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NOTE!
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Does not Include the Quiz and Activities of the Single Books.
Book Contents 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.

Page 3

M is for Marketing
All Rights Reserved © PattyAnn.net

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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Promotion
One of the primary function of promotion is to educate and increase awareness
towards a product. Raising the public’s conscience towards a particular political or
social movement, and urging people to act on behalf of a cause is another form of
promotion. Maintaining interest in either a cause or product is achieved by trying to
successfully associate the merits of a product with things that make the consumer feel
good. Common promotional mediums might utilize radio, television, newspapers,
magazines, the Internet, truck and bus banners, mailers, and retail displays.
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Marketing Book 2
Target Your Market
Welcome!
Welcome to this comprehensive learning guide. This books covers four very
important aspects of marketing: the concept of a product, the life cycle of a product,
terminology definitions, and the selection of a target market. Each one of these areas is
significant to marketers when considering overall strategies to use in conjunction with
achieving their organization’s goals and objectives. Understanding a product and its
applicability towards a selected target market helps marketing managers to steer the
course of direction for a product’s life cycle for optimum profitability.
During your reading you will encounter individual lessons that will build upon a
larger concept. At the end of this book you will get the chance to test your newly
acquired knowledge by being presented with a multiple-choice quiz. Take your time to
become acquainted with these target-marketing concepts, and enjoy the learning!
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Objectives
The goal for this book is to provide learners with useful and transferable
knowledge as related to the marketing industry. In this particular course four very
specific components are chosen that relate to target marketing:

A. Target Market Product Concepts
B. Life cycles of a Product
C. Defining Market Segmentation
D, The Target Market Selection Process
Target market product concepts will introduce what a product is and how it
applies to two different markets: consumer and organizational. Within these two
categories there are several subcategories that will refine how a product is thought of, or
termed, within a designated marketing sector. After reading this lesson, you will come
away with a new appreciation of all the tangible and intangible definitions for the term
“product.”
The life cycles lesson will focus on the four stages of the product life cycle:
introduction, growth, maturity, and decline. Upon completion of this section you will
recognize the value of these phases as we progress into the decisions that are
encountered on behalf of target market selections.
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It is important to have an understanding of some common terms: market and
market segmentation. Therefore, a short lesson to define terminology and will assure
your comprehension as the reading unfolds.
Five steps are included in the process of selecting a target market. Upon
completion of this section you will understand each of these steps as it relates to
selecting a target market.
Once this learning guide is complete, a quick review of these objectives, again,
will help implant these concepts in your mind.
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A. Target Market Product Concepts
To better understand the relationship between a product and its target market, we
must first define the term product. A product can be either tangible or intangible, and is
something received in an exchange between buyer and seller. Products have qualities
that include functional utility, and/or social and psychological benefits. All products fall
into three categories: a good, a service, or an idea.
A good is a tangible product like a chair, a hammer, or a car. In contrast, a service
is intangible and is the result of applying human or mechanical labor towards other
people or objects. Services can include lawn mowing, dental exams, or child day care.
An idea is a concept, philosophy, or image that provides mental inspiration that aids in a
solution to a problem. An example of applying an idea is when public awareness
campaigns raise people’s consciousness towards a particular cause.
There are two main classifications of products: consumer and organizational.
Consumer products are those items purchased to satisfy a personal or family need, such
as merchandise you would find in any open marketplace. Organizational products are
those items sold within or to companies to meet the goals or business needs of an
organization.
The same item can be classified as both consumer and organizational as a result of
being directed towards a particular target market. For instance, when the general public
purchases computer paper for their home computer the paper would be classified as a
consumer product. If the same computer paper were to be sold to a corporation it would
be classified as an organizational product because of its use in the daily operations of the
firm. To help further your understanding of product concepts, let’s take an in-depth look
at the subcategories within each of these two classifications. First, however, here is a
brief overview of consumer and organizational product types:
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A. Consumer Products
• Convenience
• Shopping
• Specialty
• Unsought
B. Organizational Products
• Raw Materials
• Major Equipment
• Accessory Equipment
• Component Parts
• Process Materials
• Consumable Supplies
• Organizational Services
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Marketing Book 3
Product Development

Welcome!
Welcome to Product Development. This is an important and fundamental aspect
of the marketing mix. To enhance your online learning experience, this booklet includes
a variety of graphics and important information related to developing, branding, and
packaging products. Once the course material has been completed, you will be able to
test your newly acquired knowledge and comprehension by participating in a multiplechoice quiz. There is also an engaging, yet fun, brainstorming activity included. Take
your time and get acquainted with these new concepts. And enjoy the learning!
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Objectives
This guide book is broken into three categories: product development, branding,
and packaging. Upon the completion of this reading you will not only become familiar
with these three important areas of marketing, but you will understand the different
components associated within each of these sections. Let’s take a look at the three lesson
areas and their subtopics:
A. Product Development
Idea Generation
Screening
Concept Testing
Business Analysis
Product Development
Test Marketing
Commercialization
B. Product Branding
What’s in a Brand?
The Value in Branding
Brand Loyalty
Types of Brands
Brand Name Selection
C. Product Packaging
Packaging Considerations
Packaging for Marketing Strategy
Labeling
Criticisms of Packaging
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A. Product Development
Introducing new product lines is often a costly and risky endeavor for
companies. Development time and expenditures to carry a new idea to market are
frequently underestimated. This lack of research is one of the primary factors of
product failure. Other reasons include poor timing in introducing the manufactured
goods and production or technical deficiencies in the design phase. Of the tens of
thousands of innovations introduced each year only a small fraction make it to the
marketplace.
Although product development can imply creating a whole new idea from scratch,
sometimes improvements are made to existing product lines that expand merchandise
offerings. These line extensions and/or modifications substantially preserve a company’s
resources. By re-configuring and managing existing merchandise, organizations save
time and money in new venture start ups plus capitalize on their already known and
proven entities.
A line extension evolves out of a gap or weak link in current product offerings.
These additions are a spin off from an existing item and are usually targeted to fulfill a
specific customer need. The advantage of line extensions is that development costs are
less expensive and the risk is lower because an idea is being expanded upon rather than
built from the ground up.
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Concept Testing
Before a heavy investment is devoted towards a new idea, the concept is presented
to potential buyers to determine its viability. This effort decides practicability and
feasibility on many levels. Concept testing can consist of a product description followed
by a set of questions geared at customer interest. Focus groups are a common method
used to introduce a new product before its availability. Questions used in focus groups
can include: how often would you use this product/service; what price range would
attract you to use the product/service; what improvements would you suggest; what
does/does not attract you to using this product; and so forth. From this information
gathering, organizations can then evaluate and establish further guidelines towards the
progression of the initial concept.
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Criticisms of Packaging
The last several decades have brought huge improvements in package design, but
there are still areas that need improvement. Practical function continues to be a priority
and some products still struggle with how to reconfigure their packages with this in
mind. Flour and sugar are both items that fall into this category. Their paper pouches
tear easily, do not dispense well, and store bulky. Glass bottles are a threat to
environmental safety when not recycled, and aerosol containers present possible health
hazards.
In another related issue, some consumers view certain types of package designs as
being deceptive. Due to strategically placed graphic images, the use of colors, and
package size and shape, products may appear larger than they actually are in reality.
Truly deceptive promotional schemes in package design usually work only once on
unsuspecting consumers.
Criticism aside, by and large America thrives on, and expects, attractively
packaged merchandise containers, which has become a marketing tradition.

End of Book 3
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Marketing Book 4
Advertising & Promotion

Welcome!

This comprehensive outline is comprised of three significant marketing
components: advertising, promotion, and public relations. On a daily basis we are
bombarded with advertising, yet few of us have examined what drives this industry from
behind the scenes. This book will give you the opportunity to look into the world of
public relations, advertising, and promotion, and view all the different aspects related
thereto. This guide features in-depth, informative learning modules. Once the course
material has been completed, you will be able to test your newly acquired knowledge
and understanding of the subject matter by participating in a multiple-choice quiz. An
interactive activity is also included to practice these concepts. Take your time to become
familiar with these new concepts, and enjoy the educational journey!
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Objectives
The goal of this book is to provide you with insight about the advertising field.
The knowledge presented will enable you to identify and know the characteristics
associated with each of these main categories.
A. Promotion is Communication
B. Communication is a Two Way Process
C. Objective of Promotion
Creating Awareness
Stimulate Demand
Encourage Product Trial
Identify Customers
Retain Loyal Customers
Facilitating Reseller Support
Competitive Efforts
Stabilizing Sales
D. The Promotion Mix
Advertising
Personal Selling
Public Relations
Sales Promotion
E. Selecting and Integrating the Promotion Mix
Demographics and Geographic Distribution
Product Pricing and Nature
Product Life Cycle
Costs and Availability
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A. Promotion is Communication
To promote is to endorse, support, encourage, and advocate a cause. Promotion
not only facilitates spreading the word, but its purpose is to influence, or persuade, the
consumer into buying a particular product. This exchange of communication helps link
companies and their products to the consumer by providing information that sways the
audience into accepting a product. Marketing efforts intentionally use both direct and
indirect methods to convince and encourage the public to take action. One technique is
cause-related marketing which can be used to generate goodwill and sponsor special
events that lead to positive media coverage for organizations. Companies that engage in
altruistic types of promotional activities can help elevate their image by gaining, or
maintaining, a positive rapport with special interest groups. As such the comprehensive
role that promotion plays does more than reach out and communicate information: it
molds the public’s perception toward a company and its products.
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B. Communication is a Two Way Process

At the heart of promotion is the foundation of communication. It is important to
understand what happens during the communication process because this is what guides
promotion efforts. Communication is a two-way exchange between sender and receiver.
The information that is transmitted must share a meaning, or common ground, in order
for there to be a connection between the two parties. The originating source of the
message will choose a medium to transport their message out to their audience. This
medium can be television, print, radio, or other advertising modes that transmit by visual
and auditory means. As the information is sent out and received by the audience, there is
a point where the message is interpreted, or in effect decoded, to arrive at a meaning. In
this instance communication has been established.
Marketers realize that the key to establishing communication between their
products and the consumer is to cultivate and sustain a shared and familiar meaning.
Because consumers are individuals with their own unique dialogues, communication is
not received and interpreted exactly in the same way by everybody. Therefore, it is
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Marketing Book 5
Product Distribution

Welcome!

Welcome to Product Distribution. This marketing course covers six very
important aspects of the distribution process: order processing, inventory management,
material handling, warehousing and transportation. Each one of these areas is significant
to marketers when considering overall strategies to use when shipping their
organization’s products into the marketplace because customer satisfaction is the result
of an orderly and efficient distribution system.
During this reading you will encounter individual lessons that will contribute to
all the facets of the distribution process. At the end of this book you will get the chance
to test your newly acquired knowledge by taking a multiple-choice quiz. Plus, there is a
student activity to practice the principles taught in this booklet. Do take your time to
become acquainted with these concepts and enjoy this marketing aspect!
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Objectives
The goal for this book is to provide learners with useful and transferable
knowledge about the marketing industry. In this particular book we have chosen six very
specific components relating to product distribution:
A. Product Distribution Overview
B. Order Processing
C. Inventory Management
D. Materials Handling
E. Warehousing
F. Transportation
These six aspects will provide an overview and an in-depth look at the
fundamental components of product distribution. Once this learning is complete, a quick
review of the objectives within each lesson will help keep these concepts fresh in your
mind.
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The Function of Product Distribution
Product distribution is the physical movement of merchandise from an origination
source to a destination point. From the time merchandise is manufactured to the time it
is sold to the consumer, it is routed through one—if not several—modes of delivery
channels. An analogy for product distribution would be a diagram for a family tree. At
the top is the parent company that manufactures the product. From there, the
merchandise is shipped out to the wholesalers, which in turn distribute to the retailers,
where eventually the product finds its way into the consumer’s hand.
It is imperative to have a well-organized, efficient distribution system so that
companies are able to provide a level of service that satisfies their customers. Although
product distribution refers to the physical dispensing of merchandise, there are many
other and equally important aspects related to supporting the entire distribution
endeavor, which will be covered in the following lessons.
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The Importance of Distribution
The two primary considerations of product distribution are cost reduction and
customer satisfaction. From the manufacturer to the consumer, distribution activities
include order processing, inventory management, materials handling, warehousing, and
transportation. Coordinating and planning an effective distribution system is crucial to
maintaining a firm position in the marketplace and the key to complete customer
satisfaction. Companies that provide products at the right time and place, in the correct
quantity, and with adequate support services, are in a better position to sell more than
their competitors. Consequently, the speed of delivery and service, plus dependability,
results in customer loyalty.
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Meeting Customer Service Standards
The customer is king, and without their business you have none. Customer service
means giving the consumer what they want, and when it comes to product distribution,
patrons expect fair prices, product quality, and dependable deliveries. Issues of concern
that determine whether clients are satisfied with their supplier include physical
proximity to distribution area, product availability, timeliness, and quality of deliverables.
A higher level of customer service can also include emergency shipments, prompt
replacement of defective shipments, sizable inventories, and warranties. Other above
and beyond benefits organization can offer include help with storing customer
inventories or assuming the cost of transportation.
In a competitive market, some companies will guarantee service performance to
win over customers. To be effective, organizations need to examine the services offered
by the competitors in order to justify their own services.
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Marketing Book 6
Product Pricing

Welcome!

Welcome! This book discusses the fundamental core behind marketing: Pricing
Concepts and Pricing Strategies. We will begin with an understanding of the concept of
money and progress into how it influences organizations’ overall missions and drives
their marketing goals. Whether you are interested in learning about pricing concepts and
strategies for marketing, or for consumer purposes, this information will help you
understand some of the rationale behind setting prices on products. Once the course
material has been completed, you will be able to test your newly acquired knowledge by
participating in a multiple-choice quiz. Additionally, students will be engaged in an
activity that will reinforce this concept. Take your time to become familiar with these
new concepts, and enjoy the learning!
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Objectives
The main goal of this program is to provide you with a basic understanding of
pricing concepts and pricing strategies that can be applied towards most any marketing
system. The agenda outlined below includes relevant information that you can take away
and utilize immediately. Upon completion of this program you will not only become
familiar with, but also have a foundation of knowledge about these topics as related to
pricing. The information presented will enable you to identify and know the
characteristics associated with each of these main categories.

A. The Nature of Pricing
B. Price and Non-Price Competition
C. Pricing Objectives
D, Factors Affecting Pricing Decisions
E. Organizational Pricing Methods
F. The Development Stages of Pricing
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A. The Nature of Pricing
Price is the value exchanged for products in a transaction. In order to complete a
sales transaction a value, or price, for a product must be assigned and agreed upon
between both the buyer and seller. Since consumers usually have only so much money
allocated to spend at one time their interest towards the price of a product is related to
their expectations of the merchandise. Essentially, when shopping we tend to ask
ourselves this common question: Is what I am spending for this product worth the value?
The value a person places on an item can vary. Value can be related to the physical
characteristics of the product and can include safety or convenience features. Value can
also be attached to emotional or mental rewards: bargain hunters relish finding a good
deal, while in contrast being able to afford more expensive items may render prestige to
oneself. Value is not esoteric or cryptic in nature; it is concrete in the minds of the buyer
and seller. The essence behind pricing is that there is a product with a price, and a buyer
who will exchange their money for the product if they believe the value is justified.
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What is Money?
Price has a value. Depending on what a person uses in exchange for a product,
price can have different definitions attached to its meaning. One of the oldest originating
forms of exchange is bartering, or the trading of goods and services. The diversity of
money was born out of practices in historic times where commodities were traded for
beads, sea shells, eggs, pigs, silk, rice, liquor, and precious jewels. Therefore, price can
mean something other than exchanging money, which is usually what we think of
nowadays as being dollar bills and coins. So, what are some alternatives to cash?
Checks, electronic funds, credit and debit cards are also considered payment rendered
for products received. Because the nature of money can be so diverse it is difficult to
think of currency in terms of physical form. It might be more prudent to define money
according to its function, which is a unit of measure and a means for exchange of
payment.
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Determining a Final Price

Pricing policies and methods are an aid to setting the final price of a product, but
it is likely that further refinement will be needed to arrive at the initial selling price.
Again, this is where the importance of pricing objectives comes into play to help
marketers narrow down and pinpoint a product’s price. The target market, product
demand, actual costs, and the competition’s prices, cross-referenced with an
organization’s pricing objectives, will result in a final price that meets with success.
Although this systematic approach to pricing is suggested to assign a starting point, in
practice prices are often finalized by trial and error.
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