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Abstract 
Mainly management accounting has not been used as a powerful approach in product marketing process and 
create competitive advantage. In the past, management accounting mainly was handled for cost and profit and loss 
account. But modern management requires a newer objective of management accounting to help managers in 
strategic analysis, So the revision of the objective and management accounting tools using a strategic approach 
that will facilitate long-term decisions and ensures a sustainable competitive advantage. The situation becomes 
more competitive when the importance of issues such as quality, price and delivery time increases. 
Today, organizations should supply high quality goods with suitable prices to the market, otherwise in the 
competitive scene will have nothing to say. In Strategic marketing, meeting customers’ needs is the company’s 
strategic direction. Customer doesn’t think only to the product and its quality while buying, But also consider the 
appropriateness of the price. So it is essential that companies have a smart pricing program to be succeed in 
market. This paper shows that external focus in market with integration (management accounting and marketing) 
within the framework of the strategic management accounting will follow good results. 
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Introduction 
The relationship between strategy, management 
accounting and performance has been drawn great 
attention in the research field of accounting and 
management. In the past, management accounting 
mainly was handled for cost and profit and loss 
account. But gradually, approach to resource 
management decisions, management accounting 
was also added to influencing the behavior of 
authorities. But modern management requires a 
newer objective of management accounting to help 
managers in strategic analysis, So there is need to 
revision of objectives and management accounting 
tools by using a strategic approach that will 
facilitate long term decisions and ensures a 
sustainable competitive advantage. 
In strategic marketing, meet the needs of 
customers, is considered as companies strategic 

direction. The basic objective of management 
accounting is to help organization. Meeting these 
objective meet the needs of customers and other 
stakeholders (Ghahremani, Hosna, karimpour , 
Sarah, 2015). 
The role of management accounting in the 
economic agents is less due to the economic 
conditions in the past two decades. More recently 
the mode to privatization, changes in competition 
patterns, production, corporate structure, the pace 
of technology development and the introduction of 
the world trade, the importance of management 
accounting in business is well known. This is a lot 
of pressure to impose changes in accounting 
operation management. Recent empirical research 
in western countries indicate that management 
accounting is to keep its relationship with today’s 
increasing globalization,and must be coordinated 
with changes in the needs of managers. The new 
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conditions for population growth areas of 
management accounting provides accounting 
country well. Obviously by removing obstacles and 
efficiency of management accounting systems, we 
have more long strides to achieve its strategic 
objectives (Shabahang, Reza ,1999). 
The recent history of financial management has 
been associated with the activities of researchers, 
there has been a base for the growth and 
development that is designed to modernize the 
relationship between audit and management, and 
then financial management with a broad vision of 
life and self-esteem affected has been transferred. 
One way to understand economic development is 
to recognize the emergence of a sub-branch of the 
discipline in financial management. Rozleuczler 
(1995) refers to this phenomenon as audit 
strategic situation, and this phenomenon is as a 
complement to the older branches disciplined 
assessment of financial management and financial 
control. Audit strategic conditions, including those 
economic developments which is presents in order 
to control accounting information, in support of 
competitive interests. The presence of a few 
examples of the relationship between recent 
improvements in financial management and 
strategic literature follow irreversible loss of word 
and conceptual clarity, this case which has been 
working on this article is related to strategic 
financial management, and this case is in 
connection with strategic financial management. 
Tamkin and Kar (1995) observed that no popular 
conceptual framework exist for strategic financial 
management. 
That part of the vocabulary used in literature has 
three related concepts. The first word is strategic 
financial management to refer to the full 
development of a new financial management, and 
this word is synonymous with audit strategic 
conditions. Secondly, a number of writers are part 
of efforts to bring together strategic and financial 
management literature as their strategic financial 
management, and at the end it refers to a sample of 
relevant literature (Simon), and then (Bromwich) 
that both have extensive use of the word of 
strategic financial management with the 
development of their ideas, constantly Simon and 
Bromwich used this term specifically. Strategic 
financial management is a form or a way to 
provide management accounting information. And 
at the same time both focused on strategic 
reliability of their strategic management concept. 
Bromwich has presented most extensive concepts, 
which is particularly an instructive work. Strategic 
financial management is a financial management 
which focuses on final goods in market, and put 
emphasis on items such as products, customers 
and competitors. As Wilson (1995) explained in his 
talk, in connection with the development of 

descriptive indicators of strategic financial 
management there is opposition in financial 
management and marketing management and not 
strategy. Recognizing strategic financial 
management is a major interdisciplinary 
development, and it is a powerful sets of marketing 
and financial management concept that should be 
extended to competing interests. The progress is a 
bit more technical than contrasting examples of 
accounting marketing management (Foster and 
Gupta1994). 
The main purpose of this article is strategic 
financial management concept as the development 
of interdisciplinary which has been reported by 
the concept of financial management and 
marketing, that is to inform more audience. What 
draws us to manage strategic marketing without 
discipline is the quality that goes beyond the 
technical prevails over other accounting structure. 
We try to answer authority on strategic financial 
management and accounting challenges with the 
combination of financial management and the 
controls have been shown With the progress of 
this particular article, we will try to describe what 
work is possible (if accounting researches should 
be prepared to see inside your network to express 
their accounting). As a result, this study reaffirms 
the view of network then a simple valuation in 
relation to development of strategic financial 
management is desired. 
 
Accounting Strategic Position 
In heavy competitive market dominated by 
globalization, the application of cost management 
coupled with continuous improvement of products 
is a crucial factor in the success of organizations. 
And directors just can learn about the efficiency of 
production , and operational organizations adopt 
the correct decision that it will helps an 
understanding of how to perform activities and 
organizational processes. The system also identify 
and measure the cost of basic activities of the 
organization, and it introduces non value added 
activities, and activities that improve the 
organization’s performance. Economic and 
efficient way to reduce production costs is likely to 
require that production managers, marketing, 
finance, engineers, and other people involved in all 
the activities involved in the review and identify 
the product or service, So how the different 
activities should be made to reduce cost. Achieving 
the above objectives and functions without the use 
of advanced techniques of modern management 
such as cost management, Activity based 
management, kaizen management, total quality 
management, strategic management and… are very 
difficult and even impossible. 
Providing these objectives, present the needs of 
customer and other stockholders. Management 
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accounting systems help managers by providing 
various reports in order to make better decisions. 
Nowadays, many life companies are depended on 
increasing accuracy, quality and competitiveness. 
According to information provided by the 
undeniable importance and the role of the 
decision-making management system, also help 
managers to plan and control the activities of the 
organization, and paying more attentions to this 
issue seems necessary. 
The introduction of new topics in the field of cost 
accounting and controlling and managing costs, 
increasing demand for quality, competitiveness 
and… depending on the capabilities of costing 
system which are not appropriately responding to 
the needs of administrators, it is another reason 
for the importance of new management accounting 
system (Badri, Ahmed , 1997). 
 
Theme strategy in financial management 
Integrated financial management and strategy 
themes provide concepts of deep and interesting 
prospects for researchers in the field of accounting. 
So it is surprising that such examples can be found 
in the recent literature financial management. 
Before discussing strategic financial management 
as an attempt to integrated financial management 
and marketing, it is instructive that we have a 
situation where for some great efforts we have had 
to show confront financial management and 
strategy literature. 
The researchers are interested in reviewing the 
relationship business strategy and theory of 
competitive advantages for the development of 
financial information system, to emphasis on 
organic and gradual nature of this relationship. 
Although what has been mentioned is as a mean to 
develop a more strategic approach to financial 
management. 
This means that financial management is an 
understanding of strategic theory. Shank 
distinctions between administrative and structural 
drivers of value as a special vision (Relize, 1987) 
and that the performance of the strategic choice is 
regarding how competitive structure and executive 
management structure in strategically selected 
items. 
Shank and Gavin Parjan (1992) showed that value 
chain analysis of the ways to develop a more 
strategic approach to financial management are 
created porter’s value chain analysis of the overall 
business strategy, strategic credit rack frame, and 
confirms the strategic value management. The way 
which Shank and Gavin Parjan have developed the 
concept of porter’s value chain is stronger. Shank 
and Gavin parjan argue that in business, focus on 
the entire industry value chain is used where it’s 
necessary. Trade should be designed to determine 
the industry value chain and then put his rival in it. 

This can be by a broader understanding of how 
different trading companies to create value and 
more importantly keep their selective advantage. 
Today, there are more things that management 
accountants must be valued, and many of the old 
ways have not appropriate statistical accuracy. 
Strategic Financial management: Marketing 
opposition The term strategic financial 
management is presented in financial management 
and values article by C.Mundez in 1981 and he 
knew this term as a set of financial management 
activities which should be done professionally. 
Simon argues that accounting management is in a 
better position to promote these activities for 
strong opponents such as specialist in the designs 
and marketing business. In his view, management 
accountants have the skills and concepts to show 
changes in competitive situations. All that was 
necessary to exercise the initiative to expand the 
existing stock of financial management tool for 
providing information have been rivals. The use of 
a newer form of financial analysis that is less 
important to the received information, it is 
possible that the performance of our competitors 
be compared with the result of the internal model 
and therefore be dealt in evaluating the 
competitive position business. The second basis 
will be determine for strategic financial 
management in Porter’s work on the overall 
business strategy for competitive advantage. In 
relation to different products, factories compete 
with a number of attractive characteristics of 
products and present their services. These 
Measures are welcome and encouraged their 
customers to buy this product compared to the 
competing products. Porter interested in factory 
mechanism that will allow not only to successfully 
attract customers to the products, but also offer 
prices which are associated with the award. 
In order to achieve this strategy, Porter believes 
that manufactures should pay attentions to their 
customers’ value chain. 
Strategic cost analysis matrix in the cost factors 
used to exemplify the foundation for strategic 
financial management (Financial management, 
marketing) and it relates profit products to the 
cost categories. This matrix and both characterized 
by costing and strategic financial management 
reflect a clear division’s performance. And the 
reflection shows that accountants should not only 
consider themselves responsible for the costs, they 
also should be involved in the process of 
identifying and understanding. 
It should be noted that Bromwich method is in 
relation to strategic financial management and 
focuses on competing. Another aspect of strategic 
financial management assessment encompasses 
three separate interests of strategic investment. 
Those words related profits that can become 
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financially with initiative, ones that cannot 
converted to such terms but requires the used of 
several forms of the classification system. 
 
Next level: To financial management Brand 
In order to develop a strategic financial 
management as the overall accounting solutions it 
is necessary in strategic positions, to have a wider 
Look at Bromwich work in conjunction with the 
strategic cost analysis matrix and costing 
parameters. The target cost management tells us 
that price is also very important for the client. Wile 
Porter’s different ways are based on the analysis of 
the fact that many customers like to give a good 
price for various products. 
Second the word of tangible indicators and 
features are not in relation to the factory products 
and its supply. And on the other hand, from 
benefits and advantages we come to the conclusion 
that this is something instructive that the more 
tangible attraction of goods, experience , allowing 
them to meet the spiritual needs of our customers 
and we believe the quality of their diagnosis. 
Thirdly, becalms we need to expand the concept of 
strategic Financial managements. And finally in 
practice managements accounting and 
management counterparts, they should underlying 
market in relation to what they can to cope with 
security challenges. 
1. First their commitment to Value – based 
management is as the subparagraph Value – based 
management philosophy of their corporate 
strategic fact ones that cause to recognize that part 
of the business that are created to get return on 
investment. Based on interviews by the plants as 
Value – based management, creating a powerful 
way to follow competitive market, is not known. 
2. In each of these three brands, Factories point out 
to importance of business success in return of 
products and the same market supply. In contrast , 
on reflection , it is not strange to say that for the 
Brand which are with us for centuries during the 
past 15 or 20 years , we lived in a world which 
brand process were important for us. 
All brands are identified by the basic products, 
product as a brand. Brand process is along with 
Moring to goals. 
In the previous we express different strategy and 
dominant Porter’s Value, that the success of a 
product is correlated to the Value of the product 
and it mast also be consistent with out thinking. In 
terms of brands, however, identify Valuable 
customers to supply such a product is much more 
Fundamental than the underlying Value: The 
important thing is that the Value attributed to 
customer product supply is a reflection of Values, 
beyond any form of financial Value and reason why 
it determines customers succeed of fail it in being a 
brand. 

It is the customer who decides whether the supply 
in the market will be successful or not. 
It is a mistake to conclude that it is the activity of 
marketing managers in relation to brand which 
cares the objective and tangible aspects of such 
supplies. 
While their counterparts focus on other aspect of 
management accounting. As previously mentioned 
in the discussion (In relation to the Value 
attributed to product), A simple functional division 
of these markers labor isn't’ the relationship 
between these two factions. Marketing managers 
should always be aware that a successful brand 
pleasant was made of tangible and non – tangible 
factors. Not only need to know the balance, and 
how it varies overtime, but also they should be 
aware that in relation to more tangible advantages, 
customers expect a certain amount of money 
supply. This will complement co – director of 
finance that should recognize what they are 
expected the customer demand for experiences 
that define their self – worth deal. The biggest 
challenge that management accounting 
encountered in this case is that an alternative 
model should be between price anal Value. This 
means that how much customer pay for objective 
Indicaters of a product. 
 
Discussion 
Brand Financial management like strategic 
Financed management is a basic interdisciplinary 
concept like other structure of the overall strategic 
approach that has been said in the second part. 
This includes financed management and marketing 
management positions which are taken from the 
literature. Along with these improvements 
financial management of brand as a further 
dimension to the management philosophy has 
been known , that focuses on customers and 
market. 
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