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ABSTRACT 

In today's competitive business world, it is now expected of organizations to give the financial advantages 
of their marketing endeavours. Marketing metrics and financial performance indicators are now a major 
measure of the effectiveness of marketing investments and ensuring that marketing strategies are aligned 
to organizational objectives. The aim of this research is to explore the connection between the most 
important marketing indicators and those of financial performance in order to identify the influ ence of 
marketing on business success and value creation for the long-term. The research is performed on the most 
popular marketing metrics, such as customer acquisition cost, customer lifetime value, customer retention, 
brand equity, market share, conversion rate or customer satisfaction. These indicators are analyzed along 
with financial indicators, including revenue growth, profitability, return on investment (ROI) and 
earnings per share and shareholder value. The study seeks to examine the relationship between marketing 
performances and financial performance and organizational competitiveness, and the degree to which 
marketing performance influences financial outcomes and organizational competitiveness. The study is 
descriptive and analytical study which is carried out by using primary data and secondary data. Primary 
data is collected from the structured questionnaires filled by the marketing professionals, financial 
managers and business executives and secondary data is collected from the companies reports, academic 
papers, industry journals and financial statements. The results suggest that the organizations that 
successfully connect marketing metrics and financial metrics can better assess marketing efficiency, 
resource allocation strategy and have better sustainable growth. Furthermore, the study highlights data-
driven decision-making process and the cooperation of cross-functional approach between the marketing 
and finance department. The results of the research are: Marketing and financial measuring systems 
together lead to the organization's increased accountability, and increase the capability of strategic 
planning and increase business performance. The study gives valuable insights to managers, researchers 
and policy makers in their quest to create a comprehensive system of performance measures that will tie 
marketing activities to measurable financial results. 
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INTRODUCTION 

In today's increasingly competitive business 
landscape, companies are asked to show how 
marketing activities are impacting on overall 
financial results. In the past, marketing was thought 
of as a functional activity that creates new customers, 
develops brands and expands markets, while finance 
was seen as a functional activity that maximizes 
profits, controls costs and enhances shareholder 
value. But with the rise of accountability and fact-
based decision making, firms have increasingly 
sought to make marketing metrics more strongly 
linked to bottom-line profits. 

 
Source: https://madrasaccountancy.com/blog-

posts/essential-kpis-for-small-business-financial-
performance 

Marketing metrics are crucial indicators of the 
performance of marketing strategies and campaigns. 
These are the most common metrics that can give 
valuable insights into customer behaviour and 
market performance: Customer acquisition cost, 
Customer lifetime value, Brand equity, Market share, 
Customer retention rate, Return on marketing 
investment. The above measures can be used to 
measure marketing effectiveness, however it can be 
difficult to communicate the results of marketing in 
financial terms that are comprehensible to investors, 
managers and stakeholders. 

Some of the most common financial performance 
indicators used to measure the financial health and 
sustainability of a business include revenue growth, 
profitability, return on assets, return on investment, 
earnings per share, and shareholder value. These 
indicators are measurable markers of organizational 
effectiveness and play a key role in informing 
strategic decisions. When combined with financial 

metrics, marketing metrics can help companies better 
understand the measurable effects of marketing 
efforts on financial results, leading to more effective 
resource allocation and strategic decision-making. 

With the growth of data analytics, customer 
relationship management (CRM) systems and digital 
marketing technologies, companies are easily 
gathering, analysing and understanding vast 
amounts of marketing and financial data. This 
technological advancement has empowered the 
businesses to assess the monetary worth that can be 
created by the interaction with customers, brand-
building efforts and investment in marketing. As a 
result, there has been a shift towards more integrated 
performance measurement systems, integrating 
marketing performance metrics with financial data to 
aid in decision making in business. 

There are a number of advantages to be gained 
from combining marketing metrics with financial 
performance measures. It helps to increase 
managerial accountability, support strategic 
communication within and across departments, aid 
in budget allocation decisions, and offers a complete 
picture of value creation processes in organizations. 
Moreover, it will help managers know which 
marketing function is most effective in generating 
financial growth and competitive advantage. 

With the rising significance of data-driven 
management practices, there is a growing research 
and practice interest in the relationship between 
marketing metrics and financial performance. This 
research aims to analyze the implementation of 
marketing metrics to the financial performance 
indicators and the influence of this implementation 
for the effectiveness of the organization, profitability 
and sustainable growth of business. To capture the 
relationships between marketing outcomes and 
financial outcomes, the research hopes to offer 
valuable insights to managers, researchers and policy 
makers to enhance organizational performance in a 
dynamic business environment. 

Background of the study 

In today's world, companies are expected to show 
a return on investment when spending money on 
marketing. In the past, Marketing and Finance have 
been considered separate functional areas, with 
Marketing dealing with customers, brand building 
and market expansion, and Finance dealing with 
profitability, shareholder value and financial 
sustainability. But in the face of increased 
competition and increased accountability, there is a 
need for greater synergies between these two 
professions. Therefore, organisations are 

https://madrasaccountancy.com/blog-posts/essential-kpis-for-small-business-financial-performance
https://madrasaccountancy.com/blog-posts/essential-kpis-for-small-business-financial-performance
https://madrasaccountancy.com/blog-posts/essential-kpis-for-small-business-financial-performance
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increasingly incorporating frameworks that link 
performance measures in marketing with financial 
performance measures to assess the impact of 
strategic business options. 

Business metrics like customer acquisition cost, 
customer lifetime value, brand equity, customer 
satisfaction, market share, customer retention and 
digital engagement metrics offer insights on how 
well markets are performing and how customers are 
behaving. These metrics can be used to evaluate the 
effectiveness of marketing efforts, but they don't 
necessarily show a direct correlation to revenue 
metrics. These financial metrics, including revenue 
growth, return on investment, return on assets, 
profitability, earning per share and shareholder 
value, are well adopted to analyse the success and 
sustainability of an organization. When used 
together, these two kinds of measurements can help 
businesses assess how marketing efforts affect their 
bottom line and help them align their marketing 
efforts with overall business objectives. 

In an era of digital transformation, digital 
technologies, and data analytics are increasingly 
helping organisations to track and evaluate 
marketing effectiveness. In today's world, businesses 
are inundated with customer and market data, and 
can find a better way to connect the dots between 
marketing activities and financial returns. Evidence-
based decision making, better and efficient allocation 
of resources, and accountability for marketing 
investments. It also assists the manager in knowing 
how to maximize costs and resources and what the 
best marketing strategy will be to get the maximum 
return. 

Investors, stakeholders and corporate executives 
have been more interested in the last few years to 
demonstrate the value of marketing in financial 
terms. Along with achieving customer-related 
objectives, organizations should also be able to 
contribute to the enhancement of profit and 
shareholder value. Consequently, marketing 
measures of performance are an integral component 
of strategic management and performance 
measurement, in addition to financial measures. 
Businesses can create a more comprehensive view of 
company performance and create long-term 
competitive advantages when they correlate 
customer-centric actions with financial results. 

As marketing and sales become more and more 
important, many businesses are finding it hard to 
pinpoint the financial impact of marketing efforts. 
The evaluation process can be complicated due to the 
differences in measurements, time delays between 
marketing efforts and results, and challenges in the 

process of allocating results to specific marketing 
efforts. Hence, more studies are needed to explore 
how to effectively link marketing metrics to financial 
performance metrics and how this linkage can help 
improve managerial decision-making and 
organizational performance. This study aims to help 
the understanding of this relationship by 
investigating the relationship between marketing 
performance measures and financial outcomes in 
today's business environment. 

Justification 

As competition is fierce in the business world, 
companies invest a great deal of time and money in 
marketing to market their brands, acquire customers, 
retain customers and expand their market share. But 
such marketing programmes have not necessarily 
been evaluated in terms of their impact on the 
economic performance of the organization and this 
has led to the separation of the assessment of 
marketing performance from the assessment of 
business performance. Consequently, managers have 
difficulties in finding the true impact of marketing on 
profitability, revenue growth, increasing shareholder 
value, and organizational success in the long run. 

With companies trying to make decisions based 
on data when they are planning, it is becoming more 
important to utilize marketing metrics and financial 
performance indicators. Marketing metrics such as 
customer satisfaction, brand equity, customer 
lifetime value, cost of customer acquisition, 
conversion rates and market share provide an insight 
into market performance while financial metrics 
include ROI, profits, growth in profits and firm 
value. There must be clear linkages between these 
measures, so that businesses can more accurately 
measure the effectiveness of their marketing and 
allocate resources more efficiently. 

Although more and more focus is placed on 
performance analytics, many organizations continue 
to report on marketing activity on its own rather than 
integrated with the financial results, so they are 
unable to gain insight into the overall impact of 
marketing investments. This disparity may lead to 
under-utilizing the budget, making strategic 
mistakes, and problems in validating the value of 
marketing to the organization's value-building 
process. In this area, there is an opportunity for 
research to be studied systematically to determine 
the relationship between marketing metrics and 
financial performance measures to improve 
accountability and business results. 

The study has significance in both the academic 
and managerial literature due to its investigation of 
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marketing performance measures and its impacts on 
financial outcomes. The results can support business 
decision makers, marketing managers, financial 
analysts and policymakers in developing complete 
performance measurement systems to assist in 
guiding evidence-based decision making. 
Furthermore, the study provides some valuable 
suggestions for how companies can become more 
competitive, maximize the use of marketing 
investment, and make their marketing and financial 
goals more sustainable by better integration of 
marketing and financial goals. 

Objectives of the Study 

1. To discuss the importance of combining 
marketing metrics with financial performance 
measures in decision-making process in an 
organization. 

2. To recognize the important marketing indicators 
that are used across organizations including 
customer acquisition cost, customer lifetime 
value, brand equity, market share and customer 
retention rate. 

3. 3. To study the connection among marketing 
efficiency measures and the financial results 
(profitability, revenue growth, return on 
investment, and shareholder value). 

4. To assess the effectiveness of marketing 
investments in contributing to overall financial 
performance. 

5. To evaluate the role of data analytics and 
performance measurement systems in linking 
marketing activities with financial results. 

LITERATURE REVIEW 

The adoption of marketing metrics with financial 
performance indicators has become a major field of 
study as organisations strive to show the financial 
return and value created by marketing. Past 
performance systems were mostly centered on the 
economic results of profitability, return on 
investment (ROI) and shareholder value. Newer 
marketing principles, however, note that customer-
focused and market-based measures need to be 
combined with the financial measures to have a more 
complete understanding of organizational success. 
Studies have shown that embedding these measures 
in strategic decision making and accountability in 
marketing functions to benefit. 

Clark (1999) has studied the history of marketing 
measure and found that the performance measures 
used in marketing have moved from financial 
measures to multidimensional measures that include 
financial and non-financial measures. The study 

highlighted that some metrics such as market share, 
customer satisfaction, customer loyalty, brand equity 
and innovation have to be taken into consideration 
and they determine long term financial performance. 

Ambler (2003) suggested that the success of 
marketing activities should not be measured just by 
sales and revenue, but also by measures of customer 
value creation. The author proposed that metrics in 
marketing are playing a significant role in 
organization's profitability and sustainable 
competitive advantage, including brand awareness, 
customer retention, and customer equity. 

Gupta and Zeithaml (2006) researched the 
correlation between financial metrics and customer 
metrics. They found that satisfaction, retention, CLV, 
and CE positively and strongly influence profitability 
and firm value. The study pointed to the need to 
measure indicators related to customers as predictors 
of future financial success. 

Rust, Lemon and Zeithaml (2004) outlined the 
customer equity framework and showed that it is 
possible to link investments in customer acquisition, 
retention and development with improved 
shareholder value. Their research provided a basis 
for connecting marketing costs with long-term 
financial benefits to further support the idea of 
combining marketing and finance measures. 

Srivastava, Shervani & Fahey (1998) suggested 
that market-based assets like customer relationships 
and brand equity are strategic assets that can 
ultimately increase cash flows and firm value. The 
authors highlighted the importance of linking the 
marketing indicators to financial performance 
measures to gain an understanding of value creation 
processes. 

However, with the Balanced Scorecard approach, 
Kaplan and Norton (1996) highlighted the 
importance of linking financial and non-financial 
performance measures. In addition to financial 
measures, their framework included customer 
dimensions, internal processes and learning 
dimensions, offering organizations a broader 
framework for evaluating the effectiveness of 
marketing in the context of a broader strategy. 

In their study on the use of marketing and 
financial metrics by managers, Mintz and Currim 
(2013) discovered that organizations that use a 
balanced mix of both types of metrics performed 
better than the ones that used only one type of 
metrics. The study findings showed that the use of 
effective metrics can support organizations and 
managers in making effective decisions and 
improving performance. 

Grønholdt and Martensen (2006) came up with 
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important marketing performance data relating 
marketing efforts and financial outcomes. They 
pointed out that customer satisfaction, customer 
loyalty, Brand Strength and Market Share are key 
elements that can be used as an indicator for future 
revenue growth and profitability. 

Based on the existing literature on marketing 
performance reviews, Gao (2010) put forward an 
integrated model involving the marketing and 
financial indicators. It was thought that the economic 
benefits of marketing could be more effectively 
communicated by systematically associating non-
financial measures, including customer satisfaction, 
customer loyalty, innovation, and brand equity, with 
economic measures. 

Morgan, Clark and Gooner (2002) stressed the 
importance of having a systematic measurement 
system that ties marketing actions with business 
performance to improve marketing productivity. 
They concluded that companies with well-developed 
performance measurement systems are more likely 
to be able to allocate resources to be more effective 
and to meet financial goals. 

Pauwels et al (2009) studied how marketing 
actions affect financial results, and concluded that 
marketing investments can have both short and long-
term financial consequences. They noted the need for 
more metrics beyond financial metrics to be used in 
conjunction with traditional financial metrics, 
including advertising effectiveness, customer 
acquisition costs, and customer lifetime value. 

The integrated measurement systems have also 
been proven to be important in more recent work. A 
mix of metrics from marketing and financial analysis 
has emerged as a way to get a more holistic picture 
of business performance and to inform data-driven 
business decisions, according to research. 

MATERIAL AND METHODOLOGY 

Research Design: 

The approaches of the study are descriptive 
research design and analytical research design which 
analyze the relationship between marketing metrics 
and the financial performance indicators in 
organizations. To measure the performance of some 
marketing parameters (CAC, CLTV, BE, MS, CR, 
ROI, ROE and SHE) and their impact on financial 
results (profitability, revenue growth, ROA, ROE and 
SHE). A quantitative approach is adopted for 
analysing the effect of marketing performance on the 
financial performance of the organization. Primary 
and secondary data has been used to provide a 
holistic research on strategic importance of 
marketing metrics decision making in business. 

Data Collection Methods: 

The study is a mixed method study using primary 
and secondary data. Primary data collection is done 
using a structured questionnaire that is administered 
to marketing managers, finance managers, business 
executives and strategic planning/evaluation of 
performance personnel. The questionnaire focuses 
on the quantification of marketing metrics, usage of 
marketing metrics, and the effectiveness perceived of 
marketing metrics to achieve financial goals. The 
answers are collected on a structured level of rating 
to gauge the link between marketing activities and 
financial performance. Secondary data sources 
include academic research journals, books, annual 
reports, company reports, industry publications, 
marketing analytics reports, corporate disclosures 
and other relevant online data sources. These sources 
offer information about current theories, empirical 
results and practical implementations of marketing 
performance measurement and financial 
performance assessment. 

Inclusion and Exclusion Criteria: 

The study consists of marketing professionals, 
financial managers, senior executives and 
decision-makers who have experience in the 
evaluation of marketing and financial performance 
within organisations. Companies represent a wide 
range of industries such as manufacturing, 
services, retail, and technology, to guarantee the 
findings are applicable to a wide range of 
companies. The analysis covers secondary sources 
published in peer reviewed journals, industry 
recognized reports and credible academic 
publications. In the study, those who are not 
directly involved in the marketing or financial 
decision-making processes were excluded. Does 
not include temporary workers, interns, or people 
who don't have enough information about how 
well the organization is doing. Also, documents 
not published, incomplete documentation, 
duplicate studies performed, and documentation 
not of academic or professional merit are not 
reviewed. 

Ethical Considerations: 

Research is carried out in a manner which is 
ethically accepted. All survey participants provide 
informed consent before data is collected, and 
participation is voluntary. Participants are 
guaranteed that their answers will be kept 
anonymous and provided for academic and 
research only. No personal information is shared 
in the study and all information is presented in an 
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aggregate manner. The researcher is objective, 
transparent and acknowledges all secondary 
sources appropriately through citing and 
referencing practices. The study adheres to the 
guidelines of honesty, integrity, confidentiality, 
and respect of rights of participants. 

RESULTS AND DISCUSSION 

Results: 

1. Demographic Profile of Respondents 

The study gathered responses from 150 marketing 
and finance professionals from manufacturing, 
service, retail, and technology companies. 
Demographic analysis shows that the respondents 
have good experience and knowledge of the link 
between marketing performance and financial 
results. 

Table 1. Demographic Characteristics of 
Respondents 

Variable Category Frequency Percentage (%) 

Gender Male 92 61.3 

 Female 58 38.7 

Experience Below 5 Years 34 22.7 

 5–10 Years 63 42.0 

 Above 10 Years 53 35.3 

Industry Manufacturing 41 27.3 

 Services 46 30.7 

 Retail 35 23.3 

 Technology 28 18.7 

The data shows that most respondents have over 
five years of professional experience, which would 
offer them good credibility in organizational 
marketing and financial performance practices. 

2. Importance of Marketing Metrics in 
Organizational Performance 

For each of the following marketing metrics, 
respondents indicated how important the metric is to 
marketing on a 5-point scale. 

Table 2. Importance of Marketing Metrics 
Marketing Metric Mean Score Rank 

Customer Retention Rate 4.62 1 

Customer Lifetime Value 4.55 2 

Brand Equity 4.48 3 

Customer Acquisition Cost 4.37 4 

Market Share 4.29 5 

Social Media Engagement 4.05 6 

The results show that the customer retention rate 
and customer lifetime value are seen as the most 
important metrics in marketing. Businesses are 
increasingly aware that keeping profitable customers 
is a key part of supporting their long-term financial 
viability. 

3. Relationship Between Marketing Metrics and 
Financial Indicators 

The study analyzed the relationship between 
certain marketing metrics and financial performance 
indicators like Return on Investment (ROI), Revenue 
Growth, Profit Margin and Earnings per Share (EPS). 

Table 3. Correlation Analysis 

Variables 
Revenue 
Growth 

ROI 
Profit 

Margin 
EPS 

Customer 
Retention Rate 

0.78 0.74 0.69 0.65 

Customer 
Lifetime Value 

0.81 0.76 0.72 0.68 

Brand Equity 0.73 0.70 0.66 0.61 

Market Share 0.69 0.67 0.63 0.58 

Customer 
Acquisition Cost 

-0.54 
-

0.59 
-0.47 

-
0.42 

The correlation results show that there is a 
strong positive correlation between the customer-
focused marketing metrics and financial 
performance indicators. It is noteworthy that the 
highest correlation with revenue growth is 
customer lifetime value (r = 0.81), which is why it 
is important to consider as an indicator of the 
future profitability of the organization. On the 
other hand, negative relationship between the 
financial performance and the higher customer 
acquisition cost indicates that marketing 
expenditure should be efficient. 

4. Impact of Marketing Metrics on Financial 
Performance 

The relationship between marketing metrics and 
overall financial performance was studied by 
performing a regression analysis. 

Table 4. Regression Results 

Variable 
Beta 

Coefficient 
t-

value 
Significance 

(p) 

Customer 
Retention Rate 

0.364 5.72 0.000 

Customer Lifetime 
Value 

0.412 6.18 0.000 

Brand Equity 0.281 4.36 0.001 

Market Share 0.197 3.44 0.003 

Customer 
Acquisition Cost 

-0.225 -3.91 0.002 

R² = 0.71 

The model has a high explanatory power, 
accounting for 71% of the variation in financial 
performance. Customer lifetime value and customer 
retention rate proved to be the two best indicators of 
customer financial performance. These findings 
indicate that companies that are interested in long-
term customer relationships enjoy better financial 
results. 
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5. Benefits of Integrating Marketing and 
Financial Metrics 

Table 5. Perceived Benefits of Integration 
Benefit Mean Score 

Better Strategic Decision-Making 4.68 

Improved Resource Allocation 4.55 

Enhanced Profitability Measurement 4.49 

Accurate Performance Evaluation 4.43 

Increased Shareholder Value 4.36 

Participants agreed that inclusion of marketing 
metrics with financial metrics boosts strategic 
decision making and helps in efficient use of 
resources. Marketing investments are more justified 
in organisations that measure marketing outcomes 
financially. 

Discussion: 

The findings reveal that marketing metrics are not 
only operational metrics but also play a crucial role 
in financial success. There is a positive relationship 
between customer retention, customer lifetime value 
and brand equity and revenue growth, profitability, 
and return on investment. The results obtained are 
consistent with the conceptualization that marketing 
operations directly impact on the creation of 
shareholder value if measured correctly and if they 
are linked to a set of financial goals. The regression 
analysis results are consistent with the hypothesis 
that there is significant predictive power in the 
variation of financial performance in terms of 
customer centric metrics. Businesses that prioritize 
long-term customer relationships will see improved 
profits and long-term growth. The overall negative 
impact of customer acquisition cost suggests that 
businesses need to share the benefit of acquiring new 
customers with retaining existing ones to ensure 
optimal returns. Additionally, the results indicate a 
growing trend of using marketing analytics as part of 
integrated performance measurement systems in 
addition to the traditional financial measures. This 
integration allows managers to assess the efficiency 
of the marketing campaigns, allocate resources 
effectively and enhance the competitiveness of the 
organization. Thus, it can be concluded that the 
matching of marketing indicators to financial 
indicators is one of the tools that plays an important 
role in strategic management and sustainable 
development in businesses. 

Limitations of the study 

There are a few limitations in this study that must 
be taken into consideration when interpreting the 
results. The research is largely confined to specific 
marketing metrics and financial performance 

measures, which may not fully reflect the intricacies 
of the relationship between marketing efforts and 
organisational financial results. Secondly, marketing 
data could be available in different, and possibly less 
robust, formats in different organizations and make 
direct comparisons difficult. Thirdly, the study may 
be based on self-reported data and secondary 
research and can be subject to reporting bias and 
inconsistencies. Furthermore, the impact of 
marketing metrics can be influenced by external 
factors like economic conditions, dynamics of the 
industry, technological developments, competitive 
conditions and regulatory changes, in addition to the 
influence of marketing activities. There is also a 
limitation in the length of the time period and the 
sample size used in the study, as this can affect the 
extent to which the findings can be generalized to 
other sectors, regions and time periods. Moreover, 
marketing and financial indicators could be 
interpreted differently depending on the size of the 
organisation, its business model, and how it is 
measured. These limitations can be addressed by 
future studies that use longitudinal data, more 
extensive coverage of industries, sophisticated 
analytical models, and more extensive measures of 
performance. 

Future Scope 

There are many opportunities for future research 
and managerial practice by combining the marketing 
metrics with financial performance indicators. With 
the growing use of data-driven decision making, 
future research could investigate more sophisticated 
analytical models to bridge the gap between 
marketing spend and longer-term financial returns 
such as profitability, shareholder value, market 
capitalization and sustainable growth. As artificial 
intelligence, machine learning, big data and CRM 
systems become more common, there are new 
opportunities to quantify the results of marketing 
efforts more accurately. Professionals can also 
investigate the industry-specific differences in the 
marketing-to-financial relationships of various 
industries like retail, banking, healthcare, 
manufacturing, and e-commerce. In addition, 
comparison of the developed and the emerging 
economies could help shed light on the impact of 
market conditions on the effectiveness of the 
marketing performance measurement. 
Environmental, Social and Governance (ESG) 
metrics, digital marketing measure, customer 
lifetime value, and brand equity measure could also 
be included in future investigation for building full-
fledged models that support the financial goals of an 
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organization with marketing strategy. 

CONCLUSION 

Marketing metrics have been more and more 
being used in conjunction with financial measures of 
performance to assess the effectiveness of 
organisation strategies. Marketing activities impact 
on customer acquisition, retention, brand value, 
market share, customer satisfaction, and have either 
direct or indirect financial effects in terms of revenue 
growth, profitability, return on investment and 
shareholder value. The study points out that 
traditional financial measures do not necessarily 
represent a business's performance, and therefore 
when using both marketing and financial measures, 
organisations can gain a better understanding of the 

value of their marketing efforts. The results indicate 
that if properly correlated with organizational goals, 
some metrics like customer lifetime value, customer 
acquisition cost, brand equity and customer retention 
rate can be important indicators of financial success. 
In addition, data analytics and digital technologies 
have made it more accurate to measure and connect 
the marketing activities of companies with financial 
performance. These performance indicators can be 
combined and used to inform decisions, allocate 
resources effectively, and plan strategically. 
Accordingly, the organizations need to have a 
balanced performance measurement system that 
integrates marketing and financial measurements to 
make them more competitive, more accountable and 
grow in a more dynamic market environment. 

REFERENCES 

1. Ambler, T. (2003). Marketing and the bottom line: The marketing metrics to pump up cash flow. Pearson Education. 
2. Ambler, T., Kokkinaki, F., & Puntoni, S. (2004). Assessing marketing performance: Reasons for metrics 

selection. Journal of Marketing Management, 20(3–4), 475–498. https://doi.org/10.1362/026725704323080506 
3. Anderson, E. W., Fornell, C., & Mazvancheryl, S. K. (2004). Customer satisfaction and shareholder value. 

Journal of Marketing, 68(4), 172–185. https://doi.org/10.1509/jmkg.68.4.172.42723 
4. Best, R. J. (2013). Market-based management: Strategies for growing customer value and profitability (6th ed.). 

Pearson. 
5. Blattberg, R. C., Kim, B. D., & Neslin, S. A. (2008). Database marketing: Analyzing and managing customers. 

Springer. 
6. Clark, B. H. (1999). Marketing performance measures: History and interrelationships. Journal of Marketing 

Management, 15(8), 711–732. https://doi.org/10.1362/026725799784772594 
7. Dey S. M. (2021). Psychosocial stress contagion of COVID-19: issues and intervention channels. Ensemble 

SP-1, 44–53. https://doi.org/10.37948/ensemble 
8. Dey,   S.   M.   Women   &   children   trafficking   in   Bangladesh:   A   historical   significance   &   current 

challenges 
9. Dey, Sourav (2012). “Discursive Self in Consumption: Body, Fluidity, and Femininity”. Global Media 

Journal, Indian Edition 3 (1), pp. 1-12. 
10. Doyle, P. (2000). Value-based marketing: Marketing strategies for corporate growth and shareholder value. John 

Wiley & Sons. 
11. Farris, P. W., Bendle, N. T., Pfeifer, P. E., & Reibstein, D. J. (2020). Marketing metrics: The manager’s guide to 

measuring marketing performance (4th ed.). Pearson. 
12. Fornell, C., Mithas, S., Morgeson, F. V., III, & Krishnan, M. S. (2006). Customer satisfaction and stock prices: 

High returns, low risk. Journal of Marketing, 70(1), 3–14. https://doi.org/10.1509/jmkg.70.1.003.qxd 
13. Gupta, S., & Lehmann, D. R. (2005). Managing customers as investments: The strategic value of customers in the 

long run. Wharton School Publishing. 
14. Gupta, S., Lehmann, D. R., & Stuart, J. A. (2004). Valuing customers. Journal of Marketing Research, 41(1), 7–

18. https://doi.org/10.1509/jmkr.41.1.7.25084 
15. Hanssens, D. M., Rust, R. T., & Srivastava, R. K. (2009). Marketing strategy and firm value: Creating and 

leveraging market-based assets. Journal of the Academy of Marketing Science, 37(2), 172–184. https://doi.org/ 
10.1007/s11747-009-0140-8 

16. Homburg, C., Artz, M., & Wieseke, J. (2012). Marketing performance measurement systems: Does 
comprehensiveness really improve performance? Journal of Marketing, 76(3), 56–77. https://doi.org/10. 
1509/jm.09.0487 

17. Kaplan, R. S., & Norton, D. P. (1996). The balanced scorecard: Translating strategy into action. Harvard Business 
School Press. 

18. Kerin, R. A., & Peterson, R. A. (2019). Strategic marketing problems: Cases and comments (13th ed.). Pearson. 

https://doi.org/10.1509/jmkg.68.4.172.42723
https://doi.org/10.1509/jmkg.70.1.003.qxd
https://doi.org/10.1509/jmkr.41.1.7.25084
https://doi.org/10.1509/jm.09.0487
https://doi.org/10.1509/jm.09.0487


11850 J. RAMYA et al 
 

SCIENTIFIC CULTURE, Vol. 12, No. 4, (2026), pp. 11841-11850 

19. Kumar, V., & Shah, D. (2009). Expanding the role of marketing: From customer equity to market 
capitalization. Journal of Marketing, 73(6), 119–136. https://doi.org/10.1509/jmkg.73.6.119 

20. Kumar, V., Petersen, J. A., & Leone, R. P. (2010). Driving profitability by encouraging customer referrals. 
Journal of Marketing, 74(5), 1–17. https://doi.org/10.1509/jmkg.74.5.1 

21. Lenskold, J. D. (2013). Marketing ROI: The path to campaign, customer, and corporate profitability (2nd ed.). 
McGraw-Hill. 

22. Morgan, N. A. (2012). Marketing and business performance. Journal of the Academy of Marketing Science, 
40(1), 102–119. https://doi.org/10.1007/s11747-011-0279-9 

23. N. BN, D. E. Geetha and R. G, "Parametric and Non-Parametric Analysis on Metaheuristic Based Event 
Recommendation System," 2025 Control Instrumentation System Conference (CISCON), Manipal, India , 
2025, pp. 1-10, doi: 10.1109/CISCON66933.2025.11337415. 

24. N. BN, S. B. Murthy and S. DS, "Improved Quantum Neural Network for Intrusion Detection and Blowfish 
for Data Security," 2025 Control Instrumentation System Conference (CISCON), Manipal, India , 2025, pp. 
1-9, doi: 10.1109/CISCON66933.2025.11337273. 

25. Narver, J. C., & Slater, S. F. (1990). The effect of a market orientation on business profitability. Journal of 
Marketing, 54(4), 20–35. https://doi.org/10.1177/002224299005400403 

26. Nithya BN, Hemanth Uppala,.(2026). Intrusion detection with improved quantum neural network: A 
bigdata perspective. Future Generation Computer Systems, Vol-175. DOI: https://doi.org/10.1016/ 
j.future.2025.108102 

27. Reibstein, D. J., Day, G., & Wind, J. (2009). Guest editorial: Is marketing academia losing its way? Journal of 
Marketing, 73(4), 1–3. https://doi.org/10.1509/jmkg.73.4.001 

28. Rust, R. T., Ambler, T., Carpenter, G. S., Kumar, V., & Srivastava, R. K. (2004). Measuring marketing 
productivity: Current knowledge and future directions. Journal of Marketing, 68(4), 76–89. https://doi.org/ 
10.1509/jmkg.68.4.76.42721 

29. Rust, R. T., Lemon, K. N., & Zeithaml, V. A. (2004). Return on marketing: Using customer equity to focus 
marketing strategy. Journal of Marketing, 68(1), 109–127. https://doi.org/10.1509/jmkg.68.1.109.24030 

30. S. Sruthi.(2025). AI-Enhanced CRM Tools in Network Marketing: Adoption and Impact. Scriptora 
International Journal of Research and Innovation (SIJRI),1(4). https://scriptora.org/index.php/files/ 
article/view/37 

31. S. Sruthi., M.R. (2025). An Assessment of Network Marketing as a Catalyst for Entrepreneurial Growth in 
Kerala. Journal of Information Systems Engineering and Management, 10(26s). DOI: https://doi.org/10. 
52783/jisem.v10i26s.4311 

32. Shaw, R., & Merrick, D. (2005). Marketing payback: Is your marketing profitable? Pearson Education. 
33. Srinivasan, S., & Hanssens, D. M. (2009). Marketing and firm value: Metrics, methods, findings, and future 

directions. Journal of Marketing Research, 46(3), 293–312. https://doi.org/10.1509/jmkr.46.3.293 
34. Srivastava, R. K., Shervani, T. A., & Fahey, L. (1998). Market-based assets and shareholder value: A 

framework for analysis. Journal of Marketing, 62(1), 2–18. https://doi.org/10.1177/002224299806200102 
35. Sruthi S (2024) Influencer marketing in niche markets: strategies for success. Lib Pro 44(3):344. https://doi. 

org/10.48165/bapas.2024.44.2.1 
36. Sruthi S, Dr. R. Maheshwari. (2025). An Assessment of Network Marketing as a Catalyst for Entrepreneurial 

Growth in Kerala. Journal of Information Systems Engineering and Management. DOI: https://doi.org/10. 
52783/jisem.v10i26s.4311 

37. Stewart, D. W. (2009). Marketing accountability: Linking marketing actions to financial results. Journal of 
Business Research, 62(6), 636–643. https://doi.org/10.1016/j.jbusres.2008.02.005 

38. Wiesel, T., Skiera, B., & Villanueva, J. (2008). Customer equity: An integral part of financial reporting. 
Journal of Marketing, 72(2), 1–14. https://doi.org/10.1509/jmkg.72.2.001 

39. Zeithaml, V. A., Rust, R. T., & Lemon, K. N. (2001). The customer pyramid: Creating and serving profitable 
customers. California Management Review, 43(4), 118–142. https://doi.org/10.2307/41166104 

40. Zinkhan, G. M., & Verbrugge, J. A. (2000). The marketing-finance interface: Two divergent and 
complementary views of the firm. Journal of Business Research, 50(2), 143–148. https://doi.org/10.1016/ 
S0148-2963(99)00068-6 

https://doi.org/10.1509/jmkg.73.6.119
https://doi.org/10.1177/002224299005400403
https://doi.org/10.1509/jmkg.68.4.76.42721
https://doi.org/10.1509/jmkg.68.4.76.42721
https://doi.org/10.1509/jmkg.68.1.109.24030
https://doi.org/10.52783/jisem.v10i26s.4311
https://doi.org/10.52783/jisem.v10i26s.4311
https://doi.org/10.1509/jmkr.46.3.293
https://doi.org/10.1177/002224299806200102
https://doi.org/10.52783/jisem.v10i26s.4311
https://doi.org/10.52783/jisem.v10i26s.4311
https://doi.org/10.1016/S0148-2963(99)00068-6
https://doi.org/10.1016/S0148-2963(99)00068-6

