Book Insights:
Your Marketing Audit Program
By Curt Clinkinbeard

You read the headline right – a marketing audit? Yes, we are all very familiar with the financial audit (and the associated oodles of fun!), but the concept of doing an audit for marketing is a unique one. In 1996’s “Your Marketing Audit Program,” veteran marketing consultant, Hal Goetsch, provides an approach to assessing your marketing efforts and helping you improve strengths and weaknesses.  

If you’re looking for eloquent writing,  engaging stories, and a book to curl up with, this isn’t it. The approach to condense a lot of marketing information into a small, quick read. The book is essentially a checklist of key marketing initiatives. 


The book is organized around 100 “yes or no” questions which are doled out in 10 sections with a brief explanation following. The points are very pertinent and easy to get through. And while some of the questions will not apply to every business (The book is a little biased toward medium to large companies that sell in a business-to-business environment.), the vast majority of the issues pertain to every company regardless of size or customer type. 

The book is organized into the following key categories (and are things you should consider in your marketing program as well!): (1) Customer-Focused Management, (2) Products and Services, (3) Customers, (4) Markets and Marketing Channels, (5) Sales History and Results, (6) The Competition, (7) Pricing, (8) Marketing Administration and Staffing, (9) Inventory and Delivery, and (10) Marketing Communications, including advertising, promotions, and publicity.

Even a quick perusal of the ten categories addressed in the book provides some insight into the areas your marketing efforts should concentrate. The 10 questions in each category deepens your understanding of the “audit” approach and steps to take.  

Here are a few of the other interesting points the book makes:

· Surveys show less than 25% of CEOs have any practical marketing background. This lessens the chance the manager will have a focused approach to and appreciation for the value of marketing. Companies with strong marketing results often have leaders who are strongly committed to the process. 
· Anticipatory marketing is an approach that requires such a deep level of customer understanding and the value they get from your products or services that you can actually predict customer needs before they do. And the willingness and courage to take action based on this belief.

· Goetsch quotes management guru, Peter Druker as saying, “There is only one valid definition of business purpose: to create a customer.”

· In hiring people to work with customers, hire based on attitude first, then develop skills.

· Employers should treat employees at least as well as they want those employees to treat customers.

· Your first entrée into a marketing audit will be based more on intuition than on factual data. Getting committed to the process allows you to begin to collect and monitor the right information so decisions can be based more on reality instead of guessing.
· You should evaluate your competitors based on product, price, quality, performance, service, technological innovation, and image. This is the same way customers evaluate their company (and yours!)

· Marketing efforts should maximize profits. The secret is to find the right combination of the many different marketing elements that produces more profit from the resources.

This very functional book concludes with some tools regarding marketing planning, job descriptions of marketing management positions, and managing implementation of the marketing plan.  
Now for the bad news, you might have some trouble finding it. The book is published by a trade association (Business Marketing Association www.marketing.org), so it is not one you will typically find at the bookstore. Searching both amazon.com and bn.com did not yield any results, but half.com did have it listed. To get the book, you might need to monitor half.com or contact the BMA directly. 

Sorry to do that to you, but this is a strong book on marketing and presents a great deal of insight into a short amount of space. (The book is only 92 pages long, uses a fairly large font, and lots of lists.) Finding it may be a challenge, but the value of the book is worth the effort. 
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