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Abstract:

This research investigates the strategic integration of marketing and financial
governance to enhance investor trust and optimize corporate value. It focuses on
how aligning financial transparency with effective marketing strategies can
strengthen stakeholder relationships and elevate corporate credibility. The study
underscores the importance of adopting governance principles that promote
financial accountability while leveraging marketing tools to clearly communicate
corporate objectives.

By analyzing case studies of successful companies, the research illustrates the
critical role that transparency and strategic communication play in attracting
investors and sustaining their confidence. The findings demonstrate that
organisations that effectively integrate these disciplines tend to experience
improved financial performance, increased brand equity, and sustained
competitive advantage.

In conclusion, the study offers actionable recommendations for organisations
aiming to harmonise their marketing and financial governance practices,
ultimately contributing to long-term value creation.

Keywords: Marketing, Financial Governance, Investor Trust, Corporate Value,
Transparency, Strategic Communication, Accountability, Brand Equity

71



mailto:houichiti.toufik@univ-ghardaia.edu.dz
mailto:mecheri.mebrouka@univ-ghardaia.edu.dz

T.HOUICHITI, M. MECHERI, L.GULLADEM Title: The Integration of Marketing and
Financial Governance: A Strategy for Building Investor Trust and Maximizing Corporate Value

INTRODUCTION

In the past year, one of the most notable advancements in governance has been

the increasing recognition of the need for effective strategic linkage and structural
integration between marketing and financial functions. As the global marketplace
grows more interconnected and competitive, concerns regarding fragmentation
between these two areas have intensified. There is a pressing need to redefine the
relationship between marketing and finance.
Investors are now more vocal in demanding a market-oriented approach that outlines
how companies plan to build investor trust and enhance corporate value while
catering to a diverse range of stakeholder interests. They anticipate strategies that
concentrate on elements within the organization’s control, reflecting a macro
perspective aimed at improving strategic alignment and operational effectiveness
(Dmytriyev et al., 2021);) Sofiyah et al., 2024); (Lam et al., 2021).

Corporate governance has increasingly been placed under the spotlight,
becoming a critical interest for both investors and other stakeholders. Despite the
growing significance of stakeholder expectations, there remains a gap in the
literature regarding a robust framework for developing comprehensive governance
disclosure models. Current literature often presents a fragmented approach,
addressing only specific concerns and governance mechanisms that organizations
face.

In light of these issues, understanding the interplay between marketing and financial
governance is more vital than ever. Practitioners and the media alike are calling for a
coherent dialogue on the debate surrounding shareholder versus stakeholder value.
The primary objective of this essay is to engage the reader in this important
conversation and encourage a reevaluation of established relationships. By the
conclusion of the essay, readers will have a clearer understanding of the context for
the discussions that will ensue.

1.1. Background and Rationale

The term "corporate governance" refers to an organization's leaders' capacity to
effectively manage operations and fulfil the expectations of stakeholders.
Traditionally, the focus of controlled companies has been on issues related to
shareholder rights and the establishment of legal protections for those rights. In the
UK, these protections are commonly called "finance,” while in the US, they are
referred to as "market."
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Over time, the importance of governance has broadened to include a wider array of
concerns. This evolution can be attributed to the rise of businesses that operate in
interconnected markets across various nations, with substantial access to funding and
services in global financial markets. A significant challenge inherent in governance
is that management often holds considerable ownership stakes, which limits the
potential for litigation against them. Additionally, individuals who buy shares
typically do so as potential sellers of stock rather than as consumers of the product or
service.

A critical issue for governance—both for classical theory companies and for
shareholders in widely held companies—is how to encourage trustworthy individuals
to assume roles that promote business growth. The business landscape is currently
undergoing a new phase of evolution, a trend that has characterized corporate history.
This transformation is driven largely by economic, political, and social factors.

The growing significance of globalization, particularly within the context of the
technological revolution, is becoming increasingly evident. Moreover, as Corporate
Social Responsibility (CSR) evolves beyond simply addressing community or
national concerns to gain regional significance, it holds implications for the broader
community of stakeholders.

The rationale for integrating marketing and financial governance arises from the
notion that contemporary governance frameworks significantly influence investment
outcomes by shaping the expectations of potential investors regarding future wealth.
(Naciti et al., 2022)

1.2. Scope and Objectives

This paper delineates the primary focus of the research as a meta-analysis of the
interrelations between marketing and finance within the sphere of governance.
Several parameters have been established, with the examination commencing in the
early 21st century. Throughout the discourse, the term "governance" will designate
the strategic focus of investors prior to their investment decisions.

One of the principal objectives of this research is to identify instances in which
marketing has been integrated into governance strategies, while also advancing a
thesis that provides insights into evolving trends. The paper will briefly explore
various sectors where marketing and financial governance intersect, not only
concerning standards or complex management challenges but also within the broader
discourse on trust in executive leadership, both academically and in practice.
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This framework for the governance debate is pertinent to marketing and employs
several theoretical tools available to decision-makers in the governance of
sustainability. The subsequent sections of this paper will evaluate the "Governance
vs. Marketing"” dichotomy across three distinct areas.

While this paper does not provide a specific enumeration of sectors, it is essential to
highlight domains such as corporate identity and the relationship with risk
management in the insurance sector, where marketing and financial governance
significantly affect investor trust and, consequently, shareholder value.

The conclusions presented herein introduce topics for more extensive exploration in
future research endeavors. The overarching aim of this study is both straightforward
and complex: to define the concept of "connected governance.” This term reflects the
state of affairs in which an individual or group, at any given moment, assigns a series
of values that integrate or nurture key endowed positions.

Additionally, the more specific goal of this paper's empirical findings is to contribute
to "modern theory" by monitoring observations and outcomes from leading practices
in advanced organizations. (Klockner et al. 2022)

2. Theoretical Foundations

This section aims to establish foundational definitions and principles that illuminate
the practical execution of enterprise governance, particularly through the lens of
marketing principles. It highlights the natural alignment that can exist between an
enterprise's governance structure and its behavior. Both marketing governance and
financial governance provide insights into investor behavior, suggesting that an
organization's governance framework, especially one that actively markets its
products, reflects the expectations investors have regarding its daily operations.

The following sections will elaborate on these ideas, with the goal of highlighting
practical implications that can enhance investor trust. The uniqueness of marketing
governance lies in its integration of a marketing approach to manage organizational
behaviour. In contrast, traditional corporate governance typically views the firm in
isolation, emphasizing effective production over broader marketing considerations.
This discussion further underscores the potential of marketing governance in aligning
financial and business strategies within a strategic framework. Achieving cognitive
and financial alignment between marketing initiatives and financial strategies is
critical. The integration of marketing and financial governance concepts can bolster
an organization’s strategic positioning and overall effectiveness. (Buhalis & Volchek,
2021)

Because the organizational behavior influenced by marketing governance often
aligns with investor-driven functions, it is essential to merge these two theories. This
integration fosters transparency between efforts and outcomes, which is crucial for
the success of governance principles. The essence of this theoretical framework
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suggests a pathway for harmonizing financial and marketing strategies, potentially
becoming a vital aspect of financial governance.

Despite this importance, there has been limited research in the area of financial
marketing governance. As a result, significant gaps remain in the international
literature regarding the integration of marketing principles with financial governance.

2.1. Marketing Governance

Marketing governance addresses the crucial question of how marketing can add
value to an organization. Its primary objective is to ensure that marketing aligns with
the expectations of key stakeholders while maintaining a strong focus on value
creation. Marketing governance regulates the relationships between the board of
directors and executive management concerning strategic marketing decisions,
ethical considerations, and compliance with relevant regulations in the corporate
code of conduct.

Given the fiduciary responsibilities of boards and executive managers, marketing
governance emphasizes brand value and the implementation of a marketing strategy
that enhances value, leading to sustained competitive advantage. This approach also
aims to maximize the financial value of the corporate brand. At the core of this
strategy is the development of stronger principles of transparency and accountability
to ensure that marketing efforts align with financial strategies, both of which must
prioritize long-term success.

The enforcement of these principles through regulation is supported by a model
analysis that demonstrates how aligning operations and marketing—with a focus on
intangible assets—can foster a closer philosophical partnership between marketing
and finance.

There is a significant focus on corporate governance and the marketing of finance,
reflecting contemporary business practices across various international contexts. This
chapter argues that marketing governance is the most effective approach because it
treats the marketing function with respect during discussions in the boardroom,
which ultimately benefits the board itself. Both marketing finance and marketing
governance concentrate on integrating corporate management with their respective
functions to achieve sustainable business operations and enhance stock market value
through the creation of intangible assets.

Marketing governance is best understood by recognizing that marketing adds value
and that the management of marketing resources and objectives can either facilitate
or impede the smooth operation of other corporate functions. This strategic
positioning enhances corporate culture and improves interactions with stakeholders
and employees, making it an integral part of the organization's core business.
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This premise supports the relatively new concept of marketing governance, which
aims to establish rules and regulations regarding strategies within the corporate code
of conduct. The chapter presents newly analyzed research findings and explores
different options. An examination of marketing governance also looks at its
operational impact, as illustrated by the significant fines imposed in class-action
lawsuits against marketing strategies employed by car manufacturers and credit card
companies.

Marketing has evolved into a highly sophisticated discipline that incorporates
accountable decision-making systems to monitor and address the concerns of
external stakeholders, activists, and consumers who protest against risky and
potentially unethical marketing practices. The costs associated with these regulated
marketing efforts highlight the unified stance of integrated marketing communication
on brand and image, which must endure scrutiny should any issues arise. (Botelho et
al., 2021)

2.2. Financial Governance

Financial governance plays a critical role in organizing and regulating decision-

making regarding financial receipts and expenditures within corporations. It defines

the extent of managers' discretion in financial decisions, outlines the internal

management structures for these decisions, and clarifies the rights and obligations of

the board of directors, supervisors, shareholders, and related parties with financial

interests. Additionally, it oversees the efficiency of capital utilization.

The core principles of financial governance include:

1. Holding top management accountable to both internal stakeholders and external

shareholders.

2. Risk management.

3. Anticipating regulatory actions.

4. Ensuring transparency and openness.

Effective financial governance can mitigate systematic and regulatory risks in

marketing, as it involves managing stock and company reputation. Many marketers

rely on company management for protection against well-informed investors.

Numerous regulations impact both internal and external company processes related

to development, effective marketing management strategies, and operational

decisions. These regulations require appropriate documentation, so marketers

understand the significant financial and non-financial resources involved in

governance activities.

Both financial governance and risk management require considerable resources and

are often linked to crisis management. Establishing strong financial governance is

essential for building investor trust, which depends on a corporation's long-term
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success and community values. Effective disclosure is a crucial aspect of financial
governance, which undergoes changes in compliance, performance, and stakeholder
relationships over time.

The discourse surrounding governance addresses various challenges and issues,
especially during financial scandals, credit crises, and when brand reputations suffer.
The values promoted by Chief Financial Officers (CFOs) may not always be realized,
but corporate management processes are continuously scrutinized to create
shareholder and corporate value with integrity.

In pursuing profit, it is important to balance governance with diminishing reliance on
reinsurance. However, enhancing the transparency of governance can encourage
investment. A company’s success often stems from having a well-embedded
marketing strategy from its inception. Failures frequently result from undervalued
investments, emphasizing the importance of establishing financial governance
principles.

The overarching goal of financial governance is to contribute to a company’s success
and foster long-term value. Expanding financial governance practices can also
encourage enterprise trust. While financial development presents economic
opportunities, it is complex and can be challenging to define the corporate
governance landscape accurately. Implementing such regulations requires significant
effort, which can be further complicated by political controversies and strategic
discussions that reflect the competing interests of companies and their stakeholders.
(Kumari, 2020)

2.3. Integration of Marketing and Financial Governance

The essence of the proposed approach is to strategically integrate the marketing
domain with the financial governance domain. This integration assumes that changes
in marketing strategies and performance management can help a firm build greater
trust, ultimately leading to increased corporate value. It is essential to merge
corporate governance—including marketing and financial governance—to achieve
the following: 1) facilitate the alignment necessary for effective corporate
governance; 2) enable the board of directors to assess the firm's health and well-
being; and 3) enhance the decision-making usefulness for the board of directors and
organizational instruments (Fayvishenko et al., 2023).

Expanding into marketing strategies and operations supports this argument. A
company that transparently discloses its marketing operations may experience
significantly lower capital costs, as it signals to investors that there is nothing to hide.
Conversely, outside investors tend to penalize companies that communicate
uncertain information. A more ethical company tends to have a higher valuation
because its corporate governance is regarded as more trustworthy by investors,
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employees, and the board of directors. By utilizing the previously mentioned
instruments, companies should be able to behaviorally measure their effectiveness in
gaining trust from non-financial investors and the board of directors. Evidence
suggests that companies that successfully build trust will also demonstrate better
financial performance metrics to their investors (Zumente and Bistrova, 2021).

Thus far, empirical evidence has shown that increasing a firm's strategic focus on
investor relations, particularly marketing the firm's stock, signals a greater concern
for its reputation. This approach indicates a philosophical inclination to consider all
stakeholders, both internal and external. The challenge lies in developing a user-
friendly and cost-effective tool that companies can utilize to measure and
subsequently enhance trust, promote friendly stock trading, and attract retail
investment. By employing such tools, companies can better align their strategies and
mitigate residual authority costs, resulting in improved governance by the board of
directors, employees, and shareholders (Huang, 2022).

3. Importance of Investor Trust

In general, the primary goal of corporate marketing is to achieve and maintain
investor trust. Corporations that have the trust of their investors tend to be more
sustainable in the long term. From a stock market perspective, it is clear that when
investors believe a corporation is sustainable and that future earnings will continue
without major interruptions, new investors will be attracted to its stock, driving up
the stock price.

Average investors typically focus on fundamental analysis, which involves
examining a corporation's historical profitability, various financial ratios, and its
performance relative to competitors in the same industry. Fundamental analysis
considers independent variables from the same period as the dependent variable,
which is the stock price. Analysts use these independent variables to predict future
stock price dynamics and are concerned with the transmission of information.

Trust in corporations, similar to trust between countries, is built on several
components, including reliability, competence, honesty, integrity, the willingness of
the trustee, the benign nature of the trustee, and the trustee's reliability. Trust is not
merely a psychological trait that affects some individuals and not others. Some
people are inherently trusting; they believe in corporations and their stockbrokers,
remaining in a buying mode. Others consistently distrust corporations and their
stockbrokers, staying in a selling mode. In between these extremes are individuals
who display varying degrees of trust or mistrust and adjust their stock portfolios
accordingly.

High-trust environments can lead to buying frenzies, making the market more
susceptible to fluctuations. Trust influences who sells and who buys, reflecting
rational psychology rather than irrational judgment. Numerous large-scale studies
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have demonstrated that stocks of trusted corporations tend to outperform those of
untrusted ones. Companies with transparent communication policies and ethical
practices are rewarded by the stock market, often reflecting price-to-earnings (P/E)
ratios that are, on average, 28 percent higher. This underscores the significant link
between governance and trust, highlighting how good governance can lead to
corporate financial success.

Research conducted over the past 15 years shows that companies with strong
governance recognize the value of investor trust. The relationship between
governance and trust is fundamental and self-evident. Investors feel more confident
when a company is perceived as well-governed, which essentially means that the
market, having invested its trust in the company’s management, feels emotionally
secure in its investment. The connection between governance and trust is a crucial
foundation of the market.

It is important to remember that stock markets exist primarily for the benefit of the
individuals who invest in them; there are no other stakeholders. Governing a
corporation in the interest of market stakeholders involves more than simply
presenting it as a good and safe investment. It requires creating value for the
corporation's investors and entails a strategic perspective that looks at the situation
from the top down rather than the bottom up. Careful preparation and thorough
research are the enemies of impulsive investment decisions. (Moore, 2020) (Fabius
and Phares, 2021) (Bansal et al., 2022)

3.1. Definition and Components of Investor Trust

Investor trust refers to an individual’s or collective opinion about future events,
which influences the perceptions of other relevant stakeholders. Confidence builds
from the belief that the future will align with expectations, supported by the
understanding of social groups and intellectual perspectives that predict similar
outcomes. Trust is fostered by several factors, including transparency and reliability.
Key components of investor trust include transparency, reliability, and financial
attitudes and behaviours. These components can interact and collectively influence
overall customer trust.

Promoting investor confidence is an essential proactive measure to mitigate the
negative effects of ethical violations on financial performance. Building trust among
entrepreneurs involves valuing clarity in corporate governance and maintaining
sound financial practices (Agu et al., 2024).

Empirical studies indicate that transparency can significantly enhance trust between
investors and companies. It is believed that when investors perceive companies as
more accountable, it leads to greater confidence, ultimately encouraging them to
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purchase shares. Additionally, the transparency of information signals strong
company performance. However, it is important to note that the effects of
transparency may vary based on capital market conditions. Different outcomes arise
when examining the influence of corporate social responsibility, vision, mission, and
objectives on companies with good governance. Research has shown that when
transparency is linked to good governance, but a company underperforms, private
investors may focus more on the company’s production processes rather than its
value as an investment (Devine et al., 2021).

3.2. Role of Marketing and Financial Governance in Building Trust

According to brand tracking research, the most important attributes and intentions of
consumers include trust, ethical treatment of customers, and concern for
communities and the environment. Additionally, fostering strong internal
relationships, ensuring ethical treatment of the supply chain, and maintaining
connections throughout services and supply chains, as well as having positive
attitudes toward shareholders and investors, are crucial for creating a memorable
brand.
The company’s extensive annual public report serves as an effective approach to
investor relations and finance. It reviews the company's activities and ethical goals
with the reader in mind, assuming they are already shareholders. To support a
broader marketing effort, an online animation could be developed to highlight the
company’s long-term prospects.
The company’s future narrative emphasizes proactive collaboration with employees,
subsidiaries, suppliers, business partners, and customers, reinforcing its commitment
to action. The text discusses how trust, fostered through the management of
relationships with consumers, employees, and the supply chain, has become
embedded in the culture, structures, and relationships of organizations over the past
two decades.
Ethical branding indicates that consumers are inclined to take a holistic perspective
on their interactions. Evidence suggests that ethical marketing can be as effective as
financial marketing in creating a seamless integration between consumer-facing
brand messaging and financial stakeholders. With proper internal readiness and clear
change management, there is evidence supporting the integration of financial
readiness and high-level financial change with broader marketing activities.
There is a need to develop an integrated governance framework for marketing and
finance to support a fully collaborative branding and finance-oriented approach to the
market. Brand awareness, understanding, trust, respect, and other elements of
corporate governance naturally influence the overall perception of product value.
(Acar et al. 2022) (Gabler et al. 2023) (Fellows and Liu 2020)
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4. Maximizing Corporate Value

Maximizing corporate value is a fundamental objective of business activity,
particularly for organizations aiming for long-term success. In a broad sense,
"corporate value™ reflects a business's ability to generate measurable net benefits for
its key stakeholders. This concept is closely tied to a corporation's capability to use
generally accepted financial reporting methods, such as balance sheets, income
statements, and cash flow statements, to produce information that informs decisions
about buying, holding, or selling a company's shares. A corporation's success in this
area helps its managers present a positive outlook on the organization's potential to
generate future cash flows.

Achieving this goal involves contrasting the inflow and outflow of assets to create
returns that exceed the proportionate investments made by a firm's investors. This
objective can be met by efficiently deploying financial, physical, and intangible
assets, as well as employing effective marketing strategies that position the
organization as the preferred supplier for buyers. The success in reaching these goals
is reflected in an organization's marketing and financial performance, its productive
and market-related competencies, and the resulting goodwill, branding, loyalty, and
corporate reputation—intangible strategic assets that contribute to what is termed
PSG (profitability, sustainability, growth).

Aligning business activities with the declared interests of stakeholders, while
emphasizing marketing and financial performance, supports the maximization of
corporate leadership value. In this chapter, we further explore the relationship
between PSG and governance within a firm's corporate, financial, or marketing
strategies and its effect on strategic advantage. It is important to note that, in many
cases, governance serves as an independent strategic advantage or functions as a
component of a firm's overall PSG when it is viewed as a strategic variable. Conflicts
in the firm-specific governance of an organization's operational PSG can be managed
by integrating governance practices that effectively align the corporate strategy, as
defined by the governing body, with the interests of stakeholders. (Tariq et al. 2022)

4.1. Value Creation in Business

Value creation is one of the most important activities for a business, particularly in
contemporary management literature. This literature emphasizes that a firm’s value is
positively influenced by critical activities and relationships within the broader
organizational ecosystem.

There are various models of value, but the most widely adopted model focuses on the
maximization or creation of shareholder wealth. Companies often face the additional
requirement of upholding the interests of multiple stakeholders, including investors,
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employees, customers, suppliers, and the community. Business value is generated
when a company does something new, different, or better than its competitors;
therefore, value creation is frequently associated with innovation.

From a marketing perspective, the real value of a firm is "phygital” (a blend of
physical and digital), and value creation is more about the consumer experience than
simply placing goods or services in the market. Additionally, value creation in
today's economy is increasingly driven by consumer trends and behavior, rather than
just the company’s bottom line. A company delivers value when it produces
offerings that are relevant to consumer interests. Identifying and leveraging market
trends is essential in the value-creation process; predictive analytics and marketing
intelligence play critical roles in providing these insights. (Matarazzo et al.2021)

In advanced management settings, the only way to stay ahead is to foster a culture
and establish long-lasting processes that embed a value-creation mindset. In practical
terms, employees must go beyond their job descriptions and consistently think about
delivering value while executing their tasks.

Sustainability has become a vital element of modern marketing, enhancing value
creation prospects for companies that adopt sustainably oriented strategies. The
growth of sustainability-focused firms, especially those with high-impact brand
assets, signals to the market a greater ability to create future business value compared
to competitors and historical performance.

However, successfully transitioning from sustainability marketing to creating long-
term shareholder value relies on a robust governance structure and leadership that
authentically communicates and embed sustainability agendas. (Broadstock et
al.2022)

4.2. Strategies for Maximizing Corporate Value

Effective governance ensures that a firm complies with laws, rules, and regulations
while considering the interests of all stakeholders. This governance system can
implement strategies designed to enhance corporate value. This paper will discuss
these strategies for maximizing corporate value, which are crucial for attracting
trusted investors. Among these strategies is an operational approach that focuses on
innovation based on value. The innovative approach involves several key
components: addressing the needs of value-based stakeholders, conducting strengths,
weaknesses, opportunities, and threats (SWOT) analysis, selecting innovations that
prioritize value-based stakeholders, establishing measurable key performance
indicators (KPIs) and targets, fostering collaboration through working groups,
gaining stakeholder acceptance, and implementing chosen innovations aimed at
boosting investor confidence and overall value.
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One important strategy for enhancing corporate value is improving operations by
identifying and eliminating unnecessary activities that do not contribute significant
value. Some activities may add value but do not directly deliver benefits to investors;
these can ultimately diminish value. To evaluate productivity and prioritize daily
operations, companies can employ tools such as Lean methodologies, Six Sigma, and
supply chain management optimization. The effectiveness of these strategies hinges
on management's sensitivity to the needs and concerns of primary value-based
stakeholders, as well as their capability to respond appropriately.

To maximize corporate strengths, effective management and a positive attitude
toward governance and control are essential. These strategies should be combined
with robust financial governance practices. Research can focus on companies that
adopt innovative strategies, both operational and non-operational. Such companies
can be referred to as innovative enterprises, value-oriented investors, and firms
trusted by their investors. When investor confidence is strong, the company's value
can reach its maximum potential and continue to grow each year. Therefore, the
conclusion of this research will also address how strong corporate value facilitates
partnerships with bankers, ultimately helping the company achieve maximum profits.
(Martins et al., 2020)

5. Challenges and Risks

Several reasons have been proposed to explain the relatively slow pace of integrating
marketing and financial governance within organizations. A common concern is the
complexity involved in the governance pathway to integration and the variety of
different levers that must be aligned to achieve governance improvements. This
pathway requires the alignment and monitoring of a diverse range of technical,
organizational, and institutional settings.

For instance, there needs to be some degree of strategic alignment between
marketing and finance objectives. However, in practice, marketing and accounting
managers often face conflicting targets and goals. It is also essential to manage board
dynamics to ensure that both marketing and financial expertise and viewpoints are
adequately represented. Research shows that top management teams dominated by
individuals with finance backgrounds are less likely to adopt a client-focused
approach compared to those with marketing backgrounds, and vice versa.

In many organizations, substantial cultural changes may be necessary to overcome
the psychological barriers that persist within numerous public companies that aim to
engage in cross-disciplinary regulation (Battilana et al., 2022).

The significance of integrating marketing and financial governance also varies
depending on the context in which a company operates. Some experts suggest that a
range of governance practices may need to be implemented to achieve a level of
corporate compliance that reflects agency costs. Another reason for the slow progress
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in integrating these governance areas is that firms may not feel pressured to signal
their commitment to practices that reduce agency costs. Particularly in growing
markets, quoted firms often remain unconvinced about the need for short-term cost-
cutting measures and may see little or no advantage in enhancing the reliability of the
information in their financial marketing.

Quoted firms that do not rely on capital markets because they are bank-financed may
struggle to recognize the benefits of integrating financial and marketing governance.
It is typically during financially stressful times that non-financial firms perceive a
pressing need to address their relatively high and variable cost of equity. At other
times, proposals for governance improvements often go unheeded. Given that capital
markets can be inherently disruptive, organizations that become overly reliant on
trust-enhancing financial governance initiatives may inadvertently create the
opposite effect from what was intended (Almagtome et al., 2020).

5.1. Potential Challenges in Integrating Marketing and Financial Governance

The progress of integrating marketing and financial governance can be hindered by
several barriers. Primarily, marketing management tends to concentrate on building
brands, launching new products and services, and developing advertising and pricing
strategies aimed at consumers. Consequently, their focus is more on consumer
interests rather than on those of investors. Often, the organizational culture and
information systems within the marketing department do not align with the
performance metrics that are necessary for integrating with the financial performance
of the company.

Additionally, accountants and managers in financial planning and analysis do not
typically have marketing skills. Corporate boards and CEOs also play a significant
role in shaping the firm's direction, but many are neither trained marketers nor
financially literate. As a result, their strategic planners and financial controllers often
lack the diverse competencies required for effective decision-making.

These barriers create challenges for communication and interdependency between
marketing and financial governance managers. There are few connections between
the two areas, leading to mostly functional decision-making. Interdivisional
cooperation is infrequent unless financial performance is directly impacted. The
language of financial impact is what resonates with all key executives. . (Owano et
al., 2023)(Rydecki and Chtad2023)

The Chief Financial Officer (CFO) and others responsible for financial compliance
cannot effectively plan without collaborating with operational finance partners. The
operational finance team manages various brands and forms teams for strategic
development. While marketing emphasizes customer satisfaction and long-term

84



Journal of quantitative and qualitative research

in economic and administrative sciences Volume: 05 / N°: 02 (2023), p 71-94

revenue, financial governance prioritizes strategy and controls within operational
finance teams.

Collaboration between these teams can be strengthened by using accounting-oriented
rules as a strategic framework. This approach enhances corporate governance, boosts
confidence in financial forecasts, and leads to higher market valuations. (Takacs et
al., 2022)

5.2. Risks Associated with Poor Governance Integration

The risks associated with a lack of integration between successful marketing and
financial governance are significant. If an organization fails to align its marketing
activities with financial reporting, it risks losing investor confidence. This decline
can result in decreased stock prices, reduced market capitalization, and a drop in
shareholder value. As a consequence, the resulting goodwill losses may lead to
shareholder-backed actions against the firm. In some cases, regulatory authorities
might intervene if inconsistencies arise between the organization’s policies and
governance practices. This situation can further damage the organization's reputation
and create widespread financial governance issues that negatively impact both
pricing and public perception. A loss of investor trust may lead to frozen capital,
especially if allegations of false advertising or violations of fiduciary duties occur in
the context of a large-scale international failure. Beyond potential legal costs, this
scenario can cause substantial long-term losses in market share. (Alao et al.2024)

For instance, if executives publicly announce that the business has been experiencing
explosive and continuous growth for several years, while marketing executives are
revealing declining demand at industry conferences, financial professionals have no
reliable foundation to reflect the reality in their reporting. In this scenario, external
auditors and their teams may be unable to provide the necessary checks and balances
to ensure that reporting aligns with the organization's actual performance. This
situation also suggests that the executives may unknowingly report conflicting
information, an action serious enough to attract regulatory scrutiny. (Trask et al.2020)

6. Best Practices and Case Studies

This chapter presents six best practices and case studies of organizations that have
successfully integrated financial governance and marketing, built brands and creating
value through these efforts. The case study organizations were selected based on the
following criteria:

- They demonstrate high performance in valuing brands, as evidenced by metrics
such as total shareholder return, net asset value, and leading loyalty benchmarks.
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- They exhibit commitments from C-level executives or divisional leadership teams
to the practice of brand valuation.

- They effectively communicate and promote their brand valuation programs to the
general investment community. These organizations are open about what has worked
well, but more importantly, they focus on the challenges and difficulties encountered
in valuing brands.

From these case studies, seven key lessons or guidelines emerge. Successful
organizations provide clear evidence of ongoing changes in their approaches,
structures, or processes to keep pace with market competition and adopt modern
tools for communicating with investors. The most successful companies foster close,
one-on-one dialogues between their main board and shareholders on topics related to
responsible financial governance and its alignment with corporate strategy.

This ongoing engagement ensures that investor perspectives are considered and
integrated, generating momentum for better value-based management (VBM)
decisions. Generally, organizations that have successfully integrated marketing and
financial governance demonstrate a shared leadership commitment to this
implementation. They have communicated clear objectives aimed at creating value
for investors through a coordinated approach focused on either growth, increasing
returns, or a combination of both. Furthermore, remaining attuned to industry trends
helps these organizations adapt their style and content in their integration efforts.

6.1. Successful Integration Examples

Groups and organizations are increasingly recognizing that effective disclosure and
alignment of marketing and financial communications can positively impact their
company's bottom line, particularly in building investor trust and disclosing potential
risks. Recent research in governance suggests that companies that successfully
integrate marketing and finance enhance both investor trust and corporate value,
provided they also align the other five key drivers that support a profitable and
sustainable enterprise.

Research participants noted that companies effectively merging marketing and
finance have produced measurable improvements in shareholder value. Over the past
three years leading to this research, these companies have successfully implemented
this market strategy. This subsection aimed to provide research participants with a
governance model for leadership and management, along with a well-defined process
to deliver shareholder value.

These companies have integrated marketing and finance while benefiting from a
strong corporate governance model that has been in place for the last three years.
Leaders and managers in these successful companies maintain a long-term
perspective on return on investments and cash flows, showing patience in delivering
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financial returns to their investors. Executives continuously assessed their
governance model in response to changing labor market conditions and increasing
customer demands. This thorough and ongoing review process for building
leadership and investor policies has not altered the current company culture or
increased the number of long-term shareholders. (Budianto and Dewi2024) (Kaiser
& Berger, 2021)

One company aimed to enhance long-term shareholder value while also achieving
long-term stakeholder objectives by addressing ongoing customer needs and acting
as a responsible corporate entity. These companies have firmly embedded their
governance model into long-term operations, experiencing significant growth even
while navigating a variety of challenges, such as expanding products and services,
adapting to persistent market changes, and managing acquisitions as a routine event.
The modelling process focuses on how all systems, including marketing and finance,
influence one another, with senior executives forming a five-member roundtable as
opposed to relying on cross-department intermediate managers. The company's
governance system is interwoven with the individual financial and strategic
opportunities of its business units. Both companies benefit from strong leadership, as
their chairpersons have reduced the Board of Directors’ risk by minimizing layers of
communication between shareholders and the CEO. Senior shareholders, typically
corporate vice chairpersons, work directly with the CEO.

Division chairpersons find it easier to align their operations with shareholders' return
objectives due to the consistent leadership and management that has been in place for
three decades. Additionally, division chairpersons have shareholder agents in charge
of the corporation's activities. The overall business is strengthened by deeply
integrating marketing and financial operations. In essence, the diverse governance
and investment strategies currently in use allow a company to seamlessly adopt a
dual corporate and marketing approach. The multi-faceted nature of a business is a
hallmark of a company's capital, forged through the integration of marketing and
finance. (Nasrallah and EI12022) (Guluma, 2021)

6.2. Lessons Learned

What conclusions should leaders and governance professionals draw, and what
actions should they undertake upon reviewing case studies and best practices
concerning the integration of marketing and financial governance? As indicated by
numerous educators and practitioners, the following practical applications emerge:
Successful integration necessitates collaboration that is appropriate, efficient, and
effective. It is imperative to establish clear governance structures and to delineate
roles within the dynamic relationship between marketing and finance. Collaboration
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is further enhanced through the establishment of agreed-upon outcome measures.
Adequate input from all affected departments must be solicited, and the objectives
should be maximally surpassed. Ultimately, effective collaboration hinges upon
acquiring the requisite expertise and knowledge that empowers leaders to secure
sufficient internal competencies in marketing, finance, and other relevant domains.
Leaders derive valuable insights from their experiences, both positive and negative.
This understanding motivated the conduct of a series of case studies aimed at
investigating the effects of effective approaches to marketing and finance governance.
The objective was to identify lessons with the potential for generalization. To this
end, the case studies of successful strategies were informed by a multiple-case
inductive methodology, grounded in a prior systematic literature review. The
integration of complementary data and triangulated methods has produced credible
and insightful outcomes from these empirical studies (Fares et al. 2022).
Furthermore, this paper addresses ongoing calls within corporate governance
literature for additional research focused on brief training for top management. Such
research may include programs aimed at improving external quality audits and
facilitating competitive benchmarking.

Finally, key lessons relevant to cross-functional governance have been identified,
which are pertinent to the new corporate governance policies that contemporary
managers and governance professionals must navigate to enhance corporate value
and attract capital investment. In summary, the lessons can be condensed into the
following best practices:

1. Collaboration commences with a clearly defined and documented governance
structure that is transparent.

2. Cooperative dynamics depend on cohesive and secure governance to ensure
alignment of integrated leadership with top management principles.

3. Continuous monitoring and adjustments are essential to maintain and enhance the
integration process, resulting in the development of successful cross-functional
governance.

4. Marketing control practices should be robust while respecting teamwork dynamics.
5. A multifunctional approach should be embraced.

6. Specialists in evaluation should collaborate with marketing teams.

7. Should the organization lack specific specialists, the expertise of external
consultants may be leveraged, or necessary specialists may be engaged to cultivate
in-house knowledge.

8. An aggressive approach should be avoided initially; instead, emphasis should be
placed on motivating the marketing department and addressing any imbalances to
highlight its contributions.
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9. Managers should exercise discipline in their practices, refraining from offering
unconditional rewards for creativity, and instead ensuring that performance-based
contributions are acknowledged.

10. Marketing and finance departments should operate collaboratively rather than
adversarial.

11. It is essential to provide a comprehensive explanation of remuneration structures
for marketing personnel and those responsible for the long-term economic vision of
the organization.

7. Conclusion and Future Directions

**Conclusion**

It is well established that integrating marketing with financial governance is essential
for building investor trust and maximizing corporate value. We would like to
highlight several key points. First, the integration of marketing and corporate
governance can significantly benefit organizations by helping to build and maintain
investor trust. Good governance attracts long-term commitment from investors,
which, in turn, can enhance the organization's sales value. However, it is crucial to
properly value and include intangible assets in financial accounts to accurately reflect
an organization's worth.

Increased transparency can lead to potential legal challenges, and there may be
obstacles to integrating marketing and financial governance that will take time to
overcome. The effort required to facilitate this integration across the industry could
be considerable, and some asset management companies may be hesitant to meet
these requirements. To address these potential barriers, effective enforcement will be
vital.

If organizations can navigate these challenges, we firmly believe that the long-term
benefits will outweigh the associated risks. In conclusion, our examination of the
issues surrounding organizational credibility has highlighted the advantages of
integrating marketing and governance. While this process may take time, it is a
worthwhile pursuit. We anticipate further research and innovative developments in
this area soon.

7.1. Summary of Key Findings

The central finding of this research is that integrating financial and marketing
governance into a unified corporate strategy is an effective approach to enhancing
investor trust, increasing a company's attractiveness in financial markets, and
achieving the optimal cost of capital. This integration is proposed as a best practice
in marketing governance and has a positive impact on the company's overall value.
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The essay also confirms that governance operates as an interdependent organization
concerning others and significantly contributes to the stakeholder value perspective
of business. The practical implications of this research involve analyzing the
consequences of governance choices and their potential to optimize corporate
performance.

Differences in business and funding risks among public utilities result in varying
financial levels that must be reflected in the governance landscape. The integration of
governance functions and its effects on the company’s stakeholder strategy—
building and implementation—are identified as potential areas for further research.
The research discusses possible best practices for integrating management, finance,
and marketing decisions, focusing on a management decision-making process that
coordinates functions across the enterprise to create corporate value. A summary of
key findings and contributions from this essay is provided.

Financial and marketing governance in a corporation can offer a coherent alternative
to the traditional mix within the governance domain. Governance can involve
significant trade-offs, and if organizational choices prove undesirable, there may be a
need to reengineer the business and corporate strategy. Governance serves as a
framework for “good” governance, and therefore, contributes to stakeholder value
from a strategic organizational perspective, rather than merely an operational one.
While we provided a separate essay focusing on marketing governance, we consider
this topic an essential component of our project, as we view governance as an
interdependent organization that interacts with other entities.

7.2. Implications for Practice and Research

**Implications for Practice**

The implications of this paper are clear: organizations should implement governance
frameworks that integrate best practices in both financial and marketing governance.
However, this is only the beginning. To maximize value and build investor trust
through stronger governance signals, these functions need to be reorganized.
Currently, there is a limited understanding of the capacity of marketing professionals
to operate in regulatory environments and governance roles, both locally and
internationally. Therefore, it is crucial for these professionals, as well as their
organizations, to engage in professional development. In designing these
development programs, the primary focus should be on equipping both functions
with the new skills, insights, and knowledge necessary to collaborate effectively
within world-class governance structures.

The evidence suggests that this collaboration goes beyond merely learning from one
another, which is already a significant challenge. More importantly, it involves
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preparing to engage in governance as an ethical and cross-functional endeavour.
Lastly, it is recommended that further research explore how actual governance
practices can provide meaning to concepts of community, the market, value, and the
investor.

A key finding of this study is that governance has both financial and marketing
dimensions. For an organization to send positive practical and strategic signals to
investors, its governance must communicate effectively in the language of both
marketing and financial management. This insight reframes the discussion regarding
the consequences of the lack of integration between these fields. Notably, 53% of
respondents indicated they were "not sure" about the amount of time boards dedicate
to marketing strategy.

Interestingly, there was little alignment between the beliefs of marketing and control
groups regarding the importance of either marketing or financial governance.
However, there was a significantly greater belief that marketing professionals should
contribute to the development of governance strategies. Addressing these "gaps" and
"deficiencies™ in professional beliefs should be considered an ethical imperative for
organizations seeking to strengthen the integration of these two functions.
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