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Answer to the Question No 01 (a) 

 
 

The marketing concept is the philosophy that firms should analyze the needs of their customers and 

then make decisions to satisfy those needs, better than the competition. Today most firms have adopted 

the marketing concept, but this has not always been the case. Each and every company has its own idea 

on how the company will do production, how it will sell and do the marketing of its product. For 

example, A company which makes caps of very high quality with high selling rates and invests lot of 

money to make their brand value (via marketing), this is their marketing management philosophy, how 

they will be producing, marketing and selling the product. The five philosophies of marketing 

management are: 

 

Production Concept. 

Product Concept. 

Selling Concept. 

Marketing Concept. 

The Societal Marketing Concept. 

 

1. Production Concept 

Production concept expresses that customers will favor products that are generally accessible and not 

very expensive. Achieving high efficiency in production, low cost as well as distribution on a mass 

scale is the usual focus of the managers. This sort of business orientation is efficient in developing 

nations where buyers are more attracted in getting the product than its attributes. 

For instance, the local mobile handset producing organizations produce them at a lower cost than the 

branded companies. Thus, consumers in these countries would buy the handsets produced locally rather 

than the branded ones. 

 

2. Product Concept 
The product concept recommends that shoppers will favor items that have better quality, performance 

and attributes instead of an ordinary product. Two organizations which stand separate from the crowd 

when we discuss the product concept are Apple and Google. Both of these organizations have strived 

hard on their products and offer rich, ground-breaking as well as different application products and 

individuals are passionate about these brands. One issue which has been connected with the product 

concept is that it may additionally direct to marketing myopia. Hence, organizations need to consider 

developments and traits sincerely and give precedence to consumer needs. 

 

3. Selling Concept 
The selling concept basically reflects the possibility that customers won’t buy enough of the 

organization’s products unless comprehensive promotional as well as selling endeavors are undertaken 

by it. This concept is utilized for merchandise which consumers do not normally purchase, unsought 

products like insurance and so on. These products are forcefully sold by finding the target fragment and 

sold on the high caliber of the product benefits. 

This concept lives up to expectations under poor suppositions that if consumers are coaxed into 

purchasing a product then they will fundamentally like it. Regardless of the fact that they dislike it, 

they’ll overlook their displeasure over a period of time and purchase the product later on. 
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4. Marketing Concept 

Marketing concept has developed over time, it emphasizes on organizations to evaluate the demands of 

the consumers and produce products or services to fulfill these wants better than the opposition. It is 

totally contradictory to the ‘manufacture’ concept in addition to sales concept as it stresses on the 

consumers and their wants. Example: The Head and Shoulders shampoo initially arrived in a standard 

formula and pack. In any case, with the progression of time the organization understood the needs of 

the shoppers and adjusted their item and brought in a variety in their cleanser line. 

 

5. The Societal Marketing Concept 

Societal Marketing has the observation that an organization must settle on great promoting choices in 

the wake of considering customer needs, the prerequisites of the organization and above all else the 

long-term interests of the general public. Societal Marketing is really a branch of the idea of Corporate 

Social Responsibility and maintainable development. This concept urges organizations to accomplish 

more than having a trade association with consumers, to go past conveying products and work for the 

profit of the consumers and the society. 

 

Conclusion 

The shared trait in every one of the five marketing management philosophies is that they all have the 

same objective which is the organizational benefit. The initial three ideas: production, product and 

selling, concentrate all on the product. The last two ideas, marketing as well as societal marketing, 

concentrate on the consumer. The decision as to which philosophy. 

 

 

Answer to the Question No 01 (b) 
 

 

 Different Between Marketing and Selling Concept 

 

The selling concept focuses on the needs of the seller while the marketing concept focuses on the needs 

of the buyer. The selling concept works to turn products into cash for the business while the marketing 

concept works to satisfy customers' needs through the product. Selling concept is based upon the volume 

of production without thinking of the customer. Marketing concept is based on producing products 

needed by the customers the satisfaction of the customers. The marketing concept concentrates on the 

buyer's needs and then the means are identified to meet out those needs. Therefore, the customer is 

regarded as the king of the market. On the other hand, selling concept stresses on the needs of the seller 

and so, it is the seller who rules the market. 

 

 

Difference between Industrial Marketing and Consumer Marketing  

 

While consumer marketing deals with product markets (think finished goods that are largely bought by 

individuals, like shoes, clothing, books, etc.) industrial marketing deals with factor markets, or highly 

specialized products and services for select consumers (think labor, machinery or unfinished products 

One of the most immediately obvious differences between consumer marketing and industrial 

marketing is the longer sales cycle. Consumers often make purchases on the spot, or with less than a 

few days consideration. Industrial purchases are different. Buyers make calculated decisions, often after 

a lengthy review process, analysis, and comparison between similar products. As a result, industrial 

marketers that are expecting fast sales from marketing investments are going to be disappointed. 

Instead, industrial marketers should prepare for more lengthy nurture-based approach to growing 

revenue. 
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Difference between Need and Want 

 

A need is something necessary to live and function. A want is something that can improve your quality 

of life. Using these criteria, a need includes food, clothing, shelter and medical care, while wants include 

everything else. Wants are desires. Wants are the things that you would like to have. But, they are not 

essential to your survival.  

Every person has his own set of desires or wants. A big house, fancy food, branded clothes; a new car, 

trip to a foreign country, etc. are some of the wants that many people have. Wants can change over time. 

For example, when you were a child, you might have wanted to buy a big toy castle. But as you grow 

older, your tastes and preferences change, so, your desires change with them. Although the inability to 

fulfill a want may not cause death or physical illness, it may result in mental distress.  

 

Some main difference is given bellow 

Needs: Needs are necessities or essentials. 

Wants: Wants are desires. 

Survival 

Needs: Needs are essential for survival. 

Wants: Wants are not essential survival. 

Change over time 

Needs: Needs do not change over time. 

Wants: Wants change over time. 

Non-fulfillment 

Needs: Non-fulfillment of needs can lead to adverse outcomes. 

Wants: Non-fulfillment of wants may result in mental distress. 

Variance 

Needs: All individuals have the same basic needs. 

Wants: Wants may differ according to different individuals. 

 

 

 

Difference between Good and Services 

 

Goods are tangible, as in these have a physical presence and they can be touched, while services are 

intangible in nature. The purpose of both goods and services is to provide utility and satisfaction to the 

consumer. 

 

Objective              GOOD                                                   SERVICES 

Meaning Goods are the 

material items that 

can be seen, touched 

or felt and are ready 

for sale to the 

customers. 

  Services are amenities, facilities, benefits or help provided by    

other people. 

Nature Tangible Intangible 

Transfer of ownership   Yes No 

Evaluation Very simple and easy Complicated 
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Return Goods can be returned. Services cannot be returned back once 

they are provided. 

Separable Yes, goods can be separated from the seller. No, services cannot be separated from the 

service provider. 

Variability Identical Diversified 

Storage Goods can be stored for use in future or 

multiple use. 

Services cannot be stored. 

Production and 

Consumption 

There is a time lag between production and 

consumption of goods. 

Production and Consumption of services 

occurs simultaneously. 

 

 

 

Answer to the Question No 02 (a) 

 
 

Online marketing is advertising and marketing the products or services of a business over Internet. 

Online marketing relies upon websites or emails to reach to the users and it is combined with e-

commerce to facilitate the business transactions. In online marketing, you can promote the products and 

services via websites, blogs, email, social media, forums, and mobile Apps.AS Online marketing is also 

termed as Internet marketing, Web marketing. Digital marketing, also called online marketing, is the 

promotion of brands to connect with potential customers using the internet and other forms of digital 

communication. This includes not only email, social media, and web-based advertising, but also text 

and multimedia messages as a marketing channel. Some advantage is given below  

 

1) Online marketing gives you many ways to demonstrate and build expertise. For professional 

services buyers, the single most important factor in selecting a provider is expertise. Often, the 

challenge lies not in acquiring the requisite talent, but projecting that expertise to the marketplace. The 

web is such a powerful platform because it allows you to use content to get your message across and 

demonstrate expertise in topics relevant to your target audience. You can accomplish this offline as 

well, but online tools make it much easier to reach a wide and relevant audience. Blogging, social media, 

and webinars all allow you to educate your audience on topics that matter to them, illustrating your 

expertise in the process. 

 

2) You can use online marketing to establish and build relationships more effectively. Online 

marketing allows you to create new relationships in a targeted way that simply wasn’t possible twenty 

years ago. Email marketing, keyword phrase targeting, and other strategies can help you target a tailored 

message with laser precision to, say, the CIOs of the hundred largest businesses in your industry. 

Beyond targeting messages, you can use LinkedIn Groups to network and converse with other industry 

leaders in an ongoing way. Online tools allow you to both meet new clients, colleagues, and influencers 

and strengthen relationships with those you already know. 

 

3) You can target specific verticals or niches using online marketing. Just as you can build 

relationships in a targeted way, online marketing empowers you to target a highly specific vertical or 

niche, delivering your message to a wide audience that needs your services. You can do this relatively 

https://hingemarketing.com/library/article/book-inside-the-buyers-brain
https://hingemarketing.com/blog/story/how-to-find-the-best-keywords-for-optimizing-your-website-content


Page 5 of 22 
 

inexpensively by targeting keywords in educational blog posts, or participating in groups or industry 

hash tags on social media. Online marketing allows you to zero in on a niche easily and efficiently. 

 

4) Online marketing isn’t tied to geography or time zone. Online marketing techniques can be used 

in an asynchronous way, meaning your audience doesn’t have to be constrained by geography. To meet 

a potential client or contact in person, you have to be able to travel and synchronize your schedules, 

with all of the expenses that this can entail. Speaking at industry events, for example, can be a powerful 

way to build your reputation, and is often worthwhile – but it’s also a major effort that can significantly 

disrupt an entire day (or multiple days). Giving a webinar to a similar or larger crowd, however, may 

take no more than an hour out of your day at the office. Another advantage of this synchronicity is that 

it empowers your audience to engage with your message on their own terms. They can learn about your 

expertise at their own pace through your blog or social media presence, and when they’re ready to 

explore your services, they know where to find you 

 

.5) Online marketing is less expensive to use. A found that inbound leads – leads generated online 

through sources such as blogging, social media, and search engine optimization – cost 61% less than 

traditional outbound leads. It’s not hard to see why. With online marketing, there are no travel costs, 

and you don’t have to pay for printing to distribute materials. Server costs, by contrast, are relatively 

low. Some of your advertising costs can be replaced by online marketing tools, as well – and these 

online tools usually “pull more weight” by integrating with the rest of your online marketing program. 

Guest posts on industry blogs or publications, for example, can drive traffic to your site, build your 

reputation, and fuel conversation on social media. 

 

6) The Internet is the most common way people check out your firm. In fact, we conducted a survey 

of over 1,000 buyers of professional services for a more complete understanding of how purchasers 

check sellers out in today’s marketplace. We found that three of the top four most common 

ways professional services buyers check out firms are online. Firms’ websites are the top method by 

far, followed by online search, friends and colleagues, and social media. All of these methods eclipse 

formal references, which are used by just over 55% of firms. On average, buyers use 3.2 of these 

methods – so most of their attention is typically online. 

 

7) Online marketing allows you to be everywhere your clients look. Today, it’s important for you to 

be where your potential clients are looking. More and more, that means your firm needs a robust and 

diversified presence online. From our research, we found that purchasers are looking for experts online 

in a number of ways, including in search engines, by reading online reviews, on social media, through 

webinars, and more. Maybe your clients tend to ask their peers about the strongest firms in your field 

– but once they’ve learned a bit about you, if they search for you online, you have to be easy to find. 

  

8) You can use online marketing to reach influencers and “invisible” prospects. There are many 

people who influence the selection process, even if they might not be the final decision-makers. Some 

of these individuals may be professionals within your target firms, while others may be well-respected 

industry figures. By the same token, you may have unrecognized or “invisible” prospects out there of 

whom you’re simply not aware. You likely know that certain firms would be good matches for your 

service, but there are usually others who are equally promising matches – they’re just geographically 

distant from you, or don’t participate in the same industry events, or you just haven’t crossed paths. By 

using content marketing, they can find you, even if you don’t find them. Posting blog posts on a 

particular set of challenges or opportunities – and including the right keyword phrases so search engines 

pick up on them – allows you to “plant a flag” in the topic, helping the right audiences find your work 

and your firm. 

 

9) Firms that generate leads online achieve greater profits. Our of lead generation strategies for 

professional services firms has found that firms with online marketing programs are more profitable, 

on average, than those that do not. Until about twenty percent of leads are generated online, profitability 

stays more or less the same. But after twenty percent, profitability begins to rise steadily along with the 

percentage of leads generated online. 

https://hingemarketing.com/library/article/beyond-referrals-how-todays-buyers-check-you-out
https://hingemarketing.com/programs-services/visible-firm
https://hingemarketing.com/programs-services/visible-firm
https://hingemarketing.com/library/article/B2B_content_marketing_guide_for_professional_services_firms
https://hingemarketing.com/library/article/B2B_content_marketing_guide_for_professional_services_firms
https://hingemarketing.com/library/article/B2B_content_marketing_guide_for_professional_services_firms
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10) Firms that generate leads online achieve faster growth: Similarly, our research shows firms that 

generate leads online grow at a faster rate. We found that firms’ growth rates rise along with the 

proportion of leads generated online, up until the point where forty percent or more of leads originate 

online. Firms that generated between forty and fifty-nine percent of leads online grew at four times the 

rate of those with no online leads. 

 

Answer to the Question No 02 (b) 
 

 

Rural markets typically signify complex logistical challenges that directly translate into high 

distribution costs. Bad roads, inadequate warehousing and lack of good distributors pose as major 

problems to the marketers. There are some problems in the rural marketing concept these are given 

below 

1. Deprived people and deprived markets: 

The number of people below the poverty line has not decreased in any appreciable manner. Thus, poor 

people and consequently underdeveloped markets characterize rural markets. A vast majority of rural 

people is tradition bound, and they also face problems such as inconsistent electrical power, scarce 

infrastructure and unreliable telephone system, and politico-business associations that hinder 

development efforts. 

 

2. Lack of communication facilities: 

Even today, most villages in the country are inaccessible during the monsoons. A large number of 

villages in the country have no access to telephones. Other communication infrastructure is also highly 

underdeveloped. 

 

3. Transport: 

Many rural areas are not connected by rail transport. Many roads have been poorly surfaced and got 

severely damaged during monsoons. The use of bullock carts is inevitable even today. Camel carts are 

used in Rajasthan and Gujarat in both rural and urban sectors. 

 

4. Many languages and dialects: 

The languages and dialects vary from state to state, region to region and probably from district to 

district. Since messages have to be delivered in the local language, it is difficult for the marketers to 

design promotional strategies for each of these areas. Facilities such as phone, telegram and fax are less 

developed in villages adding to the communication problems faced by the marketers. 

 

5. Dispersed markets: 

Rural population is scattered over a large land area. And it is almost impossible to ensure the availability 

of a brand all over the country. District fairs are periodic and occasional in nature. Manufacturers and 

retailers prefer such occasions, as they allow greater visibility and capture the attention of the target 

audience for larger spans of time. Advertising in such a highly heterogeneous market is also very 

expensive. 

 

6. Low per capita Income: 

The per capita income of rural people is low as compared to the urban people. Moreover, demand in 

rural markets depends on the agricultural situation, which in turn depends on the monsoons. Therefore, 

the demand is not stable or regular. Hence, the per-capita income is low in villages compared with urban 

areas. 

 

https://hingemarketing.com/library/article/online_marketing_for_professional_services
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7. Low levels of literacy: 

The level of literacy is lower compared with urban areas. This again leads to a problem of 

communication in these rural areas. Print medium becomes ineffective and to an extent irrelevant, since 

its reach is poor. 

 

8. Prevalence of spurious brands and seasonal demand: 

For any branded product, there are a multitude of local variants, which are cheaper and hence more 

desirable. Also, due to illiteracy, the consumer can hardly make out a spurious brand from an original 

one. Rural consumers are cautious in buying and their decisions are slow, they generally give a product 

a trial and only after complete satisfaction they buy it again. 

 

9. Different way of thinking: 

There is a vast difference in the lifestyles of the people. The choice of brands that an urban customer 

enjoys is not available to the rural customer, who usually has two to three choices. As such, the rural 

customer has a fairly simple thinking and their decisions are still governed by customs and traditions. 

It is difficult to make them adopt new practices. 

 

10. Warehousing problem: 

Warehousing facilities in the form of god owns are not available in rural India. The available god owns 

are not properly maintained to keep goods in proper conditions. This is a major problem because of 

which the warehousing cost increases in rural India. 

 

11. Problems in sales force management: 

Sales force is generally reluctant to work in rural areas. The languages and dialects vary from state to 

state, region to region, and probably from district to district. Since messages have to be delivered in the 

local language, it is difficult for sales force to communicate with the rural consumers. Sales force finds 

it difficult to adjust to the rural environment and inadequate facilities available in rural areas. 

 

12. Distribution problem: 

Effective distribution requires village-level shopkeeper, Toluca-level wholesaler/dealer, district-level 

stockiest/distributor, and company-owned depot at state level. These many tiers increase the cost of 

distribution. 

 

Answer to the Question No 03 (a) 
 

 

 The product life cycle contains four distinct stages: introduction, growth, maturity and decline. Each 

stage is associated with changes in the product's marketing position. You can use various marketing 

strategies in each stage to try to prolong the life cycle of your products. 

 

1. Strategies during Product Development Stage: 

a. Focus is on product 

b. Emphasis is on cost reduction 

c. Trials are the main tools 

d. Exploring of the market starts 

e. Publicity of the product (about its coming) 

f. Minimum expenses to be maintained during this period 

g. Production capacity must be looked after 

h. Quality must be checked 

i. Focus on work is to be given 

j. A good introducer of the product is required 

k. In-house working should be emphasized. 

 

2. Strategies during Introduction Stage: 
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i. Persuade people to try the products. 

ii. Stress should be on advertising to inform the customer about the product 

iii. Give introductory offers by providing some attractive gifts to entice the customers. 

iv. Give a valid reason to the customers to buy the product 

v. Dealers should be given good discounts 

vi. There should be selective distribution to focus on target customers 

vii. Skimming pricing should be followed to earn higher profits in the initial stages 

viii. Removing the product deficiencies must be focused on 

 

3. Strategies during Growth Stage: 

a. Aggressive advertising is required to stimulate the sales of the product 

b. Availability of the product should be ensured to a large number of customers 

c. Modifications or new versions of the product are required to be introduced to fulfill the requirement 

of different customer classes. Strengthening of the distribution channels are required so that the product 

is easily available wherever required. 

d. Focus should be on developing the brand image through promotional activities 

e. Competitive prices must be maintained to grab the market. 

f. Activities should be customer oriented; an emphasis should be given on customer services to satisfy 

them to a maximum level. 

 

4. Strategies during Maturity Stage: 

i. More and more emphasis is required on the brand image in order to differentiate the product from 

products of the competitors. 

ii. More benefits may be provided to the customers e.g. extending the warranty period, guarantee period 

etc. 

iii. Change in packaging may be introduced (Reusable packaging). 

iv. Packaging may be used as a silent salesman by making it more attractive. 

v. Requirement to explore the new markets for the product. 

vi. New uses of the product may be developed. 

vii. New users of the product may be developed. 

viii. New Technology can be adopted to enhance the quality of the product. 

ix. New features can be added to enhance the value of the product. 

 

5. Strategies during Decline Stage: 

i. More emphasis on the promotional schemes 

ii. Distribution cost should be reduced and the benefit should be transferred to the customers 

iii. More value addition to the product can be done. 

iv. Packaging will play a very important role at this stage also, so it should be focused on. 

v. Cost of production should also be reduced. 

vi. Economy packs of the products should be introduced. 

vii. Try to increase the life of the stage 

viii. Emphasis is on sales volume with minimum profit margins. 

If after all these efforts company fails to restore its position in the market, then the best thing for the 

company is to take out their existing product from the market and come up with a new product 

comprising of unique features that can hit the market. 
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Answer to the Question No 03 (b) 
 

Adding new product features or support services to grow your market share. Entering new markets 

segments. Keeping pricing as high as is reasonable to keep demand and profits high. Increasing 

distribution channels to cope with growing demand. improving product quality. adding new product 

features or support services to grow your market share. Entering new markets segments. Keeping 

pricing as high as is reasonable to keep demand and profits high. 

 

● Be Present with Clients and Prospects. 

● Look at Product-To-Market Fit. 

● Have A Unique Value Proposition. 

● Have Consistent Marketing Strategies. 

● Increase Cart Value and Purchase Frequency. 

● Focus on Existing Customers. 

● Focus on Why Customers Buy. 

● Up sell An Additional Service. 

● Know Your Audience ·  

● Start with Niche Marketing ·  

● Build Strong Customer Relationships ·  

● Elicit an Emotional Response · 

● Personalize the Experience · 

 

Answer to the Question No 04 (a) 
 

 

One of the better ways to deal with a stock out is to create a backorder system. That way, customers 

can still purchase the product, but receive it only when you have it back in stock. This will still provide 

your company with revenue, although less than normal because some customers are uncomfortable 

spending money well before receiving an item. If you’re very close to a stock out, here are four things 

you can do that will immediately improve your situation. 

 

1. Cut your ad spending. 

With a stock out looming, the first thing you should do is cut your ad spending. There is nothing as 

damaging as running out of stock while ads are still running. When that happens, you’re hit with the 

double-whammy of pointless expenses and lost revenues. 

 

2. Temporarily increase price. 

Some sources recommend temporarily increasing the price of your products to reduce demand. This is 

another valid way to handle the risk of stock outs, but it’s not always appropriate. 

 

3. Close listings on sites like Amazon or eBay. 

If you have listings on Amazon, eBay, and other sites like that, take them down. That way, people won’t 

be placing orders that you can’t fill in a timely manner. 

 

4. Order some emergency stock for the next time. 

Last but not least, put this close call to use. Go ahead and order additional stock. Hopefully, you won’t 

run out before the stock arrives and you can just keep emergency stock for next time. 

 

 

 

 

 

https://www.junglescout.com/blog/seller-strategies-running-out-of-stock/
https://www.repricerexpress.com/almost-out-of-stock-amazon/
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Answer to the Question No 04 (b) 

 

There are some skills to think an employee needs to be successful in supply chain management 

these are given below 

1. Information Technology and Automation Knowledge 

  

Before getting into this first section properly, I want to make one essential point, which I’ll expand on 

later in this article. Supply chain leadership is all about people using technology as a tool. Nothing is 

more important than working on your people skills if you want to be a successful supply chain leader. 

Nevertheless, few supply chains run successfully today without the support of sophisticated technology 

tools, like warehouse management and enterprise resource planning (ERP) systems. For that reason, 

you need at least a modicum of IT understanding to work in a supply chain environment, particularly if 

you intend to hold a leadership position. 

To be a supply chain leader, you will need to be familiar with the use of enterprise software 

applications like WMS, TMS, and ERP, not to mention analytics software, which is increasingly 

becoming a staple source of leadership decision 

  

2. A Grasp of Economics and Market Dynamics 

  

The supply chain world is changing rapidly and sometimes unpredictably, in line with the market 

dynamics across many industries, all of which are being affected by rapid shifts in customer and 

consumer buying-behavior. 

Many markets that used to be purely local or regional have become global, as have the supply chains 

that serve them. As a supply chain leader, you will need to focus on what lies ahead and, to some extent, 

predict it. That can only be possible with a thorough understanding of the market dynamics relating to 

your industry and your company. 

  

3. Understanding Cost-to-serve 

  

Supply chain leaders play a very active role in the profitability of their employing companies. If you’re 

running a supply chain operation, your decisions impact the costs involved in supplying your 

organization’s customers. 

You will have a huge advantage and the potential to shine as a leader if you can quantify how 

your supply chain leadership decisions affect your bottom line. For instance, too few companies focus 

on the real costs involved with serving customers. 

By developing a thorough cost-to-serve understanding, you’ll even be able to make decisions that 

improve the profitability of those customers and products instead of taking knee-jerk measures to cut 

losses. 

4. The Skill of Flexibility 

  

The one thing you won’t find on this list of supply chain leaders’ “must-have” skills is innovation. You 

don’t have to be an innovator to be an outstanding supply chain leader, but you do have to support and 

drive innovation. Flexibility is the skill that will help you to do that. 

Flexibility gives you the ability to let others engage in the innovative thinking. Your flexibility will give 

those creative thinkers the confidence to present their ideas, since they know that you will adopt them 

if it makes sense to do so. 

  

5. Project Management Skills 

  

Aside from flexibility, there are many other project-management skills that you’ll need as a supply 

chain leader. Of course, a lot depends on what leadership role you are in, but if,you are headed to the 
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top, you’ll probably hold several management positions on the way up, most of which will see you 

leading projects from time to time. 

 If you make it to the C-suite or, indeed, to any senior leadership position, it will help you and your 

managers do a better job if you understand the fundamental principles, pitfalls, and challenges inherent 

in project management. 

 

6. The Ability to Get the Best from People 

  

It is entirely possible to learn the necessary skills, but a word of caution is due. If you don’t enjoy team 

building and developing professional relationships with lots—and I do mean lots—of other people, 

don’t choose a supply chain leadership career. There is nothing wrong with being self-critical, as long 

as you have the will to learn what you need to learn, and the energy to commit to your personal 

development. Being passionate about teamwork and enjoying interactions with others is half the battle 

in succeeding as a supply chain leader. 

   

7. The Know-How to Negotiate 

  

As a modern supply chain leader, it won’t only be your reports and colleagues that you need to interact 

with effectively and skillfully, but also those outside your organization. Moreover, both internal and 

external interactions will often involve the need to negotiate. 

 Supply chain leaders must negotiate often, and even if you’re not doing so on a one-to-one basis, you’ll 

probably find yourself in scenarios where your part of a team of people trying to broker a deal or 

arrangement. 

 

Answer to the Question No 04 (c) 
 

 

The term supply chain management refers to coordinating all stages of a product’s life cycle, from the 

procurement of raw materials to the final delivery to the end user. 

 

Supply chain decision phases 

Phases of decision-making in the context of supply chain management refer to the steps that must be 

taken before a final call can be made on a product or service. Three distinct decision-making processes 

are involved in effective supply chain management, each affecting the flow of information, goods, and 

money. 

The supply chain is changing gradually. As there is ever-growing demand of customers. Customers’ 

tastes and preferences are changing day by day.  To keep up with customers, marketers need to change 

their marketing activities. Moreover, the higher satisfaction of customers can give only through 

effective supply chain decision. That’s why the present marketers are investing their time more in the 

supply chain decision phases.  As a result, successfully supply chain management requires many 

decision phases. This decision includes information, funds, and products. 

 

Supply chain strategy or design: 

In this supply chain decision phase, a company decides how to design the supply chain over the next 

several years. The company decision includes – what the chain configuration will be. How resources 

will be allocated? And what processes each stage will perform. Moreover, there are some strategic 

decisions that a company should decide.  

 

Supply chain planning 

Time is considered in a quarter to a year. Therefore, the previous phase determined the phase is 

fixed.  This phase establishes constraints within the organization. Supply chain planning is used for 

solving the constraints.  Therefore, this decision phase has a goal. This is to maximize the supply chain 

surplus.  Besides, This surplus can be achieved through the supply chain planning phase. The company 

starts its decision by forecasting demand for the coming year or other factors or costs and prices in 
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different markets. Planning includes subcontracting of manufacturing, inventory policies, timing, and 

size of marketing and price promotions. 

 

Supply chain operations: 

After completing the previous two phases, supply chain operations are needed to do. Here, the time 

horizon is weekly or daily. In this phase, companies make decisions on managing individual customer 

orders. Here, the supply chain configuration is considered fixed. And planning policies are already 

defined. Besides, the goal of Supply chain operations is to handle incoming customer orders in the best 

possible manner. There is less uncertainty about demand information.  The design, planning, and 

operation phases work in one frame. However, there is a strong influence on profitability and success. 

It is fair that successful companies have strong supply chain decision phases. 

 

Answer to the Question No 05 (a) 
 

 

Another common misconception about delays is that they’re unavoidable. While they happen 

unexpectedly, their impact, however, surely can be mitigated to a great extent. With the right measures, 

you can make sure that delays are no longer a frustration for your customers. There are a whole lot of 

things you can do to avoid late deliveries from happening. 

 

 1. Communicate with The Customer 

Firstly, it’s incredibly important that you communicate with your customer. The last thing a customer 

would want to see is that their parcel has been delayed, and there’s no communication from the shipper. 

Make the effort to get in touch with the customer and let them know of the status of the parcel. 

Apologize if you should. Explain the situation to them. 

 

2. Use an Automated Auditing Service to Hold Carriers Accountable 

One especially effective way to ensure you get the time-bound service you deserve is by performing 

audits on the invoices of your shipping carrier. The fact is, most shipping carriers guarantee refunds if 

deliveries are delayed because of errors on their part. Some, like UPS and FedEx, promise refunds even 

if the delay is only a minute. But they make their claim forms hard to fill, and they provide a limited 

window of time within which claims must be filed.  

 

3. Track Your Shipments in Real-Time 

Here’s a killer tip for you. Sign up for a service that will help you track your shipments in real-time . 

This will give you more control over the shipping process and allow you to respond to delays 

preemptively. When you notice a delay at any point during a shipment’s journey, you could take some 

form of action: either send a replacement parcel via a faster mode or inform the customer about the 

delay before they discover it. 

 

4. Take Ownership of the Situation 

This is probably easier said than done, but make sure you own up and face the ire of the customer if it 

comes to that. There’s no way you can skirt the issue. 

Facing the situation and trying your best to tackle it will actually show you in a good light and help 

make the most of a difficult situation.  

 

5. Provide the Customer with Some Decision-Making Power 

The customer will be calmer if they feel they have some degree of control over the situation. Provide 

them with options and allow them to make some decisions to help remedy the situation. You taking this 

course of action will show your business in a positive light and serve as proof of your customer-centric 

approach. 

 

 

 

https://www.lateshipment.com/blog/how-to-respond-to-customers-after-a-late-delivery/
https://www.lateshipment.com/blog/fedex-claims-for-late-deliveries/
https://www.lateshipment.com/blog/fedex-claims-for-late-deliveries/
https://www.lateshipment.com/blog/the-importance-of-real-time-visibility-in-the-last-mile/
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6. Offer Special Deals 

Another effective step you can take is to send special deals the customer’s way. This will serve as a 

great step toward pacifying their angst and also make them feel valued. For instance, you could provide 

them with special discounts on their next purchase to motivate them. 

 

7. Beware of Same-Day Delivery Promises 

Some businesses tend to over-promise. Delivering the same day an order is placed is becoming a fad of 

sorts within the retail community, but it comes with its risks. When a customer chooses the option to 

have their product delivered the same day, that is exactly what they expect. Any shipping delay will be 

met with fury. So, be careful when you make any promise to deliver on the same day an order is placed. 

An approach you could take is to provide the same day delivery option only to customers who wish to 

receive delivery within a certain distance of your warehouse. 

 

8. Consider Using Multiple Carriers 

If shipping delays are a regular occurrence with your carrier, using multiple carriers for different 

delivery requirements may well be the way to go. This, of course, will require some research on your 

part to identify the expertise of each carrier. For instance, you could use one carrier for domestic parcels 

and another one for cross-border parcels. This could possibly save you a lot of stress. 

 

 

Answer to the Question No 05 (b) 
 

 

The primary concept ERP systems help to plan and automate a variety of back-office business functions, 

whereas MRP systems focus on materials management. ERP directly touches accounting, 

manufacturing, supply chain, customer management, quality, processes and planning. MRP, which is 

done primarily through specialized software, helps ensure that the right inventory is available for the 

production process exactly when it is needed and at the lowest possible cost. As such, MRP improves 

the efficiency, flexibility and profitability of manufacturing operations. It can make factory workers 

more productive, improve product quality and minimize material and labor costs. MRP also helps 

manufacturers respond more quickly to increased demand for their products and avoid production 

delays and inventory stock outs that can result in lost customers, which in turn contributes to revenue 

growth and stability. 

 

MRP is widely used by manufacturers and has undeniably been one of the key enablers in the growth 

and wide availability of affordable consumer goods and, consequently, has raised the standard of living 

in most countries. Without a way to automate the complex calculations and data management of MRP 

processes, it is unlikely that individual manufacturers could have scaled up operations as rapidly as they 

have in the half century since MRP software arrived. 

 

An ERP system is a modular piece of software that consolidates the information you require to run your 

business and provides you and your teams with the tools to operate at an optimum level in all areas. All 

departments are integrated into the one system, and therefore a customer’s journey through your 

company is completely transparent, providing you with real-time costs and status updates to run your 

business effectively, as well as customers with automated real-time updates. 

 

ERP systems go beyond MRP. ERP will include CRM (customer relationship management), SCM 

(supply chain management), estimation/quotation, product configuration (including bill of materials - 

Bum), project and providing inventory. 

 

If your objective is supply chain management, an ERP system will give you the tools to achieve absolute 

control across the whole process. Most ERP systems on the market now are modular, which means that 

you can select which areas (departmental workflows) to integrate and therefore which modules are 
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required. In addition, when working with Access the implementation can be staged, with the core 

modules purchased and integrated first as some businesses simply don’t need every module. 

 

For those businesses that already have software in place for customer-facing processes such as 

estimating, sales order processing and debtor management but lack supplier and stock management and 

production control, MRP would be the sensible choice. Equally, if you do not have the budget for a full 

(or partial) ERP system, but manufacturing control is a critical business requirement, then MRP may 

be the right solution to help you make your decision.” 

 

Systems now available from Access are designed to be much simpler to install and to be up and running, 

and making a positive contribution to the business, within an accounting period. 

 

 

Answer to the Question No 06 (a) 
 

The HIMSS Clinically Integrated Supply Outcomes Model (CISOM) is an eight-stage model that 

affords a vital route to enable the tracking of methods and stocks used in healthcare. This is done 

by gathering data that will produce real-world proof of the effects and results for patient 

populations. Health systems utilize CISOM to build an automated supply chain foundation at the 

point of care in their company to proactively recognize the danger of undesirable incidents and 

warn the practitioners of the risk. Doing so will promote pre planned mediations that will avert any 

possible inopportune situations. These will then increase quality and safety for patients and improve 

system performance. 

The model serves as a guide to various companies as a means of adopting and executing four key 

focus areas to obtain a clinically integrated database in the clinical space: 

Automation  

Clinical Integration 

Predictive Data Analytics 

Governance and Leadership  

Corporations that take part in the CISOM can measure their advancement along each of these four 

dimensions. Additionally, they may record patient safety and quality results as they gain further 

capabilities arising from clinical supply chain management. 

The CISOM Criteria 

The CISOM is an eight-stage model with distinct criteria for every stage. 

Stage 1 

Inventory and supply processes are manual. There is no supply chain strategy identified for the 

organization. 

Stage 2 

Basic supply chain processes are established as a business function of the organization.  

Stage 3 

Inventory tracking and automation. Optimization of supply costs and inventory management. 

Stage 4 

Supply chain strategy creates visibility of inventory across the organization. 

Automation of financial processes linked to product procurement 

Evidence-Informed product standardization 

Stage 5 

Integration of supply chain processes into clinical programs 

Optimization of inventory management linked to patient care needs 
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Stage 6 

Supply chain processes are automated and integrated at the point of care. 

Complete traceability of products and care processes 

Automated tracking of adverse events and product recalls 

Stage 7 

Transparency across the patient journey of care 

 Automated traceability of patient care processes and products 

 Provider team care delivery linked to individual patient outcomes 

Stage 8 

Clinically integrated supply chain achieved, enabling: 

 Precision and personalized healthcare service delivery 

 Real-world evidence of patient outcomes from traceability of care processes and products 

 

Answer to the Question No 06 (b) 
 

 

Cycle counting is a method of checks and balances by which companies confirm physical inventory 

counts match their inventory records. This method involves performing a regular count and 

recording the adjustment of specific products. Over time, they have counted all their goods. There 

are three main types of cycle counting: ABC analysis cycle counting. Process control group cycle 

counting. Opportunity based cycle counting. With cycle counting, important items are counted more 

frequently than less important items. The key to cycle counting is in setting up the "cycles." In 

virtually every case, companies find that 20% of the items in stock account for 80% of the total 

dollar value that flows through the warehouse.  

Increased ability to reduce errors and theft: Frequent counting allows potential discrepancies to be 

discovered and corrected more quickly, reducing the impact of errors. Regular counting also helps 

detect theft so countermeasures can be taken. some steps will enter all Transactions. Complete data 

entry on all inventory transactions, so the inventory database is fully updated. 

 

      Print Counting Report. 

Compare Actual Inventory to Report. 

Investigate Variances. 

Update Processes. 

Update Inventory Records. 

Audit the Accuracy Percentage. 
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Answer to the Question No 07 (a) 
 

 

The supply chain arguably faces more risk than other areas of the company due to its global nature and 

its systemic impact on the firm’s financial performance. Risk is a fact of life for the supply chain 

professional due to the long list of forces that drive supply chain risk.  These include quality and safety 

challenges; supply shortages; legal, security, regulatory and environmental compliance; weather and 

natural disasters; and terrorism. Companies with global supply chains face an addition potential for risk, 

including, but not limited to, the longer lead times needed in the global environment; supply disruptions 

due to global customs, foreign regulations and port congestion; political and/or economic instability in 

a source country; and changes in economics such as exchange rates. 

The scope and reach of the supply chain cry out for a formal, documented process to manage risk. But 

without a crisis to motivate action, risk planning often falls to the bottom of the priority list.  The low 

priority for managing risk in companies is puzzling. After all, supply chain risk management is a very 

popular topic at conferences and has been written about extensively in books and articles.  However, in 

spite of all of the hype and discussion, we still see the vast majority of companies giving this topic much 

less attention than it deserves. 

But there’s a silver lining. Risk cannot be eradicated, but it can be planned for. Having a risk 

management plan can even be used as a competitive advantage, since so few firms have one. Preventing 

disruptions down the supply chain dramatically impacts competitiveness in general. The repercussions 

of supply chain disruptions reach far and can devastate the financial health of the firm. An effective risk 

management process for the supply chain can help companies avoid missed customer commitments, 

stock outs, reduced earnings, higher inventory levels, increased time-to-market cycles, reductions in 

product quality, and negative impacts to brand perception. 

 

7 Solutions to Mitigate Global Supply Chain Risks 

● Know your supply chain neighbor. 

● Match your exposure to involvement.  

● Create comprehensive and robust contracts. 

● Have interlocking indemnity clauses throughout the supply chain. 

● Maintain sufficient insurance. 

● Seek home court advantage.  

● Pay attention to details. 
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Answer to the Question No 07 (b) 
 

 

There are some methods of forecasting these are given below 

1 – Delphi Method 

The agreement of a group of experts in consensus is required to conclude in the Delphi method. This 

method involves a discussion between experts on a given problem or situation. An argument or 

brainstorming is done to complete that everyone involved in the debate agrees to. 

2 – Market Survey 

In a market survey, interviews and surveys of customers are made to understand the task of the customer 

and tap the trend well in advance to deliver the right product or service according to the changing needs 

of the customer. 

3 – Executive Opinion 

As the name suggests, the executives or managers are involved in such forecasting. This method is very 

similar to the Delphi method; however, the only difference here is that the executives may or may not 

be experts of the matter in question, albeit they have the experience to understand the problem or 

situation and formulate a forecasting method that would bring out the best possible result. 

4 – Sales Force Composite 

The information and intuition of the salesperson determine the needs of the customer and estimate the 

sales in the particular region or area assigned to the salesperson. This information is vital in forecasting 

the needs of the customer, which can be used to make necessary changes in the business to meet the 

needs of the customer and identify the sales volumes beforehand. 

5 – Time Series Models 

Time series models look at historical data and identify patterns in the past data to arrive at a point in the 

future based on these historical values. Since the historical data has a pattern, it becomes evident that 

the data in the future should also have a pattern, and this method looks at cracking the pattern in the 

future so that there is very little deviance from the actual calculations and the outcomes in the real 

world. Below is the example of a time series model 

6 – Associative Models 

Associative models look at the variable that is being forecasted as being related to other variables in the 

system, which means each variable is associated with the other variable in the system. The forecast 

projections are made based on these associations. 

Conclusion 

Forecasting enables a business to take the necessary steps to achieve a particular goal by providing vital 

information regarding future events and its occurrence and magnitude. Forecasting can be either 
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Qualitative or Quantitative, depending on the information gathered and its nature, usually subjective or 

objective, and as a result, is based on mathematical calculations or no mathematical calculations at all. 

The management decides on the best forecasting method to be used according to the business. It is based 

on internal and external factors and whether the external factors are controllable or uncontrollable. 

Uncontrollable factors can be government policies, competitors’ strategies, natural calamities, and so 

on. Quantitative forecasting uses mathematical models to arrive at the forecasting results, and it also 

relies on historical data to back the findings. Qualitative forecasting uses emotions, intuition, past 

experiences, and values. It is an essential procedure in business that enhances business operations and 

ensures the functions can be performed smoothly in the ever-changing business environment. 

 

Answer to the Question No 08 (a) 
  

We need only look at the significant disruptions of the last few years to understand that we live in 

different times. For companies already automating their supply chain management, the question is how 

much and how fast. They may have automated some processes while others remain soloed and lagging 

in accuracy due to dated material and timed-out data. Others are still using spreadsheets to manage 

supply chains. But for all these examples, leveraging technology makes sense. While previous years 

consisted of expensive on-premise software, limited server capacity, and costly licensing contracts, 

today’s technology in planning software is subscription-based, affordable, flexible, and agile. Then, the 

question is not why it makes sense to use technology in SCM, but why anyone would not want to do 

so. 

Benefits of Technology in Supply Chain Management. There are several key benefits to using supply 

chain management technology: 

Improved Production Efficiency 

Having “most” of what is needed for production in today’s hypercompetitive world is not enough. 

Supply chain management technology provides end-to-end visibility for supply chain processes and 

builds confidence in production managers that what they need will be there when they need it. 

Improved Inventory Management 

Inventory can make or break manufacturing and distribution companies. Too little and production can’t 

keep up with demand, so customer sales are lost. Too much and extra costs start piling up. Inventory is 

vital because WIP can impact taxes and cash flow. And if too much working capital is tied up with 

inventory, a company can again lose orders through lost capacity. Supply chain management technology 

allows companies to utilize deep analytics to optimize inventory and make decisions to streamline cash 

flow. 

Improved Communication and Collaboration 

Because technology and automation for the supply chain utilize real or near real-time data, companies 

have greater visibility and can track activities better. This helps improve collaboration and 

communication with key vendors and reduces cost through better vendor contract management. 
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Improved Order Management 

With the acceleration of e-commerce in the wake of COVID-19, companies are shifting to digital 

technology to manage order positions. The increase in order velocity and consumer expectations mean 

that supply chain planning must match delivery, ensuring production is optimized according to demand. 

Technologies that Impact Supply Chain Planning 

With new advances made every year, it may be hard to sort out their impact on supply chain planning. 

To make it easier, these specific technologies can make a big difference when combined with supply 

chain planning software. 

Industrial Internet of Things 

With the rapid adoption of full digitization of production underway, IIoT technology offers real-time 

and accurate monitoring of production conditions. Connected devices throughout manufacturing deliver 

data immediately to the system and to connected supply chain management software, aligning response 

time in the supply chain to real-time requirements. 

AI and Advanced Analytics 

AI has proven to be a game-changer in manufacturing. Combined with advanced analytics platforms, 

these systems offer actionable insights to improve efficiency and processes. These platforms can be 

linked to supply chain management software to deliver the same results as other areas. 

Robotic Automation 

As AI increases production capability, the need for more agile supply chain management will increase 

yet again. Robotic automation can be tied directly to inventory, order fulfillment, shipping, and other 

functions that feed data to the supply chain management software. 

Answer to the Question No 08 (b) 
 

1. Lead Time Expectations 

Consumers and business clients both expect increasingly quick turnaround times on new orders. In part 

due to the rise of ecommerce giants like Amazon, many consumers consider it normal for an item to be 

delivered a day or two after an order is received. 

These consumer expectations aren’t likely to change any time soon. As a result, more effective demand 

forecasting and supply planning will be essential for businesses. Flexible supply chains that are capable 

of expediting orders as needed — for example, taking advantage of backup air freight contracts when 

land or sea would be too slow — will become an invaluable asset. Strategies that keep goods close to 

buyers can also help businesses meet these expectations. Distributing warehouse space, if possible, can 

make it more likely that items are nearby buyers when ordered, making them quicker to ship. 

https://www.plex.com/products/analytics-and-industrial-iot/what-is-iiot
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2. Port Congestion 

Port congestion, in part caused by the COVID-19 pandemic, remains a major challenge for logistics. 

Right now, ports around the world are experiencing record levels of congestion, meaning freight 

shipped by sea is likely to be delayed significantly. 

Most businesses likely don’t have the resources to charter their own cargo ships. Instead, demand 

forecasting and carrier choice may help companies keep sea freight moving. Staggering shipment 

containers across multiple vessels may also help businesses avoid the worst of a port’s congestion while 

also mitigating risks in other ways. The diversification of sourcing in a supply chain strategy can also 

help. If port congestion makes it nearly impossible to obtain a good or raw material from one supplier, 

there may be other suppliers available via air or land freight. 

3. Aging Equipment 

As they age, vehicles become less reliable and more prone to failure. Regular replacement of fleet 

vehicles is essential to keep the supply chain running smoothly, but the high expense of a new truck or 

tractor-trailer means businesses are continuing to use legacy equipment for longer than they would 

typically. 

Vehicle failures can happen suddenly. Even simple issues can cause massive problems when a part 

that’s been on the verge of failure begins to break down. Replacing old vehicles with new ones is one 

way to minimize downtime due to failures. An upgrade is also an opportunity to investigate alternative 

fuel vehicles and electric trucks. For businesses that can’t afford the capital expense of a new fleet, 

knowledge and careful maintenance can keep vehicles running longer. Preventive maintenance and 

effective upkeep are the best way to extend the lifespan of a vehicle. 

4. Aging Infrastructure 

A similar, related problem is emerging on the state side of logistics. Dated transportation infrastructure 

is beginning to show its age. In 2021, the American Society of Civil Engineers (ASCE) gave American 

infrastructure as a whole a C minus. Roadways fell behind even this low average and were given a D 

grade. 

Bridge closures, roadwork, and infrastructure failures can all create serious difficulties for logistics 

companies. When essential routes are closed for emergency maintenance, companies may have few 

options for avoiding delays. As with port congestion, diversification may be the answer for businesses. 

Distributing risk by partnering with a larger number of suppliers can help businesses create a more 

responsive and flexible supply chain network. 

5. Digital Transformation and Cyber Vulnerability 

Data has become one of the most valuable assets available to logistics companies. With the right 

customer information, a business can more accurately predict demand, anticipate crises, and mitigate 

risks. 

This same information can also make a company much more vulnerable, however. The value of data 

stored on business networks makes these networks a more attractive target for hackers. At the same 

time, digitalization, the adoption of Industry 4.0 technology and Iota devices, and the pivot to working 

from home have all increased the number of critical business assets exposed to the internet. The 

consequences of a successful breach can be massive. Businesses that suffer a breach may pay multi-

million-dollar ransoms, lose critical files, or face a badly damaged reputation. Downtime and fines from 

government regulators can further increase the cost of a breach. Effective cyber security is the best way 

to reduce the risk of a breach. Investing in IT, developing best practices, and participating in industry 

conversations on cyber security will help businesses ensure that critical assets and digital infrastructure 

are kept safe from hackers. 

https://www.businessinsider.com/pictures-of-record-cargo-ship-port-congestion-off-california-coast-2021-9
https://infrastructurereportcard.org/
https://infrastructurereportcard.org/
https://www.globaltrademag.com/yantian-port-congestion-how-can-shippers-navigate-another-major-supply-chain-disruption/
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6. Rising Freight Prices 

Higher shipping costs are likely here to stay. For logistics providers and vendors, this can be a serious 

challenge. Already, experts are predicting that businesses will hike prices to offset the growing freight 

costs. The impact will likely be felt in almost every sector of the economy. 

Better technology may help businesses adapt to these higher prices. Transportation management utilities 

that allow businesses to compare carriers and optimize routes, for example, can help them to both 

navigate around delays and minimize freight costs. 

 

 

 

 

 

 

 

. 

 

https://time.com/6073233/shipping-costs-surge-price-hike-goods/

