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This paper is based on my primer research, which was implemented in 
three phases (during 2017 and 2018) using online questionnaires. The 
questionnaires were sent out using the snowball sampling method. 853 
valid questionnaires were processed during the survey using SPSS 20 
statistical software package. Secondary data have also been processed 
during the survey. 

In my research, inter alia I examine the strategies and strategic goals 
of Hungarian enterprises. I also examine the relationship between the 
used marketing-controlling tools and the goals and strategy of 
enterprises. I would like to point out how marketing-controlling has 
influenced the strategy and strategic decisions of enterprises. I also deal 
with the development of strategic goals on a temporal plane. I point out 
the development the strategic goals of enterprises: what effect has the 
use or even the not-use of marketing-controlling tools. I also examine the 
relationship between business performance and the characteristics of the 
business and the managers, and whether there is a significant relationship 
between the use of marketing-controlling tools and business performance. 
The research is ongoing, and there were queries in 2019, so this data will 
soon be processed and compared with the results of the 2017 and 2018 
queries.  

 
The role of SMEs in the Hungarian economy 
 
In addition to contributing to 50-60% of GDP, SMEs employ about two 
thirds of the workforce (71.4% in Hungary – KSH, 2018). Family 
businesses play a major role in economic life in the developed world as 
well as in the developing world (Vágány et al., 2016). Highlighting the 
latter fact, their stability has a direct impact on the stability of the 
economy or society. Conversely, the more uncertain the climate around 
small businesses, the more unstable the economy will be. The rate of SME 
closure is close to 40% in the first 3 years of SMEs (KSH 2018). At this 
rate / ratio change, the above-mentioned stability is hardly achieved. In 
my opinion, a better balance for small and medium-sized enterprises can 
be achieved by increasing the economic knowledge of enterprises. 
Economic knowledge / knowledge contributes to the success of SMEs. In 
my research, I will narrow the topic of economic knowledge to some areas 
of marketing, controlling and marketing-controlling. 
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Methodology and sample characteristics 
 
The research is basically based on an online questionnaire surveyed in 
2017 and 2018, which was primarily filled by SME executives. Sampling is 
not random, follows the principles of the snowball method, and 853 valid 
questionnaires were completed. 

75.8% of the executives of the surveyed companies were men and 
24.2% were women. In terms of education, 31.2%, 21.5% had a 
vocational secondary education and 20.1% had a university degree. 
13.1% were high school graduates and 6.5% were skilled workers. 

In terms of size, 74.2% of the enterprises surveyed were micro-
enterprises, 20.6% were small enterprises and 5% were medium-sized 
enterprises. 

The majority of the examined enterprises (50.1%) had their 
headquarters in Budapest or Pest, 13.2% were in the region of Northern 
Hungary, 9.6% in the Southern Great Plain and 9.4% in the North - In the 
Great Plain, the remaining 18% was almost equally divided between the 
remaining three regions. 

Most businesses (32.6%) were in commerce, 14.5% in transport and 
warehousing, 13.2% in construction and 8.3% in agriculture, only the 
most common highlighted. 

 
Controlling for Hungarian SMEs 
 
The majority of the examined enterprises (81.2%) did not have a 
controlling unit, which is not surprising given the small size of the 
surveyed enterprises. 5.4% of the companies had a controlling unit and 
12.4% had a controlling staff. 

Enterprises with a controlling unit or a co-worker justified the 
introduction of a controlling activity (35%) with the support of the 
controlling function. 29% indicated support for management, 26% 
indicated support for design, and 25% indicated support for quality 
decision making. Promoting the integration of planning and control was 
seen as crucial by 22.5%, and by providing information 18% explained 
the appearance of a controlling area within the business. 

For companies that do not have or plan to implement the controlling 
function, 21.9% say they do not need it, and 16.8% say they have the 
necessary knowledge (so they do not need it). 52.5% said that we are 
"small" and therefore do not consider it necessary to use controlling tools 
or that they might consider it expensive, but only 4.9% of respondents 
said that their costs are not due to the introduction of controlling tools.  

In connection with the application of controlling, I examined whether 
there is a connection between the presence of controlling and the 
profitability of the enterprise. According to this, the operation of the 
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enterprises with controlling function is more successful - this assumption 
was proved, however, only a weak relationship was found between the 
two variables (Cramer V = 0.096; p = 0.004; N = 853). 

 
Entrepreneurial strategy and strategic goals 
 
The starting point for developing the strategies and strategic goals used in 
the research was the basic work of Porter (1980) and the work of Sajtos 
(2004). 

During my research I wanted to find out what strategic objectives 
determine the operation of Hungarian SMEs. In this context, I also asked 
what was the most important strategic goal for the past 3 years and what 
will be in the next 3 years. According to the answers, the most important 
strategic goals of the past 3 years were to increase the market share 
(29.7%) and increase the capital strength (29%). Short-term profit 
maximization was reported by 24.7% of firms and 16.6% by survival. For 
the next 3 years, however, the order does not change, but the proportions 
change significantly: increase in market share 36%, increase in capital 
strength 33.9%, short-term profit maximization 20% and survival 7.1%. 
Changes in strategic goals show a positive trend, with short-term goals 
being replaced by long-term strategic goals. 

Based on the analysis of the strategy, it can be said that the main 
strategic direction or strategic issue for them was cost minimization 
(30.9%). In the case of SMEs, the cost minimization strategy should not 
be interpreted in terms of the porter cost management strategy, but 
rather on how cost reduction is treated as a strategic issue. The second 
most frequently mentioned strategy is the market gaps strategy (24.9%), 
which is typically a small business strategy. 21.1% of entrepreneurs 
indicated their product extension strategy, which could in fact include 
entering new markets or expanding their product range, but could also 
include product differentiation, which was also a separate strategic option, 
and respondents 6.2% selected it. Obtaining market share from 
competitors (16.9%) is also a more difficult task for small businesses, as 
they are unable to take on, for example, price competition with 
competitors. 

Over the next 3 years, the product rollout strategy (27.9%) will come to 
the forefront of the cost-cutting strategy that only 22.5% of respondents 
want to follow in the future. In my opinion, this reflects the growth of 
entrepreneurs' confidence and optimism. This is also supported by the 
strategy of gaining market share, as executives feel more competitive and 
able to capture customers from their competitors. 
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Examining the relationship between business characteristics 
and profitability 
 
I examined the development of the profitability of the examined 
companies with the question "The development of the market position of 
the company in relation to the last period", where the respondents could 
choose between "better", "same" and "worse". 49.7% of respondents said 
that their company 's market position improved, 42.2% said their market 
position did not change, while 8.1% said their profitability deteriorated. 

I also investigated whether the size and profitability of a business can 
be justified. According to this, we found that there is a positive 
relationship between size and performance, that is, larger companies 
performed better than smaller ones (Cramer V = 0.710; p <0.000; N = 
853). 

I also examined the relationship between the gender of a business 
manager and the evolution of business performance. According to this, the 
gender of the manager did not influence the profitability of the examined 
companies. This is also supported by the minimal difference in the 
partition coefficient. 

I also wanted to find out whether the qualifications of managers / 
respondents have an impact on business performance. Based on this, a 
significant relationship between the two variables could be demonstrated, 
that is, the enterprises of higher educated entrepreneurs performed better 
than those of the lower educated (Cramer V = 0.152; p <0.000; N = 
853). 

In my opinion, it is very important that the employees have the 
appropriate experience to run the business successfully. During my 
research I examined whether there is a significant relationship between 
the average experience of the employees and the profitability. The study 
confirms that the perception of efficiency is different in different 
entrepreneurial groups (Cramer V = 0.702; p <0.000; N = 853). 
Interestingly, however, companies with employees with an average of 5 to 
10 years of experience had the lowest proportion of poor performers 
(5%). Surprisingly, companies with more than 20 years of experience in 
the workforce performed the worst (11%). 

I also examined whether there is a significant correlation between the 
number of graduates and the performance of the company. The 
hypothesis could not be confirmed with the help of a cross-tabel analisys. 

 
Effect of using marketing-controlling tools on business 
performance 
 
Marketing-controlling is a subset of controlling, which can also be 
considered as a subsystem of corporate governance. Its main tasks are 
planning, analysis, control and information provision (Link & Weisner, 
2006; Ehrmann, 1991; Auerbach, 1994). During my research, I used the 
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questions in the applied questionnaire mainly from the literature to 
investigate the marketing-controlling characteristics of SMEs. 

I have investigated several marketing-controlling tools to see if their 
application has an impact on the efficiency of businesses. Thus, I 
examined whether there is a significant difference between those 
companies that have a marketing organization or a staff member and 
those without a marketing staff. The results of the cross-table analisys 
confirmed that companies with marketing functions are more successful 
than those without marketing units (Cramer V = 0.101; p = 0.013; N = 
853). 

I also asked the surveyed companies what kind of planning tools are 
used in marketing planning. I also compared entrepreneurs using 
marketing planning tools with and without cross-table: is there a 
significant difference between the two groups in how they judge their 
market performance? Based on distribution coefficient, companies using 
marketing planning techniques rate their market performance slightly 
better. However, the relationship could not be verified with an appropriate 
level of significance. 

In my questionnaire I also asked what tools entrepreneurs use to 
analyze the results of their marketing actions. In the course of this I also 
examined whether the profitability of the companies that did not evaluate 
the results of the marketing activity is significantly better. The study 
showed a weak relationship (Cramer V = 0.082; p = 0.021; N = 853), 
which means that the companies evaluating their marketing activity 
performed significantly better. 

During my research, I also investigated whether the business 
performance of its competitors was improved by investigating the 
marketing planning and analytics activities of its competitors? 
Unfortunately, no statistical relationship could be established between the 
two variables mentioned above. 

 
Relationship between marketing-controlling application and 
corporate strategy 
 
Integrated analysis of marketing-controlling and corporate strategy is also 
important because marketing-controlling can play an important role in 
recognizing / exploring the increasing future corporate risks 
(Michelberger, 2013). In the following, I examined or attempted to 
explore the factors affecting corporate strategy. I have been able to show 
that the strategies of SMEs that examine the results of their marketing 
activities are significantly different from those of those who do not. Even 
in the case of distribution coefficient, the differences are noticeable, but 
statistical studies also show that there is a significant relationship between 
the variables (Cramer V = 0.184; p <0.000; N = 853). 

If we look at the relationship between profitability testing and strategic 
goals for the next 3 years, we can also see that those looking at the 
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profitability of marketing activity in the coming period have a greater 
preference for strategic goals for longer-term growth than short-term 
survival or short-term profit . The relationship can also be confirmed by 
cross-tabel (Cramer V = 0.141; p <0.000; N = 853). 

I repeated the above test also in relation to entrepreneurial strategy, 
that is, I checked whether there is a statistical relationship between the 
analysis of marketing results and the applied strategy. The study was 
performed for both the past 3 years and the next 3 years. A weak 
relationship was found between the examined variables at both levels of 
significance (Cramer V = 0.178; p <0.000; N = 853 and Cramer V = 
0.156; p <0.000; N = 853). 

In the following, I examined the relationship between strategic goals 
and the evolution of the market position of the company. Significant 
correlation was found between the last 3 years (Cramer V = 0.245; p 
<0.000; N = 853) and the next 3 years (Cramer V = 0.330; p <0.000; N 
= 853). In terms of distribution coefficient, a much larger proportion of 
companies pursuing a survival strategic goal have performed and are 
expected to perform worse than those pursuing another strategic goal. 
Businesses pursuing short-term profit maximization goals are also slightly 
less successful than SMEs pursuing long-term strategic goals. 

After that, I examined the evolution of the strategy over the past 3 and 
the next 3 years, and its relationship to the market performance of 
businesses. Cross-tabel analisys also support the hypothesis that is also 
apparent from the distribution coefficient. There is a noticeably stronger 
proportion of higher performing firms than firms expanding their product 
market and significantly weaker firms pursuing a cost minimization 
strategy. In the past 3 years (Cramer V = 0.118; p = 0.018; N = 853) 
and in the next 3 years (Cramer V = 0.163; p <0.000; N = 853), a weak 
relationship between the market situation and the strategy chosen was 
demonstrated. but with a high level of reliability, especially in the second 
case. 

 
Summary 
 
In the course of my research I was able to prove a number of 
assumptions, such as the relationship between certain demographic 
characteristics and performance. The application of marketing-controlling, 
which in some cases could not be proven elsewhere, also has an impact 
on efficiency. Such a link has been established between the existence of a 
marketing organization and the improvement of market efficiency, but the 
existence of marketing performance in SMEs has a positive effect on 
efficiency. There is also a link between the application of marketing-
controlling and the strategy and strategic goals of the business; The 
positive effect of the application of marketing-controlling on the 
profitability of enterprises has already been partially demonstrated in an 
earlier research (Katona, 2015). However, 36% of the sample consisted of 
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medium and large companies, mostly small businesses, with only a small 
proportion of micro-enterprises. 

The relationship between the development of the market performance 
and the strategy and the strategic objectives has also been proved, ie the 
chosen strategy and strategic objectives of the companies influence the 
market position / profitability of the companies. 
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