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54-

57-

58-

59-

- 1) adaption

Marketers attempt to identify the

Wﬂﬂll}r 2) heavily

: n‘.l.hve to integrated marketing communications reflects aIan

marketers to a changing environment.
2) establishment

ising to communicate with their target audiences.

3) immediately

3) advocation

purchase decisions.

1) recent

The interactive

Internet.
1) curiosity

Brand identity

1) executes

The marketing strategies of companies p
------------------ and the poyg

the religious
1) appeal

Many companies are realizing

stakeholders

communication tools.

1) delegates

2) straight

2) dimention

2) discusses

2) effort

It is
welcomed.
1) pursued

Most countries w

1) cons
One way t
specific us
1) associate

C

comipelled

economies.

2) priority

unicate a specific image for a brand is to

pplication.
2) satisfy

the entire spectrum u}
and the image of the brand as well as the comy

0

that is having the great

uing@@gefigion-based marketing are based on
ligion to attract.

)Outlet

3) contributes

3) differentiated

3) differentiation

3) assume

attribute and

3) sal:ent 4) exible >
\ ct un marketing is the

4) e

N\

4) medium

’s awareness, knowledge,

4) qualifies

4) election

4) occupies

4) required

basi®for ma

et u
S 5
LI

icating effectively with consumers and other
the tactical use of the traditional marketing

that th ge carry some benefits with it if it is ever going to be .

encourage innovation and growth but do not want to create

4) turbulence

4) endorse

it with a




- wath customers. The 61) -------——eeeeoc of t—dﬂ?ﬁﬂ 1panies 1
~ and sustaining relationships with their customers. Successful companies
- that creating, communicating, and delivering value to their customers
y Jimportant. Value is the customer's perception of all of benefits of a proc

' L — - against all the costs of acquiring and consuming it. Benc}
functional, experiential and/or psychological. Costs include the g» ha
product or service 64) -----m------—- other factors such as acquiring @d®rm

the product/service, making the purchase, learning 65) --— fitair
product, and disposing of it.
61- 1) role 2) focus 3) matggr &% aspect

62- 1) reinforce 2) elect 4) coordinate
63- 1) weighed 2) which it weighs 4) that weighed
| 64- 1)and as 2) as the rest 3); 4) as also :
65- 1) use it how 2) how using it 4) how to use it g

|| PART C: Reading Comprehensio
| Directions: Read the following passaggs an

onvgoce resellers they can make a profit on a manufacturer's
them to order the merchandise and push it through to their
customers. So nufacturers face resistance from channel members who do
not want to Zakgn af@dditional product line or brand. In these cases, companies may
jonal pull strategy, spending money on advertising and sales
ts directed toward the ultimate consumers. The goal of a pull strategy
denfand among consumers and encourage them to request the product from
Seeing the consumer demand, retailers will order the product
rs, which in turn will request it from the manufacturer. Thus, stimulz
demand at the end-user level pulls the product through the channels of distribution.
Whether to emphasize a push or a pull strategy depends on a number of
including the company's relations with the trade, its promotional budget, and
for the firm's products. Companies that have favorable channel relationshi
prefer to use a push strategy and work closely with channel members t
o stock and promote their products. A firm with lrrmtedpmm ional
-have the funds for advertising and sales promotion that a pull st
it more cost-effective to build distribution ar :
When the demand outlook for

: product and to enc

I

Ty

i o Ly N




68- When the channel members don’t have demand on requestin

69-

70-

available reS8urces. For example, Coca-Cola may spend up to $2 billion to g

#}-t!iﬁ:-.ftmds for advertising

company "
1) removes the resistance by introducing a new brand

2) sells its products directly to the customers
3) switches to a promotional pull strategy

4) increases its promotional budget

The word “them” in paragraph 2----------------,
1) favorable channel relationships :
3) firm’s products

Intermediaries helping a firm make a p

sometimes called ---------=na--
1) wholesalers 2) SIOL](LI‘

PASSAGE 2:

use existing channels, they often redesign the
distribution cha increase efficiency. To gain greater efficiencies in Japan, 7-
s distribution channel.,

s must be taken into consideration when designing a channel of
se factors include the nature of the product, customer needs,

cOSts, communication system, control issues, company goals, and y

mtml uf German dlstnbutmn system The main reason Cﬂca-qua is S end



! 1pt L se special customers ?},_gﬁ

i ability to show good reaction to changes in the ma
1) full of risks 2) a great efficiency |
~ 3) not without costs for companies 4) a way of wasting less of ti
74- To form a channel of distribution, Coca-Cola as an international bus

consider g

1) eight parameters 2) its channel members

3) few factors 4) the quality of its u
75- The word “them” in paragraph 3 refers to 5

1) resources 2) prime locatigns

3) new employees 4) plans @ 'S

PASSAGE 3:

te its resources. Developing
proactive, or willing to take
strategy. Proactive mtematmnal

the world. Man} bUSHItbbL
compete, especially when i

A business also can
environmental X
themselves facin
to conduct b

tive strategic appl oach when it is forced to reaﬁt tB
Magy companies without an international focus ﬁnd.
ve pressure from international companies. They are formé»
int rmlmndlh to nmmtdm market share and custﬂmef&

has replaced the nu,d tﬂr their existing pmducts or other pressures
to move exsstmg pmduct lines into new mtematmnal markets F"

business opportunities.

W _,'__'_"_t is the subject of the passage?
n tmnal marketing strategy




€N there are extra products in a local market, companies -—--e-meeeeeee,
ice a high environmental pressure

2) have to stock them for future use

3) must find new chances in international markets

4) need to be evaluated and controlled

The word “initiate” in paragraph 2 can be substituted by .

1) agree 2) start 3) identify ® 4) fer
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