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Marketing Managers
The impact of the Marketing Management Process

Executive Summary

Managers use variations of a model analysis, planning, implementation, and control to help ve

problems. One model uses a series of questions to help guide the manager. This mode es risk t

analysis, implementation, andcontrol into its process, and evalua arketing and working with other

mangers. Models may not be the most effective and up to d nager to operate. Many other

considerations of today’s environment need to be t@ken into consi . Difficulties can also arise when a

manager tries to follow a model.

Introduction

Marketing Managers are face eir goal is to satisfy everyone that is affected by the decision

being made (Kotler 19 proposes a definition ofthe marketing management job, approved
by the American Marke , “the process of planning and executing the conception, pricing and

ods, services, and ideas to create exchanges with target groups that satisfy

pizational objectives.” It implies that the marketer must use extensive planning and

tively satisfy customers and people within the organization. Models are used to help

eps of analysis, planning, implementation and control (Kotler 1994). However, marketing managers do
ollow models; difficulties arise that the managers must deal with.
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Model 1

The Management Process

One model presented by Gilligan and Wilson (2003) uses 5 questions to guide marketing managers (see figure 1).
The first question is where are we now? (Gilligan and Wilson 2003) In this stage the competitive position, p

ranges, market share and financial position are determined (Gilligan and Wilson 2003). Dowlin
understanding the current situation as the first step in the marketing management process, addit

safe arrivi iigan and Wilson 2003). It includes
003).  This process does not mention control, other
mple Westwood's (2003) control step includes set
goal. The model helps marketing managers, but it
ant factors. This model introduces two factors managers

ation is needed for managers to improve effectiveness and efficiency (Lazer and Shaw 2000). These

implications are important in the process of marketingmanagement; Dowling’s (2004) is the next model.
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Figure 1

(Gilligan and Wilson 2003, pg. 9)

— \

Model 2

githen Tink it to customer’s needs (Dowling 2004). Next the marketing programs are developed, to
ement the plan (Dowling 2004). Last the efficiency and effectiveness need to be tracked (Dowling 2004).
§ et al. (1997) use a similar last step, in which performance is analyzed. The model is slightly more
inelusive then the first and it does include the importance of the customer, which some models fail to do, however
this model has no step where control is stressed. Controlling can help managers improve the effectiveness.
Satisfying the customer is animplication that Dowling (2004) introduces.



COPYRIGHT AMANDA WILLIAMS 2006 —NO PART OF THIS PAP ER MAY BE COPIED OR REPRODUCED WITHOUT PERMISSION

Figure 2
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Model 3

The Management Process

The first step in Kotler's (1999) model is research. This is considered the starting point, where the custgmer’s
needs, perceptions, and preferences must be determined (Kotler 1999). \ignali and Zundel (2003) focusitheir
entire model on research. Research is not only collected in the analysis step but is again in the di ' ge

ples (Sandhusen 2000). Then they must respond to the demand by re-evaluating the organization's
dhusen 2000). The last model is described by Sandhusen (2000).
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Model 4

The Management Process

Sandhusen’s (2000) model is the most comprehensive model discussed. The process begins with understanding
the business mission Sandhusen 2000). (See Figure 3). The customers, value of the product, history

company, and resources should be decided in this step (Sandhusen 2000). The environme,

in the implementation stage Sandhusen 2002). Kyambalesa (

implementation depends on how well the manager preformed.
goals of the plan (Kyambalesa 2000). The last stage is to collec

become important as factors chang

managers and an internal perspectiv

Figure 3
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(Sandhusen 2000, pg.60)

Implications

Marketing managers work with managers from all of their compan (Sandhusen 2000). In order for

all managers to work together they must have the sé@me purpose and goals (Sandhusen 2000). Arguments can

arise between managers over a tight budget, d importance (Kotler 2003), but managers in all areas

Difficulties of the Marketing Management Process
-

Managetsican not simply follow a model. Marketing theory may not be the best way to practice marketing (Hill et

. 1998)" The existing marketing theory needs to be revised to account for today’s environment (McCole 2004).
theory may hinder innovativeness ( Hill et al. 19998 cited Wortman 1993), and ignore consumer behavior
(Hill et al. 1998 cited Buttle 1994).

Difficulties can arise for managers. Managers of the same company could follow different processes. Processes

emphasize different steps. For example a manager following Gilligan and Wilson’s model (2003) are going to be
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less concerned with customers then someone following Dowling (2004). This can lead to conflicts in deciding what
the goals are. There may not be enough resources (Kotler 2003), for example budget, knowledge, or distribution
capabilities. Few models take resources like this into consideration. Some models examine the goals of the
company, for example Sandhusen (2000). In practice it is possible that different managers have different goals.

Inconsistency leads to managers trying to accomplish different goals. In most situations there are not

resources for all goals to be accomplished, this could lead to nothing being accomplished. Competitors sho
more closely evaluated. What a competitor has done in the past is critical for deciding the marl
competitor has already tried that strategy it could look very bad for the company or simply w.

The manager’s abilities may cause difficulty. The planning process requires creativity. ager must be

creative in order to properly follow any model. Ethics are not taken into consid 0 anagers will

be faced with making ethical decisions, if unethical decisions are made the comipany could fage many issues.

Conclusion

is, plannirMon, and control. These models

rnational marketing, and other managers. In theory these

Marketing managers use variations of the model anal

bring up implications such as demand, customer
models can help managers solve problems. this might not always be true, theory may have to

restructured to more closely reflect wh today’s environment. Many struggles result when

managers try to follow a model s 0

considerations. Managers sh
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