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, .r!,r1 i5t 4.u.>tl (* S, t,*.* !ry:* .rr-1.1 ,.r;rl; cg.ro .5+r+5 ..dt"jL, AL"c.*.ll*i jl og-25,;e> ci-;t+c , -A'

f,:*.1 .,;,-;.L JL4l ftui:-Ch .n"f; {.S,+o.) 9 r;-loo

!q."ql gla;l*, ot{.-.;Jii' rl' a;,"c,91rS .-L,al ty y ( 
.,r- Ui.!l,Sbe,Ll - f t

g-),t,is - +l-! fi .rcL;>l - t; (- .,,-)Us. -;! <f .rcL:^-=l - .,! tt

,r".Jt-p u.q9 (f a{? n.l>J (Y

PART A: VocabularY'
Directions: Choose the uord or phrase (l ), (2), (3), or (-l) that hest completes each sentence.

Then mark the answer on,Your answer Sheet ' . , ': I , ' 
:

F-!2J ( l

3),offer " ' .

t^,ll ^jt!, (\ ,r 
, 

,

. '::na;e;)'Agj

Marketers pcognize that in.the'modern world of marketing
opportunities and urethods for contacting customers to

-
^.2) recognize 3) provide

there' are' rnany different
them nith

i:

4):discgss, , .' :'

. . 4)' nhar,tce, 'l '.,'.1,' 1.

comprised,of some' -oll,fhg,

4) portions

for : segmenting. rand will
,:a .tr,l::l , .'".' .: ' l

1., :{):{ig1l f ' 1.r:::' ;1 - .,'r,..

channels of information anrl persuation in order to sell goods and services.

l) clistribution 2) coorclination 3) competition 4) identilication
53- Donors generally do not receire any. material b-enefit, f.or their.contributions; thev

informationt
{)'conduct :

1) prevail 2);divulge

1) competitive 2) supportive 3) experiential ..: . 4) intangible
54- One aspect of the intern4l analysis is -----i--:------- the. stren$ths and weakriesses of :the
.....|:firm.orbrandf,rom.animhgeperspective..'.::

1) assessing 2) delegaling 3), ailocatin-u 4) exempting
55. The highest level of -.--1-'-.-----,is when an international business purghas€s,arcomp'any

as a whollv owned subsidiary
t) duplication 2) comlnitment 3) positioning 4) emergence

tr),dufable 2) transitory 3),conscious 4) interactiVe

56-,,, The Internet lis, a/an:-;-----j----:--, 1nsflum ,that ,,is becorning xp, integral'r par,t,,of
communication strateg-v-, and even business strategr-, for manv companies

57- Not only must a package attract and hold the consumer's atfention, but it must also

communicateinformationonhorvtousetheproduct'

58-. A small yet,rlPidly evolving ,market for lqlamic .products is

6S- :, 1'[si,. ----=---,-,--:--- ].,.mflrketer, will, ' iden{tfV ad{ition'al.,bases
recognizc tlre Iimitations of demographics.

59:,, , Positionin$ has beea defined, as' the art and, scienges,of fltting the product toi one .or,rrnore
segments of th-e broad market in such a rla)'as to set it ----------- apart from competition.

1).adherents 2) docurnents 3),detectives

1) regrenully 2) rneaningfully 3) critically 4) figtrativelvely

1) teasible 2) viable 3),astute
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Y &.i.a

pnbfi"lty ,efers to non-persoqal communiiati ,regardinq 1n 
organizltio.n,'Produ-1t''

a;i;;;'"r.riO.u rui ti'..Crty paid,for or q."ll"noei identified sponsorship, It.tlsuflV

;L*"i in-the form of a,news-s1ory, editorial, or arnoynceulent about.an grgalization

;;ii*;t, products 
",rJ'S.*i""r 

iOt) - -- : -l allvertising, putrlicity involves no'

pers'ona|"'corqrnunication., to a ,mar, *Uai"n". 'Thu^' 'cOrnganY' oI ' oiganizltiol

{d21,"-.-----=-r-.,.--,lio,get the media to cover gr rul a'favoiable story,on'a product,

servicg, c&uso, o-r,event to affect,,r*r."rrisr, -\no,wledge, 
'opinionsl ulg"t b*nuulo.t,

Techniques . (63) ' -,------.-.---- ito, :Slin 
rgutlici{ 

:51}&,, 
"*s r releases'2 press

;;"i;;.",,]fuut..i"artic1es'photographs,fitrms,a1rdvid9.qJapoS...';;;Jrrorug., 
of pubiicity over othei forms of promotions is'its-(54)

Consurrers generallli tenA tl be less (65) ---------- --- toward flvoralite flgllatron
;oj^jiffioio.t:ot sJrvice'when it comes from a,source thev perceive.as unbiased'

{1tr t -

6t-
63-
64-
h5-

1) Alike
1)iinvolves
i) using '

2) Like
2) attempts
2) used '

1) subiidiary ,' ' ' 2),credibility
l)'oompliiated,'' 2) skePtical'

3) Similarlll' ,:, ,, 4) Similar '

3) appeases :, , , 4) qrovides"
3) which using ' . 4) that used

3) estimation 4) resistance

3) arrogant , ,,' I 4) different

oi;;;il+; ji."d;;"'r,tilyitu threl trlssases a1{.T::11T-.-tiT:::::'"c}roosine the best

;t. '(rJjjt;;"fr;. 
rr,*n mark rhe co*ectehqi.g o4),9*I arlqrye,r,qhee!

PASSAGE I:

As marketers tlc3me *o1" iophisticated ald develop a g:n"r, understanding ?lIM_:j
they are recogll1zlng that it iniolves more thal just c'qo1{inating the, va.ryous elemlntl

*f in*i.' rn4i"tioi arrO cornrnunicatrdns prograry$ into a 'lone look' one voice'r

;;u;;;t-'fr*;Mc-;;1r,; ii i, u.tng ."*gn1r"e'as a.buiiness process.!tra1 tretnl

companies identity the most appropriatJ *rO e.-feclive,melhods:for communicating and

. :..' '','', -sirips with custo*"..i and other 'stakehll{ers Don' t.n*,1*,.:l

i,Tlf;ll-Jfft'ffii.,.rriry has developed, *har *u*vit is a rnore appropriate

*'.:-'."'"^,-.-.^^^-ket*g.o*unication 
is a strate'gic businesl process used torplan,

lntest'ateo mat. 
a,d evaluar.e coordinated. rneasurable, persuasive brand

develop' ' elecut 
sumel's, customers, prospects,

' corn nunications ,progr:ams ' over timS .1rith 
cotl-----. 

= ' l

;*pfoy*"n, associates-androthertaigeted,'relet'ant external and internal audiences' The

goar is ro _r-**"utl';#i;;;i,.r,i ri,.rancial ,returns and buitd long term brald and
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68- The lvond "ongoing" in paragiaph 3 is closest in meaning to ---------------.
1) extensive 2) eontinuous 3)v'aluable 4),convincing

'' : There arq several important aspects of this,definition'ot' IMC,, pittr, it views IiV{C,asr',

an ongbing,strate$ic business, p-rocess: rather than just tactical integration of variou's, 
,'

co ica.tion,, activities, It .also',ie.cognizes that 'there: are ,a,numtrer ,of, relevant,:.

audiences that are an important part of the process. Externally these include custorners,

prospects, suppiiers, inVestors,;,interest groups, and'the: general public. It'also views, ,

,, internal,audiences,such as:'emplbyees,as an.importaRlparf of the IMC.process. Schultz,,
also notes that this definition ."fl..t, the increasing emphasis that is being placed on

" the demand for accountability and measuremenL of the outcornes o[ marketing'
coqimrinicationprog1amsasweI.as.mq$Qting.ingenerai

l

The best title for this passage is -----:-:------. :

1) Don Schultz, the Cieator of li\..{e ,' , 1, ,: i. ' ' , r: .' :,r, ',

2) One Look. One Voice A,pproach

4; Evaluation of the Strategic Role of IMC

1) shows that IMC is only a strategic business process
,'2)'ista.meretacticalint atibnofOifterentSommunrcationai- ities', ' :::. .'

..3).inc1u<1esv.arious.eIe6ntsof,:rr.rark-etingcommunicationsand.theirfunctions

.., 4) reveals,,the,importance of evaluaifng,,ttie iesults of both mq\!tin$, communication

5908 ,ipf+" *irl,*U,ii)t5,ri"1lrs r5Loo19j.9;1+*.grut".O9";1

66-

6T-

69- r,The,rgtevr nt audierices, as,it!! mentioned'in,thepasbage",--..-.t--;;a. , I

......,1):arec1as1ifiedasexte1naiand.internE19.neS-':....']:

3')arg.particrr1ar..$foLlpS.of,cus!ola.ers:.withiothe1predeteryiiineet.ma*et
;, iuppliers, investors. interest groups, and;,, |;,',, 4)include'.c1tstorflers, pfospectl the general

'ts '

,, 1' 2;'mnosgeneratr.attitudes,toward,the'brandbefoge,andafq,marketing,. , , ,

,,',,.. :3)teep,at,companyis marketing and.co i"@n efforts changeable' ,".-,,.,', ,, :r ,'','"...''
4)produce short-term financial retLlrns as well as long-term brand and shareholder

'

PASSAGE 2:

Advertising is a valuable tool for building company or brand equity as it is a powerful
.',w1V, to-llttvideisonsumers -wi - info n'as, as ty-influenclthelr, eicep,! ns',
'Advertrjing,qa;'5. used tg,.create faVo- e, .:uniqlr.e:irnageq.andas.sbciatio'.ns-rf61 4,'

. brand.whieh iap,h'e,,very irnport41r ,fp1.'cornpaniei,se,llingp.rodu.etq-or servlc.es:f{a1,-ar

'dimicuti to ff.er ate',.on.'the,,basis,'of,,'functioiral.attribules,,rBrqn{,,,image plays an.

important.role in ; 1chas'e @any p1oducts and'ser..vjees;tan.g, r.rtis.i:ng,is'sti11 ,
recognizecl as onedfu bmt ways,to'build .a bfand-- 

t', I . 
-'. 

:' : l',' i,',,t.il-.';,,,
,. 'l 

: ]]i

:..'
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The nature and purpose of advertising differ frofll one industry to another and/o.,,
across,si'tuations.'Companies selling products ,nj 5ervices' to 'the "or.r-., ;r;general$,depend heavily on advertising to coi4lnuoi6ate with their'target,audffiesi*
do retailers and other local merchants. However, u4vertising can also be d"r;;;;
industry- to qI$+lgte,demand,for a product calegory such as beef'or milk.,Adverti#
is also:usediextensively by companiei, w,ho,'co"lpate,in the buiiness and profesrl#
markets to reach current and potential customers, F,or example,,business.to.busi#

:f.'5:t:1"_l': .r0",:1,i'-*s 
tl pe.rform importrl, ry":1:.]"_r:h as buildinq .**.r*r, 

,

of ihe company and its products, generating leads for t"he sales lbrce. and reassuring I,

72-

73-

14

custorners about the purchase they have made

I ) has a positive effect on sales
2) plays an imporlanr role in designing rhe producrs
3)is the general impression of a product in the seller's mind
4) is one olthe most effective methods for changing pubiic perception

i.t helps llre company to be inlomed about theproducts in the market
2) is a process by which a prodnct or,servjce is,iold 15r potential customers
3) has served a.critical purpose in busineises,by .nu6ling sellers just to introduce.t11e#

Iprooucls '

4) is one of the lbest ways,of both giving infonnadon to buyers'and affectinS their -;

The n'ord "stimulate" in paragraph Z could best be replaced by ---------
I ) u"ouse 2) affect 3) recognize 4) convey
.{dtertising for business-to-business marketers is ali:n -------
I ) essential tool for improving th? qualitl, of products
2) means for doing:some influential activities in *..peting , i ', ,' . - '

3) short-term ohjective of rernaining in a competirivc atmosphere
,",, ' 4) wa)r to reach cufi:ent,and potential'custorn-ersiwith rro need for cornpetitiofl ' , ',,
75- \\'tiich of thLe follon ing sta{ernents is impried in the passege?

I ) Nowadays aclvertising incurs high cosrs
2)Near'ly all cornpanies and industries advertise s,j1li one siinilar goal.
3 t Advertisi'rrg is the best-known form of prornotion. prohably because of its pervasiveness.

, 4) Using Jult f,lnctional attributes cannot always help companies,to diff-erentiate their
scrvices in the rnarket.

I 'EasEaGEs; ,', ,.' , ' ' . 'i ',

One of the hasic prirrciples o1'strategy deieloprnelll is that there must be a fit between
et:rircnmental condirions and a business'r rti'rt.gy. I\4anagers often assuille that the
husilless will continue to operare as it had in thJ'past. Tlrey assume there wiil be a
piacid elivit"oiilnent wherc there is ven,iittie changc. ffLtr rnost interlationrl busincsses

i-

olrerir.e iil a [ur[',uient environrrent u,l:ere envirinnrst:ral change often is rapid and
lrl:o:"edictlhle. Businesses operering in piacid cr,,ironlneni can C-ereiop rrrr,-gi. plans
ibt'i*:tgei'tiine pericds. Busitiesscs ol-)rr:tirrs jn 1u15ulenl enl,ironlrents niust develop
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strategic plans for shorter [ime periods. For example, businesses in technology
industries operate where there is rapid change in both products and competitors. High-

Businesses operate in a microenvironmenl which includes environmental factors
that influence Lhe economy, governments. legal environment, technology, ecology.
' al' cullgral.factorq" ,urdlilmperition: b;i-**rlse;,:;il-;onl c;-'eti,uii-o"ae,it'ai
shocks. which are rapid changes in the microenvironment. The fall o[ the Iion Curtain
and'comuruniirn'in fiurope in the,1990s and lerr*ist'attacks,on Saptemher 11, 2001 in
the United States were environmental shocks. Ihere are a number of f,actors that
intluence the'it ngih of,the.icurrent international environment They inclg-de.'rapid
changes in technology, compeiltion. consumer demand, and political and iegal

, i,\ ,, , 1) envjronment:skategy fit-,,',,', 2) interna,ti al strategier. . .: ,

,. : -r: ..:t. l, rf.,:,,r r.,..

[) environmerft created by companies with weak strategic prannin$

;'.j.3).examp1e.ofl6.iapidehange.inamicroe*viiohment.
4) kind o[ business operating in a microenvironment

78- How many factors mentioned here affect the sirength of
environment?
1) Five factors 2) A lot of facr.ors 3) Four fac[ors

:,

the,,currcnt.ir* -' ,
.:: ' " I ' 

r l

4) Few factors

2)facerapidchangesinproductsandcompetitorsI 3) develop their strategic plans for:longt.tirrre,periods t, .i,i' ,,.-'"r . . ,.' ::...,'-, ,-,.
' 

1., 
r,, 

..raf,,:lQ ,a b siness to be stable in response to a vimnm ...,,,,..
8fi...Toda}st:.international..bgsin9,rys]-.:--......-...;..,

,, ,. 3),woriin an.enftir rit.Conirullbd .:fi"r*r,,t,.. .,, , . .,.."r',''',t"'
' : :--- ----- -J -: l---: t*--*^"

'-,.t: .4)'cenaevg' ,their gtrategies iq a calm and peacefutiiin'o-sphb .,',.t",' .,t, '.'
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