps have the
company taken?

4.5. Technological
4.5.1. What major changes are occurring in product technology?

process technology? What is the company's position if
technologies?
4.5.2. What major generic substitutes might replace the co

products?
4.6. Political
4.6.1. What laws are being proposed that could affec market
strategy and tactics?
4.6.2. What federal, state, and local action ould bejwatched? What

is happening in pollution contr employment
opportunity, product safety,_advertising, and price control,
which affect the market strate

4.7. Cultural
4.7.1. What is the public’
products ptﬁluce

4.7.2. What change

have a b

t rd the manner of business and
pany?

and business lifestyles and values
go mpany?

Task Environment
4.8. Markets

4.8.1. ning to the market size, growth, geographical
ib , and profits?
.28 re the market segments? What are their expected rates

owth? Which are high opportunity and which are low
ortunity segments?

How do customers and prospects rate the company and its
competitors on reputation, product quality, service, sales force,

and price?

4.9.2. How do different customer segments make their buying
decisions?

4.9.3. What are the evolving needs and satisfaction being sought by

the buyers in this market?
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4.10. Competitors

4.10.1. Who are the major competitors? What are their objectives,
strategies, strengths and weaknesses, sizes, and market
shares?

4.10.2. What trends will affect future competition and substitutes for

this product?

4.11. Distribution and Dealers

4.11.1. What are the main trade channels for bringing products to
customers?

4.11.2. What are the efficiency levels and growth potentials

different trade channels?

4.12. Suppliers
4.12.1. What is the outlook for the availabilit

production?
4.12.2. What trends are occurring among t
of selling?

Y re sed in

their pattern

4.13. Facilitators and Marketing Firms
4.13.1. What is the cost and a

outlook for transportation

services?

4.13.2. What is the cost outlook for warehousing
facilities?

4.13.3. What is thef@ost a ilability outlook for financial resources?

4.13.4. How effectiv ompany's current advertising and

marketin

5.
Is the business mission clearly stated in market-oriented terms?
Is it feasible?
3! Marketing Objectives and Goals
5.3.1. Are the corporate and marketing objectives stated in the form
of clear goals to guide marketing planning and performance
measurement?
5.3.2. Are the marketing objectives appropriate, given the company's
competitive position, resources, and opportunities?
5.4. Market Strategy
5.4.1. Does the company demonstrate a clear market strategy for
achieving its marketing objectives? Is this strategy convincing?
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Is the strategy appropriate to the stage of the product life cycle,
competitors' strategies, and the state of the economy?

5.4.2. Is the company using the best basis for market segmentation?
Does it have robust criteria for rating the segments and
choosing the best ones? Has it developed accurate profiles of
each target segment?

5.4.3. Has the company developed a sound positioning and marketing
mix for each target segment? Are the marketing resources
allocated optimally to the major elements of the marketing m
i.,e., product quality, service, sales force, adve
promotion, and distribution?

5.4.4. Are enough resources or too many resources budg
accomplish the marketing objectives?

6. Marketing Organization Review

6.1. Section Objective
This review calls for the evaluation of the c
organization in implementing the necessary stra
forecasted environment.

he marketing
the current and

6.2. Formal Structure
6.2.1. Does the marketing_office ve adequate authority over and
responsibility for ¢ activities that affect the customer's
satisfaction®”
6.2.2. Are the, m tir fivities optimally structured along
functiona od end-user, and territorial lines?
6.3. Functional Efficiency
6.3.1. od, communications and working relations between

Ivation, supervision, or evaluation?

2 Efficienc

Are there any problems between marketing and manufacturing,
R&D, purchasing, finance, accounting, or legal that need
attention?

6.4.

Section Objective
This review involves examining the quality of the company's systems used
for marketing analysis, planning, and control.

7.2. Marketing Information System
7.2.1. Is the marketing intelligence system producing accurate,
sufficient, and timely information about marketplace
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8.

developments concerning the customers, prospects, distributors
and dealers, competitors, and suppliers?

7.2.2. Are the company decision-makers asking for enough marketing
research, and are they using the results?
7.2.3. Is the company employing the best methods for market and

sales forecasting?

7.3. Marketing Planning Systems
7.3.1. Is the marketing planning system well-conceived and effective?
7.3.2. Are the sales forecasting and market potential measur,
soundly carried out?
7.3.3. Are the sales quotas set on a proper basis?
7.4. Marketing Control Systems
7.4.1. Are the control procedures adequate ure nnua
plan objectives are being achieved?
7.4.2. Does the management periodically{analyze th rofitability of
products, markets, territories, and distri nnels?
7.4.3. Are the marketing costs periodically ex
Keti Uctivi .
8.1. Section Objective
This review calls for examini ivity of the different marketing
entities in the compa@ and effectiveness of various marketing
expenditures.
8.2. Profitability Analysis
8.2.1. bility of the company's different products,
itories, and distribution channels?
pany enter, expand, contract, or withdraw from
gments, and what would be the short and long-run
8.3. ess Analysis

Do any marketing activities seem to have excessive costs? Can
cost-reducing steps be taken?

Section Objective
This review consists of in-depth evaluations of the major marketing mix
components, namely products, price, distribution, sales force, advertising,
promotion, and publicity.
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9.2. Products

9.2.1. What are the company's product line objectives? Are these
objectives sound? Is the current product line meeting the
objectives?

9.2.2. Should the product line be stretched or contracted upward,
downward, or both ways?

9.2.3. Which products should be phased out? Which products should
be added?

9.2.4. What are the buyer's knowledge and attitudes toward
company's and competitors' product quality, features,
and brand names? What areas of product strate
improving?

9.3. Price

9.3.1. What are the pricing objectives,
procedures? To what extent ar
demand, and competitive criteria?

9.3.2. Do customers see the company's
offer's value?

9.3.3. What does the management_know about the price elasticity of
demand, experience curv , and competitors' price and
pricing policies?

9.4. Distribution

9.4.1. What are tHe dist ectives and strategies?

9.4.2. Is there adeq coverage and service?

9.4.3. How effective a e following channel members: distributors,
dealers, ma ctu ' representatives, brokers, agents?

9.4.4. any consider changing its distribution

9.5. Advertisin otion, and Publicity

re the organization's advertising objectives? Are they

e right amount being spent on advertising? How is the

budget determined?

Are the advertisement themes and copy effective? What do

customers and the public think about the advertising?

. Are the advertising media well-chosen?

9.5.5. Is the internal advertising staff adequate?

9.5.6. Is the sales promotion budget adequate? Is there effective and
sufficient use of sales promotion tools such as samples,
coupons, displays, sales contests?

9.5.7. Is the publicity budget adequate? Is the public relations staff
sufficient?
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Sales Force

9.6.1. What are the organization's sales force objectives?

9.6.2. Is the sales force large enough to accomplish the company's
objectives?

9.6.3. Is the sales force organized along with the proper principles of

specialization (territory, market product)? Are there enough (or
too many) sales managers to guide the field sales
representatives?

9.6.4. Do the sales compensation level and structure provide adequ
incentives and rewards?

9.6.5. Do the sales force show high morale, ability, and effort?

9.6.6. Are the procedures adequate for setting quotas and eve
performances?

9.6.7. How does the company's sales force compare

sales forces?

10. Conclusions and Recommendations

10.1.

10.2.

10.3.

11.

11.1.

11.4.

Section Objective
This section provides conclusions and_recommendations reached while
conducting this marketing review.

Conclusions
<ldentify and describe any ¢ S hed during the preparation of
the marketing review. <

Recommendations
<Make specific recom dations on the company's choice and use of

marketing stra@ d performance parameters.>

Research Information
<If relevant, describe and list the type and scope of research conducted
while preparing this document.>

Product Diagram/Architecture
<If relevant, describe the product's architecture and modules accompanied
by a schematic diagram.>
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