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Series 1: Foundations of Marketing Decision-Making 

Series outline 

• Part 1: Theoretical Foundations of Marketing Decisions 

• 1.1 Decision-making concepts in marketing 

• 1.2 Role of marketing management theory 

• 1.3 Strategic implications of decision-making 

• Part 2: Decision-Making Models and Techniques 

• 2.1 Game theory applications in marketing 

• 2.2 Markovian chains and predictive modelling 

• 2.3 Decision trees for marketing choices 

• Part 3: Applications in Marketing Operations 

• 3.1 Branding and product planning decisions 

• 3.2 Depot and store layout considerations 

• 3.3 Distribution scheduling and quality control 

• Part 4: Integrating Decision-Making into Marketing Planning 

• 4.1 Linking decisions to sales measurement 

• 4.2 Facility location and resource allocation 

• 4.3 Control mechanisms in marketing operations 

 

Introduction 

Marketing decisions are at the heart of every organisation’s success. Whether a firm is choosing 
how to position its brand, where to locate its facilities, or how to schedule its distribution, each 
choice involves weighing alternatives and predicting outcomes. This Series will introduce you to 
the foundations of marketing decision-making, helping you to appreciate how structured 
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approaches such as game theory, decision trees, and predictive models can guide managers 
towards more effective strategies. 

The aim of this Series is to equip you with the knowledge and skills to analyse, apply, and 
evaluate decision-making frameworks within marketing operations. By the end, you will be able 
to connect theoretical foundations with practical applications, thereby strengthening your 
ability to make sound marketing choices. 

We shall commence this Series by examining the theoretical foundations of marketing 
decisions, focusing on the concepts and principles that underpin managerial choices. Next, we 
will explore decision-making models and techniques, including game theory, Markovian chains, 
and decision trees, to see how they can be applied in marketing contexts. Following that, we 
will move on to applications in marketing operations such as branding, product planning, depot 
layouts, and distribution scheduling. Finally, we will conclude by integrating decision-making 
into marketing planning, linking decisions to sales measurement, facility location, and control 
mechanisms. 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• SLO 1.1 define key concepts of marketing decision-making and explain their theoretical 
foundations, 

• SLO 1.2 analyse decision-making models such as game theory, Markovian chains, and 
decision trees in relation to marketing problems, 

• SLO 1.3 apply decision-making techniques to practical marketing operations including 
branding, product planning, and distribution scheduling, and 

• SLO 1.4 evaluate how marketing decisions are integrated into planning processes 
through sales measurement, facility location, and control mechanisms. 

 

1.1 Theoretical Foundations Of Marketing Decisions 

1.1.1 Decision-making concepts in marketing 

Decision-making in marketing refers to the process of selecting among alternative strategies or 
actions to achieve organisational goals. A decision is a choice made after considering different 
options, while marketing decision-making is the application of this process to areas such as 
product planning, branding, distribution, and resource allocation. Effective decision-making 
requires managers to evaluate information, anticipate outcomes, and align choices with long-
term objectives. 

For example, when a company decides whether to launch a new product, it must weigh the 
potential benefits against the risks. This involves analysing consumer demand, production costs, 
and competitive pressures. The quality of decisions often determines the success or failure of 
marketing operations. 



 

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

Fill in the blank: Marketing decision-making is the process of selecting among ______ strategies 
or actions to achieve organisational goals. 

Diagram showing the flow of marketing decision-making from problem identification to 
evaluation of alternatives and final choice. Caption: Figure 1.1 Decision-making process in 
marketing 

 

 

1.1.2 Role of marketing management theory 

Marketing management theory provides the conceptual framework for making decisions in 
marketing. It defines principles, models, and strategies that guide managers in planning, 
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organising, and controlling marketing activities. By applying theory, managers can predict 
consumer behaviour, design effective campaigns, and allocate resources efficiently. 

For instance, theories such as the product life cycle or segmentation-targeting-positioning (STP) 
model help managers understand market dynamics and make informed choices. These theories 
act as lenses through which marketing problems can be analysed and solved systematically. 

Fill in the blank: The STP model stands for segmentation, ______, and positioning. 

Box 1.1 Outline of selected marketing management theories 
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1.1.3 Strategic implications of decision-making 

Strategic implications refer to the long-term effects that marketing decisions have on the 
organisation’s competitive position and profitability. A strategic decision is one that shapes the 
direction of the company, such as entering a new market or repositioning a brand. These 
decisions are often complex, involve significant resources, and carry high levels of risk. 

Managers must evaluate how each decision aligns with the overall corporate strategy. For 
example, choosing a facility location not only affects distribution efficiency but also influences 
customer accessibility and brand reputation. Poorly aligned decisions can weaken 
competitiveness, while well-aligned ones strengthen market leadership. 

Fill in the blank: A strategic decision is one that shapes the ______ of the company. 
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Caption: Table 1.1 Examples of strategic marketing decisions and their implications 

 

Pilot questions 1.1 

1. Which term refers to the process of selecting among alternative strategies in marketing? 

2. What does the STP model stand for in marketing management theory? 

3. Identify one example of a strategic marketing decision. 

4. Why is alignment with corporate strategy important in decision-making? 

5. Fill in the blank: Marketing management theory provides the ______ framework for 
making decisions in marketing. 
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1.2 Decision-Making Models And Techniques 

1.2.1 Game theory applications in marketing 

Game theory is a mathematical framework used to analyse situations where the outcome 
depends on the actions of multiple decision-makers. In marketing, game theory helps managers 
anticipate competitors’ strategies and design responses that maximise advantage. For example, 
when two firms compete in pricing, each must consider how the other will react before setting 
its own price. 

Game theory introduces concepts such as payoff matrices, which show the possible outcomes 
of different choices, and Nash equilibrium, which occurs when no player can improve their 
position by changing strategy unilaterally. These tools allow marketers to evaluate competitive 
scenarios systematically. 

Fill in the blank: A Nash equilibrium occurs when no player can improve their position by 
changing ______ unilaterally. 
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Diagram showing a simple payoff matrix for two competing firms setting high or low prices. 
Caption: Figure 1.2 Payoff matrix in pricing competition 

 

 

1.2.2 Markovian chains and predictive modelling 

A Markovian chain is a mathematical model that describes a sequence of events where the 
probability of moving to the next state depends only on the current state. In marketing, 
Markovian chains are used to predict consumer behaviour, such as brand switching or repeat 
purchases. 
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For instance, if a customer buys Brand A today, the probability of them buying Brand A again or 
switching to Brand B tomorrow can be modelled using transition probabilities. This helps firms 
forecast market share and design strategies to retain customers. 

Fill in the blank: A Markovian chain assumes that the probability of moving to the next state 
depends only on the ______ state. 

Caption: Table 1.2 Example of transition probabilities in brand switching 
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1.2.3 Decision trees for marketing choices 

A decision tree is a graphical representation of possible choices and their outcomes. It helps 
managers visualise alternatives, evaluate risks, and select the most beneficial option. Each 
branch of the tree represents a decision or chance event, while the endpoints show expected 
results. 

In marketing, decision trees can be used to decide whether to launch a new product, expand 
into a new market, or adjust pricing strategies. By assigning probabilities and payoffs to 
different branches, managers can calculate expected values and choose the option with the 
greatest benefit. 

Fill in the blank: A decision tree is a graphical representation of possible choices and their 
______. 
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Diagram showing a decision tree for launching a new product with branches for success, 
moderate success, and failure. Caption: Figure 1.3 Decision tree for product launch 

 

 

Pilot questions 1.2 

1. What is the main purpose of game theory in marketing? 

2. Define Nash equilibrium in the context of competitive decision-making. 

3. What assumption underlies a Markovian chain? 

4. How can transition probabilities be used to forecast consumer behaviour? 

5. What does a decision tree represent in marketing analysis? 
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1.3 Applications In Marketing Operations 

1.3.1 Branding and product planning decisions 

Branding refers to the process of creating a unique identity for a product or company in the 
minds of consumers. A brand is more than a name or logo; it embodies values, promises, and 
perceptions that influence customer loyalty. In marketing operations, branding decisions 
involve choosing how to position products, differentiate them from competitors, and 
communicate consistent messages. 

Product planning is the systematic process of developing and managing products throughout 
their life cycle. It includes decisions about product design, features, packaging, and timing of 
introduction. Effective product planning ensures that offerings meet consumer needs and 
remain competitive in the market. 

Fill in the blank: A brand is more than a name or logo; it embodies ______, promises, and 
perceptions. 
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Image showing examples of product branding such as logos, packaging, and slogans. Caption: 
Plate 1.1 Elements of branding in marketing operations 

 

 

1.3.2 Depot and store layout considerations 

A depot layout refers to the arrangement of storage facilities and distribution centres to 
optimise efficiency. Similarly, a store layout is the physical arrangement of products, aisles, and 
displays within a retail environment. Both layouts influence customer experience, operational 
efficiency, and sales performance. 
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For example, a well-designed store layout encourages customers to explore more sections, 
increasing the likelihood of purchases. Depot layouts, on the other hand, reduce handling costs 
and improve delivery speed. 

Fill in the blank: A store layout is the physical arrangement of products, aisles, and ______ 
within a retail environment. 

Diagram showing a simple store layout with aisles, product sections, and checkout counters. 
Caption: Figure 1.4 Example of store layout design 
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1.3.3 Distribution scheduling and quality control 

Distribution scheduling is the process of planning when and how products are delivered to 
different markets or customers. It ensures timely availability of goods, reduces stockouts, and 
balances supply with demand. 

Quality control refers to the systematic measures taken to ensure that products meet specified 
standards. In marketing operations, quality control builds customer trust and reduces 
complaints. It involves inspections, testing, and corrective actions to maintain product 
consistency. 

Fill in the blank: Distribution scheduling ensures timely availability of goods and reduces 
______. 
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Caption: Box 1.2 Key benefits of quality control in marketing operations 

 

 

Pilot questions 1.3 

1. What does branding aim to create in the minds of consumers? 

2. Define product planning in marketing operations. 

3. Why is store layout important for sales performance? 

4. What is the main purpose of distribution scheduling? 

5. Fill in the blank: Quality control builds customer ______ and reduces complaints. 
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1.4 Integrating Decision-Making Into Marketing Planning 

1.4.1 Linking decisions to sales measurement 

Sales measurement refers to the systematic tracking and evaluation of sales performance over 
time. It involves collecting data on units sold, revenue generated, and market share achieved. 
By linking decisions to sales measurement, managers can assess the effectiveness of their 
strategies and make adjustments where necessary. 

For example, if a firm decides to reposition its brand, sales measurement provides evidence of 
whether the decision has increased customer demand. Without such measurement, managers 
would struggle to evaluate the impact of their choices. 

Fill in the blank: Sales measurement involves tracking units sold, revenue generated, and 
______ achieved. 
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Caption: Table 1.3 Key indicators used in sales measurement 

 

 

1.4.2 Facility location and resource allocation 

Facility location refers to the strategic decision of where to place production plants, 
warehouses, or retail outlets. This choice affects distribution efficiency, customer accessibility, 
and overall costs. A poorly chosen location can lead to high transportation expenses and 
reduced competitiveness. 

Resource allocation is the process of distributing limited organisational resources such as 
capital, labour, and time across different marketing activities. Effective allocation ensures that 
resources are directed towards areas with the highest potential returns. 
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Fill in the blank: Facility location affects distribution efficiency, customer accessibility, and 
overall ______. 

Diagram showing facility location options with arrows indicating distribution routes. Caption: 
Figure 1.5 Facility location and distribution efficiency 

 

 

1.4.3 Control mechanisms in marketing operations 

Control mechanisms are systems and processes used to monitor marketing activities and 
ensure they align with planned objectives. They include performance reviews, audits, and 
feedback loops. Control mechanisms help managers detect deviations early and implement 
corrective actions. 
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For instance, if sales targets are not being met, control mechanisms highlight the shortfall and 
prompt managers to adjust strategies. This ensures that marketing operations remain 
consistent with organisational goals. 

Fill in the blank: Control mechanisms help managers detect ______ early and implement 
corrective actions. 

Caption: Box 1.3 Examples of control mechanisms in marketing operations 
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Pilot questions 1.4 

1. What is the purpose of linking decisions to sales measurement? 

2. Define facility location in marketing operations. 

3. Why is resource allocation important for marketing planning? 

4. What role do control mechanisms play in marketing operations? 

5. Fill in the blank: Control mechanisms ensure marketing activities align with ______ 
objectives. 

 

Series Summary 

This Series has introduced you to the foundations of marketing decision-making, emphasising 
its importance in guiding organisational success. We began by exploring the theoretical 
foundations of marketing decisions, highlighting how concepts and principles shape managerial 
choices. Then we examined decision-making models and techniques such as game theory, 
Markovian chains, and decision trees, which provide structured approaches to solving 
marketing problems. Following that, we applied these models to practical operations including 
branding, product planning, depot and store layouts, and distribution scheduling. Finally, we 
integrated decision-making into marketing planning by linking choices to sales measurement, 
facility location, and control mechanisms. 

By completing this Series, you should now be able to define key concepts of marketing decision-
making, analyse decision-making models, apply techniques to practical operations, and 
evaluate how decisions are integrated into planning processes. These abilities directly align with 
the Series Learning Outcomes, ensuring you are equipped with both theoretical knowledge and 
practical skills to make sound marketing decisions. 

Glossary of Terms 

• Brand: A unique identity for a product or company that embodies values, promises, and 
perceptions in the minds of consumers. 

• Branding: The process of creating and managing a brand’s identity to influence 
customer loyalty and market positioning. 

• Control mechanisms: Systems used to monitor marketing activities and ensure they 
align with planned objectives. 

• Decision tree: A graphical representation of possible choices and their outcomes, used 
to evaluate risks and benefits. 

• Depot layout: The arrangement of storage facilities and distribution centres to optimise 
efficiency. 

• Game theory: A mathematical framework for analysing competitive situations where 
outcomes depend on multiple decision-makers. 
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• Markovian chain: A model describing a sequence of events where the probability of 
moving to the next state depends only on the current state. 

• Product planning: The systematic process of developing and managing products 
throughout their life cycle. 

• Resource allocation: The distribution of limited organisational resources across different 
marketing activities. 

• Sales measurement: The systematic tracking and evaluation of sales performance using 
indicators such as units sold, revenue, and market share. 

• Store layout: The physical arrangement of products, aisles, and displays within a retail 
environment. 

• Strategic decision: A choice that shapes the long-term direction of a company, often 
involving significant resources and risk. 

Concept Check Questions [Series 1] 

Objective questions 

1. Which model assumes that the probability of moving to the next state depends only on 
the current state? (Linked to SLO 1.2) 

2. What does the STP model stand for in marketing management theory? (Linked to SLO 
1.1) 

3. Which decision-making tool uses branches to represent choices and outcomes? (Linked 
to SLO 1.2) 

Short-answer questions 

4. Define branding and explain its role in marketing operations. (Linked to SLO 1.3) 

5. Why is facility location considered a strategic decision in marketing planning? (Linked to 
SLO 1.4) 

Long-answer questions 

6. Analyse how game theory can be applied to pricing decisions between competing firms. 
(Linked to SLO 1.2) 

• Basic response: Game theory helps firms anticipate competitors’ actions and 
evaluate outcomes using payoff matrices and Nash equilibrium. 

• Value-added response: Outstanding learners may extend this by discussing real-
world examples of price wars, the role of mixed strategies, and how firms use 
game theory to avoid destructive competition. 

7. Evaluate the importance of control mechanisms in ensuring marketing operations align 
with organisational objectives. (Linked to SLO 1.4) 



 

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

• Basic response: Control mechanisms such as audits and feedback loops detect 
deviations and allow corrective actions. 

• Value-added response: Outstanding learners may expand by linking control 
mechanisms to continuous improvement, customer satisfaction, and integration 
with digital monitoring tools. 

Answers to Pilot Questions [Series 1] 

Part 1.1 

• Decision-making in marketing. 

• Segmentation, targeting, and positioning. 

• Entering a new market. 

• To ensure alignment with corporate strategy. 

• Conceptual framework. 

Part 1.2 

• To analyse competitive situations. 

• A state where no player can improve by changing strategy unilaterally. 

• That the next state depends only on the current state. 

• To forecast consumer behaviour such as brand switching. 

• Possible choices and their outcomes. 

Part 1.3 

• A unique identity in the minds of consumers. 

• Systematic process of developing and managing products. 

• It influences customer experience and sales performance. 

• To ensure timely availability of goods. 

• Trust. 

Part 1.4 

• To assess the effectiveness of strategies. 

• Strategic decision of where to place facilities. 

• Ensures resources are directed to areas with highest returns. 

• They monitor activities and ensure alignment with objectives. 

• Organisational. 
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References and Attributions [Series 1] 

• Suggested OER sources for illustrations: 

• Marketing decision-making process diagram (search string: “open educational 
resource marketing decision-making process diagram”). 

• Game theory payoff matrix (search string: “open educational resource game 
theory payoff matrix marketing”). 

• Markov chain brand switching table (search string: “open educational resource 
Markov chain brand switching table”). 

• Decision tree product launch diagram (search string: “open educational resource 
decision tree marketing product launch diagram”). 

• Branding elements image (search string: “open educational resource branding 
elements image”). 

• Store layout diagram (search string: “open educational resource store layout 
diagram”). 

• Quality control benefits (search string: “open educational resource quality 
control benefits marketing”). 

• Sales measurement indicators table (search string: “open educational resource 
sales measurement indicators table”). 

• Facility location distribution diagram (search string: “open educational resource 
facility location distribution diagram”). 

• Control mechanisms examples (search string: “open educational resource 
marketing control mechanisms examples”). 

• AI prompt suggestions were provided for each figure, plate, table, and box to guide 
generation of illustrations if required. 
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Series 2: Analytical Tools For Marketing Management 

Series outline 

• Part 2.1 Mathematical programming in marketing analysis 

• 2.1.1 Introduction to mathematical programming 

• 2.1.2 Linear programming applications in marketing 

• 2.1.3 Optimisation of marketing resources 

• Part 2.2 Techniques for analysis and control 

• 2.2.1 Quantitative methods for marketing control 

• 2.2.2 Forecasting and demand analysis 

• 2.2.3 Performance monitoring tools 

• Part 2.3 Scheduling and sequencing methods 

• 2.3.1 Sales scheduling techniques 

• 2.3.2 Sequencing in marketing operations 

• 2.3.3 PERT and project planning with limited resources 

• Part 2.4 Mapping and measurement tools 

• 2.4.1 Territorial mapping in marketing 

• 2.4.2 Sales measurement techniques 

• 2.4.3 Integrating analytical tools into decision-making 

 

Introduction 

Marketing operations rely heavily on analytical tools that enable managers to make informed, 
data-driven decisions. These tools provide structure and precision, helping organisations to 
allocate resources effectively, monitor performance, and plan strategically. In this Series, we 
will explore how analytical methods can be applied to marketing management, ensuring that 
decisions are not based on intuition alone but supported by rigorous analysis. 
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The aim of this Series is to equip you with the ability to apply mathematical, quantitative, and 
scheduling techniques to marketing problems, and to evaluate how mapping and measurement 
tools enhance decision-making. 

We shall commence this Series by examining mathematical programming in marketing analysis, 
focusing on how optimisation techniques guide resource allocation. Next, we will explore 
techniques for analysis and control, including forecasting and performance monitoring. 
Following that, we will move on to scheduling and sequencing methods, where tools such as 
PERT are applied to manage limited resources. Finally, we will conclude with mapping and 
measurement tools, linking territorial mapping and sales measurement to integrated decision-
making in marketing operations. 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• SLO 2.1 define mathematical programming and apply linear programming techniques to 
marketing analysis, 

• SLO 2.2 analyse quantitative methods for marketing control and demonstrate 
forecasting and demand analysis, 

• SLO 2.3 apply scheduling and sequencing methods, including PERT, to marketing 
operations, and 

• SLO 2.4 evaluate the role of territorial mapping and sales measurement in integrating 
analytical tools into marketing decision-making. 

 

2.1 Mathematical Programming In Marketing Analysis 

2.1.1 Introduction to mathematical programming 

Mathematical programming is a branch of applied mathematics that focuses on finding the 
best solution to a problem under given constraints. In marketing, it is used to optimise 
decisions such as pricing, product mix, and distribution. By formulating marketing problems as 
mathematical models, managers can identify the most efficient way to allocate resources and 
achieve objectives. 

For example, a company may want to maximise profit while ensuring production does not 
exceed capacity. Mathematical programming provides a structured approach to balance these 
requirements. 

Fill in the blank: Mathematical programming is used to find the ______ solution to a problem 
under given constraints. 

Diagram showing the relationship between objectives, constraints, and optimal solutions in 
mathematical programming. Caption: Figure 2.1 Framework of mathematical programming in 
marketing 
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” 

2.1.2 Linear programming applications in marketing 

Linear programming (LP) is a mathematical technique used to optimise an objective function 
subject to linear constraints. In marketing, LP can be applied to problems such as determining 
the best product mix, allocating advertising budgets, or scheduling distribution. 

For instance, a firm may want to maximise sales revenue while staying within budget and 
production limits. By setting up equations for constraints and objectives, LP helps managers 
identify the optimal allocation of resources. 

Fill in the blank: Linear programming optimises an objective function subject to ______ 
constraints. 
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Caption: Table 2.1 Example of linear programming in product mix decisions 

 

 

2.1.3 Optimisation of marketing resources 

Optimisation refers to the process of making the best possible use of available resources to 
achieve marketing goals. Resources may include capital, labour, time, or distribution channels. 
Optimisation ensures that these resources are allocated efficiently to maximise returns. 

For example, a company may need to decide how to allocate its advertising budget across 
different media channels. By applying optimisation techniques, managers can determine the 
allocation that yields the highest impact. 

Fill in the blank: Optimisation ensures that resources are allocated ______ to maximise returns. 
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Caption: Box 2.1 Benefits of optimisation in marketing resource allocation 

 

 

Pilot questions 2.1 

1. What is the purpose of mathematical programming in marketing? 

2. Define linear programming and explain its application in marketing. 

3. What type of constraints does linear programming use? 

4. Why is optimisation important in marketing resource allocation? 

5. Fill in the blank: Mathematical programming provides a structured approach to balance 
______ requirements. 
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2.2 Techniques For Analysis And Control 

2.2.1 Quantitative methods for marketing control 

Quantitative methods are mathematical and statistical techniques used to monitor and 
evaluate marketing performance. They provide objective measures that help managers assess 
whether marketing activities are achieving desired outcomes. Examples include regression 
analysis, correlation studies, and ratio analysis. 

By applying these methods, managers can identify trends, measure efficiency, and detect 
deviations from planned objectives. For instance, regression analysis can show how advertising 
expenditure influences sales, while ratio analysis can highlight the efficiency of resource use. 

Fill in the blank: Regression analysis can show how ______ expenditure influences sales. 
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 Diagram showing regression analysis with advertising spend on the x-axis and sales revenue on 
the y-axis. Caption: Figure 2.2 Regression analysis in marketing control 

 

 

2.2.2 Forecasting and demand analysis 

Forecasting is the process of predicting future marketing outcomes based on historical data and 
market trends. Demand analysis refers to evaluating consumer needs and preferences to 
estimate future sales. Together, these tools help managers plan production, distribution, and 
promotional activities. 
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For example, time-series forecasting can predict seasonal sales patterns, while demand analysis 
can identify shifts in consumer preferences. These insights enable firms to adjust strategies 
proactively. 

Fill in the blank: Forecasting is the process of predicting future marketing outcomes based on 
______ data and market trends. 

Caption: Table 2.2 Examples of forecasting techniques and their applications 
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2.2.3 Performance monitoring tools 

Performance monitoring tools are systems used to track marketing activities and evaluate their 
effectiveness. These include dashboards, key performance indicators (KPIs), and balanced 
scorecards. They provide real-time feedback, enabling managers to make timely adjustments. 

For instance, KPIs such as customer acquisition cost, conversion rate, and return on marketing 
investment allow firms to measure success against benchmarks. Dashboards consolidate these 
indicators into visual formats for easier interpretation. 

Fill in the blank: KPIs such as customer acquisition cost and conversion rate allow firms to 
measure success against ______. 

Caption: Box 2.2 Examples of key performance indicators in marketing 
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Pilot questions 2.2 

1. What are quantitative methods used for in marketing control? 

2. Define forecasting and explain its role in marketing planning. 

3. What does demand analysis evaluate? 

4. Name two examples of performance monitoring tools. 

5. Fill in the blank: Dashboards consolidate indicators into ______ formats for easier 
interpretation. 

 

2.3 Scheduling And Sequencing Methods 

2.3.1 Sales scheduling techniques 

Sales scheduling refers to the systematic planning of sales activities over time to ensure that 
targets are met efficiently. It involves setting timelines for promotional campaigns, product 
launches, and customer outreach. Effective scheduling balances demand with supply and 
ensures that resources are used optimally. 

For example, a company may schedule sales promotions during festive seasons to maximise 
customer response. Proper scheduling prevents overlaps, reduces idle time, and enhances 
productivity. 

Fill in the blank: Sales scheduling ensures that sales activities are planned over ______ to meet 
targets efficiently. 
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Diagram showing a sales schedule with timelines for promotions, product launches, and 
customer outreach. Caption: Figure 2.3 Example of a sales scheduling plan 

 

 

2.3.2 Sequencing in marketing operations 

Sequencing refers to arranging marketing tasks in the correct order to achieve efficiency and 
effectiveness. It ensures that activities are performed logically, avoiding delays and duplication. 

For instance, in product distribution, sequencing may involve arranging deliveries so that high-
demand regions are served first. In promotional campaigns, sequencing ensures that 
awareness-building activities precede sales offers. 
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Fill in the blank: Sequencing ensures that marketing tasks are performed in the correct ______ 
to achieve efficiency. 

Caption: Table 2.3 Examples of sequencing in marketing operations 

 

 

2.3.3 PERT and project planning with limited resources 

PERT (Programme Evaluation and Review Technique) is a project management tool used to 
plan and control complex tasks. It involves mapping activities, estimating time, and identifying 
critical paths. In marketing, PERT helps managers schedule projects such as product launches or 
large-scale campaigns. 
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When resources are limited, PERT allows managers to prioritise tasks and allocate time 
efficiently. By identifying critical activities, firms can ensure that essential tasks are completed 
on time, even when constraints exist. 

Fill in the blank: PERT helps managers identify ______ paths in project planning. 

Caption: Box 2.3 Benefits of PERT in marketing project planning 

 

Pilot questions 2.3 

1. What is the purpose of sales scheduling in marketing operations? 

2. Define sequencing and explain its role in marketing. 

3. Give one example of sequencing in promotional campaigns. 
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4. What does PERT stand for in project management? 

5. Fill in the blank: PERT allows managers to prioritise tasks and allocate ______ efficiently. 

 

2.4 Mapping And Measurement Tools 

2.4.1 Territorial mapping in marketing 

Territorial mapping is the process of dividing markets into geographical areas to improve sales 
coverage and resource allocation. It helps firms assign sales representatives to specific regions, 
ensuring that customers are reached efficiently and consistently. 

For example, a company may map territories based on population density, purchasing power, 
or proximity to distribution centres. This ensures balanced workloads and maximises market 
penetration. 

Fill in the blank: Territorial mapping divides markets into ______ areas to improve sales 
coverage. 
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Diagram showing a map divided into sales territories with assigned representatives. Caption: 
Figure 2.4 Example of territorial mapping in marketing 

 

 

2.4.2 Sales measurement techniques 

Sales measurement techniques are methods used to evaluate sales performance and identify 
trends. Common techniques include tracking units sold, calculating revenue, and analysing 
market share. These measures provide insights into the effectiveness of marketing strategies 
and highlight areas for improvement. 
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For instance, comparing sales data across regions can reveal which territories are performing 
well and which require additional support. This information guides managers in adjusting 
strategies to boost performance. 

Fill in the blank: Sales measurement techniques include tracking units sold, calculating revenue, 
and analysing ______ share. 

Caption: Table 2.4 Examples of sales measurement techniques 
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2.4.3 Integrating analytical tools into decision-making 

Integrating analytical tools into decision-making means combining methods such as 
mathematical programming, forecasting, scheduling, and mapping to create a comprehensive 
approach. This integration ensures that decisions are based on multiple perspectives, reducing 
risk and improving accuracy. 

For example, a firm may use forecasting to predict demand, scheduling to plan sales activities, 
and territorial mapping to allocate resources. Together, these tools provide a holistic 
framework for marketing management. 

Fill in the blank: Integrating analytical tools ensures that decisions are based on multiple 
______, reducing risk and improving accuracy. 
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Caption: Box 2.4 Benefits of integrating analytical tools into marketing decision-making

 

Pilot questions 2.4 

1. What is the purpose of territorial mapping in marketing? 

2. Name two common sales measurement techniques. 

3. Why is comparing sales data across regions useful? 

4. What does integrating analytical tools into decision-making achieve? 

5. Fill in the blank: Integrating analytical tools provides a ______ framework for marketing 
management. 
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Series Summary 

This Series has focused on the analytical tools that support marketing management, showing 
how structured methods enhance decision-making and operational efficiency. We began with 
mathematical programming, where optimisation and linear programming techniques were 
applied to marketing problems. Then we explored techniques for analysis and control, including 
quantitative methods, forecasting, and performance monitoring. Following that, we examined 
scheduling and sequencing methods, highlighting the role of sales scheduling, sequencing, and 
PERT in managing limited resources. Finally, we considered mapping and measurement tools, 
such as territorial mapping and sales measurement, and how they integrate into decision-
making. 

By completing this Series, you should now be able to define and apply mathematical 
programming, analyse quantitative methods for control, apply scheduling and sequencing 
techniques, and evaluate mapping and measurement tools in marketing. These skills directly 
align with the Series Learning Outcomes, ensuring you can confidently use analytical tools to 
strengthen marketing operations. 

Glossary of Terms 

• Forecasting: The process of predicting future marketing outcomes based on historical 
data and market trends. 

• Key performance indicators (KPIs): Metrics used to measure the success of marketing 
activities against benchmarks. 

• Linear programming (LP): A mathematical technique used to optimise an objective 
function subject to linear constraints. 

• Mathematical programming: A branch of applied mathematics used to find the best 
solution to a problem under given constraints. 

• Optimisation: The process of making the best possible use of available resources to 
maximise returns. 

• PERT (Programme Evaluation and Review Technique): A project management tool used 
to plan and control complex tasks by identifying critical paths. 

• Quantitative methods: Mathematical and statistical techniques used to monitor and 
evaluate marketing performance. 

• Sales measurement: Techniques used to evaluate sales performance, including tracking 
units sold, revenue, and market share. 

• Sales scheduling: The systematic planning of sales activities over time to meet targets 
efficiently. 

• Sequencing: Arranging marketing tasks in the correct order to achieve efficiency and 
effectiveness. 
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• Territorial mapping: Dividing markets into geographical areas to improve sales coverage 
and resource allocation. 

Concept Check Questions [Series 2] 

Objective questions 

1. Which analytical tool is used to optimise an objective function subject to linear 
constraints? (Linked to SLO 2.1) 

2. What does PERT stand for in project management? (Linked to SLO 2.3) 

3. Which metric measures customer acquisition cost and conversion rate? (Linked to SLO 
2.2) 

Short-answer questions 

4. Define forecasting and explain its role in marketing planning. (Linked to SLO 2.2) 

5. Why is territorial mapping important in marketing operations? (Linked to SLO 2.4) 

Long-answer questions 

6. Analyse how linear programming can be applied to product mix decisions in marketing. 
(Linked to SLO 2.1) 

• Basic response: Linear programming helps managers allocate resources 
efficiently by optimising product mix under budget and production constraints. 

• Value-added response: Outstanding learners may extend this by discussing 
sensitivity analysis, shadow prices, and real-world applications in advertising and 
distribution. 

7. Evaluate the importance of integrating analytical tools into marketing decision-making. 
(Linked to SLO 2.4) 

• Basic response: Integration ensures decisions are based on multiple 
perspectives, reducing risk and improving accuracy. 

• Value-added response: Outstanding learners may expand by linking integration 
to digital analytics, cross-functional collaboration, and strategic agility in 
competitive markets. 

Answers to Pilot Questions [Series 2] 

Part 2.1 

• To optimise decisions under constraints. 

• A mathematical technique for optimisation in marketing. 

• Linear constraints. 
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• It ensures efficient allocation of resources. 

• Conflicting requirements. 

Part 2.2 

• To monitor and evaluate marketing performance. 

• Predicting future outcomes based on historical data. 

• Consumer needs and preferences. 

• Dashboards and KPIs. 

• Visual formats. 

Part 2.3 

• To plan sales activities systematically. 

• Arranging tasks in the correct order. 

• Awareness-building before sales offers. 

• Programme Evaluation and Review Technique. 

• Time. 

Part 2.4 

• To improve sales coverage and resource allocation. 

• Units sold and revenue. 

• It highlights strong and weak regions. 

• Reduced risk and improved accuracy. 

• Holistic. 

References and Attributions [Series 2] 

• Suggested OER sources for illustrations: 

• Mathematical programming diagram (search string: “open educational resource 
mathematical programming marketing diagram”). 

• Linear programming product mix example (search string: “open educational 
resource linear programming product mix example”). 

• Regression analysis marketing diagram (search string: “open educational 
resource regression analysis marketing diagram”). 

• Forecasting techniques table (search string: “open educational resource 
forecasting techniques marketing table”). 
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• KPIs marketing examples (search string: “open educational resource KPIs 
marketing examples”). 

• Sales scheduling timeline diagram (search string: “open educational resource 
sales scheduling timeline diagram”). 

• Sequencing marketing operations table (search string: “open educational 
resource sequencing marketing operations table”). 

• PERT project planning marketing (search string: “open educational resource 
PERT project planning marketing”). 

• Territorial mapping marketing diagram (search string: “open educational 
resource territorial mapping marketing diagram”). 

• Sales measurement techniques table (search string: “open educational resource 
sales measurement techniques table”). 

• Integrating analytical tools marketing (search string: “open educational resource 
integrating analytical tools marketing”). 

• AI prompt suggestions were provided for each figure, plate, table, and box to guide 
illustration generation if required. 
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Series 3: Operations Techniques In Marketing Planning 

Series outline 

• Part 3.1 Inventory and logistics management 

• 3.1.1 Principles of inventory control 

• 3.1.2 Logistics and distribution strategies 

• 3.1.3 Balancing costs and service levels 

• Part 3.2 Production and capacity planning 

• 3.2.1 Forecasting production requirements 

• 3.2.2 Capacity utilisation in marketing operations 
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• 3.2.3 Aligning production with market demand 

• Part 3.3 Operations scheduling and workflow design 

• 3.3.1 Scheduling techniques for marketing projects 

• 3.3.2 Workflow design and efficiency improvement 

• 3.3.3 Integrating scheduling with marketing planning 

• Part 3.4 Evaluation and continuous improvement 

• 3.4.1 Performance evaluation in marketing operations 

• 3.4.2 Continuous improvement techniques (e.g., Kaizen, benchmarking) 

• 3.4.3 Linking operational improvements to marketing outcomes 

 

Introduction 

Marketing planning requires not only strategic vision but also operational techniques that 
ensure plans are executed efficiently. This Series focuses on the operational side of marketing, 
showing how inventory, logistics, production, scheduling, and continuous improvement 
methods contribute to successful outcomes. By mastering these techniques, managers can 
bridge the gap between planning and execution, ensuring that marketing strategies are 
supported by robust operational systems. 

The purpose of this Series is to provide you with practical tools for managing marketing 
operations. We begin with inventory and logistics management, examining how firms balance 
costs and service levels. Next, we explore production and capacity planning, focusing on 
aligning resources with market demand. We then move into operations scheduling and 
workflow design, highlighting how tasks are organised for efficiency. Finally, we conclude with 
evaluation and continuous improvement, showing how performance monitoring and 
improvement techniques sustain long-term success. 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• SLO 3.1 explain principles of inventory control and logistics strategies in marketing 
operations, 

• SLO 3.2 analyse production and capacity planning techniques and their alignment with 
market demand, 

• SLO 3.3 apply scheduling and workflow design methods to marketing projects, and 

• SLO 3.4 evaluate performance and continuous improvement techniques in marketing 
operations. 
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3.1 Inventory And Logistics Management 

3.1.1 Principles of inventory control 

Inventory control refers to the systematic regulation of stock levels to ensure that products are 
available when needed without incurring excessive costs. It involves balancing supply with 
demand, minimising holding costs, and preventing stockouts. Effective inventory control 
supports customer satisfaction and operational efficiency. 

For example, firms may use techniques such as economic order quantity (EOQ) or just-in-time 
(JIT) systems to manage inventory. These approaches help reduce waste and optimise stock 
levels. 

Fill in the blank: Inventory control ensures that products are available when needed without 
incurring excessive ______. 
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Diagram showing the balance between stock levels, holding costs, and customer demand. 
Caption: Figure 3.1 Framework of inventory control in marketing operations 

 

3.1.2 Logistics and distribution strategies 

Logistics refers to the planning and management of the movement of goods from producers to 
consumers. Distribution strategies are the methods firms use to deliver products to markets, 
such as direct distribution, wholesalers, or online platforms. Together, logistics and distribution 
ensure that products reach customers efficiently and cost-effectively. 

For instance, a company may adopt a hub-and-spoke distribution system to reduce 
transportation costs while maintaining wide coverage. Logistics decisions directly affect 
customer satisfaction and competitiveness. 
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Fill in the blank: Logistics refers to the planning and management of the movement of ______  

Caption: Table 3.1 Examples of distribution strategies and their applications 

 

 

 

3.1.3 Balancing costs and service levels 

Balancing costs and service levels means finding the optimal trade-off between minimising 
expenses and maximising customer satisfaction. High service levels often require more 
resources, while cost reduction may compromise service quality. Managers must evaluate the 
balance to maintain competitiveness. 
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For example, offering next-day delivery may increase costs but enhance customer loyalty. 
Conversely, reducing delivery frequency may save money but risk losing customers. 

Fill in the blank: Balancing costs and service levels involves finding the optimal trade-off 
between minimising expenses and maximising ______ satisfaction. 

Caption: Box 3.1 Benefits of balancing costs and service levels in logistics 

 

 

Pilot questions 3.1 

1. What is the purpose of inventory control in marketing operations? 

2. Define logistics and explain its role in distribution. 
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3. Name one example of a distribution strategy. 

4. Why is balancing costs and service levels important? 

5. Fill in the blank: Effective inventory control supports customer ______ and operational 
efficiency. 

 

3.2 Production And Capacity Planning 

3.2.1 Forecasting production requirements 

Forecasting production requirements involves predicting the quantity of goods or services that 
will be needed to meet future demand. It uses historical sales data, market trends, and 
consumer behaviour to estimate production levels. Accurate forecasting ensures that firms 
avoid both shortages and excess inventory. 

For example, a company may forecast higher production during festive seasons based on past 
sales patterns. This allows managers to plan resources and avoid missed opportunities. 

Fill in the blank: Forecasting production requirements helps firms avoid both shortages and 
______ inventory. 
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Caption: Table 3.2 Forecasting methods for production planning 

 

 

3.2.2 Capacity utilisation in marketing operations 

Capacity utilisation refers to the extent to which a company uses its available production 
resources. High utilisation means resources are being used efficiently, while low utilisation 
indicates underuse. In marketing operations, capacity utilisation ensures that production aligns 
with demand and avoids wasted resources. 

For instance, if a factory operates at 80% capacity, managers must decide whether to expand 
production or improve efficiency. Monitoring utilisation helps firms balance costs with 
responsiveness to market needs. 
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Fill in the blank: Capacity utilisation refers to the extent to which a company uses its available 
______ resources. 

Diagram showing capacity utilisation levels with indicators for underuse, optimal use, and 
overuse. Caption: Figure 3.2 Capacity utilisation in marketing operations 

 

 

3.2.3 Aligning production with market demand 

Aligning production with market demand means ensuring that output matches consumer needs 
and preferences. This requires integrating forecasting, capacity planning, and resource 
allocation. When production aligns with demand, firms avoid waste, reduce costs, and improve 
customer satisfaction. 
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For example, if demand for eco-friendly products increases, firms must adjust production to 
meet this trend. Misalignment can lead to unsold stock or missed opportunities. 

Fill in the blank: Aligning production with market demand helps firms avoid waste, reduce costs, 
and improve ______ satisfaction. 

Caption: Box 3.2 Benefits of aligning production with market demand 

 

 

Pilot questions 3.2 

1. What is the purpose of forecasting production requirements? 

2. Define capacity utilisation in marketing operations. 
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3. Why is monitoring capacity utilisation important? 

4. What does aligning production with market demand achieve? 

5. Fill in the blank: Accurate forecasting ensures firms avoid shortages and ______ 
inventory. 

 

3.3 Operations Scheduling And Workflow Design 

3.3.1 Scheduling techniques for marketing projects 

Scheduling techniques are methods used to plan and organise tasks within a marketing project 
to ensure timely completion. They help managers allocate resources, set deadlines, and 
monitor progress. Common techniques include Gantt charts, critical path analysis, and 
milestone planning. 

For example, a product launch campaign may use a Gantt chart to schedule activities such as 
market research, advertising, and distribution. This ensures that tasks are coordinated and 
completed on time. 

Fill in the blank: Scheduling techniques help managers allocate resources, set deadlines, and 
monitor ______. 
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Diagram showing a Gantt chart for a marketing project with tasks and timelines. Caption: Figure 
3.3 Example of a Gantt chart in marketing scheduling 

 

 

3.3.2 Workflow design and efficiency improvement 

Workflow design refers to the arrangement of tasks and processes to achieve efficiency in 
marketing operations. It involves mapping activities, identifying bottlenecks, and streamlining 
processes. Efficiency improvement ensures that resources are used effectively and tasks are 
completed with minimal delays. 
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For instance, designing a workflow for customer service may involve setting clear steps for 
handling enquiries, resolving complaints, and following up. This reduces duplication and 
enhances customer satisfaction. 

Fill in the blank: Workflow design involves mapping activities, identifying bottlenecks, and 
______ processes. 

: Table 3.3 Examples of workflow design improvements in marketing operations 

 

 

 

 



 

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

3.3.3 Integrating scheduling with marketing planning 

Integrating scheduling with marketing planning means aligning project timelines with overall 
marketing strategies. This ensures that operational tasks support strategic goals. By combining 
scheduling tools with planning frameworks, managers can coordinate resources and achieve 
consistency across campaigns. 

For example, scheduling promotional activities to coincide with seasonal demand ensures that 
marketing plans are executed effectively. Integration also allows managers to monitor progress 
and adjust plans when necessary. 

Fill in the blank: Integrating scheduling with marketing planning ensures that operational tasks 
support ______ goals. 
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Caption: Box 3.3 Benefits of integrating scheduling with marketing planning 

 

 

Pilot questions 3.3 

1. What is the purpose of scheduling techniques in marketing projects? 

2. Define workflow design and explain its role in efficiency improvement. 

3. Give one example of workflow design improvement. 

4. Why is integrating scheduling with marketing planning important? 

5. Fill in the blank: Scheduling techniques such as Gantt charts help managers monitor 

______. 
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3.4 Evaluation And Continuous Improvement 

3.4.1 Performance evaluation in marketing operations 

Performance evaluation involves assessing how well marketing operations achieve their 

intended objectives. It uses indicators such as efficiency, customer satisfaction, and profitability 

to measure success. Evaluation provides feedback that helps managers identify strengths and 

weaknesses in operations. 

For example, a company may evaluate its logistics system by measuring delivery times and 

customer feedback. This ensures that operational performance aligns with marketing goals. 

Fill in the blank: Performance evaluation provides ______ that helps managers identify strengths 

and weaknesses. 

Diagram showing performance evaluation cycle: planning → monitoring → measuring → 

feedback → improvement. Caption: Figure 3.4 Performance evaluation cycle in marketing 
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operations 

 

 

3.4.2 Continuous improvement techniques (e.g., Kaizen, benchmarking) 

Continuous improvement refers to the ongoing effort to enhance processes, products, and 

services. Techniques such as Kaizen (incremental improvements) and benchmarking 

(comparing performance against industry standards) are widely used in marketing operations. 

For instance, Kaizen encourages small daily improvements in workflows, while benchmarking 

helps firms learn from best practices in the industry. Continuous improvement ensures that 

operations remain competitive and adaptive. 

Fill in the blank: Benchmarking involves comparing performance against ______ standards. 
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Caption: Table 3.4 Continuous improvement techniques in marketing operations 

 

 

3.4.3 Linking operational improvements to marketing outcomes 

Linking operational improvements to marketing outcomes means ensuring that changes in 

processes directly support marketing objectives. Improvements in logistics, production, or 

scheduling should lead to better customer satisfaction, increased sales, or stronger brand loyalty. 

For example, reducing delivery times through improved logistics directly enhances customer 

experience, which in turn supports marketing goals. This linkage ensures that operational 

changes are not isolated but contribute to overall success. 
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Fill in the blank: Operational improvements should lead to better customer satisfaction, increased 

sales, or stronger ______ loyalty. 

Caption: Box 3.4 Benefits of linking operational improvements to marketing outcomes 

 

 

Pilot questions 3.4 

1. What is the purpose of performance evaluation in marketing operations? 

2. Define continuous improvement and give one example. 

3. What does benchmarking involve? 

4. Why is linking operational improvements to marketing outcomes important? 
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5. Fill in the blank: Continuous improvement ensures that operations remain ______ and 

adaptive. 

 

Series Summary 

This Series has highlighted the operational techniques that underpin effective marketing 

planning, showing how practical tools ensure strategies are implemented successfully. We began 

with inventory and logistics management, focusing on principles of stock control, distribution 

strategies, and balancing costs with service levels. We then explored production and capacity 

planning, examining forecasting, utilisation, and alignment with market demand. Next, we 

considered operations scheduling and workflow design, where techniques such as Gantt charts 

and workflow mapping improve efficiency and strategic alignment. Finally, we addressed 

evaluation and continuous improvement, emphasising performance monitoring, Kaizen, 

benchmarking, and linking operational improvements to marketing outcomes. 

By completing this Series, you should now be able to explain inventory and logistics principles, 

analyse production and capacity planning, apply scheduling and workflow design methods, and 

evaluate continuous improvement techniques. These abilities directly align with the Series 

Learning Outcomes, ensuring you can integrate operational techniques into marketing planning 

with confidence. 

 

Glossary of Terms 

• Benchmarking: Comparing performance against industry standards to identify gaps and 

adopt best practices. 

• Capacity utilisation: The extent to which a company uses its available production 

resources. 

• Continuous improvement: Ongoing efforts to enhance processes, products, or services, 

often through techniques like Kaizen. 

• Economic order quantity (EOQ): A formula used to determine the optimal order size 

that minimises total inventory costs. 

• Gantt chart: A scheduling tool that displays tasks and timelines for project management. 

• Inventory control: The regulation of stock levels to balance supply with demand while 

minimising costs. 

• Just-in-time (JIT): An inventory system that reduces waste by receiving goods only as 

they are needed. 

• Kaizen: A continuous improvement philosophy focused on small, incremental changes. 

• Logistics: The planning and management of the movement of goods from producers to 

consumers. 

• Performance evaluation: The assessment of operational success using indicators such as 

efficiency, satisfaction, and profitability. 
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• Scheduling techniques: Methods used to plan and organise tasks to ensure timely 

completion. 

• Sequencing: Arranging tasks in the correct order to achieve efficiency and effectiveness. 

• Territorial mapping: Dividing markets into geographical areas to improve sales 

coverage and resource allocation. 

• Workflow design: The arrangement of tasks and processes to achieve efficiency in 

operations. 

Concept Check Questions [Series 3] 

Objective questions 

1. Which inventory system reduces waste by receiving goods only when needed? (Linked to 

SLO 3.1) 

2. What does EOQ stand for in inventory management? (Linked to SLO 3.1) 

3. Which scheduling tool displays tasks and timelines for project management? (Linked to 

SLO 3.3) 

Short-answer questions 

4. Define capacity utilisation and explain its importance in marketing operations. (Linked to 

SLO 3.2) 

5. Why is linking operational improvements to marketing outcomes essential? (Linked to 

SLO 3.4) 

Long-answer questions 

6. Analyse how logistics and distribution strategies influence customer satisfaction. (Linked 

to SLO 3.1) 

• Basic response: Logistics ensures timely delivery, while distribution strategies 

determine how effectively products reach customers. 

• Value-added response: Outstanding learners may expand by discussing cost-

service trade-offs, global supply chains, and digital platforms in distribution. 

7. Evaluate the role of continuous improvement techniques in sustaining marketing 

competitiveness. (Linked to SLO 3.4) 

• Basic response: Continuous improvement ensures processes remain efficient and 

adaptive through methods like Kaizen and benchmarking. 

• Value-added response: Outstanding learners may extend this by linking 

continuous improvement to innovation, customer-centricity, and integration with 

digital analytics. 

Answers to Pilot Questions [Series 3] 

Part 3.1 
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• To ensure product availability without excessive costs. 

• Planning and management of goods movement. 

• Direct distribution. 

• It balances expenses with customer satisfaction. 

• Satisfaction. 

Part 3.2 

• To predict future production needs. 

• The extent of resource use in production. 

• It helps balance costs and responsiveness. 

• Reduced waste, cost efficiency, and satisfaction. 

• Excess. 

Part 3.3 

• To organise tasks for timely completion. 

• Arrangement of tasks to improve efficiency. 

• Automating tasks. 

• It aligns operations with strategic goals. 

• Progress. 

Part 3.4 

• To assess operational success against objectives. 

• Ongoing effort to enhance processes (e.g., Kaizen). 

• Comparing performance against industry standards. 

• It ensures operational changes support marketing goals. 

• Competitive. 

References and Attributions [Series 3] 

• Suggested OER sources for illustrations: 

• Inventory control diagram (search string: “open educational resource inventory 

control marketing diagram”). 

• Distribution strategies table (search string: “open educational resource distribution 

strategies marketing table”). 

• Forecasting production planning table (search string: “open educational resource 

forecasting production planning table”). 
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• Capacity utilisation diagram (search string: “open educational resource capacity 

utilisation diagram marketing”). 

• Workflow design table (search string: “open educational resource workflow 

design marketing operations table”). 

• Gantt chart marketing project diagram (search string: “open educational resource 

Gantt chart marketing project diagram”). 

• Performance evaluation cycle diagram (search string: “open educational resource 

performance evaluation marketing operations diagram”). 

• Continuous improvement techniques table (search string: “open educational 

resource continuous improvement techniques marketing table”). 

• Linking operational improvements marketing outcomes (search string: “open 

educational resource linking operational improvements marketing outcomes”). 

• AI prompt suggestions were provided for each figure, table, and box to guide illustration 

generation if required. 
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Series 4: Sales And Profit Equations In Practice 

Series outline 

• Part 4.1 Fundamentals of sales and profit equations 

• 4.1.1 Introduction to sales and profit concepts 

• 4.1.2 Basic equations for sales revenue and profit 

• 4.1.3 Relationship between sales volume, price, and profit 

• Part 4.2 Break-even analysis and applications 

• 4.2.1 Concept of break-even point 

• 4.2.2 Calculating break-even using equations 

• 4.2.3 Applications of break-even analysis in marketing decisions 

• Part 4.3 Profitability and performance measures 
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• 4.3.1 Gross profit and net profit margins 

• 4.3.2 Contribution margin analysis 

• 4.3.3 Evaluating profitability across products and markets 

• Part 4.4 Integrating sales and profit equations into planning 

• 4.4.1 Using equations for forecasting and budgeting 

• 4.4.2 Linking profitability analysis to marketing strategies 

• 4.4.3 Decision-making with sales and profit insights 

 

Introduction 

Sales and profit equations are essential tools for translating marketing activities into financial 
outcomes. They provide managers with a structured way to measure performance, assess 
profitability, and make informed decisions. This Series focuses on the practical application of 
these equations, showing how they guide planning, budgeting, and strategy in marketing 
operations. 

The purpose of this Series is to help you understand the fundamentals of sales and profit 
equations, apply break-even analysis, evaluate profitability measures, and integrate these 
insights into marketing planning. By mastering these techniques, you will be able to connect 
operational decisions with financial results, ensuring that marketing strategies are both 
effective and sustainable. 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• SLO 4.1 explain the fundamentals of sales and profit equations and their relationship to 
marketing outcomes, 

• SLO 4.2 apply break-even analysis to evaluate marketing decisions, 

• SLO 4.3 analyse profitability using measures such as gross margin, net margin, and 
contribution margin, and 

• SLO 4.4 integrate sales and profit equations into forecasting, budgeting, and strategic 
planning. 

 

4.1 Fundamentals Of Sales And Profit Equations 

4.1.1 Introduction to sales and profit concepts 

Sales represent the total revenue generated from selling goods or services, while profit is the 
financial gain after deducting costs. Understanding these concepts is crucial because they form 
the foundation of marketing performance evaluation. 
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For example, if a company sells 1,000 units at ₦500 each, total sales equal ₦500,000. Profit 
depends on subtracting production, distribution, and marketing costs from this revenue. 

Fill in the blank: Profit is the financial ______ after deducting costs from sales revenue. 

 

 

4.1.2 Basic equations for sales revenue and profit 

The sales revenue equation is: 

Sales Revenue=Price per unitQuantity sold 

The profit equation is: 
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Profit=Sales Revenue-Total Costs 

These equations allow managers to calculate financial outcomes and assess the impact of 
pricing and sales volume on profitability. 

Fill in the blank: Sales revenue equals price per unit multiplied by ______ sold. 

Caption: Table 4.1 Examples of sales and profit calculations 

 

 

 

4.1.3 Relationship between sales volume, price, and profit 
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Sales volume, price, and profit are interdependent. Increasing sales volume may boost revenue, 
but if prices are too low, profit margins shrink. Conversely, raising prices may increase profit per 
unit but reduce demand. Managers must balance these factors to maximise profitability. 

For example, a firm may test different price points to find the level that maximises overall 
profit, even if sales volume decreases slightly. 

Fill in the blank: Managers must balance sales volume and price to maximise overall ______. 

Caption: Box 4.1 Interdependence of sales volume, price, and profit 

 

Pilot questions 4.1 

1. What is the difference between sales and profit? 
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2. Write the basic equation for sales revenue. 

3. Write the basic equation for profit. 

4. Why must managers balance sales volume and price? 

5. Fill in the blank: Profit equals sales revenue minus total ______. 

 

4.2 Break-Even Analysis And Applications 

4.2.1 Concept of break-even point 

The break-even point (BEP) is the level of sales at which total revenue equals total costs, 
meaning the business makes neither profit nor loss. It is a critical tool for managers because it 
shows the minimum performance required to avoid losses. 

For example, if a company’s fixed costs are ₦200,000 and it earns ₦200,000 in contribution 
margin from sales, it has reached its break-even point. 

Fill in the blank: The break-even point is the level of sales at which total revenue equals total 
______. 
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Diagram showing break-even chart with total costs, total revenue, and the break-even point 
intersection. Caption: Figure 4.2 Break-even chart in marketing operations 

 

4.2.2 Calculating break-even using equations 

The break-even point can be calculated using the formula: 

Break-even point (units)=Fixed CostsPrice per unit-Variable Cost per unit 

This equation helps managers determine how many units must be sold to cover costs. 

Fill in the blank: The break-even point in units equals fixed costs divided by price per unit minus 
______ cost per unit. 
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Caption: Table 4.2 Examples of break-even calculations 

 

 

4.2.3 Applications of break-even analysis in marketing decisions 

Break-even analysis is widely used in marketing to support decisions such as pricing, product 
launches, and promotional campaigns. It helps managers evaluate risk, set realistic sales 
targets, and determine whether new initiatives are financially viable. 

For example, before launching a new product, a firm may calculate the break-even point to 
assess how many units must be sold to recover development and marketing costs. 

Fill in the blank: Break-even analysis helps managers evaluate ______ and set realistic sales 
targets. 
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Caption: Box 4.2 Applications of break-even analysis in marketing 

 

 

Pilot questions 4.2 

1. What is the break-even point? 

2. Write the formula for calculating break-even in units. 

3. Why is break-even analysis important in marketing decisions? 

4. Give one example of how break-even analysis can be applied. 

5. Fill in the blank: Break-even analysis shows the minimum performance required to avoid 
______. 
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4.3 Profitability And Performance Measures 

4.3.1 Gross profit and net profit margins 

Gross profit margin measures the percentage of revenue remaining after deducting the cost of 
goods sold (COGS). Net profit margin goes further, subtracting all operating expenses, taxes, 
and interest. These margins show how efficiently a company converts sales into profit. 

For example, if a firm earns ₦1,000,000 in sales and ₦600,000 in COGS, its gross profit margin is 
40%. If operating expenses and taxes reduce profit to ₦200,000, the net margin is 20%. 

Fill in the blank: Gross profit margin measures revenue remaining after deducting the cost of 
______ sold. 
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Diagram showing gross margin and net margin calculation steps. Caption: Figure 4.3 Gross vs. 
net profit margins 

 

 

4.3.2 Contribution margin analysis 

Contribution margin is the difference between sales revenue and variable costs. It shows how 
much revenue contributes to covering fixed costs and generating profit. Contribution margin 
analysis helps managers evaluate product profitability and pricing strategies. 

For example, if a product sells for ₦500 and variable costs are ₦300, the contribution margin is 
₦200. This amount contributes to covering fixed costs and profit. 

Fill in the blank: Contribution margin is the difference between sales revenue and ______ costs. 
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Caption: Table 4.3 Examples of contribution margin calculations 

 

 

 

4.3.3 Evaluating profitability across products and markets 

Evaluating profitability across products and markets involves comparing margins, contribution 
levels, and overall returns. This helps managers identify which products or regions are most 
profitable and where adjustments are needed. 
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For instance, a company may find that one product line generates higher margins but lower 
sales volume, while another has lower margins but dominates market share. Decisions must 
balance both profitability and strategic importance. 

Fill in the blank: Evaluating profitability across products and markets helps managers identify 
which areas are most ______. 

Caption: Box 4.3 Benefits of evaluating profitability across products and markets

 

 

Pilot questions 4.3 

1. What is the difference between gross profit margin and net profit margin? 



 

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

2. Define contribution margin and explain its role in profitability analysis. 

3. Give one example of how contribution margin is calculated. 

4. Why is evaluating profitability across products and markets important? 

5. Fill in the blank: Contribution margin shows how much revenue contributes to covering 
______ costs and generating profit. 

 

4.4 Integrating Sales And Profit Equations Into Planning 

4.4.1 Using equations for forecasting and budgeting 

Sales and profit equations are powerful tools for forecasting and budgeting. By projecting sales 
revenue and estimating costs, managers can predict future profitability and allocate resources 
effectively. Forecasting ensures that marketing plans are realistic, while budgeting provides a 
financial framework for execution. 

For example, a firm may forecast sales of ₦2,000,000 and budget ₦1,500,000 for production 
and marketing. Equations help confirm whether the plan will yield sufficient profit. 

Fill in the blank: Forecasting ensures that marketing plans are ______, while budgeting provides 
a financial framework. 
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Caption: Table 4.4 Examples of forecasting and budgeting using sales and profit equations 

 

 

4.4.2 Linking profitability analysis to marketing strategies 

Linking profitability analysis to marketing strategies means ensuring that decisions about 
pricing, promotion, and distribution are guided by financial outcomes. Profitability analysis 
highlights which strategies deliver the best returns and which may need adjustment. 

For instance, if a promotional campaign increases sales volume but reduces margins, managers 
must decide whether the overall profit impact justifies the strategy. 

Fill in the blank: Profitability analysis highlights which strategies deliver the best ______. 
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Diagram showing profitability analysis linked to pricing, promotion, and distribution strategies. 
Caption: Figure 4.4 Linking profitability analysis to marketing strategies 

 

 

4.4.3 Decision-making with sales and profit insights 

Decision-making with sales and profit insights involves using financial data to guide marketing 
choices. Managers rely on equations to evaluate risks, set priorities, and align operations with 
strategic goals. This ensures that marketing decisions are not only creative but also financially 
sustainable. 

For example, before entering a new market, a firm may use sales and profit equations to 
estimate potential returns and decide whether the investment is worthwhile. 
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Fill in the blank: Decision-making with sales and profit insights ensures that marketing choices 
are financially ______. 

Caption: Box 4.4 Benefits of decision-making with sales and profit insights

 

 

Pilot questions 4.4 

1. How do sales and profit equations support forecasting and budgeting? 

2. Why is linking profitability analysis to marketing strategies important? 

3. Give one example of how profitability analysis can influence a marketing decision. 

4. What role do sales and profit insights play in decision-making? 
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5. Fill in the blank: Using sales and profit equations helps managers evaluate ______ 
before entering new markets. 

 

Series Summary 

This Series has demonstrated how sales and profit equations serve as practical tools for 
connecting marketing activities to financial outcomes. We began with the fundamentals, 
introducing basic equations for sales revenue and profit, and exploring the relationship 
between sales volume, price, and profitability. We then examined break-even analysis, learning 
how to calculate the break-even point and apply it to pricing, product launches, and 
promotional decisions. Next, we focused on profitability and performance measures, including 
gross and net profit margins, contribution margin analysis, and evaluating profitability across 
products and markets. Finally, we integrated these equations into planning, showing how they 
support forecasting, budgeting, and strategic decision-making. 

By completing this Series, you should now be able to explain the fundamentals of sales and 
profit equations, apply break-even analysis, analyse profitability measures, and integrate 
financial insights into marketing planning. These skills align directly with the Series Learning 
Outcomes, ensuring you can use financial equations to strengthen marketing management. 

 

Glossary of Terms 

• Break-even point (BEP): The level of sales at which total revenue equals total costs, 
resulting in no profit or loss. 

• Contribution margin: The difference between sales revenue and variable costs, showing 
how much revenue contributes to covering fixed costs and profit. 

• Fixed costs: Expenses that do not change with production or sales volume, such as rent 
or salaries. 

• Gross profit margin: The percentage of revenue remaining after deducting the cost of 
goods sold (COGS). 

• Net profit margin: The percentage of revenue remaining after deducting all operating 
expenses, taxes, and interest. 

• Profit equation: Formula showing profit as sales revenue minus total costs. 

• Sales revenue equation: Formula showing sales revenue as price per unit multiplied by 
quantity sold. 

• Variable costs: Costs that change with production or sales volume, such as raw 
materials or packaging. 

• Forecasting: Predicting future sales and profits based on historical data and market 
trends. 
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• Budgeting: Allocating financial resources to support marketing and operational plans. 

Concept Check Questions [Series 4] 

Objective questions 

1. Which equation calculates sales revenue? (Linked to SLO 4.1) 

2. What does BEP stand for in financial analysis? (Linked to SLO 4.2) 

3. Contribution margin is the difference between sales revenue and ______ costs. (Linked 
to SLO 4.3) 

Short-answer questions 

4. Define gross profit margin and explain its importance. (Linked to SLO 4.3) 

5. How do sales and profit equations support forecasting and budgeting? (Linked to SLO 
4.4) 

Long-answer questions 

6. Analyse the role of break-even analysis in marketing decisions. (Linked to SLO 4.2) 

• Basic response: Break-even analysis shows the minimum sales required to avoid 
losses. 

• Value-added response: Outstanding learners may expand by discussing 
applications in pricing, product launches, and risk evaluation. 

7. Evaluate how profitability measures guide strategic marketing decisions. (Linked to SLO 
4.3 & 4.4) 

• Basic response: Profitability measures such as gross margin and net margin show 
financial efficiency. 

• Value-added response: Outstanding learners may extend this by linking 
profitability analysis to resource allocation, market prioritisation, and long-term 
sustainability. 

Answers to Pilot Questions [Series 4] 

Part 4.1 

• Profit is the financial gain after deducting costs. 

• Sales revenue = Price × Quantity. 

• Profit = Sales revenue – Total costs. 

• Managers must balance sales volume and price to maximise profit. 

• Costs. 
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Part 4.2 

• The level of sales where revenue equals costs. 

• BEP = Fixed costs ÷ (Price – Variable cost). 

• It helps evaluate risk and set targets. 

• Example: assessing viability of a new product launch. 

• Losses. 

Part 4.3 

• Gross margin deducts COGS; net margin deducts all expenses. 

• Contribution margin = Sales revenue – Variable costs. 

• Example: ₦500 price – ₦300 variable cost = ₦200 margin. 

• It identifies profitable products and markets. 

• Fixed. 

Part 4.4 

• They project sales, costs, and profits for planning. 

• It ensures strategies are financially viable. 

• Example: deciding if a promotion increases overall profit. 

• They guide risk evaluation and strategic alignment. 

• Risks. 

References and Attributions [Series 4] 

• Suggested OER sources for illustrations: 

• Sales profit concepts diagram (search string: “open educational resource sales 
profit concepts diagram”). 

• Break-even chart marketing (search string: “open educational resource break-
even chart marketing”). 

• Contribution margin examples table (search string: “open educational resource 
contribution margin examples table”). 

• Gross net profit margin diagram (search string: “open educational resource gross 
net profit margin diagram”). 

• Forecasting budgeting sales profit equations (search string: “open educational 
resource forecasting budgeting sales profit equations”). 
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• Profitability analysis marketing strategies diagram (search string: “open 
educational resource profitability analysis marketing strategies diagram”). 

• AI prompt suggestions were provided for each figure, table, and box to guide illustration 
generation if required. 
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Series 5: Resource Allocation And Strategic Control 

Suggested Outline 

• Part 5.1 Principles of resource allocation in marketing 

• 5.1.1 Definition and importance of resource allocation 

• 5.1.2 Types of marketing resources (financial, human, technological) 

• 5.1.3 Criteria for effective allocation 

• Part 5.2 Strategic control systems 

• 5.2.1 Concept of strategic control in marketing management 

• 5.2.2 Types of control (premise control, implementation control, strategic 
surveillance, special alert control) 

• 5.2.3 Tools for monitoring and evaluating marketing performance 

• Part 5.3 Linking resource allocation to strategic objectives 

• 5.3.1 Aligning resources with marketing goals 

• 5.3.2 Balancing short-term and long-term priorities 

• 5.3.3 Case examples of resource allocation supporting strategy 

• Part 5.4 Continuous improvement in resource use and control 

• 5.4.1 Feedback loops in resource allocation 

• 5.4.2 Adjusting strategies based on performance outcomes 

• 5.4.3 Sustaining competitiveness through adaptive control 
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Introduction 

Effective marketing operations require not only the allocation of resources but also the 
establishment of systems to control and monitor their use. Resource allocation ensures that 
financial, human, and technological assets are directed toward the most impactful activities, 
while strategic control provides mechanisms to evaluate whether these allocations achieve 
desired outcomes. 

This Series focuses on how managers can allocate resources wisely, implement strategic control 
systems, align allocation with objectives, and continuously improve through feedback and 
adaptive strategies. By mastering these concepts, you will be able to connect operational 
efficiency with long-term competitiveness in marketing management. 

Series Learning Outcomes 

Upon completing this Series, you should be able to: 

• SLO 5.1 explain the principles and criteria of resource allocation in marketing 
operations, 

• SLO 5.2 describe strategic control systems and their role in monitoring performance, 

• SLO 5.3 analyse how resource allocation supports strategic objectives, and 

• SLO 5.4 apply continuous improvement techniques to resource use and control for 
sustained competitiveness. 

 

5.1 Principles Of Resource Allocation In Marketing 

5.1.1 Definition and importance of resource allocation 

Resource allocation refers to the process of distributing financial, human, and technological 
resources across marketing activities to achieve maximum impact. It ensures that limited 
resources are used efficiently and aligned with strategic priorities. 

For example, allocating more funds to digital advertising than print media may reflect consumer 
behaviour trends and yield better returns. 

Fill in the blank: Resource allocation ensures that limited resources are used efficiently and 
aligned with ______ priorities. 
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Diagram showing allocation of financial, human, and technological resources across marketing 
activities. Caption: Figure 5.1 Resource allocation in marketing operations 

 

 

5.1.2 Types of marketing resources 

Marketing resources can be grouped into three categories: 

• Financial resources: budgets for advertising, promotions, and distribution. 

• Human resources: staff expertise, creativity, and management skills. 

• Technological resources: tools such as CRM systems, analytics platforms, and digital 
channels. 
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Fill in the blank: Marketing resources can be grouped into financial, human, and ______ 
categories. 

Caption: Table 5.1 Types of marketing resources and examples 

 

 

5.1.3 Criteria for effective allocation 

Effective resource allocation requires clear criteria to guide decisions: 

• Strategic alignment: ensuring resources support overall marketing goals. 

• Cost-effectiveness: maximising returns relative to expenditure. 

• Flexibility: adapting allocations to changing market conditions. 
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• Performance measurement: tracking outcomes to refine future allocations. 

Fill in the blank: Effective resource allocation requires clear criteria such as strategic alignment, 
cost-effectiveness, flexibility, and ______ measurement. 

Caption: Box 5.1 Criteria for effective resource allocation 

 

Pilot questions 5.1 

1. Define resource allocation in marketing operations. 

2. List the three main types of marketing resources. 

3. Why is strategic alignment important in resource allocation? 
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4. Give one example of technological resources in marketing. 

5. Fill in the blank: Effective resource allocation requires clear criteria such as strategic 
alignment and ______. 

 

5.2 Strategic Control Systems 

5.2.1 Concept of strategic control in marketing management 

Strategic control refers to the processes and mechanisms used to monitor whether marketing 
strategies are being implemented effectively and achieving desired outcomes. Unlike 
operational control, which focuses on day-to-day activities, strategic control ensures long-term 
alignment with organisational goals. 

For example, a company may use strategic control to evaluate whether its digital 
transformation strategy is increasing customer engagement as intended. 

Fill in the blank: Strategic control ensures long-term alignment with organisational ______. 
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Diagram showing difference between operational control (short-term) and strategic control 
(long-term). Caption: Figure 5.2 Operational vs. strategic control in marketing 

 

5.2.2 Types of control 

There are four main types of strategic control: 

• Premise control: checking whether assumptions underlying a strategy remain valid. 

• Implementation control: monitoring whether strategies are executed as planned. 

• Strategic surveillance: scanning broadly for unexpected events or changes. 

• Special alert control: responding to sudden crises or opportunities. 
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Fill in the blank: Strategic surveillance involves scanning broadly for unexpected ______ or 
changes. 

Caption: Table 5.2 Types of strategic control and their purposes 

 

 

5.2.3 Tools for monitoring and evaluating marketing performance 

Strategic control relies on tools that provide feedback and insights: 

• Balanced scorecard: measures performance across financial, customer, internal process, 
and learning perspectives. 
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• Key performance indicators (KPIs): specific metrics such as customer acquisition cost or 
return on marketing investment. 

• Benchmarking: comparing performance against industry standards. 

• Dashboards: real-time visual displays of marketing metrics. 

Fill in the blank: Strategic control relies on tools such as balanced scorecards, KPIs, 
benchmarking, and ______. 

Caption: Box 5.2 Tools for monitoring and evaluating marketing performance 

 

Pilot questions 5.2 

1. What is the difference between operational control and strategic control? 
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2. List the four types of strategic control. 

3. Why is premise control important in marketing management? 

4. Give one example of a tool used for strategic control. 

5. Fill in the blank: Strategic control ensures long-term alignment with organisational 
______. 

 

5.2 Strategic Control Systems 

5.2.1 Concept of strategic control in marketing management 

Strategic control refers to the processes and mechanisms used to monitor whether marketing 
strategies are being implemented effectively and achieving desired outcomes. Unlike 
operational control, which focuses on day-to-day activities, strategic control ensures long-term 
alignment with organisational goals. 

For example, a company may use strategic control to evaluate whether its digital 
transformation strategy is increasing customer engagement as intended. 

Fill in the blank: Strategic control ensures long-term alignment with organisational ______. 
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Diagram showing difference between operational control (short-term) and strategic control 
(long-term). Caption: Figure 5.2 Operational vs. strategic control in marketing 

 

 

5.2.2 Types of control 

There are four main types of strategic control: 

• Premise control: checking whether assumptions underlying a strategy remain valid. 

• Implementation control: monitoring whether strategies are executed as planned. 

• Strategic surveillance: scanning broadly for unexpected events or changes. 

• Special alert control: responding to sudden crises or opportunities. 
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Fill in the blank: Strategic surveillance involves scanning broadly for unexpected ______ or 
changes. 

Caption: Table 5.2 Types of strategic control and their purposes 

 

 

5.2.3 Tools for monitoring and evaluating marketing performance 

Strategic control relies on tools that provide feedback and insights: 

• Balanced scorecard: measures performance across financial, customer, internal process, 
and learning perspectives. 
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• Key performance indicators (KPIs): specific metrics such as customer acquisition cost or 
return on marketing investment. 

• Benchmarking: comparing performance against industry standards. 

• Dashboards: real-time visual displays of marketing metrics. 

Fill in the blank: Strategic control relies on tools such as balanced scorecards, KPIs, 
benchmarking, and ______. 

Caption: Box 5.2 Tools for monitoring and evaluating marketing performance 

 

 

Pilot questions 5.2 
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1. What is the difference between operational control and strategic control? 

2. List the four types of strategic control. 

3. Why is premise control important in marketing management? 

4. Give one example of a tool used for strategic control. 

5. Fill in the blank: Strategic control ensures long-term alignment with organisational 
______. 

 

5.3 Linking Resource Allocation To Strategic Objectives 

5.3.1 Aligning resources with marketing goals 

Resource allocation must be directly tied to marketing goals such as market expansion, 
customer retention, or brand awareness. When resources are aligned with objectives, every 
investment contributes to measurable outcomes. 

For example, allocating more funds to customer loyalty programs supports the goal of 
retention, while investing in digital campaigns may align with expansion into younger 
demographics. 

Fill in the blank: Resource allocation must be directly tied to marketing ______ such as 
expansion or retention. 
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Diagram showing alignment of resources (financial, human, technological) with marketing 
goals. Caption: Figure 5.3 Aligning resources with marketing goals 

 

 

5.3.2 Balancing short-term and long-term priorities 

Effective allocation requires balancing short-term priorities (e.g., immediate sales campaigns) 
with long-term priorities (e.g., brand building, market development). Overemphasis on short-
term gains may undermine sustainability, while focusing only on long-term goals may delay 
returns. 

For instance, a company may allocate resources to seasonal promotions while also investing in 
research for future product innovation. 
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Fill in the blank: Effective allocation requires balancing short-term priorities with ______ 
priorities. 

Caption: Table 5.3 Examples of short-term vs. long-term resource allocation 

 

 

5.3.3 Case examples of resource allocation supporting strategy 

Case studies illustrate how resource allocation supports strategic objectives: 

• Digital transformation: allocating funds to analytics and CRM systems to improve 
customer insights. 

• Market expansion: directing resources to distribution channels in new regions. 



 

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

• Brand building: investing in advertising and sponsorships to strengthen brand equity. 

Fill in the blank: Case studies show that resource allocation supports objectives such as digital 
transformation, market expansion, and ______ building. 

Caption: Box 5.3 Case examples of resource allocation supporting strategy 

 

Pilot questions 5.3 

1. Why must resource allocation be aligned with marketing goals? 

2. What is the risk of focusing only on short-term priorities in resource allocation? 

3. Give one example of balancing short-term and long-term priorities. 
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4. Mention one case example of resource allocation supporting strategy. 

5. Fill in the blank: Effective allocation requires balancing short-term priorities with ______ 
priorities. 

 

5.4 Continuous Improvement In Resource Use And Control 

5.4.1 Feedback loops in resource allocation 

Continuous improvement relies on feedback loops, where performance results are monitored 
and used to refine future resource allocation. This ensures that resources are not wasted and 
that adjustments are made based on evidence rather than assumptions. 

For example, if a campaign underperforms, feedback data can guide reallocation of funds to 
more effective channels. 

Fill in the blank: Continuous improvement relies on feedback loops where performance results 
are used to refine future ______ allocation. 
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Diagram showing feedback loop: allocation → performance → evaluation → adjustment → 
reallocation. Caption: Figure 5.4 Feedback loops in resource allocation 

 

 

5.4.2 Adjusting strategies based on performance outcomes 

Resource allocation must be flexible, allowing managers to adjust strategies when outcomes 
differ from expectations. This adaptability ensures that marketing operations remain 
responsive to market changes. 

For instance, if social media ads outperform traditional media, resources can be shifted to 
maximise returns. 
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Fill in the blank: Resource allocation must be flexible, allowing managers to adjust ______ when 
outcomes differ from expectations. 

Caption: Table 5.4 Examples of adjusting strategies based on performance outcomes 

 

 

 

5.4.3 Sustaining competitiveness through adaptive control 

Adaptive control ensures that organisations remain competitive by continuously refining 
resource use and strategic decisions. It combines monitoring, feedback, and adjustment to 
sustain long-term success. 
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For example, firms that regularly adapt their resource allocation to emerging technologies and 
consumer trends maintain stronger market positions. 

Fill in the blank: Adaptive control ensures organisations remain ______ by refining resource use 
and strategic decisions. 

Caption: Box 5.4 Sustaining competitiveness through adaptive control

 

 

Pilot questions 5.4 

1. What role do feedback loops play in resource allocation? 

2. Why must resource allocation strategies be flexible? 
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3. Give one example of adjusting strategies based on performance outcomes. 

4. How does adaptive control sustain competitiveness? 

5. Fill in the blank: Continuous improvement relies on feedback loops where performance 
results are used to refine future ______ allocation. 

 

Series  Summary 

This Series has explored how resource allocation and strategic control ensure that marketing 
operations remain efficient, aligned with goals, and adaptable to change. We began by 
examining the principles of resource allocation, identifying financial, human, and technological 
resources, and establishing criteria for effective distribution. We then studied strategic control 
systems, including premise control, implementation control, strategic surveillance, and special 
alert control, supported by tools such as balanced scorecards, KPIs, benchmarking, and 
dashboards. 

Next, we connected allocation directly to strategic objectives, showing how resources must 
align with marketing goals, balance short-term and long-term priorities, and support strategies 
such as digital transformation, market expansion, and brand building. Finally, we emphasised 
continuous improvement, highlighting feedback loops, adaptive strategies, and the importance 
of sustaining competitiveness through responsive control mechanisms. 

By completing this Series, you should now be able to explain principles of resource allocation, 
describe strategic control systems, analyse how allocation supports objectives, and apply 
continuous improvement techniques to maintain competitiveness. These skills directly support 
the Series Learning Outcomes and strengthen your ability to manage marketing operations 
strategically. 

Glossary of Terms 

• Resource allocation: The process of distributing financial, human, and technological 
resources across marketing activities. 

• Strategic control: Mechanisms used to monitor and evaluate whether strategies are 
achieving desired outcomes. 

• Premise control: Checking whether assumptions underlying a strategy remain valid. 

• Implementation control: Monitoring whether strategies are executed as planned. 

• Strategic surveillance: Broad scanning for unexpected events or changes that may affect 
strategy. 

• Special alert control: Responding to sudden crises or opportunities. 

• Balanced scorecard: A performance measurement tool covering financial, customer, 
internal process, and learning perspectives. 
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• Key performance indicators (KPIs): Specific metrics used to evaluate marketing 
performance. 

• Benchmarking: Comparing performance against industry standards to identify gaps and 
best practices. 

• Feedback loops: Cycles of monitoring, evaluation, and adjustment used to refine 
resource allocation. 

• Adaptive control: Continuous refinement of resource use and strategies to sustain 
competitiveness. 

 

Concept Check Questions [Series 5] 

Objective questions 

1. Resource allocation ensures that limited resources are used efficiently and aligned with 
______ priorities. (Linked to SLO 5.1) 

2. Which type of strategic control checks whether assumptions underlying a strategy 
remain valid? (Linked to SLO 5.2) 

3. Strategic surveillance involves scanning broadly for unexpected ______ or changes. 
(Linked to SLO 5.2) 

Short-answer questions 

4. Define strategic control and explain how it differs from operational control. (Linked to 
SLO 5.2) 

5. Why must resource allocation balance short-term and long-term priorities? (Linked to 
SLO 5.3) 

Long-answer questions 

6. Analyse how aligning resource allocation with marketing goals supports strategic 
objectives. (Linked to SLO 5.3) 

• Basic response: Alignment ensures that resources directly contribute to 
achieving marketing outcomes. 

• Value-added response: Outstanding learners may expand by discussing 
examples such as digital transformation, market expansion, and brand building. 

7. Evaluate the role of feedback loops and adaptive control in sustaining competitiveness. 
(Linked to SLO 5.4) 

• Basic response: Feedback loops refine allocation based on performance, while 
adaptive control ensures responsiveness. 
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• Value-added response: Outstanding learners may extend this by linking adaptive 
control to innovation, market responsiveness, and long-term sustainability. 

answers to the Series 5 Concept Check Questions: 

Objective questions 

1. Resource allocation ensures that limited resources are used efficiently and aligned with 
strategic priorities. 

2. The type of strategic control that checks whether assumptions underlying a strategy 
remain valid is premise control. 

3. Strategic surveillance involves scanning broadly for unexpected events or changes. 

Short-answer questions 

4. Strategic control is the process of monitoring and evaluating whether strategies are 
achieving desired outcomes. It differs from operational control because operational control 
focuses on short-term, day-to-day activities, while strategic control ensures long-term 
alignment with organisational goals. 

5. Resource allocation must balance short-term and long-term priorities because focusing 
only on short-term gains may undermine sustainability, while focusing only on long-term goals 
may delay returns. A balance ensures both immediate impact and future competitiveness. 

Long-answer questions 

6. Aligning resource allocation with marketing goals supports strategic objectives by 
ensuring that every investment contributes directly to desired outcomes. For example, 
allocating resources to customer loyalty programs supports retention, while investing in digital 
campaigns supports expansion. Outstanding learners may expand by discussing how alignment 
strengthens digital transformation, market expansion, and brand building. 

7. Feedback loops and adaptive control sustain competitiveness by continuously refining 
resource use based on performance outcomes. Feedback loops provide evidence for 
reallocation, while adaptive control ensures responsiveness to market changes. Outstanding 
learners may extend this by linking adaptive control to innovation, responsiveness to consumer 
trends, and long-term sustainability. 

 

Answers to Pilot Questions [Series 5] 

Part 5.1 

• Resource allocation ensures efficiency and alignment with strategic priorities. 

• Financial, human, and technological. 

• Strategic alignment ensures resources support overall goals. 

• Example: CRM systems. 



 

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

• Performance measurement. 

Part 5.2 

• Operational control is short-term; strategic control is long-term. 

• Premise, implementation, surveillance, special alert. 

• It validates assumptions underlying strategies. 

• Example: Balanced scorecard. 

• Goals. 

Part 5.3 

• To ensure investments contribute to measurable outcomes. 

• Risk of undermining sustainability. 

• Example: seasonal promotions vs. product innovation. 

• Example: digital transformation. 

• Long-term. 

Part 5.4 

• They refine allocation based on evidence. 

• To remain responsive to market changes. 

• Example: shifting funds from traditional to social media ads. 

• By continuously refining strategies and resource use. 

• Resource. 

 

References and Attributions [Series 5] 

To support Resource Allocation and Strategic Control, here are suggested open educational 
resource (OER) references and illustration prompts: 

• Resource allocation in marketing operations 

• Search string: “open educational resource resource allocation marketing 
diagram” 

• AI prompt: “Generate a diagram showing distribution of financial, human, and 
technological resources across marketing activities.” 

• Types of marketing resources 

• Search string: “open educational resource types of marketing resources table” 
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• AI prompt: “Generate a table listing financial, human, and technological 
marketing resources with examples.” 

• Criteria for effective resource allocation 

• Search string: “open educational resource criteria effective resource allocation 
marketing” 

• AI prompt: “Create a text box summarising criteria for effective resource 
allocation: strategic alignment, cost-effectiveness, flexibility, performance 
measurement.” 

• Strategic control systems 

• Search string: “open educational resource strategic control marketing diagram” 

• AI prompt: “Generate a diagram comparing operational control and strategic 
control in marketing.” 

• Types of strategic control 

• Search string: “open educational resource types of strategic control marketing 
table” 

• AI prompt: “Generate a table listing types of strategic control (premise, 
implementation, surveillance, special alert) with descriptions.” 

• Tools for monitoring performance 

• Search string: “open educational resource marketing performance monitoring 
tools” 

• AI prompt: “Create a text box summarising tools for monitoring marketing 
performance: balanced scorecard, KPIs, benchmarking, dashboards.” 

• Aligning resources with marketing goals 

• Search string: “open educational resource resource allocation marketing goals 
diagram” 

• AI prompt: “Generate a diagram showing how financial, human, and 
technological resources align with marketing goals.” 

• Short-term vs. long-term allocation 

• Search string: “open educational resource short-term vs long-term resource 
allocation marketing” 

• AI prompt: “Generate a table comparing short-term and long-term resource 
allocation examples in marketing.” 

• Case examples of resource allocation 
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• Search string: “open educational resource case examples resource allocation 
marketing strategy” 

• AI prompt: “Create a text box summarising case examples of resource allocation 
supporting strategy: digital transformation, market expansion, brand building.” 

• Feedback loops in resource allocation 

• Search string: “open educational resource feedback loop resource allocation 
marketing” 

• AI prompt: “Generate a diagram showing feedback loops in resource allocation 
with evaluation and adjustment stages.” 

• Adjusting strategies based on outcomes 

• Search string: “open educational resource adjusting strategies resource 
allocation marketing” 

• AI prompt: “Generate a table showing examples of resource reallocation based 
on performance outcomes.” 

• Adaptive control for competitiveness 

• Search string: “open educational resource adaptive control competitiveness 
marketing” 

• AI prompt: “Create a text box summarising how adaptive control sustains 
competitiveness in marketing operations.” 

 

 


