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1. BACKGROUND AND OBJECTIVES

1.1. Justification of subject choice

Nowadays the current trends particularly put tHeremce of small and medium
businessésup to a test. The elongated economic crisis maaffigcted those
smaller businesses lacking in financial resourdesge enterprises are not
exceptions either; however, the risks generatedth®y crisis were more
significant for the SME sector. In addition, thagsks become reality in several
occasions. Financial difficulties and narrowingtonser markets are often leads
to the end of an enterprise. (Havlicek, 2014).

What is the motivation for discussing about smaltl anedium enterprises
(hereinafter SME) and their viability? In Hungarydain the European
economy, the SME sector provides the majority opleyment (74%) and
GDP (56%) as well, meaning that they are greatetritmtors on both fields as
opposed to large companies (KSH, 2011; Ecorys, ROteir economic role is
unquestionable.

Whatever important small and medium enterpriseshtrbig, there operation is
difficult to predict, their future is uncertain. &tefor it is crucial to increase
their efficiency and competitiveness, which imprewbeir sustainability and
makes their operation more predictable. In my apini- in accordance with
other researchers view (Liebl, 1989; Hisrich et &001; Doyle, 2002) —
marketing can be an excellent tool of predictapiéihd risk reduction.
Application of marketing alone cannot be the conglsolution of course;
moreover, it could increase the expenses of arrgige in several cases with
no positive results on the other side, worsenirgy gttuation of the company
further. Using marketing tools would be a ratiodabice for a small business in
case they are aware of the effect of these toolderms of results and
psychographic factors alike. That brings the jiedifneed for planning and
measuring: applying marketing can only be bendfi€ithose who apply it are
completely aware of the financial and other aspettisy are capable of
measuring it and they can make a sophisticatedsioacat the planning stage
whether or not to apply it, given the circumstancdsey should calculate the
expenses and impact of the tool to the revenuergeteby it or other positive
gains.

In order to increase the efficiency of the applaat it is necessary to
summarize them in a complex system that includesuating and comparison

' In my work, | use enterprise and business as synenin case of micro-, small-, medium- and
large enterprises alike. In case | describe onetheke categories separately, | make a
notification.

2 percentage of more than 2,7 million people empldyebusinesses in Hungary
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besides planning and measuring — we may refer ifostystem asnarketing
controlling.

The definition of marketing controlling first apped in German professional
literature and only goes back to a few decadespyimg its meaning, it deals
with applying controlling tools basically, duriniget marketing process.

1.2. Demarcation of the topic

Changing environment, increasing competition anettamty — only to say a
few examples of the several factors that affecsetieryday life of a company —
justify the need for increase competitiveness amabiity. One of the
possibilities to achieve that is highlighting markg field by closer
observation: more precise and more effective planof its processes and more
relevant evaluation of the results.

In my work, | seek the answer whether the aboveepinand expectations can
be fulfilled by marketing controlling or not. Due tength constraints and the
complexity of the area, | do not attempt to outlthe full topic, only certain
aspects. | emphasize factors, which | use to poirtt some of the main
characteristics marketing controlling and its poisy.

In the first part of my work, | discuss two concems a starting point -
marketing and controlling - briefly interpretingeth meaning, describing their
goals and tasks. Thereafter, | pan out about magkeontrolling as a definition
of a tool system, real or perceived tasks and mapoln my thesis highlighted
certain functions of marketing controlling sepahatbat offer rich opportunities
for research. In order to understand the essenceadketing controlling it is
necessary to see clearly on the one hand the fofaketing oriented thinking
in corporate life, on the other hand, the tasksoottrolling and its importance in
preparation and evaluation of business decisioos.trat matter, | reveal the
essence of the marketing concept, and | presentltheus positive effects
arising from the cooperation and synergy of seelyidgtant corporate areas.
In this way | point out that marketing-controllicgmbines different approaches
of two areas, however it can legitimately be callexbparate discipline.

In my point of view,marketing controlling requires double approa®&ased on
this claim, | say that it is about dealing witheaisus problem of the marketing
field, when it comes to marketing planning, measwet or monitoring.
Traceability and revision of marketing performanbas an extraordinary
importance. Marketing activity has to be in linglwmarketing performande
order to make it clear for the company managemehich marketing decision
can be attached to which result.

In my opinion however the answer to this problenegdaot lie within the the
depths of marketing area, but controlling shoulvmle the answer by building
a complex and comprehensive controlling system thablves marketing
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activity and marketing processes, overseeing tineptete corporate marketing,
applying the controlling instruments and matching $pecific characteristics of
the marketing area.

This in my opinion only serves as a partial solitio address these problems.
Therefor in my work, | cannot ignore the examinati@ither of the
characteristics of marketing activities nor thedgtuwf controlling system
functionalities. Marketing professionals’ effort neake the results of marketing
activities measurable does not provide a sufficieaatment for the above
problem. In my opinion, it could only serve as atipasolution.

1.3. The purpose and structure of the examination,

Marketing controlling is a relatively new field ithe science of economy,
therefor its meaning and functions has to be ctkass it is still changing
significantly in present days. Considering the tengonstraints, in my work |
do not attempt to describe every single interpi@tadf functions or areas of the
concept of marketing controlling.

With the above in mind, the overview of my thestsists of the following
sections:

1. Introduction of marketing concept, its goals aasks in order to clarify the
role of marketing in corporate life. | define suadncepts that will be important
in later examinations: besides the introductionirapact, effectiveness and
productivity, | also describe the interpretation amfvertising effectiveness or
measurement of marketing activity.

| pan out about the topic of considering expendesiarketing activity as an
investment.

2. Concept of controlling, its tasks, functions aotk in the operation of small
and medium businesses. Differentiation betweentegfi@a and operative
controlling.

3. Exploration of concept goals and tasks of mamngetontrolling. Definition of
marketing planning marketing measurement, evalnatiand control,
delamination of responsibilities. The importance gofiding coworkers from
corporate and marketing-controlling point of vielvalso present the role of
marketing controller in the company operation.

Based on marketing controlling and its category vikmofrom professional

literature, | define the following main goals redjag the practical part of my
thesis:

1. General examination of enterprises’ toolkitermts of product, pricing, sales,
communication policy and marketing capabilities.

2. Exploration of general characteristics of margtontrolling regarding

Hungarian SME’s.



3. Exploration of the relation between utilizatioh marketing controlling and
company success. Here | examine if the applicatibomarketing controlling
causes an increase in the company efficiency.



2. MATERIALS AND METHODS

2.1. Definition and

system of the hypothesis

According to the research objectives formulatethatbeginning of my thesis,
based on the professional literature experienceayé¢ organized my hypothesis
in chart 1. The contexture of the hypothesis folidhe below structure:

marketing (product policy, communication policyplit.

planning and measuring activities and their fregyen

effectiveness a

Table 1. The dissertat

nd productivity.

ilon’s hypotheses

Area of research

Hypotheses

General characteristic

H1 In the companies’ product policy, product rar

orientation and the result-orientation are the tmain

Saspects.

of the corporate
marketing activities

H2 The use of marketing-controlling toolkit dispaly
during the small and medium companies’ marke
communications and sales activities.

General examination
of the marketing-
controlling

H3 Large companies have more extensive marke
controlling system (marketing planning and analy$iien
small businesses

H4 Assessment of the financial position and opegd
efficiency of companies has deteriorated also énpbint of
their own performance and the performance of

competitors

The effect of
marketing-controlling
on the effectiveness

H5 The companies which use the services of 'exter
firms, which are specialized for marketing actedi are
more efficient, than companies who do not applyeel
marketing firms.

General characteristics of marketing-controllimg;luding application of

Il

and performance of
businesses

H6 The wideness of the planning and evaluationst
used by the companies has a positive relationshiptheir
efficiency.

H7 The marketing approach of the businesses
transformed in recent times, furthermore, changeeir

[

strategy and strategic objectives as well

Source: Primary research

General characteristics of marketing activity thgloihe examination of

Examination of impact of marketing controlling ierins of business

ge

ing

ing-

the
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00l
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In my work, | examine what kind of marketing toalis being used within the
Hungarian SME sector. | try to describe these att@asigh some characteristics
of marketing toolkit (see 1. Table). In this pafttbe examination, | make an
effort to reveal the range of the businesses miakstrategy.
| asked questions concerning the four main fieltisnarketing (according to
McCarthy 1960) in separate question blocks. Queshtock regarding the
examination of product policy tools among othersludes questions that
evaluates businesses’ innovation activity, rangett@ir profile, feasibility
studies os product to be introduced or their retato the customers (see details
in M2 attachment of the thesis). Through the goestlock examining the
pricing policy | seek the answer regarding genetaracteristics like what
pricing theories do the company follows in theiicprg strategy or what
strategical goals do they try to achieve or whit does the price of a product
get in the competition for the businesses’ markets.
During the examination of the third element of nedkg toolkit, that is
distribution system | analyze the following: lesdlsales strategy, the diversity
of tools that they apply, frequency of planning sweang and analyzing
methods used, the level of sales system and itpetitiveness. | aim to reveal
whether there is a link between the level of sagstem and the business
competitiveness and the improvement of resultsroply a better judgement of
those.
Examining the forth element of corporate markestrgtegy | am looking for an
answer how important certain areas off communioagi@ for the company. For
instance, enterprises could evaluate the traditiqadove the line) and
unconventional (below the line) tools alike, indhgl various direct marketing
and presentation motivating tools within the secdrte surveyed firms had the
chance to estimate that in their case how freqgunentise of different marketing-
controlling tools in communication strategy, doytheren prepare a marketing
communication strategy, do they plan its individadments, do they measure
the fulfillment of their strategy at all.
Through the examination of these main areas of etiuds toolkit, 1 wish to
receive an answer to how extensive is the use rtdinemarketing tools or tool
systems among Hungarian enterprises. Thereforlsplsieek answers whether
there is a relation between the extent use of niaketools and the
effectiveness and competitiveness of the company.
The next level of the investigation is examining ttoolkit of marketing
controlling. Here | evaluate the dimensionality ayality of utilized tools from
the marketing-controlling toolbar regarding the ganan SME sector. | also
research their complexity and the issue of themscmus, complex application.
Among others, the examination covers whether thepamy prepares a
marketing plan and if so, what kind of planningnsiés do they apply. Then |
examine what kind of measurement tools they ussvéduate the effectiveness
of their marketing activity. What indicators do emrises prefer, how many do
certain companies apply, is there any differencgamting the use of
10



quantifiable or less- non quantifiable psychograpimdicators (customer
satisfaction, customer loyalty, product awarendssg &hich one they like to
use more. During the examination of marketing-aahirg system | also pan
out about if SME sectors participants analyze tlagketing actions impact or
not and if they do, what period do they stick theTresearch also deals with the
feedback about the results of marketing or margetiommunication activity
including whether the company leaders are satisfredot with the results. Or
the contrary, the company shows high level of faii®n despite the low
guantity of tools used regarding the efficiency mérketing communication
activity. Regarding the evaluation of marketing-roting system, | discuss the
role of information system; in what way does thenpany benefits from it in
terms of productivity of marketing activity. Markeg feedback system
improves or worsens the results and the companget&a assessment of
marketing expenses. Assumedly an advanced IT syst@nmprove the quality
of marketing feedbacks. Concerning the marketingdlback system the
marketing division’s role within the organizatiols@can be a crucial factor. At
a company, that does not have a marketing depattthendirector whose
responsibilities also includes overseeing marketntjvity is presumably less
likely to relate to the role and importance of nenkg. Consequently, the
company leader will probably be less satisfied taanndividual department’s
leader.

In the third part of the research, my goal is teesd the correlations between the
advancement of applied marketing and marketingrotlimg tools and the
achieved results. | would like to verify that buesses that do utilize marketing-
controlling tools are better performers than thosepetitors that do not apply
such means. If a company has an extent marketinfyatling toolkit (several
planning, measuring, analyzing methods), it hassatipe effect on productivity
and performance according to my preconceptions. ddrepany’s efficiency
can be evaluated from different perspectives dapgnéiwe only examine the
performance of the company from different aspedtsnarketing-controlling
system or we analyze the performance changes atiaelwith the extent of
marketing-controlling system.

During the examination | also search for link beswecommissioning outside
firms that specialize in marketing and the perfaroe of the company
(financial and non-financial alike) and increasefficiency. In case | manage to
verify significant relation between the two factoitswould mean that outside
marketing companies do provably contribute to tn@rovement of corporate
performance and efficiency. It is also importantctarify which is the more
successful organization form, inside or outsidekai@ing department. Table 1.
illustrates the process of the examination, itas@nd structure.
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How advanced/extent the

Marketing- marketing toolkit of the company

Assortment-

controlling . and result
orientation is? orientation
Marketing-
Product policy Price policy Distribution comTouoqlscat|on
tools tools system

Individual
marketing
department?

marketing-controlling system of
the company is?

Outside
; marketing

. company?
RN |

E How advanced/extent the

Planning syste% Measurement : i Evaluatlon th{s Information
tools i ; € system
Change of company efflcency in
AAAAAAAAAA [ H_]4
|
NG [ |
Market position Competition Efficency Strategy
prosperity

Table 1. Examination process
Source: primary research
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2.2. Research methodology

2.2.1. Process of empirical research

Following the literature analysis, | examine thedretic model presented in
chapter 3.1. by empirical research procegdexble 2.)

Theoretic .
side Questions of the
research
Examination of What are the general Research
marketing- characteristics of methods
controlling and corporate application Analisys of
its concept. of marketing tools? questionnaire data by
] describing statistics,
How marketing- cross-tables,
controlling approach of correlation calculation,
businesses "can be single factor variance
. described? analisys and factor
Practical analisys
side In what way does the ’
applicatipon of Examination of
Examination of marketing-controlling secondary research.
marketing- tools affects the
controlling and efficency of the
its practical company?
characteristics.

Table 2. Empirical research process of the thesis
Source: Own edition

2.2.2. Information sources

In my primary research, | use questionnaire suriiéwe purpose, process and
structure of this method introduced later.

Questionnaire survey

Significant part of the research consists of myngjtetive research, the pre-
structured questionnaire survey. During the preparaf (see Attachment M2),
| have divided the questionnaire into separate spafthe structure of
questionnaire is show in Table 7. Keeping the gdneres of questionnaire
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editing in mind (i.e: Malhotra, 2001) | put the patealing with general
corporate characteristics at the end.

Table 2. Structure of questionnaire applied in tbgearch

Corporate questionnaire

I.  Questions/statements concerning the toolkit of @@ie marketing activity
areas. (Question 1.-4. and 11.)

Il. Questions concerning the company’'s strategy capeabiland performanc
relative to itself and competitors as well. (Quasts.-10.)

lll. Questions examining the companies’ marketing conication activity
(question 11.-16.)

IV. Questions examining the company’s marketing-cdlirigp activity (question
17.-27.)

V. Questiongevealingthe general characteristics of the company (que2#339.)

4%

Source: Own editing

In the first part of the questionnaitd,defined statement grouts regarding the
general characteristics of corporate marketing/éigtiThese statements concern
different sub-areas of marketing field, giving aeswptions following different
characteristics. Participants had the option tduata their answers on 5-point
Likert scale where “1” would generally mean nottat all and “5” would mean
completely true. Four areas of marketing is thasbfas structuring — following
the classic McCarthy approach — product-, priceales channels- and
communication policy. My evaluation based on meserages or distribution of
answers relates to the characteristics of the miagkareas toolkit. Furthermore,
| compose factor groups using factor analysis desicribes a considerable part
of the company’s marketing activity, like produdlipy activity. In this way, it
simplifies the examination of corporate marketicg\aty.

In the second part of the questionnaire, | fornmdastatements regarding
business’ marketing capabilities that could be @wat&ld by the company on an
five point Likert scale, depending on whether thetesnent is absolutely false
(1) or completely true (5). The variable group akstion 5. Is also suitable for
data reduction. Companies evaluated their statgpaced to competitors using
financial and psychographic factors. | examine qrenBnce assessment
compared to their previous state.

The base of company strategy examination consiBooter strategies’ (Porter,
1980) such as cost-minimizing, product differemdiat and niche market
strategy.

3 Composition of this part of the questionnaire eénnts of idea and structure is based on the
research of Sajtos (2004).
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In addition, | examined two further growth stragsgi market extension and
gaining market share from competitors. My reseaatdo deals with goals
required from marketing strategy.

The third topic examines the marketing communica#otivity of the company,
including among others the marketing communicatools applied, whether
they have an inside marketing department or theg butside marketing
company and what kind of tasks do they perform.

The next question group concerned the company’'sketiag controlling
activity. These activities are marketing planningrketing measurement, depth
of result evaluation, period of the examinationmpany’s marketing budget,
approach of marketing spends, systems supportingatiag decisions and the
nature of analyzing competitors.

The last question group concerns the general degistecs of the company like
the market position of the company, the nature afketing organization, size
of company, headquarters and area of operationtjabpaxtent, ownership
structure, revenue and profit.

Prior to the questionnaire survey executed in 2008t questioning took place,
with 30 filled questionnaires. Its purpose was ital fout if the respondents
understood the questions correctly, is there ailpdigs of misconstruction etc.
Because of the test questionnaire, certain questltave been completed,
partially meaning the expansion of answer optiond #gne competition of the
explanatory text in order to make the interpretatasier. Certain professional
terms have also been clarified.

2.2.3. Sampling

Three main data gathering were executed; one af the2009 May-September,
the second one took place in 2013. May-Septembdr tha third in 2014
October-November period. Evaluation of the sungeipased on processing 240
valid questionnaires.
Due to minor deficiencies of the questionnairesidrgnce of some questions),
certain variables were not taken into consideratiwming the processing,
missing plot techniques were not applied, consmetheir possible distorting
affect.
In case of greater deficiencies or if the questiren was filled by an
incompetent person | ignored that particular qoestaire.
The questionnaire-based inquiry was carried outsqrelly; postal and
electronic (e-mail) ways alike. The limited fundsfartunately constrained the
research in terms of inquiry methods and periochsiZtering these conditions, |
applied the snowball method during the sample selegrocess. The sample
should not be considered representative; theretbeestatements of this thesis
only apply to this particular sample.
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| have diverged from being representative accortingjze, because in the case
of rate of medium and large companies that areeriliffy from the multitude
rate, companies within each size categories coalddmpared to each other.
While in the case of retention of being repres@rgaaccording to size the
companies of the enterprise sector could not bdyzed due to their low
number.

Additionally the examined sample cannot be conedestatic neither by size
nor by any other characteristics, since those featare constantly changing,
therefore being representative could not be ensarezhlity.

Furthermore, the available KSH statistics of thengla are dated back to 2012
that also makes it non-representative.

The questionnaire survey was conducted involvinglesits. Their contribution
was considered as a part of their achieved graStslents were informed
regarding the requirements of filling the questiana in order to answer their
guestions that may arise during the process. Basdtat students interviewed
the competent leader of companies operating witheir families, employing or
run by a family member or companies found withigitlarea of activity. This
could be executed personally or via e-mail as wetlonsidered a person as
competent leader in case he oversees the markatingty of the company.
Usually this leader — especially in case of sma#libesses — was the person in
charge of general managing, or the Marketing Mandgesdium and large
businesses) or Sales or Commercial Manager (edlyetiadium businesses) an
individual questionnaire was often filled by moreoperating leaders as the
“competent person” was not always able to answehalquestions by himself.

2.3. Applied statistical methods

| briefly present the statistical methods used yjnaxaminations below:

Cross Analysis €ross Analysis is one of the most frequently usethods that
examines the correlation between two or more vhsatbased on their
combined frequency distribution. During the analysive seek the answer
whether the nominal or ordinal variables are inatieh or not. During
relationship test between the variables | will relgstly on Cramer V statistic
for crosstabs since this is the most reliable aaslest to understand indicator
(Sajtos and Mitev, 2007). These metric values \mtyveen 0 and 1, where O is
full independence, while 1 means the variabley fuéitermine one another.

In my investigation, 0.05 significance level wasisidered normative, since this
limit generally accepted and applied in the fiefdsocial sciences. This means
that | rejected null hypothesis independence ofabdes below significance
level a<0,05, above that significance level, | accepted rib# hypothesis of
independence and | accepted above that. The 5%icagee level reflects the
chance that the relationship between the variablesly coincidence.
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Variance analysis —s suitable for examination of the impact of diffat
(independent) factors to one or more other fadependent variables)

Variance analysis - Analysis of variance suited ttee various factors
(independent) consider one or more other factoepdddent variables) of the
product. Such independent variable may be the rtingkplanning tool used by
the company; dependent variable could be the cativesiess of the enterprise
or changes of effectiveness. The variance analggfers from cross table
analysis, since we need to know which one is indéeet and which is the
dependent variable and measuring range of facstodsffierent too (Sajtos and
Mitev, 2007).

Correlation analysis -Used for examination of linear relationships betvee
metric variables. The closeness of relationshipséasured using the Person
correlation coefficient. Its value differs betwe@and 1 in absolute value.
Factor analysis— During the factor analysis, starting variables aggregated
into factor variables, significantly reducing tlegde number of initial variables,
resulting in better handling, easier understandihgata and helping to reveal
the relationship system between certain charatterigSajtos and Mitev, 2007).
During factor analysis, | examine correlation betwehe included variables
using correlation matrix. Existence of correlatisran essential condition to be
included in factor variables. Another element oftéa analysis is anti-image
matrix examination. Its diagonal values are MSAueal (within 0 and 1)
indicate how close the relation is between a aertairiable and the other
variables. In case this value is below 0,5, it tadbe excluded from further
analysis. During factor analysis, | used Bartlettttto detect if differentiation of
the off-diagonal elements of the correlation maisia coincidence or not.

The KMO test is also testing the suitability of iadtes. In case it is below 0,5,
the variables are not suitable for factor analySidnosa, 2011)

2.4. Literature background of the research, Hungaran
background

During the practical research, | investigated tharacteristics summarized by
the German marketing-controlling literature, thestence of methods, and
specifics of their application in case of the Humga enterprises. | have not
heard about a similar international research armational level, though it was
not my goal to conduct a previous research addptétungarian relations. My
goal was to investigate the practical charactessdf the marketing controlling
in Hungary. From the first decade of the 2000s awgrg number of
publications were published in Hungary in the topfcmarketing controlling
(see, for example Kandiko, 2007a, 2007b; Bravae@ga, 2008b; Jozsa, 2008a,
2008b), I have mentioned many of these in the #tea part of my thesis.
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| have knowledge of one research in the marketorgrolling field in Hungary
(Hajda, 2013), which is partly parallel with thiareent study, but it has started
later and ended earlier. Both of the studies ingattd the practice of marketing
controlling of Hungarian enterprises, but vital feiences can be identified
between the two studies. Such differences are thmulgtion studied, the
sampling methodology, the design and the appro&tmeoquestionnaire. Hajdu
(2013) investigated the population of medium-siaed large companies, from
which he studied 50-50 people of random sample daygustratified sampling.
In the case of the questionnaire there were algnif@ant differences, for
example, the author investigated what the respdedbimk about the meaning
of marketing controlling or marketing audit in theem of open questions. This
guoted research among other things does not exahensompanies’ marketing
toolkit. Similarities of course are also revealetvween the two studies. Both of
the researches examine the toolkit applied by ntiadkecontrolling, the
temporal aspects of studies or the characteristicdesigning the marketing
budget. However, the form of the questions andrtbeentation also show
differences.

Other researchers have also recognized the impertahthe measurement of
marketing performance in Hungary. For example, shely of Sajtos (2004),
which cannot be considered as a research dealitig marketing controlling,
but it is still an important step towards makinge timarketing activities
measurable.
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3. THE RESULTS — NEW SCIENTIFIC RESULTS

3.1. New and novel results

Based on the results of the investigations carped in the dissertation |
formulate the following novel results and thesis.

1. In companies’ product policy the product rangeewtation and result
orientation are the two main aspects.

| examined the company’s marketing toolkit featupgsfactor analysis due to
large number of variables. By this method, it hasrbproved that the variables |
have made up explain the company’s product polibstantially, that is part of
the marketing activities. The factors formed frohe tvariables have a great
explanatory power, especially in point of the rang@entation and result
orientation. Between the two factor’'s explanatooyprs was a little difference.
In the case of SMEs, range orientation was proweeblet stronger, while in the
case of large companies result orientation wasi\g&o The range of products
has an important role in my opinion, because iveithe small and medium
enterprises’ greater flexibility and their betteesistance in the market
competition. Because the options are quite limftedSMESs that can provide a
competitive edge for businesses. The result oti@ntafactor's significant
headway in the product policy means the need amdettognition on the part of
SMEs that without the thrift of their products thiing-term survival cannot be
secured. Efficiency was the most important forlirge companies included in
the sample. In their case, the necessary knowledgge mostly available for
measuring efficiency of the company.

2. The use of marketing controlling toolkit is dispdyduring the small and
medium companies’ marketing communications andssadavities.

Based on the investigation conducted by factoryaislbf the certain elements
of the marketing-mix | found out that the enteresisn the sample place great
emphasis on the design and analysis activitiesasge wf both the product,
communication and distribution channels’ policy.eTiactors that were formed
during the investigation largely explained the nedirkg activities of the
enterprises, therefor it has been confirmed, thetinesses are aware of the
importance of planning, measurement and analysithenarea of marketing.
The variables having the greatest explanatory p@anmethus in connection with
this. Of course, the results that have been fousr@ Ishould be treated with
caution, as for the managers of businesses, tdenited values often differ
from the values they pursue. This is largely cotestevith the expectations of
the social and market environment (Katona, 2012doHKa 2014b).
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3. The marketing-controlling (planning, analysis, exation) tools used by the
businesses in size categories based on the nunilmemgpanies differ both in
the extension of the devices used (humerical) anide time horizon.

During the investigation, | detected that significdifference exists in terms of
the number of devices used by the companies acaptdithe companies’ size,
which is based on their number. The link is veblgnot only between the
number of planning, measuring and analyzing toolg, also the depth of the
study and between the temporal extension of ithds been shown that a
substantially smaller proportion of small busingsegamine their efficiency of
their marketing activities. In point of the numladrindicators used also revealed
substantial differences according to the compame.si found out that
businesses use mostly financial indicators for mméag their marketing
activities. | also experienced differences in tloenp of the temporal extent of
the use of marketing-controlling tools. A more sigant part of large
organizations examines the effects of their manketctions over a year or
several years than small enterprises. In the chsenall businesses, typically
short-term investigation might be observed. Duritlge investigation, a
significant difference between the extensions af thdex system used by
businesses could also be shown. Higher proportidarge enterprises quantify
the effects of their studies and use advancedsstati methods. Obviously, the
marketing-planning and evaluation toolkit of smfaiins should be developed,
because the basic marketing functions in most casesather underdeveloped.
This could be referred to several things, including lack of resources, which
means from one side financial and from the otheée sither types of resources,
such as the lack of professional skills. The otimportant reason for the
underdeveloped marketing area is the lack of retiognof the leaders of the
businesses that for the more efficient operati@y theed marketing activities’
complex ’'treatment’ by the marketing-controllingote. A number of authors
(see e.g. Witt and Witt, 1994) deal with the usé¢hef controlling toolkit for the
SMEs sector. The solution of this question raisppodunities for further
investigations. By the marketing-controlling anaysnly few experts deal in
Hungary and complex research has not been cartegled in connection with
the marketing-controlling characteristics and pafisy of application of small
businesses.

4. Assessment of the financial position and operaéffggiency of companies
has changed also in the point of their own perfarogaand the performance of
the competitors

However, the direction of this change was not ¢leantrary to hypothesis H2.
According to the financial performance’s indicatarf businesses, we could
perceive stagnation or deterioration. In terms @ thon-financial indicators
(customer satisfaction, loyalty, trust) undertakingerceive an improvement
compared to their earlier performance. From thevuieat the performance is
compared to the competitors the judgement of tliBopeance of the company
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also different. Generally, the majority of the satd companies judged their
performance more favorably compared to rivals aextgived the companies’
position being more preferred. This is true; inecaéthe indicators as well that
show the companies’ efficiency, effectivity and toumser performance.
However, in terms of different indicators differescalso can be observed. The
slightest difference companies perceived at thecatdrs that show their
financial position. Obviously, the judgement of t@mpany’s profit or markup
is objective so they must stay on the land of sealiln the terms of the
indicators of efficiency, the perceived performamcenproved compared to the
rivals, in the case of the customer performancsigipographic indicators huge
differences are observed in the assessment of icaepperformance, in terms of
positive changes. | also examined the performahceaertakings bearing with
other factors, such as the size of the company lfjeurand income), market
position and the area of operation. In many casigsjficant relationship could
be proved between the variables. So the assessiniet financial position also
depends on the size, the market position of thepemmy and the area where it
operates.

5. The companies which use the services of ’exterfiahs, which are
specialized for marketing activities, are not meféicient, than companies who
do not apply external marketing firms.

During my investigation | have proved that, contr&ao my presumption, the
companies’ effectiveness does not increase withrige of involvement of
external firms specialized for marketing activiti®oreover, on the contrary, it
has been shown that there is a negative correldigtween the success of the
business and the use of external companies, sdiabdyi the efficiency
decreases with the involvement of external firmisviGusly, it can be related to
the fact, that the cost of outside services oftgmdr than if it would be the
company’s own inside activity. Unfortunately, thesimesses mostly because of
these high costs do not use marketing professiohats especially true for the
representatives of the SME sector, since besiddititecosts of marketing the
desultoriness of marketing tasks may hold-off semdbiusinesses from creating
a separate marketing organization and applying etedx professionals. A
further reason of the lower efficiency of extersglkecialists could be the less
knowledge of the products of the firm. This is Imstcase might result a much
lower efficiency of utilization of higher professial knowledge compared to the
internal co-workers. However, if the relationshigtyeen the studied variables
is reversed, then we can say that the firms withsv@ffectiveness use external
marketing firms in a higher proportion, which iss@ry reasonable reaction to
the worse economic performance. Because, the appitess table- analyzes are
not capable to establish which one is the depende which is the
independent variable.
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6. The wideness of the planning and evaluation togksduby the companies
partly defines their efficiency.

During my investigation, | could partly prove mygwothesis, which the firms
that use planning and analysis tools in a greaterher perform better both in
point of themselves and of their competitors. | Idoudetect significant
relationship only in a few cases; however, it dnesmean that between other
indicators, especially in the indicator of profilélp there would be no
connection, just means that this current investigatould not prove it. The fact
| have discovered could also play a role in thsshigh proportion of companies
only apply design and analysis tools in a small bemdespite the fact that the
sample contains medium-sized and large compani@setatively large number.
Between the improvement of competitiveness and whéeness of the
indicators used positive relationship was shown,the case of customer
satisfaction and customer confidence indicatorsatTik, the competitiveness
index improved more in the case of businesses w@#ifepst 1-4 indicators, than
the enterprises applying no indicators.

In point of the positive change of effectivenesd #re wideness of indicators in
three cases, market share, profit and mark-up ipesdonnection could be
proved. Thus, the market share and profitabilityehancreased in the previous
period among companies, which use more marketimiraiting devices.
Obviously, the slight relationship between the stigated variables also shows
that in the improvement of the mentioned market prafitability indicators
other indicators might play role not only the widses of the use of marketing-
controlling tools.

By this thesis, | managed to reach the main gbahyresearch: (in part) it is
confirmed that the use of marketing-controllinglsobas a positive impact on
the efficiency of businesses. Therefore, in lightttos, it is expected that if
small and medium businesses used marketing-cangjotlevices more, their
profitability would be better. This research is asis of a future study of the
SMEs sector, in which | would like to explore arehtbnstrate a much broader
context of the application of marketing controllirkgpr example, | would like to
contrast the growth in profitability perceived biet businesses with the
performance-change perceived by the customersciémporate research project,
we would like to examine the characteristics of ifgnbusinesses, also their
marketing-controlling activities, and the contekiitowith the other operational
characteristics of the businesses.

7. The marketing approach of the businesses has treamsfl in recent times,

furthermore, changed their strategy and stratedigeotives as well.

During my research, | have proved that the marketapproach of the

Hungarian businesses has changed in recent yelais.statement is true for
example in the case of marketing-outgivings, whieeproportion of those who
look at marketing-expenses as investments hasasede The attitude-change
might be detected in the businesses’ strategy tatkgic goals. The short-term
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strategic orientations (survival, short-term profitaximization) are being
replaced by the long-term entrepreneurial appro@titaining market share
from rivals).

In the case of the change of effectiveness ovee,tisignificantly verifiable
improvement could be shown in recent years by tiigcators of efficiency.
Firstly, significantly reduced the number of comiganwhose effectiveness has
decreased in recent years. Moreover, significamireased the number of
companies who perceive a significant improvemetiair efficiency.

In the case of competitors, the companies thatpaegsent in the sample also
perceive an improvement in the past five yearss Tiprovement is justifiable
at two third parts of the 12 examined indicators.
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3.2. The fulfillment of the research hypotheses

The fulfilment of the hypotheses examined in thesdrtation | appreciate

below based on the conducted studies. (Table 3.)

Table 3. The dissertation hypotheses and the ratedecisions

Area Hypotheses Rating
1. In the companies’ product policy the
product range-orientation and the result- Proven
General characteristicg orientation are the two main aspects.
of the corporate 2. The use of marketing-controlling
marketing activities toolkit is displayed during the small and
. . : Proven
medium companies marketing
communications and sales activities.
General examination of 3. Large companies have more extensgive
the marketing- marketing-controlling system (marketing Proven
controlling planning and analysis) then small businesses
4, Assessment of the financial positipn
and operating efficiency of companies has
deteriorated also in the point of their own Refused
performance and the performance of the
competitors
5. The companies which use the
The effect of services of ’external’ firms, which are

marketing-controlling
on the effectiveness an
performance of

specialized for marketing activities, are mg
defficient, than companies who do not ap
external marketing firms.

pre Refused
Dly

businesses

6.
evaluation tools used by the companies h
positive relationship with their efficiency.

The wideness of the planning and

Partly
2S & stified

7. The marketing approach of t
businesses has transformed in recent tir
furthermore, changed their strategy 3

ne
nes

Proven
ind

g
strategic objectives as well

Source: primary research
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4. CONCLUSIONS, RECOMMENDATIONS

Reviewing the examined topic, | elaborated the rdteoal approaches of
marketing controlling, submitted its potential alijees, tasks and areas. In
addition, | clarified the marketing-controlling are relationship with the
marketing and controlling disciplines.

In the empirical investigations, special attentwas paid for the differences in
the size of the undertakings, highlighting the netirlg activities of small
enterprises, as well as the specifics of the use¢hefmarketing-controlling
toolbar. Significant relationship was shown betwebe use of planning,
metering and analysis tools that might be usedhduhe marketing controlling
and size of the undertakings. Especially significdifferences were found
between the small and the large enterprises, finthia causes of the deflections
is necessary in order to facilitate to find a solutto make small businesses
operate more effectively.

Of course, the question may arise; what is the tpiminnvesting money, or
providing additional resources for such an enteepthat struggle with lagging
in the field of either marketing or other operatibareas. Small businesses will
exist anyway in the circle of economy whether trag effective or not.
However, eventually the inefficient firms will fabut from the system; new
ones will replace them, which will be not necedgdie effective. The reason
for the existence of small businesses is obvidwesy serve such geographical or
market gap that the larger firms cannot or do spira for, either because of the
lack of flexibility or specific knowledge. The sdion is to manage the problems
of small enterprises, either by involving centreaurces, as developing their
competitiveness and other skills are cheaper soisitior national economies in
the long run. Therefore, in my opinion, developthg marketing skills of small
businesses is necessary in order to make themt@@nage their marketing
more effectively, and by doing this, satisfy coneumeeds more effectively,
ensuring their long-term operation, and strengtigitie national economy.
However, enterprises appeared to share a viewittimtequally important for
them to maintain a broad assortmeifitis was confirmed by investigation of
the corporate marketing tool system’s product gpolichis means that extending
the range of products is an important tool for tinems to stay resistant in a
competitive market. These aspects turned out tgeperal in the case of small-
and medium companies that took part in the invastg, large firms-in the
other hand- placed foreground their profitabilitiytbeir products. This aspect
was also very important for SMEs too, but slighthgged behind the factor
called 'Variety-orientation’.

Analyzing the marketing toolkit, the firms’ markeg-controlling orientation
appeared to be also an important factor, whichedirp in the use of
marketing-controlling tools, both in the field ofanketing or communication
policy. This is partly contradict with the expergenthat during the investigation
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of the specific marketing-controlling tools. Duritigis investigation, not only
the respondents had to appreciate the importantedfiven tool on a scale but
also they had to comment about the use of the etstool or about the lack of
use of it. The discrepancies that are found carelaéed with thathe businesses
preferences and the principles they would like dibotv in many cases are
inconsistent with the principles actually pursu&tie difference appeared partly
due to the lack of potentials (financial and techhi, and on the other hand to
suit for the pressure that comes from the extegngironment. My conclusions
on this topic are explained in my earlier works tfe, 2014a, Katona, 2012b).
One of the surprising results of the study wasuieg of the businesses about
their performance measured to themselves or thatsr In order to measure
their performance | used financial performance datbirs, efficiency metrics
and psychographic indicators for costumer impabe asis of the supposition
was that the businesses would judge the chandeeofgerformance negatively
because of the economic crisis. However, it wasthist way, because firms
perceive - even if mild - improvement in most iratars. It can be observed,
that firms perceive the greatest improvement in #rea of customer
satisfaction, loyalty and trustfulness, which arerendifficult to measure and
guantify. The favorable judgement of the less cetecmdicators may be related
to the positive expectations, increasing confidenicthe businesses or to their
willingness to suit. This is confirmed by the realy investigated SME
Confidence Index, which shows more and more faderabage in recent years
(piacesprofit.hu, 2014, napi.hu, 2014).

Applying external marketing companies brought dpecesult because their
efficiency-enhancing effects were failed to prolet during the investigations,
| proved that at businessedere external marketing companies or specialists
were applied the efficiency was even worlas might be a result of that, for
the businesses using an external specialist inod stin is a more expensive
solution, and an external marketing specialist despis professional
competencies might not know the company as wedhasiternal employee.
However, the analysis of the relationship betwdwenfactors does not define the
direction clearly, so actually might be possibleattthe companies showing
worse performance use outside specialists in aehighoportion. Obviously, it
is likely to be in the background of the resultsnét, then the first case is
obtained, so in my opinion the solution from a cvgte practice view is not to
exclude external specialists from solving the mankgeproblems, but create and
promote collaboration between external and inteemgkrts. If it is not possible
to occupy an internal marketing-specialist in alsg@mpany, then, in my view
the employees’ development in the suggested angld be a solution for those
who work at the company. This might be realizedeurttie companies’ steam,
but where this is not possible due to the lackesburces, there supporting the
postgraduate specialist-training course is esdeiitiee survival and success of
small businesses for national economy is vitall have mentioned earlier. In
point of education, | agree with other authors (sge The Duma, 2014) that
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institutes of higher education, should take pacteasingly and get a stronger
role in this.

One of the important results of my research is thaave proved the link
between the extended use of marketing-controlbotstand the effectiveness of
the businessThose businesses using more indicators usuallyeased in
effectiveness and competitiveness. | am convinbatlthe results show that the
use of planning and analysis tools promote morneiefft use of resources by
improving the operational effectiveness. In théigf these results, | think it is
definitely justified and reasonable to use thedawl marketing controlling as it
is proven useful for businesses.

To resolve the national economic risk (see aboeagrated by small businesses
(SMEs), as | have already stated (Katona, 2014agretis a need for
involvement of state institutions, professional amgations, institutions of
higher education and their cooperation in ordex long-term solution.

As a conclusion of my work, | make up a generatigline (Table 3) for small
businesses in order to make their operation mdiaesft and balanced, keeping
in mind that every business requires unique salutiepending on the position
of the company and characteristics of the envirorime
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Step 1: Definition of goals Defining the objectives of the business.

N Resources and capabilities of the
Step 2: Analysis of the situation undertaking. Features of customers,
purchasing power, market size.
Capabilities of rivals. Macroeconomic
! conditions. Other environmental
Step 3: Defining strategic anf o _
operational plan Schedule, budget, examination of thrift.
v
Step 4: Development of measuremgnt Development of system, which shows the
system fulfillment of objective:
\L Continuously monitoring and
Step 5: Follow-up investigating the realization of
objectives! In case of divergence, take

necessary action.

Table 3. The marketing-controlling process of srhaliinesses
Source: own editing

Further helpful guidance could be provided for dnaald medium businesses
whether in a general or specific and detailed fdAowever, we should bear in
mind that in works for especially small businesses have to strive for
simplicity. By this, we could be able to get closeibusinesses that have scarce
resources even in point of professional knowledgénoe. With more detailed
and diversified methodological guidelines, | wouike to deal with in my
farther works.
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5. SUMMARY

The fundamental purpose of my present work is iotpmut the importance and
opportunities of marketing-controlling, particularelated to the SME sector.

As a part of my work, | have performed theoretiedearch and analyzed the
literature of marketing-controlling and the resudis the related researches.
Before and during the process, | also examinedch@gacteristics of the two
disciplines, marketing and controlling, which are close relation with
marketing-controlling. That includes their conceptibjectives, tasks and
operations, etc.

The timeliness and relevance of my study is vetifig the fact that the micro-,
small- and medium businesses pose a severe bumtkrclallenge to the
national economies across Europe, since their ptiopoin the economy is
almost 100%, they give jobs to about 2/3 of alléhgployees, and they produce
about 50% of the GDP.

In my opinion, it is necessary to make the operata small enterprises
(SME’s) a lot more predictable. For that reason, stydy examines a system
that, in my regard, is able to contribute to therenstable operation of small
businesses. As | described in my study, small priters have to deal with
several challenges. This statement is supportethéyeferred researches and
studies of international organizations. One of ¢hidaws among others is the
approach of the enterprises, based on which eveim tualification as an
enterprise might be questioned, since their exigters characterized by
avoiding uncertainty and the lack of risk takingllwgness (OECD, 2010;
Hofmeister-Téth et al, 2013), whereas taking rigk&n essential aspect and
requirement of being an entrepreneur (Chikan, 199%4éthout this approach,
we can hardly speak about a real enterprise.

Marketing-controlling comprehend two different p@inof view. One is the
marketing — the hand and the mouth — which helpsetiiterprise to reach and
address the customer It can emphasize why it ishwtorthe customers to buy
their product, what benefits does it hold for them.

At the same time, it needs to be clarified whatewland how is being said by
the mouth or being done by the hand. Everythingtbase done in the right
place, in the right time and the in the right wayorder to achieve the proper
results, in accordance with the preliminary objesdi

That task is covered by the controlling, that camaites the hand and the mouth,
so the proper actions can be said and done ingheplace and time.

Therefore the controlling plans, coordinates aralyaes, in order to investigate

whether everything happened as it had been plar@easequently marketing-

controlling aims to get a field under control, tlogerates along several actions
that is hard to evidence and the results are eastehto verify.

29



Marketing-controlling plans, analyzes, evaluatesntmls and coordinates
marketing processes and, of course, provide infoomdor the decision makers
of the company. In fact, controlling approach prsvduring marketing actions.
In my practical research, | studied the charadiesisof marketing and
marketing-controlling activity of the enterpriset. have pointed out the
differences between marketing actions of the ensap using different
variables — size, market position, operating fieland in many cases, | achieved
to verify these differences along the variablestriéd to characterize the
enterprise’s marketing toolkit with other variablé&se culminating factors were
those that describe product- communication or satestegy. For example
enterprises assign great importance to planningtaiftanalysis.

During my research | investigated the effects efélbonomical crisis that highly
concerned the SME sector, examining how strongé ¢hterprises are still
suffering from its impact.

| arrived to an interesting conclusion that thewahcial indicators did not show
significant improvement in general yet, however irthéess measurable
performance (psychographic) indicators are greatblved in many cases. They
reported improving trends in general, regardingoaate efficiency.
Performance enhancement achieved by hiring outsigideting specialist was
one of the cornerstones of my practical researicttesthe majority of small
businesses does not have their own marketing wiofesls. However, the
results of the study proved that there is a negaglation between the business
performance and hiring outside marketing specialiSther using outside
professionals does affect the performance neggtivelthe bad performing
companies are more likely to turn to marketing essfonals in general. In my
opinion the latter is the relevant statement.

In the recent periods some positive changes caobberved for example the
change of direction in business strategy and sfi@goals. The short term goals
like survival aim were replaced by long term grogtals. Positive changes can
also be seen regarding business performance digeniprovement is what
they are experiencing in the recent past.

Finally, perhaps the most interesting achievemémntystudy was to be able to
partially verify that the wideness of the marketoantrolling toolkit, meaning
the level of their utilization, shows significardreelation with the effectiveness
of the company.

| consider my present study as the first step & Work dedicated to the
verification of the positive effects of marketingrtrolling, regarding the
improvement of corporate efficiency.
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