MODERN MANAGEMENT REVIEW 2014
MMR, vol. XIX, 21 (4/2014), pp. 123-130 October-Deember

Igor LIBERKO *

Lucia BEDNAROVA?
Marianna DUBRAVSKA 2
Andrzej PACANA*

MARKETING AUDIT AND POSSIBILITIES
OF FORECASTING

The paper addresses selected qualitative and tatawgtiforecasting methods available
for use in practical marketing for development afrketing strategies based on outcomes of
marketing audit. Marketing and its application s essential activity in any business. The
task of marketing business audit is to point out avaluate whether its marketing activities
allow its future prosperity on the required levetlaompetitiveness. This, however, is close-
ly related to marketing forecastinghe contribution is characterized by the types afkat-
ing forecasting (quantitative and qualitative) anbrief description of some used methods.
Quantitative methods are based on the data obtdioed the records of the relevant
activities, which are then mathematically proces3éwese include particularly the method
of moving averages, exponential smoothing methiogl, mhethod of regression analysis, the
method of classical decomposition and seasonalsed@nt. Contrary to quantitative
methods, qualitative methods are based on expemates and specialists in the fielthe
main reason for the use of these methods is that thre reliable and describe quality data of
the investigated problem, on the other hand, thesthods allow comprehensive solution to
the problem.One of the fundamental methods of this group ispbiemethod, query, the
scenario method and the conjunctive methiite article is simultaneously remitted to the
advantages and disadvantages, which indicate thsilplity of their use.lt is generally
known that the accuracy of the forecasting depemmsvarious factors, with the most
important features in the first group (quantitatimethod) is the quality of the documents
about the past activity and in the second groupl{tive methods) is the experience and
professionalism of the exper&ventual forecasting errors can be eliminated toesextent.
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1. INTRODUCTION

Each marketing audit ends with a final report;ogument which following a discus-
sion with the client, can and normally also doesnfoalong with other inputs, the basis
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for elaboration of marketing strategies developéith whe view to forecasts. Marketing
audit results serve as a starting point for thenfdiion of marketing strategies, because
marketing audit notes or existing marketing adtgtare in line with the company with
their long-term objectives. Planning for long-temmarketing objectives is then possible to
use an appropriate method of forecasting. Thelartibaracterized by some forecasting
methods and ways of reducing errdfhe process of forecasting also addresses praposal
and selection of specific goals for setting dir@ctof marketing activities in the long-run.
An entrepreneur as well as a manager can use tteflting also marketing audit out-
comes and using suitable forecasting methods,dting the direction of further devel-
opment of busine&g.
Types of marketing forecasts

At present, a variety of quantitative and quaMatiorecasting methods are used;
their classification can be e.g. as follows, based
— explanatory variable (development variable andceffariable),
- time horizon,
— type of forecast (qualitative methods - exactitative methods — intuitivéy’.

2. QUANTITATIVE FORECASTING METHODS

The most frequently used quantitative methods c@aphe balancing methods including:
- moving average method
Principle: an average for a certain period is dakted (e.g. 3 months I-1ll), after the
end of a third month, a fourth month is added gatrulation while the first month is
left out and a new average is calculated. The ooécof an average set always for a
three month period, updated to reflect always alvesk three montfis':
Utilisation — sale forecast, the approximation isrenprecise in case of a longer time
intervaf®.
- Exponential balance,
Principle: weighted average of past statisticaligntified values is used. The objective
is to reflect the weights of individual values & timeline in relation to their “distance
from the forecast period*'*
Calculation:

Forecast for the period+1) is calculated as a sum of a certain shagd the last actual
valueY and a certain shafel- a ) of the forecast valuE, whereas the factar is within
the interval0 <a < 1.

® A. Alsbury, Marketing: to nejlepsi z prax€omputer press, Praha 2002.

® A.Csikésova, E. Weis®rieskum trhu a marketindeS/AMS F BERG, KoSice 2008.

" M. Jedlika, Marketingové stratégjeJniverzita sv. Cyrila a Metoda v Trnave, Trnadie.

8 J.Cimo, M. Maria$ Riadenie marketingovych aktiv@print Bratislava 1996.

9D. Lesakova a kol.Marketingové analyzy a progngBratislava 2002.

10, Liberko, Zaklady marketinguVienala, KoSice 1998.

1. Liberko, R. TurisovdModelovanie marketingovyeiinnosti Edicia $tudijnej literatary, KoSice 2006.
2R. Kalkar, A. Massenlarketing Grada: Mnichov 2002.

13p, Kotler, K. Keller A Framework for Marketing Managemesrd Edition, Prentice Hall, New Jersey 2007.
4 p. Kotler,Modreni marketing4.vydanie, Grada Publishing, Praha 2007.
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The basic relationship for exponential equatiom tise

Fur =a. Y +(l-a)F
Practical application shows that the followingustable for practical usé,20 < a <0,35.
- method of classical decomposition,

Majority of time slots normally has the followingk elements:

1. Cyclical — cyclical factor G
2. Seasonal element— seasonal factor S-
3. Trend element — trend factor T
4. Random element — random factor - N;

Cyclical element —becomes apparent after a certain time dependingconomic condi-
tions
Seasonal element depends on certain volatility of conditions in tifeeg. holidays, bank
holidays etc.)
Trend element —characterises a long-term tendency in time
Random element -short-term effects, which cannot be anticipatelerd are no signs:
- seasonal cleaning,
The lh_)el% principle is to clean the forecast of saakeffects while retaining the trend ele-
ment™
Principle: identified values (especially extremeghare subject to filtering in a certain data
file; their advantage is that only data of thaialgle which is subject to forecasting are used.
- regression analysis method.

These methods are based on a conventional regnassibnique which maps out the
relationship between two or several variables bagethe regression model. The regres-
sion model characterises the relationship betwepemntient and explanatory varidfile

3. QUALITATIVE METHODS

Qualitative methods are methods based on expémaiss of specialists and profes-
sionals in the given ar€aThe key reason for using these methods is that:
- there are no reliable and quality data descrikllegigsue in question,
- these methods enable addressing the given issygrebemsively

The main deficiency of the above methods is thay #ire restricted by the knowledge
of experts as well as the causality problem, whioks not make it possible to scrutinise
the examined topic on tleause — consequenaxisaswell as the issue déck of struc-
ture which causes highly problematic and frequently isgilole explicit description of
the examined topfc

15 D. Lesakova a kol.Marketingové analyzy a progngBratislava 2002.

D, Lesakova a kolStrategicky marketingovy manaZzmegyprint, Bratislava,2002.
17J. Tomek a kol Marketingova stratégia podnikilanagement Press, Praha 1992.
18 J. Kita a kol. Marketing Edicia Ekonémia: Bratislava 2005.

198, KassayMarketingova stratégia korporaci&trateg: Nové Zamky 1999.
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The most frequent qualitative methods can be at&ibwith the following methods:
Collection of opinions from selected employee groups
The basis of this method lies in selection of augrof employees — professionals
and collecting their subjective opinions on possiokure development.
Delphi method
A group of selected experts (5-20) present anongiyotheir opinions on the
development of the examined issue in the upcomargp@s. These opinions are
presented in writing. The exercise comprises sévermds and after the™3or
4" round the ultimate estimate of the examined tépestablished.
Method of script
The main idea is to determine future developmentiious — alternative condi-
tions. The outcome of this method is not one vardmn two or several variants,
from which it is possible to set the optimum vatibased on additional informa-
tion, or a variant, which is closest to the optimum
- Conjunctive methods
The goal of this set of qualitative forecasts igdentify subjective opinions of
management regarding the anticipated developmdmsd researches are conducted
normally in writing using a survey; with the basitea being not expressed in exact
values (figures) regarding the development butXpressed opinions, e.g. - better,
worse, significantly better, stable etc.

Contrary to quantitative methods, the goal of datlie methods is to come up
with responses to such questions and issues, witomally cannot be unanimously
quantified®*

Qualitative methods are show in Figure 1.

2D, Lesakova a kol.Marketingové analyzy a progngBratislava 2002.
2. Mikolaj, J. Klkka, B. Varto, Planovanie a prognostikaakulta $pecialneho inZinierstva ZU v Ziline,
Multprint,s.r.o. KoSice 2005.
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Figurel. Qualitative forecasting methods

Qualitative methods

Methods w/o

; , Methods
interaction with interaction
Methods w/o Methods with Discussion Discussion
feedback feedback included not included
Reasons behind Reasons Forecast Forecast
forecast not behind obtained from obtained
provided forecast provided group voting anonymously

Reasons behind
forecast provided
anonymously

Reasons behind
forecast provided
nominally

Source: adjusted according to D. Lesakova a kdarketingové analyzy a progngzy
Bratislava 2002.

Similarly to everyday life, also solutions of spaised tasks are distorted by errors.

It is evident that also forecasting methods, maihlyse quantitative, are subject to
deficiencies and defeéfs

The following are used to eliminate errors mainlthwespect to qualitative methods:
- Average error method
(Yt -Ft)

- Dithering (scattering) method

(Y, -F)?

R =

22 p, Smith Moderni marketingComputer Press, Praha 2000.
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- Signalling band

S( Y -Fo)
SH= - ,
PO
where :
PO - average deviation (acronym from Slovak:mpaena odchylka),
R - dithering (acronym from Slovak: rozptyl),

SH - signalling band (acronym from Slovak: sigreapasmo.
Y: - demand (acronym from Slovak: dopyt),
F. - forecast

To illustrate, below we include an example conaagnise of exponential equation for
sale forecasting. In this particular case, the etarg audit came up with a recommendation
that a trading company (selling computer printefgnges the focus from inkjets to laser
printers. Based on this assumption, the exponesdiahtion method was applied for elabo-
ration of a sale budget forecastavt 0.33 using the data in Table 1 and shown oraptgr
in Figure 232

Table 1 Example of calculation based on the expiadeyuation method

Month Demand a=0.33 Forecast | Deviation
Y, F
1. 342
2. 313 342 342 -29
3. 356 0,33.313( 1- 033).342 332 +24
4. 360 0,33.356( 1- 033).332 340 +20
5. 377 0,33.360( 1- 0,33).340 346 +31
6. 350 0,33.377(1 - 0,33).346 356 -6
7. 380 0,33.350( 1- 0,33).356 354 +26
8. 410 0,33.380(1- 0,33).354 362 +48
9. 421 0,33.410( 1- 0,33).362 378 +43
10. 418 0,33.421(1-0,33).378 392 +26
11. 417 0,33.418( 1- 0,33).392 400 +17
12. 430 0,33.417(1-0,33).400 406 +24
414

Source: own study based on: P. Sniifloderni marketingComputer Press, Praha 2000.

2 L. BednarovaEkonomickéa efektivnésnvironmentalnehoctovnictva Grafotla: PreSov, s.r.0. 2008.
24 3.Cimo, M. Marias Riadenie marketingovych aktiv8print Bratislava 1996.
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Figure 2. Graphical representation of exponentjabgion
Source: own study based on: P. Smifloderni marketingComputer Press, Praha 2000.

CONCLUSION

The use of marketing forecasting plays an importalg for the company, therefore
the marketing department staff undertaking thisaaskould pay more attention mainly
due to the fact that incorrectly set marketing otiyjes can ultimately reflected in the
profit enterprise. Marketing forecasts are usedniydh relation to development of mar-
keting strategies. It is natural that also marlgfiorecasts need to be reviewed and it is
necessary to use feedback for reassessing whetimer snexpected development has not
caused a change of assumptions used for elabomdtifamecasts. It is necessary to men-
tion that in relation to the development of prodwuttand sustainable development one
also needs to take into consideration environméantphct and economic implications of
production.
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AUDYT MARKETINGOWY ORAZ MO ZLIWO $C PROGNOZOWANIA

W artykule oméwiono wybrane jakciowe i ilosciowe metody prognozowania do wy-
korzystania dla rozwoju strategii marketingowyctadpch na wynikach audytu marketin-
gowego Marketing i jego zastosowanie siezlkzdne dla aktywnéci kazdego przedsgbior-
stwa. Zadaniem audytu dziatakwdo marketingowej jest wskazanie i ocena, czy dariatat
nia marketingowe przyczynigjsic do dalszego rozwoju przegbiorstwa na wymaganym
poziomie i konkurencyjriei. Te jednak $ scisle zwiazane z prognozowaniem marketin-
gowym, ktéry charakteryzuje esiréznym rodzajem prognozowania gospodarczego (ilo-
sciowym i jakasciowym). W artykule przedstawiono krétki opis riéfych zastosowanych
metod. Metody iléciowe oparte $na danych uzyskanych z rejestrow odpowiednich-dzia
tan, ktére nasfpnie s matematycznie przetworzonych. Naledo nich w szczegolsoi:
metodasredniej krocace, metoda wygtadzania wyktadniczego, regresji, todhe analizy
regresji, oraz metody sezonowej korekty. W przesistwie do metod iléciowych, meto-
dy jakdsciowe oparte gna szacunkOw ekspertéw i specjalistow w danejciaee. Glow-
nym powodem zastosowania takich metod jestz¢os one niezawodne i opisujakos¢
danych badanych problemu. Z drugiej strony, metedymaliwiaja kompleksowe rozvi
zanie tego problemu. Jegdm podstawowych metod z tej grupy jest metoda Oelple s
rowniez zapytania, metoda scenariuszy oraz metoda konywmdcArtykut jednoczénie
ukazuje zalety i wady oraz movosé ich wykorzystania. Powszechnie wiadonie, do-
ktadndi¢ prognozowania zaky od r&nych czynnikbéw, a do najvaiejszych cech w
pierwszej grupie (metody ifgiowe) naley jakos¢ dokumentéw z dziatalrei firmy, a w
drugiej grupie (metody jakciowe) dadwiadczenie i profesjonalizm ekspertéw. Ewentual-
ne przewidywalne kHy mogi by¢ wyeliminowane tylko do pewnego stopnia.

Stowa kluczowe marketing, badanie marketingowe, informacje, falawe i ilosciowe
metody prognozowania
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