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The Classification System for Measuring Marketing
Expenditure and Marketing Performance®
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F= Fdo| 7 (Heskett et al. 1994: Kamakura
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FAES Eg) 0107 AAHE FHE B

T+ Rdlo]tRust, Zahorik, and Keiningham
1995).
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& ROMI(return on marketing investment)©]
o} 71EH o7 “ROM =9]9/FAt=(
o-rHAEAIE) /AR AIE olg Il &
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Aol 7H = SA T viAIE Q9] o Gale 1987). (& D)< AH4w%el o2 74 A
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SREH Gohfr7t A9 5 Y o A AAIFe] AR B & (%), WiEdellA 4
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€ Z=th 7HE 1t rPIRAIE S AT ()9 &
]

En R e AML PIMSHTE BRE 2HA]7} AL A& Aot
oF 4do] HFAE ARSI Q7] wEo) A
(+), B2 Yeht= 3A7E gAF J4 2.2.2 vHAIR A E3} A Ao A

okl WI)E ofFThE Rolt) o ATANE

Iz Folsdud vHAIgHE EolA, v APl dixE ST AGERES v
=5 =9 ¥&S ¥FA 4&d ROIY ROS A JAEIY wHIRAIZ ] ol A<t
o "HEE ¥ b k=gl HA °“‘E‘r 17 AT AeAE AT A F7] "G
A PHAIBAIE S rIR AR 9 rAI R 1 olfE o' AHE =olv WHeR
BFE e o] v wA Ei %—t— A AAEANE FrAse] SUE FAT A
o] Stk S A7) gEd Aolvt A
a%7] 2ol =8elM W 1A wA g E eolu WiEdTES AFdHe] HAs F
Aete e UEdE Fedd 2L e 72 8ok PIMSATAlM = A&
O & 5 vk AR o]#d A= vt 3 EAEES AFdIe A (+) 9] A
AYS Fste MuAdAE s =2 5 ¥ B Sled vkl BCGE A/ AR
Atk & AFeAE PIMSATFo= g v EY2oM AEFES Aty e

GAES B AlEstste] A5F4IHROS, ROA) FES dufrad #dol
ske] #AE AT s 7Hle AP = AgelME A F 4o
gl

CE 1) ArAEEE7t ROI”E ROSO DIXl= L&

Kl it ROI ROS

]Xl—;ﬁ_n_.g + +
A/ A w20 g F2 + +
& ool A AAFo] AA sk vlE (%) - -
shEolol A QT AR s (%) - -
s alol A AR E 7 A she ¥ € (%) - -
R (%) + +
shZelold TgARAto] AAshs ¥4 (%) - -
z]}\ ZHEL A + +
A + +
A7 Ao AR e 1§ %) - -
An7HsE + +
A3 784 (FIFO) + +

A& Robert D. Buzzell and Bradley T. Gale(1987), The PIMS Principles
-Linking Strategy to Performance, New york: The Free Press, p.46.
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F27F aARE QrpEs BE S
ol A& HYF3 JtH(Rust, Zahorik, and
Keiningham 1995). $H8 HAZ Y WEo] I
ANES 71A 9} FO 0 R ojojxE AAS B
o= SPC(service profit chain) Zd oA +=
BARAALRE g Fapt A4S e R

H9e AAE 5

rl

S| FOHoR oo

A3t Ath(Heskett et al. 1994; Kamakura
et al, 2002)

o5 7ol wER TAwEe] Mg}

L gEo) QS Bl FAE oW 14
PEEE BoldE AT ¥ & o A9
Aol wep Ao gl e 53 )
ARER LT o7] ole & Aol Wk AIAFE
AN, RN QNS BTN, L EA)
K LI S E LS Ao R B



k1

I

Anderson et al. 1997)
ﬂ—f T A(+)9 474]7} ‘Elx]”} "1‘31
= FO)9 #AT

(Anderson et al, 1997). =

2 P

IN 3o

1—!::
9

m1
LN o | G~ U w R b AP (A A 8

b

‘E}(Gruca and Rego 2005).
= -’F‘”_E AEEHE o E

_N_

9 1 o
O
falts)

= Fornell (1992)
AR A3 17

Mo & & ol

rr‘

[*]

=

ra WS
1N 2

e

flo oo X
N
o

VR
W R

=

>

IS

=
2

>

rir
fob
ko
ox o

rishnan(2006). =uj
F7F 7l (o] <= 2001), AL

g 2l

Mithas, Moreson M, and
A= FAuEI}

A=A 50} A

T IANEEE AT o] Y B I carryover
effect) 7} Jos A A+E Arh(Bernhardt,
Donthu, and Kennett 2000).
olAH oy AFolA LATH

7ol BAAZE dFHIL Q7] "ol olE

o ZAst FAE T3 AANES Fol|H
AFAA7E oA E 2R & 4 Slo] 7H4
£ A%t

M 4 IARSES ATATRE A(+)e] B
A7k 9 Aelk

CER S R EE

AN YZHI Yol A=
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g e 4 92 ol

of BEG 2o o wol FYEA

A77F goval itk(Homburg,

Koschate, and Hoyer 2005: Seiders, Voss, Grewal
and Godfrey 2005).
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(O 2) oERIES] EFA

shA H 2l ]

AR AZE

kA % g 7]

sttt AR P FH]= ME(marketing expenditure)
2, ¥4 45 ¥)+= Ml(marketing investment)
2, 3378+ AD(advertising) 2 Z33ke] 4
of AREgith E3t o]F A& BHE Hu 4
&3] 3l7] fsliA HlER SAS ALY T
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Aol E = F GYol/EAAT x 100°

20 2 wjZEHo]]E(ROS: return on sales)
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Beksied] ol ol §Hth vlZeol
l%

(sales growth rate) xg 946}
AR &S AFA

AED! fs}h WAZE UH%OH B AP o)

lzm
é
X2
D)
§2
k-
i)
i

MEAAAE = (BB — A7)

/ A71mjZEe] x 100
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WAEAES ATRAE 7

A A28 (http://dart fssorkr/) A A g A

AT

=

2 ATE A% BEL o 2tk wHY FAE ARE AR ol AgS e
AEH AFAHAEE JAZIS 1FHeRE & 89 A5E EA4s7] 98 SPSS 1205 ©
12978 ANYE S JIHeE Aeih &sto] BFEA S dAgth
IANES S 9% MFEe S AL
Aol A EiEshe =7 A4 (NCS])

o] 20049%E 20069714 F 3dzke)] AEE V. 7| 284 = 7}

AHEETE AFUSEE AEEHE 2RSS

TE 71D oA olFoAE & Al

o1g&37] fl3) wAw Ak A Al 4l 712

e HHes Aeddst] g9l i

AR ARSI olEd@ ZlEel o8] HAAd 411 71&SA%

P> ZHPMJ?M IS AAE B

she 7% 8470 Z1sielw, vAIEAIE S LA + A7l MRS H AHAA #AE gl
S5, vHIBAES AR ke JAE 24 U fEvet 7199 rHIRAES #4323
ske 7 97 Z1delnh AR ek LA = (E 29 2k ¥l Be A
Eo A= t, t-1 t27] 39 A ARE AME = izl o 4% H=E AL AT
aioF b7l wWiell Ee] A7|7F EolETh £ AAH R oF 8%5 AA T FAIAR
o2 AHE 7S (FE)el 550 gl )7t 53% HEE AAsIL

(& 2) OFAIERIEO| tHEHOA RIX|oh= HI=2

Slel ob% 2

= Eads gk W FE=Uat
2006 ME/sales 0022 105.8103 8.621925 12.6906395
2005 ME/sales .0009 70.1378 8.259381 10.0978635
2004 ME/sales .0009 36.4825 7.650307 77131044
2006 MI/Sales 0021 38.4086 5.426968 6.6436985
2005 MlI/sales .0007 29.9100 5.329589 6.3617875
2004 MI/Sales .0007 28.2688 5.376236 6.1207625
2006 AD/Sales .0020 38.4086 4.260719 5.7510975
2005 AD/Sales .0004 27.2073 4.145078 5.3115317
2004 AD/Sales .0004 23.9450 3.920737 4.6874431

<, ME/Sales: =&l A A wpA EB] 7} 2R 8= Bl&, MI/Sales:

AD/Sales: wiZEq oA FI B 7} 2pA S H S

wEoel A EAYFH} A ke g

glst 2RAH 5



g 719N E B3l F840) EEUA ¥
Yirs BOIFIL Qo E9 stk vpA |u)7}
Eqel A 2AAstE HEol Frlele NS

Holal glof ARl ZeE AdAL e
el ek ol EﬂiEt “og7h 93
A" " Entt e 2R 3 4
S A8k Zyman(1999) 9 T wix]
= @it

4.1.2 AWBAE

B AN AHEE 7 AR
7t oldl ol ofn Y]
g Qots] 98 ARuARA
(£5 ¥ (& 63 2k

rir

42 7VAAF

4.2.1 AR A &3} A ¥

15 7o)

s
N
=

=
s %=

e rxi

Al
A
3}

Al
RN

pul

v

e RERE

T3 B Al

Ao M 847 ] EEo] AREH ST 71E m 2= °§6§% 7&%; 2L (A1-1), (4
T (R 4o 2k 200603 ZANEEE gl 1-2), (A1-3elt}y. FEHHFE ROS, ROA,
O} 2004, 20059% IANEETE Qe 1370 7] SGRi ol S¥WHe = AME, AMEwL, AMEw-
HS ALste] U 71HS Aol AR Th SO t7], t-17], t-271¢] AR AT} t7]
(E 3) IFAER|E, DHUEE, MPMIe| 7| &5H 2
Ak Hdizk e EFAA
2006 NCSI 62.81 84.10 71.1460 291319
2006 SGR -49.44 170.77 99831 24.82685
2006 ROA -83.75 51.67 38421 15.50249
2006 ROS -137.20 93.19 8.2240 22.98790
2006 AME - 03167 1.02641 0545242 12690640
2005 AME -.03390 66747 .0486851 .10097863
2004 AME - 04632 31850 0301751 07713104
2006 AMI - 46117 53693 2345692 28151437
2005 AMI - 32452 55090 2314934 28199112
2004 AMI - 34333 54487 2473057 26935075
2006 AAD - 30541 69275 2533984 31216748
2005 AAD - 22802 72360 2700850 30741737
2004 AAD - 25255 73234 2853162 30717733

o, NCSI: ZATEE, SGR: WEH474E, ROA: Apite]e
AME: 23ig AA A EAE, AML: Z3bid FAA9FH), AAD:
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°lE, ROS: dHoldE

23N Fam)



CEH 4) OHERE AIZER S AHFERe| 7|2 A
gk gk it ZFHA
2006 NCSI 62.81 84.10 71.1758 2.96480
2005 NCSI 67.35 80.73 717742 296178
2004 NCSI 64.03 79.79 71.1560 304303
2006 SGR ~49.44 170.77 85876 24.38076
2006 ROA -83.75 51.67 36308 16.33331
2006 ROS -137.20 93.19 80719 24.25428
o, NCSI: 2A%EE SGR: MjE&H474E, ROA: AHFeld &, ROS: YHoldE
CE 5) DHOEERE AIZYD 5 R A
2006NCSI 2005NCSI 2004NCSI
2006SGR 006 -.080 -107
2006ROA 134 -016 084
2006ROS 214 -.024 050
o, (a) NCSI: ZATSE, SGR: wiZol4 48, ROA: AHitellE, ROS: dgololE
(b) 1%%2M F49) BBAFE Qs
(E 6) OFIEXIE, OHUZE Y| AR
2006 | 2006 | 2006 | 2006 | 2005 | 2004 | 2006 | 2005 | 2004 | 2006 | 2005 | 2004
SGR | ROA | ROS | AME | AME | AME | AMI | AMI | AMI | AAD | AAD | AAD
Ii?; 010 | 094 | 202% | -369% | -407* | -378% | 218% | 184 | 197 | 178 | 184 | 219
2006 . .
oge | 1000 | 001 | 007 | <193 | -072 | -019 | .268* | 194|172 | 216" | 194 | .158
2006 ol o
oA | 0L | L1000 | 566% | -170 | -201% | 048 | 105 | 143|033 |2 |13 | 050
2006 sk sk % sk sk k sk
Rog | 007 | 566%| 1000 | -580% | -502% | 107 | 273* | 250% | 151 | 297% | 250% | 189
o, (a) NCSI: ZARSE, SGR: vl&9)448, ROA: 44T0]2), ROS: FYolE,

AME: 2511 wpIEA%, AME: 23009 FA40 9%, AAD: 2304 2w
(b) * 1%5ZNA S8 AAAS

o] Aok

stgom 1 4

-

SRCEL IR
e E D3 Rk

K

=} O =]
kS FA

(A1-1) ROS;, ROA: SGRi= ay+ BiAME+e;
</>]1‘2> ROS{, ROA{, SGth aot [31AME¢71+&
(A1-3) ROS;, ROA; SGRi= ay+ BiAME;-ot¢;

OIAERIER O el £

g 9

st 284A 53



7 oEY

H[2t ROS, ROA, SGR

=Yug R’ R F B Beta t P | Z&HS
2006 AME 336 329 48.034 -1.050 - 580 -6931 | .000
2005 AME 252 244 31.933 -1.142 - 502 5651 | .000 ROS
20049 AME 011 001 1.090 -317 -107 -1.044 | 299
2006 AME 029 019 2830 | -20.776 -170 -1.682 | .09
2005 AME 040 030 3999 | -30.856 -201 -2.000 | 048 ROA
2004 AME 002 - 008 222 9.702 048 471 | 639
20061 AME 037 027 3664 | -37.700 -193 -1914 | 059
2005 AME 005 - 005 491 | -17.638 - 072 =701 | 485 SGR
2004 AME 000 - 010 036 -6.237 -019 -189 | 851

AR AR A5
Aolejgel MAE 9= %ﬁé& A3} 1719
t-1719] PR TlE 719 ddellE
F Aol gl FAA FF= vAE= AL
2 uebdth(tr]: B=-580, t=-6.931, p<00L,
t-17]:B=-502, t=-5.651, p<00L, t7]: Pp=-
170, t=-1682, p<l. t-171: p=-201, t=
-2.000, p<.05). FEgH ZIpupAE|AFH7E A
A MEAYFEN MAE e 2T
A3 719 AR AR 19 MEAYTE
of #4AQ YF= PIAE AR Uehgthp
=-193, t=-1914, p<1). 8T BEA=
712 PIMSA7-9F dA|sh= dfolth,

THARATH T FAYUTHIE AR s v
o] AFAd 8 AT mAE dF=
Fahe 71EAE (A1-3), Al-4), (4159
H|4E ROS. ROA., SGROlTL %#¥

FE AML, AMl, AMly §O2 t7], t-17],
t-2719] FARIAFR7E t7]9] AFAg ek A
Al PlAlE Y TAEeH 1 Ade
(G )3 2t

i}

e
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(A1-3) ROS, ROA;, SGRi= ay+ BiAMI+e;
<}>]1‘4> ROS{, ROA{, SGRt: U+ B1AMIH+&
(A1-5) ROS, ROA;, SGRi= ayt+ BiAMILote

ZH Ur°ﬂ— frolg "3%—% Hlﬂt}l B
01%'11 g AP = A
38 2= 9t}
FA HTH] = 7MY Tosita & = Qe
H7} AFEAF D AAA | nx= o3k
dsote 71842 (A1-6), (A1-7), 4
>°]E‘r. FTEMTE ROS, ROA; SGR 3L
= AAD;, AADyy, AAD; 522 t7],
t27u Bu)7t 1719 ARz A
Sl HAE Qe EAdRen 1 2%
F 9ok 2ok

R

my

OO

T e oﬂ,

#
'(f n:E

rr oX
A 0.>L




(#1-6) ROS;, ROA:, SGR:= a+ BIAAD+e: T Utk o] Ao mEW Fyve= FAANY
(A1-7) ROS, ROA, SGR= ay+ BAAD-+& Tl HE] AR B AR el mA =
(&1-8) ROS;, ROA: SGRi= ay+ B1AADs+& el Aty & 4 Ut
oA GE], BRG], FARE e Y
BAE Az}t t-1, t-2719) S} t7]9 AEs T7et] AT 2 ATl wA
Aol gttt Fo2 JFS A= e T QTS 4T oY A BE™ F 7t
Z ol Aako)olgds 9aS n)x]%| A ouE Zg g Ak WA, FAYAFH
ororth ek ByHl= ARl WEA AR THAEAEEA M Adsite Aol v
B tr]ouk Heo] JEge wH= AL = S 2, Yol EH mMENdEE] "HIREH
CH 8) FArILFH|2k ROS, ROA, SGR
=S R? R F B Beta t P | =45
20061 AMI 074 065 7.621 223 273 2.761 007
20053 AMI 062 053 6.329 024 250 2.516 014 ROS
200413 AMI 023 012 2.206 129 151 1.485 141
200613 AMI 011 001 1.067 5.804 105 1.033 304
20053 AMI 020 010 1.971 7.838 143 1.404 164 ROA
20043 AMI 001 -.009 107 1.928 033 327 745
20061 AMI 072 062 7.359 23647 268 2713 008
20053 AMI 038 028 3716 17.082 194 1.928 057 SGR
20043 AMI 030 019 2898 15.860 172 1.702 092
(E 9> &10H|2t ROS, ROA, SGR
=Yg R* R F B Beta t P &g
2006 AAD 088 078 9177 219 297 3.029 003
20053 AAD 080 070 8.266 21 283 2.875 005 ROS
200413 AAD 035 025 3470 140 188 1.863 066
20061 AAD 032 021 3.098 8.954 178 1.759 082
20053 AAD 020 010 1.958 7.057 142 1.399 165 ROA
200413 AAD 003 -.007 329 2.963 059 573 568
20061 AAD 047 037 4,650 17192 216 2158 033
20053 AAD 026 016 2.524 12.992 161 1.589 115 SGR
200413 AAD 025 015 2444 12.801 158 1.563 121

o
R
om
>
T
K=
O
R
om
0x
k=]
10
i
0x
o
0
_‘?ﬂ
HI

FHA 55




2 At Zolth ROIE 4lshs ROA
44 @)

= "HEAES BAE Felsr)7t
ol o

122 WARAZT 2447}

WEAED A4 2D B
VARR

AE A7) A% 7]

(A2-3)0lt}, &, t7], t—17l, t—27194 ulA "2
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o

<EZ
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10>

(A2-1) NCSL= a+ BLAME:(AMI, AAD:)+s:
(A2-2) NCSL-1= at BLAME;-1(AMI1, AAD1)+e:
(212-3) NCSli»= ayt+ BIAME;2(AMI;-s, AAD2)+e

43 2% ¢ 1, t27)e] A
BETA BE R(-)9 93L

Uertom RAYGTHS %

o K r
4

b

7]

Al
L]

Ny ]1_
T -
-

= A
L ot
L -

AL A(+)9] #AE Holx Yok EF 3
Anle] wisl FAIATHIE tgho] Z2EH
s & g ol FAIdREIeh Famt
AARFE PAE G 71E] AT A
g dA| sk Aol

IHA R T, AR ], AR v Y
AZs EFst] AANSE vliAls 9=
AT olde] Aol wmEr F 7HA ovEg
Fe Atk WA, THRAE T FANYT
H7F A SA4AR] %= Rtk A
°oji tro =, FAAFHIY Farule] Hls|
A wA= Gge] o Atk etk

123 TAR T} AF

CER P2 E]

TARF] ATATN PN JFL Pohn
7) 9130 AR 71 (31, (H3-2), (4]
3-Polth. ol Aol 2AR 7], t-1], t-2
79 ZAREESL 7]9] Gl E, Aol
g iE R VAL GBS 24T A%

(E 10) OBEIX|ED T2HntEs

EYPus R? R F B Beta t P
20063 AME 136 127 15.016 -8.481 - 369 -3875 000
20053 AME 166 157 18.892 -11.750 - 407 -4.346 000
20049 AME 143 134 15.868 -14.289 -378 -3983 000
20063 AMI 048 038 4743 2.257 218 2.178 032
20053 AMI 034 024 3.327 1.900 184 1.824 071
20043 AMI 039 029 3.820 2127 197 1.955 054
20063 AAD 032 021 3.099 1.659 178 1.760 082
200511 AAD 033 022 3.209 1.713 181 1.791 076
2004 AAD 028 021 3134 1.654 175 1.752 089
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(4]3-1) ROS;, ROA:, SGR:= ay+ BiNCSI+e:
(213-2) ROS; ROA; SGR;= qy+ BiNCSIi-1+&:
(2]3-3) ROS;, ROA:, SGRi= ay+ BiNCSL-o+&:

B9 A nad (9 wuﬁgm

G4 o v delh meb o Askl
WEW TAREES G0l E, Atelg,
MEdgEe Bl gy & 4 Ak o
A% Ak s Q780 FA49 WAt
e Aolt), mely

%*TJr AR 2ol wheh ARk

%) x}om N
35 71
t-17]¢] 37 {—é— 7P t7H Aol )&l
105 ERsow(t7]:

>,\1

tH(B=.305 t=1.840: p<l). WHH AuH]AYe]

Ao t-17]9] IATEEI} t7]9] 2pato]olEo

2
FAAN FFE T AR HeEEThp=-251
t=-1741: p<1)

ol TAAe WEW VAT A
Ao A dF= TAA e AE
oFJAL Yol wet ZE OE  See A
At olnt. E=o A EAEE B 2348
T ReE Aoy IARSEE AFE A
ol 2] e ACRE & 5 Qlrh

13 PARAZT wAR A ] Rl
o Al

131 wplEA 2 25

w e PHIRAEC] v Al viAlE

Sy R R%; F B Beta t P | Z&us
20069 NCSI 058 047 4951 2.033 241 2.225 029
20059 NCSI 003 -.010 203 - 426 -.050 - 450 654 ROS
20043 NCSI 010 -.003 780 811 098 883 380
20063 NCSI 018 006 1,507 740 134 1.228 223
20059 NCSI .000 -.012 020 -.086 -016 -141 888 ROA
2004'd NCSI 007 -.005 582 451 084 763 448
2006 NCSI .000 -.012 003 049 006 054 957
20059 NCSI 006 -.006 527 - 658 -.080 -726 470 SGR
20049 NCSI 011 -.001 946 - 856 -107 -973 333
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2 R0 vehgth webd] sgAZe e
AYYL =osts A3 GRS T
QEHE RS Aol BYE Aoz Lt
QTN AREAR], A, 2
aH), BEN), AL Fol g
S R AMS B mpARAT
ol BAE Aol REAow 4=HT U
& Rolth, 23 Aol 9 WA BawE Ae
L B MEE A g das el
Maths W] ol A% ALt 98 F

58 SHEOAIEIMY ®i13 M1z 20094 42

432 TGS 2R

FAEAA YA s =g o RS o
DA Aest £7E AAAE A7A A 2
7ste] AAJZT (2" Dells Be ke 32
B Aol 7IEL R ov <A 3
= "B A A AR
7197483 59 e ARt ok 7]
Q7 Ie & AelM A7) mEel w
HA Al 1A e R el thste] =ejslr] 2
g,

WA, ATAAE JYold ST Aol EE

92w GYgoldge mEAZe s

F
< Lo AeldES %A @ o=
WERST, HRE ohdEk Al e g
& T pHAIgAIZE sl dIde v 1A
TR EoE w7, ol A Al w
=9 sHgAES Faddds =92 o v
ARARAZ FholdE, WedddE LA
F27F Ageira & 4 gtk W ARkl
B2 HIRAE g8l 9% WA e A
22 yeht FAdds =oske MR

o WAL fol5A g Aoz veyth B

% oheh TARNZEG A LE, ko]
g3te WAL AFEA St o ga
Aze] TAVEZES Geelol el WAL
Selg & Uitk oHE BAEA el ¥



>,

NARE BHA epEAdHe] ARG S ¥
* 4 ok
JEdoAM = wAEAIZC] B4 GAE 4
A 170 FFe PAE AoE Hol 3
ot AR AE(F, AR
HE e, T F)A K /\]zgxg%g ﬂHg
S)=AFAHROL EVA  5)—7147F143 3%
(MVA 5)"& olojx= #FgoltiRust, Ambler,
Carpenter, Kimar, and Srivastava 2004: Lehman
2004). ol (¥ Dol =™ F7go] Zget
AAAFEAA o] B AFARE o]o]
ALE g Edojth
AR £ Agdel w2 wARGE 7F
o] A7 JIAY mlekste] o] gt AR R o]
EFslA] e AAE 4 vk WA Kaplan
and Norton(1992) ¢] &4 #3E(BSC)ol <A
& (28 DI 2 ALY vPIEAHE
Relsln E4% AL Add. wA, A
g AR F 2 3ok dEUE e
b Qe RolA o At AaMFTt of)
e Aotk FFHCE JH7HIE £
o At FAL olFolo} T FF
gt FHRLS ETARY A FYRY
TE S A 276 we AR 2
o 2 4 8, A, 199 A
Aol AZS BYOE F/ET Yk
33A02 AR 2] e 2
Ay AR #
ww—-aﬂ it
2

A

ol

&,
)

]_

Hj pc
ol
Rl

)
He I

'H

A)AE AA = 2ol ROMY Return

< Performance® thA|sle] ]2 Ao] o}
g A" SRR A3 A (POM

A AQkeit

o
)\
2
o

T e AL o] Ao Ty
oAFA H T E Al 4 3T
A, SAGABE FAYLRAL G5
T AR A A= ol o

fr 4z Ao of |o

243 4

DHIEXIEL DHEE o] EXE 9I8h 2FAH 59



AROT 2 AZB + ATk FARYFE
(28 DN B st ol F7EY] 917
2, Fuvlucks TR0l W v gL

= Fe wlolt ¥ ArdM:

- S

L R

A FHAAEE TS A ol 2

o U1, t-17], t-2719] FAAAFHIE v

g7l vAe ¥ BH8] WY dEo

ot webs HARAE £5 7AEE ) FHE

of 3t FAAE Ar1Her By Hod 2

270 vk dAd, ¢ B u A
I

AAY B A9 nd Eohgo

Stk 2 ATlA Al 7 ER mIEAE
2 ZAse] wAYAT Bl

Fe AT 5 A9/ Wl

o 2Ase] PG4 7]

U1 g Selsls o

FelA) ggol

ofs
e s
g
=
vy
] o

rr o
of
0%t

My
[o
i

<
oX,
bg
{fin}

M

=

1%

{1
32
o

]_

J
i) &‘Ci
Oll

82 Hr
R
o
N
[

2o
o
i e
tlo

N
=
)

> N ore

-

iy,

:Jd

e g

[o
il
i)
2
rlo
¢
L
9
o 1o
Bl
flo o
2
N,
ot
b2

N
kl
E
I
o
N

2
Mg
2 ¢
TR
)
Jo &

tjo
N
N
2L
fo
N

tlo 2 ¥° e ox W i
O 4o ozfy 3o
42ty
1o
4
=]
o
(o,
o> B
oL

r
k) =2
B
|4 ol mx

3+
/N'd (marketing concept) oIt} I &2

AAEA F23 AAZ, o3 A4 BL

60 SHEOFAIEIMY ®i "1z 20094 42

7F A=Al o A7 5 AT

5.2 79 @Al Bl mlefd ol i A

B oATE g0 Ave oy 41 @A
9o FF A7 95 2 /S A

AR, Al 7 B EAES SHs wgol
SErhs BA7E T e ggTEE v
o AT HER FARYTHE e

SEAERIEEETR ECEE SN SF

QEHlIN AR gz 27 ZHas ol
A @ olfE mEN AAshe vgw
AR 7o BAE BT S g o)
Folth £ AT wplEAZol w4l
QYL MALAE BAG )52 R

o Bao] 97] We] 2 AL GAT woy
P ke WAE ATFAE A= B
oA e 3 QuikelulelA sk MR
AR Aol BEd 4 9k

SA, vPIgAZN A7uE At
o ARRBAA PAYYTE L 9]
guREe] JANE BE ARe17t olel
$17] wholk } Z‘Ol TRsstta vhigel
R L EE R
£o A7t 9 ek
YA, TANES ZHse ARE B A7
e NCSE AHITh NCSIe] EAgslE A
FRAE BAS g @ 719 ofe A
Fol} MU} 24E 5 A5, A AT
QUE 7Y el ¢ wEol
A W@z NCSIS AFAe] #
o o] A% AFoht LA )
TAR 7t HHFLoE NCSIHA

rr

F_EL ‘
o

o

!

1o M tlo
J

e
2



Ak Ao] BERAT 7} AR ARE 7
717t ofelel v BERaee WIE A4
st}

g, HIRDS VA
B AL, $AL LIS ol=n 3

hines
o\
9|£
4
%0,
s
re
-
il
N H
%0,
N
2

oW 2007 MAF, AVR 205). W &
GRPYe A7se ¢ B PR 7
YRAAAE 293 & Bt Ak

A= AR B

of Ego] B Zolth
(= A 2008, 07. 29)
AA FA-L: 2009. 02. 15)

xﬂ 74] —t— ROM?EL

3" aA "G AT, A18E A3E, 19-50.
O1S1(2001), “TAVHT TAVEE 918 A
% 2 1979 el o A AA
Yo el ALY EE,
O1%A, S1H(2007), “TATE 0] 7314 Tl

A= Gl dolx IAFAHAE W
A% sAGAT, A22d AL, =i
g3}3], 81-102.

el AAA(2005), “"ROCSI: AARFEEFA}
FA &2 =R spAEATE, A204

A3%, g=ruiA |83, 65-84.

Anderson, Eugene W., Claes Fornell, and Donald
R. Lehmann(1994), “Customer Satisfaction,
Market Share, and Profitability: Findings
From Sweden,” Journal of Marketing, 56
(July), 53-66.

~, and Ronald T. Rust(1997),

“Customer Satisfaction, Productivity, and

Profitability: Differences Between Goods

and Services,” Marketing Science, 16(2),
129-145.

Bernhardt, Kenneth L., Naveen Donthu, and
Pamela A. Kennett(2000), “A Longitudinal
Analysis of Satisfaction and Profitability,”
Journal of Business Research, 47(February),
161-171.

Buzzell, Robert D. and Bradley T. Gale(1987),
The PIMS Principles-Linking Strategy to
Performance, New York: The Free Press.

Fornell, Claes(1992), “A National Customer Sa-
tisfaction Barometer: The Swedish Experience,”
Journal of Marketing, 56(January), 6-21.

, Sunil Mithas, Forrest V. Morgeson I,

and M.S Krishnan(2006), “Customer Sa-
tisfaction and Stock Prices: High Returns,
Low Risk,” Journal of Marketing, 70(January),
3-14.

Gruca, Thomas S. and Lopo L. Rego(2005),

DHIEXIEL opiEd el BXS 98 2R/AA 6]



“Customer Satisfaction, Cash Flow, and
Shareholder Value,” Journal of Marketing,
69(July), 115-130.

Heskett, James L., Thomas O. Jones, Gary W.
Loveman, W. Earl Sasser Jr., and Leonard
Schlesinger(1994), “Putting the Service-
Profit Chain to Work,” Harvard Business
Review, 72(2), 164-74.

. W. Earl Sasser, Jr., and Leonard A.
Schlesinger(1997), The Service Profit Chain,
New York: Free Press.

Homburg, Christian, Nicole Koschate, and Wayne
D. Hoyer(2005), “Do Satisfied Customers
Really Pay More? A Study of the Relation-
ship Between Customer Satisfaction and
Willingness to Pay,”Journal of Marketing,
69(April), 84-96.

Jaworski, Bernard J.(1998), “Toward a Theory
of Marketing Control: Environment Context,
Control Types, and Consequences, "Journal
of Marketing, 52(July), 23-39.

Kamakura, Wagner A., Vikas Mittal, Fernando
de Rosa, and Jose Alfonso Mazzon (2002),
“Assessing the Service Profit Chain,”
Marketing Science, 21(3), 294-317.

Kaplan, Robert S. and David P. Norton(1992),
“The Balanced Scorecard-Measures that
Drive Performance,” Harvard Business Review,
January-February, 123-32.

Kumar, Nirmalya(2004), Marketing as Strategy:
Understanding The CEO's Agenda for
Driving Growth and Innovation, Boston:

Harvard Business School Press.

62 SHEOFAIEIMY ®Mi ®Mis 20094 42

Lehmann, Donald R.(2004), “Linking Marketing
to Financial Performance and Firm Value,”
Journal of Marketing, 63(October), 73-5.

Lenskold, James D.(2003), Marketing ROI: The
Path to Campaign, Customer, and Corporate
Profitability, New York: McGraw-Hill.

Lodish, Leonard M.(1986), The Advertising
and Promotional Challenge: Vaguely Right
or Precisely Wrong? New York: Oxford
University Press,

Luo, Xueming and Naveen Donthu(2006),
“Marketing’s Credibility: A Longtidinal
Investigation of Marketing Communication
Productivity and Shareholder Value,” Journal
of Marketing, 70(October), 70-91.

Narayanan, Sridhar, Desiraju, Ramarao, Chintagunta,
Pradeep K.(2004), “Return on Investment
Implications for Pharmaceutical Promo-
tional Expenditures: The Role of Marketing-
Mix Interactions,” Journal of Marketing,
63(October), 90-105.

O'Sullivan, Don and Andrew V. Abela(2007),
“Marketing Performance Measurement Ability
and Firm Performance,” Journal of Marketing,
71(April), 79-93.

Rust, Ronald T. Katherine N. Lemon, and
Valarie A. Zeithaml(2004a), “Return on
Marketing: Using Customer Equity to
Focus Marketing Strategy,” Journal of
Marketing, 68(January), 109-127.

~, Tim Ambler, Gregory S. Carpenter, V.
Kumer, and Rajendra K. Srivastava(2004b),
"Measuring Marketing Productivity: Current



Knowledge and Future Directions,” Journal
of Marketing, 68(October), 76-90.

_, Christine Moorman, and Peter R. Dickson
(2002), “Getting Return on Quality: Revenue
Expansion, Cost Reduction, or Both?,” Journal
of Marketing, 66(October), 7-24.

~, Anthony J. Zahorik, and Timothy L.
Keiningham(1995), “Return on Quality(ROQ) :
Marketing Service Quality Financially Ac-
countable,” Journal of Marketing, 59( April),
58-70.

Seiders, Kathleen, Glenn B. Voss, Bhruv Grewal,
and Andrea L. Godfrey(2005), “Do Satisfied

Customers Buy More? Examining Moderation
Influences in a Retailing Context,” Journal
of Marketing, 69(October), 26-43.

Shimp, Terence A.(2007), Advertising and Pro-
motion, New York: Thomson.

Srivastava, Rajendra K., Tasaddq A. Shervani,
and Liam Fahey(1998), “Market-Based Assets
and Shareholder Value: A Framework for
Analysis,” Journal of Marketing, 62(January),
2-18.

Zyman, Sergio(1999), The End of Marketing As
We Know It, New York: Harper Business.

o
T
om
>
T
u
[}
~
om
0z
A=)
o
i
02
M
10
ot
HI

FHA 63



O

TEA
AR, deUYdEZY 2 GE, SYoltE, ARAFH, REZE, A8, dudFed,
ZlolAbs A}, diAbsal, 24, GMUlY, A8Ah EFHAANEE, IZArEE, o E
A% E, Fole=7}), ste|EWE, OBYF, =, Fab Hal, vdfd, @+ Wy, ¢2
2%, KT&G, ACIEIEMIMY, 29~ BEsoeztentd, ALRE, 0%
AHEER], AZE, o ~3tolo], S=taldE, LGAEA, Ieloht
oty AAA, Fdad, AT, Fog, CJEad, GSEad, ddEad, 55
AEa¥, $21E4Y, KT, dHolE, SK2#dF, KTF, LGRAFE FUzEa, 2454,
SK. S-oil, @t d®=, oprJohtaly, ighaly, MAZ, KFC, stuto]s WX Hﬂblﬁé
AE) 29 T.GI Zzg}od]e], ﬂa};%—i_l. JHAENNE, HoE, FusH Megzasd f=2LE
9, A2dzA5E, AGEYAY, I, a4, GSHA, doikd, Ry, =
med 9skedy MESY, 2123, BC/IE, LGZHE, CGV, #7kk2, NHN, ok, tf
&, QA YolE, Y2, ANAZE, CIUEY, e, 9AY, 94
2 (a) NCSIE 719991014 KCSIE AlE7 ) Tl ehglel A R4S

64

(b) MAZ 3} KFCE L A(SRSFZoh o2 shte] 479

AT,

SHOIAIEME M H15 2000 42




The Classification System for Measuring Marketing Expenditure
and Marketing Performance

Jeon, In-Soo*
Jeong, Ae-Ju™”*

Abstract

With the growing importance of accountability, it is getting necessary to test the impact of
marketing expenditure on marketing performance. Including recent ROM, we can find a few
researches about marketing accountability, But there are a few problems about definitions and
metric of marketing expenditure and marketing performance. Therefore, by defining and analyzing
the impact of marketing expenditure on marketing performance, we are going to set the classification
scheme of marketing expenditure and marketing performance.

Based on research findings, new definitions and metrics are proposed as follows. First, we suggest
the classification scheme of marketing expenditure. Marketing expenditure is defined as expense
accounts in the balance sheet for doing marketing tasks. Marketing expenditures includes many
accounts, for example, marketing research, advertising, sales promotion, foreign market development,
physical distribution, after services. Among these marketing investment, advertising expenses have a
positive effect on marketing performance. Second, we suggest the classification scheme of marketing
performance. Already, marketing performance has been defined as financial metrics, customer metrics,
market metrics, and corporate social responsibility. But, in this study, we find that the process model
is not relevant for explaining association between the performance metrics. The process model is a
virtuous cycle: “customer metrics —market metrics — financial metrics —firm valuation metrics.” But, in
this study, it is not supported or a little significant association between these metrics. Based on these

results, we suggest the balance model or flower model as the classification scheme of marketing performance.

Key words: marketing expenditures, marketing investment, marketing performance, process model,

balance(flower) model
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1. Introduction

Nowadays, it becomes an emerging issues to
measure the accountability of marketing ex-
penditures. Generally the CEO committee makes
a investment decision based on ROI, so the
accountability of marketing expenditure, that is
called ROM or ROMI, might be very important.
According to these practices, a few marketing
researchers has began to study ROMI. But
there is no consensus about how to define and
measure marketing performance, and how to
define and categorize marketing expenditure, If
these issues are not solved, it is nonsense to
make a marketing investment decision based
on ROMI.

In this paper, these two issues will be solved,
and thus new paradigm will be suggested for
marketing accountability. There would be two
approach to this objective, theoretical approach
and empirical approach. In this paper, two issues
will be studied by hypothesis testing, empirical
approach.

Until now, the research about the accountability
of marketing expenditure has been categorized
as 4 study group. The PIMS(Profit Impact of
Market Strategies) database is a first study of
marketing accountability (Buzzell and Gale 1987).
This project is to study the impact of overall
business strategies including marketing strategy
on ROS(return on sales) and ROI According
to this study, marketing expense, R&D ex-
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pense, and new products % of sales, have
negative(-) impact on ROI and ROS. But
these have positive impact on long-term firm
value, because these can increase sales growth.

Second study is how to measure advertising
effectiveness. the accountability of advertising
expense is proved as not sales but qualitative
indicator including awareness, attitude, and
loyalty, According to Lodish(1986)’s logic of
"vaguely right versus precisely wrong.”, sales is
vaguely right, but qualitative indicators are
precisely.

Third study is the process model which explain
the impact chain of marketing expenditure on
marketing performance. For example, there are
SVC(service profit chain) model and ROQ
(return on quality) model. Th SPC model is to
show the process which explain “employee
satisfaction — customer satisfaction — profit”
(Heskett et al. 1994: Kamakura et al. 2002).
The ROQ model is the process which explain
“service quality investment — customer satis-
faction — profit” (Rust, Zahorik, and Keiningham
1995).

Finally, there are recently emerging studies,
ROM(return on marketing) or ROMI(return on
marketing investment). The basic formula is
“ROM =profit/investment = (profit before tax
-marketing expenditures) /marketing expenditures,”
Example formula is ROM =(ACE-E)/E(E:
discounted marketing expenditure, ACE: in-
crease of customer equity according to marketing
expenditure) (Rust, Lemon, and Zeithaml 2004).



II. Empirical Research for
Suggesting Classification Scheme

The objective of this study is to suggest new
classification system defining and measuring
marketing expenditure and marketing perfo-
rmance. To do this, we can research by theore-
tical approach and empirical approach. In this
study, we are going to suggest new classification
scheme based on the empirical approach, hypo-
thesis testing.

Based on the existing studies and theoretical
background, these 5 hypotheses will be tested.
Hypothesis 1: marketing expenditure will have
a positive effect on ROS and ROA, financial
performance. Hypothesis 2: marketing expen-
diture will have a positive effect on sales growth,
market performance. Hypothesis 3: marketing
expenditures will have a positive effect on cus-
tomer satisfaction index, customer performance.
and Hypothesis 4: customer satisfaction index
will have a positive effect on ROS(return on
sales) and ROA(return on assets). Hypothesis
5: customer satisfaction index will have a
positive effect on sales growth.

The methodology to test these hypotheses as
follows: we define and measure marketing ex-
penditure and marketing performance. Espe-
clally, to show the difference between firms,
we measure abnormal marketing expenditure,
AMEy, AMIy, and AADy AME; is i firm's

abnormal marketing expenditure in the period

t. AMI is 1 firm's abnormal marketing invest-
ment in the period t. AADg is 1 firm's abnormal
advertising expense in the period t. And we
define customer satisfaction by NCSI(National
Customer Satisfaction Index). ROA is defined
as "ROA = total profit before tax/total
assets” and ROS as "ROS = total profit/
sales.” Sample size(n) is 84 firms and 97 firms.
84 samples are used for analyzing the effect of
NCSI on ROA and ROS, and 97 sample for
analyzing the effect of marketing expenditure
on NCSI, ROA, and ROS.

Now here, there are the results of testing 5
hypotheses. First, we can find that the mar-
keting expenditure of t, t-1 period has a
negative effect on ROA and ROS of t. and
also the marketing expenditure of t period has
a negative effect on sales growth of t. Second,
we can find that marketing investment of t,
t-1, t-2 has a positive effect on sales growth,
but doesn't ROA and ROS. Third, advertising
expense of t, t-1, t-2 period doesn't have a
positive effect on ROA, ROS and sales growth.
Based on these results, we can say that not
marketing expenditure, but only marketing in-
vestment has a positive effect on sales growth,
market performance. But it doesn't effect on
the financial performance.

Fourth, we can find that marketing invest-
ment and advertising has a positive effect on
NCSI, but not marketing expenditure. And
marketing investment's effect has a better

than advertising's on NCSI. Based on these
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results, we can say that among three measures
of marketing expenditures, marketing investment
is the most valid metric.

Finally, We can find that NCSI has no posi-
tive effect on ROA, ROS, and sales growth. So
we analyze these relationship in the another
context, the service industry and manufac-
turing industry. There is weak positive associa-
tion among NCSI, ROA, ROS, and sales
growth. Based on these results, we can say
that the process model, “customer performance
— market performance — financial performance”,
is not valid scheme for explaining the relation-

ship among marketing performances,

ll. New Classification Scheme
of Marketing Expenditure

The objective of this study is to suggest new

classification scheme for defining and mea-
suring marketing performance. Nowadays, it
becomes more important to measure the mar-
keting accountability for CEO committee. To
do this objective, we suggest new scheme,
(Figure 1), and test 5 hypotheses to validate
this scheme.

New scheme is defined and measured as
follows: Marketing expenditure is classified as
marketing personnel expenditure and marketing
operating expenditure, Marketing operating
expenditure is classified as marketing cost
expenditure and investment expenditure. And
marketing investment expenditure is classified
as advertising and other expenditures. In the
balance sheet, expenses of marketing expendi-
tures are marketing research, operating R&D,
advertising and PR, sales promotion, foreign
market development, physical distribution, A/S.
In Korea, sales meeting expenses is important

account, but its importance is related in the B

{Figure 1> New Classification Scheme off Marketing Expenditures
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to B situations. So, we dropped sales meeting
expense. And expenses of marketing investment
expenditure are marketing research, operating
R&D, advertising and PR, sales promotion,
foreign market development. Because these
expenses is variable cost and long-term effect.
But physical distribution and A/S, is classified
as marketing cost expenditure. Because these
are fixed cost and sunk cost. Among these
marketing investment expenses, advertising is
especially important, so we classified marketing

investment as advertising and other expenses.

IV. New Classification Scheme
of Marketing Performance:
Balanced Model

For discussing marketing accountability, we
can suggest new classification scheme of mar-
keting performance, called balanced model, (Figure
3). based on the results of this study. Basically,
marketing performance are classified as customer
performance(CSI, brand equity index), market
performance(market share, sales growth), financial
performance(ROA, ROS), and long-term firm
value(MVA). These performance measures have
strong and weak points. In the Figure 2, we can
see the rightness and relevance of these per-
formances. Customer performance is rightly mea-
sured but not relevant to marketing accountability.

As early discussed, until now we has explained

the relationship among marketing performances
based on the process model. The process model
explain the relationship like this, “marketing
expenditure(advertising, service improvements)
— customer performance(attitudes, satisfaction)
— market performance(market share, sales) —
financial performance(ROL, EVA) — firm value
performance(MVA) (Rust, Ambler, Carpenter,
Kimar, and Srivastava 2004: Lehman 2004).”
This model is explaining the relationship from
high-right performance to high relevant perfor-

mance(see (Figure 2)).

{Figure 2> Rightness and Relevance of Marketing
Performance Metrics
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But according to the results of this study,
the relationship among these marketing perfor-
mances is no or little positive effect. We can
say that the process model is not relevant for
measuring the marketing accountability. Therefore,
the balance model, based on the balanced score-
card by Kaplan and Norton(1992), is suggested

as new classification scheme to define and
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measure marketing performance. This model
say that customer performance, market perfor-
mance, and financial performance, all each has
itself meaning, anyone isn't antecedent of
another one. In the long-term, to increase the
firm value, we must increase each performance
by investing marketing expenses. The balance
model is called as flower model, and new per-
formance can be added according to changing
society expectation, for example, CSR (corporate

social responsibility) (See Figure 3).

<Figure 3> Balanced Model of Marketing Performance

The key message of the balance model is
altogether to increase, for increasing long-term
firm value, customer performance, market per-
formance, and financial performance. Thus, it
is necessary to define and measure ‘return’ as
multiple dimensions, in the formula, ROM(return/
marketing investment). Return includes the

increasing rate of CSI, sales growth, and ROS.
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If, owing to the generic meaning of return, it is
difficult to operationalize return as multiple
meaning, performance can be used as alternate
return. Thus we can suggest that the accounta-
bility of marketing expenditure is called POM

9

(performance/marketing investment)
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