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of US. Business Leaders, 73% of top executives sad having a
strong brand is more important now than it was two year

The corelation of brand strength and company valus is being
studied more dosely and documented more carefull, and mar-
Keting scholars ate building models of brand equity that relate
brand development, marketi

response to longterm shareholder value. !

“There is mounting evidence that large producers are using
these brand-equity models to develop marketing and branding
strategles that fit with nonstop financal pressure and with a
business environment in which their channel partners are
ceptionally strong. A chssic example is microprocessor maker
Intel Corp’s “Intel Inside” program. There Is also a growing
realization that the brand is more than a relationship with the
end-user; it s also a powerfil asst for the retaler or the indus
tial customer that Incorporates the branded product into thelr
product offering, Marketing management will b challenged to
sustain and augment brandmanagement strategies and tacti
as the corporate marketing function continues to erode.
Despite the bleak outlook, there are companies in which
marketing is successful. The function has a well-defined role,
and there Is consensus about its scope and contributions Indi-
cators of that success ate evident n sales and revenue growth,

customer loyalty, strong brand equity and a dependable flow
of innovative products. In such companies, there Is usually a
CEO with a strong marketing background or a deep under-
standing of marketing, a bis for long-term growth and a com-
pelling vision of hovw to deliver superior value to custormers.
There s also adequate marketing information to assess per-
formance, such as data on measures such as market share,
brand atttudes,sals volume from major customers and mar-
gin'by account. Bureaucracy is minimalsstrong marketing is o
longer associated with 4 big marketing department. And cus
tomer orientation is hard-wired Into new product develop-
ment. (See “Characteristics of Companies at the Extremes of
‘Marketings Influence.) That et of characteristics Is what must
now be reassermbled into a viable marketing competency at
many companies.

“The fact that marketing does continue to play an influential
ol in corporate strategy in some companies suggeststhat there
is both an opportunity and a viable approach for buiding mar-
Keting competence as asource of competitive advantage. It may.
ot come abont In “conventional” ways, such as n the form of
a large corporate marketing group. Instead, it may call for a
small “center of excellence” that can enable collaboration
among an array of dispersed marketing elements. The mandate

Characteristics of Companies at the Extremes of Markating’s Influence

The fact that maricting ntinue to play an influenitialrole in corporate trategy in some companies suggests that there s both
an opportunity and a viabla approach for building marketing competance as asource of competitiv advanta

Charactaristics When Marketi

Key Dimension: Influentialin Corporate Decisi

Characteristics When Marketing Is
Influential in Corporate De

Definition of Wide isagreement and ambigutty about Ciearand shared undarstanding of therole of mar-
marketing the ole and importance of marketing and Ketng: strong custamer aistation inthe corporate

customerarintation.

cutture,

Topmanagement Focused on curent stock price, amings Focused on long term growth In revenue, profitab
objectves per share, cost rduction, market share, Tty EPS and cas flow.

Soes volums

Orientation and Lt or o marketing experence; focused Desp understanding of marieting: compeling viion

functional background on financial community.
of CEO

of customar value, Advcat for th customer

Topmanagement Cost reduction and Iabor productiiy. Customers,resellers and key accounts. Market nfor-

prioites

mation and tracking data are ey management tools.

Growth strategy Growth achieved through mergers and Growth achieved though serous commitment to

acquistons.

rescarch and development, product ot

Rote of brands Strong brands ueed s cash cows £ fund Substantia nvestment 1 buld and maintai brand

Focus of new product
development

equi

Customer analyss i hardied int product devel-
opment.

Portiolio strategy Managed for cash flow: pricing used t> Customer portfolio analzed and managed for

achieve valume goat.
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What are the perceptions of requirements to be(come) a CMO?
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Developing Long-term Interactive Relationships

Let this quotation serve as an introduction to
another relational aspect which is omitted by
traditional marketing theory, namely the interde-

cquipment is pro-

< marketing theory has found that
production, marketing, and cven service develop-
‘ment are largely handled by the same people. As 3
result the marketing function is spread throughout
the firm; the marketing department sometimes
becoming insignificant or even _non-existent.
Everybody is ‘2 part-time markcter'.

This conclusion has vasc_implications for  the
approach to marketing. I indicates that customer
relations are influenced by everybody. The general
manager negotiates big contracts and appears 15 a
goodwill ambassador to customers, the telephone
Operator and the receprionist give the customer the
« impression of the firm, the designers meet
with customers to draw up the specifications that
create finess for use’, those in charge of the firm's
property management create 2 physical environ-
ment which influcnces the customer touring the
supplier’s plant, ctc. The sales people arc the
professional “contact persons’ who build relation-
ships. But they can never do it on their own. The
problem, if marketing is unsuccessful in an industrial
m, is often not the marketing
department and its specialists, it s the marketing
fanction as a whole and its integration with other
functions

Conclusion: the boundaries of marketing responsi-
bilty are dissolved and are no longer identical with
the marketing department, The work to creatc and
maincain market relationships is divided beween
the full-time professional marketers in the market-
ing_department and the omnipresent (non-pro-
fessional) “part-time_marketers'. The network of
contacts inside the firm, the formal as wel as the
informal, the professional as well as the socia, arc
part of marketing,

7. Process Management and the Intemal Customer
The concept of the internal customer brings
customer-supplier relationships inside the firm. It
means that_everybody should see himself as 2
customer of colleagues, receiving products, docu-
ments, messages, tc. from them, and that he should
see himself s a supplicr to other internal customers.
Only when the customers are satisficd—it is the
sacisfied customer that counts irtespective of
whether he is xternal and internal—has # job been
properly excuted. Ishikawa, one of the fathers of
‘modern quality thinking, uscd the slogan ‘the next
process is your customer’ back in the 19505 'to
resolve fierce hosilicy between workers from
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Figure 6. Interfunctional relationships and the
discribution of the marketing function. The figure
points to interfunctional dependency where full-
time marketers appear in the marketing
department and ‘part-time marketers' are found
in all other functions (shaded arcas)

different production processes of  steel mill..."
and ‘sl uses it coday in his lifelong effort to break
through the barriers of scetionalism in_busines
organizations™ (p. vii). By making everybody 3
customer in his relations to others inside the
organization we begin to see what happens in a firm
a5 a proper process. Principles of process manage-
ment have been used for many years in manufactur-
ing and these principles are now also being applied
1o services and administrative operations, ¢.g. at
IBM® (p. 329).

However, we must not fall inco the trap of sccing
internal rlacionships a simple. Once again a web i3
‘woven between many-headed internal supplirs and
many-headed internal customers, a co-production
selationship that  establishes formal as well as
informal links.

‘The concepts of the internal customer and process
management have arisen in the area of quality, an
arca which is gradually being recognized as part of
marketing and top level management. This recogni-
tion is due t0 a combination of Japancse and U.S.

quality gurus and Japanese practitioners rather than
marketing theory and practitioners in the Wes

Conclusion: the customer-supplir rclationship of
process management links cveryone together inside
the company. They need to follow the golden rule
of Christianity: ‘Do unto others as you would have
them do unto you'.

8. Internal Marketing
We have so far met at least ewo phenomena that
could be labelled internal markcting the fact that
marketing takes place between units inside the same

NUE < s WG 1855




[image: image16.emf]
[image: image17.png]marks

Fie Edit View Document Tools Window Help

=& e 1 oeon

B Bockmaris
L]

] Introduction

[¥] Marketing costs-out
of control

[ Strides taken to
improve marketing
efficiency

%] The challenge to
improve marketing
productiity

=[] Developing better

measures of
marketing productiity

] Sheth and Sisodia
(1995)

[] Srivastava,
Shenvani and
Fahey (1998)

] Anderson and
Narus (1998, 1999)

] weber and
Dholakia (1998)

] The role of the
marketing budget and
the marketing
controller

=[] Adjusting the
marketing budget
over time

] Efficiency

] Competition

] Projecting
changes in the
Served Market

[E] Example of insights
from focusing on
projected changes in
the Served Market

] Summary and
conclusions

[E] References

JA. Weber / Industrial Marketing Management 31 (2002) 705-717

Proporton o Gorporets Costs n 1845

Paporion of Gorporate Gonte 1995

-

Fig. 1. Proportion of corporate costs in 1995: manufacturing 50%, mansgement 30%, and masketing 20%.

advertising, sales promotion, public relations, customer
service, outhound logistics and order fulfillment,

With this dramatic transition in costs and the increasing
pressures to improve shareholder refurns, it is no surprise
that today’s CEOs are demanding more from each market-
ing dollar spent and a higher level of accountability from
marketing managers. Addressing this critical challenge calls
for two distinct, yet interrelated strategies—to improve both
the efficiency and the productivity of the marketing effort.
Simply put, efficiency involves ‘doing things right,” while
productivity addresses “doing the right things’ [4],

3. Strides taken to improve marketing efficiency

Strategies addressing the high cost of marketing have
focused primarily on efforts to improve efficiency through
reducing costs. In most companies, there are ample oppor-
tunities for enhancing marketing efficiency by judicious cost
cutting. To do so, marketers are challenging the efficiency of
the full range of current and planned marketing budget
expenditures. Expenses related to product development,
selling, distribution, advertising, sales promotion, public
relations, customer service, outbound logistics, onder fulfill-
ment, ete. have undergone careful evaluation. Inefficiencies
discovered are being addressed. Reflecting such strategies,
many companies today are downsizing the sales force,
closing regional sales offices, transferring marketing person-
nel and functions to the sales force, and cutting back on
unproven promotion programs and tactics. In addition, cross-
subsidization of accounts in marketing is getting a careful
look, since, in many companies, a few highly profitable
accounts have tended to hide inefficiencies in less profitable
accounts. Such efforts continue to generate considerable cost
savings each year in most major companies [3,5].

practical new approaches for measuring and improving
marketing productivity. This dilemma continues in large part
because monitoring the productivity of alternative marketing
budget expenditures is complicated by the intangible role of
marketing, which is to perform functions around goods and
services, rather than to produce anything directly [3,6].

Whole new financial measures (beyond simply monitoring
sales, share, and gross margins) are needed for evaluating the
relative productivity of specifically proposed marketing
budget expenditures vis-a-vis shareholder value.

Consider, for example, the challenges of trying to meas-
ure and subsequently improve the productivity of one
marketing function, promotion. How does one measure
the financial return of a promotion campaign? Major
research streams have emerged focusing on measures,
methods and means of achieving increased productivity in
promotion [7]. Measuring the productivity of a promotion
campaign would begin by recognizing campaign objec-
tives—for example, to establish awareness, to build an
image or to close a sale, etc. Multiple objectives are
possible, reflecting different stages of a campaign and
creating measurement difficulties right from the start (e.g.,
Ref. [8]). The overall productivity measure would then be
expanded to capture the marketing context (low or high
involvement) and the appropriate model of customer behav-
ior (e.g., Ref. [9]). One would also have to carefully identify
the present value of incremental investment flows required
by the campaign and consider how long the results of the
promotion should be measured—clouding the issue of the
appropriate time frame for the financial analysis. Given all
these complexities, not surprisingly, there is litle consensus
on what should be included and measured. All of these
issues taken together make estimating the productivity of a
promotional effort in financial temns a daunting task indeed
(for further discussion, see Refs. [7,10]). This is just one
example of the challenges involved in trying to measure
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An Exploratory Study of the
Marketing Budgeting Process

The preceding discussion of diverse processual phe.
nomena suggests that a large number of varables must
be incorporated into a full organizational model of the
marketing budgeting process—were that model o
recogaize both the formal configuration of the process.
and the constraining impact of contextual varisbles
The study on which the following discussion is based
was & broad work on marketing organization. s gen-
eral aspects are reported elsewhere (Piercy 19863) and
the relevant technical details are summarized in the
Appendix.

“The marketing budgeting process hypotheses tesied
in the survey were:

© marketing budgeting process modes differ be-
tween companics,

 different budgeting process modes are associ-
ated with the use of different budgeting tech-
niques,

 different budgeting process modes are associ
ated with different patierns of organizational
control and influence, and

© different budgeting process modes are associ
ated with different budget outcomes

Rosults

By the budgeting process classification developed
previously (Hanmer-Lioyd and Kennedy 1981), the
budgetary processes found in the companies were di-
Vided as in Table 1. The majority of respondents saw
heir marketing budgeting process as bottom-up/top-
down and sbout 275% saw it 25 top-down,/bottom-up.
‘Small numbers of respondents saw their companies a5
operating 2 bottom-up decision process and others
suggested that none of the process modes fi their 0p-
erations. In fact, the latter group described what
amounted 10 top-down processes whereby budgeting
decisions were made essentially by top management
with litle marketing department partcipation and the
responses were 0 classified. The process types re-
ported suggested two clusters: bottom-up and bottom-
up/top-down (BU + BUTD) and top-down,/bottom.
up and top-down (TDBU + TD). These clusiers were
used subsequently 1o classify the other responses
Though it is apparent that relatively small numbers of
companies recognize the extremes of bottom-up and
top-down modes of budgeting, some prefiminary sup-
port is found for the hypothesis that marketing bud-
eting process modes vary between companies.
‘Budgeting methods. Table 2 indicates tha the top
down budgeting process mode is more often associ-

TABLE 1

Bottom-Up Decision Process (BU)
Managers of the subunits in marksting 7

(691 product managers, advertising
managers, etc) work out now much
money they need to achieve their
Gbjectives and these amounts aro
Combined 1o estabish the total
marketing budget

Bottom-Up TopDown Decision Prosess
(BuTD)

Managers of the subunis in marketing 60
submit budget requests, which are
coordinated by the chief marketing
exccutive and prosented 10 10p.
managemen, who adjust the ot
budget size 1o conform with overall
goals and strategies.

Top-Down/Bottom-Up Decision Process
(ToBU}
Firt. the otal size of the marketing »
udget s established by top
management, then budget is divided
between marketing conters (such a5
products and markets)

None of These are Even Approximatly. 7
roct (TD)

o=

ated with the use of affordability and percentage bud
getsetting techniques. The bottom-up mode is partic-
ularly associated with the objective and task method.
and o a limited extent with the more sophisticated
approaches of competitive analysis and modeling
Budgeting methods were scored according (0 “so-
phistication.” The results, shown in Table 3, suggest
botom-up budgeing is associated significantly with
the use of more sophisticated technigues.

Control of the budgeting process. Table 4 indi
cateslile difference between bottom-up and top-down
budgeting in intervention by top management 10 ad
just budget size, but Table S suggesls the marketing
department has & much greater degree of control with
bottom-up budgeting

Interms of the influence of other departments over
budget size, the finance department s found 10 be the
main source of outside influence. As shown in Table
6. it influcnce tends 1o be greater with a top-down
budgeting process. The perceived power of the mar
keting department differs significantly between the
budeting process modes (Table 7). Bottom-up bu-
geting is associated with high power and growth in
that power;top-down budgeting s associated with lower
‘marketing department power and low growth in that
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Abstract
Due to the waning influence of marketing within companies, as stated by Verhoef and Leeflang (2009), a competent marketing manager (CMO) is more than ever needed to win back their seat at the table. 
Marketing is about identifying customer needs, to satisfy and retain the customer (Srivastava et al. 1999, p. 168) resulting in profit for the company (Kotler et al. 2009, p. 25) and it is almost present in every situation and/or business. Despite the focus of marketing has changed over the years, marketing can be successful within their organization if they have a strong customer focus. Despite marketing’s evident importance, it has always had to fight for persistent acceptance. 
The following conclusion describes the most important perceptions of requirements to be(come) a CMO:
He/she is commercial oriented and have strong communication skills, plus he/she is analytic, assertive, extrovert, and as Verhoef & Leeflang described, CMO’s must be (more) accountable. Next to his/her personal qualities, a CMO is responsible for managing the marketing budget, develop marketing strategy/activities and he/she coaches the marketing team. The CMO accomplishes these tasks with a marketing budget of 5 – 10% relative to the turnover of the company. Overall, the CMO has ±7 years of experience and a master degree in business administration (specialization of marketing) with ‘enough’ knowledge of finance and statistics.
Lastly, he/she wants to work in the fast-moving consumer goods or financial service industry, and the most often mentioned company names are (1) Unilever and (2) Ahold, but it must be at least an international-focused company.
Other interesting conclusions during this report are: marketing is required for both small(er) firms (accepted by 94.4%) and non-profit organizations (accepted by 88.9%), top management (accepted by 94.4%) is responsible for the size of the marketing budget, marketing expenditures are seen as an investment (accepted by 88.9%), instead of seen as costs, and companies that are the best in marketing, according to the respondents, are Apple en Albert Heijn (Dutch supermarket).
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1. Introduction
Due to the fact that the influence of marketing within companies is waning (Verhoef and Leeflang 2009), a competent marketing manager (CMO) is necessary to win their seat back at the table. The yellow circles in figure 1 shows some forces, for instance, emphasis on short-term revenues, more attention to sales force, that are reducing marketing’s role/spending (red circle) within companies. By reason of this occurrence; more attention will be directed to sales, there will be less attention to brand management, (more) focus on key account management and so on (blue circles). As a consequence, this will result in, for example, weakened brands, declining market power, as suggested at the bottom (figure 1).
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TABLES
Marketing Budgeting Process

Budgeing Process Modss™
Marksting Department Partigipation  BU + BUTD 1D + TDBU

in Budgeting Process” )

1) chi Square

T  marketing department o
Gecision
Marketing department responsibily
in consultaton @
Prior consultation with others is
Joint decision with others 1
Marketing budget is set by top.
management n
™ s

5 702
@)

%
7
1

See Tabe 1 fo defiton of process modes,
“Fe-poin sl Queson withthe isbals shown

TABLE G
Finance Department Influence Over Marketing Budget

‘Budgeting Process Modes™
Influenca of Finance Department  BU + BUTD  TD + TDBU

‘Over Marketing Budgot” )

Chi Square __ Significance

Very great doal 5
Great doal 18
Quite a bit b
Some ]
None 2
s

102 ot
e

“See Table 1 fo defition of process modes
v poin sale QUi wih the 3bas Shown.

cinted with higher profitability and top-down budgel-
ing with lower profitabilit. Bottom-up processes are
common in farger fioms whereas in smaller firms (op-
down processes are more common (Tsble 12).

‘These findings suggest the characteristics of the
marketing budgeting process modes can be broadly
idenificd as summarized in Figure 2.

Discussion

In the exploratory study, which had primarily a re-
lationship-seckinggoal, two. reasonably consistent
caricatures of the markeing budseting processes were
established. They are associated with the use of dif-
ferent budet-seting technigues and with other cor
porate charactristcs. At the very least the findings
Suggest some insight into understanding the use of un-
sophisticated techniques can be gained from the study
of the process context in which they are spplied and
i particular the way in which they are used.

For instanc, though on may argue that top-down
budgeting and its unsophistcated affordability and
percentage of sales budget.setting are associated with
Tower reltive budgets and with lower profitability, at
least two explanations are possibl. In one scenario it
might be argued that unsophisticated, top-down bud:

geting causes lower marketing expenditures and ul
mately depresses profitability. Altematively, when
profiabiliy is low, there may be & tendency t intro-
duce stricter top management and finance department
control aver budgets (which may also introduce the
familiar circulariy of logic of cutting marketing cx-
penditure and further depressing volume and profi-
abilty).

‘The exploratory data do not permit any drawing
of conelusions on such issues. but what they do sug-
gest and llustrate i that the different budgeting pro-
cesses and techniques are associated with different sets
of power relationships and sources of poliical influ-
ence. OF broader interest are the implications of this
style of analysis, which are developed next

Implications—Developing an
Organizational Model of the
Marketing Budgeting Process

The esuts discused here are imited i svera ways.

bt provide sooe Justifcation for the auggestion h

partof a processial aalyss of marketing should i

s hose aspcts of the ask environmen tht ae

epresnted by the power of the pais moled in
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Figure 1: Forces shaping marketing’s role
Source: Webster Jr., F. E., Malter, A. J., and Ganesan, S. (2005), “The decline and dispersion of marketing competence”, p. 37
Plenty of information is available to describe the concept of marketing, but little is known about the requirements to be(come) a CMO, with the exception of researches from Mr. Waalewijn and Mr. Mandour on page 38 (figure 7) and 41 (figure 9). 
More specific, which personal qualities, tasks and/or responsibilities, resources, how much experience, and other relevant topics, does a CMO need? 
Beside, most people think that marketing only occurs in larger-sized companies (like for instance KPN and/or Unilever), but marketing is essential to become successful as an organization, whether large or small, domestic or global (Kotler et al. 2005, p. 5). Marketing is crucial for growing the business and to understand your core customers (Kotler et al. 2009, p. 4).
Figure 2: Conceptual framework
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2. What expect students* about the requirements to become a (successful) CMO?
Personal qualties
Experience (education, but also in your career)
Tasks / Responsibilties
Resources
* = students who follow @ marketing related master education

First impression of the theories to be used to explore the problem

Plenty of journals and books are available to support the problem statement. These journals
and books mainly focus on the personal qualities (competences) and tasks/responsibilies of
a marketing manager. The books are more for defining the role of marketing, to get a broad
idea of marketing. As you can see in the part of “relevant books/jourals between the
parentheses, | give with a couple of words an idea about the content of that article. The
appendixes also support the fact that there is plenty of information about competences and
marketing in general, so that will not the problem during my thesis. It will be more a challenge
to define a (marketing) budget and formulate a team around the marketing manager to let
him/her be successful. To conclude, | hope that companies can leam from students' insights
‘about marketing subjects (e.g. personal qualities, responsibilties).

Methodology

Based on the problem statement, | have to do plenty of field work, like in-depth interviews
with several recruiters (Human Resource managers) in both big and small enterprises in the
Netherlands. This can be intemational focused organizations but also companies who
perform domestically. But first of il | will start with the theoretical things, like defining (the

After | gained sufficient information due to the taken interviews and surveys, | will start
comparing the severbl answers. | am going to analyze the answers in SPSS, to look for
combinations between the given answers. If so, it is easier o solve my problem statement
and furthermore to make a ‘profile’ of the best marketer characteristics.

Conceptual framework

Tasks | Responsibiliies

Budget
L. - -

Experience:
- Education
- Work

Other marketing

- Economizations
- Influence

- Interesting
‘companies towork

- [mage

16 random
> employees/entreprenurs.

Hypotheses

Like | mentioned earler, there are plenty of articles available for this subject. There is much
information about marketing (department) in general, so it will not be difficult to define the
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Thus, the problem statement during this report is: what are the perceptions of requirements to be(come) a CMO? On the basis of an extensive literature study, with the journal of Verhoef and Leeflang as the most important one, the conceptual model in figure 2 has been derived. Like visualized above, the variables of this research are: tasks/responsibilities (e.g. coach the marketing team, long-term focus, selling), personal qualities (e.g. assertive, creative, pro active), resources (i.e. how much should be the marketing budget to accomplish the ‘marketing job’?), experience (what kind of school education and how much work experience is needed?), and other general (marketing) issues like; which department will be first considered if a company has to make economizations? What happened with the influence of marketing within companies? Which company attracts the most once you are/become a CMO? And lastly, what is the (current) image of marketing?
All these variables refer to specific survey questions, which is shown in appendix G. Tasks/responsibilities are question number two, personal qualities is denoted as question one. Then the experience of (potential) CMO’s follows, where education is question three and (career) experience is question number four. Question five to seven are part of the ‘other marketing issues’, with the exception of ‘Image’ (which is another survey shown in appendix M), and question eight relate to the resource (marketing budget) part of the survey. The idea of this survey composition was to start with CMO’s own identity (personal qualities) and then go to his/her tasks/responsibilities. Those two were the most important variables of the survey. Then the most general and/or difficult question (marketing budget) has been added at the end of the survey, in order to collect the most ‘important’ (and easiest) information first.
The first (1) red dotted line is meant for alumni, because students did not recommend a marketing budget for CMOs. The second (2) red dotted line is meant for students, because they only gave their opinion about which company they would like to work as CMO. In addition, economizations within companies and the influence of marketing as well as interesting companies to work as CMO were answered by (marketing) alumni.
As the question mark (figure 2) suggests, the focus will be on the ‘gap’ between on the one hand alumni plus students’
 perceptions about the requirements to be(come) a CMO versus companies’ point of view. However, one conclusion will be given at the end.
Consequently, the objective during this report is to create a sort of ‘CMO manual’ and/or ‘CMO profile’ for both recruiters and (potential) CMO’s, to look what  is required to be(come) a CMO.
This report will be started by describing the development of marketing (chapter 2.1). To make clear what the initial purpose of marketing was and of course how it developed over time. Afterwards, the concept of marketing will be clarified (chapter 2.2). Before making recommendations about the requirements of the CMO, it is wisely to describe the concept of marketing. Subsequently, why is marketing important for companies (chapter 2.3)? Is marketing required for every kind/sort of organization? After that, some suggestions by the literature (chapter 2.4) will be given, i.e., what is the literature’s perception as important requirements to be(come) a CMO? In general, chapter 2 is about the academic literature. Next, the transition to the empirical analysis (chapter 3) will be made. Different opinions about the several variables stated in the middle (conceptual framework on page 7) could subsist between the two groups (alumni vs. students). An ‘outline’ of the best possible CMO can be easily drawn, once these two groups agree on some variables. Recommendations and/or comments could be made in the conclusion, if there are some contradictions between these two groups.

2. Theoretical framework
2.1 The development of marketing
Marketing arose as a consequence of circumstances, as described by Bartels. As an example, industrial production increased and other things like population, education and personal income increased as well. These circumstances were the building blocks of the marketing concept (Bartels 1962, p. 1).
At first, like Webster explained: “marketing had been defined essentially as a socio-economic process, focused on transactions and exchange, taking place within markets, not within the firm”. Marketing management had (and still has, as will be clarified later on) a hard time in defining the role of marketing within its company, due to the fact that marketing and sales was more or less one function. In fact, marketing is more focused on the tactic than on the strategy (Webster, p. 1). Moreover, the interest in (the measurement of) market research grew significantly in the 1950s (Webster, p. 1). In the ‘60s, large-scale databases (including consumer panels, store audits, and warehouse withdrawals) were developed by marketing academics with the purpose of finding relationships between marketing efforts and sales results. But at that time, the right skills for marketing managers to analyze the models and data were missing (Webster, p. 1). Originally, market research and modeling efforts’ focus was on stimulating demand and trying to increase sales volume. Understanding customers and their needs was not the objective by the use of market research (Webster, p. 1).
However, there was always a sort of tension between the old and new focus of marketing (management). The new one focuses on customers (not on products), responsiveness and organizational capabilities (not control), marketing as a process (not as a function), customer value (not the four Ps), relationships (not on transactions), networked organizations (no bureaucracies), and multiple buying motives (not simply on price) (Webster, p. 5).
Marketing has been linked to selling, until the mid-1950s. This view created the thoughts that the key to profitability could be achieved by greater sales volume, and the task for marketing was to sell everything that the factory could produce. As mentioned in the previous paragraph, the (new) focus was on products, not on customers. The short-term and tactical focus on the selling process itself (personal selling, advertising, and sales promotion including short-term price inducements) was some characteristic of marketing during those days. As Webster Jr. (1988, p. 31) mentioned: “the marketing job was to convince prospects that they needed what the firm was producing”.
2.2 Marketing in general
As mentioned in the introduction, there is plenty of information to describe the definition of marketing. Usually, the definition of marketing is described by the authorized institution American Marketing Association (AMA), located at Chicago (Unites States of America). In 1985, the concept of marketing was described as follows: “marketing is the process of planning and executing the conception, pricing, promotion and distribution of ideas, goods and services to create exchange and satisfy individual and organizational objectives
” (Grönroos, p. 53 - 54).
Other authors argue that: 
“Marketing is about identifying and meeting human and social needs. One of the shortest definitions of marketing is the process of ‘meeting needs profitably’. This has been called balanced centricity – which is a focus on the customer but also on the company and its objectives” (Kotler et al. 2009, p. 6).
“Marketing is a social process by which individuals and groups obtain what they need and want through creating and exchanging products and value with others” (Collins & Payne 1991, p. 263).
“Marketing is the homework that managers undertake to assess needs, measure their extent and intensity and determine whether a profitable opportunity exists. Marketing continues throughout the product’s life cycle, trying to find new customers and keep current customers by improving product appeal and performance, learning from product sales results and managing repeat performance” (Kotler et al. 2005, p. 6).
While Mr. Drücker, a leading management theorist, explained marketing as: 
“The aim of marketing is to know and understand the customer so well that the product or service fits him/her and sell itself. Ideally, marketing should result in a customer who is ready to buy” (Kotler et al. 2009, p. 8).
In general, marketing is about identifying customer needs, to satisfy and retain the customer (Srivastava et al. 1999, p. 168) resulting in profit for the company (Kotler et al. 2009, p. 25). Many non-profit organizations, such as schools, churches, hospitals, museums, also have marketing activities, which is important for their own business strategy (Kotler et al. 2005, p. 5). The scope of marketing should be broadened to include non-business organizations as well as has been revealed (95% of the marketing educators) by empirical evidence of Nichols. Likewise, 93% assented that marketing is more than just economic goods and services
 (Hunt 1976, p. 19). In addition, marketing is often seen as: ‘pushy’ and ‘sales driven’ as concluded by Frambach
, a professor of the VU University of Amsterdam.
Nevertheless, marketing in consumer-markets differs from marketing in business-to-business markets. Marketing in a business-to-business environment is mostly an exchange between similar individuals and groups. So, the exchange can take place between two (or more) companies, i.e. business A ( business B, and business B ( business A. For the consumer-market, the exchange takes place from one party (Business A) to the consumer, and not the other way around (Kotler et al. 2005, p. 6).

Moreover, a distinction can be made between marketing and marketing management, like suggested in appendix A. Marketing itself contains the study of how transactions are created, stimulated, facilitated, and valued, marketing is therefore characterized as a descriptive science. On the other hand, marketing management is the process of analyzing marketing opportunities; researching and selecting target markets; designing marketing strategies; planning marketing programs; and organizing, implementing and controlling marketing efforts
 (Brownlie and Saren 1997, p. 156 - 157). Furthermore, marketing management is more focused on achieving specific responses through the creation and offering of values (Kotler 1972, p. 52), or as Collins and Payne (1991, p. 265) define it: “marketing management is the process of increasing the effectiveness and/or efficiency by which marketing activities are performed”. In this context, effectiveness refers to the degree to which organizational objectives are achieved, while efficiency refers to the expenditure of resources to accomplish these objectives. This equation shows the difference between doing the right things (improve effectiveness) and to do things right (improve efficiency). An organization that is doing the right things wrong (effective but not efficient) can surpass organizations that are doing the wrong things right (Collins & Payne 1991, p. 265). Somewhat related, like Kotler (1977, p. 4 – 5) suggested: “the marketing effectiveness of a company, division, or product line depends largely on a combination of five activities”:
· Customer philosophy

· Integrated marketing organization

· Adequate marketing information

· Strategic orientation

· Operational efficiency

Marketing strategies can be categorized as specific compared to a more general strategy of a company. Three issues are incorporated within a marketing strategy plan: segmenting markets into groups that can be served, ways of developing advantageous relations with those customers, and strategies to handle competitors (Kotler et al. 2005, p. 30). 
Despite or just because marketing and sales’ dependency (i.e. cooperation), there is a contrast in thinking between marketing and sales. The emphasis within marketing is more on the long-run by analyzing, planning and controlling the market, whereas sales is more focused on sales volume rather than profits. On the contrary, sales is more on the short-term and is more focused on individual customers and field-work rather than desk-work (Kotler 1977, p. 3). Next to the emphasis, there is always a sort of tension between marketing and sales. There are two sources of friction between marketing & sales: economic and cultural. The economic friction is generated by the need to divide the total budget granted by senior management to support sales and marketing (Kotler et al., p. 71). The cultural conflict between marketing and sales is even more entrenched than the economic conflict. Marketers are all about building competitive advantage for the future behind the desk. Salespeople, in contrast, spend their time talking to existing and potential customers: they are experienced relationship builders. Salespeople also may push products with lower margins that satisfy quota goals, while marketing wants them to sell products with higher profit margins and more promising futures (Kotler et al., p. 71).
It has been researched (e.g. De Ruyter and Wetzels 2000; Griffin and Hauser 1996; Homburg and Jensen 2007; Homburg, Jensen, and Krohmer 2008; Hyman and Mathur 2005; Leenders and Wierenga 2002; Maltz and Kohli 1996) that more collaboration between marketing and other departments (e.g. sales, R&D, finance) leads to better performance (i.e., better new product development performance at the marketing–R&D interface) (Verhoef and Leeflang 2009, p. 8).
Just as appendix B shows, the focus of marketing has changed over the years. Firstly, like Kotler (1972, p. 46) described, marketing developed through a commodity focus (farm products, minerals, manufactured goods, services); an institutional focus (producers, wholesalers, retailers, agents); a functional focus (buying, selling, promoting, transporting, storing, pricing); a managerial focus (analysis, planning, organization, control); and a social focus (market efficiency, product quality, and social impact). Secondly, marketing has moved away from the trade of tangible goods (manufactured things) toward the exchange of intangibles, specialized skills and knowledge, and processes (doing things for and with) (Vargo & Lusch 2004, p. 1 - 2). And lastly, marketing’s focus has more and more moved away from the emphasis on customers’ needs to a more reciprocal dependence through networks and globalization, based on skills and resources that the parties could bring to the relationship, as Kotler et al (2009, p. 43) stated. 
Five marketplace shifts that characterize the competitive context, in which marketers will need to navigate in this new millennium, have been noted by Srivastava et al. (1999, p. 170):

· A product focus is giving way to the need to address customer functionality.

· Product differentiation is evolving into solution customization.

· Transaction-based exchanges are being replaced by relationship-based customer intimacy.

· Stand-alone competition is frequently giving way to networked rivalry.

· Economies of scope and increasing returns are being added to economies of scale.

Besides the focus on marketing, companies must also pay attention to restrictions due to the surrounding society (like; laws, industry agreements, norms, etc). If these surrounding society restrictions are taken into account by the firms, the activities of companies should be both (more) successful and (more) profitable. This concept is also known as a market-oriented view in contrast to a production orientation view, where the firm’s activities are aligned with existing technology, products or production processes (Grönroos, p. 52).
2.3 The importance of marketing
“Marketing is a complex set of tasks as well as a philosophy of business and it has been the Achilles heel of many formerly prosperous companies” (Kotler et al. 2009, p. 4).
The authors (Verhoef and Leeflang 2009) argued that marketing has been lost its seat at the table; the influence of marketing declined as stated earlier in the introduction (Figure 1 on p. 6), except for Procter & Gamble, where 78% of their top management is a marketer
. The waning influence of marketing has been started since approximately 2000 in the Netherlands, as mentioned by Waalewijn, and can be due to less (marketing process) innovations and marketing’s promises, which they often did not aver, as concluded by Waalewijn, Van Vugt and Ragnetti
 (former CMO of Philips). Clashes between marketing and other departments, accountability and innovativeness are also often mentioned as reasons for marketing’s declining influence, as discussed by Verhoef and Leeflang (2009, p. 8 + 19). 
The influence of marketing within firms that have a differentiation strategy (vs. companies that have a cost leadership strategy) should be greater (Verhoef and Leeflang 2009, p. 9).
Marketing is not that important for more than one-third of US companies, because these companies spend less than ten percent of their time to marketing or customer-related issues, as has been researched by McGovern, Court, Quelch and Crawford
.
To show how important marketing can be, in the past, a new (marketing) president was taken from PepsiCo by Apple Computer, hoping that he could enhance the ‘marketing performance’ of the company (Webster Jr. 1988, p. 37). As a result, look at Apple what they have achieved nowadays.
Given that marketing is about fulfilling the needs of the customers, the most important first step in marketing planning is understanding the marketing environment (the setting where marketing takes place). This environment has two levels, namely macro (broad societal forces that influence the business) and micro (forces closer to the company that affects its ability to serve its customers (Kotler et al. 2005, p. 25).

Marketing is present in company’s strategic plans in several ways, as visualized in appendix C. At first, like Kotler stated, marketing provides a guiding philosophy – company’s strategy has to focus on serving the needs of important consumers. Secondly, marketing provides contribution to strategic planners by spotting and seize attractive market opportunities. Finally, the business unit’s objectives are reached as a consequence of marketing within those individual business units. Marketing is responsible for achieving strategic objectives within each business unit (Kotler et al. 2005, p. 67).
One of the first statements of the marketing concept as a management philosophy was made by Drücker, as concluded by Webster Jr. (1988, p. 31). Drücker stated that marketing is a general management responsibility:
“There is only one valid definition of business purpose: to create a satisfied customer. It is the customer who determines what the business is. Because it is its purpose to create a customer, any business enterprise has two--and only these two—basic functions: marketing and innovation.
. . . . Actually marketing is so basic that it is not just enough to have a strong sales force and to entrust marketing to it. Marketing is not only much broader than selling; it is not a specialized activity at all. It is the whole business seen from the point of view of its final result, that is, from the customer's point of view” 
 (Webster Jr. 1988, p. 31). 

The responsibility for marketing cannot be that of a (marketing) specialist only, as marketing is spread all over the organization. Instead, it must be entwined in top management. (Grönroos, p. 56), which is also supported by Frambach’s opinion
. The interests of customers should be put at the top of their (i.e. marketing executives’) priorities, as Brownlie and Saren (1997, p. 150) mentioned.
Accordingly, marketing cannot live an isolated life within companies; it is intertwined with all other functions of the firm, as noticeable in figure 3. Marketing have to cooperate with for instance sales and/or product development department, this will also enhance the influence of marketing within companies, like earlier suggested.
The network/interaction theory suggests that marketing depends on technology in R&D, purchasing and manufacturing. This is in particular obvious where complex, customized equipment is produced (Gummesson 1987, p. 17).
Excellent marketing companies prosper by learning and understanding their customers’ needs, wants and demands. Those companies carry out consumer research about what consumers’ like and dislike. They explore customer complaints, enquiry, warranty and service data (Kotler et al. 2005, p. 9). Companies’ goods will be sold easy, once the job (identifying customer needs, develops products that provide superior value, distribute and promotes them effectively) is done correctly by the marketer (Kotler et al. 2005, p. 6).
Successful companies have one thing in common. Like Nike, they became successful from a strong focus on customers and commitment to marketing. Such firms have a complete devotion to sense, serve and satisfy the needs of customers in well-defined target markets (Kotler et al. 2005, p. 5). To accomplish this, marketing and the marketing department in general are crucial components (Kotler et al. 2009, p. 4). 
Furthermore, firms must have a strong and influential marketing department (instead of only focusing on market orientation) in order to be profitable, as concluded by Moorman and Rust (1999) (Verhoef and Leeflang 2009, p. 3).

As Kotler (2005, p. 255) stated, the central question for marketers is: “how do consumers respond to various marketing stimuli that the company might use?” Companies will be ahead of its competitors if they understand how customers will ‘behave’ to different product features, prices and advertising appeal (Kotler et al. 2005, p. 255).
To succeed or simply to survive, companies must be (more) customer-centered – superior value must be delivered to the target customers. As a result, companies must perform as an expert in building customer relationships, not just building products and they have to be competent in market engineering, not just product engineering (Kotler et al. 2005, p. 463). As a consequence, customer-driven firms result in (more) satisfied customers; this in turn leads to profitable customer relationships (Kotler et al. 2005, p. 175). 
Making the company (more) customer-oriented requires long-term planning and product/market development to make the business grow. Marketing planning and planning in general became one and advanced in the broader concept of corporate strategic planning. Strategic planning focuses on the two key strategic choices that (almost) any firm makes - which customer-markets to serve and which products to offer in those markets (Webster Jr. 1988, p. 32 - 33). A focus on well-defined market segments and the firm’s unique competitive advantage are essential of a business plan in a market-driven, customer-oriented company (Webster Jr. 1988, p. 37).
There are some basic requirements if companies want to make their business more customer-focused (and market-driven), namely (Webster Jr. 1988, p. 37). 
· Customer-oriented values and beliefs supported by top management;

· Integration of market and customer focus into the strategic-planning process;
· The development of strong marketing managers and programs;
· The creation of market-based measures of performance; and
· The development of customer commitment throughout the organization.

Like mentioned earlier, marketing is present in almost every situation or business, so the same is true for small(er) firms, where appendix D could be useful for especially smaller firms as well as for other firms, to overcome (marketing) pitfalls. Three constraints for marketing within small firms exist, these are (Carson 2007, p. 9):
· limited resources,

· lack of specialist expertise,

· limited impact on the market place.
In larger companies, marketing functions are more focused on segmentation, targeting and positioning. This leads to more independency and ultimately to more competition for funding (Kotler et al., p. 70).
Nevertheless, many companies have been struggled with a loss of customer- and market orientation and an inability to offer competitively-priced products that meet customers' current needs and preferences, as stated by Webster Jr. (1988, p. 30).
Market orientation is described by Verhoef and Leeflang (2009, p. 10) as a business culture that (1) places the highest priority on the profitable creation and maintenance of superior value for customers while considering the interest of other stakeholders and (2) provides norms of behaviors regarding the organizational generation and dissemination of and responsiveness to market information (e.g., Kohli and Jaworski 1990; Langerak 2003).
Regardless of marketing’s evident importance, it has always had to fight for persistent acceptance – even in those firms that embrace marketing. It is not clear why this happened, but perhaps it is because of the constant change as market conditions evolve, and change is usually difficult for organizations, as supposed by Webster Jr. (1988, p. 32). To enhance the acceptance of marketing within companies, the CMO must focus on the ROI of marketing efforts, on key performance indicators (KPI’s). One ‘problem’ is that there is some resistance against figures and analyses, it would be detrimental to creativity and innovativeness as stated by a published article of ‘Tijdschrift voor Marketing’ (English: marketing magazine)
. In contrast, Ragnetti warned
 for ‘dullness’ of a CMO, once they only focus on ROI (and other financial metrics) and become bean counters of the organization instead of paying attention to their primary focus (linking customers’ needs to company’s offerings).
Recapitulated, marketing seems to have lost its influence, despite of their importance as described on previous pages. Marketing is present in almost every organizations and it is intertwined with other departments (Figure 3). Firms must have a strong and influential marketing department (instead of only focusing on market orientation) in order to be profitable, as concluded by Moorman and Rust (1999).

Successful (marketing) companies have a strong focus on customers and commitment to marketing and map the needs of their customers by consumer research.

To succeed or simply to survive, companies must be (more) customer-centered. This requires long-term planning and product/market development to make the business grow.
“Marketing will become more important”, due to CMO’s responsibility of demand stimulation/creation and brand building, as stated by Stengel
 (Global marketing manager Procter & Gamble).
2.4 Perceptions of requirements to be(come) a CMO
As mentioned and described earlier, there is much known about a relatively ‘small’ concept as marketing. But there is less available to describe the ‘best possible’ CMO. Of course, there are some single statements within textbooks or journals, like Kotler et al. (2005, p. 9) did:

.. “Smart marketers look beyond the attributes of the products and services they sell. They create brand meaning and brand experiences for consumers”.
But this statement does not say anything about the entire ‘CMO-profile’. As later (chapter 3.1) will be clarified, the upcoming hypotheses will be tested by (marketing) students and alumni.
Prior to that, the most important perceptions of requirements to be(come) a CMO will be first described.
Strategic and tactical decisions are made by CMO’s. Strategically; they must think about new products/services (how to design and what prices?), but also which distribution channels to use and how much to spend on promoting their new product/service. Tactically, they must, for instance, manage the ongoing research process (Kotler et al. 2009, p. 6). Like Kotler et al. (2009, p. 6) argued: “skilful marketing is a never ending pursuit”.  
Most marketers are occupied with more tactical decisions; mainly advertising, sales support, and public relations (Sheth and Sisodia 2005a). 
Almost all the marketing textbooks assume that every organization has a marketing manager and imply that a (marketing) specialist is required for successful marketing within companies.

But most small firms do not have a marketing specialist. There is a general weakness in marketing by small firms, and this can be due to the difficulty of attracting and affording qualified employees, as have been observed by Broom, Longenecker and Moore
 (Carson 2007, p. 8). In addition, as mentioned on page 16, the majority of small firms do not have sufficient (financial) resources to contract those specialists.
But what exactly makes a marketing manager a specialist? In other words, what exactly do you need to be(come) a CMO? It is often clear what accountancy does within companies, but in some companies it is not clear what marketing has to do, as concluded by Stengel
.
Some might underestimate the activities a CMO carry out, the job may seem to involve negotiating a brief, managing the marketing budget, coordinating the several efforts of marketing services subcontractors and evaluating their performance, as suggested by Brownlie and Saren (1997, p. 156 – 157). 
2.4.1
Tasks/responsibilities

First of all, as frequently mentioned, the marketing manager has to identify unfulfilled needs and wants; defines and measures their magnitude; decides which target groups the best is to serve, decides on appropriate products, services and programs to offer to these markets; and stimulate that everyone within the organization is customer-oriented.

So, the following tasks/responsibilities are important to work out for CMO’s:
	H1A
	Identify unfulfilled needs and wants.

	H1B
	Decides which target groups the best is to serve.

	H1C
	Defines and measures their magnitude.

	H1D
	Decides on appropriate products, services and programs to offer to these markets.

	H1E
	Stimulate that everyone within the organization is customer-oriented.


Marketing management is often a (logical) step-by-step process for a marketing manager. The accomplishment of this (marketing) process defines the marketing manager’s areas of responsibility and thus circumscribes the nature of his or her work. Moreover, Kotler
 mentioned that the marketing manager plans and executes the conception pricing, promotion, and distribution of ideas, goods and services to create exchanges that satisfy individual and organizational objectives. The job as marketing manager contains activities such as: managing the marketing budget within demarcated markets and responsibilities in areas such as advertising, sales promotion, market research, distribution, product development and pricing. By handling all of these tasks, the marketing manager spends much of his/her time in analysis and planning duties in support of decision making (Brownlie and Saren 1997, p. 156 - 157).
Therefore, CMOs need to pay attention to the following (important) tasks/responsibilities:
	H1F
	Plan and execute the conception pricing, promotion, and distribution of ideas, goods and services to create exchanges that satisfy individual and organizational objectives.

	H1G
	Managing the marketing budget within demarcated markets.

	H1H
	Responsibilities in areas such as advertising, market research, product development.


Besides the above assumptions and general propositions, I want to start by mentioning his/her (i.e. CMO’s) responsibility for doing the selling job – effectively, economically, and in a highly competitive manner. It is the marketing manager’s responsibility to find customers and sell the products/service (no matter what kind of) a company offers, at such prices that the company earns a decent profit (McLean 1958, p. 2).

Despite its ‘nomination’, the following responsibility will not be important for CMOs:
	H1I
	A CMO is responsible for doing the selling job – effectively, economically, and in a highly competitive manner.


My personal opinion is just that the sales manager (or department) is responsible for doing the selling job and sell the products/service a company offers. As mentioned earlier on page 12, sales is more focused on the short-term, and therefore sell the products, and marketing determine the strategy of it, and is therefore focused on the long run. 
The marketing department in (almost) any organization is saddled with a number of usual activities which include (Collins & Payne 1991, p. 265):
· Understanding of the market and competitive environment.
· Definition of the firm’s mission.
· Determination of the target market segments to be emphasized (H1B)
· Developing integrated marketing mix strategies to accomplish this mission in the selected segments.

· Implement marketing mix strategies and control marketing activity.

But perhaps more important, marketing alumni have to be skilled in decision areas, such as: the marketing mix, market segmentation, channels of distribution, marketing research (H1H), and managing relationships with marketing’s stakeholders (Hunt 2007, p. 278).
Based on this, the following activities/responsibilities are important to accomplish for CMOs:

	H1J
	Understanding of the market and competitive environment.

	H1K
	Developing and implement integrated marketing mix strategies and control marketing activity.

	H1L
	Market segmentation, channels of distribution, and managing relationships with marketing’s stakeholders.


Shortened, marketing’s core focus is on the customers. This can be broad defined as identifying (H1B) and categorize (H1L) the customers as well as to satisfy the customers (appendix E). Besides, a company has to critically map the current and potential needs of their customers (H1A), which is necessary for developing companies’ (marketing) strategy. These needs can be identified by regularly visiting the customers and talk to them. All these Customer Relationship Management (CRM) sub-processes (appendix F) involve many marketing tasks (Srivastava et al. 1999, p. 172).
Partly based on understanding the needs of customers, the marketing executive have to be an expert in demand management. The popular image of the marketer is that (s)he is an expert in creating and maintaining demand for something (Kotler 1973, p. 42) this is due to, as Kotler (1977, p. 4) later on stated: “the increasingly volatile state of the economy is one reason that the marketing executive needs broad skills in demand management rather than abilities only in demand stimulation”. 
Besides demand management capabilities, system management must also be a CMO-task: “The executive who focuses only on attaining a certain demand level may cause undue costs in engineering, purchasing, manufacturing, servicing, or finance”, as Kotler (1977, p. 4) shared his concerns. 
Therefore, the following tasks/responsibilities are important for CMOs:
	H1M
	Demand and system management.


Next to the demand and system management tasks, developing marketing strategies and plans that are profitable must be also expected from a CMO (H1F). These plans have to find a balance among marketing mix’ needs (sales force effort, advertising, product quality, service), business departments (manufacturing, finance, marketing), and other stakeholders (customers, distributors, suppliers) from profit point of view.
Besides these tasks, broad experience among different functions (e.g. finance, sales) should also be expected from a CMO. This can help the CMO to better understand the problems of each department (Kotler 1977, p. 4). 
So, the next responsibility is important for CMOs:

	H1N
	To have broad experience among different functions.


Awareness of business trends within markets is the following important CMO-task. Recognize the changing consumer and business trends and the use of marketing expertise to react prior or during these (upcoming) trends, is expected as a major marketing skill for the future generation of marketers (Kotler et al. 2009, p. 6). Somewhat cohesive, marketing consultant Regis McKenna emphatically pointed to the need for building relationships. Based on his long experience of the fast-changing industrial markets of Silicon Valley, he claimed that personal relationships are more lasting than product or brand loyalties. He stated that his experience with computers, semi-conductors, and the like has taught him (Gummesson 1987, p. 12):  
“A new approach to marketing, an approach that takes into account the dynamic changes in industries and markets. It is an approach that stresses the building of relationships rather than the promotion of products”.
Thus, managing relationships is the next part of a set of important tasks/responsibilities for a CMO. Three types of relationships must be managed by a CMO; with customers, suppliers, and with resellers (Webster Jr. 1992, p. 12). Founded on that, Gummesson (1987, p. 12) argued that the marketer must:
gain understanding of the market structure, and then develop strategic relationships with other key companies and people in the market. They must build relationships with suppliers and distributors, investors and customers. Those relationships are more important than low prices, flashy promotions, or even advanced technology. Changes in the market can alter prices and technologies, but close relationships can last a lifetime, if not longer.
To show the importance of relationships, Mr. McKenna, a popular marketing consultant and writer, has described the new requirements for the marketing function (at both SBU and operating levels) in a Harvard Business Review article (McKenna 1991
, p. 148):
The marketer must be the integrator, both internally – synthesizing technological capability with market needs – and externally – bringing the customer into the company as a participant in the development and adaptation of goods and services. It is a fundamental shift in the role and purpose of marketing: from manipulation of the customer to genuine customer involvement; from telling and selling to communicating and sharing knowledge; from last-in-line function to corporate-credibility champion …
The relationships are the key, the basis of customer choice and company adaptation. After all, what is a successful brand but a special relationship? And who better than a company’s marketing people to create, sustain, and interpret the relationship among the company, its suppliers, and its customers? (Webster Jr. 1992, p. 12).
Thus, the following two statements are important to accomplish for CMOs:
	H1O
	Awareness of business trends within markets.

	H1P
	Manage relationships (with customers, suppliers, resellers).


Further, a CMO has to organize things like: selecting sales territories (H1B), implementation of sales promotion and advertising campaigns (H1F+H), establishing price policies (H1F), developing suitable volume goals and expense budgets, determining adequate methods of compensation for sales employees, and deal with the complex problems of customer relations, which is often not recognized as a marketing task (McLean 1958, p. 2). 
Due to above statement(s), the next hypothesis is an important task for CMOs:

	H1Q
	Developing suitable volume goals and expense budgets, and deal with the complex problems of customer relations.


On the contrary, the following hypothesis is not imporant for CMOs to accomplish:
	H1R
	Determining adequate methods of compensation for sales employees


For the reason that this is more a sales task, because (1) it is about sales employees, and (2) it is more focused on the short-term.
There are three processes for which marketing should provide the leadership to create value for any organization, namely (1) innovation management (2) customer relation management, and (3) value- or supply-chain management. To apply these processes within the organization and to define a role for marketing, the following recommendations could be helpful, as stated by Webster (p. 4):
· Forget the four Ps.

· Quit treating sales as part of marketing.

· Think of marketing as a management competence based on customer information and its integration into business processes, a top management responsibility.

· Strengthen market research as the study of customers, not transactions.
· Develop organizational relationships (team structures) to link marketing to cross-functional business processes, not just to other management functions.

· Link marketing actions and market responses to cash flow consequences, not just sales result.
· The continued growth of ‘big box’ mega retailers and the loss of channel control by the large national brand manufacturers.

To be innovative, an environment where both marketing manager and the organization have a receptive attitude regarding to new ideas and developments must be created by the marketing manager. Based on this, a ‘creative environment’ within his/her organization, or at least under his/her subordinates have to be created by the marketing manager. Next to this, the marketing manager has to develop him/herself and in his/her organization to avoid obsolescence in business policies (McLean 1958, p. 4 - 5).
Therefore, the following tasks/responsibilities are important for CMOs to work out:

	H1S
	A CMO should provide the leadership for innovation management, customer relationship management, and value- or supply-chain management.

	H1T
	A CMO must create an (creative) environment within the organization where they have a receptive attitude regarding to new ideas and developments.

	H1U
	The marketing manager must develop in him/herself and in his/her organization to avoid obsolescence in business policies.


As a final point, Clift (former CMO of Unilever) mentioned
 that the best CMO’s are businesslike and appreciate different opinions of his/her subordinates or other colleagues.
So, due to Clift’s statement, the next hypothesis is important for CMOs:
	H1V
	CMO’s must be businesslike and appreciate other opinions.


2.4.2
Personal qualities

Besides the tasks and/or responsibilities, what kind of personal qualities does a CMO need? But, the (major) concerns about marketing and the marketing manager’s capability will be first mentioned, as described in the past. These concerns are summarized, in order of priority, as follows (Webster Jr. 1981, p. 11):

· Marketing managers are not sufficiently innovative and entrepreneurial in their thinking and decision making.

· The productivity of marketing expenditures appears to be decreasing as marketing costs, especially for advertising media and field selling, rise.

· Marketing managers are generally unsophisticated in their understanding of the financial dimensions of marketing decisions and lack a bottom-line orientation. They tend to focus more on sales volume and market share than on profit contribution and return on assets.

· The product management systems, and the marketing competence it brought, are no longer the exclusive properties of the firms that developed the system. For those firms who have used it the longest, the system may have become an inhibitor of innovative thinking.

· Marketing people with MBA degrees tend to think alike, to be risk averse, to want to move into general management too quickly, and not to want to pursue careers in sales and sales management.

· The acceptance of the marketing concept as a management philosophy is still incomplete, especially in smaller, more technically oriented, and industrial (vs. consumer) firms.

Based on the first one, Webster Jr. (1981, p. 12) stated: “the lack of innovative and entrepreneurial thinking by marketing people was expressed as a major concern by a majority of these respondents and came up in the discussion in several context, including”:

· Failure to provide proper stimulation and guidance for R&D and product development;

· Failure to exploit and develop markets for new products developed by R&D;

· Inability to define new methods for promoting products to customers in the face of major increases in the costs of media advertising and personal selling;

· A general unwillingness to stick to one’s neck out and take a necessary risk;

· A failure to innovate in distribution and other areas in order to keep up with the changing requirements of industrial customers doing business on a multinational basis;
· A tendency for product managers and higher levels of management in the product management organization, all of whom have similar education, training, and experience, to approach problems in the same way;

· Attempting to meet significant new competition with traditional ways of doing business; and

· Inability to refine and modify product positioning.

Innovativeness has been considered (McGovern and colleagues 2004) as one of the most important business drivers, and many empirical studies confirm this finding (e.g., Han, Kim, and Srivastava 1998). Marketing is crucial for the innovativeness of a company, in the sense that it could provide (new) innovations or convert customer needs into new products/services. Webster, Malter, and Ganesan (2005, p. 41) mentioned: “CEOs are often disappointed by the level of innovation in their business, for which they hold marketers at least partially accountable” (Verhoef and Leeflang 2009, p. 6). Market and customer knowledge to develop successful new product and service concepts can enhance the innovativeness of marketing departments within companies (e.g., Prahalad and Ramaswamy 2005; Tuhli, Kohli, and Bharadwaj 2007). At the same time, CMO’s should be skilled in lateral thinking (Kotler and De Bres 2003) (Verhoef and Leeflang 2009, p. 23).
Furthermore, four key competences linked with entrepreneurial marketing management has been identified by Carson et al. (1995
) (Collinson & Shaw 2001, p. 764):
1. Experience of both the industry and the job;

2. Knowledge of the product and market;

3. Communication skills in being able to direct the organization; and

4. Sound judgment in being able to identify good market opportunities or key appointments in personnel. 

Based on above concerns and recommendations, the following personal qualities are important for CMOs:
	H2A
	More innovative and entrepreneurial in their decision making and thinking.

	H2B
	More financial knowledge.

	H2C
	Sufficient knowledge of the product and market.

	H2D
	Communication skills

	H2E
	Sound judgment in being able to identify good market opportunities or key appointments in personnel. 


The above four competences are quite general, because good communication skills are also required for a general manager. So which specific competences qualify a CMO as skilled?

First of all, like many articles intend, innovativeness (H2A) and creativity should be expected from every CMO.

It is the marketing manager’s (and therefore the marketing department as well) to plan, manage and execute the marketing strategy throughout the company with innovation, intuition and creativity, as stated by Kotler et al. (2009, p. 4). 
One remark about marketing managers is that they live with multiple marketers in a world of control and they have no imagination. Ragnetti stated that, in general, marketers do not represent the creative link between the company and its customers. The creativity of a marketing department refers to the extent to which it develops actions to market products or services that represent meaningful deviation from common marketing practices in product or service categories (Andrews and Smith 1996
). Creativity differs from a marketing department’s innovativeness; creativity refers to how marketing and/or communication programs (i.e., positioning, branding, and promotions) diverge from common practice, while innovativeness relates to marketing department’s involvement to new product/service development (Verhoef and Leeflang 2009, p. 7). 
Due to its importance, the next personal quality is recommended for CMOs:

	H2F
	Creativity.


In addition, many of the competences linked to entrepreneurial marketing are closely linked into the characteristics of entrepreneurs (as earlier mentioned by Carson et. al on p. 23/24). These includes such attributes as being innovative, not averse to taking risks, creative (H2F), adaptable and being very task oriented (Collinson & Shaw 2001, p. 763). Creativity and innovativeness (H2A + F) should be expected of everyone within the entire organization and not only of those who are involved in new product development (Collinson & Shaw 2001, p. 764). 

Based on above text, the following personal qualities are important for CMOs:

	H2G
	Not averse to taking risks, adaptable, and being very task oriented.


Besides being innovative, Brownlie and Saren (1997, p. 156) argue that CMO’s should also be able to communicate (H2D), flexible and forward thinking, which is necessary to link customers’ needs to company’s offerings by market research, as suggested by Waalewijn. Kotler
 also recommended that marketing must have a long-term focus to the next three years in order to imagine how the world ‘looks’ and what the customers expect and want at that time.

So, the next personal qualities are important for CMOs:

	H2H
	Flexibility, forward thinking (of about ±3 years)


There is also a necessity to develop in marketing personnel’s capability of environmental analysis and longe-range forecasting, which is (partly) in line with the competence of forward thinking (Murray 1981, p. 97). The primary concerns in the past (1980’s) of the entrepreneurial marketing manager were dealing with uncertainty, discontinuity, and strategic surprise. Unfortunately, those techniques were largely granted to specialist personnel in planning and policy analysis. As a result, most marketers were only aware of the traditional way of forecasting (Murray 1981, p. 97). A traditional marketer is afraid of new markets for the reason that those markets cannot be analyzed, because the market does not exist yet, as stated by Stremersch
 (a marketing professor of the Erasmus University Rotterdam).
Thus, two important competences for a marketing manager are the competences of planning and analyze, which is due to market research to guide the selection of its target markets and the creation of a marketing mix where products can compete within the marketplace. So, a marketing manager must be at least familiar with statistics and figures  (Collinson & Shaw 2001, p. 763). 
Somewhat cohesive, as mentioned earlier, a company can be effective if it does the right things. The same is true for marketing. Effective marketing consists of intelligently analyzing (H2I), planning (H2I), organizing, and controlling marketing effort. The marketer must be competent at two analytical tasks: market analysis (identify the market, its size and location, needs and wants, perceptions and values) and product analysis (product availability). Planning skills are also required for effective marketing. The first planning skill is product development; the marketer has to know where to look for novel ideas, how the product will look, and how to test it. The second planning skill is pricing; the marketer must develop an attractive set of terms for the product. The third is distribution, i.e., facilitation; the marketer has to determine how to get the product into market and make it available to its customers. The fourth and last planning skill is promotion - stimulating interest in the product has to be something expected from a marketer.
Effective marketing also requires three organizational skills, namely (1) organizational design – understanding the advantages and disadvantages of organizing market activity along functional, product, and market line, (2) organizational staffing – find, train and assign co-marketers and (3) organizational motivation – determine the best way of stimulating the best marketing effort by his/her staff. As a final point, effective marketing also requires two control skills, namely (1) market result measurement – the marketer keeps informed of the responses (attitudinal and behavioral) he/she is receiving from the market and (2) marketing cost measurement – whereby the marketer is informed about the costs and efficiency by the execution of his/her marketing activities (Kotler 1972, p. 52). 
Based on above paragraph(s), the following personal qualities are important for CMOs:

	H2I
	Planning and analyzing (due to market research).

	H2J
	Familiar with statistics and figures.

	H2K
	Organizing, and controlling marketing effort.


2.4.3
Marketing budget
As stated earlier, the main concern of Verhoef and Leeflang (2009) is the accountability of marketing, due to marketing’s spending (i.e. marketing activities). Although it is hard to predict due to several circumstances, an ‘ideal’ marketing budget will be calculated through the following theory.

But to start with, the marketing budget will be first described (i.e. how is it determined, the size)
The marketing budgeting process is exemplified by Guiltinan and Paul (1982)
, who suggest a four-stage budgeting process (Piercy 1987, p. 46):

1. Baseline budget (such as previous year’s budget)

2. On the basis of marketing objectives (design and media costs in advertising)

3. Experiments and tests

4. ‘Revised’ budget (i.e. after the results of tests)
Four interesting conclusions have been made by Piercy (1987, p. 46 - 47): 
(1) the influence of the marketing budget on budget size seems to be declining, (2) organizational structure (e.g. primarily the brand manager structure) influences budget size, (3) the starting point in putting total figures on the budget remains uncertain and obscure, and (4) the budgeting process is prone to social influence attempts and information selectivity and distortion.
Three different manners of budgeting process exist as described (figure 4) by Hanmer-Lloyd and Kennedy
, namely (Piercy 1987, p. 47 + 49): 
1. Bottom-up budgeting

2. Bottom-up/top-down budgeting

3. Top-down/bottom-up budgeting
Like shown in figure 4, the bottom-up/top-down decision process is often chosen by companies (n = 141), namely 60%. In addition, top management is often involved in deciding the budget for marketing, which can be a consequence of the low influence of marketing within companies.

Subsequently, what happened with the marketing costs over time? Sheth and Sisodia
 found that marketing-related costs (such as product development, selling, distribution, advertising, sales promotion, public relations, customer service, outbound logistics and order fulfillment) have increased significantly from 20% of the corporate costs in 1945, to 50% in 1995, as visible in figure 5. An important explanation of this increase is the rising competition (both national and international). International companies try to find new markets to enhance their revenues, profits and returns for their shareholders. With the purpose of growing, companies in most industries are insistently looking for promising markets to pursue demand growth with their products (current and new ones) (Weber 2001, p. 709). Besides competition (supply), Waalewijn also mentioned that customers (demand) are less brand loyal than in the past, as a reason for the increasing marketing costs. In contrast, it will be no surprise that the current financial situation could (negative) influence the marketing budget
.

With the relatively high (marketing) costs in the mid-90’s, it is therefore no surprise that CEO’s, and also Verhoef and Leeflang (2009), are referring to a higher degree of accountability of marketing managers to ‘win back’ some influence of the marketing department. As a consequence, this needs a high(er) order of efficiency and effectiveness, so doing things right’ (efficient) and ‘doing the right things’ (effective)
 as earlier described (Weber 2001, p. 705-706).
In addition, the accountability of the marketing expenditures is a difficult task for marketers in most firms (O’Sullivan and Abela 2007). As frequently mentioned, this lowers the influence of marketing within companies. Two causes are related in this ‘problem’:
1. Many marketers do not measure the effect of their actions, because they are unable or unwilling to do so or because they do not use the appropriate metrics and/or methods.
2. Appropriate specifications of metrics, especially metrics that measure long-term or persistent effects, are lacking.
As a result, the advertisements will not benefit sales (Vakratsas and Ambler 1999), sales promotions do not have an effect on sales (Nijs et al. 2001), and as a consequence new products suffer.
The productivity of marketing can be increased if marketers are able to measure their activities. Recent calls for more attention for accountability, marketing metrics, and dashboard marketing may be helpful in this respect, as stated by Farris et al. (2006
). 
Besides, marketing managers must also know what to measure and/or how to interpret the results in relation to marketing activities, as stated by McGovern and colleagues (2004). If managers cannot fulfill this, the data are still not very useful (Leeflang and Wittink 2000).

Accountability positively relates to the influence of marketing within companies (Moorman and Rust 2009) and once marketing is more accountable, top management is more pleased with marketing, as reported by O’Sullivan and Abela (2007) (Verhoef and Leeflang 2009, p. 5).
To increase the accountability of marketers, capabilities in analytics, finance, and cost accounting must be developed (Verhoef and Leeflang 2009, p. 23).
A challenge for CMO’s is to find a balance between on the one hand stimulating marketing efficiencies (cost control) but at the same time finding new market opportunities without harming the increase of the productivity of marketing (Weber 2001, p. 709).

Besides marketing’s costs and budget size, which department (or who) decides the amount of the marketing budget? It is stated by Piercy (1987, p. 51) that it is marketing department’s (in BU + BUTD
 budgeting process mode) and top management’s (in TD + TDBU28 budgeting process mode) responsibility, as seen in table 1. 

On the contrary, the sales force criticizes how marketing spends money on the 3 P’s: price, product and promotion. The budget for both groups also reflects which department wields more power within the organization, a significant factor (Kotler et al., p. 71).




As shown below, higher marketing budgets leads (indirect) to higher profitability. Marketing departments (as well as top management) can play a huge role in this process, as also conceptualized in table 1. So, marketing have to critically map their needs (bottom-up and bottom-up/top-down budgeting process), i.e. the amount of the marketing budget, in order to accomplish their tasks successfully. 
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Many marketing managers” response to this view
of marketing decision making is likely t0 be “con-
vinced, but uncomfortable™ (Pfeffer 1981), because
the concepis of power and politcs constitute an af
front to the managerial ideology of rationaliy in de-
cision making that has been imporied into marketing
theory (Anderson 1982). In partcular, there tends fo
be an implict underlying assumption that decisions
based on power and politcs are inferior to those i
volving more “scientific” or *rational” critia

In fact, the general lterature provides fite sup-
portfor the hypothesis that the greater the use of power
and poliics the lower the level of organizational per-
formance (acceptng that there are diffculties in
iving at acceptable crteria of organizational perfor.
mance and in designing adequate control measures for
such a test). Indeed, Pleffer (1981) asserts that polit-
ical actvites actually may be critical o achieving
Success, in that they allow the able and creative (o get
their own way. and that “organizationsl politicking”
facilitaes organizational change and adaptation (0 en-
vironmental trbulence. He also rjects the argument
that the amount of time spent in poliical negoliation
and bargaining is necessarly greater than that which

‘would be directed to “ational” information gathering
and evaluation. Pfeffer does not accept the condenn-
natory case that power and politcs produce outcomes,
that are suboptimal for the organization because: “To
argue that power and poliics produces decisions which
are sub-optimal is t0 assume that there is knowledge
about the organization and its aperations which in all
likelihood does ot exist, for f it did, there would be
mich lss use of power and poitis.~

imilaly. other analysts argue that the process of
creating organizational stack through political behay-
for is 4 fuciltator of stategic behavior (Bourgeois
1981), a way of sllowing experimentation with new
srategies (Hambrick and Snow 1977). and a method
of providing funds for innovation (Cyert and March
1963). One can go further and suggest that organ
zational politcs, in fat, provides an efficient and de-
sirable means of achieving organizational tasks. and
specifically that (1) politis can generate the type of
discussion in which policy altematives are identfied,
compared, and evaluated. leading (0 nw insights and
behasior. (2) politics can be routinized into an eff
cient form of control that channels potentially disup-
tive differences of opimion into activity beneficial fo
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Partly based on figure 6 (Piercy 1987, p. 55); it is stated (in 1987) that in the future, more marketing resources will be needed for a company to maintain its market share. More marketing resources may be needed for activities like (Weber 2001, p. 709 + 712):
· continually developing new product variations and technologies to displace current product offerings and to improve price performance for current resellers and final customers;

· catering more attentively and creatively to both traditional and emerging reseller markets in order to simply maintain the company’s current level of availability and reseller push for the company’s key products and services; and

· maintaining the current level of brand equity, awareness and loyalty among the company’s present reseller and final customer base amidst the deluge of global competition.

These incremental efforts and related increases in marketing expenses will continue to be required in order to simply retain current customers, as stated by Weber (2001, p. 712). It is not smart if companies think that current market shares in more intensely competitive markets could be retained without increasing the marketing budget (Weber 2001, p. 712).
Thus, the following hypotheses will be important for the marketing department:
	H3A
	The marketing budget must be determined by the marketing department.

	H3B
	Use a bottom-up or bottom-up/top-down budgeting process. 

	H3C
	In the future, more marketing resources are needed to maintain its market share.


Note: The size of the marketing budget will be calculated in chapter 3.2.5.
2.4.4
Experience

The research of Perkins and Rao (1990) is meant for understanding managerial decision making by explicitly studying the role of experience when a task characteristic – programmability - is diverse. Programmability of a decision is the extent to which the decision can be made by using relatively routine procedures instead of more general problem-solving techniques, as described by Perkins and Rao (1990, p. 2).
Not every manager makes the same decision due to the information at hand. Some recognize important information earlier than others. Furthermore, managers with more experience also understand the uncertainties and consequences of their decisions better than their inexperienced counterparts (Beach 1975; Nisbett et al. 1983). Like stated by the authors, experience affects managerial decisions, and more so when it influences information valuation (Perkins and Rao 1990, p. 2). So the authors expect that the effects of experience will be greater in a relatively less programmed decision (Perkins and Rao 1990, p. 3).
On the basis of the foregoing discussion (Perkins and Rao 1990, p. 3):

· Experience effects will obtain in the decisions and in the use and weighting of relevant information prior to making the decisions.

· These experience effects will be greater for the less programmable than for the more programmable decisions.

So, the authors expect experience effects across decisions; they also expect experience effects in different steps of decision making (Perkins and Rao 1990, p. 3).
The study of Perkins and Rao (1990) confirms the hypotheses that managerial experience and decision programmability interact in managerial decision making. In particular, they find that (Perkins and Rao 1990, p. 8): 

· the effects of experience are more pronounced in the less programmed (new product) decision than in the more programmed (promotion) decision,

· the effect of experience is manifested not only in the decisions themselves, but also in what information is used to make the decisions, and

· the more experienced managers differ from their less experienced colleagues on the new product decision in several important ways: they rated more information as useful, weighted the ‘soft’ information differently in their decisions, and made more conservative decisions on average.
In brief, the overall finding of Perkins and Rao (1990) is that more experienced managers recognized more kinds of information as useful and made more conservative decisions, especially in a relatively unprogrammed situation (Perkins and Rao 1990, p. 2).
Specifically, more experienced managers can be expected to place more weight on relevant (functional) cues and less on irrelevant (peripheral) cues (Brucks 1985). Thus, experience determines the amount of information sought and its valuation (Perkins and Rao 1990, p. 2).

So, experience for every manager (so the same is true for CMOs) is important, because:
	H4
	More experienced managers recognize more kinds of information as useful and made more conservative decisions, especially in a relatively unprogrammed situation.


Note: the type of education you need to be(come) a CMO is described in chapter 3.2.5.
2.4.5
Other marketing issues:
During this report, several statements/conclusions have been made in order to draw a conclusion or make a hypothesis about the requirements of a CMO. Besides, other interesting topics (i.e. variables) have not been tested so far. Like for instance, the influence of marketing within companies is waning, and marketing managers will be first out, if a company has to make economizations (Verhoef and Leeflang, 2009). Therefore, due to its ‘big picture’ and to tackle several problems/single statements, the variables (in appendix M) have been tested (by 18 people) via an online survey on thesistools.com and will be worked out in chapter 3.2.5.
3. Empirical analysis
3.1 Sample description
Four different types of respondents have been contacted, to be precise (1) marketing students, (2) marketing alumni, and (3) recruiters and human resource managers of well known companies to measure their thoughts about the requirements of a CMO and (4) employees/entrepreneurs. The first two have been contacted by e-mail with a link to an online survey, which is made via thesistools.com. More in detail, every marketing student at almost every University in the Netherlands was contacted, but permission was not always given by the Universities. Thus, the marketing students at the following Universities have been contacted: University of Groningen (RUG), Radboud University of Nijmegen, and of course Erasmus University of Rotterdam. At the end, the website (thesistools.com) has been visited quite often, whether it is going well with the results, but no problems occurred.
Marketing alumni were contacted via LinkedIn, due to plenty of different alumni groups for each University. So, one general e-mail (or a topic about my research was created) was made and afterwards sent it to those marketing alumni. The results could be seen directly via the website (thesistools.com) after a short time, as the same with students’ surveys. Subsequently, it was also possible to transfer the (online) results to SPSS. 
The respondents of these two groups are characterized by the following: 

· 60.6% are males.

· 41.5% are alumni and 50% are marketing students.

· Most of the respondents followed their (marketing) education at the Erasmus University, namely 44.7%. Others followed their education at the University of Groningen (30.9%) and Radboud University of Nijmegen (14.9%).
The third group (recruiters and human resource managers) have been telephoned (companies like: KPN, Samsung, AEGON and so on), whether they were available for an interview. The majority was not able to speak about my research through an interview. So an online survey was sent to those people, and the results have been received after a while.

The fourth group (employees/entrepreneurs) was meant to measure the subject of the image of marketing. At that time, two options were available in order to contact respondents, (1) make appointments with business people via telephone, or (2) post an online survey via LinkedIn to reach more people. The second option has been chosen, also due to the time limit. 83.3% of this fourth group is male and 55.6% is employed in the marketing department.
The following groups have been contacted on LinkedIn, in order to share the survey of marketing’s image, which is composed by several statements/conclusions earlier made in this report:
Sales & Marketing (940 members)
Sales & Marketing Professional Nederland (9567 members)
Online marketing Nederland (730 members)
Dutch Marketing professional (4552 members)
NIMA (5994 members)
LinkedIn group Marketing (660 members)
NIMA Young Professional (408 members)
Table 2: respondents
	Who?
	How many?
	How many ‘contacted’?
	Why?

	Alumni
	39
	796
	Opposition vs. students

	Marketing students
	47
	?*
	Opposition vs. alumni

	Other students
	4
	?
	Not the purpose, but to expand the number of respondents.

	Other, namely
	4
	?
	Not the purpose, but to expand the number of respondents.

	Total
	94
	
	


* ( At least 197 students of the Erasmus University, 54 NIMA Students (on LinkedIn), 231 at the Avans University have been contacted. But I do not know how many students there are contacted at the Universities of Groningen and Nijmegen, because I did not send the message myself. 
The following variables were tested via (online) surveys, as the conceptual framework (on page 7) also shows:
· Tasks/responsibilities

· Personal qualities
· Resources (i.e. marketing budget)
· Experience (i.e. what is needed as experience in their work, as well as their education)
· Other (marketing) issues, like: economizations within companies, influence of marketing, other interesting companies to work as CMO, and the (general) image of marketing.
These variables are shown in appendix H, where the yellow marked variables refer to personal qualities and the green ones denote tasks/responsibilities of a CMO. 
Almost all the literature was read, which is shown on page 51-53, before the transition to the empirical framework has been made (chapter 3). Before publishing my survey online, the survey was sent to three fellow students in order to receive some feedback/comments, with the consequence of improving the quality of the survey. 
3.2 Results
3.2.1
Students + Alumni

As a result of the students’ and alumni survey (appendix H), the following five personal qualities are the most important ones
: 1. communication skills (M = 9.01, SD = .810 
), 2. forward thinking (M = 8.67, SD = .897), 3. commercial oriented (M = 8.61, SD = 1.263), 4. strategical (M = 8.60, SD = 1.185), 5. open minded (M = 8.47, SD = 1.065). Where number four (strategical) has less variation than number three (commercial oriented), which can make strategical the number three.
The five most important tasks/responsibilities for CMOs are30: 1. long-term focus (M = 9.10, SD = .995), 2. develop marketing strategies (M = 9.04, SD = .961), 3. coach the marketing team (M = 8.73, SD = 1.128), 4. responsible for the marketing budget (M = 8.71, SD = 1.419), 5. awareness of (market) trends (M = 8.49, SD = 1.657).

In addition, students and alumni ‘recommend’ 7.857 years of (marketing) experience (SD = 3.7315), when your ambition is to be(come) a CMO.

Alumni advise a marketing budget of 13.578 (SD = 9.7295) related to the turnover of a company (appendix O).

And it is stated that marketing’s influence increased in the past years, that marketing will be first considered, if a company has to make economizations (appendix K), as suggested by Verhoef and Leeflang (2009).
Lastly, the respondents argue that a master of marketing is needed to be(come) a CMO.
3.2.2
Differences

As visible in appendix I, there are differences in gender’s scores (table 3). The following variables show a significant difference (p < 0.05):
Table 3: Significant differences gender

	Variables
	Mean
	Sig. 
	t-statistic
	df

	Financial knowledge
	
	.024
	.091
	92

	· Female

· Male
	· 6.84

· 6.81
	
	
	

	Receptive attitude
	
	.009
	-1.462
	92

	· Female

· Male
	· 6.49

· 7.23
	
	
	

	Controlling marketing effort
	
	.043
	-1.114
	92

	· Female

· Male
	· 8.14

· 8.47
	
	
	

	Identifying/segmenting customers
	
	.004
	-1.758
	92

	· Female

· Male
	· 7.16

· 7.84
	
	
	

	Product development
	
	.024
	-3.003
	92

	· Female

· Male
	· 6.16

· 7.46
	
	
	


On average, males gave (significant) higher scores to: receptive attitude (M = 7.23, SE = .259 
), controlling marketing effort (M = 8.47, SE = .142), identifying/segmenting customers (M = 7.84, SE = .200), and product development (M = 7.46, SE= .235).

The same can be done for differences in target group (table 4), as shown in appendix J:

Table 4: Significant differences in target group

	Variables
	Mean
	Sig. 
	t-statistic
	df

	Commercial oriented
	
	.022
	1.340
	84

	· Alumni marketing

· Marketing student
	· 8.87

· 8.51
	
	
	

	Communication skills
	
	.029
	-1.316
	84

	· Alumni marketing

· Marketing student
	· 8.90

· 9.13
	
	
	

	English language (spoken/written)
	
	.010
	-3.809
	84

	· Alumni marketing

· Marketing student
	· 6.74

· 8.19
	
	
	

	Planner
	
	.048
	-.186
	84

	· Alumni marketing

· Marketing student
	· 7.38

· 7.45
	
	
	

	Coach the marketing team
	
	.031
	1.764
	84

	· Alumni marketing

· Marketing student
	· 9.03

· 8.60
	
	
	

	Responsible for the marketing budget
	
	.000
	3.070
	84

	· Alumni marketing

· Marketing student
	· 9.21

· 8.28
	
	
	



Overall, alumni gave (significant) higher scores to: commercial oriented (M = 8.87, SE = .138), coach the marketing team (M = 9.03, SE = .149), and responsible for the marketing budget (M = 9.21, SE = .128).
Then the One-way ANOVA test was performed, to measure the variance between/within the groups. The significant variables of the test for homogeneity of variances (with gender as factor) are:
· Financial knowledge (p = .024)
· Receptive attitude (p = .009)

· Controlling marketing effort (p = .043)

· Identifying/segmenting customers (p = .004)

· Product development (p = .024)

The significant variables of the test for homogeneity of variances (with target group as factor) are:

· English language spoken/written (p =  .010)

· Awareness of market
trends (p = .000)
· Responsible for the marketing budget (p = .002)

The ANOVA main results show a significance score of the following variables (between gender):

· CRM, with F (1,92) = 3.971 and p = .049
· Price policy, with F (1,92) = 4.357 and p = .040

· Product development*, with F (1,92) = 9.020 and p = .003

· Statistics*, with F (1,92) = 9.691 and p = .002

· Supply-chain management*, with F (1,92) = 4.806 and p = .031

* variable is significant (p = < .05) with the Welch and Brown-Forsythe tests.
Between the target group(s), the following variables have a significant score:

· Convincing**, with F (3,90) = 5.175 and p = .002

· English language spoken/written*, with F (3,90) = 5.708 and p = .001
· Extrovert*, with F (3,90) = 3.125 and p = .030
· Awareness of market trends, with F (3,90) = 3.023 and p = .034
· Responsible for the marketing budget***, with F (3,90) = 3.335 and p = .023
* variable is significant (p = < .05) with the Welch and Brown-Forsythe tests.
** only significant (p = < .05) with Welch test
*** only significant (p = < .05) with Brown-Forsythe test
The Games-Howell post-hoc test reveals that ‘other students’ have a significant (p = < .05) other opinion about the variable extrovert than other target groups.

3.2.3
Other (relevant) researches

The top five of the results, on page 36, is not (entirely) in line with the conclusions of Waalewijn and Mandour
 (figure 7), where they researched which capabilities are important (only the +’s within the blue circles are relevant) for different type of marketers (line, national and global CMOs). 
Overall; good communication skills (relevant for the CRM-task), analytical, the ability to learn (personal development), flexible (not that much discussion with others before making a decision), creativity, assertive, decisive are competences which are required for CMO’s in general as concluded in figure 7 by Waalewijn and Mandour. Figure 7 is a table that is derived of interviewing education and training companies, as well as marketing and other companies. The + within this table means important, ++ means very important.
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Additionally, figure 8 show the decisions that each department must make. The first four variables (advertising, customer satisfaction measurement and improvement, segmentation, targeting, and positioning plus relationship and loyalty programs) are recognized as marketing tasks (more than 50%). This is also not entirely in line with the conclusions of this report. Due to this figure, advertising activities can be seen as a marketing task for (potential) CMO’s.
and financial knowledge (6.8).
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Trek vergelijking met eigen onderzoek~!
Further, the top five, on page 36, does not look the same as the criteria for the ‘Marketer of the Year
’ in the Netherlands, where they look for innovative and successful marketing within companies. They also looked whether marketing had sufficient influence within firms; these three criteria refer to some extent to the findings of Verhoef and Leeflang’s (2009) research. The five latest winners of the ‘Marketer of the year’ are characterized by: courage, new marketing strategies (innovatory), innovation (of assortment or process) and the use of social media in 2009 (Twitter). 
It is also a requirement to have a long-term focus in combination with the personal quality of forward thinking, because Rövekamp argued in March 200819:

“I know until the autumn of 2009 what is coming on the market. That is necessary to choose the direction of your marketing strategy”.

3.2.4
Requirements of companies
Most firms
 ask for the following type of marketing manager:
Personal qualities:

· Bachelor/master degree in marketing preferred
· (Marketing) experience 5 - 6 year on average

· Native English and Dutch speaker

· Creative

· Analytic

· Team player

· Well organized

· Strong communication skills

· Result oriented

· Commercial oriented

· Pro-active

· Assertive

· Leadership

· Convincing

· Innovative

Tasks/responsibilities:

· Establish a strategic (marketing) plan 
· Coach the marketing team 

· Execute the marketing strategy
· Develop marketing activities
· Positioning

· Manage the marketing budget

· Communication (external)

· Collaborate with sales
This is not in line with figure 9 (conducted by Waalewijn and Mandour
), where they measure important marketing competences and also not in line with my own results. But as remark, their variables are not the same as this research.
[image: image5.emf]

In addition, Sony wants a CMO that is/has: analytical, commercial oriented, communication skills, and motivational. These four competences received a 10 as score (on a 0 - 10 scale), and looks to some extent to the scores of my own research as well as to the outcome of several job descriptions (on page 41). Other 10’s were given to the following tasks/responsibilities of a CMO: coach the marketing team, customer relationship management, and supply-chain management, which does not look the same as the earlier mentioned tasks/responsibilities where most companies request for.
So to enlarge the result, which is mentioned on page 36, the variable ‘analytic’ as a core competence to be(come) a CMO, due to Sony’s score, has been added.
3.2.5 
Other results
Resources

Marketing budget
Although it is difficult to take an average of the marketing budget, due to several circumstances (market, product/service and so on), alumni predict an ‘ideal’ marketing budget of 13.578%, with a standard deviation of 9.7 (appendix H), relatively to the turnover, which is pretty high for some companies, as Waalewijn agrees. 
On the contrary, information has acquired by a closer examination of annual reports from every kind of organization. Marketing related costs are mostly reported as ‘selling, general and administrative expenses’. So, 25% of that amount was taken, to make it representative marketing costs (as shown in appendix O). As an average, those numbers suggest a marketing budget of approximately 7.02%. This amount can (of course) vary between different sort of companies (market, size, country and so on), which is also suggested by the article in appendix P. Thus, it is wisely to take a range of 5 – 10% (relatively to the turnover) spent to marketing.

Thus, the following size of the marketing budget is important for CMOs to accomplish their tasks/responsibilities:

	H3D
	A marketing budget of 5 – 10% relative to the turnover of a company is required.


Experience

Education (appendix L): 
Alumni recommend a master of marketing to be(come) a CMO, and marketing students advise a master in statistics to be(come) a CMO, which is an interesting outcome.
Coherent, Sony also asks for marketing managers with a master degree in marketing and/or business administration.
So, the following education(s) are needed to be(come) a CMO:
	H4
	A master of business administration (specialisation of marketing), and due to Verhoef & Leeflang’s concerns (2009), potential CMO’s must also have enough knowledge about finance and statistics.


Other (marketing) issues
Marketing department:
The outcome of the survey revealed that alumni think marketing’s influence is increasing. On the contrary, as concluded by Verhoef and Leeflang (2009) and Waalewijn too, marketing’s influence is declining due to several reasons, which are often mentioned. Next to its influence, marketing is also the primary suggestion for the question: which department will be first considered for economizations within companies? In that sense, it is therefore expected that CMO’s will be first fired if a company makes economizations. Number two is Human Resource department, and this is the same opinion as Waalewijn, who argues that the Human Resource department is just an administrative department. 

Therefore, I hypothesize the following:

	H5A
	Due to the contradictions, I cannot make any conclusion about marketing’s influence within companies.

	H5B
	The marketing department will be first considered, if a company has to make economizations.


Interesting companies to work as CMO:
Once a student wants to work as a CMO, he/she would like to work in (1) a fast moving consumer good (FMCG) company, which is internationally focused. In general, company names that are often mentioned are Unilever and Ahold. Almost the same is true for alumni; they would like to join fast moving consumer goods companies to work as a CMO. Moreover, they also want to work in the financial service industry.
So, the following companies are most ‘attractive’ to work as a CMO:
	H5A
	Ahold + Unilever.


Image of marketing:
Although the number of respondents is little, recommendation/comments will be made of the ‘image’ of marketing. Several (individual) questions have addressed to the respondents in order the measure their thoughts about the single statements, mentioned in appendix M.
As a result of the survey, the respondents agree (accepted by 94.4%) with Carson (2007, p. 9) that marketing could be/is required for small(er) firms, as well as the respondents agree (accepted by 88.9) with Kotler et al. (2005, p. 5) that marketing is needed for non-profit organizations. Beside, Frambach is right (accepted by 61.1%) with his statement that marketing is sales driven. In contrast, marketing is not seen as ‘pushy’ (rejected by 77.8%).
Some frequently mentioned advantages of marketing are: giving brand an identity, market/position your product(s), development of the company and their products, marketing makes the company aligned with the market, broad scope on market behaviour, gives insights in unique selling points of a company/product. Some disadvantages of marketing are: the costs of it, not cooperating with sales, it is not a science and it is too broad, the accountability, and the negative image: money making machinery, pushy, too much top down working.

Additionally, as stated by Kotler (1977, p. 3), marketing must be responsible for the long-run strategy (accepted by 94.4%) and sales for the short-run strategy (accepted by 61.1%) in order to work out company’s objectives. Therefore, as expected, marketing will clash the most with the sales department (accepted by 61.1%). Somewhat cohesive, prices of products/services must be set by marketing (accepted by 66.7%), as earlier stated by for instance Kotler et al. (2009, p. 6).
The respondents recognize a shift in marketing’s focus (accepted by 77.8%), but overall the focus of marketing should be on customers (accepted by 72.2%), as also suggested by Kotler et al. (2005, p. 5). Other suggestions by the respondents about marketing’s focus are: on combination of customers, profit, sales volume and products/services, and on company’s objectives.
Top management will be mainly responsible for the marketing budget (accepted by 94.4%), as partially suggested by table 1. On the contrary, marketing management is accepted by 44.4% of the respondents. These so called costs are often seen as an investment, as concluded by 88.9% of the respondents.
Nevertheless, marketing must be more accountable (accepted by 77.8%), which is in line with Verhoef & Leeflang’s (2009) conclusions. Suggestions of the respondents that can make marketing more accountable are for instance: better administration of the expenditures, working with targets, formulating key performance indicators, and more research activities. Marketing managers are also not enough educated (rejected by 50%) and they have not sufficient knowledge about finance (rejected by 66.7%) as well. The respondents also agree with another statement of Verhoef & Leeflang, that marketing receives too less attention in the boardroom/ company (accepted by 44.4%).
Companies that are the best in marketing according to the respondents are Apple and Albert Heijn (Dutch supermarket).

Lastly, respondents think that social media will play an important role in the (near) future (accepted by 88.9%).

4. Conclusion
4.1 Limitations + Future research directions
The initial purpose of this report was to contact at least ±100 marketing students, around 20 recruiters or Human Resource managers and approximately 50 (marketing) alumni plus validate the conclusions by approaching CMO’s to give their feedback on it. At the end, the surveys of 47 (marketing) students, 39 (marketing) alumni and from one Human Resource manager (namely, Sony Netherlands), were received back. Nevertheless, the problem (1 out of 20 collaborated) of recruiters/HR-managers have been tackled by contacting the chairman of ‘Marketer of the Year (2010)’ and at the same editor in chief of ‘Tijdschrift voor Marketing’ (English: Marketing magazine), Van Vugt, and he helped me with some useful comments. Besides, a remark (via LinkedIn) has been made by Mr. Waalewijn. Afterwards, Mr. Waalewijn was contacted by me, to talk about both mine as well as his research (figure 7 + 9), to make this conclusion more valid and reliable.
The problem of too less surveys received from students has been solved by adding the surveys of alumni to students’ surveys, which made the sample a little larger (namely 94 surveys in total).

Some grammar mistakes are also made in my survey, so sometimes respondents did not understand the question very well. But overall, a good answer has been given to my questions.
Another error occurred by forget adding the variable ‘accountable’ to my survey, in order to measure the importance of it, like Verhoef and Leeflang (2009) concluded in their research.

CMO’s were not contacted (to listen to their thoughts/feedback on my conclusion) at the end, in order to make an ‘independent’ conclusion, because most of them will perhaps
 see themselves as successful and therefore recommend their personal qualities.  

It might be better to fulfill this research as a human resource manager and/or recruitment company, because most companies did not want to (1) have an interview with me (student), and (2) fill in my survey, which I made online, because the ‘ideal’ CMO depends on so many things (market, type of business and so on). Sometimes, as a consequence, it is difficult to speak to the right person from a company, because secretaries did not always give me the permission.
Lastly, the articles of Waalewijn and Mandour, including figure 7 + 9, have not been recognized prior to publishing my survey online. So, those outcomes are not tested during this research.
Other (relevant) research questions for future research are:
· Why is experience for a CMO (as for other managers) so important?

· Requires a smaller marketing budget more creativity?

· Are successful (or larger) companies also successful in marketing?

· How can you be more accountable?

4.2 Managerial implications

So, how does the ‘best’ possible CMO look? What kind of competences does he/she need, and what should be his/her tasks/responsibilities? Due to the results of my survey and acquired information, the following description will describe the most important requirements to be(come) a CMO:
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Note 1: this is a basic conclusion and could be extended by more specific related competences/tasks for particular industries/companies.
Other interesting conclusions are:
· Marketing is required for both small(er) firms and non-profit organizations.
· Marketing is responsible for the long-run (strategy).

· Marketing receives too less attention in the boardroom/ company.

· Marketing’s focus must be on customers.

· Top management (and marketing management a little) is responsible for the 

size of the marketing budget.

· Marketing expenditures is seen as an investment, instead as costs.

The communication skills are necessary to link customers’ needs to companies’ offerings to fulfill the needs and wants of the customer. It is therefore surprising that Customer Relationship Management is not recognized as an important task to be(come) a CMO. Although ‘assertive’ and ‘extrovert’ did not receive (relatively) high scores, they won the ‘battle’ with their antonym (namely; conservative and introvert). That is the reason why those have been added to the conclusion on the previous page.  Due to its importance, accountability (Verhoef and Leeflang 2009) and analytic (Sony) have recommended as variables for CMOs. Besides developing marketing strategies, CMO’s are also responsible for coaching the marketing team and managing the marketing budget. A marketing budget of 5 – 10% relatively to the turnover of a company must be managed by CMO’s, in order to successfully execute his/her activities.

Next, the number of (work) experience has been rounded to 7, because 6.7 (7.857 + 5.5 years requested by companies / 2) is a strange number to advice. 
Next to the master of business administration (marketing specialization), CMO’s should also have enough knowledge about finance and statistics in order to manage their marketing effort(s), partly due to the accountability which is often mentioned.
Most respondents want to work in fast-moving consumer goods companies or in the financial service industry. Companies that are often mentioned are Ahold and Unilever.
There is one significant different opinion among the target groups, namely ‘extroverted’ has been found more important by other students. As a remark, there were not that much ‘other students’ as respondents.
4.3 Hypotheses

Finally, what ‘happened’ with the hypotheses? 

Figure 10: Final result hypotheses
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2. What expect students* about the requirements to become a (successful) CMO?
Personal qualties
Experience (education, but also in your career)
Tasks / Responsibilties
Resources
* = students who follow @ marketing related master education

First impression of the theories to be used to explore the problem

Plenty of journals and books are available to support the problem statement. These journals
and books mainly focus on the personal qualities (competences) and tasks/responsibilies of
a marketing manager. The books are more for defining the role of marketing, to get a broad
idea of marketing. As you can see in the part of “relevant books/jourals between the
parentheses, | give with a couple of words an idea about the content of that article. The
appendixes also support the fact that there is plenty of information about competences and
marketing in general, so that will not the problem during my thesis. It will be more a challenge
to define a (marketing) budget and formulate a team around the marketing manager to let
him/her be successful. To conclude, | hope that companies can leam from students' insights
‘about marketing subjects (e.g. personal qualities, responsibilties).

Methodology

Based on the problem statement, | have to do plenty of field work, like in-depth interviews
with several recruiters (Human Resource managers) in both big and small enterprises in the
Netherlands. This can be intemational focused organizations but also companies who
perform domestically. But first of il | will start with the theoretical things, like defining (the

After | gained sufficient information due to the taken interviews and surveys, | will start
comparing the severbl answers. | am going to analyze the answers in SPSS, to look for
combinations between the given answers. If so, it is easier o solve my problem statement
and furthermore to make a ‘profile’ of the best marketer characteristics.

Conceptual framework

Tasks | Responsibiliies

Budget
L. - -

Experience:
- Education
- Work

Other marketing

- Economizations
- Influence

- Interesting
‘companies towork

- [mage

16 random
> employees/entreprenurs.

Hypotheses

Like | mentioned earler, there are plenty of articles available for this subject. There is much
information about marketing (department) in general, so it will not be difficult to define the
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In order to create the best possible CMO, due to the respondents as well as the consulted literature, the following variables are important:

Tasks/responsibilities

· Coach the marketing team 

· Develop marketing strategy

· Manage the marketing budget

Personal qualities

· Communication skills

· Commercial oriented

· Assertive

· Extrovert

· More accountable

· Analytical

Resources

· Marketing budget of 5 – 10% relative to the turnover of the company.

Experience

· 7 years of (related) experience to be(come) a CMO.

Other marketing issues

· Economizations ( Marketing will be first considered

· Influence ( I could not make one conclusion here, due to the contradiction.
· Interesting companies to work ( Unilever and Albert Heijn (Dutch supermarket)

· Image ( several statements shown on page 44 - 45.

4.4 Discussion
Although there are many advantages and disadvantages of marketing, the most relevant and therefore important aspect of marketing these days is its accountability. Increasing the accountability of marketing (by for instance, increase the rate of sales, more research activities, better administration of the expenditures, as suggested by the respondents) will benefit the influence of the marketing department within firms. More influence of marketing within companies leads to higher marketing budgets (table 1 + figure 6), in consultation with top management, which in turn leads to a more profitable company. To make this happen, marketing must receive more attention within the boardroom/company. Because it must be seen as an investment, not as a cost, as supported by the respondents.
There is plenty of work to do for marketers, according the respondents, CMO’s are not that good educated, they do not have sufficient knowledge about finance and they must be more entrepreneurial, as also stated by Mr. Stremersch (Wiering – Marketing professor Stefan Stremersch: ‘Marketer must be (more) entrepreneurial’).
Despite the waning influence of marketing, more marketing resources are required in the (near) future in order to maintain, or increase, its market share and profitability (figure 6). Due to the (worldwide) competition and trend of rising marketing costs (relative to the total costs of a company). 

The conclusion recommends a CMO that has 7 years of experience. This almost represent the years of experience where companies request for (chapter 3.2.4). I also recommended a marketing budget of at most 10% relatively to the turnover of a company, because I heard from others (for example Mr. Waalewijn) that 10% is quite high for the majority of the companies. But the marketing budget is for each company different, which can be due to several circumstances like: industry, kind of product/service, size of the company and so on.

The outcomes of the personal qualities as well as the tasks/responsibilities to be(come) a CMO are not that surprising, but here too, it can differ in each industry/company. Although it is hard to predict, the conclusion will represent a basic background for each CMO.

It is not said that once you do not have these personal qualities or you did not have a master of marketing education, that you cannot be a CMO. There are several ways to become a CMO, but the conclusion represents the best way.

At last, the following scores are relatively ‘low’ and are quite surprising in my opinion: satisfying customer’s needs (7.82), not CMO’s top priority (figure 8)? Implement marketing strategy (7.34)
, perhaps more a task for subordinates? Customer Relationship Management (7.33), same as the first one, is it not one of CMO’s top priority? Demand stimulation (6.94), is marketing not all about creating demand for ‘something’? Advertising/promotion (6.55), I think that most people relate marketing to advertising/promotion. But, it is apparently not CMO’s task (anymore). And finally, lower scores were given to sales activities such as selling (5.35) and short-term focus (4.73), which are perhaps activities for the sales department.
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Appendices
A:
Marketing (Trustrum, p. 49)

B:
 Evolving to a new dominant logic for marketing (Vargo and Lusch 2004, p. 4)
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C:
Characteristics of companies at the extremes of marketing’s influence (Webster Jr., Malter and Ganesan 2005, p. 42)
D:
Marketing right and wrong (Kotler et al. 2009, p. 26):
The ten deadly sins of marketing

1. The company is not sufficiently market focused and customer driven

2. The company does not fully understand its target customers.

3. The company needs to better define and monitor its competitors

4. The company has not properly managed its relationships with its stakeholders

5. The company is not good at finding new opportunities

6. The company’s marketing plans and planning process are deficient

7. The company’s product and service policies need tightening

8. The company’s brand building and communications skills are weak

9. The company is not well organized to carry on effective and efficient marketing

10. The company has not made maximum use of technology

The ten commandments of marketing

1. The company segments the market, chooses the best segments, and develops a strong position in each chosen segment

2. The company maps its customers’ needs, perceptions, preferences and behavior and motivates its stakeholders to obsess about serving and satisfying the customers.

3. The company knows its major competitors and their strengths and weaknesses

4. The company builds partners out of its stakeholders and generously rewards them

5. The company develops systems for identifying opportunities, ranking them, and choosing the best ones

6. The company manages a marketing planning system that leads to insightful long-term and short-term plans.

7. The company exercises strong control over its products and service elements,

8. The company builds strong brands by using the most relevant communications and promotion tools and techniques and other mix elements

9. The company builds marketing leadership and a team spirit among its various departments

10. The company constantly adds technology that gives it a competitive advantage in the marketplace.

E:
Marketing tasks (Trustrum, p. 53)
[image: image9.emf]
F:
Sample sub-processes within the three core business processes (Srivastava et al. 1999, p. 170)
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TABLE 1

Sample Subprocesses Within the Three Core Business Processes

Product Development
Management Process

Ascertaining new customer needs

Designing tentative new product
solutions

Supply Chain Management
Process

ecting and qualifying desired
suppliers

hing and managing inbound

Customer Relationship
Management Process

Identifying potential new customers

Determining the needs of existing
and potential new customers

Developing new solution pr gistics
Identifying and managing internal

functional/departmental gistics

Learning about product usage and

Designing and managing internal application

Developing/executing advertising

relationships stablishing and managing outbound programs

Developing and sustaining networks g

igning work fi
product/solution assembly

Developing/

vin programs

Developing/executing sen

Running batch manufacturing programs.

s processes.

Managing (multiple) channels

Managing customer services such as

Acqiring, installing, and maintaining Developinglexecuting sales programs

Acquiringlleveraging information
technology/system for customer
contact

Managing customer site visit teams
Enhancing trust and customer loyalty

installation and maintenence to

enable product use

must connect 1o the three core business processes previ
ously noted in at least two (highly interrelated and rein-
forcing) ways. First, it must do so as a discipline. Second,
individual marketing tasks must be connected to specific
subprocesses within cach core business process and o co-
ordinating, integrating. and streamlining the work inheres
in subprocesses across the core business processes
briefly outline cach way.

Marketing as a discipline. Processes are meaningle
when viewed in isolation of those people charged with im-
plementing them. Typically. a team of individuals creates,
manages, and drives each process, irrespective of the
process’s level. Thus, teams guiding each core process must
be infused with marketing ca the means to
bring a marketing persp subprocess. Unfortu-
nately. in the case of many firms, attaining this goal will ne-
cessitate a significant (ransition and transformation from a
product-dominated 0 a market-driven view of cach core
business proce

Although PDM, SCM, and CRM processes can be
viewed as prime drivers of both customer and shareholder
value, their design depends on the macroenvironmental and

Cross-selling and upselling of product
service offerings

petitive context in which marketers will need to navigate as
we move into the new millennium:

1. A product focus is giving way 10 the need 10 address cus

tomer functional
Product differentiation is evolving into solution customiza-
ton.
Transaction-based exchanges are being replaced by rela-
tionship-based customer intimac
Stand-alone competition is frequently giving way (o net-
worked rivalry
5. Economies of scope and increasing rewms are being added
1© economies of sc:

in the required change in business
process perspectives given marketplace shifls are summa-
rized in Table 2. The change to a market-driven PDM
process entails shifting from an emphasis on designing the
most technically superior product to creating a solution that
enables customers to experience the maximum value and
benefit from its use. It emphasizes the design and develop-
ment of solutions thal can be customized (o create and sat-
isfy individual customers' nceds. Often, physical products
arc only a part, sometimes only a small part, of the overall





G:
Survey
Survey for Marketing Students & Alumni – CMO requirements

I am currently working out a thesis about the requirements of a marketing manager (CMO). Based on that, I would like to know your thoughts about several variables stated below. I would appreciate it if you take the time to fill in this survey very careful. It will take approximately 10 minutes of your time.
Your own profile:

Age:

……… 

Gender:

· Female

· Male

I am a:


· Alumni marketing

· Marketing Student

· Student ………………………

· Other, namely …………………………………
I follow(ed) my (marketing) education at:

· Erasmus University Rotterdam

· Radboud University of Nijmegen
· University of Groningen

· University of Maastricht
· University of Tilburg

· VU University of Amsterdam

· Other, namely …..
Personal qualities

Question 1

If you think of the personal qualities of a CMO, what kinds of competences are important?
	 
	Not important
	 
	 
	 
	 
	 
	 
	 
	 
	 
	Very important

	 
	0
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Analytic (H2I)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Assertive
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Commercial oriented
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Communication skills (H2D)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Competitive
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Conservative
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Convincing
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Creative (imagination) (H1T + 2F)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Day-to-day performance
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	English language (spoken/written)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Experience (national/global)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Entrepreneurial (H2A)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Extrovert
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Financial knowledge (H2B)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Flexible (H2H)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Forward thinking (H2H)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Innovative (H2A)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Introvert
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Leadership (H1S)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Motivational
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Not risk averse (H2G)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Open minded
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Organizational (H2K)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Performance driven
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Planner (H2I)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Pro active
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Receptive attitude (H1T)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Strategic
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Team player
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 


Note: there are variables with H1 and so on behind it, those relate to the hypotheses. 
Tasks/responsibilities

Question 2

If you think of a CMO, what should his/her (relevant) tasks/responsibilities?
	 
	Not relevant
	 
	 
	 
	 
	 
	 
	 
	 
	 
	Very relevant

	 
	0
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Advertising/promotion (H1 F + H)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Awareness of (market) trends (H1O + 2E)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Coach the marketing team
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Controlling marketing effort (H1K)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Customer Relationship Management (H1L + P + S + Q)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Demand stimulation (H1M)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Develop marketing strategies (H1F + K)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Environment analysis (H1J + 2C)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	External communication (H1P)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Forecasting (H1Q)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Identifying/segmenting customers (H1B + C + L)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Implement marketing strategy (H1F + K)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Long-term focus
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Price policy (H1F)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Product development (H1 D + T + H + 2C)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Satisfying customer needs (H1A + F)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Selling (H1I)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Short-term focus
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Statistics (H1H)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Supply-chain Management (H1L + S)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Responsible for the marketing budget (H1G + Q)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Responsible for the turnover
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Value-chain Management (H1S)
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 


Note: there are variables with H1 and so on behind it, those relate to the hypotheses. 

Experience

Education

Question 3
What kind of education do you think is necessary to be(come) a CMO?

(more than one answer is possible)
· Commercial economics (bachelor degree)
· Communication (bachelor degree)
· Management, economics and law (bachelor degree)
· Business administration (master degree)

· Marketing (master degree)

· Statistics (master degree)

· Other, namely ……………………………..
Work

Question 4

How much work-experience (in years) is needed to be(come) a CMO?

…… years

Marketing/CMO

Question 5

Which (or what kind of) company do you attract the most to work as a CMO?

………….

Question 6
( For alumni only
What happened with the influence of marketing within companies over time?

· Declined

· Increased

· Still the same

· I do not know

Question 7
( For alumni only
Which department will be first considered, if a company has to make economizations?

· Finance

· Human Resource

· Marketing

· R&D

· Sales

· Other, namely …

Resources

Financial

Question 8
( For alumni only

How much should be the marketing budget (per year) relatively to the turnover (from the year before) of a company?

…… %

H:
Results Survey

Descriptive Statistics

	 
	N
	Sum
	Mean
	Std. Deviation

	 
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic

	Analytic
	94
	779
	8,29
	,118
	1,142

	Assertive
	94
	744
	7,91
	,148
	1,434

	Commercial oriented
	94
	809
	8,61
	,130
	1,263

	Communication skills
	94
	847
	9,01
	,084
	,810

	Competitive
	94
	709
	7,54
	,158
	1,536

	Conservative
	94
	318
	3,38
	,206
	1,995

	Convincing
	94
	787
	8,37
	,114
	1,107

	Creative (imagination)
	94
	764
	8,13
	,146
	1,416

	Day-to-day performance
	94
	635
	6,76
	,207
	2,009

	English language (spoken/written)
	94
	711
	7,56
	,192
	1,864

	Experience (national/global)
	94
	696
	7,40
	,164
	1,588

	Entrepreneurial
	94
	710
	7,55
	,148
	1,434

	Extrovert
	94
	633
	6,73
	,210
	2,033

	Financial knowledge
	94
	641
	6,82
	,165
	1,599

	Flexible
	94
	720
	7,66
	,139
	1,348

	Forward thinking
	94
	815
	8,67
	,092
	,897

	Innovative
	94
	785
	8,35
	,178
	1,727

	Introvert
	94
	349
	3,71
	,196
	1,904

	Leadership
	94
	756
	8,04
	,117
	1,135

	Motivational
	94
	779
	8,29
	,149
	1,441

	Not risk averse
	94
	668
	7,11
	,203
	1,965

	Open minded
	94
	796
	8,47
	,110
	1,065

	Organizational
	94
	717
	7,63
	,156
	1,510

	Performance driven
	94
	758
	8,06
	,151
	1,465

	Planner
	94
	703
	7,48
	,156
	1,508

	Pro active
	94
	783
	8,33
	,154
	1,491

	Receptive attitude
	94
	652
	6,94
	,249
	2,418

	Strategical
	94
	808
	8,60
	,122
	1,185

	Team player
	94
	773
	8,22
	,129
	1,254

	Advertising/promotion
	94
	616
	6,55
	,242
	2,349

	Awareness of (market) trends
	94
	798
	8,49
	,171
	1,657

	Coach the marketing team
	94
	821
	8,73
	,116
	1,128

	Controlling marketing effort
	94
	784
	8,34
	,149
	1,441

	Customer Relationship Management
	94
	689
	7,33
	,180
	1,744

	Demand stimulation
	94
	652
	6,94
	,203
	1,966

	Develop marketing strategies
	94
	850
	9,04
	,099
	,961

	Environment analysis
	94
	690
	7,34
	,192
	1,864

	
	
	
	
	
	

	 
	N
	Sum
	Mean
	Std. Deviation

	 
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic

	External communication
	94
	737
	7,84
	,190
	1,845

	Forecasting
	94
	691
	7,35
	,208
	2,015

	Identifying/segmenting customers
	94
	712
	7,57
	,191
	1,852

	Implement marketing strategy
	94
	690
	7,34
	,226
	2,188

	Long-term focus
	94
	855
	9,10
	,103
	,995

	Price policy
	94
	689
	7,33
	,172
	1,668

	Product development
	94
	653
	6,95
	,219
	2,127

	Satisfying customer needs
	94
	735
	7,82
	,191
	1,855

	Selling
	94
	503
	5,35
	,257
	2,496

	Short-term focus
	94
	445
	4,73
	,259
	2,507

	Statistics
	94
	584
	6,21
	,226
	2,189

	Supply-chain Management
	94
	495
	5,27
	,231
	2,244

	Responsible for the marketing budget
	94
	819
	8,71
	,146
	1,419

	Responsible for the turnover
	94
	676
	7,19
	,187
	1,810

	Value-chain Management
	94
	647
	6,88
	,197
	1,906

	How much experience do you need to be(come) a CMO?
	91
	715,0
	7,857
	,3912
	3,7315

	How much should be the marketing budget relatively to the turnover
	32
	434,5
	13,578
	1,7199
	9,7295

	Valid N (listwise)
	32
	 
	 
	 
	 


I:
Differences between genders

Group Statistics

	 
	Gender
	N
	Mean
	Std. Deviation
	Std. Error Mean

	Analytic
	Female
	37
	8,05
	1,246
	,205

	 
	Male
	57
	8,44
	1,053
	,139

	Assertive
	Female
	37
	7,78
	1,782
	,293

	 
	Male
	57
	8,00
	1,165
	,154

	Commercial oriented
	Female
	37
	8,62
	1,299
	,213

	 
	Male
	57
	8,60
	1,252
	,166

	Communication skills
	Female
	37
	9,16
	,764
	,126

	 
	Male
	57
	8,91
	,830
	,110

	Competitive
	Female
	37
	7,51
	1,574
	,259

	 
	Male
	57
	7,56
	1,524
	,202

	Conservative
	Female
	37
	3,46
	2,076
	,341

	 
	Male
	57
	3,33
	1,958
	,259

	Convincing
	Female
	37
	8,51
	1,096
	,180

	 
	Male
	57
	8,28
	1,114
	,148

	Creative (imagination)
	Female
	37
	8,05
	1,794
	,295

	 
	Male
	57
	8,18
	1,120
	,148

	Day-to-day performance
	Female
	37
	6,65
	2,189
	,360

	 
	Male
	57
	6,82
	1,900
	,252

	English language (spoken/written)
	Female
	37
	7,68
	2,015
	,331

	 
	Male
	57
	7,49
	1,774
	,235

	Experience (national/global)
	Female
	37
	7,41
	1,499
	,246

	 
	Male
	57
	7,40
	1,657
	,219

	Entrepreneurial
	Female
	37
	7,51
	1,407
	,231

	 
	Male
	57
	7,58
	1,463
	,194

	Extrovert
	Female
	37
	7,05
	1,929
	,317

	 
	Male
	57
	6,53
	2,088
	,277

	Financial knowledge
	Female
	37
	6,84
	1,323
	,218

	 
	Male
	57
	6,81
	1,767
	,234

	Flexible
	Female
	37
	7,95
	1,104
	,182

	 
	Male
	57
	7,47
	1,465
	,194

	Forward thinking
	Female
	37
	8,70
	,845
	,139

	 
	Male
	57
	8,65
	,935
	,124

	Innovative
	Female
	37
	8,35
	1,767
	,291

	 
	Male
	57
	8,35
	1,716
	,227

	Introvert
	Female
	37
	3,41
	1,787
	,294

	 
	Male
	57
	3,91
	1,967
	,260

	Leadership
	Female
	37
	8,22
	1,084
	,178

	 
	Male
	57
	7,93
	1,163
	,154

	Motivational
	Female
	37
	8,35
	1,798
	,296

	 
	Male
	57
	8,25
	1,169
	,155

	Not risk averse
	Female
	37
	6,95
	2,172
	,357

	 
	Male
	57
	7,21
	1,830
	,242

	
	
	
	
	
	

	 
	Gender
	N
	Mean
	Std. Deviation
	Std. Error Mean

	Open minded
	Female
	37
	8,49
	1,146
	,188

	 
	Male
	57
	8,46
	1,019
	,135

	Organizational
	Female
	37
	7,59
	1,674
	,275

	 
	Male
	57
	7,65
	1,408
	,186

	Performance driven
	Female
	37
	7,78
	1,669
	,274

	 
	Male
	57
	8,25
	1,299
	,172

	Planner
	Female
	37
	7,65
	1,252
	,206

	 
	Male
	57
	7,37
	1,654
	,219

	Pro active
	Female
	37
	8,32
	1,717
	,282

	 
	Male
	57
	8,33
	1,341
	,178

	Receptive attitude
	Female
	37
	6,49
	2,969
	,488

	 
	Male
	57
	7,23
	1,955
	,259

	Strategical
	Female
	37
	8,49
	1,239
	,204

	 
	Male
	57
	8,67
	1,155
	,153

	Team player
	Female
	37
	8,19
	1,175
	,193

	 
	Male
	57
	8,25
	1,313
	,174

	Advertising/promotion
	Female
	37
	6,35
	2,595
	,427

	 
	Male
	57
	6,68
	2,189
	,290

	Awareness of (market) trends
	Female
	37
	8,43
	1,788
	,294

	 
	Male
	57
	8,53
	1,582
	,210

	Coach the marketing team
	Female
	37
	8,81
	1,309
	,215

	 
	Male
	57
	8,68
	1,003
	,133

	Controlling marketing effort
	Female
	37
	8,14
	1,873
	,308

	 
	Male
	57
	8,47
	1,071
	,142

	Customer Relationship Management
	Female
	37
	6,89
	2,025
	,333

	 
	Male
	57
	7,61
	1,485
	,197

	Demand stimulation
	Female
	37
	6,54
	2,364
	,389

	 
	Male
	57
	7,19
	1,630
	,216

	Develop marketing strategies
	Female
	37
	8,95
	1,053
	,173

	 
	Male
	57
	9,11
	,900
	,119

	Environment analysis
	Female
	37
	6,95
	2,081
	,342

	 
	Male
	57
	7,60
	1,678
	,222

	External communication
	Female
	37
	7,73
	2,050
	,337

	 
	Male
	57
	7,91
	1,714
	,227

	Forecasting
	Female
	37
	6,95
	2,210
	,363

	 
	Male
	57
	7,61
	1,849
	,245

	Identifying/segmenting customers
	Female
	37
	7,16
	2,242
	,369

	 
	Male
	57
	7,84
	1,509
	,200

	Implement marketing strategy
	Female
	37
	6,92
	2,302
	,378

	 
	Male
	57
	7,61
	2,085
	,276

	Long-term focus
	Female
	37
	9,05
	1,129
	,186

	 
	Male
	57
	9,12
	,908
	,120

	Price policy
	Female
	37
	6,89
	1,897
	,312

	 
	Male
	57
	7,61
	1,449
	,192

	Product development
	Female
	37
	6,16
	2,398
	,394

	 
	Male
	57
	7,46
	1,774
	,235

	Satisfying customer needs
	Female
	37
	7,49
	2,194
	,361

	 
	Gender
	N
	Mean
	Std. Deviation
	Std. Error Mean

	 
	Male
	57
	8,04
	1,581
	,209

	Selling
	Female
	37
	4,78
	2,287
	,376

	 
	Male
	57
	5,72
	2,576
	,341

	Short-term focus
	Female
	37
	4,16
	2,489
	,409

	 
	Male
	57
	5,11
	2,469
	,327

	Statistics
	Female
	37
	5,38
	2,277
	,374

	 
	Male
	57
	6,75
	1,967
	,260

	Supply-chain Management
	Female
	37
	4,65
	2,071
	,341

	 
	Male
	57
	5,67
	2,278
	,302

	Responsible for the marketing budget
	Female
	37
	8,46
	1,464
	,241

	 
	Male
	57
	8,88
	1,377
	,182

	Responsible for the turnover
	Female
	37
	6,81
	2,012
	,331

	 
	Male
	57
	7,44
	1,637
	,217

	Value-chain Management
	Female
	37
	6,49
	1,835
	,302

	 
	Male
	57
	7,14
	1,922
	,255

	How much experience do you need to be(come) successful as a CMO?
	Female
	37
	7,027
	3,3457
	,5500

	 
	Male
	54
	8,426
	3,9026
	,5311

	How much should be the marketing budget relatively to the turnover
	Female
	8
	14,625
	12,7384
	4,5037

	 
	Male
	24
	13,229
	8,8145
	1,7992



Independent Samples Test
	
	 
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	 
	 
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	 
	 
	
	
	
	
	
	
	
	Lower
	Upper

	Analytic
	Equal variances assumed
	,652
	,422
	-1,609
	92
	,111
	-,385
	,239
	-,859
	,090

	 
	Equal variances not assumed
	 
	 
	-1,552
	67,730
	,125
	-,385
	,248
	-,879
	,110

	Assertive
	Equal variances assumed
	2,113
	,149
	-,712
	92
	,478
	-,216
	,304
	-,819
	,387

	 
	Equal variances not assumed
	 
	 
	-,653
	55,984
	,516
	-,216
	,331
	-,879
	,447

	Commercial oriented
	Equal variances assumed
	,117
	,733
	,094
	92
	,926
	,025
	,268
	-,507
	,558

	 
	Equal variances not assumed
	 
	 
	,093
	74,980
	,926
	,025
	,270
	-,513
	,564

	Communication skills
	Equal variances assumed
	,074
	,786
	1,471
	92
	,145
	,250
	,170
	-,088
	,587

	 
	Equal variances not assumed
	 
	 
	1,497
	81,499
	,138
	,250
	,167
	-,082
	,582

	
	 
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	 
	 
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	 
	 
	
	
	
	
	
	
	
	Lower
	Upper

	Competitive
	Equal variances assumed
	,224
	,637
	-,147
	92
	,884
	-,048
	,326
	-,695
	,599

	 
	Equal variances not assumed
	 
	 
	-,146
	75,212
	,884
	-,048
	,328
	-,702
	,606

	Conservative
	Equal variances assumed
	,005
	,941
	,298
	92
	,766
	,126
	,423
	-,715
	,967

	 
	Equal variances not assumed
	 
	 
	,294
	73,757
	,769
	,126
	,429
	-,728
	,980

	Convincing
	Equal variances assumed
	,011
	,918
	,996
	92
	,322
	,233
	,234
	-,231
	,697

	 
	Equal variances not assumed
	 
	 
	1,000
	77,947
	,321
	,233
	,233
	-,231
	,696

	Creative (imagination)
	Equal variances assumed
	1,072
	,303
	-,404
	92
	,687
	-,121
	,300
	-,718
	,475

	 
	Equal variances not assumed
	 
	 
	-,368
	54,282
	,715
	-,121
	,330
	-,783
	,540

	Day-to-day performance
	Equal variances assumed
	1,186
	,279
	-,413
	92
	,681
	-,176
	,426
	-1,022
	,670

	 
	Equal variances not assumed
	 
	 
	-,401
	69,206
	,690
	-,176
	,439
	-1,052
	,700

	English language (spoken/written)
	Equal variances assumed
	,601
	,440
	,467
	92
	,642
	,184
	,395
	-,600
	,969

	 
	Equal variances not assumed
	 
	 
	,454
	69,967
	,651
	,184
	,406
	-,625
	,994

	Experience (national/global)
	Equal variances assumed
	,042
	,839
	,006
	92
	,996
	,002
	,337
	-,668
	,672

	 
	Equal variances not assumed
	 
	 
	,006
	82,408
	,995
	,002
	,330
	-,655
	,658

	Entrepreneurial
	Equal variances assumed
	,001
	,971
	-,215
	92
	,830
	-,065
	,304
	-,670
	,539

	 
	Equal variances not assumed
	 
	 
	-,217
	79,206
	,829
	-,065
	,302
	-,666
	,535

	Extrovert
	Equal variances assumed
	,294
	,589
	1,233
	92
	,221
	,528
	,428
	-,322
	1,378

	 
	Equal variances not assumed
	 
	 
	1,254
	81,357
	,213
	,528
	,421
	-,309
	1,365

	
	
	
	
	
	
	
	
	
	
	

	
	 
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	 
	 
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	 
	 
	
	
	
	
	
	
	
	Lower
	Upper

	Financial knowledge
	Equal variances assumed
	5,280
	,024
	,091
	92
	,928
	,031
	,339
	-,643
	,705

	 
	Equal variances not assumed
	 
	 
	,096
	90,034
	,923
	,031
	,320
	-,604
	,666

	Flexible
	Equal variances assumed
	2,135
	,147
	1,675
	92
	,097
	,472
	,282
	-,088
	1,032

	 
	Equal variances not assumed
	 
	 
	1,777
	89,858
	,079
	,472
	,266
	-,056
	1,000

	Forward thinking
	Equal variances assumed
	,722
	,398
	,282
	92
	,779
	,054
	,190
	-,324
	,431

	 
	Equal variances not assumed
	 
	 
	,288
	82,462
	,774
	,054
	,186
	-,317
	,424

	Innovative
	Equal variances assumed
	,009
	,926
	,001
	92
	,999
	,000
	,367
	-,728
	,729

	 
	Equal variances not assumed
	 
	 
	,001
	75,409
	,999
	,000
	,369
	-,734
	,735

	Introvert
	Equal variances assumed
	,472
	,494
	-1,265
	92
	,209
	-,507
	,401
	-1,303
	,289

	 
	Equal variances not assumed
	 
	 
	-1,291
	82,203
	,200
	-,507
	,393
	-1,288
	,274

	Leadership
	Equal variances assumed
	,200
	,656
	1,198
	92
	,234
	,286
	,239
	-,188
	,761

	 
	Equal variances not assumed
	 
	 
	1,216
	80,882
	,227
	,286
	,235
	-,182
	,755

	Motivational
	Equal variances assumed
	1,282
	,261
	,346
	92
	,730
	,106
	,306
	-,502
	,713

	 
	Equal variances not assumed
	 
	 
	,317
	55,768
	,753
	,106
	,334
	-,563
	,774

	Not risk averse
	Equal variances assumed
	,385
	,536
	-,636
	92
	,526
	-,265
	,416
	-1,091
	,562

	 
	Equal variances not assumed
	 
	 
	-,613
	67,576
	,542
	-,265
	,432
	-1,126
	,597

	Open minded
	Equal variances assumed
	,825
	,366
	,134
	92
	,893
	,030
	,226
	-,418
	,479

	 
	Equal variances not assumed
	 
	 
	,131
	70,515
	,896
	,030
	,232
	-,432
	,492

	Organizational
	Equal variances assumed
	,069
	,794
	-,170
	92
	,865
	-,055
	,320
	-,691
	,582

	
	 
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	 
	 
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	 
	 
	
	
	
	
	
	
	
	Lower
	Upper

	 
	Equal variances not assumed
	 
	 
	-,164
	67,486
	,870
	-,055
	,332
	-,718
	,609

	Performance driven
	Equal variances assumed
	1,004
	,319
	-1,503
	92
	,136
	-,462
	,307
	-1,072
	,148

	 
	Equal variances not assumed
	 
	 
	-1,426
	63,580
	,159
	-,462
	,324
	-1,109
	,185

	Planner
	Equal variances assumed
	1,662
	,201
	,879
	92
	,382
	,280
	,319
	-,353
	,913

	 
	Equal variances not assumed
	 
	 
	,932
	89,740
	,354
	,280
	,301
	-,317
	,878

	Pro active
	Equal variances assumed
	,207
	,650
	-,028
	92
	,977
	-,009
	,317
	-,638
	,620

	 
	Equal variances not assumed
	 
	 
	-,027
	63,726
	,979
	-,009
	,333
	-,675
	,657

	Receptive attitude
	Equal variances assumed
	7,133
	,009
	-1,462
	92
	,147
	-,742
	,507
	-1,749
	,266

	 
	Equal variances not assumed
	 
	 
	-1,342
	56,257
	,185
	-,742
	,552
	-1,848
	,365

	Strategical
	Equal variances assumed
	,281
	,597
	-,718
	92
	,474
	-,180
	,251
	-,678
	,318

	 
	Equal variances not assumed
	 
	 
	-,707
	73,110
	,482
	-,180
	,255
	-,688
	,327

	Team player
	Equal variances assumed
	,042
	,839
	-,212
	92
	,833
	-,056
	,266
	-,585
	,472

	 
	Equal variances not assumed
	 
	 
	-,217
	82,988
	,829
	-,056
	,260
	-,573
	,460

	Advertising/promotion
	Equal variances assumed
	2,801
	,098
	-,669
	92
	,505
	-,333
	,497
	-1,321
	,655

	 
	Equal variances not assumed
	 
	 
	-,645
	67,655
	,521
	-,333
	,516
	-1,362
	,697

	Awareness of (market) trends
	Equal variances assumed
	,373
	,543
	-,267
	92
	,790
	-,094
	,352
	-,792
	,605

	 
	Equal variances not assumed
	 
	 
	-,260
	70,240
	,796
	-,094
	,361
	-,814
	,626

	Coach the marketing team
	Equal variances assumed
	1,145
	,287
	,530
	92
	,598
	,127
	,239
	-,348
	,601

	 
	Equal variances not assumed
	 
	 
	,501
	62,799
	,618
	,127
	,253
	-,379
	,632

	
	 
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	 
	 
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	 
	 
	
	
	
	
	
	
	
	Lower
	Upper

	Controlling marketing effort
	Equal variances assumed
	4,210
	,043
	-1,114
	92
	,268
	-,339
	,304
	-,942
	,265

	 
	Equal variances not assumed
	 
	 
	-,999
	51,405
	,323
	-,339
	,339
	-1,019
	,342

	Customer Relationship Management
	Equal variances assumed
	3,843
	,053
	-1,993
	92
	,049
	-,722
	,362
	-1,442
	-,002

	 
	Equal variances not assumed
	 
	 
	-1,868
	60,772
	,067
	-,722
	,387
	-1,495
	,051

	Demand stimulation
	Equal variances assumed
	2,595
	,111
	-1,584
	92
	,117
	-,652
	,412
	-1,470
	,165

	 
	Equal variances not assumed
	 
	 
	-1,467
	58,104
	,148
	-,652
	,445
	-1,542
	,238

	Develop marketing strategies
	Equal variances assumed
	,797
	,374
	-,784
	92
	,435
	-,159
	,203
	-,563
	,244

	 
	Equal variances not assumed
	 
	 
	-,758
	68,378
	,451
	-,159
	,210
	-,579
	,260

	Environment analysis
	Equal variances assumed
	2,518
	,116
	-1,669
	92
	,099
	-,651
	,390
	-1,425
	,124

	 
	Equal variances not assumed
	 
	 
	-1,595
	65,328
	,116
	-,651
	,408
	-1,465
	,164

	External communication
	Equal variances assumed
	2,503
	,117
	-,467
	92
	,642
	-,183
	,391
	-,959
	,594

	 
	Equal variances not assumed
	 
	 
	-,449
	67,196
	,655
	-,183
	,406
	-,994
	,629

	Forecasting
	Equal variances assumed
	1,296
	,258
	-1,584
	92
	,117
	-,668
	,422
	-1,506
	,170

	 
	Equal variances not assumed
	 
	 
	-1,525
	67,223
	,132
	-,668
	,438
	-1,543
	,207

	Identifying/segmenting customers
	Equal variances assumed
	8,732
	,004
	-1,758
	92
	,082
	-,680
	,387
	-1,448
	,088

	 
	Equal variances not assumed
	 
	 
	-1,621
	57,112
	,110
	-,680
	,419
	-1,520
	,160

	Implement marketing strategy
	Equal variances assumed
	,385
	,537
	-1,515
	92
	,133
	-,695
	,459
	-1,606
	,216

	 
	Equal variances not assumed
	 
	 
	-1,484
	71,522
	,142
	-,695
	,469
	-1,629
	,239

	Long-term focus
	Equal variances assumed
	,648
	,423
	-,326
	92
	,745
	-,069
	,211
	-,488
	,351

	
	 
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	 
	 
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	 
	 
	
	
	
	
	
	
	
	Lower
	Upper

	 
	Equal variances not assumed
	 
	 
	-,311
	65,170
	,757
	-,069
	,221
	-,510
	,373

	Price policy
	Equal variances assumed
	1,013
	,317
	-2,087
	92
	,040
	-,722
	,346
	-1,409
	-,035

	 
	Equal variances not assumed
	 
	 
	-1,972
	62,638
	,053
	-,722
	,366
	-1,454
	,010

	Product development
	Equal variances assumed
	5,235
	,024
	-3,003
	92
	,003
	-1,294
	,431
	-2,150
	-,438

	 
	Equal variances not assumed
	 
	 
	-2,820
	61,146
	,006
	-1,294
	,459
	-2,212
	-,376

	Satisfying customer needs
	Equal variances assumed
	3,829
	,053
	-1,408
	92
	,162
	-,549
	,390
	-1,322
	,225

	 
	Equal variances not assumed
	 
	 
	-1,316
	59,977
	,193
	-,549
	,417
	-1,383
	,286

	Selling
	Equal variances assumed
	2,372
	,127
	-1,796
	92
	,076
	-,936
	,521
	-1,970
	,099

	 
	Equal variances not assumed
	 
	 
	-1,843
	83,361
	,069
	-,936
	,508
	-1,945
	,074

	Short-term focus
	Equal variances assumed
	,342
	,560
	-1,804
	92
	,075
	-,943
	,523
	-1,982
	,095

	 
	Equal variances not assumed
	 
	 
	-1,800
	76,588
	,076
	-,943
	,524
	-1,986
	,100

	Statistics
	Equal variances assumed
	2,117
	,149
	-3,113
	92
	,002
	-1,376
	,442
	-2,254
	-,498

	 
	Equal variances not assumed
	 
	 
	-3,017
	68,906
	,004
	-1,376
	,456
	-2,286
	-,466

	Supply-chain Management
	Equal variances assumed
	1,184
	,279
	-2,192
	92
	,031
	-1,018
	,464
	-1,940
	-,096

	 
	Equal variances not assumed
	 
	 
	-2,238
	82,171
	,028
	-1,018
	,455
	-1,923
	-,113

	Responsible for the marketing budget
	Equal variances assumed
	,577
	,449
	-1,402
	92
	,164
	-,418
	,298
	-1,010
	,174

	 
	Equal variances not assumed
	 
	 
	-1,383
	73,591
	,171
	-,418
	,302
	-1,020
	,184

	Responsible for the turnover
	Equal variances assumed
	3,048
	,084
	-1,659
	92
	,101
	-,628
	,378
	-1,380
	,124

	
	
	
	
	
	
	
	
	
	
	

	
	 
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	 
	 
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	 
	 
	
	
	
	
	
	
	
	Lower
	Upper

	 
	Equal variances not assumed
	 
	 
	-1,588
	65,783
	,117
	-,628
	,395
	-1,417
	,162

	Value-chain Management
	Equal variances assumed
	,087
	,769
	-1,640
	92
	,104
	-,654
	,399
	-1,446
	,138

	 
	Equal variances not assumed
	 
	 
	-1,656
	79,581
	,102
	-,654
	,395
	-1,440
	,132

	How much experience do you need to be(come) successful as a CMO?
	Equal variances assumed
	1,017
	,316
	-1,778
	89
	,079
	-1,3989
	,7870
	-2,9626
	,1648

	 
	Equal variances not assumed
	 
	 
	-1,830
	84,517
	,071
	-1,3989
	,7646
	-2,9192
	,1214

	How much should be the marketing budget relatively to the turnover
	Equal variances assumed
	2,284
	,141
	,346
	30
	,731
	1,3958
	4,0297
	-6,8338
	9,6255

	 
	Equal variances not assumed
	 
	 
	,288
	9,340
	,780
	1,3958
	4,8498
	-9,5146
	12,3063


J:
Differences between target groups

Group Statistics

	 
	I am a
	N
	Mean
	Std. Deviation
	Std. Error Mean

	Analytic
	Alumni marketing
	39
	8,49
	1,097
	,176

	 
	Marketing student
	47
	8,09
	1,213
	,177

	Assertive
	Alumni marketing
	39
	7,92
	1,156
	,185

	 
	Marketing student
	47
	7,83
	1,672
	,244

	Commercial oriented
	Alumni marketing
	39
	8,87
	,864
	,138

	 
	Marketing student
	47
	8,51
	1,487
	,217

	Communication skills
	Alumni marketing
	39
	8,90
	,968
	,155

	 
	Marketing student
	47
	9,13
	,647
	,094

	Competitive
	Alumni marketing
	39
	7,21
	1,592
	,255

	 
	Marketing student
	47
	7,74
	1,539
	,224

	Conservative
	Alumni marketing
	39
	3,08
	1,660
	,266

	 
	Marketing student
	47
	3,49
	2,292
	,334

	Convincing
	Alumni marketing
	39
	8,28
	1,075
	,172

	 
	Marketing student
	47
	8,66
	,962
	,140

	Creative (imagination)
	Alumni marketing
	39
	8,03
	1,158
	,185

	 
	Marketing student
	47
	8,17
	1,592
	,232

	Day-to-day performance
	Alumni marketing
	39
	6,64
	1,926
	,308

	 
	Marketing student
	47
	6,79
	2,176
	,317

	English language (spoken/written)
	Alumni marketing
	39
	6,74
	2,074
	,332

	 
	Marketing student
	47
	8,19
	1,439
	,210

	Experience (national/global)
	Alumni marketing
	39
	6,95
	1,555
	,249

	 
	Marketing student
	47
	7,81
	1,393
	,203

	Entrepreneurial
	Alumni marketing
	39
	7,67
	1,528
	,245

	 
	Marketing student
	47
	7,60
	1,262
	,184

	Extrovert
	Alumni marketing
	39
	6,41
	2,149
	,344

	 
	Marketing student
	47
	7,09
	1,898
	,277

	Financial knowledge
	Alumni marketing
	39
	7,08
	1,783
	,285

	 
	Marketing student
	47
	6,68
	1,476
	,215

	Flexible
	Alumni marketing
	39
	7,64
	1,181
	,189

	 
	Marketing student
	47
	7,64
	1,451
	,212

	Forward thinking
	Alumni marketing
	39
	8,67
	,806
	,129

	 
	Marketing student
	47
	8,70
	,931
	,136

	Innovative
	Alumni marketing
	39
	8,31
	1,749
	,280

	 
	Marketing student
	47
	8,40
	1,802
	,263

	Introvert
	Alumni marketing
	39
	3,87
	1,894
	,303

	 
	Marketing student
	47
	3,57
	1,862
	,272

	Leadership
	Alumni marketing
	39
	8,00
	1,318
	,211

	 
	Marketing student
	47
	8,13
	,992
	,145

	Motivational
	Alumni marketing
	39
	8,23
	1,111
	,178

	 
	Marketing student
	47
	8,30
	1,706
	,249

	Not risk averse
	Alumni marketing
	39
	7,15
	1,755
	,281

	 
	Marketing student
	47
	7,17
	2,057
	,300

	 
	I am a
	N
	Mean
	Std. Deviation
	Std. Error Mean

	Open minded
	Alumni marketing
	39
	8,64
	1,013
	,162

	 
	Marketing student
	47
	8,30
	1,020
	,149

	Organizational
	Alumni marketing
	39
	7,69
	1,673
	,268

	 
	Marketing student
	47
	7,62
	1,423
	,208

	Performance driven
	Alumni marketing
	39
	8,44
	1,188
	,190

	 
	Marketing student
	47
	7,79
	1,628
	,237

	Planner
	Alumni marketing
	39
	7,38
	1,184
	,190

	 
	Marketing student
	47
	7,45
	1,791
	,261

	Pro active
	Alumni marketing
	39
	8,26
	1,568
	,251

	 
	Marketing student
	47
	8,38
	1,526
	,223

	Receptive attitude
	Alumni marketing
	39
	6,67
	2,399
	,384

	 
	Marketing student
	47
	7,09
	2,320
	,338

	Strategical
	Alumni marketing
	39
	8,92
	,957
	,153

	 
	Marketing student
	47
	8,34
	1,256
	,183

	Team player
	Alumni marketing
	39
	8,05
	1,276
	,204

	 
	Marketing student
	47
	8,32
	1,270
	,185

	Advertising/promotion
	Alumni marketing
	39
	6,18
	2,459
	,394

	 
	Marketing student
	47
	6,91
	2,073
	,302

	Awareness of (market) trends
	Alumni marketing
	39
	8,79
	1,056
	,169

	 
	Marketing student
	47
	8,49
	1,559
	,227

	Coach the marketing team
	Alumni marketing
	39
	9,03
	,932
	,149

	 
	Marketing student
	47
	8,60
	1,262
	,184

	Controlling marketing effort
	Alumni marketing
	39
	8,51
	1,211
	,194

	 
	Marketing student
	47
	8,21
	1,667
	,243

	Customer Relationship Management
	Alumni marketing
	39
	6,92
	1,768
	,283

	 
	Marketing student
	47
	7,64
	1,699
	,248

	Demand stimulation
	Alumni marketing
	39
	7,18
	1,636
	,262

	 
	Marketing student
	47
	6,72
	2,319
	,338

	Develop marketing strategies
	Alumni marketing
	39
	9,23
	,810
	,130

	 
	Marketing student
	47
	8,94
	1,030
	,150

	Environment analysis
	Alumni marketing
	39
	7,59
	1,697
	,272

	 
	Marketing student
	47
	7,23
	2,002
	,292

	External communication
	Alumni marketing
	39
	7,31
	1,935
	,310

	 
	Marketing student
	47
	8,15
	1,757
	,256

	Forecasting
	Alumni marketing
	39
	7,05
	2,212
	,354

	 
	Marketing student
	47
	7,49
	1,887
	,275

	Identifying/segmenting customers
	Alumni marketing
	39
	7,44
	1,803
	,289

	 
	Marketing student
	47
	7,62
	1,836
	,268

	Implement marketing strategy
	Alumni marketing
	39
	7,31
	2,419
	,387

	 
	Marketing student
	47
	7,32
	2,076
	,303

	Long-term focus
	Alumni marketing
	39
	9,28
	,793
	,127

	 
	Marketing student
	47
	8,94
	1,150
	,168

	Price policy
	Alumni marketing
	39
	7,26
	1,517
	,243

	 
	Marketing student
	47
	7,19
	1,813
	,265

	Product development
	Alumni marketing
	39
	6,92
	1,925
	,308

	 
	I am a
	N
	Mean
	Std. Deviation
	Std. Error Mean

	 
	Marketing student
	47
	6,87
	2,346
	,342

	Satisfying customer needs
	Alumni marketing
	39
	7,74
	1,817
	,291

	 
	Marketing student
	47
	7,87
	1,872
	,273

	Selling
	Alumni marketing
	39
	5,00
	2,555
	,409

	 
	Marketing student
	47
	5,45
	2,457
	,358

	Short-term focus
	Alumni marketing
	39
	4,41
	2,583
	,414

	 
	Marketing student
	47
	4,83
	2,496
	,364

	Statistics
	Alumni marketing
	39
	6,18
	2,126
	,340

	 
	Marketing student
	47
	6,17
	2,249
	,328

	Supply-chain Management
	Alumni marketing
	39
	4,82
	2,199
	,352

	 
	Marketing student
	47
	5,34
	2,239
	,327

	Responsible for the marketing budget
	Alumni marketing
	39
	9,21
	,801
	,128

	 
	Marketing student
	47
	8,28
	1,741
	,254

	Responsible for the turnover
	Alumni marketing
	39
	7,38
	2,147
	,344

	 
	Marketing student
	47
	6,91
	1,586
	,231

	Value-chain Management
	Alumni marketing
	39
	6,67
	1,675
	,268

	 
	Marketing student
	47
	6,85
	2,095
	,306

	How much experience do you need to be(come) successful as a CMO?
	Alumni marketing
	39
	7,821
	3,4479
	,5521

	 
	Marketing student
	45
	8,044
	4,0952
	,6105

	How much should be the marketing budget relatively to the turnover
	Alumni marketing
	28
	13,839
	10,0784
	1,9046

	 
	Marketing student
	2
	6,000
	5,6569
	4,0000



Independent Samples Test

	
	 
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	 
	 
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	 
	 
	
	
	
	
	
	
	
	Lower
	Upper

	Analytic
	Equal variances assumed
	,431
	,513
	1,598
	84
	,114
	,402
	,252
	-,098
	,903

	 
	Equal variances not assumed
	 
	 
	1,613
	83,344
	,111
	,402
	,249
	-,094
	,898

	Assertive
	Equal variances assumed
	1,628
	,205
	,295
	84
	,769
	,093
	,317
	-,536
	,723

	 
	Equal variances not assumed
	 
	 
	,305
	81,510
	,761
	,093
	,306
	-,516
	,702

	Commercial oriented
	Equal variances assumed
	5,439
	,022
	1,340
	84
	,184
	,361
	,270
	-,175
	,897

	 
	Equal variances not assumed
	 
	 
	1,404
	75,836
	,164
	,361
	,257
	-,151
	,874

	
	 
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	 
	 
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	 
	 
	
	
	
	
	
	
	
	Lower
	Upper

	Communication skills
	Equal variances assumed
	4,915
	,029
	-1,316
	84
	,192
	-,230
	,175
	-,578
	,118

	 
	Equal variances not assumed
	 
	 
	-1,269
	64,102
	,209
	-,230
	,181
	-,593
	,132

	Competitive
	Equal variances assumed
	,004
	,950
	-1,593
	84
	,115
	-,540
	,339
	-1,213
	,134

	 
	Equal variances not assumed
	 
	 
	-1,588
	80,019
	,116
	-,540
	,340
	-1,216
	,136

	Conservative
	Equal variances assumed
	3,273
	,074
	-,937
	84
	,351
	-,412
	,440
	-1,287
	,462

	 
	Equal variances not assumed
	 
	 
	-,965
	82,590
	,337
	-,412
	,427
	-1,262
	,437

	Convincing
	Equal variances assumed
	,288
	,593
	-1,718
	84
	,089
	-,378
	,220
	-,815
	,059

	 
	Equal variances not assumed
	 
	 
	-1,700
	77,142
	,093
	-,378
	,222
	-,820
	,065

	Creative (imagination)
	Equal variances assumed
	1,095
	,298
	-,472
	84
	,638
	-,145
	,306
	-,753
	,464

	 
	Equal variances not assumed
	 
	 
	-,486
	82,673
	,628
	-,145
	,297
	-,736
	,447

	Day-to-day performance
	Equal variances assumed
	,107
	,744
	-,327
	84
	,745
	-,146
	,448
	-1,037
	,744

	 
	Equal variances not assumed
	 
	 
	-,330
	83,628
	,742
	-,146
	,443
	-1,026
	,734

	English language (spoken/written)
	Equal variances assumed
	6,981
	,010
	-3,809
	84
	,000
	-1,448
	,380
	-2,204
	-,692

	 
	Equal variances not assumed
	 
	 
	-3,685
	65,763
	,000
	-1,448
	,393
	-2,232
	-,663

	Experience (national/global)
	Equal variances assumed
	,086
	,770
	-2,703
	84
	,008
	-,860
	,318
	-1,492
	-,227

	 
	Equal variances not assumed
	 
	 
	-2,675
	77,186
	,009
	-,860
	,321
	-1,500
	-,220

	Entrepreneurial
	Equal variances assumed
	,815
	,369
	,236
	84
	,814
	,071
	,301
	-,527
	,669

	 
	Equal variances not assumed
	 
	 
	,232
	73,721
	,817
	,071
	,306
	-,539
	,681

	
	
	
	
	
	
	
	
	
	
	

	
	 
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	 
	 
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	 
	 
	
	
	
	
	
	
	
	Lower
	Upper

	Extrovert
	Equal variances assumed
	2,780
	,099
	-1,546
	84
	,126
	-,675
	,436
	-1,543
	,193

	 
	Equal variances not assumed
	 
	 
	-1,528
	76,602
	,131
	-,675
	,442
	-1,554
	,205

	Financial knowledge
	Equal variances assumed
	,952
	,332
	1,127
	84
	,263
	,396
	,351
	-,303
	1,095

	 
	Equal variances not assumed
	 
	 
	1,108
	73,799
	,272
	,396
	,358
	-,316
	1,109

	Flexible
	Equal variances assumed
	,514
	,475
	,009
	84
	,992
	,003
	,289
	-,573
	,578

	 
	Equal variances not assumed
	 
	 
	,010
	83,975
	,992
	,003
	,284
	-,562
	,567

	Forward thinking
	Equal variances assumed
	1,580
	,212
	-,187
	84
	,852
	-,035
	,190
	-,413
	,342

	 
	Equal variances not assumed
	 
	 
	-,189
	83,832
	,850
	-,035
	,187
	-,408
	,337

	Innovative
	Equal variances assumed
	,005
	,944
	-,251
	84
	,803
	-,097
	,385
	-,863
	,669

	 
	Equal variances not assumed
	 
	 
	-,251
	81,909
	,802
	-,097
	,384
	-,861
	,668

	Introvert
	Equal variances assumed
	1,611
	,208
	,731
	84
	,467
	,297
	,407
	-,511
	1,106

	 
	Equal variances not assumed
	 
	 
	,730
	80,574
	,467
	,297
	,407
	-,513
	1,108

	Leadership
	Equal variances assumed
	1,692
	,197
	-,512
	84
	,610
	-,128
	,249
	-,623
	,368

	 
	Equal variances not assumed
	 
	 
	-,499
	69,432
	,619
	-,128
	,256
	-,638
	,383

	Motivational
	Equal variances assumed
	1,534
	,219
	-,211
	84
	,833
	-,067
	,318
	-,699
	,565

	 
	Equal variances not assumed
	 
	 
	-,219
	79,815
	,827
	-,067
	,306
	-,676
	,542

	Not risk averse
	Equal variances assumed
	,533
	,468
	-,039
	84
	,969
	-,016
	,417
	-,846
	,813

	 
	Equal variances not assumed
	 
	 
	-,040
	83,924
	,968
	-,016
	,411
	-,834
	,801

	Open minded
	Equal variances assumed
	,210
	,648
	1,558
	84
	,123
	,343
	,220
	-,095
	,781

	
	 
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	 
	 
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	 
	 
	
	
	
	
	
	
	
	Lower
	Upper

	 
	Equal variances not assumed
	 
	 
	1,559
	81,298
	,123
	,343
	,220
	-,095
	,781

	Organizational
	Equal variances assumed
	,022
	,884
	,226
	84
	,822
	,075
	,334
	-,588
	,739

	 
	Equal variances not assumed
	 
	 
	,222
	74,994
	,825
	,075
	,339
	-,600
	,750

	Performance driven
	Equal variances assumed
	,272
	,603
	2,072
	84
	,041
	,649
	,313
	,026
	1,271

	 
	Equal variances not assumed
	 
	 
	2,132
	82,733
	,036
	,649
	,304
	,044
	1,254

	Planner
	Equal variances assumed
	4,033
	,048
	-,186
	84
	,853
	-,062
	,335
	-,728
	,604

	 
	Equal variances not assumed
	 
	 
	-,193
	80,245
	,848
	-,062
	,323
	-,705
	,580

	Pro active
	Equal variances assumed
	,041
	,840
	-,378
	84
	,706
	-,127
	,335
	-,792
	,539

	 
	Equal variances not assumed
	 
	 
	-,377
	80,249
	,707
	-,127
	,336
	-,794
	,541

	Receptive attitude
	Equal variances assumed
	,047
	,830
	-,820
	84
	,415
	-,418
	,510
	-1,433
	,596

	 
	Equal variances not assumed
	 
	 
	-,817
	80,050
	,416
	-,418
	,512
	-1,437
	,600

	Strategical
	Equal variances assumed
	2,300
	,133
	2,380
	84
	,020
	,583
	,245
	,096
	1,070

	 
	Equal variances not assumed
	 
	 
	2,440
	83,436
	,017
	,583
	,239
	,108
	1,058

	Team player
	Equal variances assumed
	,886
	,349
	-,972
	84
	,334
	-,268
	,276
	-,816
	,280

	 
	Equal variances not assumed
	 
	 
	-,971
	80,956
	,334
	-,268
	,276
	-,817
	,281

	Advertising/promotion
	Equal variances assumed
	1,886
	,173
	-1,505
	84
	,136
	-,735
	,489
	-1,707
	,236

	 
	Equal variances not assumed
	 
	 
	-1,481
	74,603
	,143
	-,735
	,496
	-1,724
	,254

	Awareness of (market) trends
	Equal variances assumed
	1,846
	,178
	1,041
	84
	,301
	,306
	,293
	-,278
	,889

	 
	Equal variances not assumed
	 
	 
	1,078
	80,969
	,284
	,306
	,283
	-,258
	,869

	
	 
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	 
	 
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	 
	 
	
	
	
	
	
	
	
	Lower
	Upper

	Coach the marketing team
	Equal variances assumed
	4,828
	,031
	1,764
	84
	,081
	,430
	,244
	-,055
	,914

	 
	Equal variances not assumed
	 
	 
	1,814
	82,942
	,073
	,430
	,237
	-,041
	,901

	Controlling marketing effort
	Equal variances assumed
	2,474
	,119
	,937
	84
	,351
	,300
	,320
	-,337
	,937

	 
	Equal variances not assumed
	 
	 
	,965
	82,649
	,338
	,300
	,311
	-,319
	,919

	Customer Relationship Management
	Equal variances assumed
	,304
	,583
	-1,908
	84
	,060
	-,715
	,375
	-1,461
	,030

	 
	Equal variances not assumed
	 
	 
	-1,901
	79,839
	,061
	-,715
	,376
	-1,464
	,034

	Demand stimulation
	Equal variances assumed
	2,227
	,139
	1,033
	84
	,305
	,456
	,442
	-,422
	1,334

	 
	Equal variances not assumed
	 
	 
	1,066
	82,016
	,290
	,456
	,428
	-,395
	1,307

	Develop marketing strategies
	Equal variances assumed
	1,380
	,243
	1,452
	84
	,150
	,295
	,203
	-,109
	,698

	 
	Equal variances not assumed
	 
	 
	1,484
	83,781
	,141
	,295
	,198
	-,100
	,689

	Environment analysis
	Equal variances assumed
	,955
	,331
	,878
	84
	,382
	,356
	,405
	-,450
	1,161

	 
	Equal variances not assumed
	 
	 
	,892
	83,954
	,375
	,356
	,399
	-,438
	1,149

	External communication
	Equal variances assumed
	1,372
	,245
	-2,111
	84
	,038
	-,841
	,398
	-1,634
	-,049

	 
	Equal variances not assumed
	 
	 
	-2,092
	77,717
	,040
	-,841
	,402
	-1,642
	-,041

	Forecasting
	Equal variances assumed
	1,365
	,246
	-,991
	84
	,324
	-,438
	,442
	-1,317
	,441

	 
	Equal variances not assumed
	 
	 
	-,977
	75,119
	,332
	-,438
	,449
	-1,332
	,455

	Identifying/segmenting customers
	Equal variances assumed
	,001
	,977
	-,459
	84
	,647
	-,181
	,395
	-,966
	,603

	 
	Equal variances not assumed
	 
	 
	-,460
	81,610
	,647
	-,181
	,394
	-,965
	,602

	Implement marketing strategy
	Equal variances assumed
	2,822
	,097
	-,024
	84
	,981
	-,011
	,485
	-,975
	,952

	
	 
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	 
	 
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	 
	 
	
	
	
	
	
	
	
	Lower
	Upper

	 
	Equal variances not assumed
	 
	 
	-,023
	75,383
	,981
	-,011
	,492
	-,991
	,968

	Long-term focus
	Equal variances assumed
	,781
	,379
	1,590
	84
	,116
	,346
	,218
	-,087
	,778

	 
	Equal variances not assumed
	 
	 
	1,644
	81,455
	,104
	,346
	,210
	-,073
	,764

	Price policy
	Equal variances assumed
	,114
	,737
	,178
	84
	,859
	,065
	,365
	-,661
	,791

	 
	Equal variances not assumed
	 
	 
	,181
	83,991
	,857
	,065
	,359
	-,649
	,779

	Product development
	Equal variances assumed
	,815
	,369
	,108
	84
	,914
	,051
	,469
	-,882
	,984

	 
	Equal variances not assumed
	 
	 
	,110
	83,993
	,913
	,051
	,461
	-,865
	,967

	Satisfying customer needs
	Equal variances assumed
	,269
	,605
	-,322
	84
	,748
	-,129
	,400
	-,924
	,667

	 
	Equal variances not assumed
	 
	 
	-,323
	81,925
	,748
	-,129
	,399
	-,923
	,665

	Selling
	Equal variances assumed
	,849
	,360
	-,825
	84
	,412
	-,447
	,542
	-1,524
	,631

	 
	Equal variances not assumed
	 
	 
	-,822
	79,852
	,414
	-,447
	,544
	-1,529
	,635

	Short-term focus
	Equal variances assumed
	,791
	,376
	-,764
	84
	,447
	-,420
	,549
	-1,512
	,673

	 
	Equal variances not assumed
	 
	 
	-,761
	80,026
	,449
	-,420
	,551
	-1,516
	,677

	Statistics
	Equal variances assumed
	,374
	,542
	,020
	84
	,984
	,009
	,475
	-,936
	,954

	 
	Equal variances not assumed
	 
	 
	,020
	82,542
	,984
	,009
	,473
	-,931
	,950

	Supply-chain Management
	Equal variances assumed
	,053
	,818
	-1,081
	84
	,283
	-,520
	,481
	-1,477
	,437

	 
	Equal variances not assumed
	 
	 
	-1,083
	81,607
	,282
	-,520
	,480
	-1,475
	,435

	Responsible for the marketing budget
	Equal variances assumed
	13,767
	,000
	3,070
	84
	,003
	,929
	,302
	,327
	1,530

	
	
	
	
	
	
	
	
	
	
	

	
	 
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	 
	 
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	 
	 
	
	
	
	
	
	
	
	Lower
	Upper

	 
	Equal variances not assumed
	 
	 
	3,264
	67,158
	,002
	,929
	,284
	,361
	1,496

	Responsible for the turnover
	Equal variances assumed
	3,596
	,061
	1,165
	84
	,247
	,470
	,403
	-,332
	1,271

	 
	Equal variances not assumed
	 
	 
	1,133
	68,569
	,261
	,470
	,414
	-,357
	1,297

	Value-chain Management
	Equal variances assumed
	1,236
	,269
	-,444
	84
	,658
	-,184
	,415
	-1,010
	,641

	 
	Equal variances not assumed
	 
	 
	-,453
	83,900
	,651
	-,184
	,407
	-,993
	,624

	How much experience do you need to be(come) successful as a CMO?
	Equal variances assumed
	,583
	,448
	-,269
	82
	,789
	-,2239
	,8333
	-1,8816
	1,4338

	 
	Equal variances not assumed
	 
	 
	-,272
	81,940
	,786
	-,2239
	,8231
	-1,8614
	1,4135

	How much should be the marketing budget relatively to the turnover
	Equal variances assumed
	,856
	,363
	1,076
	28
	,291
	7,8393
	7,2859
	-7,0852
	22,7637

	 
	Equal variances not assumed
	 
	 
	1,769
	1,502
	,258
	7,8393
	4,4303
	-18,7666
	34,4452


K:

What happened with the influence of marketing?

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Declined
	15
	16,0
	33,3
	33,3

	 
	Increased
	24
	25,5
	53,3
	86,7

	 
	Still the same
	5
	5,3
	11,1
	97,8

	 
	I do not know
	1
	1,1
	2,2
	100,0

	 
	Total
	45
	47,9
	100,0
	 

	Missing
	System
	49
	52,1
	 
	 

	Total
	94
	100,0
	 
	 


Specified:

	Gender
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Female
	Valid
	Declined
	3
	8,1
	23,1
	23,1

	 
	 
	Increased
	7
	18,9
	53,8
	76,9

	 
	 
	Still the same
	2
	5,4
	15,4
	92,3

	 
	 
	I do not know
	1
	2,7
	7,7
	100,0

	 
	 
	Total
	13
	35,1
	100,0
	 

	 
	Missing
	System
	24
	64,9
	 
	 

	 
	Total
	37
	100,0
	 
	 

	Male
	Valid
	Declined
	12
	21,1
	37,5
	37,5

	 
	 
	Increased
	17
	29,8
	53,1
	90,6

	 
	 
	Still the same
	3
	5,3
	9,4
	100,0

	 
	 
	Total
	32
	56,1
	100,0
	 

	 
	Missing
	System
	25
	43,9
	 
	 

	 
	Total
	57
	100,0
	 
	 



Which department will be first considered?

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	1,1
	2,2
	2,2

	 
	Finance
	4
	4,3
	8,9
	11,1

	 
	Human Resource
	11
	11,7
	24,4
	35,6

	 
	Marketing
	16
	17,0
	35,6
	71,1

	 
	R&D
	7
	7,4
	15,6
	86,7

	 
	Other, namely
	6
	6,4
	13,3
	100,0

	 
	Total
	45
	47,9
	100,0
	 

	Missing
	System
	49
	52,1
	 
	 

	Total
	94
	100,0
	 
	 


Specified:
	Gender
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Female
	Valid
	0
	1
	2,7
	7,7
	7,7

	 
	 
	Finance
	1
	2,7
	7,7
	15,4

	 
	 
	Human Resource
	2
	5,4
	15,4
	30,8

	 
	 
	Marketing
	5
	13,5
	38,5
	69,2

	 
	 
	R&D
	1
	2,7
	7,7
	76,9

	 
	 
	Other, namely
	3
	8,1
	23,1
	100,0

	 
	 
	Total
	13
	35,1
	100,0
	 

	 
	Missing
	System
	24
	64,9
	 
	 

	 
	Total
	37
	100,0
	 
	 

	Male
	Valid
	Finance
	3
	5,3
	9,4
	9,4

	 
	 
	Human Resource
	9
	15,8
	28,1
	37,5

	 
	 
	Marketing
	11
	19,3
	34,4
	71,9

	 
	 
	R&D
	6
	10,5
	18,8
	90,6

	 
	 
	Other, namely
	3
	5,3
	9,4
	100,0

	 
	 
	Total
	32
	56,1
	100,0
	 

	 
	Missing
	System
	25
	43,9
	 
	 

	 
	Total
	57
	100,0
	 
	 


L:
Survey - Education


Descriptive Statistics

	 
	N
	Sum
	Std. Deviation

	Commercial Economics (Bachelor)
	94
	28
	,460

	Communication (Bachelor)
	94
	20
	,411

	Management Economics & Law (Bachelor)
	94
	18
	,396

	Business Administration (Master)
	94
	39
	,495

	Marketing (Master)
	94
	69
	,444

	Statistics (Master)
	94
	43
	,501

	Valid N (listwise)
	94
	 
	 


Specified:


Descriptive Statistics

	Gender
	 
	N
	Sum
	Std. Deviation

	Female
	Commercial Economics (Bachelor)
	37
	6
	,374

	 
	Communication (Bachelor)
	37
	12
	,475

	 
	Management Economics & Law (Bachelor)
	37
	12
	,475

	 
	Business Administration (Master)
	37
	20
	,505

	 
	Marketing (Master)
	37
	27
	,450

	 
	Statistics (Master)
	37
	21
	,502

	 
	Valid N (listwise)
	37
	 
	 

	Male
	Commercial Economics (Bachelor)
	57
	22
	,491

	 
	Communication (Bachelor)
	57
	8
	,350

	 
	Management Economics & Law (Bachelor)
	57
	6
	,310

	 
	Business Administration (Master)
	57
	19
	,476

	 
	Marketing (Master)
	57
	42
	,444

	 
	Statistics (Master)
	57
	22
	,491

	 
	Valid N (listwise)
	57
	 
	 


Descriptive Statistics

	I am a
	 
	N
	Sum
	Std. Deviation

	Alumni marketing
	Commercial Economics (Bachelor)
	39
	16
	,498

	 
	Communication (Bachelor)
	39
	6
	,366

	 
	Management Economics & Law (Bachelor)
	39
	5
	,339

	 
	Business Administration (Master)
	39
	26
	,478

	 
	Marketing (Master)
	39
	34
	,339

	 
	Statistics (Master)
	39
	5
	,339

	 
	Valid N (listwise)
	39
	 
	 

	Marketing student
	Commercial Economics (Bachelor)
	47
	8
	,380

	 
	Communication (Bachelor)
	47
	12
	,441

	 
	Management Economics & Law (Bachelor)
	47
	11
	,428

	 
	Business Administration (Master)
	47
	12
	,441

	 
	Marketing (Master)
	47
	31
	,479

	 
	Statistics (Master)
	47
	34
	,452

	 
	Valid N (listwise)
	47
	 
	 

	
	
	
	
	


M:
Survey image of marketing
Is marketing doing well within your organization?

· Yes

· No

· I do not know

Is marketing required for ...

Small(er) companies?

· Yes

· No

· I do not know


Non-profit organizations?

· Yes

· No

· I do not know

What is the (biggest) advantage of marketing?

…..

What is the (biggest) disadvantage of marketing?

……

Do you recognize marketing as ‘pushy’?

· Yes

· No

· I do not know

Do you see marketing as sales driven?

· Yes

· No

· I do not know

Which department is responsible for the long-run ?

· Marketing

· Sales

· I do not know

Which department is responsible for the short-run?

· Marketing

· Sales

· I do not know

Price should be set by:

· Marketing

· Sales

· I do not know

Where should marketing’s focus on…?

· Customers

· Profit

· Sales volume

· I do not know

Do you recognize a shift of the marketing focus (in the past years)?

· Yes

· No

· I do not know

Who (or which department) is responsible for the size of the marketing budget?

· Finance

· Production

· Marketing

· Sales

· Top management

· Other, namely

· I do not know

Should marketing be more accountable?

· Yes

· No

· I do not know

How can marketing be more accountable?

……..

Are today’s marketing manager good educated?

· Yes

· No

· I do not know

Does the marketing manager have sufficient knowledge about finance?

· Yes

· No

· I do not know

Is the marketing manager enough entrepreneurial?

· Yes

· No

· I do not know

Marketing (management) clashes (a lot) with the following department:

· Administration

· Customer Service

· Finance

· Human Resource

· IT

· Production

· R&D

· Sales

· Top management

· Other, namely

· I do not know

Marketing receives too less attention in the boardroom / company….

· Yes

· No

· I do not know

Do you perceive marketing as a(n) …:

· Cost

· Investment

· I do not know

Will social media be the future for marketing?

………

Which company is the best in marketing?

………

Age:

…..

Gender:

· Female

· Male

In which department are you employed?

· Administration

· Customer Service

· Finance 

· Human Resource

· IT

· Marketing

· Production

· R&D

· Sales

· Top management

· Other, namely….

N:
Results image of marketing

Is marketing doing well within your organization?

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	8
	44,4
	44,4
	44,4

	 
	No
	8
	44,4
	44,4
	88,9

	 
	I do not know
	2
	11,1
	11,1
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Is marketing required for small(er) companies?

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	17
	94,4
	94,4
	94,4

	 
	No
	1
	5,6
	5,6
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Is marketing required for non-profit organizations?

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	16
	88,9
	88,9
	88,9

	 
	No
	1
	5,6
	5,6
	94,4

	 
	I do not know
	1
	5,6
	5,6
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Do you recognize marketing as ‘pushy’ (NL: Opdringerig)?

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	3
	16,7
	16,7
	16,7

	 
	No
	14
	77,8
	77,8
	94,4

	 
	I do not know
	1
	5,6
	5,6
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Do you see marketing as sales driven?

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	11
	61,1
	61,1
	61,1

	 
	No
	7
	38,9
	38,9
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Which department is responsible for the long-run (strategy)?

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Marketing
	17
	94,4
	94,4
	94,4

	 
	I do not know
	1
	5,6
	5,6
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Which department is responsible for the short-run (strategy)?

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Marketing
	5
	27,8
	27,8
	27,8

	 
	Sales
	11
	61,1
	61,1
	88,9

	 
	I do not know
	2
	11,1
	11,1
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Price of goods/services should be set by ...

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Marketing
	12
	66,7
	66,7
	66,7

	 
	Sales
	5
	27,8
	27,8
	94,4

	 
	I do not know
	1
	5,6
	5,6
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Where should marketing’s focus on…?

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Customers
	13
	72,2
	72,2
	72,2

	 
	Profit
	1
	5,6
	5,6
	77,8

	 
	Other, namely
	4
	22,2
	22,2
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Do you recognize a shift of the marketing focus (in the past years)?

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	14
	77,8
	77,8
	77,8

	 
	No
	3
	16,7
	16,7
	94,4

	 
	I do not know
	1
	5,6
	5,6
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Responsible for the size of the marketing budget  - Finance

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	16
	88,9
	88,9
	88,9

	 
	Yes
	2
	11,1
	11,1
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Responsible for the size of the marketing budget  - Production

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	17
	94,4
	94,4
	94,4

	 
	Yes
	1
	5,6
	5,6
	100,0

	 
	Total
	18
	100,0
	100,0
	 


Responsible for the size of the marketing budget  - Marketing

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	10
	55,6
	55,6
	55,6

	 
	Yes
	8
	44,4
	44,4
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Responsible for the size of the marketing budget  - Sales

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	15
	83,3
	83,3
	83,3

	 
	Yes
	3
	16,7
	16,7
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Responsible for the size of the marketing budget  - Top management

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	1
	5,6
	5,6
	5,6

	 
	Yes
	17
	94,4
	94,4
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Responsible for the size of the marketing budget  - Other

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	18
	100,0
	100,0
	100,0



Responsible for the size of the marketing budget  - Don’t know

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	18
	100,0
	100,0
	100,0



Should marketing be more accountable?

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	14
	77,8
	77,8
	77,8

	 
	No
	2
	11,1
	11,1
	88,9

	 
	I do not know
	2
	11,1
	11,1
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Are todays marketing managers good/enough educated?

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	4
	22,2
	22,2
	22,2

	 
	No
	9
	50,0
	50,0
	72,2

	 
	I do not know
	5
	27,8
	27,8
	100,0

	 
	Total
	18
	100,0
	100,0
	 


Does the marketing manager have sufficient knowledge about finance?

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	4
	22,2
	22,2
	22,2

	 
	No
	12
	66,7
	66,7
	88,9

	 
	I do not know
	2
	11,1
	11,1
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Is the marketing manager enough entrepreneurial?

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	7
	38,9
	38,9
	38,9

	 
	No
	8
	44,4
	44,4
	83,3

	 
	I do not know
	3
	16,7
	16,7
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Marketing clashes with  - Administration

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	15
	83,3
	83,3
	83,3

	 
	Yes
	3
	16,7
	16,7
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Marketing clashes with - Customer_service

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	18
	100,0
	100,0
	100,0



Marketing clashes with - Finance1

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	11
	61,1
	61,1
	61,1

	 
	Yes
	7
	38,9
	38,9
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Marketing clashes with - HR

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	16
	88,9
	88,9
	88,9

	 
	Yes
	2
	11,1
	11,1
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Marketing clashes with - IT

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	10
	55,6
	55,6
	55,6

	 
	Yes
	8
	44,4
	44,4
	100,0

	 
	Total
	18
	100,0
	100,0
	 


Marketing clashes with - Production
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	14
	77,8
	77,8
	77,8

	 
	Yes
	4
	22,2
	22,2
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Marketing clashes with - R&D

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	15
	83,3
	83,3
	83,3

	 
	Yes
	3
	16,7
	16,7
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Marketing clashes with - Sales
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	7
	38,9
	38,9
	38,9

	 
	Yes
	11
	61,1
	61,1
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Marketing clashes with – Top management
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	16
	88,9
	88,9
	88,9

	 
	Yes
	2
	11,1
	11,1
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Marketing clashes with - Other
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	17
	94,4
	94,4
	94,4

	 
	Yes
	1
	5,6
	5,6
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Marketing clashes with – I don’t know

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No
	16
	88,9
	88,9
	88,9

	 
	Yes
	2
	11,1
	11,1
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Marketing receives too less attention in the boardroom / company…

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	8
	44,4
	44,4
	44,4

	 
	No
	6
	33,3
	33,3
	77,8

	 
	I do not know
	4
	22,2
	22,2
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Do you perceive marketing as a(n) …:

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Cost
	2
	11,1
	11,1
	11,1

	 
	Investment
	16
	88,9
	88,9
	100,0

	 
	Total
	18
	100,0
	100,0
	 



Will social media be an important tool for marketing in the (near) future?

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	16
	88,9
	88,9
	88,9

	 
	No
	1
	5,6
	5,6
	94,4

	 
	I do not know
	1
	5,6
	5,6
	100,0

	 
	Total
	18
	100,0
	100,0
	 


O:
Marketing budget
	CONSOLIDATED STATEMENTS OF OPERATIONS
	 
	

	Operational expenses
	
	 
	

	 
	
	 
	

	* Selling, general and administrative expenses
	25%
	

	** Selling expenses
	
	25%
	

	*** General and administration expenses
	
	avr.
	

	**** Sales & Marketing costs
	
	50%
	

	***** Marketing, general and administration expenses
	25%
	

	****** Selling and distribution costs
	
	25%
	

	******* Commercial and admin. Costs
	
	25%
	

	******** Selling and admin. Expenses
	 
	25%
	

	
	%
	
	%

	Shell*
	3.3
	 
	0.825

	ExxonMobil*
	4.7
	 
	1.175

	Coca cola*
	36.65
	 
	15

	Coca Cola - advertising
	9
	 
	 

	Pepsico*
	34.7
	 
	8.675

	P&G*
	29.5
	 
	7.375

	Ahold*
	22.5
	 
	5.625

	Super de Boer**
	10.3
	 
	5

	Super de Boer***
	2.7
	 
	 

	Carrefour*
	16.5
	 
	5

	Advertising
	1.2
	 
	 

	Heineken
	17.5
	 
	17.5

	Sare Lee*
	29.4
	 
	7.35

	Akzo Nobel **
	21.97
	 
	10

	Akzo Nobel ***
	7.2
	 
	 

	Philips**
	22.2
	 
	5

	Philips***
	3.2
	 
	 

	Philips advertising + sales promotion
	3.5
	 
	 

	ASML*
	9.8
	 
	2.45

	3M*
	20.8
	 
	5.2

	Cisco systems ****
	23.3
	 
	11.65

	IBM*
	21.9
	 
	5.475

	Dell*
	11.6
	 
	2.9

	Intel*****
	22.6
	 
	5,65

	McDonald*
	9.8
	 
	2.45

	Microsoft****
	22
	 
	11

	Adobe systems****
	33.3
	 
	16,65

	eBay****
	21.6
	 
	10.8

	Yahoo Inc.****
	23.1
	 
	11.55

	SanDisk****
	5.8
	 
	2.9

	Nike*
	32.9
	 
	8.225

	British Airways**
	9.9
	 
	2.475

	Reed Elsevier******
	18.3
	 
	4.575

	Rolls & Royce Group*******
	7.1
	 
	1.775

	BMW Group********
	9.9
	 
	2.475

	Sage Group Plc.********
	72.9
	 
	18.225

	Samsung Elecontronics*
	16.7
	 
	4.175

	Deutsche Telekom**
	24.6
	 
	6.15

	AT&T*
	25.5
	 
	6.375

	Average
	 
	 
	7.02


P:
Article: Setting a Marketing Budget
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By Susan M. Jacksack, J.D.

Staff Writer, CCH Business Owner's Toolkit 

Spending on marketing support—promotion, advertising and public relations—varies widely, from less than 1 percent of net sales for industrial business-to-business operations to 10 percent or more for companies marketing consumer-packaged goods. 

Consumer packaged goods companies may spend 50 percent of net sales for introductory marketing programs in the first year, subsequently lowering the percentage spent to a stable 8 to 10 percent within a few years. Retail stores that advertise and promote spend an average of 4 to 6 percent of net sales for marketing support. 

Often, small businesses estimate their sales revenue, cost-of-goods, overhead and salaries, and then gross profit. Anything left is considered available funds for marketing support. That's not such a good idea. A more rational approach for setting your marketing budget is to estimate what your direct competitors spend in marketing support and then try to at least match that amount. 

If you are the new competitor in the marketplace, you will have to spend more aggressively to establish your market share objective. Here's a sample case study demonstrating how one small business set its marketing budget. 

Joe's Redhots, a hot-dog cart selling to office workers, wanted to use popular media such as TV, radio and newspapers to advertise, along with promotional free product samples and coupons. Joe learned from his suppliers that his competitors in the downtown office area were spending little or no money to promote and advertise their cart luncheon businesses. He estimated that the most successful hot-dog cart spent 5 percent of net sales revenue for promotion and advertising. Joe decided to spend at least 10 percent of his net sales during the first year. 

Joe ranked all his possibilities in order of probable effectiveness, with estimated costs: 

Advertising 
TV ($500/30-second ad/station)

Radio ($50-$100/60-second ad/station)

Newspaper ads ($500/ad)

Cart signage ($100)

Flyers ($100 @$0.10 each) 

Promotion 
Free samples ($25/day @$0.25 each)

Coupons ($5/day @$.025 each)

Frequent purchase book ($15/day)

Soft drink premiums (supplied by drink companies.) 

Joe found that any broadcast ad required additional production costs that were at least as much as the cost of a single ad. In addition, he needed to run at least four or five ads per station to be effective. Breakeven cost coverage would be exorbitant, with over a year's estimated sales needed just to pay for a small TV and radio campaign. And it's difficult to advertise with available media just to his target group of office workers within a radius of six city blocks. 

Joe decided to have his cart painted ($100) with a clever message ("The best place to have a quick lunch"), hand out 1,000 flyers ($100) over three months to offices, do the soft drink premium program (collect can tabs for free gifts provided by local soft drink distributors), and try to get a free PR article mention in local newspapers and downtown TV and radio stations by sending free samples to editorial staff before lunch. He figured he could afford to hand out flyers and samples all year long and stay within his 10 percent budget limit. 
Figure 8: Decision influence across departments and functions (n = 213 and allocation of 100 points).
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Figure 3: marketing within organizations
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Figure 4: Budgeting processes





Figure 5: Marketing costs





Table 1: Responsibility of budgeting process





Figure 6: Profitability of each budget process





Figure 7: Important competences for a marketer.





Figure 9: Important marketing tasks/responsibilities
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