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[Pemasaran Strategik]

Duration: 2 hours
[Masa: 2 jam]

Please check that this examination paper consists of EIGHTEEN pages of printed
material before you begin the examination.

[Sila pastikan bahawa keftas peperiksaan ini mengandungi LAPAN BELAS muka
surat yang bercetak sebelum anda memulakan pepeiksaanl.

Instructions: Answer ALL questions. You may answer a question either in
Bahasa Malaysia or in English.

[Arahan: Jawab SEMUA soalan. Anda dibenart<an menjawab soalan samada
dalam Bahasa Malaysia atau Bahasa tnggerisl.
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Question l/Soalan I (30 marks/marlenh)

Read and analyze the case (in Appendix A, page 7-18). Answer the following questions:

Baca dan analisa kes (dalam Lampiran A, mulm surat 7-18). Javttab soalan-soalan
berikut:

(Reference/Rujukan: Kerin, Roger A, and Robert A Peterson (2007). Strategic
Marketing Management: Cases and Comments, (71th Ed.), New York: Pearson
Education.)

(a) What is the major problem/issue in the case?

Apakah masalah/isu utama dalam kes tersebut?

13 markslmarkahl

(b) List out three alternatives (3) to solve the above problem/issues.

Senaraikan tiga (3) alternatif untuk menyelesaiknn masalah/isu di atas.

13 markslmarkahl

(c) List out four (4) main criteria to evaluate the proposed alternatives.

Senaraikan empat (4) lviteria utama yang boleh digunakan untuk menilai
alternatif yang dicadanglmn di atas.

l4 markslmarkahl

(d) List out frve (5) advantages and five (5) disadvantages of pursuing one of the

alternatives.

Senaraiknn lima (5) kelebihan dan lima (5) kelemahan dalam melalaanakan salah
satu daripada alternatif di atas.

[ 5 marks/rnarkahl

(e) Draw out the brand positioning map for Scope.

Lukiskan peta peletaknn untuk jenama Scope.

l5 markslmarkah)

(f) Briefly, what must be done by the company to pursue the following strategies for
Scope?

Secara ringkas, apaknh yang mesti dilalatkan oleh syarikat untuk melalesanaksn

s tr ate gi- s tr ate gi b er ilatt untuk Sc op e ?

...3t-
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(i) Market penetration strategies.

Str ate gi penembus an pas ar an.

[ 5 marks/zarkah]

(ii) Marketdevelopmentstrategies.

Strate gi pembangunan pasaran.

l5 markslmarkahl

Question 2 I So al an 2 (7 0 marksl marlrah)

The report on the following pages (page 4-6) shows the performance of an airline
company. Study the reports and answer the following questions:

Laporan dalam muka surat berikut (muka surat 4-6) adalah laporan pencapaian sebuah
syarikat penerbangan. Kaji laporan tersebut dan jawab soalan-soalan berikut:

(a) List down five (5) market indicators that can be used to measure the market
performance of the airline company.

Senaraikan lima (5) petunjuk pqsaran yang boleh digunakan untuk mengukur
p e nc ap ai an p as ar an sy ar i kat p e ne r b an gan t e r s e b ut.

12 markslmarkah)

(b) List out the three (3) major determinants of the profitability of an airline company.

Senaraiknn tiga (3) faHor utama yang menentukan keuntungan sebuah firma
penerbangan.

[ 3 marks/narkah]

(c) Briefly discuss the three (3) major profrtability determinants above.

Bincangkan secaro ringkas tiga (3) penentu utama keuntungan tersebut di atas.

l15 markslmarkahl

(d) Write a brief three-year marketing plan for the airline company.

Secara ringkas, tuliskan satu rancongan pemasoran tiga-tahun untuk syarikat
penerbangan tersebut.

[ 50 mark/markah ]

...41-
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Quarter 6 ASTANA INDUSTRY B /-a *

** INCOME STATEMENT
Gross Revenue (Fare .29)
- Commissions
- Refunds (Reliability: g.
+ Interest Income

Net Revenue
Expenses:
FIight Operations
! ueJ-
Maintenance
Passenger Service
Cabin Service
trflsurance
Promotion c Advertising
Sales Force Cost
Add. Emp Compensation
Quality and Training
Hiring/OJT Cost
Social Performance
Market Research
fnterest Exp(net)
Lease Payment
Administrati-ve Exp
Depreciation
Other Expense

**
327 07 22

258835
925 Z) 245304

n

2166583

6151 44
558'7 28
533644
4 104 95

0
" 94320

6000
108 0 00

0
1 qnn

7 s000
n

310 00
59157

90 4 000
4 000 00

487 50
0

Total Operating Exp 3846338
Operating Profit/Loss

+/- Other Profits/Losses
Carqo Profit/loss less Mkting
Profit Before Tax
Less Income Tax

Net Profit After Tax
Dividends Paid
Profits Retained

'K* BAI,ANCE SHEET **
Cash 7257 531
Short-Term Investment 0
Accounts Receivable 1308289
Total Current Assets 25'15820

Aircraft:
Cost 2500000
- Depreciation 1062500
Net Aircraft 1437500
Facilities-Net 70000
Total Fixeg Assets 1507500

Total Assets 4083320

Accounts Payable 1,L39216
Short'Term loans 1520000

Tota1 Current Liab 2659276

l,ong Term Loans 6026L1
TotaL liabilities 3267887

Common Stock 3200 0 00
Retained Earninqs- 237 8561

Total- Equity 82L433

Total Liab & Equity 4083320

-1.07 97 55
n

0

-107 9755
n

-l_u/v/JJ
0

-10? 9755

** CASH FLOW ANALYSIS **

Beginning Cash
Short Term Investment
608 of Gross Revenue
Accounts Receivable +
-Stock Sofd &Int fncome+
Loan Proceeds +
oth Income & A/c Sale +
Cargo Income less Exp +

Total Cash fnflow

Commissions/Refunds -'l0z of oper Expense
Accounts Payable
Income Tax
TotaL loan Payments
Purchase S-T Invest -
Dividends
Eguipment Purchase

Net Cash
Overdraft Loan
Ending Cash

2247 480
0

1962433
1328980

300 00 0
n
U
n

0

504 139
zbf,uJl--L
r_04 55 93

0
3 6331 I

U
n
n

1267531
0

LZ6 t55L

**oTHER DATA**
Economic Index this Qtr
Total Aircraft/Seats
Tota1 Passengers
Miles Flown per day
Maximum MiLeage/day
Avail Seat Miles
Rev Pass Miles
Pass load Factor
Yield per Rev Pass Mi
Cost per AvaI Seat Mi
Yie1d per Avail Seat Mi
Quality Index ( 0-l-00 )

Total Salespersons
Total Employees
Employee Turnover ( 8.17
Fuel: Spot Pr This Qtr
Fuel:Contract Next Qtr'
Line of Credit
Short Term fnt Rate
Shares Stock Outstnd
Stock Pri-ce: Per Share
Earnings Per Share

103
L1,/262
57856

9'7 40
I9dUU

l_710 4 00 0
t1.852243

0. 693
0.276
0.254
0.191

55
9

306
r) 25

'l no
1n1
J.Vt

581550
r22

30 6517
6.1r

-3.52

**

...51-
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Page 2 Quarter 6 ** CoMPANY INFORMATION ** INDUSTRY B COMPANY 5

*** F],EET STATUS REPORT ***

SERIAL AlC ACCUMULATED BOOK QUARTERIY
NUMBER TYPE COST DEPREC]ATION VAIUE IEASE COST

1 A 700000 273500 426500 0
2 A 800000 334000 46600a 0
3 A 1000000 4 55000 54 5000 0
4A00080000
5c000132000
6c000132000'780'0082000
8 c 0', 0 0 132000
9B00082000
10c000132000
11C000132000

*** MARKET RESEARCH STUDJES ***
Snith Econometrics Business Forecast for next 4 qtrs: 104 99 l-0L 103
Emp. comp Co 1to 8 : 3/3 3/1,3/l 5/3 3/L 0/0 0/0'0/0
Golden & Associates report Avg fndustry Quality & Traj-ning Budget 32859
Fare for Each Co: .51 .51 .51 .51- .49 .29.35 .35
Cabin Service Codes for Co# 1 To 8 3 3 3 3 3 0 0 0
Market Research Study for Daily Seats SoLd is on page 3 under Total Sol-d.
A,verage promotion budget: 5501 Average advertising budget: 6750
Avg Quality Score : '14

Salespersons Co# 1 to I z 20 L3 L2 L 0 9 0 0
Firms in the cargo business: Co # I 2 3

*** NEWS MESSAGES TO YOUR FIRM INCLUDING INCIDENT FEEDBACK ***
Dividend adjusted/cancelled due to profits or negative retained earnings.
Your counter offer has been rejected by the major carrier. They reguire more
control over their dual-designators than you are wil-ling to give.
fn a separate announcement, the major added 6 fl-ights to your regional hub:-(
Employee turned baggage truck over. Damages of $1000 charged to Other Expense.
Are you training employees? Check your training budget.

rr** INDUSTRY NEWS MESSAGES ***
Use Incident G next buarter.
New construction in industrial parks should increase demand in tlpe E mkts.

Stock Prices for Cors L thru 8 :'77.45 90.48 4.87 4.62 110.55 6."71 10.81 10.81_

Total Aircraft/Tota] Seats for Each Co:
4/L84 4/1.68 3/738 3/L34 4/tL3 1_1-/262 3/s7 3/s7

Current Return Return Return Debt to Daily Seat Yieldper Profit
Ratio on Sales on Eqty on Assets Equity Productivty ASM per Seat
.82 -.061 .493 -.01-6 4.228 4.22 .219 2]-48

...61-
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Page 3 Quarter 6 ** DAILY SAIES bv MAF.KET ** Co. # 6

Ma Est. Note: Your firm wiLl be in the left hand co.l-umn with following format:
rk Total- Fl-tsPerDay/SeatsPerDay,/FareSal-e/SeatsSold. Competitors will be
et Seats to the right with Format: Co#/FltsPerDay/SeatsPerDay/FareSa-l-e
# Sold Competitor's sales will not be listed. Sales are rounded.

1 39 3/51/0/39
20
5U
4 41- 2/60/0/41
50
60
7/ o
UU
9o

10 33 3/54/0/33*
11 72 3/90/2/'72*
L2 2 4/3/0/0
l-J U
1t nI9 U

15 44 4/4/1.36/0
16 5'7 4/4/200/0
n 456 1/r/184/2 2/4/768/2* 4/3/1.50/3 5/L/1t3/2
18 19 5/3/s7/0
19 0
20 429 t/L/L84/2 2/4/768/2# s/2/226/2
2L 39 2/38/0/26 5/2/38/0
22 54 3/57/0/38 5/1,/68/2
23 40 2/38/0/27 s/2/38/0
24 652/68/t/46 5/3/s'7/0
25 42 3/s7 /0/42
26 32 3/2/92/0
27 31 '1/3/5't /0
28 32 3/2/92/0
29 429 L/r/L84/2 2/4/768/2# s/2/226/2
30 37 '7 /2/38/0 e/2/38/0
31 s2 1 /3/57 /0 8/3/51 /0
32 40 7 /2/38/0 8/2/38/0
33 5'7 '7/3/57/0 8/3/s7/0
34 37 8/3/s7 /0
3s 32 3/2/92/0
Note: # : first quarter in a new market * = 2nd quarter in a new market
Note: TOTA-L SEATS SOLD cotuqn will have values if $8,000 Mkt Res was purchased,

...7 /-



IA]vrP347EI

Proctet & Gamble, Inc.
Scope

As Gwen Hearst looked attheyeareodreport, she waspleased to see that Scope held
L3Z pcjfc€l4tshare of the Canadias nouthwash marketftrr 1990. $he hed been con-

cecned aboui the irroads that Plax, a prebnrsbing rinse, had made ln the market Since

its i,jntfoductioD io 1988, Plex hed gnircd a 10 perceat shaf,e of the lnoduct c?tegp,fy

and posed a ttifeat to ScoPe. As Braod lulanager, Heafst planned, developed' and

directed the total Earketiry cffort for Scope, Proctet & Garnble's (P&G) bmnd |1r the
mouthwash market. She was responsible fr3'maxlmlzing the martet shafe, volume,

aodprofiubflityof thebrand . ..
Undl the cotrt'of Ptax, brands ln the mouthrmsh mat&et were podtioacd arouad

two major benefrts:fresb brsath aod Hflrng gerus"Plar was posidoued aiound a oeer

beoeft-as a"plaque trghtec'-and ladicadons viere tnat other braods,such as ttster'
inc, were geing to promote tbis besedt ltre cialloge for llearst was'to dcvelop a

strat€gy thet would cilrure the cootinued profitabitity of Scope ln the fice of these

"ompetittve 
thleats. Hcr qpedfic task wes to prqralle a Eadcctisg plaa fof PdcG's

moirrhwash budncss for the 11€5t tbfee years. It web cadf Febfuary 1991, and she

would be ptescntia$ the plao to sienlot managemrot la lffalch.

r COMPAI$TBACKGROTJI\D

Appendix NlampiranA

Based on a phtlosophy of prwldhg products of zupcrior gaUty and velrrc that best

filI the aeeds of coasumers, Plocter & Gaorble ls ose of the most nrccessfirl coilruoer
goods compaaies in the world. The comlrauy oadrets tts bfaf,ds in more thaa

'l40.countries and bad nct eaf,nings of $1'6 billion in 1990'.The aoaaian subddiary
cbntributed $t.4litlion h sales aad $100 millis6l ia nct carniagp h 1990. It was rec'
ognlzed as aleaderlri the Caoadiaopackgedgoods industry, asdits coasumerbraads

led io ruost of the categories in whic! thc compauy competed
Between 1982 and 1990, woftds'ide sales of P&G had tneeased by $8 billioa' and

net eaflrlngs by $1.3 blllion. P&G secuttves attributed the bompacyfs success to a
nadjty of frctors, hchrdif,g the abiltty to dcvclop tnrly lnoOvanve products to Eeet

consufrers' fleeas. frh]Uit 1 .m page 208 contalns the steteneff of pu4rose aad strat'

egi of the Canadiar subsidiarf.
. ' ' PScG Ganada bas five operatiug dtvisions, qgaalz,edfptoduct category. The dvi-
sions, aridsome of the maiorbmnds, are:

. t Palrdproduce,RoyalgHnpers, Luvs, Attcods, Alwz;n

2. . Food and beuaage:Dtmenlifues, Crisco, Prlngles, Suurr Daltght

3. Beauty cate:Head, &shoulders, Paatcoe, Pef,t,Vidal Sassoo& Clea.rasil, Clariotto
'Gover Crid, MaxFactor, oil of Olay, Nonema, Secrct

Iltccascwesgrfirbdryproftrsors GordodE G.McDouguadfry$nBansoooalq, of theVllftid
frr;1f"rUst""itry,e6 ata;is brclassdirsrssioneodls notdcdgocdtoilt$tlenc cfrdh/E oth@cttrc
bt[dliqg of a! a&idstrrttve dtuafroo- Uscd rvtth pcrdssfon"

...81-
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EXEIBIT 1

A Stat€ment of ftrrpose afld Strltegp Procter & Cramble' C'anoadt

ve will provide products ofsupcriot quality afld Yahrc tbat bcst fll th€ needs of cosslrEcfs'

VcwiltachiErc-$at-Prl{Posethroqghaoorganizationandawoddngcovironraentwhich
araactsthe 6scst peoprc, firry dcvclops arld claltcngFsoudndividuel talellfs; cncouraScs ouf

4"" -a spifftcd c.iUz-Uoradoo to drivl thc buslness ahead; aod Eatnahs thc Compan/s his

torrc priaaPks oflntegrity,'aad doing tbc right thing'

vc will buitd a profrBble busiscss in canada ve will appty PslG worldwide lcarnlng aod

lcSOUrCeS to m'u'ititt;,E oru Succcss nte.Wc will conceotrete our rlesoufccs oo the noSt prof'

itablc categortes and on unique, important canedian Ealket opporhmidcs'Ifle will also cos

trtbute.to tbc dcrrclopmcot oiotttA"ai"gpeople and lnnovattvc bustoess tdeas forwoddwidc

comPalrfuSc. '' .

Ve wlll reach our busincss goals and acliere opdmtrn cost €facicodes 6rough co!'d'lulng

innorradoo, stratcgic ptnatnila"athc contiauous pursrdt of crcellcnce tl cr-rythlngwe do'

vcrviltcolrtinuouslrstayahead of conpetitioawhtle aggr€sdvcly d€ftt4tlrg our establishcdprof'

itablc busincsses ogFlnst najor compcdtirc cb+ficogEs deElitc short+ero proft consequcnces'

lftro'gh the nrcccs6rl pursuit of o'r codmitmeot, Xee sttcct our bnands to a(bisee lcadcf-

mp rt* and ptofit posiUoos and that, as a rcsulg orr buslncss; otu pcqilc, orr shareholdcrs'

aoi the comguntdes lnrvbichrse ltve ald wolt' wlllProsPc'

Sowq, Co4laaYrcco'rds

4 Eealtb utt: C,rest' Scope,Vtcks, Pep#Blsmol, Metaoucil

5.Lau.n&yMcleanl'ngfrde,Gheer,Bounce,Bol4Oxydol'Jof'Ctscede'Conret'
Mr. Gleas

Each dMsiou had tts own Brafld lVIaoagement, Sales, Finaoce, Product Derelopmcat

and opcrations lioe rnens.gene[t groups afld was eraluated as a ltfoft ccat€f' TIP- i:

*fff,*1!t each divisioo a nrartC lt n"gp was asslgred to each brand (for ryatnlttre,

Scoje;. Heefst was lo the Health Care diVtsioa aad reported to the Associate Adver'

using i&11ag66 for onl care, who,lu tutn, r€ported to the General l1llanaspr of the divi'

sionleftet cooplett4g her Lusiness degree (B.B.A) at a well+noqm Ootario busincss

schoor ltl 1986, Hea; bad ioined P6G as a Bmnd Asslstaf,t. In 1987 she became the

Assistaot Braod MaoegBf fr; Scolrc, and in 1988 she was Pfomoted to Brand lrfaoagef'

Hearst's rapid advancernent at P8G f€flected the confdqrce'that hcr maaagers hadlro'

herabllities.

r TrrEc,AltAD-IANMO@
UctillgST,oaarrnitbadstbemouthrrashmefketh4dglomldril?leraSFof3pcrceot
;ffi, # 6. prcvio's L2 yats. tt tg97, tre4rericoced t 26 grec*6' tncrease with

the iotroitucdoo of scw flzvots-such as PePpeflniot.'since theu, tbe $owth ratehaa

declined to a lercl of 5 p€lccdt itl 1990 (Frhlblt 2)'

Tbe mouitftwash .rtta was initialty developed by varner'Iambert with ie

oioneer brand Listerine. Positioned as a thcrapetrtic gerelclliag nouthwaslr tbat elim'

ffi U"AEt*an, it dominatea the martret godl the cotry of Scope tu' L967 ' Scope' a

gr€eor slnt-t?sting -t rt*r"n, was positiooed as a $€at'tasting' morth'rrdcshiog

fu'tbat prwnea badfrreath porcction. It was tbe ftst bmtrd rher offcred both

cifecUveprotection agai5st bad dreath and a bettcr uste tbaa other mogthwashes' Its

adv€ftisiog foct$ed, io pr"r, on a Perc€fued weakness of Listef,ine-a lredidne brcath

...9/-
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EXIIIBIT 2

Caaadtaa Mouthwash Market

Toulrctatl sales (millions) f43.1

Total 6.tory-salcs.(miltions) i34.8

Toalndtsales (thousands)a 863

(%cbaoge) 3

1j6 cbange-"brcath o'stf)t 3

Petrctfltiofl CI6f 65

Usage (aumber of times perweek/ 2.O

654.6 i60.2

$43.5 $ds.t

1,088 1,197

26 10

260
70 75

2.2 2.3

i65.4 $68.6

i522 i54.4

1,294 1,358

85
35
73 75

2.4 3.O

"Onc untt or stadsdlzl casc cguats 1O fftcrs or 352 .f,rdd ounces of oouftwa.slt

hxdudcs Plar and othctprebrushlog rinscs.

?crccntagc dhouscholds havlng atleast one baznd ln homc.

*or cach adult houschold mcobcr'

Source C.nmpasY rccotds.

(fgg txamplc, "Scope fghts bad bteath- Doo.'t.let the good tasti fool you?-atd in
.1976, Scope became the markct leader ln Canada

In 1977,V'amcr-teobert launched Listerolct mouthwaslr as e drcct compedtor

to Scope. Ltke Scope,itwas agfeen,mint'EstingBouttrweshandpositlonadas a"gOod

Usting mou$wasn tbat fic&ts bad bneathwithtn ly€fat tt had acbtcved a 12 perccnt

ma*et starc, pfimruity at tUe qpensc of Listerjflc and maller bmnds in ftc' ^dret

In the 1970s, MerrcIl Oow, a large Phasoaceutical frm, larrnched Cepacol" rvhich

was posltloned rrcry close to Listerine. it achieved and held approdnatety 14 percerit

of the market in the earlY 1980s.

Dtrring the 198Os, thc ma;ot conpetitive c.banges tn the caoadlafl nouthwash.

matketwerr:

. Listerine, which had beeu mar{reted primarity on a"bad breath" strategT, begeo

shifting its position aod io lgSStntroduced 1fog clalm rFights plaque and helps

prelventrona-ea gums caused byplaque."In t!'e untrcd states,IJstctine

hined the Amedcan Dental A$sociatioa seal for plaque bnt, asyet'did oot
have t!,e s€alfE e-ariadz-

, Listermint added fluoride dufitrg the earty 1980s and added thc Ganediao

Denal Associirtion sealforprevrendng cavitics tn 1983. More recentty,

Iistermit[ bed downpleyed fluoride and r@ov€C the seal

. In earll f pgZ, navors were lntroduccd by a oumber of brmds lodud|;g Scoper

Ltsterofut, aod vzrlous store bmnds. ttts gr""tty eqtanded the fiadlct in '1987

but did not signjficantly cbange the oartet shales held by tbc naior braods.

. Golgate ftuorlde Rinse was l4uhcb€d in 1988.With the seal ftom thc C^nlfrzun

Dcntat Assodadon for cavidcs, it cleined tr4t "CoISEte's aew fluotidc tiose

fghts cavida:s. An4 it bas a mild uste tbat encoilzges cbildretr b riase longer

and mole often."Colgntc's sbasepeaked at 2 pcrceot and then dcclined' lherc
were tunors tbat Colgate was Plaof,itrg to discotfinue tbe band-

. In lggg, M€ffiell Dorr entered a liceosi4g agre€m€lrtwith stratcgic hands to

market cryacol in e-an^d^.strateSic Bmndq a canadiao 6rm that ma*ets a

variety of ionsrmer hogsehold prodgcts, bad foclsed its ctrofts otr gainlng

gleat€f distfibutior for @acol and promotiag it oa the basis of Pricc'

...10/-


