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Abstract: The assessment of the value that marketing brings to a company is a challenging issue, both in terms of its 
principles and its applications. Especially for project firms, there is a lack of study on decision-making at the 
finance-marketing interaction. The study investigates the quantity and quality of conversation in financial 
decision in reaction to accountability requirements for allocation of resources to deal with competing 
difficulties. The marketing-finance interface contains crucial aspects like return on investments (ROI) and 
return on marketing investments (ROMI). A statistical and a qualitative analysis of ROMI/ROI are conducted. 
According to empirical data, project businesses and business units are mostly evaluated on the basis of brief 
financial criteria, which are out of step with their long-term performance. Project marketplaces make 
marketing investment difficult. Customer lifetime value and ROMI project data sets can aid in pleasant 
conversations between financial services interfaces. 

1 INTRODUCTION 

The significance advertisement and advertising 
activities continues to be a challenging topic for 
managers to discuss, both in terms of their concepts 
and their applications. Particularly from the 
perspective of finance management, where specific 
justifications for marketing function spending on 
advertising capabilities are expected (Vezina, et al., 
2019). This article examines the connection between 
marketing and finance on three levels since each is 
significant. (Eaton, et al., 2020). Market value, 
shareholder value, company level, and, eventually, 
advertising interaction dynamics all play a role. 
Evaluations of investment in and by businesses, 
decisions made in terms of budgeting, and the results 
of investments made specifically for advertising (ROI 
and ROMI) are all connected to these three levels. 
There is a lack of research on ROI and ROMI in 
principles and application in businesses 
manufacturing underlying asset, notably projects 
companies (Liptak et al., 2022). 

Engaging customers and fostering brand loyalty 
require a strategy and content called engagement 
marketing. This inbound marketing strategy uses a 

cross-channel approach and includes email 
marketing, content marketing, social media 
marketing, marketing automation (Rather, et al., 
2019). Brand recognition can be distributed very 
effectively for a lot less money than traditional 
advertising if an engagement marketing campaign is 
successful. For instance, a carefully and focused 
content marketing campaign may put the company in 
the powerful position of being a thought leader, 
creating trust and brand preference as you assist 
customers in educating themselves on upcoming 
purchases (Terason, et al., 2021). Figure 1 depicts the 
integrative framework of the marketing–finance 
interface and its performance implications. 

 
Figure 1: Integrative framework of the marketing–finance. 
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The coordination of specialized roles with 
objectives and timetables, knowledge of specific 
goals and talents, wisdom and information sharing 
across specialties in the industry. The structures 
address the lack of communication and 
comprehension that impedes organizational 
effectiveness. There have long been calls for 
increased communication between finance and 
marketing. To resolve the discrepancies between 
complementary approaches for evaluating business 
performance and investment, finance and marketing 
need two general things, with ROMI serving as one 
place to start. The operational interaction and the 
capacity to describe the interaction are impacted by 
quantitative and qualitative methods. Given the 
aforementioned concerns, these are quickly 
examined. 

2 LITERATURE SURVEY 

Chopra et al. 2021 presents the peer pressure had no 
impact on consumer behaviour, but sentiments 
towards influencer and the notion of behavioural 
control that allowed for domain specific development 
did. Saad, et al., 2018 mentions that digital marketing 
techniques like search engine optimization (SEO), 
search engine marketing (SEM), content marketing, 
influencer marketing, content automation, e-
commerce marketing, campaign marketing, social 
media marketing, social networking optimization, e-
mail direct marketing, display advertising, e-books, 
optical discs, and sports can be very beneficial for 
businesses. These strategies are becoming 
increasingly popular in our quickly evolving 
technological world. Yoon et al. 2018 mentions that 
looks at how user feedback on business Face book 
posts affects sales. Economic panel data studies are 
used to evaluate the hypotheses using both static fixed 
effects (FE) and random effects (RE) and dynamic 
generalised method of moments (GMM) 
methodologies. Irudayasamy et al. 2022 mentions 
that in the future, immunised, ignorant, and partially 
vaccinated questionable individual traits will be used 
to forecast illnesses and mortality outcomes. Last but 
not least, to offer a pertinent evaluation of probable 
traits' predictive abilities for lethality, severity, and 
mild symptoms (asymptotic). They looked at each 
perpetrator's patient data from the 
admission/diagnosis date, lab tests, and personal 
information. 

3 RESEARCH METHODOLOGY 

The project goal is to look into the suitability of 
ROMI in order to develop a foundation for deploying 
ROMI and to stimulate a common discussion in order 
to enable choice at the finance-marketing interface. A 
strong correlation between capacity growth and 
financial success, according to research, calls for 
more research linking quantitative measures to 
business performance. There hasn't been much 
research done up to this point to close this gap, 
particularly none for contract enterprises. We suggest 
examining initial report from introspective research 
done via interviews and observation. 

The qualitative data helps to clarify the distinctive 
characteristics of the financial-marketing interface 
and the degree of involvement throughout that 
contact. It also discusses how managers view ROMI 
as a tool for promoting fruitful discussion and 
decision-making. 

Understanding the stated practical challenges 
required some interpretations, which was in elements 
of sustainability by the research study. This 
perception served to clarify the issues rather than 
establish the research goals for this study. Large 
organisations' project business units were chosen 
because they are thought to be more inclined than 
projective companies to employ ROMI. 

To determine level of organisational 
dependability, analysis of documents and in-person 
observation were used to define individual, group, 
and organization cognitive processes. Patterns with 
greater consequences are discovered as a result of the 
data's contextual specificity, yet not on a mechanical 
basis. Although respondents' requests for 
confidentiality prevent us from disclosing more about 
the specific content and assigning quotes and material 
to specific players, doing so is unnecessary to achieve 
the goals and objectives stated. 

The approach that was taken to evaluate the 
material gleaned from the interviews was an iterative 
one, in which the findings were read over, notes were 
taken, and key issues that kept coming up were coded 
(cf. categorised) until a point of saturation was 
reached. 

4 RESULT AND ANALYSIS 

The investigation's goal is to ascertain whether ROMI 
is appropriate in order to provide a foundation for its 
use and to foster communication among participants 
to aid in decision-making at the interface between 
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finance and marketing. According to research, 
capacity development and financial performance 
have a meaningful correlation, and further research is 
required to establish a connection between 
advertising indicators and firm performance. 

It was discovered that several ROMI-oriented 
tools are created in compliance with internal 
standards in order to give performance metrics to a 
portion of programme product offerings. The 
majority of responders claimed that in practise, 
ROMI is complicated and challenging to interpret 
(See Table 1). 

Table 1. Decision-maker evidence and the research issues. 

Research questions Concepts for coding 
and categorization

To what extent ROI/ROMI 
provide a base; further notion 
development is needed, 
supported by an agreeable and 
shared dialogue, for application 
throughout many different kinds 
of project contexts. 

Servicing stock system 
and administration 
over assisting 
customers in the short 
term Back Credit 
The level of common 
conversation 
CLV and efficiency

To what amount is ROI/ROMI a 
valuable tool that requires 
careful use in light of sense? 

Financial 
considerations in 
decision-making 
Mitigation 
Back Credit 
The level of common 
conversation 

To what level is ROMI/ROI 
ineffective? 

Productivity 
investments versus 
restless resources 
scarce funds 
Economic decision-
making heuristics 
The level of mutual 
conversation 

To what degree is a mixture of 
the above suitable for 
ROI/ROMI? 

Assimilation 
Conversation and 
shared trust 

A posterior use of ROMI limited the convergence of 
data used by financiers to make predicts for short-
term evaluation Table 1. At company's marketing 
meeting, the power of financial inspectors was used 
to shift accountability from of the financial 
department to marketing, so restricting spending. 
Instead of assisting and leading approach the business 
efficient financial performance in regard to marketing 
and likely other departments as well, finance 
generally dictated business decisions around 
efficiency measures. It showed a lack of 
communication between parties. Heuristics and 
qualitative considerations were crucial, but they took 

a back seat in the decision-making process. 
Analyzing at a finer level, marketing departments in 
the majority of businesses provided ROMI/ROI 
calculations to support their investment 
recommendations. 

There wasn't a unified strategy for handling the 
marketing-finance interaction or using ROMI. The 
overall picture was variable, frequently partial, and 
mixed between partial practises that were in line with 
good practise and partial practises that weren't 
functioning for decision-makers on their own terms. 
Even when the client was an internal company, ROMI 
was never used at the programme or client level. CLV 
wasn't taken into account.  

5 DISCUSSION 

The history's intellectual promise hasn't been realised. 
As it was discovered that money dominated decision-
making, the usage of ROMI/ROI in reality is still up 
in the air, and it is still unclear how much conceptual 
development is required. The finance department 
doesn't seem willing to give up control in favour of a 
productive discourse, despite the fact that ROMI still 
has a basis for doing so. This topic of conversation 
could have greater ramifications than just project 
firms. 

The analysis suggests that ROMI/ROI still has 
promise, particularly as an extensive quantitative 
aggregation tool to evaluate the monetary advantages 
of marketing efforts. The evidence does not support 
the practise of prioritising marketing expenditure on 
a "scientific backing" utilising short-term ROMI-type 
devices. 

6 CONCLUSION 

The main conclusion is that marketing must continue 
to meet financial needs until financial supremacy is 
challenged by creating a suitable collection of 
parameters used for discussion and decision-making, 
which will then be used for data gathering and return 
attribution. Accounting may need to reduce its 
demands, take on more responsibility for regulating 
its interaction with advertising, and develop a larger 
range of social and economic evaluation techniques. 

ROMI provides a medium-term and long-term 
instrument at the company and business unit levels to 
encourage such a discussion. But, for this 
conversation to move further, it must first agree to 
obtain the required data at the CLV and project levels 
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of analysis. Hence, CLV and plan foci for ROMI data 
sets along with require a bit provide ways to move 
forward good interaction at the finance-marketing 
interaction. 

The broad examination of ROMI for project firms 
has made a most significant addition to our 
knowledge. Surprisingly, little study has been 
conducted in the management and project 
management fields. The primary limitation of the 
study is its exploratory nature; nonetheless, the 
findings are confirmed by the participants' recurring 
patterns of responses. 
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