Q 70: Which of the following is paid non-personnel communication by an identified
sponsor?

A. Advertising

B. Publicity

C. Sales promotion

D. Direct marketing

Q 70: Answer: A. Advertising

Explanation:

Advertising is the only option that perfectly fits the definition. It is paid communication,
meaning the sponsor pays for the message to be delivered. It is non-personnel, meaning it is
not a direct interaction with a person. And it is by an identified sponsor, meaning the source of
the message is clearly identified.

o B. Publicity: Publicity is unpaid media coverage, often earned through press releases
or other efforts to generate positive media attention.

e C. Sales promotion: Sales promotion involves short-term incentives to encourage
immediate purchase, such as discounts, coupons, or contests.

e D. Direct marketing: Direct marketing involves communicating directly with
customers without intermediaries, such as through mail, email, or telemarketing. While
it can be paid, it is often personalized and involves a direct relationship with the
customer.

Q 70: General Topic: Integrated Marketing Communications (IMC)

Integrated Marketing Communications (IMC) is the coordination of all marketing
communication tools, avenues, and sources within a company into a seamless program that
maximizes the impact on consumers and end-users at a minimal cost. IMC aims to create a
consistent brand message and experience across all touchpoints.

Slides:

Slide 1: The Importance of IMC

o Consistency: Creates a unified brand message and experience across all touchpoints.

e Synergy: Combines different marketing tools to create a greater impact than they
would have individually.

o Efficiency: Maximizes the return on investment by optimizing marketing spending.

e Customer Focus: Tailors marketing messages and strategies to meet the needs and
preferences of target audiences.

o Competitive Advantage: Helps businesses stand out from competitors by creating a
unique and memorable brand experience.

Slide 2: Key Elements of IMC

o Marketing Objectives: Clearly defined goals and targets for the marketing effort.

o Target Audience: Identifying the specific group of customers to be reached.

e Messaging: Developing compelling and persuasive messages that resonate with the
target audience.

e Channels: Selecting the most effective marketing channels to reach the target audience.

e Budget: Allocating resources to different marketing activities.

o Timeline: Setting a timeframe for campaign execution.



e Tracking and Measurement: Monitoring campaign performance and evaluating
results.
Slide 3: IMC Tools
e Advertising: Paid non-personnel communication by an identified sponsor.
e Public Relations (PR): Building relationships with the media and public to generate
positive publicity.
e Sales Promotion: Short-term incentives to encourage immediate purchase.
e Direct Marketing: Communicating directly with customers without intermediaries.
o Digital Marketing: Conducting marketing activities online, including social media
marketing, search engine optimization, email marketing, and paid advertising.
e Content Marketing: Creating and distributing valuable, relevant, and consistent
content to attract and engage target audiences.
o Event Marketing: Organizing events to promote products, services, or brands.
e Personal Selling: Direct interaction with customers to build relationships and close
sales.
Q 71: IBM offers many hardware and software applications to different segments of the
computer market. This is a good example of:
A. Mass marketing
B. Concentrated marketing
C. Differentiated marketing
D. Undifferentiated marketing
Q 71: Answer: C. Differentiated marketing
Explanation:
IBM's approach is a clear example of differentiated marketing. They offer a variety of products
and services tailored to different segments of the computer market. This means they are not
trying to appeal to everyone with a single product or message, but rather targeting specific
groups with customized offerings.
e A. Mass marketing: Mass marketing involves targeting a broad audience with a single
product or message, assuming everyone has similar needs and wants.
e B. Concentrated marketing: Concentrated marketing focuses on a single, well-
defined market segment with a specialized product or message.
e D. Undifferentiated marketing: Undifferentiated marketing ignores market
segmentation and treats the entire market as a homogeneous group.
Q 71: General Topic: Marketing Segmentation, Targeting, and Positioning
Marketing Segmentation, Targeting, and Positioning (STP) is a strategic framework used to
identify and target specific customer segments with tailored marketing efforts.
Slides:
Slide 1: Segmentation
e Definition: Dividing a broad target market into smaller, more homogeneous groups
based on shared characteristics.
o Benefits: Allows businesses to tailor their marketing efforts to specific customer
segments.
o Types of Segmentation:
e Geographic



o Demographic
e Psychographic
e Behavioral
Slide 2: Targeting
e Definition: Selecting the most attractive and profitable segments to target with
marketing efforts.
o Factors to Consider:
e Segment size and growth potential
o Profitability
o Competition
o Company resources
Slide 3: Positioning
e Definition: Creating a clear and distinct image of a product or service in the minds of
target customers.
o Key Elements:
e Value proposition
o Competitive advantage
Brand personality

o Communication strategy
Q 72: If a customer aged 65 has a negative attitude towards an amusement park
frequented by youngsters, which of the following attitude functions best demonstrates
this?
A. Ego-defensive function
B. Age-defensive function
C. Knowledge function
D. Discrimination function
Q 72: Answer: A. Ego-defensive function
Explanation:
The customer's negative attitude towards the amusement park likely stems from an ego-
defensive function. This function protects the individual's self-esteem by justifying their own
beliefs and actions. The customer might feel that the amusement park is too childish or
inappropriate for their age, thus protecting their sense of self-worth and maturity.

e B. Age-defensive function: This function is not directly relevant to the scenario. It
refers to attitudes that protect one's perception of their age and its implications.

e C. Knowledge function: This function is about attitudes that help us understand and
organize the world around us. While the customer might have knowledge about the
amusement park, it doesn't explain their negative attitude.

e D. Discrimination function: This function is about attitudes that help us make
distinctions between different groups or objects. While the customer might be
discriminating against the amusement park, it's not the primary reason for their negative
attitude.

Q 72: General Topic: Consumer Behavior
Consumer Behavior is the study of how individuals and groups select, purchase, use, and
dispose of goods, services, ideas, or experiences to satisfy their needs and wants. It



encompasses factors influencing consumer decisions, such as psychological, social, cultural,
and situational influences.
Slides:
Slide 1: The Consumer Decision-Making Process
1. Need Recognition: Identifying a need or want that requires satisfaction.
Information Search: Gathering information about potential solutions.
Evaluation of Alternatives: Comparing and evaluating different options.
Purchase Decision: Choosing a specific product or service.
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Post-Purchase Behavior: Evaluating the purchase decision and experiencing
satisfaction or dissatisfaction.
Slide 2: Factors Influencing Consumer Behavior
o Psychological Factors: Motivation, perception, learning, attitudes, personality,
lifestyle.
e Social Factors: Culture, subculture, social class, reference groups, family, opinion
leaders.
e Cultural Factors: Culture, subculture, social class.
o Situational Factors: Physical environment, social surroundings, time pressure,
purchase task, buyer's mood.
Slide 3: Attitudes
e Definition: A learned predisposition to respond in a consistently favorable or
unfavorable way to a given object, person, or situation.
o Components of Attitudes:
e Cognitive (beliefs)
o Affective (feelings)
e Behavioral (intentions)
o Functions of Attitudes:
o Utilitarian
o Ego-defensive
e Value-expressive
o Knowledge
Q 73: The number of levels in a channel cannot be:
A. 1 level (which is the most direct - manufacturer to user)
B. 2 levels (which is the most direct - manufacturer to user)
C. 3 levels (which involves one intermediary)
D. 4 levels (which involves two intermediaries)
Q 73: Answer: B. 2 levels (which is the most direct - manufacturer to user)
Explanation:
A two-level channel is not the most direct channel. The most direct channel is a one-level
channel, where the manufacturer directly sells to the user. A two-level channel involves an
intermediary, such as a retailer, between the manufacturer and the user.
e A.1level: This is the most direct channel, as the manufacturer sells directly to the user.
e C. 3 levels: This involves one intermediary, such as a wholesaler, between the
manufacturer and the retailer.



e D. 4 levels: This involves two intermediaries, such as a wholesaler and a retailer,
between the manufacturer and the user.
Q 73: General Topic: Distribution Channels
Distribution channels are the pathways through which products and services flow from
producers to consumers. They involve a series of intermediaries that facilitate the movement
of goods and services.
Slides:
Slide 1: Types of Distribution Channels
e Direct Channel: The manufacturer sells directly to the consumer.
o Indirect Channel: Involves one or more intermediaries, such as wholesalers, retailers,
or distributors.
e Hybrid Channel: Combines direct and indirect channels to reach different customer
segments.
Slide 2: Channel Levels
e Zero Level: Direct channel (manufacturer to consumer).
e One Level: One intermediary (manufacturer to retailer to consumer).
e Two Levels: Two intermediaries (manufacturer to wholesaler to retailer to consumer).
e Three Levels: Three intermediaries (manufacturer to distributor to wholesaler to
retailer to consumer).
Slide 3: Channel Selection Factors
o Target Market: Understanding the needs and preferences of target customers.
e Product Characteristics: Considering the nature of the product and its distribution
requirements.
o Competitive Landscape: Analyzing the distribution strategies of competitors.
o Company Resources: Evaluating the company's financial, logistical, and managerial

capabilities.
e Cost and Efficiency: Balancing the cost of distribution with the efficiency of the
channel.
Q 74: According to the value perspective of a brand, value refers to the

psychological aspect of the customer, what they want to reveal to others through a brand.
A. Expressive
B. Behavioural
C. Central
D. Functional
Q 74: Answer: A. Expressive
Explanation:
Expressive value refers to the psychological aspect of a brand, reflecting what the customer
wants to express or communicate to others by using that brand. It's about how the brand aligns
with the customer's self-image and social identity.
e B. Behavioral: Behavioral value focuses on the functional benefits and practical
aspects of a brand, such as its ease of use or reliability.
e C. Central: Central value is a broader concept that encompasses all the different types
of value a brand offers, including functional, expressive, and social values.



e D. Functional: Functional value refers to the tangible benefits and practical uses of a
brand, such as its performance or durability.
Q 74: General Topic: Brand Value
Brand value is the perception of a brand in the minds of customers, which influences their
purchasing decisions and loyalty. It encompasses various dimensions, including functional,
expressive, and social values.
Slides:
Slide 1: Types of Brand Value
e Functional Value: Tangible benefits and practical uses of a brand.
o [Expressive Value: Psychological aspects of a brand, reflecting what the customer
wants to express or communicate to others.
e Social Value: Social benefits and connections associated with a brand.
Slide 2: Building Brand Value
e Product Quality: Delivering high-quality products and services that meet customer
expectations.
e Brand Consistency: Maintaining a consistent brand message and experience across all
touchpoints.
e Customer Service: Providing excellent customer service to build positive
relationships.
e Marketing Communication: Using effective marketing communication strategies to
build brand awareness and create positive associations.
e Brand Experience: Creating memorable and engaging brand experiences for
customers.
Slide 3: Measuring Brand Value
e Brand Equity: The financial value of a brand, based on its intangible assets, such as
brand awareness, loyalty, and reputation.
o Customer Satisfaction: Measuring customer satisfaction with products, services, and
brand experiences.
o Brand Loyalty: Tracking customer repeat purchases and brand advocacy.
e Brand Awareness: Assessing the level of brand recognition and familiarity among
target audiences.
Q 75: of transportation is the time required to complete a specific movement.
A. Speed
B. Consistency
C. Collaboration
D. Cost
Q 75: Answer: A. Speed
Explanation:
Speed, in the context of transportation, refers to the time it takes to move goods or people from
one location to another. It's a crucial factor in logistics and supply chain management, as it
directly impacts delivery times and overall efficiency.
o B. Consistency: Consistency refers to the reliability and predictability of transportation
services, ensuring that deliveries are made on time and according to schedule.



e C. Collaboration: Collaboration involves working together with different
transportation providers and stakeholders to optimize logistics operations.
e D. Cost: Cost refers to the financial expenses associated with transportation, including
fuel, labor, and infrastructure.
Q 75: General Topic: Logistics Management
Logistics management is the process of planning, implementing, and controlling the efficient,
effective flow and storage of goods, services, and related information from point of origin to
point of consumption to meet customer requirements. It encompasses various aspects,
including transportation, warehousing, inventory management, and order fulfillment.
Slides:
Slide 1: Key Elements of Logistics Management
e Transportation: Moving goods and services from one location to another.
o Warehousing: Storing goods and materials to ensure availability and timely delivery.
e Inventory Management: Controlling the flow of goods and materials to optimize
inventory levels.
e Order Fulfillment: Processing and delivering customer orders efficiently and
accurately.
e Supply Chain Management: Coordinating and managing the flow of goods and
services across the entire supply chain.
Slide 2: Transportation Modes
e Road: Trucks and vans.
e Rail: Trains and freight cars.
e Air: Airplanes and cargo planes.
e Water: Ships and barges.
o Pipeline: Pipelines for transporting oil, gas, and other fluids.
Slide 3: Transportation Considerations
e Speed: The time required to complete a specific movement.
e Cost: The financial expenses associated with transportation.
o Reliability: The consistency and predictability of transportation services.
e Capacity: The volume of goods or people that can be transported.
o Accessibility: The availability of transportation infrastructure and services.
Q 76: Which of the following business product lines are different options of accessories
and options to complement the catalog product offered?
A. Custom-designed products
B. Proprietary and catalog products
C. Custom-built products
D. Industrial services
Q 76: Answer: B. Proprietary and catalog products
Explanation:
Proprietary and catalog products are the most likely to offer accessories and options to
complement the main catalog products. These are standardized products offered by the
company, and they often come with a range of accessories or optional features to enhance their
functionality or customize them to specific customer needs.



A. Custom-designed products: Custom-designed products are unique and tailored to
individual customer specifications, making it less likely for them to have standardized
accessories or options.

C. Custom-built products: Custom-built products are also tailored to specific
customer requirements, and their accessories or options might be unique to each build.
D. Industrial services: Industrial services are typically not associated with product
lines and accessories, but rather with specialized services or support for industrial
equipment or processes.

Q 76: General Topic: Product Line Management

Product line management involves planning, developing, and managing a group of related
products that share a common target market, distribution channels, or marketing strategy. It
focuses on optimizing the product mix to maximize profitability and customer satisfaction.

Slides:

Slide 1: Product Line Strategies

Product Line Extension: Adding new products to an existing product line to expand
market reach or cater to new customer segments.

Product Line Pruning: Eliminating products from a product line that are
underperforming or no longer meet market needs.

Product Line Modernization: Updating existing products to improve features,
performance, or aesthetics.

Product Line Repositioning: Changing the target market or positioning of a product
line to appeal to new customers.

Slide 2: Product Line Considerations

Target Market: Understanding the needs and preferences of target customers.
Product Characteristics: Analyzing the features, benefits, and performance of
products within the line.

Competition: Monitoring competitors' product offerings and strategies.

Cost and Profitability: Balancing production costs, pricing, and profit margins.
Product Life Cycle: Managing the stages of product development, growth, maturity,
and decline.

Slide 3: Product Line Management Tools

Q 77:

Product Line Analysis: Evaluating the performance of individual products within the
line.

Product Line Planning: Developing strategies for managing the product line over
time.

Product Line Budgeting: Allocating resources to support product line development
and marketing.

Product Line Reporting: Tracking product line performance and providing insights
for decision-making.

Which of the following is NOT a necessary reason driving firms to go for

international marketing?
A. Trade restrictions
B. Market diversification



C. Inflation and price moderation

D. Growth of overseas markets

Q 77: Answer: C. Inflation and price moderation

Explanation:

While inflation and price moderation can be factors in business decisions, they are not primary
drivers for international marketing. International marketing is driven by the desire to expand
into new markets, diversify risk, and achieve growth beyond domestic boundaries.

e A. Trade restrictions: Trade restrictions can create challenges for international
marketing, but they also can be a reason to pursue it. Firms may seek to overcome trade
barriers by establishing operations or partnerships in foreign markets.

o B. Market diversification: Diversifying into new markets reduces dependence on a
single market and mitigates risks associated with economic fluctuations or political
instability.

e D. Growth of overseas markets: Expanding into growing overseas markets offers
significant opportunities for increased sales, revenue, and market share.

Q 77: General Topic: International Marketing

International marketing involves adapting marketing strategies and activities to target
customers in different countries and regions. It requires understanding cultural nuances, legal
frameworks, and economic conditions in foreign markets.

Slides:

Slide 1: Reasons for International Marketing

e Market Growth: Expanding into new markets to achieve growth beyond domestic
boundaries.

e Market Diversification: Reducing dependence on a single market and mitigating
risks.

o Competitive Advantage: Gaining a competitive edge by accessing new resources,
technologies, or talent.

e Cost Reduction: Lowering production costs or accessing cheaper labor and materials.

e Access to New Technologies: Acquiring access to new technologies or innovations.

Slide 2: Challenges of International Marketing

o Cultural Differences: Understanding and adapting to different cultural norms, values,
and preferences.

e Legal and Regulatory Frameworks: Navigating complex legal and regulatory
environments in foreign markets.

e Economic and Political Instability: Managing risks associated with economic
downturns or political unrest.

o Language Barriers: Overcoming language differences to effectively communicate
with customers.

o Distribution and Logistics: Establishing efficient distribution channels and logistics
networks in foreign markets.

Slide 3: International Marketing Strategies

o Standardization: Using a consistent marketing strategy across all markets.

e Adaptation: Tailoring marketing strategies to specific market conditions and
preferences.



e Glocalization: Combining standardization and adaptation to create a global marketing
strategy with local variations.
o Joint Ventures: Partnering with local businesses to gain access to markets and
resources.
e Foreign Direct Investment: Establishing operations or subsidiaries in foreign markets.
Q 78: Which of the following refers to the act of designing the company's offerings and
image so that they may occupy a meaningful and competitive place in the target
customer's minds?
A. Branding
B. Positioning
C. Segmentation
D. Differentiation
Q 78: Answer: B. Positioning
Explanation:
Positioning is the process of creating a clear and distinct image of a product or service in the
minds of target customers. It involves defining the value proposition, highlighting key benefits,
and differentiating the offering from competitors.
e A. Branding: Branding is a broader concept that encompasses the creation and
management of a brand identity, including its name, logo, and messaging.
o C. Segmentation: Segmentation is the process of dividing a broad target market into
smaller, more homogeneous groups based on shared characteristics.
o D. Differentiation: Differentiation is the process of creating a unique value proposition
that sets a product or service apart from competitors.
Q 78: General Topic: Marketing Segmentation, Targeting, and Positioning (STP)
STP is a strategic framework used to identify and target specific customer segments with
tailored marketing efforts.
Slides:
Slide 1: Segmentation
e Definition: Dividing a broad target market into smaller, more homogeneous groups
based on shared characteristics.
o Benefits: Allows businesses to tailor their marketing efforts to specific customer
segments.
o Types of Segmentation:
e Geographic
e Demographic
e Psychographic
e Behavioral
Slide 2: Targeting
o Definition: Selecting the most attractive and profitable segments to target with
marketing efforts.
o Factors to Consider:
e Segment size and growth potential
o Profitability
e Competition



e Company resources
Slide 3: Positioning

o Definition: Creating a clear and distinct image of a product or service in the minds of
target customers.

¢ Key Elements:

e Value proposition

o Competitive advantage

e Brand personality

e Communication strategy
Q 79: Which of the following types of promotional mix is an interactive process where
responses from buyers are recorded in a database for building profiles of potential
customers and providing marketing information for more efficient targeting?
A. Direct marketing
B. Advertising
C. Sales promotion
D. Public relations
Q 79: Answer: A. Direct marketing
Explanation:
Direct marketing is the most interactive element of the promotional mix, as it involves direct
communication with customers and collecting data on their responses. This data can be used to
build customer profiles and refine targeting strategies.

e B. Advertising: Advertising is a one-way communication channel where the message
is broadcast to a broad audience without direct interaction.

e C. Sales promotion: Sales promotion involves short-term incentives to encourage
immediate purchase, such as discounts or contests, and doesn't typically involve
collecting detailed customer data.

e D. Public relations: Public relations focuses on building relationships with the media
and public to generate positive publicity, and it doesn't typically involve direct
interaction with customers or data collection.

Q 79: General Topic: Integrated Marketing Communications (IMC)

IMC is the coordination of all marketing communication tools, avenues, and sources within a
company into a seamless program that maximizes the impact on consumers and end-users at a
minimal cost. IMC aims to create a consistent brand message and experience across all
touchpoints.

Slides:

Slide 1: The Importance of IMC

o Consistency: Creates a unified brand message and experience across all touchpoints.

e Synergy: Combines different marketing tools to create a greater impact than they
would have individually.

o Efficiency: Maximizes the return on investment by optimizing marketing spending.

e Customer Focus: Tailors marketing messages and strategies to meet the needs and
preferences of target audiences.

o Competitive Advantage: Helps businesses stand out from the competition and build
stronger customer relationships.



Slide 2: Elements of the Promotional Mix

e Advertising: Paid, non-personal communication through various media channels.

o Public Relations: Building relationships with the media and public to generate positive
publicity.

e Sales Promotion: Short-term incentives to encourage immediate purchase.

e Direct Marketing: Direct communication with customers through various channels,
such as mail, email, or telemarketing.

o Personal Selling: Direct interaction with customers to persuade them to buy products
Or services.

o Digital Marketing: Using online channels to reach and engage with customers, such
as social media, search engine optimization, and content marketing.

Slide 3: Developing an IMC Strategy

o Identify Target Audience: Define the specific groups of customers you want to reach.

e Set Marketing Objectives: Establish clear goals for your marketing efforts.

e Develop a Consistent Brand Message: Create a unified message that resonates with
your target audience.

e Select the Right Communication Channels: Choose the most effective channels to
reach your target audience.

e Measure Results: Track the effectiveness of your IMC efforts and make adjustments
as needed.

Q 80: Consumers feel shy to make the same purchase in some public sense. Marketers
facilitate their purchase information to be private or confidential. Which of the following
characteristics best explains consumer motivation in this practice?

A. Consumers have a thirst for variety.

B. Consumers have hidden motives.

C. Consumers desire order in the world.

D. Consumers' motivations are valence.

Q 80: Answer: B. Consumers have hidden motives.

Explanation:

The scenario describes a situation where consumers are motivated by a desire for privacy and
discretion in their purchasing decisions. This suggests a hidden motive, as consumers may not
openly express their desire to avoid social judgment or embarrassment related to their
purchases.

e A. Consumers have a thirst for variety: This characteristic relates to a desire for new
experiences and products, not necessarily a concern for privacy.

e C. Consumers desire order in the world: This characteristic relates to a preference
for structure and predictability, not directly related to the scenario.

e D. Consumers' motivations are valence: Valence refers to the positive or negative
nature of a motivation. While privacy can be a positive motivation, it doesn't
specifically explain the consumer's desire for confidentiality in this context.

Q 80: General Topic: Consumer Behavior
Consumer behavior explores the processes involved when individuals or groups select,
purchase, use, or dispose of products, services, ideas, or experiences to satisfy needs and



desires. It encompasses a wide range of factors influencing consumer decisions, including
personal, social, cultural, and psychological influences.

Slides:

Slide 1: Motivations and Needs

o Motivations: Internal states that drive consumers to satisfy needs and wants.

o Needs: States of felt deprivation, such as physiological needs (food, water, shelter),
safety needs (security, protection), social needs (belonging, love), esteem needs (self-
esteem, recognition), and self-actualization needs (personal growth, fulfillment).

e Wants: Specific desires that are shaped by culture and personality.

o Hidden Motives: Underlying reasons for consumer behavior that may not be explicitly
stated or consciously recognized.

Slide 2: Social and Cultural Influences

e Social Factors: Groups, family, social roles, and status that influence consumer
behavior.

e Cultural Factors: Culture, subculture, and social class that shape consumer values,
beliefs, and behaviors.

e Reference Groups: Groups that consumers identify with and whose opinions they
value.

e Opinion Leaders: Individuals who have significant influence on the opinions and
behaviors of others.

Slide 3: Psychological Influences

e Perception: The process by which consumers select, organize, and interpret
information.

e Learning: Changes in consumer behavior based on experience.

o Attitude: A learned predisposition to respond to an object or idea in a consistently
favorable or unfavorable way.

e Personality: The unique psychological characteristics that influence consumer
behavior.

o Lifestyle: A person's pattern of living as expressed in their activities, interests, and
opinions.

Q 81: Which of the following cannot be an instance for a diversification strategy?

A. A furniture company enters into the real estate business.

B. A painting factory acquires a hospital.

C. A bakery starts a pastry business.

D. A food processing company enters into computer maintenance business.

Q 81: Answer: B. A painting factory acquires a hospital.

Explanation:

Diversification strategy involves expanding into new product markets or industries that are
unrelated to the company's existing core business. While options A, C, and D represent
diversification, option B is a clear mismatch. A painting factory and a hospital operate in
completely different industries with no logical connection or synergy.

e A. A furniture company enters into the real estate business: This represents
diversification as the furniture company expands into a new industry (real estate) that
is unrelated to its core business.



e C. A bakery starts a pastry business: This represents diversification as the bakery
expands into a new product line (pastry) within the same general industry (food).

e D. A food processing company enters into computer maintenance business: This
represents diversification as the food processing company expands into a completely
different industry (technology) that is unrelated to its core business.

Q 81: General Topic: Strategic Marketing

Strategic marketing involves developing a long-term plan for achieving marketing objectives.
It considers the company's overall business strategy, competitive environment, target market,
and marketing mix (product, price, place, promotion).

Slides:

Slide 1: Diversification Strategy

o Definition: A growth strategy that involves expanding into new product markets or
industries that are unrelated to the company's existing core business.

o Types of Diversification:

e Concentric Diversification: Expanding into new product markets that are
related to the company's existing products or technologies.

o Horizontal Diversification: Expanding into new product markets that are
unrelated to the company's existing products or technologies.

o Conglomerate Diversification: Expanding into completely different industries
that have no relation to the company's existing products or technologies.

o Benefits of Diversification:

¢ Reduced Risk: Spreading investments across multiple industries can reduce the
impact of economic downturns or changes in consumer preferences.
e Growth Opportunities: Expanding into new markets can create new revenue
streams and drive growth.
o Competitive Advantage: Diversification can help companies gain a
competitive advantage by offering a wider range of products or services.
Slide 2: Evaluating Diversification Opportunities

o Market Attractiveness: Assessing the size, growth potential, and profitability of the
new market.

e Company Resources and Capabilities: Evaluating the company's resources and
capabilities to compete in the new market.

o Competitive Advantage: Determining whether the company can achieve a sustainable
competitive advantage in the new market.

o Financial Resources: Assessing the financial resources required to enter the new
market.

Slide 3: Implementation of Diversification Strategy

e Acquisition: Acquiring existing companies in the new market.

o Internal Development: Developing new products or services internally.

o Joint Ventures: Partnering with other companies to enter the new market.

o Strategic Alliances: Collaborating with other companies to share resources and
expertise.

Q 82: Ildentify the wrong statement regarding the characteristics of strategic
management.



A. It is proactive.

B. It is long-term oriented.

C. Itis external market-oriented.

D. It assumes the future as a duplication.

Q 82: Answer: D. It assumes the future as a duplication.

Explanation:

Strategic management is a dynamic process that involves adapting to changing circumstances
and anticipating future trends. It does not assume the future will be a mere repetition of the
past.

e A. It is proactive: Strategic management involves anticipating changes and taking
action to shape the future, rather than reacting to events.

o B. It is long-term oriented: Strategic management focuses on achieving long-term
goals and objectives, considering the company's future direction and sustainability.

e C. It is external market-oriented: Strategic management recognizes the importance
of understanding the external environment, including competitors, customers, and
market trends.

Q 82: General Topic: Strategic Management

Strategic management is a process that involves setting organizational goals, analyzing the
competitive environment, formulating strategies, implementing those strategies, and evaluating
their effectiveness. It is a continuous process that requires ongoing monitoring and adaptation.
Slides:

Slide 1: Key Elements of Strategic Management

e Vision and Mission: Defining the company's long-term goals and purpose.

o Environmental Analysis: Assessing the external and internal environments, including
competitors, customers, market trends, and company resources.

o Strategy Formulation: Developing a plan to achieve the company's goals, considering
competitive advantages, market opportunities, and resource allocation.

o Strategy Implementation: Putting the plan into action, including organizational
structure, leadership, and resource allocation.

e Strategy Evaluation: Monitoring the effectiveness of the strategies and making
adjustments as needed.

Slide 2: Levels of Strategy

o Corporate Strategy: Defining the overall direction of the company, including its
business portfolio, growth strategies, and resource allocation.

o Business Strategy: Developing competitive advantages and positioning the company
within a specific industry or market.

o Functional Strategy: Developing strategies for specific functional areas, such as
marketing, finance, operations, and human resources.

Slide 3: Benefits of Strategic Management

o Improved Performance: Strategic management helps companies to improve their
performance by aligning resources and efforts towards achieving common goals.

o Enhanced Competitiveness: Strategic management helps companies to develop
competitive advantages and respond effectively to market challenges.



Increased Innovation: Strategic management encourages innovation and creativity by
focusing on long-term goals and opportunities.

Enhanced Communication: Strategic management promotes clear communication
and understanding of the company's goals and direction.



