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ABSTRACT

The  role  of  decision-making  in  organizational  marketing  strategy  is  a  critical  aspect  of

business management. It is essential for businesses to make effective decisions when it comes

to developing their  marketing strategies,  as  these decisions can significantly impact  their

success  in  the  marketplace.  This  paper  explores  the  key  factors  that  influence  decision-

making in marketing strategy, including market research, customer analysis, and competitive

intelligence.  It  also  examines  the  impact  of  organizational  culture,  leadership,  and

communication  on  the  decision-making  process.  Market  research  is  a  crucial  factor  in

effective decision-making in marketing strategy. By gathering and analysing data about the

market, businesses can gain insights into customer preferences and behaviour, as well as the

competitive landscape. This information can be used to identify opportunities for growth and

to develop targeted marketing campaigns that resonate with customers. Customer analysis is

another important factor in decision-making, as it allows businesses to understand the needs

and wants  of  their  target  audience.  This  information can be used to  create  products  and

services  that  meet  those  needs,  as  well  as  to  develop  messaging  that  speaks  directly  to

customers. Competitive intelligence is also critical in decision-making for marketing strategy.

By monitoring the activities of competitors, businesses can identify threats and opportunities

in  the  marketplace.  This  information  can  be  used  to  adjust  marketing  strategies  and  to

develop  new  products  and  services  that  differentiate  the  business  from  competitors.

Organizational culture, leadership, and communication are also important factors in decision-

making.  A  culture  that  values  innovation  and  creativity  can  foster  a  more  open-minded

approach to marketing strategy, while strong leadership and effective communication can

ensure that  decisions are made in a timely and efficient manner.  In conclusion,  effective

decision-making  in  organizational  marketing  strategy  is  a  complex  process  that  requires

businesses  to  consider  a  range  of  factors,  including  market  research,  customer  analysis,
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competitive intelligence, organizational culture, leadership, and communication. By taking a

holistic approach to decision-making, businesses can develop marketing strategies that are

well-informed,  customer-centric,  and  strategically  aligned  with  their  overall  goals  and

objectives.

Keywords:

Decision-making,  organizational  marketing  strategy,  market  research,  customer  analysis,

competitive intelligence, organizational culture, leadership, communication.

INTRODUCTION:

In  recent  years,  decision-making  has  become  increasingly  important  in  organizational

marketing  strategy.  With  the  rise  of  digital  technologies,  globalization,  and  changing

customer  behavior,  businesses  must  make  informed  and  strategic  decisions  to  stay

competitive in the marketplace. Research has shown that decision-making plays a critical role

in determining the success of businesses in marketing strategy. Market research is  a key

component of decision-making in marketing strategy. According to Chen and Shih (2021),

market research is essential in helping businesses to identify customer needs and wants, as

well as to gain insights into market trends and competitors. This, in turn, enables businesses

to  develop  targeted  marketing  campaigns  that  resonate  with  customers  and  differentiate

themselves from competitors.  Moreover,  as  noted by Matusitz  and Shana (2019),  market

research  also  enables  businesses  to  assess  the  potential  risks  and  benefits  of  marketing

decisions, thereby minimizing the likelihood of failure. Customer analysis is also critical in

decision-making for marketing strategy. 

According to Ho and Wu (2020), customer analysis enables businesses to recognise their

target  audience,  identify their  needs and preferences,  and develop strategies to encounter

those needs and preferences. This is mainly important in the digital age, where consumers

have more options than ever before and can easily switch to competitors if their needs are not

met.  By  understanding  their  customers,  businesses  can  develop  more  personalized  and

engaging marketing strategies that are more likely to resonate with customers. Competitive

intelligence is another vital factor in decision-making for marketing strategy. As noted by
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Hsiao and Yang (2021), competitive intelligence enables businesses to gain insights into the

strategies and tactics of their competitors, as well as to identify opportunities for growth and

differentiation. By monitoring the activities of competitors, businesses can develop strategies

that capitalize on their strengths while minimizing their weaknesses. This, in turn, can help

businesses to gain a competitive advantage in the marketplace. Organizational culture and

leadership are also important factors that influence decision-making in marketing strategy.

According  to  Moradi  et  al.  (2021),  organizational  culture  and  leadership  are  crucial  in

shaping the decision-making processes of businesses.  A strong organizational culture that

values innovation and risk-taking can foster a more proactive and entrepreneurial approach to

decision-making, while effective leadership can provide guidance and direction to ensure that

decisions are aligned with the business's goals and values. Additionally, effective leadership

can also facilitate collaboration and communication among stakeholders, enabling businesses

to make more informed and consensus-based decisions.

In recent years, technology has emerged as a game-changer in decision-making for marketing

strategy. As noted by Kim and Kang (2020), the increasing availability of data and analytics

tools has enabled businesses to make more data-driven decisions, leading to better outcomes

and greater  efficiency.  Big data analytics,  in particular,  has become an essential  tool  for

businesses  in  making informed decisions based on customer insights,  market  trends,  and

competitor analysis.  Additionally,  advances in artificial  intelligence and machine learning

have enabled businesses to automate decision-making processes, leading to faster and more

accurate decisions.

Moreover,  the  COVID-19 pandemic  has  had a  significant  impact  on  decision-making in

marketing strategy. According to Nguyen and Nguyen (2021), the pandemic has disrupted

traditional marketing channels, forcing businesses to re-evaluate their marketing strategies

and adapt to new consumer behaviours. As a result, businesses have had to make rapid and

decisive decisions to ensure that their marketing strategies remain relevant and effective in

the  new normal.  This  has  required  businesses  to  be  more  agile  and  responsive  in  their

decision-making, while also taking into account the broader economic and social implications

of their decisions.
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Decision-making plays a critical role in determining the success of businesses in marketing

strategy.  Through  market  research,  customer  analysis,  competitive  intelligence,

organizational  culture,  leadership,  technology,  and  adaptability,  businesses  can  make

informed  and  strategic  decisions  that  enable  them  to  differentiate  themselves  from

competitors, meet customer needs and preferences, and achieve their business goals. With the

increasing  complexity  and  uncertainty  of  the  business  environment,  effective  decision-

making has become more important than ever for businesses to succeed in the marketplace.

DECISION MAKING: A CONCEPTUAL REVIEW

Decision making is the process of selecting among alternatives to achieve a specific objective

or goal  (Simon, 1960).  It  is  a  critical  process that  affects  individuals,  organizations,  and

societies  at  large.  Decision  making  has  been  studied  extensively  in  various  disciplines,

including psychology, economics, management, and neuroscience. This conceptual review

aims to  explore  the  current  state  of  research  on  decision  making,  focusing  on the  latest

developments from 2018 to 2022.

Influence of emotions:

One of the vital  aspects of decision making is the influence of emotions on the process.

Emotions  are  complex  and  multifaceted  psychological  states  that  arise  in  response  to

environmental stimuli (Lerner et al., 2015). Emotions can influence decision making in both

positive and negative ways. For instance, positive emotions such as happiness and excitement

can increase risk-taking behavior, while negative emotions such as fear and anxiety can lead

to cautious decision making (Lerner et al., 2015). Recent research has focused on the neural

mechanisms  that  underlie  the  relationship  between  emotions  and  decision  making.  For

example, a study by Vrticka et al. (2018) found that the amygdala, a brain region involved in

processing emotions, plays a crucial role in modulating decision making under uncertainty.

Biases and heuristics:

Another important aspect of decision making is the role of biases and heuristics. Biases are

systematic  errors  in  judgment  that  lead  to  deviations  from  rational  decision  making
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(Kahneman & Tversky, 1979). Heuristics are mental shortcuts that simplify decision making

but can also lead to suboptimal choices (Gigerenzer & Goldstein, 2011). Recent research has

identified several biases and heuristics that impact decision making, including confirmation

bias, hindsight bias, availability heuristic, and representativeness heuristic (Kahneman, 2011).

The study of these biases and heuristics has led to the development of behavioral economics,

a field that integrates psychology and economics to study decision making.

Social influence:

Another critical aspect of decision making is the role of social influence. Social influence

refers to the process by which individuals' attitudes, beliefs, and behaviors are shaped by the

presence  or  actions  of  others  (Cialdini  &  Goldstein,  2004).  Social  influence  can  affect

decision making in various ways, including conformity, obedience, and persuasion (Cialdini

& Goldstein, 2004). Recent research has focused on the neural mechanisms underlying social

influence, with studies showing that the prefrontal cortex plays a crucial role in regulating

social influence (Meshi et al., 2018).

Furthermore,  decision  making  can  be  influenced  by  individual  differences,  such  as

personality  traits  and  cognitive  abilities.  For  instance,  individuals  with  high  levels  of

neuroticism  tend  to  make  more  cautious  decisions,  while  those  with  high  levels  of

extraversion are more likely to take risks (Mishra & Lalumière, 2018). Cognitive abilities,

such as working memory and attention, also play a crucial role in decision making (Mishra &

Lalumière,  2018).  Recent  research  has  shown that  people  with  higher  levels  of  working

memory size are well able to resist biases and make more informed decisions (Schulreich et

al., 2019).

In conclusion, decision making is a complex process that has been studied extensively in

various disciplines. Recent research has focused on the influence of emotions, biases and

heuristics,  social  influence,  and individual  differences on decision making.  These studies

have led to a better thoughtful of the neural mechanisms underlying decision making and the

development  of  new  theories  and  models  to  explain  decision  making  behavior.  Future
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research should focus on identifying the factors that  impact  decision making in different

contexts and developing interventions to improve decision making in various settings.

ORGANIZATIONAL MARKETING STRATEGY

Organizational  marketing  strategy  refers  to  the  process  of  creating,  implementing,  and

evaluating a set of coordinated marketing activities that are designed to achieve the goals of

an organization. In recent years, there has been a growing interest in considerate the role of

organizational marketing strategy in driving organizational accomplishment. This conceptual

review will provide an overview of the key concepts and theories related to organizational

marketing strategy, as well as highlight some of the recent research in this area.

Market orientation

One  key  concept  in  organizational  marketing  strategy  is  market  orientation.  Market

orientation states to an organizational culture that emphasizes understanding and meeting the

needs of customers. According to Narver and Slater (1990), market orientation is composed

of three key components: customer orientation, competitor orientation, and inter-functional

coordination.  A  market-oriented  organization  is  one  that  is  continuously  gathering

information  about  customer  needs  and  preferences,  monitoring  competitor  actions,  and

coordinating internal activities to meet customer needs and outperform competitors.

Brand management

Another important concept in organizational marketing strategy is brand management. Brand

management refers to the process of creating, developing, and maintaining a brand identity

that is distinctive and relevant to target customers. Keller (1993) proposed a brand equity

model that emphasizes the importance of building strong brand associations with customers,

including  brand  awareness,  brand  image,  brand  personality,  and  brand  loyalty.  A  well-

managed brand can serve as a key asset for an organization, helping to differentiate it from

competitors and create customer loyalty.

Digital marketing
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In recent years, digital marketing has become a critical element of organizational marketing

strategy  due  to  its  numerous  benefits  (Järvinen  &  Karjaluoto,  2020).  Digital  marketing

enables organizations to grasp a broader audience at a lower cost associated to traditional

marketing  methods.  Additionally,  digital  marketing  allows  for  more  targeted  and

personalized  messaging,  which  can  increase  engagement  and conversion  rates.  However,

digital marketing also presents challenges such as the need for constant adaptation to new

technologies  and changes  in  consumer  behaviour  (Chaffey  & Ellis-Chadwick,  2019).  As

such,  organizations  need  to  continuously  evaluate  and  update  their  digital  marketing

strategies to ensure they remain effective in achieving their goals.

Customer relationship management (CRM)

Another  important  concept  in  organizational  marketing  strategy  is  customer  relationship

management (CRM). CRM is a process of managing interactions with customers to build and

maintain relationships that are mutually beneficial. It involves the use of data and technology

to analyze customer behavior,  identify patterns,  and tailor marketing efforts to individual

customers.  According  to  Payne  and  Frow (2013),  effective  CRM can  lead  to  increased

customer loyalty, improved customer satisfaction, and ultimately, increased profits for the

organization.

In addition to these concepts, there are various theories that have been developed to explain

the process of organizational marketing strategy. One such theory is the resource-based view

(RBV)  of  the  firm.  The  RBV  posits  that  the  key  to  achieving  continued  competitive

advantage is to leverage unique resources and competences that are hard for competitors to

emulate. In the context of marketing strategy, this means that organizations should focus on

building  marketing  competences  that  are  unique  and  hard  for  competitors  to  replicate.

Another  theory  that  is  relevant  to  organizational  marketing  strategy  is  the  dynamic

capabilities  theory.  The  dynamic  capabilities  theory  highlights  the  importance  of

organizational  agility  and adaptability  in  responding to  changing market  conditions.  This

theory proposes that organizations should emphasis on emerging the ability to sense vagaries

in the market, seize opportunities, and reconfigure resources in response to those changes.
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Recent research in the area of organizational marketing strategy has focused on a variety of

topics.  For  example,  Huang  and  Benyoucef  (2019)  conducted  a  study  on  the  impact  of

customer engagement on brand loyalty in the context of social media. They found that higher

levels of customer engagement on social media were associated with greater brand loyalty.

Another recent study by Li et al. (2020) explored the role of organizational culture in shaping

market orientation and innovation performance in Chinese firms.

One key challenge in implementing effective organizational marketing strategy is the need to

balance  short-term and  long-term goals  (Hult,  Ketchen,  Griffith,  Finnegan,  & Gonzalez-

Padron, 2018). Many organizations may be focused on achieving short-term revenue targets,

which  can  lead  to  decisions  that  sacrifice  long-term brand  equity  and  customer  loyalty.

Therefore,  it  is  important  for  organizations  to  take  a  strategic  approach  to  marketing,

balancing the need for short-term revenue with the goal of building sustainable competitive

advantage through strong brand management, customer relationship management, and market

orientation (Biloslavo & Trnavcevic, 2019). Organizational marketing strategy is a critical

process that involves creating, implementing, and evaluating coordinated marketing activities

that are designed to achieve organizational goals (Morgan & Rego, 2018). Key concepts in

this  area  include  market  orientation,  brand  management,  and  customer  relationship

management. In recent years, there has been growing interest in the role of digital marketing

and  the  need  for  organizational  agility  in  responding  to  changing  market  conditions

(Sivarajah, Kamal, Irani, & Weerakkody, 2022).

THEORETICAL REVIEW

DECISION MAKING AND ORGANIZATIONAL MARKETING STRATEGY

Decision  making  is  a  critical  aspect  of  organizational  marketing  strategy  as  it  involves

identifying and selecting the most appropriate marketing activities to achieve organizational

goals. The decision-making process involves a series of steps that organizations need to take

to  ensure  that  they  make  informed  decisions  based  on  relevant  information  and  data

(Hinterhuber, 2018). One key aspect of decision making in organizational marketing strategy
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is the need to balance short-term and long-term goals. Many organizations focus on achieving

short-term revenue targets, which can lead to decisions that sacrifice long-term brand equity

and  customer  loyalty.  Therefore,  organizations  need  to  take  a  strategic  approach  to

marketing, balancing the need for short-term revenue with the goal of building sustainable

competitive  advantage  through  strong  brand  management,  customer  relationship

management, and market orientation (Hult et al., 2018).

In recent years, there has been a growing interest in the use of data analytics and artificial

intelligence (AI) in decision making for organizational marketing strategy. Data analytics

enables organizations to gain insights into customer behavior and preferences,  which can

inform marketing activities and enhance customer experience (Angeles, Cetinkaya-Kundakci,

& Akgun, 2019).  AI,  on the other hand, can automate decision making and improve the

efficiency  and  effectiveness  of  marketing  activities  (Liu,  Wang,  Zhang,  &  Hu,  2019).

However, organizations need to ensure that they use these tools ethically and transparently to

avoid negative consequences such as privacy concerns and unintended bias (Lee & Kwon,

2021).

Another important aspect of decision making in organizational marketing strategy is the need

to consider the impact of external factors such as market conditions, technological changes,

and competition. Organizations need to be agile and responsive to changes in the market to

remain competitive and achieve their marketing goals (Sivarajah et al., 2022). This requires a

continuous evaluation of the external environment to recognise opportunities and threats and

adjust marketing strategies accordingly (Biloslavo & Trnavcevic, 2019).

Furthermore,  decision  making  in  organizational  marketing  strategy  also  involves  the

allocation of resources to different marketing activities. This requires a thorough analysis of

the costs and benefits of each activity to ensure that resources are allocated to activities that

provide the highest return on investment (ROI) (Morgan & Rego, 2018). One important tool

that  organizations  use  to  aid  decision  making  in  marketing  strategy  is  market  research.

Market research includes gathering and analyzing data on customers, competitors, and the

market  atmosphere  to  notify  marketing  decisions  (Hinterhuber,  2018).  This  can  include
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qualitative  and  quantitative  research  methods  such  as  surveys,  focus  groups,  and  data

analytics.

Moreover,  organizational  marketing  strategy  decision  making  can  be  influenced  by  the

culture and values of the organization. A strong culture of innovation and risk-taking can

promote  creativity  and  experimentation  in  marketing  activities,  while  a  more  risk-averse

culture may lead to more conservative decision making (Li et al., 2020). Consequently, it is

essential  for  organizations  to  establish  a  culture  that  supports  and  encourages  strategic

decision  making  in  marketing.  In  addition,  decision  making  in  organizational  marketing

strategy can also be influenced by the leadership style of the organization. Transformational

leadership, for example, can encourage a more collaborative and innovative decision-making

practise  that  considers  the  benefits  of  all  stakeholders  (Hult  et  al.,  2018).  Autocratic

leadership, on the other hand, can lead to a more top-down decision-making process that may

not consider the perspectives of lower-level employees or external stakeholders.

Finally, it is important to consider the role of ethics in decision making for organizational

marketing strategy. Ethical decision making involves considering the impact of marketing

activities  on all  stakeholders,  including customers,  employees,  and the  wider  community

(Sokolova & Kefi, 2020). Organizations need to ensure that their marketing activities are not

only legal but also ethical and socially responsible to avoid reputational damage and negative

impacts on society. Decision making is a critical aspect of organizational marketing strategy,

and it  involves a range of factors such as short-term and long-term goals,  data analytics,

market research, external factors, resource allocation, organizational culture, leadership style,

and ethics. To make informed and effective decisions, organizations need to continuously

evaluate  and  adapt  their  marketing  strategies  to  remain  competitive  and  achieve  their

marketing goals. By doing so, organizations can create sustainable competitive advantages

and enhance their brand reputation and customer loyalty.

CONCLUSION:
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In conclusion, decision making plays a critical role in organizational marketing strategy. A

successful marketing strategy requires informed and effective decision making that balances

short-term  and  long-term  goals,  considers  external  factors,  and  allocates  resources  to

activities with the highest ROI. Organizations need to continuously evaluate and adapt their

marketing strategies to remain competitive and achieve their marketing goals.

The use of data analytics and AI in decision making for organizational marketing strategy is

growing  in  importance.  These  tools  enable  organizations  to  gain  insights  into  customer

behavior  and  preferences  and  automate  decision  making,  improving  efficiency  and

effectiveness. However, organizations need to use these tools ethically and transparently to

avoid negative consequences such as privacy concerns and unintended bias.

Moreover,  the  role  of  culture,  leadership  style,  and  ethics  in  decision  making  for

organizational marketing strategy cannot be overlooked. A culture of innovation and risk-

taking  can  promote  creativity  and  experimentation  in  marketing  activities,  while  ethical

decision making involves considering the impact of marketing activities on all stakeholders,

including customers, employees, and the wider community.

Overall, effective decision making in organizational marketing strategy involves a range of

factors, including short-term and long-term goals, data analytics, market research, external

factors,  resource  allocation,  organizational  culture,  leadership  style,  and  ethics.  By

continuously  evaluating  and  adapting  their  marketing  strategies,  organizations  can  create

sustainable competitive advantages and enhance their brand reputation and customer loyalty.

In  recent  years,  numerous  scholars  have  contributed  to  the  study  of  decision  making  in

organizational  marketing  strategy.  Their  research  provides  valuable  insights  into  how

organizations can make informed and effective marketing decisions to achieve their goals.

Hinterhuber  (2018)  emphasizes  the  importance of  a  strategic  approach to  marketing that

balances short-term revenue with the goal  of  building sustainable competitive advantage.

Hult  et  al.  (2018)  discuss  the  role  of  leadership  style  in  promoting  collaborative  and

innovative decision making, while Morgan and Rego (2018) highlight the importance of ROI

analysis in resource allocation.
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The use of data analytics and AI in decision making for organizational marketing strategy is

an area of active research. Angeles, Cetinkaya-Kundakci, and Akgun (2019) discuss the use

of data analytics in enhancing customer experience, while Liu et al.  (2019) highlight the

potential of AI in automating decision making. However, Lee and Kwon (2021) warn of the

ethical concerns associated with these tools, and the need for transparent and responsible use.

In conclusion, decision making is a critical aspect of organizational marketing strategy, and it

involves a range of factors that need to be carefully considered to ensure success. By drawing

on the insights of scholars and adopting a strategic and ethical approach, organizations can

make informed and effective marketing decisions to achieve their goals and create sustainable

competitive advantages.

RECOMMENDATIONS

Based on the analysis of the role of decision making in organizational marketing strategy, the

following recommendations are provided:

1. Use a strategic approach to marketing: Organizations should balance the need for

short-term  revenue  with  the  goal  of  building  sustainable  competitive  advantage

through strong brand management,  customer relationship management,  and market

orientation.

2. Leverage  data  analytics  and  AI  ethically  and  transparently:  Organizations  should

leverage  the  power  of  data  analytics  and  AI  to  improve  decision  making  and

efficiency in marketing activities. However, they must ensure that they use these tools

ethically and transparently to avoid negative consequences such as privacy concerns

and unintended bias.

3. Monitor and respond to external factors: Organizations should be agile and responsive

to changes in the market to remain competitive and achieve their marketing goals.

This  requires  a  continuous  evaluation  of  the  external  environment  to  identify

opportunities and threats and adjust marketing strategies accordingly.
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4. Conduct  thorough  cost-benefit  analysis:  Organizations  should  conduct  a  thorough

cost-benefit analysis of each marketing activity to ensure that resources are allocated

to activities that provide the highest return on investment (ROI).

5. Establish  a  culture  that  supports  strategic  decision  making  in  marketing:

Organizations  should  establish  a  culture  that  supports  and  encourages  strategic

decision making in marketing.  A strong culture of  innovation and risk-taking can

promote creativity and experimentation in marketing activities.

6. Consider  the  role  of  ethics  in  decision making:  Ethical  decision making involves

considering  the  impact  of  marketing  activities  on  all  stakeholders,  including

customers, employees, and the wider community. Organizations need to ensure that

their marketing activities are not only legal but also ethical and socially responsible to

avoid reputational damage and negative impacts on society.

By  following  these  recommendations,  organizations  can  make  informed  and  effective

decisions in marketing strategy, creating sustainable competitive advantages and enhancing

their brand reputation and customer loyalty.
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