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Background 

n The Analytic Hierarchy Process (AHP) 
is a team approach to addressing 
complex problems 
– Developed in the 1970’s by Wharton 

professor Thomas Saaty 
– Has been refined and applied to many 

decisions in business and government 
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AHP Benefits 

n Takes advantage of the perspective and 
knowledge of every team member 
– Allows a cross-functional team to gain 

insight from each other 
– Process builds consensus 

n AHP process and results can be used to 
explain and defend how the marketing 
budget allocation was made 
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AHP Process 

n  Structure the marketing program allocation 
problem in a hierarchy 
–  The team identifies the criteria to address and the 

marketing programs to address them 
n  Participate in meetings with the marketing team to 

capture their expertise 
–  Use pairwise comparisons to compare the importance 

or preference for two elements 
n  The results identify the allocation of marketing 

programs that best meet the specified criteria 
within the context of the anticipated marketing 
environment 
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AHP Components 

n  Criteria 
–  What issues are important to brand success? 
–  What issues should the different marketing 

programs address? 
–  Financial versus non-financial 

»  Revenues/profits vs. brand perception/payer acceptance 

n  Marketing programs to consider 
n  Scenarios (material background assumptions) 
n  Highlight uncertainties 
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AHP Assessments 

n  Assessments are the heart of the AHP 
–  Typically done as pairwise comparisons to 

make the process as simple as possible 
»  “X is strongly more important than Y” 

–  Can also enter judgments as relative values for 
an entire level (node) to speed up process 

–  Need to balance completeness in establishing 
the structure vs. resulting complexity in 
making the judgments 

n  SoBware identifies inconsistencies in 
judgments 
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Promotion Hierarchy Optimizer™ 

n MicrosoB Excel model  
– Handles entry of assessments 
– Calculates criteria importance 
– Ranks marketing programs as to how well 

they address the criteria 
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Entering Objectives 

n  Marketing programs laid out in similar 
fashion 
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Entering Comparisons 

n  Dialog-based approach leads team participants 
through exercise 
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SoBware Layout 
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Blue-bordered cells 
show pairwise 
comparisons needed 

Table shows which 
assessments may need 
more consideration 

Table shows 
suggestions to improve 
assessments 

Once all comparisons 
are made, this section 
shows what is most 
important and the 
ranking 

All figures for illustrative purposes only 



Criteria Weighted & Ranked 

n  ABer all assessments have been entered, the model 
calculates the importance of all the criteria 
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All figures for illustrative purposes only 



Marketing Program Allocation 

n  Marketing program 
weighting based on 
how well each 
program addresses 
the different criteria 
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All figures for illustrative purposes only 


