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QUESTION 1
With the aid of examples define the following terms

a) Marketing (3 marks)
b) Perception (3 marks)
c¢) Latent loyalty (3 marks)
d) Cognitive dissonance (3 marks)
e) Marketing intelligence (3 marks)
) Exclusive distribution (3 marks)
g) Harvest strategy (3 marks)
h) Test marketing (4 marks)

(Total 25 marks)

QUESTION 2
a) Making use of examples briefly outline the BCG Matrix (10 marks)
b) ‘“Undertaking the SWOT analysis is enough to make an organization understand its status
quo’. Discuss this statement in light of Zimbabwean examples (15 marks)
(Total 25 marks)
QUESTION 3
a) Briefly describe the factors worth of consideration when selecting a distribution channel.
(5 marks)
b) Making use of examples, discuss the significance of Michael Porter’s generic strategies.
(20 marks)

(Total 25 marks)

QUESTION 4 =
a) Design five SMART objectives for any marketing organization of your own choice.
(10 marks)
b) Making use of examples outline the elements of the marketing information system.
(15 marks)
(Total 25 marks)
QUESTION 5
a) With the aid of examples-brieﬂy describe market follower strategies. (5 marks)
b) Discuss the applicability of the market leader strategies to any Zimbabwean organization
of your own choice. (20 marks)

{Total 25 marks)
***END OF PAPER***
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