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Abstract

As a manager, it is necessary to have curiosity and knowledge in determining a decision. Managers
can integrate ontology as their framework to determine their marketing strategy. Managers analyze
current market demand or trends or see “what” and “how” a situation occurs that can be developed
into a strategy. The purpose of this scoping review is to map how marketing managers apply ontology
in making their decisions. The article survey resulted in 5 articles that fit the research objectives.
This research aims to determine the role of ontology in determining marketing management
decisions. From the four articles, it was found that managers' decisions do not consider emotions but
rational data and managers must have a marketing strategy that is in accordance with the achievement
of organizational goals. This research can be used by marketing managers to consider creating a
framework with an ontological foundation to decide marketing strategies in their organizations and
further research references related to ontology in management decisions, especially marketing
management.
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INTRODUCTION

A product is recognized by consumers due to marketing efforts. Marketing is a strategy and
practice aimed at understanding and meeting consumer needs, especially in this era where
technological advancements influence consumer behavior, thereby affecting marketing strategies.
Marketing prioritizes understanding consumer behavior and preferences, ensuring strategies align
with customer needs (Czinkota, Kotabe, Vrontis, & Shams, 2021). Factors such as market share,
potential markets, competitor analysis, and promotional strategies significantly influence the
outcomes of marketing management (Nur Mastuti et al., 2024). If marketing management solely
relies on traditional marketing theories, it will hinder innovation in a rapidly changing market driven
by technological developments. Management decisions must adapt to technological advancements
that influence consumers. Management decisions are the process of determining actions to solve
marketing problems.

In making decisions, a structured framework or way of thinking is necessary. By integrating
ontology, marketing management decisions can be enhanced. Thinking ontologically means that
managers understand the environment for decision-making. Ontology in science is about the “What,”
“How,” and “Which” of a truth. There are four (4) ontological foundations for the development of
science: supernaturalism, materialism, dualism, and pluralism. These ontological foundations
represent the perspective of science toward reality (Sianturi, 2023). Based on research by Porello,
Guizzardi, Sales, Amaral, & Guarino (2020), ontology is applied in economic management as a
conceptual framework foundation to enhance understanding and application in various economic
contexts, including analyzing economic exchange, value, risk, and competition. By utilizing ontology
to analyze the “what,” “how,” and “which” in decision-making, problem-solving alternatives can be
formed. Managers can then understand consequences and integrate relevant information, leading to
more informed decisions and reducing subjectivity by acquiring accurate information (Girase,
Patnaik, & Patil, 2017; Mansingh & Rao, 2014).

A key factor determining the success of an organization's marketing is managerial thinking.
By integrating ontology into decision-making, managers must adhere to ethical standards. Ethical
standards guide managers in considering the moral implications of their actions. According to
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research by Chatterjee, Chaudhuri, Sakka, & Apoorva (2021), international marketing managers are
now required to undergo proper training on ethical issues to work effectively in cultures different
from their own. With technological advancements, marketing can reach other countries with cultures
distinct from the organization’s. Ethical decision-making fosters trust and accountability, which are
essential for sustainable business practices. Additionally, based on research by Nordin & Ravald
(2023), marketing managers face challenges requiring activeness, innovation, and reflexivity in
decision-making. With an ontological foundation, managers can combine data, knowledge,
adaptability, and ethics in their decisions to create effective organizational strategies that achieve
organizational goals. This approach also helps managers adapt to changing market conditions and
consumer preferences by utilizing their data and knowledge to improve decision quality (Wahab &
Rahman, 2018).

Based on previous research related to the role of integrating ontology in marketing decision-
making, which has a positive impact on marketing management decisions but remains rarely
discussed, this study aims to map the existing literature regarding the role of ontology in determining
marketing management decisions. It seeks to provide insights for further exploration and serve as a
framework or reference for future research, as research on this topic is still limited. The researchers
collected articles related to marketing management decisions. This study employs a scoping review
method and focuses on management decisions by integrating ontology within manufacturing
companies. A scoping review is conducted because it can be used to map a topic with a less rigid
approach than systematic reviews (Tricco et al., 2016). According to the research goals and benefits,
scoping reviews are utilized when the purpose is to "identify knowledge gaps, the scope of literature,
clarify concepts, investigate research implementation, or inform systematic reviews" (Munn et al.,
2018).

METHOD
The scoping review method adopted in this study is based on Arksey & O'Malley (2005).
Arksey & O'Malley (2005) proposed a five-step scoping review approach, as follows:
1. Identifying the Research Question
The research question is identified in the initial phase of the scoping review. By defining
the research question, researchers can design strategies to conduct literature searches while
ensuring that substantive areas are covered (Arksey & O'Malley, 2005). The research question
in this study is: “What is known from the existing literature about the role of ontology in
marketing management decisions?”’
2. ldentifying Relevant Studies
To identify literature relevant to the research question, keyword terms are formulated.
The key search terms related to this study include: “ontology,” “manager,” “management,”
“manager decision,” “marketing,” and “manufacturing.” This study uses electronic literature
sources from reputable journals, making literature searches through electronic databases more
effective and efficient. The selected electronic databases are Taylor & Francis, Sage, and
Emerald. The time frame used is five years, from 2019 to 2024. This five-year range is
considered relevant as it represents recent and up-to-date work. All empirical studies on
managerial decision-making within manufacturing companies were included. The type of
articles used are research articles.
3. Study Selection
The search results from the three electronic literature sources using the determined
keywords yielded 558 articles, comprising 200 articles from Taylor & Francis, 127 articles from
Sage, and 231 articles from Emerald. These articles were then examined to determine their
relevance to the research question. The articles were also checked for potential duplicates across
different databases. At this selection stage, 553 articles were excluded. Most articles excluded
from the review did not meet the research question criteria due to: Not specifically discussing
ontology, Not discussing ontology in management, Not addressing managerial decision-making,
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Not discussing marketing management, and Research not conducted within manufacturing

companies.

4. Charting the Data
At the data charting stage, selected articles were extracted to summarize the most
substantial data. The data recorded include: author(s), year of study, research objectives,
design/methodology, and findings.
Table 1. Charting the Data
No. | Author(s) | Year | Research Objective Methodology Findings
To explore the

Saku <_)ntol_o gical role in Qualitative The study found that
identity work and ¢ . .

Mantere & (interviews strategy discourse

1] o 2021 | analyze the . . ; .

Richard d - with 19 senior | influences managerial

e relationship between o

Whittington . managers) identity.
strategy discourse and
identity
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of Business Model I N

Sarah Innovation (BMI) Q_uallta_ltlve !\/Ianager's prioritize

- - (interviews information over
2 | Mueller- 2024 | decision-making and . L
e with 26 emotions in BMI

Saegebrecht identify key managers) decision-makin
characteristics of BMI g g-
group decisions
To analyze values,

Ashok beliefs, and attitudes in o ..

. ; Qualitative Individual values

Ashta, Peter marketing strategies < . - .

4 (interviews significantly influence
3 | Stokes, Paul | 2024 | and examine the . ; . .
. . with 6 senior | intercultural marketing

Hughes & customer satisfaction ; X

. ; . executives) actions.

Max Visser orientation of Japanese
executives in India
To provide a historical Quallta}uve Understanding

Mamta . (interviews . .

S account of competitive . competitive strategies by

Tripathi, . with 40 . . X

. strategies used by integrating strategic
David " owners or top
4 . 2024 | traditional management and

Jarvis, & . management L .
manufacturing sector o resilient, collaborative,

Kate fi in th of traditional I q .

Broadhurst irms in the West manufacturing compliant, and persistent
Midlands . behavior.

firms)
To explore how Qualitative Four types of cross-
. < : disciplinary value
. manufacturing SMEs | (interviews : .
Chun-Liang . . creation strategies were
5 2020 | can collaborate with with 15 . o ;

Chen - identified for Taiwanese
the cultural content participants il in th
industry from 6 SMEs) textile SMES in the

context of Industry 4.0.

Source: By The Researcher
5. Compiling, Summarizing and Reporting Results
The final stage of the scoping review is to compile, summarize and report the research results.
Compiling produces a table containing the extracted articles from the data mapping stage.
Summarizing produces the main themes or patterns of the main findings, and reporting produces
the format of the report, which in this case is for publication purposes.
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RESULTS AND DISCUSSION

Within the 5-year period from 2019 to 2024, only five empirical studies were identified as
most relevant to the research questions and keywords established. During this timeframe, three
articles were found in 2024, while only one study was identified in 2021 and 2020. No studies aligned
with the research questions and keywords were found for the years 2019, 2022, or 2023. All the
research data were derived from primary sources, employing qualitative methods involving
participant interviews. The findings of this scoping review aim to explore what is known about the
role of ontology in marketing management decision-making, focusing on manufacturing companies.
The review reveals that more empirical research is needed to further investigate the ontological
foundation integrated into management decisions, particularly in marketing management, which has
been underexplored and could inform future research directions. Mantere & Whittington (2021)
aimed to understand how mid-level and senior managers navigate the complexity of strategists'
identity. They identified three identity work tactics used by managers to mobilize strategists' identity:
self-measurement, self-construction, and self-actualization. The role of ontology in this study relates
to personal ontology as a subject of individual development. A strategic discourse that can be both
disciplinary and emancipatory is influenced by managers’ sense of ontological security. With an
ontological foundation, it is evident that becoming a strategist involves not only cognitive skills but
also self-transformation, requiring profound socio-psychological processes.

Mueller-Saegebrecht (2024) explored how managing directors interact as a group when
making business model innovation (BMI) decisions. The findings identified four typical group biases
affecting BMI decision-making: groupthink, social influence, hidden profiles, and group
polarization. Additionally, key characteristics of BMI decisions were identified, emphasizing
managerial cohesion and conflict readiness, as well as information-based and emotion-based
decision-making. With this approach, managers can mitigate risks and improve BMI decision quality
by leveraging information, preventing hasty decisions. Ashta, Stokes, Hughes, & Visser (2024)
investigated the values, beliefs, and attitudes (VBA) influencing the effectiveness of Japanese
marketing strategies in a business-to-business (B2B) context in India. Their research aimed to
analyze customer satisfaction orientation among Japanese business executives and gain insights into
cultural VBA to enhance marketing strategies. The findings highlighted that VBA significantly
impacts customer satisfaction orientation. The importance of long-term relationships in customer
satisfaction orientation, as expressed by Japanese business leaders, underscores that maintaining such
relationships is crucial for marketing effectiveness. Ontologically, Japanese business leaders
analyzed the “what,” “how,” and “why” of B2B marketing strategies with India. Tripathi, Jarvis, &
Broadhurst (2024) examined the impact of globalization on four traditional manufacturing sectors in
the West Midlands: automotive, ceramics, glass, and apparel. The study sought to validate the
changing environment in which traditional manufacturing operates and responds. The findings
identified four distinct competitive behaviors exhibited by companies in traditional manufacturing
sectors: resilient, collaborative, compliant, and persistent behaviors, reflecting their responses to
globalization challenges. In making decisions, managers must adopt participatory and proactive
policy approaches to advance organizations amid challenges such as Brexit, Covid-19, and climate
change. These findings contribute to understanding competitive strategies for market
competitiveness by integrating strategic management.

Chen (2020) explored how manufacturing SMEs can collaborate with the cultural content
industry to participate in the global value chain (GVC) under the Industry 4.0 framework. The study
also focused on understanding the role of interdisciplinary communication and collaborative
strategies in enhancing the competitive advantage of SMEs. The findings revealed four types of
cross-disciplinary value creation strategies for Taiwanese textile SMEs in the context of Industry 4.0:
enhancing digital product display capabilities, integrating cultural content design and online
marketing, creative brand marketing with cyber-physical channel integration, and emotional
marketing combined with smart services. Adopting Industry 4.0 technologies is crucial for SMEs to
improve their competitive advantage and effectively participate in the GVC. The importance of
collaboration and cultural integration enhances value creation and storytelling in marketing.
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Discussion

The development of Industry 4.0 technology and various phenomena such as environmental,
political, and socio-cultural factors compel organizations to continuously innovate to adapt and
achieve their objectives. In this context, managers play a key role as primary decision-makers in
addressing these phenomena. Managers must be able to "read" opportunities from ongoing events.
Marketing managers, who are the focus of this study, must quickly adapt to changes in market
conditions by leveraging data and information. However, beyond utilizing data and information,
managers must also consider their emotions when making marketing or competitive decisions.
Research shows that while data-driven decision-making is crucial, emotional factors significantly
influence managerial performance and team dynamics. In the research articles included in this
scoping review, ontology serves as a framework for individual self-development. For example,
Mantere & Whittington (2021) highlight that managers use self-measurement, self-construction, and
self-actualization tactics in decision-making. These interconnected tactics shape both individual and
organizational development. Such approaches help organizations develop resilience and
competitiveness to adapt to changing phenomena, thereby enhancing their market presence.
Managerial decisions often combine data with emotional considerations. Understanding emotional
responses to marketing tactics can significantly impact consumer habits and preferences. Although
Mueller-Saegebrecht (2024) found that managers prioritize information over emotions in business
model innovation (BMI) decisions, structured decision-making and emotional engagement remain
essential. Advances in technology have led to an over-reliance on data, potentially stifling creativity
and intuition in marketing strategies. Creativity is particularly vital in marketing strategies, especially
when collaboration with cultural elements is required, such as in international expansion efforts.
Research by Ashta et al. (2024) and Tadajewski (2019) emphasizes that individual values and habits
influence cross-cultural marketing actions.

In addition to self-development, ontology also acts as a guide or framework for managerial
thinking. Marketing managers face the challenge of maintaining long-term relationships with B2B
partners and distributors. Ontology-based thinking helps managers analyze and evaluate what needs
to be done to enhance product marketing. Although this ontological thinking is likely already
practiced in day-to-day activities, explicitly grounding decisions in ontology ensures they are
meaningful. Such decisions are based on data and facts, informed by managers' experiences and
discussions with peers or divisions. Thus, integrating ontology into managerial decision-making
processes enhances the efficiency and effectiveness of decisions across various organizational
contexts. By providing a structured framework for knowledge representation, ontology facilitates a
deeper understanding of complex decision-making environments. This enables managers to
comprehensively evaluate alternatives while considering the phenomena at play.

CONCLUSION

This review explores the role of ontology in marketing management decisions. Ontology
serves as a tool for self-development for managers. It is used as a framework or guideline for
managers in making decisions. With ontology, managers can understand what is happening, how to
respond to these phenomena, and what actions to take to maintain or adjust decisions to effectively
achieve organizational goals. Although ontology is closely related to reality and facts, in practice,
making decisions based solely on reality, facts, and data needs to be balanced with the emotions
within the manager. There are phenomena that need to be addressed by grounding decisions in both
data and emotions. Therefore, it can be concluded that ontology is crucial for making decisions with
the right resources to determine marketing strategies that align with the organization's objectives.
This research is expected to be implemented in organizations and contribute to the advancement of
research related to the application of ontology in decision-making, particularly in improving
marketing. It also aligns with the purpose of this scoping review to serve as a reference for further
research on the role of ontology in management decisions and exploring its application through
different research methods to investigate the implementation of ontology more effectively.

Management Economics Trade and Accounting Journal (META JOURNAL) 91
E-ISSN: 3031-0938 | https://abadiinstitute.org/index.php/META



Volume 2 No 2 (2024)

The Role of Ontology in Marketing Management Decisions in Manufacturing Companies: A Scoping
Review
Agus Bambang Sunyoto®*, Agung Winarno?

REFERENCES

Arksey, H., & O’Malley, L. (2005). Scoping studies: Towards a methodological framework.
International Journal of Social Research Methodology: Theory and Practice, 8(1), 19-32.
https://doi.org/10.1080/1364557032000119616

Ashta, A., Stokes, P., Hughes, P., & Visser, M. (2024). Japanese Cross-Cultural Management in
Indian Business-to-Business Marketing Situations: A Study of Evolving Intra-Asian
Differences in Cultural Values. Journal of Business-to-Business Marketing, 00(00), 1-20.
https://doi.org/10.1080/1051712X.2024.2399780

Chatterjee, S., Chaudhuri, S., Sakka, G., & Apoorva. (2021). Cross-disciplinary issues in
international marketing: a systematic literature review on international marketing and ethical
issues. International Marketing Review, 38(5), 985-1005. https://doi.org/10.1108/IMR-12-
2020-0280

Chen, C.-L. (2020). Cross-disciplinary innovations by Taiwanese manufacturing SMEs in the context
of Industry 4.0. Journal of Manufacturing Technology Management, 31(6), 1145-1168.
https://doi.org/10.1108/JMTM-08-2019-0301

Czinkota, M. R., Kotabe, M., Vrontis, D., & Shams, S. M. R. (2021). Marketing Management: Past,
Present and Future. Retrieved from https:/link.springer.com/book/10.1007/978-3-030-
66916-4

Franco, P., Canniford, R., & Phipps, M. (2022). Object-oriented marketing theory. Marketing
Theory, 22(3), 401-420. https://doi.org/10.1177/14705931221079407

Girase, A. V., Patnaik, G. K., & Patil, S. S. (2017). Devloping knowledge driven ontology for
decision making. International Conference on Signal Processing, Communication, Power and
Embedded System, SCOPES 2016 - Proceedings, 148(7), 99-105.
https://doi.org/10.1109/SCOPES.2016.7955610

Lucarelli, A., & Giovanardi, M. (2019). Investigating Relational Ontologies in Macromarketing:
Toward a Relational Approach and Research Agenda. Journal of Macromarketing, 39(1), 88—
102. https://doi.org/10.1177/0276146718821424

Mansingh, G., & Rao, L. (2014). Enhancing the Decision Making Process : An Ontology-based
Approach Enhancing the Decision Making Process: An Ontology-based Approach.
International Conference on Information Resources Management (Conf-IRM) — Big Data:
Revolutionizing How We Live, Work, and Think, 1-11.

Mantere, S., & Whittington, R. (2020). Becoming a strategist: The roles of strategy discourse and
ontological security in managerial identity work. Strategic Organization, 19(4), 553-578.
https://doi.org/10.1177/1476127020908781

Mueller-Saegebrecht, S. (2024). Business model innovation decisions: the role of group biases and
risk willingness. Management Decision, 62(13), 69-108. https://doi.org/10.1108/MD-05-
2023-0726

Munn, Z., Peters, M. D. J., Stern, C., Tufanaru, C., McArthur, A., & Aromataris, E. (2018).
Systematic review or scoping review? Guidance for authors when choosing between a
systematic or scoping review approach. BMC Medical Research Methodology, 18:143.
https://doi.org/10.4324/9781315159416

Nordin, F., & Ravald, A. (2023). The making of marketing decisions in modern marketing
environments. Journal of Business Research, 162(November), 113872.
https://doi.org/10.1016/j.jbusres.2023.113872

Nur Mastuti, D., Eko Widodo, R., Wijanarko, B., Purwoko, H., & Suhendra, A. (2024). Marketing
of Management: Share Market, Potential Market, Competitor Business and Promotion
(Literature Review). International Journal of Advanced Multidisciplinary, 3(2), 236-250.
https://doi.org/10.38035/ijam.v3i2.591

Porello, D., Guizzardi, G., Sales, T. P., Amaral, G., & Guarino, N. (2020). An ontological account
of the action theory of economic exchanges. CEUR Workshop Proceedings, 2574, 157-169.

Sianturi, M. (2023). Filsafat dan Pengetahuan Modern. Pusat Karir dan Riset STIE Mulia Pratama.

92 Management Economics Trade and Accounting Journal (META JOURNAL)
E-ISSN: 3031-0938 | https://abadiinstitute.org/index.php/META




NMNMETA-JOURNAL e-ISSN: 3031-0938

MANAGEMENT ECONOMICS TRADE & ACCOUNTING JOURNAL

Tadajewski, M. (2019). Habit as a central concept in marketing. Marketing Theory, 19(4), 447-466.
https://doi.org/10.1177/1470593119847251

Tricco, A. C., Lillie, E., Zarin, W., O’Brien, K., Colquhoun, H., Kastner, M., ... Straus, S. E. (2016).
A scoping review on the conduct and reporting of scoping reviews. BMC Medical Research
Methodology, 16(1), 1-10. https://doi.org/10.1186/s12874-016-0116-4

Tripathi, M., Jarvis, D., & Broadhurst, K. (2024). Globalisation and competitive strategies of firms
in traditional manufacturing sectors of the West Midlands. Local Economy, 39(1-2), 61-83.
https://doi.org/10.1177/02690942241294241

Wahab, W. A., & Rahman, S. A. (2018). A Brief Review on the Knowledge Management and Data
Mining for Marketing Decision. International Journal of Academic Research in Business and
Social Sciences, 8(9). https://doi.org/10.6007/ijarbss/v8-i9/4588

Management Economics Trade and Accounting Journal (META JOURNAL) 93
E-ISSN: 3031-0938 | https://abadiinstitute.org/index.php/META



