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Series 1: Foundations of Marketing Decision-Making

Series outline

e Part 1: Theoretical Foundations of Marketing Decisions
e 1.1 Decision-making concepts in marketing
¢ 1.2 Role of marketing management theory
e 1.3 Strategic implications of decision-making

¢ Part 2: Decision-Making Models and Techniques
e 2.1 Game theory applications.in marketing
e 2.2 Markovian chains and predictive modelling
e 2.3 Decision trees for marketing choices

e Part 3: Applications in Marketing Operations
¢ 3.1 Branding and product planning decisions
¢ 3.2 Depot and store layout considerations
e 3.3 Distribution scheduling and quality control

e Part 4: Integrating Decision-Making into Marketing Planning
¢ | 4.1 Linking decisions to sales measurement
e 4.2 Facility location and resource allocation

e 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:

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

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

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

e 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.
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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

Figure 1.1 Decision-making process in marketing
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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

Box 1.1

Box 1.1 Outline of selected
marketing management theories

Key Marketing Management Theories

* ~/ Product Life Cycle: Describes the stages a product through
~ (Introduction, Growth, Maturity, Decline) to inform strategy.

STP (Segmentation, Tareting, Posistining): @
Focuss on identfiying and serving specific specific
customer groups.

4Ps (Prortrable factors: Contraable factors used to satisfy

. @ STP (Product, Price, Place, Promotion):
@ customer needs.

Open Educational Resource 6@
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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

Table 1.1 Examples of Strategic Marketing
Decisions and Their Implcations

Open Educational Resource OER

Strategic Marketing Key Objectives Potential
Decision Implications
Chrease market sharess, Higher growth potential,
New Market Entry acception, moderane significant investment cost, increased
brand image risk
d TN s Offer new value Revitalze brand, attract of
Brand Repositioning existing customers, new demograrhics, risk
reach adjanant markets alientiarn core customers

Expand revenue streams,
leverage existing assets,
complexity in operations

Product Diverisfication

+

Pilot questions 1.1

1. Which term refers to the process of selecting among alternative strategies in marketing?
What does the STP model stand for in marketing management theory?
Identify one example of a strategic marketing decision.

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

v R N

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 paossible 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

Figure 1.2 Payoff matrix in pricing competition

Pricing Strategy: Firm A vs. Firm B

Firm B: High Price

[10,10] [3,12]

Both earn Firm B
high profits dominates

Firm A: Firm B:
High Price [12, 3] [5, 5] High Price

Firm A dominates Both earn
low profits

Firm A: Low Price
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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

Table 1.2 Example of transition probailities in brand switching

Brand Switching Probabilities
(Next Purchase)

Next Brand Next Brand

(*] Brand A ; 0.20 3.30

Brand B 6.60 3.30

~] Brand C 25 6.60

Oper Edostiional Resouree
@ OER
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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, @xpand
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

Figure 1.3 Decision tree for product launch
Decision Tree for New Product Launch

High Success (0.4 prob.)
High Profit £10M

Launch
Product Moderate Success
Moderate Profit (£2M)

Don't Launch Product

Failure | oss —£5M

@ No Profit (£0
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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

Plate 1.1

Elements of branding in
marketing operations

P
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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

Figure 1.4
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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

Figure 1.4

Box 1.2 Key benefits of quality control in
marketing operations

@ « Increased Customer Trust: Builds brand loyalty and
positive word-mouth.

g « Reduced Complaints & Returns: Saves costs and
protects brand reputation

0;3 « Product & Service Consistency: Ensurs
{3 reliable experience across all tougthanits
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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

Table 1.3 Key indicators used in sales measurement

Open Educational Resource OER

Description Importance

Total number of Measures sales volume
products or services sold signifficant and oprational
sold capacity

Units Sold

Total income generated Primary financial posies
from sales demographics,srisk
performance metric influence

Total Revenue

Customer Retention Rat é’ercentage of total sales Measures customers retaned
In psstion and industry period a merepe-ths-lorng
influence business health

nate

Opan Edcational Resource
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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

Figure 1.5 Facility location and
distribution efficiency
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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

Figure 1.4

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
perceptionsin the minds of consumers.

e _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 obijectives.

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

o 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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e 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.

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

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

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

e 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 innmarketing 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)
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e 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.

Part1.4

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]
o Suggested OER sources for illustrations:

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

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

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

e 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”).

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

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

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

e 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”).

o Al prompt suggestions were provided for each figure, plate, table, and box to guide
generation of illustrations if required.
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e Course code: Mkt 324
e Course title: Marketing Operations Management

e Course credit load: 2

Series 2: Analytical Tools For Marketing Management

Series outline
e Part 2.1 Mathematical programming in marketing analysis
e 2.1.1 Introduction to mathematical programming
e 2.1.2 Linear programming applications in marketing
e 2.1.3 Optimisation of marketing resources
e Part 2.2 Techniques for analysis and control
¢ 2.2.1 Quantitative methodsfor marketing control
e 2.2.2 Forecasting and demand analysis
e 2.2.3 Performance monitoringtools
e Part 2.3 Scheduling and sequencing methods
e 2.3.1 Sales scheduling techniques
e 2.3.2 Sequencing in marketing operations
e 2.3.3 PERT and project planning with limited resources
¢ Part 2.4 Mapping and measurement tools
e | 2.4.1Territorial mapping in marketing
e 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:

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

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

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

e 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
under given constraints.

solution to a problem

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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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.

Forinstance, 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

Table 2.1 Example of linear programming in

product mix decisions Open Educational Resource OER
Product Mix Decision Optimal Solution
Product A: Production Capacity: 1000 Produce 400 Product A
600, untct B for max
Premium Model 1000 units/week profit of $7,800
Model Labor Hours: 500 hours/week
5 $10,000/week

Objectiv B: Budget Model ~ Material Cost: $10,000/week
Objective: Maximize Total Demand: Product A < 600, Bt

Profit Linrte MeB B < 800

Open Educational Resource OER

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

Box 2.1 Benefits of optimization in
marketing resource allocation

Key Benefits

Increased Efficiency: Streralines
workflows and improven execution

Cost Reduction: Minimizzs wased of campaign
execution

Cost Reduction: Minimizzs wasted spend on
underperforming channels

Maximized Returns: Allocats budget to high-ROI-
activities for better profits

Open Educational R(e)sourcjgﬁ

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

Figure 2.2 Regression analysis in marketing control

Linear Regression Line
Sales Revene = 0.5 * Spend + 1.2M
P R*sqiared = 0.85

* Blue dots: Historical Data
* Blue Line: Predicted Trend
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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.

FW
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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

Table 2.2 Examples of forecating techniques
and their applications

Forecasting Technique Marketing Application

Time-Series Analysis Analyzes historical data Predicting future product
points chroncniclly to predict demand basen past sales
future values. trends.

Moving Averages Calculates the average of a Forecasting short-torm sales
fixed number of previous fales for monthly inventory
to smooth out fluctations. management

Regression Examines the statisical relatioshp Predicting the impact of

Analysis betwen of the dependent advertising spend on sales
variable on oor independent revenue

variables.

Qualitiva Forecasting Reliss on expert opinions, Estimating fhe potential market
size (nsaizet the completely surveys, and mstearch when size for for a completely new
launch historica'of limited product launch

Open$

Educational

OER

-
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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 (KPls), 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

Box 2.2 Examples of key opimization in
marketing elssours in marketing

Key Benefits

Key Performance Indiciators (KPls

Customer Acquisation Cost (CAC): Total
Total spend to acquire a new customer.

Conversion Rate: Percenage of us desiried and

Conversion Rate: Percentage of users who complete
complete a desired action.

Return on Marketing Investment (ROMI): Revenued on
activities for marketing spend

Open Educational Resource @ Open Educational Resour
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Pilot questions 2.2
What are quantitative methods used for in marketing control?
Define forecasting and explain its role in marketing planning.

1.

2

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

Figure 2.3 Example of a sales scheduling plan

Sales Activities
January February

Promotions Winter Sale
Spring Discounts
Product Launches RS la®@FTI 1o

DI  Product Y Refresh

Customer Outrreach O O

Weekly Newsletter  Social Media Campaign ~ Webinar Series

M Legends
Coloes 40 to cla sales sproues iscouliig Fzl and

/ Educational
Resource

OER

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.

-

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



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

Figure 1.4 Example of store layout design

Sequencing Example Description Marketing Application

Chrease market sharess, Higher growth potential,
New Market Entry acception, moderane brand | significant investment cost,
image increased risk
Offer new value existing Revatialle brand, attract of
Brand Repositioning customers, reach adjanant | new demograpics, risk

markets alientiarn core customers
Expand revenue streams, Expand revenue streams,

Product Diverification | leverage existing asets, levering assets, complexity
complexity in operations in operations

Open Educational
Resource

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

Box 2.3 Benefits of PERT in marketing project planning

Benefits of PERT

@ » Time Estimation: Provides realistic project timelines and
deadline management.

* Critical Path Identification: Highlights tasks crucuil for
project completion.

» Resource Prioritization: Optimizes allocation of
budget and personnel for maximum
efficiency.

N
N
A

Open Educational
Resource

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. Fillin 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 tospecific 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

Figure 2.4 Example of territorial mapping in marketing

Rep: Sarah Rep: Sarah Chen
Chen \ North Q
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Educational

Resource
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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

9
Open Educational Resource

OER

Table 2.4 Examples of sales
measurement techniques

easuremnt | Desciption 7 Marketing
Technique Rarketing Application

. Total number of products or Tracks product populary
Units Sold services sold within in period. and sales volume.

Total Revenue Total income generated from Measures overall financial
all sales activities.

Market Share Measures overall financial Asseess compettive
performance. position and growth.

Market Share Percentage of total sales in Informs customer
the industry achived to retertion and growth.
achiseed tn company.

Customer Lifetime | Perdicted net profit attributed Percentage fs prospects that
Value (CLTV) future relationship withy custome, zome customers.

Conversion Rate Percentage of leads prospects Evalutes sales funnel
that become customers. effecteness

©)
Open Educatienal Resource

OER
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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

Box 2.4 Benefits of integrating analyical tools
into marketing decision-making

Open Educational Resource OER

Benefits of Integrating
Analytical Tools

Increased Accuracy: Data-driven insights reduce
guessthasterwerk and improve decision reliabilty.

Reduced Risk: Simulates scenarios and predicts
outcomes to mitigate potential losses.

{:} Holistic Framework: Connects disparate data points for
a comprehensive market view

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
guantitative 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 innmarketing. These skills directly
align with the Series Learning Outcomes, ensuring you can confidently use analytical tools to
strengthen marketing operations.

Glossary of Terms

o Forecasting: The process of predictingfuture marketing outcomes based on historical
data and market trends.

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

e 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 undergiven constraints.

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

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

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

e 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.

e Sequencing: Arranging marketing tasks in the correct order to achieve efficiency and
effectiveness.
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e 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)

e 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)

¢ /Basicresponse: Integration ensures decisions are based on multiple
perspectives, reducing risk and improving accuracy.

o 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
e To optimise decisions under constraints.
¢ A mathematical technique for optimisation in marketing.

e Linear constraints.
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e It ensures efficient allocation of resources.
e Conflicting requirements.
Part 2.2
e To monitor and evaluate marketing performance.
e Predicting future outcomes based on historical data.
e Consumer needs and preferences.
e Dashboards and KPIs.
e Visual formats.

Part 2.3

To plan sales activities systematically.
e Arranging tasks in the correct order.
e Awareness-building before sales offers.
e Programme Evaluation and Review Technique.
e Time.
Part 2.4
e Toimprove sales coverage‘and resource allocation.
e Units sold and revenue.
e It highlights strong and weak regions.
e Reduced risk and improved.accuracy.
e Holistic:
References and Attributions [Series 2]
o [ Suggested OER sources for illustrations:

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

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

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

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

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

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

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

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

e 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”).

e Al prompt suggestions were provided for each figure; plate, table, and box to guide
illustration generation if required.

e Course code: Mkt 324
e Course title: Marketing Operations Management

e Course credit load: 2

Series 3: Operations Techniques In Marketing Planning

Series outline
¢ Part 3.1 Inventory and logistics management
e 3.1.1 Principles of inventory control
e 3.1.2 Logistics and distribution strategies
¢ 3.1.3 Balancing costs and service levels
e Part 3.2 Production and capacity planning
e 3.2.1 Forecasting production requirements

e 3.2.2 Capacity utilisation in marketing operations

R
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e 3.2.3 Aligning production with market demand
e Part 3.3 Operations scheduling and workflow design
e 3.3.1 Scheduling techniques for marketing projects
e 3.3.2 Workflow design and efficiency improvement
e 3.3.3 Integrating scheduling with marketing planning
e Part 3.4 Evaluation and continuous improvement
e 3.4.1 Performance evaluation in marketing operations
e 3.4.2 Continuous improvement techniques (e.g., Kaizen, benchmarking)

e 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:

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

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

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

e 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

Figure 3.1 Framework of inventory control in marketing operations

® R
@ ﬂ' % Inventory Control -.E. }zg

System

Stock Levels 1 Customer Demand
Holding Costs 1 * ‘ 1

Ordering Costs 1 Service Level

Open Educational Resource OER

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

Table 3.1 Examples of distribution
strategies and their applications

Open Educational Resource OER

Distribution Strategy

Direct Distribution

Description

Marketing Application

High control, higher margins,
direct customer relationships.

Selling

Selling products directly
of of consumers.

Broad market reach, lower
sell of consumers.

Wholesale/Retail
Distribution

Selling to intererdiaies
who then sel consumers.

lower per-unit margin,
reduced logistics burden

Online/E-comnerce or
marksipaces.

Selling via ownees or
or online marktplaces.

Global reach, 24/7 availablity,
data-driven insights.

Hybrid Distribution

Combinied multiple
chan (eg, retail + online).

Expanded customer channels,
increased market pentertation

Open Educational Resource

(A8

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

Box 3.1 Benefits of balancing costs and service
levels in logistics

Key Benefits

Increased Compettizisies: Offers better value to
customers without sacrifcing proftabillity.

Operational Efficiency:
Optimizes resource use, reducing watte waste
and unceessary expenses

Enhanced Customer Loyalty:
Reliable and timely service builde builds trust and
repeat business

Open Educational Resource OER

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. Fillin 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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Open Educa ting methods for

planning

Caption: Table 3.2 Forecasting methods for production planning

Table 3.2 Forecasing methods for
production planning

Method

Selling

Description

Analyzes historical
production data

Application in
Production Planning

Broad markare output
levels.

Time-Series

Analyzes products directly
data to predict future deman

d

Determing future output

Moving Averages

Calculats average of fixed
cutat future demand.

Broad iic out a inibert or
preriods ' production.

Moving Averages

Calculats out a fixen futte-
numvious fluctications.

Smoohing out-short
production flucucations.

Regressionl Smoothins
markstatios

Optimizes reent data more
and other ‘aurables spend).

Predcting production based
marketing campend (e).

Exponenentrial to
Smoothing

Weights recent data recen
trends.

Adjusting products to sales
trends.

Open Educational Resource

(A8

3.2.2 Capacity utilisation in marketing operations

Open Educational Resource OER

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

Figure 3.2 Capacity Utillsation

Open Educational Resource OER

Capacity Utiillation in
marketing operations

Capacity Utillation Levels

Underuse Optimal Use Overuse

Y i) Y

Low Maximised Stress,
Efficiency, Productvity Burnout,
High Costs Balanced Costs Quality Drop

50% 100%

Open Educational Resource
OER

Open Educational Resource ,

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

Box 3.2 Benefits of aligning
production with market demand

Benefits of Alighng Production with
Demand

inventory holding costs and minimirizes
material waste.

@ Increased Cost Efficienty: Reduces excess

Optimized Resource Utiization:
Ensures efficient use of labor, equipment

and materials

Enhanced Customer Satisfaction:
Meets product availablity availability expectations and reduces
lead times

Open Elacational Ressurce
OER

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. Fillin 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

Figure 3.3 Example of a Gantt chart in marketing
scheduling

Task January March  April June

Phase 1: Research & Strategy
Market Research
Campaign Strategy
Campaign Creation

Phase 2: Creative & Development
Ad Design

e

[
Website Development E
Campaign Launch

Performance Monitoring Launch

Research/Planning I.'I
M Development/Execution Open Educational Resource
OER

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

Open Educational Resource

Table 3.3 Examples of workflow design
improvements in marketing operations

Reduce Duplication Eliminates reduthant tasks and  Increased Efficiency, Fewer
data entry across systems. Errors

Automate Utilizes software to handle Saves Time, Frees up Staff
Reprettive Tasks routine actions like email sends ~ Staff for
sends or data transfers. Strategic Work

Clariy Responsibilities  Defines clear roles and hand-of ~ Smoother Collaboration,
points between team members. Reduced Bottitects

Standaraize Processes Implements best practices and  Consistency,
for common workflows.

Predicatble Outcomes

Open Educational Resource

OER
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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

Open Educational Ressurce OER Open Educatienal Rescurce OER Open Educational Rescurce OER

Box 3.3 Benefits of integrating scheduling with marketing planning

390 sewj alnodp

Benefits of Integrating
Scheduling with Planning

Increased Consistency: Ensures marketing activities are
coordinated and flow logoicaly, maintaning brand
messaging.

w
w
o
o
@
2
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2
<
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330 smedyaNI®IQ

Optimized Resource Coordination:
Aligns personnel, budget, and materials, preventing
conflicts and underutlization.

Enhanced Strategic Alignment: Directly links
daily tasks to overatching marketing goals, drivng
objective achieement.

OpomgalErses O6s
350 seasgalnicdQ

Open Educational Resource OER

Open Educational Rescurce OER Open Educational Ressurce OER Open Educational Ressurce OER

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

Figure 3.4 Performance evaluation cycle in
marketing operations

LE_J Planning

Open Educational Resource OER

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

Open Educational Resource

Table 3.4 Contipuous improvement
techniques in marketing operations

Open Educational Resource OER

Technique Description Marketing
Darketing Application

Japanese for 'continuous Optimizing daily sasks, the

Kaizen improvement, focuingnt. gradual changes.

Selling Optimidziitg daily tasks, refining | against inducstg freducty best
small, gradual changes. rest conpesiers.

Benchoincrking Comparing processes agatms- Analyzing compeitor ad spend,
Distrslpaces besst practices or competitors. nebsite conwanrart rates.

Agile Methologies | Retestive caciee social media setting industry standards for
coralaboration. or customer service.

Lean Marketing Elimiinating waste, maximan Rapid tive content media
value throrficient processes. responsive product lawinches.

Open Educational Resource

OER

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

[ Box 3.4 Benefits of linking operational imprvements to marketing outcomes ]

Benefits of Linking
Operational Improvements to
Marketing Outcomes

* Enhanced Customer Satisfaction: Faster
@ service and higher quality products lead to
happier customers.

¢ Increased Sales Growth:

u[[]l] Efficient operations support timely
promotions and product availablity, boosting
revenue.

» Stronger Brand Loyalty:
@ Reliable and positive customer experiences

build trust and repeat business.

Open Educational Resource
OER

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?

3
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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 eapacity
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

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

o Capacity utilisation: The extent to which a company uses its available production
resources.

o Continuous improvement: Ongoing efforts to enhance processes, products, or services,
often through techniques like Kaizen.

e Economic order quantity (EOQ): A formula used to determine the optimal order size
that minimises total inventory costs.

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

o Inventory control: The regulation of stock levels to balance supply with demand while
minimising costs.

o Just-in-time (JIT): An inventory system that reduces waste by receiving goods only as
they are needed.

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

o Logistics: The planning and management of the movement of goods from producers to
consumers.

o Performance evaluation: The assessment of operational success using indicators such as
efficiency, satisfaction, and profitability.
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e Scheduling techniques: Methods used to plan and organise tasks to ensure timely
completion.

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

o Territorial mapping: Dividing markets into geographical areas to improve sales
coverage and resource allocation.

e  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 logisties and distribution strategies influence customer satisfaction. (Linked
to SLO 3.1)

o Basic response: Logistics ensures timely delivery, while distribution strategies
determine how effectively products reach customers.

o | 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)

e . Basic response: Continuous improvement ensures processes remain efficient and
adaptive through methods like Kaizen and benchmarking.

e 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

R
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e To ensure product availability without excessive costs.
e Planning and management of goods movement.
o Direct distribution.
o It balances expenses with customer satisfaction.
o Satisfaction.
Part 3.2
e To predict future production needs.
o The extent of resource use in production.
o It helps balance costs and responsiveness.
e Reduced waste, cost efficiency, and satisfaction.
o [Excess.
Part 3.3
o To organise tasks for timely completion.
e Arrangement of tasks to improve efficiency.
e Automating tasks.
o It aligns operations with strategic goals.
o Progress.
Part 3.4
o To assess operational success against objectives.
e Ongoing effort to enhance processes (e.g., Kaizen).
o Comparing performance against industry standards.
o [t ensures operational changes support marketing goals.
o - Competitive.
References and Attributions [Series 3]
o Suggested OER sources for illustrations:

e Inventory control diagram (search string: “open educational resource inventory
control marketing diagram”).

» Distribution strategies table (search string: “open educational resource distribution
strategies marketing table™).

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

o Workflow design table (search string: “open educational resource workflow
design marketing operations table™).

e Gantt chart marketing project diagram (search string: “open educational resource
Gantt chart marketing project diagram”).

o Performance evaluation cycle diagram (search string: “open educational resource
performance evaluation marketing operations diagram”).

o Continuous improvement techniques table (search string: “open educational
resource continuous improvement techniques marketing table™).

o Linking operational improvements marketing outcomes (search string: “open
educational resource linking operational improvements marketing outcomes™).

o Al prompt suggestions were provided for each figure, table, and box to guide illustration
generation if required.

e Course code: Mkt 324
e Course title: Marketing Operations Management

e Course credit load: 2

Series 4: Sales And Profit Equations In Practice

Series outline

o Part 4.1 Fundamentals of sales and profit equations
e 4.1.1 Introduction to sales and profit concepts
e . 4.1.2 Basic equations for sales revenue and profit
e 4.1.3 Relationship between sales volume, price, and profit

¢ . Part 4.2 Break-even analysis and applications
e 4.2.1 Concept of break-even point
e 4.2.2 Calculating break-even using equations
o 4.2.3 Applications of break-even analysis in marketing decisions

o Part 4.3 Profitability and performance measures

R
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e 4.3.1 Gross profit and net profit margins

e 4.3.2 Contribution margin analysis

o 4.3.3 Evaluating profitability across products and markets
o Part 4.4 Integrating sales and profit equations into planning

o 4.4.1 Using equations for forecasting and budgeting

e 4.4.2 Linking profitability analysis to marketing strategies

e 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:

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

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

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

e 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 8500 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.

[ Figure 4.1 Relationship between sales and profit concepts J

Sales Revenue

S
0-0

Profit ool

Open Educational Resource
OER

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

Table 4.1 Examples of sales and

profit calculations

Open Educational Resource OER

Product A: 100 units sold at
at Cost $50/unit.

Product A: 100 units sold at
at Cost $30/unit.

Product B: 250 units sold at
5Cost $12/unit.

Product B: 250 units sold at
at Cost $12/unit.

Product C: 50 units sold at
Cost $50/unit.

@ Calcuation

Sales Revenue: 100 = $50
$50/unit. Cost: $30/000

Sales Revenue: 250 = $5,000
Total Cost: 130 = $3,000

Sales Revenue: $20 = $5,000
250 = $5,00 = $3,000

Sales Revenue: 250 = $5,000
250 Cost: 130 = $3,000

Sales Revenue: $100 = $,000
Profit; $5,00 = $5,000

l!!] Open Educational Resource OER

4.1.3 Relationship between sales volume, price, and profit

-
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ﬁ Result

Sales Revenue:
Profit: $2,000

Sales Revenue: $5,000
Profit: $2,000

Sales Revenue:
Profit: $2,000

Sales Revenue: $5,000
Profit: $2,000

Sales Revenue:
Profit: $2,000



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

Table 4.1 Examples of sales and

profit calculations

Open Educational Resource OER

Product A: 100 units sold at
at Cost $50/unit.

Product A: 100 units sold at
at Cost $30/unit.

Product B: 250 units sold at
5Cost $12/unit.

Product B: 250 units sold at
at Cost $12/unit.

Product C: 50 units sold at
Cost $50/unit.

Pilot questions 4.1

@ Calcuation

Sales Revenue: 100 = $50
$50/unit. Cost: $30/000

Sales Revenue: 250 = $5,000
Total Cost: 130 = $3,000

Sales Revenue: $20 = $5,000
250 = $5,00 = $3,000

Sales Revenue: 250 = $5,000
250 Cost: 130 = $3,000

Sales Revenue: $100 = $,000
Profit; $5,00 = $5,000

l!!_] Open Educational Resource OER

1. What is the difference between sales and profit?

FW
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‘i Result

Sales Revenue:
Profit: $2,000

Sales Revenue: $5,000
Profit: $2,000

Sales Revenue:
Profit: $2,000

Sales Revenue: $5,000
Profit: $2,000

Sales Revenue:
Profit: $2,000



Write the basic equation for sales revenue.
Write the basic equation for profit.

Why must managers balance sales volume and price?

v ok W

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 8#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

Figure 4.2 Break-even chart in
marketing operations

Open Educational Resource OER
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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

Table 4.2 Examples of break-even calculations

Break-Even

Product X: Fixed Costs
$10,000, Price $20/unit, 10,000 /20 - 10) 1,000 units
Variable Cost $10/unit

Product Y: Fixed Costs
$25,000, Price $50/unit, 25,000 (50 - 30) 1,250 units
Variable Cost $30/unit

Product Z: Fixed Costs
$15,000, Price $50/unit, 5,000/15-5 500 units
Variable Cost $30/unit

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

Box 4.2

Applications of Break-Even
Analysis in Marketing

Open Educational Resource OER

Pricing Strategy: Determines minimum price
points to covests and achieve proftability targets.

New Product Launches: Evaluates financial
viability and sets realisstic sales goals for
new offerings

Promotional Campaigns: Assess the sales uplift
to jouired to justfy investment in advertising and
promotions

() Open Educational Resource OER

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

Open Educational Resource OER

Sales Revenue

Gross Grout / Sales Ravenue =
Gross Profit Margin (%)

Gross Profit

Sales Revenve - COGS

. Rent

Operating Expenses Rent

Marketing Salaries

Gross - Operating Expensses Gross Grout / Sales Ravenue =g [
Gross Profit Margin (%)

Salaries

|| Open Educational Resource OER

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 8#500 and variable costs are #8300, 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

Table 4.3 Examples of contilbution
margin calculations

Open Educational Resource OER

@ Calculation Contribution .Margln
per Unit

Product X: 100 units sold at $50 (Sales Price) - $30

at Cost $50/unit. $20 (Variable Cost)

Product X: 150 units sold at Sales Revenue: $00 - $20 $30

at Cost $50/unit.

Product Y: 150 units sold at $75 (Sales Price) - $30 $45

at Cost $2/unit. $30 (Variable Cost)

Product B: 250 units sold at Sales Revenue: FIO - $30 $60

at Cost $30/unit. T50 (Variblunt)

Product Z: 50 units sold at $1.00 Revenue: $100 - $,000  Sales Revenue:

Cost $50/unit. 250 = $5,00 = $5,000 Profit: $2,000

L!!] Open Educational Resource OER

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.

FW
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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

[ Box 4.3 Benefits of evaluating fomerings J

Benefits of Evaluating
Profibablity Across on Markets

Optimized Resource Allocation: Directs investemends
towards high-margin products and ais and
markets.

Enhanced Strategic Focus: Identifias
underiperenforrmming areas for improvement or divestment

Improved Financial Returns:

Reicient operations support tirrely poduct avalablity and
sustainabiity

Open Educational Resource OER

Pilot questions 4.3

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

3
Coml | A-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



Define contribution margin and explain its role in profitability analysis.
Give one example of how contribution margin is calculated.

Why is evaluating profitability across products and markets important?

v ok W

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

/

\

Table 4.4 Examples of forecasing and budgetitg using sales

Open Educational Resource OER

Foreasted Values Projected Profit

Q1 Marketing Campaign ¢ Sales Units: 1,500 $50,000
* Average Price: $120 $900,000
e NewiProductLaunch * Variable Price: $250 « 500,000
(Year 1) » Variable Cost/Unit: $90 * Average: 90
« Fixed Costs: $40,000 « $90,000: 40
Economic Downturn * Fixed Costs: $300,000 » $30,000

|!!_| Open Educational Resource OER |

/

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

R
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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

[ Figure 4.4 Linking profibability analysis to marketing strategies ]

Open Educational Resource OER

Profitability
Analysis

L.!] Open Educational Resource OER

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

[ Box 4.4 Benefits of decision-making with sales and strategies ]

Open Educational Resource OER

Benefits of Using Sales and Profit Insights

Open Educational Resource OER

Improved Financial Sustainability:
Guides resource allocation and cost management for
torm-lonng viability.

Enhanced Risk Evaaluation:
./  Asseses the potential financial impact of various strategies
and market changes.

()” Strategic Priority Setting:
\ Q/ Identifts the most proffable opportunitiesment and growth.

I!!_I Open Educational Resource OER

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?

3
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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 profitabilitymeasures, 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

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

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

o 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).

o _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
guantity sold.

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

o Forecasting: Predicting future sales and profits based on historical data and market
trends.

R
EEl [ A-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



e 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)

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

e 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.

e 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
e . Profitis the financial gain after deducting costs.
¢ | Sales revenue = Price x Quantity.
e Profit = Sales revenue — Total costs.
e Managers must balance sales volume and price to maximise profit.

e 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: #8500 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]
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Suggested OER sources for illustrations:

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

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

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

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

e Forecasting budgeting sales profit equations (search string: “open educational
resource forecasting budgeting sales profit equations”).



o Profitability analysis marketing strategies diagram (search string: “open
educational resource profitability analysis marketing strategies diagram”).

e Al prompt suggestions were provided for each figure, table, and box to guide illustration
generation if required.

e Course code: Mkt 324
e Course title: Marketing Operations Management

e Course credit load: 2

Series 5: Resource Allocation And Strategic Control

Suggested Outline
e Part 5.1 Principles of resource allocation in marketing
e 5.1.1 Definition and importance of resource allocation
e 5.1.2 Types of marketing resources (financial, human, technological)
e 5.1.3 Criteria for effective allocation
e Part 5.2 Strategic control systems
e 5.2.1 Concept of strategic control in marketing management

e 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
o Part 5.3 Linking resource allocation to strategic objectives

e 5.3.1 Aligning resources with marketing goals

o 5.3.2 Balancing short-term and long-term priorities

e 5.3.3 Case examples of resource allocation supporting strategy
e < Part 5.4 Continuous improvement in resource use and control

e 5.4.1 Feedback loops in resource allocation

e 5.4.2 Adjusting strategies based on performance outcomes

e 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:

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

e SLO 5.2 describe strategic control systems and their role'in monitoring performance,
¢ SLO 5.3 analyse how resource allocation supports strategic objectives, and

e 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

Figure 5.1 Resource allocation in marketing operations
Open Educational Resource OER
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5.1.2 Types of marketing resources

Marketing resources can be grouped into three categories:
¢ Financial resources: budgets for advertising, promotions, and distribution.
o 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

Table 5.1 Types of Marketing Resources

Type of Description Examples
Rechological Pe.ople and their Software,
skills tools & data

Monteary assets for * Marketing team * CRM software
for marketing activities Social media
e3P Udget for ads ioual managers Alnaflytlcs

Marketiresearch funit ontent creators platforms

; Al tools

Sponsoships

u"“
L

A v

-1 N Il

5.1.3 Criteria for effective allocation
Effective resource allocation requires clear criteria to guide decisions:
e Strategic alignment: ensuring resources support overall marketing goals.

o Cost-effectiveness: maximising returns relative to expenditure.

o Flexibility: adapting allocations to changing market conditions.
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e 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

Box 5.1 Criteria for Effective Resource Allocation

* Strategic Alignnent: Resources must supporll business goals &
marketing objectives.

* Cost-Effecentivs: Maximise ROI; benefits benefits should
owewgh costs.

* Flexibility: Adapt to market changes &
evolving needs.

* Performance Measurement: Use metrics to track efficiency &
success

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?

R
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4. Give one example of technological resources in marketing.

5. Fillin 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

Figure 5.2 vs. Strategic
Control in Marketing

Operational Control
(Short-Term)

Strategic Control
(Long-Term)

Focus: Day-to-day Focus: Long-term

objectives, market position

activities, campaigns

l < Difference iﬁ Focus & Time > J«
Timeframe: Weeks to
to months

Metrics: Sales, clicks,
conversion rates

Timeframe:
Years

Metrics: Market share,
brand equity, profabability

5.2.2 Types of control

There are four main types of strategic control:
e _ Premise control: checking whether assumptions underlying a strategy remain valid.
¢ Implementation control: monitoring whether strategies are executed as planned.
e Strategic surveillance: scanning broadly for unexpected events or changes.

e 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

Table 5.2
Types of Strategic Control
Type of Strategic Control Purpose
Contiouosly monitoring the Contituously roep the assumptions and
assurnmental factors which the envirommental factors whoh the

strategy is based.

Premise Control Tracking the progess of strategic plans and
pro programs, and making adjusments.
Implementation Control A broad, genoring of internal ad external
envelopments.
Surveillamce Control A broad, general monitoring of internnal
to detect unforesen developments.
Special Alert Control The immediate reasssenf strategy in sudden
unexpected events events

5.2.3 Tools for monitoring and evaluating marketing performance

Strategic control relies on tools that provide feedback and insights:

o Balanced scorecard: measures performance across financial, customer, internal process,
and learning perspectives.

R
EENS | A-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



o Key performance indicators (KPIs): specific metrics such as customer acquisition cost or
return on marketing investment.

o Benchmarking: comparing performance against industry standards.
e Dashboards: real-time visual displays of marketing metrics.

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

Caption: Box 5.2 Tools for monitoring and evaluating marketing performance

Box 5.2 Tools for Monitoring and Evaluating
Marketing Performance

* Balanced Scorecard: A framework to measure
performance across stcasi, customel, interner, and

finanncial, custormel, process, internal process, and learning & growth
perspectives

* Key Performance Indicators (KPls: Quantficable (e.g, conversion
ROI, , customer lifetime value) -value) to track progress towards
objectives

* Benchnemking: Comparing performance metrics and practces aginsty
inistry bests or
compettors

* Marketing Dashbords: Real-rime visual displays of key dat£a points for
quick insights

Pilot questions 5.2

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

3
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List the four types of strategic control.
Why is premise control important in marketing management?

Give one example of a tool used for strategic control.

v ok W

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

Figure 5.2 Operational vs. Strategic
Control in Marketing

Operational Control
(Short-Term)

Strategic Control
(Long-Term)

Focus: Day-to-day activities, Focus: Long-term objectives,

campaigns market position

1

Difference in Focus & Time

Timeframe:
Years

Timeframe:
Weeks to months

Metrics: Sales, clicks,
conversion rates

Metrics: Market share, brand
equity profabbility

5.2.2 Types of control

There are four main types of strategic control:
¢ Premise control: checking whether assumptions underlying a strategy remain valid.
o 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

Table 5.2 Types of Strategic Control

Type of Strategic Control  Purpose

Continuously monitoring the
assumptions and environmental factors which
strategy is based on.

Premise Control Tracking the progress of strategic
plans and programs, and making
adjustments.

Implementation Control A broad, general monitoring of internal

and external everrs to detect unofesen
developments

Special Alert Control Immediate reasssemens of
strategy in sudden
unxexected events

5.2.3 Tools for monitoring and evaluating marketing performance
Strategic control relies on tools that provide feedback and insights:

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

o Benchmarking: comparing performance against industry standards.
e Dashboards: real-time visual displays of marketing metrics.

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

Caption: Box 5.2 Tools for monitoring and evaluating marketing performance

Box 5.2 Tools for Monitoring and Evaluating Marketing Performance

* Balanced Scorecard: A framework to measure performance across
financial, customer, customer, intermal process, and learning &
growth perspectives

* Key Performance Indicators (KPIs): Quantricable
(e.g., conversion rate, ROI, customer lifetime value)
value) to track progress trowads toward objectives

* Benchbawring: Comparing performance metrics and practices against
industry bests y bests or competitors

* Marketing Dashbards:-reisme visual data points for quick insights
decision-making

Pilot questions 5.2
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1. What is the difference between operational control and strategic control?
List the four types of strategic control.
Why is premise control important in marketing management?

Give one example of a tool used for strategic control.

A

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

Figure 5.3 Aligning Resources with Marketing Goals

Financial
Resources

Funding, Budgeting

Human
Resources

Skills, Expert

"—P

.SeStrategic Marketing Plan

¢ Goals & Objectives
¢ Target Markets

Technological
Resources

¢ Marketing Mix (4Ps)

Tools, Platforms

5.3.2 Balancing short-term and long-term priorities

Achieved Marketing
Goals & Objectives
* Increased Market Share

* Enhanced Brand Equity
* Profitability

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

Table 5.3 Short-Term vs. Long-Term
Resource Allocation

Short-Term Longe-Long
Allocation Allocation

* Focus: Immediate Focus: Sustainable

campaigns & tactics growth &
market position

Budget: Project-specific Budget: R&D for new
funds for ads, events products, brand building

Freelamers for content, Core marketing team,
temporary staff training, new hires

Technological Resources: Technological Resources:

* |d-hoc analytics: Ad-hoc CRM systems: CRM systems, Al
analytics, social media platforms, data infrastucture
tools

5.3.3 Case examples of resource allocation supporting strategy
Case studies illustrate how resource allocation supports strategic objectives:

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

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

Box 5.3 Case Examples of Resource
Alloclation Supporting Strategy

 Digital Transformation: Redrecting resources to cloud
infrastricture, hiring specialized human resources (data scientists,
developers), and investing technolgical resources like Al-driven
analytics to improve online customer experien and automate
marketing processes

Market Expansion: Allocating significanl budget for new market
market research and promotianigns, depllyng a dedcated human
human sales marketing team to region, and region, and utilizing
technologial resourcerces for localizized digital advarising and
translation tools

Brand Building: Investing long-term resources in content cretent
creation and public plations, retaling human talent and brane &tand
stratterists, and leveragr soodia technolical platforms and influencers to
enhance brand perception and loyalty

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. Fillin 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

Figure 5.4 Feedback Loops in Resource Allocation
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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

Table 5.4 Examples of Adjusting Strategies
Strategies Based on Performance Outcomes

Performance Strategic Adjustment/Resource
Outcome Reallocation

Realocate budget to content marketing
&EQ; invest in advanced analytics
tools

Low ROI from social media ads
ads

Shift focus to customer retention;
increase resources for CRM and
loyalty programs

High customer
acquisition cost

Increase production capacity (financial,

Successful new product launch o
P resouces); expand distribution channels

Invest in public relations &
influneer marketing; dedicate human
resources to social listening

Decline in brand mentions & sentiment

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

Box 5.4 Sustaning Compettiteniess
Through Adaptive Control

* Continuous Monitoring: Regularly track performance & market change

L2

* Rapid Adjustment: Modify strategies & resource allocation to—ritime.

* Learning & Innovation: Use feedback to drive continuous
improvement.

* Proactive Response: Anticipte threats & opportunities.

* Proactive Resilience: Quickly recover from setbacks.

* Enhanized Resilience

* Optimized Resource Use: Maximize efficiency & ROI.

» Market Agility: Stay ahed & competitors & evolving customer needs.

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. Fillin 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

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

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

e Premise control: Checking whether assumptions underlying a strategy remain valid.
o Implementation control: Monitoring whether strategies are executed as planned.

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

e 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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o Key performance indicators (KPls): Specific metrics used to evaluate marketing
performance.

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

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

e 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)

e . Basicresponse: Alignment ensures that resources directly contribute to
achieving marketing outcomes.

e 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)

o 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 alighment with strategic priorities.
¢ Financial, human, and technological.
o Strategic alignment ensures resources support overall goals.

¢ Example: CRM systems.

R
EEl [ A-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

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

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

Types of marketing resources

o Search string: “open educational resource types of marketing resources table”

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



e Al prompt: “Generate a table listing financial, human, and technological
marketing resources with examples.”

¢ Criteria for effective resource allocation

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

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

o Strategic control systems
e Search string: “open educational resource strategic control marketing diagram”

o Al prompt: “Generate a diagram comparing operational control-and strategic
control in marketing.”

o Types of strategic control

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

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

e Tools for monitoring performance

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

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

o Aligning resources with marketing goals

e | Search string: “open educational resource resource allocation marketing goals
diagram?”

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

e . Short-term vs. long-term allocation

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

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

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

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

o Feedback loops in resource allocation

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

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

o Adjusting strategies based on outcomes

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

e Al prompt: “Generate a table showing examples-of resource reallocation based
on performance outcomes.”

e Adaptive control for competitiveness

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

e Al prompt: “Create a text box summarising how adaptive control sustains
competitiveness in‘'marketing operations.”

-
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