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Abstract 

There is an increased demand of evaluating marketing activities. Because the lack of accountability marketing function 

within the firm is threatened (Rust et al. 2004). Cutting short on marketing and general expenses seemed to be the 

reaction in recession within the Hungarian companies (Mitev and Bauer, 2010). Traditional performance measurement 

indicators cannot answer all the management’s questions (Clark 1999). Marketing expenses increased significantly 

over the last 50 years (Sheth and Sisodia 2002).  

Marketing Science Institute defined marketing metrics and ROI as top research priority in 2002, 2004 and 2006. There 

is a new corporate trend for greater accountability of value-added. In time of crisis induced period of restrictions it is 

necessary that all functional activities, including marketing being financially accountable. At the same time there is 

discontent with traditional metrics (accounting tools, e.g. balance-sheet, income statements). Financial-accounting 

device refers to the past and does not contain information that affects long-term future results (Seggie et al. 2007). 

However, according to Li (2010) existence of these data is needed to evaluate past performance to improve future 

strategy and implementation. Availability of IT and internet provides new measurement opportunities, which resulted 

faster learning and spread of new methods. Various software applications (e.g. CRM, ERP) offered new alternatives for 

data collection and processing, monitoring and more in-depth study of each function.  

Interest of this topic increases in Hungary as well. In light of these facts the aim of this article is to present marketing 

evaluation approach and practice of the Hungarian corporations – according to an empirical, representative research – 

controlling practice and relationship between marketing effectiveness and business success. 

Our research examines in detail which indices, strategic and operative marketingcontrolling tools used in the 

Hungarian middle-sized and large corporations. 

In our research model we tried to prove the next initial coherence: if a company has marketing evaluation system, its 

operation contributes to success of marketing activity and corporate performance (Homburg et al 1999, Moorman and 

Rust 1999, Verhoef and Leeflang 2009, Merlo and Auh 2010). In our model, which evaluates the development of 

marketingcontrolling, we studied the relationship between the discovered factors with the application of main 

component analysis. We analyzed marketing evaluation system according to in controlling common used three 

subsystems – information, planning and controlling system. In case of information system the areas of information 

analysis and its sources were examined. In case of system of objectives which exists within planning system it was 
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worth dealing with the importance of psychographic aims besides the economic ones. Our initial hypotheses have been 

proved. Our research revealed the obstructive factors of marketingcontrolling efficiency and the intervention points to 

improve marketing performance and business success of the Hungarian corporations – especially in crisis situations. 

 

1. Research problems, aims and methods 

Controlling methodology is used for monitoring the effective operation of business which serves as a measurement in 

case of some elements of marketing activities, e.g. sales. Therefore, it seems appropriate to examine how the concept of 

controlling can be applied for effectiveness assessment and evaluation of marketing.  

Before starting the research the undermentioned questions arised: 

 what kind of marketing evaluation aspects are applied in the Hungarian middle-sized companies and large 

enterprises, and did they get over merely the use of financial methods? 

 outside the traditional methods whether the psychographics elements play an important part, including the 

criteria of marketing controlling? 

 besides operative devices appear the ones with strategic aspect? 

 evaluations of marketing science has really begun to integrate, in which financial, operative and strategic 

approaches are integrated? 

 

Fundamental aims of researcher work: 

 examining the causal correlation between marketing activities and controlling applications, 

 creating a model, which evaluate the development of marketingcontrolling, 

 empirical testing of this theoretical model among the Hungarian middle-sized companies and large enterprises. 

 

After studying international and national literature, which provides an excellent base to the further work and 

qualitative and quantitativ marketing research has been done. Qualitative research methods were chosen for depth 

interviews in the context of nine expert interviews were made. Regarding the companies, taken into the sample, it was 

important to be large companies since we had previously assumed that they consciously apply marketingcontrolling 

system. Regarding the industry, we tried to select from each type that has strategic importance. Concerning the title of 

the interviews my target was to be able to study the operation of the marketingcontrolling system from different points 

of view, along the hierarchic levels. Accordingly, we studied the opinion of the department store’s executive through the 

head of department’s to the product and brand manager’s. The aim of carrying out the depth interviews was learning 

the working system and sub-systems of the marketing controlling, understanding and revealing the relations between 

the sub-systems, becoming familiar with the experts’ opinions and finalizing the questionnaire in the light of the results.  

One of the methods of the quantitative marketing research we chose the questionnaire, which characteristics and 

methodology can be read later.  

 

2. Basic theoretical and research model 

During the research we started from the assumption that the company’s marketing activity contributes to the corporate 

performance, besides many factors one of the key to corporate competitiveness, can be the marketing success. 

However, in order to consider the performance we need an objective evaluation procedure. Studying previous 

researches we tried to find evidence that marketing significantly influences corporate performance. 
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According to Merlo and Auh (2010) due to the dual role of marketing within organizations – (marketing as an approach 

and as concrete activities) – its influence manifests itself in two perspectives (Piercy (1986), Varadarajan (1992), 

Webster (1992), Workman (1993)). The first is an „activity-based perspective, where marketing is treated as a set of 

activities undertaken by different people throughout the whole organization” (Narver and Slater (1990), Deshpandé et 

al. (1993), Jaworski and Kohli (1993)). Then permeates the entire organization of the market-oriented management 

culture. „Being market-oriented is mostly associated with strong performance”(Jaworski and Kohli (1993), Kirca et al. 

(2005), Langerak (2003), Slater and Narver (2000).  

The research initially focused on this perception as an effect of marketing activity, it was easier to consider it than a 

complex organizational unit. According to Merlo and Auh (2010), the following research topics can be distinguished 

(Merlo and Auh 2010):  

 „marketing effect on the strategy development and planning”(Anderson (1982), Hutt and Speh(1984), Piercy 

(1987), Walker and Ruekert (1987), Frankwick et al. (1994), 

 „the interaction of marketing with other corporate functions” (Wind (1981), Hutt és Speh(1984), 

Gupta et al. (1986), Walker és Ruekert (1987)), 

 „the role of marketing in product development” (Hutt et al. (1988), Workman (1993)), 

 „the coordination of inter-firm networks” (Achrol (1991), Webster (1992), Day (1994)). 

But the biggest problem of the above mentioned research that they are mainly theoretical and not based on empirical 

evidence (Homburg et al. (1999)).  

The second approach is the functional group’s pespective, which is represented by Homburg et al. (1999), Moorman 

and Rust (1999). They „view marketing as an independent and distinct organizational entity”. Lawrence and Lorsch 

(1967), Perrow (1970), Hinings et al. (1974) among corporate functions marketing is thought to be the most powerful, 

primarily its role plays in innovation and consumer involvement. According to Day (1997) marketing has a key position 

in the future mainly during market sensing and customer acquisition. Homburg et al. (1999) defined marketing 

influence as the practical power of marketing unit within the corporate, comparing to other units has a more significant 

role in achieving business sucess. In his research the influence of marketing strategy was high, and he proved that 

„marketing’s role in strategic planning is based on the value of the power resources which contributes to the firm’s 

operation”. In Moorman and Rust’s study (1999) we can find that marketing department has a benefical effect on 

effeciency and „contributes to financial performance, customer relationship performance and new product 

performance beyond the contribution of an organization-wide market orientation. Verhoef and Leeflang (2009) defined 

marketing influence impact as „an outcome of the marketing function’s own characteristics, such as accountability, 

innovativeness, customer connectivity, creativity, and interdepartmental cooperation”. Similarly Homburg et al. (1999) 

empirical experiences Verhoef and Leeflang’s (2009) results are proved that marketing has a contribution to corporate 

sucess and performance. This result is remarkable, while the importance of marketing activity 10 years later also 

confirmed. But these two results can not be compared while the two samples are different.  

Merlo and Auh (2010) analyzed the marketing’ strategic influence at Australian firms. It has been observed that 

marketing plays a significant strategic role in connection with other functions. The degree of influence is high, not only 

in general as strategic power, but as a special decision element, which means an important contribution in the 

organizational success. 2 years later, in 2012 Merlo and Auh continued the studies in this direction, which showed that 
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powerful marketing function coupled with improved business performance. Thus, they advise the management to focus 

on simultaneously to maintain the strong market orientation and marketing function, while the corporate internal 

responsible of market orientation is the marketing organization. 

Homburg et al. (1999) made his surveys in the United States of America and in Germany, Moorman and Rust (1999) 

also did in the USA, Verhoef and Leeflang (2009) in the Netherlands, while Merlo and Auh (2010) in Australia. Thus, 

companies operating in these countries managed to find a significant correlation with the performance of the 

marketing department and the corporate performance.  

Interest in the topic is increasing in Hungary. More domestic professionals succeed in supporting this relationship with 

empirical experiences and statistical analysis. 

Berács (1997) points out that the development of marketing tools and marketing-strategic aims are closely related to 

corporate performance. Marketing function - cannot only be determined by the leaders' basis declaration - as one of the 

source of the company's success, but modern marketing also automatically leads to competitiveness and corporate 

profitability growth in Hungary. 

Research of Kolos et al. (2005, p. 60) reveals that companies they have interviewed detect a close relationship between 

their marketing activities and corporal success. Accordingly, marketing functions appear in the organization. At the 

same time, marketing contributes rather to the long-term success of a company (Kolos et al. 2005, p. 61.). So the effects 

of marketing activities prevail long-term. 5 years later a new research was made by Kenesei and Gyulavári (2010, p. 

54.) according to which this trend is maintained and further strengthened, since not only the marketing tools, but also 

possessing marketing skills are closely related to performance. In our opinion marketing capabilities refer to the 

strategic importance of marketing activities and to the market oriented mentality. 

In conclusion it can be claimed that the evaluation of marketing is not an advantage any more, while it is a requirement 

and condition of competitiveness. Marketing, both as an organization and set of activities, has a dominant role e.g. in 

decision-making, strategy developing, planning, creating product development and customer relationships. Last but not 

least is necessary to mention the coordination function of marketing between the organizational units within the firm. 

About marketing performance evaluation Kotler (2000) writes the following: efficient marketing organizations apply 

reliable assessing and controlling tools, which makes the result of evaluation, interpretation and adaptation, and the 

regular supervising of marketing activities. Traditional financial performance measurement indicators can not answer 

all the questions of the management (Clark (1999)), furthermore, marketing expenses increased significantly over the 

past 50 years (Sheth és Sisodia 1995), in our opinion it has a relevance to study the marketing evaluation approach in 

Hungary.  

In light of these facts the aim of this article is to present marketing evaluation approach and practice of the Hungarian 

corporations – according to an empirical, representative research – controlling practice and relationship between 

marketing effectiveness and business success. 

In the research model we tried to prove the next initial coherence: if a company has marketing evaluation system, its 

operation contributes to the success of its marketing activity (Niven 2005 in case of Balanced ScoreCard, Reinecke 2004 

in case of marketing evaluation), and increases corporate performance (Homburg et al 1999, Moorman and Rust 1999, 

Verhoef and Leeflang 2009, Merlo and Auh 2010, Berács 1997, -Kolos et al 2005, Kenesei and Gyulavári 2010.). 

According to the above mentioned research results we regarded proven and accepted the coherence between 

marketing and corporate performance, however, only a few studies has been dealing with the coherence between 

marketing evaluating system and marketing success. 
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We made the next initial theoretical – research model (Figure 1). In the model, under the development of marketing – in 

dual approach (Merlo és Auh (2010)) – the contribution of marketing department and set of activity to the corporate 

performance. During the research, the model will be tested as a result of which certain elements can fall out without the 

evidence of the appropriate context, and new elements can be added to the system if there is a connection.  

In the model, which evaluates the development of marketingcontrolling, we studied the relationship with the 

application of main component analysis between the discovered factors. Its purpose is to define the minimum number 

of those factors, which will explain most of the variation (Malhotra 1999). We are going to analyze the marketing 

evaluation system according to the three subsystems, known at controlling – information, planning and controlling 

system. In fact development of marketingcontrolling is clearly determined by the operation of each subsystem. In case 

of information system the areas of information analysis and its sources were examined. In case of system of objectives 

which exists within planning system it was worth dealing with the importance of psychographic aims besides the 

economic ones. While in the control system we will study each asset as groups. Our research revealed the obstructive 

factors of marketingcontrolling efficiency and the intervention points to improve marketing performance and business 

success of the Hungarian corporations. 

 
Figure 1 Initial theoretical model of marketingcontrolling development
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3. Representative quantitative research and its results 

3.1. Sample and research characteristics 

The sample population is medium-sized companies operating in Hungary (with an employee number between 50 and 

249) and large enterprises (employee number over 250). The number of the base population is 4784 for medium-sized 

companies and 917 for large enterprises. 

As a feature of the base population I wanted to take the annual net revenue into consideration, but in the Law on 

Accounting the upper limit of the medium-sized company’s annual net revenue is at most 50 million euro – which is the 

lower limit for a large enterprise – and in our opinion this is too high a sum for the Hungarian market. For this reason 

the KSH (Hungarian Central Statistical Office) ‘only’ examines the number of employees for the purpose of determining 

the corporate size. 

We have chosen the companies from the CÉG-KÓD-TÁR, issue 2009/3. The research technique was stratified sampling 

from the random sampling methods. We tried to find connection to the marketing departments of the companies and 

asked the questions from a previously well-structured questionnaire on phone. Features of the stratification were 

activity and region. Confidence level of the total sample is 95 percent, accuracy level is ±9,7 percentage points, sample 

size is 100 companies (50 medium-sized, 50 large). According to the activity and region, distribution of the total sample 

is shown in Table 1, which accurately reflects the basic population proportions. Stratification of Hungarian medium-

sized companies and large enterprises is not the same, but if we ask 50 medium and 50 large companies, the two 

samples are comparable with each other easily without distorting weighting. 

The four activity sectors are: agriculture, industry, trade and service. The seven regions of Hungary are: Southern Plain, 

Southern Transdanubia, Northern Plain, Northern Hungary, Central Hungary, Central Transdanubia and Western 

Transdanubia.  

                                                                                                                                 Table 1. Total sample stratification by region and activity 

1  Agriculture 2  Industry 3 Trade 4 Service Total

1 Southern Plain 1 3 1 1 6

2 Southern Transdanubia 1 2 1 1 5

Medium-sized 3 Northern Plain 1 3 1 1 6

Companies 4 Northern Hungary 1 2 1 1 5

5 Central Hungary 1 6 4 7 18

6 Central Transdanubia 1 2 1 1 5

7 Western Transdanubia 1 2 1 1 5

Total 7 20 10 13 50

1 Southern Plain 1 2 1 1 5

2 Southern Transdanubia 1 1 1 1 4

Large 3 Northern Plain 1 2 1 1 5

Companies 4 Northern Hungary 1 2 1 1 5

5 Central Hungary 1 6 3 8 18

6 Central Transdanubia 1 4 1 1 7

7 Western Transdanubia 1 3 1 1 6

Total 7 20 9 14 50  
       Source: The writers’ own drawing 

 
The majority - 53% of the Hungarian medium-sized companies and large enterprises operate in the industrial sector, 

27.2% in the service sector, 14.6% in trade and 5.3% in agriculture.  

The majority of the sampled companies operate in Central Hungary. In other regions, medium-sized and large 

companies are represented in almost the same numbers. 
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3.2. Marketingcontrolling development 

Development of marketincontrolling was analysed according to three variable groups, which was defined by the three 

subsystems of marketingcontrolling: information-, planning- andcontrolsystem.  

First, the correlation test must be done to find out the relevance of main component analysis on this variable groups. 

According to the correlation matrix in case of all the three variable groups the relationship is significant at 1%, so there 

is a reason to implement the main component analysis. The legitimacy of main component analysis and rejecting the 

hypothesis of Bartlett’s fericity (sig. 0,000) were confirmed by KMO (0,601). Component vector suggests that in 

manufacturing the component information- and controlsystem take part with nearly the same weight value of 0,830, 

and 0,832, while planning system has a smaller weight: 0,625. Final communalities of the original variables were as 

follows. The manufactured main component 68,8% of the information subsystem, 69,2% of the control subsystem, 

while 39,1% of the planning subsystem’s content information were compressed. 

The development of control system were studied according to the applied indices and methods. We were interested in 

how frequently employ the Hungarian middle-sized and large companies indices concerning marketing and sales (e1), 

and strategic- (e2), operative- (e3), financial (e4) marketingcontrolling devices. 

During the analysis first correlation analysis was made in order to find out the relevance of main component analysis is 

on this variable groups. Correlation matrix shows that the relationship is significant at 1%. The legitimacy of main 

component analysis and rejecting hypothesisof Bartlett’s fericity (sig. 0,000) were confirmed by KMO (0,760). The  

principal component of the original variables obtained the information content of 69.2% of the total retained, so the 

data loss is estimated to be only 30.8%. Component vector suggests that in manufacturing the component marketing 

and sales indices takes part with the highest weight (value of 0,850), this is followed by operative marketingcontrolling 

tools (0,806), then strategic marketingcontrolling tools (0,748), and finally the financial marketingcontrolling tools 

(0,744) are following. The manufactured main component 72,2% of e1, 56,0% of e2, 65,0% of e3 and 55,3% of e4 

component’s content information were compressed. It can be concluded to the final communality of the original 

variables that the main component condensed the 72.2% content of the information of e1, 56, 0% content of the 

information of e2, 65,0% content of the information of e3, and 55,3% content of the information of e4. 

 

Components of marketingcontrolling development 

More professionals (including Hubert, Gyulavári, Malota (2012)) emphasize the priority of financial data from which 

we can conclude that economic and financial goals are preferred. Therefore in the planning system I was interested in 

whether the psychographic and economic goals are equal in corporate decision-making rank, or either one takes 

priority over the other. Psychograpgic objects may alibi in practice, because of measurement difficulties come to the 

fore with the intention of improving performance.  

 

In the target system the target classification of Ulrich/Fluri (1995) and Meffert (2000) was considered, where in each 

group there are more statements, mixed in the question. The respondents had to rank the answers from 1 till 7, which 

results are summarized on Figure 2. (1 means not at all important, 7 means extremely important) 

In the hierarchy the most important element was the aims regarding the market position, with an average value of 6.2, 

which contains the increase of market share and the turnover, and the reaching of new markets. Second importance 
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was the profitability aims with an average value of 5.74 (increase of profit, reaching turnover and capital rentability). 

Psychographic aims (reaching purchase intention, attention rising, prestige forming, increase satisfaction) got an 

average value of 5.32. Despite the difficulty of measuring psychographic aims, the respondent considered them 

important. To the financial targets belong the aims of market position and the profitability. From two of these are 

before the psychographic aims in the importance hierarchy. The environmental objectives had 4.8, while the social ones 

had 4.75 avarage values. It can be bewildering using the name of having a 3.44 market value goals-term According to 

Ulrich/Fluri (1995) and Meffert (2000), the attaining of political and social influence and the achieving of independence 

belong to this group. 

 
Figure 2 How important do you consider the next objectives in firm leadership?(1 not at all important, 7 extremely important) 
Source: the writers’ own drawing 

 
Grouping the toolsystem is based on a Swiss research from 2010 named ’Marketingcontrolling in the practice’, which 

was made by Reinecke and Eberharter. As the target group of the two researches (the Swiss and the Hungarian) is 

different, It was not my aim to compare the results with each other. Measuring marketing efficiency middle-sized and 

large companies use mainly those indices regularly, which are refering to sales and finance, e.g. Turnover (94.8%) and 

its increase (84.9%), net income (82.2%) and turnover rentability (65.9%). Indices related to customers, the above 

mentioned companies use less frequently: customer satisfaction (54.5%), customer attechment rate (18.4%), financial 

customer value (19.4%) and non-financial (11.6%). Indices related to competitors are hardly used regularly, except 

market share (56.4%). 
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Figure 3 How often does the company use the following indices in marketing and sales? (not at all, not regularly, regularly)  
Source:The writers’ own drawing 

 
Indices and index systems are only the pillars of a comprehensive marketingcontrolling system. They complement each 

other, but in no way substitute the methods like gross margin calculation, or investment calculations in case of 

indtroducing a new product. In marketing there are many areas, which cannot properly expressed in indicators. It 

raises the question that marketing managers with what kind of tools and methods determine the success. The following 

part contains strategic and financial marketingcontrolling methods. 

Concerning strategic marketing controlling devices, Figure 4 shows that the Hungarian medium-sized companies and 

large enterprises apply regularly the traditional tools: e.g. customer satisfaction (57.7%), strategic product portfolio 

(49.3%), competitors’ analysis (42.9%) and industrial branch analysis (42.6%). It seems that in making important 

strategic decisions these companies prefer well-proven methods.  

Suprising results emerged in case of market segmentation, as there is a substantial difference between theory and 

practice. While the necessity of market segmentation is indisputable in the literature, 38.8% of the Hungarian medium-
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sized companies and large enterprises do not take advantage of it, 34.7% waive its regular use, and only 26.5% apply it 

regularly. It seems companies have difficulties in carrying out segmentation. 

An unexpected development the sporadic practical use of Balanced Scorecard, since in the literature it is a much 

discussed topic. Results show that 75.8% of the respondents do not use it at all, 18.0% do not use it regular and only 

6.2% use it regularly. It is conceivable this method is too innovative or too complex for companies to introduce it on a 

regular basis. Results show that 78.8% of the companies do not use the scenario technique at all, 16.9% do not use it 

regularly, and only 4.3% apply it regularly. In our opinion this method has a great advantage in that future events can 

be predicted.  

 
Figure 4 How often does the company you work at use the following tools? (Strategic marketing controlling)  
(NA: Not at all, NR: not regularly, R: regularly) Source: The writers’ own drawing 

 

One of the most costly element of marketing activity is marketingcommunication, the cost of which is constantly 

increasing, so it was important to assess this component. Previously it was assumed that the tracking was carried out 

by less than one-third of the companies. Because of the high costs, companies try to save money on those activities, 

which could be increased efficiency. 

Concerning operative marketingcontrolling devices traditional methods like sales analysis (91.1%), quality analysis of 

products and services (74.8%), price- (67.7%) and distribution analysis (50.0%) are regularly carried out by the 

comapnies. 

Despite the fact that marketing communication carries considerable costs, only few middle-sized companies and large 

enterprises analyze regularly their results. Measuring the efficiency and effectiveness of marketing communication the 

regularity is important, it cannot be occasionally (not regularly) performed, because it has, no sense. The process 

approach is essential, because we can only heel the response of customers for each campaign. 

In the XXI century, from the communicational point of view, could also be called as the ’Time of integrated 

marketingcommunication’, it is also unexpected that the media-mix optimalization is used by less than one-fifth of the 

companies (17.9%). 
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Figure 5 How often do you apply the following methods? (Operative marketingcontrolling)  
(not at all, not regularly, regularly) Source: The writers’ own drawing 
 
Finally, in case of the control system it is necessary to study financial marketingcontrolling tools, which can easier 

apply, than strategic and operative devices. Figure 6 confirmed this as the regular application of the first six methods is 

above 50%. 63.8% of the companies use regular total cost calculation, 63.4% turnover-result calculation, 54,8% 

profitability analysis, 54.7% gross margin calculation, 52.9% budget analysis, while 50.6% process cost calculation. 

Positively noticed that many companies use the process (50.6%) and objectives cost calculation (44.4%). However, 

nowadays among marketing theorists so often discussed topics such as regular application of brand value (29.9%) or 

client value analysis (20.9%) still less widespread in business practice. 

 

 
Figure 6 How often do you apply the following methods? (Financial marketingcontrolling)  
(not at all, not regularly, regularly) Source: The writers’ own drawing  
 
During the analysis of the marketingcontrolling devices it is noticed that in Hungary the middle-sized and large 

enterprises prefer to use the well-tried methodsl. It is possible that the ’new’ procedures are considered risky.  

During the literature review it was found that by the evaluation of company’s marketing activity the biggest problem 

was the lack of assessment method and the subjective elements in it. Finding the competent human resource may also 
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cause a problem. More universities and colleges have alrady started this training, therefore market supply and demand 

will be resolved in time at the marketingcontroller training sector. 

In the survey the companies were asked what kind of difficulties they had during the evaluation of the marketing 

process. Figure 7 illustrates the factors that hinder the operation of the marketingcontrolling system in business 

practice. These data are suprising in the light of how much money, time and energy are spent on the various quality 

management and routine reports from year to year in order to refine the methods. Marketing activities have significant 

costs comparing to other company fields, nonetheless 43.9% of the companies have not got an evaluating method.  

 

 
Figure 7 What prevents the evaluation of marketing activities? Source: The writers’ own drawing 

 

In our opinion, there is a connection between development of marketing and marketingcontrolling system. Indeed, if a 

company deals with the evaluation of its marketing activities, it will contribute to the optimal functioning of marketing. 

This is the second hypothesis, which stems from the research model.  

The correlation test must be done to find out the relevance of main component analysis on this variable groups. 

Correlation matrix shows that in case of six variable groups at 1%, 2 variable groups at 5% the relationship is 

significant, so there is a reason to implement main component analysis.  

The legitimacy of main component analysis and rejecting hypothesisof Bartlett’s fericity (szig. 0,000) were confirmed 

by KMO (0,651). According to the component vector I can declare that the development of marketingcontrolling takes 

part in the highest weight (0,826) in manufacturing of the component, this is followed by applied activities (0,805), 

then expenditure or investment (0,659), and finally marketingbudget (0,496). Final communalities of the original 

variables were as follows: the manufactured main component 68,1% of the 3. statement, 64,8% of the 1. statement, 

43,5% of the 2. statement and 24,6% of the 4. statement’s content information were compressed. Well the next 

statement has been proven. 

The legitimacy of main component analysis and rejecting hypothesisof Bartlett’s fericity (szig. 0,000) were confirmed 

by KMO (0,651). According to the component vector I can declare that the development of marketingcontrolling takes 

part in the highest weight (0,826) in manufacturing of the component, this is followed by applied activities (0,805), 

then expenditure or investment (0,659), and finally marketingbudget (0,496). Final communalities of the original 

variables were as follows: the manufactured main component 68,1% of the 3. statement, 64,8% of the 1. statement, 
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43,5% of the 2. statement and 24,6% of the 4. statement’s content information were compressed. Well the next 

statement has been proven. 

 

Resulting model of the main component analysis can be seen on Figure 8. Beyond testing the initial theoretical model – 

proven significant relationship – the model has been broadened which can experience in block I. 

 

 
Figure 8 Marketingcontrolling development model Source: The writers’ own drawing 
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4. Summary and conclusions 

In the 21st century's uncertain economic climate, profit-seeking corporations work under the constant pressure of 

efficiency. As a consequence, the importance of evaluation has already covered by those corporate fields, which were 

regarded impossible to measure, based on our previous knowledge. Corporate leaders have recognized that successful 

corporate governance requires a system that analyzes the efficiency of marketing activities 

– e.g. sales, marketingcommunication, consumer behaviour, etc.  

In Hungary, the company practice both controlling elements, the Anglo-Saxon and German ones, can be found. 

According to my representative research nearly 80% of the middle-sized and large companies evaluates the efficiency 

of marketing activities, so they recognize the significance of this method. Plan, analyze, evaluate and control marketing 

activities and its efficiency, but not or only rarely call it marketingcontrolling. Survey stated that marketingbudget was 

less than 5% of the mentioned company’s revenue.  

The three subsystems of marketingcontrolling – information-, planning and control system – are seperated in the 

Hungarian corporate practice. 

Creating the information system the studied companies use both internal and external sources. As external source 

mostly the different market research reports, while as an internal own corporate market research, internal corporate 

statistics, database, accounting are dominant.  

During the objectives planning revealed that in the daily operation, decision-making of the Hungarian middle-sized and 

large companies the psychograpgic objectives at least as important as economic ones.  

We noticed during the depth interviews, in relation to the control system, that the measurement of the economic goals’ 

fulfillment is the dominant, but there are also psychographic objectives. Control system was studied separately with 

regard to the strategic, operative and financial marketingcontrolling devices, and we concluded causal relationship the 

frequency of use of these. 

At the end of the research we asked what kind of difficulties arises during the using of marketingcontrolling. Not 

suprising that the biggest problem is the cost, the subjectivity and the lack of the evaluation method and the lack of the 

competent human resource. 

Finally, we illustrate in a model what kind of factors have an effect on the development of marketing and 

marketingcontrolling.  

Draw the conclusion that the Hungarian middle-sized and large enterprises considerable attention is paid to the 

marketing activities and its evaluation. However, a number of methods and procedures can also expand the existing 

tools. In our opinion, in most companies to create a well-operating marketingcontrolling system not requires a large 

investment, since the basis of this system have already existed. 

It is succeed to prove in our research that if a company has marketing evaluation system, its operation contributes to 

success of marketing activity.  

Using a marketingcontrolling system several practical benefits can be realized. The controlling system of a 

multinational company that distributing products in construction industry makes the horizontal flow of information 

possible. Executives of the different stores in this chain in Hungary set up an internal information line in order to the 

effective communication. With the expansion of the available information controlling activity can be modify, when the 

results are not what we expected. Thus the system can continuously develop and specified.  
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