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Answer all 3 (three) questions. All questions carry equal marks. Marks of each question and corresponding
€O and PO are writen in the right margin with brackets

1. a) Define Holistic Marketing concept and describe its pillars. Identify the value (con
propositions, core needs, five types of specific needs, and market definition of Apple I- Ll
phone 14 or Samsung Ultra S-23 (only one product).

b) Identify the types of demand and describe demend management strategies for each of 13 (€O
the following products: ®on
g v. Footbal Jersey
vi. Mango from Rajshahi
vil. Dental work
iv. Hyper loop viii, New irrigation technology

2. a) Think about a particular group company of your choice (e.g.. Megna Group or BRAC 11 (€O
or any other that you prefer). Identify different SBUs of that company and describe how L
you can allocate resources among those SBUs using GE/McKinsey Matrix.

b) Whatis the core competency of Walton? Discuss the current trends inthe demographic, 14 (€02
economic, technological. and cultural environment of Bangladesh of which marketers
need to be aware of and provide examples of company’s responses 10 these trends.

3 Read the following case on Samsung and answer the relevant questions attached: 25 <o
Samsung

Korean consumer clectronics giant Samsung has made a remarkable transformation
since its founding in 1938. Originally created as an exporter of dried Korean fish.
vegetables, and fruit. the company evolved into a provider of value-priced commodity
products during the 1970s and 1980s that original equipment manufacturers (OEMSs)
sold under their own brands. When Samsung’s founder passed away in 1987, his son
Kun-Hee Lee succeeded him and restructured the company with the goal of becoming
one of the world's top electronic companies.

Samsung initially focused on volume and market domination rather than profitability.
During the Asian financial crisis of the late 1990s, other Korean chacbols or
conglomerates collapsed beneath a mountain of debt, but Samsung took a different
approach. The company cut costs and refocused its vision on product quality, complete
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y-chip business, which established an itthe largest
chip maker in the world.

Samsung continued to pour money into R&D during the 20005, budgeting $40 billion
for 2005-2010 alone. The company made innovation onc of ity highest priorities and

Today, Samsung is a global marketer of premium- priced, Samsung-branded consumer
electronics such as smart phones, flat-screen TVs, digital cameras, batteries, digital
appliances, and semiconductors. The company's high-end smart phones and cell phones.
are now s growth engines, leading t0  seady stream of innovations including th first
cell phone with an MP3 player,the first Blu-ay disc player, and the first Smastwaich.

Samsung's success has been driven not only by successful product innovation, but also
by aggressive brand building. The company has spent billions of dollars in marketing
over the past decade, inclt Iy 1998 and

elobal ad campaigns themed “Imagine,”“Quietly Brillant,” and “Ven Are o il
of which included brand messages such as “technology,” “design.” and “human
sensation.” In 2005, Samsung surpassed Sony in the Interbrand ranking for the fire
time, and it continues to outperform Sony today.

Samsung faces compeitors in several diferent industrics, including Google and Apple.
However, the company is unique because, unlike rival fims, it has becore o global
leader in making both the components for elctronics products and the actual deviecs
sold o consumers It controlsvirtually everything inthe smart phone supply chain, from,
the chips to the screen, while Apple has to ousource these products, As 5 result,
Samsung can keep costs low, create many products for many needs, make design
changes quickly. and ntroduce new products at an unusually fast pace, The company
recently passed Apple as the number-one player in smart phones,

With record sales of $327 billion in 2013 and more than 275,000 employees worldwide,

‘Samsung continues to work toward its goal of earming $400 billon i revenue by the
year 2025,
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Requirements:
i

What are some of Samsung’s greatest competitive strengths? What
buying factors are most likely to influence consumers to purchase
different electronic products from Samsung?

Apple, as the market challenger, wants to increase its market share
by beating Samsung. What strategies do you think Apple should take
and how should it implement them?

1If Samsung wants to maintain its market leader position for the next
20 years, what should they do and how should they do it?
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