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! Marketing Productivity

2 Assessing marketing productivity
® Chain of Marketing Productivity
* Marketing Assets

® Marketing Expenditures

® Brand Equity

” Customer Equity

® Financial Impact

® Cash Flow
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! Marketing Leadership Council

2 "Having exhausted cost-saving opportunities in virtually every other function," marketing is "next in the line of fire."
* Nonfinancial metrics

* Institute of Management Accountants

5A Framework for Marketing Productivity

® Marketing assets
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! Intermediate outcomes are

2 Attitudes and behavioral intentions

¥ New product launches

* Long-term assets

> Brand equity, customer equity

® Market-based assets

" Effectiveness and Efficiency

® Price promotions

% Short-term revenues and cash flows

10 Tactical and strategic marketing actions
1 Implications

12 Chain of marketing productivity

13 Subsequent marketplace consequences
! The Chain of Marketing Productivity

WY



WWW.jamv.ir

Cu o 9 Sylwlus 51051 puis doliluad
ISSN: 2645-4572

(;v-”w -‘-‘é) yraa ul}}m} AR b)‘-w:} Y 8,92

lads o3l Jold Sl o a8 ad o Ginled 1) <80 gl oiliul (S ojled IS YL cunly Cow
Sl e cddled sl 4 e b o]l cpl adb <8 b b obylib Ss spliel K65 b Jaae (s3] il
Sl ol (b (ol SLI plo g 65y lo 4l (giloki p (lodd D9 ( Slls sla S S 5l (ST
aold 1wl (69 oyp0 i pl (5y97m0 fadge &S &S pl 4 ds gl b Ngd o &8 b som 3l o obylib (5,105 ,50

! Rust T. Roland., Ambler Tim, Carpenter S. Gregory, Kumar V., & Srivastava K. Rajendra(2004), "Measuring
Marketing Productivity:Current Knowledge and Future Directions", Journal of Marketing, 68(October 2004), 76-89.
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! Strategies and tact

? Intangible off-balance-sheet assets
¥ Margins

* Turnover

> Superior brands

® Price or volume

’ Loyalty programs

8 Cross-selling
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! Up-selling

2 Expenditure

% Value of a firm's customer base
* Firm's revenue streams
> Customer acquisition

® Cross-buying

’ Customer impact

& Ambler et al. 2002

® Customer mind-set

10 Customer awareness
11 Customer association
12 Customer attitude

13 Customer attachment

14 Customer experience
15 Strength and length of the customer or brand relationship
18 Cross-selling
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! profitable lifetime duration of customers

2 Word-of-mouth behavior

* Marketing assets

* Customer- focused measures of the value of the firm
® Offerings

® Brand equity and customer equity

" Core concept

8 Incremental discounted cash flow

° Inter- brand

1% Home Depot

1 Corporate value

12| ifetime values of all the firm's current and future customers
3 Discounted profit stream
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! Transaction- to relationship-oriented marketing
2 Key metric of the firm

® Measurement and monitoring

* Financial impact

> Intermediate measures

¢ Superior brands

" Price elasticity

® Price premiums

% More efficient marketing programs
10 Advertising and promotions

1 Responsive

12 Brand extensions

13 Price premium

1 Referrals

!> Greater customer retention

1% Longevity
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! Financial impact

2 Return On Investment (ROI)

¥ Maximization of ROI

* Efficiency

® Effectiveness

® Internal Rate of Return(IRR)

" Discount rate

® Discounted return

% Discounted expenditure

1% Net present value

! Discounted return

12 Net present value of the expenditure
3 Economic value added

% Impact on the value of the firm
15 Market value- added [MVA])
16 Change/flow measures

7 State measures

18 Level of performance
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! Forward- looking and retrospective measures
2 Accounting measures

® Historical performance

* Growth prospects and sustainability of profits
> Tracking off-balance-sheet metrics

® Stock market performance

’ Qutstanding shares of a firm

¢ Book value

% Firm's assets and liabilities

19 Balance sheet

11 Market-based and intellectual property

12 Excess or lack of investor enthusiasm

13 Ratio of market capitalization to the book value
“lindicator of the strength of marketing assets
> Tobin's q

16 Tangible assets

7 property

¥ Equipment

¥ Inventory

20 Cash

*! Investments in stock and bonds

22 Intangible assets

23 Economic profit

* Total shareholder return

25 Cash flow to shareholders

% Dividends
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! Share price

2 perceived growth potential

¥ Associated risks

* Expectations of future performance

> Elements of environment and competition
® Adapting to the environment and competition
’ Environment

8 Economic and geopolitical turbulence

% Uncertainty

19 proactive (market driving)

! Reactive (market driven)

12 Competition

13 Marketing expenditure decisions

4 Advertising spending
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! Montgomery and Wernerfelt

2 High-market- share brands

* Greater wealth

* Larger share

® Quite elusive

® PERCEPTOR

" Product design decisions

® Advertising expenditure decisions

% Econometric time-series models
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! Business impact

2 Strategic marketing alternatives

3 Strategies and Tactics

* Strategic direction for the firm

> Sustainable competitive advantages
® More differentiated

" More monopolistic

8 Cash flow crunch

? Liquidity

10 Triggers of customer product purchases
1 pyrchase sequence model

12 Firm's customer database
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! Customer management strategy
2 A 360- degree view of the customer
* Implementation of tactics

* Sales personnel

® Direct mail

® Telephone sales

" Online

§ Wrong customers

® Wrong offer

% \Wrong time

1 Right customer

12 Right offer

B3 Right time

¥ Touch points

5 Touch history

16 Advent of e-commerce

7 Reach, frequency, and monetary value models
18 Customer is due

Y Dead

20 Telecommunications

2! Durables
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! Traditionally employed marketing-mix strategies and tactics
2 Customer profitability

¥ Future business cycles

* Custome Impact

% A customer's summary judgments

® Corporate activities

’ Advertising

8 Corporate ethics

® From the standpoint of the marketer
19 Transactions

11 Customer preference
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! Marketing assets

2 Economic health of the firm

* Brand equity

* Customer equity

> Aaker

® Brand awareness

" Perceived quality

® Brand associations

° Brand loyalty

10 Keller

1 Differential effect

12 A memory node in a network
3 More vivid

1 Easily recalled set of associations
5 Overall value

!¢ Nonfinancial methods

7 Buyers' knowledge

'8 Free association tasks

19 projective techniques
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! Techniques designed to elicit the metaphorical meaning of brands
2 Methods to measure the structure of associations more explicitly
3 Conjoint analysis

* Product attributes

> Brand names

® Holistic methods

’ Residual approaches

® Deduction

® Residual impact

19'v/arious measures of market performance

1 Financial World

2 Interbrand

13 Best-known commercial measures

% Market leadership

1> Stability

18 Internationality

7 Trends of the brand

'8 Support

9 evel of protection

20 Characteristics of the markets

2! Accepted efficient-markets hypothesis

22 prevailing finance- based view

2% Simon and Sullivan

¢ An unbiased estimate of the future cash flow
2 A financial measure of brand equity
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! Aaker and Jacobson

2 Stock returns

® Brand quality perceptions

* Firm ROI

® Brand attitude

¢ Equity

" Publicly traded corporations

¥ Net income

° Book value of equity

19 positive statistical association
! Marketing expenditures

12 valuation premium

13 Customer equity

!4 Blattberg and Deighton

15 Customer equity models

16 Models of the lifetime value of individual customers
7 Direct marketing paradigm

18 |_ongitudinal data

191 ong-term value of customer relationships
% Financial services arena

2! High-technology industry
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! Methods for assessing the lifetime value of a customer
2 Assessment of marketing decisions over time

* Subscription sales

* Business-to-business

® Direct mailings

® Internal company information

’ Customer survey data

® One-step-ahead purchase information

% Panel data
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!Quantitative research

? Sales promotions

* Discounted profit flows over time
* Financial Impact

® Revenues

® Expenditure

" Investments

® Financial return

°ROI

0pIMS company

1 Firm's aggregate return on net assets
12 Methodological grounds

B Gale

VoY



WWW.jamv.ir Cuy pie 9 (Sylulus 511 puins doliiad
ISSN: 2645-4572 (i A) VYRQ o ; Y 2,lowl oF 5,9

5,8as Lol cunl oduzmn (gl Al 395 (6395 4 aBly CuaS g 00 STl cuaS Hle blo)l Kis o a5 350 ylgis 456
s Jgiazne CusS 136 o5 3 8 ik ot 5 Jlo

o oyt Sl a0 &S Canl 03> lis lisiss ¢ picmen J(RUSE, Zahorik, and Keiningham 1994, 1995) ¢!
(5 95 o b dinjn (IS 4 e & ek S dgute 9 398 0 ole G cage & e cuaS
Anderson, Fornell, and Rust 1997; Rust, Moorman, and Dickson ) asl awsls 3gag * il Jléo abal,
el 53 45 1, (Davis 2002; Hogan et al 2002)” Jlo Sy puais ¢ Jlo 035l b)) el Sasy (S35 4 (2002
il als )5 dn g 3y9m ] 039y Jolite 'S 15 Lo

"8 B3y 2 U
2 il oo bgrye el 3 & 1y byl sl calld 5 gmalil slo (ol & ole Jubos Ll b i ya
Sl o33k 4 e Sy S UMl &S wls ol (1800) eensSl 5 0 Jlio sy ten el Jb>
nl 4 4 b (ol 038 oo i 3k 0aSLE Sl (Sl oS el Sl it 035 ) 295 o0 | pla
G5 obe 58 sl ey (1330) T Sen 5 Sl oS B (o) s, el b 5 ik Sl (o
& sl Kl ohen (395 Cuato )3 1) plew Cund g (S e olaai ) b baye U0 s ol (b palls

G 2l Ll b cdld b s mie (55 o pasls Gib 31 (1390)7 S 5 (eolgd] (JSb (e

S o o Slynis 5 byl 5Tl Gy 1y osiiune dlasly 5 31 03ls L 5L e3938) 35,0 5 csabail o393l
Nl S e s eS

! Product quality

2 Return on quality model

® service quality improvements

* Revenue

® Trade-offs

® The element of financial risk

” Corporate finance

® Impact on the Value of the Firm
® Market-based assets

19'|_ane and Jacobsen

1 Brand extension announcements
12 Abnormal returns on stocks

13 Market index

¥ Kim, Mahajan, and Srivastava
15 Net present value of cash flows
16 Ailawadi, Bonin, and Farris
TEVA

¥ MVA

9 Firm's financial fortunes
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! Srivastava and colleagues
2 Demers and Lev
¥ Web site characteristics
* Stickiness
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® Reach
® Brand reputation (equity)
" Durable asset
® Firm performance
% Other Factors
9 Environment
1 Slater and Narver
12 Market orientation-performance relationship
'3 Transient
“ Harris
1> Specific moderating environmental conditions
18 Subjective and objective measures of performance
7 pelham
'8 Industry environment
19 Firm strategy selection
% Moderating factor
2t Greenley
2 High levels of market turbulence
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'ROI

2 Medium and low market turbu lence
® Marketing productivity

* Dynamic in nature

® Consistency

® Market responsiveness

" Competition

® High-equity brand

% Less price sensitive

1% More responsive to marketing com munications
1 Asymmetrie

12 Carpenter et al

3 Price cuts

4 Advertising spending

5 L ow-equity brands

16 Carpenter and Nakamoto

7 Competitive imitation

'8 |_ow-equity, me-too brands

19 Share of high-equity brands

20 pjoneers
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! Competitive advantages

2 Existing financial metrics

* Nonfinancial metrics

* Forecasting long-term outcomes

® Discounting cash flow

® The future in the state of the marketing asset today
” performance of this changing asset and the bottom line
8 Aggregate-level models

° Dynamic and comprehensive

19 Great insight

11 Customer heterogeneity
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