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PART A: Vocabulary' o - o
_f;Dxrecuons Choose the word or phrase (1), (2), (3)’ s (4) that :

; oppertunmes and methods for contaeting
information. ' : :

1) conduet
’Promotlon has. been deﬁned as th

f_channels of 1nf0rmat10n and pers , :

- 1) distribution  2) coordinz Lo Competltlon = 4) Identlflcanon

-DOHOTS generally do_not péeeive, an aterml benefits for thelr contrlbutl(ms,

~ donate in exchange fgF 4§ ycial and psychological satisfactions, o
1 ‘ p 2 3) expenentlal 4y 1ntan,c,1ble

‘ ,._One aspect of the m_» r alysis i : '_ _;,-__ the strengths and weak

,'ﬁrm or brand from an imag@perspective. ; «

;1) feas1b1e T Dywable o Byastute 4)distinct




I¢ n—personal comm g 1)
or aldea uot d1rectly pald for or 'u under 1dent1f1e“

products and serv1ces (61) ------
mmumcauon to a mass aud1

?) S1m1larly T "‘,_‘74) Snmlar
3) appezases A; ; 4 provides
* 3) which using 4) that used

LBy estimation 4) resistance e

S Bamogante 4):differfent'

the" llomng three passages and answer the rquestmns by choosmg the best
'or 4). Then mark the correct choxce on your ansyer sheet. - = ,

»_alketers become more sophistlcated and develop a bette1 understandmg of IMC
they are recogmzmU that it involves more than just. coordmatmg the various elements_.’ '
wof their marketing and communications  programs into ‘a "one look, one voice"

: -approach As IMC evolves, it is being recogmzed as a business process - that helps :

- companies identify the most appropriate : and effective: methods for communicating and - .

buﬂdmo - rexatlonslnps with customers: and othe1 ‘stakeholders. Don Schultz of
 Northwestern University has. developed what many thmk is a more appropmate

 definition of IMC, as follows: + e » s o
. Integrated marketmcy commumcatlon isa strateglc busmess process used to plan .
. develop, ‘execute - and - evaluate ; comdmated measurable persuaswe “brand
- communications. proorams over time with consumers, ‘customers, prospects,

et employees associates and other targeted relevant external and internal audiences. The -

& goal is to generate both short telm fman01al tetums and builcl long term bland and
‘ shareholde1 value . : :
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» There are several 1mp0rtant aspects of this def1mt10n ot IMC Flrst 1t ViEWs IMC as i
an ongoing strategic business process rather t‘”lan just tactlcal mteoratmn of various e
communication activities. It also recognizes that there are a number of relevant -
e audiences that are an 1mportant part of the ‘process. Externaﬂy these include custo .
L prospects, Supphers vestors, mterest szroups and the general pubhc It also views, .
~ internal audiences such as employees as an important part of the IMC process
7 alsomoteés. that: thls definition reflects the increasing emphasis that is being
L the demand for acceuntabﬂlty and measurement of the outcomes f
R commumcamon pr ograms as well as marketmg m general i

5 66- ' The best title for thls passage is -
<01y Don Schultz, the Creator of IMC

- 2) One Look, One Voice Approach
 3) A Contemporary Perspective of IMC

4) Evaiuatlon of the Strateglc Role o :

: '-»2) C )
T Ké releva , ixdi-e,nj s, aSts ) f --=--—--‘¥4—--ee
- a1e class1f1ed as extern’ hd in o s o
1e; IMC process : ;
in the predetermmed market



"acmss sﬂuauons .Compami s seH
_generaﬂy‘ depéndheéfv Iy

' ':'markets to reach curr,
-marketers

- ) din age, as you mferred from‘
Sy has a p031t1ve ; fect on sales

i‘ '3) is the general Impressmn ofa produ
' 4)is one of the most effecuve method"

products

"~ 4)is one of the |
a0 o thoughts ' S S e g
3 e 340 The word "stlmula e N by aph 2 could best be replaced by "'"“"“‘" The
St ) arouse { 3) recoonlze iy COHV@Y
e 74_ g -L . . ,-a—v-'--‘----‘ ----- s >

cutr ent and potenual customers w1th 1o nepd for competltmn

: the followmg statemems is implied in the passage i

wadays advert1smg incurs hlgh costs. o :

= rly all companies and industries adver se w1th one similar 00&1 :
3) Advertising is the best-known form of prom' ion, probably because of i 1ts pervaswen SS

&l

)} Using _}HS'[ functional atmbutes cannot always helP cempames o d1ffe1ent13te thei
services 111 the market R : Sy

e PASBAGE 3:

- One Gf the basic punczp]es of stlateoy development is that there must be a flt betwe

- environmental conditions and a business's strategy. Managers often’ assume that the
- business will continue to operate as it had in the past. They assume there will be a

-~ placid environment where there i is very little change. But most international business

 operate in a turbulent environment Where eqwronmbnml bhﬁﬁc‘ﬁ often is rapid an

~ unpr edictable. Businesses operating in placid environment can deveﬁep strategic plan

V mr g@flgei tlme peuods Eusmesses Op{il ating in turbﬂlenf 611\’1F0ﬂmenf8 ﬂlllSt develop :
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;f',"strateglc plans for shorter trme perrods For example busrnesses m technoio )
- industries operate Where there is rapid change in both products and cornpetrtors Hreh—, "
iy 'technology mdusmes have planning cycles of about 18 months. ", : L

Businesses operate in a microenvironment Whrch 1ncludes envrronmental fa' tors

,that influence the economy, governments, legal envrronment technology, ecolt
“ = -gocial cultural factors, and competrtron Busmesses can experience environme t N
= ,shocks whrch are raprd changes in the rmcroenvrronment The fall of the Iron n
- -and communism in Europe in the 1990s and terrorist attacks on Septemher 1
.~ the United States: ‘were envrronmental shocks There are a number o
Lo \“mﬂuence the strength of the current mternatronal envrronment “Thely’ in¢
o changes in technology, ,competltron consumer demand and po tic .

: ‘[envrronments e e P B

: ThlS passage is m! ‘nly about ----———-—------.; il
'1) env1ronment strategy frt 2) mte :
3) approaches to planning {
- The fall of the Iron Curtain i is a/an --------- -
1) environmerft created by cornpames ‘with wes
~ 2) sample showing the terrorists attackrng th, -4
~3) example of a rap1d chanoe in a microe
~ 4) kind of busmess operating in a microg
. HOW many factors mentloned here a
envrronment" S i

plans for ong time perr ds
S tabl&n response kto a ch g
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