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Abstract: The present article is part of a PhD thesis, aimed at investigating the results
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Pe3tome: Hacrosiuarta cratusi € 4acT OT ANCEPTALUMOHEH TPyJd, HACOYEH KbM M3C/1eABaHE
Ha pe3ynTatuTe OT MapKETUHroBaTa AEHHOCT. Pe3ynTaTHOCTTa Ha MapKETUHra € roJse C
rnporpecupaLy MHTEPEC OT CTpaHa Ha MKOHOMUYECKaTa Teopusi n bmusHeca rnpe3 HacTosILETO.
B niocneaHute roanHW BCE MO-roJissM UHTEPEC NpuAobUBaT U3CAEeABaHUSATa, (OKYCUpPaHu
BbPXYy T.Hap. ynpas/sieHue ro pesyaratu (performance management) u B 4aCTHOCT BbpXy
rnoAxoAnTe, MOAEINTE U U3MEPUTEINTE 3a OLIEHSIBAHE Ha PE3y/Tatute OT AEHHOCTTa Ha
busHec opraHnsaymsTa.

KnrwoyoBn gymn: Pe3yntat OT MapKETUHIoBa AEHHOCT, Ynpas/ieHue 1o pe3y/Tatu;
banaHcupaHa cuctema OT r10Ka3aTesin 3a e(heKTUBHOCT.

JEL Classification: M31; M10; M20

I. Introduction I. BbBegeHue

The new realities in marketing and mar- HoBute peanHOCTM MpU OCbLIECTBABAHETO
keting management, due to factors such W ynpaBi€HNETO HAa MapKeETUHroBaTa AeEu-
as globalization, accelerated market de- HOCT, Ab/Kalln ce Ha (akTopu KaTo rno-

6anunsaumns, yCKOpeHo pa3BuTME Ha nasapa
N TEXHONIOMMUTE, 3acCU/BaT BIMSIHMETO Ha
CTpaTerMyecknsi eneMeHT nMpu Yynpasne-
HMETO Ha AelHOCTTa, UHTerpupall Mapke-
TUHroBaTa (YHKLMSA CbC CTpaATErMyeckoTo

velopment and technology, enhance the
impact of the strategic element in business
management, which integrates marketing
function with strategic management.

The purpose of this article is to outline the ynpasnieHune.

main approaches to assessing marketing LlenTa Ha HacToswaTa cTatus e Aa ce ou-

activity. The tasks of the article are: €pTasT OCHOBHWTE MNMOAXOAN 3a OLeHKa Ha
_ MapKeTMHroBaTa AENHOCT. 3a4a4nTe Ha Ha-

1. To analyze the theory of “marketing cTosiLaTa cTaTvsa ca:

performance management”; 1. Ja ce aHanu3mpa TeopusaTa 3a ‘“ynpa-

BJZIEHME MO pe3ynTaTh B MapKeTuHra”;

2. [la ce aHanuM3upaT noaxoauTe 3a uamep-
BaHE M OLUEHsIBaHe Ha pe3ynTaTuTe OT Map-
3.To describe problematic issues in meas- KeTUHra,

2. To analyze the approaches to measur-
ing and evaluating marketing results;
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uring and evaluating marketing results;

4. To analyze the concept of “complexity”
in the marketing aspect.

II. Basic approaches to assessing
marketing activity

There is a variety of definitions of the term
“performance management”, with this ar-
ticle focusing on some of them, namely:

» Rouse and Putterill define the no-
tion of “comparing results to expec-
tations and the indirect goal of im-
proving activities through training”
(Rouse, Putterill, 2003);

» M. Armstrong and A. Baron define
“performance management” as “a
strategic and integrated approach
to ensuring the organization’s con-
tinuous success by improving the
performance of its staff and by de-
veloping the potential capabilities
of teams and the individual con-
tribution of everyone” (Armstrong,
2004);

» According to G. Kokins, in the most
general sense, “performance man-
agement” is “performance-enhanc-
ing management” (Cokins, 2009).

The author emphasizes that “performance
management” should be seen as an um-
brella concept for two reasons: the first is
that it “integrates operational and finan-
cial information into a decision-making
and planning framework” and the second
is that “it involves developing strategic
maps, balanced outcome maps, cost man-
agement for processes, budgeting, fore-
casting and planning based on resource
capacity. Other in-house solutions such
as customer relationship management,
supply chain management, risk manage-
ment, and human resource management
systems, as well as management of train-
ing and initiatives all are combined.”
(Cokins, 2009).

The Marketing Performance Management
(MPM) theory is a modern stage in the de-
velopment of the marketing paradigm that
aims to expand the knowledge of market-
ing processes and to determine the extent
to which it is consistent with the adopted

3. [a ce onuwat npobseMHM BbNPOCK Mpw
N3MEepBaHETO N OLEHSIBAHETO HA MapPKETUH-
roBuTE pesynTaTtu;

4. [la ce aHann3aMpa NoHATUETO “KOMMIEKC-
HOCT” B acneKkTa Ha MapKeTuHra.

II. OCHOBHM noAaxoAM 3a OLeHKa Ha
MapKeTUHroBaTa AelHOCT

ColiectByBa MHoroobpasune oT gepmHmummn
3a NOHATMETO “ynpaBneHue no pesyaratn”,
KaTo B HacTosLlaTa CTaTu4 LWe Ce aKLUeHTU-
pa Ha HSAKOW OT TSX, @ UMEHHO:

» 1. Poyc n M. lbTepun onpenenar
NMOHATMETO KaTo “CpaBHsIBaHe Ha
pe3ynTaTuTe CnpsMO O4YaKBaHUATA
M KOCBeHaTa uen 3a noaobpssa-
He Ha genHocTuTe ype3 obyyeHune”
(Rouse, Putterill, 2003);

» M. ApwmcTtpoHr u A. bapoH apedu-
HupaT “ynpaBjeHne no pe3ynTa-
TM” Kato “cTpaTermyecku un MHTEr-
puvpaH Noaxo4 3a OCurypsiBaHe Ha
HenpekbCcHaT yCrnex Ha OpraHusa-
umata 4ypes nopobpsieaHe @YyHK-
LMOHMPAHETO Ha HEMHUSA nepcoHan
W 4Ype3 pa3BMBaHETO Ha MOTEHUM-
a/lHUTE BbB3MOXHOCTU Ha EKUMnu-
Te WU WHAWBMAYANHUS TMPUHOC Ha
Bcekn”(Armstrong, 2004);

» Cnopea I'. KoknHc B Han-o606LweH
cMucbn “ynpasneHue no pesynTa-
™" e “ynpaBneHune, nogobpssallo
pesyntatute”(Cokins,2009).

ABTOPbT aKuUeHTMpa, 4e “ynpaBneHue no
pesyntatn” Tpsbea ga ce Bb3npumema KaTo
KoHuenumsa “yaabp” no ABe NpUYMHK: Mbp-
BaTa e, 4ye “MHTerpvpa onepaTuBHaTa U
¢unHaHCcoBa vHdOpMaUMsa B efHa paMka,
noaabpikalla peweHusaTa u nnaHmpaHeTo”,
a BTOpaTa e 4ye “BKkJ/I0YBa paspaboTBaHe Ha
cTpaTernyecku kaptu, 6anaHcMpaHu Kaptm
3a pe3ynTaTuTe, ynpaB/ieHUe Ha pa3xoauTe
3a U3BbpLUBAHE Ha npouecute, b6oaXeTU-
paHe, NpOrHo3vpaHe W MNnaHupaHe, OCHO-
BaHO Ha pecypcoBus kanauyuteT. OT Te3u
MeToA0/I0MMN NPOMU3TMYAT APYTM BbTPELUHMU
pelleHns KaTo ynpasieHne Ha Bpb3KUTe C
KNIMEHTUTE, yMpaBfieHNEe Ha BeEpPUruTe Ha
AOCTaBKUTe, yrnpaB/ieHWE Ha puUcCKa U CUC-
TeMM 3a yrnpaBJieHWe Ha YOBELLKUTE pecyp-
CW, KaKTO M ynpaBreHue Ha oby4yeHneTo un
WHUUMATUBUTE, ...BCUUYKM Te Ce npunarart
koMbuHmnpano.” (Cokins,2009).

TeopugaTa 3a YnpaBneHue no pesynraTtu
B MapkeTtuHra (YPM) e cbBpeMeHeH eTan
OT pa3BUTUETO Ha MapKeTWHroeaTa napa-
AWrMa, KoATO uenu ga ce paswupssa no-
3HAaHMETO 3@ MApPKETMHIOBUTE MNpoLecu U
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marketing strategy. The MPM theory fo-
cuses on ongoing marketing processes,
the development of integrated manage-
ment systems, the development of as-
sessments and regulatory expertise and
technologies.

JZZA\

“Effectiveness”, “efficiency” and “efficacy”
are not synonymous concepts in the econ-
omy. Effectiveness characterizes the pro-
cess in terms of achieving set goals. The
performance is related to the development
of performance indicators and performance
appraisal. Efficiency compares the result
with the cost of receiving it and is related
to the appropriateness of the action. It is a
criterion for the economy of the resources
used. Efficacy shows the ratio of the result
achieved to the expenses incurred (energy,
labor, financial resources). The achieved
level of marketing efficiency is perceived
as meaning the maximum possible results
obtained from a given amount of inputs,
while the marketing efficacy expresses the
degree for maximum achievement of the
targeted results of the resources invested
in marketing, linking it to the productivity
of the marketing efforts.

Main features of MPM:

» Planned process that requires har-
monisation of marketing goals with
those of the organization, meas-
urement of the results against the
goals set, creation of feedback from
the marketing staff to the manage-
rial level and staff development;

» The process of constant improve-
ments in which marketing manag-
ers and partners work together to
achieve the desired results;

» Prospective character, based on the
desired future state of marketing
activity, not retrospective assess-
ments;

Additional features of MPM:

> Strategic direction for evaluation of
the marketing results through the
prism of the strategic goals;

> Integrity - integrates financial and
marketing information into a single
database and different methodolo-
gies to improve marketing process-
es;

[a ce yCTaHoBsIBa AOKOSIKO MOCTUrHaToOTO
CbOTBETCTBA Ha MpueTata MapKeTUHroBa
cTpaternsa. YPM ce dokycupa BbpXy npo-
TUyawmTe MapKeTUHroBM nMpouecu, wus-
rpa>kgaHeTo Ha MHTerpuMpaHuM cCUCcTeMn 3a
ynpasneHue, n3paboTBaHeTO Ha OLEHKU U
perynupaLum eKCneptmsm u TeEXHOIOMMN.
,PesyntatHoctTa", ,edekTuBHocTTa® MU
,edunkacHocTTa” He ca CUMHOHWUMHU MOHS-
TMS B WMKOHOMMKATa. PesyntaTHoCTTa xa-
pakTepm3upa npoueca oT rnefHa Touka Ha
peanu3npaHe Ha rnocTtaBeHu uenu. Pesyn-
TaTHOCTTa@ e CBbp3aHa C pa3paboTkaTta Ha
CUCTEMM OT MNOKasaTesM U OLEHKU Ha W3-
NMb/IHEHWETO Ha AerHoCcTTa. EdekTMBHOCTTa
CblMOCTaBsA pe3yjararta C pasxoguTte 3a He-
roBOTO MoJlydaBaHe W e CBbp3aHa C uene-
Ccbobpa3HOCTTa Ha AencTeusTa. TS e Kpu-
TepUN 38 MKOHOMUYHOCT Ha M3MNOS3BAHUTE
pecypcu. EdmnkacHocTTa nokassa oTHOLLE-
HMETO Ha MOCTUrHaTMUs pe3ynTaT CnpsiMo
BNoXeHuTte pasxoau (eHeprus, Tpya, du-
HaHCOBM cpeacTsa). [oCTUrHaTOTO HMBO Ha
MapKeTuHroea eeKTUBHOCT ce Bb3npuema
B CMWUCBbA Ha MONYYEHN MaKCUMMasHO Bb3-
MOXHW pe3ynTatv OT AaAeHO KOJNYEeCTBO
BJIOXXEHW pecypcu, AOKATO MapKeTUMHroBa-
Ta edMKACHOCT U3passiBa CTerneHTa 3a Mak-
CMMasHO NOCTUraHe Ha uenesuTe pesynTta-
TWU OT BJIOXKEHUTE pecypcu B MapKeTuHra,
CBbp3Baikuy ce C NPOAYKTMBHOCTTa Ha Map-
KETUHIFOBUTE YCUNUS.

OCHOBHU XapaKTepUCTUKn Ha YPM:

» TMnaHupaH npouec, M3UCKBaL, Cb-
rnacyBaHe Ha  MapKeTUHroBuTe
Lenu C Te3n Ha opraHusaumnsaTa, us-
MepBaHe Ha pe3ynaTtatute CnpsMo
nocTaBeHUTe LUenu, Cb3gaBaHe Ha
obpaTtHa Bpb3Ka OT MapKeTUHIO-
BUSI MepCoHas KbM MEHUOXbPCKOTO
HMBO M pa3BUTUE Ha NepcoHana;

» Tpouec Ha NOCTOAHHM NoaobpeHus,
B KOMTO MapKeTUHIroBuTe MEHUAXb-
pu 1 NapTHbOPU CbBMECTHO paboTaT
3a NOCTUraHe Ha XenaHuTe pesyn-
TaTu;

> [lpocnekTnBeH xapakrtep, 6a3mpai-
KN ce Ha XenaHo 6baello CbCTos-
HVYe Ha MapKeTMHroBaTa AenHOCT, a
HE Ha pPeTPOCNEKTUBHUN OLEHKMU;

JombAHUTENHU XapaKTeEPUCTUKU Ha YPM:

» CTpaTtermyecka HaCOYEHOCT, u4pe3
KOSTO Ce oueHsiBaT MapKEeTUHro-
BUTE pe3ynTaTu npe3 npuamaTta Ha
NoCTaBeHUTE CTpaTerM4yecku Lenu;

> WHTerpupaHocT-obeanHsaBa puHaH-
coBaTa M MapKeTuHrosata WMHOp-
Maumsa B eaMHHa 6asza AaHHW U UH-

35



Lilyana Sirakova

» Proactiveness that provides knowl-
edge of upcoming events before
their occurrence, as opposed to the
usual reactivity and inertia of deci-
sion making;

» Iterability that arises from the dy-
namics and complexity of the en-
vironment, which necessitates a
change in the strategic factors of
success and timely and adequate
responses of the organization.

The MPM concept focuses on ongoing mar-
keting processes, the development of in-
tegrated management systems, the de-
velopment of assessments and regulatory
technologies. The main objective of MPM
is to broaden and improve the market-
ing processes and to establish the extent
to which the achievement is in line with
the adopted marketing strategy. The main
challenge of today’s MPM is to measure
real-time erformance rather than periodic
processing of multiple metrics.

Major components of the MPM process are
measurement and evaluation, character-
ized by their specificity. A. Niley’s meas-
urement is a “process of quantification of
past actions that determine the current
state of activity”, as well as a “process of
quantifying the effectiveness and efficien-
cy of past actions” (Neilly, 2001).

Marketing Management looks for ways to
measure and evaluate in detail the imple-
mentation of the strategic goals set. Meas-
urement is a tool that is used to improve
the course of the overall business, with
the management of any company impos-
sible without precisely formulating objec-
tives that are also measurable. The princi-
ple of measurability, defined by R. Kaplan
and D. Norton, states that: “What can-
not be measured, cannot be managed ei-
ther; what cannot be described, cannot be
measured either.” The application of this
principle is also conditioned by the fact
that if the results of the organization can-
not be measured in order to be compared
with achievements from previous years or
with the practice of competitors, it would
be difficult for organizations to survive in
the aggressive market environment (Ka-
plan, Norton, 2006).

Terpvpa pasniMyHm MeToA0/I0rnmn 3a
nopgobpsiBaHe Ha MapKeTUHroBuTe
npouecw;
> [pOaKTUBHOCT, KOATO MNpeaocTaBs
3HaHMe 3a npeacToswm CcbbuTtus
npeau TAXHOTO CNyyYBaHe, B NpOTU-
BOBEC Ha obunyanHaTa peakTUBHOCT
N MHEPTHOCT NpW B3EeMaHe Ha pelle-
HUS;
» WTepaTMBHOCT, KOSATO ce nopaxza
OT AMHAMMKaTa M KOMMJIEKCHOCTTA
Ha cpefjaTa, KOeTo Hasara npoms-
Ha B cTpaTernyeckute dakTopu 3a
ycrnex u HaBpeMEHHW U afeKBaTHU
peakuMn Ha opraHusauusaTa.
KoHuenumnata 3a YPM nocraBa ynapeHue-
TO BbPXYy MpoTMYalUMTE MapKeTUHIOBMU
Npouecn, U3rpa)kAaHeTO Ha MHTErpupaHu
cucTteMn 3a ynpasfieHue, paspaboTBaHeTo
Ha OUEHKM 1 perynupawim texHonormm. Oc-
HOBHa uUen Ha YPM e ga ce paswupsasaT U
YCbBbpPLLUEHCTBAT MAapKETMHIOBUTE MpoLecn
N [ga ce yCTaHoBsIBa AOKOMIKO MOCTUIHATO-
TO CbOTBETCTBA Ha NpuMeTaTa MapKeTMHrosa
cTpaterns. OCHOBHOTO Npean3BMKaTesICTBO
Ha CbBpeMeHHOTO YPM e mamepBaHeTO Ha
peaniHM pe3ynTaTuM B peasiHO BpeMe, a He
nepnogmyHa obpaboTka Ha MHOro6poOMHMU
nokasartenu.
[NaBHM KOMMOHEHTW B npoueca Ha YPM
Ca M3MepBaHeTO W OueHsiBaHeTo, Xapak-
Tepusnpallm ce CbC CBOSA crneundwuka. N3-
MepBaHeTO cnope A. Hunnu e “npouec
Ha KOMMYEeCTBEHO M3pa3sBaHe Ha MUHaNu
OENCTBUSA, 4Ype3 KOUTO ce onpenens TeKy-
LWOTO CbCTOSIHME Ha AenHocTTa”, a Cbllo
Taka u “rpouec Ha KONIMYECTBEHO onpeae-
nsiHe Ha edeKTUBHOCTTa U edunKacHOCTTa
Ha MuHanwn gencremna”(Huiinn, 2001).
MapKeTUHIOBUSAT MEHUAKMbBHT TbpPCU HauK-
HM 3a AeTal/IHO U3MEepBaHe U OLeHsiBaHe
M3MNb/IHEHMETO Ha MOCTaBeHuTe CTpaTerun-
yeckn uenu. MamepBaHeTo € WHCTPYMEHT,
KOMTO Ce n3no/3Ba 3a nogobpsisaHe xo4a Ha
LANOCTHUSA BU3HEC, KaTo ynpaBieHMETO Ha
BCSIKa KOMMaHWsl € HEBb3MOXHO 6e3 TOYHO
Aa 6baat dopMmynupaHu Lenmte, KoUTo Aa
6baaT n agekBaTHO M3MepUMn. MpUHLNNBT
Ha u3aMepmmocTtTa, geduHmpaH ot P. Kan-
naH n [l. HopTbH, rnacu ye: “He Moxe pa ce
yrnpas/isiBa TOBa, KOETO He MoXe Aa 6bae
W3MEpPEHO; He MOXe [a ce M3MepBa TOoBa,
KOETO He MOoXe Aa ce onuwe.” MpunaraHeTo
Ha To3M NpuHUKMN, ce obycnsiBa 1 oT dakTa,
ye ako He MoraT ga 6baaTt M3MepeHu pe-
3ynTatuTe OT AEMHOCTTa Ha opraHusaums-
Ta, 3a Aa 6bAaT CpaBHABAHM C MOCTUXEHUS
OT NpeaxoAHn roAMHUM WK C MpakKTUKaTa
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According to M. Jeffrey, the main and of-
ten unique direction of marketing activity
measured in organizations is the achieved
level of marketing efficiency due to the
widespread use of the financial approach
(Jeffery, 2010).

Assessment is the other important element
in the process, which is done by analyzing
and comparing the data obtained from the
measurement of marketing data. “Evalu-
ating marketing outcomes and effects is a
process of quantifying the efficiency and
effectiveness of processes in order to mo-
tivate, guide and refine decision-making.”
(Lardenoije, 2005).

The evaluation is done by comparing the
achieved and expected marketing results
by analyzing current events and identify-
ing unexpected trends. An important ele-
ment of the assessment is the feedback
that is reflected in corrective actions aimed
at taking measures to eliminate the devia-
tions of the results of the goals set and
to adapt the future goals and plans to the
change of the environment.

Measuring and evaluating marketing re-
sults is the foundation for improving in-
ternal and external marketing processes,
customer service, marketing staff devel-
opment programs, and marketing-related
financial processes.

The assessment of the marketing activity
in the organization has two main compo-
nents: an assessment of the effect (pro-
ductivity) and the evaluation of the effec-
tiveness (profitability) of the marketing
activity (see Table 1).

Ha KOHKYpeHTUTe, TPYAHO opraHu3auunuTte
6uxa ouenenu B arpecueBHaTa nasapHa cpe-
pa (KannaH, HopTtbH, 2006).

Crnopeag M. [Dxedpwn OCHOBHaTa W 4ecCTo
eAMHCTBEHa HacoKa Ha MapKeTUHrosaTa
OENHOCT, KOATO Ce u3MepBa B OpraHm3a-
uMnTEe, € MNOCTUIHAaTOTO HMBO Ha Mapke-
TUHroBa edheKTUBHOCT, Mopaan LWNPOKOTO
pa3npocTpaHeHne Ha (UHAHCOBMUSA NOAXOA
(Jeffery, 2010).

OueHaBaHeTO e ApYruAT BaXKeH eneMeHT
B npoueca Ha YPM, KOWTO ce u3BbpLIBA
ypes3 aHaJn3 M CpaBHEHME Ha nonydyeHuTe
OT M3MEepBaHETO HAa MAPKETUMHIOBU AaHHMU.
“OueHsiBaHeTO Ha pesyntatute n edekTu-
Te B MapKeTuHra e npouec Ha KBaHTUU-
uMpaHe Ha edurKacHocTTa U edPeKTUBHOCT-
Ta Ha npouecuTe, C Uen ga ce MOTMBMPaA,
pPbKOBOAM M YCbBbpPLUEHCTBA B3EMAHETO Ha
pewenus.”(Lardenoije, 2005).
OueHsiBaHETO Ce M3BbpLUBA Ype3 cpaBHe-
HMe Ha MOCTUTHATMTE WU O4YaKBaHMUTE Map-
KETUHIFOBM pe3ynTaTu, KaTto ce aHanusu-
paT TeKywuTe nposBn M uaeHtuduuympart
Heo4YakBaHO Bb3HWMKHaNW TeHaeHuuu. Ba-
XKEH efieMeHT OT oLeHsIBaHeTo e obpaTHaTa
Bpb3Ka, Hamupalla M3pa3 B Kopurmpaim
OENCTBUS, HAcoYeHW KbM npeanpuemaHe
Ha MepKW 3a INKBMANPAHE Ha OTKJIOHEHWNS -
Ta Ha pe3ynTaTtuTe OT NOCTaBeHUTE Lenu u
ajanTupaHe Ha 6baewmTe Lenu 1 naaHose
B CbOTBETCTBME C M3MEHEHMETO Ha cpena-
Ta.

M3MepBaHETO M OLIEHSIBAHETO Ha Mapke-
TUHrOBMUTE pe3ynTatm ca dyHAaMeHT 3a
nogobpsiBaHe Ha BbTPELIHUTE N BbHLUHUTE
MapKeTUHIroBM npouecun, obciy>XBaHETO Ha
KNIMEeHTUTE, Ha NporpaMmTe 3a pas3BuUTUE Ha
MapKeTUHroBMS NMEepCoHas U CBbp3aHuTe C
MapKeTuHra uHaHCoBM MpoLecw.
OueHkaTa Ha MapKeTUHrosaTa AEWHOCT B
opraHusauusitTa mMa ABa OCHOBHW KOMMO-
HeHTa: oueHKka Ha edekTa (MpPoAYKTUBHOC-
TTa) M oueHKa Ha edeKTUBHOCTTa (peHTa-
6MNHOCTTA) Ha MapKeTMHroBaTa akTUBHOCT
(Bx. Tabn. 1).

Table 1. Marketing productivity, marketing profitability, marketing efficiency
Ta6bnuua 1. MapkeTuHrosa NpoayKTUBHOCT, MApKETUHIOBA

peHTabunHOCT, MapKeTuHrosa GEeKTUBHOCT.

Marketing Productivity
MapkeTMHrosa NpoAyKTUBHOCT

Marketing Profitability
MapkeTuHrosa peHrabunHocrt

Marketing Efficiency
MapkeTunHrosa eeKTUMBHOCT

Measures results from market-
ing programs. It is measured by a
change in the net marketed con-

tribution.

Measures the effect of a unit of re-
sources invested in marketing and
sales.

Marketing efficiency is calculated
as the ratio between net market-
ing contribution and marketing and
sales costs.
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M3MepBa pesynTaTtuTe, OT ocbllecT- | M3aMepBa edekTa OT eauHuua pe- | MapkeTMHroBaTa edheKTUBHOCT ce

BABaHE Ha MApKETUHIOBUTE Nporpa- | CypCcu, BJIOXEHWU 3a MapKETUHr WU | U3YNCSIABaA KaTo OTHOWEHNE MeXay

MU. Mi3mMepBa ce upes usMeHeHue Ha | npoaaxeéu.
HETHUS MAPKETMHIOB MPUHOC.

HeTeH MapKeTUHIoB MPWHOC U pas-
XOZM 3@ MapKeTUHT 1 Npoaaxo6u.

According to Iv. Marchevski, the market-
ing efficiency assessment should be done
in two stages (Marchevski, 2010):

1) Assess the overall marketing effec-
tiveness of the company by using
aggregate indicators and thus give a
general overview of the effectiveness
of the marketing activity of the firm
by analyzing: markets and market
positions served; products; brands;
distribution channels; sales territo-
ries; customers.

2) Analysis of the Marketing Effects /
Marketing Costs ratio by marketing
mix elements, using a broader set
of indicators related to the industry
specification, company strategy, and
the way to measure performance.

The measurement and evaluation of mar-
keting results stems from the interaction
of the elements of the marketing complex.
The measurement of the results in the di-
rections of the marketing mix is done in
a strategic and operational aspect, in ac-
cordance with the hierarchy of marketing
decisions at the following levels (Kitova,
2009):

e Organizational level - growth strat-
egies, competitive strategies, portfolio
strategies;

e Functional level - market segmen-
tation strategies, marketing mix strate-
gies, product positioning strategies;

e Level of marketing mix strategies
- product strategies, pricing strategies,
product distribution strategies, marketing
strategies for marketing products, strate-
gies for forming partnerships;

e Operational level for marketing
tools - product, distribution, advertising,
pricing.

The two main components of SMP (meas-
urement and evaluation) are the founda-
tion for improving overall marketing activ-
ity, and the information they receive helps
to define the potential for marketing de-

Cnopeg ViB. MapuyeBCKM oLeHKaTa Ha Map-
KeTuHroesaTa eekTMBHOCT TpsibBa Aa 6vae
nm3BbpweHa Ha gaBa eTana (MapueBcky,
2010):

1) da ce oueHn obuwarta MapKeTUHroBa
edeKTMBHOCT Ha dupmaTta 4ypes3 us-
nonseaHeTo Ha obobwasawm noka-
3aTenn M No TO3M HauyMH Aa ce fane
enHa oblla KoMMnekcHa npeacrasa 3a
e@eKTUBHOCTTa Ha MapKeTUHroBaTa
aKTMBHOCT Ha dwmpmMaTa, 4ype3 aHanums
Ha: obcnyxBaHM nasapu M nasapHu
no3nunMK; NPOAYKTW; MapKu; ANCTPU-
OyUMOHHM KaHann; npoaaxbeHun Te-
pUTOPUN; KIIMEHTW.

2) AHanu3 Ha CbOTHOLWEHMETO Mapke-
TUHIOBM ePeKTn - MapKETUHIOBKN pas-
XOAWN MO eNeMEHTU Ha MapKeTUHI MU-
KCa, WU3MoJ3BamKku MNo- LWMPOK Habop
nokasaTtenu, cBbp3aHu ¢ bpaHwosarta
cneundukaumsa, ctpatermara Ha dup-
MaTa M Bb3MNPUETUS HAYMH 3a U3Mep-
BaHe Ha edeKTMBHOCTTA.

M3MepBaHETO M OLIEHSIBAHETO Ha Mapke-
TUHIOBUTE pe3ynTaTu npoum3Tvya OT B3a-
WMOLAENCTBMETO Ha €e/IeMeHTUTEe Ha Map-
KETUHIFOBMS KOMMJeKC. M3MepBaHeTo Ha
pe3ynTaTtuTe Mo HanpaBfeHWs Ha Mapke-
TUHIOBMSI MUKC Ce U3BbpLUBA B CTpaTernye-
CKW 1 onepaTmuBEH acrnekT, B CbOTBECTBME C
nepapxmata Ha MapKeTUHrOBUTE peLleHus
Ha cnegHuTe HuBa (Kutoea, 2009):

e OpraHmM3auMoHHO HWBO - CTpaTernu
3a pPbCT, KOHKYPEHTHW CTpaTernu, nopT-
dennHu cTpaterum;

e  O@yYHKUMOHA/IHO HMBO - CTpaTernu
3a cerMeHTMpaH e Ha nasapa, cTpaterum 3a
MapKeTUHroBMS MWKC, CTpaTermm 3a rnosu-
LMOHMPAHE Ha NPOAYKTUTE;

e HWBO Ha CcTpaTernm Ha MapKeTUHIo-
BUS MUKC - NPOAYKTOBM CTpaTernu, LLleHoBMU
cTpaTernu, cTpaTermm 3a AncTpmbyTupaHe
Ha NMpoayKTUTe, CcTpaTerum 3a npoMoTupa-
He Ha NpoAYKTUTE Ha Nasapa, cTpaTternuv 3a
(dopMMpaHe Ha NapTHbOPCKU OTHOLLEHUS;

e OnepaTMBHO HMBO 3@ MAPKETUHIO-
BUS MIHCTPYMEHTapUyM - NPOAYKTOBMU, ANCT-
pubyUMOHHM, peKknamMHn, LEHOBU peLleHus.
[lBaTa rnaBHM KOMMNOHEeHTa Ha YPM (u3mep-
BaHe M oueHsBaHe) ca pyHAaMeHT 3a no-
nobpsiBaHe Ha Us/oCTHaTa MapKEeTMHroBa
OENHOCT, a nonydyeHata oT Tax MHdopMa-
uMsa cnoMara 3a geduHMpaHe Ha noTeHuna-
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velopment, problem solving and feedback
management, to be able to take corrective
actions, if necessary to achieve the strate-
gic marketing objectives set.

III. Analysis of the approaches to
measuring and evaluating the results
of marketing activity

The variety of approaches to measur-
ing and evaluating performance can be
grouped into two main groups: a financial
approach to measuring outcomes and a
non-financial approach to measuring out-
comes.

“Superior marketing is impossible if you
do not have a good understanding of fi-
nancial thinking. The financial visibility of
marketing is improved in two ways:

1. Increasing the marketing efficacy as-
sociated with reducing the cost of ac-
tivities the company has to carry out.

2. Increasing marketing efficiency by
seeking a more productive marketing
mix.” (Orloev, 2012)

These approaches (each of which have dif-
ferent applicability in marketing activity)
are recognized as good practices at differ-
ent times in management development,
either of which seeks to refine activities
and overcome the shortcomings of their
predecessors. Three main approaches are
successfully applied in the marketing ac-
tivity: Activity Score Dashboard, Six Sig-
ma and Balanced Performance Indicator
System (Grigorova, 2010).

Many companies collect measurements
from the marketing activity of their or-
ganization in the so-called marketing con-
trol boards - an important set of market-
ing presentation measurements designed
to control the performance of strategic
marketing. The marketing dashboard pro-
vides the necessary information from the
marketing activity measurements to en-
able marketers to assess and adapt their
marketing strategies. The application of
the Dashboard for Marketing Outcomes is
related to the establishment of a system
of primary (permanently controllable) and

Nla 3a pa3BUTME Ha MapKeTWHra, Npeoaons-
BaHe Ha npob6seMn M OCbLUECTBSIBAHE Ha
obpaTHa ynpaBieHcka Bpb3ka, 3a Aa MoraT
[la ce npeanpueMaT KOPeKTUBHU AENCTBUS,
npy Heo6XoAMMOCT 3a MOCTUraHe Ha no-
CTaBeHUTe CTpaTermyeckn MapKeTUHIOBU
Lenu.

II1I. AHanm3 Ha nogxoauTe 3a UsMep-
BaHe M OLeHsiBaHe Ha pe3yJiTaTuTte oT
MapKeTUHroBa A4enHOCT

MHoroo6pa3neTo oT NoAXoAM 3a u3MepBa-
HE M OLEeHKa Ha pe3ynTaTtuTe OT AENHOCTTa
MOXe Aa ce cucTteMaTusnpa B ABE OCHOBHM
rpynu: duHaHCOB NOAX0A4 3a U3MepPBaAHE Ha
pe3yntatute n HedWHAHCOB NOAXOA 33 U3-
MepBaHe Ha pe3ynTaTuTe.

“"BbpXOBEeH MApKETUHI € HEBBb3MOXEH, aKo
He ce Bnagee aobpe MHaAHCOBOTO MUCe-
He. ®MHaHcoBaTa Bb3pallaeMoCT Ha Map-
KeTuHra ce nogobpsiea no ABa Ha4yMHa:

1. YBenuMuaBaHe Ha MapKeTWHroBaTa
ednKacHOCT, CBbp3aHa C HaMangsa-
He Ha pa3xoauTe No AeNHOCTU, KOUTO
KoMnaHusaTa TpsibBa Aa U3BbpLUBaA.

2. YBennyaBaHe Ha MapKeTMHrosaTa
edeKTMBHOCT 4pe3 TbpCeHe Ha no-
MPOAYKTUBEH MapPKETUHIOB  MUKC.”
(Opnoes, 2012)

Te3n noaxoan (BCEKM OT KOUTO ca C pas-
JINYHA TMPUIOXKUMOCT B MaApKETUHroBa-
Ta OENHOCT) Ce yTBbpXAaBaT KaTto Ao6pwu
NPaKTUKKN Mpe3 pas/iMiHM Nepuoan B pas-
BUTMETO Ha MEHWUAXMbHTA, KaTo KOWTO u
[a e OT TaX ce CTPEMM Aa YCbBbpLIEHCTBA
AenHoCTUTe U npeojonee HepocTaTbuuTe
Ha CBOMTE MpealecTBeHMUM. YCrewHo ce
npunarat B MapKeTMHroBata AEWHOCT Tpu
OCHOBHM noaxoaa: KoHTponHo Tabno 3a
pe3ynrtatuTte oT AenHoctTa, LWect Curma m
BanaHcupaHa cucTemMa OT nokasaTenu 3a
edektmBHocT (puroposa, 2010).

MHOro KoMnaHum cbbupat wn3MepBaHUs-
Ta OT MapKeTMHroBaTa AEMHOCT Ha CBOsTa
opraHusauusi B T.Hap. MapKeTUHIOBM KOH-
TPpoONHM Tabna - BaxeH Habop OT m3amep-
BaHMS Ha MapKeTUHroBOTO MpeACTaBsHe,
UYMEeTO npeaHa3HavyeHWe € 3a KOHTpoaupa-
HEe Ha MpeAcTaBAHETO Ha CTpaTernyeckus
MapKeTUHr. MapKeTMHroBOTO KOHTPOJSIHO
Tabno AaBa Hy)HaTa MHQOpMauus OT U3-
MepBaHMsATa Ha MapKeTuHroBaTa AenHOCT,
3a ga MoraT crneuuannctutTe rno MapKeTUHr
Aa npeueHsaBaT U npucnocobssaT Mapke-
TUHIFOBUTE CU CcTpaTermn. [punoxeHUeTo
Ha KoHTponHOoTO Tabno 3a pesyntatuTte
OT AEMNHOCTTa B MapKeTMHra e CBbp3aHo C
M3rpa)xaaHeTo Ha CUCTeMa OT MbpPBUYHMU
(NOCTOSAHHO KOHTPONMPYEMU) U BTOPUYHMU
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secondary (periodically controllable) Key
Market Indicators (CPMs), whose compo-
sition does not depend on the life cycle of
the activity and the strategies selected.

In this system, in the short run, the cash
flows generated by marketing programs
and initiatives and the efficiency of re-
source allocation are measured. In the
long run, it is important to increase the
benefits of marketing activity most related
to branding and customer relationships.

The marketing dashboard achieves a syn-
ergy between marketing goals, activities,
and the overall marketing function. The
system continuously records past perfor-
mance, builds databases from marketing
data, optimizes the marketing plan, and
aligns operations with strategic goals.
The dashboard measures current efforts
at any moment and is easily applicable
to the structure of each organization as
it does not have a strictly fixed structure
but requires detailed knowledge of ongo-
ing marketing processes and the ability to
determine critical marketing parameters.
A flaw in the approach may be the exces-
sive focus on processes inside the organi-
zation and the failure to take into account
the dynamic influences of the surrounding
macro environment.

The Six Sigma approach to marketing is
built on two claims (Webb, 2006):

v Marketing is a process that adds
value to customers by understand-
ing, training, engaging and assisting
them in making a purchase decision
that benefits both buyers and sellers;
v Marketing has the nature of a three-
phase production process: identify-
ing, winning and retaining customers
in a particular market whose quality
and effectiveness is measured and
controlled. This process has input
resources, measurable activities and
results.

In implementing the Six Sigma approach,
marketing activity is seen as a set of
separate parts (processes) that work to-
gether, and measurement and evaluation
of the activity is based on the desire to
avoid defects, errors and deviations from

(NepnoanyHO KOHTPOSIMPYEMWN)  KJTHOHOBM
MapKeTUHroeu nokasatenn (KMI), uuito
CbCTaB He 3aBMCK OT CTaAMUS Ha XXU3HEH Uu-
Kbl Ha AeMHOCTTa U n3bpaHuTte cTpaTeruu.
Mpn Tasm cucteMa B KPAaTKOCPOYEH acnekT
Cce u3MepBaT MNapuvyHUTE MOTOUM, reHepu-
paHu OT MapKeTUHIroBUTE NPOrpaMm U UHU-
LuMaTMBM M edMKACHOCTTa Ha pasnpeaene-
HMe Ha pecypcuTe. B AbnrocpoyeH acnekT
Ba>HO 3Ha4yeHMe fobvBa HapacTBaHETO Ha
npeavMmcTBaTa OT MapKeTUHroeaTa AenHOCT
CBbp3aHM Hal-Be4Ye C TbproBckaTa Mapka u
BPb3KUTE C KJIMEHTUTE.
MapKeTUHroBoTO KOHTPOSHO Tabno noctu-
ra CMHXPOH MEeXAYy MapKeTUHIOBUTE LeNu,
OEeNHOCTU U USNOCTHOTO YHKUMOHMpaA-
He Ha MapkeTuHra. Cucremarta M3BbPLUBA
NPOABKUTENHO PErMCTPUPAHE Ha MUHANU
pe3yntatu, nsrpaxaaHe Ha 6asm oT Mmapke-
TUHIOBW AaHHM, ONTUMU3MPAHE Ha MapKe-
TUHIOBUS MSaH, NOCTUralKu CbOTBETCTBUE
Ha onepaumMnTe CbC CTpaTErMyeckKmTe Lesu.
Tabnoto m3MepBa TeKylWUTE YCUNUS BbB
BCEKWN €ANH MOMEHT M € JIECHO MPUI0XMMO
KbM CTPYKTypaTa Ha BCSIKka OopraHusauus,
Tbi KaToO HAMa CTporo duKcMpaHa CTpyK-
Typa, a U3MCKBa AETaW/iHO Mo3HaHWe Ha
npoTMyalMTE MapKETUHIOBM Mpouecu U
CNOCOBHOCT 3a onpefensiHe Ha KPUTUYHMU
MapKeTUHroBu napametpu. Kato Hepocra-
TbK Ha noaxoda Moxe aa 6bae oTbenasaHo
NPeEKOMepHOTO (hOKyCMpaHe BbPXY Mnpoue-
CUTe BbTPe B OpraHm3aumsaTa u HeoTYUTaHe
Ha AMHAMUYHUTE BAUSHUS Ha OB6KpbXKaBa-
LwaTta Makpocpeaa.
MpunoxeHneto Ha noaxopa Lllect Curma
B MapKeTMHroBaTa AEWHOCT ce u3rpa)xaa
BbpXY ABe noctaHoBkn (Webb, 2006):
v MapkeTuHrsT € npouec, agobassuy
CTOMHOCT 3a KJ/IMEeHTUTE 4pe3 pa3bu-
paHeTo, 06y4YeHEeTO, aHraXMpaHeTo m
noanoMaraHeTo UM MpuW B3eMaHe Ha
peweHne 3a noKynka, npu KOeTo ce
peanusmpaTt MNoja3n KakTo 3a KynyBsa-
ya, Taka W 3a npoaasava;
v  MapKeTMHIbT MMa XapakTep Ha
Npou3BOACTBEH npouec ¢ Tpu dasu:
OTKPWBaHe, crneyenBaHe M 3aAbpxa-
HEe Ha KJIMEHTUTE Ha onpeneneH na-
3ap, YMETO KayecTBO U edeKTUBHOCT
ce u3MepBa M KOHTpoaunpa. To3u npo-
LLleC MMa BXOASLLN pecypcu, U3MepmMmn
OEMHOCTU 1 pe3ynTaTu.

Mpn peanusmMpaHeTo Ha noaxoza Llect
Curma, MapkeTMHrosaTa AEMHOCT ce pas-
rnexzaa Kato CbBKYMHOCT OT OTAENIHM 4Yac-
™M (npouecn), PyHKUMOHMpALLM 3ae[Ho, a
N3MEepPBaHETO U OLIeHsIBAHETO Ha AeNHOCTTa
Ce OCHOBa Ha CTpeMexa KbM Hegonycka-
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standards. Due to its specific nature and
focusing mainly on customer engagement
and satisfaction, Six Sigma clearly shows
its advantages in assessing and measuring
marketing services in the service sector.

The Balanced Scorecard (BSc) Toolkit, ap-
plied in marketing, measures performance
through key marketing indicators (CPM).
BSc examines the company’s operations in
four main areas (Kaplan, Norton, 2005):

1. Financial Results - Goals, Indica-
tors, Tasks, Initiatives - "What should
we present to our shareholders to
achieve financial success?”

2. Customer Attitudes - Goals, Indica-
tors, Tasks, Initiatives - How should
we introduce ourselves to our clients
to realize our vision?

3. Internal Business Processes - Goals,
Indicators, Tasks, Initiatives - “In
which business processes should we
achieve perfection to meet the needs
of our shareholders and customers?”

4. Knowledge and Development - Goals,
Indicators, Tasks, Initiatives - “How
do we maintain our ability to change
and improve in order to realize our
vision for the future of the company?”

Thanks to the above-mentioned aspects,
among which there are causal relations, a
balance of the short-term and long-term
goals, the desired results and the mech-
anisms for their achievement is created.
Each aspect contains a key issue, the an-
swer to which is the goal, whose achieve-
ment shows the degree of implementation
of the company’s strategy.

A balanced system of indicators is a reflec-
tion of the company’s strategy, presented
through a system of performance indica-
tors and mechanisms for achieving them,
interconnected on the basis of causal links.
“The best possible BSc is where the goals,
metrics and relationships between them
can fully be derived from the strategy of
the company.™ (Kaplan, Norton, 2005).

When designing and implementing the BSc
company, the following principles must be
observed, which reveal the essence of the
system (Hervig, 2007):

He Ha aedeKkTn, rpewkn n OTKIOHEHUS OT
ctaHpgaptute. [Nopaan cBos cneumduryeH
XapaKTep M HACOYEHOCT 1aBHO KbM MNpu-
B/IMYAHETO M YAOB/IETBOPEHMETO HA K/INEH-
™1, Wect Curma nokasea Hal-sICHO cBouTe
npeanMmcTea MNpu oueHsiBaHe U n3MepBaHe
Ha MapKeTMHroBaTa AeNHOCT B cdepaTta Ha
ycnyruTe.

MHCTpyMeHTapuyMbT Ha banaHcumpaHaTa
cucTteMa OT nokasaTenu 3a edeKTUBHOCT
(Balanced Scorecard - BSc), npunoxeHa
B MapKeTMHra wusMepBa eqeKTUBHOCTTa
ypes3 K/HYOBM MApPKETUMHIOBW MOKasaTesnmu
(KMMM). BSC pasrnexga AenHOCTTa Ha KOM-
naHmaTa B YEeTUPWU OCHOBHW HarpasfieHus
(KannaH, HopTbH, 2005):

1. ®uHaHcoBWM pe3ynTatu - Lenn, noka-
3aTenu, 3agadnm, nHuugmatmem - “Kak-
BO TpsibBa ga npeactaBuMM npej Ha-
LWNTEe aKUMOHEpWU, 3a Aa MNOCTUIHEM
durHaHcoBM ycriexmn?”

2. OTHOLWEHMS C KINEHTU - Lenu, noka-
3aTenun, 3agadn, nHunumatnem - “Kak
TpsibBa Aa ce npeacTtaByMM Npes Haln-
Te KNIMEHTH, 3a Aa peannsmme HawaTta
BU3nA?"”

3. BbTpewHu 6m3Hec npouecu - uenu,
nokasatenu, 3agayn, WHULMATUBMK
- "B kou 6usHec npouecn Tpsbea aa
NOCTUIHEM CbBBLPLUEHCTBO, 3a Aa YA0-
BNETBOPUM HYXAUTE Ha HawwuTe ak-
LMOHEPU N KNNeHTn?”

4. Tlo3HaHUA U pa3BUTUE - LENn, rnoka-
3atenu, 3agayn, uHuumatmsu - “Tlo
KakKbB HauuH Tpsbea Aa noaabpxame
CcnocobHOCTTa cM 3a NpoMsiHa M NoAO-
6peHve, 3a Aa peanus3MpaMe HawaTa
BU3MS 3a 6baeLeTo Ha KoMnaHmaTa?”

BbnarogapeHne Ha NOCOYEHUTE Hamnpasne-
HUS, MeXAy KOUTO CbLLeCTByBaT MPUYMH-
HO-CNeACTBEHM BPb3KWU, Ce Cb3gaBa ba-
JIAHC Ha KPaTKOCPOYHUTE U AbATOCPOYHUTE
Lesn, XenaHute pesyntatm n MexaHnusmmTte
3a NoCTUraHeTo MM. BcsIKO HanpaBneHue
CbAbpXa KKYOB BbBMPOC, YMUTO OTroBOP
e uenta, AOCTUraHeTO Ha KOATO CBUAETEs-
CTBa@ 3a CTeneHTa Ha peanusnpaHe crtpa-
TernsiTa Ha KomnaHusaTa. banaHcupaHaTta
CUCTeMa OT MNoKasaTesnm € OTpaKeHue Ha
cTpaTernsiTa Ha KOMMNaHuATa, npeacra.e-
Ha 4Ype3 cucTeMa OT MokKasaTenun 3a pesyin-
TaTU U MEXaHM3MM 3@ TAXHOTO MOCTUraHe,
B3aMMOCBbp3aHM Ha 6a3ata Ha NPUYMHHO-
CNneacTBeHU Bpb3KK. "Bb3MOXHO Hall-aobpe
CbCTaBeHaTa BSc e Tasn, B KOATO LenuTe,
nokasaTesInTe U BPb3KUTE Mexay TAX Ha-
NbJIHO MOXe Aa ce m3Beae OT cTpaTermsara
Ha koMmnaHuaTta." (KannaH, HopTteH, 2005).
Mpwn paspaboTBaHe W BHeApsiBaHE B KOM-
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v Orientation of objectives to the
company strategy, which requires a
clear distinction between the opera-
tional and strategic activities of the
organization;

v Dialogue for strategic goals not
only at the management level, but
also with the employees of the or-
ganization, who must be motivated
and well trained for the activity they
carry out;

v Readiness to share responsibility
- through the implementation of the
BSc, the organization becomes an
open structure characterized by staff
initiative, self-control, work for com-
mon goals and readiness to share re-
sponsibility for their formulation and
achievement;

v/ Balanced involvement of all actors
in the company through the “goal -
action - indicator” chain.

Effective business management from mar-
keting positions requires continuous and
complete environmental analysis and in-
formation to enable the organization to
adapt quickly to upcoming changes, even
overtaking and anticipating them. Defining
the specific environmental conditions and
trends, we could use better the favourable
and avoid the adverse environmental fac-
tors.

Along with the emergence of a wide range
of tools for implementing marketing strat-
egies, the need for complexity in the
measurement and evaluation of marketing
activity is also created. At the same time,
however, a number of problematic issues
arise in the measurement and evaluation
of marketing results (Marchevski, 2011):

t Broken connection between mar-
keting and business results

The reasons for the disconnected relation-
ship between marketing and business re-
sults are as follows (Shaw, 2005):

e Lack of measurable benefits from
marketing in the accounting of operating
results;

e Difficulty in allocating and spending
time and resources;

e Appointing too many managers;

naHuaTa Ha BSC e HeobxoamMMo aga ce Cb-
6nopaBaT cnegHUTE NPUHLUMNKN, KOUTO pas-
KpWBaT CbLLHOCTTa Ha cucremarta (Xepsur,
2007):
v OpueHTUpaHe Ha LenuTe KbM CTpa-
TernaTa Ha KOMMNaHUATa, KOETO Hana-
ra ga ce npasu SICHO pasrpaHuyeHue
Mexay ornepaTuMBHaTa U CcTpaTernye-
CKaTa AEMHOCT B OpraHM3auusaTa;
v [poBexaaHe Ha Aauanor 3a cTpa-
TEerMyeckmTe Uenn He CaMO Ha MEHU-
OXBbPCKO HUBO, HO U CbC CITYXXUTEeNnuTe
Ha opraHusauusita, KouTo TpsbBa Aa
ca MOTUBMpPaHM K pobpe obydyeHun 3a
OEeNHOCTTa, KOATO U3BbPLUBAT;
v TOTOBHOCT Ja ce nogenu oTroBop-
HOCTTa - 4pe3 BHeapsABaHeTo Ha BSC
opraHusaumsitTa ce npeBpblia B OT-
BOpeHa CTpyKTypa, XapakTtepusumpa-
la ce C MHUUMATUBHOCT Ha nepcoHa-
na, caMoKoHTpon, paboTta 3a obwwuTe
Llenv 1 roTOBHOCT Aa Ce NoAenu oTro-
BOPHOCTTa 3a TAXHOTO (POpMy/iMpaHe
M NOCTUTaHe;
v/ BanaHcMpaHo BbB/MYAHE Ha BCUY-
KW AencTBalum nuua B KOMMaHMATa
upes Bepwurarta ,Uen - AencTeue - no-
kasaten”.

EdekTnBHOTO ynpasneHme Ha 6usHeca oT
MapKeTMHIroBM MO3ULWM WM3NCKBA Henpe-
KbCHAT M MbJjieH aHanun3 n nHdopmaums 3a
OKOfHaTa cpeza, 3a ia MoXe opraHm3aums-
Ta ga ce aganTtupa 6bp30 M npucnocobu
KbM HacTbnBawMTe NMPOMEHU, AOPU Aa U
n3npesapsa n npeaswxaa. Onpenensamku
KOHKPETHUTE CbCTOSIHUS M TeHAEHUMW Ha
OKOfHaTa cpeaa, buxa mornm aa ce n3nons-
BaT no-gobpe 6naronpuatHuTe U nsbareat
HebnaronpusaTHUTE (aKTOpU Ha OKosiHaTa
cpena.

YcnopeaHo € Bb3HMKBaHeTO Ha 6oraT Ha-
60p OT WMHCTPYMEHTM 3a peanunsmpaHe Ha
MapKeTUHroBuTe cTpaTerMm ce cb3gaBa U
HeobxoAMMOCTTa OT KOMMJIEKCHOCT NpU U3-
MepBaHETO M OLEHSBAHETO Ha MapKeTUH-
ropaTta AenHocT. CblueBpeMeHHO obauye Ha
npeaeH njaH ce nosiBsBaT M peanua npo-
6/1eMHN BBNPOCK MpU M3MEpPBaHETO M oue-
HABAHETO Ha MapKeTUHroBUTE pe3ynTaTu
(Mapuesckn, 2011):

% HapyuweHa Bpb3Ka MeXxay Mapke-
TUHra u 6usHecpesynrtarure

MpuUYnHUTE 3a HapylleHaTa Bpb3Ka Mexay
MapKeTuHra n busHecpesynratuTe ca cnea-
HuTe (Shaw, 2005):

e Jlunca Ha u3MepMMM NOA3U OT Map-
KeTUHra npu CY4eTOBOAHOTO OTpa3ssiBaHe Ha
pesyntatuTte oT AEeNHOCTTa;
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e Resisting customer requirements and
staff training through experience;

e Lack of understanding of the relation-
ship between finance and marketing;

e Putting short-term financial goals as
the basis of the decisions taken;

e Fragmented use of available man-
agement tools;

e Insufficient investment in appropri-
ate means, techniques and systems for
measurement and control;

¢t Search for correspondence be-
tween the Marketing Perfor-
mance Management dimensions

MPM is implemented in two dimensions -
operational and strategic, which are often
measured and evaluated in isolation from
each other. The lack of connection be-
tween these two dimensions violates the
synchronicity between them. The need for
unity between objectives, strategy and ac-
tivities is often not understood and is rare-
ly a management priority. The operational
dimension covers monitoring, registration
and analysis of historical data and current
marketing status through quantitative and
qualitative marketing indicators. The op-
erational dimension of the Marketing Per-
formance Management is mainly associ-
ated with marketing costs, which makes it
considerably closer to control.

The strategic dimension of the Marketing
Performance Management is conditioned
by the relationship between the market-
ing results and the organizational strategy
adopted. This dimension compares the re-
ceived and desired long-term marketing
results based on the strategic objectives.

t Weighting the significance of fi-
nancial indicators
The weakening of the role of financial
measures in marketing is due to their
shortcomings, among which the following
can be highlighted (Niven, 2002):

e Not in line with modern realities as
they do not provide information about any
problems or opportunities that have been
encountered, as well as the inherent ben-
efits of the organization;

e Reflects past events - the detailed fi-
nancial approach has limited opportunities

e TpyAHOCT Npu pasnpenensHeTo u us-
pa3xoABaHETO Ha BPEMETO N pecypcuTe;

e Ha3HayaBaHe Ha npekasieHOo MHOro
MEHUAXbpPU;

e CbnpoTMBa KbM W3NCKBaHUATA Ha
KJIMEHTUTE N KbM 06Y4YEeHWETO Ha nepcoHa-
na 4ypes onuT;

e Jlunca Ha pa3bupaHe 3a Bpb3KaTa
Mexay UHAHCUTE N MapKeTUHra;

e [loCTaBsiHE Ha KPaTKOCPOYHU PUHaH-
COBM LeNn KaTo OCHOBa Ha B3eTuTe pelue-
HUS;

e dparMeHTUpaHO M3MO03/1BaHE Ha Ha-
JINYHUTE yNpaBJIEHCKU CPeacTBa;

e HefoCTaTbyHO MHBECTPaHe B MOAXO-
AALWM cpeacTsa, TEXHUKU U CUCTEMU 3a U3-
MepBaHe W ynpasJiHUE;

t TbpceHe Ha CbOTBETCBUE MeXAay
AnMMeHcunTe Ha YPM

YPM ce npunara B ABe AMMEHCUM - one-
paTMBHa M CTpaTermyecka, KoOUTo 4YecTo ce
M3MepBaT U OLEeHsABAT U30NMPAHO eaHa OT
apyra. JluncaTta Ha Bpb3Ka Mexay Te3u ABe
M3MepeHUsa HapyllaBa CUHXPOHa Mexay
TAX. HeobxogmMmocTTa OT €4MHCTBO Mexay
uenuTe, crpatermsata U AeWHOCTUTE 4YecTo
He ce pa3bupa M psaaKO e NpUOpUTET Ha
ynpasneHneto. OnepaTuMBHOTO WU3Mepe-
HMe obxBalla MOHWUTOPWUHI, perucTpaums u
aHanMs Ha AaHHW OT MUHAJIOTO U TEKYLLOTO
CbCTOSAHWE Ha MapKeTuHra, nocpeacTtBoM
KOJIMYECTBEHU MKAYeCTBEHN MAPKETUHIOBU
nokasartenu. OnepaTtMBHOTO U3MEPEHNE Ha
YPM ce cBbp3Ba NpeanMHO C MAapKeTUHro-
BUTE pa3xoan, KOeTo ro gobnmxasa 3Ha-
YnTesIHO A0 KOHTposna. CTpaTternyeckoro
n3mepeHue Ha YPM ce obycnaBsa OT Bpb3-
KaTa MexXAay MapKeTUHroBUTEe pe3ysiTaTu
M rnpueTtata oOpraHuMsauMmoHHa CcTpaTerus.
ToBa mM3MepeHune cpaBHSABA MOJIy4YEHUTE U
KenaHUTe AbAroCpoYHU pesynTaT OT Map-
KeTuHra, 6asvpaHn Ha 3anerHanuTe crpa-
Ternyecku uenu.

t OTtcnabBaHe 3HaAuuMMOCTTa Ha
c¢nHaHCcoBUTE NoKa3aTenu

OTtcnabesaHeTo Ha ponsta Ha UHAHCOBMU-
Te n3MepuTenu B MapKeTuHra ce AbJXKK Ha
TEXHUTE HeAOoCTaTbLM, Cpea KOMTO MoraT Aa
6baat otkpoeHun cnegHute (Niven, 2002):

e He oTroBapsiT Ha CbBpeMEHHUTE pe-
a/lHOCTWN, Tb KAaTO He NpeaoCTaBsAT WH-
dopMauma Ha HacTenuam npobnemMm wnm
61aronpusTHM Bb3MOXXHOCTU, KaKTO W 3a
nosly4YeHn HeocesaeMn NpeaMMcTea Ha op-
raHusauusaTa;

e OTpassiBaT MMHaMM Ccbbutnsa - getam-
NN3paHMAaT HUHAHCOB Noaxoa UMa orpaHu-
YEHM BDB3MOXHOCTU 3a MPOrHo3MpaHe Ha
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for predicting future processes;

e They are not adequate to integrated
organizational structures but are tailored
to structures that reflect only value or cost
of certain relationships;

e Cannot measure the long-term con-
sequences of marketing activity - often re-
ducing marketing costs in the short term
against long-term activities, generates
negative financial results for the organiza-
tion;

e They are not unique to all levels of
government because partial information is
passed to the management level;

e They have a low degree of differen-

tiation, because some financial indicators
are very close to each other, differing in
a small way, leading to confusion in the
measurement of results.
The significance of financial indicators
should not be underestimated. Finan-
cial statements are an important tool for
managing marketing activity, creating
value for the entire organization and pro-
viding funds to stakeholders. In order to
compensate for the deficiencies outlined
above, it is necessary to apply the finan-
cial indicators in a balanced way with the
non-financial indicators.

¥ Marketing efficiency is a major
emphasis in marketing activity
assessment

The main result of marketing activity
measured is the level achieved of effec-
tiveness of the money spent on marketing
activities, which is measured by the indi-
cators: “volume of sales per unit of mar-

IZ8BA\

keting costs”, “volume of sales generated
by one advertising campaign”, “marketing
costs”. Marketing results are created at
three main levels - at the level of organi-
zation, level of marketing activity and in

the upcoming marketing environment.

Evaluation of the overall marketing activ-
ity is based on:

(1)an assessment of the operational and
strategic aspects of the activity;

(2)the ability to accurately and timely
measure the four prospects “Financial
results related to marketing activity”,
“Customer-related outcomes”, "“Out-

6baewmn npouecu;

e He ca agekBaTHM Ha MHTerpupaHuTe
OpraHM3aunoHHN CTPYKTYpPU, a ca npuroae-
HM KbM CTPYKTYpMW, OTpa3siBalln eauMHCTBE-
HO CTOMHOCT M/X pa3xoan Mo onpeaeneHu
BPb3KMU;

e He MoraT Aa n3amMepBaT AbJIFOCPOYHUTE
NnocneacTBMS OT MapKeTUHrosata AenHOCT
- YecToTO peayunmpaHe Ha MapKETUHIOBW-
Te pa3xoAM B KpaTKOCPOYEH MiaH CnpsiMo
OENHOCTM C ABbJITOCPOYEHU CTOMHOCTKU, MO-
paxga HeratmBHM (UHAHCOBM pe3ynTaTu
3a OpraHu3aumaTa;

e He ca egHO3Ha4YHM 3a BCUYKM HMBA Ha
yrnpasJieHue, 3al0To cenpeaaBa YacTU4YHa
nHdbopMaums 40 yNnpaBAeHCKOTO HMBO;

e IMaT HMUCKa CcTeneH Ha andepeHumpa-
He, MOHeXe HAKOM (MHAHCOBW NMoKasaTenu
ce pobnukaBaT 3HAUYUTENTHO MOMEXAy Cu,
pasnuMyaBaiku Ce MasodeTamniHo, KOeTo
BOAM A0 ob6bpKBaHe Npu M3MepBaHETO Ha
pe3syntatuTe.
3HauMMoCTTa Ha PMHaHCOBUTE NoKasaTesnun
He TpsibBa pa ce omanoBaxaBa. ®MHaAHCO-
BUTE NMOCTAHOBKM Ca 3HAYMM MHCTPYMEHT 3a
ynpaBneHne Ha MapKeTMHroBaTa AEMHOCT,
3a Cb34aBaHe Ha CTOMHOCT 3a usnarta op-
raHMsaums 1 3a ocurypsiBaHe Ha CpeacTsa
3a 3auMHTepecoBaHUTE CTpaHu. 3a aa 6b-
AaT KOMMEHCUMpPaHW MO-rope ouYepTaHuTe
HefoCTaTbUM e HeobxoaMMO (PUHAHCOBUTE
nokasatenu ga ce npunaraT 6anaHcmMpaHo,
B €4HO C HedMHaHCOBUTE NoKa3saTesnu.

t MapkeTuHroBata egeKTUBHOCT e
OCHOBEH aKLeHT Npu oLieHsiIBaHe
Ha MapKeTUHroBaTa AeMHOCT

OCHOBHMAT M3MepBaH pe3ynTaT OT Mapke-

TUHroBaTa AENHOCT € MOCTUrHaTOTO HMBO

Ha eeKTMBHOCT Ha M3pa3xoaBaHuUTe cpea-

CTBa 3a MapKeTUHrOBM AENHOCTU, KOETOo ce

n3MepBa C nokasatenurte: “obemM Ha npo-

Aaxbute Ha eauHMLA MapKETUMHIOBU pas-

xoaun”, “obemM Ha npogaxxbute, nopoaeHn ot

eflHa peksiaMHa KamnaHua”, “npuxoam Ha
eAnHMLa MapKeTUHrosu pasxoam”. Mapke-

TUHIOBUTE pe3ynTaTh Ce Cb3AaBaT Ha Tpu

OCHOBHM HMBa - Ha HWBO OpraHusauus,

HMBO MapKeTUHroBa AEMHOCT U B obpbXxka-

BallaTa MapKeTUHrosa cpea.

OueHsiBaHETO Ha UANOCTHATA MapKeTUHro-

Ba AENHOCT ce OCHOBaBa Ha:

(1) oueHka Ha onepaTUBHUTE W CTpaTeru-
YeCKM acnekTu Ha AerHOCTTa,

(2) Bb3MOXHOCT 3@ KOPEKTHO U HaBpeMeH-
HO M3MepBaHe Ha 4YeTMpuTe nepcnek-
MmN “®UHAHCOBM pe3ynTaTtn, CBbp-
3aHW C MapKeTuHroeBaTa AenHocT”,
“Pe3ynTtatn, CBbp3aHM C KaMeHTuTe”,
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comes related to internal and external
marketing processes”, “Results related
to the development of marketing activ-
ity and marketing personnel”;

(3) analysis of deferred and outdated indi-
cators of activity;

(4) efficiency and effectiveness in assess-
ing marketing activity.

The evaluation of the results of the mar-

keting activity is done in the following as-

pects:

» Determining the degree of imple-
mentation of marketing strategic
goals, which leads to an increase
in the profitability of the organiza-
tion by increasing market demand,
market share, marketing efficiency
of marketing events.

» Determining the degree of imple-
mentation of the marketing plan.

If the goals are not met, the marketing
plan is rethought, and the violation can be
restored in two ways (Best, 2005):

e reviewing several options: pricing,
discounts for customers and distributors,
marketing costs, and marketing budget if
there are opportunities to improve mar-
keting activity;

e reviewing the structure and logic of
the current marketing plan.

» Determine the degree of perfor-
mance of a certain marketing cam-
paign.

Choosing an adequate measure of indi-
vidual marketing campaigns assessment
is linked to different views on which meas-
ure gives the most accurate idea of mar-
keting campaign performance. The use of
more than one metric may lead to control
scores. The two poles are related to the
MROI and various variants of the NPV.

The essential characteristic of both indi-
cators - Marketing Return on Investment
(MROI) and Net Present value (NPV) - is
that they are financial indicators. The
MROI indicator has a more reasonable op-
portunity to take into account the specific-
ity of the marketing campaign, taking into
account a longer-term view of the market-
ing activity, and the benchmark for it is a
target rate of return.

“Pe3yntaTty, CBbp3aHU C BbTPELIHUTE

N BbHLWHUTE MapKeTUHroBM npouecn”,

“Pe3yntaTtu,CBbp3aHN C PasBUTUETO Ha

MapKeTuHrosata AeNHOCT U MapKeTUH-

roems nepcoHan”,

(3) aHanu3npaHe Ha OTCPOYEHM U m3npe-
BapBallM MHAMKATOPWU 3a AeNHOCTTa,
(4)n3non3eaHe Ha nokasaTenn 3a edek-

TUBHOCT M edUKACHOCT MNpu OLeHsIBaHe

Ha MapKeTMHroBaTa AENHOCT.
OueHsiBaHETO Ha pe3ynTaTtuTe OT Mapke-
TUHroBaTa AENHOCT Ce M3BbpLlUBaA B Cnea-
HUTE acneKkTu:

» OnpepensiHe cTeneHTa Ha W3MbJ-
HEHWE Ha MapKeTUHroBWUTE CTpaTe-
FMYeCcKn Lenn, YMeTo MU3NbJHEeHue
BOAM OO HapacTBaHe [0XOA4HOCTTa
Ha opraHusauusaTa 4ype3 yBesm4ya-
BaHe Ha NasapHOTO TbpCeHe, nasap-
HUS 457, HapacTBaHe Ha nNasapHara
ednKacHOCT Ha MapKeTUHrosuTe
MeponpusaTUS.

» OnpegensiHe cTeneHTa Ha U3MbJHe-
HMEe Ha MapKEeTUHIOBUSA MaH.

Mpn HenocTUraHe Ha 3an0XeHuTe uenwu,
MapKeTUHroBMAT MJiaH ce npeocMucns,
KaTo HapyLeHOTO CbOTBETCTBME MOXe Aa
6bae Bb3CTaHOBEHO Mo ABa HaymHa (Best,
2005):

e rpepasrnexgaHe Ha HAKOAKO on-
uMn: ueHoobpasyBaHeTO, OTCTbMNKUTE 3a
KNMEHTU 1 ANCTpubyTOopn, MapKeTUHrOBU
pa3xoan U MapKeTUHroB 6loaXeT, ako Cb-
LecTByBaT Bb3MOXHOCTM 3a nopobpsisaHe
Ha MapKeTuHroBaTa AEMNHOCT;

e [pepa3srnexgaHe Ha CTpyKTypaTa
N formkata Ha HacTosAWMS MapKETUHroB
naaH.

» OnpenensiHe cTeneHTa Ha MU3MbJHe-
HVMe Ha onpejeneHa MapKeTUHrosa
KaMmnaHus.

N360pbT Ha ajekeBaTeH uw3MepuTen 3a
oueHKaTa Ha OoTAeNHUTe MapKeTUHIoBMU
KaMnaHuu e CBbp3aH C pas/iMyHU BMXAA-
HMS OTHOCHO TOBa KOW wM3MepuTen Aasa
Han-ToyHa npeactaBa 3a edeKTMBHOCTTA
Ha MapKETMHIroBUTE KaMmmnaHuu. YnoTtpeba-
Ta Ha nose4ye OT eAMH NoKasaTes MoxXxe Aa
Aoseae A0 KOHTPOBEPCHWM OueHKku. [lBeTe
MOSIOCHN AUCKYCUW Ca CBbP3aHW C MNoka-
3aTtens ,Bb3BpbLAEMOCT Ha MHBECTULMU-
Te B MapkeTuHr” (MROI) n pasnnyHu Ba-
pvaHTU Ha nokasaTtens ,HeTHa HacToswa
ctorHocT” (NPV). CbLHOCTHaTa XapakTe-
pucTMKa M Ha ABaTa nokasatens - MROI u
NPV - e, ye Te ca ¢pMHAHCOBM MokasaTenu.
Mokazatenat MROI mMma no-ocHoBaTesiHa
Bb3MOXHOCT 3a OT4yMTaHe creuyudmkaTa
Ha MapKeTMHroBaTa KamnaHusl, OTYUTaNKu
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The NPV indicator is dependent on incom-
ing and outgoing cash flows, the amount
of the requested rate of income, and in this
case when assessing a marketing cam-
paign (although each marketing campaign
pursues different purposes), it would not
take into account the market risk profile
targeted by the campaign, the goals it
pursues, the specifics of demand, etc., but
only the cost of capital.

> Evaluation of the results by ele-
ments of the marketing activity.

» Evaluation of marketing activity
through efficiency, in terms of the
results of the marketing costs in-
curred.

The main parameters of marketing ef-
ficiency are three: marketing costs, net
profit and resources invested in the organ-
ization. If the efficiency of the marketing
activity is increased, this will result in an
increase in net profit and, accordingly, an
increase in the return on invested resourc-
es (with equal other conditions).

Looking at marketing at company level,
and in particular marketing costs, they are
limited by the company’s total financial re-
sources. At the same time, the latent re-
sults of quality marketing can (and must)
have a significant financial result. Accord-
ing to Iv. Marchevski, “marketing efficien-
cy is a major economic indicator of the
quality of marketing activity in the firm,
but its measurement must be different.”

Measurements used are dependent on
the nature of the instrument(s) used and
the level of assessment - marketing cam-
paign or the overall marketing activity of
the organization. When a separate mar-
keting campaign is measured, economic
performance is a key indicator. If evalu-
ation is the marketing activity in general,
the measurement should focus on the
change in the company’s marketing assets
(Marchevski, 2014).

In conclusion, it is important to note a key
concept of Marketing Performance Man-
agement - namely complexity. In terms of
marketing, complexity is seen as a con-
sequence of the systematic influence of
many processes such as customer service,

eNH Mo-AbArocpoYveH nornen BbpXy Map-
KeTMHroBaTa AeMHOCT, KaTo KpuTepus 3a
OLleHKa MNpu Hero e uesieBn pasMep Ha Bb3-
BpbLaeMocTtTa. [lokasatenar NPV 3aBucu
OT BXOASLWNTE N U3XOASLWN NAapUYHKN MOTO-
UM, pa3mepa Ha MckaHaTa HoOpMa Ha 40Xoj,
M B TO3M C/ly4an npu oueHKaTa Ha AajeHa
MapKeTMHroBa KamnaHusg(Makap M BCsKa
MapKeTMHroBa KaMnaHusa pJa npecneaBa
pasnuyHn Uenn), He 6u ce oT4en pMCKoOBUS
npodwua Ha nasapa, KbM KOWTO € Haco4eHa
KamMnaHusaTa, uenuTte, KOMTo TS npecnensa,
cneumdmkaTa Ha TbpCEHETO M T.H., @ CaMo
LeHaTa Ha KanuTana.
» OueHsiBaHe Ha pe3ynaTaTuTe no ene-
MEHTM Ha MapKeTUHrosaTa AeMHOCT.
» OueHsiBaHe Ha MapKeTuHrosaTa
OENHOCT 4pe3 epeKTUBHOCTTA, pas-
6bupaHa KaTo nofnydeHu pesynTa-
TW OT HanpaBeHUTE MapKETWMHIOBU
pa3xoau.
OCHOBHMTE NapaMeTpu Ha MapKeTUHroeaTa
edeKTUBHOCT Cca TpU: pasxoauTe 3a Mapke-
TWHT, YncTaTa nevanba U MHBECTUPAHUTE B
opraHusauusitTa pecypcum. AKO Ce MNOBULUN
edeKTMBHOCTTa Ha MapKeTUHrosaTa Aen-
HOCT, TOBa Le pedsiekTMpa A0 yBenuya-
BaHe Ha 4yucrata nedanba v CbOTBETHO A0
yBennyaBaHe Bb3pbllaeMoCcTTa Ha WHBEC-
TUpaHuTe pecypcu (Npu paBHU APYrn yc-
noBus).
Pasrnexaankm MapKeTuHra Ha paBHMULLE
dnpMK, M B YACTHOCT pasxoamTe 3a Map-
KeTUHI, Te ca NMMUTUpPaHu oT obwunsa du-
HaHCOB pecypc Ha dwupmaTta. EaHOBpeMeH-
HO C TO3M haKT, NATEHTHUTE pe3ynTaTn Ha
KauyecTBeHUs MapKeTUHr mMoraTt (M Tpsibea)
Aa vMaT 3HauuTeneH (UHAHCOB pe3ynTar.
Cnopen VB. Map4eBckn, “MapKeTMHroBa-
Ta ePeKTUBHOCT € OCHOBEH MKOHOMMYECKMU
WHAMKATOP 3@ Ka4yeCTBOTO Ha MapKEeTUHro-
BaTa AeMHOCT BbB dhmMpMaTa, HO namepute-
nnTe 3a HerHaTa oueHka Tpsbsa aa 6baaTt
pasnuMyHn.” anonssaHuTe M3MepuTenn ca
3aBMCUMMM OT XapaKTepa Ha W3Mon3BaHus
WHCTPYMEHT (MW MHCTPYMEHTU) U paBHU-
LeTo Ha OLeHKa — KOHKPeTHa MapKeTWH-
roBa KamMnaHus Unun Laa0CcTHaTa MapKeTUH-
roea AerHOCT Ha opraHusauumsaTa. Korato
Cce n3MepBa oTAe/IHa MapKeTUHroBa Kamna-
HUS, MKOHOMMYeckaTa edeKTUBHOCT € ocC-
HOBEH MHAMKaTop. AKO 06eKT Ha oLeHsBa-
HEe € MapKeTMHroeBaTa AEMHOCT KaTo LSS0,
n3MepBaHeTo TpsibBa Aa ce CbCpenoTouun
BbpXYy NMPOMSAHATa B MAapKETUHIOBUTE aKTU-
BU Ha dupmaTa (Mapuescku, 2014).
B 3akntoueHne e BaxHO Aa 6bae ortbens-
3aHO KJIIOYOBO MOHATUE, CBbp3aHoO ¢ YPM
- @ UMEHHO KOMMJIeKCHoCTTa. PasrnexaaHa
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business development, ability to meet
goals, G. Cokins defines complexity as
an emphasis in the process of improving
marketing management and links it with
a change in the following aspects (Cokins,
2009):

> Putting emphasis on analytical tech-
niques, such as predictive analysis,
through scenarios such as “what if”,
“economic exchange”, conditional
analysis and sensitivity analysis,
etc.;

» Cross-functional collaboration be-
tween staff and automated solu-
tions;

» Synchronous working processes,
initiatives and goals;

» Use of economic indicators to meas-
ure the profitability and potential
value of the client;

» Fostering specific activity indica-
tors;

The basic requirements of complexity
considered through the prism of market-
ing activity can be reduced to (Grigorova,
2012):

> Balanced application of different fi-
nancial and non-financial indicators
related to marketing management,
united in a unified system;

» Use of a limited number of key mar-
keting indicators, expressing the
most important aspects that illus-
trate marketing management and
giving indications of occurring or
expected results;

> Selection of key success factors of
marketing management that are
specific to each organization.

The application of complexity in the meas-
urement and evaluation of the marketing
activity allows to obtain relevant informa-
tion about the achieved results, which in
turn is a prerequisite for the optimal im-
plementation of the marketing strategy,
the optimal distribution of the marketing
resources and increase of their return, and
therefore, for the overall increase in mar-
keting management effectiveness.

One of the main conditions of complexity
is the balanced application of financial and

B acneKkTa Ha MapKeTuHra, KOMMJIEeKCHOCT-
Ta ce Bb3nMpueMa KaTto nocrneguua OT CUC-
TEMATUYHOTO BAMSIHWME Ha MHOMO MpoLuecw,
KaTo obcny)XBaHe Ha KJIMEHTUTE, pasBuTue
Ha AeNHOCTTa, CMOCOBHOCT 3@ U3NbJIHEHME
Ha uenute n gp. . KOKMHC onpeaens Kom-
MJIEKCHOCTT@ KaToO aKUeHT B rpoueca Ha
nonobpsiBaHe Ha ynpaB/ieHMETO Ha MapKe-
TUHrA U 9 CBbpP3Ba C NPOMSHA B ClieaHuTe
acnektun (Cokins, 2009):
> locTaBsiHE Ha yAapeHMeTo BbpXYy
aHaNUTUYHM TEXHMKW, KaTo Tnpe-
OVKTUBEH aHanus, 4pes cueHapumu
KaTo “KakBoO, ako”, “MKOHOMMYecKa
pa3sMsHa”, yc/ioBeH aHanM3 U aHa-
IM3 Ha YyBCTBUTENIHOCTTA U Ap.;
> KpbcToCcaHO-DyHKLMOHANMHO Cb-
TPYAHMYECTBO MeXxAay nepcoHasna wu
aBTOMaTU3MpPaHUTE peLleHns;
» CUHXpOH Ha paboTHMTE npouecw,
WHULMATUBMK U LEenn;
> M3non3BaHe Ha MKOHOMUYECKWU Mo-
KasaTenu 3a wu3MepBaHe [0OXOA4-
HOCTTa M MOTEHUWanHaTa CTOMHOCT
Ha KneHTa;
> @oKycumpaHe BbpXy cneunduyHu
rnokasaTesnu 3a AENHOCTTa;
OCHOBUTE M3UCKBAHMSA Ha KOMMIEKCHOCT-
Ta, pa3rnexgaHa npe3 npusaMaTa Ha Map-
KeTuHroBaTa AenHOCT, MoraTt ga ce ceegart
no (Mpuroposa, 2012):
> BbanaHcupaHo npwunaraHe Ha pas-
NMYHM DUHAHCOBU U HedMHAHCOBM
nokasaTesin, CBbp3aHu C ynpasne-
HMeTO Ha MapKeTuHra, obeanHeHn B
eNHHa cucTeMma;
» WMN3nonsBaHeTo Ha orpaHunyeH 6poi
K/IIO4OBM MApPKETUHIrOBM MoOKasaTe-
N1, v3passiBalM Hal-BakHUTe ac-
NeKTU, KOWUTO WOCTpUpaT Mapke-
TUHIOBOTO YMpaBJ/ieHMEe W AaBalun
MHAMKAUMKM 3@ HACTbMWAW UM OY-
aKBaHUW pe3ynTaTtu;
> MNogbupaHe Ha KNWYOBU daKTopU
3a ycrnex Ha MapKeTUHroBus Me-
HUIXMBHT, KOUTO bmuBaT cneundmny-
HM 3@ BCsSIKa opraHusaums.
MpunaraHeTo Ha KOMMJIEKCHOCTTA Npu U3-
MepBaHe W OLEeHsIBaHe Ha MapKeTMHroeaTta
AENHOCT AaBa Bb3MOXHOCT 3a MojslyyaBaHe
Ha penesaHTHa MHdOpMaUUs 3a NOCTUMHA-
TUTe pe3ynTaTW, KOETO OT CBOS CTpaHa e
npeanocTaBka 3a MakCcuMMasnHo 4obpoTo mn3-
NbJIHEHNE Ha MapKeTMHroBaTa cTpaTerus,
OoNTUMANHOTO pa3npefesieHne Ha cpea-
CTBaTa 3a MApKETUMHI W MNoBULUABaHE Ha
TAXHaTa Bb3BPaALLAEMOCT, a crnefoBaTesniHo
3a LUASIOCTHOTO noBuaBaHe eheKTUBHOCT-
Ta Ha MApPKETUHIOBUS MEHUOXMBHT.
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non-financial indicators and their linking
into a unified system. Another important
condition of complexity is to use a limited
number of key marketing indicators that
express the most important aspects of
marketing activity.

IV. Conclusion

The Marketing Performance Management
theory is a modern stage in the develop-
ment of the marketing paradigm that aims
to expand the knowledge of marketing
processes and to determine the extent to
which it is consistent with the marketing
strategy adopted.

The Marketing Performance Management
theory focuses on ongoing marketing pro-
cesses, the development of integrated
management systems, as well as of as-
sessments and regulatory expertise and
technologies.

The two main components of The Mar-
keting Performance Management theory
(measurement and evaluation) are the
foundation for improving overall market-
ing activity, and the information they re-
ceive helps to define the potential for mar-
keting development, problem solving and
feedback management to be able to take
corrective actions, if necessary to achieve
the strategic marketing objectives set.

The essence of the Marketing Performance
Management theory is to improve market-
ing processes and measure actual results
in real time. Through its two major meas-
urement and evaluation components, the
Marketing Performance Management the-
ory helps improve overall marketing ac-
tivity. The information obtained from the
measurement and evaluation of the mar-
keting activity helps to determine the po-
tential for marketing development and, if
necessary, to take the corrective actions
needed to achieve the strategic market-
ing objectives. The article analyzes the ap-
proaches to measuring and evaluating the
marketing activity, focusing on three suc-
cessful marketing approaches, namely:
Activity Score Dashboard, Six Sigma and
Balanced System of Indicators.

EQHO OT OCHOBHMTE YCI0BUSI Ha KOMIJIEKC-
HOoCTTa e 6anaHCMpaHOTO npunaraHe Ha
durHaHCOBN M HedMHAHCOBM MoKasaTenu
N TIXHOTO 06Bbp3BaHe B €4MHHa cucTeMa.
[pyro Ba)xHO yC/10BME Ha KOMIMJEKCHOCTTa
e ga 6baaT M3non3BaHM orpaHuyeH 6poii
K/IIOYOBN MapKETUMHIroBWM MnoKasaTenun, u3-
pa3siBaliM Hal-BaXHUTE acCneKkTU Ha Map-
KeTUHroBaTa AEeNHOCT.

IV. 3aknouyeHue

TeopusaTa 3a YnpasneHue no pesyntatu B
MapKeTUHra e CbBpeMeHeH eTan OT pa3Bu-
TWETO Ha MapKeTUHroBaTa napaaumrma, Kos-
TO Uenn da ce paswupsiBa No3HaHMETO 3a
MapKeTUHroBMTe NpoLecn n Aa ce yCcrtaHo-
BSIBa [OKOJIKO MOCTUIHaTOTO CbLOTBETCTBA
Ha npueTaTa MapKeTWUHrosa crpaTerus. Te-
opuAaTa 3a YnpasfieHue rno pe3yatatv B Map-
KeTuHra ce okKycumpa Bbpxy npotunyawmrte
MapKeTMHroBM MNpoOLecu, U3rpaxaaHeTo
Ha WHTEerpmMpaHu CUCTEMMU 3a ynpaslieHUe,
n3paboTBaHETO Ha OLEHKM U peryampaLum
€KCNepTM3N N TEXHOMOM1N.

[lBaTa rnaBHM KOMMOHEHTa Ha TeopusdTa 3a
YnpaBneHue no pesynraty¥ B MapKeTuHra
(u3MepBaHe U oOueHsiBaHe) ca (yHAaMeHT
3a nopobpsiBaHe Ha UsANOCTHaTa Mapke-
TUHrOBa [AEMHOCT, a noJsiydeHaTta OT TaX
nHdopmauus crioMara 3a geduHUpaHe Ha
noTeHuMana 3a pasBuMTUE Ha MapKeTUHra,
npeononsiBaHe Ha npobaeMm n oCbLLECTBSA-
BaHe Ha obpaTHa ynpasfeHCKa Bpb3Ka, 3a
Ja MoraTt Ja ce npeanpuveMaTt KOPeKTUBHU
OENCTBUSA, Npyn HeO6XoAMMOCT 3a nocTura-
He Ha NocCTaBeHWUTe CTpaTerndyeckn mapke-
TUHIOBU LieNu.

CbhuHOCTTa Ha TeopusaTa 3a YPM e yCbBbp-
LWeHCTBaHe Ha MapKeTUHroBuTe npouecu
N M3MepBaHe Ha peasiHu pe3ynTatu B pe-
anHo BpeMe. Ypes3 gBaTa CM OCHOBHM KOM-
MOHEeHTa - n3MepBaHe U oueHsBaHe - YPM
cnocobcTBa 3a nogobpeHne Ha UsaNoCcTHaTa
MapKeTuHroea pAerHocT. [llosydyeHaTa WH-
dopmMaumna OT M3MepBaAHETO U OLieHsBaHe-
TO Ha MapKeTuHrosaTa AEMHOCT cnomara
3a onpegensHe norteHuuana 3a pasBuTue
Ha MapKeTMHra 1M npuM HeobxoAMMOCT 3a
npeanpMeMaHe Ha KOPEKTUBHU AeNCTBUS,
HeobxoaAnMM 3a MOCTUraHe Ha 3anoXeHuTe
cTpaTermyeckn MapkeTuHrosu uenu. B cta-
TUATa ca aHanuM3upaHu noaxoauTte 3a U3-
MepBaHe W OLeHsIBaHe Ha MapKeTMHrosaTta
OEeNHOCT, KaTo e aKkUeHTUpaHo Ha Tpwu yc-
newHo npuaaraHyu B MapKeTUHra noaxoaa,
a MMeHHOo: KOoHTponHO Tabno 3a pesyntaTtu-
Te oT aenHoctTa, Wect Curma n banaHcu-
paHa cucTeMa OT rnokasaTesnu.
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