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Series 1: Foundations of Strategic Marketing Management 

• Part 1.1 Meaning and Objectives of Strategic Marketing Management 

• 1.1.1 Definition of Strategic Marketing Management 

• 1.1.2 Objectives and Importance in Business Context 

• 1.1.3 Relationship between Strategy and Tactics 

• Part 1.2 Evolution and Scope of Strategic Marketing 

• 1.2.1 Historical Development of Marketing Strategy 

• 1.2.2 Scope and Application in Modern Organisations 

• 1.2.3 Strategic Marketing in Competitive Environments 

• Part 1.3 Core Concepts and Issues in Strategic Marketing Management 

• 1.3.1 Key Concepts: Strategy, Positioning, and Competitive Advantage 

• 1.3.2 Emerging Issues in Strategic Marketing 

• 1.3.3 Challenges in Implementation and Control 

 

Introduction 

Strategic marketing management is at the heart of how organisations position themselves in 
competitive markets. Every successful business relies on clear strategies to guide decisions, 
allocate resources, and achieve long-term goals. Without a strong foundation in strategic 
marketing, managers may struggle to connect corporate objectives with market realities. This 
Series therefore sets the stage for your journey into strategic marketing by introducing the 
essential concepts, objectives, and issues that underpin the discipline. 

The aim of this Series is to equip you with a clear understanding of what strategic marketing 
management means, why it is important, and how its foundations shape the broader processes 
and philosophies that you will encounter in later Series. 

We shall commence this Series by examining the meaning and objectives of strategic marketing 
management, focusing on its definitions, importance, and the relationship between strategy 
and tactics. Next, we will explore the evolution and scope of strategic marketing, tracing its 
historical development and considering its application in modern organisations. Finally, we will 
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round off by analysing the core concepts and issues in strategic marketing management, 
including key ideas such as positioning and competitive advantage, as well as emerging 
challenges in implementation and control. 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• SLO 1.1 define strategic marketing management and explain its objectives, 

• SLO 1.2 analyse the importance of strategic marketing in business decision-making, 

• SLO 1.3 describe the historical evolution and scope of strategic marketing, 

• SLO 1.4 explain the relationship between strategy and tactics in marketing, 

• SLO 1.5 evaluate key concepts such as positioning and competitive advantage, and 

• SLO 1.6 identify contemporary issues and challenges in strategic marketing 
management. 

 

1.1 Meaning And Objectives Of Strategic Marketing Management 

1.1.1 Definition of strategic marketing management 

Strategic marketing management refers to the process of planning, implementing, and 
evaluating marketing strategies that align with an organisation’s long-term objectives. The term 
strategic marketing means the deliberate design of marketing activities to achieve sustainable 
competitive advantage. It is not limited to short-term promotions but focuses on positioning 
the organisation in the marketplace for enduring success. 

Fill in the blank: Strategic marketing management is the process of ______, implementing, and 
evaluating marketing strategies that align with long-term objectives. 
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Diagram showing the cycle of strategic marketing management (planning, implementation, 
evaluation). Caption: Figure 1.1 Cycle of strategic marketing management 

 

1.1.2 Objectives and importance in business context 

The objectives of strategic marketing management are the specific goals organisations pursue 
through their marketing strategies. These include achieving customer satisfaction, increasing 
market share, enhancing profitability, and building long-term brand equity. The importance lies 
in its ability to connect corporate vision with market realities, ensuring that resources are used 
effectively and that the organisation remains competitive. 

Fill in the blank: One key objective of strategic marketing management is to achieve ______ 
satisfaction. 
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[Insert box here] Caption: Box 1.1 Selected objectives of strategic marketing management 
Content: 

• Achieving customer satisfaction 

• Increasing market share 

• Enhancing profitability 

• Building brand equity AI prompt suggestion: “Create a text box listing four objectives of 
strategic marketing management in bullet points.” Search string: “objectives of strategic 
marketing management OER” 

1.1.3 Relationship between strategy and tactics 

Strategy refers to the overarching plan designed to achieve long-term goals, while tactics are 
the specific actions taken to implement the strategy. For example, a strategy may involve 
positioning a brand as premium, while tactics may include targeted advertising campaigns and 
selective distribution channels. Understanding this relationship helps managers ensure that 
day-to-day actions support broader organisational objectives. 

Fill in the blank: While strategy refers to the overarching plan, ______ are the specific actions 
taken to implement it. 

Aspect Strategy Tactics 

Time 
Frame 

Long-term (Years) Short-term (Days/Months) 

Focus Overall direction and "Why" Specific actions and "How" 

Risk Level High (Harder to change) Low (Easier to pivot) 

Scope Broad and organizational Narrow and functional 

Example 
Positioning a brand as the most 
sustainable in the industry. 

Launching a recycled packaging 
social media campaign. 

Pilot questions 1.1 

1. Strategic marketing management focuses on achieving what type of advantage? 

2. Which three stages form the cycle of strategic marketing management? 

3. Name one key objective of strategic marketing management. 

4. What is the difference between strategy and tactics in marketing? 
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5. Give an example of a tactic that supports a premium positioning strategy. 

 

1.2 Evolution And Scope Of Strategic Marketing 

1.2.1 Historical development of marketing strategy 

The history of marketing strategy reflects how organisations have adapted to changing business 
environments. Initially, marketing was focused on simple trade and distribution, but as 
competition grew, firms began to adopt more deliberate approaches. The concept of marketing 
strategy refers to the long-term plan that guides how a company positions itself in the market. 
Over time, marketing strategy evolved from product orientation to customer orientation, and 
eventually to a strategic focus that integrates corporate goals with market realities. 

Fill in the blank: Early marketing was primarily focused on ______ and distribution before 
evolving into customer orientation. 

Timeline diagram showing the evolution of marketing strategy from product orientation to 
customer orientation to strategic integration. Caption: Figure 1.2 Historical evolution of 
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marketing strategy 

 

 

1.2.2 Scope and application in modern organisations 

The scope of strategic marketing includes all activities that connect an organisation’s vision 
with its market environment. This covers market research, segmentation, targeting, positioning, 
and the design of marketing mixes. In modern organisations, strategic marketing is applied not 
only to consumer goods but also to services, non-profit institutions, and digital platforms. Its 
application ensures that marketing decisions are aligned with corporate objectives and that 
organisations remain competitive in dynamic markets. 

Fill in the blank: The scope of strategic marketing includes segmentation, targeting, and ______. 
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Image showing diverse applications of strategic marketing in consumer goods, services, and 
digital platforms. Caption: Plate 1.1 Applications of strategic marketing in modern organisations 

 

 

1.2.3 Strategic marketing in competitive environments 

In highly competitive environments, strategic marketing plays a crucial role in helping 
organisations differentiate themselves. The concept of competitive advantage refers to the 
unique position an organisation achieves by offering superior value compared to rivals. 
Strategic marketing enables firms to identify opportunities, anticipate threats, and design 
strategies that sustain profitability. For example, companies may use innovation, customer 
loyalty programmes, or cost leadership strategies to remain ahead of competitors. 
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Fill in the blank: Strategic marketing helps organisations achieve ______ advantage by offering 
superior value compared to rivals. 

Caption: Box 1.2 Examples of competitive strategies in marketing Content: 

Pilot questions 1.2 

1. What was the primary focus of early marketing before customer orientation? 

2. Name two key activities included in the scope of strategic marketing. 

3. How is strategic marketing applied in modern organisations beyond consumer goods? 

4. What does competitive advantage mean in the context of strategic marketing? 
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5. Give one example of a strategy used to achieve competitive advantage. 

 

1.3 Core Concepts And Issues In Strategic Marketing Management 

1.3.1 Key concepts: strategy, positioning, and competitive advantage 

A strategy is a long-term plan designed to achieve specific organisational goals. In marketing, 
strategy provides direction for how a company will compete in its chosen market. Positioning 
refers to the way a product or brand is perceived in the minds of consumers relative to 
competitors. It involves creating a distinct image and value proposition. Competitive advantage 
is the unique edge that allows an organisation to outperform rivals, often achieved through 
superior quality, innovation, or customer loyalty. Together, these concepts form the backbone 
of strategic marketing management. 

Fill in the blank: Positioning refers to the way a product or brand is ______ in the minds of 
consumers relative to competitors. 



 

 LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS 

Diagram showing the relationship between strategy, positioning, and competitive advantage. 
Caption: Figure 1.3 Relationship among key concepts in strategic marketing 

 

 

1.3.2 Emerging issues in strategic marketing 

Modern organisations face several emerging issues in strategic marketing. These include digital 
transformation, sustainability, and globalisation. Digital transformation refers to the 
integration of digital technologies into marketing processes, such as social media and data 
analytics. Sustainability involves designing strategies that balance profitability with 
environmental and social responsibility. Globalisation challenges firms to adapt strategies 
across diverse cultural and economic contexts. These issues require marketers to be flexible 
and innovative in their approach. 
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Fill in the blank: One emerging issue in strategic marketing is ______ transformation, which 
involves integrating digital technologies into marketing processes. 

Caption: Box 1.3 Emerging issues in strategic marketing Content: 

1.3.3 Challenges in implementation and control 

While strategies may be well designed, organisations often face challenges in implementation 
and control. Implementation refers to the process of putting strategies into action, which may 
be hindered by limited resources, resistance to change, or poor communication. Control 
involves monitoring and evaluating the effectiveness of strategies, ensuring that objectives are 
met. Common challenges include aligning departments, measuring performance accurately, 
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and adapting to unexpected market shifts. Effective leadership and clear communication are 
essential to overcome these barriers. 

Fill in the blank: Control in strategic marketing involves monitoring and ______ the 
effectiveness of strategies. 

Caption: Table 1.2 Common challenges in implementing and controlling marketing strategies 
Content: 

Challenge Description Example 

Resource 
Limitations 

Shortfalls in capital, specialized 
talent, or physical 
infrastructure. 

A mid-sized firm cancelling a 
national TV campaign due to a 
20% budget cut. 

Resistance to 
Change 

Cultural or psychological 
pushback from staff 
accustomed to "the old way." 

Sales teams refusing to log leads 
into a new CRM system, 
preferring paper files. 

Poor 
Communication 

Information silos or lack of 
clarity regarding strategic goals. 

The creative team launching 
"premium" visuals while sales 
offers "budget" discounts. 

Market Shifts 

Exogenous shocks or rapid 
changes in consumer 
preferences. 

A legacy automaker struggling to 
pivot when consumers suddenly 
demand 100% EVs. 

Pilot questions 1.3 

1. What does positioning mean in the context of strategic marketing? 

2. Name one way an organisation can achieve competitive advantage. 

3. Identify one emerging issue in strategic marketing. 

4. What does implementation refer to in strategic marketing management? 

5. Give one example of a challenge in controlling marketing strategies. 

 

Series Summary 

This Series has introduced you to the foundations of strategic marketing management, 
highlighting its purpose and relevance in guiding organisations towards long-term success. We 
began by defining strategic marketing management and examining its objectives, emphasising 
the importance of aligning marketing activities with corporate goals. Then, we explored the 
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historical development and scope of strategic marketing, showing how it has evolved from 
product orientation to customer orientation and how it applies across modern organisations. 
Finally, we analysed core concepts such as strategy, positioning, and competitive advantage, 
while also considering emerging issues like digital transformation, sustainability, and 
globalisation, as well as challenges in implementation and control. 

By completing this Series, you should now be able to define strategic marketing management 
and explain its objectives, analyse its importance in business decision-making, describe its 
historical evolution and scope, explain the relationship between strategy and tactics, evaluate 
key concepts such as positioning and competitive advantage, and identify contemporary issues 
and challenges. These outcomes directly align with the Series Learning Outcomes and provide 
you with a strong foundation for the subsequent Series. 

Glossary of Terms 

• Competitive advantage: The unique edge that allows an organisation to outperform 
rivals by offering superior value. 

• Control: The process of monitoring and evaluating the effectiveness of strategies to 
ensure objectives are met. 

• Digital transformation: The integration of digital technologies into marketing processes 
such as social media and data analytics. 

• Implementation: The process of putting strategies into action within an organisation. 

• Marketing strategy: A long-term plan that guides how a company positions itself in the 
market to achieve goals. 

• Positioning: The way a product or brand is perceived in the minds of consumers relative 
to competitors. 

• Strategy: An overarching plan designed to achieve long-term organisational goals. 

• Strategic marketing management: The process of planning, implementing, and 
evaluating marketing strategies that align with an organisation’s long-term objectives. 

• Sustainability: Designing strategies that balance profitability with environmental and 
social responsibility. 

• Tactics: Specific short-term actions taken to implement a broader strategy. 

Concept Check Questions [Series 1] 

Objective questions 

1. Strategic marketing management focuses on achieving what type of advantage? (Linked 
to SLO 1.1) 

2. Which three stages form the cycle of strategic marketing management? (Linked to SLO 
1.1) 
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3. Positioning refers to how a product is ______ in the minds of consumers. (Linked to SLO 
1.5) 

Short-answer questions 

4. Explain one objective of strategic marketing management. (Linked to SLO 1.2) 

5. Describe one emerging issue in strategic marketing. (Linked to SLO 1.6) 

Long-answer questions 

6. Analyse the historical evolution of marketing strategy, highlighting its transition from 
product orientation to strategic integration. (Linked to SLO 1.3) 

7. Evaluate the challenges organisations face in implementing and controlling marketing 
strategies, providing examples. (Linked to SLO 1.6) 

Answers to Concept Check Questions [Series 1] 

Objective questions 

1. Competitive advantage. 

2. Planning, implementation, and evaluation. 

3. Perceived. 

Short-answer questions 

4. One objective is achieving customer satisfaction, which ensures loyalty and repeat 
business. 

5. Digital transformation, which involves integrating digital technologies into marketing 
processes. 

Long-answer questions 

6. Basic response: Marketing strategy evolved from product orientation, where firms 
focused on production efficiency, to customer orientation, where consumer needs became 
central, and finally to strategic integration, aligning marketing with corporate goals. Value-
added response: Outstanding learners may add that this evolution reflects broader economic 
and technological changes, such as industrialisation, globalisation, and digitalisation, which 
shaped how organisations compete and deliver value. 

7. Basic response: Challenges include resource limitations, resistance to change, poor 
communication, and unexpected market shifts. Value-added response: Outstanding learners 
may expand by discussing how organisations can overcome these challenges through effective 
leadership, cross-functional collaboration, and adaptive strategies that respond to dynamic 
market conditions. 

Answers to Pilot Questions [Series 1] 
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Pilot questions 1.1 

1. Sustainable competitive advantage. 

2. Planning, implementation, evaluation. 

3. Customer satisfaction. 

4. Strategy is the overarching plan, tactics are specific actions. 

5. Running targeted adverts. 

Pilot questions 1.2 

1. Trade and distribution. 

2. Segmentation and targeting. 

3. Services and digital platforms. 

4. Unique position offering superior value. 

5. Innovation-driven differentiation. 

Pilot questions 1.3 

1. How a product or brand is perceived in consumers’ minds. 

2. Superior quality, innovation, or customer loyalty. 

3. Digital transformation. 

4. Putting strategies into action. 

5. Budget cuts affecting campaigns. 

References and Attributions [Series 1] 

• Figure 1.1 Cycle of strategic marketing management: AI-generated using prompt 
“Generate a simple diagram showing three stages: planning, implementation, 
evaluation, arranged in a circular flow.” 

• Box 1.1 Selected objectives of strategic marketing management: AI-generated using 
prompt “Create a text box listing four objectives of strategic marketing management in 
bullet points.” 

• Table 1.1 Distinction between strategy and tactics: AI-generated using prompt 
“Generate a simple comparison table showing differences between strategy and 
tactics.” 

• Figure 1.2 Historical evolution of marketing strategy: AI-generated using prompt 
“Generate a timeline diagram showing three stages: product orientation, customer 
orientation, strategic integration.” 
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• Plate 1.1 Applications of strategic marketing in modern organisations: AI-generated 
using prompt “Generate an image showing icons for consumer goods, services, and 
digital platforms connected to strategic marketing.” 

• Box 1.2 Examples of competitive strategies in marketing: AI-generated using prompt 
“Create a text box listing three examples of competitive strategies in marketing.” 

• Figure 1.3 Relationship among key concepts in strategic marketing: AI-generated using 
prompt “Generate a triangular diagram showing strategy, positioning, and competitive 
advantage as interconnected elements.” 

• Box 1.3 Emerging issues in strategic marketing: AI-generated using prompt “Create a 
text box listing three emerging issues in strategic marketing.” 

• Table 1.2 Common challenges in implementing and controlling marketing strategies: AI-
generated using prompt “Generate a table listing challenges in implementing and 
controlling marketing strategies with examples.” 

Open Educational Resource (OER) search strings suggested: 

• “strategic marketing management cycle diagram OER” 

• “objectives of strategic marketing management OER” 

• “strategy vs tactics marketing table OER” 

• “evolution of marketing strategy timeline OER” 

• “applications of strategic marketing OER” 

• “competitive advantage marketing strategies OER” 

• “emerging issues in strategic marketing OER” 

• “challenges in marketing strategy implementation OER” 

 

 

•  Course code: Mkt 322 

•  Course title: Strategic Marketing 

•  Course credit load: 2 

 

Series 2: Marketing Strategies, Tactics, And Processes 

• Part 2.1 Formulation of Marketing Strategy 

• 2.1.1 Defining marketing goals and objectives 
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• 2.1.2 Analysing market opportunities and threats 

• 2.1.3 Designing competitive positioning 

• Part 2.2 Implementation of Marketing Strategy 

• 2.2.1 Translating strategy into actionable tactics 

• 2.2.2 Resource allocation and coordination 

• 2.2.3 Managing marketing programmes 

• Part 2.3 Evaluation and Control of Marketing Strategy 

• 2.3.1 Monitoring performance indicators 

• 2.3.2 Conducting marketing audits 

• 2.3.3 Adjusting strategies in response to feedback 

• Part 2.4 Integration of Strategies and Tactics 

• 2.4.1 Linking long-term strategies with short-term actions 

• 2.4.2 Ensuring consistency across functional areas 

• 2.4.3 Case examples of integrated marketing approaches 

 

Introduction 

Marketing strategies and tactics form the practical backbone of how organisations compete and 
thrive in dynamic markets. While strategies provide the long-term direction, tactics translate 
these into specific actions that drive results. The strategic marketing process, which includes 
formulation, implementation, and evaluation, ensures that organisations remain responsive to 
opportunities and challenges. This Series is therefore central to your learning journey, as it 
connects the foundational concepts from Series 1 with the operational realities of marketing 
practice. 

The aim of this Series is to enable you to examine how marketing strategies are formulated, 
implemented, evaluated, and integrated with tactics, so that you can appreciate the full cycle of 
strategic marketing processes. 

We shall commence this Series by focusing on the formulation of marketing strategy, where 
goals are defined and competitive positioning is designed. Next, we will move on to the 
implementation stage, examining how strategies are translated into actionable tactics and 
coordinated across resources. Following that, we will consider evaluation and control, 
highlighting how performance is monitored and strategies adjusted. Finally, we will conclude 
with the integration of strategies and tactics, showing how long-term plans and short-term 
actions are linked to achieve consistency across functional areas. 
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Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• SLO 2.1 define marketing strategy formulation and explain its objectives, 

• SLO 2.2 analyse how strategies are implemented through actionable tactics, 

• SLO 2.3 evaluate methods of monitoring and controlling marketing strategies, and 

• SLO 2.4 demonstrate how strategies and tactics are integrated to ensure consistency 
across functional areas. 

 

2.1 Formulation Of Marketing Strategy 

2.1.1 Defining marketing goals and objectives 

Every effective marketing strategy begins with clear goals and objectives. Goals are broad 
statements of what an organisation intends to achieve, such as increasing market share or 
enhancing brand recognition. Objectives are more specific, measurable targets that support 
these goals, for example, achieving a 10 percent increase in sales within six months. Setting 
goals and objectives provides direction and ensures that all marketing activities are aligned with 
the organisation’s overall vision. 

Fill in the blank: Goals are broad statements of intent, while ______ are specific, measurable 
targets that support them. 
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Diagram showing the relationship between goals and objectives in marketing strategy. Caption: 
Figure 2.1 Relationship between marketing goals and objectives 

 

2.1.2 Analysing market opportunities and threats 

A crucial step in strategy formulation is analysing the external environment to identify 
opportunities and threats. Opportunities are favourable conditions that can be exploited, such 
as emerging markets or technological innovations. Threats are external challenges that may 
hinder success, such as new competitors or regulatory changes. Tools like SWOT analysis help 
managers systematically evaluate these factors. By recognising opportunities and threats, 
organisations can design strategies that are realistic and responsive to market conditions. 
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Fill in the blank: Opportunities are favourable conditions, while ______ are external challenges 
that may hinder success. 

Caption: Table 2.1 Examples of market opportunities and threats 

Factor Opportunity Threat 

Technology 

Adoption of AI tools to 
personalize customer journeys 
and automate logistics. 

Rapid obsolescence where existing 
products or platforms become 
outdated overnight. 

Market 
Trends 

Growing demand for eco-friendly 
products allowing for premium 
"green" pricing. 

Decline in traditional demand as 
consumer values shift away from 
legacy offerings. 

Regulation 

Supportive government policies 
(e.g., subsidies for renewable 
energy or R&D). 

Restrictive legislation such as 
stricter data privacy laws (GDPR) or 
heavy carbon taxes. 

 

2.1.3 Designing competitive positioning 

Competitive positioning refers to how an organisation differentiates itself in the marketplace 
to appeal to its target audience. Positioning involves identifying the unique value proposition 
that sets a product or brand apart from competitors. For example, a company may position 
itself as offering premium quality, affordability, or innovation. Effective positioning requires a 
deep understanding of customer needs and competitor strategies. Once established, 
positioning guides all marketing communications and activities to reinforce the desired image. 

Fill in the blank: Competitive positioning involves identifying the unique ______ proposition 
that sets a product apart from competitors. 

Caption: Box 2.1 Examples of competitive positioning strategies Content: 
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Pilot questions 2.1 

1. What is the difference between marketing goals and objectives? 

2. Name one tool used to analyse market opportunities and threats. 

3. Give an example of a market opportunity. 

4. What does competitive positioning mean in marketing? 

5. Provide one example of a positioning strategy. 

 

2.2 Implementation Of Marketing Strategy 
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2.2.1 Translating strategy into actionable tactics 

Once a marketing strategy has been formulated, it must be translated into tactics, which are 
the specific short-term actions that bring the strategy to life. For example, if the strategy is to 
position a brand as premium, tactics may include launching high-quality advertising campaigns, 
selective distribution, and premium pricing. Tactics ensure that the broader strategy is 
operationalised in day-to-day marketing activities. 

Fill in the blank: While strategy provides long-term direction, ______ are the specific short-term 
actions that make it operational. 

 Diagram showing strategy at the top level and tactics branching into specific actions such as 
pricing, promotion, and distribution. Caption: Figure 2.2 Translating strategy into actionable 
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tactics 

 

2.2.2 Resource allocation and coordination 

Effective implementation requires careful resource allocation, which means distributing 
financial, human, and technological resources to support marketing activities. Coordination 
ensures that different departments, such as sales, advertising, and product development, work 
together towards the same objectives. Without proper allocation and coordination, even the 
best strategies may fail. Managers must therefore prioritise resources and establish clear 
communication channels to avoid duplication or conflict. 

Fill in the blank: Effective implementation requires both resource allocation and ______ across 
departments. 
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Caption: Table 2.2 Examples of resource allocation in marketing strategy 

Resource 
Type 

Example Allocation Purpose 

Financial 
Marketing budget for paid search 
(PPC) and social media ads. 

To drive immediate traffic and 
increase brand awareness in new 
segments. 

Human 

Deployment of specialized 
account managers or "Customer 
Success" teams. 

To deepen customer engagement 
and improve retention through 
personal service. 

Technological 
Implementation of AI-driven CRM 
platforms or marketing 
automation. 

To enhance relationship 
management by tracking data and 
personalizing at scale. 

 

2.2.3 Managing marketing programmes 

Marketing programmes are coordinated sets of activities designed to achieve specific 
objectives. They may include advertising campaigns, promotional events, or digital marketing 
initiatives. Managing these programmes involves scheduling, monitoring progress, and ensuring 
consistency with the overall strategy. For instance, a digital marketing programme may include 
social media posts, email campaigns, and influencer partnerships, all aligned with the brand’s 
positioning. Effective programme management ensures that tactics remain coherent and 
deliver measurable results. 

Fill in the blank: Marketing programmes are coordinated sets of activities designed to achieve 
specific ______. 

Caption: Box 2.2 Examples of marketing programmes Content: 
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Pilot questions 2.2 

1. What is the difference between strategy and tactics in marketing implementation? 

2. Name one example of a tactic that supports a premium positioning strategy. 

3. What does resource allocation mean in marketing strategy implementation? 

4. Why is coordination across departments important in implementation? 

5. Give one example of a marketing programme. 

 

2.3 Evaluation And Control Of Marketing Strategy 
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2.3.1 Monitoring performance indicators 

Evaluation begins with monitoring performance indicators, which are measurable variables 
used to assess the success of marketing activities. Common indicators include sales growth, 
market share, customer satisfaction, and return on investment. These indicators provide 
managers with evidence of whether strategies are achieving their intended objectives. Regular 
monitoring ensures that organisations can detect problems early and make timely adjustments. 

Fill in the blank: Sales growth, market share, and customer satisfaction are examples of 
performance ______. 

Caption: Table 2.3 Examples of marketing performance indicators 

Indicator Description Example 

Sales Growth 

Tracks the increase (or decrease) 
in total revenue over a specific 
period. 

Achieving a 10% rise in 
quarterly sales following a new 
product launch. 

Market Share 

The percentage of total industry 
sales that is accounted for by a 
particular company. 

Maintaining a 25% share of the 
national smartphone market. 

Customer 
Satisfaction 

A measure of how products or 
services meet or surpass 
customer expectations. 

Scoring an 85% positive 
feedback rating on post-
purchase surveys. 

ROI (Return on 
Investment) 

A ratio that compares the gain 
from a marketing campaign 
against the cost to execute it. 

Generating £2 in revenue for 
every £1 spent on a social 
media advertising campaign. 

 

2.3.2 Conducting marketing audits 

A marketing audit is a systematic review of an organisation’s marketing environment, 
objectives, strategies, and activities. It helps identify strengths, weaknesses, opportunities, and 
threats, ensuring that strategies remain relevant and effective. Audits may cover areas such as 
product performance, pricing policies, promotional effectiveness, and distribution efficiency. 
Conducting regular audits provides managers with a comprehensive view of how well 
marketing strategies align with organisational goals. 

Fill in the blank: A marketing audit is a systematic review of an organisation’s marketing 
______, objectives, strategies, and activities. 



 

 LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS 

Caption: Box 2.3 Key areas of a marketing audit Content: 

 

 

2.3.3 Adjusting strategies in response to feedback 

Evaluation is incomplete without adjustment, which involves modifying strategies based on 
feedback and performance results. For example, if a promotional campaign fails to generate 
expected sales, managers may adjust the message, target audience, or distribution channels. 
Adjustments ensure that strategies remain flexible and responsive to changing market 
conditions. This continuous improvement process helps organisations sustain competitiveness 
and achieve long-term success. 
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Fill in the blank: Adjusting strategies in response to ______ ensures flexibility and 
responsiveness to market conditions. 

Diagram showing the feedback loop in marketing strategy: monitoring → auditing → adjusting 
→ improved performance. Caption: Figure 2.3 Feedback loop in marketing strategy evaluation 

 

Pilot questions 2.3 

1. What are performance indicators in marketing strategy evaluation? 

2. Give one example of a performance indicator. 

3. What is a marketing audit? 

4. Name one key area covered in a marketing audit. 
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5. Why is adjustment important in marketing strategy evaluation? 

 

2.4 Integration Of Strategies And Tactics 

2.4.1 Linking long-term strategies with short-term actions 

Successful marketing requires the integration of strategies and tactics. Strategies provide the 
long-term vision, while tactics are the short-term actions that make this vision achievable. For 
example, a strategy to build brand loyalty may be supported by tactics such as customer reward 
programmes or personalised communication. Linking strategies with tactics ensures that daily 
activities contribute directly to long-term objectives. 

Fill in the blank: Strategies provide long-term vision, while ______ are short-term actions that 
make this vision achievable. 
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Diagram showing strategy at the top level connected to tactics such as promotions, pricing, and 
distribution. Caption: Figure 2.4 Linking strategies with tactics 

 

 

2.4.2 Ensuring consistency across functional areas 

Integration also requires consistency across different functional areas such as sales, 
advertising, product development, and customer service. If these areas operate independently 
without alignment, the organisation risks sending mixed messages to customers. For instance, a 
strategy of premium positioning must be supported by consistent product quality, pricing, and 
promotional messages. Ensuring consistency across functions strengthens brand identity and 
enhances customer trust. 
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Fill in the blank: Integration requires consistency across different ______ areas such as sales, 
advertising, and product development. 

Caption: Table 2.4 Examples of functional consistency in marketing strategy 

Functional Area Consistency Requirement Example (Premium Strategy) 

Product 
Development 

Must prioritize high quality and 
durability over cost-cutting. 

Using premium materials and 
ergonomic design in product 
engineering. 

Pricing 

Must accurately reflect 
positioning to signal value to 
the customer. 

Setting a high price point to 
reinforce the "luxury" or 
"exclusive" status. 

Advertising 

Must consistently reinforce 
brand image through high-end 
visuals. 

Minimalist, elegant ad campaigns 
placed in high-fashion magazines. 

Customer 
Service 

Must actively support the brand 
promise of excellence. 

Offering 24/7 dedicated 
concierges or highly personalized 
support staff. 

 

2.4.3 Case examples of integrated marketing approaches 

Case examples illustrate how integration works in practice. For instance, a technology company 
may adopt a strategy of innovation-driven differentiation. Its tactics could include launching 
new product features, running digital campaigns highlighting innovation, and offering customer 
support that emphasises cutting-edge expertise. By integrating strategies and tactics, the 
company ensures that every aspect of its marketing reinforces the same message. 

Fill in the blank: A technology company adopting innovation-driven differentiation may 
highlight new product ______ in its campaigns. 

Caption: Box 2.4 Case example of integrated marketing approach Content: 
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Pilot questions 2.4 

1. What is the difference between strategies and tactics in marketing integration? 

2. Why is consistency across functional areas important in marketing? 

3. Give one example of functional consistency in marketing strategy. 

4. What does integration of strategies and tactics achieve for organisations? 

5. Provide one example of an integrated marketing approach. 

 

Series Summary 
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This Series has guided you through the practical cycle of marketing strategies, tactics, and 
processes. We began by examining how strategies are formulated, focusing on the importance 
of setting clear goals and objectives, analysing opportunities and threats, and designing 
competitive positioning. We then moved on to implementation, where strategies are translated 
into actionable tactics, supported by resource allocation and coordination, and managed 
through marketing programmes. Following that, we explored evaluation and control, 
highlighting the role of performance indicators, marketing audits, and adjustments based on 
feedback. Finally, we concluded with integration, showing how strategies and tactics are linked, 
ensuring consistency across functional areas, and illustrated with case examples. 

By completing this Series, you should now be able to define marketing strategy formulation and 
explain its objectives, analyse how strategies are implemented through tactics, evaluate 
methods of monitoring and controlling marketing strategies, and demonstrate how strategies 
and tactics are integrated to ensure consistency across functional areas. These outcomes 
directly align with the Series Learning Outcomes and prepare you to apply strategic marketing 
processes in real-world contexts. 

Glossary of Terms 

• Competitive positioning: The process of differentiating a product or brand in the 
marketplace to appeal to a target audience. 

• Evaluation: The stage of assessing the effectiveness of marketing strategies through 
performance indicators and audits. 

• Functional areas: Different departments or units within an organisation, such as sales, 
advertising, and product development. 

• Goals: Broad statements of intent that describe what an organisation aims to achieve. 

• Marketing audit: A systematic review of an organisation’s marketing environment, 
objectives, strategies, and activities. 

• Marketing programmes: Coordinated sets of activities designed to achieve specific 
marketing objectives. 

• Objectives: Specific, measurable targets that support broader organisational goals. 

• Performance indicators: Measurable variables used to assess the success of marketing 
activities, such as sales growth or customer satisfaction. 

• Resource allocation: The distribution of financial, human, and technological resources 
to support marketing activities. 

• Strategy: A long-term plan designed to achieve organisational goals. 

• Tactics: Short-term actions taken to implement a broader strategy. 

Concept Check Questions [Series 2] 

Objective questions 
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1. Marketing goals are broad statements of intent, while objectives are ______. (Linked to 
SLO 2.1) 

2. Which tool is commonly used to analyse opportunities and threats in marketing strategy 
formulation? (Linked to SLO 2.1) 

3. Performance indicators such as sales growth and market share are used in which stage 
of the strategic marketing process? (Linked to SLO 2.3) 

Short-answer questions 

4. Explain one example of how tactics translate a strategy into action. (Linked to SLO 2.2) 

5. Describe one key area covered in a marketing audit. (Linked to SLO 2.3) 

Long-answer questions 

6. Analyse the importance of resource allocation and coordination in implementing 
marketing strategies, providing examples. (Linked to SLO 2.2) 

7. Demonstrate how strategies and tactics can be integrated to ensure consistency across 
functional areas, using a case example. (Linked to SLO 2.4) 

Answers to Concept Check Questions [Series 2] 

Objective questions 

1. Specific, measurable targets. 

2. SWOT analysis. 

3. Evaluation and control stage. 

Short-answer questions 

4. A strategy of premium positioning may be translated into tactics such as selective 
distribution and luxury-focused advertising campaigns. 

5. One key area is promotional effectiveness, which assesses how well advertising and 
promotional activities achieve their intended outcomes. 

Long-answer questions 

6. Basic response: Resource allocation ensures that financial, human, and technological 
resources are directed to the right activities, while coordination aligns departments to avoid 
duplication and conflict. Value-added response: Outstanding learners may add that effective 
allocation and coordination enhance efficiency, reduce waste, and foster collaboration, which is 
particularly important in complex organisations with multiple product lines. 

7. Basic response: Integration ensures that strategies and tactics are consistent across 
functions, for example, a premium positioning strategy supported by high-quality product 
design, premium pricing, and luxury-focused advertising. Value-added response: Outstanding 
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learners may expand by discussing how integration strengthens brand identity, builds customer 
trust, and creates synergy across departments, illustrated by case examples such as technology 
firms aligning innovation strategies with digital campaigns and expert customer support. 

Answers to Pilot Questions [Series 2] 

Pilot questions 2.1 

1. Goals are broad statements, objectives are specific measurable targets. 

2. SWOT analysis. 

3. Emerging markets. 

4. Differentiating a product or brand in the marketplace. 

5. Premium quality positioning. 

Pilot questions 2.2 

1. Strategy is long-term direction, tactics are short-term actions. 

2. Selective distribution. 

3. Distribution of financial, human, and technological resources. 

4. To avoid duplication and ensure alignment. 

5. Advertising campaign. 

Pilot questions 2.3 

1. Measurable variables used to assess success. 

2. Market share. 

3. Systematic review of marketing environment, objectives, strategies, and activities. 

4. Pricing policies. 

5. Flexibility and responsiveness to market conditions. 

Pilot questions 2.4 

1. Strategies are long-term vision, tactics are short-term actions. 

2. To avoid sending mixed messages to customers. 

3. Premium pricing strategy. 

4. Integration ensures consistency and strengthens brand identity. 

5. Innovation-driven differentiation supported by digital campaigns. 

References And Attributions [Series 2] 
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• Figure 2.1 Relationship between marketing goals and objectives: AI-generated using 
prompt “Generate a diagram showing goals as broad statements leading into objectives 
as specific measurable targets.” 

• Table 2.1 Examples of market opportunities and threats: AI-generated using prompt 
“Generate a table listing examples of opportunities and threats in marketing strategy.” 

• Box 2.1 Examples of competitive positioning strategies: AI-generated using prompt 
“Create a text box listing three examples of competitive positioning strategies.” 

• Figure 2.2 Translating strategy into actionable tactics: AI-generated using prompt 
“Generate a diagram showing strategy leading into tactics such as pricing, promotion, 
and distribution.” 

• Table 2.2 Examples of resource allocation in marketing strategy: AI-generated using 
prompt “Generate a table showing examples of financial, human, and technological 
resource allocation in marketing strategy.” 

• Box 2.2 Examples of marketing programmes: AI-generated using prompt “Create a text 
box listing examples of marketing programmes such as advertising campaigns, 
promotional events, and digital initiatives.” 

• Table 2.3 Examples of marketing performance indicators: AI-generated using prompt 
“Generate a table listing examples of marketing performance indicators with 
descriptions and examples.” 

• Box 2.3 Key areas of a marketing audit: AI-generated using prompt “Create a text box 
listing key areas of a marketing audit.” 

• Figure 2.3 Feedback loop in marketing strategy evaluation: AI-generated using prompt 
“Generate a diagram showing a feedback loop with monitoring, auditing, adjusting, and 
improved performance.” 

• Figure 2.4 Linking strategies with tactics: AI-generated using prompt “Generate a 
diagram showing strategy leading into tactics like promotions, pricing, and distribution.” 

• Table 2.4 Examples of functional consistency in marketing strategy: AI-generated using 
prompt “Generate a table showing examples of functional consistency in marketing 
strategy.” 

• Box 2.4 Case example of integrated marketing approach: AI-generated using prompt 
“Create a text box showing a case example of integrated marketing approach with 
strategy and tactics.” 

Open Educational Resource (OER) search strings suggested: 

• “marketing goals vs objectives diagram OER” 

• “SWOT analysis opportunities threats examples OER” 

• “competitive positioning strategies marketing OER” 
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• “strategy vs tactics in marketing diagram OER” 

• “resource allocation in marketing strategy OER” 

• “examples of marketing programmes OER” 

• “marketing performance indicators examples OER” 

• “marketing audit key areas OER” 

• “marketing strategy feedback loop diagram OER” 

• “linking strategy and tactics marketing diagram OER” 

• “functional consistency in marketing strategy OER” 

•  

 

 

•  Course code: Mkt 322 

•  Course title: Strategic Marketing 

•  Course credit load: 2 

 

Series 2: Marketing Strategies, Tactics, And Processes 

• Part 2.1 Formulation of Marketing Strategy 

• 2.1.1 Defining marketing goals and objectives 

• 2.1.2 Analysing market opportunities and threats 

• 2.1.3 Designing competitive positioning 

• Part 2.2 Implementation of Marketing Strategy 

• 2.2.1 Translating strategy into actionable tactics 

• 2.2.2 Resource allocation and coordination 

• 2.2.3 Managing marketing programmes 

• Part 2.3 Evaluation and Control of Marketing Strategy 

• 2.3.1 Monitoring performance indicators 

• 2.3.2 Conducting marketing audits 

• 2.3.3 Adjusting strategies in response to feedback 
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• Part 2.4 Integration of Strategies and Tactics 

• 2.4.1 Linking long-term strategies with short-term actions 

• 2.4.2 Ensuring consistency across functional areas 

• 2.4.3 Case examples of integrated marketing approaches 

 

Introduction 

Marketing strategies and tactics form the practical backbone of how organisations compete and 
thrive in dynamic markets. While strategies provide the long-term direction, tactics translate 
these into specific actions that drive results. The strategic marketing process, which includes 
formulation, implementation, and evaluation, ensures that organisations remain responsive to 
opportunities and challenges. This Series is therefore central to your learning journey, as it 
connects the foundational concepts from Series 1 with the operational realities of marketing 
practice. 

The aim of this Series is to enable you to examine how marketing strategies are formulated, 
implemented, evaluated, and integrated with tactics, so that you can appreciate the full cycle of 
strategic marketing processes. 

We shall commence this Series by focusing on the formulation of marketing strategy, where 
goals are defined and competitive positioning is designed. Next, we will move on to the 
implementation stage, examining how strategies are translated into actionable tactics and 
coordinated across resources. Following that, we will consider evaluation and control, 
highlighting how performance is monitored and strategies adjusted. Finally, we will conclude 
with the integration of strategies and tactics, showing how long-term plans and short-term 
actions are linked to achieve consistency across functional areas. 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• SLO 2.1 define marketing strategy formulation and explain its objectives, 

• SLO 2.2 analyse how strategies are implemented through actionable tactics, 

• SLO 2.3 evaluate methods of monitoring and controlling marketing strategies, and 

• SLO 2.4 demonstrate how strategies and tactics are integrated to ensure consistency 
across functional areas. 

 

2.1 Formulation Of Marketing Strategy 

2.1.1 Defining marketing goals and objectives 
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Every effective marketing strategy begins with clear goals and objectives. Goals are broad 
statements of what an organisation intends to achieve, such as increasing market share or 
enhancing brand recognition. Objectives are more specific, measurable targets that support 
these goals, for example, achieving a 10 percent increase in sales within six months. Setting 
goals and objectives provides direction and ensures that all marketing activities are aligned with 
the organisation’s overall vision. 

Fill in the blank: Goals are broad statements of intent, while ______ are specific, measurable 
targets that support them. 

Diagram showing the relationship between goals and objectives in marketing strategy. Caption: 
Figure 2.1 Relationship between marketing goals and objectives 
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2.1.2 Analysing market opportunities and threats 

A crucial step in strategy formulation is analysing the external environment to identify 
opportunities and threats. Opportunities are favourable conditions that can be exploited, such 
as emerging markets or technological innovations. Threats are external challenges that may 
hinder success, such as new competitors or regulatory changes. Tools like SWOT analysis help 
managers systematically evaluate these factors. By recognising opportunities and threats, 
organisations can design strategies that are realistic and responsive to market conditions. 

Fill in the blank: Opportunities are favourable conditions, while ______ are external challenges 
that may hinder success. 

Caption: Table 2.1 Examples of market opportunities and threats 

Factor Opportunity Threat 

Technology 

Adoption of AI tools to 
personalize customer journeys 
and automate logistics. 

Rapid obsolescence where existing 
products or platforms become 
outdated overnight. 

Market 
Trends 

Growing demand for eco-friendly 
products allowing for premium 
"green" pricing. 

Decline in traditional demand as 
consumer values shift away from 
legacy offerings. 

Regulation 

Supportive government policies 
(e.g., subsidies for renewable 
energy or R&D). 

Restrictive legislation such as 
stricter data privacy laws (GDPR) or 
heavy carbon taxes. 

 

2.1.3 Designing competitive positioning 

Competitive positioning refers to how an organisation differentiates itself in the marketplace 
to appeal to its target audience. Positioning involves identifying the unique value proposition 
that sets a product or brand apart from competitors. For example, a company may position 
itself as offering premium quality, affordability, or innovation. Effective positioning requires a 
deep understanding of customer needs and competitor strategies. Once established, 
positioning guides all marketing communications and activities to reinforce the desired image. 

Fill in the blank: Competitive positioning involves identifying the unique ______ proposition 
that sets a product apart from competitors. 

Caption: Box 2.1 Examples of competitive positioning strategies Content: 
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Pilot questions 2.1 

1. What is the difference between marketing goals and objectives? 

2. Name one tool used to analyse market opportunities and threats. 

3. Give an example of a market opportunity. 

4. What does competitive positioning mean in marketing? 

5. Provide one example of a positioning strategy. 

 

2.2 Implementation Of Marketing Strategy 
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2.2.1 Translating strategy into actionable tactics 

Once a marketing strategy has been formulated, it must be translated into tactics, which are 
the specific short-term actions that bring the strategy to life. For example, if the strategy is to 
position a brand as premium, tactics may include launching high-quality advertising campaigns, 
selective distribution, and premium pricing. Tactics ensure that the broader strategy is 
operationalised in day-to-day marketing activities. 

Fill in the blank: While strategy provides long-term direction, ______ are the specific short-term 
actions that make it operational. 

 Diagram showing strategy at the top level and tactics branching into specific actions such as 
pricing, promotion, and distribution. Caption: Figure 2.2 Translating strategy into actionable 
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tactics 

 

2.2.2 Resource allocation and coordination 

Effective implementation requires careful resource allocation, which means distributing 
financial, human, and technological resources to support marketing activities. Coordination 
ensures that different departments, such as sales, advertising, and product development, work 
together towards the same objectives. Without proper allocation and coordination, even the 
best strategies may fail. Managers must therefore prioritise resources and establish clear 
communication channels to avoid duplication or conflict. 

Fill in the blank: Effective implementation requires both resource allocation and ______ across 
departments. 
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Caption: Table 2.2 Examples of resource allocation in marketing strategy 

Resource 
Type 

Example Allocation Purpose 

Financial 
Marketing budget for paid search 
(PPC) and social media ads. 

To drive immediate traffic and 
increase brand awareness in new 
segments. 

Human 

Deployment of specialized 
account managers or "Customer 
Success" teams. 

To deepen customer engagement 
and improve retention through 
personal service. 

Technological 
Implementation of AI-driven CRM 
platforms or marketing 
automation. 

To enhance relationship 
management by tracking data and 
personalizing at scale. 

 

2.2.3 Managing marketing programmes 

Marketing programmes are coordinated sets of activities designed to achieve specific 
objectives. They may include advertising campaigns, promotional events, or digital marketing 
initiatives. Managing these programmes involves scheduling, monitoring progress, and ensuring 
consistency with the overall strategy. For instance, a digital marketing programme may include 
social media posts, email campaigns, and influencer partnerships, all aligned with the brand’s 
positioning. Effective programme management ensures that tactics remain coherent and 
deliver measurable results. 

Fill in the blank: Marketing programmes are coordinated sets of activities designed to achieve 
specific ______. 

Caption: Box 2.2 Examples of marketing programmes Content: 
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Pilot questions 2.2 

1. What is the difference between strategy and tactics in marketing implementation? 

2. Name one example of a tactic that supports a premium positioning strategy. 

3. What does resource allocation mean in marketing strategy implementation? 

4. Why is coordination across departments important in implementation? 

5. Give one example of a marketing programme. 

 

2.3 Evaluation And Control Of Marketing Strategy 
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2.3.1 Monitoring performance indicators 

Evaluation begins with monitoring performance indicators, which are measurable variables 
used to assess the success of marketing activities. Common indicators include sales growth, 
market share, customer satisfaction, and return on investment. These indicators provide 
managers with evidence of whether strategies are achieving their intended objectives. Regular 
monitoring ensures that organisations can detect problems early and make timely adjustments. 

Fill in the blank: Sales growth, market share, and customer satisfaction are examples of 
performance ______. 

Caption: Table 2.3 Examples of marketing performance indicators 

Indicator Description Example 

Sales Growth 

Tracks the increase (or decrease) 
in total revenue over a specific 
period. 

Achieving a 10% rise in 
quarterly sales following a new 
product launch. 

Market Share 

The percentage of total industry 
sales that is accounted for by a 
particular company. 

Maintaining a 25% share of the 
national smartphone market. 

Customer 
Satisfaction 

A measure of how products or 
services meet or surpass 
customer expectations. 

Scoring an 85% positive 
feedback rating on post-
purchase surveys. 

ROI (Return on 
Investment) 

A ratio that compares the gain 
from a marketing campaign 
against the cost to execute it. 

Generating £2 in revenue for 
every £1 spent on a social 
media advertising campaign. 

 

2.3.2 Conducting marketing audits 

A marketing audit is a systematic review of an organisation’s marketing environment, 
objectives, strategies, and activities. It helps identify strengths, weaknesses, opportunities, and 
threats, ensuring that strategies remain relevant and effective. Audits may cover areas such as 
product performance, pricing policies, promotional effectiveness, and distribution efficiency. 
Conducting regular audits provides managers with a comprehensive view of how well 
marketing strategies align with organisational goals. 

Fill in the blank: A marketing audit is a systematic review of an organisation’s marketing 
______, objectives, strategies, and activities. 
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Caption: Box 2.3 Key areas of a marketing audit Content: 

 

 

2.3.3 Adjusting strategies in response to feedback 

Evaluation is incomplete without adjustment, which involves modifying strategies based on 
feedback and performance results. For example, if a promotional campaign fails to generate 
expected sales, managers may adjust the message, target audience, or distribution channels. 
Adjustments ensure that strategies remain flexible and responsive to changing market 
conditions. This continuous improvement process helps organisations sustain competitiveness 
and achieve long-term success. 
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Fill in the blank: Adjusting strategies in response to ______ ensures flexibility and 
responsiveness to market conditions. 

Diagram showing the feedback loop in marketing strategy: monitoring → auditing → adjusting 
→ improved performance. Caption: Figure 2.3 Feedback loop in marketing strategy evaluation 

 

Pilot questions 2.3 

1. What are performance indicators in marketing strategy evaluation? 

2. Give one example of a performance indicator. 

3. What is a marketing audit? 

4. Name one key area covered in a marketing audit. 
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5. Why is adjustment important in marketing strategy evaluation? 

 

2.4 Integration Of Strategies And Tactics 

2.4.1 Linking long-term strategies with short-term actions 

Successful marketing requires the integration of strategies and tactics. Strategies provide the 
long-term vision, while tactics are the short-term actions that make this vision achievable. For 
example, a strategy to build brand loyalty may be supported by tactics such as customer reward 
programmes or personalised communication. Linking strategies with tactics ensures that daily 
activities contribute directly to long-term objectives. 

Fill in the blank: Strategies provide long-term vision, while ______ are short-term actions that 
make this vision achievable. 
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Diagram showing strategy at the top level connected to tactics such as promotions, pricing, and 
distribution. Caption: Figure 2.4 Linking strategies with tactics 

 

 

2.4.2 Ensuring consistency across functional areas 

Integration also requires consistency across different functional areas such as sales, 
advertising, product development, and customer service. If these areas operate independently 
without alignment, the organisation risks sending mixed messages to customers. For instance, a 
strategy of premium positioning must be supported by consistent product quality, pricing, and 
promotional messages. Ensuring consistency across functions strengthens brand identity and 
enhances customer trust. 
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Fill in the blank: Integration requires consistency across different ______ areas such as sales, 
advertising, and product development. 

Caption: Table 2.4 Examples of functional consistency in marketing strategy 

Functional Area Consistency Requirement Example (Premium Strategy) 

Product 
Development 

Must prioritize high quality and 
durability over cost-cutting. 

Using premium materials and 
ergonomic design in product 
engineering. 

Pricing 

Must accurately reflect 
positioning to signal value to 
the customer. 

Setting a high price point to 
reinforce the "luxury" or 
"exclusive" status. 

Advertising 

Must consistently reinforce 
brand image through high-end 
visuals. 

Minimalist, elegant ad campaigns 
placed in high-fashion magazines. 

Customer 
Service 

Must actively support the brand 
promise of excellence. 

Offering 24/7 dedicated 
concierges or highly personalized 
support staff. 

 

2.4.3 Case examples of integrated marketing approaches 

Case examples illustrate how integration works in practice. For instance, a technology company 
may adopt a strategy of innovation-driven differentiation. Its tactics could include launching 
new product features, running digital campaigns highlighting innovation, and offering customer 
support that emphasises cutting-edge expertise. By integrating strategies and tactics, the 
company ensures that every aspect of its marketing reinforces the same message. 

Fill in the blank: A technology company adopting innovation-driven differentiation may 
highlight new product ______ in its campaigns. 

Caption: Box 2.4 Case example of integrated marketing approach Content: 
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Pilot questions 2.4 

1. What is the difference between strategies and tactics in marketing integration? 

2. Why is consistency across functional areas important in marketing? 

3. Give one example of functional consistency in marketing strategy. 

4. What does integration of strategies and tactics achieve for organisations? 

5. Provide one example of an integrated marketing approach. 

 

Series Summary 
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This Series has guided you through the practical cycle of marketing strategies, tactics, and 
processes. We began by examining how strategies are formulated, focusing on the importance 
of setting clear goals and objectives, analysing opportunities and threats, and designing 
competitive positioning. We then moved on to implementation, where strategies are translated 
into actionable tactics, supported by resource allocation and coordination, and managed 
through marketing programmes. Following that, we explored evaluation and control, 
highlighting the role of performance indicators, marketing audits, and adjustments based on 
feedback. Finally, we concluded with integration, showing how strategies and tactics are linked, 
ensuring consistency across functional areas, and illustrated with case examples. 

By completing this Series, you should now be able to define marketing strategy formulation and 
explain its objectives, analyse how strategies are implemented through tactics, evaluate 
methods of monitoring and controlling marketing strategies, and demonstrate how strategies 
and tactics are integrated to ensure consistency across functional areas. These outcomes 
directly align with the Series Learning Outcomes and prepare you to apply strategic marketing 
processes in real-world contexts. 

Glossary of Terms 

• Competitive positioning: The process of differentiating a product or brand in the 
marketplace to appeal to a target audience. 

• Evaluation: The stage of assessing the effectiveness of marketing strategies through 
performance indicators and audits. 

• Functional areas: Different departments or units within an organisation, such as sales, 
advertising, and product development. 

• Goals: Broad statements of intent that describe what an organisation aims to achieve. 

• Marketing audit: A systematic review of an organisation’s marketing environment, 
objectives, strategies, and activities. 

• Marketing programmes: Coordinated sets of activities designed to achieve specific 
marketing objectives. 

• Objectives: Specific, measurable targets that support broader organisational goals. 

• Performance indicators: Measurable variables used to assess the success of marketing 
activities, such as sales growth or customer satisfaction. 

• Resource allocation: The distribution of financial, human, and technological resources 
to support marketing activities. 

• Strategy: A long-term plan designed to achieve organisational goals. 

• Tactics: Short-term actions taken to implement a broader strategy. 

Concept Check Questions [Series 2] 

Objective questions 
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1. Marketing goals are broad statements of intent, while objectives are ______. (Linked to 
SLO 2.1) 

2. Which tool is commonly used to analyse opportunities and threats in marketing strategy 
formulation? (Linked to SLO 2.1) 

3. Performance indicators such as sales growth and market share are used in which stage 
of the strategic marketing process? (Linked to SLO 2.3) 

Short-answer questions 

4. Explain one example of how tactics translate a strategy into action. (Linked to SLO 2.2) 

5. Describe one key area covered in a marketing audit. (Linked to SLO 2.3) 

Long-answer questions 

6. Analyse the importance of resource allocation and coordination in implementing 
marketing strategies, providing examples. (Linked to SLO 2.2) 

7. Demonstrate how strategies and tactics can be integrated to ensure consistency across 
functional areas, using a case example. (Linked to SLO 2.4) 

Answers to Concept Check Questions [Series 2] 

Objective questions 

1. Specific, measurable targets. 

2. SWOT analysis. 

3. Evaluation and control stage. 

Short-answer questions 

4. A strategy of premium positioning may be translated into tactics such as selective 
distribution and luxury-focused advertising campaigns. 

5. One key area is promotional effectiveness, which assesses how well advertising and 
promotional activities achieve their intended outcomes. 

Long-answer questions 

6. Basic response: Resource allocation ensures that financial, human, and technological 
resources are directed to the right activities, while coordination aligns departments to avoid 
duplication and conflict. Value-added response: Outstanding learners may add that effective 
allocation and coordination enhance efficiency, reduce waste, and foster collaboration, which is 
particularly important in complex organisations with multiple product lines. 

7. Basic response: Integration ensures that strategies and tactics are consistent across 
functions, for example, a premium positioning strategy supported by high-quality product 
design, premium pricing, and luxury-focused advertising. Value-added response: Outstanding 
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learners may expand by discussing how integration strengthens brand identity, builds customer 
trust, and creates synergy across departments, illustrated by case examples such as technology 
firms aligning innovation strategies with digital campaigns and expert customer support. 

Answers to Pilot Questions [Series 2] 

Pilot questions 2.1 

1. Goals are broad statements, objectives are specific measurable targets. 

2. SWOT analysis. 

3. Emerging markets. 

4. Differentiating a product or brand in the marketplace. 

5. Premium quality positioning. 

Pilot questions 2.2 

1. Strategy is long-term direction, tactics are short-term actions. 

2. Selective distribution. 

3. Distribution of financial, human, and technological resources. 

4. To avoid duplication and ensure alignment. 

5. Advertising campaign. 

Pilot questions 2.3 

1. Measurable variables used to assess success. 

2. Market share. 

3. Systematic review of marketing environment, objectives, strategies, and activities. 

4. Pricing policies. 

5. Flexibility and responsiveness to market conditions. 

Pilot questions 2.4 

1. Strategies are long-term vision, tactics are short-term actions. 

2. To avoid sending mixed messages to customers. 

3. Premium pricing strategy. 

4. Integration ensures consistency and strengthens brand identity. 

5. Innovation-driven differentiation supported by digital campaigns. 

References And Attributions [Series 2] 
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• Figure 2.1 Relationship between marketing goals and objectives: AI-generated using 
prompt “Generate a diagram showing goals as broad statements leading into objectives 
as specific measurable targets.” 

• Table 2.1 Examples of market opportunities and threats: AI-generated using prompt 
“Generate a table listing examples of opportunities and threats in marketing strategy.” 

• Box 2.1 Examples of competitive positioning strategies: AI-generated using prompt 
“Create a text box listing three examples of competitive positioning strategies.” 

• Figure 2.2 Translating strategy into actionable tactics: AI-generated using prompt 
“Generate a diagram showing strategy leading into tactics such as pricing, promotion, 
and distribution.” 

• Table 2.2 Examples of resource allocation in marketing strategy: AI-generated using 
prompt “Generate a table showing examples of financial, human, and technological 
resource allocation in marketing strategy.” 

• Box 2.2 Examples of marketing programmes: AI-generated using prompt “Create a text 
box listing examples of marketing programmes such as advertising campaigns, 
promotional events, and digital initiatives.” 

• Table 2.3 Examples of marketing performance indicators: AI-generated using prompt 
“Generate a table listing examples of marketing performance indicators with 
descriptions and examples.” 

• Box 2.3 Key areas of a marketing audit: AI-generated using prompt “Create a text box 
listing key areas of a marketing audit.” 

• Figure 2.3 Feedback loop in marketing strategy evaluation: AI-generated using prompt 
“Generate a diagram showing a feedback loop with monitoring, auditing, adjusting, and 
improved performance.” 

• Figure 2.4 Linking strategies with tactics: AI-generated using prompt “Generate a 
diagram showing strategy leading into tactics like promotions, pricing, and distribution.” 

• Table 2.4 Examples of functional consistency in marketing strategy: AI-generated using 
prompt “Generate a table showing examples of functional consistency in marketing 
strategy.” 

• Box 2.4 Case example of integrated marketing approach: AI-generated using prompt 
“Create a text box showing a case example of integrated marketing approach with 
strategy and tactics.” 

Open Educational Resource (OER) search strings suggested: 

• “marketing goals vs objectives diagram OER” 

• “SWOT analysis opportunities threats examples OER” 

• “competitive positioning strategies marketing OER” 
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• “strategy vs tactics in marketing diagram OER” 

• “resource allocation in marketing strategy OER” 

• “examples of marketing programmes OER” 

• “marketing performance indicators examples OER” 

• “marketing audit key areas OER” 

• “marketing strategy feedback loop diagram OER” 

• “linking strategy and tactics marketing diagram OER” 

• “functional consistency in marketing strategy OER” 

•  
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3 Competing Philosophies And Environmental Analysis 

• Part 3.1 The Five Competing Philosophies in Marketing 

• 3.1.1 Production philosophy 

• 3.1.2 Product philosophy 

• 3.1.3 Selling philosophy 

• 3.1.4 Marketing philosophy 

• 3.1.5 Societal marketing philosophy 

• Part 3.2 Environmental Analysis in Strategic Marketing 

• 3.2.1 Meaning and importance of environmental analysis 

• 3.2.2 Tools and techniques for environmental scanning 

• 3.2.3 Identifying opportunities and threats 

• Part 3.3 Forecasting in Strategic Marketing 

• 3.3.1 Role of forecasting in marketing decisions 

• 3.3.2 Quantitative forecasting methods 
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• 3.3.3 Qualitative forecasting methods 

 

Introduction 

Marketing philosophies and environmental analysis provide the intellectual framework for 
understanding how organisations approach markets and adapt to external conditions. The 
competing philosophies reveal the different orientations businesses may adopt, ranging from 
production-focused to societal concerns, while environmental analysis equips managers with 
tools to interpret external influences. Together, these perspectives help organisations design 
strategies that are both internally coherent and externally responsive. 

The aim of this Series is to enable you to examine the five competing philosophies in marketing 
and to evaluate how environmental analysis and forecasting contribute to strategic decision-
making. 

We shall commence this Series by exploring the five competing philosophies in marketing, 
beginning with production and product orientations, then moving through selling and 
marketing philosophies, and concluding with the societal marketing philosophy. Next, we will 
examine environmental analysis, considering its meaning, importance, and the tools used for 
scanning external conditions. Finally, we will round off with forecasting, where we will discuss 
its role in marketing decisions and explore both quantitative and qualitative methods. 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• SLO 3.1 define and explain the five competing philosophies in marketing, 

• SLO 3.2 analyse the importance of environmental analysis in strategic marketing, 

• SLO 3.3 evaluate tools and techniques used for environmental scanning, and 

• SLO 3.4 demonstrate how forecasting methods support marketing decision-making. 

 

3.1 The Five Competing Philosophies In Marketing 

3.1.1 Production philosophy 

The production philosophy is one of the earliest approaches to marketing. It assumes that 
consumers prefer products that are widely available and affordable. Organisations adopting this 
philosophy focus on efficiency, mass production, and economies of scale. While this approach 
can reduce costs and expand accessibility, it may neglect customer preferences and quality 
considerations. 

Fill in the blank: The production philosophy assumes that consumers prefer products that are 
widely ______ and affordable. 
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Diagram showing production philosophy with emphasis on efficiency, mass production, and 
affordability. Caption: Figure 3.1 Production philosophy in marketing 

 

 

3.1.2 Product philosophy 

The product philosophy focuses on the quality, performance, and features of a product. It 
assumes that consumers will favour products offering superior attributes. Organisations 
adopting this philosophy invest heavily in innovation and product development. However, this 
approach may overlook the importance of customer needs and market demand, leading to 
products that are technically excellent but commercially unsuccessful. 
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Fill in the blank: The product philosophy assumes that consumers will favour products offering 
superior ______. 

Caption: Box 3.1 Key features of product philosophy Content: 

 

3.1.3 Selling philosophy 

The selling philosophy assumes that consumers will not buy enough of a product unless 
persuaded through aggressive selling and promotion. Organisations adopting this philosophy 
focus on sales techniques, advertising, and persuasion rather than customer needs. While this 
approach can boost short-term sales, it may damage long-term relationships if customers feel 
pressured or dissatisfied. 
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Fill in the blank: The selling philosophy assumes that consumers will not buy enough of a 
product unless persuaded through aggressive ______. 

Caption: Table 3.1 Characteristics of selling philosophy 

Aspect Description Example 

Focus 🎯 
Aggressive promotion and high-
volume sales. 

Heavy television advertising or 
persistent pop-up ads. 

Assumption 

💡 

Customers are reluctant and 
must be persuaded to buy. 

Cold calling or door-to-door sales 

tactics. 🚪 

Limitation 

⚠️ 

Focuses on the transaction 
rather than the relationship. 

Short-term profit gains that may 
ignore long-term customer loyalty. 

 

3.1.4 Marketing philosophy 

The marketing philosophy places customer needs and wants at the centre of decision-making. 
It assumes that organisational success depends on delivering superior value to customers. This 
approach involves market research, segmentation, targeting, and positioning. By focusing on 
customer satisfaction, organisations build long-term relationships and sustainable profitability. 

Fill in the blank: The marketing philosophy assumes that organisational success depends on 
delivering superior ______ to customers. 

Diagram showing marketing philosophy with customer needs at the centre, surrounded by 
research, segmentation, targeting, and positioning. Caption: Figure 3.2 Marketing philosophy 
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framework 

 

 

3.1.5 Societal marketing philosophy 

The societal marketing philosophy extends the marketing philosophy by considering not only 
customer needs but also societal welfare. It assumes that organisations should balance 
profitability with social responsibility and environmental sustainability. For example, companies 
may design eco-friendly products or support community initiatives. This philosophy reflects the 
growing importance of ethical and sustainable business practices. 

Fill in the blank: The societal marketing philosophy assumes that organisations should balance 
profitability with social responsibility and ______ sustainability. 
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Caption: Box 3.2 Principles of societal marketing philosophy Content: 

 

Pilot questions 3.1 

1. What does the production philosophy assume about consumer preferences? 

2. Name one key feature of the product philosophy. 

3. What is the main assumption of the selling philosophy? 

4. In the marketing philosophy, what is placed at the centre of decision-making? 

5. What additional consideration does the societal marketing philosophy include beyond 
customer needs? 



 

 LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS 

 

3.2 Environmental Analysis In Strategic Marketing 

3.2.1 Meaning and importance of environmental analysis 

Environmental analysis refers to the process of examining external and internal factors that 
influence an organisation’s marketing strategies. It is important because markets are dynamic, 
shaped by economic, social, technological, political, and competitive forces. By conducting 
environmental analysis, managers can anticipate changes, identify opportunities, and mitigate 
risks. This ensures that strategies remain relevant and responsive to the external environment. 

Fill in the blank: Environmental analysis helps managers anticipate changes, identify 
opportunities, and mitigate ______. 
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Diagram showing external forces (economic, social, technological, political, competitive) 
surrounding the organisation. Caption: Figure 3.3 Key forces in environmental analysis 

 

 

3.2.2 Tools and techniques for environmental scanning 

Environmental scanning involves systematically collecting information about external trends 
and developments. Common tools include PEST analysis (examining political, economic, social, 
and technological factors) and SWOT analysis (assessing strengths, weaknesses, opportunities, 
and threats). These tools help organisations understand the broader environment and design 
strategies that align with external realities. For example, PEST analysis may reveal regulatory 
changes, while SWOT analysis highlights internal strengths that can be leveraged against 
external opportunities. 
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Fill in the blank: PEST analysis examines political, economic, social, and ______ factors. 

Caption: Table 3.2 Tools for environmental scanning 

Tool Focus Example 

PEST 
Analysis 

Macro-environment: High-level 
political, economic, social, and 
technological factors. 

Analyzing how a new carbon tax 
or privacy regulation impacts 
logistics costs. 

SWOT 
Analysis 

Strategic position: Internal 
(Strengths/Weaknesses) vs. External 
(Opportunities/Threats). 

Identifying a unique patent as a 
strength that allows the firm to 
capture a new market 
opportunity. 

 

3.2.3 Identifying opportunities and threats 

The ultimate goal of environmental analysis is to identify opportunities and threats. 
Opportunities are favourable external conditions that can be exploited, such as emerging 
markets or technological innovations. Threats are external challenges that may hinder success, 
such as new competitors or economic downturns. By identifying these factors, organisations 
can design proactive strategies that maximise strengths and minimise vulnerabilities. 

Fill in the blank: Opportunities are favourable external conditions, while threats are external 
______ that may hinder success. 

Caption: Box 3.3 Examples of opportunities and threats in marketing Content: 
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Pilot questions 3.2 

1. What is environmental analysis in strategic marketing? 

2. Name two key forces considered in environmental analysis. 

3. What does PEST analysis examine? 

4. What is the purpose of SWOT analysis? 

5. Give one example of an opportunity and one example of a threat in marketing. 

3.3 Forecasting In Strategic Marketing 
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3.3.1 Role of forecasting in marketing decisions 

Forecasting refers to the process of predicting future market trends, consumer behaviour, and 
business conditions to guide decision-making. It plays a vital role in helping organisations plan 
production, allocate resources, and design marketing strategies. For example, forecasting 
demand enables firms to avoid overproduction or shortages. Accurate forecasting supports 
proactive decision-making and reduces uncertainty in dynamic markets. 

Fill in the blank: Forecasting helps organisations predict future market trends and consumer 
______ to guide decision-making. 

Diagram showing forecasting feeding into marketing decisions such as production planning, 
resource allocation, and strategy design. Caption: Figure 3.4 Role of forecasting in marketing 
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decisions 

 

 

3.3.2 Quantitative forecasting methods 

Quantitative forecasting methods rely on numerical data and statistical techniques to predict 
future outcomes. Common methods include time-series analysis, regression models, and 
econometric forecasting. These methods are useful when historical data is available and 
patterns can be identified. For instance, time-series analysis may predict seasonal demand for 
products, while regression models can estimate the impact of advertising expenditure on sales. 

Fill in the blank: Quantitative forecasting methods rely on numerical data and ______ 
techniques to predict outcomes. 
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Caption: Table 3.3 Examples of quantitative forecasting methods 

Method Description Example 

Time-series 
Analysis 

Analyzes historical data points collected 
at consistent intervals to identify 
cyclical patterns or trends. 

Forecasting the seasonal 
demand for winter apparel 
based on the last five years 
of sales data. 

Regression 
Models 

A statistical process for estimating the 
strength and character of the 
relationship between one dependent 
variable and one or more independent 
variables. 

Estimating the specific 
impact of a £10,000 
increase in advertising 
spend on total units sold. 

Econometric 
Forecasting 

Combines economic theory with 
statistical tools to forecast future 
business activity based on broad 
economic indicators. 

Predicting how a 2% rise in 
national GDP or interest 
rates will influence luxury 
car sales next year. 

 

3.3.3 Qualitative forecasting methods 

Qualitative forecasting methods rely on expert judgement, market research, and intuition 
rather than numerical data. Techniques include the Delphi method, scenario planning, and 
consumer surveys. These methods are particularly useful when historical data is limited or 
when forecasting involves new products and emerging markets. For example, scenario planning 
may help organisations anticipate different future market conditions, while consumer surveys 
provide insights into customer preferences. 

Fill in the blank: Qualitative forecasting methods rely on expert judgement and ______ rather 
than numerical data. 

Caption: Box 3.4 Examples of qualitative forecasting methods Content: 
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Pilot questions 3.3 

1. What is forecasting in strategic marketing? 

2. Name one role of forecasting in marketing decisions. 

3. Give one example of a quantitative forecasting method. 

4. What type of forecasting method relies on expert judgement? 

5. Provide one example of a qualitative forecasting method. 

 

Series Summary 
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This Series has explored the competing philosophies in marketing and the importance of 
environmental analysis and forecasting. We began by examining the five philosophies—
production, product, selling, marketing, and societal marketing—highlighting how each reflects 
different organisational orientations. We then moved on to environmental analysis, considering 
its meaning, importance, and the tools used for scanning external conditions, such as PEST and 
SWOT analysis. Finally, we concluded with forecasting, discussing its role in marketing decisions 
and distinguishing between quantitative and qualitative methods. 

By completing this Series, you should now be able to define and explain the five competing 
philosophies in marketing, analyse the importance of environmental analysis, evaluate tools 
and techniques for environmental scanning, and demonstrate how forecasting methods 
support marketing decision-making. These outcomes directly align with the Series Learning 
Outcomes and provide you with the analytical skills needed to interpret market environments 
and anticipate future trends. 

Glossary of Terms 

• Competitive positioning: Differentiating a product or brand in the marketplace to 
appeal to a target audience. 

• Environmental analysis: The process of examining external and internal factors that 
influence marketing strategies. 

• Environmental scanning: Systematic collection of information about external trends and 
developments. 

• Forecasting: Predicting future market trends, consumer behaviour, and business 
conditions to guide decision-making. 

• Marketing audit: A systematic review of an organisation’s marketing environment, 
objectives, strategies, and activities. 

• Marketing philosophy: An orientation that places customer needs and wants at the 
centre of decision-making. 

• PEST analysis: A tool for examining political, economic, social, and technological factors 
in the environment. 

• Product philosophy: A marketing orientation that focuses on product quality, 
performance, and innovation. 

• Production philosophy: A marketing orientation that emphasises efficiency, mass 
production, and affordability. 

• Selling philosophy: A marketing orientation that relies on aggressive selling and 
promotion to persuade customers. 

• Societal marketing philosophy: A marketing orientation that balances profitability with 
social responsibility and sustainability. 
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• SWOT analysis: A tool for assessing strengths, weaknesses, opportunities, and threats. 

Concept Check Questions [Series 3] 

Objective questions 

1. The production philosophy assumes that consumers prefer products that are widely 
______ and affordable. (Linked to SLO 3.1) 

2. PEST analysis examines political, economic, social, and ______ factors. (Linked to SLO 
3.3) 

3. Forecasting helps organisations predict future market trends and consumer ______. 
(Linked to SLO 3.4) 

Short-answer questions 

4. Explain one limitation of the product philosophy. (Linked to SLO 3.1) 

5. Describe one key purpose of environmental analysis in strategic marketing. (Linked to 
SLO 3.2) 

Long-answer questions 

6. Analyse the differences between the five competing philosophies in marketing, 
providing examples of how each might influence organisational decisions. (Linked to SLO 3.1) 

7. Evaluate the role of forecasting in strategic marketing, distinguishing between 
quantitative and qualitative methods with examples. (Linked to SLO 3.4) 

Answers to Concept Check Questions [Series 3] 

Objective questions 

1. Available. 

2. Technological. 

3. Behaviour. 

Short-answer questions 

4. A limitation is that it may overlook customer needs, leading to technically excellent but 
commercially unsuccessful products. 

5. Environmental analysis helps managers anticipate changes and design strategies that 
remain relevant in dynamic markets. 

Long-answer questions 

6. Basic response: The production philosophy focuses on efficiency, the product 
philosophy on quality, the selling philosophy on persuasion, the marketing philosophy on 
customer needs, and the societal marketing philosophy on social responsibility. Value-added 



 

 LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS 

response: Outstanding learners may expand by showing how each philosophy influences 
organisational decisions—for example, production philosophy driving cost leadership, product 
philosophy encouraging innovation, selling philosophy prioritising advertising, marketing 
philosophy fostering customer loyalty, and societal marketing philosophy promoting 
sustainability. 

7. Basic response: Forecasting supports planning and reduces uncertainty. Quantitative 
methods use data and statistics, while qualitative methods rely on expert judgement. Value-
added response: Outstanding learners may add that quantitative methods like time-series 
analysis are useful for established markets, while qualitative methods such as scenario planning 
are valuable for new products or uncertain environments. Combining both approaches 
enhances accuracy and adaptability. 

Answers to Pilot Questions [Series 3] 

Pilot questions 3.1 

1. Widely available and affordable. 

2. Quality. 

3. Aggressive selling and promotion. 

4. Customer needs. 

5. Social responsibility and environmental sustainability. 

Pilot questions 3.2 

1. Examining external and internal factors influencing marketing strategies. 

2. Economic and technological forces. 

3. Technological. 

4. To assess strengths, weaknesses, opportunities, and threats. 

5. Opportunity: Emerging markets; Threat: New competitors. 

Pilot questions 3.3 

1. Predicting future market trends and consumer behaviour. 

2. Planning production. 

3. Time-series analysis. 

4. Qualitative forecasting methods. 

5. Delphi method. 

References And Attributions [Series 3] 
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• Figure 3.1 Production philosophy in marketing: AI-generated using prompt “Generate a 
diagram showing production philosophy with arrows pointing to efficiency, mass 
production, and affordability.” 

• Box 3.1 Key features of product philosophy: AI-generated using prompt “Create a text 
box listing key features of product philosophy such as quality, innovation, and 
development.” 

• Table 3.1 Characteristics of selling philosophy: AI-generated using prompt “Generate a 
table showing characteristics of selling philosophy with examples.” 

• Figure 3.2 Marketing philosophy framework: AI-generated using prompt “Generate a 
diagram showing customer needs at the centre with surrounding elements like research, 
segmentation, targeting, and positioning.” 

• Box 3.2 Principles of societal marketing philosophy: AI-generated using prompt “Create 
a text box listing principles of societal marketing philosophy such as customer 
satisfaction, social responsibility, and sustainability.” 

• Figure 3.3 Key forces in environmental analysis: AI-generated using prompt “Generate a 
diagram showing an organisation at the centre surrounded by economic, social, 
technological, political, and competitive forces.” 

• Table 3.2 Tools for environmental scanning: AI-generated using prompt “Generate a 
table listing tools for environmental scanning such as PEST and SWOT analysis with 
focus and examples.” 

• Box 3.3 Examples of opportunities and threats in marketing: AI-generated using prompt 
“Create a text box listing examples of opportunities and threats in marketing.” 

• Figure 3.4 Role of forecasting in marketing decisions: AI-generated using prompt 
“Generate a diagram showing forecasting leading into production planning, resource 
allocation, and strategy design.” 

• Table 3.3 Examples of quantitative forecasting methods: AI-generated using prompt 
“Generate a table listing quantitative forecasting methods with descriptions and 
examples.” 

• Box 3.4 Examples of qualitative forecasting methods: AI-generated using prompt 
“Create a text box listing examples of qualitative forecasting methods such as Delphi 
method, scenario planning, and consumer surveys.” 

Open Educational Resource (OER) search strings suggested: 

• “production philosophy marketing diagram OER” 

• “product philosophy marketing OER” 

• “selling philosophy marketing examples OER” 

• “marketing philosophy customer needs diagram OER” 
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• “societal marketing philosophy principles OER” 

• “environmental analysis marketing forces diagram OER” 

• “PEST SWOT analysis marketing OER” 

• “examples of opportunities and threats in marketing OER” 

• “role of forecasting in marketing diagram OER” 

• “quantitative forecasting methods marketing OER” 

• “qualitative forecasting methods marketing OER” 
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Series 4: Corporate Marketing, Profitability, And Control 

• Part 4.1 Corporate Marketing Strategy 

• 4.1.1 Meaning and scope of corporate marketing 

• 4.1.2 Aligning corporate and marketing objectives 

• 4.1.3 Role of corporate branding in strategic marketing 

• Part 4.2 Profitability Analysis in Marketing 

• 4.2.1 Understanding profitability and value creation 

• 4.2.2 Tools for measuring marketing profitability (e.g., ROI, contribution margin) 

• 4.2.3 Linking profitability to customer satisfaction and loyalty 

• Part 4.3 Control Mechanisms in Strategic Marketing 

• 4.3.1 Importance of control in marketing management 

• 4.3.2 Types of control mechanisms (strategic, operational, financial) 

• 4.3.3 Corrective actions and continuous improvement 

• Part 4.4 Integrating Corporate Marketing, Profitability, and Control 

• 4.4.1 Synergy between corporate strategy and marketing outcomes 



 

 LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS 

• 4.4.2 Balancing profitability with long-term sustainability 

• 4.4.3 Case examples of integrated corporate marketing control systems 

 

Introduction 

Corporate marketing, profitability, and control represent the strategic mechanisms through 
which organisations align their marketing efforts with overall corporate objectives, ensure 
financial sustainability, and maintain accountability. Corporate marketing provides the 
overarching framework that integrates branding and organisational identity into strategic 
marketing. Profitability analysis ensures that marketing activities contribute meaningfully to 
value creation and financial performance. Control mechanisms, meanwhile, safeguard the 
effectiveness of strategies by monitoring outcomes and enabling corrective actions. 

The aim of this Series is to enable you to examine how corporate marketing strategies are 
developed, how profitability is measured and linked to customer value, and how control 
mechanisms ensure accountability and continuous improvement. 

We shall commence this Series by exploring corporate marketing strategy, focusing on its 
meaning, scope, and alignment with corporate objectives. Next, we will consider profitability 
analysis, examining tools for measuring marketing profitability and linking profitability to 
customer satisfaction. Following that, we will study control mechanisms, including strategic, 
operational, and financial controls. Finally, we will conclude with integration, showing how 
corporate marketing, profitability, and control work together to achieve synergy and 
sustainability. 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• SLO 4.1 define corporate marketing and explain its scope and role in strategic 
marketing, 

• SLO 4.2 analyse methods of measuring marketing profitability and value creation, 

• SLO 4.3 evaluate control mechanisms in strategic marketing management, and 

• SLO 4.4 demonstrate how corporate marketing, profitability, and control can be 
integrated to achieve sustainable organisational success. 

 

4.1 Corporate Marketing Strategy 

4.1.1 Meaning and scope of corporate marketing 

Corporate marketing refers to the strategic approach by which an organisation manages its 
overall identity, values, and reputation in the marketplace. Unlike product-level marketing, 
corporate marketing focuses on the organisation as a whole, ensuring that its vision, mission, 
and culture are communicated consistently. The scope of corporate marketing includes 
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corporate branding, stakeholder engagement, and alignment of marketing with corporate 
objectives. 

Fill in the blank: Corporate marketing focuses on the organisation as a whole, ensuring that its 
vision, mission, and ______ are communicated consistently. 

Diagram showing corporate marketing at the centre, connected to vision, mission, culture, and 
branding. Caption: Figure 4.1 Scope of corporate marketing 

 

 

4.1.2 Aligning corporate and marketing objectives 

For corporate marketing to be effective, marketing objectives must align with broader 
corporate objectives. For example, if a corporation’s objective is sustainability, marketing 



 

 LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS 

campaigns should highlight eco-friendly practices and products. Alignment ensures coherence 
across organisational activities and strengthens stakeholder trust. Misalignment, on the other 
hand, can lead to confusion and reputational damage. 

Fill in the blank: Aligning marketing objectives with corporate objectives ensures coherence and 
strengthens ______ trust. 

Caption: Table 4.1 Examples of alignment between corporate and marketing objectives 

Corporate 
Objective 

Marketing Objective Example 

Sustainability 

🌍 

Promote eco-friendly 
products and sustainable 
practices. 

Green product campaigns emphasizing 
recycled materials or reduced carbon 
footprints. 

Innovation 💡 

Highlight cutting-edge 
product features and "first-
to-market" benefits. 

Technology-focused advertising 
showcasing R&D breakthroughs and 
new capabilities. 

Customer 

Focus 🤝 

Enhance overall customer 
satisfaction and long-term 
retention. 

Loyalty programmes and personalized 
engagement strategies to increase 
customer lifetime value. 

 

4.1.3 Role of corporate branding in strategic marketing 

Corporate branding is the practice of promoting the organisation’s identity rather than 
individual products. It communicates values, credibility, and trustworthiness to stakeholders. 
Strong corporate branding enhances reputation, attracts investors, and builds customer loyalty. 
For example, companies like Unilever or Nestlé use corporate branding to reinforce their 
identity across diverse product lines. Corporate branding thus plays a central role in strategic 
marketing by ensuring consistency and long-term recognition. 

Fill in the blank: Corporate branding communicates values, credibility, and ______ to 
stakeholders. 

Caption: Box 4.1 Benefits of corporate branding Content: 
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Pilot questions 4.1 

1. What is corporate marketing, and how does it differ from product-level marketing? 

2. Name one element included in the scope of corporate marketing. 

3. Why is alignment between corporate and marketing objectives important? 

4. Give one example of a corporate objective and its corresponding marketing objective. 

5. What does corporate branding communicate to stakeholders? 

 

4.2 Profitability Analysis In Marketing 
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4.2.1 Understanding profitability and value creation 

Profitability analysis in marketing examines how marketing activities contribute to financial 
performance and overall value creation. It involves assessing whether campaigns, programmes, 
or strategies generate sufficient returns relative to their costs. Value creation goes beyond 
financial gain, encompassing customer satisfaction, loyalty, and long-term brand equity. 
Together, profitability and value creation ensure that marketing is not only effective but also 
sustainable. 

Fill in the blank: Profitability analysis assesses whether marketing activities generate sufficient 
returns relative to their ______. 
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Diagram showing profitability analysis linking marketing activities → costs → returns → value 
creation. Caption: Figure 4.2 Profitability analysis and value creation 

 

 

4.2.2 Tools for measuring marketing profitability 

Several tools are used to measure marketing profitability. Common measures include Return 
on Investment (ROI), which compares net gains to costs; Contribution Margin, which assesses 
the profitability of individual products or campaigns; and Customer Lifetime Value (CLV), which 
estimates the total value a customer generates over their relationship with the company. These 
tools help managers allocate resources effectively and prioritise strategies that deliver the 
greatest impact. 
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Fill in the blank: ROI compares net gains to ______, while CLV estimates the total value a 
customer generates over time. 

Caption: Table 4.2 Tools for measuring marketing profitability 

Tool Description Example 

ROI (Return on 
Investment) 

Measures the efficiency of an 
investment by comparing net 
profit to the cost of the marketing 
campaign. 

A digital ad campaign that 
generates £2,000 in sales from a 
£1,000 spend, resulting in a 
100% ROI. 

Contribution 
Margin 

The amount remaining from sales 
revenue after variable costs are 
deducted; it shows how individual 
products contribute to covering 
fixed costs. 

A premium smartphone with a 
high margin that helps offset 
the research and development 
costs of the entire product line. 

CLV (Customer 
Lifetime Value) 

A prediction of the total net profit 
attributed to the entire future 
relationship with a customer. 

A subscription service 
subscriber who pays £200 
annually and stays for five 
years, representing a £1,000 
CLV. 

 

4.2.3 Linking profitability to customer satisfaction and loyalty 

Profitability is closely linked to customer satisfaction and loyalty. Satisfied customers are more 
likely to make repeat purchases, recommend products, and remain loyal to the brand, all of 
which enhance profitability. Conversely, dissatisfied customers may lead to lost sales and 
reputational damage. By investing in customer satisfaction initiatives, organisations can 
strengthen loyalty and ensure long-term profitability. 

Fill in the blank: Satisfied customers are more likely to make repeat purchases, recommend 
products, and remain ______ to the brand. 

Caption: Box 4.2 Linking profitability to customer satisfaction and loyalty Content: 
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Pilot questions 4.2 

1. What does profitability analysis in marketing assess? 

2. Name one tool used to measure marketing profitability. 

3. What does ROI compare? 

4. What is Customer Lifetime Value (CLV)? 

5. How does customer satisfaction contribute to profitability? 

 

4.3 Control Mechanisms In Strategic Marketing 
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4.3.1 Importance of control in marketing management 

Control in strategic marketing ensures that activities are carried out as planned and objectives 
are achieved. It provides a feedback system that allows managers to monitor performance, 
detect deviations, and take corrective action. Without effective control, even well-designed 
strategies may fail due to poor execution or unforeseen challenges. Control therefore 
safeguards accountability and supports continuous improvement. 

Fill in the blank: Control in strategic marketing provides a ______ system that allows managers 
to monitor performance and take corrective action. 

Diagram showing control as a feedback loop: planning → implementation → monitoring → 
corrective action → improved performance. Caption: Figure 4.3 Control as a feedback loop in 
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marketing management 

 

 

4.3.2 Types of control mechanisms 

There are several types of control mechanisms in strategic marketing: 

• Strategic control: Ensures that marketing strategies remain aligned with corporate 
objectives and external conditions. 

• Operational control: Focuses on day-to-day activities such as sales performance, 
advertising effectiveness, and distribution efficiency. 
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• Financial control: Monitors costs, budgets, and profitability to ensure resources are 
used effectively. 

Together, these mechanisms provide a comprehensive system for managing marketing 
performance. 

Fill in the blank: Strategic control ensures that marketing strategies remain aligned with 
corporate ______ and external conditions. 

Caption: Table 4.3 Types of control mechanisms in marketing 

Type Focus Example 

Strategic 

Control 🧭 

Ensuring marketing remains 
aligned with long-term corporate 
objectives and the external 
environment. 

Pivoting a product line from 
luxury to mid-market in 
response to a sudden economic 
downturn. 

Operational 

Control ⚙️ 

Managing day-to-day execution 
and the efficiency of specific 
marketing tasks. 

Weekly monitoring of sales 
figures to see if a specific branch 
or region is meeting its monthly 
quota. 

Financial 

Control 💰 

Evaluating the relationship 
between marketing costs and the 
resulting profitability. 

Tracking the ROI of a social 
media campaign to decide if the 
cost-per-click is within a 
sustainable limit. 

 

4.3.3 Corrective actions and continuous improvement 

Control mechanisms are effective only if they lead to corrective actions and foster continuous 
improvement. Corrective actions involve adjusting strategies, tactics, or processes when 
performance falls short of expectations. Continuous improvement ensures that organisations 
learn from past experiences and refine their practices over time. For example, if a campaign 
underperforms, managers may revise the message, target audience, or channels used. This 
cycle of correction and improvement strengthens competitiveness and resilience. 

Fill in the blank: Corrective actions involve adjusting strategies, tactics, or processes when 
performance falls short of ______. 

Caption: Box 4.3 Examples of corrective actions in marketing Content: 
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Pilot questions 4.3 

1. What is the importance of control in strategic marketing? 

2. Name one type of control mechanism in marketing. 

3. What does strategic control ensure? 

4. Give one example of operational control. 

5. Why are corrective actions important in marketing control? 

 

4.4 Integrating Corporate Marketing, Profitability, And Control 
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4.4.1 Synergy between corporate strategy and marketing outcomes 

Integration ensures that corporate marketing, profitability, and control work together to 
achieve organisational success. Corporate marketing sets the identity and direction, profitability 
analysis measures the financial impact, and control mechanisms safeguard accountability. 
When these elements are synergised, marketing activities reinforce corporate objectives while 
delivering measurable returns. 

Fill in the blank: Integration ensures that corporate marketing, profitability, and control work 
together to achieve organisational ______. 

Diagram showing integration: corporate marketing → profitability analysis → control 
mechanisms → organisational success. Caption: Figure 4.4 Synergy between corporate 
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marketing, profitability, and control 

 

 

4.4.2 Balancing profitability with long-term sustainability 

Integration also requires balancing short-term profitability with long-term sustainability. 
Organisations must ensure that profitability does not come at the expense of customer trust, 
ethical responsibility, or environmental sustainability. For example, a company may choose to 
invest in eco-friendly practices that reduce immediate profits but strengthen long-term brand 
equity and stakeholder loyalty. 

Fill in the blank: Integration requires balancing short-term profitability with long-term ______. 

Caption: Table 4.4 Balancing profitability and sustainability 
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Focus Short-term (Profit Priority) Long-term (Sustainability Priority) 

Profitability 

Focuses on immediate financial 
gains and meeting quarterly 
earnings per share. 

Focuses on sustainable growth and 
compounding returns over years. 

Customer 
Trust 

Prioritizes quick sales and high-
volume transactions, 
sometimes at the expense of 
transparency. 

Prioritizes loyalty and retention by 
delivering consistent value and 
building an emotional bond. 

Responsibility 

May involve cost-saving 
shortcuts that ignore 
environmental or social 
externalities. 

Invests in an ethical reputation and 
ESG (Environmental, Social, and 
Governance) standards to mitigate 
future risk. 

 

4.4.3 Case examples of integrated corporate marketing control systems 

Case examples illustrate how integration works in practice. For instance, a multinational 
corporation may adopt a corporate marketing strategy centred on innovation. Profitability is 
measured through ROI and CLV, while control mechanisms track campaign effectiveness and 
financial outcomes. By integrating these elements, the organisation ensures that innovation-
driven branding translates into profitable and accountable marketing practices. 

Fill in the blank: Case examples show how integration ensures that branding translates into 
profitable and ______ marketing practices. 

Caption: Box 4.4 Case example of integrated corporate marketing control system Content: 
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Pilot questions 4.4 

1. What does integration of corporate marketing, profitability, and control achieve? 

2. Why is balancing profitability with sustainability important? 

3. Give one example of a short-term focus and its long-term counterpart. 

4. How do case examples illustrate integration in practice? 

5. What role do control mechanisms play in integrated corporate marketing systems? 

 

Series Summary 
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This Series has examined how corporate marketing, profitability, and control interact to shape 
strategic marketing outcomes. We began with corporate marketing strategy, exploring its 
meaning, scope, and the importance of aligning marketing objectives with corporate goals. We 
then moved into profitability analysis, highlighting tools such as ROI, contribution margin, and 
CLV, and linking profitability to customer satisfaction and loyalty. Next, we studied control 
mechanisms, focusing on strategic, operational, and financial controls, and emphasising 
corrective actions and continuous improvement. Finally, we concluded with integration, 
showing how corporate marketing, profitability, and control work together to achieve synergy, 
sustainability, and accountability. 

By completing this Series, you should now be able to define corporate marketing, analyse 
profitability measures, evaluate control mechanisms, and demonstrate how integration 
supports sustainable organisational success. 

Glossary of Terms 

• Corporate marketing: Strategic approach focusing on the organisation’s identity, values, 
and reputation. 

• Corporate branding: Promoting the organisation’s identity rather than individual 
products. 

• Contribution margin: Measure of profitability for individual products or campaigns. 

• Control mechanisms: Systems for monitoring and adjusting marketing activities to 
ensure objectives are achieved. 

• Customer Lifetime Value (CLV): Total value a customer generates over their relationship 
with a company. 

• Operational control: Monitoring day-to-day marketing activities such as sales and 
distribution. 

• Profitability analysis: Assessing the financial impact of marketing activities relative to 
costs. 

• Return on Investment (ROI): Ratio comparing net gains to costs. 

• Strategic control: Ensuring marketing strategies align with corporate objectives and 
external conditions. 

• Sustainability: Balancing profitability with long-term ethical, social, and environmental 
responsibility. 

Concept Check Questions [Series 4] 

Objective questions 

1. Corporate marketing focuses on the organisation’s vision, mission, and ______. (Linked 
to SLO 4.1) 



 

 LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS 

2. ROI compares net gains to ______. (Linked to SLO 4.2) 

3. Strategic control ensures that marketing strategies remain aligned with corporate 
______. (Linked to SLO 4.3) 

Short-answer questions 

4. Explain one benefit of corporate branding. (Linked to SLO 4.1) 

5. Describe one tool used to measure marketing profitability. (Linked to SLO 4.2) 

Long-answer questions 

6. Analyse the importance of aligning corporate and marketing objectives, providing 
examples. (Linked to SLO 4.1) 

7. Evaluate how control mechanisms contribute to continuous improvement in marketing, 
with examples. (Linked to SLO 4.3) 

Answers to Concept Check Questions [Series 4] 

Objective questions 

1. Culture. 

2. Costs. 

3. Objectives. 

Short-answer questions 

4. Corporate branding enhances reputation and builds customer loyalty. 

5. Customer Lifetime Value (CLV) estimates the total value a customer generates over 
time. 

Long-answer questions 

6. Basic response: Aligning objectives ensures coherence and avoids reputational damage. 
For example, a corporate objective of sustainability should be supported by marketing 
campaigns promoting eco-friendly products. Value-added response: Outstanding learners may 
add that alignment strengthens stakeholder trust, enhances brand equity, and ensures that 
marketing investments directly support corporate priorities. 

7. Basic response: Control mechanisms monitor performance and enable corrective 
actions. For example, operational control tracks sales performance. Value-added response: 
Outstanding learners may expand by showing how continuous improvement arises from 
corrective actions, such as revising campaign messages or retargeting audiences, which 
enhance competitiveness and resilience. 

Answers to Pilot Questions [Series 4] 

Pilot questions 4.1 
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1. Corporate marketing focuses on the organisation as a whole, unlike product-level 
marketing. 

2. Branding. 

3. It ensures coherence and strengthens stakeholder trust. 

4. Corporate objective: Innovation; Marketing objective: Highlight new product features. 

5. Trust. 

Pilot questions 4.2 

1. Whether marketing activities generate sufficient returns relative to costs. 

2. ROI. 

3. Net gains to costs. 

4. CLV estimates the total value of a customer relationship. 

5. By encouraging repeat purchases and loyalty. 

Pilot questions 4.3 

1. It safeguards accountability and supports continuous improvement. 

2. Operational control. 

3. Corporate objectives. 

4. Monitoring sales performance. 

5. They adjust strategies when performance falls short. 

Pilot questions 4.4 

1. Organisational success. 

2. To avoid sacrificing trust and sustainability for short-term gains. 

3. Short-term: Quick sales; Long-term: Customer loyalty. 

4. They show how branding, profitability, and control reinforce each other. 

5. They monitor outcomes and enable corrective actions. 

References And Attributions [Series 4] 

• Figure 4.1 Scope of corporate marketing: AI-generated using prompt “Generate a 
diagram showing corporate marketing at the centre linked to vision, mission, culture, 
and branding.” 
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• Table 4.1 Examples of alignment between corporate and marketing objectives: AI-
generated using prompt “Generate a table showing examples of alignment between 
corporate and marketing objectives.” 

• Box 4.1 Benefits of corporate branding: AI-generated using prompt “Create a text box 
listing benefits of corporate branding such as reputation, investor attraction, and 
customer loyalty.” 

• Figure 4.2 Profitability analysis and value creation: AI-generated using prompt 
“Generate a diagram showing marketing activities leading to costs, returns, and value 
creation.” 

• Table 4.2 Tools for measuring marketing profitability: AI-generated using prompt 
“Generate a table listing ROI, contribution margin, and CLV with descriptions and 
examples.” 

• Box 4.2 Linking profitability to customer satisfaction and loyalty: AI-generated using 
prompt “Create a text box listing ways customer satisfaction and loyalty enhance 
profitability.” 

• Figure 4.3 Control as a feedback loop in marketing management: AI-generated using 
prompt “Generate a diagram showing control as a feedback loop with planning, 
implementation, monitoring, corrective action, and improved performance.” 

• Table 4.3 Types of control mechanisms in marketing: AI-generated using prompt 
“Generate a table listing types of control mechanisms in marketing with focus and 
examples.” 

• Box 4.3 Examples of corrective actions in marketing: AI-generated using prompt “Create 
a text box listing examples of corrective actions in marketing such as revising messages, 
retargeting audiences, and adjusting channels.” 

• Figure 4.4 Synergy between corporate marketing, profitability, and control: AI-
generated using prompt “Generate a diagram showing integration of corporate 
marketing, profitability, and control leading to organisational success.” 

• Table 4.4 Balancing profitability and sustainability: AI-generated using prompt 
“Generate a table showing balance between short-term profitability and long-term 
sustainability.” 

• Box 4.4 Case example of integrated corporate marketing control system: AI-generated 
using prompt “Create a text box showing a case example of integrated corporate 
marketing control system with strategy, profitability, and control.” 

Open Educational Resource (OER) search strings suggested: 

• “scope of corporate marketing diagram OER” 

• “alignment corporate and marketing objectives OER” 
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• “corporate branding benefits OER” 

• “profitability analysis marketing diagram OER” 

• “tools for measuring marketing profitability ROI CLV OER” 

• “customer satisfaction loyalty profitability marketing OER” 

• “control mechanisms marketing feedback loop diagram OER” 

• “types of control mechanisms in marketing OER” 

• “corrective actions continuous improvement marketing OER” 

• “integration corporate marketing profitability control diagram OER” 

• “profitability vs sustainability marketing OER” 

• “integrated corporate marketing control system case example OER” 
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Series 5: Contemporary Issues And Decision Tools In 
Marketing 

• Part 5.1 Contemporary Issues in Marketing 

• 5.1.1 Digital transformation and e-marketing 

• 5.1.2 Ethical and social responsibility issues 

• 5.1.3 Globalisation and cross-cultural marketing challenges 

• Part 5.2 Decision Tools for Strategic Marketing 

• 5.2.1 Quantitative decision tools (e.g., break-even analysis, marketing metrics) 

• 5.2.2 Qualitative decision tools (e.g., scenario planning, Delphi method) 

• 5.2.3 Technology-enabled tools (e.g., CRM systems, data analytics, AI 
applications) 

• Part 5.3 Integrating Contemporary Issues with Decision Tools 

• 5.3.1 Using decision tools to address ethical and sustainability challenges 
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• 5.3.2 Leveraging analytics for global and digital marketing strategies 

• 5.3.3 Case examples of integrated decision-making in contemporary marketing 

 

Introduction 

Marketing today is shaped by rapid technological change, global interconnectedness, and rising 
expectations for ethical responsibility. Contemporary issues such as digital transformation, 
sustainability, and globalisation challenge organisations to rethink traditional approaches. At 
the same time, decision tools—both quantitative and qualitative—equip managers with 
frameworks to make informed choices in complex environments. Together, these themes 
highlight the evolving nature of strategic marketing and the need for adaptable, evidence-based 
decision-making. 

The aim of this Series is to enable you to examine contemporary issues affecting marketing 
practice and to evaluate decision tools that support strategic choices. 

We shall commence this Series by exploring contemporary issues in marketing, including digital 
transformation, ethical responsibility, and globalisation. Next, we will examine decision tools, 
covering quantitative, qualitative, and technology-enabled approaches. Finally, we will 
conclude with integration, showing how decision tools can be applied to address contemporary 
challenges and illustrated with case examples. 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• SLO 5.1 identify and explain contemporary issues in marketing such as digital 
transformation, ethics, and globalisation, 

• SLO 5.2 analyse quantitative and qualitative decision tools used in strategic marketing, 

• SLO 5.3 evaluate technology-enabled tools such as CRM systems and data analytics, and 

• SLO 5.4 demonstrate how decision tools can be integrated to address contemporary 
marketing challenges. 

 

5.1 Contemporary Issues In Marketing 

5.1.1 Digital transformation and e-marketing 

Digital transformation has reshaped marketing by integrating technology into every aspect of 
customer engagement. E-marketing involves using digital platforms such as social media, search 
engines, and email to reach and interact with customers. Benefits include wider reach, real-
time communication, and data-driven insights. However, challenges include managing online 
reputation, ensuring cybersecurity, and adapting to rapidly changing digital tools. 

Fill in the blank: Digital transformation integrates technology into every aspect of customer  
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Diagram showing digital transformation with arrows pointing to social media, search engines, 
email, and data analytics. Caption: Figure 5.1 Digital transformation and e-marketing 

 

 

5.1.2 Ethical and social responsibility issues 

Modern marketing must address ethical and social responsibility concerns. These include 
truthfulness in advertising, respect for consumer privacy, and commitment to sustainability. 
Organisations are increasingly expected to demonstrate transparency and accountability. 
Ethical lapses, such as misleading claims or misuse of customer data, can damage reputation 
and erode trust. Conversely, socially responsible marketing strengthens brand equity and builds 
long-term loyalty. 
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Fill in the blank: Ethical lapses such as misleading claims or misuse of customer ______ can 
damage reputation and erode trust. 

Box 5.1 Ethical and social responsibility issues in marketing Content: 

 

5.1.3 Globalisation and cross-cultural marketing challenges 

Globalisation has expanded markets but introduced cross-cultural challenges. Organisations 
must adapt marketing strategies to diverse cultural norms, languages, and consumer 
behaviours. Misunderstanding cultural differences can lead to ineffective campaigns or even 
offence. Successful global marketing requires localisation, cultural sensitivity, and awareness of 
international regulations. For example, a campaign effective in one country may need 
significant adaptation to resonate in another. 
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Fill in the blank: Successful global marketing requires localisation, cultural sensitivity, and 
awareness of international ______. 

Caption: Table 5.1 Cross-cultural marketing challenges 

Challenge Description Example 

Language 🗣️ 

Messages may not translate 
effectively or could carry 
unintended meanings. 

A famous soft drink brand's name was 
initially translated into a phrase 
meaning "bite the wax tadpole" in 
certain dialects. 

Cultural 

Norms 🏛️ 

Values, symbols, and 
behaviors differ significantly 
across societies. 

In many Western cultures, white 

represents purity 👰, while in parts of 

Asia, it is the color of mourning ⚱️. 

Regulations 

⚖️ 

Laws regarding what can be 
advertised and how vary by 
country. 

Some countries have strict bans on 

advertising junk food 🍔 to children or 
specific rules about comparative 
advertising. 

 

Pilot questions 5.1 

1. What is digital transformation in marketing? 

2. Name one benefit of e-marketing. 

3. Give one example of an ethical issue in marketing. 

4. Why is cultural sensitivity important in global marketing? 

5. Provide one example of a cross-cultural marketing challenge. 

 

5.2 Decision Tools For Strategic Marketing 

5.2.1 Quantitative decision tools 

Quantitative decision tools rely on numerical data and statistical models to support marketing 
decisions. Common tools include: 

• Break-even analysis: Determines the sales volume needed to cover costs. 

• Marketing metrics: Measures such as ROI, conversion rates, and customer acquisition 
cost. 

• Forecasting models: Time-series and regression analyses to predict demand. 
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These tools provide objective insights that help managers allocate resources efficiently and 
evaluate campaign effectiveness. 

Fill in the blank: Break-even analysis determines the sales volume needed to cover ______. 

Caption: Table 5.2 Examples of quantitative decision tools 

Tool Purpose Example 

Break-even 

Analysis ⚖️ 

Calculates the point where total 
revenue equals total costs, 
showing the minimum sales 
volume needed to avoid a loss. 

A company determines it must 
sell 5,000 units of a new gadget 
to cover its production and 
advertising costs. 

ROI (Return on 

Investment) 💰 

Evaluates the efficiency of a 
marketing spend by comparing 
the net profit to the cost of the 
investment. 

A social media campaign 
results in a £2 return for every 
£1 spent, indicating a profitable 
strategy. 

Conversion 

Rate 📈 

Measures the percentage of users 
who take a desired action (like 
making a purchase) out of the 
total number of visitors. 

An e-commerce site finds that 
10% of visitors who click an 
email link end up buying a 
product. 

 

5.2.2 Qualitative decision tools 

Qualitative decision tools rely on expert judgement, intuition, and scenario exploration. 
Examples include: 

• Scenario planning: Developing alternative future scenarios to prepare strategies. 

• Delphi method: Structured expert consultation to reach consensus. 

• Focus groups: Collecting consumer insights through group discussions. 

These tools are particularly useful when data is limited or when exploring new markets and 
innovative strategies. 

Fill in the blank: The Delphi method is a structured expert consultation used to reach ______. 

Caption: Box 5.2 Examples of qualitative decision tools Content: 
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5.2.3 Technology-enabled tools 

Modern marketing increasingly relies on technology-enabled tools that combine data analytics 
and automation. Examples include: 

• Customer Relationship Management (CRM) systems: Track customer interactions and 
support personalised marketing. 

• Data analytics platforms: Analyse large datasets to identify trends and predict 
behaviour. 

• AI applications: Automate tasks such as customer segmentation, recommendation 
engines, and sentiment analysis. 
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These tools enhance decision-making by providing real-time insights and enabling precision 
targeting. 

Fill in the blank: CRM systems track customer interactions and support ______ marketing. 

Diagram showing technology-enabled tools: CRM → data analytics → AI applications → 
improved decision-making. Caption: Figure 5.2 Technology-enabled decision tools in marketing 

 

 

Pilot questions 5.2 

1. What does break-even analysis determine? 

2. Name one quantitative decision tool used in marketing. 
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3. What is the Delphi method used for? 

4. Give one example of a qualitative decision tool. 

5. Name one technology-enabled tool used in strategic marketing. 

 

5.3 Integrating Contemporary Issues With Decision Tools 

5.3.1 Using decision tools to address ethical and sustainability challenges 

Decision tools can be applied to tackle ethical and sustainability issues in marketing. For 
example, scenario planning can help organisations anticipate the impact of stricter 
environmental regulations, while ROI and CLV metrics can be adapted to include sustainability 
indicators. By integrating ethical considerations into decision-making, organisations ensure that 
profitability aligns with social responsibility. 

Fill in the blank: Scenario planning can help organisations anticipate the impact of stricter 
______ regulations. 

Caption: Box 5.3 Decision tools for ethical and sustainability challenges Content: 
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5.3.2 Leveraging analytics for global and digital marketing strategies 

Analytics and technology-enabled tools are critical for addressing globalisation and digital 
transformation. CRM systems and AI applications allow firms to personalise campaigns across 
diverse markets, while data analytics platforms provide insights into cross-cultural consumer 
behaviour. These tools help organisations adapt strategies to local contexts while maintaining 
global consistency. 

Fill in the blank: CRM systems and AI applications allow firms to personalise campaigns across 
diverse ______. 
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Diagram showing analytics tools (CRM, AI, data platforms) feeding into global and digital 
marketing strategies. Caption: Figure 5.3 Leveraging analytics for global and digital marketing 

 

 

5.3.3 Case examples of integrated decision-making in contemporary marketing 

Case examples illustrate how decision tools address contemporary issues. For instance, a global 
retailer may use scenario planning to anticipate supply chain disruptions, ROI metrics to 
measure the profitability of digital campaigns, and CRM systems to personalise customer 
experiences across regions. Integration ensures that contemporary challenges are met with 
evidence-based, adaptable strategies. 
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Fill in the blank: Case examples show how integration ensures that contemporary challenges 
are met with ______ strategies. 

Caption: Table 5.3 Case examples of integrated decision-making 

Issue Tool Application 

Sustainability 

🌿 

Scenario 
Planning 

A multinational retailer uses this to model how a 20% 
increase in carbon taxes would impact their supply 
chain costs over the next five years, allowing them to 
pivot to local suppliers early. 

Digital 

Campaigns 📱 

ROI 
Metrics 

An e-commerce brand tracks "Attribution Models" to 
see which specific social media ads lead to the highest 
profit, rather than just looking at "likes" or 
engagement. 

Globalisation 

🌎 

CRM 
Systems 

A global hotel chain uses its CRM to store local 
preferences (e.g., pillow types or dietary habits) to 
ensure a personalized experience for a traveler, 
whether they are in Tokyo or London. 

 

Pilot questions 5.3 

1. How can scenario planning support sustainability in marketing? 

2. Name one tool that can be adapted to include sustainability indicators. 

3. What role do CRM systems play in global marketing strategies? 

4. Give one example of how analytics supports digital transformation. 

5. How do case examples illustrate integration of decision tools with contemporary issues? 

 

Series Summary 

This Series has explored contemporary issues in marketing and the decision tools that support 
strategic choices. We began with digital transformation and e-marketing, highlighting 
opportunities and challenges in technology-driven customer engagement. We then examined 
ethical and social responsibility issues, emphasising transparency, privacy, and sustainability. 
Globalisation and cross-cultural challenges were also discussed, showing the importance of 
localisation and cultural sensitivity. Next, we studied decision tools, distinguishing between 
quantitative, qualitative, and technology-enabled approaches. Finally, we integrated these 
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themes, demonstrating how decision tools can be applied to address contemporary issues, with 
case examples illustrating practical applications. 

By completing this Series, you should now be able to identify contemporary issues in marketing, 
analyse decision tools, evaluate technology-enabled solutions, and demonstrate integration for 
sustainable and effective strategies. 

Glossary of Terms 

• Break-even analysis: A tool that determines the sales volume needed to cover costs. 

• CRM systems: Customer Relationship Management tools that track interactions and 
support personalised marketing. 

• Cross-cultural marketing: Adapting strategies to diverse cultural norms and consumer 
behaviours. 

• Data analytics: Platforms that analyse large datasets to identify trends and predict 
behaviour. 

• Delphi method: A structured expert consultation technique used to reach consensus. 

• Digital transformation: Integration of technology into all aspects of customer 
engagement. 

• E-marketing: Using digital platforms such as social media, search engines, and email for 
marketing. 

• Ethical marketing: Practices that emphasise truthfulness, transparency, and respect for 
consumer rights. 

• Globalisation: Expansion of markets across borders, requiring adaptation to cultural and 
regulatory differences. 

• Scenario planning: Developing alternative future scenarios to prepare strategies. 

Concept Check Questions [Series 5] 

Objective questions 

1. Digital transformation integrates technology into every aspect of customer ______. 
(Linked to SLO 5.1) 

2. Break-even analysis determines the sales volume needed to cover ______. (Linked to 
SLO 5.2) 

3. CRM systems track customer interactions and support ______ marketing. (Linked to SLO 
5.3) 

Short-answer questions 

4. Explain one ethical issue in marketing. (Linked to SLO 5.1) 
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5. Describe one qualitative decision tool used in marketing. (Linked to SLO 5.2) 

Long-answer questions 

6. Analyse the challenges of globalisation in marketing and explain how decision tools can 
help address them. (Linked to SLO 5.1 & 5.2) 

7. Evaluate the role of technology-enabled tools in integrating contemporary issues with 
decision-making, using examples. (Linked to SLO 5.3 & 5.4) 

Answers to Concept Check Questions [Series 5] 

Objective questions 

1. Engagement. 

2. Costs. 

3. Personalised. 

Short-answer questions 

4. Misuse of customer data is an ethical issue that can damage trust and reputation. 

5. Scenario planning is a qualitative tool that prepares organisations for alternative future 
conditions. 

Long-answer questions 

6. Basic response: Globalisation introduces challenges such as language barriers, cultural 
differences, and varying regulations. Decision tools like scenario planning and analytics help 
organisations adapt strategies to diverse contexts. Value-added response: Outstanding learners 
may add that integrating CRM systems with cross-cultural insights allows firms to personalise 
campaigns globally while respecting local norms, thereby balancing consistency with sensitivity. 

7. Basic response: Technology-enabled tools such as CRM systems and AI applications 
provide real-time insights and precision targeting. Value-added response: Outstanding learners 
may expand by showing how analytics platforms support sustainability reporting, how AI 
enhances segmentation across diverse markets, and how CRM systems strengthen global 
customer relationships. 

Answers to Pilot Questions [Series 5] 

Pilot questions 5.1 

1. Integrating technology into customer engagement. 

2. Wider reach. 

3. Misleading claims. 

4. To avoid ineffective or offensive campaigns. 
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5. Language differences. 

Pilot questions 5.2 

1. Sales volume needed to cover costs. 

2. ROI. 

3. Reaching consensus. 

4. Focus groups. 

5. CRM systems. 

Pilot questions 5.3 

1. By anticipating the impact of environmental regulations. 

2. ROI. 

3. They personalise campaigns across diverse markets. 

4. Analytics provide insights into consumer behaviour. 

5. They show how tools address sustainability, globalisation, and digital transformation. 

References And Attributions [Series 5] 

• Figure 5.1 Digital transformation and e-marketing: AI-generated using prompt 
“Generate a diagram showing digital transformation with social media, search engines, 
email, and analytics as key components.” 

• Box 5.1 Ethical and social responsibility issues in marketing: AI-generated using prompt 
“Create a text box listing ethical and social responsibility issues in marketing.” 

• Table 5.1 Cross-cultural marketing challenges: AI-generated using prompt “Generate a 
table showing cross-cultural marketing challenges with descriptions and examples.” 

• Table 5.2 Examples of quantitative decision tools: AI-generated using prompt “Generate 
a table listing quantitative decision tools with purpose and examples.” 

• Box 5.2 Examples of qualitative decision tools: AI-generated using prompt “Create a text 
box listing examples of qualitative decision tools such as scenario planning, Delphi 
method, and focus groups.” 

• Figure 5.2 Technology-enabled decision tools in marketing: AI-generated using prompt 
“Generate a diagram showing CRM, data analytics, and AI applications feeding into 
improved marketing decisions.” 

• Box 5.3 Decision tools for ethical and sustainability challenges: AI-generated using 
prompt “Create a text box listing decision tools applied to ethical and sustainability 
challenges.” 
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• Figure 5.3 Leveraging analytics for global and digital marketing: AI-generated using 
prompt “Generate a diagram showing CRM, AI, and data analytics feeding into global 
and digital marketing strategies.” 

• Table 5.3 Case examples of integrated decision-making: AI-generated using prompt 
“Generate a table showing case examples of integrated decision-making with issues, 
tools, and applications.” 

Open Educational Resource (OER) search strings suggested: 

• “digital transformation e-marketing diagram OER” 

• “ethical issues in marketing OER” 

• “cross-cultural marketing challenges OER” 

• “quantitative decision tools marketing OER” 

• “qualitative decision tools marketing OER” 

• “technology-enabled decision tools CRM analytics AI marketing OER” 

• “decision tools sustainability marketing OER” 

• “analytics global digital marketing tools OER” 

 

 


