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By the end of this topic, the reader should understand;
· the system for converting a strategic vision into a concrete set of performance measures
· the function and significance of marketing control in business marketing management
· the components of the control process
· the importance of execution to the success of business marketing strategy

Introduction
Measuring marketing performance, quantifying and measuring marketing’s worth as well as improving marketing’s efficiency and effectiveness continue to rank among the top challenges faced by marketers today. Today’s marketers, face many challenges one of them being to prove marketing’s value, to grow customer knowledge and extracting greater value and profitability
Thus, the critical importance of an effective control system that provides key measures of performance is highlighted for all business marketers, whether small or large. Information generated by the marketing control system is essential for revising current marketing strategies, formulating new ones, and allocating funds.
A strategy map provides a visual representation of the cause-and-effect relationships among the components of a company’s strategy.
Firms use the strategy map concept, developed by Robert S. Kaplan and David P. Norton, because it isolates the interrelationships among four perspectives of a company that the authors refer to as a balanced scorecard.


Pillars of the Balanced Score Card
· A financial perspective that describes the expected outcomes of the strategy, such as revenue growth, productivity improvements, or increased shareholder value.
· The customer perspective that defines how the firm proposes to deliver a competitively superior value proposition to targeted customers. 
· The internal perspective that describes the business processes that have the greatest effect on the chosen strategy, such as customer relationship management, innovation management, or supply chain management 
· The learning and growth perspective that describes the human capital (personnel), information capital (information technology systems), and organizational capital (climate) that must be aligned to the strategy to support value-creating internal processes.

Developing the Strategic Map
Step 1: Define the financial objectives and establish growth and productivity goals
A strategy map starts with financial objectives for creating shareholder value through two paths: Long-term revenue and short-term productivity. The long-term goal often establishes a stretch target that creates a value gap—the difference between a desired future state and current reality.
 Kaplan and Norton note that the size of the value gap must be established with care: “Executives must balance the benefi ts from challenging the organization to achieve dramatic improvements in shareholder value with the realities of what can possibly be achieved
Step 2: Define the customer value proposition for target customer segments 
Achieving revenue growth goals requires explicit attention to generating revenue from new customers or increasing revenue from existing customers. Thus, the most important component of strategy is to develop and clarify the value proposition for customers in targeted segments. Recall that Chapter 6 presented four major value propositions and customer strategies: low total cost, product leadership, complete customer solutions, and system lock-in.

Step 3: Establish the Time Line for Results 
To develop a coordinated plan, the high-level financial goals must be broken down into targets for particular functions or internal processes, like innovation management, so that organizational members unite behind the strategy and are comfortable with the overall target.
Step 4: Identify the Critical Strategic Themes and Internal Processes with the Greatest Impact on the Strategy 
This step identifies the key processes in delivering the customer value proposition and reaching the company’s financial objectives. Boise’s internal process objectives emphasized three themes Operational excellence: Rationalize operations by moving more customers to an e-commerce channel to provide more convenient customer access and lower costs per customer contact. Customer management: Leverage customer service by personalizing the ordering process, making interactions easier for the customer, and meeting all the customer’s needs in a single interaction. Innovation management: Redefine customer value expectations by creating new tools that customers can use to control spending on office supplies.
Step 5: Identify the Human, Information, and Organizational Resources Required to Support the Strategy
 The learning and growth objectives assess how ready the organization is to support the internal processes that drive the strategy. This stage ensures that organizational members are aligned with the strategy and get with the training, information technology, and incentives to successfully implement it

Step 6: Develop an Action Plan and Provide Required Funding for Each of the Separate Initiatives (Strategic Themes) To reach financial targets and fulfill the strategic vision, several separate initiatives—involving different functions and processes in the company—must support the overall strategy in a coordinated fashion These initiatives create the performance results and form the foundation for successfully implementing the strategy. Rather than a series of standalone projects, these initiatives should be aligned to the overall strategy and managed as an integrated bundle of investments
Marketing Control
Marketing control is a process management uses to generate information on marketing performance. Two major forms of control are:
·  Control over efficient allocation of marketing effort and
· Comparison of planned and actual performance

Below are the various types of controls:
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Strategic control is based on a comprehensive evaluation of whether the firm is headed in the right direction. Strategic control focuses on assessing whether the strategy is being implemented as planned and whether it produces the intended results. Because the business marketing environment changes rapidly, existing product/ market situations may lose their potential and new product /market matchups provide important opportunities.
Marketing audit—a comprehensive, periodic, and systematic evaluation of marketing operations that specifically analyzes the market environment and the firm’s internal marketing activities.
· An analysis of the environment assesses company image, customer characteristics, competitive activities, regulatory constraints, and economic trends. 
· Evaluating this information may uncover threats the firm can counter and future opportunities it can exploit.
Marketing Performance Measurement (MPM) 
Many firms are now strategically developing performance measurement approaches to evaluate their marketing efforts. They have developed a marketing operations area that concentrates on maintaining a set of realistic marketing performance objectives and measures 
The MPM is a business strategy that provides performance feedback to the organization regarding the results of marketing efforts, and it is often viewed as a specific form of market information processing for the organization
In annual plan control, the objectives specified in the plan become the performance standards against which actual results are compared. Sales volume, profits, and market share are the typical performance standards for business marketers
· Sales analysis is an attempt to determine why actual sales varied from planned sales. Expected sales may not be met because of price reductions, inadequate volume, or both. 
· Market-share analysis assesses how the firm is doing relative to competition.
· Expense-to-sales ratios are analyses of the efficiency of marketing operations—whether the firm is overspending or underspending

Efficiency control examines how efficiently resources are being used in each element of marketing strategy (for example, sales force, advertising). Effectiveness control evaluates whether the strategic component is accomplishing its objective. A good control system provides continuing data for evaluating the efficiency of resources used for a given element of marketing strategy to accomplish a given objective.
Measures for efficiency can be based on:
· Product efficiencies- Sales by market segments, sales growth rates, market share, contribution margin, percentage of total profits, return on investment
· Distribution efficiencies- Sales contribution by channel type, Sales and contribution margin by intermediaries, Sales relative to market potential by channel, intermediary type, and specific intermediaries Expense-to-sales ratio by channel  
· Communication effectiveness- Advertising effectiveness by type of media Actual audience/target audience ratio Cost per contact Number of calls, inquiries, and information requests by type of media, sales per sales call Sales per territory relative to potential selling expenses.
· Price effectiveness- Price changes relative to sales volume, discount structure related to sales volume, bid strategy related to new contracts, price policy related to sales volume, Margins related to channel member performance.

Profitability control aims to describe where the firm is making or losing money in terms of the important segments of its business. A segment is the unit of analysis management uses for control purposes; it may be customer segments, product lines, territories, or channel structures. For both strategic and tactical decisions, marketing managers may profit by knowing the effect of the marketing mix on the target segment at which marketing efforts are aimed.

Implementation of Business Strategy
Implementation is the critical link between strategy formulation and superior organizational performance. Marketing implementation is the process that translates marketing plans into action assignments and ensures that such assignments are executed in a manner that accomplishes the defined objectives
Implementation skills for marketing managers:
·  Interacting
·  Allocating
·  Monitoring
· Organizing
 Each assumes special significance in the business marketing environ
The best implementers have good bargaining skills and the ability to understand how others feel. The implementer must also allocate time, assignments, people, money and other resources among the marketing tasks at hand. Marketing managers with good monitoring skills exhibit flexibility and intelligence in dealing with the firm’s information and control systems
The best implementers are effective at organizing. Sound execution often hinges on the marketer’s ability to work with both the formal and the informal organizational networks.
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