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Teachers! 
Note:  This is How to Best Utilize this Book

These Marketing Books are ready made curricula complete with a comprehension test and a related 
activity. You can elect to use them as self-guided study; share topic readings on the whiteboard, or 
disperse limited pages as it suits your class needs.

There are 6 books in this series. Each one is a stand alone unit. Each book compliments its members. 
Note that each major topic in these books starts on a new page. This format is designed so that you can 
share individual lesson pages or chapters with your class. 

Limited copying for select pages is expected and encouraged. However please do NOT copy off and 
disperse entire book without a multiple group license sold through TpT or PattyAnn.net. Thank you.  

Books in this Series Include:

Marketing Book 1
All About Strategic Marketing

 
Marketing Book 2

Target Your Market

Marketing Book 3
Product Development

Marketing Book 4
Advertising & Promotion

Marketing Book 5
Product Distribution

Marketing Book 6
Product Pricing
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Marketing Book 1
All About Strategic Marketing

Welcome!

Welcome to an overview of strategic marketing. During this course you will 

encounter a look at strategic marketing along with a multiple choice quiz to test your 

comprehension of the material at the end. Take your time to get acquainted with this 

material and you will be the recipient to some incredible learning! Let's get started.
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Course Highlights

This program consists of five main topics and their subtopics. Upon completion you 

will be able to identify the characteristics in each of these main categories and have a 

good working knowledge of what strategic marketing entails. 

A. Strategic Marketing Overview

Product

Distribution

Promotion

Pricing

B. The Marketing Concept

Evolution of the Marketing Concept

Concept Implementation

C. The Marketing Environment

Examination and Response

Competition

Economy

Political Factors

Legal Compliance

Technology

Socio-cultural

D. Marketing Ethics

E. Social Responsibility
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A. Strategic Marketing Overview

When most people think of the realm of marketing, the highly visible aspects of 

advertising and promotion primarily come to mind. Although these areas are very 

significant, in reality they are only one part of the overall mission of the marketing 

process. Marketing relates to several facets that any business bringing a product into the 

market place will encounter. These areas include: product development, pricing, 

distribution, promotion and market planning. The goal of marketing is to develop and 

manage products that meet the needs of the customer whether it will be an individual or 

institution. Meeting the customers’ needs results in facilitating a satisfying relationship 

of exchange between buyer and seller. In other words profits are returned to a company 

in favor of customers’ gaining something of value from the company’s product or 

service. Value is a perception. Even though customer's purchase through their own bias, 

they are the bottom line. 

 Strategic Marketing prescribes a course of action that directly impacts four 

essential elements of the marketing mix. These important items are: products, place 

(which is handled through distribution), pricing, and promotion. Although marketing 

also handles these items as well, strategic marketing differentiates in that it focuses on a 

specific plan of action targeted to meet the needs of a particular customer base. Let’s 

take a look at these four elements separately.
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Product    

A product can be a service, an object, or an idea. A service is the application of 

labor, either by human and/or by mechanical means, to provide some intangible benefit. 

A concrete item that is tangible is an object that can be touched. Objects or material 

items are what we commonly think of when buying something. Ideas are products too. 

They can come in the form of concepts, images, or philosophies. 

Variable decisions are made that are related to creating a specific product. Some 

examples of these decisions are packaging, naming the product, branding, warranties, 

and service repairs.

A product as a service could be an electrician or a tax accountant.

A product as an object can be store merchandise or cars for sale.

A product as an idea are people who offer consulting or teaching.
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B. The Marketing Concept   

Customer satisfaction is the primary goal when formulating the marketing 

concept. A key ingredient in determining customer loyalty is complying with shoppers’ 

wants and needs. Organizations are continually challenged to keep pace with buyers’ 

expectations, and therefore need to constantly adapt and alter their products accordingly.

Having a strong marketing concept in place helps steer a company’s overall activities. In

essence the marketing concept is the management’s vision or philosophy.

The point of having a marketing concept is two-fold. First and foremost there 

must be a viable product for the consumer to purchase. And, simultaneously the 

organization must also be serving it’s own objectives. In order for an organization to 

survive it needs a product that returns a profit.
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Evolution of the Marketing Concept

As the industrial revolution came upon the scene in the latter half of the 

nineteenth century, new technology made production yields expand. Consumer demands

for modern goods were strong in sales and as a result manufacturers delivered numerous

products into the market place. 

From 1920 through early 1950 the business world perceived marketing activities 

as those related to personal selling, distribution and advertising. During this time frame, 

selling was considered the main method to making profits.

In early 1950, however, it became clear to entrepreneurs that finding products 

people actually needed, rather than producing unproven merchandise and then 

convincing people to buy it, was the key to success. The outcome of this discovery was 

relationship marketing, which refers to an ongoing reciprocal exchange between buyer 

and seller.  Today retailers know the long-term value of maintaining their customer base 

by responding and flexing to their demands.
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Economy

Consumerism in large part is driven by the health of the economy. During times of

prosperity, which is classified by low unemployment and high-income levels, retailers 

often expand their product lines. On the flip side, a recession forces organizations into 

cautiously assessing new offerings as consumers turn to frugality. In a depression the 

economy leaves a jobless market, money just for essentials, and business ventures take a

back seat. Yet, every stage has its cycle of recovery where the economy is jump started 

back to life with new prospects that create new jobs.

Income, wealth and credit are all coined as buying power. Income sources can 

come from wages, tips, rents, investments, retirement funds, or social security. 

Disposable income is after tax spending money. Discretionary income is what’s left to 

spend, or save, after one has paid for their basic living expenses. Credit is what allows 

people to spend their future earnings now. And wealth is the accumulation of all 

financial assets. 

People’s willingness to spend is based on their buying power. Closely associated 

is the price of a product, what will be gained from owning this product, and ones own 

financial well-being and outlook.
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D. Marketing Ethics

Respect, caring, fairness and understanding are four fundamental values 

associated with marketing ethics. Investing the time in defining, examining, and 

comprehending morality issues will help one to recognize and resolve conflicts of this 

nature. Ethical behavior is witnessed from several points: society, the company, and 

industry. Controversy can arise when a consumer’s dissatisfaction transpires from 

marketers straying from what is perceived to be the acceptable standard. 

Although the legal system provides procedures to resolve altercations, often the 

boundaries between ethics and the law are not clear-cut. Since organizational employees

are not lawyers, and may not possess ethical training, establishing a code of conduct 

may be the best preventative solution.

Ethics embraces moral philosophies. Research has indicated that organizations do 

change value structures on an as needed basis, yet top management sets the overall tone. 

Marketers or employees who take advantage of policies, who act irresponsibly, and 

receive no reprimand are likely to repeat such acts. When there is no punishment, a 

likely outcome is for others to follow in the footsteps of system abusers. 
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Test Your Comprehension

You have now concluded the learning portion of  Book 1. Before testing your 

comprehension of the subject matter in this lesson you may want to briefly return to the 

objectives to refresh your memory of the highlights of this course. 

Multiple Choice Knowledge Check

1. Which of the following areas comprise the components of marketing?

a)  Pricing and Promotion

b)  Product development

c)  Distribution

d)  Market planning

e)  All of the above

f)  None of the above

2. The primary difference between strategic marketing and marketing is that strategic 

marketing prescribes a set of actions targeted to meet the needs of a particular 

customer base.

a) True

b) False

3. The strategic marketing mix is made up of which of the following essential elements.

a)  Product, Distribution, Promotion, and Strategic Planning

b)  Product, Distribution, Promotion, and Pricing

c)  Promotion, Pricing, and Strategic Planning

d)  None of the above.
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4. The definition of a product is a thing or object, an idea or concept, or a service 

rendered.

a) False

b) True

5. An example of an intangible product for sale would be

a) A garden tractor

b) The neighbor who mows your lawn for a fee

c) A cup of coffee

d) A new computer program

6.   Name considerations that marketers should address during the distribution process:

a) Inventory, Transportation, Product Expiration Dates

b) Inventory, Transportation, Pricing, Storage Costs

c) Inventory, Transportation, Storage Costs

d) Pricing, Storage Costs, Product Expiration Dates

7. Sarah obtained funding from sponsors for an annual walk-a-thon to help raise money 

for the local animal shelter. This is an example of

a) Pricing

b) Distribution

c) Product Awareness

d) Promotion and Sponsorship
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Strategic Marketing Activity

This is a fun easy activity that will occupy your students as they look for the correct 

answers. The packet has numbered matching card pairs.  All you do is just copy, cut the 

cards, and disperse to your students.

Teachers have your students match up their words to definitions, or definitions to words.

Assign each student a word or a definition and have them find the match. You can assign

this activity match in pairs of students, individually, or in groups.

Some ideas for this activity can include:

You may use these cards several ways. You can begin by testing your students 

knowledge and assign each one a card to fill out during the reading, and/or you can 

check their knowledge after the book has been read. Either way this is a simple 

comprehension check for fun! 

Use the cards as a break from a stressful assignment day.

Decide how you will award their effort, such as with points, a grade, or accumulate 

correct answers until the end of the quarter and then decide on what privilege to allow. 

As an quick award give the students a “Ticket 2 Go” pass found at: 
http://www.teacherspayteachers.com/Product/Ticket-2-Go-Generic-Pass-4-All-Occasions-921268 

Teachers you can even time the event for extra excitement.

Enjoy!
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Thank You 4 Previewing

Marketing     Book 1

All About Strategic Marketing

ALL BOOKS IN THIS SERIES INCLUDE:

$AVE ON THE 6 BOOK SET
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