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1. Introduction 

Measuring success of marketing activity has become popular among the companies and researchers. So many 
reasonable solutions and tools to measure how succesfull companies marketing but all the measurement still with 
financial perception. For big companies, they have the financial competencies to improve measurement systems and the 
more number of metrics increase and its trustworthy. the success of large companies taking these measurements needs to 
be replicated and applied to SMEs. However, the important point is that companies should look beyond the signals from all 
audiens about the company, not only in social media but in the real services area.  

The business need  for a special assessment related things that can strengthen and become a benchmark in 
business. In this study we will design an audit model of marketing in Small Medium Entreprise in Malang City, is expected 
to giving of integrated, accurate and comprehensive information to help organization making the best decidion and 
direction. The results of the marketing audit is expected to be an answer to what needs to be prepared by an organization 
in order to face the changes and what things that needed to be the focus of a major reimprovement, so at the end with their 
marketing audit is the SME can have a competitive advantage that has been ready to meet the local and global competition 
and survive in pandemic era. The Business have to measure beyond the financial  numbers. Because with these audits, the 
business can map the new strategies, handling loss customers, helpful when the company face the crisis; increasing brand 
awareness, and the most important is the company has the Right decision in the Right time. Metrics such as how good 
enough, how satisfied the customer, how the employee understand our goals, how the product, price, place and our 
promotion fit with competitions, how about business value and number of sales matches with our monthly goals. And how 
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Abstract: 
This present research aims to determine the construction of marketing audit for SME, Specifically the constructs are 
carried out through qualitative methods based on literature review of the concepts and measures of marketing 
effectiveness by revealing the existing constraints and reviewing conceptual model for marketing audit that suitable for 
SME. There is still debate on the most appropriate model for measuring the effectiveness of marketing, about definitive 
classification criteria have not been agreed. This article formulates proposals attempting to contribute filling this gap: 
first of all, we listed the literature revieuw and make a comparison and development between the preliminary review 
with the SMEs sector. Based on the preliminary review, it was found the initial understanding of marketing audit which 
was later strengthened by in-depth interview and coding process until the construction of marketing audit for SMEs was 
found. Therefore, the research adopts a qualitative approach (by interview) to provide a further understanding of the 
most importan things indicator and dimesion for measure and to know the perception of owner business about how they 
measure the effectiveness of marketing in their business and what the major things to improve for Business growth. 
Secondly, to map those identified issues with a corresponding objective and subjective aspects of marketing audit. As a 
result, this could set the dimesions for measure the effective marketing and resolving issues for enhancing the system 
that we call e-marketing audit.  
Briefly findings of this study suggest that: the common problems of the SMEs are related they dont know how to measure 
the effectiveness of marketing and they dont have the data. Another noteworthy point is that from the SMEs perspective, 
they are less effective in making the audit. 6 major components of marketing audit, there are: Audit of marketing 
environment, Audit of marketing strategy, Audit of marketing organization, Audit of marketing systems, Audit of 
marketing productivity, Audit of marketing functions.  
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about our digital marketing are effective enough for building brand awareness and enhancing brand reputation, How 
much it cost to spend promotion and public figure endorse generating and increasing the company sales.  
 So many measurement that company have to develope but the reality the SME’s have no time and cost to improve 
this job. So My research is to develop the Marketing audit as one of aproach for measuring the effectiveness of marketing. 
And we want to fill the gap, because there are limitless study about measuring the marketing audit in SME’s sector. Based 
on the previous research about this (Lestari & Prihartono AH, 2016) have the conclusion about marketing audit in Higher 
Education In Bandung. This study is focused to audit the strategical marketing and develop the key people assessment in 
the company.  Another research is from (Hasibuan, 2015) take study at Banten Province in Indonesia. This study is 
measure business performance using IPA method; SWOT method. There are several things that measure in this study such 
as : raw materials and auxiliary materials, production preocess, water supply, and performance production environmen, 
production equipment, production control, facilities and hygiene activities, buildings and facilities, quality standards, 
business growth, distribution, market. capital, business management, packaging, promotion. We here are the result of the 
business performance (Hasibuan, 2015) 
 

 
Figure 1: Performance Mapping of Smes for Typical Local Snacks of Banten, 

(Hasibuan, 2015) 
 

While many business owner and marketers fixate on volume metrics, here is another issue for measuring 
marketing with strategical aspect. (Lestari & Prihartono AH, 2016). This study is measure Marketing audit using 8 
dimension,  designed Construct from Bolisani, Ettore; Scarso, Enrico. (2014) and adjust with the higher education 
measure. The dimesions are :  Management understanding of a competitive environment, Commercial strategy that is 
understood by management, Image top management wants to build, First contact with client (the importance of 
management that deals directly with students), Understanding the needs of stakeholders, Service complexity that focuses 
on customer solutions, Formulation feedback, The after-sales service, in this case is a form of institutional maintenance for 
alumni. Here are the result of the Marketing audit : 
 

 
Figure 2: The Marketing Audit (Strategical Perspective) for Higher  

Edication in Bandung City, 
(Lestari & Prihartono AH, 2016) 

 
Surely its  difficult to measure all the Marketing in Company, we have to set what we want to measure and not mix 

up and break the measure without regard to the substance and purpose to be achieved. however, such metrics often need 
to be customized for the kind of product or services and need be considered are the company using the online marketing 
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or just using the traditional IMC.  
There are interasting study about the examination of digital marketing,study from (Öztamur & Karakadılar, 2014), 

This study is compare the dynamics industry such as fashion and  common industry like bakery industry. The importance 
of word of mouth marketing and peer recommendation is becoming more pertinent for companies that are immersing 
themselves in online conversation with consumer communities. This study measure the Promotional with the sum of like, 
comment and followers. The prefious study have the same perception about the differences big company and SME’s, that 
conditions easy for large companies to achieve, but very difficult for SMEs to comply with as a marketing tool and measure 
it directly. And sometime SME’s (especially in the Malang region, East Java) still do not develop the digital marketing or 
market place platfrom. The demographic qualifications are very strong to affect the behaviour of business in SME’s.  

In addition to this, investments made in all marketing activity should be taken and the rate of return should be 
calculated. Furthermore, small and medium-sized enterprises (SMEs) seem to have a dificulties to measure, since they 
have the lack of knowledge about the marketing audit and they have limitless resources, people and time have prevented 
most of them to experiment with the audit.  

There is still debate on the most appropriate model for measuring the marketing performance, definitive 
classification criteria for audit, the activity, and size have not been agreed. On the other hand, it is not clear whether SMEs 
manage or should manage the marketing audit the same way as a large company. This article formulates proposals 
attempting to contribute filling this gap: first of all, this study will gave the classification of marketing audit, secondly is a 
construct model propossed for SME’s marketing audit especially in the Malang region, East Java.  

The importance of measuring the marketing performance is we can have the undertanding about our business 
position againts the competion and we can calculate how our budget for marketing is effective. The SME’s problem is that 
they are unable to track the link between the money they put in and the revenue they get out. The amount of companies 
(SME’s in Malang City) have the same answer about this, that they said "yes we've tried all the marketing effort but that 
doesn't work" or some say “i still dont understand how to measure unless the money i get with the sales. Or some owner 
SME’s say that “i have effective marketing audit performance but  my experiences are bad ones”.  

All the descriptive analysis above is about perception some the SME’s in Malang City. In this paper we suggestion 
the construct of marketing audit that suitable for the SME. Here are some previous research about marketing audit on the 
company in order to measure business performance and competitive advantage among its determinants are Taghian and 
Shaw (2008), tried to introduce a marketing audit as long as it is widely known by the public is a financial audit, 
environmental audit and audit of Human Resources (HR), this study conduct research on its income 1,440 companies 
listed and publicly reported in Australia from a total of 22,501. Audit Marketing Model developed by Bolisani, Ettore; 
Scarso, Enrico. (2014) in the field of ICT companies. (Öztamur & Karakadılar, 2014) Audit the digital marketing 
performance, (Hasibuan, 2015) Audit the SME’s using the IPA Matrix and SWOT, (Lestari & Prihartono AH, 2016) is 
Marketing audit with strategical assesment is higher education in Bandung City.  

This study will higlight the literature from Silvia Klincekova; Jarmila Salgovicova (2014) formulated there are 6 
major components of marketing audit, namely : Audit of marketing environment, which is an audit on internal and 
external factors. This audit shows the comparison between the company's development in the past and all that is expected 
of companies in the future, along with the risks and opportunities facing the company. The second type of audit is Audit of 
marketing strategy, is an audit to measure how the objectives and strategy of your company or organization can 
beradadaptasi with the external environment, whether the resources are owned by the company can achieve its goals. The 
Third Type of audit is Audit of marketing organization, is the determination of the ability of marketing company in 
implementing the strategy, from the formal structure, functional effectiveness as well as the interaction between 
departments within an organization. The Fourth Audit is marketing systems, is a form of audit that focuses on the four 
main parts of operational marketing system in the company, namely: marketing information system, marketing planning 
system, marketing control system and system for developing new products. Fifth audit is Audit of marketing productivity, 
is a form of audit which is based on the profitability of the various activities of information marketing programs. Audit is 
more focused on cost effectiveness has been issued by the company to the success of the marketing program. And the last 
is Audit of marketing functions, an evaluation form on any details from the marketing mix.  

Effective marketing starts with a considered, well-informed marketing strategy. A good marketing strategy helps 
you define your vision, mission and business goals, and outlines the steps you need to take to achieve these goals. Your 
marketing strategy affects the way you run your entire business, so it should be planned and developed in consultation 
with your team. It is a wide-reaching and comprehensive strategic planning tool that: describes your business and its 
products and services, explains the position and role of your products and services in the market, profiles your customers 
and your competition, identifies the marketing tactics you will use, allows you to build a marketing plan and measure its 
effectiveness.  

A marketing assesment for SME’s help overall direction and goals for the next business actions. With the right 
marketing strategy, SME’s could controlled Business also start have a system that provides complete measure. For some 
example that if SME’s Knowing what kind of marketing channels are effective, it can help the SME’s target the resources. In 
Malang City, Most of SMEs Still dont know what to measure and how to measure. Too many aren't measuring the 
effectiveness of their marketing effectively and some aren't event using digital. This will leave them missing out on some 
huge opportunities. Our next research is about build the SME’s competitive advantage with the marketing audit tools using 
web based  matrix.   
 
2. Conclusions 
   This research suggested a construction model of marketing audit for SME’s Sector which consists of six majors 
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of Marketing Audit: Audit of marketing environment, Audit of marketing strategy, Audit of marketing organization, The 
Fourth Audit is marketing systems, fifth audit is Audit of marketing productivity, And the last is Audit of marketing 
functions. SME sector seems have the same problem, that they have limitation and inability to track profits and losses in 
their business and this case is the problem is make the owners have  difficulties for calculate their total revenue, causing 
them to fail to notice that they have more debt than income. This paper give suggestion for SME’s to start doing marketing 
audit and for further research, this model will applicable using E-Marketing audit with web based that hopefully help the 
SME’s with the audit problem. 
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