This question paper contains 18 printed pages.]

9991B Your Roll No. ....................

M.Com. /Il B
Course 421 — STRATEGIC MANAGEMENT
(Admissions of 2004 and onwards)

Time : 3 Hours Maximum Marks : 75

(Write your Roll No. on the top immediately
on receipt of this question paper.)

Note :  The maximum marks printed on the question paper
are applicable for the candidates registered with
the School of Open Learning. These marks will,
however, be scaled down proportionately in
respect of the students of regular colleges, at the

time of posting of awards for compilation of result.

Note :  Answers may be written either in English or in
Hindi; but the same medium should be used
throughout the paper.

fooaoft : ¥ T-TF # IW A a1 3 e a wr
W;éﬁﬂwaﬁwmmws‘?ﬁwaﬁql

Attempt all questions.

Marks are indicated against each question.

[P.T.0.



1.

9991B

st 7ot & IR AR
U Y9 & 37 3g9 g AR E

Today the Corporate Governance philosophy of many
large Indian companies emphasize the ethical and
efficient conduct of the company’s affairs and focus on
maximizing value for all its stakeholders. Despite these
pious intentions, Satyam like Corporate Governance

failures crop up from time (o time.

How can the Board of Directors, a central instrument in
Corporate Governance, play a more active role in

shaping corporate strategy and preventing scams ?
Or 10

“Most organizations c¢an benefit from strategic
management which is based upon intcgrating intuition
and analysis in decision-making.”

Do you agree with the view that intuition is relevant
in making good strategic decisions in . today’s

cnvironment ? Discuss the approaches (o strategic

decision-making.
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2. (a) The Five-forces model of competition determines
the level of competitive intensity in an industry.
From the following, identify the type of force and
its strength in determining the level of competition
in the digital camera industry and the passenger
car industry respectively. '

(i) Due to convergence, three out of five mobile
phones sold in the country have inbuilt
camera.

(1) The compact car segment, ‘B plus’, is today

where the action is. It is becoming a litile
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(b)

(a)

(b}

crowded with the new Swift , Hyundai 1 20,
Etios Liva, Ford Figo, Volkswagon Polo,
Honda, Jazz and new Brio and more making

their presence felt there. V2

Discuss the relevance of the resource based view
(RBV) of the firm in strategic management. 7%

Or

Explain the difference between core competence,
distinctive competence and stralegic advantage.
Iz

Ilustrate the application of BCG Model as a
technique of Portfolio Analysis. T2
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Given below are the product portfolios of two
companies. Explain the type of diversification indicated
in the portfolios. What are the pros and cons of each
type of diversification ? Explain using the concepts of
strategic fit, economies of scale and scope and
competitive advantage. 15

1TC DABUR

« Cigarettes ~|* Toothpaste & Toothpowder

« FMCG* * Hair Oils

* Paper * Shampoos
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* Paper Boards & * Medicated Oils
Packaging

* Hotels * Digestives

» Agribusiness ¢ Fruit Juices

+ Personal care products Nature Care Isabgol

* Life style Apparel &|* Ayurvedic Products
Accessories (Chyawanprash etc.)

* Education & Stationery
products

* IT Subsidiary

*FMCG business such as Biscuits, Atta, Spices, Snacks
Foods, Confectionery and Ready-to-Eat products.

Honey

Or
(a) Distinguish between cost focus and differentiation_
focus strategies. Interpret from the following the
type of strategy employed by Tanishg.

Tanishq, the jewellery business of Titan, enjoys
high brand equity and coniributes over 70 per cent
of Titan’s revenues, Tanishq specializes in
studded (diamond) jewellery, which has three
times the margins of conventional gold jewellery.
It tries the lure people away from traditional
jewellers but at the same time is steering away
from the scasonality of wedding and festive
jewellery. IA%)
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(b) Despite the low-cost aviation space in India
growing rapidly, Kingfisher Red, the low cost
carrier of Kingfisher Airlines, could not sustain
itself. What in your opinion are the skills,
resources and organizational requirements needed
for success while operating a low-cost business
model ? V2
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+ Cigarettes + Toothpaste & Toothpowder
4+ FMCG* + Hair Oils
* Paper * Shampoos
» Paper Boards & * Medicated Oils

Packaging
* Hotels + Digestives
+ Agribusiness * Fruit Juices

» Personal care products Nature Care Isabgol

 Life style Apparel & Ayurvedic Products
Accessories {Chyawanprash etc.)

» Education & Stationery
products

Honey
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* IT Subsidiary
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4. (a)

(b)

9991B

On December 16, 2010, India’s Hero group and
Japan’s Honda Motor formally announced the end
of their 26 year old joint venture (JV). The IV had
been onc of the few surviving and highly

successful cross-border partnerships.

What are the common problems that cause joint
ventures to fail ? Why did the Hero Honda JV
come to an end ? 7

What is the significance of functional strategies ?
Is pcnetration pricing more likely than skim
pricing to raise a company’s or a business unit’s

operating profit in the long run ? V2
Or

Explain any two : A7

(a) Strategic Intent

(b) Tows Matrix

(c) Qualitative Criteria for Strategy Evaluation
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5. Read the following case carefully and answer the
questions given at the end.

PANASONIC INDJA

Panasonic, Japan’s largest consumer electronics maker
has an ambitious growth plan for India, the $ 112
billion. Japanese firm wants to become India’s largest
electronics and durable company by 2018 when it will
complete 100 years. “India is not anymore a part of our

emerging market business but has been carved out as

9991B 10



the number one priority maker globally”, says
Panasonic India President Daizo Ito.

Beating .G and Samsung ~ Which togehter account for
more than half of the $ 35,000 crore Indian consumer
clectronics market and growing faster than the market’s
15% rate — in India may sound like a dream. But
Panasonic’s shorter-term target of almost trippling its
India revenues to ¥ 9,000 crore by 2012 from ¥ 3,200
crore last year appears realistic after its impressive
growth in the last three years. Since 2008, the company
has grown its business by more than 75% annually to
3,500 crore.

MARKET SHARE
m PANASONIC
*« AC 7% |*Plasma TV 45%
‘LCD&LEDTV 8% |+ Washing
« Personal care gg | Machine (T£) 4%
¢ Health care 5%
s LG » SAMSUNG

« AC 29.6% 20.9%
«LCD, LED &

Plasma TV 24% 28.6%
+ Washing Machine 31.6% 19.3%
¢ Refrigerator - 33.7% 19.5% |
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The company is driven by a country specific strategy,
‘India Project’—'that focuses on innovation, localisation,
aggressive marketing and mass-market products.
Daizo I to is convinced that the way for the Japanese
conglomerate to succeed in India is to be Indian at heart
and in the manner and practice.

Before its second coming to India in 2008, Panasonic
had made its presence felt in India in batteries, audio
products, small appliances like rice cooker and mixer-
grinder and in TVs. Like many other brands, it was
swept out of the market in the late 1990s due to the
onslaught of LG and Samsung which priced their
products much lower than Japanese rivals to win over
the value-conscious Indian market.

The ‘India Project’ has started delivering. The
company’s market share across products has shot up to
an average of 5-6% from 1-2% last year. It wants to

increase this up to 10% by 2012 and touch the 25%
mark by 2018.

Panasonic is building a $ 200 million manufacturing
plant in Haryana and announced a R & D facility in
Gurgaon. The R & D centre will develop future
products, energy management and audio-visual

products towards expansion in India. Panasonic late last
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year launched two India specific innovations - the
‘sound for India’ LCD TV with enhanced sound
capabilities and the Cube air-conditioner which is new
form factor providing the benefits of a split AC in a
window-type form factor. Daizo Ito wants similar
innovations across product segments. “We want to
bring market disrupting innovations like cube AC in all
product categories”.

Panasonic also has a mass-market strategy in place. It
wants to roll out direct-cool refrigerator, semi-automatic
washing machine and mass segment personal care
products like hair dryers and stylers, selling at less than
¥ 600. The company has increased its marketing spend
and projects itself as a young brand by roping in
Bollywood  Superstars to appeal to young and
ambitious Indian consumers who drive consumerism in
the country.

Panasonic with all new developments might find
Korean domination tough to challenge. LG and
Sumsung are tough warmiors which enjoy huge mind-
space amongst Indian consumers. Cutting that brand
pull will be quite a task.
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Will Panasonic succeed in Indian market ?

Questions :

1.

Do you think Panasonic’s India specific strategy
would help the company in realizing its vision ?
Why 7 How ? 9

How can Panasonic obtain a competitive
advantage over its mighty Kofean rivals with
entrenched market shares in the Indian consumer
electronics and durables industry ? 11
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