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ABSTRACT 

 

This study is about the impact of marketing audit on marketing performance. The study 

was conducted at Beta Business Consultant. 

Marketing audit is a systematic, critical and impartial review and appraisal of the total 

marketing operation. Today, Marketing Managers are facing challenges to survive in this 

turbulent situation where cutthroat competition, lack of demand and liquidity, switching 

of customers, increase in advertising costs, government, regulation etc. affected their 

marketing performance badly than ever. These challenges represent both opportunities 

and problems and may need periodic examination of the company's marketing 

operations. 

The study was specifically focusing on identifying the Marketing audit effects that occur 

in marketing performance during its implementation. The researcher has basically 

wanted to know those effects that occur in marketing performance of a firm and to 

recommend it is useful for managers as tools in providing quality solution for their 

marketing performance. 

Methods of data collection involved documentary reviews, questionnaires, interviews 

and participant observation. The findings revealed that Marketing Audit is faced with 

some challenges that should be overcome for the sake of improving its efficiency and 

effectiveness in the marketing. Through analysis of data shows that Beta business 

consultant especially the owners of the firm have the knowledge about the marketing 

audit but they were not doing it professional or sometimes in a year they did not do it at 

all. Lack of marketing audit exercise has caused the firm to suffer in the marketing 

performance. The firm has no marketing plan or promotion activities to promote their 

service in the market. So the firm was not also did well in financial especial the profit 

reported was very low. 
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CHAPTER ONE 

BACKGROUND INFORMATION 

1.0 Introduction to background information 

This chapter explores the background, context, research problems, research questions, research 

objectives, the scope and relevance of the study. 

1.1 Context of the study 

The marketing audit is a fundamental part of the marketing planning process. It is 

conducted not only at the beginning of the process, but also at a series of points during 

the implementation of the plan. The marketing audit considers both internal and external 

influences on marketing planning, as well as a review of the plan itself. Here the 

marketing audit is used some as tools to evaluate marketing performance of an 

organization, for example SWOT analysis for the internal environment, as well as the 

external environment. The marketing audit is a generally accepted method of evaluation 

and a control mechanism of marketing performance.  

In 1967, Kotler dedicated a fullchapter ofMarketing Management: Analysis, Planning, 

and Controlto the marketing audit and identified it as “something apart from and more 

comprehensive than the other control efforts of the firm”. While the concept of an audit 

is commonly associated with the accuracy of financial reports, it is no less important for 

marketing. Many businesses judge the impact of their marketing program on sales 

numbers. While sales may be one measure of marketing effectiveness, sales data do not 

tell management what worked, what did not and what external factors impacted the 

resultsKotler,(1967). 

Interpretation of sales data does not provide “report cards” for prior marketing efforts, or 

direction for future efforts. Whether conducted by an external auditor or by in-house 

personnel, regular examinations of all aspects of the marketing function can provide 

information on the external environment; the internal organizational structure; and the 

objectives, strategies, and tactics used by a firm or a brand. Businesses that market their 

own brands require effective marketing planning and activities. Managing such planning 

and activities efficiently enables businesses to generate competitive advantages in core 

competences. 
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Wernerfelt,(1984) formulated the resource-based view of firms, which views internal 

firm capabilities and resources as key determinants of competitive advantage. This 

resource-based perspective considers resources and capabilities to be competitive 

advantages if they are firm specific, rare, durable and difficult to imitate or substitute 

Heracleous, (2003). Using such resources and capabilities to formulate effective 

marketing and managerial plans can help businesses weather global economic 

recessions. Marketing planning in particular requires an understanding of factors directly 

associated with the customer response to business marketing efforts such as 

advertisements, branding, pricing and promotions Stevens et al. (2005).  

Marketing auditing is the comprehensive, systematic, independent and periodic 

examination of the external marketing environment, internal marketing goals, objectives, 

operations and efficiency of a business Kotler et al., (1977). Marketing audits encompass 

the entire range of marketing activities. Researchers have categorized the components of 

marketing audit and have developed checklists for practical use Kotler ( 1977).  

The Beta Business Consultant (BBC) is an advisory firm wholly operated under private 

ownership. The firm is located on Plot No. 920 Allykhan/olympio streets in Upanga 

area, Dare s Salaam. In general terms Government ministries and agencies are the main 

customers in accounts and business advisory services. Others are banks, SMEs, 

Saccos,and individual customers. 

1.2 Statement of the problem 

Muhammad Showkat Imran(2012) in his paper of The Effect of Marketing Audit to 

Enhance Company Performance and Marketing Accountability found that over the past 

few years, many business firm and other companies were blind-sided by the economic 

downturn and did not know how to react. When some firms finally figured it out, it was 

too late. Jobs were lost, budgets slashed, market share lost and company value 

diminished. So, of all times to stop investing in activities designed to sell more due to 

luxurious cost and yet companies do it all the time with a little bit thinking.  

Further, limited internal resources are causing increasing competition between 

marketing and other departments. Companies are looking to increase their new prospects 
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while shortening the sales cycle by improving the marketing efforts without increasing 

the budgets for the separation of top level management and marketing custody. So 

organizations are trying to keep and establish the marketing leg into the new phenomena 

which is called MAin the world, Muhammad Showkat Imran(2012).  

Today, Marketing Managers are facing challenges to survive in this turbulent situation, 

where cutthroat competition, lack of demand and liquidity, switching of customers, 

increasing advertising cost s, increasing, government regulations etc. have affected their 

marketing performance badly than ever. These changes represent both opportunities and 

problems and may need periodic examination of the company's marketing operations. 

Many marketing managers have now realized that their marketing operations should be 

regularly reviewed and examined. 

It is not known further that what the effects are of regularly reviewed and examined of 

marketing activity. It is not known further that, factors affecting marketing audit. This 

suggest that a little has been done in addressing  marketing audit as the tool to measure 

the marketing performance of the business.   

This study aims at filling the gap by determining the effects and to what extent 

itaffectsthe marketing performance in Tanzania.  

1.3.0 Research Objectives 

1.3.1 General Research Objective 

The main research objective was to evaluate the impact of marketing audit towards 

marketing performance of Beta Business Consultant. 

1.3.2 Specific Research Objectives 

(i) To investigate whether the marketing audit is responsive to the needs of Beta 

business consultant. 

(ii) To investigate whether pricing policy is responsive to the beta business 

consultant and buyers. 

(iii) To evaluate ways of expanding market share of beta business consultant. 
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1.4.0 Research Questions 

1.4.1 General Research Question 

The main research question was to examine whether there is an impact of marketing 

audit on marketing performance. 

1.4.2 Specific Research Questions 

The study was guided by the following research questions. 

(i) Is there any importance of marketing audit for Beta Business Consultant? 

(ii) Is Beta Business Consultant pricing policy effective? 

(iii) How should Beta Business Consultant maximize its market share? 

1.5 Hypotheses Statement 

The marketing audit process can be affected by marketing planning processand pricing 

policy. 

1.6     Significance of the Study  

The study on the impact of marketing audit on the marketing performance was 

considered to be important in the following areas as:  

(i) The assessment of the efficiency of the marketing audit will give the opportunity 

to take a look at what the organization has done, how it has done it, and any 

positive (or negative) results that may have come of it. 

(ii) Findings will be used to make suggestion and recommendations to improve 

awareness and knowledge of marketing audit. 

(iii) Marketing audits often lead to strategic marketing change 

(iv) The study is designed to provide information to the organization on uncovering 

inefficiencies that the company did not know they existed. 

(v) Also will expand the body knowledge to professional, academicians and the 

publicas the study is forming a base for further studies in this area byother 

researchers. 
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1.7 Limitation of the study 

 Despite using a case study to verify the extent to which the research has achieved its 

goals at Beta, there might be some limitations, which have not been favourable for the 

study.The following are the possible challenges which the researcher encountered during 

the research process: 

 Time factor 

The researcher is also responsible for other issues at his workplace, and at the 

same time had to collect data for the research. That means; time for data 

collection, analysis and interpretation was short as per the university's 

requirements, therefore there was time constraint. 

 Scarce resources 

The study by itself was costly. With financial constraints, the researcher was not 

able to carry out extensive and deep research with all the required details. 

 Respondent cooperation 

Respondents’ awareness about research and their individual attitude towards 

researchers leaves a lot to be desired; that is; there is need for sensitization. In 

some cases interviewees were unwilling to fully cooperate during the study due 

to their busy schedules or not readily available. The researcher had to shuttle 

several times to and from their offices.  
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CHAPTER TWO 

LITERATURE REVIEW 

2.1.0 Introduction 

This chapter deals with tentative investigation on contributions of other writers and 

researchers writing on similar topics as a research problem. The chapter also describes 

conceptual definitions, theoretical bases of the research, empirical analysis and the 

conceptual framework. 

2.1.1  Conceptual definition 

The various scholars have defined the marketing auditing as follows; Kotler W., Sloan 

Management Review,(1977)says, “A marketing audit is a comprehensive, systematic, 

independent, and periodic examination of a company’s - or business unit’s – marketing 

environment, objectives, strategies, and activities with a view of determining problem 

areas and opportunities and recommending a plan of action to improve the company’s 

marketing performance”. 

 

The Chartered Institute of Marketingdefines marketing audit as the “process to  review 

and appraise your whole marketing activity, enabling you to assess past and present 

performance, as well as to provide the basis for evaluating possible future courses of 

action”. 

2.2.1  The current status of the marketing audit 

 

The marketing audit is a generally accepted method of evaluation and a 

controlmechanism of marketing performance. In 1967, Kotler dedicated a full chapter 

ofMarketing Management: Analysis, Planning, and Controlto the marketing auditand 

identified it as “something apart from and more comprehensive than the othercontrol 

efforts of the firm” (p 594). 

 

 

The marketing auditor provides the framework and findings, but it is the process through 

which managers assimilate debate and develop their own concept of the needed 
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marketing actions that is most desired Kotler, Gregor& Rodgers, (1977). Kotler, Gregor, 

and Rodgers, ( 1977) provided a framework for the conduct of the marketing audit and 

indicated the various organizational choices for conducting it, highlighting the potential 

problems existing in conducting an audit.  

 

The benefits of using the marketing audit and implementing its recommendations lie in 

perceptions of its ability to influence a change in business performanceRothe (1997). 

According to Kotler (1997), the marketing audit should address six areas of a company’s 

marketing situation, including macro and micro environments, marketing strategy, 

marketing organization, marketing systems, marketing productivity, and marketing 

functions. According to Wilson, (1993) the auditor should use the marketing audit 

checklist to collect data on a company’s marketing operations and then compare the 

results to a set of benchmarks or expectations that have been developed for the industry 

and the firm.  

 

Accepting the logic of the marketing audit, it may be justifiable to expect that the 

comprehensive, systematic, independent, and periodic examination of the organization’s 

marketing function will, potentially, lead to early detection and awareness of existing or 

emerging marketing issues that may influence the organization’s business performance 

Brownlie, (1996b). Therefore, it may be expected that the use of the marketing audit is 

related more strongly to the increase in market share; a predominantly marketing 

influenced performance than to the increase in overall financial performance, which may 

reflect the wider organizational business initiatives. 

 

Moreover, if the use of the recommendations arising from the marketing audit can be 

expected to, potentially, contribute to increased organizational performance; it may also 

be reasonable to expect that non-users of the marketing audit’s recommendations will 

not experience the extent of change in performance that its users doRobin and Taghian, 

(2008).  
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To analyze the Strategic Business Unit (SBU) Jaworski and Kohli,(1993) indicate that in 

small to medium enterprises (SMEs), marketing is haphazard and informal and that 

networking is the main method of conducting marketing in smaller companies. The 

results show that implementation of the recommendations of the marketing audit 

correlates positively with change in market share (r = 0.27, p < 0.01), but does not 

correlate with change in the overall financial performance. Admittedly, the correlation 

between the conduct of the marketing audit “periodically” and the change in the market 

share is not large. However, it is statistically significantRobin and Taghian,(2008).  

 

Themarketing audit has also been considered as a necessary part of the 

marketingplanning process. It has been suggested that the scope and nature of the 

marketingaudit need to be broadened to include a global perspective Rothe, Harvey 

andJackson, (1997). Some authoritative writers on the subject Kotler 1977, Wilson1993, 

Brownlie(1996b) view the marketing audit as an instrument to judge anorganization’s 

overall commitment to a marketing orientation. 

2.2.2  Primary objectives of a marketing audit 

Marketing audit is a function, in the context of management operations, by which the 

assessment of the implementation of strategic marketing at tactical level is attempted. 

The application of marketing audit results in testing the compatibility and comparability 

of the objectives, sought to be implemented within the marketing strategy, with 

measurable targets which are achieved in reality, Shelter, (2013 ) This can be 

implemented through the presentation and analysis of results in different areas of 

business operation which affect the application of marketing throughout the company.  

As a result, the objectives which, a firm seeks to achieve, as a result of the 

implementation of a marketing audit, are to determine the image that has been formed in 

the market, about the company itself and other competing companies in the same 

business, and according to that, after analysis of data, an improved marketing strategy to 

be developed, aimed at strengthening the external image of the enterprise to consumer 

awareness and against competitorsShelter,( 2013 ). 
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Moreover, it should be investigated whether the pricing policy is responsive to the needs 

of existing and potential buyers. Potential or existing customers can consider product 

prices high, low or fair, thereby regulating the active demand for the products of the 

company. 

Also, it is necessary through the marketing audit to propose and develop a system for 

evaluation of the distinctive properties of different products of the company, which play 

a decisive role in whether these products will be commercially successfulShelter,( 2013 

). 

Ultimately, the main objective of the marketing audit should be to develop ways and 

methods-proposals aimed at improving the skills and abilities of the personnel in the 

sales department of the company, in order to promote the products and achieve the sales 

targets. This may mean the provision of additional incentives and training, to the 

existing sales-force, and the recruitment of new salespeopleShelter,( 2013 ). 

The above objectives of the marketing audit are not restrictive, since the implementation 

of the initial objectives may differentiate when unforeseen problems arise, and it is 

necessary to solve them. 

Finally, we can say that the marketing audit, apart from focusing on a particular part of 

business operations, should analyze and assess the effectiveness of the overall marketing 

function. From past experience, it has been observed that problems arise in other areas 

of focus than the ones that the marketing audit procedure seeks to evaluateShelter,( 2013 

). 

Moreover, as a general rule of thumb, on top of identifying problem areas, the aim of 

marketing audit should be to propose solutions and provide estimates of future 

opportunities and threats, through the analysis of strengths, weaknesses, opportunities 

and threats. Of course, an important and ultimate objective of the marketing audit 

remains the communication of the results to the company's management and 

shareholders, so that appropriate measures can be taken to correct or redefine the 

marketing strategyShelter, (2013 ). 
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2.2.3 Marketing Audit and Business Performance 

A review of the various definitions of marketing audit suggest that one might expect 

organizations with well-implemented marketing audits to have a greater capacity to 

achieve their stated direct and indirect performance objectives. These objectives might 

include process improvement and continuous monitoring of marketing performance 

Brownile, (1996), channeling efforts in optimal directions Quelch, Farris and Oliver, 

(1987), gaining important findings, recommendations and sufficient knowledge of 

customers for improving the marketing performance Mylonakis, (2003), strategy 

execution effectiveness, user satisfaction and organizational learning (Morgan et al., 

2002), and change in market share and the overall financial performance Taghian and 

Shaw, (2008). More recently, Taghian and Shaw (2008) have started to examine the use 

of marketing audits as a facility that can assist with the marketing orientation strategy, 

and their relationships with change in business performance.  

 

Furthermore, the marketing audit may change the attitude of management toward a more 

comprehensive awareness of the environment, a more objective and a less intuitive 

approach in decision making, and allowing independent opinions to be expressed and be 

used to achieve organizational objectives Sauter, 1999; Taghian and Shaw, (2008). 

Hence, it may be expected that the usage of marketing audits is related more strongly to 

increase marketing performance.  

2.2.4 Promotion 

Numerous authors in recent years have examined to varying degrees the importance of 

two fundamental marketing phenomena: effective Customer Relationship Management, 

(CRM) and the use of Internet Based Technologies, (IBTs) in helping to create a 

cohesive marketing strategy. Godin, 2008; Holzner, ( 2008); Claxto n & Woo 2008; 

Meerman Scott, (2009). The perceived value of e-marketing hinges on a proposition that 

combines; lower costs with opportunities to increase sales, improve customer 

relationship management, enhance corporate image and increase business efficiency.  
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Canavan, Henchion& O’ Reilly (2007; 193) in their study on Irish speciality food 

producers conclude that the Internet can complement other marketing channels used by 

Irish specialty food producers and endorse its function as a key part of eCRM 

“its role in managing information and relationships maybe more important than online 

sales”. They conclude that “leveraging the Internet as a ‘marketing channel’ as distinct 

from mainly a ‘distribution channel’ is evident in the specialty food market and this is 

likely to be of increasing importance to specialty food producers”.  

 

2.2.5 The entrepreneurial decision 

Entrepreneurship defined by Bruyat and Julien (2000:166) are of the opinion that good 

science starts with good definitions and that a minimum level of consensus is needed on 

the definition of what the field is and what it is not.  

The word "entrepreneur" is derived from a French root ‘entreprendre’, meaning, "to 

undertake". The term "entrepreneur" seems to have been introduced into economic 

theory by Cantillon (1755) but Say (1803) first accorded the entrepreneur prominence. It 

was Schumpeter however, who really launched the field of entrepreneurship by 

associating it clearly with innovation. Outcalt (2000:1) concludes that to varying degrees 

three traits have been included in the definition of entrepreneurship: 

 Uncertainty and risk  

 Complementary management competence, and  

 Creative opportunism.  

 

Outcalt (2000:1) is furthermore of the opinion that to ignore any of these areas is to risk 

repeating, rather than learning from, the history of the concept of entrepreneurship. 

The distinction between entrepreneur and manager we have discussed above reflects the 

two types of functions -- routine or non-routine functions -- that have been ascribed to 

the entrepreneur across the economic though. Recent theories, however, tend to 

associate managers to routine functions and entrepreneurs to non-routine ones. Before 

going briefly through alternative approaches in economics and through the determinants 

they identify in motivating the entrepreneurial decision, we have to remember that such 
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a ‘function-based’ definition for the entrepreneur is typical of the economic approach 

only; other disciplines’ look at entrepreneurship in different ways. 

 

The idea that people start new ventures as a way to increase their personal wealth 

underlies this strand of research in entrepreneurship: the entrepreneur only coordinates 

resources, and the possibility of allocating these resources optimally represents the only 

determinant of the entrepreneurial decision. The neoclassical representation of the 

entrepreneur refers to an individual “who maximizes profit subject to various resources 

constraints” Day and Sunder, (1996). Factors such as firm’s revenues, profitability, the 

creation of personal wealth, revenues ‘growth and sustainability are used as indicators of 

entrepreneurial success Amit et al., (2000), and the criteria guiding the entrepreneurial 

decision making in the this literature are essentially expected profit maximization, 

expected utility of profit maximization, and maximization of firm’s stock market value 

Kihlstrom and Laffont,( 1979).  

 

Entrepreneurship theories classified within this approach do not study the 

entrepreneurial choice explicitly, but nevertheless offer a general framework to analyze 

it. The lack such a perspective exhibits, however, lies in the fact that it appears too static 

and abstract, and does not pay enough attention to the entrepreneur as a decision maker. 

Subsequent approaches, still classifiable in the entrepreneurship literature but with a 

different idea about the type of functions an entrepreneur exercises, try to better 

disentangle the issue by looking at personal traits and delineating the peculiarities of an 

entrepreneur with respect to other economic agents.  

2.2.6 The Human Resource Development (HRD) perspective 

Recent studies of SMEs have witnessed a major contribution to the developing 

economics. From the HRD point of view, SMEs need to improve in order to be 

competitive in the market and to continue their survival. According to Harrison (1997) 

argued that HRD literature is now strategically focused and well integrated with fields of 

human resource management, business strategy and organizational learning. A number 

of dimensions of HRD initiations are investment in human resource capabilities, change 

in both organizational and individual concern on enhancing the core competencies, 
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organizational and individual learning, and enhancement of human resource 

competencies. 

 

According to Harrison (1997), HRD is essential for organizational strategy, external 

labour market strategies, changes in internal labour market needs and the value system 

within an organization. Much of the literature appears to be positing that investment in 

employees will enhance learning and performance. However, the small firms 

facingdifficulties cater appropriate system in the organization due to financial constraint. 

If the SMEs can overcome thishurdles therefore small firm also can be outperform. HRD 

is generally preoccupied with activity and it is proven thatthere is a causal link between 

human resource development investment and organizational and business performance. 

 

From the HRD perspective, it encompasses activities that improve the performance of 

ndividuals and the organizations. The central notion is that HRD may include training 

and development, organizational development and career development. Training 

involves the fostering of learning and education activities designed to improve the 

overall competence of an employee. Therefore at its most basic, HRD increases 

workforce competence, skills development and quality, motivation, commitment and 

development of the organization. According McLagan, (1989) argued that HRD 

strategic has linked training and development to organizational objectives and able to 

respond to the changes in the environment and technology. Therefore, HRD strategic is a 

tool for developing the firms and long term survival. However, the only consent that the 

SMEs worried are the costs, poor strategic planning and lack of managerial support. 

 

According to Rigg and Trehan (2002) argued that HRD in small organizations took a 

discourse perspective on organizational, learning and development. A qualitative 

approach is used to identify the three elements. The findingshowed that HRD practices 

were misconstrued in SMEs. In today’s organization learning and development go 

wellbeyond the individual who attended the course and formal HRD investment is 

undermined by organization processesthat prevented learning. Therefore, formal HRD 
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activity alone can give a highly distorted perspective. Moreover, theHRD within SMEs 

indicates a need for research that enables the HRD in action for small firm development. 

HRD is equally central for both small and large companies. However, HRD in small 

organization failed to realize the importance for organizational learning.  

 

According to EssiSaru (2007) argued HRD and organizational learning issues form the 

perspective of small firms. In this study, it argued that learning is about developing the 

organization or its individual, and therefore it is closely connected to the HRD 

processes. As understood form this description, HRD issues are very important for the 

sake of the survival of the small firms. Competencies and learning in organizations are 

ways to overcome some of the problems and HRD are the solutions provider for the 

firms. 

2.2.7 Effect of Sales Promotion on Organizational Performance  

According to Kotler (2003), Sales Promotion is a key ingredient in marketing campaigns 

and consists of adverse collection of incentive tools, mostly short-term designed to 

stimulate quicker or greater purchase particular products or services by consumers. 

The effect that sales promotions have on the organizational performance are:  

1. Encouraging purchase of large size unit. Sales promotion consists of diverse 

collection of incentive tools, mostly short term designed to stimulate quicker or greater 

purchase of products or service by consumer e.g. the use of premiums, product 

warranties etc. stimulate consumer purchase in larger quantities. Rotimosho(2003)  

2. Generating trials among non-users. A trial among non-users of a product is generated 

through invitation of prospective purchasers to try the product without cost or little cost 

with the hope that they will buy the product.  

3. Persuading retailers to carry new items and higher level of inventory. Sales promotion 

encourages retailers to give shelf space to new products. Manufacturers provide retailers 

with financial incentives to stock new products.  

4.  Building brand loyalty. Sales promotion helps to build brand loyalty by giving the 

seller the opportunity to attract a loyal and profitable set of customers which provides 

sellers some protections from competition and greater control in planning their 

marketing mix. Shira (2003)  
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Conclusively, sales promotion has been seen to focus on customer relationship 

management, free gifts, free sample, price discount, etc. If an organization effectively 

implements sales promotion techniques, it will not only encourage large purchase but it 

will also. 

2.2.8 Entrepreneurship education 

Entrepreneurship education seeks to propose people, especially young people, to be 

responsible, as well as enterprising individuals who became entrepreneurs or 

entrepreneurial thinkers who contribute to economic development and sustainable 

communities. 

According to the European Commission communication entrepreneurship education can 

be defined as it follows: 

Entrepreneurship refers to an individual’s ability to turn ideas into action. It includes 

creativity, innovation and risk taking, as well as the ability to plan and manage projects 

in order to achieve objectives. This supports everyone in day-to-day life at home and in 

society, makes employees more aware of the context of their work and better able to 

seize opportunities, and provides a foundation for entrepreneurs establishing a social or 

commercial activity.(Commission of the European Communities, 2006: 4). 

The Consortium for Entrepreneurship Education (2008) states that entrepreneurship 

education is not just about teaching someoneto run a business. It is also about 

encouraging creative thinking and promoting a strong sense of self-worth and 

empowerment. Through entrepreneurship education, students learn how to create 

business, but they also learn a lot more. The core knowledge created via 

entrepreneurship education includes: 

 The ability to recognize opportunities in one’s life. 

 The ability to pursue opportunities, by generating new ideas and found the 

needed recourses. 

 The ability to create and operate a new firm. 

 The ability to think in a creative and critical manner. 
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So, beside knowledge and skills in business, entrepreneurship education is mainly about 

the development of certain beliefs,values and attitudes, with the aim to get students to 

really consider entrepreneurship as an attractive and valid alternative to paidemployment 

or unemployment Holmgren et al., (2004; Sánchez,(2010a). Given the proliferation of 

entrepreneurship education, it is necessary to organize this topic framework. Jamieson 

(1984) suggested a three-category framework. The author distinguishesbetween 

education about enterprise, education for enterprise and education in enterprise, 

recognizing the roles that the different types of education represent. The first category 

deals mainly with awareness creation, and has the aim of educating students on the 

issues about setting up and running a business (from a theoretical perspective). 

Enterprise modules within business and other courses at undergraduate or postgraduate 

level can also be included in this category. 

 

Education for enterprise, the second category, deals more with the training of aspiring 

entrepreneurs for a career in self-employment with the aim of encouraging participants 

to set-up and run their own business. Individuals are taught the practical skills required 

for business management. The courses are often directed towards the preparation of a 

business plan. Business startup and «start your own business» would be examples of this 

type of entrepreneurship training. 

 

The third category, education in enterprise, includes management training for 

established entrepreneurs and focuseson ensuring the expansion and development of the 

business. Examples of these programmes can be the business managementand growth 

training, product development and marketing courses. Such training provides skills, 

knowledge and attitudes forentrepreneurs to go out and innovate and solve their own, 

and the firm, problems. 

2.2.9 Review the relation between marketing and auditing 

Prior to 1980, studies of marketing organization focused largely on its role in 

implementation of the marketing paradigm. Offered 4ps as marketing mix and 

introduced that to the scientific centers. He introduced four main factors as effective 
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factors in the marketing of products. These factors were product, price, place and 

promotion. According to his point of view, all activities in the field of product and 

service marketing can perform in the frame of four main factors  (McCarthy and 

Perreault, 2003) The above perspective did not consider vary of activities in different 

businesses, and offering same alternative for all marketing dimensions(Bennett, A.R, 

2000). 

 

The marketing audit concept is firmly anchored in the managerial marketing literature 

that began to emerge in the mid-1950s. Following the lead of management consultants 

who had been using marketing audit techniques for some time, marketing scholars began 

to document the strategic value organizations could realize by evaluating and improving 

their marketing activities on a periodic basis (Reynolds 1959) the tasks marketing 

managers must undertake. 

 

Modem marketing management is including meeting its major problems and making its 

plans on the basis of analysis rather than being guided by experience and insight alone.  

The marketing executive may be visualized as operating on the basis of a sort of road 

map. There are boundaries or limits making off the class of customers he is trying to 

reach or the trade channels through which he is willing to sell. There are routes over 

which he can move in attaining his objectives which experience or investigation has 

indicated are better than other routes. This map may have to be brought up to date by a 

validation or a revision of operating assumptions before a new plan of action can be 

devised. 

 

The components of a marketing audit and specific questions to guide its implementation 

have been most comprehensively identified by Kotler, Gregor, and Rodgers (1977), 

(Naylor and Wood, 1978). According to Kotler, Gregor, and Rodgers, the marketing 

audit has six major semiautonomous components the marketing environment, marketing 

strategy, marketing organization, marketing systems, marketing productivity, and 

marketing function. Naylor and Wood (1978) propose seven categories, four of which 

relate to the marketing mix elements of product, price, promotion, and distribution. 
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Wilson (1982) dentifies 24 distinct audit components such as marketing information, 

export marketing, non-personal promotion, and competitive climate, pricing, and 

industry contacts. 

 

The marketing audit is regarded as having four major characteristics (Kotler, Gregor and 

Rodgers 1977): It should be comprehensive and broad in focus covering the entire 

marketing environment of the company. It should be an objective exercise and 

independent of the managers directly involved in making the marketing decisions. It 

should be a systematic and orderly sequence of diagnostic steps as compared to an 

unstructured and random investigation and also should be carried out periodically. The 

marketing audit should be undertaken on a regular basis and not only when major 

problems arise. Considering these characteristics, Kotler et al (1977, p 29) formulated 

definition for the marketing audit that, after 20 years still remains current. “A marketing 

audit is a comprehensive, systematic, independent, and periodic examination of a 

company’s or business unit’s marketing environment, objectives, strategies, and 

activities with a view of determining problem areas and opportunities and 

recommending a plan of action to improve the company’s marketing performance”. 

 

Although the more current literature extends the application of marketing audits beyond 

the marketing department, overall the similarities in conceptualization are more striking 

than the differences. Most scholars agree with Shuchman (1959) that marketing audits 

are (1) Programmed appraisals, (2) critical evaluations of the assumptions that underlie 

objectives and policies, (3) prognostic as well as diagnostic, (4) designed to identify 

opportunities and weaknesses, and (5) preventive as well as curative medicine. 

 

The appearance of the marketing audit in the marketing literature dates back to 1959 

(Rothe,Harvey, and Jackson, 1997). The publication of “Analyzing and Improving 

Marketing Performance, “Marketing Audits” in Theory and Practice” (AMA, 1959), 

provided a definition and some practical guidelines for marketing auditing (Shuchman, 

in AMA, 1959). Mokwa (1986) acknowledge, a marketing audit is a systematic, critical, 

and impartial review. However, whereas Shuchman’s (1959) definition focuses on the 
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"marketing operation,” (Mokwa, 1986) indicates that the marketing audit has an 

organization wide scope. Mokwa's definition explicitly acknowledges the valuable role 

marketing plays in organizational adaptation and is more in line with the contemporary 

strategic market planning literature. 

2.3.0 Theoretical Literature Review 

2.3.1  Entry Pricing Theory 

Dean (1969) distinguishes between two strategies for pricing new products: “skimming” 

pricing and “penetration” pricing. Skimming is the strategy of setting a high introductory 

price and then lowering it over time, while penetration is the strategy of setting a low 

price for a new product to gain market share, raising the price thereafter. Dean suggests 

that skimming may be used to extract the highest willingness to pay among consumers. 

This strategy may also be adopted when a product has few “close rivals” in its early 

stages. 

 

On the other hand, Dean asserts that penetration is more common In much of this 

literature, price competition is not considered until patents have expired and generic 

substitutes enter. For instance, Frank and Salkever(1997) find higher prices following 

generic entry, while Caves et al. (1991) find a slight decline in a branded drugs’ price 

after the appearance of generic rivals.  

 

Grabowski & Vernon (1992) find the price trends of the original brand name drugs 

following generic entry differ by drug category. Thus, evidence on the effectof generic 

competition on the prices charged for the original brand name drugs is mixed. That is, 

price skimming will occur in more differentiated markets. Dean discusses these ideas but 

does not formalize them in terms of a model. Eaton and Lipsey(1989) make a similar 

argument in the context of a spatial model of product differentiation. 

 

A number of theoretical studies of pricing strategies followedDean’s seminal 

work.Schmalensee(1982) considers the riskiness of new products, suggesting that 

pioneer 
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ing products should charge low entry prices, because the manufacturer must persuade 

customers to try its “exante risky product” in order to build its reputation. In addition, 

late entrants face substantial disadvantages relative to pioneering brands, so they need to 

set even lower introductory prices. Therefore, the optimal strategy for the later entrants 

is to differentiate themselvesfrom the predecessor and avoid being perceived as a  

“me-too” brand.  

Shapiro (1983) explored the optimal pricing strategy of a firm with an experience 

product, in which consumers learn about quality through use of the product itself. He 

states that firms’ pricing strategies may be categorized according to customers’ initial 

evaluations of the product: overestimation and underestimation of the product (i.e. 

optimistic and pessimistic evaluations). If consumers overestimate the quality of the 

product, the firm will milk its reputation.  

 

In this case, the optimalstrategy is to set a high introductory price and then decrease 

theprice over time. In the underestimation case, the product’s reputation must be 

established and the best strategy in this case is to set a low introductory price and raise it 

over time. Shapiro considered the role of consumers’ information, but not product 

signaling from the supply side. At the beginning of the period, the firm sets a price and 

then consumers form their beliefs about product qualityon the basis of this signal. This 

belief is updated each period. As consumers becomemore informed about the drug’s 

quality, the price distortion lessens. The investigators argue that the most efficient way 

for the firm to signal high quality of new products is to charge high introductory prices 

Shapiro (1983).  

 

The studies by Schmalensse(1982), Shapiro (1983) and Bagwell and Riordan (1991) 

shed light on how entry pricing may be affected by perceptions of quality (Schmalensee; 

Shapiro) and by the impact of price as a quality signal (Bagwell and Riordan). 

However,these studies do not explore the means by which products with different 

quality levels adopt different entry pricing strategies. Moreover, they do not consider the 

role of product differentiation on entry pricing. 
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Dolan and Jeuland (1982) devised the first study toexplicitly model drug pricing strategy 

in an inter-temporal framework. They set up a theoreticalmodel and interpret the 

skimming and penetration strategies according to the nature of demand. They conclude 

that market penetration pricing is optimal if repeated purchases of products are 

important and the skimming strategy is optimal if the demand is stable and production 

costs decreaseover time. However, Dolan and Jeuland do not relate skimming or 

penetration strategies to variations in product quality. 

 

2.3.2 Price Discrimination Theory 

R. Preston McAfee says Price discrimination can exist when three conditions are met: 

consumers differ intheir demands for a given good or service, a firm has market power, 

and the firm canprevent or limit arbitrage. If consumers had identical demands for a 

good, then allconsumers would demand the same amount of the good for each price, and 

thepriceand quantity of the good would depend only on the number of consumers in the 

market and the ability of firms to supply the good (the supply curve). If firms have no 

marketpower, that is, no ability to affect the price of the goods they sell, the theory of 

perfectcompetition implies that all goods would be sold at one price (the law of one 

price).Finally, if consumers can arbitrage price differences, 

anyattempttochargehigherpricesto some group would be defeated by resale. (McAfee, 

2008). 

 

 Lars A. Stole  explain that First-degree (or perfect) price discrimination—which arises 

when the sellercan capture all consumer surplus by pricing each unit at precisely the 

con-summer’s marginal willingness to pay—serves as an important benchmark 

andstarting point for exploring more subtle forms of pricing. When the sellercontrols a 

monopoly, the monopolist obtains the entire social surplus, andso profit maximization is 

synonymous with maximizing social welfare. Lars A. Stole University of Chicago, GSB, 

First Draft: June 2000) 

Eugenio J. Miravete explains that A monopolist price discriminates when he sells two 

identical units of a good at different prices, either totwo different buyers, or to the same 
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customer. Two basic elements serve to classify the numerous methodsthat firms use to 

price identical units of the product differently: the amount of information available to 

theseller regarding how different the valuations of consumers are, and the seller’s ability 

to avoid arbitrage.Avoiding arbitrage when firms sell personal services is easy and 

inexpensive, and thus price discriminationbecomes a common practice in such 

industries. On the contrary, in the absence of restrictions to thetransferability of 

commodities, low valuation customers could certainly benefit from reselling to 

highervaluation customers, thus effectively impeding the seller to actually charge two 

different prices for theproduct. (Price Discrimination: Theory, Eugenio J. Miravete, 

October 17, 2005). 

Various arguments have been presented about the Price Discrimination two basic 

arguments have emerged in this theory i) sells two identical units of a good at different 

prices, either totwo different buyers and ii) sellercan capture all consumer surplus by 

pricing each unit at precisely the con-summer’s marginal willingness to pay. 

A monopolist price discriminates when he sells two identical units of a good at different 

prices, either totwo different buyers, or to the same customer. Two basic elements serve 

to classify the numerous methodsthat firms use to price identical units of the product 

differently: the amount of information available to theseller regarding how different the 

valuations of consumers are, and the seller’s ability to avoid arbitrage. 

 

Avoiding arbitrage when firms sell personal services is easy and inexpensive, and thus 

price discriminationbecomes a common practice in such industries. On the contrary, in 

the absence of restrictions to thetransferability of commodities, low valuation customers 

could certainly benefit from reselling to highervaluation customers, thus effectively 

impeding the seller to actually charge two different prices for theproduct. 

Pigou (1922) distinguished between first, second, and third degree price discrimination 

dependingon the amount of information regarding consumers’ preferences that is 

available to the seller. In the case offirst degree price discrimination, the seller observes 

the actual valuation of each consumer and, providedthat individual pricing is feasible, he 

could ask each consumer for her individual reservation price. Individual pricing is 

however rarely observed in reality but such pricing strategy has the theoretical appeal 
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of leading to the efficient competitive outcome, although obviously with a quite different 

distribution ofrents. This efficiency result vanishes when the seller only knows the 

distribution of consumers’ valuations,as in second degree price discrimination, or when 

he knows even less —just a signal about consumers’valuations— as in the third degree 

price discrimination case. 

 

Market segmentation, either geographical or personal may serve as a way to avoid 

arbitrage. Pricedifferentials across countries are likely to be larger than across neighbor 

hoods of a city as consumersmove more freely in the latter case. Thus, the ability to 

price discriminate will be partially determined bythe importance of consumers’ 

transaction costs to purchase from a different markets. Similarly, the costof enforcing 

market segmentation may lead to different pricing schemes. 

Charging different individuals adifferent price for a service depending on their location, 

age, gender, or race is far less expensive from theperspective of monitoring costs than 

tying prices to the income of each individual. In some circumstances,when third degree 

price discrimination is used, location, age, gender, race, or any other observable 

characteristics can be used in an economically efficient (although sometimes morally 

rotten) way to infer averageindividual valuations of products and increase profits by 

extracting a larger share of consumer surplusof those individuals with higher valuations. 

Thus, in the third degree price discrimination case, solvingthe price discrimination 

problem reduces to finding the optimal monopoly price in several independentmarkets 

 

2.3.3 Demand and Supply theory 

Demand is the rate at which consumers want to buy a product. Economic theory holds 

that demand consists of two factors: taste and ability to buy Taste, which is the desire for 

a good, determines the willingness to buy the good at a specific price. Ability to buy 

means that to buy a good at specific price, an individual must possess sufficient wealth 

or income.  

Demand Theory is a model which aims to explain why a consumer demands a 

commodity and how a consumer behaves to demand a commodity in response to the 

change in a number of variables. 



24 
 

Pxstands for the price of Commodity X which a consumer is intending to demand and 

Qx
d
 for the quantity demanded of Commodity X. The Law of Demand states that a 

consumer tends to reduce Qx
d
  whenPx up or increase Qx

d
  when Px down. There is an 

inverse relationship between Qx
d
 and Px which is represented by a downward-sloped 

demand curve; Qx
d
 responds to the change in Px  in terms of a movement along a 

downward-sloped demand curve 

 

Both factors of demand depend on the market price. When the market price for a product 

is high, the demand will be low. When price is low, demand is high. At very low prices, 

many consumers will be able to purchase a product. However, people usually want only 

so much of a good. Acquiring additional increments of a good or service in some time 

period will yield less and less satisfaction. As a result, the demand for a product at low 

prices is limited by taste and is not infinite even when the price equals zero. As the price 

increases, the same amount of money will purchase fewer products. When the price for a 

product is very high, the demand will decrease because, while consumers may wish to 

purchase a product very much, they are limited by their ability to buy. 

 

Supply isWillingness and ability to supply goods determine the seller’s actions. At 

higher prices, more of the commodity will be available to the buyers. This is because the 

suppliers will be able to maintain a profit despite the higher costs of production that may 

result from short-term expansion of their capacity. 

 

Supply Theory is a model which aims to explain why a producer supplies a commodity 

and how a producer behaves to supply a commodity in response to the change in a 

number of variables.  

 

Pxrefers to the price of Commodity X which a producer is intending to produce or 

supply. The quantity supplied of Commodity X in given period of time depends on its 

price of Commodity X per unit which a producer is willing to receive, with all other 

variables constant.Qx
s
  = f (Px) or Qx

s
  = a + bPx. The Law of Supply: Pxup, Qx

s
 up; Px 
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down, Qx
s
 down; A direct relationship between Qsx and Px. A positively sloped supply 

curve; A movement along a positively-sloped supply curve. 

Demand is defined as the quantity (or amount) of a good or service people are willing 

and able to buy at different prices, while supply is defined as how much of a good or 

service is offered at each price. (Economic supply & demand by joseph 

whelankamilmsefer ,january 14, 1996 ) 

The laws of supply and demand state that the equilibrium market price and quantity of a 

commodity is at the intersection of consumer demand and producer supply. 

 

Marketing is, conventionally, an empirical discipline based on a number of mi-nor 

concepts and reasoning. There are several definitions but no actual, fundamental theory.  

I propose a definition, in essential confirming to the conventional view that would be 

generally acceptable:”Marketing is a discipline uniting activities aimed at enhancing the 

potential for sales of goods and services.”  

The lack of fundamental theoretical definitions has been one complicating fac-tor in the 

understanding and, consequently, relations between different functions in companies, 

especially product development, marketing and sales. 

 Besides marketing”as such”, according to accepted definitions, many activities are 

marketing driven, like product development and industrial design/styling. 

The understanding of the activities in a market, money and products incessantly 

changing hands, can be traced back to the main principles, and originally suggested by 

Adam Smith in his work “Wealth of Nations” in 1776. 

The following attempt to form a General Theory of Marketing relates existing concepts 

and reasoning by means of the common denominator of value. The theory takes off from 

the undisputed objective of all commercial activity –the transaction of selling and 

buying.  

 

Value is the subjective judgment by a buyer, according to universal definitions, and the 

reason for realizing a transaction. As the perceived value is a function of his/her needs, 

economy, and general motivations, we have to con-sider the effects of psychology as 
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well as biology. Here I confirm to the theory of evolutionary psychology and, 

consequently, regard this theoretical attempt as a contribution to evolutionary marketing. 

 In organizations, there are several functions involved in the creation of buyer-

appreciated value. All resources and activities having any influence on this should be 

seen integrated in the commercial efforts of the organization. 

 

 It is the author’s hope, that this theory will increase the mutual understanding between 

key functions in companies. Research and practical experiences as a consultant since the 

first edition of my theory of 1999 have given me insight and inspiration for its 

continuous devel-Carl Eric LinnStockholm, August 2010 strategy. 

 

2.3.4 Marketing Audit Theory  

The marketing audit is a generally accepted method of evaluation and a control 

mechanism of marketing performance. In 1967, Kotler dedicated a full chapter of 

Marketing Management: Analysis, Planning, and Control to the marketing audit and 

identified it as “something apart from and more comprehensive than the other control 

efforts of the firm” (p 594). Ten years later the publication of “The Marketing Audit 

comes of Age” (Kotler, Gregor and Rodgers 1977) was a turning point in the 

development of the marketing audit. It provided a definition that after twenty years still 

remains current. It also suggested the process and the organisation as well as the 

potential problems in conducting an audit. This work has become a major source of 

reference for many authors who contributed to the further development of the marketing 

audit  (Brownlie, 1996b) Consumers’ change of tastes and preferences, accelerating 

technological breakthroughs, and the increasing intensity of competition in many and 

especially growing industries necessitated a change of attitude and direction by some 

companies to incorporate more attacking and defensive measures in the planning and 

implementation of their marketing efforts  (Sutcliffe, 1975, Brownlie 1993, and Kotler). 

The marketing auditor provides the framework and findings, but it is the process through 

which managers assimilate debate and develop their own concept of the needed 

marketing actions that is most desired (Kotler, Gregor & Rodgers, 1977). (Kotler, 

Gregor, and Rodgers, 1977) provided a framework for the conduct of the marketing 
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audit and indicated the various organizational choices for conducting it, highlighting the 

potential problems existing in conducting an audit.  

The benefits of using the marketing audit and implementing its recommendations lie in 

perceptions of its ability to influence a change in business performance (Rothe, 1997). 

State that the marketing audit, ideally, should be conducted with a standard set of 

procedures similar to a financial audit. According to (Kotler, 1997) the marketing audit 

should address six areas of a company’s marketing situation, including macro and micro 

environments, marketing strategy, marketing organization, marketing systems, 

marketing productivity, and marketing functions. According to (Wilson, 1993) the 

auditor should use the marketing audit checklist to collect data on a company’s 

marketing operations and then compare the results to a set of benchmarks or 

expectations that have been developed for the industry and the firm. Accepting the logic 

of the marketing audit, it may be justifiable to expect that the comprehensive, 

systematic, independent, and periodic examination of the organization’s marketing 

function will, potentially, lead to early detection and awareness of existing or emerging 

marketing issues that may influence the organization’s business performance (Brownlie, 

1996b). Therefore, it may be expected that the usage of the marketing audit is related 

more strongly to the increase in market share; a predominantly marketing influenced 

performance, than to the increase in overall financial performance, which may reflect the 

wider organizational business initiatives. 

 Moreover, if the usage of the recommendations arising from the marketing audit can be 

expected to, potentially, contribute to increased organizational performance; it may also 

be reasonable to expect that nonusers of the marketing audit’s recommendations will not 

experience the extent of change in performance that its users do (Robin and Taghian, 

2008). To analysis the Strategic Business Unit (SBU) (Jaworski and Kohli, 1993) 

indicate that in small to medium enterprises (SMEs), marketing is haphazard and 

informal and that networking is the main method of conducting marketing in smaller 

companies. The results show that implementation of the recommendations of the 

marketing audit correlates positively with change in market share (r = 0.27, p < 0.01), 

but does not correlate with change in the overall financial performance. Admittedly, the 

correlation between the conduct of the marketing audit “periodically” and the change in 
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the market share is not large. However, it is statistically significant (Robin and Taghian, 

2008).  

(American Marketing Association, 2005) identifies six “ROI Measures Currently Used” 

on marketing accountability i) Incremental sales revenue ii) Ratio of cost to revenue iii) 

Cost per sale generated iv) Changes of financial value of sales generated v) Cost of new 

customer vi) Cost of old customer retention. But (Tim Ambler and Roberts 2008) 

claimed that no one of these six is actually ROI. Consider a recent study by the CMO 

Council that found less than 20% of top technology marketers surveyed had developed 

“meaningful, comprehensive measures and metrics for their marketing organizations.” 

The last major study on marketing ROI found that 68% of marketers were unable to 

determine the ROI of their initiatives.  

If shareholder value itself is not feasible, because it is confounded by too many other 

factors, then discounted cash flow (DCF) or return on marketing investment (ROMI or 

ROI) should be used. DCF is regularly reinvented and re-presented variously as net 

present value (NPV), brand valuation (Perrier, 1997), customer lifetime value (CLV), 

(Venkatesan and Kumar, 2004; Gupta and Lehmann, 2005), and customer equity (Rust, 

Lemon and Zeithaml 2004). (Tim Ambler and Roberts 2008) addressed the selection of 

metrics for the purpose of assessing marketing performance and why any single silver 

metric is inadequate. They found six objections to the use of ROI in this context and can 

find no justification for using it or its variants. The fact that NPV, customer lifetime 

value, brand valuation, and customer equity are all labels for the same discounted cash 

flow (DCF) technique may not be widely appreciated but it allowed considering them en 

bloc. Somehow the succession of MA is related to environment practice and the practice 

environment is the real world in which firms operate. As a part of marketing 

environment, Marketing Professional Services Plan (MPS) audit will identify strengths, 

weaknesses and opportunities. The next step is to develop a marketing plan and audit 

which, along with other practice management activities, can assist in improving client 

retention, growth and profitability. The marketing audit must determine the effectiveness 

and efficiency of the marketing effort for each environment in which it is operating and 

then develop a composite picture of the marketing effort for the international dimension 

as well as the domestic operations. 
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Although the basic premises of the marketing audit have remained as Kotler, Gregor and 

Rodgers (1977) suggested, many authors have contributed to the development and 

further refinement of different aspects of the audit. Brownlie (1993) suggested a 

strategic role for the marketing audit as an instrument of intervention and change. Many 

authors have elaborated on general parameters for a set of guidelines, to encourage 

uniformity and commonality in conducting the audit. The use of a structured 

questionnaire to assist with the collection of uniform information (Kotler 1993) and the 

use of a checklist of diagnostic questions (Wilson 1993, Brownlie 1993) have been 

recommended. The marketing audit has also been considered as a necessary part of the 

marketing planning process. It has been suggested that the scope and nature of the 

marketing audit need to be broadened to include a global perspective (Rothe, Harvey 

and Jackson 1997). Some authoritative writers on the subject (Kotler 1977, Wilson 1993, 

Brownlie 1996b) view the marketing audit as an instrument to judge an organization’s 

overall commitment to a marketing orientation. 

2.4.0   Empirical Literature 

Various related studies to this research topic have been conducted. A study by Kamil 

VAŇA, Ľubica ČERNÁ,2012  described the marketing audit as a continual and 

structured process for the evaluation of the business performance of the company. 

According to Kamil VAŇA Marketing audit is necessary to use for the gain feedback 

from the realized marketing actions from the previous planning period before the 

beginning of the creation new marketing plan. The overall marketing audit can give the 

company competitive advantage for the further struggling in the present unstructured 

and fast changing business environment. (The Marketing Audit As A Method Of The 

Evaluation Of The Marketing Plan,KamilVaňa, Ľubica Černá,2012). 

A research by MehrdadAlipour2010, shows that The potential advantages of marketing 

audit through marketing operation (4Ps) can be used in comparative implementation to 

assess of marketing performance for the selected companies and also at broader scope of 

the sample sized. In addition for helping marketing managers learn to optimum allocate 

marketing resource, the ability to demonstrate relationship between marketing input and 
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outputs would be greatly welcomed by corporate level manager those who would then 

be better equipped to recognize between marketing operations and marketing audit.  

A research by Arpitloya (2011) who has conducted the study on marketing audit-- an 

important tool to determine strengths and weaknesses of the companies. The study has 

shown that the existence of marketing audit led to the following:- 

 The audit provides the marketers with an in depth view of the marketing activities 

that are going around in the concern. It brings out a complete picture of the entire 

operations of the concern. While revealing the various drawbacks the audit process 

also leads to efficiency. This process can also be used to lay down an improved 

marketing plan.  

 A marketing audit helps a company to refine its business practices and improve its 

productivity and profitability.  

 Marketing audit helps to marketing executives, top management and investors to 

ensure that they are doing the right things to help drive growth for their 

organizations. 

 A marketing audit is a careful examination and evaluation of marketing practices and 

results. It offers a baseline for performance measurements and a framework for 

effective business planning to maximize positive external perception and demand 

generation.  

 An audit helps the company determine the value of a sale and a sales lead.  

 There are no permanent "right" answers in marketing. Customers' needs and wishes 

are moving targets, and marketing programs require testing and retesting to find the 

most profitable formula. A marketing audit is the way to achieve success by 

providing an interim report card to help the company and their staffs tap into 

inherent resource.  

 

A research by MehrdadAlipour, ElhamDarabi 2011 on The Role Of Service Marketing 

Mix And Its Impact On Marketing Audit In Engineering And Technical Service 

Corporations, reveal the fact that the more powerful correlation shows the more 

powerful prediction and the less scattered answers through the standard deviation point 
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to the agreement and common ideas in related to this subject. Because there are some 

independent variables and one dependent variable in these researches, a questionnaire 

has designed for each variant. Also, some variables have been used from the regression 

test for Standard deviation and correlation coefficient to show the correlation value of 

two variants. We conclude to this fact that the product has the most correlation value 

with the dependent variables after different processes of activity. So, it has more 

influence on these variables and less effect on marketing audit.  

2.5 Research Gap 

A review of the various definitions of marketing audit suggest that one might expect 

organizations with well-implemented marketing audits to have a greater capacity to 

achieve their stated direct and indirect performance objectives. These objectives might 

include process improvement and continuous monitoring of marketing performance 

Brownile, (1996), channeling efforts in optimal directions Quelch, Farris and Oliver, 

(1987), gaining important findings, recommendations and sufficient knowledge of 

customers for improving the marketing performance Mylonakis, (2003), strategy 

execution effectiveness, user satisfaction and organizational learning (Morgan et al., 

2002), and change in market share and the overall financial performance Taghian and 

Shaw, (2008).  

 

More recently, Taghian and Shaw(2008) have started to examine the use of marketing 

audits as a facility that can assist with the marketing orientation strategy, and their 

relationships with change in business performance.  

Theoretically, business performance from implementations of marketing audits could be 

linked into several propositions. First, the comprehensive, systematic, independent, and 

periodic examination of the organization’s marketing function will, potentially, lead to 

early detection and awareness of existing or emerging marketing issues that may 

influence the organization’s business performance Brownlie(1996). Second, the 

marketing audit provides recommendations for corrective actions to be prepared as a 

balanced tactical approach for readjusting the marketing initiatives in line with the 
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market dynamics Kotler et al., (1977); Dafe and Macintosh, (1984); Wilson, 1992; 

Morgan, Clark and Gooner, 2002; Mylonakis,( 2003).  

 

Furthermore, the marketing audit may change the attitude of management toward a more 

comprehensive awareness of the environment, a more objective and a less intuitive 

approach in decision making, and allowing independent opinions to be expressed and be 

used to achieve organizational objectives Sauter, (1999); Taghian and Shaw, (2008). 

Hence, it may be expected that the usage of marketing audits is related more strongly to 

increase marketing performance. The research proposed by the authors is designed to 

provide the information, which is currently lacking in the literature.  

 

The survey should provide a general assessment of the practice of the marketing audit in 

Tanzania. The results will reflect the actual planning for, conducting, and utilizing of the 

results of the audit, as well as the overall benefits and evaluation of auditing by 

management. The research will also describe the existing relationships between the use 

of the marketing audit’s recommendations in marketing decision making and the 

resulting changes in business performance. The existing practice of the marketing audit 

will be compared to the conceptual model, with comments and suggestions for further 

studies. 

From the above studies, it is true that extensive studies have been done for impact of 

marketing auditing towards organization performance. However, there is no any 

documented study that has been done on impact of marketing auditing at Beta business 

consultant. Therefore, this study will bridge the gap. 

2.6.0 Conceptual Framework 

Considering the complexity of marketing decision making due to rapidly changingmulti-

dimensional environmental factors, it is inconceivable that many managers would be 

fully briefed on all issues impacting on the outcomes of a decision.The marketing audit 

can be given the function of a central intelligence activity responsible for collection, 

synthesis, analysis, interpretation, and recommendation on all major marketing 

decisions. The system would utilise all the existing information sources and would 
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combine them with marketing auditing proceduresand processes in order to map a 

complete picture including recommendations, rationale, and anticipated outcome.  

 

Figure 1.1 provides a flow of information from all external macro and micro 

environments as well as internal sources to the marketing audit function for processing. 

In this function the marketing audit will maintain progressive, cumulative, and cost-

effective information gathering. The marketing audit, in addition to contributing to the 

strategic and tactical planning process, will continually monitor the implementation of 

the marketing programs, and will advise on significant deviations from the planned 

expectation with recommendations to allow for changes to realign activities. 

 

The centrality of the marketing audit will allow managers to use it to develop 

progressive and comprehensive familiarity with the system within which the business 

operates and make it possible for it to provide the most informed,reliable, and action-

oriented recommendations for decision making on all major issues. Indeed, due to its 

continuous function and comprehensive and up-to-date nature, the audit can be used to 

recommend actions as changes occur in the business environment. At the same time, the 

marketing audit function can react to instructions from management in the provision of 

specific projects. The system can also provide the facility for progressive marketing re-

planning in the light of market evolution. 
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Figure 1.1 The marketing audit as an intelligence gathering, processing and 

analyzing center providing continuous assistance to marketing management process. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Researcher source (2013) 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Introduction to research methodology 

The study explains the methodology used during the course of data collection, research 

strategy, types and source of data, sampling plan, data collection methods and tools, 

research activities, schedule and work plan 

3.2 Area of the study 

The study was conducted at Beta Business Consultant, which is located on Plot No. 920, 

Allykhan/Olympio Streets in Upanga, Dar es Salaam city. Beta Business Consultant was 

purposively selected among other financial advisories in Tanzania,which is operating 

under profit. It is among rapid growing entities under private ownership.  

3.3 Research Design 

The study on the impact of marketing audit on marketing performance was carried out 

using a case study. A case study is a research design which is used to intensively study a 

few cases in the environment including business settings Arcon, (2001). A case study as 

explained by Kothari (2004) is an in-depth study rather than breadth, that is; it places 

more emphasis on full analysis of a limited number of events or condition 

A case study was used because by studying a few cases in the environment, the issue of 

generalization is highly reduced. Furthermore, case study design enabledthe researcher 

to collect valid and reliable information through employment of different research 

methods such as interviews, documentary analysis and observations. The researcher 

selected Beta Business Consultant as a case for data collection. 

According to Yin (1996), case study design is also preferred when the researcher has 

little control over events and when the relevant behaviors cannot be manipulated. In this 

case, the researcher had little power to directly access some important documents at the 

study area, and thus, the design helped him to access them through management’s 

authority. Generally, the use of case study design enabled the researcher to use multiple 

sources of evidence Yin, (1989), Creswell, (1994), Gill and Johnson, (1997) and thus 
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avoid the bias associated with the use of a single source of evidence. The study is 

designed to look at impact of marketing audit on marketing performance. 

3.4 Population and Sampling  

3.4.1 Population 

Saunders et al (2007) defines population as the full as the full set of cases from a sample 

is taken.  Therefore the population of the study was the employees and 

customersfromBeta Business Consultant.The focused groups of employees were those 

have been employed by the firm while the focused groups of customers were those did 

business with the firm for the period at least one year. The recent firm records of June 

2013 indicated that; there are 5 employees; 15 customers in Tangaregion; 30 customers 

in Dar es Salaam region. 

3.4.2 The study sample 

A sample is a subgroup of or part of a large population, according to Saunders et al 

(2007). Kothari (2008) adds that a sample should be a true representative of population 

characteristics so as to result i conclusions. Yet a sample size is a group of respondents 

drawn from the population under study Kothari (2009).Twenty five respondents 

participated in the study. 
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Table 3.1 Selected Sample 

 CATEGORY OF RESPONDENTS NUMBER OF 

RESPONDENTS 

SAMPLE 

Director  2 2 

Manager 0 0 

Supervisors 2 2 

Administration department 1 1 

Customers Dar es Salaam 30 14 

Tanga 15 6 

Sales and Marketing Department 0 0 

Total 50 25 

Source: Researcher Data( 2013) 

3.4.3 Sampling procedure 

Sampling technique is a process of drawing the sample from a large population, 

Moreover, Kothari (2004) defines sampling techniques as the techniques or procedures 

that the researcher would adopt in obtaining the participant (respondent) for the study 

from the given population. He proceeds further that, the guiding principles in the 

selection of samples is that, the sample has to be information rich.  

In selecting a study sample, a list of all employees in Beta business Consultant were 

taken as a sample as it formed five respondents  while the list of customers from each 

department was used to select the names for study sample using  Random sampling to 

constitute a sample of 20 respondents from Tanga and Dar es Salaam.   

3.5 Data collection methods and research instruments 

This study employed questions and discussions in the form of questionnaires, interviews, 

and documentary analysis during data collection. Instruments used included research 

questions and documentary schedule. 
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(i) Interviews 

The interview method of collecting data according to Kothari (2008) involves 

presentation of oral-verbal stimuli and reply in terms of oral-verbal responses to collect 

primary data. Interview method was chosen because the choice of the study method 

depends on the purpose of the study and the research questions understudy, according to 

Franklin (2000).  

Interview is common means of qualitative data collection because they are flexible and 

allow the researcher to manage interview environment. Furthermore, interviews require 

simple facilities and it is built on the conversation skills, which establishes good 

relationship between the researcher and participants. Good interviewing atmosphere is 

provided to the interviewees and that could enable the researcher to collect valid data. 

(ii) Documentary Review 

Documents provided secondary data for the study. In this case, documentary analysis 

schedule instrument was used during reviewing various documents related to the 

research. Documentary review method wasalso used because documents help to get 

information which cannot be obtained from employment of other research techniques 

such as interviews and observations. According to Franklin (2000), data collected from 

documentary analysis is used to validate data collected from using other research 

methods. 

3.6 Data analysis 

Data analysis is defined by Saunders et al (2007) as a process for collection and analysis 

of qualitative data. Collected data was systematically analyzed. This is because data 

analysis is an important step towards getting solutions of a problem understudy. 

Furthermore, data analysis is a systematic process involving working with the data, 

organizing and dividing them into small manageable groups.  

Data analysis results into synthesis of data in order to discover what is important and 

what has been learned so as to decide what to tell others Guba and Lincoln,( 1994). 

Therefore two types of data (qualitative and quantity) were analyzed. 
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In this case, content analysis method was used to ensure that all variables understudy 

were covered. For qualitative data (data from interviews), analysis began with individual 

responses and then responses from different respondents were purposefully sorted out 

and categorized based on the research objectives. The sorted data was compared in order 

to get similar data. This process resulted into reduction of large amount of data collected 

to be reduced into small groups which were easy to manage during analysis. 

In this regard, small manageable and analytical groups of data were used because 

analyzing large amounts of data was difficult and time consuming. Also Bell (1993:36) 

advises that when large amount of data is collected it should be reduced in to small parts 

before analysis. Furthermore, Miles and Huberman (1996) explain the importance of 

data reduction, which embodies analysis of elements because it sharpens, focuses, sorts 

out, discards and organizes them in such a way that final conclusions can easily be 

drawn. 

Thus, based on Miles and Huberman’s argument, it was easy for the researcher to 

synthesize information obtained before drawing conclusions and putting 

recommendations forward. For quantitative data (from documents), techniques were 

employed to analyze them. 
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CHAPTER FOUR 

PRESENTATION OF FINDINGS 

4.1 Introduction 

The purpose of this chapter is to present and analyze data obtained in the field in simpler 

measures of statistics so that the data can be interpreted and understood by the majority 

of people. The data presented in this chapter are the data obtained from the three 

research questions respective to the two research instruments corresponding to the three 

objectives. 

4.2.1.0  Beta Business Consultant 

Beta business consultants is a registered firm by National Board of Accountant and 

Auditors as training service provider number NBAA/TPRS/053 eligible to provide 

training services for candidates preparing for the certified public accountant (CPA) 

examination conducted by NBAA. It started the business on 28
th

 October 2010. 

4.2.1.1.1 Profile of Key Partners 

Mr.Lumelezi is Executive Partner of Beta Business Consultants, an Associate Certified 

Public Accountant, an expert in International Financial Reporting Standards (IFRSs) as 

he holds ACCA Diploma in International Financial Reporting, and specialist in Public 

Sector Accounting as he graduated in Advanced Diploma in Local Government 

Accountancy and Finance in 1990 at the then Institute of Development Management – 

IDM, Mzumbe and additionally he holds a specialist certificate in Local Government 

Finance from the Glasgow Polytechnic in Scotland.  

Mr.Lumelezi had worked as a civil servant for 14 years with 7 years as District 

Treasurer in two LGAs. He started as an accountant in 1990 at the Local Government 

Service Commission (LGSC) before being transferred to Dar es Salaam City Council in 

2003 and Kilombero District Council in 1996. He was appointed District Treasurer in 

1997 at Kwimba District Council serving there for two years before moving to Kigoma / 

Ujiji Town Council in 1999 where he served till voluntary retirement in 2004. With this 

huge experience, Mr.Lumelezi is resourceful in delivering presentations relating to 

public sector financial management. 
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Mr.Mwibura  is also the Executive Partner of Beta Business Consultants and completed 

his Masters of Business Administration from Mzumbe University in Tanzania in 2005 

and qualified for Certified Public Accountant in 2008. He is a self-motivated with strong 

interpersonal and negotiation skills. He has worked as a Finance and Administration 

Managed for Shinyanga Urban Water Authority in the lake zone in North-western region 

of Tanzania for more than five years.  

He have been extensively  involved in teaching practice where he taught review classes 

leading to Tanzania Institute of Bankers qualifications as well as CPA Review Classes 

leading to qualifications recognized by the NBAA. In January 2010 he joined Apt 

Financial Consultants as a full time member of the consulting team where he headed the 

Auditing and Taxation panel. He left Apt Financial Consultants to establish Beta 

Business Consultants in November 2010. 

4.2.1.2 Key Attributes and Service Portfolio  

Among key attributes possessed by Beta Business Consultants are as follows: 

4.2.1.3 Training Experience of the Consultants 

4.2.1.4 Training CPA Reviews 

All proposed professional staff has huge experience as far as training of auditing and 

allied subjects is concerned. They all have trained at various institutes including Institute 

of Finance Management, Institute of Tax Administration, and others. On the other hand 

they have all been involved as markers in NBAA and TIOB examination thus placing 

trust and integrity to the proposed key consultants. This demonstrates that all trainers 

possess huge experience in the delivery of tutorial service in professionally exam 

focused curricular.   

4.2.1.5 Corporate Trainings 

Apart from CPA Trainings mentioned above, the proposed consultants have vast 

experience in handling corporate trainings in the areas of IPSAS, IFRS, ISA, and other 

areas in the fields of accountancy, auditing, finance and others. Among major clients 

where Beta consultants have assumed training responsibilities are National Audit Office, 

The Treasury, Tanzania Revenue Authority, National Social Security Fund, Parastatal 
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Pensions Fund, Zanzibar Social Security Fund, Tanzania Buildings Agency, Tanzania 

Federation of Cooperatives, National Health Insurance Fund (NHIF), Weights and 

Measures Agency (WMA), Kinondoni Municipal Council and others. This illustrate 

Beta’s capacity in the assessment of training needs as well as designing tailor made 

pedagogy with focus on learning and improving the level of financial accountability. 

4.2.1.6 Preparation of Manuals 

Consultants at Beta Business Consultants have been engaged as members of professional 

staff in the Development of IFRS Accounting Manual that assist Accountants serving 

the Cooperatives sector to comfortably apply IFRS in the preparation of financial 

statements. Currently, the proposed consultants are involved in the publication of Q and 

A manuals that are used by candidates pursuing CPA Examinations in Module E and F. 

4.2.2.1  Analysis of respondents 

A number of questionnaires were distributed to respondents. The table below showthat 

two respondents (directors), which is 100% responded to the questionnaires. Three 

employees (100%) responded to the questionnaires while 20 customers which is 100% 

responded to the questionnaires. The overall response rate for this study was 100 which 

were satisfactory. 
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Table: 4.1 Responses of Directors, Customers and Employees. 

 Responses 

 Directors 

 

 

 

Employees Customers Total Total 

% 

 

 

High demand of firm service 

 

2 3 14 19 76 

Existing challenges facing implementation 

of marketing audit  

2 3 - 5 25 

Low market share  - - 20 20 80 

Lack of marketing budget 2 3 - 5 25 

Lack of website address 

 

2  3 20 25  100 

Non understanding of price objectives and 

strategy 

 

2 3 - 5 25 

Source: Study findings (2013) 

 

4.2.2.2  Age Distribution 

20% of Beta business Consultant is at age between 18 – 25 years, 40% are at age 

between 26 – 30 years and 40%are at age more than 31 years. Thus, the analysis of data 

shows that the owners of business are of age more than 31 years. 

4.2.2.3  Educational Background 

0% of Beta business Consultant did not pursue primary education, 20% pursued primary 

education, 40% pursued secondary education and 40% pursued post secondary 

education. The table therefore indicates that, average of employees pursued secondary 

education. 

4.2.2.4  Professional Training Distribution 

40% of Beta business consultant employees pursued professional training and 60% did 

not pursue professional training.  
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4.2.2.5  Summary on Respondents’ Background 

The analysis of data therefore shows that, most Beta Business consultant employees are 

of age more than 25 years. Most Beta Business consultant employees pursued secondary 

education andpartners of the firm pursue professional training. 

4.2.2.6  Reasons for starting Beta Business consultant. 

The data for the reasons of starting Beta Business Consultant was collected through 

question 64 of the questionnaire. The data obtained from the questionnaire show that 

100% of Beta business consultant operators started business for the purpose of first 

sustaining their normal life and second, to generate an extra income. The data obtained 

from structured interview conform to those obtained from questionnaires.  

4.3.0 The overview of the findings  

The study findings which were obtained through questionnaires and interviews to the 

Directors of Departments, the employees and the customers, revealed the following 

findings:- 

 High demand of firm service 

 Existing challenges facing implementation of marketing audit  

 Low market share 

 Lack of website address 

 Non understanding of price objectives and strategy 

 Seventy-six per cent (76%) of respondents mentioned the need for the firm to 

start new services like auditing, taxation and risk management whereby the 

directors of the departments, who are in managerial position have the 

responsibility to see that those services start after getting registration from 

professional bodies. 

 40% of respondents said the firm is reviewing the marketing activity and all are 

the directors of the department. 
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 100% of respondents said that the firm did not fully utilized the capacity during 

the year because its business is seasonal, this is because the firm has periodical 

activities and the rest of time is closed.  

 100% of respondents said there is unequal un-equal gender balance. 

 60% of respondents said the firm’s needs of marketing budget while the other 

40% said the budget was there but not implemented because the revenue was 

seasonal. 

 100% of respondents said the firm has no website or social network ID. 

 60% of respondents said they did not know the price strategy and objectives, 

while 40% knew the price objectives and strategy and 75% of the respondents 

said were satisfied with the quality of the service. 

4.4.0 Importance of marketing audit for beta business consultant 

The data for this objective was collected through open ended question 63 of the 

questionnaire. The analysis of data shows that, respondents know the importance of 

marketing audit but did not exercise it professional. 

4.4.1 Existing challenges facing implementation of marketing audit 

The firm is reviewing its marketing activity. Out of 5 respondents of Beta Business 

Consultant only two directors of the firm said that the firm has a marketing review 

program. 

The implementation of marketing auditing came up with some obstacles which the 

researcher regarded them as a challenge hindering proper implementation of marketing 

auditing in improving the marketing activity. According to interviews and observations, 

the researcher observed the challenges, which faced market auditing implementation as a 

tool in improving marketing activity. 

Challenges, which were mostly mentioned by respondents, were as follows:- 

 Poor knowledge of employee about marketing audit 

 Absence of department that deal with marketing planning 

 Review of marketing activity done once in a financial period 
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The marketing audit is a fundamental part of the marketing planning process. It is 

conducted not only at the beginning of the process, but also at a series of points during 

the implementation of the plan. The marketing audit considers both internal and external 

influences on marketing planning, as well as a review of the plan itself. The research 

findings revealed that the head of department reviewed its marketing activity at the end 

of financial year.  

The research has found out that only the top management has the responsibility to do 

marketing audit. 

In the firm, there was no procedure for employee to advise the top management about 

the marketing activity. Out of 5 employees only two had the idea about that. Those were 

the head of department so the rest especially the front desktop knew nothing.  

4.4.2  Identifying the impacts of the marketing audit in the marketing 

performance. 

As it is has been discussed in the statement of the problem in chapter one of this research 

study, the Beta Business Consultant has some difficulties and may need periodic 

examination of the firm marketing operations.  

 

According to the interviews and documentation done by the researcher, marketing 

review is conducted partially. The study revealed that the situation of marketing plan is 

not good. There is no marketing department which leads to decision concerning 

marketing being done by any of two directors of the firm. They do not have database for 

customers. In the market Beta Business Consultant is not well known by customers. The 

customers think the firm is new while it has been in existence for three years now. 

Generally, the researcher findings revealed that, the firm has no stable marketing audit.  

4.5.0 Effectiveness price objectives of Beta business Consultant 

The data for this objective was collected through open ended question 46 of the 

questionnaire. The analysis of data shows that, Beta business consultant has price 

objectives but other respondent mentioned out they did not know. Out of five 

respondents only two who are directors know the firm price objectives. 



47 
 

4.5.1 Non-understanding of price objectives and strategy 

The research findings revealed that 60% of employees do not know the price objectives 

and strategy.The study has shown that only two employees of Beta Business Consultant 

out of five know the pricing objectives of the firm. 

The price of service communicates the company’s intended value of the service. 

Strategies pricing the product can either be too low or too high to have unintended 

consequences.The penetration pricing involves pricing the product relatively low 

compared to similar goods in the hope that it will secure wide market acceptance that 

will allow the company to raise its price.  

Penetration pricing discourages competition because of its low profits. It is often used 

when the firm expects competition with similar products within a short time and when 

large-scale production and marketing will produce substantial reductions in overall 

costs. Not only non-understanding of price objectives but also the research finding 

shows that out of five respondents, only two know the market slogan of the company. 

4.6.0 Maximization of share market by Beta Business Consultant 

The data for this objective was collected through open ended question 33 of the 

questionnaire. The analysis of data shows that, Beta business consultant has low number 

of customers in the data base. The number of customers is more than 10 but less than 50. 

4.6.1 Low market share 

The research findings revealed that not all the time in the financial year the firm 

operates. The business is seasonal and is high at the beginning and the endof the year. 

The action proved by researcher in which 100% of the customer’s interviewed randomly 

responds on getting the firm service seasonally. The research findings revealed that, the 

firm conducts business mostly with the private sector, and with the government once in 

the last financial year. 

By looking at the type of service which is the training for CPA Examination, Beta 

Business Consultant is done under low performance compared to other CPA providers. 

The table shows that the total candidate registered by NBAA is 1% for the two modules 

which the firm participates in for last session. 
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Table 4.2 The number of students registered for NBAA Examinations 

Student Module E Percentage Module F Percentage 

Number of student 

Registered by Beta 

22 1% 15 1% 

Number of student 

Registered by other 

providers 

2026 99% 1282 99% 

Total 2,048 100% 1,297 100% 

Source: NBAA results (May 2013)  

4.6.2 Lack of marketing budget 

The findings revealed that 100% of respondents said there was no budget for marketing 

activity. It seems the firm operates without budget and money is allocated to activity by 

decision of head of department when it occurs.  

Lack of marketing budget causes the following as revealed by the respondent; 

 Lack of brochures of the company in the front desk 

 The firm does not provide seminars for the new customers 

The purpose of a business budget is to provide a financial framework to help the firm 

anticipate and meet future business obligations. A business budget is essentially a map 

of firm's expected income and the expected obligations. The process of setting up a 

business budget provides the firm with the opportunity to make assessments and choices 

about how it will use the money that it expects to have on hand.  

4.6.3 The high demand of the firm service 

The respondents were asked to indicate what kind of service they get from Beta 

Business Consultant.The responses to this question fall on how market share of Beta 

Business consultant was. Seminars and workshop are major service attract more 

customers.  

Out of 20 respondents 18 responded to seminars and workshop. This is especially 

because all the other services mentioned by Beta Business Consultant were not yet 

registered by the National Board of Accountants and Auditors (NBAA) Tanzania. So it 
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is a challenge for Beta Business Consultant to be registered by the professional body. 

The Directors have to initiate the procedure for getting the license from those bodies. 

The researcher has observed that, the firm has a few numbers of customers per session 

due to some reasons though the result at the NBAA was not satisfactory. The firm was 

conducting the other services like auditing or financial consultancy informally. 

4.6.4 Lack of website address 

The data for this finding was collected through open ended question 45 of the 

questionnaire. The analysis of data shows that beta business consultant ha no website 

address. Lack of website ID causes the firm to lack business information and details of 

service of the firm in the Internet. 
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CHAPTER FIVE 

DISCUSSION OF THE FINDINGS 

5.1 Introduction 

This chapter presents the discussion of the data presented in chapter four. Moreover, this 

chapter answers the questions on how and why the data relate to the objectives of the 

study. 

5.2.0 Findings from research question one 

Research question one: Is there any importance of marketing audit for Beta Business 

Consultant? 

The researcher aimed at identifying the benefit associated with carried out the marketing 

audit at Beta Business consultant towards marketing performance. The researcher 

believed that, will help the Beta Business consultant to have good marketing 

performance. 

5.2.1 Existing challenges facing implementation of marketing audit.The data 

obtained revealed that, the firm conducted MA without professional procedures. The 

partners meet and discuss for certain issue when it rises.These challenges existed 

because this is a small enterprise which has low number of employees’ customers and 

low income.These findings comply with the literature review Harrison (1997), which 

explainHRD is essential for organizational strategy, external labour market strategies, 

changes in internal labour market needs and the value system within an organization. 

Much of the literature appears to be positing that investment in employees will enhance 

learning and performance. However, the small firms facingdifficulties cater appropriate 

system in the organization due to financial constraint. If the SMEs can overcome 

thishurdles therefore small firm also can be outperform. The firm fails to employ the 

marketing officer due to financial constraint.In order for the Marketing Audit to bear 

fruit, the firm should employ the marketing officer. This will enable it to plan for the 

marketing review. The officer will advise the firm on matters concerning price 

objectives and market planning. Under the department of marketing, the marketing 

officer will conduct the marketing audit internally, and if the top management will not 
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be satisfied with the report, they can invite the external auditor for the exercise. This will 

make the firm to exercise what is called ‘the table marketing audit’. The use of the 

marketing audit will increase the marketing performance and organization performance. 

But this would require the firm to increase the labour cost. 

 

These findings did not comply with the Arpitloya (2011) who has conducted the study 

on marketing audit-- an important tool to determine strengths and weaknesses of the 

companies because the firm has not implemented the marketing audit. The study has 

shown that the existence of marketing audit led to the following:- 

 The audit provides the marketers with an in depth view of the marketing activities 

that are going around in the concern. It brings out a complete picture of the entire 

operations of the concern. While revealing the various drawbacks the audit process 

also leads to efficiency. This process can also be used to lay down an improved 

marketing plan.  

 A marketing audit helps a company to refine its business practices and improve its 

productivity and profitability.  

 Marketing audit helps to marketing executives, top management and investors to 

ensure that they are doing the right things to help drive growth for their 

organizations. 

 A marketing audit is a careful examination and evaluation of marketing practices and 

results. It offers a baseline for performance measurements and a framework for 

effective business planning to maximize positive external perception and demand 

generation.  

 An audit helps the company determine the value of a sale and a sales lead.  

 There are no permanent "right" answers in marketing. Customers' needs and wishes 

are moving targets, and marketing programs require testing and retesting to find the 

most profitable formula. A marketing audit is the way to achieve success by 

providing an interim report card to help the company and their staffs tap into 

inherent resource.  
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These findings do not comply with the Brownlie,(1996b) who says marketing audit; 

it may be justifiable to expect that the comprehensive, systematic, independent, and 

periodic examination of the organization’s marketing function will, potentially, lead 

to early detection and awareness of existing or emerging marketing issues that may 

influence the organization’s business performance. The reason why was not comply 

was that the firm is not yet implemented the marketing audit. 

5.2.2 The impacts of the marketing audit in the marketing performance. 

The data revealed that the firm was not conducting marketing audit professionally 

properly. Due to that reason the firm suffering the following problem 

 It has low market share 

 No marketing budget 

 Have no marketing officer 

 Have no website 

 Do not advertiser in any media 

These findings comply with the literature review Kotler, Gregor& Rodgers, (1977) 

which explains how marketing auditor provides the framework and findings, but it is the 

process through which managers assimilate debate and develop their own concept of the 

needed marketing actions that is most desired. So the lack of marketing audit caused the 

all problem above. Also the findings comply with the literature review Shelter, (2013 ) 

from that explains the objectives of marketing audit. As Shelter,(2013 ) coincide to the 

concepts that a firm seeks to achieve, as a result of the implementation of a marketing 

audit, were to determine the image that has been formed in the market, about the 

company itself and other competing companies in the same business, and according to 

that, after analysis of data, an improved marketing strategy to be developed, aimed at 

strengthening the external image of the enterprise to consumer awareness and against 

competitors. 

Also the findings revealed that 100% of respondents said there is no marketing planning. 

The reason why there was no marketing planning was the lack of marketing audit. These 

findings comply with Rothe, Havery and Jackson (1997) whose says the marketing audit 

is necessary part of the marketing planning. 
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Also these findings did not comply with Rothe (1997), who explain the benefits of using 

the marketing audit and implementing its recommendations lie in perceptions of its 

ability to influence a change in business performance. The finding did not comply 

because the was not exercised the markerting audit. 

5.3.0 Findings from research question two 

Research question two: Is Beta Business Consultant pricing policy effective? 

The researcher aimed at identifying if the price objectives match with the size of the 

firm, service rendered out and if would stimulate the sales of the firm. 

5.3.1 Good price objectives and strategy. 

60% of employees did not know the firm price objectives, the reason behind is 

unawareness of importance of knowing it. The top management think is not important 

for the middle level of employees to know the price objectives of the firm. The firm uses 

the penetration plan as its price strategy. It is effective as it is for an SME, as it needs to 

penetrate in the market and grow. It can continue with this price strategy. 

These findings comply with the entry pricing theory Dean (1969). Dean suggests that 

skimming may be used to extract the highest willingness to pay among consumers.  

Also these findings comply with Schmalensee (1982) who considers the riskiness of new 

products, suggesting that pioneering products should charge low entry prices, because 

the manufacturer must persuade customers to try its exante risky product in order to 

build its reputation. 

 

These findings do not comply with the Shapiro (1983) who says the firm should set a 

high introductory price and then decrease the price over time because the firm set low 

price for introductory price. 

Also these findings do not comply with Pola and Jeuland(1982) whose says the markert 

penetration pricing is optimal if repeated purchases of product were important and the 

skimming strategy is optimal if the demand is stable and service cost decrease over time. 

The findings did not comply because the firm uses the penetration strategy instead of 

skimming. 
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The firm should educate the employees on what are its price objectives and strategy. 

This will enable the employees to have more information to the customer for the 

bargaining price. Choosing a pricing objective and a related strategy requires you to 

carefully consider your business and financial goals, the state of the market (including 

its past and future), and the products and prices of your competition (and possibly their 

business goals). The employees should know all this. 

 

5.4.0 Findings from research question three 

Research question three:How should Beta Business Consultant maximize its market 

share? 

The researcher aimed at identifying ways can use by the firm to expand its market share. 

5.4.1 Lack of marketing budget, 

The findings revealed that 100% of respondents said there was no budget for marketing 

activity. The firm should prepare budget for the marketing and promotion activity. These 

findings comply with Outcalt (2000:1) the entrepreneurial decision theory, distinction 

between entrepreneur and manager which discussed the two types of functions -- routine 

or non-routine functions -- that have been ascribed to the entrepreneur across the 

economic though. Recent theories, however, tend to associate managers to routine 

functions and entrepreneurs to non-routine ones. Due to the fact that top managers are 

entrepreneurs so do not care to do things in a line. 

The process of setting up a business budget provides the firm with the opportunity to 

make assessments and choices about how the firm should use the money they expect. 

The budget will help the firm to have permanent marketing program. 

5.4.2 Low market share 

The firm has low market share because has bad result in the NBAA examination. So 

number of students did not opt to take review because of that. The big reason for the 

firm to have low market share is due to lack sales promotion.These findings comply 

withRotimosho(2003) who conclude thatSales promotion consists of diverse collection 
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of incentive tools, mostly short term designed to stimulate quicker or greater purchase of 

products or service by consumer e.g. the use of premiums, product warranties etc. 

stimulate consumer purchase in larger quantities. The firm did not do any sales 

promotion during the whole year of operation. 

The two directors are the full employed employees. When one of them missed for any 

reason the firm required to hire or employ the part time lecture, this also made the 

variation of quality and credibility of teachers available for the session.These findings 

comply withRigg and Trehan (2002) who argued that HRD in small organizations took a 

discourse perspective on organizational, learning and development. The other is that 

only now the firm is conduct one service which is seminars and tuition. For other firm 

like Pwc, PKF, Delloite they performed the same seminars and also engaged in other 

professional service like Auditing and Tax. The firm has partners who have masters and 

CPA (T), but haven’t PP for the firm to be registered as auditing and tax firm by NBAA. 

Also the firm should ensure it gets more tenders from the governments. Now it takes 

single corporate consultant from CAG. 

 The government is the biggest buyer of service and if it will make business with it, then 

it will expand its markets share. The decision of the firm to open the weekend class at 

Tanga Region is good, also is expanding the way of market share. Finally the firm 

should expand its service.  

The findings also revealed that the firm has not any media or magazine. Lack of service 

promotion did not make the firm sales low but also did not promote it is service because 

it lack the marketing planning and budget. In order for the firm to add value to the 

market it needs to make promotion to its service.  

These findings comply with Shira (2003) who says sales promotion helps to build brand 

loyalty by giving the seller the opportunity to attract a loyal and profitable set of 

customer which provides seller some protection from competition and greater control in 

planning their market mix. 



56 
 

Also the findings did not comply with Kotler (2003), who says Sales Promotion is a key 

ingredient in marketing campaigns and consists of adverse collection of incentive tools, 

mostly short-term designed to stimulate quicker or greater purchase particular products 

or services by consumers. The findings did not comply because the firm has no sales 

promotion. 

 

Also these findings did not comply with Jaworski and Kohli,( 1993)whose indicate that 

in small to medium enterprises (SMEs), marketing is haphazard and informal and that 

networking is the main method of conducting marketing in smaller companies. The 

findings did not comply because the firm has no networking. 

5.4.3 Lack of website address. 

Lack of budget and marketing knowledge is the source of the firm to lack the website. 

The top management did not know the importance of website to the firm. The firm 

should look for the IT programmer who will design and launch the website. The first and 

perhaps most obvious advantage of a business website is the potential for reaching a 

wider audience. The Internet is used by literally millions of people, all of them are 

looking for something and some of them might be looking for you. Building a website 

for your business will mean you could potentially reach these otherwise unreachable 

customers. 

These findings comply withCanavan, Henchion and O’ Reilly (2007; 193) in their study 

on Irish specialty food producers conclude that the Internet can complement other 

marketing channels used by Irish specialty food producers and endorse its function as a 

key part of effective customer relationship management. Your business might be local, 

but you might have the potential to sell your products or services to a wider market, 

whether it is people in the next town, the nation as a whole or even the international 

market.  

 

The advantage of having a website is that you can access business information and 

details about your products and services can be accessed by anyone at any time no 

matter where they are. The Internet is online 24 hours a day, with a website; customers 
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can easily access information about your business. They can see what products or 

services you sell, your prices, your location and much more. Whatever you decide to 

inform them, they can find it with a few clicks of a mouse. You may think of the 

advantages of a website in terms of advertising and publicity for your business.These 

findings comply withliterature review of SocialMedia Marketing Report - How 

Marketers Are Using Social Media to Grow Their Businesses (2009,) 81% indicated 

generating exposure for the business as the number-one advantage of SMM followed by 

increasing traffic and building new business partnerships. 

 

The costs of having a business website are actually quite low. An affordable website 

design may cost you around Tsh 150,000, what you need is a suitable domain name and 

good quality webhosting and you’re ready to go. The ongoing costs are minimal, but the 

potential return on investment could be quite significant. Think of your business website 

in terms of advertising for your business and you’ll be more likely to see the value. So 

the firm loses a lot of customers due to lack of website. 

5.4.4 Entrepreneurship character in a business 

The idea that people start new venture as a way to increase their personal wealth is 

factor for establishing beta business consultant. 100% of respondents say the firm was 

established to generate extra income. These findings comply with literature review Day 

and Sunder, (1996) that says the entrepreneurship were the ones maximize profit 

subjected to various resource constraints. 

Also the data revealed that the firm has low profit record which was one million to less 

than ten million Tanzania shillings per year. These findings disagree with Amit et al 

(2000) who mention that factor like firm revenues, profitability, the creation of personal 

wealth were used as indicators of enterprises nervier success. The profit earned by the 

firm is used by the owner to sustain normal living life. 

 

The findings revealed that the directors are only attended training for the business 

practices. The firm has not doing well in the market and financially and looked if the 

leaders have knowledge to run the business and posses some entrepreneurial skills. The 

researcher did not see the impact of the partners to attend these training in terms of the 
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performance of the individual and the firm. These finding comply with EssiSaru (2007) 

who argue that the human resources development and organizational learning issues 

were important for the small firm. 

 

Also these findings comply with Mc Lagan (1989) who argued that human resources 

development strategic has linked training and development to organizational objectives 

and able to respond  to the changes in the environment and technology. 

 

5.5 Chapter Summary 

Brownlie, (1996b) suggest that accepting the logic of the marketing audit, it may be 

justifiable to expect that the comprehensive, systematic, independent, and periodic 

examination of the organization’s marketing function will, potentially, lead to early 

detection and awareness of existing or emerging marketing issues that may influence the 

organization’s business performance. Therefore, it may be expected that the use of the 

marketing audit is related more strongly to the increase in market share; a predominantly 

marketing influenced performance than to the increase in overall financial performance, 

which may reflect the wider organizational business initiatives. 

 

Moreover, Robin and Taghian, ( 2008), say if the use of the recommendations arising 

from the marketing audit can be expected to, potentially, contribute to increased 

organizational performance; it may also be reasonable to expect that non-users of the 

marketing audit’s recommendations will not experience the extent of change in 

performance that its users do. 

 

Through analysis of data shows that Beta business consultant especially the owners of 

the firm have the knowledge about the marketing audit but they were not doing it 

professional or sometimes in a year they did not do it at all. Lack of marketing audit 

exercise have caused the firm to suffer the in the marketing performance. The firm has 

no marketing plan or promotion activities to promote their service in the market. So the 

firm was not also did well in financial especial the profit reported was very low. 
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CHAPTER SIX 

SUMMARY, CONCLUSION AND RECOMMENDATIONS 

6.1 Introduction 

This chapter summarizes the findings of the study, presents conclusion and makes 

recommendations. 

6.2  Summary of the study 

The study specifically sought the following: 

(i)To investigate whether the marketing audit is responsive to the needs of Beta business 

consultant. 

(ii) To investigate whether pricing policy is responsive to the beta business consultant 

and buyers. 

(iii) To evaluate ways of expanding market share of beta business consultant. 

 

The objectives of the study were accomplished because different data were gathered and 

analyzed which helped to give a blueprint of the performance of marketing audit. The 

general trend of the marketing audit at Beta, despite low awareness it can still play 

animportant role on improving the marketing performance. Marketing audit is a process 

which is used to review all marketing activities of the business and show the 

performance of an organization. 

 

This study revealed that audit market is faced with some challenges that should be 

overcome for the sake of improving its efficiency and effectiveness in the marketing. 

These challenges are poor knowledge of marketing audit, lack of budget to conduct 

market audit. Beta does not conduct market audit as a professional field. Two heads of 

department meet and discuss the issue concerning marketing while they have no 

knowledge concerning market. There is no budget set for conducting review of 

marketing activity. 
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6.3 Conclusions 

This study was conducted to establish the possible effect of marketing audit towards 

market performance. The findings revealed that Beta aspires to deliver excellent service 

but they lack the feedback and knowledge of what is happening in their marketing 

activity. They did not know that they were operating under capacity, they need to have 

market budget. Lack of website and employee do not understand the price objectives and 

strategy of the firm. 

 

As we know marketing audit is a thorough examination and evaluation of marketing 

practices and results. It offers a baseline for performance measurements and a 

framework for effective business planning to maximize positive external perception and 

demand generation as well as minimize the internal conflict regarding marketing 

activities. The study observed that despite these challenges, Beta has high customer 

satisfaction as the customer need more related services from them. 

 

Marketing audit, in my opinion is necessary in order to get a feedback from the realized 

marketing actions from the previous planning period, before the beginning of the 

creation new marketing plan. The overall marketing audit can give the company 

competitive advantage for further struggling in the present unstructured and fast 

changing business environment. 

6.4  Recommendations 

The recommendation of the study will be presented in the right on the findings and the 

conclusion of this study. 

The researcher recommends that Beta Business Consultant should employ the person 

who has knowledge of marketing as professional and posses the qualification who will 

plan, enforce the marketing strategies and objectives and conduct internal market audit 

for the firm. 
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6.5  Areas for Further Researches. 

This study was conducted only in Beta Business consultant. It is hereby recommended 

that, the study be conducted in other business firm or other areas in Tanzania to confirm 

the finding. More research should be done as, the researcher believes there are other 

factors which stand circumstances that affect Beta market performance, and this in fact 

lays a foundation for other research to be carried out. 
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APPENDICIES 

Appendix I 

 

The following questions are relating to your personal details as an individual  

1. What is your age? 

18 - 25                     26 - 30                        31-Above 

 

2. Marital status 

Single   Married     Widow  

3. How many children do you have    

1 - 2      3 - 4   5-More 
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4. How many dependants do you have at home   

1      2   3              4 

5. What is the level of your education? 

No education pursued      

Primary educations       

Secondary education      

Post Secondary Education/training     

6. Did you get any professional training?     

Yes               No 

 

 

7. When did you start your business    

 One year   ago                  

 Two years ago     

 More than three years ago  

8. Please mention the reason for starting business?  

 To generate extra income     

 To sustain normal living life    

 Family business     

 Mobilization/ group business    

 Other reasons 

 ………………………………………………………………………………….. 
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 ………………………………………………………………………………….. 

9. Have you registered your business?  

  YES                   NO  

10. Are you a member of any association in your business practices? 

  YES         NO       

11. Did you have any other business before the current business?          

YES         NO       

12.  Where did you get the Capital for starting a your business? 

Bank Loan        

Loan from family, friends      

 Personal savings      

Inherited worth      

Other micro-finance, NGOs      

Any other sources     

13. How much profit do you earn in Tanzania Shillings (Tshs)?  

Less than 5,000/=  

5,000/= to less than 10,000/= 

10,000/= to less than 15,000/= 

15,000/= and above  

 

14. How many employees do you have in your business?   

1 - 2 employees 

3 - 4 employees 
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5 – above employees  

 

15. How much do you pay them per day? 

Less than 2,000/= 

2,000/= - 4,000/= 

More than 4,000/= 

16. Do you have any other location of similar business?         YES

    NO    

17. Please  indicate the trend of sales volumes in the following trend; 

 Sales have been increasing since you started business                     

Sales have been constantly increasing   

Sales have been decreasing since you started business         

18. Have you attended any training or business advises during your business 

practices?  

 YES                    NO                

19  What is your experience in the organization?  

a) 1 – 3 years   

b) 4-6 years    

c) 7-9 years  

d) 10 years and above  

 

20. Describe the services you offer in your office (You can tick more than one). 

a) Auditing 

b) Tax 

c) Financial service 

d) Seminars and workshop 

e) ………………………………………………………………………………. 
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21 What products/services do clients want that you do not offer? 

1. ……………………………………… 

2. ……………………………………… 

3. ……………………………………… 

4. ……………..……………………….. 

22. What is the average size of a customer order per month? 

a) 0 up 10 

b) 11 up 30 

c) 31 up 50 

d) 51 up 100 

e) ……………………….. 

23. How many customers do you serve per day in your office?  

a) 0 

b) 1 up 5 

c) 6 up 10 

d) 10 up 20                                                                         

e) 20 up 30 

f) ……….. 

 

24. Does the company specialize in a particular industry? 

a) Yes 

b) No 

c) I don’t know 

d) neutral 

 

25. If yes, can you mention it down?  

……………………………………………………………………………………………

…………………………………………………………………………………………… 

 

26.        The company has long-term contracts 

(a)  Strong agree 
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(b)  Agree 

(c)  Disagree 

(d)  Strong disagree 

 

27. Why must a prospect buy your service? 

a) ………………………………………………………………………………… 

b) ………………………………………………………………………………… 

c) ………………………………………………………………………………… 

d) ………………………………………………………………………………… 

28. The customers are sensitive to price  

(a)  Strong agree 

(b)  Agree 

(c)  Disagree 

(d)  Strong disagree 

(f) Neutral 

 

29. The company has export business  

(a)  Strong agree 

(b)  Agree 

(c)  Disagree 

(d)  Strong disagree 

(f) Neutral 

30. The company has import business  

(a)  Strong agree 

(b)  Agree 

(c)  Disagree 

(d)  Strong disagree 

(f) Neutral 

 

31. Are revenue and cash flow seasonal? 

(a)  Strong agree 
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(b)  Agree 

(c)  Disagree 

(d)  Strong disagree 

(f) Neutral 

 

32. Where do you see your industry in five years? 

a) Rise 

b) Fall 

c) Stagnant 

d) I don’t know 

e) Neutral 

 

33 How many customers/clients do you have now in your database? 

  

a) More than 10 

b) More than 50 

c) More than 100 

d) More than 200 

e) More than 500 

f) ………………….. 

34. What are the top three reasons that you lose business to a competitor? 

a) ……………………………………………………………………… 

b) ……………………………………………………………………… 

c) ……………………………………………………………………… 

d) ……………………………………………………………………… 

 

35. What is the marketing theme or slogan? 

……………………………………………………………………………………………

…………………………………………………………………………………………… 

36. What is the staff's attitude toward marketing? 



75 
 

……………………………………………………………………………………………

……………………………………………………………………………………………

……………………………………………………………………………………………. 

37.  Dothe companybuy advertising? 

a) Yes  

b) No 

c) I don’t know 

d) Neutral 

 

38. Is the company having the direct-mail efforts? 

a) Yes 

b) No 

c) May be 

d) I don’t know 

e) Neutral 

 

39. Do you have a brochure/media kit of company for your customer in your desk? 

a) Yes 

b) No 

c) I don’t know 

d) Neutral 

 

40.  How do you educate your clients concerning the service you offer? 

a) …………………………………………………………………………………… 

b) …………………………………………………………………………………… 

c) ……………………………………………..…………………………………….. 

41 Does the company provide seminars for the new customers? 

a) Yes 

b) No 

c) I don’t know 

d) Neutral 
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42Describe every successful advertising, selling or marketing program you have 

engaged in for the last three years that has worked. 

a) Yes  I engage 

b) No 

c) Neutral 

If yes describe here: 

d) ……………………………………………………………………………………

…………………………………………………………………………………… 

43 Do you have a marketing budget in your department? 

a) Yes 

b) No 

c) I don’t know 

d) Neutral 

44 Do you know your most profitable customers and are you targeting prospects 

that look just like your best customers? 

a) Yes, I know 

b) No, I don’t know 

c) Neutral 

45 Are traditional marketing channels – such as advertising, direct marketing, and 

public relations – still practices by company? 

a) Yes 

b) No 

c) I do not know  

d) Neutral 

46  Do you know the pricing objectives of Beta business consultant? 

a) Yes I know 

b) No, I do not know 

c) Neutral 

 

47  If Yes from above, what are the pricing objectives? 

a) …………………………………………………………………………………… 
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b) …………………………………………………………………………………… 

c) …………………………………………………………………………………… 

 

48  Is the prices charged different in various geographical areas, referred to as zone 

pricing? 

a) Yes 

b) No 

c) Neutral 

49 Should prices change in various geographical areas, referred to as zone pricing? 

a) Yes  

b) No  

c) Neutral 

50  Do you know the pricing strategy of the company? 

a) Yes 

b) No 

c) Neutral 

51  If yes from above which one pricingstrategy used by beta business consultant? 

a) Skimming strategy 

b) Penetration pricing 

c) Neutral 

52 What is the company market position relative to the competitors?  

a) Above the competitors 

b) Down the competitors 

c) I don’t know 

d) Neutral 

53  Is the company reviewing the marketing activity? 

a) Yes  

b) No 

c) Neutral 

 

54 . If yes from above,who participate in reviewing it 

a) All employees 
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b) Marketing department only 

c) Top managing level 

d) I don’t know 

 

55 . When company reviewing the market activity 

a) Beginning of the financial year 

b) Middle of financial year 

c) Ending of financial year 

d) Any time they want 

e) I don’t know 

 

56  Is there any procedure for the employee to advice the company about the 

marketing activity? 

a) Yes  

b) No 

c) Neutral 

 

57  If yes from above how? 

a) ……………………………………………………………………………………

……………………………………………………………………………………

…………………………………………………………………………………… 

b) ……………………………………………………………………………………

……………………………………………………………………………………

…………………………………………………………………………………… 

 

58  Is a beta business consultant having a website or social network ID? 

a) Yes  

b) No 

c) Neutral 

 

59  Is a beta business consultant having a branch? 

a) Yes  

b) No 
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c) Neutral 

 

60.  If yes where?................................................................................................................. 

 

61 Who are mostly customers of Beta? 

a) Private 

b) Government and Ministries 

c) NGO’s and Companies 

 

62.  Do you know what marketing audit is? 

a) Yes I know 

b) No I do not know 

c) Neutral 

 

63.  Do you know the importance of marketing audit (only partners should answer) 

a) Yes I know 

b) No I do not know 

c) Neutral 

64.  Please mention the reason for starting business?  

a) To generate extra income     

b) To sustain normal living life    

c) Family business     

d) Mobilization/ group business    

Other reasons 

 ………………………………………………………………………………….. 

 ………………………………………………………………………………….. 
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Appendix II 

 

Customer’s questionnaire 

 

1. How long have you used the beta business consultant service? 

a) 1-6 months 

b) 6months -1 year 

c) 1-2 years 

d) 2 years and more 

2. Do you satisfied with the delivery time of beta business service 

a) Yes 

b) No 

c) Neutral 

3. Is the price charged by beta business consultant match with the quality of service? 

a) Yes 

b) No 

c) neutral 

4. Do you satisfied with beta business service 

a) Yes 

b) No 

c) Neutral 

5. If no why 

a) ……………………………………………………………………………………

……………………………………………………………………………………

…………………………………………………………………………………… 

b) ……………………………………………………………………………………

……………………………………………………………………………………

……………………………………………………………………………………. 

 

 

6. Is the price charged with beta business consultant? 
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a) High  

b) Low 

c) Moderate 

d) Neutral 

7. If beta Business consultant will increase price will you continue use beta business 

service 

a) Yes  

b) No 

c) Neutral 

 

8. Which service are you getting now from beta business consultant? 

a) Auditing 

b) Tax 

c) Seminars and workshop 

d) Financial service consultant 

e) Risk management 

f) All of the above 

g) …………………………… 

9. Which service will you like to get from beta business consultant apart from which you 

getting now which is not offered by the firm? 

a) …………………………………………………………………………………… 

b) …………………………………………………………………………………… 

10. How do you know beta business consultant? 

a) By mail and postal 

b) Adverting 

c) Posters 

d) From your friend which is a customer of beta business consultant 

e) Website 

f) Other: …………………………………………………………..…… 

11. What will make you stop using the beta business consultant service? 
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a) ……………………………………………………………………………………

…………………………………………………………………………………… 

b) ……………………………………………………………………………………

…………………………………………………………………………………… 

12. What you suggest Beta business consultant should done to improve its service 

a) ……………………………………………………………………………………

…..............................................................................................................................

..................................................................................................................................

.................................................................................................................................. 

b) ……………………………………………………………………………………

……………………………………………………………………………………

………………………………………………………………………………….. 

 

 

THANK YOU FOR YOUR COOPERATION 

 

 

 

 

 

 

 

 

 

 

 

 


