I

@é = Seminarios Internacionales Complutenses

’J

Il FORUM INTERNACIONAL SOBRE

Las Ciencias, las Tecnicas y el Arte
Apllcadas ol Marketing

Academia y Profesion

24-26 de Noviembre de 1999

% UNIVERSIDAD COMPLUTENSE DE MADRID
= & = FACULTAD DE CIENCIAS ECONOMICAS Y EMPRESARIALES
7.+ Departamento de Comercializacion e Investigacion de Mercados




indice

GLOBALISATION, NEW TECHNOLOGIES AND THE EUROPEAN CONSUMER: THE
BEVOLUTION IN SALES ORGANISATION.........ccisnunserssmssssensnssssensrssssassassssnsnassassssassnsnassnssssanss

GLOBALIZACION, NUEVAS TECNOLOGIAS Y EL CONSUMIDOR EUROPEO: LA REVOLUCION
EN LA ORGANIZACION DE LAS VENTAS
MICHELLE BERGADAA, University of Geneva, Suiza.

I.  Introduction

Il. A prospective research: the method used

Ill. A mutating context: the results of the study

IV. Conclusion: questions for the future

V. Bibliography

LOS NUEVOS SISTEMAS DE VENTA: ANALISIS DESCRIPTIVO DE CONTENIDO
INFORMATIVO DE LA TELEVENTA. .....cooiiiriinnennensstisnnnsssnsssssssmssssasssssssnissssssnsssssnssnsas

NEW SELLING SYSTEMS: A DESCRIPTIVE ANALYSIS OF THE INFORMATION CONTENT OF TELE-SALES
FRANCISCO TORAN TORRES; SILVIA SANZ BLAS,Universidad de Valencia Y JOSE JULIAN
ANTON FREIS, Florida Universitaria.

. Introduccién

Il.  Andlisis de contenido

lll. Analisis de contenido informativo
IV. Televenta

V. Objetivos del estudio

VI. Metodologia

VII. Resultados obtenidos

VIIl. Conclusiones

IX. Bibliografia

EL EFECTO DE LAS ESTRATEGIAS EN EL RENDIMIENTO EXPORTADOR DE LAS
PEQUENAS Y MEDIANAS EMPRESAS INDUSTRIALES ESPANOLAS..........c..ccovveineniniennnes

THE EFFECTS OF RESOURCES AND STRATEGY ON THE EXPORT YIELD OF SMALL AND MEDIUM
SIZED SPANISH COMPANIES
JOSE ANTONIO VARELA GONZALEZ; MARIA LUISA DEL Rio ARAUJO Y JOSE MANUEL BARREIRO
FERNANDEZ, Universidad de Santiago de Compostela.
. Introduccién
Il.  Revision de la literatura
lll. Andlisis empirico
IV. Conclusiones
V. Bibliografia

EL ESFUERZO INNOVADOR DE LAS EMPRESAS ESPAF{OLAS EN EL CONTEXTO DE
LA GLOBALIZACION TECNOLOGICA: CARACTERIZACION Y CUANTIFICACION ............

THE INNOVATION EFFORTS OF THE SPANISH COMPANIES IN THE CONTEXT OF TECHNOLOGICAL
GLOBALIZATION: A CHARACTERIZATION AND QUANTIFICATION
JOSE Luis VAZQUEZ BURGUETE; JOSE LUIS PLACER GALAN; PABLO GUTIERREZ RODRIGUEZ Y
ANGEL DARIO JIMENEZ SAEZ, Universidad de Le6n.
. Introduccién
Il. Estudios sobre caracterizacién de la empresa innovadora
Ill. Cuantificacién del esfuerzo tecnolégico de las empresas espafiolas
IV. Andlisis integrado de los indicadores tecnolégicos de convergencia
V. Conclusiones
VI. Bibliografia

10
13
14

15

17
17
18
19
20
20
21
24
25

27

29
29
31
36
37

39

40
41
43
45
47
48



2 INDICE

EL RETO DE LA EMPRESA ESPANOLA: DEL MERCADO NACIONAL A LOS
MERCADOS INTERNACIONALES ........ccceeunsereraenee e SASER SRS RS RS sRessn s AR R R ...49

THE CHALLENGE FOR SPANISH COMPANIES: THE MOVE FROM NATIONALTO INTERNATIONAL
MARKETS
ENRIQUE ORTEGA MARTINEZ Y LADISLAO GONZALEZ Ruiz, Universidad Complutense de
Madrid.

Il.  Introduccién 51
lll. Las exportaciones espariolas en el contexto mundial 51
IV. Estructura de ias exportaciones esparolas 54
V. Estructuras geograficas de las exportaciones 57
VI. Ventaja comparativa y comercio intraindustrial 58
VII. A modo de conclusion: el reto de la empresa espariola 59
VIII. Bibliografia 60

DINAMICIDAD DE LAS ACTIVIDADES INDUSTRIALES EN LA COMUNIDAD
ARAGONESA.......ooetretietrcesrnesniessasssssssssessssssssssssssssssssssssssssssssssnnss - 61

THE DINAMICS OF INDUSTRIAL ACTIVITIES OF SMALL AND MEDIUM SIZED COMPANIES IN ARAGON
JUAN CARLOS RAMON-SOLANS PRAT Y M? ROSARIO FERRIZ MARCEN, Universidad de

Zaragoza.
I.  Interés del trabajo 63
Il.  Objetivos 63
lll. Metodologia 63
IV. Actividades industriales mas dinamicas en la comunidad de aragon 64
V. Caracteristicas del movimiento industrial en la comunidad de aragon durante el
periodo 1992-1998. 66
VI. Conclusiones 67
VIl. Bibliografia 68

CLOSENESS OR GAPS BETWEEN SLOVENIAN AND OTHER EASTERN EUROPEAN
CONSUMERS: PROBLEMS OF APPLYING A STANDARDIZED MARKETING STRATEGY
WHEN SERVING THE EASTERN EUROPEAN CONSUMERS 69

PROXIMIDAD Y DIFERENCIAS ENTRE LOS CONSUMIDORES ESLOVACOS Y DE OTROS PAISES DE
EUROPA DEL ESTE: PROBLEMAS PARA LA APLICACION DE UNA ESTRATEGIA ESTANDAR DE
MARKETING PARA LOS CONSUMIDORES DE LA EUROPA DEL ESTE

ICA ROJSEK, University of Ljubljana, Eslovenia.

I.  Introduction 71
Il.  Some characteristics of eastern european consumers. 72
lll. Purpose of the study 73
IV. Research hypotheses 73
V. Methodology 75
VI. Results 75
VII. Conclusion 77
VIII. Limitations and suggestions for future research 78
IX. References 78

EL COMERCIO JUSTO: UN MODELO ALTERNATIVO DE DISTRIBUCION
INTERNACIONAL 81

FAIR COMMERCE: AN ALTERNATIVE MODEL OF INTERNATIONAL DISTRIBUTION
INMACULADA BUENDIA MARTINEZ, University College Cork, Irlanda; JORGE COQUE MARTINEZ,
Universidad de Oviedo, Y JOSE VIDAL GARCIA ALONSO, Universidad Complutense de
Madrid.

. Introduccién 83
Il. Las implicaciones éticas del comercio justo 84
lll. Los sistemas de distribucion en el comercio justo 89
IV. Conclusiones 94

V. Bibliografia 96



3 INDICE

MARKETING DECISION MAKING IN THE ELECTRONIC ERA: THE STATE-OF-THE-ART
OF MARKETING MANAGEMENT SUPPORT SYSTEMS........ccccconmsersnnsersnmsansnssessessssssssassanans 99

LA ADOPCION DE DECISIONES DE MARKETING EN LA ERA ELECTRONICA
BEREND WIERENGA Y GERRIT H. VAN BRUGGEN, Universidad Erasmus, Rotterdam

I.  Introduction 101
Il.  Marketing Management Support Systems 102
Ill. The Demand Side of Marketing Management Support Systems 104
IV. Match Between Demand and Supply of Marketing Management Support Systems 105
V. The Future of Marketing Management Support Systems 107
VI. References 109
THE INTERNET AND THE RETAIL INDUSTRY ....ccoeieeiricricecnenccncescenssssnnssssnsssssassasanenes 111

INTERNET Y EL COMERCIO AL POR MENOR
CRISTINA MAZON CALPENA Y PEDRO PEREIRA, Universidad Complutense de Madrid.

. Introduction 113
. The model 115
lll. Observed patterns 118
IV. References 120

INTERNET DESDE LA PERSPECTIVA DEL SISTEMA DE INFORMACION DE
MARKETING............. S U RS A SRS SRS S USRS RS R ERB S SRS RSSO 121

INTERNET FROM THE PERSPECTIVE OF THE MARKETING INFORMATION SYSTEM
ENRIQUE PEREZ DEL CAMPO, Universidad Complutense de Madrid.

I.  Introduccién 123
Il. Internet en el Plan de Marketing 125
lIl. Internet en el Marketing MIX. 127
IV. Internet y el Sistema de Informacion de Marketing. 134
V. Conclusiones 136
VI. Bibliografia 137

MARKETING ELECTRONICO: EL CASO DE LA MULTIMEDIA COMO HERRAMIENTA
DE ACERCAMIENTO EN BUSCA DE SOCIOS COMERCIALES A TRAVES DE UN CD-

ROM INTERACTIVO. CeessssresssssseeesssasetessasEeaTaeEassSTseaaasanae et e nnnRnaeeeeeenannnnnnnaennaaas 139

ELECTRONIC MARKETING: MULTIMEDIA AS AN APPROACHING TOOL FOR FINDING NEW COMMERCIAL

ASSOCIATES

ALFREDO MAYEN, Universidad Nacional Auténoma de México, México.

I.  Definiciones como punto de partida: 141
Il.  Lamultimedia en la comunicacién del marketing. 141
1Il. En busca de socios comerciales. 142
IV. Plan de comunicacién electrénica. 144
V. Equipo indispensable 146
VI. Recomendacioén final 147
VIl. Bibliografia 147

VALOR DE LA CALIDAD CERTIFICADA EN EL CONSUMO DE ALIMENTOS.......cccccctaeeans 149

THE VALUE OF CERTIFIED QUALITY IN THE FOOD CONSUMPTION
M2 JESUS ALVAREZ SANCHEZ-ARJONA Y M2 ANTONIA ALBARDIAZ SEGADOR, Universidad de
Navarra.

. Objetivos. 151
Il. Certificaciones de calidad. 151
lll. Metodologia 1563
IV. Resultados 163
V. Conclusiones 157

VI. Bibliografia 158



4 iNDICE

EL SEXO DE LOS JUEGOS: UN ESTUDIO SOBRE DIFERENCIAS ATRIBUCIONALES
SEGUN EL SEXO DE LOS CONSUMIDORES. .........cccoocisnunsecnenssssssanasssansasssssssassasssssanssosssss 159

THE INFLUENCE OF GENDER IN GAMES: A CASE STUDY ON ATRIBUTED DIFFERENCES
ACCORDING TO CONSUMER GENDERS
M2 CARMEN PUENTES GRANA Y JUAN MIGUEL REY PINO, Universidad de Cadiz.

I.  Introduccion 161
Il.  Objetivos del estudio. 161
Ill. Metodologia. 162
IV. Conclusiones. 169
V. Bibliografia: 169

CROSS-CULTURAL COMPARISON OF ADOPTION OF INNOVATIONS: A
PROPOSITIONAL INVENTORY OF EXPECTED OUTCOMES..........ccocusnimreessunancmrnsasnsannses 173

COMPARACION DE LAS INFLUENCIAS CULTURALES EN LA ADOPCION DE INNOVACIONES:
PROPUESTA PARA INVENTARIAR LOS RESULTADOS ESPERADOS
SANGEETA SINGH, Norwegian School of Management, Noruega.

I.  Introduction 175
Il. Innovativeness 175
lll. Culture and consumption 176
IV. Culture and consumer innovativeness 177
V. Conclusion 180
VI. References 181
EL PATROCINIO COMO HERRAMIENTA DE COMUNICACION DE MARKETING.............. 183

SPONSORSHIP AS A COMMUNICATION TOOL OF MARKETING
JAVIER VILLANUEVA SANCHEZ Y PILAR RIVERA TORRES, Universidad de Zaragoza.

I.  Introduccién 185
Il.  Revision de la literatura 186
lll. El patrocinio desde el punto de vista de los patrocinadores. 187
IV. El patrocinio desde el punto de vista de los consumidores 192
V. Perspectivas para futuras investigaciones 193
VI. Bibliografia 194

APLICACION DE LA REGRESION ALISADA A LA PROMOCION Y PREDICCION DE
VENTAS . 197

THE APPLICATION OF A SMOOTH REGRESSION ON PROMOTION AND SALES PREDICTION
MIGUEL GUTIERREZ FERNANDEZ Y DAVID DOBADO; ESTER GUTIERREZ MOYA Y MIGUEL
GUTIERREZ MOYA, Universidad de Sevilla.

I.  Estimacion del efecto de una promocién de ventas 199
Il.  Prediccién de ventas 205
lll. Conclusién 212
IV. Bibliografia 212

TRADITIONAL RETAIL AND HYPERMARKETS. RETAILERS PERSPECTIVES AND
BEHAVIOUR .. 213
HIPERMERCADOS FRENTE A ESTABLECIMIENTOS TRADICIONALES: PERCEPCION Y

COMPORTAMIENTO DE LOS DETALLISTAS
MINOO FARHANGMEHR Y SUSANA MARQUES, Universidade do Minho, Portugal.

I.  Introduction " 215
Il. The Portuguese Commercial Structure and its Evolution 215
lll. The impact of hypermarkets in the different kind of stores/sectors 217
IV. Traditional Retailers Perceptions Towards Hypermarkets 218
V. Objectives and Methodology 218
VI.  Analysis of results ‘ 219
VII. Conclusions, implications and future studies 222

VIll. References 222



TOTAL RELATIONSHIP MARKETING .. - ssnass RS s

MARKETING RELACIONAL TOTAL
EVERT GUMMESSON STOCKHOLM, University, Suecia.

l.
Il.
I,
IV.

NUEVAS TENDENCIAS EN EL MARKETING DE SERVICIOS.......

Broadening Research Approaches in Marketing
Total Relationship Marketing

The Ultimate Issue Is Implementation
References

NEW TENDENCIES IN SERVICES MARKETING
JOSEP CHIAS, Presidente de Marketing Systems, Barcelona.
Decidir la oferta integral: Definir, Estructurar, Promover e Implantar

l.

Il
M.
V.
V.
VI.
VII.
VIIL.
IX.
X.

Definir: el enfoque estratégico

El concepto, la referencia general

Publicos objetivo, la ficcion util

La Seleccion del Publico Objetivo: La diana para la medida del éxito
Los valores del mercado

El valor de conviccidn, una idea fuerte

El valor de accesibilidad, la imprescindible cercania.

¢ Definir los valores?: Cabeza, corazon, bolsillo y a mano
Posicionamiento, la sintesis competitiva

El triangulo de la coherencia

DIMENSIONES CRITICAS DE LA CALIDAD DEL SERVICIO: UN ANALISIS

INTERSECTORIAL .....

THE CRITICAL DIMENSIONS OF SERVICE QUALITY: AN INTER-SECTORIAL ANALYSIS
CRISTINA FERNANDEZ RuIz Y CARMEN PEREZ CABANERO, Universidad de Valencia.

l.
L.
.
Iv.
V.
VI.
VIL.

El encuentro con el servicio

Los métodos convencionales de medicion de la calidad del servicio y sus
limitaciones

El método del incidente critico

Metodologia

Clasificacion de los incidentes

Resultados y Conclusiones

Bibliografia

Anexo: tablas de resultados

LA CULTURA COMO ACTIVIDAD ECONOMICA: EL ANALISIS DEL CONSUMIDOR DE

ACTIVIDADES CULTURALES BAJO UN ENFOQUE DE MARKETING
CULTURE AS AN ECONOMIC ACTIVITY: ANALYSIS OF THE CONSUMER OF CULTURAL ACTIVITIES

FROM THE MARKETING PERSPECTIVE

MANUEL CUADRADO; MIGUEL ANGEL GOMEZ; ANA |. JIMENEZ; CARLOTA LORENZO; PILAR

MARTINEZ Y ALEJANDRO MOLLA, Universidad de Castilla-La Mancha.

l
Il.
M.
IV.
V.
VI.
VII.

VIl

IX.

Introduccion: marketing y cultura

Actividades culturales y servicios

El sector de la cultura y las artes

El mercado en las actividades culturales

Metodologia de la investigacion

Andlisis de datos: resultados y conclusiones particulares
Discusion global

limitaciones y oportunidades de investigacion
Bibliografia

225
225
227
227

229

231
231
231
232
232
233
233
233
234
234
235

237

239

240
241
242
242
244
246
249

251

253
255
256
257
260
262
271
272
273




6 INDICE

UNA APROXIMACION AL ANALISIS DE LA QESTI()N COMERCIAL EN LAS
ENTIDADES CULTURALES: UNA APLICACION EMPIRICA A LOS MUSEOS................... 277

AN APPROXIMATION TO THE ANALYSIS OF COMMERCIAL MANAGEMENT IN A CULTURAL
ORGANIZATION: AN EMPIRICAL APPLICATION ON MUSEUMS
JAUME CODINA MEJON Y EDUARD CRISTOBAL FRANSI, Universidad de Lérida.

I. El concepto de marketing cultural 279
II. El marketing en los museos 279
lll. Metodologia del estudio empirico 282
IV. Analisis del estudio empirico 283
V. Conclusiones 287
VI. Referencias bibliograficas 288

MARKETING CON CAUSA: ANALISIS Y DIAGNOSTICO DE SU SITUACION EN
ESPANA U M L BB R N L N P ey AN O S 291

CAUSED RELATED MARKETING: CURRENT SITUATION AND DIAGNOSIS OF ITS UTILIZATION IN SPAIN
MANUEL RECIO MENENDEZ Y ANGEL ORTIiZ SANCHEZ, Universidad de Almeria.

. Conceptualizaciéon del mcs 293
Il. Diferencias con otro tipo de actividades filantrépicas de la empresa 294
lll. ¢Porqué es mas adecuada su utilizaciéon en estos momentos? 205
IV. Cémo debe ser gestionado el mcs por las empresas productoras 296
V. Como debe utilizarse por las ong y demas instituciones benéficas 300
VI. Qué opinan los consumidores 301
VII. Evaluacién de las acciones solidarias desarrolladas por las empresas en espafa
desde la 6ptica del mcs 302
VIll. Conclusiones 310
IX. Bibliografia 311

MARKETING A TOOL FOR THE OPTIMISATION OF THE VACCINATION CAMPAIGNS .. 313

MARKETING, UN INSTRUMENTO DE PERFECCIONAMIENTO DE LAS CAMPANAS DE VACUNACION
HENRIQUE J. C. LOPES, Universidade Catodlica Portuguesa, Portugal.

I.  Introduction 315
Il.  Methodology 317
Ill. Results 317
IV. Conclusions 320
V. Bibliography 321
ELECCION DE IMAGEN RESPONSABLE CON EL MEDIO AMBIENTE DE UNA
EMPRESA INDUSTRIAL. UN CASO PARADIGMATICO .....ccceeeeereceesecesssonsenennnmenssssssssesseessens 323
A PARADIGMATIC CASE ON CHOOSING THE RIGHT ENVIRONMENTAL IMAGE OF AN INDUSTRIAL
COMPANY

JAIME MANERA BASSA; MAUX DE VICENTE Y OLIVA Y FRANCISCO BLANCO JIMENEZ, Universidad
Rey Juan Carlos, Madrid.

I.  Introduccién 325
Il.  Una obra con importancia medioambiental 326
Ill.  Un problema de toma de decisiones técnicas y medioambientales 328
IV. Un problema de marketing 330
V. Las técnicas de decision 331
VI. Conclusiones: 336

VIl. Referencias Bibliograficas: 336



MARKETING DECISION MAKING IN THE
ELECTRONIC ERA: THE STATE-OF-THE-ART OF
MARKETING MANAGEMENT SUPPORT
SYSTEMS

Berend Wierenga
Gerrit H. Van Bruggen

University Erasmus, Rotterdam

Marketing managers are exposed to an ever-growing stream of information about the
markets they are operating in and the performance of their products. In the Electronic
Era the supply of data has exploded and marketing management support systems are
needed to transform this data into actionable knowledge. This paper deals with the
nature of marketing management support systems (MMSS) and the different types of
MMSS that are available. Also a marketing management support recommender is
presented that can help to find the most appropriate type(s) of MMSS for a given
decision situation.

Finally, we discuss the future of marketing management support systems in the
perspective of relevant developments in ICT and of the changes in the environment of
the marketing decision maker.




I. INTRODUCTION

Marketing decision makers are responsible for the design and execution of marketing programs
for products or brands. They operate under different names, such as product manager, brand
manager, marketing manager, marketing director, or commercial director. Marketing decision
makers choose the target markets and segments for their products and services, and develop
and implement marketing mixes. Because of the proliferation of products and brands, the
fragmentation of markets in an ever growing number of different segments, the fierceness of
competition, and the overall acceleration of change, marketing decisions are becoming
increasingly complex. Furthermore, decisions have to be made under increasing time pressure.
Product life cycles are getting shorter, and competition occurs not only within countries but
increasingly at an international and even global level. New markets are opening up in Asia and
central Europe, existing markets are being deregulated, and new distribution channels like the
Internet are developing.

Marketing managers are exposed to a constant stream of information about the markets they
are operating in and the performance of their products. This information consists of data from
formal information systems and market research studies as well as informal cues about
customers, distributors, competitors, and so forth. In the Electronic Era the supply of data has
exploded. Especially with consumer goods, the amounts of data collected using customer cards
and point-of-sales scanning technology have multiplied manifold. Even in business-to-business
markets, however, handheld computers and sales automation systems now make it possible for
sales reps to systematically collect large amounts of data about their customers. The
development of the Internet, furthermore, also offers great opportunities to collect information
about existing and potential customers. Although the exponential growth of available information
offers great opportunities for marketers, it also has its downside. Due to cognitive limitations
marketers may apply biased heuristics for interpreting the data and managers tend to
experience the increased quantities of information as very stressful (Reuters 1996).

The good news is that marketing decision-makers can benefit from a quickly increasing supply
of tools that support them in using data, information, and knowledge for decision making.
Research in marketing science and information technology has resulted in systems like
marketing models, marketing information systems, marketing decision support systems,
marketing expert systems, and so on. We use the term marketing management support
systems (MMSS) to refer to the whole set of tools that marketers can use to support their
decision-making activities. Companies are quickly increasing their investments in these
systems. Marketing management support systems are meant to make a marketing decision
maker more effective by increasing the quality of marketing decision making. These systems
are also able to compensate for the weaknesses or shortcomings of human marketers. This
paper will deal with the following topics:

e What is a marketing management support system and which different types of these
systems are available?

e How do these marketing management support systems match with the demand side,
i.e. the decision making processes of marketing managers? How can we find the MMSS
that provides the best fit with a given decision situation?

e  What will be the future of marketing management support systems, in the perspective of
the changes in marketing, the changes in the environment of the marketing decision
maker and the ongoing developments in information and communication technology?
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ll. MARKETING MANAGEMENT SUPPORT SYSTEMS

A marketing management support system can be defined as follows (Wierenga and
Van Bruggen 2000):

Any device combining (1) information technology, (2) analytical capabilities, (3)
marketing data, and (4) marketing knowledge, made available to one or more
marketing decision maker(s) to improve the quality of marketing management.

The term marketing management support systems is a collective noun for a variety of systems
that have been developed since the early sixties. Marketing models mark the start of the use of
computers to aid marketing decision making; they consist of mathematical representations of
marketing problems that aim at finding optimal values for marketing instruments. The
philosophy underlying these systems is that it is possible to find an objective best solution. From
the mid-1960s onward, marketers could make use of marketing information systems for the
storage, retrieval, and (statistical) analysis of data. By means of manipulating quantitative
information, marketing information systems assist marketers in analyzing what has happened in
the market and determining possible causes of events. Whereas marketing information systems
are relatively passive systems that provide marketers only with the information they are looking
for, marketing decision support systems are more active. They provide marketers with the
opportunity to answer “what-if’ questions by means of making simulations. Marketing decision
support systems focus not on replacing but on supporting the marketer. Using judgment,
marketers will generate ideas for possible courses of action; the marketing decision support
system can then help predict the outcomes of these actions. However, the marketer's judgment
will still be the decisive factor in selecting the final and most appropriate course of action.

In the mid-1930s, a new generation of marketing management support systems was developed.
These systems emphasized the marketing knowledge rather than quantitative data. Marketing
expert systems were the first of these knowledge-based systems. The basic philosophy
underlying these systems is to capture the knowledge from an expert in a specific domain and
make that knowledge available in a computer program for solving problems in that domain. The
goal of an expert system is to replicate the performance levels of (a) human expert(s) in a
computer model. These systems take a normative approach in searching for the best solution to
a given problem. Marketing knowledge-based systems, introduced in the early 1990s, describe
a broader class of systems than marketing expert systems. They obtain their knowledge from
any source, not just from human experts but also from textbooks, cases, and so on.
Furthermore, knowledge can be represented in multiple forms, that is, not only by means of
rules, as in expert systems, but also, for example, by means of semantic networks and frame-
based hierarchies. Unlike marketing expert systems, marketing knowledge-based systems do
not focus on finding a best solution but emphasize the reasoning processes of decision makers.
The third type of knowledge-based system, marketing case-based reasoning systems, first
appeared in the mid-1990s. These systems focus on the support of reasoning by analogies.
Analogous thinking is a way of solving problems in which solutions to similar past problems are
taken as a starting point for solving a current problem. Marketing case-based reasoning
systems make cases available in a case library and provide tools for accessing them.

Marketing neural networks are systems that model the way human beings attach meaning to a
set of incoming stimuli, that is, how people recognize patterns from signals. They were inspired
by the actual physical process that takes place in the human brain, where incoming signals are
transmitted through a massive network of connections formed by links among neurons in the
brain. Through this process, a human being is able to recognize patterns in sets of incoming
stimuli, that is, a specific output is connected to input. The first examples of marketing neural
networks have appeared only recently. Finally, marketing creativity support systems are
computer programs that stimulate and endorse the creativity of marketing decision makers.
Although the number of creativity-enhancement programs developed so far is limited, we expect
these systems to become more popular in the coming years, given the increasing importance of
creativity in marketing—for example, in the development of new products.
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In Figure 1 we provide a summary of the characteristics of the different types of marketing
management support systems currently available. A more extensive discussion of the different
MMSS can be found in Wierenga and Van Bruggen (2000). Twenty years ago an account of the
state-of-the-art of marketing management support systems at that moment (up until marketing
decision support systems) was given by Little (1979).

Figure 1.1 Characteristics of Marketing Management Support Systems

Type of MMSS Characterizing Keywords
Marketing Models (MM) » Mathematical representation
e Optimal values for marketing
instruments

* Objective
« Best solution

Marketing Information Systems » Storage and retrieval of data
(MKIS) ¢ Quantitative information
* Registration of “what happens in the
market”

* Passive systems

Marketing Decision Support « Flexible systems

Systems (MDSS) « Recognition of managerial judgment

* Able to answer “why” questions
(analysis) and “what-if” questions
(simulation)

Marketing Expert Systems (MES) « Centers on marketing knowledge

' + Human experts

* Rule-based knowledge representation
» Normative approach: best solution

Marketing Knowledge-Based Systems ¢ Diversity of methods, incuding hybrid

(MKBS) approaches

« Structured knowledge representation,
including frame-based hierarchies

* Model-Based Reasoning

Marketing Case-Based Reasoning * Similarity with earlier cases
Systems (MCBR) ¢ Storage of cases in memory

* Retrieval and adaptation

* No generalization
Marketing Neural Networks (MNN) » Training of associations

* Pattern recognition

* No a priori theory

e Learning
Marketing Creativity Support Systems * Association through connections
MCSS) « Idea generation

* Endorse creativity in problem solving

Adapted from Wierenga and Van Bruggen, 1997
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lll. THE DEMAND SIDE OF MARKETING MANAGEMENT SUPPORT SYSTEMS

Decision-making processes of marketers can take different forms; and it is our premise that in
designing and implementing marketing management support systems (MMSS), one should start
with the decision-making process that such systems are intended to support. We introduce the
concept of marketing problem-solving modes (MPSM). A marketing problem-solving mode is a
cognitive model of the decision-making process or behavior of a marketer.

Johnson-Laird (1988) observed that “human cogitation occurs in dazzling variety” (p. 217). At
one extreme there is “mental arithmetic,” where people deliberate and calculate in a consciously
controlled way and where calculations have a goal and are deterministic. He calls this “the
clocks of mind.” At the other extreme there is the free flow of thoughts (dreams), mental
processes without a goal, and varieties of creation, which he calls “the clouds of mind.”
Assuming that the thought and reasoning processes of marketing managers are not different
from those of ordinary humans, we present a typology of marketing problem-solving modes,
which represent the different positions between these clocks and clouds of the mind.
Specifically, we distinguish four different modes, summarized in the acronym ORAC: optimizing,
reasoning, analogizing, and creating (see Figure 2).

Figure 2 The ORAC model of marketing problem-solving modes

O = Optimizing Clocks of Mind
R = Reasoning f
|
A = Analogizing |
v
C = Creating Clouds of Mind

Stated in a different way, the four MPSM are ordered from hard optimization by means of exact
calculations to soft associations and creativity. The four marketing problem-solving modes can
briefly be characterized as follows.

3.1. Optimizing

In the optimzing mode the marketing decision maker acts as a scientist or engineer with a
precise insight in the mechanisms behind the marketing phenomena. In a strictly analytical way
he/she has a mathematical model that explains and predicts the dependent variable(s) under
study. This model is then parameterized and used for optimization.

3.2. Reasoning

In the reasoning mode the marketing decision maker constructs his/her own internal
representation of the marketing phenomena. This ‘mental model’ is the basis for reasoning
about a problem. It contains the variables deemed relevant and the supposed cause-effect
relationships. Mental models can be at variance with reality, are often incomplete and can
contain undeep or deep knowledge.
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3.3. Analogizing

The marketing decision maker, confronted with a problem, activates in his memory a similar
problem which he/she solved before, or has witnessed being solved. The previous solution is
taken as the starting point for the present case, and may subsequently be adapted, taking into
consideration the differences between the present and the earlier problem. The solution is not
constructed from first principles, but from past cases.

3.4. Creating

In this problem-solving mode the marketing decision maker is searching for novel and effective
ideas and solutions by means of mapping, exploring and transformation of the problem’s
conceptual space, expanding the number of possible solutions through divergent thinking.

IV. MATCH BETWEEN DEMAND AND SUPPLY OF MARKETING MANAGEMENT SUPPORT
SYSTEMS

Different marketing problem-solving modes require different types of marketing management
support systems. Wierenga and Van Bruggen (1997) provide a mapping of marketing problem-
solving and marketing management support systems. In a summary form this mapping is given
in Figure 3.

Figure 3: Mapping Marketing Problem-Solving Modes and Marketing Management Support Systems

Marketing Problem- :
Solving Mode Most Appropriate MMSS
Optimizing —_— MES
MKIS
. MDSS
Reasoning —p MNN
MKBS
MCBR
Analogizing — MNN
Creating e MCSS

The marketing problem-solving modes, in turn, are caused by antecedents that can be
summarized into three categories of decision situation characteristics: problem characteristics,
decision environment characteristics and decision maker characteristics. So the question of
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which MMSS is most appropriate for a given situation is answered in two steps: (1) from
decision situation to marketing problem-solving mode and (2) from marketing problem-solving
mode to the most appropriate MMSS. This is illustrated in Figure 4.

Figure 4: From Decision Situation to Marketing Management Support System

Problem .
characteristics
Decision environment g Marketing problem- 3 Marketing management
characteristics solving mode support system
MPSM MMSS

Decision maker -
characteristics

Based on the relationships depicted in Figure 4, a Marketing Management Support System
Recommender has been developed that helps to make recommendations for the most
appropriate MMSS in a given situation. As an example of how this MMSS Recommender can
be used we consider three typical marketing decision situations: (1) that of a media planner, (2)
that of a product manager in an FMCG industry, and (3) that of a new business manager in an IT
company. A media planner typically deals with highly structured problems and has ample
knowledge, much data is available to him or her, and media planning usually does not take place
under significant time pressure and is often carried out in relatively stable markets. At the other
end of the spectrum, a new business manager of an IT company is typically confronted with
relatively unstructured problems (technologies and applications are constantly changing).
Furthermore, low levels of knowledge (e.g., about the preferences of customers and the
capabilities of competitors) exist, little data is available to that manager, severe time pressure
exists (being first with a new IT product is very important), and markets are dynamic. Finally, the
decision situation of a product manager in an FMCG industry is positioned somewhere between
these two extremes.

Figure 5: Recommendations for marketing management support systems in three different marketing decision
situations: media planner, product manager in FMCG and new business manager in IT company

Media Planner |:l:L7 >

ORAC
MKIS
Product Manager Ij:D] — MDSS
in FMCG MNN
MKBS
ORAC
New Business Manager :[m b %BSR
in IT Company MCSS

ORAC
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The MMSS Recommender translates the characteristics of these different decision situations
into different weight profiles for the four ORAC marketing problem-solving modes. As can be
seen in Figure 5, the task of a media planner is primarily of an optimizing nature, a product
manager in FMCG mainly applies reasoning and analogizing, whereas for the new business
manager in IT, creating is an important problem-solving mode.

The MMSS recommendations are then straightforward and follow directly from Figure 3. The
media planner needs marketing models and marketing expert systems (for the quantitative and
qualitative aspects of mediaplanning respectively), the product manager in FMCG can
adequately be supported with marketing information systems, marketing decision support
systems, marketing neural nets and marketing knowledge-based systems, whereas for the new
product manager in IT, marketing information systems, marketing case-based reasoning
systems and marketing neural nets are the most appropriate marketing management support
systems.

V. THE FUTURE OF MARKETING MANAGEMENT SUPPORT SYSTEMS

The developments on the demand side of marketing management support systems indicate a
further growing need for such systems. The explosive growth of data and information will
motivate a strong demand for systems that can help marketing managers transform this
information into actionable marketing decisions. While the sheer volume of available data has
grown exponentially, the human brain has not advanced in any comparable way to process and
interpret this data (Simon 1997). The demand will come not only from those who are
traditionally most interested in MMSS, that is, manufacturers of FMCG. But because of the rapid
growth in database marketing and electronic commerce, companies in a much larger set of
industries will develop a need for marketing management support systems, most notably in the
business-to-business sector and in service industries. The Internet will increasingly be used to
communicate with customers, to effectuate transactions, and, for specific products such as
software and other information products (e.g., entertainment, news, consulting, and so on) even
to deliver the products to the customers. Since each contact with a customer can be registered
electronically, increasing use of the Internet will generate enormous amounts of data. The
advent of scanner data has been called “The Marketing Information Revolution” (Blattberg,
Glazer and Little 1994), but Internet will cause a “second” marketing information revolution that
will have even more impact than the first. This new data will have an acceleration effect on the
use of more advanced approaches in areas such as business-to-business and services, which
until recently trailed behind FMCG in terms of the analytical level of their marketing.
Customization will generate a specific demand for marketing support. Transaction data will have
to be analyzed to measure the effectiveness of specific marketing actions, and algorithms will
be needed to develop optimal marketing propositions for individual customers. Organizations
such as the virtual bookstore Amazon(www.amazon.com) and virtual CD shop CDNow
(www.cdnow.com) are among the first to apply such approaches. Based on their analysis of
individual customer's interests and buying histories, these companies develop personal
recommendations for individual customers. Besides increased demand we also expect
increased impact from MMSS, because several of the developments on the supply side match
very well with those on the demand side. The availability of sophisticated data analysis
techniques will make mass-marketing activities in data-rich environments more effective. The
increased availability of user-friendlier software will facilitate the use of MMSS by marketers
themselves rather than by support staff. The availability of autonomous agents as part of MMSS
will be especially effective in environments where customized marketing activities are being
applied. Furthermore, the emergence of group support software and organization-wide systems
will facilitate the coordination of activities across departments, while the availability of supply-
chain management procedures will facilitate interorganizational coordination.
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There will be a strong differentiation in the types of marketing management support systems
needed by different companies and within companies in different decision situations. It makes a
big difference whether a company is active in a more or less stable FMCG market or in a very
turbulent market in the IT or telecommunications industry. As we have seen earlier, stable
markets can benefit from modeling and optimization, whereas more turbulent markets need
MMSS that support reasoning, analogizing, and creating. Also, customization and interactive
marketing pose their own requirements for MMSS. Following classical marketing principles, we
might divide the market for MMSS into segments with relatively homogeneous needs for such
systems within each segment. A more tailor-made approach to the design of marketing
management support systems will definitely foster their success.

There is a clear tendency toward integrated systems. We distinguish two types of integration
here. The first is the integration of different data processing and knowledge-processing
technologies in one and the same system. Optimization models and expert systems used to be
very different from each other as technologies but are now coming together in the same
marketing management support system. A marketing decision maker is not interested in
technologies as such, but in what systems offer in terms of functionality. The second type of
integration is integration over functional areas of management. We have seen already that
companies increasingly strive for intra-organizational cooperation and approach their activities
from a business process point of view. Such a view emphasizes the integration of such different
areas as marketing, production, logistics, finance, and so on. This process orientation is
stimulated when the customer database is taken as the starting point for all the sales and
consecutive transactions and delivery activities of a company. In such a situation there is a
need for integrated information systems, systems that cover all the relevant functional areas.
These integrated systems are often referred to as enterprise resource planning (or ERP)
systems. Increasingly, these ERP systems also contain so-called front-office components,
which support the commercial activities of companies. The emergence of ERP systems implies
that marketing management support systems should be accessible and useful to a wider set of
decision makers, including nonmarketing ones. Similarly, MMSS should be able to tap
information from the systems of other departments.

Marketers typically are not in the forefront in embracing new computer systems that are meant
to make them more effective and efficient decision makers. More research is needed of how the
adoption and implementation of marketing management support systems can be stimulated.
From the research so far is has become clear (Wierenga, Van Bruggen, Staelin 1999), that the
success of marketing management in companies dependent on the following factors: the match
between supply and demand of decision support, the design characteristics (e.g. accessibilty,
user interface, etc) and the implementation process ( e.g. top management support, user
involvement). Further insights are needed, for example with respect to the nature of the
managerial decision processes that the MMSS is supposed to support, the use of MMSS in the
context of time pressure, the optimal combination of managerial judgment and marketing
management support systems, and the organsational validation of MMSS, i.e. its ultimate
impact on company’s results.
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